e N N AN ;
K"t '-JQUESTER L"

“/

Savory Snacking i
Jobs To Be Done JO ?'_\HSUIHVl“@




Johsonville Business Objectives

Going into the research, the specific research objectives were to:

Identify, size and profile the 03 Understand key messaging
snacking jobs landscape in opportunities through

which sausage-centric consumer language to build
solutions could play @ brand and product messaging

|dentify key areas of
innovation for sausage
snacking

02 |dentify hiring, firing and
substitute criteria for
snacking jobs




WHY QUESTER FOR JTBD?

Differentiated

Designh & Approach

v Al-driven
moderator

v" Multi-phased
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Qual at Scale

v More Jobs
v More Confidence

v" More Nuance

.

Goes beyond
JTBD

A



Approach

| PHAsEl
Exploratory to Size & Profile Jobs
Identify Jobs (Qual) (Quant)
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v" Qualitative Interviews to Uncover Consumer Stories
v" Jobs Landscape - Need States -> Primary Jobs -> Sub-Jobs

v Job Profiles
« Job Statement
« Job Specs (Functional, Emotional, Social)
« What's Hired / What's Fired
« Unmet Needs

 Occasions

Exploratory to Identify Jobs (Qual)




Key Need States

KEY NEED
STATES
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Health
(n=XX)




Job Name

Job Name
Simple Purpose

Curb Appetite
Save Me From
Myself

Jobs Within Need State oS,

GG

Job Description Prevalence Highly
Emotional,
Worded as a consumer insight —e Functional, or
Social
When | start feeling irritable, help me curb
my growing appetite so | don't get hangryor — Emotional
grouchy




THE NEED

Deliverables

The need t0 add to the experience is an afternoon or early evening job- It

heightens an experience 0f event by adding fun and excitement t0 an already
good time. These snacks tend to be salty, savory and/or spicy, complementing
the mood (and the beer or wine).

Q9

HERING, HELP ME ENHANCE THE EXPERIENCE 501 CAN FULLY ENJOY MYSELF AND/OR THE @ @

WHO SHE 1S

Annisa married 58-year-o\d mom. She's easy-going and fun! She Joves cooking,
her family, her friends, NASCAR, and holidays- She normally snacks on fruits, trail
mmix, hot 5alsa: veggies, cold pizza, cottage cheese: hot apple pie, pretzels, nuts,
string cheese, summer sausage - you name it, she snacks on it!

When 1 am watching TV/an eventorata
gathering, help me enhance the experience
<o | can fully enjoy myself and/or the people;

around me

“% 1t was fulfilling craving for me: | like to
eat cheese and sausage- It is low carb and \ -
tastes great fun to eat while watching @ \ # -
game. | really enoy the taste of chees , \WHEN | AM WATCHING TV/AN EVENT ORATA GATHERING, HELP ME ENHANCE THE EXPERIENCE SO 1 CAN FULLY ENJOY MYSELF AND/ORTHE 00
and sausage- It goes good with the beer of - ' PEOPLE AROUND ME
wine | drink during @ game- 94 ‘ f :

Occasion Details

» Trigger:
. Ppair snacking with beer/wing, r\ Where consumed:
sporting events, watching TV a Mostly at home; ata fr\uend's-house,
. The anticipation of the event/food at an event (partys festival, vineyard)

9 FUNCTIONAL

A oo.  Producttype and flavor:
P ing i The anticipation = there are i 5
Not eating just 1o get : At 3 party o social b _ .
4l but to add €0 o sp§CIﬁ: types of snacksthat | gathering, s often . 53_“‘1' and‘ savory — chips, popcorn, trail Time of day:
I Plﬁn a f un day, m experience 07 activity [EhT well with watching 2 right in front of you to m"f' deviled €285/ guacamale, r_nea‘s . Afternoon oF evening
P fréen ds over. rmovie of watching the big grab and munch while + Spicy — salsa, sharp cheddar, wings, chili
- game .. and alse snacks that enjoving company cheese

try to plana p: pair well with beer or wine . Beer/wine ~ cheese, crackers: chacolate

YOUF shoes Uff, get loi | @1 EMOT‘ONAL o.uanﬁwfuuw much eaten: \:V:?Nww.h:ll:an)u\v and/or friends (2
~ . A couple of handfuls” to ayntil | was w ew were alone
uncorfortable” Who else consumed: Everybody

Adds to the happiness, un: joy, and But it's also relaxing ~ there's

excitement of the activity (watching satisfaction {50 mething chill and

TV/movie/game hanging out) ‘:: :::‘:ﬂ:‘:“sitt;e:: :; :)w:cr;v;‘:d gnack Location: jn the fridge, the What Fhev‘ e dn!ng: ‘
enjoy the snacks experience, and q pantrv}‘cuphoard, out on display on @ Watching Tv/movies, watching a
people around you table {“pretty ‘much out for anyone o sporting event (SuPeT Bowl, NASCAR),

« Thisismeore of a grazing occasion

grab"‘, “laughing and talking”
What‘s Not Hired = And Wh unmet Needsllnnovatlon

. Can'thave {hese snacks a3l the ime without
Very oftena social occasion s But ot always putting on weight 20 there's the nutrmona\
- aspect; @ couple of mentions of party snacks
eople are h tin ttendi \so addi sweels P . - . .
pecple 2F osting or ate L snacks also & ing to the taking extra prep time (“like cocktail weenies of

§ SOCIAL

What is not chosen are products yike: fruits and
_some talk of other healthier options; not much mention of

]
» Super pow! parties of gat-toget exper\ence ‘when they are alone N .
- thalls” "
Q U E S T E R" _ snacks are available a2 part of the These products 3t ot chosen because there's r:::t a:‘};e)a:’? would love something to 145t
spread, and people munch while just something about salty, savory, SPicY snacks

they talk and hang out that satisfy @ craving and heighten an experience . X i .
.+ Innovation: \ncorporating fruits and veggies,

combing sweet and salty, and ralk of easy nacho-
wpe snacks




Multifunctional teams is critical

Immerse in background and drivers of the research

Phase 1 Jobs Landscape

Break into multifunctional sub-groups to deep dive into all the jobs

Align as a group on priority jobs for profiling and sizing in Phase 2



v" Job Sizing and Profiling

v" Short-, Medium- and Long-Term Job Identification

v" Concept Evaluation

Size & Profile Jobs (Quant)



name of job) XX%

(]
| was watch‘mgT\l/an eventoratd gather‘mg, and | chose something o enhance the experience sol could fully enjoy myself and/or the people around Me

WHY JOB S |MPORTANT

snacks keep your hands busy and brain fully engaged, helping You focus on the
show and not zone out; they also create @ “movie t eater” experience

t gives You something to share and pond over at parties/get togethers, helping
complete the perfect event— great friends, fun game(s), and your favorite snack

Deliverables

Name of job] X% %
1 was watching TV/an eventor atd gathering, and | chose something o enhance the experience sol could fully enjoy rnyself andjor the

people around me

Demographls

66% 62% S7% oo
o8  remale:38% U6 s Ave e 0 (@9
Male: 62 (128) - Teens: 6% (100}
Caucasian® 49% (80) Northeast: 2% Chips (ne dip) rsupc.omlume corn Chips with dip Crackers

% Hisparic: 28% (1390 * 1151

AA: 10% {131)

- \J
6 avg, HH: 78K (B3) wll\ single: 47% (139

Have Kid . 37% (88! High school or 1esst
e ids:37% 85l 30% (122)

g

product: Flaver varieties of

| was watchin Tufan event or W t product: Current Summer products to enhance excitement; Fast Flavor ‘_"e“e“’

sausage 't Re: gathering. anﬁ | chose w:\e‘:;uin;: : S3usages: snuggets Sausage Combos, 2! Sausage an Proud CarnNOres

Fast Flav 131! s nam j " - Qi . pre-Sli R

apslease :r o 39% (09} cresse B o 31% {131 el ‘,;,:: ; :)i 1)0\11 Canance the wxperience o} could fully Messaﬁ, Q:Af: ahnd easy 0 you product: Pre Sliced Summer Cheese Products, sausage w Dig; 5. umes a week

cavsaze® g 29% (95) fo (=] enioy myself and/or the people around can‘ge ach V € activity: Sausage. Snackers, weat Chips Sausag® Brat Tots/Brat Bites

ol gl 3 (1')_1) Cheese Bites me socla\/shareabvhw—share packaging: Consider packag'mg Sausage O rrunity:
something everyone loves alternative for individual and social ge Opportunty”

Carnivores ::;.:!:g - 2% tllﬁ)
Dispassinnita
e oo @Y

. High
uccasmr\s

sausage Jerky m 19% 83)

t,snsc‘\en('luus gausage Sice "
Objectors | 3% (121} Dip w19% (129) Pproduct: products that play inte
@ Product: Jermont ke and Cure the side of adventure - exotic, SPICY
products = Jifferent meat an 4 flaver yarieties; seasonal flavors, proud Carnivores, Fast
products fike Sausage Combos that flavor Pleasers

An index in green s or higher indicates a° over-index, 30 indexin red (85
Total lob Baset Phase 2 =108
» pietded during the Cavid-19 plt\demlc. pre-Covid 19 ocation was #lso asked

B s flavor yarieties {they like smoked)
| wanted something new or excit : B —varl i
ng exciting, 50 1 Snuggets = flavors “make sausage product: gnackers yariety of combine raste and texture

chose 3 unigue treatto add some  rore exclting flavors, Meat Chips {new flavor experience; slice n” Dip that 2-6times 3 week
adventure @ my snacking Message: nghlight \he more twiston @ ehip) combines sweet and savorys 7
comalex, exciting favors Sausagg "aud Cheese F(Odt.\c‘ﬁ Sa‘usage Oppnrtumw:
{combining flavorsl, Candied High
sausage, Whips with flavors
packaging: individua serving size

[name of jobl
=xX)




Bonus Phase

v Job Tracking

v Revisited Priority Jobs a Year Later to Resize

o What'’s remained the same?
o What'’s changed?
o Innovation concepts

v" Necessary Due to COVID-Interruptus

Measuring Change



Business Outcomes

v'  Gain momentum on existing snacking items

v" Inform close-in innovation resulting in rapid
development of new products

v Inform long-term innovation and acquisition
strategies to identify paths to grow within
priority jobs
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Introducing New Summer Sausage Sticks
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MADE WITH
#] BRAND OF — PREMIUM CUTS —
SUMMER SAUSAGE

OF PORK & BEEF

SUMMER |
SAUSAGE
Swacks”
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SUMMER SAUSAGE STICKS
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INNOVATION ECOSYSTEM

Whitespace Idea. Idea Development Concept Test Launch Evaluation
Generation EH L

* JTBD
Ideation Sprint

Workshops Idea
Jobs Demand Screening ?I:I)E'::iﬁzt Testing &
Landscape Validation P.roduct/ )
Service Launch New&Trler
Brand Extension Findability

Foresight

Continuous Jobs & Trend Tracking via Social Narratives



Questions?

‘E-]QUESTER'

POWERED BY QUESTER’S ARTIFICIAL INTELLIGENCE

Quester Booth

REVERSE JOBS T0 BE DONE ACTIVATION WORKSHOPS

SEGHENTATION ; INSIGHTS L STRATEGY IDEATION SPRINTS

DISTINCTIVE ATTRIBUTES BRAND AND CREATIVE STRATEGY
LAPSED BUYER/NEW TRIER

INSIGHTS + STRATEGY: BETTER TOGETHER

Karen Kraft, Assoc Director,
Consumer Insights & Analytics

Tim.Hoskins@Quester.com KKraft@johnsonville.com

Tim Hoskins, President
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