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d & (Demo) Global Cosmetic Industry

Estee Lauder

Pain Points

Y 2021/06/04 - 2024/06/04

'V 2 active filters

@ 4 [EEA | Estee Lauder - Pain Points

10 insights uncovered and grouped into 3 categories.

Allergic Reaction to Night Repair Eye Gel-Creme

ISensitive Skin Reaction to Eye Cream I

Disappointment with Product Qualﬁ:

Concerns about Product Authemicﬁ

: = El

Skin Reactions to Sample Products n =
Pricing and Packaging Concerns :
n

Customer Service and ®rder Issues

n
Shipping and Order Issues L]
n
Customer Service Issues L]
n

Concerns 5

I Discontinued Favarite Product:

Product Quality and Authenticity Concerns

Discontinued Products:and Sensitivity
n

& Editthis Genal Search

L]
Sensitive Skin Reaction to Eye Cream v

A consumer developed a rash and irritation around the eyes due to an
eye cream, leading to the realization that it was the Estee Lauder eye
cream causing the issue.

Preview BETA - lllustrative mentions ©

Macys Reviews 202401720 02:00 AN 7

Estée Lauder Advanced Night Repair Synchronized Multi-Recovery
Complex, 1-oz. : Too harsh for eye area

I kept getting a rash around my eyes and thinking it must have been
mascara or something that was causing it. | finally realized after a process of
elimination that it was this eye cream that was causing the dry. puffy
irritated skin reaction around my ...

Show more
* 77w
@ (1) Unitad Stat... Engish @) LuxuryC.. n
Macys Reviews 2023/11/05 09:00 AM i}

Estee Lauder Revitalizing Supreme Youth Power Creme Moisturizer
1 0z.: Severe reaction

It's taken me a bit to figure out what was wrong, but | figured out that | have /

20 insights uncovered and grouped into 8 categories.

Discounts and Sales
Estee Lauder Promotions

Purchase Triggers Seasonal Promotions

Purchase Incentives

) 2021/12/04 - 2024/12/04

Y 2 active filters. Gift with Purchase

Loyalty Programs:

Sampling Opparti’\ities
]

[ ] o
Influencer amd Celebrity Impact
[ ]
Influencer Recorrendations
n
Celebrity Endorseznents

Peer Influence

Product Bundles v

Special sets, such as holiday blockbuster sets or gift sets, which include
multiple products at a reduced price, attract buyers looking for value.

Preview BETA - lllustrative mentions ®

0 missjackierussell 202307130500 AM ()
1.9K subscribers

Estee Lauder Haul / BELK / Paid $75 for a total of $350
worth of Product!!

http://www.belk.com Sign up for Email Sale Notices, they ship!
#unboxing #review #esteelauder #beauty #skincare
#makeup #missjackierussell Today we have an Estee Lauder Haul...| bought
2 items and received a free package of product worth $142.00. ...

Show more

© 165 1l 35 @ 38 & merics = 18answers

[T ] WA Engish (@) Luxury Cosmetics:.

Anonymous user 202410306 0729 P (G)
T 4 It's GIFT TIME, beauties! 4+ T Treat yourself to the

ultimate beauty experience with our exclusive 6-piece gift, r

absolutely FREE! @ 4+ Purchase two or more Estée Lauder -
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MHI

15 insights uncovered and grouped into 5 categories. 20 insights uncovered and grouped into 5 categories. \“

Food Preferences Fusion Flavors

Il Spicy Sarah, the Heat Seeker l g‘é! -6-|'O:| AEIX'” D.i'.*_

Personas Adventurous Alex, the F;)d Explorer

I Buldak Cheese Explosion I

-
Buldak Carbonara Delight
n

L |
Nostalgic Nancy, the Comfort Food Lover

9 2021/07/18 - 2024/07/18 - Buldak Black Bean JJaJ@g
3 u 2 ) 2021/07/18 - 2024/07/18 n
T 2 active filters Lifestyle and Comvenience Buldak Curry Ramen m
- Y 3 active filters ]
Busy Ben, the Conveniete Seeker Buldak Sweet & Spicy ®
| | u
Fitness Fiona, the Cheatan Planner Buldak Fusion Burrito :
. - ]
Health-Conscious Hanni], the Diet Planner Buldak Spicy Pizza =
n

Late-Night Larry, the Mitﬁ]ight Snacker

]
L] Health-Consciolis Options
Cultural and SodJal Engagement .
™ Buldak Veggie Medley g
K-Drama Karen, the Cultgral Explorer

n ]
Global Grace, the Expat m )
[ ]
Cacial Cara_tha Dave Ul _

Spicy Sarah, the Heat Seeker

Sarah loves the thrill of spicy food and constantly seeks out the hottest
dishes. Her need state is the adrenaline rush from spicy flavors, but her
pain point is finding foods that are spicy enough to satisfy her cravings.

Buldak Protein Boost

Buldak Rice Bow!

‘IIII
‘Illlllll

Buldak Cheese Explosi \

A fusion of Buldak Ramen with a triple cheese blend (mozzarella,
cheddar, and parmesan) that melts into the noodles, providing a
creamy counterbalance to the intense spiciness.

Preview BETA - lllustrative mentions © Preview BETA - lllustrative mentions ®

Borneo Bulletin 2024/07/01 01:30 PM @ UnelejinCook 202400708 101520 (5]

28 subscribers

Pepper perils, fiery food fiasco "How to Make Carbonara Buldak Bokkeummyeon |

CNA - When we indulge in spicy dishes, we often don't think twice about it. Spicy & Creamy Ramen”

From the fiery Samyang Buldak instant noodles to the tantalising heat of a
good curry, spicy food is a staple for many. However, recent events have
cast a spotlight on the ...

"Learn how to make Carbonara Buldak Bokkeummyeon, a
spicy and creamy ramen dish, with this simple recipe. Perfect
for a delicious fusion meal! #BuldakBokkeummyeon #SpicyRamen
#FusionCuisine”

& @@ Euneiden.  Engish (@ =ss2® n
© @@ na Egisn @ ssssw n
® comment
2024/04/09 02:00 AM
utheramenrater on r/instantRamen 2024104130857 P11 (I . cindythi o]
10.1K subscribers

Lol and that's probably the lowest SHU of the Buldak range... Try Culley's
World's Hottest Ramen - makes 3x Buldak seem like cotton candy with Foo j/

Foo sprinkles. Personality. | like the challenge of enduring the heat. Do |
enjoy it? Yes, | enjoy spicy ...

eating ALL the spice in the buldak noodles! #shorts

SPICY SPICY SPICY!! i had to use cheese and milk to diffuse
the spice of the buldak carbonara ramen noodles. everyone
at the korean convenience store saw me struggle & as
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Ipsos Global Trend
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(Human Motivation

Framework)

Cultural Intelligence
(Human Motivation
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Culture Shapes

Edge Behaviours
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ESG Framework

Habit Loops
(Behavioral Science

Framework)
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