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Consulting Project USA Market Research
for Mibelle Group



Profound market-entry strategy for
the U.S. personal care market in 2020

The Mibelle Group requested an examination of the market situation for a
potential market entry into the U.S. personal care market in 2020. Thus,
based on four months of research about potential markets, consumer trends,
legal regulations as well as competition and distribution, the project team
gathered market data and based upon this made a recommendation for a

market entry strategy.

Mibelle Group

Mibelle Group functions as a leading European
private label manufacturer for its business
units Home Care, Nutrition, and Personal Care
and consists of a Biochemistry unit for active
ingredients. With sales of EUR 438.5 million,
Mibelle Group is a full-service brand manufac-
turer with the latest trends and technologies
that introduces about 700 new personal care
products each year. Mibelle Group's personal
care competencies lie in facial, men’s, body,
hair, baby and child, and sun care products.

Proceeding

The research methodology included a market
potential analysis for six different personal
care categories. After deciding on the most
promising personal care categories, market re-
search analysis for women's facial care and
men's personal care was executed. Therefore,
primary data was collected through a quantita-
tive online survey completed by 272 potential
consumers, 34 face-to-face consumer inter-
views as well as six interviews with experts in-
cluding industry brokers, private labels and
channel experts. Moreover, observational in-

store research in major U.S. retailers was con-
ducted.

Results

After six personal care categories were ana-
lyzed, market research for the women'’s facial
care market revealed the most promising po-
tential. Conversely, U.S. mature women dis-
played a need for facial cleansers and moistur-
izers, had specific facial needs as well as de-
sires for certain product scents, textures and
packages. Moreover, it was recommended to
opt for a branded approach as well as to con-
sider the required legal regulations (FDA). A
joint-venture was suggested for the operation
mode.

A marketing plan regarding the product,
place, price and promotion was developed to
assist Mibelle in successfully entering the U.S.
market with a brand consisting of three facial
care products to target mature women. The
recommendations are based on data collected
by qualitative, quantitative as well as observa-
tional research.

www.fhsg.ch/praxisprojekte
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Primary research

From sources such as:

+  Internal reports from Mibelle
+ Industry sources

*  US. federal sources

* Market research reports

Quantitative consumer survey:
* 272 respondents

6 Expert interviews with:
+ Industry expert

« Online survey
« From all 5 geographical areas in the

United States (with focus on
Northwest)

« Broker expert
« Channel expert

« Private label expert

« Sales person of personal care products
« Representative of Mibelle Biochemistry

Qualitative consumer interviews:
* 34 respondents
* Face-to-face interviews

Observational research:
* Mass merchandisers
* Drugstores

Project Methodology.
Source: own illustration.
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Even after four intense
months of research work,
the students went another
extra mile for us in presen-
ting their conclusions in a
very creative way. Now it is
our turn to dive into their data and review
critically if we can work with it to further in-
vestigate possible approaches for the entry
into the US.
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We are deeply impressed by the team's ela-
borated and thorough market analysis which
led to a comprehensive marketing plan with
a unique team developed brand name and
advertisments. They demonstrated outstan-
ding creativity matched with salient analytical
skills to drive to meaningful recommendations
for market entry.



