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pooo-
G )

RRRRRRRRRRRR

theBenchmarkingCompany



ABOUT US

The Benchmarking Company (TBC) is an award-
winning beauty and personal care consumer
research firm, 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.




TBC KNOWS CLAIMS
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SKINCARE BRANDS
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A FEW OF THE HAIR CARE BRANDS TBC WORKS WITH
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WHAT WE
WILL COVER

The US Market for International Brands

Brand Success Study

What Makes the US Consumer Unique

Why Claims Are Important to US Beauty Buyers

Risk & Risk Mitigation

Purchase Motivators & Drivers

How to Craft Impacttul Claims

Measuring Up: Benchmarking Against Your Competitors

Strategies to Leverage Claims to Win Her Loyalty




UNDERSTANDING
THE US MARKET

The U.S. beauty and personal care market was valued at approximately $98 Rules & Regs &
billion in 2023, with projections indicating continued growth. Before entering

Regulators

the US market, brands should focus on the following:

* Regulatory compliance - from ingredients to packaging to marketing to

zening. Purchase

« Consumer preference - uniquely heterogenous market - from skin tones Behaviors

and types to cultural sensitivities - know who you are marketing to and why

« Competitive landscape - what is your USP? What is your retail distribution

strategy? Know where your competitors are finding success and chart your
own path

* Marketing and branding - tailor campaigns for the American buyer - think
US holidays, events and shopping days (i.e. Black Friday).

* Innovation - the US consumer is always looking for what's new and

eftective. Build an innovation pipeline
theBenchmarkingCompany



INTERNATIONAL MAINSTAY BRANDS

The international brands that have succeeded in the US market have demonstrated their

ability to adapt to U.S. consumer behaviors and preferences, cementing their positions as

L'Oréal
(France)

Diverse portfolio

across price points
Innovation-focused
Effective digital

marketing/social
content

leaders in the beauty and personal care industry.

Unilever
(Dutch/British)

Commitment to
inclusivity and real
beauty

Sustainability

Effective market

penetration and

retail distribution
model

Shiseido
(Japan)

Emphasis on
science based,
high quality
cosmetics

Luxury appeal

Cultural resonance
(J-beauty)

&
Amorepacific
(South Korea)

Sets trends for K-
beauty

Focuses on

innovative skincare

Strong e-

commerce collabs
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INDIE BRAND SUCCESS

Strong brand identities, innovation in products, a focus on the consumer, unique positioning,
: . social media savvy and smart marketing, coupled with demonstrative proof of etficacy are

common traits of Indie brands that have demonstrated success in a competitive market.

Charlotte Huda Beauty The Ordinary Glow Recipe
Tilbury (UAE) (Canada) (South Korea)
(UK)
Founder-focused Social media Commitment to Focus on K-beauty
branding dominance transparency for all
Consumer-centric Cultural sensitivity Attordability Fruit-inspired
approach and appeal offerings
Word of mouth
Viral marketing Atfordable luxury popularity Viral hero products
campaigns that positioning

resonate across ages
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Cultural Diversity and Inclusivity

WHAT MAKES THE US
CONSUMER UNIQUE

Intfluence of Social Media
Demand for Innovation & Exploration

Emphasis on Clean and Ethical Beauty

She Loves a Good Story

Demand for Customization and
Personalization

Multi-Channel Research and Shopping
Experience

Proof!
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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 fo

demonstrate truth in advertising

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

benefit statements
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EYES ON THE INDUSTRY

Federal
Government

FDA
Self-Regulatory

Bodies

FIC

Consumer Product

Safety Commission Beauty brands face a range of regulatory

National Advertising Com petito rs and legal scrutiny from government

Division of The Better & Plaintiffs’ agencies, self-regulatory bodies,
Business Bureau competitors, and plaintiff's lawyers. These

Lawyers

risks range from non-compliance with
FDA regulations, to FTC Advertising
Costly lawsuits Violations, challenges to advertising
Product liability claims, Lanham Act Claims, Product

Demand letters Liability Claims, Greenwashing

allegations and class action lawsuits for

benefits not realized.
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MITICGATING RISK iy oncuet

Substantiation?
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PURCHASE DRIVERS

77% speed of efticacy
73% positive reviews/consumer claims
69% an attractive price
56% negative reviews
54% ingredients

42% difterentiation from competitive products
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WHAT MOTIVATES

HER TO BUY

Etficacy - and proof of efficacy (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 tor someone like me (4.3)

*Rated on a scale of 1to 5, with 1 being not influential and 5 being highly influential.
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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!

86% are more likely to shop specific
retailers that require consumer claims

testing for the products they carry

theBenchmarkingCompany




PROVE YOURSELF WORTHY

Proot comes in many forms

§59%

agreed skin

looks and

. - 30U ADEN M
teels firmer )
[ = °
Video Testimonials Consumer Claims Ratings & Reviews
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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 are more EMOTIONAL as well.

Consumer Claims VS Clinical Claims

82% Anti-Aging Serum 18%

75% Mascara 25%

69% Ache Treatment 31%

theBenchmarkingCompany



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

98% expect brands
to conduct
consumer
perception testing
to give buyers
expectations of
benetits

92% say
consumer claims
dittferentiate one
brand's products

from another
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KNOW YOUR AUDIENCE

Don't test your anti-aging product on an 18-year-old. Craft
claims that match your product benefits and intended
consumet.

PROVE THE BENEFITS

She wants to know this product works for someone like
her. Claims should be structured to give her this proof!

HIGHLIGHT WHAT MAKES THE PRODUCT DIFFERENT

It may be an ingredient or a unique delivery system. Craft
claims that speak to this unigue selling point.

SPEAK TO HER IN WORDS SHE UNDERSTANDS

Science can be sexy, but making it too complicated may
turn her away. She wants to know how the science is going
to help her look and feel beautiful!

CRAFT COMPELLING CLAIMS

theBenchmarkingCompany



MAKING THE MOVES

Legal Consent Send Products to Panelists

Blind and properly label your

Ga’rhgr legal consent from.oll oroducts. Pack and ship to your
panelists on your behalf prior to st th ;

the study. panelists across the country.
Testing Protocol Survey Responses
Carefully design your study's testing Gather and aggregate your survey
protocol to be followed by all responses. Run statistical analysis
panelists. testing
Claims Development Certify and Validate Claims
Develop compliant cosmetics and Have your research certified by a
OTC claims. third-party expert.

Testing your products with your target consumer will yield 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.

theBenchmarkingCompany
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THE SWEET SPOT

&
75 people

minimum # of
participants needed
in a study to make a

claim believable

&
80% or higher
Percentage of

agreement for

believable claim

&
Independent Firm

No friends &
tamily, formulators
& cradle to grave

consultants

o
National
Scope
Must be target
relevant - large
panels and full

representation



In aBlind Use Test on 107 women, ages 28-35 yrs, consumers
reported the following results with Coco Rose Body Polish

WORDS
MATTER

o 5% agres that their skin feels wntantly softer
o 3% agree that their fesls instantly smootber
o B9% agree that their skin feels nstantly moisturized

o B&% agree that their skin feels instantly nourished

* It's not really clinical it a clinical lab
conducts a CPS

 Even if a clinical study shows a change

oual to the structure or function, you still
= 1 . can't say it!
2 % ' g * Words mean ditferent things to different

AP
appearance
of fuller and

99% said skin felt more hydrated, moisturized and smooth* thicker hair

audiences - diminishes vs. reduces
Suppomhclr@
strength

e Use words like "looks" and "feels" not
"protects” and "prevents”

hair health

theBenchmarkingCompany



NUMBERS
MATTER
MORE

* The sample size is critical!
* Don't forget your MOE

* Look to benchmark your claims before
deciding which to use

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

» Stay above 80%

AFTER 7 DAYS

98 %

sullable fer my sensitive skin
+ leaves my skin feeling soft

9() %

this product is gentle on my skin

9 4 %

provides immediate hydration
+ comfort; skin no longer feels
dry and doesn't irrifate skin

98%

agreed skin felt
smoother’

93%

agreed skin appeared
restored to a healthy
and radiant glow’

92%

agreed the look

 of dullness was

improved"

*in o sansumee-percaption

utdy with 104 peaple uftes
14 doys of use




MEASURING UP

L M Brand

PRODUCT TYPE DESIRED CLAIM oW =an Score
A Diminishes appearance of fine 0 o o o
Anti-Aging Cream lines and wrinkles 667 80% 24 % 24%
Eve Cream Rejuces dpperrqnce of dark 519, 739/ 019, @
under eye circles

Brightening Serum  Skin looks brighter 76% 89% Q7% 959,
Acne Serum Reduces the appearance of whiteheads 729, 81% 88% 80%
Anti-Frizz Spray ~ DMminishes the appearance of split — ggoy 04% 100% 7%
Supplement Made me feel calmer S4% /6% 6% 0%
Cellulite Cream Tightens the appearance of skin 81% 84% 87 % 81%

Think outside the box

High score - make the claim!

Above the mean, below the high - consider making the

claim but determine if there is a more compelling claim.

Above the mean, slightly below
the high - make the claim

Below the mean - don't

make the claim



CLAIMS IN USE
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Believe the hype. Mighty Patch is a

Consumer Testing Results

smarter way to handle pimples
overnight. B ) o ey ‘ | A | M S
PATCH l s l '

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

BIO:IONIC ser  roen I

Clinical and User Trials

\ Befcre Afvar

The Cream

920

899

87%

ALLRESULTS FOR THIS PRODUCT




BEAUTY FROM THE INSIDE

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

OUT CLAIMS

IIEALIST

ADVANCED NATURALS

P —
-

Calm Drops
Discovery Size 2
40mg CBD sem . 200MGCBD h

+ FSSENTTAL OILS
AND TERPENE BLEND
PEPPERNINT FLAVOR .

QrAareEMy)

-
*

l

Cala Drops

. 40lg CBD per W
MonG TOTAL
PPPERNINT FLAVOR
FLzem)

Nusn =T

% 00%
DN THC

CLEAN & TRIPLE LAB NO HIGH
NATURAL TESTED
N\  / g §>
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
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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
-96%ugreedmatsk@nfaelssmootharlaftar14davsl PO'NT OF SALE HlGHLY |NFLUENCE HER PURCHASE

« 92% agreed that skin looks healthy (after 14 days)

*91% agreed that skin appears refreshid and renewed (af DECISION WHILE ALSO HELPING YOUR PRODUCTS STAND
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CLAIMS IN SOCIAL MEDIA
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Wi S e SUNDAY
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ON-AIR USE

In 3 consumer perception suney of 100 partcipants using Patchaiogy FlashPakch
for 5 mrwtes, alter a single use, particpants stated

100™ said thar tirad eyes appearsd awakenad, revived and revitalized
98™ said the sidn under their @yes looked and it smoother

OT™ saxi ther eye area voked Bss putty

94™ said one S-mnute beauty treaument provded more immediate
rESuRts than Meir Currén! Under e SKiN Care fegmen

Brand Founder, Sunday Rile

Vabatawriwmry bo v - e * 100e e parree 12 ety by

M » Product Detail
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Josie Maran Argan and Hemp Seed Glow Oil

Read Reviews

SAY HELLO TO HEAT

D GOODBYE TO

Patchology Flash Gels w/FlashMasque

In & consumor survey after 1 day
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STRATEGIES TO MAKE YOUR
BRAND CLICK-WORTHY

e Don't make claims that cannot be substantiated.

* 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
national in scope, consumer-relevant and is conducted using

international standards tor consumer perception claims testing.



MORE...

Conduct claims studies with a

consumer-relevant panel that is |
adequate in size to substantiate the
claims you want to make in market.

Benchmark your claims - know which .’.(. /
ones stand out and feature your USP. " "'* /

i

l
:

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

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



Contact Us

Q 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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