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E) A bit about knit
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Knit's Al Research assistant combines
the power of Quant, Video and Al to
help brands get a quicker and more
holistic understanding of their
target audience.

Trusted by 100+ Brands
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Create your Select your Analyze in Share impactful
survey audience minutes insights
Al-Generated or Custom Custom segment 5M+ Al-Generated Quant & Create showreels, customize
Programmed, with 100+ consumers or field with Qual Summaries + charts and auto-generate
question varieties your own panel Al Contextual Analysis™ editable reports
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9) MARS : Snacking on new Opportunity
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Marrying Quant Accelerate Speed-to- Optimize for
with Qual Insight Storytelling



E) Mars found its Partnerin lawl:

Let's chew on how we helped > >
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 Case Study: Minty Fresh Insights

As COVID derailed everyday social interactions

and experiences, the use of mints declined for
consumers.

So Mars sought out to understand “How do mints

fit into the lives of consumers post-pandemic?”
including diving into:

i i? __________________________ i Usage occasions & motivations

e Flavor preferences

_ x .+ . e Packaging preferences
:}:\:{‘::‘\‘ ~ R .::::;: /6 .
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E) Case Study: Minty Fresh Insights

203 107

Total Respondents VoC Video Responses
31 Quant
Roughly 50/50 Split Across 2 Cohorts: Questions
® Younger Mint Consumers: 18-35 y.o. .
3 Video
® older Altoids Consumers: 46-65 y.o. Questions

48hr Turnaround
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Occasions
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) Mint Consumption Occasions

On what occasions do you typically use mints? Select all that apply. 203responses L L

To freshen breath o
throughOUt the day ~ 833A
During a social 57.6%
gathering or party 0%,

After : rneal ~ 54.7% )
Before a meeting or o
presentation ~ 547A)

During a workout or
physical activity

Other (please specify) - 5.9%,

21.7%

Show Less

A

On what occasions do you typically use mints? Select all that apply. N = 203



l: t_ I MARS ) Mint Consumption Motivations

Mint Consumption Motivations o Significant Insights +

The survey found that freshening breath, getting a clean mouth feeling, and enjoying the flavor were the top reasons
for consuming mints among both younger and older consumers. Younger consumers were more likely to select "to help
concentrate and focus" and "as something to chew on, to keep the mouth busy" as reasons for consuming mints, while
older consumers were more likely to select "to enjoy the flavor” as a reason.

77%
68%
65%
40% 39%
35%
32% 31%
22% 22% 22%
20%
19% 18%
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Why do you consume mints? Select all that apply. N =203
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4_@) Specific Mint Occasions

OE Question:

Can you describe a specific occasion or moment

when you typically use mints?
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| Instant Qual Insights through Al

@ Mars | Altoids Stud... v

Open Ended Analysis

Data Summary Q21Can you describe a specific occ.. v

Videos
B summary

AlText Analysis The analysis of the respondent feedback reveals that mints are typically used in a variety of situations, with the most common being before or after meals .
Respondents also frequently use mint

before going to work €. during the workday - and before meetings or appointments @) . Mints are also commonly used
before public speaking or giving a presentation €. and before going out in public, on a date, or meeting someone new . After consuming coffee or s\..Read More

D c (5]
opy oy X

Al Video Analysis

Showreels

Themes Showing all responses Show Quant Data

O setectan
® [ social Interactions

® [J Personal Hygiene O Before work and after a dinner

® [ Work-Related Usage (@ Meal Completion x ) (@ Meeting Preparation
® [J Habitual Usage

® [J Non-specific Usage When | have time

» [ specific Locations (e “;’;‘@;‘iz
L] D Specific Activities

° D Emotional Support Just before going into a store or meeting with friends

® [ specific Foods @ Public Appearance Preparation

© Add a new theme during meetings

Untagged Responses T
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B Summary g

The analysis of the respondent feedback reveals that mints are typically used in a variety of situations,
with the most common being before or after meals . Respondents also frequently use mints before
going to work @ . during the workday @ . and pefore meetings or appointments © Mints are also
commonly used before public speaking or giving a presentation @ . and pefore going out in public, on a
date, or meeting someone new . After consuming coffee or strong-smelling foods like garlic or
onions, respondents often use mints to freshen their breath & - Similarly, mints are used after smoking
to eliminate the smell (8 B Respondents also use mints during physical activities or when needing to
think, such as during tests @ . and when feeling overwhelmed or needing a quick refresh .In social
situations, mints are used when feeling insecure about breath or being close to others , before
socializing with others or going to church . and when meeting with customers onsite @ . Mints are
alsoused as a distraction during car rides . during social occasions or road trips , and before
special occasions _Some respondents use mints to curb cravings at work _to stay alert during
meetings _to calm themselves during migraines @ . and when feeling the need for one . Overall,
mints are used to freshen breath, boost energy. and provide a sense of freshness in various social and
professional settings.View Less

VIEW LTSS

mcopy 9 &P

@ Canyoud i ifi i
y escribe a specific occasion or moment when you typically use mints? N = 20
? N=203

| Specific Mint Occasions
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Themes

® [ social Interactions

o D Personal Hygiene

® [J work-Related Usage

® [ Habitual Usage

® [J Non-Specific Usage
(O specific Locations

® [ specific Activities

© D Emotional Support

® [ specific Foods

© Addanew theme

68
58
46
36
29
23
16

Showing all responses

D Select all

D when | arrive at work. After lunch at work. Middle of the day kind of thing.

® Post-Lunch Freshness x

D whenever i go out to graduation or anneversary party
® Outing Freshness x
Car Freshness

D Just before meeting with customers onsite

©® Meeting Preparation x

i ints? N =203
@ Can you describe a specific occasion or moment when you typically use mints? N

| Specific Mint Occasions

Show Quant Data



| Specific Mint Occasions

knit | MARS

Themes

D Show Only Significant Insights Q @ Younger mints consumers @ Older current Altoids consumer

® [ social Interactions 68 §§ >
o D Personal Hygiene 58 §§ >
D Work-Related Usage 46 ‘_ >
O Habitual usage 36 —— >
[ Non-specific Usage 29 _— >
[ seecific Locations 23 —— >
O
O
O

Specific Activities 16 N >
Emotional Support o N >

Specific Foods 7 . >

i ints? N =203
Can you describe a specific occasion or moment when you typically use mints
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)| Specific Mint Occasions

Showing 10 of 184 responses

| use mints after a big meal to freshen my breath. Sometimes | even have the

| always use mints'prior to meetings at work.ll hey allow me to havhen | am presenting that | will have fresh breath.
® Morning Breath Freshness ® Presentation Confidence ® Meeting Preparation

Right before . bspecially if I am going outona date.
@ Date Preparation ® Social Gathering Freshness

Usuallyl before a social outinglIf it's been a few hours since I've brushed my teeth then I'll use a mint.

@ Outing Freshness @ As-Needed Basis

| use mints the most when I'm heading out somewhere in my car andl need a distraction or to calm myself land | want to freshen up. | also absolutely love a mint after

a meal. It just helps mE jumpstart my energy back upland feel fresh and ready.

@ Meal Completion Car Freshness @ Distraction Tool

Can vo . o .
you describe a specific occasion or moment when you typically use mints? N = 20
? N=203
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4@) Specific Mint Occasions

Q21 Can you describe a specific occasion or moment when you typically use mints? 203 responses

&

Anytime Freshness Meeting Preparation

Meal Completion

Smoke Neutralization D — o
Date Preparation ally Routine

As-Needed Basis

@ Can you describe a specific occasion or moment when you typically use mints? N =203
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Flavors
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) Exploring Cohorts through Al

Younger mints consumers 0 Duplicate M Delete

Add a response to this segmentif ALl < | ofthe following are true:

If HVs  Hvs:

is equal to ¥ Younger (Age - 18 to 35)

+ Add Condition

Older current Altoids consumer @ Duplicate

M Delete

Add a response to this segmentif ALl | ofthe following are true:

If HVs  HVs:

is equal to  Older (Age - 46 to 65)

+ Add Condition
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| Preferred Mint Flavors

preferred Mint Flavors: User Preferences o Significant Insights N

The survey found that Spearmint, Peppermint and Wintergreen were the most popular mint flavors among both

Younger mints consumers and Older current Altoids consumer, with Peppermint being the most popular choice.
However, Older current Altoids consumer were more likely to select Cinnamon compared to Younger mints consumers.

72.8% A
@ Younger mints consu...

Spearmint @ older current Altoids ..

65.4%

Peppermint

66.3%

Wintergreen

63.0%

Show all 9 rows

v

@ What t i i
ype of mint flavors do you typically prefer? Select all that apply. N = 203
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Preferred Mint Flavors: User Preferences

The survey found that Spearmint, Peppermint and Wintergreen were the most
Younger mints consumers and Older current Altoids consumer, with Peppermi
However, Older current Altoids consumer were more likely to selec

30.9%

Dual flavors
(ex: minty &
fruity)

21.7%

25.9%

Citrus

23.9%

22.2%

Cinnamon

21.0%

Sour

16.3%

What i i
at type of mint flavors do you typically prefer? Select all that apply. N = 203

45.6%

| Preferred Mint Flavors

o Significant Insights N

popular mint flavors among both
nt being the most popular choice.
t Cinnamon compared to Younger mints consumers.

@ Younger mints consu...
@ older current Altoids ..
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| S J | Minty vs Fruity Preferences

OE Question:

when or why do you choose a mint-flavored mint
versus a fruit-flavored mint? Are they for different

occasions or used similarly?



kit | MARS ) Minty vs Fruity Preferences

Themes
[:] ShowOnIySignificantlnsights (%] ® Younger mints consumers @ Older current Altoids consumer

[ ] D Mint Flavor Preferences 151 §§ A
D Freshness Association 86
[ Breath Improvement 46
D Taste Enjoyment 11
D Energy Boosting 3 =
D Oral Hygiene Enhancement 3 =
D Habitual Consumption 2 n

® D Fruit Flavor Preferences 60 —_ A
O snack substitute 32 0 —
D Variety Seeking 13— ()
D Candy Alternative 6 - o
D Taste Preference 6 =
(O craving satisfaction 3=

[} D OccasionsforConsumption 42 —_ b2

i i ions or used similarly? N =203
@ d hoose a mint-flavored mint versus a fruit-flavored mint? Are they for different occasion
When or why do you ¢
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Showing 10 of 184 responses

) Minty vs Fruity Preferences

| use a mint flavorec‘mint to freshen my breath }vhile | use aﬁjit flavored mint for flavor l

@ Variety Seeking @ Breath Improvement

| usuaHﬁck on a fruity mint ]hereas a‘mint type | usually crunch ]or immediate freshness.

| LIKE fruity lozenges, but | prefer my mints to be just that: minty (or cinnamony) sensation. Something that feels like it's cooling / stimulating my mouth.

@ Taste Enjoyment

| use both mint flavor and fruity flavor just depends on my mood but most of the time | go for mint flavor because of the freshness

@ Freshness Association @ Breath Improvement ® Mood-Dependent Choice

| choos{ mint flavor when | really need an energy booi‘)ut | choose‘frutiy mints when | want something sweet l

® Taste Preference ) (@ Freshness Association ) ( @ Energy Boosting
The fruit flavor is something new so I'm not always just having the same flavor

® Variety Seeking

When or why do you choose a mint- i
mint-flavored mint versus a fruit-flavored mint? Are they for different occasions d
or used similarly? N =203
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Packaging
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Mint Carrying Preferences v

The findings suggest that Younger mints consumers and Older current Altoids consumer prefer to carry their mintsina
variety of ways, suchasina purse/backpack/bag, in the car, or in their pocket. Carry a packina purse/backpack/bag
was the most popular choice among both segments, followed by Keep them in the car and Carry a pack of mints in my
pocket.

Carry a pack in
a
purse/backpa

Keep them in
Carry a pack
46%

of mints in my
pocket

Depends on
the brand of 21%
mint
Take a few
mints out of a 18%
pack to go

Other, please

; 0%
specify

H .
ow do you typically carry your mints? Select all that apply. N = 203

) Mint Carrying Preferences



) Preferred Mint Packaging
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Preferred Mint Packaging Types o Significant Insights N

are more likely to select tins.

Small plastic 67.9% .
container (like @ Younger mints consu..
Tic Tacs) @ older current Altoids ...
48.9%

Puck (like Ice
Breakers Mints)

Mentos or Life
Savers)

Show all 8 rows

@ N\' :

What type of mint packaging do you find most convenient? Select all that apply. N =203




) Preferred Mint Packaging
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Preferred Mint Packaging Types O significant |
ignificant Insights N

Roll (like
Mentogao\:el;;f;a @ Younger mints consu...
@ older current Altoids ..
Tin (like
Altoids)

76.1%

Show all 8 rows

|

What type of mint packaging do you find most convenient? Select all that apply. N =203
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| Reporting & Storytelling Made Easy

O  ronslamissstua_ v | « Q32 Altoids Brand Associations () o GetHelp

Playlist Preview & Export Settings
Data Summary + Add element

Altoids Brand Per...
3 sec

Main Heading

Videos
D Subheading

Al Text Analysis

1000005862.mpa Slide Settings
31 sec
Al Video Analysis -

08z 0

IMG_0870.mov x
Showreels 40 sec
o083 (o]

G 72376689625__7_ x
ﬁ 32 sec ® © 000/00s @ 0

Altoids Brand Perceptions

0083 [}

72370196847__5._. x [
42 sec Customize Slide Headings
Q83 s}

Main Heading text

trim.5586F41A-D.. x Altoids Brand Perceptions
45 sec
o Le] Subheading text

1000001812."““ x
33 sec
o3 [}

+Add Videos
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1<

Mint Consumption Frequency

The survey found that both Younger mints consumers and Older current Altoids consu

times per week, but not every day. Download EXCEI

Download - Google Sheet

Multiple times
per week, but
not every day

35.8% Download Chart

46.7%

34.6%
Daily
44.6%

16.1%
2-3 times per
month

||
N
N
X

Show all 7 rows
v

Al-Generated Presentation

L

) Knit's Reporting Tools

Altoids Brand Perceptions

® <) 000/246 @ A

Altoids Consumption Experience Nho would Altoids be if they

were a person?
® O 000/334 @ B

w W) 0:00/2:54 @ oy

No-Code Showreel Editor



E) Before Knit

Time to complete:

4+ weeks

Gather: 1+ week
Analyze: 2+ weel

Share: 1+ weelk

4\6} After Knit

Time to complete:

48 hours

Gather:

Analyze:

Share:
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With the help of Knit,
Mars can now tap the Voice of
the Consumer, on-demand.



