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_ l-‘?Yagora
Yagora Mission -

Der Moment der Kaufentscheidung ist seit tiber 20
Jahren der Mittelpunkt unseres Denkens und
Handelns.

Wir messen und analysieren das
Kaufentscheidungsverhalten der Shopper auf Basis
fundierter Daten und untersuchen die
dahinterliegenden Einstellungen, Motive und
Emotionen.
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Flr eine ganzheitliche Betrachtung nehmen wir die
Sicht des Shoppers ein und erganzen diese um die
Perspektiven von Handlern und Herstellern.
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p KEY AREAS OF INTEREST

...depending on the

brands & categories... ...at the right retailer..

Target shoppers
based on their needs

and expectations...  with the right

promotions...
Phase 2

-

Phase 1 '|‘ 7 TO DRIVE

o Phase 1 SALES
Phase 2

Understanding shopper attitudes and behavior, relevance of different types
of promotions for different categories and shopper segments as well as
retailers are the KEY TO SUCCESSFUL PROMOTION ACTIVITIES.
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p THE RESEARCH APPROACH

2-Phase approach

* National sample amongst shoppers of beauty and care products in Germany
* Respondents 18-69 years old

* Gender: 75% females | 25% males
Sample sizes

*  Phase 1: n=1.024 Interviews in total
*  Phase 2: n=2.501 Interviews in total
* In total 3.525 respondents
Method of data collection

* Online survey

Interview

* Length of interview: 25 minutes

VYagora



THE RESEARCH TOPICS & TECHNIQUES

R
| n‘

Shopper Segmentation

»  Attitude based and
behavior data for
description

+ 13 different psychological
constructs (e.g.,
Habitualization, Quality ,
Price Promotion)

Implicit Association Test

*  Measuring the implicit
attractiveness of promotion
mechanics without product /
brand impact

* 110 different mechanic /
product combination

CBC - Mechanics
*  Measuring the shopper uplift of
different promotion mechanics

» 254 different mechanic /
product combinations

»  Own and competitor products

VYagora



SHOPPER AKTIVIERUNG MIT
SEGEMENTSPEZIFISCHEN
PROMOTIONS



p INTRODUCING THE 4 SHOPPER SEGMENTS

Rationalists Shopping Queens
] A

Efficiency Seeker Conscious Variety Seeker

I enjoy shopping and
I am always seeking

I want shopping to be

as efficient as _ .
for innovation and

information.

possible, a plan
beforehand is helpful.

Enthusiastic Value Hunter

When shopping, |
want to have variety,
promotion and
special prices.



p SED CARD CONSCIOUS VARIETY SEEKERS

Conscious Variety
Seeker

I enjoy shopping and
I am always seeking

for innovation and
information.

prefer brands which respect ethical
aspects

shop beauty care online
pay more for better quality
love to try new products
enjoy health and beauty aisles
prefer low price shops
love products that pamper me
look to enhance my appearance

look for quality

Base: Total (n=244) | in%

Gender Family status

18-29 [IFFEE
30-39 I

ap 40-49 EEETEEN
50 -59

79 21
60 - 69 IEPE
Q1 | total distribution 72/28 Q2

Income & Employment

Below 1,500 €

43
Full-time
employed 26

1,501€ - 3,000 € 3

Above 3,000 €

Q40| Q39| Q38

Education-level
Bachelor or
above

2

Married or
living with a
partner

D 2,35
HH size

Q34|35
Top Social Media
65 43 a1

......... Top over-lndex  seesses
to total

L J

Q33 18

Purchased Categories
at least every 6 months | Top over-Index to total

= i
Decorative Cosmetics

(Lipstick, Mascara,
Make-up)

Special Hair Care
(Serum / Mask / Qil)

Q5

XX significantly lower than total

Dry Shampoo

XX significantly higher than total

@
S

Facial Care Products
(e.g., Day Creams)

*Significantly higher based on Index only, not
considering the skewness of the distribution

2:1

size of segment

Top 3 Retailer
Occ. visit

Drugstore C 39*

Drugstore B

Top over-Index to total  wewewsrereeess

Perfumery Grocery Store
A
26 33

Q8

@ 5,3 occ. visited (@ total 5,1)

Top 3 Online Retailer

Occ. visit
Pure Online Online Online
Retailer Perfumery  Drugstore
22 12 10
Qs



P PLANNING OF BRAND - PER SEGMENT

CONSCIOUS VARIETY SEEKER AND ENTHUSIASTIC VALUE HUNTERS PLAN LESS OFTEN WHICH
BRAND THEY BUY BEFORE ENTERING THE STORE.

' a, @ Conscious Enthusiastic
|

Variety Value

L~ Seeker Hunter

Total

Shampoo / Conditioner_ 59 17 -
Deodorant_ 58 -11 -
Hair Coloration _ 56
Body Care Products _ 50
Facial Care Products _ 50
Hair Spray / Lacquer_ 48
Hair Wax / Gel _ 43
Dry Shampoo - 41
Shower Products - 40
Special Hair Care - 37
Decorative Cosmetics - 33

Base: Phase 2 | in % for answer "l know which brand | buy, before entering the store”
Q36 If you buy your category, which statement fits best your choice of brand? (SC per category) 14




P PURCHASE IN PROMOTION - PER SEGMENT

ENTHUSIASTIC VALUE HUNTERS BUY MORE THAN HALF OF THEIR BEAUTY CARE PRODUCTS IN PROMOTION.

- . . «7 Nl . e
Conscious Variety = 3 Enthusiastic Value | .
L O Efficiency Seeker
A Seeker . Hunter "‘ !

Y

44

)3 51 45

B | bought about half of my products in promotion and the other half not in offer
B | bought more than half of my products in promotion

B | bought all my products in promotion ,rYagora

Base: Phase 2| Top 3 Box in %
Q48 And if you think of your purchase of this category, how many of your last purchases did you buy in promotion? (SC per category) 15 @



p ATTRACTIVENESS OF PROMOTION MECHANICS

CONSCIOUS VARIETY SEEKERS LIKE TO BE REWARDED FOR THEIR STORE LOYALTY AND ARE

INTERESTED IN TRIAL PRODUCTS AND NEWLY LAUNCHED PRODUCTS.

L@ G TG v (R erncency
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Hunter

Seeker

Difference vs. Total

Price reduction [N &3 I 11 20
Buy 1 + get 1 free [N 54 11 0| | [
10% off your entire purchase _ 5 | 0 —6-
Buy 2 + 1 free [N 50 | lo <N |
50% on second items [N 42 I -1 1
Free-gift (e.g., mini size for free) _ 42 @0 I -3 .
Morefill (e.g., +10% / 50ml fre) NI 41 | B i | |
Coupon for loyalty card holders [ 37 @ | I 21
Free good (e.g., free towel) [N 32 B 5 M - 21
Retailer coupons (e.g., 10% off your next purchase) [N 30 | M : hi1
Multipack (e.g., 3 for 2,50€ instead of 0,99€ each) - 30 . 3 0 | I 1
Buy for 6 € and get 2 € off B - 5 . 3 -5 1l
Limited Edition (e.g., summer edition) - 19 - 6 - 5 -3 .
Money-back campaign [l 13 0| M -1 1
Lottery when buying a product [l 9 | B | 0 [
Second placement (e.g., recently launched product) . 9 -1 I -3 .

Base: Total (n=1024) | in %
Q28 Which of the following offers / promotions for Beauty and Personal Care products do you find appealing? (MC)

-10 [N
-14
-5 -

-7 -
-8
-7 -
-3 .

-4 .

- N
=N |
-4l

-4
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P PROMOTION MATRIX
©

P -

Conscious Variety Seeker

N\

24

Enthusiastic Value Hunter

y

[

Efficiency Seeker

e

23

21

Drivers
What drives the
purchase behavior?

®=  New products
= Sustainability

Spontaneous decision at
POS

One-stop shopping
Fast shopping

Stick to the same
brands

Promo Triggers
How can we trigger
purchases?

= Brands with respect to Savings (price) and deals Habituative ®  Fast shopping
ethnical aspects (promo)
Reward my loyalty and I want a DEAL Make it simple More from what | like
give me something new
and sustainable
= Loyalty Card couponing Price-off for second item Morefill = BOGOF
®  Free-Minis & Goods Money-back campaign Multipacks = Buy2+ 1free

...and how?

VYagora



p SHOPPER JOURNEY CONSCIOUS VARIETY SEEKERS

32%

Always on the lookout
for promotions and

special offers

Use offline sources 0

for promotion info

Use online sources
for promotion info

|
|
19% Q 25%
Use NeWSP.aper / Use the info from
magazine ; online shops
|
48% A= 21%
Use promo : - Use Retailer’s
leaflets from 1 App
retailers 1
1
16% 64%

Choose store on
weekly promotions

Prefer everyday
N low-price shops 2 4

\~ 7

— = =

Base: Total (n=244) | in %; *Occasionally visited

33%

Buy online*

1%

' 99,

I
I Buy in a store* Q

N P L _ | —— - [ i |
: /’-—- ‘l:l
|

Are open to

shopping
beauty care
online

52%
Enjoy browsing
through health

and beauty aisles

35%

Want to buy
products as quickly
as possible

In-Store

32%
Use shelf for
promotion info

52%

Think Free-gift
(e.g., mini size for
free) is attractive

%
Think second
placements are
attractive

XX significantly lower than total

Love to try new and
innovative products

Look for quality

59% 57%

Change plan when
special offer found

75% 32%

Will buy a similar

product from

another brand in

62%

Prefer brands which
espect ethical aspects

XX significantly higher than total

Oos situation



p WAY FORWARD

Optimization short-term

promotion-plans (2021)

Integrate shopper segments into

GfK-householdpanel

Verify target group (retailer/brand)
Adaptation promotion mechanics
Retailer — and segment-specific promotion offers

Segment-specific analysis - know your shopper
Category-, brand- and segment-specific analysis > where to play
Retailer- and segment-specific analysis > potential to grow

=  Implicit promotion attractiveness - which promotion
®  Estimated promotion uplifts = what'’s in for us

————

Promotion and Brand Strategy 2022 ff.




p CONCLUSION

...depending on the

brands & categories... ...at the right retailer..

Target shoppers
based on their needs

and expectations...

..with the right

promotions...

Phase 2
q

Phase 1 '|‘ 7 TO DRIVE

Phase 1 ' SALES
o Phase 2

Understanding shopper attitudes and behavior, relevance of different types
of promotions for different categories and shopper segments as well as
retailers are the KEY TO SUCCESSFUL PROMOTION ACTIVITIES.
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