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- A
Objective

Demonstrate, via case study, that Lieberman’s new

Measurement of Passion or “gut level reaction”

adds to the predictive validity of message tests.



Thinking
Fast & Slow

Passion

Informed by Behavioral and
Cognitive Sciences, Tournament is
designed to tap into the System |
rapid thought / gut-level decision-

making that people use in real life.

THE
SHALLOWS THANKING,
FAST..SLOW
L - S
DANIEL
KAHNEMAN

=N
s

NICHOLAS CARR

System I:

Automatic, fast,

often unconscious

System llI:

Effortful, slow,

controlled



Lieberman
Challenge

Our assumption is that much of market research
measures System |l thinking, including MaxDiff
which is the traditional method used in our

message testing

Our challenge is to find a way to add System | (fast, emotional) thinking

to our message testing; and to show that it adds to its predictive validity



Respondents see randomized pairs, winners move

TOURNAM=NT on to the next round (where pairs are randomized

again), until final winners are chosen.

Next generation for Message Testing

RoundRound Round Round

Based on the cognitive sciences, Tournament measures
both preference (based on choice) and passion (based on
reaction time).

& A mobile friendly survey technology that takes consumers
away from scaled responses, and features a series of
choices that are fast and intuitive

Captures both preference and passion using a series of
O rapid-fire paired comparisons that are simple, fast and fun
for respondents

~— Paired comparisons are organized like a tournament so
= that all messages are evaluated
* Both preference and passion are incorporated into a single ,
* Banana Peanut

leveragability score for evaluating individual messages

Butter Chip Belgian Chocolate




TOURNAM=NT .
Wide Application in MR

Measure in ATUs, Brand
Equity, Market Segmentation, etc.

Prioritize the appeal of virtually any stimuli
including:

« Attributes

* New package designs
* Logos

 Names

* Viz aid concepts

Ideal when you have long lists of
attributes or messages

Mobile Friendly

More consumers are using mobile

devices for surveys

Global Appeal

It's easy for respondents and avoids
response / cultural bias, making it well

suited for global studies

Simplified

Fewer respondent choices (vs. MaxDiff)
means you can test more messages,
attributes, etc., add other questions or

shorten the questionnaire

Measures Choice & Reaction Time

Reaction time is a widely used measure of

preference in behavioral science




Deliverables

Object

Score

Potential Score

Combining preference and
passion provides a single,
easy-to-understand,
prioritized list with best to

worst opportunities

Explicit

Niche
Drop Appeal

Implicit

Quadrant Map

Isolate truly strong
performers and discover
niche opportunities to
identify the strongest

performers

(%)
O
()
(%]
(@)
—]]
Wins
Pairwise
Comparisons

Allows you to look at the
results of any head-to-
head contest to
understand which item

wins most often




a.

Find Your Winners Today:

Use your mobile device and type in...

https://tinyurl.com/tnmtplus

" &



The Result

nma o MAE w08 A Social madia audit structure
Potential Scores
Chocolate 166
Tournament Cookies & Cream 128
Example Vanilla 116
Chocolate Chip Cookie Dough 113
10 flavors were tested, and Coffee 103
Tournament uncovered Pistachio 95
the 3 most popular Peppermint Bark 88
Peanut Butter Salted Fudge 82 mmmm
Dulce de Leche 70 I

Green Tea

]
Pagetaty W Page 1ot S90S woras ’ English (UK

48 I
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Initial Validation

Tournament is validated against
standard survey metrics.

Experiments were conducted comparing Tournament to
a MaxDiff approach and Purchase Intent Scalar Rating

Preference score has over .9 Correlation with MaxDiff
and over .8 correlation with scalar measures of Pl

Preference and Passion scores both typically have over
.9 correlation across independent samples

Passion score is relatively independent of Preference
score and MaxDiff

Passion predicted sales in one study at 3x the rate of
Preference



COMPEL>M
Message Testing

A state-of-the-art tool that
ensures that the right
messages are conveyed in the

right combinations and order

Utilizes forced
choice and
ranking
techniques

Provides a single
measure of

leveragability
(potential
impact) for each
message

Identifies the
best story
flow or
combination
of messages

Maximizes differentiation
among messages
Minimizes rating scale bias

Based on motivational
power, uniqueness, and
believability

Allows for the best individual
messages to be identified

|dentifies synergies between
messages to develop the best
combinations

Determines the ideal number
and order of messages (story
flow)



Objective

Unbranded message test to
determine the best story to
motivate IBS-C sufferers to discuss
with their physician prescription
treatments for their symptoms

Sample & Interview

302 sufferers of IBS-C

Interview measured Motivational
Power and Personal relevance of
messages via Tournament
Respondents then created 3
persuasive stories from their
most motivating messages

o TOURNAM=NT
°°° Case Study




TOURNAM=NT Case Study Results

Study rank ordered individual messages and
created the Optimal 3-Message story

Leverageability of Individual Messages

Message #1 127

Message H2 127

Message #3 126 sb
Message #4 118 Range from

Message #5 118 45-127

Message H6 118

Message H#7 115

Message H45 45

Optimal 3-Message Story is triangulated from multiple data points:

@ Impact of individual messages

*’ﬁ" Synergy between messages

r—| Reach of message combinations

Story flow exercise




Tournament
Case Study

ﬁ Validation Stimuli
O\ (Test and Control)

* From the survey results, two
unbranded stories (white board
concepts) were created:

* One based on Preference
* One based on Passion &
Preference

Validity Test

* A monadic test of the two
concepts

* 150 respondents in total, 75
exposed to each concept

* Following concept exposure
measured reaction to each
of the concepts




15

In Conclusion...

Adding Passion, or System | thinking, to Message Testing
increases the "real world" validity of the results.

Takes less time than traditional techniques

B Mobile Friendly

‘0 ldeal for global research

@ Captures new dimension of PASSION




Questions?
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THANK YOU

For additional information, please contact:

Bruce Gillman Allison Lodato
Partner Vice President

Qs Direct: 516.441.5580 Q. Direct: 516.441.5585
[0 Mobile: 516.353.4266 0 Mobile: 631.335.1128
[ gillmanb@liebermanresearch.com 1 lodatoa@liebermanresearch.com

www.liebermanresearch.com
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