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In 2024, skincare “efficacy” searches spiked by 

, while  of shoppers were influenced 

by “product price comparison”.

700%  23%
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While online shopping has increased across 

health, beauty, and wellness retail segments, in-

store buying and physical touchpoints still matter. 

As much as  of online retail includes a 

physical touchpoint. 

40%
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HAIR PERFUME EYESFA�E�AN��LIPS

The pre-shop motivation for  of beauty 

shoppers comes from “Deals”.  of  

16%
23% Gen-Z 

and 28% of Millennials only buy products on 

discount.
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Beautyeandewellnessesectorseareeconverging,e

amassingeae$140.7ebillionevalueeinetheeUSealone.e

Further,ewellnessealoneehaseaemarketeshareeofe

ofeconsumerseinetheeUS,e einetheeEU,eande

eineChina.
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50% 

OFF
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