
The Appinio
Growth Engine
Rigorous, rapid research. Refreshingly human.



W H E R E  W E  A R E

Our industry does not lack insights.
We lack actionability and impact.

37%
of marketing budget is wasted

GARTNER ·  WARC

73%
of enterprise data is never used for

analytics

F ORRE S TER

59%
of new product launches fail

N IE LSE N
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The Problem



The Appinio Growth Engine

S TAT US  Q U O

Three client teams — three research streams —
three vendors

Brand & Strategy Team

Brand Tracking · Vendor A

ITS OWN KPIS

Brand funnel Awareness

Consideration TOM

Marketing Team + Agencies

Ad Testing · Vendor B

ITS OWN KPIS

Cut-through Likeability Branding

Purchase intent

Inno / R&D Team

Concept Testing · Vendor C

ITS OWN KPIS

Relevance Uniqueness Believability

TURF reach

No shared

learning

No shared

language



T H E  A M B I T I O N

The Goal: From ad-hoc project to insights program

With every piece of research, we get smarter.



Dwarves on the shoulders of giants: We got to work and
read the Marketing Science literature...
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...and built the
Appinio Growth Engine
A proprietary system that connects all core use cases, on a shared,

strategic foundation.



The Appinio Growth Engine

T H E  F R A M E WO R K AT A  G L A N C E

Two foundations answer the What and the Who,
and sharpen every How
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The Framework
in Action
Creating & testing ads using CEPs and Psychographics.



Example · Häagen-Dazs

O U R  C H A L L E N G E

We’re the new brand managers of Häagen-Dazs

The mission: catch up with the leader Ben & Jerry's in

Germany, while fending off the attack of private labels from

below.

Market: Ice cream DE Goal: Growth



Example · Häagen-Dazs

N O  R E I N V E N T I N G  T H E  W H E E L

We marry two strong, validated approaches for
long-term brand growth to close the gap

T H E  W H AT

Mental Availability & Category

Entry Points

In which situations is our brand thought of?

T H E  H OW

Psychographics: Motives &

Attitudes

Who are we addressing, and in what tone?



F O U N D A T I O N  1  ·  T H E  W H A T

Category Entry Points
& Mental Availability



Source: Ehrenberg-Bass Institute / Byron Sharp, “How Brands Grow"

T H E  G R OW T H  LO G I C

Brand growth fundamentally depends on two
factors



D E F I N I T I O N

CEPs are all the situations, needs and occasions
that turn someone into a category buyer



Relevance = Incidence (how many people have the CEP) × Frequency (how often)  ·  N = 1,000 respondents · 28 CEPs

CAT EG O R Y M A P P I N G

28 CEPs for ice cream, ranked by relevance

1 Hot weather 8 Watching TV 15 Holiday feeling in everyday life 22 Movie Night

2 Craving something sweet 9 Comfort Food 16 Trying something new 23 On the go

3 Something refreshing 10 Weekend reward 17 With a clear conscience 24 Making kids happy

4 Dessert 11 Craving the familiar 18 On a walk 25 In hectic times

5 Spontaneous treat 12 Snack in between 19 Pool / lake / sea 26 Healthier alternative

6 Cozy evening 13 Treating yourself to something

special

20 With friends 27 Midnight snack

7 For adults 14 For the whole family 21 Reward after work 28 For a sore throat



Mental Market Share is built from both Mental Penetration and Network Size. All three KPIs are closely correlated with brand growth and success.

M E AS U R I N G  M E N TA L AVA I L A B I L I T Y

The connection between CEPs and brand shows up
in three KPIs

→ ←



R² values stem from Appinio meta-study across 150+ trackers

W H Y M E M O R Y,  N OT S E N T I M E N T

Mental Market Share predicts Sales Market Share

N P S  ↔  S A L E S

How customers feel

R²

0.3
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Net Promoter Score



Mental penetration per brand · N = 1,000 · based on 28 CEPs

K P I  1  ·  M E N TA L P E N E T R AT I O N

82% connect Häagen-Dazs with at least one CEP, a healthy
Mental Penetration, but still 7pp behind Ben & Jerry's



Network size = avg. share of connected CEPs per brand · N = 1,000 · 28 CEPs

K P I  3  ·  N E T WO R K S I Z E

On average Häagen-Dazs is connected with just 25% of all
CEPs, far behind Ben & Jerry's (~35%)



Purple = reach into population too low, potentially too much loyalty marketing. Check media!  ·  Orange = association network too narrow, potentially

stuck in a niche. Check messaging!

M P E N  ×  N E T WO R K S I Z E

We sit clearly below the trend line: working on network size is
our lever

Mental penetration →
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High relevance + lots of mental white space = biggest opportunity → “A pause in everyday life" & “Holiday feeling".

P R I O R I T I Z AT I O N

But which CEPs should we focus on? The
opportunity matrix reveals strategic White Spaces

Mental white space →
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Häagen-Dazs has a mental disadvantage on the two target CEPs: it is quite hard to think of Häagen-Dazs in these

situations, compared to other brands and other CEPs. We need to fix that!

OV E R -  /  U N D E R - I N D E X I N G  P E R  C E P

“A pause in everyday life" and “Holiday feeling"
become our target CEPs

CEP Ben & Jerry's Häagen-Dazs

Hot weather −10,8% −9,9%

Dessert +1,0% +2,5%

Relaxed evening +8,1% +5,1%

For adults +3,0% +12,8%

Comfort Food +7,5% +7,1%

A pause in everyday life −7,9% −6,3%

Treating yourself to something special +18,8% +19,4%

CEP Ben & Jerry's Häagen-Dazs

Holiday feeling in everyday life −3,6% −1,5%

Trying something new +6,8% +6,5%

Am Pool / lake / sea −14,4% −12,8%

With friends −3,6% −2,5%

Movie Night +6,1% +3,1%

Making kids happy −7,1% −13,7%

Midnight snack −0,5% −1,5%



F R O M  A N A LYS I S  T O  AC T I VAT I O N

A CEP can be activated in 5+ ways



AC T I VAT I O N  ·  C E P  “A  PAUS E  I N  E V E R Y DAY L I F E "

Three routes for the "short pause in everyday
life" CEP



AC T I VAT I O N  ·  C E P  “ H O L I DAY F E E L I N G  I N  E V E R Y DAY L I F E "

Four routes for "Vacation feeling" CEP



T H E  O P E N  Q U E S T I O N

But which route should it be?
Which imagery, which claims and which tone resonate most,

and above all: with whom?



F O U N D A T I O N  2  ·  T H E  H O W

Psychographics:
Motives & Attitudes



Example · Häagen-Dazs

T H E  LO G I C  B E H I N D  I T

Two psychographic drivers explain the desired
behavior: Brand Choice

→
R² > .5



Source: David McClelland, Human Motivation

M OT I V E S  ·  A F T E R  M C C L E L L A N D

“What drives me in life?" – three core motives



Source: Harry Triandis, Theory of Interpersonal Behavior

AT T I T U D E S  ·  A F T E R  T R I A N D I S

“What convinces me?" – three attitude types



Motives and attitudes combine into nine archetypal
drivers.

Power Achievement Affiliation

Leader

“Follow me!"

Maximizer

“Life is my

challenge!"

Harmonizer

“Life is best

enjoyed together!"

Coordinator

“Trust me, I have a

plan!"

Perfectionist

“There are no

problems - only

solutions!"

Stabilizer

“Relationships

need to be

cultivated!"

Decision
Maker

“I have the last

word!"

Optimizer

“There is always

room for

improvement!"

Ritualizer

“A trusting

community is the

basis for
everything!"
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Heatmaps = psychographic density per driver. The category lives on affiliation · emotional; Häagen-Dazs skews rational and habitual today. Growth

targets outlined in blue.

These driving patterns reveal the why behind the what
Example: Ice Cream Category

🍨
Psychographic Activation
for Ice Cream Category

Pow Ach Aff

E

R

H

Psychographic Activation
for Häagen-Dazs Brand

Pow Ach Aff

E

R

H

Growth Targets
for Häagen-Dazs Brand

Power Achievement Affiliation
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Leader Maximizer Harmonizer
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Coordinator Perfectionist Stabilizer

H
a
b
it
u
a
l

Decision
Maker Optimizer Ritualizer



T H E  W H AT M E E T S  T H E  H OW

Now we test our ads against the target CEPs and
the psychographic positioning

Target CEPs: Pause & holiday feeling ＋ Targets: Harmonizer · Stabilizer · Maximizer → Ad test



Example · Häagen-Dazs

W H AT W E  M E AS U R E  I N  T H E  A D  T E S T

Four KPIs connect creative, category and audience
ASKED IN THE QUESTIONNAIRE #1 – #3 POST-HOC ANALYSIS #4

No extra questions. Respondents are already

scored on the archetypes, so the cut comes

from the existing data.



WINNER C E P  “ S H O R T PAUS E "  ·  TA R G E T H A R M O N I Z E R

“The sweetest pause." - the strongest route for the
short pause

✓ Strong connection with the target CEP “A pause in everyday life"

✓ High Likeability and Purchase Intent

✓ Strong activation of the Harmonizers (affiliation · emotional), category core and growth target

! Branding not yet distinct enough → use a dark logo in the second iteration



WINNER C E P  “ H O L I DAY F E E L I N G "  ·  TA R G E T M A X I M I Z E R

“You've earned this." - the strongest route for the holiday
feeling

✓ Strong connection with the target CEP “Holiday feeling in everyday life"

✓ High Likeability and Purchase Intent

✓ Strong activation of the Maximizers (achievement · emotional), a growth target

! Branding not yet distinct enough → use a dark logo in the second iteration



RUNNER-UP S T R O N G  A D,  B U T W R O N G  AU D I E N C E

“Your moment. Your world." - distinct, but off target

✓ Strong connection with the CEP “Holiday feeling", high likeability & PI

✓ Very distinct branding and good brand recall

! Activates mainly the Leaders (power · emotional), not in focus

! This territory is already strongly occupied by Magnum
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The Framework in Action
— Part 2
Enhancing Pricing Research with a CEP lens.



W E  R A N  A N  E X P E R I M E N T …

Ferrero Rocher wanted to know which CEP elicits
the highest willingness to pay to premiumize



O P T I M A L &  I N D I F F E R E N C E  P R I C E

Yes — willingness to pay shifts between CEPs

€1.70

€1.95

€2.20

€2.45

€2.70

€2.95

€3.20

€2.70

€2.99

€2.49 €2.49

€2.89

€2.46

€2.00 €1.99 €1.99 €2.00

Relax Gift Self-reward On the go Friends

Optimal price point Indifference price point Accepted price range

Relaxing commands the highest optimal price (€2.46); gifting elicits the highest acceptable price (€2.99). The same pack carries a

different price tag in every moment.



F R O M  I N S I G H T T O  AC T I O N

Strategic implications for Ferrero Rocher
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Takeaways
For more effective communication and long-term brand growth.



The Appinio Growth Engine

W H AT S T I C KS

Three things to take away



T H E  W H O L E  T H I N G  O N  O N E  S L I D E

Two foundations. Every project sharper.

F O U N DAT I O N  1  ·  T H E  W H AT

CEPs & Mental Availability

Which situations make someone a category buyer, and does our brand come to mind there? Measured as Mental

Penetration, Network Size and Mental Market Share.

F O U N DAT I O N  2  ·  T H E  H OW

Motives & Attitudes

Who is drawn to the brand, and in what register does the message land? Nine archetypes from McClelland ×

Triandis.

→



T H A N K  Y O U  —  Q U E S T I O N S  W E L C O M E  🙂

Start with the

foundation.

KEEP TALKING

Booth 19
Come by for questions, or to see the CEP battery and

archetype scoring up close.

OR TONIGHT

Tapas at dinner
Find us at our dinner and we can carry on over a glass

of something

Louise Leitsch CPRO louise.leitsch@appinio.com·


