Tools to become a more productive market researcher.
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Hitting the Brand Bull’s Eye
Through Predictive Research



Prophets come in all shapes and sizes



So what do we mean by brand bull's eye?



What should you get out of next 45 minutes



Targeting via
Segmentation



Positioning Elements

Target Audience

Benefits

Competitive Set

Supports

Personality

Explanation

The core benefit(s) that will resonate with the
target audiences; can be functional and
emotional.

Which competitive treatments will be
encountered with the positioning strategy

Proof points
“Reasons to believe”
The tone of the brand



Identify target segments

Determine competitive set

Define differentiated
core benefit for targets

Develop positioning candidates
for testing

Test and finalize positioning
Develop messages for testing

Incorporate messages into creative
executions (Vis Aid, etc.)
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1 Evolves throughout life |
. stages and lifestyles !

Mercedes-Benz

1 Economy: for men, L I 1 Worthmore: for beer :

1 1 1 a..q
blue-collar aficionados







Upstream (New Product Launch Post-Launch/In-Line
Phases II-111)



Segmentation Approaches

Geographic e.g., census regions, zips,
countries

Demographic e.g., age, gender, income,
education, health insurance type

Behavioral — purchases, brand loyalty,
spending, repeat behavior, occasion-
based

Psychographic - lifestyles (blend of
demos and psychological insights) and
life stages

Attitudes, Interests and Opinions
(A.1.O.)

Benefits sought - desire feature X or
benefit Y

Personality




The analytical technigue should always be driven by
the management problem, not the other way around.

Mindset Segmentation Predictive Targeting

Hybrid Approaches




Key

Cluster Latent

Considerations Analysis Class

L Can properly handle mixed

measurement levels of data? _

Diagnostic information Excellent

Measures of fit
I)
How many segments do you keep~ Arbitrary quide final choice

Penalty for too many segments? _

Creates segments defined by Exact membership Probability of

membership




Design
Component

Data
Collection

Market
Definition

Sample Size

Decision

Online? Phone? In-person?
Or mixed mode?

What total potential market is to
be segmented?

Is there a natural partitioning a
priori?

Aligned with strategic intent e.g.,
switch strategy vs. grow market

Min 1,200-1,500 respondents for
consumer

750+ for professionals

Rationale

Visual cues of online (e.g., choice
exercises or profile exposure)

High quality data required for
accurate “sizing of the prize”

Patients have MD diagnosis?
Treatment naives in or out?
What stage of disease?

What TRx cut-off? Called and
non-called on professionals?

Include NP/PAs?

Large sample for subgroup
analysis e.g., small segment of
10% = 150 in sample of 1,500




Pediatrics vs. Adults;
caregivers vs. patients;
severe vs. moderate/mild




Design
Component

Questionnaire

Typing Tool

Prioritizing
Segments

Decision

30-40 minute main survey usually
required so keep it interesting

Planned applications?
Parameters? (length, precision,

environment, etc.)

Use art and science to determine
segment attractiveness

Patient yield in each segment
Multi-dimensional scorecards

Rationale

Extensive profiling inflates length
Linkages to other data bases
e.g., media, Rx audit data
Research recruitment (often by
phone for qualitative)

Marketing deployment e.g., DTP
program entry point

Branded tools may limit allowable
inputs

Must identify targets and non-
targets — “lose to win”




Harnessing the
Targeting



Identify target segments
Determine competitive set

Define differentiated
core benefit for targets

Develop positioning candidates
for testing

Test and finalize positioning
Develop messages for testing
Incorporate messages into creative
executions (Vis Aid, etc.)




My pain prevents me from
enjoying life

| am able to go about my normal
everyday work

| have no problems walking

—_——— = ———

My pain prevents me from getting
a good night’s sleep

In general, pain prevents me from
getting to some everyday activities

Contrasts between segments

________ |———————‘-“-.--II-I-I..-.-.'-‘—————_—_
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My pain gets me down at times

My relations with others are

0
affected by my pain 1%
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Likelihood % of All
Users in Likely Users
Segment in Segment

" mple (Sample

Size of Size of Likelihood to
Segment Segment Ask Doctor

20.9% 110

% All Likely Users in

Each Segment Size of Segment Development Index

Average
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No Gl side effects

As effeclive as Brang £

Covered by insurance

Once a day

Easy to
administer




High opportunity segments

Consider constellation of
. patient conditions, not
.« Justdisease X

~o .
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\ Patient- A
. centered .
\ 7
\ /
. _+ Not afraid to step
- . up treatment but
Functionality\ . . prefers to first
driven exhaust more
benign options
rd
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______ - //
Efficacy

driven



Move away from PowerPoint slides in workshops to
discuss actions and implications.



Evaluating Positionings
and Messages



Identify target segments
Determine competitive set

Define differentiated
core benefit for targets
Develop positioning candidates
for testing

Test and finalize positioning

Develop messages for testing

Incorporate messages into creative
executions (Vis Aid, etc.)




Inclination to prescribe
(to newly diagnosed,
repeat, etc.)



Design Consideration

Measure by segment

Where possible, ensure a
monadic read

Compliment with
sequential ratings

Consider “click” exercises
to deconstruct elements of
positionings

Rationale
Positionings should command a lift in targets

Clean monadic scores for each positioning statement

Not always possible if more than 3-5 positionings

If extensive subgroup analysis is required, this can be
accommodated via sequential ratings

A long-form drill-down of the first presented positioning (the
monadic read), followed by a short-form evaluation of further
posiitonings (the sequential read)

Randomly assign to avoid any order bias
Respondents can click on aspects they like, dislike and find
unique

These clicks can be regressed against an outcome — interest
in product — to determine salience of positioning dimensions



Design Consideration

Use forced choice methods

Incorporate rating scales into
a composite index

Incorporate control messages

Use bridge messages

Test incrementality of
messages

Rationale

Maximum Difference Scaling can distinguish between long
lists of tested messages

Include likelihood to act (prescribe, ask MD for Rx), and
diagnostics (uniqueness, believability, efficacy, etc.)

Select a subset of ratings to combine with the forced
choice scores into a single index of performance

Include messages that have a known marketplace effect

Consider competitive and old messages as benchmarks

Embed bridge messages in all tests allowing for
recalibration across waves

Test uni-dimensional and multi-dimensional messages to
evaluate the incremental impact

Modified TURF analyses to optimize message bundle
Discrete choice models to combine distinct elements



Makes Me Most Likely Makes Me Least Likely
to Prescribe to Prescribe

(Check ONE only) (Check ONE only)
Safety Message

Efficacy Message
Tolerability Message




_j]]






Process Tricks of the
Trade



Although design and analytics are important in hitt INg
the brand bull’'s eye, process is critical.

Major Process Hints Minor Process Hints




In Summary



In Summary

. An Integrated process will get you much closer to the

brand bull's eye — don’t think in terms of distinct research
projects

. Smart design and analytics are key

But process tricks of the trade are also essential



KN Contacts

Visit us at



