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What industries are being disrupted 

today by on-demand?
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Change in Era in Market 
Disruption
The Plant-Based 

Revolution
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Clean Label



An Erosion of Consumer Trust

12%

18%

29%

32%

8%

Strongly

disagree

Slightly disagree Neither agree

nor disagree

Slightly agree Strongly agree

Do you trust the US food system?

General Population

April 2019 “Consumer Trust Study” by InsightsNow
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Innovating to Disrupt Requires Clarity 
through Insights for Rapid Decision Making
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On-Demand
Strategic
Tools for 
Decision Makers
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Tools for Quick Access –

Anywhere, Anytime

• Changes in Food 

Product Choices

• Impact of Ingredients, 

Benefits and Claims

• Impact on Brand Trust 

and Awareness

• Impact of Trial

Speed to Insights
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Tools: Information → Insights

• Community Based (e.g. Clean 

Label Enthusiasts, Category 

Advocates)

• Automatic Processing of Data 

into Insights (e.g. Machine Over 

Human)

• Cost Sharing through Apps 

and Dashboards

Cost Effective Insights 
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• Proven Metrics that  

Indicate Behavioral Impact 

(Nudge or Disrupt)

Tools Based on Behavioral KPIs

• Key off of Different Consumer 

Perspectives (Category Shoppers, 

Lead Adopters, Influencers) 

• Measures of Performance 

(Ingredients, Claims, Brand, 

Positioning)

Investing in Databases of Behavioral KPIs
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Behavioral

12



Behavioral KPI – Ingredient Clean Label Score™

What is the impact of 

seeing an ingredient 

on a product label? 
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HONEYHigh Fructose Corn Syrup

Implicit 
Behavioral 
Measures

% Avoid and 
Time to 
Respond

Clean Label Score Formula

High Acceptance

High Avoidance



Strategies for Behavioral KPIs

Claims & 
Positioning

Context of 
Use

Label 
Design

Emotional
Impact & 
Liking

Ingredients
Perceived 
BenefitsBrands

Perceived 
Relevance

Food Product Design Sensory Experience
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Plant-Based Burgers Case Study
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Plant-Based Burger Category Disruptor
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New Formula for Disruption

Consumer 
Insights into 

Category 
Disruption

Ingredient 
Innovation

Culinary 
Innovation

Scale-Up

(Process

Innovation)

Go-To 
Market 
Strategy



Opportunities to Nudge or Disrupt
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Category Review
Initial Insight

Awareness is a key driver 

of plant-based burger 

choice
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Opportunities to Nudge or Disrupt
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Behavioral KPIs 
Baselines and Focus Areas Available On-Demand
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Plant-Based Burger Category

Behavioral KPIs
• 193 Ingredients - Clean Label Scores

• 14 Brands – Brand Awareness & Trust 
Scores

• 29 Claims – Claims Importance Scores

• Ingredient Statement Simplicity, Smart 
Order

• Awareness of Brands

Behavioral Baselines

• Category User Choices (14 SKUs) – Max 
Diff Exercise



Opportunities to Increase Category Choice
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cHUT Design
Pre-cHUT Baseline
• Category Choice

• Category Use

cHUT Current Product
• Liking, JAR

• Emotions Reactions

• Product Impressions

• Category Choice

• Anticipated Use

cHUT Beyond Burger
• Liking, JAR

• Emotions Reactions

• Product Impressions

• Category Choice

• Anticipated Use
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New Choice-Based Baseline
Ranked Choice from Max Diff

Probability “Most 
Appealing”

Probability “Least 
Appealing”
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Category Choice
Ranked Choice – MaxDiff Index
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10.2

9.7

9.5

9.4

8.8

8.4

Dr. Praeger's All American Veggie Burger

The Great Organic Blend Burger

Amy's All American Veggie Burger

Impossible Burger

Beyond Burger

Lightlife Plant Based Burger

Pre-Trial “Baseline”
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12.8

11.9

9.4

8.6

7.4

7

Beyond Burger

Impossible Burger

Amy's All American Veggie Burger

Dr. Praeger's All American Veggie Burger

The Great Organic Blend Burger

Lightlife Plant Based Burger

POST-Trial

Category Choice 
Ranked Choice – MaxDiff Index
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Lift %

Lift Potential 
By Increasing Awareness and Trial

Choice After Trial

Choice Before Trial
=

(Baseline)
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=

46%
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Lift is a Metric of Potential to Disrupt
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46%
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Vs



157

151

142

128

122

118

116

114

111

110

109

108

Tastes Like Meat

Looks Like Real Meat

Trendy / Popular

Appetizing Appearance

Different From Other Burgers

Quality Brand

Interesting Flavor / Spices

Environmentally Friendly

Sustainable

Heart Healthy

Good Ingredients

Healthy

Index Compared to Current
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Why Beyond Burger is a Disruptor
New Rewards
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Note: Index of 120 and above is significantly greater than average



Current 

Product

Beyond 

Burger

9pt Scale Mean Scores

Overall Liking 6.7 7.0

Uncooked Appearance Liking 5.5 6.2

Cooked Appearance Liking 6.5* 7.4*

Aroma While Cooking Liking 6.3 6.5

Flavor Liking 6.7 7.0

Texture Liking 6.4* 7.1*

Ensure quality of 

Appearance and Texture 

are maintained to keep 

ahead of competition
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*Statistical Difference between Current and Beyond Burger

Opportunities to Improve the Reward 
Nudge through the Sensory Experience



Opportunities to Improve Experience
Product Improvement

31

Beyond Burger

% Too 

Much
% JAR

% Not 

Enough

Uncooked Exterior Color 4 65 31

Cooked Exterior Color 5 78 17

Cooked Interior Color 1 81 17

Flavor 9 77 15 

Grill Flavor 4 75 21 

Smoke Flavor 4 62 35

Spice Blend Flavor 4 63 33

Beef Flavor 5 67 28

Juiciness 5 72 23

Firmness 4 84 12
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Much too 

weak 

Somewhat 

too weak 

Just about 

right 

Somewhat 

Too Strong

Much 

Too Strong

m m m m m

Please describe the strength of the Beef Flavor… 



Opportunities to Improve Experience
Actionable Insight
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0.59

0.41

0.29

0.09

0.07

Beef Flavor Too Weak

Spice Blend Flavor Too Weak

Smoke Flavor Too Weak

Cooked Exterior Color Too Light

Too Dry

Beyond Burger Weighted Penalties 

Against Overall Product Liking
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Continue to Innovate Beef 

Flavor to Increase Liking
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Gaining Clarity Through On-Demand Behavioral Research

Focus Your Strategy

Empower Decision Making

Fuel Disruption
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