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Design Performance Model For Growth

Our metrics support design management decisions based on the following

intuitive model for design-driven growth:
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Capture & Convert

Design is the billboard that gets brands into
consumers’ consideration sets. Getting noticed,
holding attention, and being easily found are
fundamental milestones for successful design.
Metrics: standout, findability, navigation

supporting factors

Mental availability helps brands establish a durable advantage through the
use of distinctive assets to develop memory structures. However, challenger
brand success demonstrates that this is not a prerequisite for growth.
Metrics: distance recognition, distinctive assets, memory structures

Once in consumers’ consideration sets, brands
must close the sale by communicating their value
better than competitors.

Metrics: purchase preference, communication of
decision drivers, associations and sentiment

diagnostics

Understanding in consumer’s own words why design elements are working or
not for them helps spot opportunities for refinement while helping to
understand conversion performance.

Metrics: Design element resonance



About this report

When a brand that we track
launches a new package redesign,
we assess how consumers perceive
the new packaging relative to its
predecessor. These redesign
response studies are intended to
provide a quick, reliable read on the
new design’s early performance—
information which is helpful in
identifying successful design
strategies and competitive
positioning threats, and in
confirming whether design
intentions have been realized
successfully in the marketplace.
Over time, consumers’ reactions to
the redesign may evolve as they
become acclimated to the new
packaging.
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CONVERT




PURCHASE
PREFERENCE

Which design are consumers most likely to purchase?

How we measure

Consumers are asked which of two products they’d be most likely to purchase if both were available on the shelf at
the same time. Upon making a selection, their response times are captured. Next, they're asked to indicate how likely
they would be to purchase the product they chose instead of the brand they currently buy most often.

Imagine both of these products were on the shelf together.
Which would you be more likely to buy?

Iwouldbe
more likely £
to buy... =
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Why preference matters

- Effective redesigns typically result in a preference improvement over the old design.
. Designalytics’ preference metric is highly correlated with in-market sales performance.

How likely would you
be to buy this product
instead of Bud Light?

(the brand you buy must often)

Definitely

Probably

Might or might not
Probably not

Definitely not
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PREFEREN

Which design are
consumers most
likely to purchase?
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Old design

Overall preference

The percentage of consumers who
select one design over the otherin a
forced-choice exercise.,

Committed preference
Weighted purchase intent based on
consumers' willingness to purchase the
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23%
77%

Net shift: 54 pts

5%
13%

Net shift: 8 pts

product over the brand they buy most often.

Implicit weighted preference
A measure of preference enthusiasm
based on consumers’ speed of selection.

*The gray bar represents consumers who didn’t strongly favor one design over another.
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14%

Net shift: 8 pts
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COMMUNICATION

How well does each design communicate attributes
that drive purchase in the category?

How we measure

Consumers are presented with two designs and asked to determine which best conveys certain attributes. (Attributes
are determined objectively through independent consumer research.) If consumers fail to respond within five
seconds, the system skips to the next attribute. Consumers’ selections and elapsed response times are captured.

Which package better communicates...

Smells great (2 5

42 o o
oo ] X
\ J
\ % v
£ ¢
- < §
14 ) L. - e ALl =~
[ SO AL I

Why communication matters

« Improvements in communication tend to correlate with increased purchase preference and stronger sales performance.
. Effectively communicating the attributes that consumers care about can establish long-term distinction.
- Achieving distinction on multiple attributes broadens consumer appeal.



COMMUNICATION

Does the new design
tell a different story
than the old design?

Category driver @ Old design @ New design Net shift Driver rank
Quenches thirst 21% 77% — 56 pts 6
Flavors that | like 24% 75% I 5ot 2
Right amount of sweetness 25% 73% _ 48 pts 5
Tastes great 27% 71% N /4 pts 1
Refreshing 29% 69% N /0 pts 3
Good value 28% 65% N :s ots 1
High quality 31% 68% I 57 ots 4
Premium 32% 62% M 1ot 10
Brand | trust 35% 62% M 26 pts 8
Healthy 35% 61% M 26 pts 12
Natural 36% 62% N S ot 9
Contains less artificial ingredients 37% 55% F 18 pts 7

*Attribute rank is based on discrete choice utility scores derived from independent category driver research.
*Consumers who expressed indifference are not represented here, so data for each attribute may not total 100%.



What do consumers think when
they first view each design?

How we measure

Consumers are presented with an image of the package and prompted to share the first thoughts that come to mind.

What are the first What are the first

words or thoughts words or thoughts

that come to mind that come to mind

when you view when you view

this package? this package?
.. S

& SENTIMENT

ASSOCIATIONS

Why spontaneous associations matter

« Helps marketers understand design communication, triggered sentiment, and points of differentiation from other brands in the category.



& SENTIMENT

ASSOCIATIONS

Which words come to mind when
consumers view each package?

cool summer Fre strong
unknown brand flavors . - - drinking
.whatlsthls? minerals ...
hard seltzer mexican 12 slim
citrus . spiked
= dlCONOL drink
thirsty |iquor exotic sweet fruit flavor <
tart
variety
beverage . - t°p°. ; ugly
spanis
vonee ity fUN S@LEZET brign
hard frl‘“ty new
bubbly yel_l_ow . cold
nea colorful sparkling different beer yater ek
topo chico ~ men light booze tast e
ng\fer heard of it : YT summer
chilling effervescent margarita tequila glass
dangerous
never heard ofit water light hard seltzer calors  yon't like it
; yellow Spanish natural hard
beer Varlety pack . flavors tropical choices
frUIty new flavored
topo chico . =Y
exotic content mexican
unfamiliar
booze N
alcoholic
drink

uninteresting  foreign

colorful ==~

sun SUMMEr seltzer
is it good Vanety gt
average beach different E—
alcohol artificial
strawberry margarita color hispanic  less calories “";l::ar

sparkling different flavors

Old Design:
Consumer Sentiment

Positive [ 38%
Neutral 59%
Negative I 3%
Net positive: 34 pts
Category average: 36 pts

The most frequently occurring word
was mentioned by 13% of consumers

New Design:
Consumer Sentiment

Positive [ 53%
Neutral 45%
Negative | 1%
Net positive: 52 pts
Category average: 36 pts

The most frequently occurring word
was mentioned by 20% of consumers
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ASSOCIATIONS

Which words are consumers more likely to
associate with one design over the other?

seltzer booze yellow

alcohol
Wate;parkling d rin k

variety

colorful

sun summer

These are the top tenresponses that the old design
is more likely than the new design to communicate.

Descriptor Old (%) New (%) Difference
alcohol 8 1 +7
drink 6 0 +6
cool 4 1 +3
new 4 1 +3
sparkling 3 0 +2
water 3 0 +2
cold 2 0 +2
yellow 4 1 +2
seltzer 8 6 +2
booze 3 0 +2

These are the top tenresponses that the new design
is more likely than the old design to communicate.

Descriptor Old (%) New (%) Difference
colorful 2 1 +9
refreshing 13 20 +7
bright 3 8 +5
tasty 5 10 +5
fresh 1 6 +4
summer 1 5 +4
sun 0 4 +4
fun 6 9 +3
flavorful 2 5 +3
variety 1 3 +3



Which words are consumers more likely to associate with
each design over the category in general?

water YELLOW  Poeze
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ASSOCIATIONS
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These are the top tenresponses that the old design
is more likely than competitors to communicate.

Descriptor
yellow
drink
refreshing
mexican
bright
topo chico
different
booze
sparkling
water

old (%)
4

(&)

13
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Cat. Avg. (%)

Difference
+3
+3
+3
+2
+2
+2
+2
+2
+2
+2

These are the top tenresponses that the new design
is more likely than competitors to communicate.

Descriptor
refreshing
colorful
bright
fun

sun

tasty
fresh
summer
mexican
flavorful

20
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New (%) Cat. Avg. (%)
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Difference
+10
+9
+7
+5
+4
+4
+3
+3
+3
+3



CAPTURE



FINDABILITY

How quickly can consumers locate the
brand when actively searching for it?

How we measure

After completing a test exercise, consumers are tasked with locating a specific sub-brand from a set of 12 packages.

Please quickly find and click on the green star. Please quickly find and click on Utz Kettle Chips.

AXEO
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Why findability matters

- Ensures that the product awareness and interest generated by marketing efforts result in a sale.
- Brands that take longer for consumers to find are more vulnerable to substitution.

Please quickly find and click on Cape Cod Waves.
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FINDABILITY

How quickly can consumers locate the
brand when actively searching for it?
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Accuracy

Accuracy

The percentage of consumers
who accurately identify the
target design.

Time to find

The average length of time that
it takes consumers to locate a
specific design when they're
actively searching for it.

® Old design

® New design

95%
99%

3.3 seconds

3.2 seconds

*The gray dots in the scatterplot represent other brands in the category.
For details by brand, see the December 2021 Hard Seltzer Category Report.

100% ®
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%
0.0 1.0 2.0 3.0 4.0 5.0 6.0 7.0

Time to find (in seconds)



FINDABILITY

When searching for the brand, how often do
consumers confuse it with other brands?

Bud Light Crook & Michelob
Bon VIV Seltzer Cacti Corona Marker High Noon Ultra Smirnoff Topo Chico Truly Vizzy White Claw
@® Old design 1% 0% 1% 0% 0% 0% 0% 0% 0% 0% 1%
@ New design 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Targetbrand

HARDSELZER

Old design New design

*Data for the old design was originally reported in the December 2021 Hard Seltzer Category Report.
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SUPPORTING
FACTORS




Has the brand built sufficient mental availability to allow
consumers to recognize it from a distance?

How we measure

Consumers are prompted to initiate an animation that simulates approaching a package from a distance (i.e., the package
becomes larger as one gets closer). They're tasked with stopping the animation as soon as they believe they can identify
the brand. Once this occurs, the stimulus disappears, and consumers are asked to identify which brand they saw from alist.

DISTANCE
RECOGNITION

Why distance recognition matters

- The first brand recognized as a consumer approaches an aisle has a distinct advantage.
« Ease of recognition is an effective proxy for mental availability.



DISTANCE
RECOGNITION

Has the brand built sufficient mental availability to allow
consumers to recognize it from a distance?

Recognition distance
The typical distance at which consumers can accurately identify the brand. Designs recognized at greater distances have better mental availability.
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Recognition distance: 12.8 feet Recognition distance: 12.4 feet

The gray triangles represent other brands in the category. For details by brand, see the December 2021 Hard Seltzer Category Report.




When viewing the brand from a distance, how
often do consumers confuse it with other brands?

Bud Light Crook & Michelob None of the
Bon VIV Seltzer Cacti Corona Marker  High Noon Ultra Smirnoff Topo Chico Truly Vizzy White Claw  Above
@® Old design 1% 2% 1% 1% 0% 0% 0% 0% 92% 1% 0% 0% 1%
@® New design 0% 0% 0% 0% 0% 0% 0% 0% 99% 1% 0% 0% 0%

Target designs
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Does the brand have visual assets that are
well-known, unique, and appreciated?

How we measure

Category consumers are presented with a package design familiar to them, then asked whether it contains any design
elements that they associate only with that brand. If they answer in the affirmative, they’re asked to name those elements
and locate them on the package. Lastly,they're asked to rate the resonance of these elements using an emoticon scale.

DISTINCTIVE
ASSETS

Interesting, please
indicate below what
design features you
associate uniquely with .
OREO (besides the
name itself).

Just so we're clear

about the element(s)

you chose, please click on
the package to indicate
what you're referring to
when you say...

The last thing we want to
know is how much you
like or value these things
that are unique to the
OREO package design.

Please use a separate M-‘\ws‘:moﬁuf-oo\f“ { Blue package Blue package .\k.$‘“gﬁut‘.ook\e i
box for each different 5 - Eo 'D \ﬁ\ ¢ o
element. d /4 -~ ® i 4 Va2 E )
Big picture of cookiel i\ ) 9 A /|

; 4 { e i 1 \
Blue package ! 1

i +

Milk splash S

Why distinctive assets matter

.

They can be leveraged effectively across all marketing channels.

They create brand distinction, and are integral in building memory structures and increasing mental availability.

SEALED




DISTINCTIVE
ASSETS

Does the brand have visual assets that
are well-known, unique, and appreciated?

Distinctive assets
Visual elements that consumers identify as memorable and unique to a specific brand.

Consumers familiar with brand: Logo resonance:

Number of distinctive assets: Average asset resonance:

Number of distinctive assets
versus category:

Average assetresonance
versus category:

Percentage of Avg.
Descriptor Respondents  Resonance
wordmark 41% 4.1
_ colors 16% 4.9
2 3 g*A‘I;g im o
) oS4 80 A flavors 7% 4.60

Qopohice

HARDSELTZER SO

The most frequently indicated asset was mentionedby
of category consumers familiar with the brand.



DISTINCTIVE
ASSETS

Does the brand have visual assets that
are well-known, unique, and appreciated?

Distinctive assets
Visual elements that consumers identify as memorable and unique to a specific brand.

Consumers familiar with brand: 76 % Logo resonance: 4.1
Number of distinctive assets: 12 Average asset resonance: 42

Number of distinctive assets Average assetresonance

versus category: versus category:
A A

Percentage of
Descriptor Respondents

wordmark 51%

packaging design 24%

~ Cl )
l = Y1y 1 flavors 14%
A ; ¢ colors 11%
P 0, SELTE gy P{ .
o T s variety pack 6%
pack size 5%

Avg.
Resonance

4.34
4.08
4.68
429
4.44
438

The most frequently indicated asset was mentionedby
51% of category consumers familiar with the brand.



DIAGNOSTICS



Which are the most liked and
disliked design elements?

How we measure

Consumers are shown a package design and asked what, if anything, they like most about the design. Each click
triggers a “reason why” open-ended prompt. This process then repeats for the elements that consumers dislike most.

RESONANCE

Why resonance matters

Please click on what you
LIKE MOST about the
package design shown,
then describe why you like
it in the box that will appear
below. You may make up
to three selections.

If you don't like anything,
click the button below.

Design resonance can impact brand perceptions and sentiment.

Please click on what you
LIKE MOST about the
package design shown,
then describe why you like
it in the box that will appear
below. You may make up
to three selections.

Why do you like this?

Feedback on design resonance can reveal specific opportunities for refinement.

Please click on what you
DISLIKE MOST about

the package design
shown, then describe

why you dislike it in the
box that will appear below.
You may make up to
three selections.

It you don't dislike anything,
click the button below.




RESONANCE

Which are the most liked and
disliked design elements?

Reference image
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RESONANCE

Which are the most liked and
disliked design elements?

(N /
( «s
& o oo 3
A A e.n )
@ ®.0 ® ® 3359 ®2 a®
® o, Yre® ®).Ze@®: ©
] ® © .‘
® ©
@ 2]
© 3 ‘e
e
® (X J ® @
a U
(P (Y Ok e e
0209000 ® % O °
® 8]
o
o @)
® &
0cl el ® o ¢ ®

Clicks for “most liked” elements
Percentage of all clicks

E— 30%

Total clicks: 214
Average clicks per consumer: 1.8
Like-to-dislike click ratio: 4.0
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Clicks for “most disliked” elements
Percentage of all clicks
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RESONANCE

Which are the most liked and M Likes
disliked design elements? M Dislikes

Zone A Zone B ZoneC ZoneD ZoneE

15% 19% 9% 8% 6%
7% 3% 1% 1% 3%

ZoneF Zone G Zone H Zonel All other

7% 4% 4% 3% 5%
1% 0% 0% 1% 1%



RESONANCE

Which are the most liked and
disliked design elements?

Reference image

Rl

it SPIKED.

O 2022 Designalytics, Inc. | Confidential

29



RESONANCE

Which are the most liked and
disliked design elements?
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Clicks for “most liked” elements
Percentage of all clicks
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Total clicks: 353
Average clicks per consumer: 1.9
Like-to-dislike click ratio: 5.8
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RESONANCE

Which are the most liked and W Likes

. e . [l Dislikes

disliked design elements?
Zone A Zone B ZoneC ZoneD ZoneE

Ky [

s
18% 16% 15% 12% 7%
1% 3% 2% 5% 2%
ZoneF Zone G Zone H Zonel All other
[ |
=] PRI |

5% B 3% 3% |2
2% 0% 1% 1% 0%
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RESONANCE

Why are the most liked and
disliked design elements liked or
disliked?
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RESONANCE

Why do consumers like or
dislike certain elements?

Zone A - Likes
font is unique

nice script

the design of the writting and that it's black
the font shows movement, it's engaging
love the font

Unique

| like this font. and Yellow color attract me.
That design look more unique.

its great

| like the font, it feels comfortable and whimsical
itis cute

the font is pretty nifty

Attractive script

Zone A - Likes

Cool font

The name is catchy

the colors are good

the branding

everything

| like the bright yellow packaging
The name is eye-catching.

logo looks good

i like the brand

| like the typeface

handwriting

| like the font, chic

logo lettering takes me back to Italy circa 1965
brand

| like the letttering

the font is cool

cool logo

reliable

i like the way the writing style

@® Zone A - Dislikes

what does it mean?

dont like the name

The colors and label look plain

what is Topo?

| can read cursive, but font is still hard to read
text of logo looks outdated

Brand font is not to my liking

The logo and color scheme aren't great

what does chico mean. why does it have to be
spanish.

ice cubes

sounds like weird brand name from a third world
country

i dont care for the name. | havent heard of it
before and dont know what it means or
represents

i do not like the writting.
| hate the name

boring



RESONANCE

Why do consumers like or
dislike certain elements?

Zone B - Likes

It gives you the flavors in the package.

flavors are listed

good flavor

good flavor\

Reveals different flavors.
Flavors are great

The bright red sticks out.
Flavors

| like the flavor call out.

colorful

| like seeing the flavors inside the box.

| like mango flavor

| like mangos

Zone B - Likes

Mangoes are always a selling point for me
looks tasty

It makes it look fun to drink.
eye catching

love the variety of flavors

i like the flavors

variety of flavors

| like that specific flavor
good flavors

i like the different flavors
the cans and how they look
flavors sound interesting

because it is nice

| like the cocktail glass full of ice and the

descriptions of the cans with the silver on top

and colors on the bottom
the flavor

different flavors

like this flavor

The flavors seem interesting
love the refreshing flavors
flavor profiles

The can packaging

Good flavor

Zone B - Likes

like the flavors

flavor sounds intersting

Good flavor

pineapple is my favorite flavor

| like the contrast of the silver and bright colors

@® Zone B - Dislikes

The Lemon lime is the only flavor I'm not excited

about

Not a fan of the flavor
not a flavor | like
difficult to read flavors
not a fan of the flavor

Meh, i dont like this flavor.



RESONANCE

Why do consumers like or
dislike certain elements?

Zone C - Likes

The glass with ice and the drink

bubbles
nice refreshing pic

this glass looks refreshing, and shows the
product (which | like because itis clear)

The serving suggestion on the package is very
appealing.

| like that it looks like a beaker

it shows flavors on package

The ice cube.

Looks so refreshing!

| can see what the product will look like
refreshing

looks refreshing

Zone C - Likes

It's an actual drink.

| like that you can see the prodcut and the
different flavors it comes in

| like icecubes
refreshing

Serving suggestion looks good.

picture of drink with flavor choice surrounding it
is great

fresh

looks refreshing

@® Zone C- Dislikes
not very clear what it is

It doesn't look like a glass, it looks like a beaker



Why do consumers like or
dislike certain elements?

Zone D - Likes

low carolies
lower in calories

I___l 100 calories is good to know
Nutrition info is prominent.
| like the high alcohol percentage
only 4.7

100 calories

Zone D - Likes
low calories

calorie count

100 calories and 4.7% alcohol

RESONANCE

the amount of alcohol

Only 100 calories per serving fits what | would
want from a hard seltzer.

tells me calories
100 calories

low in calories

| like knowing the caloric content per drink and
how much alcohol is in each one.

The alcohol content is low so you can drink it
without getting too buzzed

@® Zone D - Dislikes

don't like variety packs

100 calories is a little high so they probably
contain sugar

abv is a bit low



Why do consumers like or
dislike certain elements?

Zone E - Likes
The legend makes it classic

It has multiple flavors.

Legendary Taste suggests something | would
like very much.

RESONANCE
|

lets me know it's a variety pack

@® Zone E - Dislikes



















































