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. Research background and objectives

SEISSMO

We observed a lot of insecurity among brands whesaiheto choosing, validating ochecking andrerifying the
performance of their claim.

Here are the main questions which inspired this research:
U Does a brand need a claim?

U What can a brand expect from a claim?
(T x 01 OAOGO A AOAT A Al AEI

oo

Ol OET OOAOO OAT Cl EOCEOAI U DPOI
What if we asked consumers to make their inner pictures visible when confronted with a claim?

()

We found a way to engage consumers emotionailyickly andplayfullywhilst listeningcarefully to their verbatim while
giving instructions to a professional actor. Discover more on the next pages !
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. Research design focused on Brand Claim ceo0ns

while respecting the Corporate Identity SEIS;I:/I.O"

(e}

58 different brand slogans

(e}

14 different categoriessuch agood, household appliancesutomotive,
healthand beauty, retail, etc.

()

46 consumersinterviewed,aged17 to 71 years old, men and women, good
mix of sociatlasses

(e}

The single slogans were print@ah cardstogether with thecorresponding
brand logo (full CI).

(e}

All cards splitnto 5 rotations, oneset of cards included1-12 brands

(=)

Each respondent assessed one set of cardad picked the brands in a
random order.

()

The interviews took place on 3 different daysMannheim.

More than 20 hours of video material to analyze!
A total of 6,000 pictures, posestaken and expressions portrayed!
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A setup based on the dynamic interaction of the consumer co0e.
with an actor at his/her service

(=)

Respondents slipped into th®le of director and
instructed our actor to show a specific facial expressior
or pose in order to express the brand slogas they,

the consumers, would understand/ picture itin their
mind.

The actor then had to demonstrate the respective
sloganonly using body language and facial expression
Z no verbal dialogue allowed.

Participants were required tdescribe the slogan in
their own words, so thatthe actor was able to portray
it.

IMPORTANT: They were askadt to use the words of
the slogan and not to reveal the brand

)y O OA&I OAAAS OE AgbbegphdtieAOAbEUAUA Al A

usual vocabulary.

The actor was a puppeinthe AT T OO1 AOOS

000
[N X X XJ
SEISSMO
i (instructions)
[
I TN
A,
r ./
A'; \'\
() Actor
& Consumer directing the actor
@ Researcher

@ Cameraman

EAT AO8

He was instructed to followordersand not to interpret anything himself.
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Assessing brand claims: oo

What the pantomime methodology reveals SEISSMO

U The methodology is very efficient to understand: U We often had the case of consumers describing

- If consumers understand the claim or not situations involving the products or the category
- The emotions they projeconto it instead of focusing on the meaning of the claim
_ The images that come to theininds We then had to analyze if it was due tsteong
category halo effect(making it hard to focus on
somethingother than the category script, for

Ultis good to checkrandawareness (even if it was instance driving cars or putting food/ drinks/
not the objective of this research) cigarettes into the mouth)

81T 0 EA EO xAO AcAniphcéicd A
U Pictures and verbatim complement each other to understand

U The verbatim is rich and full of anecdotes becau
consumers are not allowed to mention the brand
It requires them to go beyond the usual rational
description.
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. A quick and cosefficient methodology 1
SEISSMO

6 to 10 participants are _ _ _
enough toseeif there is a Quick diagnosis
problem with a claim

Up to 150 assessments per
day
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. Reliable results and diagnosis cooes

SEISSMO

Not rationalized: ParticipantS . .
L : Having to create a picture
Very intuitive and focus on what the actor is :
. forces themto be straight to
spontaneous method doing and forget what they the point and synthetic

are saying

Direct validation of Reliable results
understanding, of clarity of Many clients confirmed that the results were i
the message, of homogeneity line with the results they obtained with more
of results exhaustive studies

Which is remarkable given the fact that we
recruited a broad target group, confirming our
assumption that a claim is a public good and
must be able to address everyone
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Learning: What can you expect from
a good claim?



The level of brand awareness is the keyatalyzinga slogan "L ees.
SEISSMO

U Is agood slogan ableto fill an unknown brand with content?
The answer is no.

U Consumers reaamotionally to brands thatthey know/ are familiar with.

U When confronted witha brand that does notringabeldT OEAIT h 1T O kndwAhe ca@gody WellAT T 8 O
their first reaction was to assume that thegould not do the exercise

U They felt theneed to havewhat the brand wasabout explained to them.

U Theslogan, even if it izery good, willnot be enoughto raise interestin the brand if it isunknown or not
attractive to the consumer.
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. The slogan needs to resonate with the respective category drivers  *:%s..
SEISSMO

U Another main success factor: Thelevance of the messagavithin the respectivecategory, hago meet the
needs and desires whigventually drive the purchase

. EAx AgAl Pl AOS

Food, drinks, cigarettes Services and commodities (energy,
AAT EET Ch

$)9 A&l O I AT 1 08

U) 060 AAT OO 1 OAI . .
possibly transgression U) 0606 AAT 60 AEEEA

U) 060 AAT @Qeed, GdfA A
confidence, narcissism
When a brand for ready mix cakes tal When an electricity provider uses the

about quality, consumers keep word enthusiasm, it appears artificial
refocusing on taste

When a DIY retailer starts to list the
never endinghings to doit discourages
the personn need o€arrying out the
tasks
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D ! Cii A OIiGcAl AAT AAI EOGAO A 11 0.4
SEISSMO

U Provided that the brand iknown, the slogan can reinforce it.
U Brands use different strategies:

Claimsexplaining the brand Claims expressinguality (and/or Claims expressingubtlety, mind
superiority) set, attitude in life

A~

U GDrangina mit Fruchfleiscth 6
063 O NAuMarktd 031 Aidhfirgendwa UQ 81 T AeQaDdautéd
00 $ &ebundheitsmarkéd O 7 ASieéssichWert sindd U (Hierbinich Mensch Hierkaufe
O7TEAO Al OAeod icheino
@DhneTefal Ohnemichod L:JO' AO AAAOOE A&EOI &
U051 ALeBehkannpassiered

A~

U GFirrjedesAuaC E 208 03 6

Requires cognitive effortz risk of
high selection of potential
audience

Descriptive, simplez might be too
Inconspicuous but sometimes
enough

Classic strategy and compelling
Z careful with negative framing
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Brands use other strategies to convince "L ees.
SEISSMO

Claimsbringing emotion viapleasure of use [ Claims expressingfficacy Claims calling foaction, movement

O &Vir liebenLebensmitteb Immerbesseb O4EA AOODOOA ET 11
U O 7 Aiéreliebend Technikfiirs Leberd O-1 OA &I OxAOA8 41
Ol e dasi Falies D( E1 OE8 / OOPAOAI (Esgibt immer etwaszutund
U AWiederFreudean Bewegung Y A1l Tglﬁ Werdeni 0006 O0* 000 Al EOQH
O GzéramontAS ADD Ao ) 7 Wirksamkeitwachsbd

D4EA PT xAO 1T &£ 1 EA

Promise of attraction, addiction, indulgence Promise of resultz but not always Promise of dynamism, progress,
Z fits into categories of high personal immediately transformed into an end- innovation z might lack a link to the
involvement benefit PDAOOT 1T Al AAT AEEO
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Some learning about the tonality and semantic field chosen  “:%ss.
SEISSMO

U If the claim containgieneric words(e.g.O QA AET T 1 1T Cabsiragt tolc@nhsuddr Evén if thegognitively
understand the slogan, they have ¢m through concrete examplesto picture its meaning.

U If thevocabularyisvery specialized(e.g.O01 xAO 1T £ 1 EAA 01 Al Edfudedatptjaveiffitudeddi AOO 1 |
understanding or creating animage intheir mind, therefore they mighinot feel concernedabout it

U If the claim isabstract or philosophical(e.g..O5 T A LeBehkannpassiered ¢ OE OE didedhiiectdefiomA DDA A OO
the brand or that consumers have the feeling that they understand it but they struggle to explain it

U In case of claims trying link two different topics/ actions j Wirkt. Naturlichs 6 Qh AT T 001 AOO dwAd A O1 ¢/
U Foreign language risk ofmisunderstanding andlack of involvement
U When there is aubtlety in the claim word play, irony): risk that it is not understood by all

U If the slogan iphrased negatively, it risks creatinga form ofdistance/ rejection
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) Beauty, health and hygiene 1831

SEISSMO

Weil Sie es sich wert sind.

LOREAL BIOTHERM

PARIS HE POWER OF LIFE PLANKTON

®

S-0-S

FUR JEDES AUA GIBT'S EIN SOS.

BULLRICH

MARIA GALLAND
PARIS

Yneipp

Wirkt.Natdrlich.

ﬁ(\ LOSTERFRAU
Wo Wirksamkeit wachst.

Voltaren l’; _
P ' Dr.Beckiiah

YVES ROCHER @

A(]L @(W Wellness that Works: B e o e
| @ zirkulin P

Die Gesundheitsmarke
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NS E / 31T CAT AEOOET C EIOI 1T1TA60 DA
D LOREAL 55akp OAGEGEAAGEI 1 h ABAIOADE

2

I ' E
SEISSM
U Very well-known and evocative brandmmediately linked to cosmetic products.

U The slogarsupports the brand perception but is apprehended differently. It seems to offesw@face of projection for the
personal desires.

Providing a feeling of Providing a feeling of exaltation

Providing a feeling of

inner, deep satisfaction and enthusiasm

(product) superiority and personal reward
U Happy/ smiling

U Relaxation J Promising premium

U Comfort face A quality
0 Welkbeing U Joy U ]Iczrworth paying more
U Indulging oneself as a
result
n$EA ! OCAT OAEI EAnAT OT A AAAAE OAEO B PoA R oA A - -
< E1EC Ol A AlOODAII O QOREAIAIG 00 AO AEAE MWRADMFIONIOGEM CF
n6AOI EOOAI O 1 EO AET CcOAAARO A0ABA QGAP
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e A difficult slogan of an unknown brand cees.

P O3 i AEi x OAI AOGAA O AAADO Ug‘é.ééiazé

U No respondent knew the brand. Hence, most respondents were not able to explain the slogan without explanation.

U However, the logo indicates that therand is about cosmetics (color, the wordBeauté and Paris)and therefore addresses
women. But only very few participants can grasp a further meaning of the slogan.

Itis all about Only few respondents are able to depict:

Owl AOCUh NOA-REDKEERAI AE &-4
U The products impact

your whole life: they
make you look more

0" AAGOGU AT A Al Oi AGE
U Participants only focus on

beauty, cosmetics, the
female face, applying a

product vibrant and give you
energy and self
confidence.
n7EO OET A EAOUO L% B
haben ein neues Produkt n$A CAEO AO OiI 001 AGEOGAnh AEA i
entdeckt. Und vor dem Spiegel deine ganzen Lebensqualitaten beeinflussen. Sowohl fur dein

x AT AAT xEO AAO AITGAOAE]I AT AAO ' OOOAEAT h O1T A AOAL
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Wit 6" AAGOUS xEOEI 006 OAAOGS . &

U The slogan is not fully understood: Respondents depict different meanings butalvdy€ 1 AAO OEA AOPAAO 1 A

. @ vves rocHer Underperforming slogan suffering fromabstract content Loee

A few consumers go further and interpret the message

Ol xAOAO OAAAIEEIAAT OAI

U A message about selfonfidence,
AAAT ET C AlTi £ 00
and showing it.

For the majority: General comments about beauty

nPass man sich selbstbewusst fuhlt,
sich wohlfuhlt in seinem Koérper, und
AAOG AATT AOGAE Oi

Py a—

U StereotypesAAT OO AAAOOU j AAT AAOAOGET ¢ 11 A80 EIi AcCA EI

the mirror or fixing wrinkles/pimples).
n$EA OUDPERoemA -1 ARAAO I 1T OCAT O CAEO 1 AT Ol
der Hand durch die Haare und ins Bad und vor den Spiegel,
vertraumt in die Kamera das ein oder andere wird dann i
COAEAT 80 ET / OAT 01 ¢ CAAOAAEODS8O
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| Not a meaningful slogan, difficult to understand Loo0e:
O my creatures SW|mm|ng in thecearo

SEISSMO

U High percentage of respondents who state that itificult to depict the slogan or who eveefrain from explaining.
Only generic and also very brief descriptionf the category for those participants who darry out theexercise.

U Despite a rather welknown brand name, participants had a hard time creating inner pictures about it.

Most respondents do not understand the slogan

U They refuse to explain
the slogan.

Only few respondents understand

and describe the slogan

U Focus on life: a tree

U Description of tiny creatures
swimming around
to portray
the plankton

U If theyagreeto depict
the slogan, they
actually only give a
generic description of
the category.
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A slogan playing a secondary role behind the brand
Gl 02 A1 AGET ¢ DOi AODAOOB A EAYA OO BRGO
wirkt.Natiirlich.  S@NIOrS SEISSMO
U All respondentknow the brandAT A OEA OI1 1 CAT AT AOT 80 AAOOA AT U Ei i AAEAOA
U However, theslogan is not meaningful enough to motivate targets with low brand affinity.

The slogan states the (already well , . : :
known) natural aspect of the brand The efficacy aspect is interpreted differently depending on age

U Natural products, on a natural basis Young women (<40) focus on Older targets envision atherapeutic effect
not chemical, essential oils ’ the relaxing effect in case of physical pain
g Iggin in 1h8e
H &l

U Pleasant,
relaxing
effect,
well-being

. .- e A U Therapeuticrehab,
n) 00 AET 001 AOGEO A body pain
Ein Produkt, das ohne Firlefanz rein

naturlich wirkt. Keine Chemie, keine

OAAET EOAEAT (AT AT O

U Expecting a medicinal
product to help them
feel better/ to recover

n$0 1 EACOO ET AAO " AAAxhil A8- A ADOEAE OARET
Vollbad einlaufen lassen, mit dtherischen Olen. freue mich dann, dass es mir vielleicht etwz
%0 EOO xI1 EI OOAT A Ol A Ades2& Boht] werhlichd®genommen,

AEI iAOEAAAT h EIT EAI E.



. Q‘B A complicated slogan that leads you down the wrong path ceoe.
WellnessthatWorks: -~ 32 A| A@GET Ch /EAAI ET C AO AACINO
U The brand logo isot recognized by the majority of respondents. The moderatorhadto S5yYAECEO 7 AOAEAOCQOO0 |

U The slogan is onlgartially processedsince most respondents only focus @ellnessAT A AT 1 6 O \Wdrk@ikhepsioh.OA OE
U In addition,wellness is understood as a (passive) status of wedking but loosing weight (which is what is related to the brand)
isto dowith havingan (active) attitude related to fitness andworking out.
Most respondents understand wellness as a passive action Only a few younger respondents get the intention of
O&AATET C xAllh AO A O! AEEAOET ¢ A Ci Al h [ AEE
U Doing wellness U You are dissatisfied so you set a goal and
. you are proudnceyou have achievedt.
Relaxing

O

o O

Feeling at ease

()

Not feeling any pain

- s o~ N~

n%uOoCiT1T1Ti EOAERh CcOO &I O AAT 21i1 AE ‘
#IIDOOAOS $EO CAEO AO ¢0OO08 30 EAO

n: OEFOEAAAT OAEAOGAT h QllAElEAEhQAﬁQﬁ
Wellness! O /AT OEAT O EET OAO OEAE EAAMBL 61
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Difficult slogan reaching young and old people differently coesl’
peanll O3 OAU EAAI OEUR AOO EA UI O LAD (

ASK

It isnot an easy slogarto portray because it does not describe an action, butdleeeric category(health insurance)
Very few consumers understand the word plagisting on health instead of diseasdGesundheitskasses.Krankenkassg

There is a cleatifference of interpretation betweenyounger (<40) andlder (>40) participants:
Older participants focus their attention on the curative aspect

U
U
U

Younger participants get the prevention message

4EA O1I T CAT 1| AAT 6 OxA
U Feeling safe protected and

supported when confronted
with health problems

4EA OI T CAT 1 AAT O 0O0(

U Nature, movement, sports:
keeping ingood shapehelps
you stay healthy

U Thebrand is reliableand
competent (however: this could
apply to the category in
general!)

U Health prevention (pro-active):
they do not mention negative
words like disease

. A0OO OTOAOxAQO@-AT EOO AACAOEAEAO0OO
O I AAEAT &I O AAEInk ATAAGON AMEAEAOOA O EEI £O0 | EOh x.
AOOT AEAEO EI +j3pdE® OAOEEO COAEAT O1T A ' O A
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BU,CH Slogan with a clear, but introvert message
= ~ . N\ s A s A~ N N~ 000
S O2 AAT OAOEAKREIOEARA x Al | St

The interpretation of the claim igery similaramong all the targets (age and gender) atwhveys its message

For some of thelder respondents, the claim isot easyto portray because of itdeep, inner (hidden) dimension
i AT AT180 ETTx OEA AOATA

On a side note, the slogan expresses the depth

oo

ol AAGA 11 OA OEAO Ul 0T ¢

of the inner voice

U) 060 AAT OO0 AAE’
I T Adéd@signals(encouraging
people to listen to their body
when not feeling well)

A medicinal, curative product against pain or discomfort
U A drug to relieve

pain or
discomfort

U With arelaxmg,

calming effect
n+AT 100 AO AAO '"A&ZiEIh xAl1T AO TE : AE, EMTfQA%Q,QLAAAAT
konntest du auf einmal und du fuhlst dich total entspannt? So, wie nt O£ O Al El AAEOAIL rl
n! O& OAET A %ii OEI I OAEAOD

T AAE AET AO 6A000I PADI CO .
AAGO Ao eeiMil 1 ALASR & EOAE @6

n3EA OET A AOI AEAEOAOON
24

22.10.2019




Difficult and intellectual slogan torn between 2 promises so0e.

(T O1 OEAE 2A1 EAZE 008 311 x 2 AR OAO

U The brand is not known among thy@unger targets (<40), which makes difficult to engage with the claim.
Older targets (>60)feel close enoughto the brand to associate content to the claim.
U However, the slogan isitellectual andnot very intuitive since it issplit into two (contradictory?) partsefficacy and growth

Decoding 1: Focus on efficacy in the claim Decoding 2: Growth of a plant => natural but also gradual

U Acure which works U A natural product, made fronplants and

U Relieving and relaxing without chemical ingredients

U Recovery from pain or It worksslowlyl E EA  GAO IGORIAG
discomfort

U Welkbeing and satisfaction

(=)

n$O EAOO AOxAO CAOAT OT A AO EAO &£O01 EOET hBDOQAEO Oi o0 A& Al UAI
n+AET A 3AEI AOUAT 1 AEOO n7i [T AT TEAEO Ol AAAEI
n3i Al OOPAT 1 Oh AAOO i Al EAOO AET OAEI RAODOO n$ O Al EtwasdAPD
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Slogan eaS|Iy translated into: ;;::°
e I Ol 1 OOET 1 Al O OI Al | E§ E

S-0-S)°

The participants showedo difficulty portrayingthe claim: itwas quicklydeveloped with a lot o$tory-telling
Very clear messagewhich fits to the brand and the product

[axy )

Solution for small injuries

Easy and practicaolution for every kind omall accidentor small
emergencies at home, at work or on the go
U Feeling ofbeing helpedor beingable to offer help to someone

else
n7AT 1T AO EOGAT AxT EEI ARI1 OOh AAT
El AETAOh &£ O EI AET AOA 6A01I AGUOT ¢
n%ET 1 00T ZAEOAO EOO O1 OAOxAcCO | 8
i 8q EAE ETT1T A TAETA 2A0001 COAT @ A
OEAEOECA CA&EOI AAT g AET O1T11 A0 0£
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Y, A clearslogarg easy to understand and to depict! 202s,
D Vottaren ) 378 BB LT RGO 1 IT OA SO Kt

Wieder Freude an Be

U Welkknown brand which showso difficulty in portrayal
U Clear messageenjoying life without pain

Free movement without pain

w

No pain
Free movement
Freedom
Happiness
Dancing

coocoo

n3AExOT COT 11T A "AxACOI
n%ET 3AEI AOUI EOOAI h x
"AxACI EAEEAEO | EOQAOI Al

[T
M o
O >
—_—) —

22.10.2019



. Two messages that flow into a single idea cooes

O, EXZA AAI AT AA EO OEA EAUSlo E

U Brand withlow awareness(independentof age and gender) i i
U4EA Al AEI AAT AA A BXdstirdddeAsmarité O A LeBeniiQesudde®OId A 108 & &

Die Gesundheitsmarke

U Described by very few participants (too
descriptive, not very engaging)

U Recoveryfrom anuncomfortable health
situation (satisfaction, happiness)

Leben in gesunder Balance

U For most of the participants, the claim
expressedife balance, health and vitality
U Practicing sports, yoga, havinggmod
1 E C 8le@@and a balanced dibelp youto
stay healthy

n!l Of OEAEOEGC Cii AEI EA EAOUO

AAOGOAO CAEOO

n6 EOAI EORO OT A ' AOGOT /
n%El AOIDOKA

n, | AEAOh CAOOI Ah AEOEI
beim Frihstlick mit der ersten Tasse Kaffee, c
6 EOAI ET OAAT AOBAOD
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- <~ ;A < , N e e ~ ~ s~ , 00000
OFEAATI EI C EADPDUT OAEAh AAI_L FeoosE
SEISSMO
There issome confusion among the respondents about the brand imagéo sharp contours, rather old) apartfolio (Natural
cosmetics? Detergents, stain removers? Drugs for stomach paiAd pioQucts?)

Generally, respondentstruggled to translate the claim into an attitude, an expression or an actiod, OEO8 O EET A 1 £
Only 1 out of 7 participants understood the slogan in the way it was originally conceived [let life happen]

Take it easy, be spontaneous Relax, be content Enjoy, seize the day!

. Equivocal claim, low engagement level and brand support ceoe.

(=)

U
U

n$A xi OAA EAE AEI n7EA AEI
weilles Hemd Aufputsch
anziehen. mittel, gibt
Ziemlich sauber, einem einen
aber trotzdem gewissen

keine Angst vor Auftrieb, einen
dem Anpacken. Aufschub, um

Nachdem Motto: g EA 1 OCAT U0 OAE]I EAnATdesBestemUS g1 AA 1 AAAIT

kann ja eh nichts — kgmer als wiirdest du gerade auf so einer Buhne demTagzu

DAOOEAOAI &fnhen und dir frischer Wind entgegen wehen I AAEAT O
xi OAA8 ' AT AOh O CAT U AT OOPATI
n%ET A CAxEOOA , AEAEOECEAEOh AOAE O1 OEAII
kleines Lacheln im Gesicht, und trotzdem ein

A - s s o~ N ~ s sz A T

22.10.2019 29




