Ilfluminating
iterative
innovation

Empowering ambitious teams to
accelerate learning and amplify innovation

Dr. Heli Holttinen
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Hello!

Cambri is a plug-and-play consumer
insights and concept testing tool.

We enable modern iterative innovation.
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Today’s presentation

PART 2
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4 ways
Cambri
eMmpowers
iterative
innovation
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How often

S the initial
Nypothesis
of the consumer
DalnN point
correct?

3. A new attitude toward iteration




4 b 3. A new attitude toward iteration

“Explore > Test
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OLD WAY — , NEW WAY

One test round ‘ | lteration is a must!

Screening out = Learning and iterating

Expensive e = Each iteration cheap and fast

Broad & vague research goals R Super clear what needs to be learned
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BUSINESS NEED

Which decisions
will we make?

What are our
hypotheses?

INSIDE NEEDS

What do we need
to know to make
decisions and
improve plans to
create more value
for our customers?

DATA & METHODS TO GET
ANSWERS & FUEL CREATIVITY

Explorative vs. validation

Quantitative vs. qualitative

Attitudinal vs.
behavioral data
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4. Focused insigﬁf% direct and fuel crgg

cegiEorest - | BRI ivEbvsis
Well-articulated research targets Cross-functional design teams focus
& results provide clear insights . on the biggest opportunities
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Purpose + Creativity + Iteration across organization = Growtr

Companies that

Embed purpose,
Grew 3.7 faster than

follow an iterative approach,
peers in 2018-2020

embrace creativity,

and.make data and |nS|ghTs | McKinsey 2021 |
available across an organization Survey with 860 executives globally
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4 ways Cambri
empowers
iterative
innovation

|CAM|BR|I]



CAMBRI ETHOS

Innovation
must do
way more
with way
less.

MORE

Meaningful brands and products

LESS

Unproductive working time
Budget on projects that don't deliver

Natural resources on unwanted products

|CAM|BR]|I|



. .".0.
"

u.
e
e

2 M
- § -
4y =

Y ad? ) IR

LIST OF PHILANTHROPISTS



DA SACH CAC Nk RAD TAM
LIS OF PHILANTHROPISTS

Eak e |

Autoiﬁat*e"cll‘rééegféifflqw

| throughlol'lt fhE U“T “"tif

Choose your testing case

@) Identify category drivers & O Product concept testing O Packaging design testing O Brand & comms testing O Brand health & category
segments (MaxDiff) drivers (MaxDiff)
O service concept testing O Optimize visual identity & (O Choose the best
O screen product / service designs (MaxDiff) name/tagline/claim
ideas (MaxDiff) (O Optimize product / service (MaxDiff)
attributes (MaxDiff)

O Create your own survey



. 2. Cambri makes it ecaSy
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Consumers demand value
As socio-cultural agents and resource integrators

HEDONISTIC & EXPERIENTIAL

Multi-sensory pleasures

FUNCTIONAL

Easier, faster Emotional & rational
evaluation & experience

SYMBOLIC

Self-identity, social me Reflective & unconscious

VALUES FIT

With one’s lifestyle & values

FINANCIAL

Cheaper, great deal
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3. Cambri saves everyone time, from hours to days.
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4. Cambri e a 8s
everyone.to . ¢
work with premium

quality insights#
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Ingredients from my home country

Products made in my home country

Certified, domestic

Animal welfare is top priority in food production

Transparent supply chain from the soil to mouth

No harmful effects on nearby nature (sea, lakes, soil)

No antibiotics used in food production

Natural products, no e-codes

Prices are such that everyone can afford eating healthy food
Recyclable packaging, easy to know what kind of recyclable garbage
Certified, socially responsible (e.g. fare trade, no palm oil, sustainable seafood)
GMO-free products

Packaging waste minimized

Certified, healthy choice

No harmful impact on global warming

In sustainability matters, brand works actively to improve status quo
Brand takes good care of employee wellbeing across food chain
No/few unhealthy ingredients in products (e.g. sugar, fat)

No plastic in packaging

Organic products

High nutritional value of products (e.g. vitamins, protein)

Brand pursues a higher goal in addition to being financially responsible
Added healthy ingredients in products (e.g. vitamins, kalcium)

In sustainability matters, brand actively participates in public discussion
Plant-based alternatives for dairy products

Plant-based alternatives for meat products

Brand co-operates with individuals who are good role models for children
Smaller portion sizes, aiding in weight management

Brand donates to charity

Plant-based alternative for fish and sea food

No/low calorie products, aiding in weight management

Domestic
m Social responsibility
m Environment
u Health
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WRAP-UP

Modern innovation success

Aim for high measurable value.
Openness to iteration.
Targeted insights direct and fuel creativity.

Purpose + Creativity + Iteration across organization = Growth.
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WRAP-UP

Cambri's iterative innovation

Learn & iterate fast.

Understand consumer value creation, focus creative energy.

Save time and budget!

Everyone can work with premium insights.
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