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| Part 2 Content

Latest conjoint Getting more out of your
developments conjoint

Quick introduction
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SKIM is boutique research agency with a global presence,
but is still small enough to offer customized solutions

q offices in 7 countries
~ 190 employees

London _
New York ®0®@® Berlin
[ Rotterdam
San Francisco ® ®
Atlanta
Costa Rica
o
Singapore
®

@ = Current locations Sao Paulo
® = Data Science 5
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| Alittle bit about us
SKIM | Data Science

1004Y

Sawtooth
Software

Decision behavior
Experts since

Team of dedicated MCKinSGY

decision behavior & Company
modelers and

conjoint trainers SIMON ¢« KUCHER

& PARTNERS
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| Conducting a conjoint study - Start with the end in mind

A conjoint study starts with a clear description of the business
guestions and a concrete plan on how each question will be addressed

) 4

What is the client
looking for? E.g. how
will the product be
offered in the
market?

) 4

Are the specific
scenarios to be
tested that address
some of the business
questions directly? —
Pre-define them!

What are the desired
outputs and how wiill
they be analyzed?

) 4

Which KPIs/metrics
to focus on? —
Maximize volume /
revenue / profit?
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| Conjoint Decision Tree

1 attribute (Ranking /
Scaling / Line —
Optimization)

|
L >1 attribute trade-off ==

.
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Latest Conjoint
Developments
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| 5 innovations for more realistic trade-offs

Lol tol Filter CBC  feveenes DigiShop’
e-commerce

Adaptive conjoint Preference Based | Adaptive Pricing
innovations Conjoint (PBC) Conjoint (APC)

Hybrid CBC-MBC
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| Replicating online shopping journeys: Filter CBC

Trim down big list of products with

Y — filters to select and deselect

products.

Filters are based on attribute levels
provder _ to help reduce the choice set.

TELEz Specifications
O T-mobiles3 Apple - Iphone Bs 32 GB Minutes: 150 min

O vodators @5 e Monthly: £65.- Observe consumer choices from their

“ Advance payment: €528,
O TeELE2078

O e consideration set.
Spocitiaions Better read on consumer preference

LG - Iphone 7 Plus 128 Minutes: 150 min

GB Data 10 GB Monthly: €38,-

- e oo e leads to more accurate
predictions.

Which of the following plans would you choose? In order to make your search easier you can filter and sort. (Task 1/10)

Manthly

Advance Payment for handset

=0 €576 § vodafone Specifications
L. -
Huawei - Samsung Minutes: 150 min
Galaxy 58 Data 1GB Monthly: €g1,-
Advance payment €380,

SELECT PRODUCT

Minutes

100 min

TELE2 Specifications

LG - Samsung Galaxy 57 Minutes: 150 min

326GB Data 5 GB Monthly: €74,-
5

Ao couont Eoon

SKIM
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SKIM'’s Digishop: Uncover online shopper behavior via

realistic eCommerce environments

z

'

L

(
|

——

-

amazon

_

[ )]

i

1. Degree Men Anti-Perspira...
Degree

$3.45 JBrime

& (2

2. Dove Men + Care 48h Non...
Dove

$3.59 rime
Fodedords (54)

3. 0ld Spice High Endurance...
0ld Fresh

5. Dove Men+Care Cool Silve...
Dove
$3.95
Yook (5t

\

seen in detail
through

a zoom-in

feature
k/ j

amazon

Product Details

"

List Price: $5-89
Price: $3.89

sb\op
‘ ket

amazon

Subtotal (1 item): $3.89

Continue Shop...

bas {
selections

can
be revie

Next Task

6. Degree for Men Fresh Deo...

Degree

$3.89

Fododede’y (78)
Delete

Q o

Search Basket

S

Ta

sk 1 0...

Next task



| Preference Based Conjoint (PBC) as improvement of ACBC

Choice-Based
Conjoint learning

on the fly:
» Tasks 1-3: ‘balanced’
» Tasks 4-12: boosting
chosen levels

13

Main Advantages over ACBC

Avoiding bias

No need to reveal
prices per level

Respondent friendly

Not need of BYO /
long screening
section

No repetition of the
same (or very
similar) concepts

Better insights

Flexibility in how many
concepts to show per
screen

Better balance of
tested levels

SKIM



| SKIM’s PBC as a midway between CBC and ACBC

CBC ACBC PBC

(for example)
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| SKIM’s Price Opportunity: adaptive pricing conjoint

© wrwsaesoroe com

Which of the following product(s) would you purchase?

When the product is
selected, on the next
screen either the price of
this product will increase,

or the price of all other
products will be lowered
in the next task

37Rs 70Rs
65 grams 100 grams 145 grams 75 grams 115 grams
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| Hybrid CBC-MBC has become increasingly relevant

Select your car

Manual parking

Air conditioning

Manual parking Park assist

Climate control Climate control

Advanced model None of these

Hubcaps Hubcaps Alloy wheels
Dark glazing Dark glazing
Navigation
€ 25,000 € 27,500 €30,000
Q o © O
Select additional features
Dark glazing Navigation Climate control Digital radio
€ 2,500 € 2,000 € 2,000 € 1,000
Alloy wheels Park assist Spare tire Cruise control
€ 2,000 € 2,000 €750 € 1,000

16

[ Total price: € 31,250 ]
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Getting more out

t
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of your con
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Analysis...

Before...

W/ Latent Class

...and then what?

And after creating a simulator

=

Price Sensitivities

Switching

Level Change Report

Scenarios & Optimization

SKIM



Before creating a
simulator...
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Latent Class Analysis
Understanding the consumers

Explained

Groups respondents based on preferences
Segments represented by overall utilities

Benefits

+ + + +

Insight in heterogeneity based on preferences
Input for creating targeted product(s)

Helps interpreting simulation results

Can be used as a filters

. LC group 1 LC group 2
Attribute Level Av% u tillos Avgq u tiFs
Brand Nike 0.77 0.81
Brand Adidas 0.37 0.41
Brand Puma -0.26 -0.19
Color Blue 0.88 3.33
Color  Yellow 0.67 0.92
Color Pink -1.55
Price $20 0.93 0.44
Price $25 0.53 0.41
Price $30 0.07
Attribute .LC group 1 .LC group 2
importances importances
Brand 30% 20%
Color 35% 70%
Price 35% 10%

SKIM



Overall Decision Factors
What are the main drivers

STAGE 5

STAGE 1 STAGE 2 STAGE 3 STAGE 4
. E 111 E #

S R\ 3 Lo 0
Price Color Smart Features Convection
Features

N i
Brand Number of
Items
@ )
Power .
Size
Source
Structure

SKIM
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| Shopper Segment Decision Tree Overview

Discount Service-Oriented Convenience/Comfort
N=197 N=158 N=156

Decision Stage

P
<

. Price . Brand . ey Color . Smart .Features Convection # ltems . Size . Structure
Source

O
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| Shopper Decision Tree SKU-price

23

Top decision

Bottom decision

<

No soda

Soda

Sparkling
Fruit Artificial
| |
Fanta Sprite Cola
———
Cassis Orange

Still

High Low
sugar sugar
|
Fruit Artificial
SKIM



Multidimensional Scaling to explain Brand segments
Especially relevant for MaxDiff and SKU-price conjoints

Territory 1
16 @
ie
5@ Territory 2
® [ ]
.y ®7 ]
12 @
® 22
LN
Territory 4 =l
@
® 35 ar @ ®40
30 @
23:39
20 @
[ k] ®
Territory 3 ®z =
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Market simulator
insights...
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| Conjoint Market simulator

Filters

Filters
Gender
Age
Region

OFF  # Brand Resolution
OoN 1 Shoot 3MP

. \ on 2 Shoot 12MP

h on 3 Nasy 12MP
Change o+ e s

F t d oN 5 Kadok 12MP

[/ features an - -
dd oN 7 Olympiad BMP

evey\' a Or OonN B Sonic Pznna BMP

ON 9  ScnicPanna 12MP

remove

Optical z00m
8

Example Market Simulator | Simulator Page
Channel | Date

Supporting
Buttons

et i
b | per

Battery life
400+ photos
300-400 photos
200-300 photos
200-300 photos
200 photos
200-300 photos
400+ photos
200 photos
200-300 photos:

Image stal
Yes
Yes
No.

Price
5200
5155
5135
5150
5180
5145
5180
5210
5240

Tested
Price Range
5133-5228
5137-5234
5105-5156
5105-5156
5116-5198
5112-5192
5123-5210
5130-5222
5158-5250

Brand _ Share

Preference

Base
Share

Shoot 28.8%

Kadak 9.2%
Hosy 37.4%
Olympiad  10.0%
Sonic Pan 2.0%

28.8%
9.2%
37.4%
100%
2.0%

1000
1000
1000
1000
100.0

Share
7.0%

21.8%

27.4%
0.8%
2.6%
.43
9.6%
.43
165

Preferance

Base
Share.
7.0%
21.8%
37.4%
0.6%
2.6%
0.4%
9.6%
0.4%
16%

ndex
100.0
100.0
100.0
100.0
100.0
100.0
100.0
100.0
100.0

\

None

products
——

26




Price Sensitivity / Elasticity
|dentifies psychological and competitive price barriers

Volume share

10—
20% - — e -SKU 1 10,0% ;
—+—SKU 2
| 30—
20% —+—SKU3 0.0%
%S —2———
10% - ;&L TeoskU4 $5,40 $6,00 $6,50 $7.20
0% e
€2.00 €250 -7_” A €4.00
-10% - N
0% | Revenue
30% - e $16000 —
$150,00
0% $140.00 K

$130,00
$120,00

$6,00 $6,50




| Deliverables: Sourcing

Type of change
Price change

Price
elasticity

Price
Po10%
Type of switching matrix Delta share

Run Switching Matrix

Product

See the
interactions
among the

products

Product 1
Product 2
Product 3
Product 4
Product 5
Product 6
Product 7
Product 8
Product §

Grouping  Base Share ~ Price elasticity BProdut!  Product?  Productd  Productd Product5 Product® Product? Product® Productd
; -12%

4.5%
0.4%
15%
41%
0.8%
5.5%
10%
1%
0.9%

261
07t
081
033
227
128
057
-156
-105

00%
00%
06%
0.2%
0.0%
00%
00%
0.0%

0.0%
00%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%

0.0%
0.0%

0.0%
00%
0.0%

0.1%
00%
0.0%
0.0%

01%
00%
0.0%
0.0%
0.0%
7%
01%
0.0%
00%

0.0%
0.0%
0.0%
0.0%

0.0%
00%
0.0%
0.0%
0.0%
0.0%
00%
4%
00%

0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
00%
0.0%

Variant 1 Variant 2 Variant 3
Client Brand A SKU 1 21%/24 19%/1.9 31%/3.1
Client Brand A SKU 2 32%/1.8 29% /1.6 36%/2.0
Client Brand A SKU 3 T%/11.4 6% /1.2 12% /2.4
Client Brand B SKU 1 4%/0.8 6% /1.2 3%/0.6
Client Brand B SKU 2 6%/0.7 8% /0.9 5%/0.6
Competitive SKU 1 10% /1.2 8% /1.0 7%/0.8
Competitive SKU 2 14% /1.6 16%/1.8 5% /0.6
Competitive SKU 3 6%/0.8 8% /1.1 1% /0.1

28
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Level Change Report as a premium alternative to average
utilities and importance scores

Importance Scores

Solution
Quick insight Product share

Simulations to Brand Nike 25%
Estimated on respondent and overall derive attribute Brand Adidas 20%
| | . i Brand Puma 15%
eve Importance Color Blue 30%
| istent with si lati Color Yellow 25%
— Inconsistent with simulations Color Pink 10%
L . . Price $20 30%
Not taking mtq accouht difference in Price $o5 S
ordered / nominal attributes Price $30 15%

* Not taking into account none values Relative Importance (by share)
— Highly depend on attribute ranges Brand 22%
Color 44%
Price 33%

SKIM



| Displayi

Local Calls

International Calls

Mobile inbound
calling

Phone number

Activation Fee

Payment Options

30

ng Importances

Relative
Importance Base Case
6p/m 750 min 3p/m Unlimited
28.5% - = = ®
Not included Unlimited
10.4%
Not included Included
3.9% o—o
pre-assign choose area code
3.0% ——0o
£10 None
1.8% G—
M Y
1.2% *—9 ©



Market simulator -
Running
scenarios...

SKIM



Scenario analysis
Testing scenarios and simulator and reporting main KPIs

_==" Revenue Index s
— Share Index

26,9% 29,2%

I:l 27,0%

Individual Share

of package
Full Full Full
A-content B-content - - - -
package C-content package D-content C-content Package D-content
€14.90 €19.90 €9.90 €12.90 €16.90 €9.90 €14.90 €19.90 €9.90
No add-on ~ Withadd-on  No add-on No add-on  With add-on  With add-on With add-on  With add-on  Vithout add-

on

Total Client Share 71.3% 77.5% 12.4%
O
32 SKIM



| Genetic Algorithm for optimization

84%

79%

4%

89%

Share

84%
59%

54%
0 100 110 120 130 140

Profit

33

If possible

Run all scenarios

If too many

Genetic Algorithm optimizing
selected KPIs

150
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ways

Key take
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| Key take-aways

35

1

Conjoint is a very
powerful tool

2

Always start with
the end goal in
mind

Decide on whether
to use conjoint and
if so, which
methodology fits
best

4

When analyzing
results, consider
different ways of
interpreting and
visualizing the data
to enrich the
insights

SKIM
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| Thank you SKIM

Joost van Ruitenburg
Director
[.vanruitenburg@skimgroup.com

©

Hans Willems
Director
h.willems@skimgroup.com

@

SKIMagroup.com
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