
MERCHANDISING OUR LINE



There are several keys to successful merchandising 
ranging from product placement to the amount of 
time a client is engaged with a product. The goal 
of any retail space should be to attract, engage, 
connect, and motivate your customer. 

Attract a client by placing your HydroPeptide 
product on the right side of your retail area upon 
entrance or in other high traffic areas. Other great 
areas include reaching distance of your checkout 
desk, and centrally located tables or fixtures. 
Remember, every location is different, so keep the 
unique layout of your space in mind and use it to 
your benefit.

Products should be merchandised between 22 
and 66 inches within your shelving units. Quarterly 
promotions, top selling or featured items should 
always be merchandised at Buy Level, the shelf 
at eye level that will result in the most customer 
interaction and highest value of retail sales. 

Making sure testers are easily available and 
shelves are neatly stocked will engage your client 
on a sensory level, creating a stronger, more 
luxurious experience. Keep your HydroPeptide 
display properly lit, clean, and stocked to visually 
entice your clients. Have testers readily available 
to allow them to feel and smell our products, so 
clients understand that the spa experience can be 
incorporated into their home-care regimen. Having 
a knowledgeable sales team that will listen to the 
client, then discuss and suggest the appropriate 
products to address those unique concerns will 
result in great customer service and increase retail 
sales.

FOCUS ON THE ART OF SELLING. TREATING CUSTOMERS WITH THE 

HIGHEST LEVEL OF CUSTOMER SERVICE NOT ONLY INCREASE THE 

NUMBER OF PRODUCTS A CLIENT WILL BUY, BUT INCREASE BUSINESS 

THROUGH RETURN VISITS AND REFERRING FRIENDS.

The action of demonstrating (remember to 
speak in Feature, Action, Benefit as outlined 
in HydroPeptide’s educational training), 
understanding, and allowing the client an 
appropriate amount of time to shop (about 5 to 8 
minutes) will help connect them, not only to your 
products, but your location as well. Great customer 
experiences will create a loyal customer base and 
generate the buzz necessary to increase business. 
Prejudging or making assumptions on a client’s 
buying limit is a fast way to lose possible retail 
revenue.

Not only do interactions between staff and client 
create a stronger sense of brand and spa allegiance, 
it will motivate the customer to increase the 
amount of products and services they purchase. 
We have all heard “time equals money,” and it is 
true! The more time a client spends in your location, 
the more they will spend. 

Before we begin, please keep in mind that the 
HydroPeptide printed collateral—counter cards, 
display inserts, and special promo items—or 
the dimensions of your unique display may 
cause changes in suggested schematics below. 
Please try to maintain visual interest by keeping 
printed material current and alter your display to 
participate in our active promotions.

Use 5x7 cards to call out each individual collection. 
Products grouped in their micro-collection are 
merchandised on the right or left of the their 
corresponding counter card. PLEASE NOTE: Serums 
are excluded from each micro-collection because 
they will be featured on your shelf’s Buy Level.

FIGURE 1
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MERCHANDISING SUGGESTIONS

HOW TO  MAKE MERCHANDISING WORK FOR YOU

PLEASE NOTE: THE IMAGE OF THE DISPLAY ABOVE, AS WELL AS IN 

FIGURES 4 & 5, HAS A STORAGE CUPBOARD UNDERNEATH, MAKING THIS 

UNIT’S BUY LEVEL THE THIRD SHELF FROM THE TOP IN THE DISPLAY. KEEP 

IN MIND, THE FOLLOWING PLANOGRAMS  MAY NEED TO  BE SHIFTED TO 

FIT YOUR SPECIFIC DISPLAY UNIT. 

ATTRACT

ENGAGE

CONNECT

ENGAGE

OPTION A - PREFERRED GROUPING
MICRO-COLLECTIONS FEATURING SERUMS



We suggest our products be lined in single, double, 
or pyramid style rows (AS SHOWN IN FIGURE 2) with the 
corresponding tester placed in front. We always 
recommend stacking Power Lift, Purifying Mask, 
and Clarifying Toner boxes.

FIGURE 2

PYRAMID STACKING, AS ILLUSTRATED IN THE FIRST EXAMPLE ABOVE 

CAN BE DONE IN ROWS OF ONE OR MORE PER ITEM, HOWEVER, IT IS 

NEVER RECOMMENDED THAT PRODUCTS GET STACKED MORE THAN 

TWO ITEMS HIGH.

Though Perfecting Gloss is 
shown merchandised in its 
corresponding collection in 
Figure 1, we suggest using 
our acrylic lip display at your 
cash wrap to help generate 
sale through impulse buys. 
This stand conveniently fits 
six of each Perfecting Gloss 
shades below and features 
two testers, test applicators, 
and a mirror. 

Use the planogram to the 
right as a general reference 
to create an ideal and effective HydroPeptide retail 
section. Place collections on the appropriate buy 
level and most shopped shelves to make the best 
use out of your unique display. 

BUY LEVEL: SERUMS (IN ORDER OF INTENSITY)

AS DISPLAYED LEFT TO RIGHT: SOOTHING SERUM, 

HYDROSTEM +6, POWER SERUM, EVEN OUT, 

AND REDEFINING SERUM.

TARGETED SOLUTIONS COLLECTION

AS DISPLAYED LEFT TO RIGHT: PEEL KIT, PURIFYING MASK, 

FIRMING MOISTURIZER, PERFECTING GLOSS (OPTIONAL), 

AND LASH

ANTI-WRINKLE COLLECTION

AS DISPLAYED LEFT TO RIGHT: EXFOLIATING CLEANSER, 

PRE-TREATMENT TONER, FACE LIFT, POWER LIFT, 

SOLAR DEFENSE, AND EYE AUTHORITY

ANTI-WRINKLE + SENSITIVE &

ANTI-WRINKLE + CLARIFY COLLECTIONS

AS DISPLAYED LEFT TO RIGHT: CLEANSING GEL, 

UPLIFT EYE, PURIFYING CLEANSER, CLARIFYING TONER,

AND SPOT CORRECTION

FIGURE 3



OPTION B
DIVIDED BY PRODUCT TYPE 

Though this option still highlights HydroPeptide’s 
Serums, the remaining items from each collection 
are broken apart and merchandised more closely to 
the steps of a facial. This makes sense for retailers 
that carry fewer HydroPeptide retail products 
while still creating a dynamic shelf presence. In 
most instances, due to stock quantity, items will be 
merchandised in a single row with a tester placed 
in front (LIKE THE LAST ILLUSTRATED EXAMPLE OF FIGURE 2). 
We also recommend the use of the generalized, 
branded counter cards as there is no specific 
collection call out. 

FIGURE 4

Because there isn’t as heavy a reliance on impulse 
shopping in this display, we placed the counter 
card focusing on HydroPeptide’s results on the 
second most shopped shelf to the right as a means 
to help generate higher retail sales. Merchandising 
HydroPeptide with this option tends to work best 
with taller, wider displays as your buy level tends 
to fall both eye level and in order for a proper facial 
order. With these taller displays, as shown above, 
your finishing products then fall to the right side 
of your third most shopped shelf—still a prime 
location for products that tend to generate revenue 
by their ease of shopability.
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OPTION C
DIVIDED BY COMPLETE MICRO-COLLECTIONS

The most basic form of displaying HydroPeptide 
products, this is recommended for those that 
carry very select skus within our line and is 
intended to draw attention to the products you 
do retail. This also tends to work well on displays 
that are closer to the floor as it allows the most 
flexibility in creating a buy level feature, usually 
a HydroPeptide promotion or items that have 
incredible self-shopping ease.

FIGURE 5

While the image of Figure 5 does include the lip 
display, Perfecting Gloss can be merchandised like 
any other HydroPeptide product. In the example 
above it is used as a focus item to draw clients to 
the HydroPeptide retail area. The use of the results 
focused counter card is again strategically placed 
with in the unit to create a stronger interest and 
knowledge of the line. 

YOU KNOW YOUR LOCATION BEST. USE YOUR KNOWLEDGE AND THE 

INFORMATION IN THIS PACKET TO GUIDE YOU IN CREATING THE BEST 

MERCHANDISING LAYOUT FOR YOUR SPACE. TALK TO YOUR SALES 

REPERSENTATIVE TO GET THE MOST UP-TO-DATE COUNTER CARDS, 

POSTERS, AND OTHER PROMOTIONAL MATERIAL AS PART OF YOUR NO-

COST SUPPORT TO KEEP YOUR DISPLAY FRESH AND INTERESTING.
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Increase your product and retail knowledge by signing up for weekly webinars at hydropeptide.com/webinar, or watching our videos at youtube.com/hydropeptidemedia


