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If you haven’t heard of the latter combination, it’s known 
as the “Wolverine stack”—so-called for its rapid healing 
properties (“wounds close faster, tendons knit together” 
extolls one retailer)—and it is not approved by the FDA or 
for human use. Regardless, it is a top seller on e-
commerce supplement sites and through social media, 
sought out by self-informed consumers in the body-
building world or those in pain. 

We see the spike in adoption of the Wolverine stack as a 
trend for the beauty, health, and wellness industry, which is 
being disrupted by medical-adjacent treatment plans. 
Consumers are embedding supplementation into their lives as 
part of a more holistic, results-based approach to wellbeing, 
beauty, and achievement. The AlixPartners Professional VMS 
Survey finds shifting loyalties among a curious population 
looking to optimize. 

Consumers are increasingly looking to practitioners for 
their initial recommendations, education, and even 
purchases before switching to Amazon for continuing 
buys (brand websites see only 48% retention on the 
second buy).

Vitamins, minerals, and supplements (VMS) are on the 
rise both in areas where there is sufficient research, and 
in new and emerging areas where product claims 
overshadow quality, safety, and efficacy.

The U.S. VMS market topped $125 billion in 2025, per 
Euromonitor. The vitamins and supplements segment is 
projected to grow 11% through 2027. From changing diets 
to the rise of longevity programs/products, and a 
deterioration in access to healthcare, a host of conditions 
have combined to attack the old paradigm. 

Legacy beauty and upstart producers alike will have 
to adapt to the new use-case. Manufacturers and 
retailers will want to capitalize on the VMS gold rush 
but need to adhere to the quality and safety 
standards that helped overcome the previous 
industry reputation of someone mixing ingredients in 
their garage. Regulators may have an appetite to 
loosen restrictions on peptides, which would open 
the door to greater adoption and growth. 
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FIGURE 1: VMS IS THE LARGEST SEGMENT OF THE PERSONAL CARE, HEALTH, 
AND WELLNESS INDUSTRY

U.S. personal care, health and wellness ($B)

Source: Statista Market Insights, Euromonitor; Nutrition Business Journal
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From the availability of consumer-level healthtech to a 
more informed consumer and a blurring of the 
beauty/health/wellness categories, there are a few major 
trends driving change in this space.

The rise of continuous monitoring and growth of self-
directed healthcare: From Apple Watches, Whoop, and the 
Oura ring to consumer-level glucose monitors from 
companies like Abbott and Dexcom, healthtech has grown 
with the consumer desire to be informed about their health 
at all times. 

The growing reliance on data to make health decisions, or 
self-diagnose conditions, has occurred as healthcare 
services have become more expensive and harder to 
access—average wait times to see a general practitioner in 
the U.S. are up ~20% in some cases in urban metro areas to 
30 or more days, per AMN Healthcare—and have been 
passed over for alternative voices  . Accordingly, we’ve seen 
a rise in self-treatment or doctor-directed treatment with 
VMS  . This isn’t limited to men or women. Both appear to 
have an appetite to spend in the VMS category, although 
they may be targeted differently. 

Beauty and nutrition have become inextricably linked: We 
keep hearing “beauty from the inside out,” in reference to 
dietary impact on physical appearance and health. VMS has 
capitalized on this, with companies like Nutrafol offering 
capsules to treat hair loss treatment for men and women, 

More, more, and more: 
Why the VMS industry is changing

Thorne offering diagnostic testing complemented with 
matching supplements for internal and external needs, and 
people drinking lemon water and olive oil to “tighten up” and 
to maintain their youthful glow.

“Beauty from the outside-in” is also fully in play as cosmetic 
companies incorporate traditionally ingestible supplements. 
AlixPartners research found that 85% of consumers buying 
holistic beauty products want detailed ingredient information. 
How many skincare routines include peptides, collagen, 
vitamin C, or a nutrient additive? Go to your local Sephora or 
browse the shampoo aisle at the grocery store. The secret 
additive that drives your desired outcome is in everything.   

Private label is showing strength as consumers seek out 
specific ingredients: As with beauty, marketing and sales are 
the growth drivers in VMS. Where R&D lies and how much 
spend should be allocated is more company dependent, but 
consumers are always looking for a next-level product, and 
private label products have more share than the largest 
branded products. No company has more than a 5% share. 
Once booming brands that are in decline or stagnating   
continue to show up in the beauty space and private label is 
playing a greater role in retailers’ assortment  . As small 
players in beauty and wellness look for manufacturing 
partners, the opportunity for private label remains huge. 

Despite the appearance of endless products and brands, as 
the VMS market grows, private label is responsible for a large 
portion of the footprint, though it is very fragmented.

From Waste to Worth: Capturing Economic and Sustainable Value in Circular Value Chains 

FIGURE 2: THE GLOBAL VITAMINS AND SUPPLEMENTS MARKET IS HIGHLY FRAGMENTED

Source: Euromonitor RSP
1. Euromonitor Retail sales measure at RSP in $bn 2. Annual reports
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https://pmc.ncbi.nlm.nih.gov/articles/PMC11890132/
https://www.psqh.com/news/survey-physician-appointment-wait-times-surge-19-since-2022/#:%7E:text=On%20average%2C%20AMN's%202025%20Survey,and%20down%2029%25%20since%202004.
https://www.alixpartners.com/insights/102lq3y/beauty-has-entered-an-era-of-brutal-honesty-welcome-to-the-age-of-admission-20/
https://www.alixpartners.com/insights/102lq3y/beauty-has-entered-an-era-of-brutal-honesty-welcome-to-the-age-of-admission-20/
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The all-in-one experience: Med spas, gyms, wellness centers and retreats have exploded in growth. 
Walking around cities, it seems like there is a consumer treatment center on every corner. Although 
many specialize, there are some that look to become a one-stop shop, from doing blood tests and 
writing prescriptions to tailoring your diet and providing physical manipulation. 

Direct-to-consumer and Amazon are the preferred method of purchase for recurring vitamin and 
supplement purchases. However, the retail footprint is massive. Going to a location—whether a doctor 
or a different provider for initial learnings—has a lot of power. Generationally, this is huge with Gen Z, 
who are more likely to bond and socialize with wellness activities in a sauna for R&R than have a big 
night out drinking. In retail, it looks to be only a matter of time before we see VMS products in beauty 
retailers and beauty products in VMS retailers. Ulta has already started with products like Mary Ruth.

From Waste to Worth: Capturing Economic and Sustainable Value in Circular Value Chains 

FIGURE 3: PRIVATE LABEL SHARE OF RETAIL IS GROWING IN THE VITAMINS CATEGORY
Private label VMS share of retail $1 – Total U.S. XAOC+C

Source: Nutrition Business Journal; Nielsen IQ 
1. Share based on Trailing 52-week periods through Mid-July
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So, how can VMS manufacturers and retailers reach this burgeoning market?   

All channels are showing growth but practitioner-related referrals and e-commerce lead the way. As we’ve 
discussed, growth in this space is driven by a desire for information about personal health that can be put into 
action to fuel self-improvement—the AlixPartners Consumer Sentiment Index found that med spas/salons and 
doctors’ officers now rank #4 and #5 for specialty beauty destinations. Thus, providers’ recommendations or 
one of the many strains of influence (yes, even Reddit) are what convert consumers into users of a product.

Discovery comes from providers 
and e-commerce

FIGURE 4: GROWTH IN TRADITIONAL CHANNELS LAGS GROWTH IN E-COMM 
AND PROVIDER-RELATED CHANNELS

U.S. – Top category growth by channel

Source: Nutrition Business Journal; Nielsen IQ
1. Share based on Trailing 52-week periods through Mid-July
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https://www.reddit.com/r/crossfit/comments/1m6zca5/thoughts_on_bpc157/
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Even among consumers who receive a recommendation for a specific VMS regimen from a healthcare provider, 92% 
still conduct additional research, per AlixPartners’ professional VMS survey, and women are twice as likely as men to 
continue to investigate benefits and uses.

FIGURE 5: FIRST- AND SECOND-TIME PURCHASE BEHAVIOR STEERS CONSUMERS TOWARD 
E-COMM AFTER THE HIGH-TRUST REFERRAL

Source: AlixPartners Professional VMS Brand Consumer SurveyQ: Where did you make your first purchase of the vitamin, 
mineral, or herbal supplement? 
Q: What has been / will continue to be your primary channel for subsequent purchases? 
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Once consumers have tried a product, 9% of those referred by a 
provider switch to Amazon, and around 20% of those who originally 
purchased via a DTC channel look to buy it from the e-commerce 
giant, according to VMS survey data.
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To win, companies need to have the right marketing, the right channels, the right products, and a differentiator. 
Across the value chain, luxury is outperforming mass and value, due in part, we believe, to the associations 
with biotech innovation, associations with scientific advancement, and elite fan bases. 

Higher-priced brands are leading the way 
for branded products
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FIGURE 6: VITAMIN AND SUPPLEMENT PRICE HIERARCHY TRENDS FALL INTO 4 CATEGORIES 
WITH MASS AND VALUE STAGNATING AND MORE EXPENSIVE BRANDS DRIVING GROWTH

Wheel of VMS price hierarchy1

Source: AlixPartners analysis
1. Classification is based on price point and brand positioning
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The opportunity is huge, but the 
product has to work

Even among consumers who are purchasing VMS 
products after a recommendation from a healthcare 
provider, product quality and brand reputation are the most 
frequently important purchase factors. Pricing (per dose, 
not just per bottle) is also an important factor for nearly a 
third of consumers.

FIGURE 7: FREQUENCY OF FACTORS FOR CONSUMER PRODUCT SELECTION CONSIDERATION

Source: AlixPartners Professional VMS Brand Consumer Survey (N=1,061), July 2025
Q: What factors most influence the brand you will choose for subsequent purchases?
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As the VMS boom plays out, consumers will 
have a greater opportunity to test and 
switch offerings. The winners will be the 
companies selling science-backed products 
that provide results and win trust. 
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The consumer looking for the right “stack” won’t take their physician or trainer at their word—they will weigh the effect 
of the product against pricing and brand identity. 

Companies looking to outperform the competition need to:

In building brand, consumer, customer  and product strategies, knowing 
the consumer piece is increasingly driven by practitioners and influencers.

BE DELIBERATE AND 
INTENTIONAL

01:

Leveraging science-backed research and maximizing value of 
certifications and quality.

DRIVE CUSTOMER 
AND CONSUMER 
EDUCATION

02:

Make sure investments are aligned with trends and growing brands, 
products, and regions.

OPTIMIZE 
PORTFOLIO 

03:

Build efficient and quality focused operations that enable speed to 
market and agility, bring operations into the 21st Century, and 
balance cost with operational effectiveness.

BUILD EFFICIENT AND 
QUALITY FOCUSED 
OPERATIONS 

04:

Especially with tariff risks and impacts and the increasing power of 
private label/co-manufacturers.

OPTIMIZE FOOTPRINT 
AND SUPPLY CHAIN05:

Like the products their consumers are 
taking, companies need a serious stack of 
operations improvement to capitalize on 
the rich potential in front of them.

9The new shape of the supplement industry
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About us
For more than forty years, AlixPartners has helped businesses around the world respond quickly and decisively to their most 
critical challenges—circumstances as diverse as urgent performance improvement, accelerated transformation, complex 
restructuring and risk mitigation. 

These are the moments when everything is on the line—a sudden shift in the market, an unexpected performance decline, a 
time-sensitive deal, a fork-in-the-road decision. But it’s not what we do that makes a difference, it’s how we do it. 

Tackling situations when time is of the essence is part of our DNA—so we adopt an action-oriented approach at all times. We 
work in small, highly qualified teams with specific industry and functional expertise, and we operate at pace, moving quickly 
from analysis to implementation. We stand shoulder to shoulder with our clients until the job is done and only measure our 
success in terms of the results we deliver. 

Our approach enables us to help our clients confront and overcome truly future-defining challenges. We partner with you to 
make the right decisions and take the right actions. And we are right by your side. When it really matters.

The opinions expressed are those of the authors and do not necessarily reflect the views of AlixPartners, LLP, its affiliates, or any of its or their respective professionals or 
clients. This article The new shape of the supplement industry (“Article”) was prepared by AlixPartners, LLP (“AlixPartners”) for general information and distribution on a strictly 
confidential and non-reliance basis. No one in possession of this Article may rely on any portion of this Article. This Article may be based, in whole or in part, on projections or 
forecasts of future events. A forecast, by its nature, is speculative and includes estimates and assumptions which may prove to be wrong. Actual results may, and frequently 
do, differ from those projected or forecast. The information in this Article reflects conditions and our views as of this date, all of which are subject to change. We undertake no 
obligation to update or provide any revisions to the Article. This Article is the property of AlixPartners, and neither the Article nor any of its contents may be copied, used, or 
distributed to any third party without the prior written consent of AlixPartners.
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