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Brand as Performance (BaP): Research Program

What is the fundamental relationship between Brand and Performance Marketing?

Program Overview: 'cvs MOLSON
* The Great Marketing Growth Debate series sprang out of this project with the - RG eeverase
. . . Health h C OO S COmipany
goal to help marketers to understand the leading marketing growth theories ®
* Key elements of these theories will be tested as part of the BAP studies: T T T T T N
— Importance of reach and mass marketing (Byron Sharp) : YOU R : Inte;ff;:d -IIO Be?The
OGO arketer?
—  Customer centricity and the need to focus on the right customers (Dr. Peter Fader) : H ERE : e G S
— Role of the movable middle and outcome-based marketing (Joel Rubinson) V' conmeris | greg@mmaglobal.com

o - - == -

Latest Status:

* Study has been reviewed by over 50 marketers
+ The topic of brand & performance compelling to EVERYONE, including everycM¢ FACEBOOK gae
* 2 of 3 participating marketers identified: CVS & Molson Coors Go gle X

* Expected execution in early 2021 (Covid paused the start)
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Outcome-Based Marketing 2.0 (OBM): Whitepaper & Institute

Outcome-Based Marketing Whitepaper to be released shortly. More information will
be sent via email, but to learn more about research, visit:

mmaglobal.com/OBM
Interested to get involved? > & /

Join our OBM institute! Join the Outcome-Based Marketing 2.0 (OBM2)

Community

* Join by filling out the form OR
 Email OBM@mmaglobal.com
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Asking Questions, Sharing Insights

Send us your guestions and insights, using this O&A box.

op questions are listed below. To ask yc juestion, cli

TOP QUESTIONS

JB

Q. How does this work for financisl services where “repeat rate”
Isn't applicable?

fy @ situetion and estimate prot

dtuation. F

S flindv ]

Q. What data sources do you need to be able to target the ‘movable
middio’ for a particular brand?

Neustar's

ning data & a graot
s yory strong for

brands are shifting to LTV as a stronger metric far media
performance?

Q Q. Why was ROAS selected as the main KP1 for success when many

beg to differ that LTV i«
but it Is & metric t mptions

1 are all contesta

objective.

e IO

©. Can you share a bit about differonces between categories of
goeds? For example, Is this principally about FMCG or does the
thesis apply equally across many sectors?

npdi cable
Ketir
Wding the

mmaglobal.com/MarketingGrowthQA
#MarketingGrowthDebate




The Brand Growth Flywheel ™
New Findings from the Study of
1 Billion Shopping Trips

Jared Schrieber

Founder of InfoScout,
Now Numerator




Inspiration & Approach

#1 BESTSELLER
THREE MILLION COPIES SOLD

GREAT

EXCEPTIONAL PAIRED
GROWTH COMPANIES LOSING COMPANIES
El Abbott

PH
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[TLIP MORRIS R.). REYNOLDS
'TERNATIONAL TOBACCO



The Study

58 Winning

30MM+
Brands ?

& &

58 Matched
Losing Brands

+1.5% Share




About the Data & Primary Sources

.a Advertisers' Media = v |- >
Snap phOtOS Of / top 8 advertisers by creative cour 3 R nd “: ”. - "" ":
your receipts " - > A \§E
B - T G\ v
® Numerator ® Numerator ® Numerator Lit. Review
& OmniPanel @ Ad Intel @ Promotions Intel ®
450k+ US panelists 22 media types 1,450+ retailers 4,000+ brands Peer-reviewed
empirical research
1 billion+ trips captured 810k+ unique ads /yr 1,100+ categories 200+ industry sectors from leading journals
44k+ retailers tracked 145M+ impressions /yr 200k+ circular ad Continuous, syndicated Case studies from
- All B&M + eCommerce blocks coded per week brand equity measures books & industry
S150B+ in US ad spend /yr publications

20k+ brands tracked

2 million+ trigger surveys

Every brand at every retailer with every ad and promotion



Today’s Paradigm

Sales Decomposition Tree

What are the consumer
dynamics driving total sales
for my brand?

How many households How much is each
are buying my brand? household buying?

Measure: Household Penetration ‘ Measure: Buying Rate

Source: CPGDATAINSIGHTS.com

Buyers

S per Buyer
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Valid Approaches to Sales Decomposition

Which of these metrics best explain changes in
brand S sales & market share YoY?



Buyers vs. Trips vs. Units Sold

Which metrics best explain changes in Sales S by time period studied?

58 WINNING & LOSING BRAND PAIRS from 2016-2019

r-squared of % Change in Metric to % Change in Sales S Year-over-Year Month-over-Month

Trips (Purchase Occasions) 0.95
Units
Buyers

S per Buyer

S per Trip

S per Unit 0.01

Source: Analysis of Numerator OmniPanel data. R-squared value for Buyers drops significantly when looking at all brands across categories versus just Winners & Losers



BYRON SHARP CLAIMS:

To date, nobody has
seriously challenged
his findings.
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ANTICIPATION!



06

All animals are equal,
but some animals are
more equal than
others.

GEORGE ORWELL

George Orwe




CONSUMER
FARM X

All consumers are

equal, but some

Af\'li'l:; EONSUMERS consumers are more
equal than others.

EQUAL
ERS- Jared Sch




Re-creation of Byron Sharp’s ‘Growth via Light Buyers’

YoY Change in Buyers by # of Occasions (Trips)
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Source: Analysis of raw data from Numerator OmniPanel - Caulipower Frozen Pizza from 2018 to 2019 CAULIPOWER



What is the S contribution of those light buyers?

YoY Change in Buyer Spend by # of Occasions (Trips)
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How did buyers in 2018 contribute to 2019 $ growth?

2018 Buyers by # of Occasions (Trips)
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Are light buyers equally important to win?

Proportion % of Spend S per Buyer S per Buyer
of Buyers in 2018 in 2018 in 2019
One-Time Buyers 0 0
0 2018 70% 35% $7.17 $3.05
Repeat Buyers 30% 65% $32.08 $20.28
in 2018 ° ° ' '

Source: Raw Data from Numerator OmniPanel - Caulipower Frozen Pizza from 2018 to 2019

CAULIPT JWER



But how can we

know in advance which
buyers will become repeat,
heavy buyers of our brand?



Are all prospective buyers really equal?

Heavy category buyers were 2X more likely to convert and spent 3.3X more than Light category buyers

Proportion of Category Buyers % of Caulipower % of Caulipower
in 2017 Buyers in 2018 Spend in 2018
Heavy Category o o o
Buyers in 2017 33% 41% >2%
Light Category 339 219% 16%

Buyers in 2017

2.0X 3.3X

Note: These same ratios are nearly identical when comparing 2018 to 2019 as well. Similar ratios found for other brands & categories. CAULIPQWER
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The Flywheel Effect

#1 BESTSELLER
THREE MILLION COPIES SOLD

GREAT

7\

LOWER COST SELECTION LOWER PRICES
S \ )
CUSTOMER
SELLERS EXPERIENCE

TRAFFIC
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Product

ROA 9 HOME!
Premium, Tradit HOMEMADE'

BOLOG All Natural, Premium |
Tomato Sauc $
# MARINARA |

Key

. People

Product




Lifestyles

Cultural &
Environmental
Factors

Product

Key

@ reople

Product




Lifestyle Changes

-6mo +6mo

Index = Post x 100

Pre

Source: Numerator OmniPanel Survey of N=5,062 combined OmniPanel Purchase Data of N=2.5M trips

Amazon
Spend Index
Pre-Post

Had/Expecting my first child
Stopped Dating someone

Bought my first house/condo 130
Got Divorced 120
Upsized: Moved into a larger place (house, condo, apt) 112
Started School 112
Got my first job 101
Received a promotion 98
Had/Expecting another child 97
Started Dating someone 94
Got Married 94
Child moved out of house 92
Faced major financial hardships 91
Got a new job 86
Downsized: Moved into a smaller place (house/condo/apt) 84
Became an empty-nester (all kids out of house) 75
Moved >50 miles away 74
Went on Maternity/Paternity leave 73

Retired from work _



Lifestyles Category Intent
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Future Occasions
(Jobs to be Done)

Cultural &
Environmental
Factors

Product

Key

@ reople

Product



Lifestyles Category Intent
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Future Occasions
(Jobs to be Done )

Cultural &
Environmental
Factors

Product

Key

@ reople

Product




Lifestyles Category Intent

> ®

Future Occasions
(Jobs to be Done )

Cultural &
Environmental
Factors
f) Frozen pizza Low  Full
h Baking & Cooking
\
() Almonds Low  Full
Snacks
() Dried apricots Low  Full
O Peanuts Low Full
Condiments
Key ( ) Strawberry jam Low  Full
Uncategorized
@ reople f
® () Cookie butter Low  Full
Product '
=/ 8 Er
Shopping List Pantry List ToDo List Settings
Installs

5,000,000+
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Lifestyles Category Intent e e

WHO IS
COOKNG? |

| ARTOPENING |

2 ] | ARE THEY A
GET TOGETHER R we Loven?
— | SOCIAL GATHERING ?.

00 YOU REALLY |
KNOW THEM? )

Cultural & R
Environmental W S

Factors

ARE THEY YOUR
FAVORITE PECPLE

v‘ ARE THEY ; )
<) | HOWTOCHOOSE | =
' > A BOTTLE OF WINE OJCE3a
“ Begin by picking who's drinking it

o) vlrs_ :
§ :(vcovmr;\, <
FROM WORK?
X L ALONE | PERSU'ML USE
) S SP{CIM
[ ) ‘ \ occnsmns

PURCHASE
Product OCCASIONS

ARE YOU
T AYHOME?

SWNETHE
MAIN COURSE? =
[ FEEUNG |
FANCY?

"~ RESTAURANT

/ OINNER FROM |
Key E - | AMICROWAVE?

DAILY DRINKING : L

3 ,
COOKNG W/ 0 \ | PRONOUNCE | /
@ reople _ , ) o e

Product L [ AT 7 < m A argvouwo cuus? .'

R |foauvwms{ |
ity COLLECTION | (" ewrvs oo womo

EAT DIRT
ASACIMD?

THX FOR PLAYIN'
NOW
GET OUT OF MY
FLOWCHART




Lifestyles Category Intent

>

Future Occasions

Increase Energy *

Cultural &
Environmental
Factors

PURCHASE
OCCASIONS

Product

Key

@ reople

Product




Key Takeaw@y

Winning Brands/Win Occasions

That Grow Categories



Lifestyles Category Intent
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Cultural &
Environmental
Factors

PURCHASE
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Product
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Lifestyles Category Intent

PRODUCT
ATTRACTION

>

Cultural &
Environmental
Factors

Will this get the job done?
OCCASIONS aka
Utility Satisficing

Key

@ reople

Behavioral
Economics

@ Product




Lifestyles Category Intent

PRODUCT
ATTRACTION

>

Cultural &
Environmental
Factors

s
Q?\ Price

/ Perception

Product

PURCHASE
OCCASIONS

Key
‘ People PRICE
DROPPED
Product
® rFrice

Source: BERA Brand Equity Surveys of Willingness to Pay More; Avg Percentile Difference Between Matched Winners & Losers from Q1°2017 through Q4’2019




Lifestyles Category Intent

PRODUCT
ATTRACTION
Cultural &
Environmental
Factors
Price
/ Perception
Product
Key
@ reople
Product
® rFrice (
PRODUCT

EXPERIENCE

PURCHASE
OCCASIONS

Performance against
Decision Utility



Lifestyles Category Intent

PRODUCT
ATTRACTION

>

VIANAGING
AND

Cultural &
Environmental
Factors
(2
Q%\ Price
Perception
BRAND PURCHASE
EQUITY A OCCASIONS
Key
@ reople
g .
@ Product v’ Awareness v Quality
® rFrice (
v’ Salience v’ Associations
PRODUCT v’ Familiarity v Preference

EXPERIENCE



Brand Equity Drivers: Differences Between Winners & Losers

INNOVATIVE * Differentiated Products
& Value Propositions

MEANINGFUL

Show Understanding of
Desires, Lifestyles & Occasions

INTELLIGENT

SINCERE

* Make Trustworthy Claims
& Deliver Upon Them

COMPETENT (QUALITY) * Offer Superior Value

(not cheap, but worth more)

Source: Analysis of BERA metrics; Average Percentile Difference Between Matched Winners & Losers from Q1'2017 through Q4’2019 BERA



Lifestyles Category Intent

PRODUCT
ATTRACTION

>

Cultural &
Environmental
Factors
(2
Q
R Price
/ Perception
BRAND
EQUITY A Product
Key
@ reople
Product
® rFrice (

PRODUCT
EXPERIENCE

“the perceived utility and
desirability a brand name
confers on a product”

- Dr. Lassar




Lifestyles Category Intent

PRODUCT
ATTRACTION

>

Cultural &
Environmental
Factors

(0.2

Q
R Price
Perception

4

Product

BRAND
EQUITY

Key

@ reople

Product

® rFrice

<

PRODUCT
EXPERIENCE

PURCHASE
OCCASIONS

R=0.92

The correlation between
Top of Mind Awareness
+
Unaided Awareness

relative to Trip Share

Source: Survey of N = 2415 Numerator Test Panelists
across 8 categories combined with Trip Shares from
Numerator OmniPanel. Excludes Private Label brands.



Lifestyles Category Intent

PRODUCT
ATTRACTION

Cultural &
Environmental
Factors
s
QQ Price
/ Perception
BRAND
EQUITY A Product
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*
@ reople (Oo
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Product
® rFrice

PRODUCT
EXPERIENCE

PURCHASE
OCCASIONS



Consecutive Repeat Rates

Winners VsS. Losers

| 36%
BEYOND Toturky
MEAT  19% .

9 42% 5

PURCHASE
OCCASIONS

PRODUCT
ATTRACTION

>

s
Q$ Price

/ Perception
BRAND
EQUITY A Product
©) 57%

2 Downy 3, Purex

G
‘ People (OO
7o)

Product

. Price (
PRODUCT

EXPERIENCE

35% NITRI
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Cultural &
Environmental
Factors

Key

. People

Product

® rFrice

Lifestyles

Category Intent

PRODUCT
ATTRACTION

“True loyalty is more than
preference. It’s when a
brand defines the
e category”

Price
Perception

BRAND |
EQuITY ‘A Product

PRODUCT
EXPERIENCE




Lifestyles Category Intent

PRODUCT
ATTRACTION

>

Cultural &
Environmental
Factors

Price

<
/ Perception

Product

BRAND
EQUITY

Key
@ reople
Social
Product Validation
® rFrice
PRODUCT
EXPERIENCE

PURCHASE
OCCASIONS

Premi,er)
Protein:

Premier Protein 30g Protein Shake,
Caramel, 11.5 FL Oz, Pack of 12
11.5 FL Oz (Pack of 12)

Yok ke v 51,986

YAMUNA SZAPPAN 100G
ORG.CITR.FUVEL

499

4,99Ft/1

11199536 M

Iy oy

i

Legjobbra
ertekelt



Lifestyles Category Intent

PRODUCT
ATTRACTION

Cultural &
Environmental
Factors
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Lifestyles
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BRAND
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Distribution

Social
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Lifestyles Category Intent

PRODUCT
ATTRACTION

Cultural &
Environmental k
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Lifestyles Category Intent

PRODUCT
ATTRACTION
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R Price
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Lifestyles Category Intent

PRODUCT

ATTRACTION ﬁ
~= MOST USEFUL PROTEIN
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Cultural &
Environmental
Factors

Price

<
/ Perception

Distribution Product

BRAND
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Earned

> b ) 21650

Dove Real Beauty Sketches | You're more beautiful than you think (3mins)

69234452 viewn - Apr 14,2013
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NOILYAONNI
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Social
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Product Media
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. Promotion pRODUCT
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Store
Consumer-level Measurement of Trade Promotions

y 9

Promotion Lift = Incremental Sales

e

right ?

L
e - By -
L -'il_ — - e - -

Baseline Demand



CHANGES IN CATEGORY MARKETING ACTIVITY
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Trade Budgets Ads™






What kind of "Promotion” grows brands YoY?

Trade Promotions Brand Advertising

Buy two,
get one

5023

Glade air care in store*t
Excludes aerosols and solids.

Lower-priced item will be
50% oft. Quantities kmited;
no rain checks.

VS.

r=0.5
€

Sources: r-values from current research into 58-pairs of winning vs losing brands via Numerator OmniPanel, Ad Intel & Promo Intel; Elasticities from meta-analysis of 3" party studies & journal articles measuring long-term impacts
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Lifestyles Category Intent
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Lifestyles Category Intent
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eople Try
s People Buy

The Reason
Are the Reas
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Thank you!

Visit

www.BrandGrowthFlywheel.com

for research updates & first access to the book




Moderated Interview

Joanna O’Connell

Vice President, Principal Analyst
Forrester

SUBMIT YOUR QUESTIONS VIA THE = |
Q&A BOX

JOIN THE DEBATE ON SOCIAL: s

. .- -u
#MarketingGrowthDebate



Audience Q&A

Marc Vermut

Vice President, Marketing Solutions
Neustar

SUBMIT YOUR QUESTIONS l =
THROUGH THE Q&A BOX

ALL QUESITONS & RESPONSES
WILL BE POSTED HERE:

mmaglobal.com/thegreatdebate




=MMA Marketing Growth Frameworks

UP NEXT

TO REGISTER & LEARN MORE:
MMAGLOBAL.COM/THEGREATDEBATE2020

JOIN THE DEBATE ON SOCIAL:
#MarketingGrowthDebate
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GROWTH PANEL
FRAMEWORKS DEBATES

JANUARY 27

e

Strategic Analysis &
Comparison of the
Featured Marketing
Growth Frameworks

24

MARKETING

ALL THE MARKETING
GROWTH FRAMEWORKS
IN ONE PLACE.

MARKETING SCIENCE ADVISOR

neustar

EXPERTS Join the Debate: #MarketingGrowthDebate

ANALYTIC
DEBATE PANEL

FEBRUARY 17

First Debate Featuring a
Panel of Leading
Analytics

MARKETER
DEBATE PANEL
MARCH 31

33
$

Second Debate Featuring a
Panel of Leading Brand
Marketers



=MMA Marketing Growth Frameworks neUStar

For Questions or More Information:

Greg Stuart

greg@mmaglobal.com
mmaglobal.com/thegreatdebate
#MarketingGrowthDebate
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