Why Consumers Break Up With Snacks
— How Al Interviews Unleck The Insights

Get to the "why" behind brand-lapsing through illustrative consumer narratives

Quirks Chicago

Niels Schillewaert, PhD — Head of Research & Methodologies, Conveo
Selma Van 't Hul - Global Assoeciate Human Intelligence Director, MARS Shacking
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Problem Definition

The Leaky Bucket Evening Out Effects
Every brand loses } Recruiting new buyers is
customers undone by the loss of

existing buyers

SILKERS,

The leverage is in keeping and returning buyers.

How might we recapture our lost brand buyers?
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Information Needs

Churn Anecdotal Evidence Research Questions

WHO
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Conceptual Set-Up

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
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Methodology & Approach
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Use Creativity in AI-moderation

Approach Al moderation as a natural conversation

Use of creative questioning techniques reveals rich and emotional content

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?”

=N

L BREAK UP LETTER
/. Dear [Brand Name], b
We need to talk. This isn't easy, but I can't do this
‘anymore. It's over. 4
~ Yowve changed. I fell in love with what we had — you
were reliable, always there, and made me feel good. You
promised quality, but lately, I feel negtected. Every |
~  interaction leaves me disappointed. e
‘Tt's the broken promises. Remember when you said
[Specific Claim]? That hasn't happened. Andiige new
formula? Not better, just cheaper. S
T feel taken for aranted. I've been loys
tived of bein juS'F'anoﬂner transaction.
listening. T deserve excitement and respe

met someone new ([Competitor Type]) who™de
 value me. Goodbye, [Your Initials].

o~

_

,”J-;

.
-~
-



© Conveo

[ BREAKING UP ]

In thelr own
words

Consumer
Voices
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Use Creativity in Al-moderation

Approach Al moderation as a natural conversation

Use of creative questioning techniques reveals rich and emotional content
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Bottom-up Al coding into Brand Archetypes

SVIGKERS,
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ARCHETYPE OVERINDEX s
%
Consumers associate Snickers with e, s S :
strength, courage, and mastery. o
The iconic tagline reinforces this Hero e | SO ,
identity. P ' T
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Penetration Barriers

¥
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Not Relevant For
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Brand Image In-store / online visibility Price level Health & Lifestyle

Order of importance correct — actual statistics changed for confidentiality
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Main Reasons for Snickers Shift

Shift Toward Health & Wellnhess

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?
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Multi-level Analysis

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

Understanding Lapsed Snickers Buyers:
Barriers and Opportunities

Executive Summary

Snickers, once a universal favorite, is losing penetration as modern snackers redefine
what "indulgence” means. This study unpacked the emotional and practical reasons
why lapsed buyers have drifted away and revealed what could bring them back
Across 312 in-depth interviews in the ™ United States and ™ Germany, participants
described a familiar brand that feels increasingly out of step with today's

nealth-conscilous, value-sensitive, and novelty-seeking consumers

The core finding: Snickers hasn't been deliberately rejected, it's been quietly
replaced. Health prionties, rising prices, and evolving snacking habits have created
friction points the brand has not kept up with. Yet affection remains strong—Snickers
5 seen as a classic with untapped potential, Consumers are not closing the door,;
theyre waiting for Snickers to meet them where they are today—on nutrition, portion

control, and excitement

Number of interviews ...

342 312

Number of interviews ... Average duration of int...

22 minutes

Study Demographics

The study included 312 lapsed Snickers buyers drawn evenly from ™ Germany (51%)
and ™ United States (49%). Gender representation was balanced, with 51% female
and 49% male participants. The age profile skewed aduit-centric: the largest cohorts
were 36-45 (28%), 26-30 (18%), and 46-55 (15%), with smaller but notable

representation from vounaer adults (20—-25) and older consumers (56-65)
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Co-creating with Al

} Can we use Al for insights as a decision oY ¢ 203 mﬂIEIN

sparring partner? *
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Introducing SNICKERS Hi-Protein

With the macros you expect from a high-performance protein bar and the taste you love, SNICKERS Hi-Protein staves
off hunger without sacrificing flavor. Enjoy the flavors you know and love from SNICKERS along with 20g protein for a
completely satisfying experience. Perfect to carry you between meals or after a great workout.

Snickers Protein Bar: Fuel up with Epic Taste and 20g of Protein
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Co-creating with Al

Talk To Your Data

upload a new product idea
and ask for feedback based
on 300+ interviews

Speak ‘prompt’ for
Interactive insight
generation and co-creation
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Conveo

) Question coding

recutive summary

Mars Snacking

Chat with your & Al Research Assistant

Previous conversations
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Business Impact at MARS

Quantify Why at Scale

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

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

Talk To Your Data
CN

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.
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Ending on a high note for 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 technigue we will use this time?

Write a 'love letter’
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The best of
quant and qual, In
one method

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

CREATIVE TESTING

MONADIC CONCEPT

TESTS

CX MEASUREMENT

+

BRAND EQUITY
MEASUREMENT

The
Conveo
Sweet spot

+ ETHNOGRAPHY

SHOPALONGS /
MISSIONS

+ CONCEPT
OPTIMIZATION

USAGE + ATTITUDES
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Fully integrated in your workflow

Conveo gives you superpowers

Smart study design

Al generates a full study
design & draft topic guide

Talk To Your Data

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

Conversation by design

Human-like moderation
delights people

Multi-modal Al

Full non-verbal context on
top of verbal content
analysis

Understand ‘why’

Combine transcript,
question as well as thematic
analysis

Insight Activation

Automated reporting and
video reel generation
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Thank you

Want to connect for a meeting or demo?

Head of Research & Methodologies at Conveo

niels@conveo.ai
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