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Question: What percent of people often canOt always get what

they want?
/ :

Product Range

People who can’t get
what they want

Price

(

n=24 synovate

I Read: About 15% of people can’t get what they want because of Product Range and Price barrier’s Research reinvented



Question: And what happened last time?

Question: Last time I bought *** What I really wanted was **

This is what stopped me ...

Had to buy
another brand

85%

/[ Barriers to |:
il consumption : 13%

Accessibility

49%

Promotions

n=462
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Market Overview

Attitudinal Equity Barrier Effects Estimated Share

Brand 1 12.6 |23 14.9
Brand 2 7 |20 9.7
Brand 3 8.3 0.9 9.2
Brand 4 6.3 lo7 B
Client 6.9 0.1 B
Brand 5 6.0 0.1 B
Brand 6 5.2 0.2 B 5
Brand 7 47 106 W53
Brand 8 3.3 1.9 B =
Brand 9 5.4 0.7 Jaz
Brand 10 16 12 28
n =444 ()

I Read: Client brand has an Attitudinal Equity of 6.9, Market forces are working against the brand and they gain 0.1% from barriers working in their Synovate
favour. Combined these indicate the Client Brand Estimated Share of the market is 7.0% Research reinvented



Barrier norms: FMCG °

Client Brang

Attitudinal Equity 6.9 5o 7-9 10-12 i 13-15  16-20 : 21-25 : 26-30 | 31-40 : 41*
Barrier Effect

Nett gain/loss 0.1 e aina e -1.2 8 1.6 2.0 B L

Nett gain 17 009 109 182 244 318 550 708 642 889 6.14

Nett loss 16 016  -143 235  -315  -442 -445 548 -444 -521 -3.81

% who get the brand

more than they want 12 35
28 33 27
o M3 ™ mom =
(0]
% who get the brand as 73 2 g e g o 41 41 56
much as they want
14 18 18 19 21 23 - 26 o4 17
% who get the brand

less they want it 15

n=213

I Read: With Client brand’s Attitudinal Equity of 6.9, they fall into the 7-9 category. The Client Brand gains share due to barriers whereas typical brands
with its AE tend to lose. The Client brand’s marketing performance is better than the norm.



The effects barriers have on the Client Brand

| prefer another brand but barriers inhibit me Positive Barrier Group
from using it, so | use the client brand instead

Size of Group 6

Attitudinal Equity 29
Barrier Effect 28

* Estimated Share 57

. Value of Group $ 113 MILLION
M Value Gained $ 32 MILLION

.....................’.................................................................................................

*
10 Silleesel 1T

®
*,
-10 *

Impact of Barriers

52% Unaware/ Aware not consider
n =444

Equilibrium
_.W Value Lost $ 9 MILLION Size of
0 ssssess w..........:.........‘..I..........I...................I............. ae Group 350/0

*® ..:.00
PPY

L 4

R 2 Negative Barrier Group %
.
. Size of Group 7
.

Attitudinal Equity 22
Barrier Effect -16

Estimated Share 7

Value of Group $ 132 MILLION

Value Lost $ 21 MILLION

Attitudinal Equity synovate
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The client brand is one of my first choices, but
market barriers depress the client’s brand share




Question: What is the $ impact of barriers B both in terms of
share gained and share lost?

| prefer another soap but barriers inhibit me from : :
using it, so | use Client brand instead Client stealing share

.
* Brand 1 9
.
.
* Brand 2 10
L 24 .
.
o O, o . Brand 3 16
S o ¢
,?" .”0 ¢ . . Brand 4 8
‘&: R A Brand 5 10
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Qg ¢ ¢ o, LS g o Equilibrium
= “y Size of Group 35%
BA0 wrnennnnnnanns g ML i
s .
©
Q
= Brand 1 9
Brand 2 9
Brand 3 4
v Brand 4 14
Client brand is one of my first choices, but marketﬂ
barriers depress Client brand’s share Brand 5 5

Attitudinal Equity

56% Unaware/ Aware not consider
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Question: Profiling for targeting

Employment

Marital Status

Unemployed]

Part/Full Time]
employment

Schoo]

Tertiary

Post Graduate]

Married]

Widowed/Divorced
Separated

Never Married

Male

Female

Negative
barriers

36

64

36

62

81

11

30

70

Equilibrium

22

78

23

63

14

56

17

27

34

66

Positive
barriers

bl

49

95

40

70

23

a1




10
The business effects of positive barriers and quantifying costs

" | prefer another Brand
- A =~

5 Y

A

% ;‘:' ﬂ.' .- V !

% = I -i Y z

PR T AR T

YR 2 100 . e nssmennnnnsnnnn g T e, .

Size of group enhances share] 6%
$10.9 million Attitudinal Equity | 29
Barrier Effect] 28
- current Share| 57
$62 million $56 million :
$3.8 million Total market value ] $1 881

Value of Group | $113

The Client brand should get] $33

Gains due to barriers|] $32

Accessibility Promotion  Product Range Price

The client brand gets| $65

n=27 O

I Read: Shows where the client brand is gaining their additional share from. They are gaining on aspect of their competitors facing barriers on Synovate
Accessibility, Promotion, Product Range and Price. This translates to a gain in $32 million for the client brand.

Research reinvented



11

What are the positive barriers?

a -
i !;'; ¥‘ Y !
g £ ¥Yy L -

Client Brand

0.24
, 0.06
S S
B R
Hard to find in Unavailable No Coupons/ Unavailable in Unavailable Costs more than
store where | shop Promotions scent/version in the form I’'m willing to pay

ACCESSIBILITY PROMOTION
. . 0.30 0.20

n=27 )

I Read: Categorizes barriers into Critical Marketing Variables. Client brand gains 0.36% share due to competitors being ‘hard to Synovate
find in store’. Research reinvented
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Question: Profiling for targeting

| prefer another Brand but

o oY
I A B .
k] v; ¥ -
Total % . é‘!!;!; !' T
0 oV, -
Size of the group 6 ) ! ...... ﬁ!? ._W.-! ...... T Y~ S e >

Accessibility 27
Product Range 26

Promotion 17

Another type of barrier 15
Price 15

L Male ] % ____Female ___J %

Size of the group 1 Size of the group 5

Accessibility 75 Product Range 29

Price 25 Accessibility 22

Product Range 0 Promotion 19

Another type of barrier 0 Another type of barrier 17
Accessibility 0 Price 14 O
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The business effects of barriers and quantifying c

13
OSts

A | Y ¥

o fyn-.Y ! : Y

IO L LT O S
£ v

Client brand is one of my first choices, but
market barriers depress Client Brand’s share

Attiuding! Equity

$6.6 million Size of group inhibiting share| 7 %
$5.8 million - - _
$5.6 million Attitudinal Equity | 22
Barrier Effect] -16
$3.8 million Current Share| 6
Total market value for the client brand | $1 881
Value of Group | $132
The client brand should get] $30
The client brand loses due to barriers| $21
Price Promotion Product Accessibility The client brand gets| $9
Range
n =31 O
synovate

I Read: Shows where the client brand is losing their additional share to. They are losing on aspect of their brand facing barriers on Price,

Promotion, Product Range, and Accessibility. This translates to a loss of $21 million for the client brand. Research reinvented



What are the negative barriers?

The Client Brand

0.20
0.10

Costs more than I'm No Coupons/ Unavailable in Unavailable

willing to pay Promotions scent/version in the form

PRICE PROMOTION

035 031 0.30

prm— prem—

Norms 0.39 0.24 1.14

n =231

I Read: Categorizes barriers into Critical Marketing Variables. The client brand loses 0.35% share because it is seen to be too expensive.
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Client brand is one of my first choices, but

market barriers depress Client brand’s share

Attitudinal Equity

Unavailable Hard to
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Question: Profiling for targeting

o CIRA Y
o gl Ny oyt
5,10'!"1“"_"" AR L LR LR ELE R LR
[ - -
ks
g
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Total Yo 5 v
Client brand is one of my first choices, but
g ket barriers d Client Brand's sh
SIZG Of the group 7 market barriers depress Client Brand’s share
Attituding! Eqnity

Price 30
Promotion 29
Product Range 27
Accessibility 12

Another type of barrier 1

Female %

L Male ] %

Size of the group 2 Size of the group 5

Product Range 55 Price 37
Accessibility 19 Promotion 37
Price 15 Product Range 14
Promotion 11 Accessibility 10
Another type of barrier 0 Another type of barrier 2 O
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Summary Notes 16

From the verbatims

A window into some of the casual ways in which circumstances interfere with choice e.g. ‘got a
free sample’, ‘it was a gift’, ‘share with my husband’, ‘bought on my way home.’

Key points about Client Brand

=I Above average marketing performance (Chart 6)
=IGains a net 0.1% from barrier effects against a norm for brands of its kind of -0.5% loss (Chart 6).
=I This is made up of 1.7% gained from people who use it more than they want, versus losses of -1.6%
among people who want to use it less.
=!I Losses due to negative effects of barriers only -1.6% against a norm for brands of its kind of -2.35%.
=| The $ value of gained share: $32 million. The $ value of lost share: $21 million. (Chart 7)
=!I Gains come from main sources (Chart 10):
=! People who can't find the brands they want (0.58% — value $10.9 million)
= Promotional activity by the client brand (0.33% — value $6.2 million)
=| Client matches variants/formats to consumer needs better than competitors (0.30 — value $5.6 million)
=| Client brand is felt to be better priced (0.20% - value $3.8 million)
=| Specifically: competitors lose sales because they are ‘hard to find in store’ (0.36%),’no coupons/never
on promotion’ (0.33%), and ‘unavailable in scents | want’ (0.24%) (Chart 11)
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Summary Notes 17

Key points about Client Brand (cont.)

=!I Client loses sales to competitors because (Chart 13):
=| It is seen to be expensive (-0.35% - value $6.6 million)
=! It is under-promoted (-0.31% - value $5.8 million)
=! It doesn’t offer desired scents of forms (-0.30% - value $5.6 million)
=| It isn’t always available when wanted (-0.20% - value $3.8 million)
=| Specifically, most sales are lost due to pricing issues: (-0.66% - value $12.4 million)
=! Client loses significantly less than its peers due to factors like (Chart 14):
=! A failure to match scents/variants to consumer needs (-0.30% versus a norm of -1.4%)
=!I A failure to get distribution and in-store management right (-0.20% versus a norm of -1.5%).

Macro-strategic Analysis

=I The client brand outperforms its peers in terms of key marketing variables: matching its offer to consumer
wants and distribution/in store management

=I To the extent that it loses sales, the losses are mainly due to its premium pricing or unwillingness to be on
promotion as often

=I There is nothing to be gained by competing on price/promotion. It is a successful premium brand. It's also
hard to see the client doing much better in terms of distribution, in store brand management, or product offer

=l Implication: at the macro-level, client focus has to be on building attitudinal equity if it wishes to drive sales.
Client has to move up the equity ladder. ()
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Summary Notes 18

Micro-strategic Analysis

=!I Client’s performance to date is a function of how its marketing budget has been allocated to date — analyze
the relationship between marketing performance (size of barriers) and marketing allocations.

=!I Client’s performance going forward will be a function of marketing allocations going forward — in the context
of what will mainly be a ‘maintenance’ strategy — ensure the balance of budget allocations is appropriate.

=| Since playing with the pricing variables (price/promotion) may lead to sales increases at the expense of
margin — and therefore to revenue losses, the only place where gains may be made is in the product offer.

=!I Explore the potential to achieve a better match of product offer to consumer ‘want’s — focusing in particular on
scents.

®,

synovate

Research reinvented



