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current situation 

founded in 2010, the detox market is a beauty, skincare, and 
wellness shop that began as an online retailer and now has nine 
brick and mortar locations across Southern California and 
Toronto.  Their founding principles are to provide clients with 
high-quality beauty, skincare, and wellness supplements that do 
not contain well-known harmful ingredients. the detox market 
aims to bridge the gap between high-quality, performance-driven 
products and natural, health-focused ingredients.

the detox market has grown exponentially since its inception 
in 2010. despite their growth, the founding principles have 
never wavered. the company employs a team of makeup artists, 
nutritionists and naturopathic doctors to test and compare 
products and maintain an updated database of banned 
ingredients. building quality relationships with brands and 
vendors remains a priority for the team even as the detox 
market continues to grow. while expansion is important, having 
a thorough understanding and vast-knowledge of every product 
in-store and online is non-negotiable. 



latest initiatives 

the detox market recently launched their monthly 
subscription called the detox box, which is similar to that 
of Birch Box and Zoe Report, which also offers premium 
products on a monthly delivery rate. 

depending on the subscription, customers pay a 
monthly rate to receive a delivery of mid to full 
size products. however, the detox market is the first 
monthly subscription to focus entirely on natural 
beauty and wellness products.



local competitors in the Toronto area include 
Province Apothecary and The Cure Apothecary. 
Province boasts handmade skincare, body, and 
wellness products sold in-house, as well as across 
Canada. The Cure, located on Queen West, boasts a 
vast selection of natural brands for beauty, skincare, 
and wellness. both shops have garnered international 
recognition for their products and services. 

local competitors 



 
   
  
  
  Number of followers per 

platform
Instagram Twitter Facebook

the detox market 14.9 7824K 16510K

The Cure Apothecary 4321K 303 440

Province Apothecary 18K 454 4.1K

local competitors 

detox market has the strongest social media following compared to its 
competition. instagram and twitter gain the most engagement from 
followers in terms of conversation and comments, making these two 
platforms the most logical in terms of executing social media strategies in 
cohesion with business goals. 



business objectives 

1. increase Toronto in-store sales for both King 
Street and Yorkville locations

2. increase Canadian subscriptions to 
the detox box

3. develop community engagement & 
brand awareness



social media strategies 

2. in order to increase awareness and excitement for our detox box we will offer 
an exclusive offer in our bi-weekly newsletter that is sent out to our pre-existing 
database. every reader will be offered a 3 month subscription at a 25% off rate. there 
will also be a contest to win a 3 month subscription. clients may enter the contest by 
clicking the call to action butting leading to the entry form. 

3. super saturday drop-in event, 10:00am – 3:00pm weekly. this will feature 
complimentary fresh pressed juices, light snacks, and different activities each 
week. examples include health & wellness seminars, medication classes, skin 
health information sessions, and make-up lessons. the sessions will be hosted 
by our in-house naturopaths and make-up artists. the first time attending, 
a client receives a community branded tote (eg. Yorkville or King St) and a 
10% off loyalty card. each time a client attends super saturday their loyalty 
card may be used. refer a friend: anyone bringing a friend for the first time 
receives a deluxe gift set. the weekly event is free to attend.

1. the #detoxyourlifeTO social media campaign will be used to increase in-store 
purchases in the Toronto store locations. using the hashtag #detoxyourlifeTO, 
Toronto clients will be encouraged to tweet or comment on an Instagram post using 
the hashtag and commenting with their favorite product or a product they want to 
try and why. each entrant will be contact for their email, sent a 15% discount code via 
email, redeemable in store only. this campaign success can be directly measured via 
the discount codes being activated in store. the contest will be a paid promotion on 
both instagram and twitter. 



examples of social content 
#detoxyourlifeTO
Tweet: “We’re showing our love for 
our Toronto friends with our new 
#detoxyourlifeTO campaign!” - Attached 
to this tweet would be branded imagery 
describing the promotion. 

detox box promotion is communicated mainly via newsletter, 
however an example of an instagram post would be a hyperlapse 
video of one of the staff members taking the products out of the 
latest box with an accompanying caption such as “detox your life 
with an exclusive discount + giveaway! tap the link in our bio 
for more info.” - this would lead to a blog post explaining the 
contest while prompting the reader to sign up for the newsletter

super saturday will be promoted across all social 
media channels. an example is of a blog post that 
will feature not only the general information but 
short videos of what some activities will look like, 
as well as images of the tote bags and gift bags. 



measuring success 

1. the #detoxyourlifeTO campaign will be measured via 
tracking the hashtag across the two platforms to determine 
how many customers have entered. we will track the number 
of e-mails with discount codes sent to the entrants and sales 
conversions will be tracked directly by the `15% off code being 
activated in store. 

2. we will evaluate the success of the detox box promotion 
by tracking how many customers sign up for the 3 months 
at the discounted rate. the newsletter analytics will allow 
us to see how many users clicked the call to action and 
either did or did not complete the sign-up. 

3. the success of super saturday will be tracked in two ways. 
all new event attendees can be tracked by the number of 
branded totes and loyaly cards distributed. sales from the 
events can be tracked by the number of people using the 
loyalty cards. we will also track the number of new clients 
who attend by having the sign-up sheet requiring this 
information. 



target audiences

the typical detox market customers are females 
between 23-40 years old. the products have a higher 
than drugstore price-point given their quality, so the 
clients are likely either working graduates or full-time 
professionals. the clients take an interest in skin, hair, 
and overall wellness and are educated in terms of the 
product market. they are health-centric individuals who 
prioritize a healthy lifestyle. they are active, ingredient-
focused both in products and food and are willing to 
invest in high-quality, non-toxic products. 

in the interest of the business objectives and 
corresponding communications strategies, we 
will target various specific audiences ranging 
from current clients to potential clients 
utilizing primarily twitter and instagram as 
these are our most user-engaged social media 
platforms.



target audiences
1. detoxyourlifeTO campaign: this campaign is targeted towards 
our pre-existing clients as well as potential clients in the 
Toronto area. we will pay to promote this via our instagram and 
twitter pages targeting  our typical clientele in the Toronto area. 
we will also share the promotion to our regular social media feed 
and our blog making it well-known to our current clients.

3. super saturday: this event is designed to create a 
community around our Toronto storefronts. the hope is 
to engage our current clientelle while peeking the interest 
of other members of the community. we see it as an event 
to facilitate education around natural beauty and wellness 
products while also growing our network of Toronto 
clientele. 

2. detox box promotion: our main target audience for the detox 
box promotion is our pre-existing clientele. these clients receive 
our newsletters and understand the quality of our products and are 
the most likely to be interested in a subscription service. however, 
we will share the news of our client promotion via our blog and 
social media as to help spread the word to those who perhaps have 
not yet made purchases but are interested in trying them.



conclusion 
it’s important for the detox market to not only focus 
on in-store sales, but in creating a cohesive plan that 
incorporates a community building component. 
education in terms of health and wellness is critical to 
the detox market brand and it’s important that business 
objectives find a way to encompass this. our clients 
and their well-being should remain a key focus when 
developing strategies to grow our business. 



420 King St W, Toronto, ON 
M5V 1K1

thedetoxmarket.ca
(416) 548-9879

flagship location


