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Fruity candy is changing. “Trends” are hot.

Candy for Adults - Better for You Candy Nostalgia Focus on Texture
Flavor Sophistication (or at least people say
that’s what they want)
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Massive innovation opportunity — but where do we
focus? And how do we engage?
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Challenge #1

This is a fun category - we really want to tap into young consumers, but....

How do we talk to younger
audiences and engage
them in their own way?

How do we make CERTAIN that
we’re talking to the right
consumers given high risk of
fraud with this difficult to reach

audience?

=\

How we engage people with
a System 1 approach to get
their fast reaction?
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Challenge #2

We really want to convey the emotional benefits — and imagery is a lot more powerful

than words
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Words Alone + Top 2 Box Scores miss
everything we are trying to capture

Our stimuli needs to convey the feeling
associated with each need.
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Challenge #3
We wanted to get to the WHY underneath the scores

A quick quant read
didn’t answer our
guestions.

79/’5

Getting the WHY usually meant
doing a second study, with
more cost, more time, and
data that wasn’t even
connected to the quant data.
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Enter Jobs to be Done

JTBD is a framework that is used to understand why people “hire” products,
services, or solutions in their lives.

“What are you trying to achieve?”

“What can | sell you?”

(And what's stopping you?)

“Anew candy with three different
flavors in one!” »
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How Jobs to Be Done Works

Focus on underlying goals or tasks
(functional, emotional, social)

U Evaluate Jobs on MULTIPLE dimensions
o (importance, satisfaction)

“I want a candy or a treat that unfoldsin
layers and keeps my senses engaged, but
most candies are plain.”

Uncover unmet needs (define innovation
opportunities)
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“Traditional” Jobs or Needs Testing (MaxDiff)

Which of these needs is
most and least important?

MOST LEAST

Help me decide when
to save and when it’s
OKto splurge a little

Help me look over my
statements and make
check all the charges

Find a bank with the
highest interest rate
onsavings

Give me an option to
buy now and pay later
in installments

Example of a standard
MaxDiff interface

@ Biased toward functional needs (70% of people take surveys
on mobile where emotional graphics just don’t fit)

@ Only ONE objective (e.g., “importance”) - but we need
multiple dimensions to prioritize jobs

@ Long,tedious, and fatiguing - leaving little time and
attention forricher learning
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And the result?

One-dimensional functional i > /
importance without any \ m Il T
qualitative depth 3
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Jobs / Needs efficiently?

Give the EMOTIONAL Understand the
jobs a fair chance to REAL WHY behind the
win importance of needs
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What We REALLY Want in an Innovation Solution
1) Move Past One-Dimensional Understanding

S0
It’s about MORE than Importance: “Candies with minimal ingredients I
are IMPORTANT to me.” @ | ‘

| Gi
ETBACK T0 Homgy,

'v'}eﬂs et

v' Passion (System 1 decisions)
But | already have a ton of

v UNMET Needs options to choose from!

v Brand Permission

v" Business Value (frequency,
profitability, etc.)
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What We REALLY Want in an Innovation Solution
2) Give the EMOTIONAL jobs a fair chance to win

MaxDiff is not “revealed
preference” from actual
choices.

Up to 85% of decisions are
processed emotionally -
but MaxDiff is hyper-

rational... § : . I
ational It’s just derived utilities

from stated rational
choices - not real behavior.

\
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What We REALLY Want in an Innovation Solution
3) Understand the REAL WHY

Those top 3 jobs...
 WHY do people care?

 HOW are they trying to solve them

today?

. . Top Job Rank Rationale (% Freq Mentioned) . k(.

¢ WHAT IS prevent|ng them frOm Desire for Flavor Variety 52% -
achieving them? o
Lack of Available Solutions 17% ( ‘

We want to hear it in their own voices.
We want to quantify the answers.

We want to verify we’re talking to REAL people.
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Now HOW do we fit all of this into one phase?

This project required a 2 - 3 week turnaround. How did we do it?
D)

a eed so important to
you? Please tell us any thoughts, feelings,
or questions that come to mind.
this need was very important to

me because i love enjoying
candy with friends

Cognitively Al-Guided
Optimized Quant Qual at Scale

‘ Swipe on the card 2bove, of 1ap a buten
pelow 1o el us how irnportant i fee's \\
o

Seamlessly in the same study.
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The Quant Piece: “Cognitive Questions”

Key Metric: Importance

Gut-Response Mobile-Friendly
3-Way Swipe Image Rank

Scroll to View More Concept RIUCtons

Swipe on the card above, or tap a button
below to tell us how important it feels to
you.

Swipingisa
dopamine
releasing
activity.
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Supporting Metrics: Apply Behavioral Techniques

v' Change the task (increase independence) TAP Each Metric
MULTIPLE TIMES

N

v Use cognitive techniques like ‘Skin In The
Game’ - higher scores require more effort

Benefits
v 36% to 55% better

differentiation than Likert 000 08
scales

v' 96% uncorrelated with Q @

Importance (9X lower than @
Likert scales)
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Combining the Data: Quadrant Analysis
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More Than Importance

Jobs in this quadrant

represent high
19.0% dissatisfaction and
How often ‘ ® 14 highi ; )
customers experience g Impor aI‘IFe
@® High Frequency 17.0% Secondary Strategic ichesejo.bs areripe for
o Opportunities Focus innovation.
® Medium Frequency
® 10 .
@® LowFrequency 15 0% Several are also high
frequency
C
R ® 13
&8 13.0% e 4
o
3 ° ® 13
(%]
0 11.0% 8
2 e
. ®7 oP ° 11 Though important,
9.0% 17 o1 ®5 these jobs are largely
. .
o9 410 ®6 solved - keep it up and
offer incremental
7.0% Lower Table uodates!
Priority ¢ 155 Stakes P '
5.0%
15.0% 25.0% 35.0% 45.0%
Importance

Base:GoodComplete=632
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Most Important Need
Voice Open-End

=

What makes this need so important to

you? Please tell us any thoughts, feelings,

or questions that come to mind.

this need was very important to
me because i love enjoying
candy with friends

Recording...

PAUSE recording and
see next question
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The Qual Piece: Al-Guided Voice, Text, Video

Most Dissatisfied Need

Voice Open-End

=

Do you feel there are many solutions

available that don't fully solve it, or do you
feel there's a lack of solutions altogether?

Please share any thoughts, feelings, or

questions that come to mind.

Q START Recording
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We gathered thousands of voice responses NOTE: This s
on what makes candy jobs important

blinded data

Job #15  Iranked satisfying a sweet craving as the most important job because that’s usually the To p 10 M ost Freq ue ntly Me nti oned
TOPI Rank main reason | buy or eat candy. Most of the time it happens after a meal or later in the
Ra[tlon]ale evening when | just want something sweet to finish things off. I'm not necessarily hungry Themes for JOb #15

0:58

at that point, but | feel like the meal isn’t complete without something sweet, and candy
is an easy way to get that without having a full dessert.

Quick way to satisfy asweet craving I /2%

Candy works well for this because it’s easy to portion and there are a lot of options

depending on what I'm in the mood for. Sometimes | just want a small piece of chocolate, Small portion / controlled indulgence I
and other times something fruity or chewy. Being able to have just a little bit makes it the
most convenient way for me to satisfy that craving. Sweet finish after a meal NG 3%

Convenientandeasyto grab I 0%

Job #7  Iranked satisfying a sweet craving as most important because that’s when candy fits into
Top Rank  my routine the most. It’s usually when | want a quick treat but don’t want something
Rationale heayy like cake or ice cream. Candy gives me that sweet taste I'm looking for without

(1:02] feeling like I’'m overdoing it or turning it into a full dessert.

Variety of flavors and textures I 2%

Feels like a small reward or treat NN 15%

Another reason this job matters to me is the variety. Different candies give different types

of sweetness and textures, so | can choose what | feel like in the moment. Because of Better alternative to heavier desserts I 12%
that, candy feels like the easiest and most reliable way to handle that sweet craving when
it comes up. Portion control / easy to stop I 11%

Nostalgia or familiar comfort I 3%

Easy to share while still satisfying.. Il 5%
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Technical Advantages

55% INCREASE 30% MORE [
Increase in differentiation More questions in the same |
(signal to noise) time with less fatigue

v Single Phase

v' 2.5 Weeks

v In Budget

v" Fraud/Bot Proof

N
\

\|| 800% MORE 90% MORE

More content from open-ends Identify more themes - and more
NUANCED themes - with voice
open ends and Al-guided probes
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What This Meant for Our Teams at Mars

Get a complete picture of Because of the voice open- Generate more meaningful
which jobs to pursue and ends, the team was also able propositions for further
which worth exploring to hear actual customers iteration, anchored in
further, with the ability to and easily share highlight prioritized jobs.

keep mining the data with Al reels with stakeholders.

powered analysis dashboard

\\l|ﬂtU|fg @2026 INTUIFY INC. ALL RIGHTS RESERVED @info@intuify.com | 25



Multiplying the Value: Insights That Live On

Interactive Dashboard for Ongoing Analysis Open End Playground Powered by Al

Theme Analysis: <Blinded>

M ARS @ l nt U I fg « Discover, analyze and quantify themes - even run crosstabs on them

Interactive Jobs Dashboard

W intuify

Filters * Measure sentiment and specific emotions
Age Groups n= (total, unfiltered) Parental Status n= (total, unfiltered) Jobs to Include (Click # for Description) + Build highlight reels automatically that explain themes
Ages 181025 65 Parent 276 11
Ages 2610 30 114 -— 356 Desire for Variety and Personalization and
Ages 311035 200 3 13 Mix-and... ’ ) . control - -
Ages 361040 253 n= (total, unfiltered) 4 14 Astrong thess s the desiefor The sty tocustnine candy s
iy ot e - - e o ey ety e -
Gender n=(total, unfiltered) 241 6 16 et boradomand caer 2 Hegatie tates and previdng dsamse of B g
Female 262 Joyful Seekers 219 7 17
Male 269 No Persona 72 8 18 specific Fiavorand Mood based
Other 1 8- 19 Texture Pr.. - - Consumption = -
Ever Purchased 10 20 Manylndividuals have very g Respondents irequently mention g
particular preferences for camtan Anticipation 6% ‘wanting candy that aligns with Anticipation n%
Clusters n=(total, unfiltered) Leave unchecked unless MUST be n= (total, unfiltered) Arcrieg Boerughun, ik . - e cimmmood vt = =
" eg, s " comier, sy, ot spuc -
Cluster 1 136 O starburst 551 Display on X Axis (Dropdown) ot e oo Nt o o et s sl Hogaios
Cluster2 311 O skittles Original 532 Importance x Frequency ‘
Cluster3 133 O LifeSavers 449
Lack of Customizable Innovation and
Cluster4 52 O Nerds Gummy Clusters 397 Job Labels on Chart (Dropdown) Options . Uniqueness _—
o 0% ricpmion | 1o
O skittles Gummies 256 Job Numbers Manyresponderts el heré's - There's  calfor moreinnoratie e
esnarat ok of soktons e ougust 1 and unique candyproducts that soy o
O skittled Pop'd 77 Customizable candy, hen ciing koo
— — tatcuret opiomsare ‘e sioe . oy P ol prowidingoew . Oigant %
Total Users in View: N=632 sl arimaedsaspecie [ pestoncas md s Hegtive
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2 |
£ (R0 ! - What makes this need so important to me is a lot of times | do cak
-.ﬂ. 15% ! es or, a a cake decorator, and sometimes little candies are what ins
5
@ ! ® 13 2025-10-01 pired my ideas to make eye catching desserts. Candies inspire my P
a ! au 23:02 00:02.400 ~ 00:37.950 - cake designs because sometimes they are what top it off or finishi (&) (LR
! e 13 o2 z t, make it pop, make it eye catching, and it makes me very happy.
10% & [ %5 N Whenever | finally bring an idea together and the candy makes it p
': op, that's awesome.
L ®|19 ®5
e 17
® 20 : | feel like there's so few candies out there that really let you do thi
° 1 | 2025-10-01 . 0015300 s. Maybe fun dips that, you know, let you dip in a flavor powder or oR 1]
u - - )
5% \ LEUNG 23.03 something like that, but most candies really are just wrapped in a -
| package and you eat them,
|
\ S Well if the fun sticks, the powder the blue powder gets all over, An
% N aud S 00:21.465 - 00:34.149 - d then you try to clean it up with your finger, and it's annoying. lju & I T
: st don't wanna do it.
0% 5% 10% 15% 20% 25% 30% 35% 20% 5% wanna dot
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Wrapping it Up:
State of the Art Jobs To Be Done Methodology

Test Functional A true 360-degree view Results that keep
and Emotional of every job (qual + delivering value
jobs together quant + multi-metric) over time

without disadvantaging
emotional jobs

\\l|ﬂtU|fg @2026INTUIFY INC. ALL RIGHTS RESERVED @ info@intuify.com 27



Questions?

(We know you have them...)

E e

| AV N,)r
in One Y
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Thank you!

Any questions?

Lumeng Jin Kari Bushey
Agile Innovation Insights Sr Research Lead at Intuify
Manager at Mars

Wintuify  MARS
@ info@intuify.com ® Intuify Inc. www.Intuify.com

@ 2026 INTUIFY INC. ALL RIGHTS RESERVED



	Slide 1
	Slide 2
	Slide 3: Fruity candy is changing. “Trends” are hot.
	Slide 4: Massive innovation opportunity – but where do we focus?  And how do we engage?
	Slide 5: Challenge #1
	Slide 6: Challenge #2
	Slide 7: Challenge #3
	Slide 8: Enter Jobs to be Done
	Slide 9: How Jobs to Be Done Works
	Slide 10: “Traditional” Jobs or Needs Testing (MaxDiff)
	Slide 11: And the result?
	Slide 12
	Slide 13: What We REALLY Want in an Innovation Solution
	Slide 14: What We REALLY Want in an Innovation Solution
	Slide 15: What We REALLY Want in an Innovation Solution
	Slide 16: Now HOW do we fit all of this into one phase?
	Slide 17: The Quant Piece: “Cognitive Questions” 
	Slide 19: Supporting Metrics: Apply Behavioral Techniques
	Slide 20: Combining the Data: Quadrant Analysis
	Slide 21: More Than Importance
	Slide 22: The Qual Piece: AI-Guided Voice, Text, Video
	Slide 23: We gathered thousands of voice responses on what makes candy jobs important
	Slide 24: Technical Advantages
	Slide 25: What This Meant for Our Teams at Mars
	Slide 26: Multiplying the Value: Insights That Live On
	Slide 27: Wrapping it Up: State of the Art Jobs To Be Done Methodology 
	Slide 28: Questions?
	Slide 29

