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DO YOU KNOW WHAT THE YETI BRAND IS?
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Posed to all respondents.
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WHAT IS YOUR OPINION OF YETI BRAND?
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Posed to all respondents who are aware of the Yeti brand
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WHICH OF THE FOLLOWING DO YOU THINK BEST FITS YETI?
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Posed to respondents who are aware of what Yeti is.
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DO YOU OWN ANY YETI ITEMS?
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Posed to respondents who are aware of what Yeti is.
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HOW LIKELY ARE YOU TO BUY YETI PRODUCTS IN 2022?
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YETI

Posed to all respondents who do not own a Yeti product.
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WHEN DID YOU MAKE YOUR MOST RECENT YETI PRODUCT PURCHASE?
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Posed to respondents who own one or more Yeti products.
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WILL YOU BUY YETI PRODUCTS AGAIN IN THE FUTURE?
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Posed to respondents who own one or more Yeti products.
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WHAT TYPES OF PRODUCTS DO YOU OWN FROM YETI? (SELECT ALL THAT APPLY)
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YETI

Posed to respondents who own one or more Yeti products.
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DO YOU EXPECT TO BUY ANY OF THE FOLLOWING IN THE NEXT YEAR FROM YETI? (SELECT ALL THAT 
APPLY)
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YETI

Posed to respondents who own one or more Yeti products.
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HAVE YOU EVER GOTTEN RID OF A YETI PRODUCT?
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Posed to all respondents who have at least one Yeti product.

68.2%

19.5%

11.8%

0.5%

65.4%

20.6%

12.5%

1.6%

0% 20% 40% 60% 80% 100%

No

Yes, it broke

Yes, I was tird of it/didn't

want it any more

Yes, for another reason

(please specify)

May (22)

Feb (22)

http://www.bespokeintel.com


DID YOU PURCHASE A YETI PRODUCT IN 2021?
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YETI

Posed to respondents who own one or more Yeti products.
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WAS 2021 THE FIRST YEAR YOU PURCHASED SOMETHING FROM YETI, OR DID YOU PURCHASE 
SOMETHING IN PRIOR YEARS?
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YETI

Posed to all respondents who purchased a Yeti product in 2021.
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WHY DID YOU PURCHASE A YETI PRODUCT IN 2021? (SELECT ALL THAT APPLY)
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YETI

Posed to all respondents who purchased a Yeti product in 2021.
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WHERE DID YOU MAKE YOUR MOST RECENT YETI PRODUCT PURCHASE?
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DID YOU MAKE YOUR MOST RECENT YETI PURCHASE ONLINE OR IN A STORE?

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 18

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

YETI

Posed to respondents who own one or more Yeti products.
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WHEN DID YOU DECIDE TO BUY THE YETI PRODUCT YOU BOUGHT?
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Posed to respondents who bought a Yeti product in a store.
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IF YOU NEEDED OR WANTED TO BUY A YETI PRODUCT TODAY, WOULD YOU BE MORE LIKELY TO...
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YETI

Posed to respondents who own one or more Yeti products.
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HOW OFTEN DID YOU / WILL YOU SPEND DOING OUTDOOR ACTIVITIES...
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YETI

Posed to respondents who own one or more Yeti products.
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TO THE BEST OF YOUR KNOWLEDGE, HOW MANY YETI PRODUCTS DID YOU / WILL YOU BUY...

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 22

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

YETI

Posed to respondents who own one or more Yeti products.
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WHICH OF THE FOLLOWING BEST DESCRIBES YOUR EXPERIENCE WITH RTIC OUTDOORS (PREMIUM 
COOLERS AND INSULATED DRINKWARE)?
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Posed to respondents who own one or more Yeti products.
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IF YOU WERE BUYING A COOLER OR INSULATED DRINKWARE, WHICH WOULD YOU BE MORE LIKELY TO 
CHOOSE?
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Posed to respondents who own one or more Yeti products.
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TO WHAT EXTENT DO YOU AGREE WITH THE FOLLOWING STATEMENT: "IT IS WORTH IT TO PAY A 
PREMIUM FOR YETI PRODUCTS."
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Posed to respondents who own one or more Yeti products.
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