
 
   

 



Executive Summary 
 
This report provides an analysis of how direct-to-consumer (D2C)  brands are performing in the US in terms 

of brand awareness across different audience segmentations. Our method of analysis was using Latana 

Brand Analytics, which fuses survey data with an advanced data science method called multilevel regression 

and poststratification (MRP). More information about Latana and MRP can be found in the appendix. Results 

of data analyzed showed that there are big differences in brand awareness distribution across audiences for 

different brands. The results draw attention to the fact that it is key for brands to understand brand 

awareness levels across key audiences so they can maximise future growth. 
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Introduction 

The Rise of D2C Brands. D2C brands are the future. In fact, they have already 
begun to take over the e-commerce world. Because of them the way we buy 
and sell has changed. Goodbye physical mattress stores, hello Casper! 
 

There are more than 400 D2C brands in the market today, and no doubt this number will continue to rise. In 

fact, 40% of internet users expect D2C brands to account for 40% of their purchases within the next five 

years.  

 

D2C brands have grown rapidly online but have relied primarily on performance marketing for that growth. In 

fact, 98% of such brands believe that they must invest in paid media, but this isn’t a sustainable means of 

growth. Oversaturated markets are pushing up Customer Acquisition Costs (CAC) to a level that is difficult for 

companies to sustain. As a result, these brands are now incorporating tactics from the traditional big brands. 

 

D2C companies are beginning to focus more on the top of the funnel by building widely known brands. We 

see that especially as more and more TV campaigns from D2C brands are hitting our screens. But for brands 

who are used to getting instant results with paid campaigns, how is D2C going to be able to measure success? 

 

The gold standard is brand awareness. Brand marketers know that this is the most important KPI to track if 

they want to measure success. They know that if they achieve a high level of brand awareness, it will 

accelerate growth, decrease CAC and improve retention further along the line. Most importantly, these 

brands are aware that an investment into brand awareness is an investment into the long-term growth of 

their business.  

 

In this report we’ll analyse how well these disruptive D2C brands are growing brand awareness. But why is 

this even important? Well, whichever brands can grow enough to win at brand awareness have a good shot of 

leading their industries in the long run. However, not all awareness is valued equally, as some audiences are 

much more attractive to D2C brands than others.  

 

It is more important that brands choose the right audiences to market to and track how their brand 

awareness is performing among those audiences. Therefore, not only will we look at general brand 

awareness levels for 62 US-based D2C brands, we will also look at how they perform for the following key 

audiences: 

 

- Frequent Instagram users who care about brand 

- Early tech adopters who live in the three largest cities 

- Environmentally conscious consumers with a high level of education 
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The audiences were chosen based on current and growing trends. Social media, and Instagram in particular, 

is the top acquisition channel for D2C brands and that is probably not going to change anytime soon. Neither 

is the fact that early tech adopters are an important audience for D2C brands considering their ability to bring 

a brand/product into the mainstream.  

 

But D2C brands also need to stay on top of their game when it comes to emerging audiences sure to make a 

stronger impact in the future; that’s why this report will also look at environmentally conscious people - a 

growing audience even the biggest brands are clamoring to get on their side.   

 

This report looks at how some of the most exciting D2C brands are currently ranking for brand awareness 

across the D2C marketplace in the US. It will provide: 

 

- An overview of D2C brand awareness for the general US public 

- Differences in brand awareness levels based on important audience segmentations 

- The top ranking brands within different industries 
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Results 
 
Let’s take a look at how the 62 D2C brands in focus are currently ranking for brand awareness across 

different audiences in the US. Please note the greyed out rankings for IKEA, L’Oreal, H&M, and Heinz in the 

charts. These more “traditional” brands have been included solely for comparison purposes. 

 

General Population 

 

To truly see how brands are performing with different audiences, we need to look at how they perform for 

brand awareness across the general population as a means of comparison. Before we dive into the deep 

insights of this report, let’s look at the below chart, which ranks all the 66 brands we tracked in terms of brand 

awareness. This includes 62 D2C brands and 4 established, more traditional companies.  

 

It will probably come as no surprise that Dollar Shave Club comes out on top. They were acquired by Unilever 

for $1B back in 2016 and was one of the top five most popular subscription services in 2018. And their 

success is no fluke either. They made a mundane task like buying razor blades easy and have worked hard on 

the reasons that make their customers churn. Years of marketing and brand building will indeed result in a 

high level of brand awareness. 

 

No one industry completely dominates the top 20 positions (excluding the four traditional brands) - although 

the Cosmetics & Hygiene and Food & Drink industries have made a strong effort to do so. Cosmetics & 

Hygiene take seven of the coveted spots, including the number one place, while Food & Drink comes a very 

close second place with six spots.  
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Frequent Instagram users who care about brands 
 
Social media is the top acquisition channel for D2C brands at 61%. At the same time, D2C brands 

have reported that they get 63% of their ROI from referrals. If this is the case why do they depend 

so much on social media? And especially Instagram where the brands have a strong presence. 

There are a number of reasons for this: 

 

- The use of influencer marketing to reach target audiences 

- The ability to use beautiful images that centre around the brand story 

- The ability to easily engage with a community 

- An easy way to keep an eye on the competition 

 

Each is a valuable reason as to why a brand would choose Instagram to grow. And then there is 

brand care. Why do people care about the brands that they buy in the first place? Well: 

 

- It provides them with peace of mind that they will receive quality for their purchase. 

- It saves them time in making a decision.  

- Certain brands provide a level of status. 

- Brands can help a person express who they are. 

 

These points on brand care can be further exemplified on Instagram, especially when influencer 

marketing is thrown into the mix. Together, Instagram and Brand Care make for one very important 

audience. Why? Because if brands tend to do well in these areas they are likely to grow faster. One 

way is through virality stemming from a love of sharing Instagram posts.  

 

According to Instagram, across more than 700 campaigns that have run on Instagram, 98% of 

campaigns have generated significant lift in advert recall with an average advert recall of 18 points. 

Users love to share those beautiful Instagram pictures mentioned earlier and if one is shared by the 

right influencer, it can raise brand awareness significantly. And Instagram continues to grow 

meaning there is still a lot of space within the platform to increase brand awareness. And if brands 

can use Instagram to reach an audience who care about which brands they buy and convince them 

to invest in theirs, they have set a solid foundation for brand loyalty. 

 

But as already mentioned, not all audiences are equal. What might work for one brand might not 

work for another. Let’s take a look at this particular audience segmentation and discover which 

brands came out top. 
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Home 

 
 
Parachute Home are at the top of the list with a 9% difference. In fact, it comes top of the list for all of the 

industries and 62 brands we tracked brand awareness for. One would expect the biggest impact to be on 

food, clothing, or beauty brands considering their strength within influencer marketing. Plus, the 18 to 24 

year olds user group on Instagram has a 22.3% share, which fits more with these industries. However, 

25-34-year olds took 36.1 percent of the user share; the age around which people begin to move into their 

own home. And Parachute Home does have a rather successful Instagram following. And their campaigns are 

pretty smart. Who wouldn’t want to look as snug as the people in their ads do? 

 

Interior Define (6%) and Leesa (5%) have a much older audience who are less active on Instagram, which 

could be a major reason why they didn’t perform better here. Perhaps they should stick to more traditional 

TV advertising. Or if they do want to do more digital advertising focus on a Facebook-orientated audience. 

Facebook’s userbase is becoming much older than other social media platforms, with much of its growth 

coming from the 55+ age range.  
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Food & Drink 

 
 
One would have expected to see a much larger difference in this audience considering the popularity of “food 

porn” on Instagram. For Winc Wines, this increase in brand awareness may come from the audience’s love of 

brands. Winc Wines’ owners often make clear that they aim to make produce that is unique, an approach sure 

to attract consumers who buy based on a brand.  
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Cosmetics & Hygiene 

 
 
The Cosmetics & Hygiene grouping sees some strong differences between the general population and the 

Instagram x Brand Care audience. It is no surprise to see Glossier in the top position. The company originally 

began as a lifestyle blog, Into the Gloss. Owner Emily Weiss knew the value of social media marketing right 

from the beginning and put Instagram as the core pillar of the company’s marketing. The Glossier profile now 

boasts 2.4 million followers. 

 

It was a surprise to see The Honest Company ranked at the end of this segmentation. While the company has 

an Instagram following of just under one million, this just may not be the best niche for them to differentiate 

themselves. With an aim to provide safe, eco-friendly goods for families, an environmentally conscious 

audience segmentation would probably work better. We will see if that is the case later on in this report.  
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Apparel 
 

There is a strong movement for apparel brands for the Instagram x Brand Care audience versus the general 

population. This is no surprise considering fashion influencers are some of the top influencers on Instagram. 

The interesting thing is that one of the top ranking brands in this segmentation, Ace & Tate, actually doesn't 

really use fashion influencers to promote their product. In the past they have been known to instead push 

geo-targeting on Facebook in the areas around their store, and more recently have started to go more 

towards the out-of-home advertising route. But what is even more amazing is that they don’t even sell their 

product in the US. Perhaps this data is exactly what they need to start making a push there. 

 
 
There was no increase for Reformation despite having an Instagram following of 1.5 million people. Just what 

are they doing wrong that doesn’t translate 1.5 million followers to higher brand awareness? Stance has 1.4 

million Instagram followers but saw an increase in brand awareness for this audience of 6%. Perhaps socks 

are just more Instagram friendly. 
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Travel 

 

On a platform where travel-based pictures are extremely popular, let’s see how D2C travel brands performed 

for the Instagram x Brand Care audience. 

 

 

 

Away have built a sought-after brand by having it stand for something people care about: good experiences 

and being able to travel more seamlessly. The team there does a fantastic job getting people to lust after the 

brand, using traditional printed media but also beautiful content on Instagram that shows followers where 

they can travel with the product.  

 

But Away needs to be careful. Building brand awareness on Instagram, or any social media platform for that 

matter, is more than just pretty pictures. This is even more so when it comes to creating a brand that people 

care about. Customers want a story. And the latest story on everyone’s minds about Away is that it is a toxic 

work environment. Away need to also concentrate on building a positive brand internally so it is only good 

stories that leak, not the bad press the company currently has to fight against.    
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Other 
 
There is a clear number one in this category: Blinker App. 

 

 

However, the other brands listed here are not too far behind. Blinker App recently laid off one third of its 

staff. Although the aim was to save money before raising investment, companies will know that investment is 

never guaranteed. How will this lay-off affect Blinker App’s marketing? 
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Environmentally conscious people with a high level of education 
 
More and more consumers are becoming environmentally conscious every day. That is a fact. But do these 

good intentions translate into consuming brands? According to an article published at the end of 2018 by 

Forbes: 

 

- 87% of consumers will have a more positive image of a company that supports social or 

environmental issues. 

- 88% will be more loyal to a company that supports social or environmental issues. 

- 87% would buy a product with a social and environmental benefit if given the opportunity. 

- 92% will be more likely to trust a company that supports social or environmental issues. 

 

There is a big potential in targeting an audience that is environmentally conscious. Why? Because this is an 

important cause for people. These numbers are going to increase over time and soon there will come a point 

where consumers will not buy from brands they believe to be harming the environment. Nike has already had 

to change its ethics.   

 

There is also a premise that people who are more educated tend to be more environmentally conscious. They 

are the people who will lead the charge toward more environmentally conscious brands, Combine these two 

characteristics together and they form an audience segmentation that is only going to increase in importance 

over time. Let’s see if this audience is currently showing any impact on brand awareness for our 62 D2C 

brands. 
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Home 

 
 
Casper has great marketing. In fact, their content marketing was so good in raising brand awareness that they 

don’t really have to do it anymore. They also positioned themselves as the mattress brand for millennials, 

building a strong social media presence and sponsoring big podcasts like Serial. However, none of these 

campaigns seemed to be geared towards being an eco-friendly product. What is it then that is allowing them 

to rank so high in this audience? 
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Food & Drink 
 
Considering quite a few of the brands in this category are meal kit delivery brands, it will be interesting to see 

how the brand awareness numbers skew toward the environmentally conscious. Such brands have already 

been slammed for their shipping methods and excessive packaging, even if they do work to eliminate food 

waste.  

 

 
 
None of the brands in this audience showed a major difference in brand awareness in comparison to the 

general population. Home Chef showed the biggest difference with 3%. Now the brand does use eco-friendly 

packaging, but that can’t be the reason for this ranking win. Freshly showed no difference for this 

segmentation even though their boxes are all recyclable, the recycled denim insulation used is 85% 

biodegradable, the gel ice packs are non-toxic, and the plastic bags around the denim and ice packs are 

recyclable.  

 

It seems like none of the brands on this list really succeeded in winning over the environmentally conscious. 

Considering the importance of that audience and how much fire the industry already comes under from the 

media, one would have thought food and drink delivery brands would put more effort into their marketing to 

win people over. 
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Cosmetics & Hygiene 
 
The Honest Company may have been weak in the Instagram x Brand Care audience but are strong in this 

equally important audience. However, it is no surprise to see them ranking top here. The Honest Company 

really pushes their eco-friendliness in their marketing. 

 
 
Most of the other brands also hit a respectable brand awareness difference ranging between 5% and 2%. 

However, one would have expected a bigger brand awareness difference between this audience and the 

general public. After all, aren’t cosmetic and hygiene brands making a big splash about how they are trying to 

become more environmentally friendly? Yes but they have not come far enough. It is hard to forget the 120 

billion units of packaging they produce each year. Only Lush seems to be really changing this with their 

zero-packing stores. 

 

Nevertheless, there is room to grow within this target audience for these brands, and it is pretty likely that 

they will. Right now, the only brand who needs to be somewhat worried is Dollar Shave Club. In a world 

where we all need to become more environmentally conscious, they should start investigating why their 

brand awareness reduced by 2%. 
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Apparel 
 
There is no doubt that apparel brands, especially clothing brands, are having a disastrous impact on the 

environment. It is an industry that we expected to have lower brand awareness with the environmentally 

conscious - but we were surprised. 

 
 
Fabletics sit at the top spot with a whopping 11% difference between the general public and the Environment 

x Education audience - the biggest difference we have seen for any brand, and it is far ahead of its nearest 

competitor.  

 

Fabletics is all about comfortable, fashionable, and affordable clothing and while the brand has some 

eco-friendly products such as yoga mats, this is not a USP they push in their marketing campaigns. Founder, 

Kate Hudson, has recently launched an eco-friendly women's wear line, though. Could it be that this audience 

is associating eco-friendliness with Kate herself rather than the brand? 

    18 

https://www.sustainyourstyle.org/old-environmental-impacts
https://www.sustainyourstyle.org/old-environmental-impacts
https://sourcingjournal.com/topics/sustainability/kate-hudson-happy-x-nature-147004/
https://www.latana.com/


Travel 

 
 
Our travel D2C brands show very little movement for the Environment x Education audience. This could be 

because travel is seen as less eco-friendly these days. While there was enough difference between the four 

brands for us to rank them, it seems the game is wide open for any of these brands to lead the way in this 

niche audience. 
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Other 

 
 
Again, very little movement here. My Lola is number one at 4% (although tied with Hubble Contacts) and this 

is no surprise considering the good their products can do for the environment. However, it is surprising to see 

a bicycle brand experiencing no change with an environmentally conscious audience.  
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Early adopters living in the top three cities in the United States 
 
D2C brands are disrupting traditional retail, we’ve established that by now. They are innovative. Do you know 

who else is innovative? Early adopters. These people have a high degree of opinion leadership and are usually 

some of the first customers of a new product, company, or technology. It makes sense that these early 

adopters are among the first to use D2C brands, right? 

 

But why would this audience be important for D2C brands to target? Early adopters create momentum. They 

are influential people who can bring a new, niche product or service into the mainstream. This is more or less 

a form of free marketing for brands. But there is more. Early adopters can also help a product develop. They 

enjoy learning how to use new technology and are not afraid to try different ways of doing things. Feedback 

from this audience can help a brand understand what is possible and the best ways to move forward when 

launching or growing a product. 

 

If you are going to target a specific segmentation, make sure you target them in the right places. Usually these 

early adopters live in big cities, hence why this characteristic is in focus. Information such as region is 

incredibly important to companies running offline campaigns (which often increase when a company decides 

to focus more on branding). Thousands spent on billboard campaigns will go to waste if your audience isn’t 

around to see them.  

 

Let’s look at how our 62 D2C brands performed amongst early adopters who live in the US’ top three cities 

(New York, Chicago, and Los Angeles). 
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Home 
 
All home brands bar one (Leesa) showed a difference in brand awareness between the general population 

and Early Adopters X Region. This confirms the suspicion that D2C brands are popular among early adopters 

are likely to continue to grow as they move over to the mainstream. 

 

 
 
Simply Framed is at the number one position with 8%. If you really look into the brand this result is not 

surprising. Those in creative industries must be innovative in order to stand out. Considering Simply Framed’s 

trade program, with over 1000 artists, designers, photographers, and institutions, it is apparent that creatives 

would be particularly attracted to this brand.  

 

Casper might be disappointed to see themselves ranking so low in this audience considering it was early 

adopters who contributed significantly to their success.  
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Food & Drink 

 
 
Food & Drink shows some impressive numbers for Early Adopters X Region. Drizly and Marley Spoon will be 

happy to see that they double in terms of brand awareness when comparing this audience to the general 

population.  

 

This ranking will come as no surprise to Drizly. They already generate their own data on their millennial, early 

adopter customer base.  

 

Hello Fresh were not able to make an impact on brand awareness for this audience. While early adopters may 

have been intrigued by food delivery kits in the past, they soon lost interest in their convenience. It’s also not 

surprising to see Plated fall short in terms of brand awareness considering they recently went bankrupt.  
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Cosmetics & Hygiene 
 
The top five Cosmetics & Hygiene brands show a significant difference in brand awareness ranging between 

3-6%.  

 

 
 
The brands success in this area most likely ties back to their massive usage of digital marketing. Beauty 

brands are notorious for their high spend on influencer marketing so that they can reach the shopping habits 

of the Gen Z and Gen X early adopters. These generations like to search for new products to try and are very 

likely to buy a product advertised by an influencer.  

 

The Honest Company saw no difference in this audience; neither did it in the Instagram x Brand Care 

audience. Could the use of Instagram campaigns, especially those they pair with influencers, have such a 

strong influence on the early adopters too?  
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Apparel 
 
We see similar trends in apparel that we did in Cosmetics & Hygiene: some decent brand awareness for a few 

brands but quite a significant chunk experiencing no difference between the general population and Early 

Adopters x Region.  

 
 
Everlane came top of the rankings with 6%. Again, we can probably link success in this audience to the 

brand’s smart use of digital marketing. Though it is cutting back on its use of bots now, Everlane was one of 

the first companies to jump on the Facebook Messenger bandwagon to better interact with its audience. 

Likewise, they were one of the first, along with Warby parker, to start using Instagram’s IGTV. Interesting that 

this didn’t give them a bigger push with the Instagram x Brand Care audience but it could be a contributing 

factor to its success with Early Adopters x Region. 
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Travel 
 
Early adopters will pay more money for a product they deem quality. The travel industry has known this for 

years so it is no surprise that all four of the travel brands we tracked showed growth for this audience 

segmentation.  

 
 
Away are the only brand after Louis Vuitton that has made people consider luggage as trendy. This is a brand 

who have always used early adopters to get their brand out into the wider population. Remember when 

airlines decided to change their rules on lithium-ion batteries and the only way to remove one from Away’s 

luggage was with a screwdriver? They used early adopters to retrofit their luggage. Likewise, Ernest Alexander 

has been benefiting from early adopters for a long time.  
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Other 
 
Bombtech Golf tops the Early Adopters X Region audience at 11%.  

 
 
This may seem surprising at first but it actually fits. Bombtech Golf provides clubs for people who are of 

average ability when it comes to golfing - but still want to use a premium brand. Now let’s look at Steve 

Blank’s definition of an early tech adopter: 

 

1. Has a problem (is not that great at golf) 

2. Is aware of having a problem (knows they aren’t that great at golf) 

3. Has been actively looking for a solution (wants to play golf better) 

4. Has put together a solution out of piece parts (has been stumbling along for a while) 

5. Has or can acquire a budget (usually has an income above the national average) 

 

Can you see how it fits? 
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Environmental consciousness consumers segmented by age 
 
Many marketers trust their gut. But this is not always the right option; they need data. To exemplify how 

trusting your gut can sometimes lead you in the wrong direction, we chose two audiences we believed would 

be very different in terms of brand awareness; we were proved wrong. 

 

The media would have us believe that it is the younger people who are more environmentally conscious and 

consequently saving the world. Therefore, we were sure we would see some significant differences between 

18-36-year-olds and 36-65-year-olds who were environmentally conscious. But look at the charts below. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Home 
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Travel 
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Other 
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Cosmetics & Hygiene 
 

 
 

 
 
Based on the Environmentally Conscious x Education segmentation we already had, we knew that we 

wouldn’t see high levels of brand awareness sweeping the boards here. There are some industries where we 
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thought surely brand awareness for the environmentally conscious youth would be higher than that of the 

older generation, namely Home, Travel, Other, and Cosmetics & Hygiene. But that is not the case. However, 

what we were surprised to see was how little impact there was on 18-35-year-olds. Even in brands who 

particularly market to millennials: Away, Everlane, Glossier. 

  

It looks like you really shouldn’t always believe what the media says. Do your own research into a topic, like 

we did. Knowing which audience segmentations actually react well to your brand can do wonders for your 

marketing strategy. 

 

   

    33 

https://www.latana.com/


Conclusion 
 

As D2C companies continue to use brand-building as a lever for long-term growth, brand awareness is more 

important than ever. But more than just focus on brand awareness across the general population, brands can 

gain more by targeting their marketing efforts on certain key audiences.  

 

The numbers included in this report have shown one major truth: there are big differences in awareness 

distribution across audiences for various brands. We saw big companies like The Honest Company rank low 

for frequent Instagram users who care about brands, but perform very well with environmentally conscious 

people with a high level of education. Results such as these are an indication of future success for brands 

within certain audiences. Why? Because brand awareness converts into growth, especially among audiences 

that are growing in relevance, such as those included in this report.While this may be obvious for most 

brands, what is now being offered, as can be seen in this report, is the ability to actually segment niche 

audiences with a degree of accuracy/confidence that they couldn't otherwise. 

 

It is key that brands understand where they stand in terms of brand awareness on an audience level, so they 

can tweak their marketing to maximise future growth.  
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Appendices 

Methodology 
 

Latana sits under the Dalia Research umbrella. Dalia Research sources from 40,000 different websites and 

apps in over 100 countries worldwide. Users visit their favourite mobile, tablet or desktop apps or websites 

and from there are invited to take part in a survey. To ensure coverage across different demographic groups 

and geographical regions, Dalia targets a highly diverse set of widely and heavily used app and mobile 

website categories – from news to entertainment, sports and games. 

 

This approach differs from more conventional online recruitment methods via email, SMS or through the 

download of a proprietary survey app. Dalia uses an “open” recruitment approach that leverages the vast 

reach of third-party apps and mobile websites to gain access to respondents in real-time. Dalia does not 

require respondents to become members of a research panel to complete research surveys - a process that 

only a fraction of a population is willing to do. With this dynamic sampling approach Dalia reaches people 

who do not answer surveys on a regular basis, thus increasing the representativeness of its sampling. 

 

MRP 
We used a method called MRP (multilevel regression and poststratification) to post-process the raw survey 

data. This method is frequently used in quantitative political science to adjust for sample bias and to yield 

stable small area estimates.  

 

We use MRP due to its ability to uncover insights in niche audiences even when sample sizes are small, thus 

breaking past the limits of brand tracking tools that use traditional survey research techniques. With MRP, we 

can draw insights from each group of respondents separately (i.e. “we have 20 people in this niche audience, 

and 12 out of 20 are aware of this brand”), using a more innovative approach that breaks past the limits of 

small sample sizes.  

 

MRP consists of two steps: the modelling step where a hierarchical Bayesian model was used with levels on 

country and a poststratification step where we used census data from UN Stat to yield accurate population 

estimates. The Bayesian confidence bounds are in the range of +-2-4%, depending on the question. Read 

more about how MRP works here. 

 

A sample of n=1,600 online-connected respondents in the US was collected over 4 days. We used a method 

called MRP (multilevel regression and poststratification) to post-process the raw survey data. This method is 

frequently used in quantitative political science to adjust for sample bias and to yield stable small area 

estimates. 
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Survey Questions 
 
The following questions were included in our survey. Name and logo was included for each brand listed. 

 

Which of the following beauty brands have you heard of?* 

E.g. Glossier 

 

*Questions for the other brands included in this report were phrased the same way. 

 

The following question was used to determine early adopters: 

When it comes to technology and devices for personal use… 
… people are often impressed with the high-tech devices I have 
… my tech devices are no more special than anyone else’s 
 

The following question was used to determine those who care about brand: 

How much do you care about the "brand" of a product when deciding whether or not to buy it? 
A lot 
A little 
Not at all 
 
*respondents who answered “a lot” were considered as caring about brand 
 

The following question was used to determine frequent Instagram users: 

On average, how often do you use Instagram? 

I don’t use Instagram 
1 - 30 minutes 
30 minutes - 1 hour 
1 - 2 hours 
2 - 3 hours 
3 - 4 hours 
4 - 5 hours 
More than 5 hours 
 
*respondents who answered any option excluding “I don’t use Instagram” were considered as frequent Instagram 
users 
 

The following question was used to determine environmentally conscious people: 

How much do you care whether a brand is sustainable or not? 

A lot 
A little 
Not at all 
 
*respondents who answered “a lot” were considered as environmentally conscious 
 

 www.latana.com / hello@latana.com 
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