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KEY TAKEAWAYS:

18-34 YEAR-OLDS ARE MORE
LIKELY THAN 35+ YEAR-OLDS
TO CARE ABOUT THE BRAND
BEING NATURAL/ORGANIC
AND ENVIRONMENTALLY
FRIENDLY.

AMONG THE BROADER
POPULATION, THERE

CONTINUES TO BE A BELIEF
THAT SMALLER/NEWER
BRANDS IN THE SPACE ARE
GAINING POPULARITY.

THE MINORITY OF SKIN CARE
PURCHASING CONSUMERS
WHO AGREE THAT THEY ARE
GETTING BORED OF OLAY
HAS BEEN GROWING
GRADUALLY.

AUGUST 2019
CPGS AND SODA VOL 5

Audience: 1,250+ US Consumers Balanced To Census

18-34 YEAR-OLDS ARE ALSO
MORE LIKELY TO AGREE THAT
SMALLER BRANDS HAVE
BEEN WINNING THEM OVER
BY CATERING TO THEIR
INDIVIDUAL NEEDS.

USAGE OF GILETTE HAS BEEN
ROUGHLY CONSISTENT
OVER-TIME AND SENTIMENT
TOWARD VALUE FOR THE
PRICE HAS GENERALLY HELD
UP.

CONSUMERS CONTINUE TO
THINK SODA IS BAD FOR YOU
AND ARE TRYING TO CUT
BACK.
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CPGS OVERALL
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Davids vs. Goliaths

PLEASE RANK WHICH ARE MOST IMPORTANT TO YOU WHEN IT COMES TO
PURCHASING PERSONAL CARE AND HOUSEHOLD ITEMS.

Posed to all respondents

365

Quality

3.55

Price

® Aug (19)

= May (19)

Familiarity or trusted brand i

" Feb (19):

= Nov (18)

Natural or Organic Ingredients = Aug (18)5
Environmentally Friendly

1 2 3 4 5

Posed to 18-34 Year-Olds

Quality

Price

Familiarity or trusted brand

Natural or Organic
Ingredients

Environmentally Friendly
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WHERE DO YOU BUY HOUSEHOLD AND PERSONAL CARE ITEMS?

Posed to all respondents

Aug (19)

Feb (19)

=
00
~

Nov (18) .93

Aug (18)

=
00
00

Always In-Stores  More Often In-Stores Equal More Often Online Always Online
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Davids vs. Goliaths

DO YOU REGULARLY OR OCCASIONALLY MAKE PURCHASE DECISIONS ON THE
FOLLOWING TYPES OF ITEMS (SELECT ALL)?

Posed to all respondents

81.7%
Beverages (water, soda, coffee, tea, etc)
73.9%
Detergents or dish washing liquids §
68.8%
Fabric Care / Laundry Detergents i
62.6%
Skin Care :
o 62.1% = Aug (19)
azors = May (19)
Pet Care " Feb (1;9)
® Nov (18)
Beer, Wine & Spirits = Aug (1:8)
Feminine Care Products
71%
Baby Products / Diapers ;
None of the above
0% 20% 40% 60% 80% 100%

Note: On some pages throughout this report we note that this question was posed to
respondents who regularly or occasionally make purchase decisions on this type of product.
Those questions key off of this one above — respondents who said they make purchase
decisions get piped into those questions so we make sure we are hearing from the right
audience for each deep dive section.
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Davids vs. Goliaths

HOW OFTEN DO YOU TRY DIFFERENT OR NEW BRANDS WHEN BUYING THESE

TYPES OF ITEMS?
Posed to respondents who regularly or occasionally make purchase decisions on each.
Beer, Wine & Spirits

Skin Care

Razors

Beverages (water, soda, coffee, tea, etc)

m Aug (19)
Baby Preducts / Diapers m May (19)
M Feb (19)
Detergents or dish washing liquids
H Nov (18)
Pet Care m Aug (18)
Fabric Care / Laundry Detergents
Feminine Care Products
Always get the Sometimes will try Often will try something
brand that | know something different different
Posed to 18-34 Year-Olds
Beer, Wine & Spirits 19
Skin Care 178
Beverages (water, soda,
coffee, tea, etc)
Razors
Detergents or dish
Lo 1.6
washing liquids
Pet Care 158
Baby Products / Diapers 157
Feminine Care Products 1.56
Fabric Care / Laundry
1.53
Detergents . .
Always get the Sometimes will try Often will try
brand | know something different something different
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Davids vs. Goliaths

HAS YOUR DESIRE/WILLINGNESS TO TRY NEW/DIFFERENT BRANDS IN THIS
CATEGORY CHANGED OVER THE PAST YEAR?

Posed to respondents who regularly or occasionally make purchase decisions on each.

215
Skin Care
12
Beer, Wine & Spirits
21
Razors
.08
Beverages (water, soda, coffee, tea, etc) Aug (19)
2.07
Fabric Care / Laundry Detergents May (19)
06 Feb (19)
Detergents or dish washing liquids ‘ Nov (18)
Aug (18)
Feminine Care Products
Pet Care
Baby Products / Diapers
Less Likely Same More Likely
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Davids vs. Goliaths

HOW MUCH DO YOU AGREE WITH THE FOLLOWING STATEMENTS?

Posed to all respondents

"Smaller brands in
personal care and
household products
have been winning me
over with messaging
that caters to my wants '

and needs" i
B:Aug (19)
| = May (19)
399 " Feb (19)
H Nov (18)

léAug (18)

"There are more brand
options available now
for personal care and
household products
than [ remember there
being in the past"

4.06
4.06
407

4.03

. Neither Agree nor
Strongly Disagree Disagree Disagree Agree Strongly Agree

Posed to 18-34 Year-Olds

"Smaller brands in personal
care and household products
have been winning me over
with messaging that caters to
my wants and needs”

"There are more brand options
available now for personal
care and household products
than | remember there being
in the past"

Strongly Disagree Disagree Neither Agree Nore Agree Strongly Agree
Disagree
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Davids vs. Goliaths

WHEN IT COMES TO HOUSEHOLD AND PERSONAL CARE PRODUCTS, WHAT IS

YOUR OPINION OF THE FOLLOWING?

Posed to all respondents

Smaller and newer brands
entering the space

liAug (19)

= May (19)
“ Feb (19)
: H Nov (18)
13.98 ;
Large brands that have 5 - Aug (18)
existed for a long time 3.95 ;
that | know well
- 3.99
3.91
Very Negative Negative Neutral Positive Very Positive

Posed to 18-34 Year-Olds

Smaller and
newer brands
entering the
space

3.65

Large brands
that have existed
for a long time
that | know well

Very Negative Negative Neutral Positive Very Positive
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Davids vs. Goliaths

WHEN IT COMES TO HOUSEHOLD AND PERSONAL CARE PRODUCTS, DO YOU FEEL
THE FOLLOWING ARE GAINING OR LOSING POPULARITY?

Posed to all respondents

2.58

26

Smaller and newer brands

entering the space 261

2.59

26

Large brands that have
existed for a long time
that | know well

Losing No Change
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B Aug (19)
B May (19)
ElFeb (19)
H Nov (18)
B Aug (18)

Gaining
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GILLETTE
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Davids vs. Goliaths

DO YOU USE GILLETTE RAZORS?

Posed to respondents who make purchase decisions on razors

171%

No, | don't use Gillette
razors

'591% WAUg

Yes, sometimes Gillette

23.8%

Yes, only Gillette

0% 20% 40% ©60% 80%

Posed to 18-34 Year-Olds

No, | don't use Gillette

16.4%
razors

Yes, sometimes Gillette

 596% |

Yes, only Gillette 23.9%

0% 20% 40% 60% 80%
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Davids vs. Goliaths

WHAT IS YOUR OPINION OF THE VALUE GILLETTE RAZORS OFFERS FOR THE
PRICE?

Posed to respondents who make purchase decisions on razors

Aug (19)

May (19)

Feb (19) 3.7

378
Aug (18) 377
Very Weak Value 2 Neutral 4 Very Strong Value
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Davids vs. Goliaths

WHAT IS YOUR EXPERIENCE WITH THE FOLLOWING SHAVE CLUBS?

Posed to respondents who make purchase decisions on razors

2.03
2N
Dollar Shave Club 21
2.09
2.06
W Aug (19)
Gillette Shave Club = May (19)
;- Feb (19)
W Nov (18)
-® Aug (18)
Harry's
Never Heard Of It Heard Of It, But Tried It Once, But Subscribed In The  Currently A Subscriber
Never Tried Not Since Past, But Not Currently
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Davids vs. Goliaths

WHAT IS YOUR OPINION OF THE FOLLOWING?

Posed to respondents who have at least tried Harry’s and/or Dollar Shave Club

224

Harry's 223
218

218 Aug (19)
May (19)
2.24 Feb (19)
Nov (18)
Dollar Shave Club 221 Aug (19)

214

215
Worse Than Gillette Same As Gillette Better Than Gillette
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www.bespokeintel.com

WHY DO YOU USE A SHAVE CLUB LIKE THIS INSTEAD OF BUYING BRANDS LIKE
GILLETTE?

Posed to shave club users who think it is better than Gillette

VALUES CRAPPY ‘~ T / HﬂRHY
e CHEAPERUSKN E fe
%%LT . U A L IT” SHAVEITEMS
PRODUCT 48 BETTEReASy

“BRAND 275 =501
YEAR HELPFUL
s GREAT w08 e GIFT S

NosaAD R T DIFFERENT  FEEL™”

OFFERED OVERPRICED
SIMILAR EXPECTION SKIN
CLUB svoomi Happenen coupon co“‘&ﬁgﬁg
STEPS CHEAA
CREAM REALLY " WERK SHicK
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OLAY
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Davids vs. Goliaths

WHEN IS THE LAST TIME YOU HAVE USED OLAY SKIN CARE PRODUCTS?

Posed to respondents who make purchase decisions related to buying skin care products

14.4%
Never i

26.9%
More than a year ago 5
More than a month ago, but 21'2/°§ :
less than a year ago ' ( :
37.5% M Aug (18)

Within the past month

0% 20% 40% ©60% 80%
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Davids vs. Goliaths

HOW MUCH OF AN IMPACT DOES BRAND ADVERTISING / CELEBRITY
ENDORSEMENTS HAVE ON YOUR PURCHASE DECISIONS FOR SKIN CARE?

Posed to respondents who make purchase decisions related to buying skin care products

Feb (19) 2.09
Nov (18) 2.22
Aug (18) — 215
No Impact Small Impact Somewhat Strong  Strong Impact Very Strong Impact

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 19


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com
Davids vs. Goliaths

“l AM GETTING BORED OR TIRED OF THE OLAY BRAND”

Posed to respondents who make purchase decisions related to buying skin care products

I
T

Aug (19) 2.58

May (19) 51

Feb (19)

Nov (18) 2.57

Aug (18) 2.51

I

Strongly Disagree Disagree Neither Agree nor Agree Strongly Agree
Disagree
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FABRIC CARE
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Davids vs. Goliaths

THINKING ABOUT FABRIC CARE, HOW OFTEN DO YOU BUY ECO-FRIENDLY
ALTERNATIVES (EG, MRS MEYERS, SEVENTH GENERATION, ETC)?

Posed to respondents who make purchase decisions related to buying fabric care products

I

Aug (19) 217

May (19) 2.31

Feb (19) 2.27

Never Infrequently Somewhat Frequently Strongly Agree

Frequently
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Davids vs. Goliaths

GOING FORWARD, HOW OFTEN DO YOU EXPECT TO BUY ECO-FRIENDLY FABRIC

CARE PRODUCTS (EG, MRS. MEYERS, SEVENTH GENERATION)?

Posed to respondents who make purchase decisions related to buying fabric care products

Aug (19)

May (19)

Feb (19) 316

312

Nov (18)

Aug (18)

Much less than | Less than | Same More than | Much more than |
am now am now am now am now
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FEMININE PRODUCTS
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Davids vs. Goliaths

IN YOUR OPINION, WHICH OF THE FOLLOWING BRANDS IS SUPERIOR?

Posed to respondents who make purchase decisions related to buying feminine products

Aug (19) 216
May (19) 2.1
Feb (19) 21
Nov (18) _ 218
Aug (18) — 215
Playtex Same Tampax N/A

Reasons why those with an opinion favor one brand over the other.

ss. pEEL USED TRUST
BRAND comrorraBLE=

E.m PRODUGCTS 42 PLAYTEX PROTECTION SUPPORT USE

m;:,GﬁEMAPPLJWQ%%QUALIﬁ_ﬂ:m mm
GOQOD TiIME ' e

PREFER
LONG .. BEST o
REALLY
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BELIEVE
P

POPULAR

PROTECTS

JUST EXPERIENCE
ALWAYS
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SODA
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Soda and Carbonated Water

IN YOUR OPINION, IS SODA...

Posed to all respondents

Aug (19) 1.55
May (19) 1.56
Feb (19) 1.49
Nov (18) 1.57
Bad for you No Opinion Good for you
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Soda and Carbonated Water

HAVE YOU CHANGED HOW OFTEN YOU DRINK SODA?

Posed to respondents who drink soda at least infrequently

Aug (19) 1.63
May (19) 1.64
Feb (19)
Nov (18) 1.69
Decreased No Change Increased
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Soda and Carbonated Water

WHICH OF THE FOLLOWING DO YOU DRINK REGULARLY OR OCCASIONALLY?

Posed to respondents who drink soda at least infrequently

Coca Cola
Pepsi
Dr. Pepper

Diet Coca Cola

Diet Pepsi
B Aug (19)
Diet Dr. Pepper " May (19)
H Feb (19)
Coke Zero
¥ Nov (18)
None of the above
La Croix
Bubly
Topo Chico
0% 20% 40% 60% 80%
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Soda and Carbonated Water

HOW LOYAL ARE YOU TO...

Posed to respondents who drink each of the following regularly or occasionally

2.33
Diet Coca Cola
2.23
Coca Cola
216
Dr. Pepper
215
Diet Pepsi
W Aug (19)
213 © May (19)
Pepsi
HFeb (19)
2n m Nov (18)
Diet Dr. Pepper
21
Ccke Zero
La Croix
Frequently drink others Occasionally drink others Rarely drink others Never drink cthers
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Soda and Carbonated Water

DO YOU EXPECT TO DRINK THE FOLLOWING MORE OR LESS OFTEN GOING
FORWARD?

Posed to respondents who drink each of the following regularly or occasionally

La Croix

Coke Zero

Diet Dr. Pepper
Diet Coca Cola mAug (19)
= May (19)

Pepsi
mFeb (19)
Diet Pepsi =Nov (18)

Dr. Pepper

Coca Cola

Less Same More
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