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The Benchmarking
Company:
Get to Know Your Consumer

The Benchmarking Company (TBC) is a bi-coastal consumer
research firm that delivers need-to-know information
about the beauty and personal care buyer.

= National and international custom quantitative
research studies

= |n-person and Zoom consumer focus groups across the
USA

= Consumer in-home use testing is our specialty — ASTM
standards & QVC/HSN recommended

= Proprietary panel of > 275K female and male vetted
beauty and personal care buyers

= Beauty by the Numbers™ infographics series

= Sought-after industry speakers at all major beauty
trade events

= Established in 2006

=  Worked with 100+ brands

= Tested 45,000+ products

= Gathered 4 million+ consumer opinions

theBenchmarkingCompany



TBC Conducts Research For Inspired Brands
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What We’ll Talk About Today

TBC created an online survey designed to
explore consumer attitudes toward the world
in general, issues of importance, her
relationship to beauty after Covid, innovators
and disruptors she’s following today in
skincare, intimate care products, makeup and
hair care. A survey instrument with 68+
guestions was developed consisting of
psychometric and demographic questions. The = More than 3,600 US Female beauty buyers
margin of error for an online survey of this - Ages: 18+

sample.5|ze is +/- 5% and assumes a 95% level - Online Fielding — March to June 2022

of confidence.

Research Execution

theBenchmarkingCompany
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Disruption

What’s Shaping Her
World View

Today’s Innovators and
Disruptors

Brands Consumers Feel
are Most Innovative or
Disruptive

Her Unmet Needs: What
She Wants from You!



Disruptive
Innovation

Seizes new markets by utilizing
new technologies and business
models, often creating new
items, markets, and qualities
that overthrow existing ones.

Allows companies to take a
step back and analyze their
current products and services,
what areas can be improved,
where an opportunity exists

in consumer needs that can
benefit from an innovative
solution.
— TheCMOCIub.com

Sustaining
Innovation

Focuses on retaining
markets by improving
current products

theBenchmarkingCompany
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What's
Shaping Her
World View




Overarching (Macro) Concerns

_m Gen Z Specific

Women’s Health 89% 90%
Women’s Rights 84% 90%
Animal Welfare 82% 85%
Poverty 78% 85%
Environment/Sustainability 73% 81%
Diversity/Inclusiveness 69% 81%
Social Inequality 68% 81%
Climate Change 62% 74%
Rated 4-5 on a 1-5 scale of importance to you theBenchmarkingCompany
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Personal (Micro) Concerns

_m Gen Z Specific

Safety 82% 75%
Time 79% 80%
Healthy 79% 75%
Personal Power 72% 82%
Value 71% 68%
Exclusivity 43% 46%

Rated 4-5 on a 1-5 scale of importance to you

theBenchmarkingCompany
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Buying Habits Have Changed

Buying beauty is more important to
me now, post-pandemic

Use MORE Used SAME during
now pandemic as now

Facial Skincare 13% 61%

Body Skincare 14% 67%
Hair Care Products 19% 63%
Makeup 46% 42%
Nail care 34% 53%
Fragrance 33% 56%

It’s important to me that beauty brands | buy are
aligned with my personal values (vs. 61% of those older) theBenChmarklngCompany
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The Disruptors

Hyper-Personalization

Artificial Intelligence
Under the Influence
Environmentally-Minded, Clean & Safe
Inclusivity

Whole Wellness

Sexual Revolution

Life-Stage Friendly (Older ladies, unite!)
Culture of Proof

O 0Nk WNE=
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Hyper-Personalization

Women’s

Health Women’s Rights @ Animal Welfare

Environmental/ Healthy Personal Power Value

Sustainability

Exclusivity Social Inequity Climate Change

Diversity/ S8
Inclusivity SRS i\
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Hyper-Personalization: What We Know

She Wants Personalized Beauty

Microbiome-friendly skincare

Probiotics geared to skin

Personalized skincare - | pick ingredients
Personalized makeup - | pick ingredients

Single dose skincare product ampules

Products developed just for people my age m 70%

6% Ja%

12X BN

theBenchmarkingCompany
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beauty 3

The Best Skincare , :
System for Acne & TR
Pimples

. .
Skin Quiz
powered by Skin Al

Premium, Natural
Welcome to the future of skin care! Men S Rarsoanal Cars

W are 50 eecited to gat to know you and your skin, B take about 3 minutes to complata. Wall
then recommend a personalized skincare ritual that just works for youl m
AMAND W 1A MCONAL TAD
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Get ED meds online,
shipped to you.
() FDA-opproved ED pils

3 Genarics 90% cheapar 1han brond name

Experiential Examples

@ 100% online, discreet delivery

v/ 36% very interested in buying NFTs but
haven’t done so yet

G No waiting woeks for an appontmant

v/ 29% purchase curated beauty box
subscriptions

4.
oF

H Symptoms Quiz

Find the right meds & treatment
' for you.

theBenchmarkingCompany
Beauty & Personal Cane Comumer Research



Artificial Intelligence

Women’s

Health Women’s Rights @ Animal Welfare

Environmental/ Healthy Personal Power Value

Sustainability

Exclusivity Social Inequity Climate Change
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Artificial Intelligence: What We Know

She Wants More Al in her Beauty World

- =
- . ] ] ] ‘ ] ‘ ‘|7196
to skin products personalized as result of the analysis 69%
| e2%
30%
% 10% T o o o o o an

She’s willing to provide the information: online quizzes to help me determine what works best, based on personal

information | provide, is more important to 36% of consumers now than just one year ago theBenchmarkingCompany
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Artificial
Intelligence
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Artificial Intelligence: Driving Purchase & Search

v

v

v

v

v

66% use voice apps like Siri or Alexa to research beauty
or personal care products; 24% do so weekly or more
often

59% have used these voice apps to buy beauty or
personal care; 12% do so weekly or more often

85% notice that when they search for a beauty product
(or even discuss at home) that product now follows
them on social

59% of those who notice beauty products following
them say they’ve subsequently bought it

69% admit they sometimes, often, or always buy the
product that follows them!

55% say that “product” was one they had never bought

before — new to them

theBenchmarkingCompany
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Millennials+: New Skincare Products

My own online research 48%
Samples received in-store 36%
Friend/family member 35%
Skincare brand advertisement 35%
In store on a shelf 33%

Instagram 32%

Facebook 28%

Retailer advertisement 28%
Skincare brand’s own website 27%
10. Beauty blog 22%

0 00N WNRE

theBenchmarkingCompany
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Gen Z: New Skincare Products

10.
11.

L o0 N DLk WLDNRE

My own online research 55%
Tik Tok 45%

YouTube 41%

Instagram 38%

In store on a shelf 36%
Samples Received In-Store 33%
Skincare Brand 31%
Friend/Family Member 31%
Beauty Blog 27%

Retailer Ad 27%

Facebook 20%

Tik Tok —=74%
YouTube — 68%

Instagram — 70%
Facebook — 82%

theBenchmarkingCompany
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Under the Influence

Women’s
Health

Women’s Rightsf] FAGIEINVEEE Poverty

Environmental/

Sustainability Healthy Personal Power

Exclusivity Social Inequity Climate Change

Diversity/
Inclusivity
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Under the Influence: What We Know

v/ Social media posts about products are more important to
30% of respondents now than they were a year ago

Global spending on

v/ 78% use Instagram
v/ 89% follow at least one beauty brand on Instagram; 49% ’n.ﬂuencer marketmg
follow 7 or more brands rose to SgB in 2019.
’
v/ 61% follow beauty influencers on a social media app expected o jump (o)
v/ Of those, 47% follow 7 or more influencers 5153 by end Of thiS
v/ 84% have purchased a new beauty product or brand as a ear
result of an influencer recommendation y ‘
¢/ 65% have bought 4 or more beauty products as a result of
the influencer recommendation (Harvard Business School)

theBenchmarkingCompany
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Under the Influence
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Environmental/Sustainability/Clean

Women’s
Health

el atiaies | Animal Welfare

Environmental/

Sustainability Healthy Personal Power Value

Exclusivity Social Inequity Climate Change

Diversity/
Inclusivity



Environmentally-Minded: What We Know

How has increased awareness of our planet/climate/sustainability
changed the way you shop for beauty/personal care?

e more clean beauty products now than | did 3 years ago

-ycle more

»k for products in packaging that is biodegradable or reusable
»x for information on sustainability commitments of brands
% for certifications that products don't damage oceans/forests

y only products that have the cruelty-free certification

693%

search manufacturing practices of products | buy
e mineral-based sunscreens to help limit impact on ocean ecosystem 134%
' to buy up-cycled beauty products when | can [_IIQS%
lunteer to promote/contribute to the health of our planet _ 1;'96
w e a

77% have increased knowledge about the planet/climate change/sustainability today, more than 1 year ago

theBenchmarkingCompany
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Environmentally-Minded

¢/ Brands adopting a plastics neutrality-stance
v/ Shipping materials intended for multi-use
v/ Use of concentrates to reduce packaging sizes

v/ Refillable/reusable/recyclable

¢/ Eliminati
v A Ts kaging that is fully

biod ter use

ondary packaging

v/ Beautyp
- ingredi

theBenchmarkingCompany
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Environmentally-Minded: Clean & Safe

v

w . conscious v
/beauty v

CHOICES FOR YOU & FOR YOUR WORLD™

at ulta
beauty-

69% say buying clean beauty products
(defined as products that are mindfully
created and produced without any proven or
srL:spected toxic ingredients) is important to
them.

52% of respondents buy more “clean” beauty
products than they did 3 years ago (45% buy
the same amount)

82% of all respondents and 75% of Gen Z site
product safety as a major concern

In the first half of 2022, NPD reported that
products perceived as “clean” climbed by
about 33% to $1.6B compared to the same
period last year.

theBenchmarkingCompany
Beauty & Pevsonal Care Comamer Research



Inclusivity/Diversity

Women’'s

Health Women’s Rights l Animal Welfare

Environmental/
Sustainability

Healthy Personal Power

Exclusivity Social Inequity Climate Change

Diversity/
Inclusivity



Inclusivity:
What We Know

v/ 69% of beauty buyers overall, and 81% of Gen Z say
diversity/inclusiveness issues in general are important to
them

v/ 47% of respondents say they are more aware of the
need for inclusion and diversity in product offerings than
they were three years ago

¢/ 64% say this increased awareness has affected the way
they shop for beauty and personal care products

v/ 78% seek out brands that demonstrate a commitment to
inclusion and diversity

v/ 34% have discontinued using a specific brand because 1
they don’t proactively promote diversity or inclusion '\



Inclusivity: What We Know

What's Important for Beauty Brands to do

=
I————

arious ethnicities in their advertising

offers designed for the specific needs of women of color

ves Matter

ducts

|as

J 42%

19%

49%

0% s
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COLLECTIVE

See how black M-A-C Artists

are commng together to

celebrate the beauty of
meianin .
N+
LEARN MORE - Vo4
—— "

”~

. DIRTY
VANILLA

)
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Whole Wellnhess

Women’s
Health

Women’s Rights l Animal Welfare

Environmental/
Sustainability

Healthy Personal Power

Exclusivity Social Inequity Climate Change

Diversity/
Inclusivity



Whole Wellness: What We Know

v 79% of beauty buyers say it’s important that the things | ingest/put on
my skin are healthy for me

v’ 49% say ALL of their beauty products must be good for their skin — not
just skincare

v 43% of respondents buy more specific health/wellness products than
they did 3 years ago (52% buy the same amount)

v/ Consumers now expect more wellness benefits from typical cosmetics,
with skincare and hair care products especially, looked to as
problem-solvers:

v/ The anti-fatigue cosmetics market is expected to reach $25.1M by
2031 (Fact.MR) — due to higher stress and fatigue levels

Scalp health has become a priority for consumers

Cosmetics expected to take on OTC duties: acne and more
Supplements (inside/out beauty/wellness) gaining traction and
are piquing her interest

AN

Skin-if-i-ca-tion



LOREAL
MEN EXPERT

HYDRA
ENERGETIC

24H ANTI-FATIGUE
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Sexual Revolution

Women’s
Health

Women’s Rightsf] FAGIEINVEEE

Environmental/
Sustainability

Healthy Personal Power

Exclusivity Social Inequity Climate Change

Diversity/ S8
Inclusivity SRS i\
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Sexual Revolution: What We Know

Why buy intimate care products?

v/ 85% to make sure all body parts are
cared for and 59% want those body
parts to be more attractive to their
partner.

Why buy sexual wellness products?

v/ 86% want a more enjoyable sex life
and 62% want their partner to as
well.

say they don’t need a
sexual wellness product. Every
generation.

The Taboo is Gone

98% of female beauty
consumers say intimate care
and sexual wellness are
important parts of overall
health and happiness

94% appreciate that brands
are making products to
address their intimate

care/sexual wellness needs

75% agree that beauty
products for intimate areas are
as important as skin care for
the face

theBenchmarkingCompany
Beauty & Persanal, Gare Ponsumer Researdh



Sexual Revolution: What She Buys

Already Interested in

Purchased Buying

Sexual Wellness

Lubricant for moisture 74 43
Sex toys* 71 54
Lubricant for stimulation 36 50
Clitoral stimulating gel 28 57
Mood-setting mist, oil diffuser, etc. 27 49
Cannabis-based sexual wellness products 11 54

*79% of consumers consider sex toys to be sexual wellness products

theBenchmarkingCompany
Beauty & Pevsonal Cane Consumen Research



Life-Stage Friendly

Women’s
Health

Women’s Rights l Animal Welfare

Environmental/
Sustainability

Healthy Personal Power

Exclusivity Social Inequity Climate Change

Diversity/
Inclusivity
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Life-Stage Friendly:
What We Know

Menopausal women

S N X N X N

40% buy from companies that market specifically to women 40+
now

60% feel that brands targeting this age group have products that
work better for her needs

66% say purchasing from these brands makes her feel
understood; 60% hopeful; 39% confident

79% want to purchase skincare from a brand that focuses on
issues specific to women in various stages of menopause

71% would trust her favorite brand to develop intimate care
products designed for her

73% would trust her favorite hair care brands to develop
products to meet her needs

54% are willing to spend more money on products to help them
get through these life stages!




Better
Not Younger

Silver Lining
Purple Butter Masqu=

6.8 floz (200 mi

.

Life-Stage Friendly

CTTNNKKKKKKKLX

Better Not Younger
Womaness

Estee Lauder
Fountain of Truth
Hair Biology

HER Intimate Care Collection
L'Oréal

Lancome

Olay

Pause Well Aging
Physician’s Formula
Vichy

theBenchmarkingCompany
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Culture of Proof

Women’s

Health Women’s Rights @ Animal Welfare

Environmental/

Sustainability Healthy Personal Power Value

Exclusivity Social Inequity Climate Change Safety

Diversity/
Inclusivity
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Culture of Proof — What We Know

AN

67% of respondents say product reviews and consumers claims are
more important to them just in the past year, than before a year
ago — affecting purchase decisions

86% would be more likely to shop specific retailers that require
consumer claims testing for the product they carry

92% would be more likely to purchase a product if research results
were visible to her (on packaging, POS, website)

94% are more likely to believe a product will solve a problem if it
has validated claims

92% say consumer claims differentiate one brand’s products from
another

She wants PROOF and none of that! — -

S X X K

theBenchmarkingCompany
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Men Look For Claims Before

Purchasing

91% would be willing to pay more for a
product if they knew it worked and
delivered on its promises

89% find consumer claims important when
buying a high-cost personal care item

83% trust ‘men like them’ saying that a
product works more than a brand saying
the same thing




Consumers Demand
__Proof

Proof Comes in Many

Forms

*****

EXCELLENT
Product Tested - Brow Serum
Panelist Experience: Ana N.
Based upon an 84-day consumer in-home use test by
The Benchmarking Company, an independent third
s . : e party research firm
Consumer Claims Video Testimonials and Ratings & Reviews

B&A's



Claims in Use
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Do I have KP body bumps?
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adults do.
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In & Elind Use Test on 507 wernen, ages 2235 yrs corsumers
reporied the following resulty with Coco Rose Body Polah

o 955 agree that their shin loek imtantly softer

* 95% agree that their feels nstantly uncather

* 09% agree that thek skin feels Instantly molsturtired

* BE% agree that thekr skin feek instantly nourished

SHOP WOW TD

BIO:IONIC

MOISTURIZING MEAT

Claims, CI

FOR PROFESSONALS

Gragptwrse MX Styber

Ceaphanatx™
[
Skl W Reews % 2 Qumtons | 1 Avesen

SI1800

ADO 7O CanT

4 wherwol-bew payrrents of $54.75 wity
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Key Benefits

* Quackdy crems

wetiid, hng BaTing Uyl Wil SR et reskage®
* Over 50W of U

& 1 phites and rinmed Dared casly e

AN e of T o gt viybes

& Dt tempenanans tonerol U 1o SEYY, 30 rn ssto-abulol! and 110V

aims Everywhere

DIVE INTO THE

Clinical and User Trials

The Cream
92%
agree dull skin appears brighter.

89%

agree skin appears healthier.

87%
agree their complexion looks plump and
replenished.

ALLRESULTS FOR THIS PRODUCT

Believe the hype. Mighty Patch is a
smarter way to handle pimples
overnight.

MIGHTY
PATCH’

B v (00 Pl g S1er g, Ao Over S o stybsts skl & ks Nanr bk and fenl asitues 36

0 o
90 /O of women saw visible
improvement after 8 weeks*

Better
Not Younger

Consumer Testing Results

of usns agreed that the Mighty Pach Original gerdy sxtrach

(94%)

pus/gunk bom he pimple

of parvciports agreed thot usng he panch is o foster way 1o viubly

shrisk whissheads cversight compared 1o hudisonal 28 cream

10id the potch protects the st from picking/popping ¢




Most Innovative Brands




THE MOST INNOVATIVE THE MOST INNOVATIVE

SKINCARE BRANDS SKINCARE BRANDS
(Millennials and older) (Gen Z only)

Olay The Ordinary

The Ordinary CeraVe

L'Oréal : Fenty Skin

Neutrogena OLAY L’Oréal 5
Clinique First Aid Beauty =

theBenchmarkingCompany
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THE MOST INNOVATIVE THE MOST INNOVATIVE

MAKEUP BRANDS MAKEUP BRANDS
(Millennials and older) (Gen Z only)
L'Oréal Fenty Beauty

Mavybelline Rare Beauty
Fenty Beauty e.l.f. CEUTY BEAUTY
MAC L'Oréal

Cover Girl Colourpop

theBenchmarkingCompany
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THE MOST INNOVATIVE THE MOST INNOVATIVE

HAIR CARE BRANDS HAIR CARE BRANDS
(Millennials and older) (Gen Z only)

Olaplex Olaplex

Pantene Shea Moisture ey
L'Oréal OLAPLEX L'Oréal OLAPLEX
Redken Dove 1
Dove Briogeo e

theBenchmarkingCompany
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Key Takeaways

What’s Important to
Her — Find Out

Check Her Boxes —
Challenge the Status

Quo

Prove it!

theBenchmarkingCompany
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Thank you!
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