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Drive loyalty
Provide special offers 
based on personal 
preferences.

Be accessible
By phone, email or chat.

Focus on design
& packaging
They help you stand out.

Know your customers
Collect data to 
personalize experiences.

Be social
Most traffic comes 
through social media.

Drive loyalty
Reward customers 
and provide 
recommendations 
to encourage repeat 
purchase.

Think mobile
Mobile sites and apps 
are important 
shopping tools.

Be social
Market and 
demonstrate
your products on 
Facebook, Twitter 
and YouTube.

Be social
It’s where your 
audience is
(especially Facebook).

Be visual
Use lots of images 
and encourage 
customers to share 
their own photos
of your items.

Find a niche
Differentiate yourself 
by focusing on specific 
products.

Know your customers
Collect data and provide 
personalized incentives.

Target a wide audience
Market to a range of ages, 
lifestyles and incomes.

What does this mean for your business?

Packaged goods companies
and manufacturers

Big retailers

82%
of market 11

Large brands
invest more in
e-commerce.

Beauty

Amazon
Prime Wardrobe
(subscription service)

Big retailers
shifting to online

40% sell online and offline.

60% sell online only.

Specialized
retailers

Non-specialized
retailers

Who are your competitors?

Growth created by 
focusing on the online 
and social media lifestyle 
of the customer.

of sales come from
repeat customers. 10 41%

of purchases
get returned. 91–2%

Shipping tends
to be low-cost.

Brand loyalty and
product quality drive 
repeat purchase.

Online content is used
to educate customers.

of millennials buy
based on price. 885%

of purchases
get returned. 728%

Customers buy items 
in various sizes and 
keep what fits best. 

Customers expect 
hassle-free returns and 
free or low-cost shipping.

Adults 35–54
are the main purchasers.

Consumer data
(age, gender) is used
to personalize the 
shopping experience.

Sports nutrition
is the largest market.

Which trends matter?

Receives 7 boxes 
on average 6

Prefer sites that provide 
suggestions based on 
past views and purchases

More likely to buy 
products recommended 
by friends on social media

are women with
children aged 3–5.  5 58%

Income

$78,436 USD 5

Age
25–34

Growing to dislike 
in-store shopping.

Spend time researching 
products online.

purchase online from 
specialty stores. 435%

Women
18–34

of 
buyers 447%=

Socially
conscious

More likely to purchase 
based on photos

More likely to buy 
products recommended 
by friends on social media

Income

$65k 3>
Age
25–34 2

of adults use 
Vitamins, Minerals 

& Supplements

77%

Who are you selling to?

billion
in 2019 110$

billion in 2018

Meal kit boxes:

3.1$

$ billion Projected
by 20235.5

billion
in 201844.2$

billion
in 2023

Projected
103.1$

growth
2019–2023133%

billion
in 2018106.3$

billion
in 2023

Projected
189.9$

growth
2018–202379%

billion total in 2018
(including in-store sales) 14

billion
in 20182.5$

$

What’s the e-commerce opportunity?

in online sales between 
2016 and 2018

25% GROWTH

Subscription
Boxes

Beauty &
Personal CareFashionVitamins, Minerals

& Supplements

in the U.S.E-commerce
Opportunies


