CHekA Al(conversational Al)
- Fast human insights at scale

Conversational Al for Occasions &
Conversational Al for Purchase




Same brand, same humans,
different circumstances
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"Big and small
twitch moments”
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CH2lE(conversational) Al SE X CH2} Of|A|

Which whiskey brand do you tend to drink the Ah ok, thanks! And can you tell me why special is

most?

important to you?

Johnnie Walker This memory is one of the most valuable things |
have

/ @ I'd love to know... what do you really like about
Johnnie Walker? How does Johnnie Walker do that well?

It lets my father and | bond over a glass of
whiskey, he loves the flavour and so do l. It is one
of the few things we both enjoy

For me it is the nostalgia, | remember my dad
drinking it after every family dinner on the
couch. [t is such a special memory. Now that |
live far from him, we video chat over a glass of
whiskey

Now if you think about all the whiskey brands,

= And when you say dad, why is this important to @ even those you haven't tried... What are other
@ you? h=d brands doing better than Johnnie Walker? And

hey, remember | ¥ details!

I've always had a great relationship with him,

and anything we can bond over is close to my
heart

I do like the idea of a subtly flavoured whiskey;
some other brands are bringing out very

interesting options. Still | don't think there is
really anything that comes close to the unique
aroma of Johnnie Walker

And how does Johnnie Walker do that well?

| wish they marketed more towards women. |
know they had the special edition of Jane

Walker. Yet| still feel that whiskey brands are
somehow afraid of marketing to women directly.

Alright: give me a situation where you might
choose a different brand. Describe the situation
tome?

When Johnnie Walker is not available, or if it is
just too expensive at a bar

Which brand would that be?

Jack Daniels

How is Jack Daniels better in that situation?

Jack Daniels is my go-to-drink when I'm out with

friends. | also tend to mix it with Coke. | like to
savour Johnnie Walker, and drink it neat

| see... tell me more: in what way does that
matter to you?
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Conversational
Al for Purchase
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Who did we speak to?

Growth through purchase
moments

category, to help your client brand
reinforce

and behaviours to drive
th through increasing influence

purchase choices

Top brands purchased
(% people)

Toppurdans secelors
(3 mentior

Gender

Online vs In-store purchases
(% people)

What is context profile of the purchase moments across the category landscape. and how does the client brand compare relative to competitors?

Understand the conext

Where are shifts in habits and behaviour most prevalent

Focus: Identify shits n habits and
o of brands

who purchased tor W Purchase channer ________I]

Did the reasons that mads this brand such s good %
option this time change Inthe last yesrors0?

Abungant tnal winn tousng

s

Discriminaing expenmentation

e mnoersd 00

Age Gender

No

Fied purchase in 3 disrupted

. .
Top brands Top purchase
purchased(% people) | | moments(% mentions)

Exaety e same, vesy simiar

Somenrat aferen, vy aferent

[

would have done a year or 50 ags?

S WS MEA Tz k=
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‘Complete individual dialogue of interest

seketia

Gender

. Tap brands purchased
ot (% people)

@ ensbd

-

[
by thessme

Top purchase moments
(% mentlons)

ICANTAR

33



40
>
W
rr
nE
OF
0

:
o

0
0

[l

 Q

1B

|0

NN

N
nue 39 DL:CE) od

i G
s
Q
B

-

UNO| IK| QU=
210 it ekt
HAlOZ Hale
EXWS Lelop]
oIt IHIS Tiot

HEHEO| S Rloti= MRS, FdetE

o

AH| TS HCHE MQSHD B510] 7 fs A0 HOj=

Hi_=

= WS0| HoPt O|FO{X[= X IHO| OfCIRIX| SH=
H= o[ ERRLCL

C- A

In the whisky category in the UK, purchases for special occasions feature very
prominently, representing 40% of all purchase moments

Whatwas o aceasin?

Wiho: 1 ol By T o7

While there has been a shift towards online, most whisky purchases are still

135 s bithcay. My friand ariors
ety ard | gl of makeg i
ol Fa Griorss ot It e
sivale el il s ch v el il e s of bibee)
apaks and tofice. It makes = Emoath ane a6 can ey e
feste,ard

Rdale: 2544, Cardhis Gk Resery

Querall the purchase maments In the whisky
catenory can be classified Into 3 primarv arouns

Still over 60% of all purchases were made for themselves, where the main
driver of value perception is typically the unigueness of the product

Purchases for athers are often about avoiding any

4%

Of the shoppers we spoke to have not
changed their brand motivations or
channel choices in the last year or so

What really matters to those with firmly established brand motivations and

channel choices?

I tend to be younger and male, | buy whisky at least every month or two (48%), and mostly -
for myself (66%). | tend to buy it as part of my usual routine or stocking up (36% taken
together). Jack Daniel's is a favourite (18% of brand purchases).

I have a sophisticated appreciation of the taste and flavour of good whisky (together
representing 31% of the reasons behind brand choice). “It has many different notes to it, but |
remember the vanilla the most as it was so pleasant and unlike any other spirt I've ever tried” | -
do have established favourites (17%) that | would turn to if my brand was not available, but
also look at the brand reputation (11%). I'm keen to leam and experience more, and so do
enjoy reading recommendations and reviews about whisky too. *| just wanted to try it after
reading so much about it's reputation.”

sk Uil the othiss parson would nol liks it und so

popularity cues are typically ke drivers of valus

percaptian in this camtext

For meer
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made in-store, but not necessarily from preferred stores

Whors did you buy it fram?

o

. | baught it from the
e 1, Lt | rtar soecislis)

it was far a friend wha v

Male, 35, Fignlard Park Singe Wat

8% of all In-store purchases are made st the
supermarket

Qver 70% at "Bricks & Clicks™ - Supermarkets
with an affline and enline presence

My shopping behaviour has remained quite stable. | buy mostly instore (78%), and then
primarily at the supermarket, It is usually part of a bigger shop. I already go to the
supermarket for food, So it is convenient to buy whisky there as well." Occasionally | buy
whisky online for special offers and rare editions. As I'm somewhat price sensitive too (at
A3%._tha nrimary drivar hahind channal choics 5 an aun on anlin offers 1

In summary, The Famous Grouse now has an opportunity
to leverage compelling story telling, drawing on the brand’s
rich heritage, to differentiate itself and deepen affinity

Based on a vivid understanding of both the existing and the emerging habits and béhaviours that
underpin brand choice in the purchase moment, the client brand can step beyond¥alue and
tradition to be the brand that re-invents itself

Through compelling storytelling, The Famous Grouse can create uniquely differentiated
brand stories that speak to its rich heritage, in a way that amplifies perceptions of qualliy
premium, authenticity and relevance.

By leveraging brand stories across all platforms, it will strengthen the brand’s posilioning as
the perfect reward for everyday deserved moments, to relax and enjoy a simple pleasure, by
yourself or shared with friends and family.

By speaking with empathy and relevance, showing how the brand meets needs in specific
moments, it will deepen brand affinity among existing buyers and attract new buyers.

Regular whisky shoppers, who mostly
buy for self

Habitual routine stocking up purchase
occasions

More sophisticatad appreciation of
taste and flavour profiles

Aware of brand reputation, and
influenced by reviews and
recommendations

Very keen to learn and experience
more about whisky

Part of raaular instare shop, but also
yniine for special offers
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