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Purpose
This summary consolidates findings from three research streams commissioned in Q4 FY26 to test the strategic premise behind the Project Northstar relaunch: that Northstar's category position should shift from price-led to relevance-led. The research was designed to answer three questions — does the target consumer actually value personalization, is the current experience the reason for share loss, and is there enough differentiation available to justify the investment.
Methodology
	Stream
	Method
	n
	Fielded

	Quantitative segmentation
	Online panel survey, 18 min
	2,400
	May 2026

	Qualitative deep-dive
	Digital focus groups, 6 sessions
	48
	June 2026

	Behavioral analysis
	First-party site and CRM data
	1.2M sessions
	Jan–Jun 2026


Headline Findings
1. The 25–34 segment behaves fundamentally differently than we have assumed.
Our current planning treats 25–34 as a younger extension of the 35–49 core. The data does not support this. The younger cohort shows materially lower price sensitivity and materially higher expectation of personalization. Promotional messaging that lifts response in the core segment produces a measurable negative response here — respondents described discount-led communication as "generic" and "a sign the brand doesn't know me."
71% of aged 25–34 respondents agreed they would engage more with a brand that "remembers their preferences," versus 44% of aged 35–49.
Only 22% of aged 25–34 respondents cited price as a primary purchase driver, versus 51% of aged group 35–49.
38% could not distinguish Northstar from its two closest competitors in an unbranded description test.
2. The product finder is the single largest friction point in the digital journey.
Behavioral data shows a 61% abandonment rate at the product finder step, well above the 34% benchmark for comparable category experiences. Qualitative sessions were unambiguous about why: the tool functions as a filter rather than a recommendation. Participants repeatedly described being asked questions they did not know how to answer.
Median time on the finder before abandonment: 47 seconds.
Sessions that complete the finder convert at 4.2x the site average.
Returning visitors receive an identical experience to first-time visitors — no recognition of prior behavior.
3. Channel preference has shifted faster than our media mix.
Reach in the target segment is now concentrated in addressable and social channels, while approximately 58% of FY26 media spend remained in broadcast and non-addressable digital. This is the clearest efficiency gap identified in the study.
	Channel
	25–34 Reach
	35–49 Reach
	FY26 Spend Share

	Paid social
	78%
	51%
	19%

	Addressable / CTV
	64%
	47%
	12%

	Search
	55%
	58%
	11%

	Email / owned
	41%
	62%
	3%

	Broadcast
	22%
	59%
	38%

	Print / OOH
	9%
	28%
	17%


4. Consumers will trade data for relevance — conditionally.
Willingness to share preference data is high, but it is contingent on visible reciprocity. Respondents distinguished sharply between data used to improve their experience and data used to target them. The phrase that recurred across sessions was "tell me what you're doing with it."
66% would share purchase history for tailored recommendations.
Willingness drops to 29% when the stated use is "personalized offers."
Transparency about data use raised stated trust by 24 points.
Implications for the Relaunch
The personalization thesis is supported by the data, but it must be delivered as utility rather than as targeting.
The product finder rebuild is the highest-leverage single investment identified in this study.
Media mix requires a material shift toward addressable channels; current allocation is misaligned with where the target segment is reachable.
Credibility is a real constraint. Prior personalization commitments were not delivered, and a portion of the segment is already skeptical.
Open Questions
What level of data infrastructure is genuinely required for a v1 experience, versus a mature-state experience?
Can loyalty program data be integrated within the campaign window, or does that dependency need to be sequenced later?
What is the legal and privacy review path for the intended data usage? This has not yet been initiated.
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