Ipsos digital platform
Fast, simple and reliable

Unlock your Global Market with Ipsos Digital

.
sssssss



Why Ipsos
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23" MARKET CHALLENGES
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Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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FAST FACTS
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How often do you buy{

Multiple answers A

Youw can odd up to 1.2 answer options.

Randomize answers

Rotate answers

200240
Clear all answers

| CEqI:El ‘

Questions Library

Close this window if you don't want to get question suggestions

Your brand: Your product category: Time stamp:

Your brand Ex: Coffee Ex: last 30 days

Fill in the fields above to populate the placeholders from the suggestions below.

Similarity

Show answers for all questions

How often do you buy 7

How often do you purchase ?

How often do you currently buy in 7

How often do you currently drink ?

Please tell us how often do you buy the following 7
How often do you generally ... 7

How often do you currently buy

N
N
N
N
n
3
3
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Set Up Your Study

project spealfications

P country Respanacnts

Estimated bengin of survey
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What is the area of Incerest 1or your study?

Seleet your sample eatcgary:

Tho profiie of yaur audience ¥ tho bolow:
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(?) sunvev questions 3 sunvev Locic

3] Click Here to see our best practice guideline for guestions formulation and design
Please make sure that the questions you set-up are in the field country’s language.

Add bulk answers Clear all answers
Multiple answers v

Vou con add up to 25 answer options

Randomize answers Rotate answers Reverse answers order

PPT, PDF, Excel, SPSS ® S Ctfot dM o= ANS L=
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FF6974 - 2021 FastFacts Demo
Upgrade 2021 FastFacts Demo

20 1 United Stas

10502 20219108 | 00 date 20310109
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1 day 3 hours 19 questions
Oetvery time: for the stiszy Tatsltest question.
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ALL IN ALL,

GET FAST ANSWERS
TO ANY BURNING
QUESTIONS
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CREATIVE|SPARK Digital
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Your Story pitchfor... serenawi., justinbi..

0 Kevin Hart

What's on your mind?

B Live &4 Photo X Videochat

@ Adam Sandler
1 ! <
© Nardo Wick - Who Want Smoke?? ft. Lil

Durk, 21 Savage & G Herbo (Directed by
S AraLCon Cole Bennett)

Lyrical Lemonade - 3.3M views - 3 days ago

o 69 71 Comments - 17 Shares

o) Like () Comment £> Share

g St-JudeChi s Hosp
y a

Childhood Cancer Awareness Month has come to an
end, but the dedication to St. Jude kids continues.

In her final instaliment, here's why Karina Bland and
Team Tutu hit the streets in the rain to raise money for a
mission that matters.




B Instagram
facebook

B YouTube

¢ TikTok

DIGITAL PLATFORM CREATIVE
ADAPATION & EVALUATION

Select the creative
and launch

= HH 300

©
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CREATIVE EVALUATION
CREATIVE
A
B
C
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CREATIVE | Spark Digital
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Primary Grocery Shoppers

Males 50%, Females 50%, 18-345...

italy

italian

Powerp:

Key Performance Indicators TOTAL SAMPLE

What did people feel after seeing the creative?

30

AR

70, ... .1
! . ¥ \ 0. CHOICE EFFECT SCORE
RESIDUAL FEELINGS RESIDUAL FEELINGS RESIDUAL FEELINGS & - (89 E

12% 112% 55% E Erm

POSITIVE POSITIVE POSITIVE 51 : CHANGE

CREATIVE EFFECT P MEMORY ENCODING

_-f\ 57 : ERAND LINKAGE

BRAND

3% 70 . SN ATTENTION
98 ‘ 98 — 98

AR
INTENSITY INTENSITY INTENSITY

30 - BRAND CLOSENESS

70, ... 1
(82 -2 ERAND PERFORMANCE

EQUITY EFFECT RELATIONSHIP

TOTAL FEMALES MALES YOUNGER OLDER

How long did people keep the creative in view?

3
Coca Cola Light Spring 2019 Ad V2 - Coca Cola Light Spring 2019 Ad V3 q°” Coca Cola Light Spring 2019 Ad V1

ad I would share wi

Metric: % with ad inview

VIDEO AD COMPLETELY AGREE Sort results: Default <

Coca Cola Light Spring 2019 Ad V1 35%

Not applicable

Coca Cola Light Spring 2019 Ad V3 40%

Becks Lemon 2019 Ad V1 51%

Not applicable

Becks Lemon 2019 Ad V3

Becks Lemon 2019 Ad V4 | W AveRaGE sKiP TI | % swpeED AD (5%)

Becks Lemon 2019 Ad V5




IDEA & CONCEPT TEST




NOTEST
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Dilly’s All Natural Ice Cream with Calcium

[CONSUMER
SesS S DEFINED
$5.99 gallon COMPETITION]
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KEY RESULTS | Innovations ranked by Trial Potential

Innovation 1 is the clear winner among the 3 innovations tested. Move forward. Trial Potential is very strong. There is no need for Optimization.
Innovation 1 is a Promising Innovation. Relevance is very strong, the price is just about right and Differentiation is very strong.

BEST . o o . WORST

Innovation Archetype Innovation Name Relevance Expensiveness  Differentiation Trial Index

Winner .
Promising Innovation 1
Value .
Depends on Strategy Innovation 2
Overpriced .
Handle with Care Innovation 3

CONSUMER DEMAND SUMMARY

7430 ) X|FEQ} HIX|DI. 7|¥HO 2 ZHilo| 27 % OFEIS et
Archetype 2 ZH0] SZHE/E EEZ2|2 LjofA] Offd M2kt ol x| 2OjE.

TYefsp Sorst 4 98

Optional modules

Validated Forecasting Line/price optimization

= VN =]

41%

Incremental

INCREMENTALITY
Rt =2 S7h,

7ts8 Ol

Innovation 1

ACCEPTORS ARE MAINLY:
Females 35-39 years old

Female

Male

ACCEPTOR PROFILE
O|.eH|O| 8 S e 7HSH0| &2

2H[Xfe| 8= AlE

INNOVATION PROFILE

Innovation Archetypes represent the segmenting of concepts based on their Relevance, Expensiveness,
Differentiation, and Believability.

Handle with Care

PR @

Uncorvincing Owrpriced  Restat

INNOVATION PROFILES

Helps understand how an innovation could fit into
your broader portfolio and market strategy

. Chemicals .. contribute .
.. well-being, Take . ...
process . . ... favorite ..
. Satisfy. .. tooth .
over-indulging! Some . . .
styled cake . .

glycemic sweeteners .

AMOUNE . o e - DEIANCE
nutritional components . . .. .
provide . . ...
sugar-crash. All - benefits . . .

.. downsides!

MESSAGE EVALUATOR
OfO|C|0] /A &K=} &l
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IDEA SCREENING
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PUNCH (INDIRECT RESPONSE)

PREFERENCE VS. PUNCH

1™ Z8(Preference) 1t 7F3=d(Punch)= H| 15104
2OHEQl &E Tt

Stimuli
Image 2
Image 5
Image 14
Image 11
Image 7
Image 17
Image 1
Image 3
Image 8
Image 4
Image 15
Image 9
Image 18

Image 6
Image 12

Image 16
Image 10
Image 13

PREFERENCE G PROMISE
144
131
m
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106
101
16
m
o3
%
g6

DETAILED PREFERENCE & PUNCH SCORES
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THANK YOU

IPSOS’ PROJECTS SHALL BE CARRIED OUT IN ACCORDANCE
WITH THE ESOMAR/KORA CODE OF ETHICS AND IN COMPLIANCE
WITH ISO 20252 STANDARD.

© 2023 IPSOS — All rights reserved.
This document constitutes the sole and exclusive property of IPSOSt IPSOS retains all copyrights and other rights over, without limitation, IPSOS' trademarks, technologies, methodologies,

analyses and know how included or arising out of this document. The addressee of this document undertakes to maintain it confidential and not to disclose all or part of its content to any third
party without the prior written consent of IPSOS. The addressee undertakes to use this document solely for its own.needs (and the needs of its affiliated companies as the case may be), only GAME CHANGERS Ipsos

for the purpose of evaluating the document for services of IPSOS. No other use is permitted.




