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How easy or difficult is it for you to work effectively these days?

Show trends by | months i Click an drag to zoom in

314 al B

Employee Engagement
Survey Template et workimgromotelyr

Career Development )yees in Dallas are challenged by

distractions at home.
3. lam satisfied with my

opportunities for professional Tor NEXT >
growth.

_) Strongly Disagree
(O Disagree

(O Neutral/Neither agree nor
disagree

O Agree

) Strongly Agree

2 of 42 answered /

o
48% ~
Percent of workforce that feel it’s easy

to work effectively these days. That’s
2% less than the last survey showed.

Benchmark insight

17%

Percent of employees at other
companies who feel they’re working
effectively from home.




Momentive 1s a leader 1n agile insights f
and experience management
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Market Brand Customer Product Employee
Insights Insights Experience Experience Experience

Insights at immense scale

98% 2.2M S5B+ 175M+

Of the Daily Answered Global
Fortune 500 responses questions panelists



Brand relationships &
social media



Price and quality of products,
customer service, and brand
authenticity are 3x as
important as having a social
media presence or an
influencer’s endorsement.

However, social media
continues to play a role in
connecting audiences with
brands.

N = 2,631; February 10-11, 2023; U.S. Adults 18+
Q: What kind of content do you like to see from brands on TikTok? (Select all that apply)

When it comes to your relationship with a brand,
what is MOST and LEAST important to you?

Importance threshold: . attributes with importance scores higher than this threshold of 100 are
important to consumers; scores lower than 100 are not important. In this analysis, all attributes are
perceived as important by consumers overall (with scores above 100).

Price and quality of products 411

Customer service

Brand authenticity

Communication and
connecting with customers

Loyalty/rewards programs 251

A MaxDiff analysis produces
ratio-scaled importance scores,
which are a measure of how

Sustainability/environmental ] 234 important each attribute is

Care about more than profits 244

impact compared with all other factors
Endorsed by family and Jis mcluded“ln the analysis. For
friends example, “price and quality of
products”, with an importance
Creating inclusive products 210 score of 411, is nearly twice as
Enaaging with local important as “creating inclusive
ngaging with loca " .
communitles 190 products”, with a score of 210.

Having a diverse workforce 189

Sharing the same social

values 172
Social media presence 115
Endorsed by influencers 110
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Brands can use social media to communicate with their audiences about new
offerings and build a relationship with them

@ levainbakery & - Follow

@ levainbakery & The cookie of the summer is here, say
hello to Rocky Road! %

Baked with love and all the best ingredients to capture the
carefree spirit of road trips and beach days, this dark
chocolate cookie is chock full of rich, semisweet chocolate
chips, crunchy almonds, and pillowy marshmallows. &
The perfect addition to picnics, poolside loupainea and

backyard grilling. ‘= % = I,YouTube Search

Available in all bakeries and online for nation
Get it while it lasts! «

2w

leticia_de_almeida95 This should be a pern
flavour!

2w 10 likes Reply

‘ leticia_de_almeida95 Kinda sad you guys t¢ \ e S
cashews out of the recipe & Oll 1 (
(=l

2d 1like Reply

‘ —.—~ 2 S I
cwtoledo But when is it available in LA?? ] l 0 ll (. s ‘.
2w 2likes Reply _\/

—— View replies (2) l

;& isadoracdea Why did you guys change up tt i Wﬁ —

il . Ashley C. Ford
oaw | 1 | e Roxane Gay

1,604 likes % B s o W TR ;. CAPCT

o iIENConcerned About Age

@ Add a comment...

[ 2 »l ) 001/ + Introducing Roxane Gay »

Roxane Gay is Not Concerned About Age | Going Through It, from Mailchimp Presents

Intuit Mailchimp
N
@ 56.1K subscribers @ Bh2 & /v Share L Download
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Americans view brand content on TikTok and Facebook as more fun than

trustworthy or authentic

Do you view a brand’s content or posts to be more [FUN/TRUSTWORTHY/AUTHENTIC]
when posted on any of the following social media platforms?

(among total)

B Fun Trustworthy m Authentic

46%
41% 42%
28%
24% - 24%
%
20% 21%
13%
11% 11%
TikTok Facebook Snapchat Instagram

J S

N = 2,631; February 10-11, 2023; U.S. Adults 18+
Q: Do you view a brand'’s content or posts to be more FUN when posted on any of the following social media platforms?

Q: Do you view a brand'’s content or posts to be more TRUSTWORTHY when posted on any of the following social media platforms?
Q: Do you view a brand'’s content or posts to be more AUTHENTIC when posted on any of the following social media platforms?

16% 16%

O

Twitter

L

40% 41%
38%

YouTube
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YouTube, Instagram, and TikTok are the leading platforms for brands to
connect with Gen 7 and Millennials, while Facebook falls flat among Gen Z

Do you follow any brands or companies on any of the following social media platforms?

® Facebook @ YouTube @ Instagram @ TikTok Twitter Snapchat @ I do not follow any brands/companies on social media
®6/%
® 54%
® 46% ® 45% 419
o &
38% @ 40% ® 39% 8 39%
¢ ® 31%
® 9% ® 28%
24%® ’ ® 24%
® .0 1898 19% ® 16%
., A 0%
4%
Gen Z: 26 and under Millennials: 27-42 Gen X: 43-58 Boomers / Silent: 59+

N = 2,631; February 10-11, 2023; U.S. Adults 18+
Q: Do you follow any brands or companies on any of the following social media platforms? (Select all that apply)
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YouTube and Facebook are the most popular social media platforms overall,
while TikTok and Instagram are among the leading brands for Gen Zers

How often do you use each of the following social media platforms?
(% use several times a week or more often)

® Facebook e Instagram

® 84%
73% o ® 74%
® 72% o 69%
® 54%
® 47%
® 41%
Total Gen Z: 26 and under

N = 2,631, February 10-11, 2023; U.S. Adults 18+

Q: Do you follow any brands or companies on any of the following social media platforms? (Select all that apply)

® 84%
(o)

oo 76% ® 77%

® 67%

® 59%
® 43%
® 39%
Millennials: 27-42 Gen X: 43-58

Reddit @ Snapchat e TikTok @ Twitter @ YouTube

® 68%

® 54%

® 18%
12%

Boomers / Silent: 59+
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The value of your brand



Three in five Americans say brands are representative of their
company’s identity

In general, which best describes what you
think about companies and their brands?

0% -

of Americans say of Americans say brands
brands represent represent what a company wants
Who a company is them to think about their brand

N = 2,631; February 10-11, 2023; U.S. Adults 18+ ‘

Q: In general, which best describes what you think about companies and their brands? momentive

maker of SurveyMonkey"



Younger generations are more likely to prioritize brands’ alignment with
their personal beliefs over product value when it comes to purchases

When making a purchase, which is more important to you in a brand?

B Sharing my personal values Providing a good value in their products
Total 84%
|_ _________________________________________ 1
I
: Gen Z: 26 and under 7% |
| I
I
I Millennials: 27-42 7% |
LT . S A A - ——_,—_—_, I
Gen X: 43-58 87%

Boomers / Silent: 59+

N = 2,631; February 10-11, 2023; U.S. Adults 18+
Q: When making a purchase, which is more important to you in a brand?
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Gen Zers rely more on social media to discover new brands than any other
source, while older generations remain reliant on TV ads and word of mouth

Where do you usually hear about NEW brands?

Gen Z: Millennials: Gen X: Boomers / Silent:

26 and under 27-42 43-58 59+

Friends and family 40% _—

TV advertisements 32% _—
Social media _ _ 28%
Search engines (Google, Bing) 31% 38% 35% 31%
Online retail websites 23% 33% 26% 29%
TV shows/films 26% 31% 28% 24%
Online news and blogs 21% 25% 17% 15%
Consumer reviews 17% 21% 14% 19%
Podcasts 17% 15% 8% 5%
Other 2% 2% 3% 4%

N = 2,631: February 10-11, 2023; U.S. Adults 18+ af

Q: Where do you usually hear about NEW brands? (Select all that apply) momentive

maker of SurveyMonkey"
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momentive

audience’s values, brand
experiences will help make

with your consumers.

The data is clear: People care -
about brands and their values, -
and actively find brands —
through social media. S
Understanding your core S

perceptions, and product —

sure that your brand connects —



Reaching your audience
on social media



Brands can leverage two kinds of social
media content to connect with audiences

Owned media Paid media
Content that you create and publish to Ads that you pay to place in front of
your existing following, such as: audiences, such as:

e Posts e Image ads

e Videos e Video ads

e Photos e Carousel ads

e Tweets e Sponsored posts
e Stories e And more

Moment ive | April2022 | 18



Nearly two in five Gen Zers (77%) and Millennials (80%) have made a purchase
in the last 12 months after seeing an ad for the product on social media

Within the last 12 months, how many times have you purchased a
product or service after seeing an ad for it on [TV/social media]?

(% 1 or more times)

B Social media TV

 —
e,
e
E—
—
——
e
E—
——
— —
E—

— —
—
e
e
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—_—
m—
e
e
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m—
e,
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——
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Gen Z: 26 and under Millennials: 27-42 Gen X: 43-58 Boomers / Silent: 59+

N = 2,631; February 10-11, 2023; U.S. Adults 18+ ‘
Q: Within the last 12 months, how many times have you purchased a product or service after seeing an ad for it on TV? momentive
Q: Within the last 12 months, how many times have you purchased a product or service after seeing an ad for it on social media? maker of SurveyMonkey-



Younger generations are more tolerant of ads on social media,
but brands risk advertisement fatigue

Do you think there’s too much, too little, or just the right amount of advertising on social media platforms today?
How often do you get tired of seeing the same ads appear on social media?

B % who think there is too much advertising on social media
B % always/sometimes get tired of seeing the same ads on social media

86% 87%

I : I

83% 82%

58%

52% 52%

Gen Z: 26 and under Millennials: 27-42 Gen X: 43-58 Boomers / Silent: 59+

N = 2,631: February 10-11, 2023; U.S. Adults 18+ af
Q: Do you think there's too much, too little, or just the right amount of advertising on social media platforms today? S —

, : . . . momentive
Q: How often do you get tired of seeing the same ads appear on social media? maker of SurveyMonkey-



Millennials are more likely to see ads that are relevant to them (77%),
compared with only three in five Gen Z (62%) and Gen X (61%)

Generally speaking, how relevant are the ads that you see on social media?

NET very/

somewhat
B Very relevant ® Somewhat relevant © Not too relevant ® Not relevant at all relevant
Gen Z: 26 and under 17% 45% 25% 13% 62%
Millennials: 27-42 23% 53% 17% &8 77%

Gen X: 43-58 [EPLA 49% 26% - 61%
Boomers / Silent: 59+ 34% 38% - 37%

N = 2,631; February 10-11, 2023; U.S. Adults 18+ ‘
_ . . . a
Q: Generally speaking, how relevant are the ads that you see on social media~ momentive

maker of SurveyMonkey"



How market research
can power your social
media strategy



How market research can inform

strategy

2

3

4

Understand usage
and attitudes

e Usage & attitudes
study

e Consumer
segmentation

Gauge perceptions of
your brand

e Brand tracker
e Pulse surveyson
consumer values

Create compelling
marketing strategies

e Brand strategy
e Social media
strategy

Test your social
media concepts

Ad test
Video test
Message test

Momentive | April2022 | 23



momentive P Dashboard My Surveys Myteam +

Usage & Atlitudes =77

Discover the attributes driving  purchase intent

More important, lower score More important, higher score
Identify the attitudes and behaviors of your ideal —
buyer segments to build better products and @ Correation +0.78
§ to purchase intent
Opti m ize yOU r ma rketi ng effO rts. é Py Top-2 box score 68%
é attribute performance
3 . -
How you can use it:

e |dentify key consumer segments i — e ———

e Understand consumer perceptions of your
product category

e Gauge usage and habits for your products

e Know what your consumers value

Drivers: @ Innnovative @ Quality Sustainability Style @ Brand Reputation @ Price



Brand Tracking

Spot trends as they're happening with
up-to-the-minute brand health insights from your
target buyers.

How you can use it:

Establish a baseline of brand awareness and brand
perceptions

See how your brand compares to competitors
Measure the impact of future campaigns

momentive ’ Dashboard My Surveys My team

Fresh Green Brand Tracker

ly:

Aided Awareness (¢ ~

Fresh Green
increased 7 4pts overall.

The group with the biggest lift (+7%)
since last period was Female, 18-24 y/o +




How market research can inform

strategy

2

3

4

Understand usage
and attitudes

e Usage & attitudes
study

e Consumer
segmentation

Gauge perceptions of
your brand

e Brand tracker
e Pulse surveyson
consumer values

Create marketing
strategies

Brand strategy
Social media
strategy

Test your social
media concepts

Ad test
Video test
Message test

>

Momentive | April2022 | 26



momentive P Dashboard My Surveys Myteam +
@ Product Concept Test
Ad & Creative T
. Comparison Individual Responsas Crosstabs
Development Solutions =-
Avoid costly mistakes in ad development by testing ‘
messaging, brand, and ad creative with your target - “f |
market, in as little as an hour. :
How you can use it: B
e |dentify the most compelling ad idea before
launch

e Validate that messaging and content will
resonate with target audience



Let’s take a look at some of
the key features



Leverage our built-1n
expert research
methodology

Easily customize your study with our
built-in sequential monadic or monadic
methodologies, designed to give you
high quality feedback on your concepts.

ashbe

Add stimuli ®

Using monadic methodology, each package you upload will create its own group of respondents for that package only. For example, if you want to test 3 packages

with 200 respondents each, it will require 600 total respondents.

Add each stimulus as a separate file — File size: 5 MB or less | Format: PNG, JPG

Add additional stimuli

Replace | Delete Replace | Delet

Package 1 Package 2 Package 3

The names won't show to respondents in the survey—only in your results.

Choose the number of responses you want per package

200 400* 500 1000 1500

Responses per package
Margin of error Confidence level

300 x 3 packages = 900 total responses  at
e R +1-6% 95%

(D) Tip! Choose at least 400 respanses per package to measure the attributes of each stimulus more accurately.

5000



Tap directly into the
voices of consumers oo

Country Gender

o Age Household income
i @ 1 @
‘ .
Country: United States (USA) Gender: All Age: 18-100+ Income: $0-8200k+
Region: All regions Balancing: Census @ Balancing: Basic Census @
® More targeting options

OUI’ pI’OpI’Ieta I’y pa ﬂe|S aﬂd Vetted Do you need to target specific segments by adding your own screening question?
partners ensure the highest quality data
from real people.

How many responses do you need?

e Access 175M+ panelists in 130+ »
countries

e Reach the right audience with 200+
attributes or custom screening




Scorecards show you
key metrics and e
insights at a glance B

Summary scorecards capture relevant key
metric data in one bite-sized visual to
showcase statistically significant insights
and identify winning concepts at a glance.




Key Driver Analysis
surfaces key
advantages and
opportunities

Easily identify areas to leverage and
maintain, while pinpointing opportunities
for your brand to improve performance
with consumers and prospects.

Overall appeal

Sustainabilty @ @ Expensive
em



momenﬁve' Dashboard  MySurveys  Myteam w

Al-Powered Insights

Al-Powered Insights

Explore insights by stimuli and how the stimuli scored overall.

reveals top consumer

segments, automatically

Machine learning models dig through your
data to instantly surface top consumer
segments that you may have missed on your
own, by displaying statistically significant
performance for key concepts.

Insight #1

Love scored well overall—especially in
this group: Household Income:
$10,000-$24,999

Apply filter

Insight #8

Trust didn't score well in this group:
Household Income: $25,000-$49,999

Apply filter

Insight #2

Love scored well in this group:
Household Income: $25,000-$49,999

Apply filter

Insight #5

Softest didn't score well in this group:
Gender: Female, Household Income:
$25,000-$49,999

Apply filter

Score

All

Insight 3

Softest didn't score well in this group:

Region: South Atlantic

Apply filter

Insight #6

Softest didn't score well in this group:

Household Income: $10,000-$24,999

Apply filter

Insight #9

Trust didn't score well in this group:
Household Income: $10,000-$24,999

Apply filter

Insight #4

Softest didn't score well in this g
Household Income: $50,000-$7¢

Apply filter

Insight #7

Trust didn't score well in this gre
Region: East North Central

Apply filter



Put your results in
context with industry -

benchmarks
Amazing Scents Clean Home

60% 61% 34%

Select from over 95 different industry . o~ .
: A
benchmarks to measure consumer
] . 513% 4% 271%

reactions to your brand vs top competitors
. . 37% 38% 23%
INn the industry.

44% 38% 38%

30% 27% 23%




Customers love our product development solutions

HELI% BLEEP

Helix Sleep ran product concept
tests in real time to iterate fast
on its products, selling out of its
new pillow product

66

We've been able to cut our
product development cycle in
half using Momentive for DIY
market research.

Jerry Lin
Co-Founder and CEO

SAKURA®

Sakura tested new writing
concepts in the US and avoided
investing in a $100 pen that
would have failed

14

It allows us to take the emotion
out of a decision. We have finite
resources, and we have to figure
out what is best to develop. We
can now say ‘Here's why this would
not work, and here's the data
behind it

Casey Roberts
Sr Marketing Manager, Innovation

e

NN

©

1
|

Dole screened 4 produce
packaging ideas with 800
responses from primary grocery
shoppers in under 24 hours

14

The automated analysis
features are really great. We
were able to launch the study
on Wednesday and have our
presentation ready for a
stakeholder meeting on Friday.

Director of Consumer Insights




Key takeaways



Key Takeaways

Connecting with your audience on
social media is key for positive brand
relationships

Younger generations are likelier to
choose brands whose values align with
their own

Use insights to understand your brand
perception and shape your social media
strategy

Test your content before launch—
running ad tests lead to data-driven
Insights for better brand connections
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Thank you!

Come visit us at;: momentive.ai/fen/insights/
for more information



http://momentive.ai/en/insights/

