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Isolation Is S0 2020!

How Dig’s Concept Assess Methodology
Helped Kraft Heinz Optimize a Product

Pre-Launch




A bit about us

He brings 10+ years of brand and

market research to the team at Dig.

@] Dig Insights

He and his team are responsible for helping unlock

growth and make the organization consumer centric.
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Dig Insights
Quick Activity



Kra" “?Inz Was 1. Does the product show potential?
launching a new

2. Are the main benefits coming through?
product and o
. Any optimizations needed?
needed to 4. Which products are its closest competition?
: | u | ition~
understand...
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How often do you see
something like this when you

are at the store?

McCORMICK GRILL MATES

Master the flame, master the flavor. Make bolder, juicier
burgers with just a shake of McCormick Grill Mates
Hamburger Seasoning.

» 3.18 oz for 55.53

Made with:
* Black pepper
= Chili pepper

= Onion
. (?i o * Red bell pepper
* HAMBURGER

* Garlic

located in the spices section of your local grocery store
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Concept Assess - A New Approach

Competitive Context + Monadic Design

More closely mimics the real world Elevates traditional insights

McCORMICK GRILL MATES

Liquid Marinades
Dry seasonings

Master the flame, master the flavor. Make bolder, juicier
burgers with just a shake of McCormick Grill Mates
Hamburger Seasoning.

= —

* 3.18 oz for $5.53

Hliagr— McCormick
-ORIGINAL FLAVOR- oo Made with:
MARINADE R e et * Black pepper
IN-A-BAG ZATARAINS m; + Chili pepper

BAG IT. GRILLIT.

BLACKENED
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@m * Onion

‘ HAHBURGER Red bell pepper
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MBURGE + (arlic

located in the spices section of your local grocery store
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How does it work?
Upsiide
®  Products shown one at a time

® Indicate interest by swiping right or left What 4

respondent saw...

® Head-to—-head comparisons between two ‘liked’ products

to determine a “winner”

McCQrmch
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Traditional Measures Still Included

@] Dig Insights

Still Included?

Exposure to a full concept

(image + description)

Key Metrics

(purchase intent, uniqueness, etc.)

Additional Diagnostics
(credibility, believability, etc.)

L Upsiide

Likes / Dislikes
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Why Goncept Assess?

Understand overall appeal of the

innovations, but also those that are

90 P
Optimize / VYulnerable Top Performers the most preferred.
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Why Goncept Assess?

Better understand how the market

is structured and which products

Frappuceine® may be most substitutable for your
Frappu6eino® Dairy innovation.
i Free
) Frappuceino®
Iced Coffee
Iced Capp Ready to
Iced Esp{esso
Doubleshot Espresso Classic
Smoothies Java Energy + Coffee Iced Coffee Black

Drink  “*#&fey Energy Drink

Doubleshot Espresso
Drink \ /

Doubleshot Energy Roasted Energy + Cold Brew
Drink Coffee

Iced Coffee Multi-
) Serve
Doubleshot Protein

Boxed Iced Coffee
Coffee Smoothie
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Why Goncept Assess?

Gain confidence when comparing
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Key Findings

% Optimize/Yulnerable
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Top Performers
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Does the product show

potential?

Definitely — it achieves strong
commitment even against

established competitors.
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Key Findings

Product Legend:

‘ Dry
" Dry + Liquid

‘ Liquid

@] Dig Insights

Which products are its

closest competition?

The innovation most closely
competes with liquid
marinades and should be
shelved alongside liquid
marinades over dry

competition.
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Key Findings
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Dry Seasoning

I
Liquid Competition |
I Competition

Makes No — More of a
meat juicy? flavor booster

Short prep time?

McCormick Likes McCormick Dislikes

r 3 ) “It seems as
/'IB‘:/:O:{’,V;IGVS McCORMICK GRI&[ MATES g D“JU"?E’ McCORMICK GRILL MATES though you
- bolder;jiler him urgers is Mastertig fame. the ., have to use
M"‘-;g:e’";’fe‘; ;U wme r.mm o m:n always wi b ﬁw wnne—| a lot of the
0od”
products” sn ble ;w,xmﬁwmm ...}cw'm» 1bof meat i n*wzm ummm T5or mear— | p?ra: : ,:Zgg
P _ “Jar would Eormic M wi
W . lastquitea P pepper -
\ e = \"_i .’ : | while” e g Z o e - — :__;7_ ,—MIGI'TT
- ot ot dark color “nns;u % &&”F 7 > I too spicy”
LI:\II::!YE \ g scheme” oo
seasonings” Locoted in the spcessecton ofyourloal grocery store Located in the spices section @f your local grocery store
: Coded T zLikes Coded Themes - Dislikes
Ingredients/Flavor 39% | Value/ amount 8% Ingredients 18% | Taste/Flavor 6%
Love ItWill use 9% _| Brand 7% Packaging Design 6% | Health/natural 4%
g Design 9% _| Simp Y 3% Size/Serving 8% | Meat 4%
Tasly/Julcler burgers 8%
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Did the main benefit come
through?

Are optimizations needed?

5-min prep positioning was
clear and recommended over
taste-led positioning.

State ‘5-min prep’ more boldly

on the package.
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¢ Kraft Heinz was looking for a better way to test innovations and we To summarize

offered a unique solution
® Combined traditional monadic exposure with our Upsiide Idea Screen
® More closely mimics real-life choices and eliminates the need for a norm

® Provided Kraft Heinz with more compelling answers, clear optimization

guidance, and greater confidence to act

Dig Insights
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