Colgate

CASE STUDY

. 56

Seconds Wasn't
a Design Problem

;'/'Z 3 HO\x/ data turned a website refresh into a

cUstgmer strategy for Colgate.



The Ask

The brief sounds simple:

redesign Colgate.com.

Keep the model
Modernize the experience.

But the data is telling a
different story.




The Problem:
A site built to sell, on a site that doesn't perform

Every minute spenton a
PRODUCT-FOCUSED PAGE

Is a missed opportunity to solve a
customer's real problem.




The Signal

TIME SPENT ON SITE

People were arriving. Functionof N ;-

Beauty

They weren't staying. pisewel (N -

quip .
Colgate, the biggest brand has

the lowest time spent on site. ot -5
oust (I -7
The gap was too large to Boka O
solve with a cosmetic
redesign alone. Colgate ([ o:56

12-month Similarweb view



Newcomers are changing the model

QuIp burst

“Healthy mouth made “Transforming oral care
simple.” through subscriptions.”

Content built around habits Provide affordable oral care
1 EVErYO

not features

BOKA Risc\Well

“Works with your body. “Clean Ingredients. Clean
not against ft - Teeth. Clean Body."

Oral health tied to whole- Matural oral care rooted in

body wellness, sclence.

Content built around the person,
not the product.



The Insight

People don't need a product site. >

They want stories,

values, and promises
towards better oral
health.




The Reframe: The strategy shift

' Colgate
Q&’MAG\‘\Q
A destination to A helpful, valuable
showcase products oral care health

service

One sentence;

Every team moving in the
same direction for the first
time.



The Value

The recommendation became a
new way of working. Not another
strategy deck.

A set of experiences and tools
people could use.



CONTENT PLAYBOOK

Oral health checkup:
our quiz for a pe mm.d
accossment rsona
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The Takeaway
oo ’
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IR Rt 9 movea oMo, 1 sentence did.
ik i 7 move a CMO.
W Ll Colgate had the most visitors
‘ of any brand in the category..

and the least reason for
anyone to stay.
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