KANTAR

Introducing Kantar
Marketplace as a
Foundation of our
Learn-Test-Learn



A leading-edge platform built for leading-edge brands

Kantar Marketplace is an 4 R
automated market research KANTAR MARKETPLACE ttors  Sgrup  logh  Q
platform designed for insights
professionals, marketers and
agencies who want to test,
learn and move faster.

Access Kantar’s validated
solutions, data and insights.

Visit Kantar Marketplace

KANTAR


https://www.kantarmarketplace.com/ix/DataMarketPlace/PublicKantarMarketPlace/index/

The ‘Learn-Test-Learn’ Principle Behind Kantar Marketplace

2
Fast consumer
reaction

1
Foundational
Learn

ldentify:

Understanding
people and context

Understanding data

‘The right to
be Wrong
and
...Right’

3
Adapt
Proposition

We are redefining agility
with Kantar Marketplace an
automated market research platform reaction

New in-context development: learn
about propositions in a real world context

Launch:

We support you to monitor, course correct and
KANTAR optimise with our Innovation Guidance System



How Kantar Marketplace works

ASd T Egz

N |
01 02 703
Use your account to set up and launch Explore your results using intuitive Get the help you need, when you need
self-serve projects or access your past visual analytics. Access and compare it. Tap into Kantar’s expertise at any step
serviced projects. past projects. of the way.

KANTAR
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Get Al-powered Optimise winning ldentify stand out
insights on high concepts packaging
potential concepts
ldea & Pack eValuate Concept Al: Volume Concept eValuate: Pack eValuate esting: Product eValuate: Test
Screening: Quickly screening of initial Identify winning concepts Prime your pack for your product quickly in a
shortlist the best ideas concepts, leveraging and optimise their success and make sure it real home environment
to take forward to Kantar database and Al incremental growth stands out on shelf, at to maximise your
concept development. for quick and high-level potential in as few as 24 speed. product and launch
feedback hours. potential.

KANTAR TPLACE
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Idea & Pack eValuate
Screening: Quickly
shortlist the best ideas
to take forward to
concept development.

KANTAR PLACE




|[dea eValuate

ldea eValuate on Kantar
Marketplace is designed to
help you identify the most
promising ideas, based on
reliable indicators of which
idea will drive sales and
brand equity.

10 Fresh Carrots Balanced Diet  100% Italian Tomatoes

KANTAR

100% Natural

Overview of methodology

With Trade off / Idea

@@ Sequential Monadic

Diagnostic
F? Category buyers min.
) penetration of 30%

Up to 24 Ideas
(more if ad hoc)

20

Sample size

N = 100/150 up to 6 ideas
N =250/ 10 ideas

N =500/ 20 ldeas



A flexible approach to testing your ideas

Test your ideas in a range of formats

Texts Pictures Packs and logos Memes and posts

JUST BLEW IT.

— Chocolate flavoured water
—Phone that is also a

camera
— Pay for hotel room in
instalments
SRS
— Water-free facewash for We won't split on you.
out of home
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A smart survey that measures implicit and explicit responses

SYSTEM 1 SYSTEM 2
FAST THINKING SLOW THINKING

KANTAR

Select the product
you like better?

START WITH A FAST
TRADE-OFF

Shortlisting of ideas using timed
paired trade-offs based on type
1 and type 2 philosophy

(all respondents all ideas)



Then each idea is evaluated on a series of System 2 measures

, _/"'"\-. <)\
L\, 7\
\ NS s much fibre as
\ |—J resh carrots
W --/.I

[ Imessage

SYSTEM 1 SYSTEM 2 How would you rate this idea?
FAST THINKING SLOW THINKING

Would you use something like this?

Have you seen/heard of something
like this before?

How well does this fit with BRAND?

If you were to share this with others,
would you use?

KANTAR

CONTINUES WITH AN
IDEA DIAGNOSTIC

Assess the idea on a series of
variables
KPIS and Brand Equity Measures

10



And finally intuitively associated with Imagery items

SYSTEM 1 SYSTEM 2
FAST THINKING SLOW THINKING

KANTAR

Select the idea that fits
better the word/phrase
below

Authentic

AND FINISHES WITH IDEA
INTUITIVE ASSOCIATIONS

Imagery association done through
timed paired trade-offs.

11



A flexible approach to testing your ideas / claims / When to use it?
names / pack

Validation
[ Feature finetuning ]

Early stage screening
[ Learn-test-learn approach |

Post internal innovation Concept & offer fine tuning

commandos
Tactical internal issue
Post r&d brainstorming
Quick & cheap fix
Pre-concept tests
Stimuli: names, logos,
promos, icons, memes,
posts

Stimuli: ideas, claims,
benefits

KANTAR LACE



ldea score
Based on the fast endorsement

Idea
eValuate

KANTAR

LOGO 4
LOGOS

% SIGNIFICANTLY HIGHER 8 AT PAR SIGNIFICANTLY LOWER

to study average at 90% confidence interval

KANTAR Non billable Pasta Sauce Pilot UK

IDEA SCORE
% Fast Endorsement

COMPARE @@ CHART VIEW

13



ldea map

Based on fast endorsement and total endorsement, classifying the ideas to guide prioritization

Idea

CHART VIEW
KANTAR _\ciuate COMPARE @ @ @

IDEA MAP

% Fast vs. % Total Endorsement

Which ideas have
mass appeal, niche
appeal or no pull?

Classification of s
Ideas Star, Nurture, ocol
Niche, Wealk,

Indifferent).

LoGO4
LOGOS

# SIGNIFICANTLY HIGHER u ATPAR SIGNIFICANTLY LOWER
to study average at 90% confidence interval

KANTAR Non billable Pasta Sauce Pilot UK

14



Imagery map
What are the strengths and weaknesses? Intuitive associations

KANTAR | "ock QY ) compare BACK TO COMPARE VIEW

eValuate

IMAGERY STATEMENT : AUTHENTIC

but not intuitive

KANTAR Non billable Pasta Sauce Pilot UK

YOO

15



We look at the idea
potential (if branded) to
drive meaningful
difference for your brand

People are drawn
to brands that are
meaningfully different

KANTAR MARKETPLACE

Meaningful

Does the idea make the
brand more meaningful by
improving brand affinity?

Different

Does the idea help
differentiate the brand by
making it seem unique?



Meaningfully Different measures in ldea eValuate

KANTAR

MobBrand
5inch screen

MobBrand
Long range zoom

Idea
Classification

) o

Star

) o

Star

Affinity Different
Score Score
% top 2 box %

MobBrand
Solar power charging

)

Star

MobBrand
Super fast charging

MobBrand
Easier to recycle

Non billable Pasta Sauce Pilot UK

) o

Star

2
3

Bundle?

OJOJOJOXO,
OIOJOJOXO,

17
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Get Al-powered
insights on high
potential concepts

Concept Al: Volume
screening of initial
concepts, leveraging
Kantar database and Al
for quick and high-level
feedback

KANTAR ETPLACE




ConceptEvaluate Al enables you to more effectively move
from ideas to concepts

IDEAEVALUATE CONCEPTEVALUATE Al CONCEPTEVALUATE

Identify winners through a survey | Get Al-powered insights on high Optimise concepts to maximise In-depth learning for targeting and
combining Type 1 and Type 2 potential concepts success potential activation guidance

feedback

Volume screening Volume screening Sequential monadic design, for Monadic design, for guidance on
of early innovation ideas of initial concepts, leveraging fast diagnostics on concepts in more finished concepts

Kantar database and Al for quick development
and high-level feedback

KANTAR MARKETPLACE 19



How ConceptEvaluate Al works

Machine learning model predicts

Built on concepts from our Features extracted by Al models
concept performance

innovation database

T — - m 2

Images

Caramel uliullen':L
| =
Text -~ Trial

The initial model starts with ~10,000
English language concepts*

Metadata

KAN TAR L AC E * English language concepts from US, UK, Australia, and India



ConceptEvaluate Al ‘s strong foundation

supports confident decision.making Rigorous validation during
<< the development process to

b

e S
—— assess its performance, in line
—— . . .
Built by experts in leveraging Al for predictions ™ = & r— . with hlg hest lndustry standards
of performance and based on ~10,000 T ——
databased concept records*, the initial model: = * = — . : -
1. Predicts trial with a high degree of | "mm.s.. oy
consistency versus consumer surveys M | : £ i rn.. & Sivey va Model THal
2. Shows good sensitivity across concept
features et T b oY
3. Provides sensible differentiation across — e & ©
concept iterations co g S B e E
—— W— ", .5 T‘g
s o
- § 2
—— 4
— —

KAN TAR AC E * English language concepts from US, UK, Australia, and India




CONCEPTEVALUATE Al serves many use cases, driving
agility and building confidence early in the innovation
process

When to use it?

\
& .
Test more concepts that Explore what can make your Save time in testing more In sensitive categories, assess
would normally go untested for innovation stand out by concepts quicker and cost- concept potential without initially
small markets or brands testing competitive concepts effectively when you need high presenting to consumers

level feedback for your concepts

KANTAR TPLACE

22



How do you use it

POTENTIAL USER JOURNEY

\q

Wants quick and
secure guidance on
which new product
concepts to prioritize,
educated by a solid
data foundation

KANTAR

User accesses Kantar
Marketplace for a

Current Status
User provides concepts to
Kantar for serviced study

_ACE

User initiates study;
loads in concepts and
relevant details to an

Current Status
Kantar Analytics team
provides concepts and
relevant details to the
model

Online portal reads
concepts/ details into
the model trained with
multiple data sources for
Al-based assessment

Current Status
Al-based assessment
with model trained with
performance of previously
tested concepts

Predictions of trial and
select other KPIs
delivered via dashboard
in minutes

Current Status
Predictions of trial
delivered via PPT deck,
with a short summary
of results

23
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Optimise winning
concepts

Concept eValuate:
Identify winning concepts
and optimise their
incremental growth
potential in as few as 24
hours.

KANTAR ETPLACE




Concept eValuate

What is 1t?

Concept eValuate helps
you identify concepts with
the most top-line growth
potential and shows how to
optimise them to maximise
growth.

Harlequin chocolate

KANTAR Non billable Pasta Sauce Pilot UK

Overview of methodology

3 Monadic or Sequential
@ Monadic Max.3 concepts per
respondent

Fﬁ Category buyers min.

) penetration of 30%

C@] Up to 12
Concepts

2Q

Sample size N = 150
per concept

Prepared Norms used
by Category based on
robust database

25



Concept Evaluate on Marketplace : Core Performance KPIs / Focus View

O CONCEPT NAME =) SUBGROUP
Concept

Trial / Norm KANTAR SomeeRt . ©O

1 For the taste Category Buyers

A summary metric based on
three questions: purchase
intent, value for money and
inertia questions

Incremental
Trial (New Comers)

Growth Potential of your
concept

19

© 06 0000O0©GO0 O

CONCEPT KPI (VS.NORMS) TOP 25% ®50% - 25% BOTTOM 50%

1 72 DOWNLOAD PPT
BRAND EQUITY (SIG.TESTING) INDEX > SIG = MID RANGE INDEX < SIG
| L O & & £ Beas 9 MacketPlace Dash..  §) Bofte de réception... 7 Spon&Bocksak.. WY Work2xlm - Excel ¥ Conversation |[Mi.. @) FINALMUTTI 2306, ) 12 Kano (optional... ) zFinal Mutti Ketch.. ) iLab - Internal Lau. _p A pemd 126 B

KANTAR Non billable Pasta Sauce Pilot UK -



Concept Evaluate on Marketplace : Core Performance KPIs / Compare View

-) SUBGROUP

Trial / Norm KANTAR Soncept O » COMPARE 2 06

Category Buyers

A summary metric based on
three questions: purchase
intent, value for money and
inertia questions

Incremental
Trial (New Comers)

Growth Potential of your
concept

CONCEPT KP1 (VS.NORMS) TOP 25% " 50% - 25% BOTTOM 50%

BRAND EQUITY (SIG.TESTING) = INDEX > SIG = MID RANGE INDEX < SIG

2L OB » £ Bt 9 MarketPlace Dash.. @) Boite de réception. 27 Sport&Bookssls T Work2udsm - Excel  wj Conversation | ML ) ANAL MUTTI 2306, ) 12. Kano (optional. ) Fnal Mutti Ketch... ) iLab - Intemnal Law.. -poA pemwma ns P

KANTAR Non billable Pasta Sauce Pilot UK -



Concept Brand Power Index

Power

Combined Meaningful and Different
indices show if the concept will gpecime”
improve people’s predisposition to
chose the brand.

Meaningful Different
Index Index

A Concept 1

Concept 2 @ @

Db Does the concept make the brand

’ more meaningful by improving Concept 3
brand affinity in a way that fits
people’s needs? Concept 4

Different
. . A concept with medium trial (Orange) might lead
Does the concept help differentiate to a deprioritisation but could be saved because it

the brand by making it seem drives meaningful difference for the brand
unique and improving perceptions

that it is a trend

KANTAR Non billable Pasta Sauce Pilot UK -



Concept Evaluate on Marketplace : Other

R ¥ SRy

Purchase Intent
(% Definitely)

Purchase intent
(% Top 2)

Uniqueness
(% Extremely + very)

Clarity
(% Top 3)

Believability
(% Very believable)

Price Value
(% Top 2)

Relevance
(% Extremely + Very)

Appeal
(% Like extremely +
very well)

Excitement
(% Very + quite)

KANTAR

How likely would you be to buy this
product for you or your household if it
were available in stores/distributors
where you shop? 5 point scale

How new and different do you think the product is from
other products in the category? 5 point scale

From what you have read about this product select a point
on the scale that reflects how you feel? (don’'t know what
to expect through to know what to expect) 9 point scale

How believable is what you’'ve been shown about this
product? 4 point scale

How do you feel about the price of this
product? 5 point scale

How relevant is this product to you? 5 point scale

Appeal - How much do you think you would like or dislike this
product? 6 point scale

How exciting do you find this product? 4 point scale

Non billable Pasta Sauce Pilot UK

KPIs

Concept 1 Concept 2

Base 150 150

Trial

Incremental trial

Purchase intent (%Top)
Purchase intent (%Top 2)
Price value (% Top 2)
Appeal (%Top 2)
Uniqueness (% 2 Top)
Relevance (% Top 2)
Excitement (%Top 2)
Believability (% Top)

Power index
Meaningful index
Different index

Concept 3

29



Concept Classifications

Where does your concept sit on the success spectrum?

@ Radicals

KANTAR

Broad appeal that will drive
growth of the existing brand
franchise, these are concepts
worth fast tracking

Incremental winners
Moderate appeal and
growth potential for
existing portfolio.

These are concepts

to continue developing

Non billable Pasta Sauce Pilot UK

@ Stars @ Winning cannibals

Broadly appealing but more
cannibalistic. Potentially
develop, but consider how
to minimise cannibalisation

Strong appeal among Early
Adopters. Consider slower
development or focus on
future-oriented consumers

Investigate

Moderate appeal and
growth potential.
Interrogate diagnostics,
refine and retest
before proceeding

Stop

Ideas with limited
appeal and growth
potential that should
be de-prioritised

30



Concept Evaluate on Marketplace : Additional Modules Included

Concept eValuate includes the following diagnostics modules most relevant to your objectives:

& v,

Barriers & Drivers Likes / Dislikes

OA“
Imagery & Imagery PSM (or Custom Gabor
Drivers Granger)

KANTAR Non billable Pasta Sauce Pilot UK

s

Source of Volume

Sustainable Segment as
reference (low sample size)

31



Concept Evaluate on Marketplace : Additional Modules Included

Concept eValuate includes the following diagnostics modules most relevant to your objectives:

Concept Drivers  Concept Barriers  The heatmap represents the elements liked (for drivers) or disliked (for barriers)

554 2B2%of233 R 42 56.8% of 74

Barriers & - - - ope . o thse ey §oas . wmu-esebrandsrweywb
Drivers e b o e s i

Thinking about food products, ho...

How much do you fike cooking

KANTAR 2
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ldentify stand out
packaging

Pack eValuate esting:
Prime your pack for
success and make sure it
stands out on shelf, at
speed.

KANTAR ETPLACE




A flexible approach tailored to your needs
Always based on fast response

Sequential monadic screening

In our constant drive for innovation, we developed a
sequential monadic option with through swipe technology.
It means our screening module is agile and cost efficient.

5 8 B E

Recommended for more than 3 to 5 packs.
Available on Kantar Marketplace

KANTAR

Monadic testing

We have extensive experience screening packs with our
monadic methodology. It allows you to understand and
prioritise your pack options at a fast pace.

5 B E

Recommended for up to 3 to 5 packs.
Available on Kantar Marketplace.



Pack eValuate — Screening and Testing

Pack eValuate on Kantar
Marketplace helps you
understand pack
performance using the
KPIs that really matter so
you can prioritise your most
promising pack options.

v

:
&.
TEST PACK'1

27

Fi

TEST PACK 2

TEST PACK 3

KANTAR

Non billable Pasta Sauce Pilot UK

If Pack Screening

3 Same
Methodology as
for idea evaluate

If Pack Testing

@@ Monadic up to 6

packs

FGSj Category buyers min.
) penetration of 30%

C@] LOI'5_6 min
&1 Sample size N = 150
per cell

% Control used for
- benchmarking /no norms

35



Sequential Pack Screening approach

The swipe methodology ensures
pace and helps you shortlist the
best pack designs to take forward
to validation stage through:

- Typel paired comparisons
combined with Type 2
diagnostics

- Understanding the consumer’s
engagement with the pack

- Showing intuitive assets

KANTAR

Select the package you

prefer

Qﬂj

Type 1
Preference
Up to 16 pairs in a row

Write a review

Rate the pack

WY

Select which pack
best fits the word below.
Select as fast as possible

Premium

Type 2
Review, rating and 4
other behavioral metrics

Type 1
Package positioning
diagnostic




Pack eValuate — Monadic Approach

Reel of 11 packs Recall (OE) Recognition Brand impact (OE) Overall rating

Purchase interest, Moments (5 occasions) Brand equity (optional) Highlighter Imagery
Unigueness (optional)

KANTAR ACE a7



Pack eValuate Screening — Performance Indicators

Standout

Uniqueness
(% Top)

Recall Which brands do you remember seeing?
(%) Open-end

Do you remember seeing this (brand) pack? Pack Highlighter

4-point scale

Recognition
(% Top)

Imagery - Total

Growth impact endorsement

How would you rate this pack?
5-pt scale

Overall rating
(% Top 2)

Imagery - Fast
endorsement

Would you buy this product assuming it was sold at a price
you would find acceptable?
5-pt scale

Purchase Intent
(% Top 2)

Brand impact Modules

Brand Write 3 words to describe the impressions this pack gives you
impressions about this brand
Open-end

When do you think this product would be good to use?
Select all that apply

Moments
(% agree)

. At par with control

Custom Questions

How to use It?

Design diagnostics

How new and different is this pack?
5-pt scale

Diagnostic module to elicit pack drivers and barriers. Clear feedback
on which aspects of the pack resonate with consumers and those that
don’t — providing guidance for optimization

The extent to which the pack is credited for being a fit with a given
attribute, regardless of time taken for making the choice; a
representation of reflective choice

The extent to which the pack is credited for being a fit with a given
attribute and endorsed quickly. Faster response times reflect stronger,
more instinctive associations ingrained in consumers’ minds

Additional (optional)

MDF Brand Equity Module (will be inserted by default)

Will also be inserted to assess claims

Test pack performance on key performance indicators is
compared to control pack performance (at 95% confidence level):

Significantly higher than control

Significantly lower than control

KANTAR LACE

38



Dashboard Overview — Pack Testing
How to use it?

Pock aValuote 11
KANTAR g = MEB TEST1 (MODERN)

7S
N’

KANTAR ml:‘:v:knu 5 PoKct W DATCTESTER 42 wmamrr Y7 BRAND &I, woar i e @ @

PACK JLICTID

FILTERS APPUEL

v v v
L &x_ m..&.
MAB TESY (MODERN) MRS TEST 2 ICLASSC) MAS CURRENT

SENNCANTL sHO T Mk [CNNCARTLY LOWER a ——
' a3 % a T COWNLOAD PF Fomgee Number il DOWNLOAD PPT COMPARE DESEIFCT A
’ b v drd L VN v b i md

KANTAR 39



Benchmarking is on control pack

Whether you’re viewing in the color coding is based on significance testing (@ 95% level of HOW to use |t’)
confidence) versus the control pack, where green is significantly higher than control, amber is on par with control, and red is )
significantly lower than control.

Paak o Valuate &9 (e Pook eVaoluet ~
KANTAR | 4ucting B4} ¥ MABARSTI(HODEN) © ©F  kanmr e (X coMPARE ®E

» B ARRESCANILY MRy L™ POMHOANILY LW N DCHNCANTLY KA AT SHICANTLY
= o oow: o DCNNCANTLY bagirs AT DINNCANTLY LOW

o reedeed % PR comhder e bbnrved

Amber

KANTAR a0
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Product eValuate: Test
your product quickly in a
real home environment
to maximise your
product and launch
potential.

KANTAR ETPLACE




From customized flexibility to

Consumer Reviews Video Reviews

—r Home
'[i“gr REVIEWS TEST FAQ SUPPORT LOGIN J0IN NOW
o Club®

Free products & free
speech. Put it to the test.

RGQ'&IBI‘IIT; Tor @ product 12ET takas 3 Tew SIITIFIH grape. All
il e ug s o honesd ogninicn.

It's as easy as

4 = iy

Apply Receive product Test at home Complete test online

KANTAR



KANTAR

Contacts

corinne.mostaert@kantar.com
Director Innovation & Sustainability

Tk Yo

Simon.duvalkieffer@kantar.com
Director Innovation

Octobre 2023
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