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Episode 1: What People Are Actually Buying


Kalp, you asked why people buy hotel quality towels, pillows and the rest of that shelf, and whether the answer is comfort or status. You also asked whether a market like this has a valley at all, since nobody is in pain and nobody is sick. This course answers both questions with the evidence we hold for Sabrelli, and the short answer to the first one comes at the start so that everything after it has a place to sit. People buy these towels for comfort, measured against a standard they remember from a good hotel, and they buy carefully because they have been fooled by towels before. Status is present, but it is small and mostly private, and its real work in this market is to give the buyer permission and a reference point. The rest of this episode shows the evidence for that answer, ranks the motives, describes who buys and why now, and explains why our winning ads are stories about rich people even though the buyers talk almost entirely about how a towel feels.




The evidence base

Everything in this course rests on one large body of buyer language collected for this offer in September. It holds twelve thousand one hundred reviews of towels, of which eight thousand two hundred and sixty-four come from Target, two thousand four hundred and eleven from Brooklinen, one thousand one hundred and twenty-nine from Onuia, the store we ripped, and two hundred and ninety-six from Cozy Earth. It holds sixteen thousand three hundred and seventeen Reddit posts and comments about towels from fifteen subreddits, and two thousand two hundred and thirty-three YouTube comments under forty-four towel videos. On top of that sit our own ad results on Meta, the comments under our own ads, and the live store.

Each source leans a particular way, and you should keep the lean in mind. Target reviews skew toward budget buyers and the star extremes. Reddit is full of frugal comparers and people who want things to last forever, the BuyItForLife crowd. YouTube comments come mostly from people trying to fix towels they already own. The Onuia reviews are the closest thing we have to our own buyer, because they are the donor’s customers writing about the same towel. Our own ad money is the most honest source of all, because it records what made a stranger pay.




The motives, ranked by how often buyers raise them

The team counted fifteen motives across the corpus, using a strict rule: a motive’s marker and a towel word had to sit in the same sentence. The counts are floors, and they carry some noise, but the order is clear.

The largest single motive is the wish for a thick, substantial towel, which one Brooklinen buyer named perfectly in a five-star review in 2021, writing that she “wanted ‘adult’ towels instead of cheap-feeling, thin towels.” That motive appears in two thousand one hundred and eighty-nine items. Its mirror image, the complaint, comes from a two-star Target review in September 2026, which said the towels were “so thin that they seem more like rags.” Thickness is also what Onuia’s own buyers talk about most: one hundred and sixty-eight of their one thousand one hundred and twenty-nine reviews mention it, almost fifteen percent.

Second comes lint and shedding, at one thousand seven hundred and twenty-eight items. This is the complaint that unhappy buyers make more than any other. Of the two thousand and forty-six reviews at one or two stars, seven hundred and twenty-nine mention lint, which is thirty-six percent. Durability comes next at three hundred and seven, thinness at two hundred and twenty-six, absorbency at two hundred and twenty-three and price at one hundred and ninety-nine. A Reddit commenter in r/BuyItForLife gave the lint problem the most memorable buyer sentence in the corpus, saying they would give their left nut to find towels that do not shed.

Third is drying well, one thousand three hundred and sixty-nine items, led by a Reddit post from December 2025 that set the goal as “towels that dry us off well.” Fourth is towels that hold up, one thousand three hundred and fifty-one items, with buyers describing fraying in two months and holes within a few years. Fifth is the question of whether expensive towels are worth it, one thousand one hundred and fifty-one items, which is really an objection and gets its own treatment later.

Then comes the hotel, at seven hundred and ninety-eight items. A YouTube commenter wrote the clearest version: “I just want them to dry me off as efficiently as hotel towels do.” Close behind it sits the towel that wraps a bigger body, at seven hundred and sixty-seven items, and the musty smell, at seven hundred and fifty-five. Further down are the guest bathroom at four hundred and two, towels that get softer instead of rougher at three hundred and eighty-six, the gift and the wedding registry at three hundred and two, the new home at two hundred and ninety-three, the good towels saved in the drawer at eighty-five, the label that lied at fifty-five, and the belief that towels used to be made better at thirty-seven.

Read that list as a whole and a picture forms. Almost everything near the top is about the towel against the body: thick, soft, dry, free of fuzz, lasting. The social motives, guests and gifts and the new home, sit in the lower half. The status reading of this market, if you took it from talk volume alone, would be weak.




What the money says

Our ad results tell a story that looks, at first, like the opposite. The bodies that carried the spend on this account are all stories about how the rich live. Over the three weeks to the end of September, Meta reported the Biltmore body, told by a tour guide at the Vanderbilt house in North Carolina, at a return of two point zero five on three thousand three hundred and thirty-six dollars of spend, with forty-eight purchases. The Roman history body, told by a history teacher, ran at one point nine four on seven hundred and sixty-seven dollars. By early November the Roman women’s ad on the old Clairmont account had reached five thousand eight hundred and ninety-six dollars of spend and eighty-four purchases, the largest single result the offer has produced. The Ritz-Carlton anniversary story ran at one point five six on four hundred and fifty-six dollars. Every one of them opens on wealth, history or a five-star hotel, and the facts about cotton and weight arrive late.

The comments under those ads confirm what the reader was engaging with. Out of sixty-three comments pulled from our own ads in September, most argue about the Vanderbilts, about homelessness, about Donald Trump and about whether anyone needs forty-three bathrooms. A handful praise the story itself, such as “Loved the history behind these towels.” Only a few ask about the product: whether it snags, what it costs, whether it comes in a soft blue. The story is the entertainment that buys attention from a woman scrolling Facebook.

These two readings fit together once you separate what a buyer wants from what makes her believe she can have it. The want is physical comfort. The story of the rich does two jobs for that want. It sets the standard, because the hotel and the great house are where she, or a narrator she trusts, felt a towel that was better than her own. And it gives permission, because if the richest family in American history put a good towel in every bathroom, then spending forty dollars on one is sensible, and she is no longer the woman who overpaid for a towel.




Comfort or status, worked out

A towel is one of the most private objects in a house. Nobody outside the household sees it except guests, and nobody wears it in public. That alone limits how much status it can carry. Status in this market shows up in three narrow forms.

The first is the guest bathroom. A two-star Target buyer in July 2026 wrote, “I’m embarrassed for guests to use them.” After the purchase the same motive turns into pride; a five-star Target buyer in August 2026 wrote that she bought towels for guests and “received lots of compliments.” On Onuia’s own store, fifty-seven reviews mention guests, about five percent. This is real status, aimed at a small audience of visitors and family.

The second is the adult home. The phrase “adult towels” says that matching, thick towels mark a person who has arrived, someone past college and past the mismatched set handed down from parents, and the person it impresses most is the buyer herself.

The third is the insider identity that our Biltmore body plants with a line spoken by a hotel receptionist in the story, that a certain kind of person knows about these towels. This is the most powerful status lever we have, and it works because it flatters the reader for knowing something, without requiring anyone else to see the towel.

Comfort, meanwhile, appears in almost every happy review, and it appears in one consistent image. Buyers describe being wrapped and held. A five-star Brooklinen buyer in 2018 wrote that wrapping up in the towels after a shower “is like someone giving you the biggest loving hug.” A Reddit commenter in r/BuyItForLife in 2024 wanted bath sheets that “feel like I’m being wrapped in a big soft luxurious hug.” A five-star Onuia buyer in September 2026 called it “remarkable how a little thing like high-quality towels can be a significant component to an already happy sense of well-being.” A five-star Target buyer called hers her “rich people towels.” That last phrase is the bridge between the two answers. She uses the language of wealth to describe a private feeling of comfort.

So the answer to your question is that comfort is the product and the remembered hotel is its measuring stick. Status is the story that makes the comfort feel earned and the price feel sane. When you write or brief an ad, the luxury world is the hook and the hug is the payoff.




Who buys

The voices in the corpus are female and household based. The Reddit communities aimed at women, r/AskWomenOver30, r/TheGirlSurvivalGuide, r/Mommit and r/femalelivingspace, together hold sixteen thousand five hundred and eighty-three of the sixty-one thousand five hundred and ninety-four Reddit items collected. A husband or partner appears in a towel sentence in three hundred and thirty-seven items, usually as the picky judge whose approval proves the purchase. A five-star Onuia buyer in June 2026 wrote that her husband loves the towels “and he is always so picky about our towels.”

The corpus carries no age, so any age claim comes from targeting. The live ad sets target women aged thirty-five to sixty-five, and the Facebook comments under our ads read like an older audience, people who have toured the Biltmore, who remember towels from decades ago, and who argue about politics under a towel ad. Picture a woman in her fifties or sixties who owns a house, runs it, buys for herself and her husband, hosts family, and has bought towels many times.




Why now

A towel purchase needs a trigger, because towels rarely die in one day. The corpus shows six. The old towels finally fail, and ninety-eight items talk about throwing towels out and buying new ones. A move or a renovation creates a new bathroom, two hundred and ninety-three items, often because the old towels no longer match the colours. A wedding or a holiday creates a gift, three hundred and two items, and buyers still tie good towels to the wedding registry; a Reddit commenter in r/Frugal in June 2026 said people put towels on registries “because a nice set of towels would last.” Guests are about to arrive. A hotel stay refreshes the memory of a better towel. And a moment of self-care arrives, often after years of putting it off; a five-star Onuia buyer in March 2026 wrote that after decades she decided to splurge on a new set of bath towels.

The calendar matters too. The Knot’s registry studies have found bath items among the most registered categories for years, and its 2026 study put bath items at seventy-three percent of couples. Gifting peaks between November and Christmas, which is where our Fall Sale sits, running to the twenty-fourth of November.




The hotel at home, as a trade

The habit of buying the hotel for the house is old and well documented. Westin introduced its Heavenly Bed in 1999, and in the first week thirty-two guests called to ask where they could buy one. Hotels turned that demand into a business: Marriott’s Bonvoy boutiques now sell bedding and home goods across fifteen of its brands, and Four Seasons launched its at-home line in 2019. Marriott’s retail team describes the logic plainly, that guests who sleep on the hotel’s mattress at home are carried back to their stay.

The wider wish behind this is documented in the bathroom trade. In the National Kitchen and Bath Association’s 2025 bath trends work, ninety percent of designers said homeowners want the main bathroom to be a retreat where they can relax, and spa-like was the second most popular theme for the next three years, chosen by sixty-four percent.

You will also hear the idea of affordable luxury, sometimes called the lipstick effect, the claim that people buy small indulgences when big ones are out of reach. Treat it as a useful picture and a weak law. The Economist reviewed the evidence in 2009 and found no solid link between recessions and lipstick sales. What our own data supports is narrower and stronger. A forty-dollar towel is a luxury a household can reach, it touches the body every day, and the buyer can justify it to herself with the line our corpus hands us: good towels last, so they cost less over the years.




What a buyer is actually paying for

Pull the threads together and the purchase has three layers. On the surface she pays for a physical experience, a towel that is thick, wraps around her, dries her in one pass and does not leave fuzz on her skin. Underneath that she pays for a standard, the hotel or the great house, which tells her what good feels like and that good exists. At the bottom she pays for safety from a mistake she has made before, the towel that felt wonderful in the store and turned into a rag within a year. That third layer is where the valley lives, and Episode 3 follows it in detail. Episode 2 first teaches the towel itself, so that you can judge every claim in this market better than the buyers and better than most of the brands.


