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BOOST

Al probing:
listen and
understand
more deeply at

scale

Q Which, if any, of the following brands of
Nutrition/protein drinks or Protein powders or

Vitamin and mineral supplements have you heard
of?

@ Boost Vega @H)) Premier Protein

0 Which ONE emoji best represents how the
advertising idea made you feel?

O

Q What about the idea that made you feel
fascinated?
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BOOST

Deep-dive
tools: easier for
participants to
share specific

feedback

o MNow, | will show you what you heard from the video earlier again. It's the same content, except that you will
see the text only. Can you read carefully, highlight anything you like, dislike or find confusing, and explain

why?
SELECT TEXT TO HIGHLIGHT
Get a little BOOCOOOO0O0ST

In this script, we see people of all ages savouring the little wins in life with a little help from BOOST. As they celebrate these victories, we
hear them say a familiar phrase, "Oocooo0000”. Because with protein, vitamins and minerals, in one tasty nutritious drink, you could say

there's a lot of "Oocoooooo” in BOOOOOST,

So, we open on a young father in his late thirties, pouring himself a delicious glass of BOOST after a long day of dadding. Gazing at the

chocolate-y prize in front of him, he takes a sip and lets out a satisfying...

"Oooooooon”

We now see a woman in her forties trying on a new outfit that just arrived in the mail, a bottle of BOOST nearby. As she checks herself out

in the mirror, she lets out an intriguing...

"“Ooo00o00oo00"

We see a man in his early fifties flexing his muscles in the bathroom mirror after a sweaty workout, with a bottle of high protein BOOST.

Flexing his arm, he notices some small definition near his tricep, and whispers an impressed....

“Oocooooon”



o Now I'll show you some more opinions about the advertising idea that you
just saw. Please indicate your level of agreement/disagreement.

BOOST

It’s a survey tool

after all with all

quant question This advertising idea is different from the ads
types, but a of other nutrition/protein products.
better

experience for

participants
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Disagree completely Disagree somewhat Not sure Agree somewhat Agree completely




Bell

Digital projective
to enable
participants to
access and
articulate their
emotions

Voice/video
responses when
conducive
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Bell

Rich narratives
coded into
emotions for
sizing and Driver
MEWRIE
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Driving the perception that attitudes towards MH are getting worse

Emotional Landscape

How often the
emotion is
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The Credibility Gap

Impact on Brand Impression

Positive Impact on Bell JcepticisipuEEEEE

Doubts Mixed Unsure
(1)
67% 10% 17% 6%

Those who have been diagnosed or
believe they have mental illness are

1.5X more likely

to view Bell less positively




Bell

Episodic 2 Year-round?

Foundation
YA

Equally
effective
23%
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Q 0O inca Smar’tlnsight VIEW ANALYSIS CONTEXT Quote language  English  Original 0) Download Base Report

@

Home
o What are the findings from Q8?
il
Management
stats & lIdentifying key findings... >
o Canadians Prefer a Year-Round Foundation Model
EB When asked which format would be more effective, 52% of Canadians chose the year-round foundation model over the annual Day-of event (17%), with 23%
CrossTab saying both would be equally effective. The preference for the Foundation is rooted in a desire for sustained, systemic impact rather than a single day of
visibility.
G .
Dato Preferred Format: Day vs. Foundation
Smartinsight
Equally Ineffective - 6%
Not sure . 2%
0% 10% 20% 30% 40% 50% 60%  65%
Q8: Which do you believe would be more effective for improving mental health in Canada? Base: Total n=631.
D L
[ ren
® inca Smartinsight may make mistakes: make sure to verify the results.
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Fairlife

President's Choice
Atkins

Premier Protein
Vega

Muscle Milk
Resourca 2.0

m SEEKER OR CAREFREE [N=500] m EMOTIONS EVOKED
Donut Chart Sort by Percentage (Dsc) Chart
Delighted
amused
Nothing
Inspired
SEEKER Empowered
% Stimulated
CAREFREE
None of them describe Bored
60% Skeptical
Annoyed
FASCINATED
Excited
Connected
g OPTIONS ABOUT THE IDEA_POPUP
EASE OF UNDERSTANDING %
RELEVANCE 20% 43%
MEMORABLE ™ 43%
ENGAGING 26% 36%
BRAND RELATABILITY 19% 2%
DIFFERENT 20% 39%
UNIQUE 0% 36%
VIRALISM "% 26% 24%
Agree completely Agree somewhat Not sure Disagree somewhat
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Atkins
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Donut Chart
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BOOST

11pm at night
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Conversation with Participants

Measure Explore Enable Engage



Compared to other surveys you have done, how would you rate this survey experience?

. A lot better

A little better

Natural, Intuitive, and fun
“So easy to chat with you and feels more personal!”

"It feels more natural and less taxing...it feels like I'm
talking to someone over filling a serious form. It's
also faster paced.”

“It's more interesting and interactive. Some surveys
are like an exam paper.””

Freedom to Express Their Own Opinions

“l feel like | am talking to a real person to express my
thoughts and | am being heard”

“It gives room for expression. The other formats
confines people to a predefined structure.”

“It's a lot better being able to write my opinions down
rather than having to click boxes which often don’t
correctly reflect my opinions.”



1.6X greater 2X more significant

consistency in answers differences from OE
across related metrics leading to more
IN a survey differentiated findings

2.4X more likely to 3.6X more likely to

explain behavior leading uncover hidden
to more actionable motivations and

recommendations subconscious drivers



Conversation with Data




onversation with Stakeholders

Sales 732 M
1.3 M From L.

stention

B0, ) 1 69% ) { %
N




The Insight Architect’s Toolkit

Conversation % Conversation ¥ Conversation
with with with

Participants Data Stakeholders




LET'S CHAT ABOUT WHY

The Future of
Quant is Qual
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