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Ulta Beauty Introduction

Stock Price (11/29): $449.88

Ulta Beauty was founded in 1990 as a beauty 
retail chain with a unique concept that offers a 
broad range of brands, select beauty services, 
and a convenient shopping environment.

It is the largest beauty retailer in the US 
offering more than 25,000 beauty products 
within more than 1300 stores in the US.  It also 
distributes its products through its website 
ulta.com. It reached a total revenue of $6.152B 
in 2021.
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Ulta Beauty ESG Efforts
Diversity & Inclusion

- Received a 77% score on associate engagement 
survey, five points higher than industry benchmark

- With a keen focus on brand amplification and 
support, assortment growth, and equitable, 
welcoming guest and associate experiences, the 
commitments reflect an investment of more than 
$25 million in 2021.

- Today 90% of the associates are women with 54% 
women directors on Board and 67% women 
leaders on executive team. In addition, 25% of 
directors and above at Ulta Beauty are people of 
color.  
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Ulta Beauty ESG Efforts
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Sector Overview
Beauty 

Global beauty industry spending was $511 billion in 
2021, estimated to hit $716 billion in 2025

Annual compound growth rate of 7%, driven by 
digital expansion and shifting trends

Historically, largely purchased offline but this is 
changing especially post Covid - 48% by 2025

70% market share in Asia Pacific and North 
America (Ulta is US only - major growth 
opportunity)

Trends

● Diversity and variety
○ Rise of social media

● Natural/clean beauty
● Health and wellness
● Skincare focus
● Hyper-personalisation 

○ Research shows that consumers are 
80% more likely to make a purchase

● At home treatments - result of Covid
● Men’s cosmetics and beauty
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Business Overview & Business Model
● Retail brand for beauty selling over 25,000 beauty products and 600 brands 
● Products outside of beauty are sold as well 
● Salon in every store 
● Focuses on a personalized experience regardless of being a major retailer in beauty 
● 95% of their sales come from rewards members 
● Partnership with Target to reach new customer base 
● Rapid expansion of stores from 1300 to 1500
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Investment Thesis

Omnichannel

All Things 
Beauty

Seamless experience through multiple channels

Focuses on the customer experience rather than the sale of the product 

Grow a larger customer base 

Brand loyalty from 32 million customers 

Enticing rewards program 

Defensive in today’s industry 
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Management
CEO: David C Kimbell since June 2021

● Previously held roles as President, Chief 
Merchandising and Marketing Officer, Chief 
Marketing Officer at Ulta

● Focus on diversity and inclusivity
● Guest centricity - all price points, personalisation
● Partnership with Target
● 3Q21 sales growth: 29%, 4Q21 sales growth 21%, 1Q22 

sales growth 21%, 2Q22 sales growth 17%
● Beaten estimates and as a result bumped up future 

estimates from 3-4% to 6-8%

Management full of people with experience in the beauty 
sector such as Chief Merchandising Officer Monica 
Arnaudo 

David C Kimbell
CEO
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Competitive Landscape
As Ulta is a US only company, we will be looking at alternatives 
from a US perspective

Sephora: most similar substitute. Primarily high end. More 
refined shopping experience both in-store and online (better 
omnichannel). 17 million loyalty program subscribers as 
compared to Ulta’s 32 million

Target/Walmart: not beauty focused but offers a substitute for 
most drugstore/cheaper brands (Target partnership with Ulta)

Brand websites and stores: more popular for high end brands 
as they often include a more luxurious experience but Ulta and 
other brands listed above offer a one-stop shop and are by far 
the main way that other brands sell products
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Growth Strategy

All Things Beauty Approach: growth 
in core categories such as makeup, 
haircare, skincare, and fragrance + 
cross-category strategic platforms 
focusing on Conscious Beauty at Ulta 
Beauty, Black-owned, Indigenous, and 
BIPOC founded brands. 

Personalization: 95% of sales 
come from Ultamate Rewards 
program → curating content based 
on data collected and launching of 
UB Media 

Omnichannel: partnership with 
Google to launch GlamLab Virtual 
try on tool and “Beauty To Go”

Innovation: strategic partnership 
with Adeptmind to power a 
personalized search engine & $20 
million Digital Innovation Fund 

5-7% 

Targets by 2024

13-14% 

$150-200 million 

50 

CAGR

growth in operating profit

to fund new initiatives

new stores per year

for DEI commitments$50 million 
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Risks and Mitigations

Risks (economic, financial, strategic)

Macroeconomic down trends

Increased price of sourcing

Unable to sustain growth plans 
and long-term strategic plans

Disruption in operation centers 
can reduce sales

Mitigants

Diversified Products

Loyalty of Customers

Relative Lower Prices for Products 
compared to other beauty products

Wide spread of data available 

Rapid expansion in stores with 
omnichannel implementation
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Valuation
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Public Comps
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DCF - Perpetuity Growth Model
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Sensitivity Analysis
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Thank you!
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Disclaimer
Impact Investing Group, Inc.  is a 501 (c) (3) non-profit incorporated in the state of California. Impact Investing Group, Inc.  is affiliated with the 
student-run organization, “Impact Investing Group at USC” through volunteers of the student organization working for the non-profit on a 
volunteer basis without compensation, financial or otherwise. The University of Southern California shall not be held liable or responsible for any 
business conducted through by the Impact Investing Group, Inc. The Board of Directors for Impact Investing Group. Inc. may also have a dual role 
in the operations of Impact Investing Group at USC.


