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HOW SEXY ARE
YOUR CLAIMS?
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ABOUT US

The Benchmarking Company (TBC) is an award-
winning beauty and personal care consumer research
tirm, providing marketing intelligence through custom
consumer research studies, online and in-person focus
groups, and consumer in-home use testing (IHUTs) for

claims substantiation and risk mitigation.




CLAIMS ARE OUR @ LANGUAGE

1,000+ M+ 280K+ SO0M+
PRODUCTS OPINIONS PANELISTS DJAY AN
TESTED COLLECTED POINTS

skincare @ hair care gbody care gpersonal care @ewellness
products ® supplements @devices @ intimate care

theBenchmarkingCompany



WHAT WE
WILL COVER

What Gets Her In the Mood to Buy
Why Claims Are Important
How to Cratft Sexy & Impacttul Claims

Words Matter

Measuring Up: Benchmarking Against
Competitors

Strategies to Leverage Claims to Win Her Heart




WHAT GETS HER IN THE
MOOD TO BUY

Efficacy - and proot of etfficacy (4.8)
Price (4.4)

Free samples (4.4)

Positive product reviews (4.4) (tied)
Consumer claims (4.4) (tied)

High number of positive reviews (4.3)

Made for someone like me (4.3)

Rated on a scale of 1 to 5 with 1 being no influence and 5 being highly influential



WHAT SHE NEEDS TO SWIPE RIGHT

77% speed of etticacy

73% positive reviews/consumer claims
69% an attractive price

56% negative reviews

54% ingredients

42% ditterentiation from competitive products
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WHY CLAIMS ARE IMPORTANT

89% pay attention to claims in the beauty/personal care brand advertising and on packaging

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

69% spend an hour or more researching a product that is $100 or more

4 out of 5 say product claims have a greater influence today on their purchase decision then five years ago

98% say brands should conduct consumer perception testing to demonstrate truth in advertising

66% likely to join a class action suit for false advertising if the product did not deliver on its benefit claims
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YOU NEED PROTECTION

WHY CONDUCT CLAIMS SUBSTANTIATION?

e Guidance for Innovation
 Avoid Million-Dollar Mistakes

« Mitigate Regulatory & Legal Risk

e Give the Consumer the Proof She Demands




CLAIMS FOR SELL-IN
& SELL THROUGH

Not only do retailers like QVC, Sephora, Ulta and
CVS expect the brands they carry to conduct
claims testing to validate their marketing claims,
but more and more retailers are demanding it as
a prerequisite to carrying the product. Take a
look around and see claims in action at your

local beauty retailer!




PROVE YOURSELF WORTHY

Proot comes in many forms

96% AGREED THEIR IRRITATION
HAD IMPROVED"®

94% AGREED THEIR FLAKINESS
OF THE SCALP HAD IMPROVED"™

91% AGREED THE SHAMPOO AND
SCALP SERUM FELT GENTLE ON
THEIR SCALP”

Video Testimonials Consumer Claims Ratings & Reviews



CONSUMER CLAIMS ARE MOST COMPELLING

When shown consumer and clinical claims from actual print advertisements touting the same product benetits, respondents
stated the consumer claim was more compelling than the clinical claim for the same product. Why? Because consumers trust

real people who have used the product and can attest that it works.

Consumer Claims VS Clinical Claims

82% Anti-Aging Serum 18%

81% 19%
75% 25%
69% Ache Treatment 31%
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92% would be more
likely to purchase a

product it the

research results
were visible to her

(i.e. package or
POS display)

MAKE HER NOTICE

92% say

consumer claims

differentiate one

brand’s products

from another
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MAKING THE MOVES

Legal Consent Send Products to Panelists

Blind and properly label your
products. Pack and ship to your
panelists across the country.

Gather legal consent from all
panelists on your behalf prior to
the studly.

Testing Protocol Survey Responses

Gather and aggregate your survey
responses. Run statistical analysis
testing

Carefully design your study's testing
protocol to be followed by all
panelists.

Certity and Validate Claims

Develop compliant cosmetics and Have your research certified by a
OTC claims. third-party expert.

Claims Development

Testing your products with your target consumer will garner you valuable feedback while mitigating your brand's legal, regulatory and reputational
risk. It is an opportunity to make things good (and then better) and right (and then fantastic) for the men and women who use the products.



THE SWEET SPOT

&
75 people

J Independent National
" Firm Scope

minimum # of Must be target

relevant - large

participants needed No friends & family,

in o study to make @ formulators & cradle

panels and full

to grave consultants ,
b representation

claim believable




CRAFT

Know your audience

Prove the benetits

Tell her what makes the product different - USP
Show her that you did your research

Speak to her in words she understands

SEXY

CLAIMS
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In a Blind Use Test on 107 women, ages 28-35 yrs, consumers X 5
reported the following results with Coco Rose Body Polish: ! : § ‘

e 95% agree that their skin feels instantly softer

e 93% agree that their feels instantly smoother ﬁ o
e 89% agree that their skin feels instantly moisturized !
* 88% agree that their skin feels instantly nourished - ' coconus o

OUA
t's not really nationwide it a clinical lab
conducts a CPS

e
o { ‘ of shedding
A romcire I QUAIE Even it a clinical study shows a change to
ot ler ond | the structure or function, you still can't say it!
carmi W crengh
S : Words mean different things to different
Helps 1o ol :

Whar o ' - 3 = audiences - diminishes vs. reduces

{
®»
et
B
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> \w/’ S Use words like "looks™ and "teels” not

"protects” and "prevents”
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p— :
99% said skin felt more hydrated, moisturized and-smoeth*



NUMBERS
MATTER 5 BB
MORE ‘“

e The sample size is criticall
P

-

~

1}

b e

. V‘. 1

Y 9

Y -

e .

~» 9
.
"__

* Don't forget your MOE

* Look to benchmark your claims before
deciding which to use

* Hard-hitting may score lower but are
more important to her overall purchase
decision

 Stay above 80%




MEASURING UP

Bigger Is Better

1 Brand
PRODUCT TYPE DESIRED CLAIM oW NYeleld=
Amti-Agling Eroam [?iminishes appearance ot fine 66% 80% 904, YA
lines and wrinkles
Eve Creanm Reduces appearance of dark 519 730/ o1, @
under eye circles —
(o)

Brightening Serum  Skin looks brighter 76% 89% 7%

Acne Serum Reduces the appearance of 72% 81% 389% @

whiteheads

AmiEzz Seray Zri]r(r;isnishes the appearance of split 86% 949, 100% 97
Supplement Made me feel calmer 4% 76% 6% ?0%
Cellulite Cream Tightens the appearance of skin 81% 84% 87% 81%

Think outside the box

Below the mean - don't

: . Above the mean, below the high - consider making the Above the mean, slightly below
- | !
L 1 High score - make the claim! ] ] the high - make fhe claim I ke the claim

claim but determine if there is a more compelling claim.



CLAIMS IN USE

bioelements

Perricone MD PREBIOTIC AMTIR A3 DS
ACNE THERAPY 90

AA Y

’
improved dullness and
shin lexture is improved

944

skin feels more resilienl

1 e

ACNE RELIEF

Lewthe & Sething
(hanwr

04%

96

skin fouls nourished

v ——

Il clizicet dose
ar bivelowmadis 1om

Do I have KP body bumps? T iR

JUST 1 USE

. (-A"j', ’f\{_.' j
|‘ .,I.\ ' |
Yﬂ-zhs \._\..Iyl. \‘ﬁ,'l r'f;“ - o
shaesin 1 WA O, |
Karatosts Pilars g & falt thot the scrub prepped
{KP} looks ke ‘ - thair sXin for absarption of
“ehicken skin® ‘ ' othar skincore, il -
“W"- . R U | R 0 e .3
‘ AFTER
- 4 WEEKS OF USE
(VR

of people with KP saw ‘J
O smoother and softer skin s0id thelr skin looked and
felt refined, soft, smooth
ond wupple

MEET KI' SUMI 0SS - *Srcd DUy Nty rrciity
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Believe the hype. Mighty Patch is a
smarter way to handle pimples
overnight.

Hero. '.i

MIGHTY
PATCH'

36

BIO : IONIC SHOP HOW TO MOISTURIZING HEAT

\ Before After

Consumer Testing Results

949 of users agreed that the Mighty Patch Original gently extracts
° pus/gunk from the pimple

90% of participants agreed that using the patch is a faster way to visibly

shrink whiteheads overnight compared to traditional zit cream.

98% | said the patch protects the skin from picking,/popping it. A B O l ' N D

T w

ogrwomen saw

90%

— . - ..: = = ) S 2 -
improvement after 8 weeks
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Clinical and User Trials

The Cream

0204

\ugustints
Bader

8904 \ ©

— Tt CREAM
87% tcma

LA catur
romarantt
e o

ALL RESULTS FOR THIS PRODUCT




BEAUTY FROM THE INSIDE OUT CLAIMS

DELAYS
GRAY HAIR

REDUCES
SHEDDING

ADDS
COLLAGEN-
RICH SHINE

RELIEVES
STRESS
SUPPORTS
HEALTHY HAIR
ROOTS AND
THICKNESS

SUPPORTS
HEALTHY
SLEEP

Consumer Study Data:

85% of users reported that hair feels stronger*

84% of users reported that hair looks noticeably healthier*

84% of users have noticed less hair loss since taking this supplement*

*Based on a 12 week consumer study of 115 participants

IIEALIST

ADVANCED NATURALS
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Calm Drops

Discovery Size L]

40mg CBD re= 200MG CBD

¢+ TASENTIAL OILS

AND TESPEINE BLEND

PEPPERMINT FLAVON .
arfaareEM)

-
%

l

Cala Drops

e — g CBD rer m
NonG TOTAL
FPPERNINT FLAVOR
2 sMm)

Nesa =T

%7 00%
S THC

CLEAN & TRIPLE LAB NO HIGH
NATURAL TESTED
\  /

&)

CRUELTY VEGAN NON GMO
FREE

** Independent consumer testing panel of 109 people who used Double
Strength Calm Drops for 14 days consecutively and completely a self-
assessment of their experience.



+ CLAIMS ON PRODUCT PACKAGING

HOLLYWOOD CAL|FORNU‘

GLAMGLOW

,oumnuo GLOW STIMULATING TREATMe
£ SOIN STIMULATEUR D'¢ d-.~

REAL RESULTS

BoL .. I

benefit

BROW-VOLUMIZING &
FIBER GEL T

GEL VOLUMATEUR/ iyt

SOURCILS .-’x’l:

3.0 Netwt.0Jqz , oy
(0

g

Y .
1%
SAID BROWS

LOOKED VISIBLY
THICKER*

*selfl evaluation by 66
women after | week

V

Vaginal Odor
freatment

fsminates Ocor | Re
98%

95%
100%

™
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ealthy peautthul,

Fast. M

GIVE YOUR CONSUMER THE PROOF THEY SEEK

WHETHER YOUR CONSUMER IS BUYING IN-STORE OR
ONLINE, FOR 3 OUT OF 4 CONSUMERS, CLAIMS AT
THE POINT OF SALE HIGHLY INFLUENCE HER
PURCHASE DECISION WHILE ALSO HELPING YOUR
PRODUCTS STAND APART FROM COMPETITIVE
PRODUCTS

&

ALLYGREATSITE.CQ\M_"T‘




CLAIMS IN SOCIAL MEDIA

Y 98%
Y EXPERIENCE

}’ STRONGER
P LASHES®
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their lips
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goldfadenmd - Following

goldfadenmd The results are in! Customers are loving our NEW
Lip Therapy ¥

f\ susan_desperately_seeking @
»

Rep

denise3232 Thanks for being in @jamiemakeup swag bag!
Love the feel of it already ¢ & &

@ doc_kris Love this @
R’

% jules123m Another product | know | will love. Thank you
@jamiemakeup #swagbag and as always thank you
@goldfadenmd H¥®H

Qv

554 views

Instagram ® O ©

View all 98 comments

q koparibeauty

WHY KP BODY BUMPS

BE GONE SCRUB

920/0 say exfoliates gently, yet effectively

920/0 say skin is smoother to the touch

Q
*Based on a study with 39 consumers after 30 days Q

g B

“
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View shop

Qv

410 likes
koparibeauty What is KP?! Let's deep dive

ow all 24 comments
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Camille Barreto

Have you heard the news?!

100% of participants said it effectively conceals
thinning hair**!
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ma) mecosmeticsusa THE RESULTS ARE IN! Get real coverage with
our consumer tested Can’t Stop Me Now™ Ultimate Coverage
Scalp Foundation™. In a study with 71 participants:

@ mecosmeticsusa - Following

100% said it effectively conceals thinning hair

97% said it leaves them looking like they have a full head of
hair

96% said it makes hair appear thicker at the root

97% said it beautifully covers any small bald spots

Available in six comprehensive shades, this luxury pressed
powder for the scalp is lightweight and blends seamlessly.

#WeAreMe #FearlessBeauty

@ scanlanvlogs | need to try!

QY

Liked by christinaschoice_ and others




O N _Al R U S E ﬁ » Product Detail Q

Josie Maran Argan Milk Hydrating Face & Body Serum 2pc Set

In a consumer perception survey of 100 participants using Patchology FlashPatch™
for 5 minutes, after a single use, participants stated:

100* said their tired eyes appeared awakened, revived and revitalized
98™ said the skin under their eyes looked and felt smoother
97* said their eye area looked less puffy
R e 1 N |
94> said one 5-minute beauty treatment provided more immediate
results than their current under eye skin care regimen ==

Patchology FlashP:

b ) 54l ———— @ & wid S D




STRATEGIES TO MAKE YOUR
BRAND LUSTWORTHY

* Don't make claims that cannot be substantiaoted.

* Plan for regulatory scrutiny. Conduct claims studies that follow
set standards. Leverage consumer and clinical testing to

demonstrate product benetits.

* Watch what you say and how you say it! NAD/FTC.

* Don't rely on consumer perception claims that are derived from
"add-on" studies to a traditional clinical study unless the study is
I — national in scope, consumer-relevant and is conducted using

international standards for consumer perception claims testing.



Just a Few of the Brands TBC Works Wilth

ALGENIST bareMinerals PerriconeMD \-5 JOSIE MARAN

Biotechnology from San Francisco % By BARE ESCENTUALS

.

JHIJEIDO ELEMIS KOPARI Revitalosh BIDELEMENTS

—=_~ PROFESSIONAL SKIN CARE

JOICO 60 0&9 11/ 11 LAURA MERCIER
o ERAN PARIS | NEW YORK

ORIBE ® Axvines  l\eutrogena ‘? c P @
“ED

GOLDEN DOOR  MADISONR PALMOLIVE

. o SUNDAY K t
T Muradﬁ| e DOLLAR SHAVE CLUB LANCER

COLGATE




A Few More

ESTEE
LAUDER

COMPANIES

DA 0o
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Live Healthy. COTY



And Some More

L O @ AVOREPACIFIC DiXige Strivectin PLOACHY
U M MERLE NORMAN . ‘
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NATURAL DEODORANT ———

w7 guaRn i
S[AW[[D W AUM Co [i¥ Panasonic @ STYLER
AL

_ Yy o2 KISST BIOGIONIC
Augustinus Bader N gtyrel ab. EVER 1Taon CT)
\ T VY.
) w I .. NANSAN PHARMACAL
Ne } HEALIST Comarked oo tathare
= ADVANCED NATURALS 7~ Ciact ————— auly
L an = HeaithWorks HENRY ROSE o ZEIN OBAGIuo

VAP HAIRMAX
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BEAUTY BRANDS




MORE...

e Conduct claims studies with a
consumer-relevant panel that is
adequate in size to substantiate the

claims you want to make in market. \“: .

A

* Benchmark your claims - know Which\
ones stand out and feature your USP.

e Use a research firm that follows
international standards for claims
testing.

* Use a third-party independent firm to
substantiate your claims.



Contact Us

G 11710 Plaza America Drive, Reston, VA
(%) 703.871.5300
www.benchmarkingcompany.com

@ Info@benchmarkingcompany.com

@ jenn@benchmarkingcompany.com
@ denise@benchmarkingcompany.com

theBenchmarkingCompany
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