CATEGORY: BEAUTY & PERSONAL CARE

The Brand [
Quadrant. _

A weekly, category-level
diagnostic and compass
for businesses

:.. HatchOmni




Our Methodology

Brand Intelligence System

1|l Reads millions of external market
signals daily

5 Normalizes them across brands,
categories, and subcategories

[y Interprets them through expert-designed
Brand Intelligence frameworks

Produces one clear read on where a brand
stands and what leadership should do next

Disclosure

The Quadrant is informed by continuous analysis of how Large Language Models
reference, interpret, and prioritize brands over time. Signals are observed across
multiple environments and synthesized through HatchOmni Al's Brand Intelligence
framework to ensure consistency, comparability, and objectivity.

The Quadrant Framework

Each report is built on a two-axis framework

The structural strength and credibility that support the
brand behind the scenes.

How clearly, consistently, and effectively a brand
activates in the market.



Category Quadrant

The Quadrant identifies where

competitive ground is undefended and
where your category position is at risk.
It is built to surface what the market is
sighaling before leadership has to ask.

Our algorithms have been designed to
identify commercial opportunities such
as "white-spaces,” "value-drivers," or
the exploitation of emerging trends.

About HatchOmni Al Quadrant Reports

Each week, HatchOmni Al publishes a category-level
diagnostic. This report is a lite version, showing where
competitive ground is undefended, which brands are
building authority, and what positions are at risk before
the market makes the shift visible. A more robust version
of this report is also published once monthly with an in-
depth analysis of a category-specific HatchOmni Al
quadrant.
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Key Observations from the Quadrant

The following observations highlight how leading brands in this category
are currently positioned, based on their Brand Intelligence signals and
relative balance between activation and foundation.

@® La Roche-Posay

@ Kiehl's
@® Paula’s Choice

@® Glow Recipe

® | Glow Gals
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The Ordinary

Highly visible and culturally relevant, with strong community momentum and solid
foundations. The position is earned. The next move is deepening institutional
authority before challengers close the visibility gap.

CeraVe

Clinically trusted and structurally strong. The foundation is there. The gap is in
market-facing activation: educational depth and community momentum are
underperforming relative to the brand's actual credibility.

La Roche-Posay

Scientifically respected and institutionally grounded. Strong clinical credibility, under-
activated externally. The authority exists. The play is expression, not reconstruction.

Kiehl’s

Recognition without authority. The heritage is an asset; the educational and
structural foundations are not keeping pace. Competitors are building what Kiehl's is
not, and that gap compounds.
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@ THE WEEKLY BRAND INTELLIGENCE QUADRANT

Knowing your position is the first step.
Knowing your direction is
what drives growth.

In a 30-minute conversation, we can assess where your brand
stands in this quadrant and identify your highest-impact growth
opportunities.

If you'd like to understand your Brand Intelligence position, and
where to move next

LET'S TALK.
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