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© Subscribe & Save:
5% 10%
$24.69

o
Unlock 10% by adding this
product and 3 more to your l I | I l
next delivery. Learn more
First delivery on Nov 22
change
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Prime

Primenesia is the condition of
not remembering what you

ordered from Amazon
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Spotify~ ,

Subscription
eCommerce Sales (US) |
in Billions wing
$32.65 $38.20
$27.67

$23.25

$16.49

2019 2020 2021 2022 2023
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16,366 consumers

~
> <
personal care household beauty food & beverage
Nn=697 n=726 n=716 Nn=/62

4,254 US tangibles 8,123 EU tangibles 3,989 US digital
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5 hypotheses about the subscription consumer
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Introductory
> offersand gifting §&

SAID EYES LOOK
MORE WIDE GPEN-

are only for =
acquisition
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O2. Introductory offers and gifting are only for acquisition

Reasons to sign up for
tangible goods

il

Gift that
. | continued
offer 65%
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O2. Introductory offers and gifting are only for acquisition

Reasons to sign up for
tangible goods

Sl .
] Gift that 527%
. | continued S

Introductory
offer

75%

52%

/- ml
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There are
generational
differences in
subscription
attitudes and
usage
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O3. There are generational differences in subscription attitudes and usage

4 or more subscriptions

38% 487 30%  fex

Gen Z Millennials Gen X Boomers+
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0O4. Churn is bad

Reasons for canceling

327% 20%
. . B -

It was | needed tocut | was not using the | wanted to try
too expensive back on spending product(s) something else
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05

Subscription
services have
disrupted the
traditional
shopper journey
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O5. Subscription services have disrupted the traditional shopper journey

E)is

Individual purchase
(in-store, online)

Go back to
buying
/ individually?

First, he chooses
a purchase path \ /

| ] @
Our friend \
needs a razor D
—) He chc?os.es E—— AETRITAIE) 12 memsssssm)  What does he do?

subscription wants to change
Subscription path his razors

f \ Try another
I subscription?
I I

I I

I I

I I

I I

I I

I I
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Subscription lifestyle insights

It's not all Introductory Millenials Churn New
about the offers are are heavy doesn’t have shopper
money for heavy users to be bad journeys are
users too being
created
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Recommendations for CPG and D2C
companies

..

Develop Use Focus on Create Check your
engagement introductory Millennials subscription decision
and pricing offers + gifting first hopping journey

strategies promos opportunities touchpoints
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Strategic
discussions to take
back to your team

Business models
Relationships

Buying behaviors

Retailer and partner relationships

Channel dynamics
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The subscription channel is an
opportunity for you to create an
ongoing conversation and
direct relationship with your
customers
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Questions?

Mike Mabey

O
SKIM

decision behavior experts

» ‘

Brady Silva

SKIM provides subscription channel
advisory and research services in GTM
strategy, pricing, communications, new
products, and journeys

e

For more SKIMg tion:
skimgroup.com/ subscribe
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