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WE HAD A NEW PRODUCT

DRUG FREE

Afrin

Saline Burst

INSTANTLY
CLEARS OUT
EVERYDAY
CONGESTION’
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BUT...

How would we
talk about it?
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DIFFERENCE BETWEEN THE
EXISTING PRODUCT AND THE

HOW DO WE TALK ABOVUT

Us?

NEW PROPOSITION
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Get the product BAEER _.
Understand /ﬁ
to consumers

where we do well vs

, where we lack I
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753"""6 & Let consumers
use the product
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Make adjustments listen to /

to the product what consumers

accordingly )\/ have to say
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HOW DID WE SOLVE THE PROBLEM? |

- The method we can’t and don’t want to replace
4
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QUESTIONS BAYER NEEDED TO ANSWER |

Will consumers choose it at the intended price? I
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Does the product experience strengthen perceived value?
Will trial translate into repeat purchase?

Is the proposition strong enough to support launch expectations?
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veylmx CONDUCTS
TRANSACTIONAL EXPERIMENTS

Give participants
skin in the game

Insights gain greater !
predictive power ]
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RESEARCH WHERE CONSUMERS COMMIT @1’\
THEIR OWN MONEY

IT'S E-COMMERCE, BUT IN A RESEARCH SETTING

CARDHOLDER NAME
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THE AUCTION ESTABLISHED THE
PRODUCT'S CONCEPT POTENTIAL

Bid the
§ maximum you
] are willing to pay

PLACE BID

$0.00

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

e — Demand
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THE AUCTION REVEALED THE
PRODUCT'S POTENTIAL AFTER USAGE

Bid the
mMaximum you
are willing to pay

[
$0.00
RLACEBID 0% 5% 10% 15% 28% 20% 30% 35% 40% 45% 50%
o —— Demand
.
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What it measures
Trial potential

Product delivery

Repeat potential

Strength of the business case
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SALINE WITH PURIFIED SEAWATER

A new spray, premium proposition

DRUG FREE

Afrin

Saline Burst

JRUG FRER

2-in-1spray

Afrin

Saline Burst

Contains

A
2-in-1

SPRAY
Gentle Mist or Jet

DRUG FREE

2-in-1spray

Afrin

Saline Burst

DRUG | 2-in-1spray
(3124 0 [ 1157 OR JET 4

Saline Burst ‘,‘

Z : Extra Strength’

Extra Strength' ¢ Extra Strength' g Extra Strengtht Daily Nasal Mist

Daily Nasal Mist A Daily Nasal Mist Daily Nasal Mist

£ | PURIFIED o

CLEARS OUT ' CLEARS OUT CLEARS OUT SEAWATER'JF

EVERYDAY - EVERYDAY EVERYDAY pr .

CONGESTION' CONGESTION CONGESTION® Instantly 4 »
Clears out y
Evcrylay i
Congestion

Contains
rified B
awater' B

Contains
purified
Seawater’
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Completely New
20%

PRE-USAGE
DEMAND DATA
SHOWED WE
COULD DRIVE
NEW CATEGORY
BUYERS

uyers
tegory

Additive
32%
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- USAGE TESTING
REVEALED
OPPORTUNITY TO
CAPTURE EXISTING
CATEGORY USERS
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KEY TAKEAWAYS FROM THE RESEARCH >

» Learned that consumers were more likely to buy it after usage
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« Saw improved perceptions of the product across all key metrics

7 .« Strengthened premium positioning by validating value of seawater
« Expanded the role of the product beyond congestion relief
« Reinforced perceptions of efficacy and power

 Elevated the 2-in-1 nozzle as a key product differentiator
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