REVIEW THIS LECTURE
- VIA THE MIE20-APP!

Tell us what you think directly after this lecture:

Find the lecture via Programma and click

the pink button Beoordeling invullen.

Here you can rate the lecture.

The final lecture score will be announced on the screens

and in the MIE-app via Beoordelingen.

Enjoy!
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3 take-outs

In a complex world people take
MENTAL SHORTCUTS to make choices

To influence people’s choices
BE TOP OF MIND and BREAK HABITS

To understand which shortcuts people make
START DIGGING
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Source: Frisse dranken onderzoek, FWS 2019 — KPMG global beverages trends 2020.
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Water + hot drinks
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Consumer trends in favour of mineral water

New interactions lower

consumer barriers
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CAGR:

5.7%

CAGR:

8.9%
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Significant growth of mineral water until 2019
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New water concepts keep on vitalizing the market
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People toke mental shortcuts to choose broncls ————

- ~

Choices
are often
unconscious
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Brands exist in people’s mind as a network




Innovations engage in the battle of gains and losses

Habit Q

M

P Losses i Gains

Any perceived loss Advantages gained
from switching to ii by trying the
innovation innovation

_______________________________________________________________________________

Convenient Tasty

No calories . No calories

W o i Hydrate ;’ Hydrate
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How this works

e Be top of mind ;
| <0 Build Build |
> J—_oé muelmory élé att.ention
© salience salience

Ensure the gains of
switching outweigh the
—— losses




Build a strong mental network

Moment 2

Experience
o Negative

® association

/ Associations
YN

Moment 1 \

Different tastes \ Feeling

Category

Category




Build rich and strong brand assets

Taglines

NATURAL SINCE 1583;
Op het leven
REINE




Distinctive assets consist of Brand Power and
Brand Affinity

Brand Power Brand Affinity

DISTINCTIVE ASSETS




Win the battle of gains and losses with your
innovations

SPA REINE SUBTILE

Puur water met een subtiele smaak.

A
ﬂ De juiste reflex SPA Op het [@\/eﬂ




Win the battle of gains and losses with your
innovations

SPA REINE SUBTILE

Puur water met een subtiele smaak.

What to drink when you
want to hydrate and refresh

K’
AY
\
\
N
N //
A 7
S 7
~ ’
. »

More than “just water”
Made of natural water
No calories

= Natural & pure
= No calories

______________________________________________________________________________________
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AN,
SPA Op het leven

© lpsos 2020 S'M M 18

SPA REINE SUBTILE
Puur water met een subtiele smaak

flex

ﬁ De juiste ref

<
(%]
Q
| -
G
(]
| .
©
e
©
(]
s}
©
| .
©
>
<
o
o+
)
[
©
=

What to drink when you

Gains
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How about you? What is your current solution»




Compare to the relevant behavior
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SPA REINE SUBTILE

Puur water met een subtiele smaak.

A,
SPA Op het leven
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¥ Dejuiste reflex

Gains

What to drink when you
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To influence choices you need to build...
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Strong & quick
associations

@

Meaningful
sentiment

YANVZA VAN
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Advantage versus
relevant competition




~+To understand which shortcuts people
smake you need to start digging
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Start digging

Capture how convinced
consumers are about
their decisions

L

Capture
their true
sentiment

YAV VAN
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Capture potential
against real
life competition
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We assessed how strong and quickly consumers
connect certain assets to SPA
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The Brand Power of the SPA assets

N
5
Brand Linkage Brand Uniqueness
Explicit Implicit
\ A A
B i
2. REINE REINE
3. REINE
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It is also possible to capture consumer’s true

sentiment

ANALYSIS OF
EVERYDAY LANGUAGE

NATURAL AND
SPONTANEOUS
FEEDBACK

<+

ft is recommended by dentists.

variety of products for different
oral health needs. It has products
for specific problems and for
overall care

I also rememberads or commercials I've
seen on TV about this brand. They make
reference to a healthy breath and the

confidence of using this toothpaste

open-ended question

White smiles, [fféshibréath

It has d goed flaver and a great -\

PROMINENT
ASSOCIATIONS

Fresh

breath

Bt ’

Red color comes to my mind and the white -Cb!gqre'fbht} also

think of and a clean mouth, a tooth brgsh; smiling.with
confidence, and [ also remember-dds arcofnmerrigls'i"ve seenon| .
TV about this brand. They make reference to a healthy breath

Freshne'ss, green color,mint flavor,
the image of a couple in the
packaging, flowing water, nice
ensations, my childhood

and the cqnfr'dénce of using this toothpaste
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Taking the Brand Alignment of the SPA assets into
consideration

Sentiment Brand Xl_i,gnment Spontaneous Associations

A Active/sporty/lively Refreshln?
5 Blue .~Cheertul

i ~—= Hand
@ Pref . . . Nature
Al ircle Good/
Funhy Beautiful
@@@ Natural shape “Recognizable
O Water ol Rec°9n|10b|e Ref.res.hmg
ositive
A Clown/icon/figure suwe * Lively
= Color/colorful
B Natural shapes

Spad< [




Capturing SPA Subtile’s performance against real life
competition
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»
Capture conviction @ Capture the choice

B Which product better meets your needs? M

PLEASE DON’T FORGET TO CHOOSE QUICKLY

__________________



Capturing SPA Subtile’s performance against real life
competition

L

Capture sentiment

What comes to mind about...?

No sugar

Natural - Fresh

water

Tasty

SPA

Good

Refreshing

Alternative

Flavours

Healthy




With SPA Subtile new buyers enter the category

Where do buyers of the new
product come from:

Flavored

New category
Ice tea

-'C buyers
N a4 (B,
A Losses i~ Gains T

_______________________________________ __________________________________ ; | Fruit juice
Soft drink
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Interesting to see which mental associations
consumers have regarding our brand

Great to see how our aassets contribute to our
brand strategy

Great to see performance of our
innovation versus real life competition




What are the mental shortcuts
that consumers take regarding your brand?

Which elements of your brand are fOP of mind-
Does your innovation truly break habits?

To capture the real potential

have you already started digging?




Want to know more-

Patricia * Cristiana . | Remco
Verhoelst Caldarelli | de Feijter
Brand Expert Innovation Expert Senior Brand Ma r

Ipsos /

Find us at the Ipsos stand BOOTH 19



REVIEW THIS LECTURE
- VIA THE MIE20-APP!

Rate this lecture via the MIE20-app:

Find the lecture via Programma and click

the pink button Beoordeling invullen.

Here you can rate the lecture.

The final lecture score will be announced on the screens

and in the MIE-app via Beoordelingen.
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