So, you want to
be a rock
superstar?

How rockstar researchers use
mobile and conversational
techniqgues to drive ROI
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Here are some rockstar brands

(some of which you’ll hear from shortly...)
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Why they work with us

Decreasing response

Email increasingly
excluding key cohorts

Overly formal & clinical

J

Too long & boring ‘

2 b mprove monvies

Heavily reliant on recall

i Coease

“Test-taking” mode




What if you could..

- reduce your reliance on email m Giveitat
& reach new voices? |

e get quant & qual feedback in
one cohesive touchpoint?

e reach consumers in-the-
moment & extract more
meaningful insights?




A simple and
powerful idea

Engage with people in a
conversational style

via modern messaging
networks instead of
email

to capture immersive,
in-the-moment &
authentic insights




)riving incredible business outcome




Bring "new voices” into your research
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(% who prefer SMS/messaging over email/phone call)



Constellation Brands

"The ability to find the right
consumers to speak to was key

Connecting with Gen Z Hispanics 'in
their natural habitat’..

...providing Constellation with a rich
understanding of this under-represented
target audience

/4

Daniela Carrera
Brand Marketing Analytics




Go beyond panels to find niche
audiences

Influencers QR Codes Branded Social Sampling

WANTS TO HEAR
FROMYOU! @




BRUNSWICK Larisa Mats

Consumer & Market
Insights Leader

"We have confidence in the
results knowing that these
are real consumers, and not
just professional survey
takers”

Marketing lists + targeted social ads +
on-site/event-based recruiting...

...resulted in a mobile community with
thousands of boaters, just ‘a text
message away’ from Eroviding valuable
feedback to Brunswic



Get in-the-moment
insights

Leverage the immediacy
of text notification- based
Invites

of text messages are
950/0 read within 3 minutes
of being received

Average response
600/ O and recontact rates



@ Tyson

"Knowing we were getting
feedback during the
consumption occasion was a

S%ame-c/zanger”
S-based invites throughout the day

to capture behaviors as they're
happening...

{
W +1(415) 234-4587

Il Hithere J' Welcome to Day 1 of the Morning &
| Breakfast Routines Diary .| can't wait to learn ab... ‘

Casual Dining Restaurants - git-dowmuTull lable
sarvice; typically servessiotiers alcohol (examples:

Alright, 1ets see a pic of that breakiastmorning
snack! If others are ealing with you, feel free to
include their food in your pholo as well. gl Try to

..fueled over 500 diary entries over a e e T
week, helping to drive Tyson's retail and A
foodservice teams' long-term innovation

pipeline planning




Incorporate rich media
feedback to bolster your quant

a 122

words words
Avg. open-end Avg. video open-end
response, traditional response, conversational

survey survey



@ PEPSICO

"We loved hearing the
crunch!”

Seamless video selfie capability
allowed us to capture the first bite...

...bringing to the life the consumer
experience of hypothesized key benefit
for a LTO product
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"We were able to understand
shopper concerns and

behaviors... at a much deeper,

more engaging level”

Video selfies (were your expectations met?) &
photo uploads (send us a screenshot of a
negative part of your shopping experience)...

..humanized & contextualized shopper
expenences without sacrificing
quantitative rigor

Lisa Wells
Consumer Insights Manager




D= ONje

A\
b
st
national Dist

STEREO
: MONO

NRM1

o

i
i

I
i
i

AN A
Y

i
L
Il

L

Il
I
/
l

i
HHn
i i

i I
/ / //

\
Ikl
l\
|
I
I

H}/

QA
AN\

.
N\
\

\\~

\
N\

N\




ﬂ/% e

"The digital topline was

Melissa Davies
Director, Shopper Insights
& Analytics

How Target |

Can Winin |
Click §

amazing and really . Collect

- » y/ 4 . ¥ 5 things to know '
/nteractive o~ = D = s
Retailer-specific digital toplines |- - ~_ e

& video showreels...

Workshops Facilitate
Conversation & Collaboration &4

..helped lock in customer
meetlngs and differentiate
Kellogg's study from other
manuftacturers

-----
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Ultimately — and most importantly — unlock
deeper, richer insights




P &G Lauren

Consumer Insights

"I was not expecting that... I feel
really good about the output”

Unprecedented depth of responses
(from a notoriously difficult target
audience)...

...revealed more insights than
stakeholders anticipated



Let’s recap: benefits driving incredible outcomes

Bring “new voices” into your @ (5.5) . - |
research Go beyond panels to find niche

audiences

Gt/ . ] ]
Get in-the-moment insights |

Incorporate rich media feedback t&~
bolster your quant results

)

Itimately — and most |mportantly -
unlock deeper, richer insights

Create next-gen deliverables which
stand out & capture attention

—_——
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DlAGEO —6— Danica Daly

Spirits Insiders Shopper Insights Lead -
| cmnation it e — Walmart

"Weve had some tremendous
benefits after making this

switch”

Realizing all of the benefits of mobile-
first, conversational approaches...

...gives Diageo a competitive and
lasting advantage



One last chance
to try it out!

JONATHAN DORE Scan this QR code:

SVP & Founding Partner
Reach3 Insights

DARA ST.LOUIS

SVP & Founding Partner,
Reach3 Insights

@Reach3 ‘ POWERED L

, @Reach3Insights #PowerOfConversation
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