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Building a powerful
global research
Insights platform
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SKIM helps leading companies thrive by
understanding decision-making

What sets SKIM , 40 years of:
decision behavior expertise + analytical roots +

understanding of marketing challenges + global reach +
creative thinking,

Remy Denton
Director of Research, Atlanta
Location Manager

Did you know? .
Remy took her first marketing research L

course when studying abroad in Australia
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For over 100 years, Kellogg's has continued
to fuel better days

Today Kellogg's is still proudly upholding the values
W.K. Kellogg instilled more than 100 years ago —

but now we're doing it in 180 countries across the
world.

Sebastian Schuliaquer
Category Strategy and Global
" Brand Insight Lead

Did you know?

Y | started working in research at 19 as
g b Pff‘. an interviewer in laundry detergent

3 research — knocking door after door




Challenges in the insights environment

Comparability Access

Overload

O
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Kellogg’s Background & Objectives

V A platform that allows for quick-turnaround claims tests

V Standardized for global use and accessibility

v

Cross-category learnings and meta-analysis insights
to guide future claim generation "
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How SKIM’s approach helps Kellogg’s
overcome the challenges

Challenge(s) Overcome

Create a framework of standardized |
research protocols to be applied | 7 \

globally \§ pa'b

Develop templates and processes to
enhance efficiency

Build a KnowledgeBase with global
access to insights, benchmarks and
meta-analysis capabilities




Unspoken Approach Has
Several Key Benefits
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Behavioral
Based

&

Global
Comparison




The global claims framework is used to test
"on pack" claims

Core Unspoken Module (ACE)

Add-On Attraction Conversion Evaluation Add-On
Modules Swipe Choose Rate Modules

E

How likely are
you to buy cereal
if the brand
offered each of
the following?

Supporting US
Corn Farmers

Respo
Source

SKIM



A
Attraction

Consumers see one claim at a time and swipe to indicate if they like it or not.

Metrics:
1. Swipe direction
’ 2. Reaction time

Made with . i .
Responvglibly Supporting US 100% USA | Outp ut:
Corn Farmers Corn Farmers : .
Sourced Corn ~Attraction Score
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conversion

Consumers see two claims at atime and select which one they prefer.

. Made with
’ FI'AKES Responsibly

Sourced

Supporting
UsS Corn
Farmers

10

Grown
with Soil
Health
practices

‘CORN

G FLAKES  100% USA
Corn

W& % Farmers

)

Grown
with Soil
Health
practices

CORN
E FLAKES

Made with
Responsibly
Sourced
Corn
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Metrics:
1. Selection
2. Reaction time

Output:
Conversion Score



Evaluation

Consumers rate claims on relevance, uniqueness, and purchase intent.

11

How relevant are
the following
messages?

Supporting US
Corn Farmers

1-not at all

3
4

000000

3

o 7-very

100% USA Corn
Farmers

How unique are
the following
message”?

Supporting US
Corn Farmers

1 notatall

3
a

6

SO000Q00O0

o 7-very

100% USA Corn
Farmers

How likely are
you to buy cereal
if the brand
offered each of
the following?

Supporting US
Corn Farmers

ot at all
2
2

3

OCO0OO00CC

7-very
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Metrics:
Rating

Output:

Evaluation Score
(T2B)



Potential Study Add-On Modules

Depending on the needs of individual teams, modules can be added to the

core modules.




Implementatiol

Review with

Core Team _
Present with

Global Team

Encourage

Conducting
Pilot Tests
N



Pilot Tests Proved the
Approach Is Working! Since
last summer, SKIM has...

Completed 9 Kellogg’s
claims projects, testing
613 claims across 4
categories, in the US,
EU, Canada, and
Mexico
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SKIM’s analysis provided more than just
relative ranking of claims

Ensure claims include an element
about taste to maximize appeal
54%
2%
51% 0
i °1%0 49% 49%
. . . . =
Taste Quality  Vitamins 5inl Grains  Nutrients Negative

Tone O
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Pilot Testing Learnings

3

Strategic
Goals

1

Benchmarks

2

Tactical
Needs
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Continue Coding Knowledge
Global Framework Base

Roll-Out



The coding framework will optimize the
value of the KnowledgeBase

What and Why of Coding Claims

* Determine
of each claim

égé Claims Coding Workshop

e Conduct to S
: Code Finalization
understand and which @
elements
* Inform Claims Meta-Analysis
: Q
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The KnowledgeBase enables:

. Easy access globally

1
2. Claim and cross-category comparisons
3. Meta-analysis to reveal trends and insights

Cereal Sustainability Claims OR Project Marvel Claims OR Nourish Bar Claims OR Mini Wheats Claims OR Happy Inside Claims ~ Filters v Explore¥  Exportv  Edic SKIM Editor (&) {5}

Kellogg's Claims KnowledgeBase

Kellogg's Claims KnowledgeBase

Index
Benchmark = 73%

Uniqueness
Benchmark = 26%

30%
Relevance
Benchmark = 38%

41%
Purchase Intent

Benchmark = 35%

19 39%

1%

Search... - —t—+ 93 %

Spiit Data by:
Y —

Relevance v

Index

Search

Filter Claim Index Relevance . Uniqueness Pl
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Today’s Key Takeaway

Implementing this insights ecosystem has
allowed Kellogg’s to develop a consistent,
, Insights-driven, and cost
effective market research process.

Together these elements are delivering
seamless, , agile client experience and
a more effective client-vendor partnership.
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Any Questions?

SKIMagroup.com

©@B0000CE
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cisi

behavior |
experts

Sebastian Schuliaquer
Category Strategy and Global
Brand Insight Lead

Remy Denton
Research Director, SKIM
r.denton@skimgroup.com


http://www.skimgroup.com/
https://www.slideshare.net/skimgroup?__hstc=167070049.2779d317215ee98225febbbca3f21529.1491763688814.1491763688814.1491763688814.1&__hssc=167070049.1.1491763688814&__hsfp=40310509
https://www.linkedin.com/company/skim?__hstc=167070049.2779d317215ee98225febbbca3f21529.1491763688814.1491763688814.1491763688814.1&__hssc=167070049.1.1491763688814&__hsfp=40310509
https://www.youtube.com/user/SKIMvideos?__hstc=167070049.2779d317215ee98225febbbca3f21529.1491763688814.1491763688814.1491763688814.1&__hsfp=40310509&__hssc=167070049.1.1491763688814
https://twitter.com/skimgroup?__hstc=167070049.2779d317215ee98225febbbca3f21529.1491763688814.1491763688814.1491763688814.1&__hssc=167070049.1.1491763688814&__hsfp=40310509
https://www.facebook.com/SKIMgroup/
https://www.instagram.com/skimgroup/?__hstc=167070049.2779d317215ee98225febbbca3f21529.1491763688814.1491763688814.1491763688814.1&__hssc=167070049.1.1491763688814&__hsfp=40310509
http://www.skimgroup.com/
https://www.slideshare.net/skimgroup?__hstc=167070049.2779d317215ee98225febbbca3f21529.1491763688814.1491763688814.1491763688814.1&__hssc=167070049.1.1491763688814&__hsfp=40310509
https://www.linkedin.com/company/skim?__hstc=167070049.2779d317215ee98225febbbca3f21529.1491763688814.1491763688814.1491763688814.1&__hssc=167070049.1.1491763688814&__hsfp=40310509
https://www.youtube.com/user/SKIMvideos?__hstc=167070049.2779d317215ee98225febbbca3f21529.1491763688814.1491763688814.1491763688814.1&__hsfp=40310509&__hssc=167070049.1.1491763688814
https://twitter.com/skimgroup?__hstc=167070049.2779d317215ee98225febbbca3f21529.1491763688814.1491763688814.1491763688814.1&__hssc=167070049.1.1491763688814&__hsfp=40310509
https://www.facebook.com/SKIMgroup/
https://www.instagram.com/skimgroup/?__hstc=167070049.2779d317215ee98225febbbca3f21529.1491763688814.1491763688814.1491763688814.1&__hssc=167070049.1.1491763688814&__hsfp=40310509

