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HOW TO MOVE
FORWARD? WE HAVE A
FRAMEWORK AND
SOLUTIONS TO SUPPORT
YOU AND YOUR BUSINESS
THROUGH THESE TIMES...

What?
An initial framework that simplifies the complex to
guide strategy.

Why?

Channel energy and gain organizational alignment
on how you should protect and grow your
business.

How?

Leverage Ipsos’ deep knowledge of society,
markets, and people.
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Defense

Short-term

Strategically
leverage the portfolio
and manage price
hikes or product
changes.

Clearly define the
value proposition
and invest in the
full customer
experience.

Leverage trends and
foresight to continue
to innovate and
identify future growth
opportunities.

Long-term

asuayo




HOW TO MOVE FORWARD? SOLUTIONS

WNANAA

Essentials

Ethno

Empathy program
Communities
Social Intelligence

R Equity Express Inflation Diagnostics

Inflation Product Mix Optimizer
Innovation Pricing Resilience Test

R Permissibility To Pay
R Inflation Protection (Retail plans)

\X Cost Reduction Risk Analyzer
¢ Product and Pack Optimizer
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Defense

Short-term

Strategically
leverage the portfolio
and manage price
hikes or product
changes.

Clearly define the
value proposition
and invest in the
full customer
experience.

Leverage trends and
foresight to continue
to innovate and
identify future growth
opportunities.

Long-term

asuayo

* MSU Catory Drivers/Brand Development
\X Equity Express Inflation Diagnostics

Communication
% Inflation Comms Guidance

R Inflation Comms Elasticity

Drive Value
¢ Inno Claim/Concept testing

\X Bsci approach

Experience
X CX Service Design

R Mystery Shopper

\X Scenario Planning for Growth




p

HOW CAN | BEST UNDERSTAND THE NEW CONTEXT?
HOW IS INFLATION IMPACTING CONSUMER
BEHAVIORS, ATTITUDES, AND EMOTIONS?

Essentials

Essentials tracks the impact
of inflation on consumer
behaviors, attitudes and
emotions and uncovers the
trade-offs people are making.

Indicative
Investment & Timing

Single Report, 15 countries:
$8k per month

ESSENTIALS

For more information
please contact:

Deliverables
& Outputs
Report in PPT & PDF

Data tables with key demographics (in Excel, with
additional data tables available upon request)

CHANGES AMERICANS MADE TO MANAGE IMPACT OF INFLATION
By Generation

MGenl B Milennials BGenX Boomers

EXPECTED SHIFTS IN SPENDING IN THE NEXT MONTH

{Net Spend More/Upgrade vs. New Spend Less/Downgrade)
222222
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Create apersonal  Limittravel tosave  Lin
" ntransportation  enté

costs a 12

- [ . e -
3% _—— 3%
B g B% 8% -

-19%

Food-Meal  Entertainment- Clothing, footwear,  Alcoholic
fash beverages

Naumi Haque or local MSU
Naumi.Haque@ipsos.com

Why Ipsos?

We provide a trend analysis of the
impact of inflationary forces on
consumers over time...

...and help you understand how
inflation impacts people differently

depending on:
Generation Perceived

Household
and Life- Income Personal Risk
stage from Inflation



HOW CAN | OBSERVE MY CUSTOMERS/CONSUMERS
IN REAL LIFE AS THEY NAVIGATE INFLATIONARY -
PRESSURES? Why Ipsos"

Ipsos uses the fundamental, academic
Ethnography Deliverables principles of to build
Ethnography allows you to relationships via in-home and digital
develop relationships with means to better understand people’s
respondents — in-home and/or behavior. Our approach to
digitally - problng behaviors, ethnography is grounded in
contexts, influences, and anthropology, empathy, and

decision-making processes to \ ]
uncover key insights. Digital observation. Our teams are guided by

ethnography leverages these
principles longitudinally to
better understand people’s

Curated video
highlighting real
moments of consumer
behavior and decision-
making. The videos
are accompanied by a
written report, together
communicating key

our Ethnography Center of Excellence,
made up of expert researchers,
ethnographers, anthropologists and

: _ insights and
behavior through 1:1 calls and : i i
self-recorded video tasks recommended actions America in Flux: Food and Inflation fllmmal_(ers_ gr_'ognded In the
' in a powerfully (June 2022) ethnographic discipline and process.

Indicative engaging way.
Investment & Timing

$40-80k; 6-9 weeks

ETHNOGRAPHY Liza Walworth, Oli Sweet or Vic Guyatt
For more information ‘ Liza.Walworth@ipsos.com

please contact: Oliver.Sweet@ipsos.com

5 Victoria.Guyatt@ipsos.com
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HOW DO | KEEP MY TEAM CONNECTED TO OUR
CUSTOMERS AND CONSUMERS IN ORDER TO
DEVELOP AN INTIMATE UNDERSTANDING OF Why Ipsos?
CHOICES THEY ARE MAKING AND THE PAIN POINTS
ASSOCIATED WITH THOSE CHOICES.
Leverage the strengths of Ipsos UU,
the largest qualitative research

Empathy Program Deliverables company in the world, to guide and
& Outputs

train client teams and ensure final

4 step end-to-end program . . . output of actionable insights. Our team
bining traini ) A half-day training STEP 1: STEP 2:

combining training, dngoing 2nd proaram of Build Connect of curators help to make sense of the

immersions, workshops and . Empathy  Consistently combined experiences and,

curation. consumer Muscle

disseminate learnings throughout the
organization and futureproof your

connects, followed
by strategic action-

oriented brand with hot topic digests and
workshops and STEP 3: masterclasses on tackling the
- captured in an Move to emerging challenge.
|nd|Cat|V€ iming always-on platform Action \ °
Investment & Timing for access to digital
$30-50k; 2-4 weeks assets and

resulting insights.

EMPATHY PROGRAM

For more information April Jeffries
please contact: April.Jeffries@ipsos.com
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HOW CAN | GET A DEEPER UNDERSTANDING OF THE
IMPACT INFLATION IS HAVING IN PEOPLE’S LIVES,
AND ITS IMPLICATIONS FOR BRANDS AND

SECTORS?

Two-way Dialogue
ith Customers

Engage with an on-tap audience
in a collaborative online
community to get in-depth
insights on feelings, concerns,
changing needs and behaviors

Indicative
Investment & Timing

From quick-turn to longitudinal
tracking in our syndicated or

custom communities, with results

as quickly as a few days and
starting at $10K

BEINVEIEIES
& Outputs

A rich, multi-media
report with insights,

data & verbatims from:

Surveys

Video diaries

Live chats

Virtual focus groups
Discussions

And more...

Emotional
Journey Stages

Qualitative
Discussion

Disbelief | ™ )  ow oo vou e s wiEK
TR

- S
& %\)‘
Relief | 4% = 6“5’

Bite-sized Video Reels

-
L]
THE NEW NORMAL

Syndicated Inflation Communities available in the US, France, India, Japan, Mexico and China

COMMUNITIES
For more information

please contact:

Emma Grand, Maya llic or Daniel Bolyky
Emma.Grand@ipsos.com

Maya.llic@ipsos.com

Daniel.Bolyky@ipsos.com

Why Ipsos?

help you navigate
this tumultuous time alongside your
customers. Our proven engagement
approach fosters a safe and natural space
for people to come together and interact
with other members and brands.

Combined with our rigorous research
methods and qual-quant tools, best-in-class
community management, and unparalleled

sector expertise, we address the critical
guestions impacting your business.


mailto:Emma.Grand@ipsos.com
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mailto:Daniel.Bolyky@ipsos.com

HOW TO ORGANICALLY MONITOR HOW INFLATION
IMPACTS MY CATEGORY AND BRANDS

Live monitoring

Monitor Social conversations and

Search, leveraging Al-analytics to
get an organic and accurate picture
of the situation in your category. Do
not miss out early signals to make
fastest consumer centric decisions
for your innovation and
communication initiatives.

Indicative Investment &
Timing

Eg English or French Language

From 60K€
to 90KE

Monthly
(6 months subscription)

On-going Synthesio dashboard capacity
pricing on demand

BEINVEIELIES
& Outputs

Monthly or bi-monthly report (20 pages) : track
through consumers social conversations and
search the impact of inflation on the people’s
emotions, challenges, desires and behaviors in
your category.

Google search Interest (LI2M, Germany)

SOCIAL INTELLIGENCE & ANALYTICS powered by Synthesio

For more information Lena Gilchrist

please contact:

lena.gilchrist@ipsos.com

Wale Omiyale
4 Or your local SIA counterpart

wale.omiyale@ipsos.com

Why Ipsos?

We combine the best machine-human
intelligence: unique synergy of best-in
class Synthesio Technology, Al-
Analytics AND researchers to ensure
you identify risks and opportunities

from organic consumer generated data

@ © O

Engaging Attitudes Early signals
Topics, and
emerging behaviors in
concerns your
Emotional category
background




IS MY EQUITY STRONG ENOUGH TO SUPPORT
PRICE INCREASES? HOW CAN | BEST PLAY ON
DEMAND OR ACTIVATION?

Equity Express inflation
diagnostics Deliverables
& Outputs

A fast & agile equity
measurement to diagnose
drivers & barriers of consumer
demand in inflationary times.
Focuses on price/value drivers
to disentangle the complex
relationship between brand &
consumer attitudes.

Indicative
Investment & Timing

As quickly as a week and
starting at $10k for a custom
project

EQUITY EXPRESS INFLATION DIAGNOSTIC

Laurent Dumouchel, Chief Growth Officer, BHT
Laurent.dumouchel@ipsos.com

For more information

please contact:

Access to data

. . Market Detailed market
and insights via overview effects
our secured = SR
online portal L9 e T i e

PPT report up to
30 pages along
with all data and
analytics

Zarif.kahn@ipsos.com

Zarif Kahn, Head of Product Development, BHT

Why Ipsos?

Faster & better insights to check how your
brand can best play on demand or activation
an inflationary context.

Using Brand Value Creator, a validated
solution with the strongest relationship
between brand attitudes and actual sales.

Leverages aggregated data across dozens
of categories & historic benchmarks, with
meaningful contextual comparisons.

Call-to-action yet strategic, it offers a
dynamic & competitive snapshot of brand
perceptions




HOW SHOULD | OPTIMIZE MY PRODUCT MIX FOR
THIS INFLATIONARY CONTEXT? WHAT CHOICE
TRADE-OFFS ARE PEOPLE WILLING TO MAKE

NOW?

Inflation Product Mix
Optimizer

A choice-based approach to
identify the ideal product mix
between innovation and
existing portfolio in response
to supply chain issues and
purchase behavior changes.
Can be conducted at point of
sale

Indicative
Investment & Timing

3 weeks+, €15k+
4 weeks+, €30k+ with shelf

INFLATION PRODUCT MIX OPTIMIZER

For more information :
Local Innovation

please contact:

Deliverables
& Outputs

Clear visualization
of product reach
and hits, best mix of
products,
incrementality, and
map of appeal as
price/mix varies.

Ability to add a
simulator to
understand the
Impact of various
scenarios.

R %0
g Voo Vo WL N
wewwn 1 2 03 ¢ 1 le T o5 ¢ ® o ow o oBow o owo oW
kit P S S S ST SN S S S S S
o s
Total
I u
0:

Why Ipsos?

Offers ability to analyze multiple
SKUs, prices, and messaging
scenarios against each other and
competitors.

Behavioral frameworks to better
replicate actual in-market behavior and
calibrate results for things like
overstatement.

Validated forecast models to predict
impact on ROl/sales volume and
simulate “what if” inflation scenarios.

Underlying Ipsos Tool: InnoPrice/InnoLine. Or Simstore InnoPrice/InnoLine if the shelf upgrade is chosen. Can be stand alone study but most
frequently bundled with other pricing business questions




HOW TO BUILD A PRICING RESILIENT PRODUCT
PORTFOLIO THROUGH INNOVATION?

Innovation pricing .
resilience test Deliverables
& Outputs

Examine innovation’s

Why Ipsos?

40+ years of innovation pricing
research experience

pricing resilience on key Performance on
drivers: key resilience - coencivel Different. Accuracy validated with in-
- Elasticity of demand drives such as Potential  Relevance ness | lation market launch
- Substitutability Differentiation Concept
- Inflation relativity which help reduce ~ Ferfermanee O O ® ® Scalable globally
Confirms pricing resilience substitutability L J Available in Ipsos’s fully
through Chl?lce-based automated research platform
pricing tasks. _ _ : :
Confirmation of _ _ Versatile from nimble module to
pricing resilience [ aeii s innovation full study for complex scenarios

IElieellivE et : ﬁ:zz ::ﬁﬁiiz 4% -2% -11% Validated forecasting available
IWVESTNERIRREllfe] COMPEttve price s —rTy 5% 19% - :

elasticity analytics as additional deliverable
Can be added as module

to innovation testing for
€5K+/1 week+

Underlying Ipsos Tool: Concept test such as InnoTest with Mini InnoPrice included as a module. Can also be a full InnoPrice if objectives become complicated

INNOVATION PRICING RESILIENCE TEST

For more information )
Local Innovation contacts

please contact:

11




HOW TO INCREASE PERMISSIBILITY TO PAY
AND PREMIUMIZE MY PRODUCTS

Permissibility To Pay

Understand the power

different claims carry in

Clear ranking of

supporting price increases claims and

without losing volume. positions that

Choice based approach that & the
strongest

exposes premiumization

permissibility to

options in a competitive pay (license to
environment to observe premiumize)

pricing resilience

: . Brand fit in
Ind|Cat|Ve Carrying
Investment & Timing EEIEuiyEIsy

claims to

3 weeks+, €15k+ .

4 weeks+, €30k+ with shelf permissibility to
pay

Underlying Ipsos Tool: InnoPrice or Simstore InnoPrice

PERMISSIBILITY TO PAY

For more information
please contact:

Local Innovation contacts

BEINVEIEIES
& Outputs

% price increase sustained
without losing volume

Immunity health benefit claim A

29%

Cognitive health benefit claim B

26%

Natural / organic claim C

14%

Sustainability claim D

9%

Social responsibility claim E

1%

Which portfolio brand to
carry the winning claim?

% price increase

sustained without losing
volume

Using Brand A to Carry 30%
Using Brand B to Carry 16%
Using Brand C to Carry 12%

Global and scalable

Validated methodology

Passive and observational
behavioral approach

Realistic virtual point of sale




WHAT CAN WE DO IMMEDIATELY TO OPTIMIZE OUR
RETAIL CATEGORY PLANS; BOTH IN STORE AND
ONLINE?

Inflation :
Deliverables & Outputs

Why Ipsos?

Results based on actual behavior

Simstore virtual research with Inflation Protection reflecting current inflationary mindset,

conjoint to immediately adapt category - Wi range, price points, & channel

the category to the inflationary recommendations == | dynamics

environment: YT, . - : :

. How does inflation impact our zgiz?oz”trgzw toesonsBRRBIIRELARERS Application of behavioral science
category sales? principles illuminating human reactions

» How has inflation changed the Best protection and B B Bre to inflation
decision tree? - potential growth o ""‘"EW%IE A : .

. ]Ijoyv fsth_Juldowe change our mix opportunities from e e M Most advanced marketing science
or inflation . S R - g :

+ What should the new category price changes E embedded within realistic omnichannel

pricing strategy be? Assortment changes virtual environments

— current, new,

Indicative bundling
Investment & Timing

$50k-$70k, 6-8 weeks

INFLATION PROTECTION (RETAIL PLANS)

For more information
please contact:
13 -

‘ Local Innovation and MSU contacts
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STRATEGIC GUIDANCE & LEARNINGS FOR
ADVERTISING AT SCALE IN TIMES OF INFLATION

Inflation
Comms Guidance

A creative audit that delivers
the strategic guidance to
develop meaningful
advertising.

To reflect your challenge
efficiently, we conduct a meta-
analysis over a selection of
10-50+ ads of your brands,
competitors, or adjacent
inspirational creative styles
placing them into one holistic
personalized playbook.

Indicative
Investment & Timing

On Demand

INFLATION COMMS GUIDANCE

Chief Global Officer

BEINVEIEIES
& Outputs

A personalized
playbook for creative
excellence:

* Unique creative advisory
* Provide fresh benchmarks

* Deliver category best
practices

* Unleash turbocharged
insights leveraging Effie &
proven Ipsos learning
frameworks

* Direct access to every
ad’s performance via
online dashboard

A Strategic working
session with marketing,
ad agency and CMI

For more information ‘ Aurélie Jacquemin or local CRE

please contact:

aurelie.jacquemin@ipsos.com

A PLAYBOOK FOR
CREATIVE EXCELLENCE

Distinctive Assets make it easy:

P g,
"

Awareness alone

is not enough.

Award-winning, §

effective creative |

goes further. e

demonstrate revenue gain or new customer
acquisition, and less likely to show increases.
in awareness as the primary result.

Y

effie EEEI -

Creative | Audit by Ipsos delivers
excellence in effective advertising
by using our best-in-class
approach for maximizing value,
insights, and learnings in a
personalized playbook so you
know how to communicate
efficiently in times of inflation

E' Ipsos /
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COMMUNICATE AROUND PRICE AND VALUE IN

TIMES OF INFLATION

Inflation
Comms Elasticity

A standardized question
module to include in
communications research, to
assess perceived value and
potential acceptance of a
price premium.

Indicative
Investment & Timing

Included with Creative Spark* / Instant
Labs** / Creative In-Market***

*Creative Spark from €7,180 for 1 ad and 24h
turnaround. **Instant Labs from €23,900 for a 1-day
live event. ***Creative In-market from €19,850

INFLATION COMMS ELASTICITY

For more information

please contact: Chief Global Officer

BEINVEIEIES
& Outputs

Included in each
report:

Price Sensitivity Module

Easily compare
between creative
ideas to understand
which strikes the

right balance and

: =
tonality gra-‘-’aér;é?o ies

Learn from how
leading brands have
been successful

Aurélie Jacquemin or local CRE

aurelie.jacquemin@ipsos.com

Module can be included in any
Creative | Spark, Instant | Lab or
Creative | In-market study

Ability to compare to benchmarks
and best-in-class examples from
our database

Join the dots to existing brand
positioning & product innovation.
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CREATE GREATER VALUE PERCEPTIONS BY
APPLYING BSCI PRINCIPLES (1)

Why Ipsos?
. . We are a leading centre for
lllustrative Deliverables . .
& Outputs applied to the leading

Identifying
beha\_/ioural

SOltlonS o | otk challenges faced by organisations.
We identify the behaviora Framework of ke : ! .
mechanis%s that underpin behavioral ’ We.use Iegdlng a(?E_idemIC thlnk.lng
perceptions of value and mechanisms that combined with practitioner expertise to
identify ways brands can shape perceptions understand the underlying psychology
best deliver on these to of value of human behavior and then translate
change behavior Workshopping to this into activation activity to make
develop design b Gew Ewr peen change happen.

Indicative _brtiefoOI_ : = » i~ e~
Investment & Timing NISTVEntions 1o v e s

combat negative

$50k-$150k, Timing TBD impacts of inflation )
based on Scope of on consumer
Engagement behavior

BSCI APPROACH
For more information Colin Strong / Jesse ltzkowitz

please contact: colin.strong@ipsos.com / jesse.itzkowitz@ipsos.com
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CREATE GREATER VALUE PERCEPTIONS BY APPLYING BSCI PRINCIPLES (2)

CASE STUDY

REAL ISSUE

This company’s brand team
wanted to create
differentiation for one of their
brands (Brand A) — to stand
as premium brand with better
ingredients. Business
objective in mind: drive
trial/penetration of and build
basket size.

BSCI APPROACH

For more information Colin Strong / Jesse Itzkowitz

please contact:

REAL INSIGHT

1. UNDERSTAND

Stakeholder interviews
with key brand team
members + Review key
documents related to
brand value strategy
and activations

Discovery &
Interviews

3. REFINE

Joint Ipsos-Client
ideation session created
90+ ideas for consciously

conveying value.
|deas were screened with
DUEL and top-26 ideas

identified.

- Ideation

and pre-screening

colin.strong@ipsos.com / jesse.itzkowitz@ipsos.com

2. ASSESS

Collateral assessment
of the client’s current
collateral to assess
effectiveness in
conveying value
beyond price.
o9
P.“ﬂ
B.Sci. Audits &
Evaluation

4. VALIDATE

A monadic quantitative
test was conducted on
Ipsos.Digital platform
among rep category
shoppers to identify lift in

PI, value, and brand

associations.

Identification of
Winning Ideas

The client team gained
insight into how to boost
perceptions of value and
build better retail stories.
The approach is ready to be
rolled out to other brands
and markets.




WHAT ARE CUSTOMERS' EXPECTATIONS AND
NEEDS OF BRANDS, AS THE COST-OF-LIVING
INCREASES? HOW DO WE DESIGN AND DELIVER
THE CUSTOMER EXPERIENCE THAT WILL MEET
THESE CHANGING EXPECTATIONS?

CX Service Design

Provides an in depth
understanding of changed
expectations and redesigns
experience based on
identified needs

Indicative
Investment & Timing

$20k-50k; 4-6 weeks

CX SERVICE DESIGN

Deliverables
& OUtpUtS Enjoyment

An understanding

of which of the

forces of CX to @\ /‘
dial up/down in /

your dealings with > Forces } Belonging
customers and the \ /
redesigned ‘/ \@
experience based

Control Certainty

on this @

Fair Treatment

of CX

Why Ipsos?

We amplify CX Insights by uncovering the
emotional drivers behind customer experience
perceptions. We apply a proprietary
framework, CX Forces, to understand the
touchpoints and experience elements that
promote strong customer relationships.

As prices rise, sensitivity and elasticity for
existing customers change as a function of
current satisfaction (NPS, CSAT),
demographic realities, and emotional drivers.
We explore these factors to help brands
optimize their messaging to current
customers, identify at-risk segments who may
churn in reaction to rising prices, and develop
new ideas for promoting loyalty. We leverage
access to over 40 data partnerships, where
beneficial, to round out our understanding of
your customer.

For more information Helen Bywater-Smith | or local CX

Helen.Bywater-Smith@ipsos.com

please contact:
18 -




HOW DO WE KNOW IF WE ARE DELIVERING THE
TARGETED STANDARD OF EXPERIENCE AND, IF
NOT, TAKE CORRECTIVE ACTION?

Mystery Shopping

Objective feedback from
trained ‘customers’ — mystery
shoppers — to measure how
you are delivering on your
brand promises across every
touchpoint and channel

Investment & Timing

Available on request

MYSTERY SHOPPER
For more information Local CPH

5 please contact:

XX.XX@ips0s.com

Deliverables
& Outputs e N N

: g%\ [ 30\
An understanding '
of which aspects of S—
your delivery are - _
underperforming . . /ﬁ\ 25% $1339501 g
SO you can take o B R
corrective action _ =
both strategically "L AT
and tactically at Ngmjerss
unit level

Why Ipsos?

Through mystery shopping/auditing,
we’'ll tell you whether your customer
interactions are in line with your
expected standards and what you've
set as expectations through your brand
promise — in your physical locations,

contact centres, and digital channels

® © O

Are our What needs  How to effect
interactions in  to change? change —
line with what strategically/

we want to tactically
deliver?




HOW DO | ANTICIPATE WHAT WILL HAPPEN IN THE
FUTURE AND WHAT CAN | DO NOW TO MITIGATE

RISK AND MAXIMIZE POTENTIAL?

Scenario Planning
for Growth

Consulting engagement to
navigate uncertainty by
envisioning multiple potential
futures and planning for each
of them.

Indicative
Investment & Timing

$75k-$150k, Timing TBD
based on Scope of
Engagement

SCENARIO PLANNING FOR GROWTH

For more information Oscar Yuan
Oscar.Yuan@ipsos.com

please contact:

lllustrative Deliverables
& Outputs

Framework to plot
potential scenarios
based on key
dimensions (e.g.,
economic stability,
lifestyle, etc.)

Our revised scenario planning matrix

ECONOMIC REALITY

Deep-dive into
potential scenarios
and thought starters
on actions to take
for each scenario.

Why Ipsos?

We start with the organizational
strategy to frame the right business
guestions and define relevant forces of
change.

We analyze change via our “Theory of

Change” which includes shifts in
People, Markets, and Society.

We focus on Activation against the
scenarios to drive strategic decision
making.




WILL GAINS FROM COST REDUCTION THROUGH
INGREDIENTS CHANGE OUTWEIGH RISKS FROM
ALIENATION?

Why Ipsos?
: Deliverables
Cost Reduction - : _
Risk Analyzer & Outputs World’s largest product testing

agency
Product test provides

Product with reformulation clear assessment and 2 = Y © ::
tested among current users quantification whether S - AD - 4GP
to quantify alienation risks the potential gain — —

-~ N7

Thousands of cost reduction risk
analysis studies done

from cost reduction. outweighs the N Y7 Results validated by in-market
_ o _ potential loss to one’s L o (Pes* Cirent) sales
Hedonic Pricing analysis to franchise due to user . . Cost Savings

{Pes* Cost Reduced)

unveil product attributes most alienation -
impactful to pricing
perception to guide
formulation optimization

Indicative
Investment & Timing

Product test €15k+, 3 weeks

Global and scalable

Connected to Ipsos’s validated
forecasting model

Hedonic pricing analysis unveils
opportunities to optimize product
formulation to increase pricing
resilience

COST REDUCTION RISK ANALYZER

For more information
please contact:

‘ Local Innovation contacts
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How can you inspire your company with the

COURAGE TO GROW?

Ipsos can support you in prioritizing your
focus, protecting your brand(s), and driving
growth through these inflationary times.




SOME KEY CHALLENGES (PRICING/OFFER) AND RELATED SOLUTIONS

Category or cross-elasticity,

resilience, portfolio management

How will consumers react to inflationary
scenarios in my category/segment?

What is my competitive vulnerability and
advantage during inflation?

What is the right portfolio SKU line-up
during inflationary times?

(Mini) Price test
Shelf price test

Custom Conjoint

For more information

please contact:
23 -

Pricing and feature
optimization, premiumization
strategy

4

How to increase Permissibility to Pay
and premiumize my products?

How to best convey value?

Claim test
Price test
Line optimization test

Custom Conjoint

Jiongming Mu (Global Innovation)
jiongming.Mu@ipsos.com

Product optimization, pack
downsizing

How do | increase pricing resilience
through packaging?

For existing product, will gains from cost
reduction through ingredients change
outweigh risks from alienation?

Will downsizing work better for existing
products than directly raising price in the
short and long term?

Pack test
Product test

Hedonic Pricing

Future planning with actionable
volume/revenue KPIs

How to build a pricing resilient product
portfolio through innovation?

How to combat rising cost of goods and
prepare for future pricing increase?

Concept test

Price test




HOW WILL CONSUMERS REACT TO
INFLATIONARY SCENARIOS IN MY
CATEGORY/SEGMENT?

Category Elasticity Deliverables Elasticity Compared Across Segments
Analyzer & Outputs

Option to conduct this
Choice based approach to researph in realistic point_qf
identify category and Clear visualization of sale to increase predictability
segment elasticity under category and segment
inflationary scenarios. Helps elasticity to inflationary
prepare for portfolio and scenarios STAGE1 FORMULA STAGE2 FORMULASTAGE3 FORMULASTAGE4 FORMULA

. . . . (0-6M) (6-12M) (1-3 YR) (3-7 YR)
innovation pipeline

adaptations
Adjacent categories volume move to

sreasirnc | 2%

o o - Yogourt and Petit suisse/ fresh cheese _ 54%
Indicative gggﬁg;;s\,;:gs:d jacent ) Famiy mitc | 7%
Investment & Timln . H eese (ex: la vache quiri Y

g categories for scenario oneese tociavecrocuiry IR <o

) Biscuits [N 30%
3 WeEkS-I-’ €15k+ plannlng Flavoured milk (ex: chocolat milk) - 16%
4 WeekS+, €30k+ Wlth Shelf Biscuits and viennoiseries - 14%

Alternatives to cow milk - 9%

Underlying Ipsos Tool: InnoPrice or Simstore InnoPrice if the shelf upgrade is chosen. Can be stand alone study but most frequently bundled with other pricing business questions

For more information )
Local Innovation contacts

please contact:
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WHAT IS MY COMPETITIVE VULNERABILITY
AND ADVANTAGE DURING INFLATION?

Brands cross- gegx?rﬁ?sles
elasticity analyzer p 4
Choice based approach to

understand how brands :
® Competitor 11

change volume in reaction to A COMpetitor 1
'S pri
one another’s price change, e o Competitor 3 | NEMUCLILEEE,  Competitor 2 Brand A

. c itor 5 . ° i
helps navigate away from omPEHior e compettor 4 | " e

+ Punch

highly pricing-competitive @ ¢ Competter 10
areas, and adapt portfolio to S
reduce vulnerability and
increase resilience ¢ Competitor @
® Competitor 9 @ 'C:mpetitor 7

Indicative Competitor 8
Investment & Timing |

3 ks+, €15k + Vulnerability
weeks+, +

Pricing proximity map reveals clusters of brands with Punch and Vulnerability map reveals competitors you are
high cross-elasticity within. Highly price-competitive vulnerable to when you raise price while they don't, or
portfolio adaptations. advantages. Leads to positioning or portfolio adaptations

Underlying Ipsos Tool: InnoPrice. Can be stand alone study but most frequently bundled with other pricing business questions

For more information

please contact: Local Innovation contacts
25 - '




HOW TO COMBAT RISING COST OF GOODS AND
PREPARE FOR FUTURE PRICING INCREASE

BEINVEIEIES
& Outputs

Scenario planning for
future price increase
due to COG change

Clear volume and 05__|_|__ 100 o o
Consumers are exposed to revenue impact from 7 100 === S T 89
COG driven price increases future COG driven Launch Rev’:‘:ﬁe: . T =~ol 66
in a competitive environment price change to help Price on 0.4 vs.
to observe behavior change. prepare business Concept Launch o velindex
Results are used to guide case. Can be done price
business planning on when for individual product 4.59 4.99 5.99 6.79

and how much price increase

or portfolios

are possible.

Indicative Simulator for complex =
scenario planning for
future pricing

Simple scenario planning changes available as :
starts from €5k and 1 week add-on. —

[Fod e S

Investment & Timing

FF[ R S E e R RTE | P [FIR R E ] 5

Underlying Ipsos Tool: Mini InnoPrice or InnoPrice

For more information )
Local Innovation contacts

please contact:
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WILL DOWNSIZING EXISTING PRODUCT WORK BETTER THAN
DIRECTLY RAISING PRICE IN THE SHORT AND LONG TERM?

Deliverables
& Outputs

Downsizing gain vs.

risk analysis at short
and Iong term Short term: Clear From observation

Comparison of price Price Elasticity

elasticity from Indirect Price

downsizing vs. direct Direct Price  Increase Through
. . Increase Downsize

price increase, as well

as anticipated short term -1.2 -0.3

share change. Using g
—Curont_ | Relaunch

Choice based exercise to
observe consumer reaction
to size change: noticeability
and alienation risks, usually
conducted at point of sale

i .
Product test to understand observation from shelf 180z mmp 1690z
Iong term impact to onalty Market Share 94% wmp 9.0%

and brand image through
product usage

_ _ Longer term: product test  [Cost of goods saving 5%
Indicative _ reveals alienation risks Franchise alienation risk lower bound 0.9%
Investm ent & Timing through usage, clear Franchise alienation risk higher bound 2.7%

analysis between cost . Proceed with downsizing
€30k+, 4 weeks+ s_avings and alienation Recommended action relaunch
Adding Product test for €15k+ risks provided

Underlying Ipsos Tool: Simstore InnoPrice, Product Testing

For more information

please contact:
27 -

Local Innovation contacts




HOW DO | INCREASE PRICING
RESILIENCE THROUGH PACKAGING

BEINVEIEES
& Outputs

Pricing resilience
through packaging

Shelf based test to understand
ability for product to withstand
price increase through packaging
renovation, by bringing

- premium visual cues such as
matte finish, artisanal materials
(ex. Raffia), etc.

- packaging functionalities such as
reseal-ability, etc

- sustainability features such as
refill-ability, re-useability, etc

Indicative
Investment & Timing

€10k+, 1 week+

Be able to withstand sales

Clear comparison of ;
% purchase at shelf

current vs. new
preimmunized package in
driving noticeability,
engagement, and
purchase at shelf. Most
importantly, confirm the
new package’s ability to
withstand price increase

42% 46%

Current Pack  Pack w. Premium Cue
$12.99 $14.99

Be noticed in the shelf
Time to find

32s. 213

Current Pack  Pack w. Premium Cue
$12.99 $14.99

Underlying Ipsos Tool: Simstore Pack & Simsore Pack +

For more information

please contact:
28 -

‘ Local Innovation contacts

Be easy to identify
% finding the correct SKU

61% 66%

Current Pack Pack w. Premium Cue
$12.99 $14.99

Enhance and support brand

Equity lift from premium pack

Premium
Current Pack

Premium ,
Intriguing )
Modern o

Packaging with
premium cues
pr other
upgrades to
increase price
resilience




