Suzzback

How the Cow
Laughed
Again

Reposition an iconic brand
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BECAUSE WE'RE A ROCK-SOLID BRAND

Independent fashion brands are struggling during the pandemic doc
Independent fashion brands around the world are facing an onslaught of business 106
challenges amidst the pandemic, including declining sales, loss of funding, uncertainty °

about government assistance, shaky wholesale partnerships, excessive inventory
stockpiles and supply chain disruptions. Business of Fashion took a closer look at how

three different indie brands with distinct corporate structures — Ssong

London and Andie — are steeling themselves in hopes of weathering t

economic uncertainty. {Business of Fashion}
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Haven't Tried Harry's?

Now'’s the time: Our all-in-one Trial Set

comes with our new, sharper blades

GET STARTED
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* The History
* The Challenge
* Our Approach

 What We Learned

 Activation




The Laughing Cow® cheese
was born in Lons, France

Leon Bel, the founder, changes the
logo to a red cow with earrings!

TLC Creamy Swiss Original
is imported to the US from
France
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We knew we had to better
understand our consumer...

...but also get internal
alighment with our team

And find the Good, the Bad
and the Ugly




Bazzbg%k

Our Approach




@ https://procanvas.buzzback.com/cor B

i d left it you
il if you would buy this product an
MOLIGHET wouldn't buy it.

Grasp your
innovation journey
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ICED TEA

i

Two decades pioneering
interactive, engaging innovation

Consumer centric — empathetic to how people
live not just buy

Focused on why — subconscious & emotional

Interactive & in the moment — game-like techniques
to engage

Visual & ready to activate — illuminating white space

Agile & reliable — Spot on. Every time.




buzzback’s Consumer-Centric Approach

Quantitative
Validation

ACTIVATE

In-Home
Product
Trials
Digital
Consumer
Immersions

Self-Guided
Digital
Ethnographies

Virtual
Shop-
Alongs
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buzzback’s Consumer-Centric Approach




Integrating Our Techniques to Get Beneath the Surface

/ ‘ ' Concept
‘ Thought Focus

Bubble
‘ Configurator Interactive ‘

Shelf

eCollage™ Drawing\




Her Journey of Self-Reflection

What she thought she

knew about herself today She reached out to those who she fell out

of touch with or never really connected with
to find out what her flaws were

She asked people to spend

some time with her, one-on-

one, to tell her what her best

e \ qualities were and what she
- could improve on

She tried out different ways P
to tell others who she is and
what she’s all about

Now she is ready to take
what she has learned and
work to better herself




Who she is & her perceptions of Laughing Cow

Consumer
Deep Dive

Her in-store experience & shopping journey

Product likes/dislikes
Unmet needs & wants
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.':' % Spectrum of Consumer Profiles within The Laughing Cow Brand
' The consumer profiles of Non-Users and Lapsed Users do share similarities with current user profiles, with ranging desires
e ov for convenience, expenence. and nutrition being the main differenceas.
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Areas of Focus

Story

(Brand Perceptions)

Surroundings

(Category & Market
Landscape)

Packaging :
(Outer & Inner Pack) Expe rirence

(Need State Occasion &
Consumption)

Placement
In-Store

(In-Store Experience)

Formulation

(Nutrition & Ingredients)




Perception vs. Reality

L,




The Laughing Cow is a
friendly, non-pretentious
refrigerated cheese

(butter, milk, cheese, (Tﬁa"'/ able cheese, yogurt) ‘ ‘ d Dips @J ‘ : ialf ! "( ‘ eli q‘.;-‘:;
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Checkout

NUTRITION
FACTS
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What We Learned




Implementing the Change

UNIQUE RIGHTS To WIN NEEDS TO TRANSFORM...

Strong brand Be more Visible,
Unique packaging | Define her usage
Perfectly portioned Make it easier to use her

And creamy Offer Better Nutrition

...AND SHE CAN DO THIS, THROUGH A CAREFULLY
PLANNED TRANSFORMATION



The Laughing Cow Consumer Target and Usage

WHAT HOW WHERE WHEN WHY

Is our consumer? do they use us for? do they consume us? do they consume us?  do they consume us? do they consumer us”?
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And Find Her Place on the Spectrum

convenience g experience

buzzb 2B




Developing New Ways to Talk About Her

" Fotion ContoWelness T roitverane | Tt dvgence |

buzzback
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How We Activated




Developing An Activation Plan....And Actually Activating

‘“
‘/Store Product\

Placement Experience O

Packaging (new varieties) i \
arge
Consumer



Considerations

For Your Brand

...be UNITED

...noe READY

...be MINDFUL

...boe EMPATHETIC

...noe THOROUGH



buzzback

Questions?

5 November 2020
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