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BOMBARDED BY CHOICES
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ALIGNMENT OF VALUES & PURCHASE CHOICES
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Consumers buy products to
fill needs. Some consumers
use products and brands to
extend and communicate

their identities.
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WHAT ACTIONS TIE INTO VALUES? QRLLES
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When considering which companies to buy food and beverages from,
how important are each of the following?

B Extremely important (Dark) B Very important (Light)

A company respects my privacy and protects my data

A company treats animals humanely 34%
A company is ethical in its practices
A company respects the environment in how it treats the earth 36%
A company has diversity, equity, and inclusion policies/practices
A company uses packaging that is recyclable 34%
A company is actively addressing climate change
A company is shifting to renewable energy like wind and solar 29%
A company is a civic/community partner and contributes to solve social problems
A company is targeting net zero emissions 32%
0% 10% 20% 30% 40% 50%
60% 70% 80%

Source: OV Values Study 11-2022 >
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LET'S RECAP HOW OUR HUMAN BRAINS WORK Q,j,&.’t’,}"yc

System 1 System 2

implicit explicit
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Why implicit research?

System 1impacts more than 90 %
. of consumers’ daily decisions.

We have to understand what’s
going on.



© quantilope

2-STEP IMPLICIT APPROACH ALLEYS
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1st Category Audit 2"d Brand Audit

Understanding which consumer Understanding how brands deliver on
values, goals, benefits etc. are relevant these values, goals, benefits etc. that

when purchasing in the category. are relevant in the category.




2-STEP IMPLICIT APPROACH

1st Category Audit
"SIAT"

Outdoor

clothing

Responsibility

choice

response
time

2"d Brand Audit

"MIAT"

Responsibility

patagonia <t

Patagonia Eddie Bauer

7N THEn
> . NORTH
L.L.Bean JFACE

LL Bean North Face
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IMPLICIT ASSOCIATION STRENGTH

Category Associations
Category Audit

Curiosity

Freedom
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Wholistic

@® Outdoor Clothing

Status

Trust

Curiosity

Freedom

@® Outdoor Clothing

Social

Wholistic

® Brand A

© quantilope

KGANI
QNLES

.

Brand Associations
Brand Audit

Status

Trust

® BrandB
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THE INCREASING IMPORTANCE OF “VALUES” ALl

Implicit Association Strength Index of Outdoor Clothing

Actions
Respects my Privacy 82 | |
Protects my Data | 66 |
Ethical Practices Humane People & Animal Treatment 100 I]
. . B o
Environmentally Friendly
Diversity, Equity, Inclusion N
Recyclability
Addresses Climate Change Jeing Renewable Energy o [ ]
Community Partner 96 I:I
Zero Emissions Goal 75 |
60 70 80 90 100 110.0
120 130 140 150

Total (N=653)

Source: OV Values Study 10-2023 m
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Implicit Association Strength Index of Premium/Organic Milk

Actions

Humane People &
Animal Treatment

Ethical Practices

Environmentally Friendly

Diversity, Equity, Inclusion

Recyclability

Source: OV Values Study 10-2023

Respects my Privacy

Protects my Data

Addresses Climate Change
Using Renewable Energy
Community Partner

Zero Emissions Goal

50
110

59.2

72.4
— 131.9
116.3
— 132.5
922 [ ]
or9 [ |
958 [ |
98.9 ||
88.2
60 70 80 90 100
120 130 140
Total (N=636)
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OUTDOOR CLOTHING vs PREMIUM/ORGANIC MILK

Outdoor Clothing Premium/Organic Milk

Social Social

q
Curiosity ///\\ “Status Curiosity ///\\ “Status
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Freedom \\\// Trust Freedom \\\/% Trust

Wholistic Wholistic




PREMIUM/ORGANIC MILK CATEGORY
PERFORMANCE BY AGE

Curiosity

Freedom

® Total

Social

Wholistic

@® Millennials

® GenX

Trust

® Boomers

GenZ
Social
Curiosity Status
Freedom Trust
Wholistic
L3 [ ]
Millennials
Social
Curiosity Status
Freedom Trust
Wholistic
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Freedom

Wholistic
Boomers
Social
Curiosity A Status
>
QB
Freedom t) Trust
Wholistic
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PREMIUM/ORGANIC MILK BRAND AUDIT ALLEYS
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Social

Mainstream Plus Organic A

Socid Socid

Status Curiosty Status
Curiosity Status
Trust Freedom Trust
- Whdlistic Whdlistic
Organic Plus Organic B
Freedom Trust Social Socia
Wholistic
P . / |\/| . t Whdlistic Whodlistic
remium ainstream - ) . .
Organic Milk Plus ® OrganicPlus @ OrganicA @ OrganicB
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WHOLISTIC MOTIVATION BLOCK

Curiosity

Freedom

Wholistic

Status

—

Trust
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Implicit Association Strength Index: Wholistic

Premium/Organic

= Category

Equality

Sustainability

Respect

Responsibility

Transparency

\

(@)

116

133

200

Mainstream

Plus
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Organic Organic Organic

Plus

J

A B

-39D -42!_
L]

3 -13[

-21 -17[

4 -13[

\QQ Q,OQ Q \Q() Q,OQ Q \QQ Q,Qo

Total (N=636)
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VALUE MAP

@ Community
@ Familiarit () it 2
! @ ecunty Organic Plus
@ Success Respect () o
.CReIiabiIity . . Sustainability Sincerity
o Light-heartedness : )
Organic A @Transparen@® @ Progress @® Generosity Caring @
Responsibility
Pride @ Excitement
Equalit .
¢ .q P Yns iration @ Exclusivity
. Well-bring® @ gHonesty
@ Recognition
g Malnstrei\m Plus T —
@ Individuality ® Adventure  IBLEEL ]
@ Independence _ @ Change ..
@ Prestige OrganIC B
@ Spontaneity
o oo <0 © O o o oo [ o o o

® Values @Brands
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WHAT
BUSINESSES
CAN DO TO - Start with rational review of your target's values & belief systems
HELP LEAD - Look beyond the stated values and uncover their implicit association strength
CONSUMERS TO
THEIR RIGHT
CHOICES

== ID Values & Beliefs

Peel the Onion

« Start with understanding your target’s category belief system
* Follow with analyzing your brand & competition to identify gaps

mm Dice the Segments

* Apply same methodology to segments to uncover additional gaps and
opportunities
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THANK YOU!
QUESTIONS?




