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Freemavens for L'Oréal

WE ARE A

NEXT GEN

INSIGHTS AGENCY

Experts in uncovering growth
through advanced analytics
and strategy consulting.

We work with a unique mix of unprompted consumer
data to unearth new insights to discover
opportunities. We believe this is best identified
through the analysis of online communities and future

growth signals that often lie unseen.




WE BUILD BRANDS
WORTHY OF
ADVOCACY




WE LISTEN TO
CONSUMERS ACROSS
DIFFERENT DATASETS

Our relationships with analytics tools, data
vendors and clients provides us with constant
exposure to new analytical opportunities and

functionality. While we have a preferred list that
Is updated on a continuous basis, we are data-
and tool-agnostic; creating bespoke ‘data recipes’
for each project that are tailored to the insight
requirements of the relevant stakeholders and
encourage collaboration with partners.
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THE INSIGHTS

FUNNEL

Freemavens for L'Oréal

Where is culture & society going?

What drives influence?

Who are the consumers before us?

What products/messages/moments matter?

How do consumers think/feel/do/buy along the journey?

What engages?

How are brands performing?

WHERE TO PLAY

Unpacking the category dynamics
Understanding cultural shifts
Direction of trends and moments

Segmentation of needs

HOW TO WIN

Product claims and benefits

Messaging hooks
Drivers of engagement
Customer journey / CRM




F

TRIBES

Scouring the digital landscape to
uncover new communities and
true insight into how people
think, feel and behave; helping
you adapt to meet evolving

consumer needs.

TIDES

MARKET & CATEGORY INSIGHTS

A richer understanding of how
the world and your market is
evolving, and which new
streams of growth present the

most significant opportunities.

atl

TRACE

Uncovering novel earned equity
measures to assess brand and
category performance and
model against sales and

campaign performance.



RECAP: INGRE

A SUCCESSFUL PARTNERSHIP AROUND TIDES
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THE CONTEXT IS THAT

The beauty industry is a rapidly evolving environment, and our consumers
are evolving along with it. Our knowledge-hungry consumer is constantly
on the look out for new ingredients to add to their routines and bring out

their best selves.

WE SETOUTTO

|dentify emerging ingredients of interest to consumers in skincare and
haircare, as well as the attributes and stories that can help L’'Oréal brands

better incorporate them into the brand narratives and product claims.
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PRIORITISATION FRAMEWORK

By analysing all 150 ingredients against our filter criteria, we can plot their relative positions on a graph to give more context

l‘ ‘ to all the data we had access to. Then, we could identify any pertinent themes that came through from the ingredients.

SEARCH DATA TOLD US.. Growth

OPPORTUNITY RENDING
Low volume + high growth High volume + high growth

i
x Low volume shows the ingredient is not High volume indicates the ingredient is well known
1. Opportu-mtv: lower well-known but high positive growth shows and high positive growth shows there is continuing
volume + high growth it has the potential to become popular consumer interest

2. Trending: higher
volume + high growth

3. _: lower

volume + low growth

4. Established: higher
volume + low growth

DO PEOPLE LOO

ESTABLISHED
High volume + low growth

High volume indicates the ingredient is well known
but low/negative growth shows that consumer
interest is starting to stabilise or mature

? | :
Volume
F R I N B EA U TY Freemavens for L'Oréal 0
0 O/ BN® O
|
WHAT WHICH ONES ARE
INGREDIENTS DO N>°¢Y ScruP | Q SEARCHED FOR A LOT? | —

PEOPLE GOOGLE | /
IN BEAUTY Eggz serub coffee WHICH ONES ARE | Mh
CATEGORIES? SEARCHED FOR MORE |

body scrub salicylic acid THAN BEFORE?




CONSUMER INGREDIENT STOR CONTENT ANALYSIS

AI-I-AN'I'OI N HAT IT DOES FOR ME? HY | LOVE IT? : .

I'm impressed with how | like to use Allantoin in formats ool naturalsoothéleaf
0PPORTUNI good Allantoin is at which might otherwise be too harsh good Sodium
” soothing the skin and how for my skin e.g. toners, especially as S

effective it is in targeting | have sensitive skin. I've also , il veDaily k!
dry, irritated skin. noticed that it quickly (almost B, Ll b} health
overnight) clears up very dry, rough edicatfariniilas
Superhero overnight solution for dry, skin.

SOCIAL DATA TOLD US.. rough skin
[

SOCIAL DATA (no. of mentions) SEARCH DATA (no. of searches) ‘ ’
OP BENEFITS OP FORMATS :

1. Skin Healing (4k) 1. Cream (11k) R S e T A S 7
SOCIALEUIRA L IYID) 2. Skin Moisturising (3k) 2. Moisturiser (1k) I rhanc sn slrton, Nothing e bomng. bt 9o, i, bytraong and '
7K MENTIONS | 22% CAGR 3. Complexion Improving (3k) 3. Lotion (1k)
4. Skin Protecting (2k) 4. Face Cream (600) _
e e e CONTENT SPLI CONSUMER SENTIMEN
JIYIT] (0.1% SHARE) 0P NEEDS 0P BRANDS SOCIAL: 72% P e
\ 42K SEARCHES | +15% CAGR 1. Cetaphil (4k,+150% YoY ) NEWS: 28% : zoﬁ't‘vé
. egative
= 1, ‘Targeting dey skin (2] 2. The Ordinary (700, +260%) HOW T0 LEVERAGE
CATEGORY SPLIT 2. Suitable for sensitive skin I_ PRODUCTS » Use in products which might aggravate
(2k) 1. ARSI Dalilas sensitive skin types as a soothing after effect
' Choice (15k, +31%) . pse language associatef:i with treating skin
3. Combatting acne (1k) issues like severe dry skin and promote the
0% 20% 0% 60% 80% 100% T ;‘f speed at which it clears up problem areas
B SKINCARE (76%) I SUN CARE (10%) 0P AED LA Aliantoin Zk+29%1 g
. B HAIRCARE (7%) [ BODYCARE (7%) 2. Aloe Vera BRAND SPECIFIC
B MEN'S CARE(0%) 3. Vitamin B5 Suvant AUERESTH It would be a good fit for a brand positioned
(ék +143% % towards combatting dry skin or other skin
' conditions, targeting those consumers with
. 9 Brand peig a, Google Keyword Planner sensitive skin
‘ ", A
- v
..\ : q
: WHEN CONSUMERS | love that this is eco-friendly... WHICH PRODUCTS
TALK ABOUT THE OR BRANDS DO
INGREDIENT, WHAT PEOPLE SEEK OUT7 SERUM from |NKEY LIST
DO THEY SAY? This ingredient is just perfect for my allergies... FOR INGREDIENTS?

It works just as well, but is more gentle...




From the average consumer’s current

understanding of the 30 deep-dive ingredients,

this is where they sit.

NATURALS

Consumers are familiar
and comfortable with

natural ingr ts and

their function

NATURALS + SENSITIVITY
Consumers are starting to dis
other natural ingredie

GENTLE ALTERNATIVE

ffective beauty-care is
accessible even to people with
sensitivities to be mindful of.

Consumers with sensitive
skin, who may or may not be
ex-users of more harsh
derivatives

EXAMPLE
INGREDIENTS

Q/ EN®O

BAKUCHIOL

NATURALS SCIENTIFIC

NATURALS SCIENTIFIC

space

69 9 36
HUMBLE + EFFECTIVE | ADVANCED BIOLOGY | CHEMISTRY :
AHA 21 10
VITAMIN E SR
CITRIC
PROBIOTIC ACID KERATIN 1
e SENSITIVITY
VITAMIN C/ SALICYLIC BHA Nurber of ingredients in each
ASCORBIC ACID ACID
RETINOL SCIENTIFIC
ALGAE PHA Consumers are more
CERAMIDES GLYCOLIC
LACTOBIONIC  ACID
CARROT SQUALANE ACID
BAKUCHIOL SULPHATE-FREE HYALURONIC ihC'Y: ‘\ th higher
MANDELIC AZELAIC ACID efficacy
RICE WATER ACID ACID
VITAMIN BS/
ALOE VERA VITAMIN B3/
PANTHENOL \aciNAMIDE
ALLANTOIN AMINO ACID AETiE
SCIENTIFIC + SENSITIVITY

SENSITIVITY

RELIEF + REPAIR | GENTLER DERIVATIVES

results with minimal irritation or damage.

PRODUCT CLAIMS

Place emphasis on the g
the ¢

PORTFOLIO

Build ranges <

vduct, and it’s sus

clear
sensitivity combined with hard sensitivity concerns.
results-focused claims

Certain skin care formats
e-cream) have a lo
volume and present

These product claims will aim to
increase accessibility of the products.

portunity
for growth as a generally sensitive
skin area for everyone.

1 LACTOBIONIC

MANDELIC ACID | ACID

Freemavens for L'Oréal

HUMBLE + EFFECTIVE

We see some familiar, all-
rounder ingredients being
characterised as trustworthy
staples for any skin/hair
issue.

NATURALS

Example: Aloe vera

There is a need for gentle alternatives to make efficacy accessible. Consumers are wary of their
sensitivities and look for specially suited products which allow them to achieve aspired beauty

If Retinol
1arsh, try t
but equally ef

Bakuchiol inste

| - ——— v |

SCIENCE-ADJACENT ASSOCIATIONS

There are opportunities to create a digital
database that highlights gentler alternatives
to products, driving organic reach.

These gentle alternatives don't appear or
their own in a vacuum, and t
included as part of th

saged to consumers, using retarget

Paid media

OPPORTUNITY STORIES

ADVANCED NATURALITY

There are some exotic
(even luxurious) naturals
that are also
environmentally friendly,
without comprising on
efficacy

Example: Algae

RELIEF + REPAIR

We see consumers
choosing ingredients for
their known soothing and
healing properties. It's
about tackling the skin/hair
issue but also providing
relief

VITY

Example: Allantoin

BIOLOGY

We see consumers using
products that boost or
enhance their skin/hair on
a cellular level. The focus
is on stimulating cell
production.

SCIENTIFIC

Example: Keratin

GENTLE ALTERNATIVE

There is a need for gentle
alternatives to make
efficacy accessible.
Consumers are wary of
their sensitive skin and look
for specially suited
products.

Example: Lactic acid

CHEMISTRY

Consumers are choosing
chemical compounds that
are proven to work. They
explore acids with different
effects and potencies for
their various skin problems.

Example: Azelaic acid




IF YOU HAVEN'T ALREADY SEEN THE WORK. YOU CAN FIND IT ON

NE INTELLIGENCG
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INSPIRING
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TI D Es How social and search data led to

?;"AATRE'EEOTR? growth opportunities for Coca-Cola

INSIGHTS

Freemavens for L'Oréal



TCCC IDENTIFIED A UNIVERSAL THEY WANTED TO SPOT FUTURE
SET OF NEEDS & WANTS GROWTH OPPORTUNITIES

OVERvPING

INDULGENCE

INNOVATION CAN COME FROM CONSUMER NEEDS & WANTS

oo ~N
UNPLUG & REBYf [
= A

Al

O
wl%
A B
ol I
9k
s

o
g B

HANGOUT
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In my busy life | always
feel the need to have
something convenient &

healthy that fills me up

Freemavens for L'Oréal

convenient recharge
pick up on-the-go boost  invigorate
grab-and-go revitalise
- keep goin
fills refuel Eneray 2SS

“Including a good source of protein is a much better option for Jl3%a

and to keep you fuller for longer. If you're pressed for

- NgrabER IRl ei-3on the way outh{ =X (114

Energy to face daily
demands & getting the
most out of my day. The
Main focus is the activity
& performing



WE COULD SIZE HOW

BIG THE OVERLAP

BETWEEN WANTS IS
4

e ——



PLOT WHICH
OPPORTUNITIES

ARE GROWING MOST




AND UNCOVER THE

L L

DRIVERS OF HOW

y v 4

T0 ACTION THEM




1. SIZE HOW MUCH SEARCH INTEREST EXISTS AROUND FLAVOURS

J—— 2. FIND WHITESPACES WITH FEWER WEBPAGESIMINZLLEISTINGS FU T U R E 0 F
FLAVOURS

Transforming the innovation process
through data that empowers the team
to make evidence-based decisions,

maximising the success of new

3. BRIEF THE INNOVATION DEPARTMENT . product development and accelerating

the time from idea to shelf.

i

Markets:

Europe: UK, France, Spain.
North America: USA, Canada.
Latin America: Argentina, Colombia,
Mexico, Peru.

Asia: Japan

Pernod Ricard

Freemavens for L'Oréal




1. ANALYSE ATTRIBUTES CONSUMERS MENTION IN REVIEWS

= = 2. SPOT WHAT DRIVERS MATTER (AND DON'T MATTER) Sc I E N c E
= ‘ THAT SELLS

The objective was to help Johnson
& Johnson leverage its scientific
credentials effectively. We
mapped consumer language,
needs and concerns to unlock
how they understand and
perceive the role of science within

3 need states — Skin Health,
Essential Health and Self Care.

Markets:
Australia, China

- f o i & ' ~
N - S E-COMMERCE REVIEWS
P -




HOW COULD IT HELP L'OREAL TO...

MEASURE THE OVERLAPS
IN BEAUTY NEEDS?

OMPARE SEARCH TO
WEB RESULTS?

AUDIT COMPETITORS
IN REVIEWS?

OISTURISING (14.6%)

Products that provide moisture or
hydration fo our skin

GLOW (7.7%)

Preducts that brighten our complexion or
help give us a natural looking glow

: ENSITIVE SKIN (3.7%)

Skin that is sensitive or prone to reactions
as a result of allergies or certain products

PROBLEM SKIN (14.4%)

Skin concerns and conditions such as eczema,

dermatitis, hyperpigmentation, rosacea

PROTECTION (9.4%)

Protecting our skin from the sun, UV rays
or polivtion that we are exposed to

Freemavens for L'Oréal

Active now, long-term potential

(Fast consumer growth, high
industry coverage)

For dry skin

“No makeup™
makeup

Foundation and
concealers for men

No longer new

(Slow consumer growth, high
industry coverage)

TOP growing makeup trends in the UK market

Hydrating

New opportunities
(Fast consumer growth, low .

For mature skin

d
industry coverage)

* Multi purpose
Lip plumper

Lined lips

Korean Makeup
Tinted moisturizer

For asian skin
0 Glowing skin makeup

Makeup with bronzer

With Spf . Minima é P

Non Comedogenic

Unique ingredients

Individuality /

M i Storles
layering
Vbt Gendoriess /
Unisex

Jo MALONE

Loubow

= Sy
EE'AL‘

Unique ingredients

Individuality /
waeing Stories
Format Geodusess/

Fragonard

Unique ingredients

individuality /

layering Stories

Genderioss /
Unisex

BYRIZNS

Format

Unique ingredients

Individuality /

layering Stories
Foinat Genderless /
Unisex

diptyque

paris

Unique ingredients

Individuality /

layering Stories
Format Genderless /
Unisex
SN
Al

Unique ingredients

Individuality /

Stories
layering

Genderless /
Unisex

aEfGE LUTEN: G
N

Format




TRI BES How did Pernod Ricard made their

JALIN: segmentation far more actionable?
THIHLE

Freemavens for L'Oréal



PERNOD RICARD HAD DEFINED A SET OF BUT THESE NEEDED T0 BE GIVEN A
CONSUMER SEGMENTS BASED ON SURVEYS HEARTBEAT IN ORDER TO BE ACTIONABLE

Passions:
Exploring how PICs embrace and enjoy the world through
social, search, and content analysis

Moments & Occasions:
Finding where people make the most of mixing the drinks they
love and the experiences that matter to them

Drivers:
Unearthing the attributes and triggers that inspire a PIC to
engage in the digital and real world.

Their Story:
Finding the hints and clues of where Pernod Ricard can
enhance their personal story and enjoyment

Freemavens for L'Oréal



HOW TO TAILOR
COMMS TO THEIR

4

T A e T Ty e & ety e
A N R I e e e L
R i S I B
T g O & ety
L T tagrere et Se ceer e

e @t v W P O e Y
| Ty we - Pum e # o
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® How do we target Discerners?

AND HOW 10 Sl

o

What do
pDiscerners
see online?

Freemavens for L'Oréal




Growing micro-moments:

AND ALIGNWITH
THEIR MOMENTS &
BEHAVIOURSm«




1. INVESTIGATE AUDIENCES ENGAGED WITH DIFFERENT INTERESTS

a o ¢w 2. RANK BY STRATEGIC RELEVANCE AND PROXIMITY PASS I 0 N
Q- v . A2 = O K "

BT e = =
R . = 2 ETTTTTE BT
e e e BN S Tapping into the passions of adult
S— LEGO builders to identify brand
BT e
partnerships and IP’s to feed into the
== L n ) P - 2024 innovation pipeline.

3. DEVELOP CREATIVE CONCEPTS TO INFORM THE PIPELINE

Markets:
USA, Canada, China, Germany, United
Kingdom, France, ltaly

Freemavens for L'Oréal




1. MAP OUT TOPICS OF CONVERSATION

-

3. CODIFY WAYS IN WHICH COMMS CAN ENGAGE CONSUMERS

Freemavens for L'Oréal

2. USEAITO PULL OUT THE INFLUENCERS LINKED TO TOPICS

HALZ-ON

WELLNESS
INFLUENCERS

We explored and defined new
strategic opportunities for Centrum
to power growth in the wellness
landscape, mapping the

influencer/expert network, and

identifying key influencers and key
associations in the wellness space.

Markets:
USA, Australia, ltaly and China




HOW COULD IT HELP L'OREAL TO...

ENRICH SEGMENTATION UNDERSTAND AUDIENCE DETERMINE SOURCES OF
FOR MARKETING? INTERESTS & PASSIONS? INFLUENCE & TRUST?

RANKING OF TOPICS DRIVING ENGAGEMENT: J

1. DUPES (107K LIKES)
2. PERSONALISATION (47K LIKES) WHICH TOPICS DRIVE “ T

3. VALUE FOR MONEY (39K LIKES) GEN Z ENGAGEMENT?

4. OCCASION-SPECIFIC (21K LIKES)

HOW TO ENGAGE MAINSTREAM BEAUTY BUYERS

ONUNE ACTIVITY SOCIAL MEDIA PREVELANCE

Livelinood ch platfoem
population

INFLUENCERS & BRANDS

Atfinity shows the % of the audience which foliows
these occounts

Days of the Week (social)

Wednesday, Thursday ond Friday

M T W T F S 5

» Mainstream Beauty Buyers

INFLUENCERS BRANDS

Holly Willoughby Superdrug
28.55% Affinity 17.27% Affinity

We sampled a range of fop Tiktok videos that were related fo each

macro trend and calculated the average number of likes per macro

fo see which topics were driving engagement. The ranking is based Q n
on the highest o lowest average number of likes

Fearne Cofton Boots
22.84% Affinity 15.85% Alfinity.

5. UNISEX (20K LIKES)

nUK Average

Hours of the Day (social)

12.00-17,00

18h- 23

Davina McCall The Body Shop

Content around dupe fragrances from more affordable brands is
19.23% Affinty 13.92% Affnity 6. SUSTAINABILITY (17K LIKES)

very popular along with content that is focused on finding your
signature scent and a fragrance that fits your personality.

Facebook
A17x

7. SELF-CARE (16K LIKES)
Amanda Holden Benefit Cosmetics

Value for money is also a popular topic with content focusing on
14.34% Affinity 13.07% Affinity

either premium fragrances or fragrances that give the illusion of
being expensive.

2h-17h 8. GIFTING (11K LIKES)

6h -11h

Gok Wan Fragrance Direct
13.79% Affindy 11.85% Affinity

9. NOSTALGIA (10K LIKES) Smart fragrance content has the lowest number of average likes

oh - Sh due to the lack of smart fragrance products that exist in the market.

= Mainstrearm Beauty Buyers = UK Average
10. CLEAN LABEL (7K LIKES) Other topics like clean label and conscicus fragrance have

; ; relatively low number of likes but sustainability has considerably more
C1 - Intermal s : : : 1T1. CONSCIOUS FRAGRANCE (5K LIKES) showing there is interest around vegan and cruelty-free perfumes l

with potential for growth. -~

C1 - Internai use

Freemavens for L'Oréal




TRACE How we developed a model to predict

ADVANCED marketing effectiveness and measure equity
ANALYTICS

Freemavens for L'Oréal
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WHAT [F WE KNEW WHICH SIGNALS MATTERED
MOST TO EARNED BRAND EQUITY?




EARNED EQUITY AND BEYOND

EARNED EQUITY

(%p)]

|—

Z

% SHARE OF PRESENCE

(a8

5 (Brands + Category)

O
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(Vg
|—
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n o

= SHARE OF SEARCH a ¥

2 (Brands + Category) E
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p
Lu
>
o
O
O
Ll
|—
<
O

I

% SHARE OF TALK

S (Brands + Category)
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EARNED EQUITY: A KEY CONSUMER SIGNAL FOR SALES

EARNED EQUITY

SHARE OF WEB
PRESENCE
(Brands + Category)

FOOTPRINTS

SHARE OF SEARCH
(Brands + Category)

VISITS

SHARE OF TALK &
REVIEWS

VOICES

(Brands + Category)

Freemavens for You!
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PROMPTED EQUITY

OWNED EQUITY PAID EQUITY

Earned Equity is the consumer brand and category

signals built from:

* |nternet content and presence

« Consumer curiosity and search

 Market, editorial and consumer conversation in
social

Freemavens have shown that search is a
key component in modelling sales performance for
GSK brands and competitors.

This plan focusses on how to maximise the insight
value and RO of this source of insights for BPS and
beyond.

_35-



THREE LEVELS OF INSIGHT & DIRECTION

Sales validated model Clear metrics over time Rank of scored features
+ve & -ve

Observed vs. Predicted pronamel

émc n G S K S C O R E sensimist

pollen_allergy _medicine

flonase

claritin_allergy

allergy_medication

best_allergr medicine
alle

" N ‘»‘  l' V' . COMPETITOR SCO RES best_nasal_spray for—rgIEESilzeesf

flonase for_post nasal_drip
prescription_eye_drops_for_allergies
claritin_allergy_medicine
eye_drops_pataday

best over the counter allerqgy medicine

CATEGORY WEATHER

Modelling from 100+ List of ranked features

consumer search signals Weekly data updated monthly for each score
So what? So what? So what?
Diagnostics based on GSK plus competitor & Granular focus to inspire
sales drivers category context activation & identify key
threats/opps

Freemavens for You!



FEATURES AT BRAND & CATEGORY LEVEL

Brand Focus: Advil

strong_over_the_counter_pain_meds
painkillers

the_strongest_pain_killer
natural_pain_Killers

the_pain_killer

narcotic_painkiller
non_opioid_painkillers

best painkiller for back pain
tramadol_painkiller

blue_painkiller

hydrocodone pain_killer
strongest over the counter pain_medicine
pain_killer_medication
strong_painkillers
painkiller_oxycodone
opioid_painkillers
strongest_pain_medicine
strongest_over_the_counter_painkiller
iv_pain_Kkiller

best_pain_killer

aleve_pain_killer
best_over_the_counter_painkiller
strongest_pain_meds
painkiller_for_muscle_pain
period_pain_Killer
painkiller_with_caffeine
prescription_pain_killer
non_narcotic_pain_killer
prescription_painkillers

best painkiller for_cramps

Features

Freemavens for You!

Feature importance

0.25 0.50

O
o
O

Importance

Cluster

Features

strongest_pain_medication_over_the_counter

back_pain_killer
strongest_pain_reliever
painkillers
otc_painkiller

strong _painkillers
opioid_painkillers
narcotic_pain_reliever

nerve_painkillers

the_strongest_pain_killer

strongest over_the_counter_pain_medicine
the_pain_killer

Eain_killer_medication
painkillers_for_nerve_pain
strong_over_the_counter_pain_meds
wisdom_teeth_painkillers
anti_inflammatory_painkillers
period_pain_killer

teeth_pain_Killer

painkiller_in_pregnancy
common_painkillers
over_the_counter_painkillers

best pain_Kkiller

blue_painkiller

strongest_pain_meds

painkillers _for _penodﬁcramrs
meloxicam_pain_Killer

pain_Killer_tramadol

best painkiller for period cramps
inflammatory_painkillers

Category Focus: Pain

Feature importance

o
o
o

0.25 0.50

Allows insight leaders to understand what impacts their brand

most AND what impacts most across the category.

0.75

1.00

Importance

_37-



Effective Activation

ADVERTISING

SEO / SEARCH

GROWTH MAPS

The NEED: The NEED: The NEED:
Being relevant to consumer Capturing organic and paid |dentifying signals and
wants and needs to inspire for search both for brand features on the fringes of
human consumer health and category themes the category that are set to
content relevant to consumers experience growth
The NEED: The NEED: The NEED:
Insight on consumer Maximising ROMI and Isolating evolving consumer
curiosity and how it finding novel forces to needs
converts into consumer target against

conversation.

PR & CORPORATE OWNED SITES DISRUPTORS
The NEED: The NEED: The NEED:
Understanding category Be a relevant landing pad Revealing emerging direct
and brand threats to for consumer curiosity and and indirect competitive

reputation reasons to believe threats

Freemavens for You!



s S
T

Pernod Ricard

\

TSWRAT FWE UED'PREDIC
BEST PERFORMING CONTENT?




CREATIVE ELEMENTS DRIVING BEHAVIOUR CHANGE

BEHAVIOUR CHANGE
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http://127.0.0.1:6163 | 2 | Open in Browser “S, Publish ~

Perfect Blend: Ad Testing Predictive Service

Region: Beverage Category: Media Type: Video Ad Length:
Gender in Ad: Tone: Activity: General Colours:
Environment Elements: Consumption Type:

b
Not applicable b Not applicable v

Powered by Freemavens




| CATEGORY OVERVIEW

IDENTIFYING NOVEL ATTRIBUTES THAT MATTER MOST FOR EACH CATEGORY

HEAT MAP OF ADVERTS ASSESSED
CREATING A BENCHMARK FOR EVALUATING CREATIVE EFFECTIVENESS

Response Effectiveness Creative Breakthrough

1 ' '
* Behaviour change Stopping power
* Overall appeal

* Relevance
* Unique and different
0.8 * Believable

Y Youut

a
qC) 0.6
Q
=
S Creative Evaluation
=
i
A
< 0.4 Above 75%
Q.
O
(2 Benchmark: 25%-75%
0.2 Below 25%
0 o
0 0.2 0.4 0.6 0.8 1

Creative Breakthrough



| CATEGORY OVERVIEW

IDENTIFYING NOVEL ATTRIBUTES THAT MATTER MOST FOR EACH CATEGORY

NEGATIVE

Slogan: Focus: Age: Ad length:

Lifestyle Bottle Young Adult Min 2 mins

il Tone: Tone: Element
avours Friendship Humour Brand symbol

@

=

Activity:
Cocktail making

©

Focus:
Product

8

O

Price tier: Slogan size: Background colour: Tone:
Premium Small Black Eleiant
Tone: Age focus: Price:
Frien iship Flavour notes Young adult Standard
Slogan: Environment: Background: Brand element:
Drink with friends Outdoor drinks Picture Logo

®

®

@

Slogan: Focus: Gender: Time:
Identity Youth Female Night
. . Group: Tone: Hero:
Micro-influencer 6+ Liberated Product
Activity: Colours: Bottle:
Party Dark and eclectic Ceilre
Video presence: Consumption Time: Slogan size:
Throughout Cocktail Day Large
Text colour: Text colour: Brand Gender:
Blue Black colours Mlale
Colours: Background: Activity: Tone:
Bright Orange Drink with friends Friendship
Environmt.ant: Background colour: Focus Environment:
Countryside White Bottle Outdoor drinks
Tone: Segment focus: Activity: Ad length:
Artistic Youth Party 15-29s

Environment: Graphic Gender: Flavour notes:
City P Female Nature
Ad length: Time: Colours: Tone:
30-44s Day
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=
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-
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©
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QUESTIONS AND ALIGNMENT
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QUESTIONS
ABOUL...

What we can do?

How do we do it?

Industries and markets?

Freemavens for L'Oréal




INSIGHTS
GLINIC

30 minute slots to chat about how

data could answer your questions

Freemavens for L'Oréal



INSIGHTS
HOTLINE

If you're not ready to talk today,

you can always reach us at:

Freemavens for L'Oréal





http://www.freemavens.com/

