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Problem Definition

250Every brand loses 

customers

The Leaky Bucket

Recruiting new buyers is 

undone by the loss of 

existing buyers

Evening Out Effects

The leverage is in keeping and returning buyers.

How might we recapture our lost brand buyers?



Information Needs

Data sources and numbers do not 
speak to people - they do not 
generate a story or bring the 
problem to life and stay at a higher 
level

Need to understand why loyal 
buyers walk away, where they turn 
instead and what it takes to bring 
them back

Churn Anecdotal Evidence Research Questions

WHO are our lapsed brand buyers?
WHERE are they going to?
WHY are they no longer buying our 
brands?
WHAT actions should we take to win 
them back?



Mars Penetration Barrier Framework

Understand in which areas our brands are not getting it right for 
consumers, by means of analysing 4 Penetration Barrier buckets

Don’t Think Of It Can’t See It Can’t Afford It Not Relevant For

Conceptual Set-Up

Salience RelevanceAvailability Pricing Power



Lapsed Buyers

312  respondents

  US  63%   (197)

  DE  37%   (115)

Lapsed 6+ months · Two - market study

1 AI - Moderated Interviews

Conversational AI interviews with lapsed 
buyers exploring purchase drivers, 
barriers, and brand perceptions

~22 min  avg. duration

2 Multi - Layer Analysis

Question - level coding, thematic analysis, 
and interactive talk - to- your - data 
exploration

3 layers  of analysis

3 Report & Video Reels

Auto - generated reports with key 
findings, participant video highlights, and 
quote reels

Stakeholder - ready  output

Methodology & Approach



Approach AI moderation as a natural conversation

Use of creative questioning techniques reveals rich and emotional content

Use Creativity in AI-moderation

Write a ‘break up letter’

“Imagine you are writing a break - up letter to Snickers. 
What are the kind of reasons you would give to Snickers 
for the break - up?”



ConveoC

BREAKING UP

Consumer 
Voices

In their own 

words



Approach AI moderation as a natural conversation

Use of creative questioning techniques reveals rich and emotional content

Use Creativity in AI-moderation

Personification

“If the brand was a person or celebrity, who would it be 
and why?”



Bottom-up AI coding into Brand Archetypes

ARCHETYPE OVERINDEX

Consumers associate Snickers with 
strength, courage, and mastery. 
The iconic tagline reinforces this Hero 
identity.



Penetration Barriers

Brand Image In- store / online visibility Price level Health & Lifestyle

30% 20% 15% 65%

Don’t Think Of It Can’t See It Can’t Afford It Not Relevant For

Order of importance correct – actual statistics changed for confidentiality



Main Reasons for Snickers Shift

Shift Toward Health & Wellness
The most prevalent reason —  consumers cite sugar, excessive calories, and a desire 
for products with greater nutritional value.

Personal Change, Not Brand Fault
Many respondents expressed “it’s not you, it’s me,” indicating the break up is due to 
changes in their own lifestyle or habits —  not dissatisfaction with Snickers itself.

What are the ways to get to deep understanding?



Multi-level Analysis

Get in the deeper “why”  
with question analysis, 
themes, video quotes & 
filtering as well 
accessing transcripts



Co-creating with AI

Can we use AI for insights as a decision 
sparring partner?



Co-creating with AI

Speak ‘prompt’ for 
interactive insight 
generation and co-creation

Talk To Your Data
upload a new product idea 
and ask for feedback based 
on 300+ interviews 



Business Impact at MARS

Quantify Why at Scale
Go deeper with more consumers than ever before. Scale to quantitative sample sizes without losing the 
richness of qualitative depth.

Real Human Voices
Authentic consumer voices boost the credibility and impact of insights across stakeholder teams.

Talk To Your Data
Increases the shelf - life of research —  stakeholders can query findings long after the study is complete.

Action - Oriented Insights
Delivers action - oriented insights ready for regional impact planning and local market activation.



Ending on a high note for Snickers!

Write a ‘love letter’

“Imagine you are writing a love letter to Snickers. How 
would you express your love? What are the kind of 
compliments you would give to Snickers?”

In many countries around the global, Snickers is bringing more new  consumers to the 
brand. Our next project with Conveo  is to focus on the WHY  behind the drivers instead 
of the barriers!

Guess what creative questioning technique we will use this time?



CREA TIV E TESTIN G

MON ADI C C ONC EPT 
TESTS

CX  ME ASUREM ENT

BRAN D E QUITY 
MEA SUREMEN T

IN-H OME 
ETH NOG RAPHY

SHOPA LONGS /  
MISS IONS 

CONCEPT 
OPTI MIZATION

USA GE  + A TTITUDES

A new method 
with better 
business 
outcomes

Developed by industry 
leading researchers 
Conveo unlocks new 
categories of insight that 
weren’t possible before

The
Conveo
Sweet spot

QualQuant

The best of
quant and qual, in
one method



Fully integrated in your workflow

Conveo  gives you superpowers

Smart study design

AI generates  a full study 
design & draft topic guide

Conversation by design

Human - like moderation 
delights people

Understand ‘why’

Combine transcript, 
question as well as thematic 
analysis

Talk To Your Data

Speak ‘prompt’ for 
interactive insight 
generation and co - creation

Full non - verbal context on 
top of verbal content 
analysis

Automated reporting and 
video reel generation



Niels Schillewaert, PhD

Head of Research & Methodologies at Conveo

niels@conveo.ai  

mailto:niels@conveo.ai
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