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https://www.youtube.com/watch?time_continue=2&v=Y4xlsfzXzAQ










Behaviors can be broken into four psychological factors

GOALS MOTIVATIONS

APPROACH

1> = Q)

What Why How How

you want you want it you frame it you decide

MENTAL MODELS

These are the factors that Behavioral Design strategies
and activations are built upon to drive new behaviors




MindState profiling helps you identify the key behavioral factors
needed to drive emotional engagement and influence decisions

2,

What motivates them
to reach these goals?

1

What goals are they
trying to reach?

3.

How do they psychologically
approach these goalse

4,

What mental shortcuts do they
use when making decisions?




A RaMP™ study was initiated to identify the specific motivation,
emotions and approach to build our brand sirategy

2, 3.

What motivates them How do they psychologically

Seloct which of the two images best ropresents how you would feel if you qualified for and recoived
A CREDIT CARD YOU REALLY WANTED.

to reach these goals? sy approach these goalse

1 4.

What goals are they What mental shortcuts do they
trying to reache use when making decisions?

The Rapid Mindstate Profiler™ (RaMP) uses a projective-based, modified pairwise

comparison methodology to identity the implicit drivers of decision making.




MOTIVATIONS
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MENTAL MODELS

Activate What
they want

Delicious, nutritious snacks are very real and possible




GOALS MOTIVATIONS

APPROACH
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Prime Why
they want it

MENTAL MODELS

_—

Autonomy: Being authentic, real, staying true to yourself, No nheed to compromise.

Belonging: Celebrating diversity and local communifies.

Achievement: Accomplishment focused and desire to feel proud/be in the spotlight. \a
X




GOALS MOTIVATIONS

APPROACH

@)) > () > =) > ()

MENTAL MODELS
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Frame How
they should approach it

Promotion Regulatory Focus
Show the gains/benefits of eating healthy AND flavorful (ho compromise)
vs. the consequences of having to compromise health for taste




GOALS MOTIVATIONS

APPROACH
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Trigger
the action

MENTAL MODELS

_—

Endowment Effect: People ascribe more value to things merely because they own them.

IKEA Effect: People place a disproportionately high value on products they partially create.

9,

Egocentric Bias: People favor circumstances that are beneficial to themselves. G\a
L




Mindstate Marketing Blueprint

MINDSTATE
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Optimistic Autonomy Mindstate Blueprint

Autonomy Motivation using a Promotion Regulatory Approach in

Decision Making

In today's world where choices can feel overly restrictive, gaining
the freedom to experience life on your terms is highly desired. As we
gain life experiences, an underlying desire builds to have the
freedom to express our personal style and preferences in the
products, services and experiences we buy. The satisfaction we feel
when we are able to have this freedom is the basis of the Optimistic
Autonomy mindstate.

« Autonomy Motivation: To be unique, independent, and having self-determination
in one’s actions. When in this mindstate, people seek to feel free to act on their
unique preferences so that they can successfully reach the key goal they desire.

* Promotion Focus: The stafe of mind where people are focused on maximizing
progress towards reaching their goal. In this state, people seek strategies that help
them maximize their chance for success vs. minimizing their chance of failure.
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MINDSTATE CHARACTERISTICS \/a

Use this to develop greater empathy with the mindstate influencing their attifudes, beliefs, and behaviors at the G
moment of decision.

Driven to feel distinct by expressing their unique preferences. In this mindstate, people will look for
strategies that provide customization when pursuing their goals, even if that means adding risk.

Desire tools that help them get what they want, in the way they want in the time and place they want it.
Being unbounded to choose their own path or action is highly desired.

Value the feeling of uniqueness and freedom that comes from having the authority to personalize with
unbounded choice. In this mindstate, affirming one’s ability to act/customize in the ways they personally
desire is highly valued.

Believe in building/finding distinct, customizable experiences or outcomes for their seemingly unique
needs. They believe that freedom and individuality come when you can act on your desires.

Behave by looking for opportunities to gain greater freedom to customize, work quickly, consider many
alternatives, and are open to new possibilities to gain more freedom.

Prefer novel, innovative approaches and solutions that allow them to find or build the perfect solution for
them.
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GOAL TO ACTIVATE

Use this to brainstorm creative ways to activate their higher-order goals, thereby making your messaging more
salient and meaningful in key decision moments.

To successtully reach |
Higher Order Goal Higher order goal here

their goals by maximizing

things that may increase

unigueness and

When [in X category], it Functional Functional Functional Functional
e Goal Goal Goal Goal
is important he/she:
freedom.

Application:
Telegraph how your brand/product helps your customers reach their higher order goals.
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MOTIVATION TO PRIME G\i]
licit, emotional > |

Use this fo brainstorm ways to prime this human motivation in creative, thereby driving theirimp
desire to pursue their goal.

Autonomy:

To be unique, independent, and
have self-determination in
reaching one’s goals.

Application:
Highlight ways that your brand/product helps your customers stand out from the crowd.

Mindstate - Optimistic Autonomy 17
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APPROACH TO FRAME G\/a

Use this fo psychologically frame, or message, your brand and product/service to people so that it better fits with
how they non-consciously approach decisions in your category.

Promotion Regulatory Focus:

The state of mind where people are focused
on maximizing progress towards reaching their
goal. In this state, people seek strategies that
help them maximize their chance for success.

Application:
Show how your customers will maximize their potential to win by using your brand/product.
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TRIGGERS TO CONSIDER (Cognitive Heuristics): N

L

Brainstorm ways to use these to bypass people’s need for critical thinking/effort when making decisions. These ~
help people make choices with less effort and that feel more intuitive.

Egocentric Bias: The tendency to believe that positive results are the result of individual
actions vs. chance or other outside influences.

Projection Bias: The tendency to falsely project current preferences onto future
products and events.

Endowment Effect: The tendency to ascribe more value to things merely because they
are owned.

IKEA Effect: The tendency to place a disproportionately high value on products that
one has built or created.
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FEELINGS TO EVOKE G\i]
Use these to increase emotional engagement with your communications. Focus on visudls first, followed by copy. Qalilhs

Desire to feel MORE Desire to feel LESS

* Independent « Dependent

o Authentic ¢ Restricted

« Surprising « Predictable

e Distinct « Conforming

o Jnique ¢ Limited

« Different « Controlled

¢ Free « Forgettable

Application:
How can you evoke the feelings above in an authentic way?¢




CONTENT STRATEGY:

Use this to understand how your consumers see themselves and the role of your brand in broad terms. Ga

Customer: Portray your customers as the hero who
are actively expanding their freedom to uniquely
customize their experience or solutions.

Brand: Porfray your brand as the guide who
provides customization and unigueness “in the
moment” of use by showing its versatility to expand
their customization and freedom.
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CONTENT TACTICS

Brainstorm ways to design visuals and copy that activate emotional arousal and hot-state decision making.
These can also be used to evaluate future creative using a behavioral science lens.

General Guidelines

« Highlight the pleasure of self-determination they
will experience with your solution.

* Emphasize why your solution works to provide
freedom (e.g. we have the most opftions).

« Emphasize change, taking chances, innovation,
and seizing opportunity through individuality.

 Show independence of the customer and how
the solution contributes to his/her free will.

Specific

Show inquisitive, liberated expressions, particularly
when being recognized as unique.

Use animated gestures, faster speed/cadences, open
arms and postures, straight back with chin up.

Pose model to face away from the camera which
makes the reader/audience a witness to the moment
of having greater personalization.

Utilize abstract, slightly unfocused backgrounds with
broader visuals of the product and moment of
choice.
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VISUAL INSPIRATION
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COPY INSPIRATION ﬁf]
g
DIStiNCtion  ga e getermination Distinctive
Freedom ional  Set Apart
individualism UnconventlonaunCOmmOn
A.ut.onc?my Nonconformist |,dependence
Originality ¢ ¢ reliant Unique
Distinct Nonconformity

Independent  Autonomous
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CONSIDER WAYS YOU CAN HELP PEOPLE...

AUTONOMY
To be unique, independent,
and having self-determination
in one's actions.

Do things on their terms and be unique while using your brand.

Support their ownership in the process by giving them great self-
direction while interacting with you.

Fix their problems on their own by infuitive DIY tools, easy to access
research, FAQs, manuals and blogs.

Take actions on their terms via a heavy focus on offering
convenience (24-hour customer care, high ability to customize their
experience or product designs.

Feel positive about their freedom with meaningful feedback, choices
on how to do things, picking their options and encouragement.

Create controllable experiments or backups to assure them that
they won't lose significant time/money/effort if they make a mistake
while interacting with your brand.

Copyright © 2020 Will Leach All rights reserved. This document is offered by TriggerPoint, LLC, or its affiliates for personal use only and is protected by U.S. and International copyright laws. Any reselling, repurposing, modifying, copying, commercial or other unauthorized use is strictly prohibited.



Follow-up Behavioral Discoveries uncovered
significant tensions in life

Fitting in with Others vs. Being Real to Myself

Large Companies Give You Value, Small Companies Give You Purpose
Playing It Safe in Life vs. Being Free to Discover
Doing the Right Thing vs. Doing What I'm Supposed to Do



And values and belief systems to bvild around

AUTHENTICITY

The new moral compass for millennials.

HERITAGE

An engaging story and a narrative personality they can connect with.

ORIGINALITY

The joy of adventures and discoveries, whether epic or everyday.

PURPOSE

To integrate their beliefs and causes into their choice of companies they choose to support.

OPTIMISM

A generation of young people that is accomplished, self-confident, group—orien’redG
\a
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Which led to our brand story

AUTHENTICITY
Be true to Phil's values and build our foundation upon this.

HERITAGE
Showcase our compelling story and bring it to life - fully.

ORIGINALITY
Be quick to identify unique flavors and exotic combinations.

PURPOSE
Find alignment between our beliefs and the causes she cares about.

OPTIMISM
Show our passion for food, snacks and people. We take nutrition seriously, but not ourseﬂﬁ
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BRAND PILLARS

THERE'S NO SUBSTITUTE
FOR GREAT TASTE HAPPINESS
THAT'S GOOD FOR YOU ENABLER

ANYTIME IS THE RIGHT TIME







Blending of Good and Evil

Oblique for Autonomy

orientation +
energetic font to
drive a Promotion
Regulatory Focus

Debiciously Deceplive Vulyilion




The process of finding the right illustration style
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The process of finding the right illustration style
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« Two-sides of the same

Integrated key behavioral design cues from the brief

Activating on
Autonomy Motivations

Activating on
Promotion Regulatory Fit

Blending of good and evil Energy emanates from

the center-out

person form a unique whole Abstract illustrations

Distinct traifs w/shared .
features s

Health on left/taste on right
but a shared base

N
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Iciously Deceptive Nutitic”

Cartifs

There's something magical about having it all, in one little crisp:
wicked good nutritfion AND wicked greaf taste. It's almost like
being transported to a world of frolicking unicorns and
perpetual good hair days. Where everything you eat is
deliciously naughty and refreshingly good for you.

Of course, that world doesn't exist, and neither do infinite good
hair days, but we've captured its essence with Red Curry
Hummus Wicked Crisps, the veggie snack with a surprisingly
delightful taste and genuine nutrition. So how do we do ite
Magic? Nope, although there is magic in our recipe. We start
with a delectable chickpea hummus crisp, then add in zesty
red curry flavor.

The result2 A truly natural, enchanting treat with a spicy zing
that will make your taste buds sing and songbirds dance
around your head (ok, ok, so maybe there are no songbirds).
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Iciously Deceptive Nutitic”

ACTIVATE THE GOAL

There's something magical about having it all, in one little crisp:
wicked good nutrition AND wicked great taste. It's almost like
being transported to a world of frolicking unicorns and
perpetual good hair days. Where everything you eat is
deliciously naughty and refreshingly good for you.

Of course, that world doesn't exist, and neither do infinite good
hair days, but we've captured its essence with Red Curry
Hummus Wicked Crisps, the veggie snack with a surprisingly
delightful taste and genvuine nutrition. So how do we do it¢
Magic? Nope, although there is magic in our recipe. We start
with a delectable chickpea hummus crisp, then add in zesty
red curry flavor.

The result2 A truly natural, enchanting treat with a spicy zing
that will make your taste buds sing and songbirds dance
around your head (ok, ok, so maybe there are no songbirds).
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PRIME THE NEED

There's something magical about having it all, in one little crisp:
wicked good nutritfion AND wicked greaf taste. It's almost like
being transported to a world of frolicking unicorns and
perpetual good hair days. Where everything you eat is
deliciously naughty and refreshingly good for you.

Of course, that world doesn't exist, and neither do infinite good
hair days, but we've captured its essence with Red Curry
Hummus Wicked Crisps, the veggie snack with a surprisingly
delightful taste and genuine nutrition. So how do we do ite
Magic? Nope, although there is magic in our recipe. We start
with a delectable chickpea hummus crisp, then add in zesty
red curry flavor.

The result2 A truly natural, enchanting treat with a spicy zing
that will make your taste buds sing and songbirds dance
around your head (ok, ok, so maybe there are no songbirds).
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FRAME THE CHOICE

There's something magical about having it all, in one little crisp:
wicked good nutritfion AND wicked greaf taste. It's almost like
being transported to a world of frolicking unicorns and
perpetual good hair days. Where everything you eat is
deliciously naughty and refreshingly good for you.

Of course, that world doesn't exist, and neither do infinite good
hair days, but we've captured its essence with Red Curry
Hummus Wicked Crisps, the veggie snack with a surprisingly
delightful taste and genuine nutrition. So how do we do ite
Magic? Nope, although there is magic in our recipe. We start
with a delectable chickpea hummus crisp, then add in zesty
red curry flavor.

The result2 A truly natural, enchanting treat with a spicy zing
that will make your taste buds sing and songbirds dance
around your head (ok, ok, so maybe there are no songbirds).



[ICKED

TE

[

NATURALLY FLAVORED HUMMUS CRISPS

(DeliCi()uS]y ‘Decept\é Nutritio

Cartifs

et od
NET WT. 40Z [114G) @ @ @D

TRIGGER THE BEHAVIOR

There's something magical about having it all, in one little crisp:
wicked good nutritfion AND wicked greaf taste. It's almost like
being transported to a world of frolicking unicorns and
perpetual good hair days. Where everything you eat is
deliciously naughty and refreshingly good for you.

Of course, that world doesn't exist, and neither do infinite good
hair days, but we've captured its essence with Red Curry
Hummus Wicked Crisps, the veggie snack with a surprisingly
delightful taste and genuine nutrition. So how do we do ite
Magic? Nope, although there is magic in our recipe. We start
with a delectable chickpea hummus crisp, then add in zesty
red curry flavor.

The result2 A truly natural, enchanting treat with a spicy zing
that will make your taste buds sing and songbirds dance
around your head (ok, ok, so maybe there are no songbirds).
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INTRODUCING NEW WICKED CRISPS, THE SURPRISINGLY HEALTHY SNACK WITH AN
IRRESISTIBLE, DELECTABLE TASTE. CHOCK FULL OF NUTRITION FROM VEGGIES, HERBS, ANI
SPICES, IN A VARIETY OF UNIQUE FLAVORS, WICKED CRISPS ARE A GUILT-FREE TREAT FOR
YOUR TASTE BUDS.
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NATURALLY FLAVORED
MEGETABLE CRISPS

NO ARTIFICIAL ADDITIVES,
NO ARTIFICIAL PRESERVATIVES,

NO TRANS-FATS, BAKED NOT FRIED.
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Gluten-Free ST

A VETERAN-OWNED COMPANY.
MADE WITH Love AND PRIDE |N
THE UNITED STATES OF AMERICA
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WICKED CIZIéPQ
HEESE VIZZA
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A fresh tomato crisp with baked [ o e xS
inreal cheese flavor forapizza 1 ;j. » g 'i g{

flavored treat without the quilt!




The resulis

Feb 2017: - Launched Wicked Crisps at the New to Kehe Tradeshow
Mar 2017: - Selling in 23 States across 150 independent stores

Apr 2017: - Expands sales to Hawaii, the Virgin Islands, Australia and Germany
- Meets with Kroger, HEB, Publix, Food Lion, Whole Foods and Harris Teeter
- Kroger SW commits to purchase Wicked Crisps, scheduling the launch in early Fall

May 2017: - HEB/Central Market makes WC the feature brand the in Taste of the South Promotion
- TJ MAXX, Marshalls and Costco Southern Division commits
- Kroger National selects as one of 12 products for final consideration for a national launch
- Food Lion and Publix are in final review
- CVS, Wal-Mart and Bed Bath and Beyond reach out for product information




Our future rests in the ability to UNDERSTAND
and DESIGN for behavioral change
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