
For more information or custom studies, please contact us at:
www.tabsgroup.com
webinar@tabsgroup.com
(203) 925-9162

Research Specifications:
Survey of 1,015 adults via Caravan Panel.  Geographically and demographically dispersed and weighted. 

Each survey from 2010-2015 was fielded in April or May.
Definitions: FDMCD (aka Mass Market) = Food + Drug + Mass + Club + Dollar 

Non-FDMCD (aka Specialty) = Nutr Specialty + Natural Food + Online + Catalogue + MLM + Other
Meijer now classified as Mass (Other SuperCenter)

Sports Nutrition = Performance and Protein Powders, Drinks and Pills.  Energy Bars and Shots excluded.

TABS Group 2015 Vitamin Survey – Outlet Trends

FDMCD approximately two-thirds of retail dollars

Total Outlet Sales = $11.8B, +3% vs. YAG

Online the #1 Outlet, but share down vs. YAG

Wal-Mart has largest share of occasions

Outlets of Choice Among User Groups Stated as a % of US 18+ Population

Online Vitamin Category Share of Occasions by Domain

Share OCC 2014 Share OCC 2015  Est. VMS $B’s 2015
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Pure Play share 
surged to 80% of 

online sales vs. 67% 
the last two years.  

Amazon has 36% of 
online occasions.
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“Specialty Only” accounts
for less than 10% and
declined vs. YAG

“Specialty Only” accounts
for less than 10% and
declined vs. YAG
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Mass Market recaptured lost 2014 share due to surge in penetration from Light Buyers

VMS Share of Occasions by Outlet and Est. $ Sales

% of Buyers % of Dollars
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Over 2/3rds buy exclusively from FDMCD


