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| dag skal vi gjennom:

1. Hvorfor posisjonering?
2. Hva er NeedScope?

3. Hvordan bruke NeedScope?
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Hvorfor
posisjonering?

KKANTAR




Disse merkene er meningsfulle og annerledes

Merker med sterk prestasjon over tid i Kantars BrandZ topp 100

B H RedBull

ICANTAR



Hva har disse
merkene til
felles?

En sterk, tydelig
0g konsistent X
emosjonell posisjonering

KANTAR



Men

35 %

av merkevarer
mangler en reell

KKANTAR



Valg drives av emosjoner

Emosjoner er alltid «pa» gjennom rask, type 1-prosessering

Forbrukerbehov

Funksjonelle behov

Sosiale behov

Emosjonelle

Type 1: Den raske hjernen
Intuitivt
Emosjonelt

behov

NEEDSC ™ PE"®

ICANTAR



Nike gir en energisk, dristig falelse i alle kontaktpunkter — alltid

N | . . |
@ Nike leder kategorien —\Q?j Merket har emosjon Det star ut Q Og er alltid konsistent

WE ARE ALL WITNESSES.

ICANTAR



Konsistent emosjonalitet over tid stgtter merkevareposisjonering

Don’t change for the rul N

WE ARE ALL WITNESSES. Change the rules.

[~

1
& Justdoit. & Justdoit.
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Hva er NeedScope?



Hva er NeedScope?

—Innsiktsverktay for & bygge meningsfulle og annerledes
merkevarer, og som gir et sterkt fundament for
merkevareposisjonering

— Avdekker emosjonelle behov i kategorien og hvordan
merkevarene leverer pa behovene

—Modell med forskjellige omrader hvor merkevarer kan
posisjonere seg, som ogsa kan brytes ned i mange flere
omrader

NEEDSC.&PE’

ICANTAR
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Forbrukerbehov og merkevareimage Forbrukerbefiov

Funksjonelle behov

Sosiale behov

—Kjernen i NeedScope er forbrukernes behov, og hvordan

merkevarene mgter behovene pa de forskjellige nivaene
Emosjonelle

— Sterke merkevarer leverer pa alle nivaer av behov behov

— Symbolisme er emosjonenes sprak, og maten merkevarer
mgater forbrukernes emosjonelle behov pa

Verdier

Produktegenskaper

NEEDSC > PE’®

Merkevareimage
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Segmentene i NeedScope er basert pa modell fra psykologien

To underliggende dimensjoner ...

Ekstrovert

Fellesskaps- Individ-
orientert orientert

Introvert

NEEDSC&#PE"

... gir seks arketypiske behovssegmenter:

NEEDSC&PE"

ICANTAR
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Klikk her for a se en video om
segmentene | NeedScope
(segmentbeskrivelser fra ca. 1:07)



https://vimeo.com/708909757

ICANTAR
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NeedScope bruker projektive teknikker med arketypiske bildecollager

Forbrukerbehov

Funksjonelle behov

Sosiale behov

Emosjonelle
behov

€€ Tenk pa disse personene. Vi skal
skape det ideelle merket innenfor
fast food for dem. Hvordan ville

v . . .
W disse personene beskrive det ideelle
fast food-merket?

Verdier

Produktegenskaper

€€ Hyordan ville disse personene NEEDSCPE"

beskrevet McDonald’s? _
Merkevareimage
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Hvordan bruke
NeedScope?



NeedScope hjelper deg fra strategiske beslutninger til taktiske uttak

Strateqi:

Hva er merket vart i dag?

Hva skal merket sta for? Hvordan skal
Vi posisjonere merket?

Hvordan skal merkevaren skille seg fra
konkurrenter?

Hvilke udekkede behov finnes i
markedet?

Hvordan kan merket vokse?

eess—

Aktivering:

Hvordan sikre en konsistent
merkeopplevelse i alle kontaktpunkter?

Hva betyr dette for vare uttak pa
kommunikasjon og innovasjon?

Hvordan sikre at merket er pa vei til
@nsket posisjonering?

ICANTAR
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Vi kan bruke ulike metoder nar vi jobber med NeedScope

Kvalitativ og kvantitativ research Al-dekoding Workshops og radgivning

NEEDSC&®PE’
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Strateqi:
Eksempler pa innsikt som hjelper
deg med a finne riktig malposisjon



Hvilke behov finnes? Finnes det behov | alle segmentene?

‘ Upbeat, light hearted
Lively, cutgoing Money is for spending today
Carefree, fun-loving Excited, inspired Adventurous, daring
Elated, liberated For younger people Enjoy taking risks Active, energetic
Free, uninhibited Happy to borrew Text message Spend more than afforded
Different, standing apart

Leave planning to others Has personal banking only Modern
Free spirit, unrestrained Other personal loan Innovative Well known |s a growing brand, company
Bold, unstoppable

Has "can do" attitude Online chat
Independent, unconventional

Casual, laid-back Car loan
Informal, uses easy language Overdraft facility

Family oriented Easy and simple Annual cash back/rebate Is focused on retail banking

Warm, welcoming Right amount of human touch  First w new ideas, innovative Stylish, sophisticated
Included, a part of things Personable Mobile app Award winning digital solution Passionate about business
Make customers feel impt Transaction/cheque account Adapts to new technologies Superior, powerful

Puts customers first Flexible products/services Credit card Shares profits with customers  Shares

Best in class customer service Financial planning services Formal, business like

In charge, dominant

Helpful, friendly :
Savings account ( !
Traditional Accessible throughout regions Consultant who visits home
For everyone Staff goes the extra mile Is a nation-wide service Home mortgage Mortgage on business/property Premium
For business/prof people

©

Community oriented
Approachable, easy deal with Pension scheme Life insurance Customers are shareholders
Face to face at branch Socially responsible High customer satisfaction Provides specialist advice Important, impressive
Unpretentious, honest Offers fair fees Home and/or content insurance Established ~ Term deposit ~ Market leader
Customer owned bank Locally owned Understanding and supportiveHas well-informed staff Successful, ahead of the rest

Comforted, contentDon't like taking risks Has the lowest loan rates Telephone - automatic Managed funds/investments
Money is symbol of success

Respected, distinguished

Practical, uncomplicated Reliable Online banking Has full range of products
Peaceful, secure Telephone - talk w assistant Superannuation savings Professional - ;
Trust bank to provide advice Want to make own decisions Email contact Sgr?o"u‘fﬁ’;?,‘i.%hadgf”
Trustworthy, dependable  Trusted, good reputation Thorough, attention to detail
Gives a sense of security Useful & objective advice  Precise, methodical
Grounded, stable Has competitive rates Efficient, effective  Money is serious
Thoughtful, understanding  Competent, capable Under control, in order
Money is security Money is responsibility Professional, precise
Safe, reassured Knowledgeable, organised e\u"’
Careful, cautious

NEEDSC®PE’
Personality Feeling Brand Image Attitude
Product Channel Services Experience

© Kantar 2024 | 30
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Hva er de emosjonelle, sosiale og funksjonelle behovene | kategorien? Hvilke
behov er mest definerende for segmentene?

Emosjonelle behov Sosiale behov Funksjonelle behov

Upbeat, light hearted
o0 Lively outg;ng 9

Carefree, fun-loving  Excited, inspired Adventurous, daring
Elated, liberated Ac energetic
Free, uninhibited

Money is for spending today

For younger people Enjoy taking
Happy to borrow

risks
=

more than afforded

Different, standing apart Leave planning to other:

Medern
Innovative Well known Is a growing brand, company

Free spirit, unrestrained
Casual, laid-back

Text S
Has personal banking only

Other personal loan
Bold, unstoppable

Carloan Has "can do” attitude Online chat
Independent, unconventional Infarmal, uses easy language Overdraft facility
Family oriented Easy and simple Annual cash back/rebate Is focused on retail banking
Warm, welcoming Stylish, sophisticated Right amount of human touch  First w new ideas, innovative
Included, a part of things Personable Mobile app Award winning digital solution Passionate about business
Superior, powerful

Adapts ta new technologies
Helpful, friendly

Make customers feel impt Transactionicheque account
Puts customers first Flexible productsiservices Credit card ~Shares profits with customers  Shares
Savings account Best in class customer service Financial planning services Formal, business like
Accessible throughout regions Consultant who visits home
Staff goes the extra mile Is a nation-wide service. Home mortgage Mortgage on business/property
Approachable, easy deal with Pension scheme Life insurance Customers are shareholders
Face to face at branch High customer satisfaction Provides specialist advice
Offers fair fees Home and/or content insurance Term deposit
Understanding and supportive Has well-informed staff
Has the lowest loan rates Telep & - automatic Managed funds/investments
Online banking Has full range of products
Superannuation savings
Email contact
o Thorough, attention to detail
Useful & cbjective advice
Has competitive rates

In charge, dominant Community oriented Traditional

For everyone

Premium|

For business/prof people
Important, impressive Socially responsible
Unpretentious, honest

Established Market leader
Successful, ahead of the rest Customer owned bankLocally owned
on't like taking risks .
Reliable Money is symbolof success
Professional ..o ned with deta
/ant to make own degisions - e
Trusted, good reputation
Gives a sense of security

Comforted, content

Practical, uncomplicated
Peaceful, secure Respected, distinguished pl

Telephone - talk v

Serious, level-headed
Trustworthy, dependable =
Precise, methodical

Grounded, stable Efficient, effective

Money is serious
Thoughtful, understanding  Competent, capable Under contral, in order

Money is security Money is responsibility
WI'l

Safe, reassured Knowledgeable, organised
areful, cautious

. Professional, precise
ro

B\Ye

NEEDSCPPE’ NEEDSC&#PE’

NEEDSC#PE
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Hvordan ser behovssegmentene ut | kategorien?

RED ® BROWN&@

CHALLENGE REASSURANCE
Innovative _and Trust and security
unconventional

Daring Trustworthy

Independent Safe

Uncomplicated Reassured

Innovative Gives a sense of security

Puts customers first Socially responsible

Money is for spending today Easy and simple

IKANTAR s IKANTAR
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Hvor store er behovssegmentene?

NEEDSC®PE’

Need segments Size %
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Hvordan er merkene posisjonert? Oppleves merkene forskjellige fra
hverandre?

NEEDSC®PE’

I.(ANTAR © Kantar 2024 | 34



Har merket en intuitiv emosjonell tydelighet? Viser fotavtrykket en klar
posisjon i ett behovssegment?

NEEDSC®PE’
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Hvilke emosjoner knyttes til mitt merke? Leverer merket konsistent pa

behovene i samme behovssegment?

@Well known

eMobile app
®Make customers feel impt
oCredit card

e®In charge, dominant

Orange

@Provides specialist advice
@Establis
@Has well-infc Ban k X sful, ahead of the rest

@Has full range of products ®Money is symbol of success
@Professional
@Serious, level-headed

@Gives a sense of security

@Money is serious

@Competent, capabl@Under control, in order
Professional, precise

.Knowledgeable, organised B\u"’

NEEDSC&®PE’
Personality Feeling Brand Image Attitude
Product Channel Services Experience

Personality

Competent, capable
Successful, ahead of the rest
Serious, level-headed

Feeling

Knowledgeable, organised
Under control, in order
In charge, dominant

Brand Image
Professional
Established
Well known

Attitude

Money is serious

Money is symbol of success
Gives a sense of security

Product
Credit card

Channel
Mobile app

Services
Has full range of products
Has well-informed staff

Experience

Professicnal, precise
Provides specialist advice
Make customers feel impt

Red Purple

I died
-y

Blue

29

52

43

37

25

Needstates

Brown

Orange

ICANTAR
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Hvordan er merkets behovsdekning i segmentene? Har merket en tydelig

styrke 1 noen av segmentene?

Bank X
Bank A

Bank B

Bank C

Bank D

Bank E

Bank F

Bank G

Bank H
Bank |

227

333

250

228

137

227

174

145

191

241

Needstates
Red Purple Blue Brown Orange
40 57 68 44 40
40 44 68 48 43
42 39 43 50 50
41 25 39 65 70
36 44 45 42 41
49 13 29 49 56
43 58 49 32 20
37 35 33 43 45
38 28 37 50 51
42 48 65 43 40

Yellow
31
36
46
42
88
73
41
41
43
41

— Brand IQ

0 10

20 30

No advantage

40 50 0 70
ntial

6
Pote
MEANINGFUL DIFFERENCE

80 90 100
Advantage

NEEDSCHPE" —

ICANTAR
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Hvilke assosiasjoner ma merket bygge, opprettholde og dempe for ata en
posisjon i et bestemt behovssegment?

Utvikle:

Personality
Precise, methodical

Feeling
Efficient, effective

Brand Image

Trusted, good reputation
Reliable

Attitude
Money is responsibility

Product
Superannuation savings

Channel
Online banking

Services
Has competitive rates
Has the lowest loan rates

Experience
Thorough, attention to detail
Flexible products/services

Opprettholde:

Competent, capable
Serious, level-headed
Successful, ahead of the rest

Knowledgeabhle, organised
Under control, in order

Professional
Established

Money is serious

Has full range of products
Has well-informed staff

Professional, precise

Moderere/dempe:

In charge, dominant

Well known

Money is symbol of success
Gives a sense of security

Credit card

Mobile app

Provides specialist advice
Make customers feel impt

Forklaring:

Attributter forbundet
med segmentet og
som merket ikke har i
dag

. Attributter forbundet
med segmentet og som
merket har i dag

. Attributter som merket
har i dag, men som ikke
er forbundet med
segmentet

ICANTAR
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Aktivering:
Innsikt som hjelper deg med a
implementere en malposisjon



Sterke merkevarer sikrer en konsistent merkeopplevelse i alle kontaktpunkter

Kommunikasjon

Sponsorater

) I1D),
s Auoil

Reklame

NEEDSC&PE®

NEEDSC&#PE"

By RedBull

Sponsobjekt

ICANTAR
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Vi kan ogsa teste logo, pakningsdesign, butikker, med mer

|

P
@ innocent

Dove

NEEDSCPE"

MAGNUM
Mg,

o~
MAKE i URSELT A
GITT T REYTRLD

s

2%

ICANTAR
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NeedScope Al kan gi en rask analyse av alle dine kontaktpunkter

Du kan analysere bilder, video og lyd, pa tvers av kontaktpunkter som reklame, logoer, merkevareelementer,
pakninger, butikk, etc. for a forsta om du formidler en konsistent emosjonalitet.

D e 1+ 4)." [ A————
EXPLOSIVE | | % S
SPEED. Py
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Semiotikk hjelper med a forsta hvordan merkevaren formidler mening

Vare semiotikere er eksperter pa a finne og forklare hva symbolene du bruker betyr, og hvordan kontaktpunktene

dine bygger opp under malposisjon.

Tilstandsrapport pa eksisterende materiell Retningslinjer for utvikling av materiell

Brand Guardrails

Fun-loving Dynamic
Carefree Independent

Friendly

Strong-willed
Approachable % Powerful

Caring
Sensitive E
4 - e
)
& = ia L
== i .
=0 A =k - n & [ g 1]
SulL= . ] B g e |2 [
- L & Y g
g A Emern. N
= ] [ R [~
- 5 = s s EETNNEN
Ei =12 o - ]
i ) Wes v | e -
) i B : :
<o B B

ICANTAR

© Kantar 2024 | 44



Oppsummering

1

For a bli en sterk
merkevare ma du
bygge en
meningsfull og
annerledes
posisjonering.

2

Valg drives av
emosjoner — 0og
emosjoner er
derfor viktige for
posisjonering.

3

NeedScope
hjelper deg med a
forsta de
emosjonelle
behovene i din
kategori og
hvordan
merkevarene

leverer pa disse ...

A

... 0g med a finne
0og bygge en
relevant og
annerledes
posisjonering ...

5

... heleveienfra.

strategiske
beslutninger til
taktiske uttak.

KKANTAR




KANTAR

Shape your brand future.

Takk for oppmerksomheten!

Ta kontakt hvis du har spgrsmal elle
gnsker a komme i gang mec
NeedScope:

Heidi Stamgard
heidi.stamqa

© Kantar 2024
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