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NOT YOUR TRADITIONAL BEAUTY COMPANY

When you buy Tweezerman tweezers, you’re buying one 
product for life, which presents unique challenges for 
keeping customers coming back...



RESEARCH

Source: Quantitative Online Study powered by SurveyMonkey, n=1,155, USA, May 2020
Q8. Thinking specifically about beauty and grooming tools, how has the COVID-19 crisis impacted your purchasing of these types of goods?
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55%

17%

29%

20%

I'm buying online more than I have
before

I'm buying from retailer(s) I never
shopped at before

I'm buying at less retailers than I
have before

None of the above/My buying
habits haven't changed

COVID-19 Purchasing impacts for beauty & 
grooming tools

64%

16%

21%

19%

More online

More in store

More spontaneous / on impulse

Not different than before

Difference in purchase behavior due to 
COVID-19 for beauty & grooming tools
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CONTENT-CENTRIC REDESIGN
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ADVANCED SHOPPING FEATURES

SHARPENING

A unique business challenge Tweezerman faced was 
implementing a tool-sharpening service for certain 
products, provided free for customers.

ENGRAVING

Utilizing key Magento features, Redstage helped build 
Tweezerman’s tool personalization studio where 
shoppers can add custom engravings.



LOYALTY & TRUST DRIVERS
In-store review experiences need to be 
revisited since people aren't in-stores...



TRADITIONAL SHOPPER HABITS
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27%

63%

64%

At the official site of a brand

At an online retailer site (amazon.com, target.com, etc.)

In store

Typically where do you purchase beauty and grooming 
tools? (Select all that apply.)



NEW SHOPPER HABITS

19%

26%

27%

28%

29%

29%

33%

35%

36%

38%

39%

46%

69%

55%

44%

47%

46%

44%

40%

40%

36%

39%

32%

39%

25%

11%

26%

30%

26%

25%

27%

31%

27%

29%

25%

30%

22%

29%

20%

Department Stores

Sally Beauty

Sephora

Ulta

Walgreens

CVS

Target

Walmart

Rite Aid

Grocery Store

Club Store (BJs, Sam's Club, Costco)

Brand's website

Amazon

COVID-19 Shopping behavior impact beauty & grooming tools

Shop more at

Shop less at

Shop same as before
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LESSONS LEARNED IN THE 2008 RECESSION

o Building, winning, and maintaining loyalty:

o Win back and retain customers with educational, consistent content.

o Anticipate changing consumer habits to adapt quickly.

o Products available where and how your customer shop.

o Your store should be customizable for different markets.
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KEY TAKE AWAYS 

o Bring your in-store experiences fully online (the new normal):

o A nimble website lets your teams be more agile & adaptable.

o Optimize content for different retail channels.

o Continuously test to see what customers like best.

o Understand customer concerns to add value.

o Anticipate a very different type of holiday season.
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