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RECKITT BENCKISER/K-Y BRAND MERGER INQUIRY 

Summary of hearing with Asda on 9 March 2015 

The proposed merger 

1. Asda said it did not have any concerns about the proposed merger between 
Durex personal lubricants (owned by Reckitt Benckiser (RB)) and K-Y jelly 
(owned by Johnson & Johnson (J&J)). 

2. Asda said the merger would result in a bigger share of the personal lubricant 
market for RB but this was not a concern for Asda. Asda said it did not have 
any concerns about potential changes in the prices, or range, of personal 
lubricants should the merger go ahead. 

Asda’s negotiations with RB and J&J 

3. [] Asda said its current buyer for personal lubricants had been in post for 18 
months so his knowledge only covered that period, but in that time he was not 
aware of any price increases by RB or J&J. 

4. Asda said it had no current plans to attempt to play off RB and J&J as part of 
any negotiations over cost price increases for personal lubricants. [] 

5. Asda said that if cost price increases were proposed by RB after the merger, it 
would negotiate and try to mitigate any cost price increases to its customers. 
[] 

6. Asda said it would always try and mitigate any cost price increases being 
passed on to its customers. [] 

7. Asda said it had no current plans to change its own-label personal lubricants 
in response to any cost price increase from RB. 

Stocking other brands of personal lubricants 

8. Asda said it did not recall having received presentations on other brands of 
personal lubricants in the past 18 months, and had not sought other brands of 
personal lubricants to sell. 
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9. Asda said that it might look to sell another brand of personal lubricant if there 
was a brand that was working well in the market. 

10. Asda said that it might decide to sell another brand of personal lubricant if the 
supplier had good branding, had invested in the product, and offered a good 
cost price. Asda said any new brand of personal lubricant would also need to 
sell well to its customers. [] Asda said it did not think the merger would 
change its existing approach to stocking other brands of personal lubricants. 

Pricing and promotions of personal lubricants 

11. Asda said it had run promotions on Durex personal lubricants but not on K-Y 
jelly in the past 18 months. Asda said it ran ‘everyday low price’ type 
promotions on its own-label personal lubricants. 

12. Asda said past reductions in its prices for K-Y jelly were not related to any 
promotional activity, as far as it was aware. 

Closeness of competition between personal lubricant brands 

13. [] Asda’s own-label lubricant supplier had been supplying it since around 
2008.  

14. Asda could not comment on whether it had replaced existing personal 
lubricant products or increased its shelf space for the personal lubricant 
category when it introduced its own-label personal lubricants. 

15. Asda said it had not used its own-label personal lubricants as a lever when 
negotiating with RB or J&J over cost prices in the last 18 months, or prior to 
that, as far as its current buyer was aware. 

16. In Asda’s opinion, if prices of RB’s personal lubricants increased, its 
customers might elect to continue to purchase these products, or switch to 
buy Asda’s own-label personal lubricants or buy RB’s products on promotion. 
Asda said that it did not think customers would switch to buy K-Y jelly instead 
as it is a different type product. 

17. Asda said it saw a distinction between customers’ choice in relation to Durex 
and K-Y personal lubricants. Asda said it did not see these two brands of 
personal lubricant as readily interchangeable. 
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Segmentation of personal lubricants 

18. Asda said vaginal moisturisers were in a different market from personal 
lubricants. Asda said vaginal moisturisers were in the female health market.  

19. Asda said it saw K-Y jelly as more of a medical type product. 

Competition between sales channels 

20. Asda said it would have regard to online retailers when setting prices for 
personal lubricants, but its biggest competition came from ‘bricks-and-mortar’ 
retailers. 

21. Asda said it would consider the pricing of other supermarkets when it set its 
prices for personal lubricants. Asda said it thought its customers (who usually 
bought the products as part of a grocery shop) may switch to other 
supermarkets rather than switch to online retailers if its prices became 
uncompetitive. 

22. Asda said that its view was that the online sector was growing, but it had no 
specific data to show how online sales of personal lubricants might grow in 
future. 

23. Asda said it thought customers buying personal lubricants online might be 
different from its customers who purchased personal lubricants. Asda said its 
customers would buy personal lubricants as part of a planned weekly shop 
whereas online customers might not purchase in the same way. Asda said its 
sales data showed its customers rarely bought personal lubricant without 
buying other items at the same time. 

24. Asda said around 5% of its personal lubricant sales were online. Asda said 
there was a minimum spend for its online customers, so any purchase of 
personal lubricants online would be part of a bigger shop. 

25. Asda said it did not have any specific data or research into how customers 
view personal lubricants and how they might react to changes in prices. Asda 
said it thought customers cared about prices to a degree because when 
personal lubricants were promoted, the volume of sales increased. 

26. Asda said RB had changed the size of its Play personal lubricant bottles in the 
last 18 months. Asda said it had not yet discussed cost price changes with RB 
as a result of the changes in bottle size. 

27. Asda said that when it purchased personal lubricants it did this locally in the 
UK rather than globally. 


