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BACKGROUND:

Q

Survey of 210 healthcare professionals.

FINDINGS:

Q

FIGS stands above the rest when it comes to customer satisfaction with a Net Promoter score of 54 (highest of all scrubs brands
tested). Respondents who are familiar with FIGS see it as around the same on a net basis when it comes to price/value, but they
firmly believe the brand is better than competitors when it comes to quality/durability, style/fit, and overall.

Awareness of FIGS is middle of the pack.
O Dickies, Cherokee, and Greys Anatomy awareness is higher relative to FIGS.

Relative to the broader scrubs purchasing community, FIGS customers place more of an emphasis on quality and on brand when
choosing scrubs. They are also more likely to prioritize having pockets in their scrubs, which some mentioned in qualitative fill-in
feedback as reasons they buy FIGS.

The majority of FIGS customers have re-purchased. On average, they expect it to gain share in their wardrobe over time going
forward.

Scrubs purchases were boosted by Covid based on feedback.

pgorynski@bespokeintel.com | 914-630-0512 AN



mailto:research@bespokeintel.com

%% Bespoke Intel | Survey Research

FIGS

Do you wear scrubs to work?

Posed to all respondents who work in a healthcare organization.

No, never

Yes, sometimes

Yes, always

0% 20%

*Respondents who never wear scrubs to work were disqualified.

N =210

Source: 'X*« Bespoke Market Intelligence Survey
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42.9%

40%
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FIGS

Which is your favorite scrubs brand?

Posed to all respondents who wear scrubs to work.

N =133
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Which of the following scrubs brands have you heard of? Select ALL that apply

Posed to all respondents who wear scrubs to work.

Dickies 72.2%
Cherokee
Greys Anatomy
FIGS [ 330
Wonderwink 256%
KOl 256%
Healing Hands 24.8%
Med Couture 211%
Jaanu
Dagacci
None of the above
0% 20% 40% 60% 80% 100%

N =133

Source: 'S’« Bespoke Market Intelligence Surve
2 Besp g y FIGS Survey I
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FIGS

Which of the following scrubs brands have you used? Select ALL that apply

Posed to all respondents who wear scrubs to work.

Cherokee
Dickies

Greys Anatomy

8.1%

Wonderwink

KOl

Healing Hands

Med Couture

Jaanu

None of the above

Dagacci

7.3%

7.3%

0% 20%

N =133

Source: ';\,{‘4 Bespoke Market Intelligence Survey
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FIGS

How likely is it that you would recommend the following to a friend or colleague?
Posed to respondents who have purchased from each of the following.

FIGS

Cherokee
Dickies

Greys Anatomy
KOl

Jaanu

Med Couture
Healing Hands
Dagacci
Wonderwink

N =
24
75
72
40
23
14
14
16

9
23

FIGS

| S 54

Healing Hands

Wonderwink
Dickies
Cherokee

Greys Anatomy

Dagacci

KOI

Jaanu

Med Couture

Source: ';33 Bespoke Market Intelligence Survey
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If you had to use one word to describe each of the following, what would it be?

Posed to respondents who have purchased from this brand.

FIGS

- ag COMFORTABLE

INAME  EXCELLENT ' HING AVERAGE COMFY
DURABLE °°° '"TEREST'"G PERERESHING | STVLE PIND BesT EXPE SIVE “sie
BRAND UNIQUE T FASHIONABLE PROFESSIONAL DEAR

STYLISH

N =
FIGS 24
Cherokee 75
Dickies 72
Greys Anatomy 40
KOl 23
Jaanu 14
Med Couture 14
Healing Hands 16
Dagacci 9
Wonderwink 23

Source: ';\,'4 Bespoke Market Intelligence Survey FIGS Survey I
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If you had to use one word to describe each of the following, what would it be?

Posed to respondents who have purchased from this brand.

So0ovALLE 77 COMFORT.:.

COMEQRTABLE

QU LTY PERFECTION wgrl;:_;gég;
GO crea  wm e AFFORRERESW DURABL
COMFYGREAT

AVERAGE]
BASIC oTE8 e

CHEAP

N =
FIGS 24
Cherokee 75
Dickies 72
Greys Anatomy 40
KOl 23
Jaanu 14
Med Couture 14
Healing Hands 16
Dagacci 9
Wonderwink 23

Source: ';\f( Bespoke Market Intelligence Survey FIGS SUI‘VEY I
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If you had to use one word to describe each of the following, what would it be?

Posed to respondents who have purchased from this brand.

COMFORTABLE

LoVET FUNKY

CTIONALHMRTY BAGGY SLICK
BIG
SR SULARFINE. INEXFENSIVE GREAT MASCULINE %Sﬁf_ﬂ AFFO:?AAE\'éECEssmLE
EXCELLENT UN\MPLEMENTED ECONOMIC DURABI rrv ?}:‘%CRFF.ET umcus Lty to nm?'ru'r?r:n BASIC GOODDRESS]
wuncs COMFORT AVERAGE EXPENSNEQUALI I e e

DURABLE

N =
FIGS 24
Cherokee 75
Dickies 72
Greys Anatomy 40
KOl 23
Jaanu 14
Med Couture 14
Healing Hands 16
Dagacci 9
Wonderwink 23

Source: ';\f( Bespoke Market Intelligence Survey FIGS SUI‘VEY I
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If you had to use one word to describe each of the following, what would it be?

Posed to respondents who have purchased from this brand.

Grey’s Anatomy

PRICEY

o e FUR STY L I S H
COMFORTABLE"" .-

STU.B&;;QUAUTYCUTE TREND Yiwesow: 55¢

WOMEN'S

MALFASHIONABLE EXPENSIVE

SPECIFIC POPULAR “\VERDFITTING

N = UPDATED FASHION
FIGS 24
Cherokee 75
Dickies 72
Greys Anatomy 40
KOl 23
Jaanu 14
Med Couture 14
Healing Hands 16
Dagacci 9
Wonderwink 23

Source: ';\f( Bespoke Market Intelligence Survey FIGS Survey I
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FIGS

If you had to use one word to describe each of the following, what would it be?

Posed to respondents who have purchased from this brand.

FIGS

Cherokee
Dickies

Greys Anatomy
KOl

Jaanu

Med Couture
Healing Hands
Dagacci
Wonderwink

N =
24
75
72
40
23
14
14
16

9
23

KOI

CLA E
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REFRESHING
STIFF SEMI- COMFY CLEAN ( :
FINE AWESOM UTE

COOL PRETTY

STYLISH

Source: ';\f/ Bespoke Market Intelligence Survey
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If you had to use one word to describe each of the following, what would it be?

Posed to respondents who have purchased from this brand.

QUALTY COMFORTABLE SECOND
GOOD UNIMPLEMENTEDO STRETCHY

ek XPENSIVE

NONE MODERN GRE A NOTSURE

LOVEFINE
N= FASHION
FIGS 24
Cherokee 75
Dickies 72
Greys Anatomy 40
KOl 23
Jaanu 14
Med Couture 14
Healing Hands 16
Dagacci 9
Wonderwink 23

Source: ';\f( Bespoke Market Intelligence Survey FIGS Survey I
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If you had to use one word to describe each of the following, what would it be?

Posed to respondents who have purchased from this brand.

Helping Hands

QUALITY

SOFT oLD
SIMPLE
NONREFEGCTM PLEASARED  COMPY WESOMEPRETTYCOLORS
STRAIGHTFORWARD COMFORT

BRAND NORMAL

N =
FIGS 24
Cherokee 75
Dickies 72
Greys Anatomy 40
KOl 23
Jaanu 14
Med Couture 14
Healing Hands 16
Dagacci 9
Wonderwink 23

Source: ';\f( Bespoke Market Intelligence Survey FIGS SUI‘VEY I
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If you had to use one word to describe each of the following, what would it be?

Posed to respondents who have purchased from this brand.

LUXURY FUN
. ol NICE
NONE EXPENSIVEPLUSSIZE OOLII(\)IE

SCRATCHY FASHlONABLETHICK YOUTHFUL
QUALITY G LITTLETIGHT
PERFECT

ICOMFORTABLE

N =
FIGS 24
Cherokee 75
Dickies 72
Greys Anatomy 40
KOl 23
Jaanu 14
Med Couture 14
Healing Hands 16
Dagacci 9
Wonderwink 23

Source: ';\f( Bespoke Market Intelligence Survey FIGS Survey I
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FIGS

How do you rate FIGS compared to other brands when it comes to?

Posed to all respondents who are aware of FIGS.

Price/Value

Quality/Durability

Style/Fit

Overall

0% 20% 40%

N = 44

Source: ';‘,sf« Bespoke Market Intelligence Survey

.8%

59.1%

60%

W Other brands are Bett
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-

80% 100%

FIGS Survey I 16
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What do you care most about when buying scrubs?

Posed to all respondents who wear scrubs to work.

41.7%

Quality/Durability
Style/Fit

39.10%
Price

m FIGS Customers

Brand

5.26% m All|Respondents Who Buy|Scrubs

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%
Note: FIGS customers care more about quality/durability and brand.

33 respondents who wear scrubs.

N=1
N = 24 respondents who have bought FIGS scrubs.

Source: ';§"/ Bespoke Market Intelligence Survey FIGS SUI’VGY I
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FIGS

How important is it to you to have pockets in the scrubs you buy?

Posed to all respondents who wear scrubs to work.

) 0.0%
Not at all important I ey
. (]
Not so important 0.0%
I} 1.5%

0.0%

Somewhat important

Very important

Extremely important

0% 10% 20%

N = 133 respondents who wear scrubs.
N = 24 respondents who have bought FIGS scrubs.

Source: ';\3 Bespoke Market Intelligence Survey

m FIGS
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Customers
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30%

40%
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scrubs

50.0%

50%

50.0%
55.6

5%

60%
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FIGS

What are the biggest reasons why you have purchased FIGS scrubs?

Posed to all respondents who have purchased FIGS.

“Cause it’s easier to work in”
“They are comfortable and nice”
“Pockets”

“Loved it”

“They are comfortable”

“It fits my style”

“Overall presentation urged me to buy them”
“Comfortable but well fitting”
“Durability”

“Style”

“Comfort”

“Perfect fit”

“Functionally cute”

“They're available near me”
“Comfort”

“Comfortable”

“Popular reviews”

N =24

Source: ';\,'4 Bespoke Market Intelligence Survey

FIGS Survey

19
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FIGS

What are the biggest reasons why you HAVE NOT bought FIGS scrubs?
Posed to respondents who wear scrubs but have NOT purchased FIGS.

“Expensive”

“Never heard of it”

“It is too expensive”

“Don’t know them”

“Never heard of them”

“Not my type”

“Do not know the brand”

“I happen to like other brands better”

“Fit”

“I would like to but my employer purchases my scrubs”
“Sizing is not universal fit”

“Price”

“Not in stores where | live”

“Too small”

“Quality”

“Never heard of”

“I have not seen it in any stores.”

“No idea who they are”

“I'm not familiar with the brand”

“Not seen in stores”

“They are too expensive and everyone is buying them. | don’t want to look like everyone.”
“Haven’t been aware of the brand.”

“I shop at a store where my employer pays for my scrubs. Figs is not available there.”

N =109

Source: ';\f/ Bespoke Market Intelligence Survey

FIGS Survey
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Did you spend more or less on non-disposable scrubs and medical clothing during 2020 than you
would have in an average year because of COVID-19?

Posed to all respondents who wear scrubs to work.

Spent less than normal

(03]

Same 56%

Spent more than normal

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

N =133

Source: ';},"4 Bespoke Market Intelligence Survey FIGS Survey I
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FIGS

Compared to other scrubs brands, are you willing to pay more for FIGS?

Posed to all respondents who have purchased FIGS.

Yes, | am willing to pay a lot extra for
FIGS

Yes, | am willing to pay a little extra
for FIGS

No, I am not willing to pay more for
FIGS

0%  20% 40%

N = 24

Source: ';\,{‘4 Bespoke Market Intelligence Survey

4.2%

60%

FIGS Survey
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How many times per year do you replace your scrubs, on average? (ie, throw out old scrubs and buy
new scrubs to replace them)

Posed to all respondents who wear scrubs to work.

12+ times per year - 5.3%
1M times peryear | 0.0%
10 times per year [l 3.0%
9 times peryear | 0.0%

8 times per year
7 times per year
6 times per year
5 times per year

4 times per year

3 times per year 3%
2 times per year 21.8%
1time per year 21.8%
0 times per year
0% 20% 40% 60% 80% 100%

N =133

Source: ';\f( Bespoke Market Intelligence Survey FIGS SUI‘VGY I
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What percentage of your scrubs and medical clothing was purchased from FIGS?

Posed to all respondents who have purchased FIGS scrubs.

100%
90%
80%
70%
60%
50%
40%
30%
20%

10%

0%

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

N = 24

5% ;
Source: 9+ Bespoke Market Intelligence Survey FIGS Survey I 24
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Since your initial purchase, has FIGS gained share within your wardrobe?

Posed to all respondents who have purchased FIGS scrubs.

| now exclusively wear FIGS 5%

FIGS has gained significant share in my wardrobe

, 16.7%
over time

FIGS has gained a moderate amount of share in my

wardrobe over time 20.8%

FIGS has gained a small amount of share in my
wardrobe over time

29.2%

| have not purchased again since my initial purchase 20.8%

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

N = 24

Source: 'X’« Bespoke Market Intelligence Survey

FIGS Survey I 25
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What percentage of your scrubs and medical clothing do you think will come from FIGS?

Posed to all respondents who have purchased FIGS scrubs.

Five years
from now

Two years
from now

In the next
year

50% 60% 70%

N = 24

Source: '(‘,s" Bespoke Market Intelligence Surve
2 Besp g y FIGS Survey I



