
The Importance of D2C E-Commerce for Skin Care 
Brands: Three Key Strategies to Win Over Consumers 
 
Today’s consumers have more choices than ever, making it important for skin care 
brands to learn how to connect with an increasingly selective audience. Buyers aren’t 
only more informed, but also more discerning about the brands they choose to support. 
This change has made it important for skin care brands to adopt direct-to-consumer 
(D2C) business models, which allow them to directly connect with their customers, 
control their stories, and offer a more personalized shopping experience. 
 
People shop online for different reasons, but the main reason that online beauty buyers 
choose to shop directly from brands is because it gives them the chance to earn rewards 
and discounts (Digital Commerce 360, 2023). This gives brands a unique opportunity to 
design their websites with their customers in mind, especially when it comes to their 
loyalty programs and other incentives.  
 
With online beauty sales projected to reach $45 billion by 2027, it’s clear that e-
commerce is more important than ever (Retail Dive, 2023). For skin care brands, 
adopting a D2C strategy is not just about increasing sales, but about building lasting 
relationships with customers. To stay competitive in the beauty industry, brands can use 
three key strategies to ensure long-term success.  
 

1. Share Your Brand’s Story 
In today’s crowded market, the ability to tell your brand’s story directly to consumers is 
invaluable. D2C e-commerce platforms give skin care brands the power to control their 
message, ensuring that what customers see aligns with the brand’s values and 
personality. This is especially important in the beauty industry, where consumers are 
looking for more than just products, but for brands that reflect their own beliefs. A 
strong brand narrative can be the deciding factor that makes a customer choose your 
product over someone else’s.  
 
Consider niche beauty brands like Krave Beauty, who have shown that brands can stand 
out not just through innovative products but also by creating a culture that consumers 
can get behind. They’ve done well at using their D2C channels to highlight their 
commitment to sustainability and transparency, cruelty-free practices, and sustainable 
packaging—key details found on each product’s PDP. By directly connecting with 
consumers and offering products that align with their values, Krave Beauty has built a 
loyal following of people who care about the brand’s mission and success.  
 
With tools like ClearForMe’s Clickable Ingredients, brands can easily showcase this 
important information in a way that’s seamless and engaging for customers. Not only 
does this build trust, but it also allows brands to track consumer engagement and 
measure how these efforts translate into actual purchases. 
 
Transparency is another factor to consider. D2C models allow brands to provide 
detailed information about their products, from ingredients and sourcing practices to 



sustainability information and effectiveness. Ingredient transparency is an important 
part of a brand’s story, and offering features like Clickable Ingredients can improve the 
shopping experience by giving consumers instant access to detailed ingredient 
information. This helps shoppers feel more connected to the brand while also ensuring 
they find products that meet their personal beauty care needs. 
 
As tools like Clickable Ingredients become more popular and accessible, consumer 
mindfulness continues to grow. An estimated 63% of beauty product shoppers say clean 
beauty is either ‘extremely important’ or ‘very important’ when making a purchase, and 
81% want less plastic packaging (CleanHub Research, 2023). With these statistics in 
mind, it’s no surprise that consumers are increasingly favoring products with labels like 
“cruelty-free,” “vegan,” and “clean.” When brands provide products with transparent 
labeling, they can build consumer trust and gain loyal shoppers, setting them apart in a 
competitive market.  
 
In the context of D2C e-commerce, offering clarity on product ingredients, packaging, 
and ethical values is no longer optional, but expected. The trend toward clean and 
ethical beauty has been growing rapidly, and consumers are even willing to pay a 
premium for brands that demonstrate a commitment to sustainability and ethical 
practices (Sage Journals, 2023).  
 
Because consumers value transparency, skin care brands should focus on making 
transparency easy and accessible for their customers while designing their websites. By 
integrating tools and technologies that provide detailed, consumer-friendly ingredient 
information directly on product pages, brands can build trust, influence purchasing 
decisions, and foster loyalty. For example, about one in 10 consumers now say they’re 
most likely to buy beauty products directly from a brand website, which shows just how 
important a strong online presence is (VML, 2023). Offering a seamless and informative 
shopping experience can turn casual browsers into loyal customers.  
 

2. Improve Product Discoverability Through SEO 
With so many options available, making sure your products are easy for consumers to 
find is crucial. D2C e-commerce lets brands optimize their product listings for search 
engines, which means more visibility and organic traffic. For skin care brands—where 
consumers often spend a lot of time researching before buying—effective SEO strategies 
are essential. Search engines are usually the first place consumers go when they’re 
looking for products, so SEO is a key part of any successful D2C strategy.  
 
E-commerce is the fastest-growing channel for beauty products, expected to grow at a 
rate of 12% per year between 2022 and 2027 (McKinsey, 2023). This growth is fueled by 
more and more consumers feeling comfortable with—and even preferring—online 
shopping, especially when they’re looking for products that require detailed research, 
like skin care. Ranking high in search engine results can significantly impact your 
brand’s visibility, making it more likely that consumers will discover your products 
instead of a competitor’s. 
 



SEO goes beyond visibility, though, and also involves getting the attention of consumers 
at just the right time. Nearly half of Gen Z consumers, for example, report doing 
extensive research on product ingredients and benefits before buying beauty products, 
similar to millennials (McKinsey, 2023). By investing in SEO, brands can position 
themselves to engage these consumers during those critical decision-making moments. 
SEO isn’t something you can set up once and then forget about, though. It needs 
continuous optimization to keep up with changing algorithms, consumer behavior, and 
market trends, which are ever-changing in the beauty industry.  
 
By keeping SEO efforts up to date with real-time data, brands can make sure their 
products are reaching the right audience, increasing their chances of converting a 
potential customer. For instance, brands can optimize product descriptions with 
relevant keywords, address common customer questions on their websites, and 
encourage user-generated content to further improve their SEO. Taking these steps can 
help brands maximize their reach in a crowded market.  
 

3. Use Consumer Feedback to Make Improvements 
One of the biggest advantages of D2C is that it gives brands direct access to consumer 
feedback. Unlike traditional retail channels, where feedback may be altered or delayed, 
D2C e-commerce allows brands to collect and respond to consumer insights right away. 
This kind of immediate feedback can be instrumental in making ongoing product 
improvements and keeping customers happy. By acting quickly on what consumers are 
saying, brands can make informed decisions, launch new products, and tweak existing 
ones to address and meet their customers’ preferences and needs.  
 
Customer reviews and ratings serve as a form of social proof and also help brands 
understand what their audience really wants. Research shows that 88% of beauty 
shoppers consider ratings and reviews when making a purchase, and 67% place 
importance on user-generated photos and videos (PowerReviews, 2023). This highlights 
just how important it is to have strong feedback tools in your D2C platform.  
 
People today tend to rely on the opinions of others before buying something, making 
user-generated content a powerful way to build trust and credibility. Plus, being able to 
interact with customers through reviews—whether this means addressing concerns or 
giving positive feedback—can improve customer loyalty and cause people to talk more 
positively about your brand to their friends and family members. 
 
For skin care brands, adding features that let customers easily access ingredient 
information and filter products based on their specific needs can significantly improve 
the shopping experience, leading to higher satisfaction and retention rates. With 56% of 
online beauty buyers citing detailed product descriptions as critical to their purchasing 
decisions, brands have an opportunity to exceed customer expectations by using 
consumer feedback to improve the shopping experience (Digital Commerce 360, 2023). 
D2C platforms allow brands to showcase their unique features, values, and personality 
traits—something that might not be fully conveyed when products are sold through 
third-party retailers.  
 



Conclusion 
The value of a D2C e-commerce presence for skin care brands is even more apparent, 
especially as the digital sphere continues to advance. D2C isn’t just a sales channel, but a 
vital part of the overall brand strategy. It allows brands to improve product 
discoverability, engage directly with consumers, and control their narrative—instead of 
letting someone else tell their story. By focusing on these three strategies, skin care 
brands can expand their market reach and deepen existing relationships with 
customers.  
 
As the beauty industry moves toward more direct and personalized consumer 
experiences, brands that effectively use D2C e-commerce will be much more equipped to 
lead in a competitive market, earning the loyalty of today’s knowledgeable and selective 
consumers. With e-commerce expected to grow at an annual rate of 12% and remain the 
fastest-growing sales channel in the beauty industry, those who prioritize and innovate 
within the D2C space will not only capture an opportunity for growth but also thrive in 
an ever-changing market (McKinsey, 2023).  
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