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RESEARCH SIGNALSAPPROACH

MARKET
RESEARCH

Wellness, self-care,
and subscription

health models

COMPETITION

AI tools, symptom
checkers, retailers,
telehealth brands,

OTC players

The opportunity is not for OTC delivery.
It is helping households move from uncertainty to action.

84%

+2%

2.5M+

US customers consider wellness a
top or important priority

P&G Health Care organic sales
growth in FY25 Q4

Hims & Hers subscribers
in 2025



“What should I actually do next?”

KEY INSIGHT: ACCESS DOES
NOT EQUAL ACTION
Consumers can access health information and OTC

products faster than ever, but they still struggle with the most
important question:

Information tools explain possibilities. Retailers provide access. Symptom checkers stop before follow-through.
Households still need help turning uncertainty into action



WHERE TO PLAY: DECISION SUPPORT IN
EVERYDAY SELF-CARE

P&G should move upstream into the
moment between “I feel something” to “I

take action”



STRATEGY/HOW TO WIN

Subscription-based, condition-specific self-care kits
that pair trusted P&G Healthcare products with QR-
enabled care paths, product instructions, recovery
check-ins, and refill support 

P&G CareGuide 



VALUE PROP & KEY FEATURES



COMPETITIVE GAP



PROTOTYPE



BUSINESS MODEL &
VIABILITY 



Fund P&G CareGuide Kits as
P&G’s first step towards a

self-care platform

Addresses a
real uncertainty
gap

More than a
symptom
checker

Uses existing
strengths

Creates
subscription
and refill
revenue

Empowers consumers in
the critical “What should I
do?” moment

Actionable, guided kits
with clarity, and not just
information

Leverages trusted
brands, R&D, safety
standards, and global
scale

Starts with kits. Builds into
repeat usage, refills, and
loyalty

P&G should not only be the brand people reach
for when they are sick. It should become the
system that helps them know what to do next.



Thank you! Questions?
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