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babanet®

Self-generated
insights

» The chance of joining in an online

community of socially-connected and

culturally responsive people, allows
consumers to be pro-actively involved
in self-relevant tasks and undoubtedly
become key players

» Once on board, as individuals in
their own daily life, they may
spontaneously provide a plenty of non-
biased insights as far as they deem,
feel, choose and behave related to ‘
any particular market context X
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1= "le (e g VM monitoring 13-53

3 | Admin panel | Contents managment | Sent mail | Profile
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Topics: 2
Total answers: 0

Guxiaoming's
blog

Topics: |

Brand Presence

Brand Visual

Identity | 20th of
' January - 7.30

p.m

Brand .

Identi

Total answ

Wangyejun's blog

Topics: 1

=

Total answers:

Guxunding's blog

Topics: |
Total answers: 0

Gupel's blog

Brand

Identity | 22nd of
' January - 6.00

p.m

Brand Visual
Identity | 23rd of

January - 6.00

Brand Presence:
from 2nd to 17th
of January

&

Brand Presence
(EYEWEAR) -
from 3rd fo 17th
of February
(London)

&

Brand Presence
(EYEWEAR) -
from 3rd to 17th
of February
(New York)

&

Brand Presence
(EYEWEAR) -
from 10th to 25th
of February
(Shangai)

&
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f' BARILLA asked baba to creq’nvely exploﬂ any possible contribution of a somple of
flconsumers registered in the existing online community “Nel Mulino che vorrei” (20.000+
por’napon’rs) as for bakery and breakfast scl’red products evaluation and consumption
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METHODOLOGVY" ‘4 RECOMMENDATIONS
!

Mom’rormg of The new Four segmen’rs of Mulvmo 8 70 boost and further
advertising, brand and Bianco loyal consumers (10 @@ implement:

product positioning respondents each)

‘( 2

; « Consumers interaction with
Mothers of children aged “«1 the brand (online and
w4 o
Assessment of the brand Sgoent g4 offline)

values. il R/ i Children, aged 9-13 (tgt1) :
¥ e 4 Younger, aged 18-30 (tgt2) K& Information and ads

pack , Older, aged 30-50 (fgt2) targeted to each specific

segment
were engaged, over a three d

Tracking of consumpfion M months period, for comple’ring ' More playful / committing

habifs for breakfast main M daily blogs and diaries, ® brand features and

product references monthly forums, short surveys, communication activities
and |nd|V|duoIspeC|f|c tasks .3_*

Py

A ROBUST REVAMP OF THE ONE TO ONE
COMMUNICATION STRATEGY
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LUXOTTICA asked baba to detect |n5|gh’rful practices and emerging retailing frends in -~ 8
key shopping districts (London, NYC, Shanghai), to be implemented in the Eyewear ‘
market
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AIM OF THE STUDY METHODOLOGY = _RECOMMENDATIONS

= Monitoring of the current §
best practices in visual

Mixed-method research design, 8 To go along the highly

supporfed by the use ofl effective current VM strategy

merchandising Autographer®, a wearable .

B camera for taking front and in- TS
= |dentification of relevant store pictures: * Product cenfrality in VM
codes potentially Desk research and scenario displaying, boosting

impacting on brand analysis consumer’'s emotional

consideration * Visual ethnographic life resonance and willingness

quging, engaging 30 to interact
windows shoppers (10 per

location) over a four- weeks
period three times a year,

imp ro”ve d - "house of and an end-period forum for
brands” retailing model deployment key lever
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DIGITAL SIGNAGE IS THE ACCELLERATOR

= Gauging possible drivers
for establishing an « Focusing on windows and

in-store consistency as a
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baba

baba designs and develops qualitative and quantitative market research, and scenario analyses for strategic
marketing applications

It offers a comprehensive system of research and consulting services that results from an integrated
approach with marketing-oriented semiotics and anthropology of consumption; it operates in Italy and abroad
via a network of international partners

It caters for ongoing monitoring of international tfrends, ad hoc scenarios, market strategy and
research aimed at assessing and positioning products and communication, brand equity, pre/post testing,
naming, website evaluation and creation of new concepts

Trusted by: Amadori, Alberto Cremona, Alcantara, Alfa Romeo, Allaxia, Alitalia, Alfroconsumo,
Amadori,Arclinea, Armando Testa, Artsana, Avantgrade, Ballantine’s, Barilla,Beiersdorf, Binda, Bolton, Bonduelle,
Bormioli, BottegaVerde, British American Tobacco, Bud,Candialtalia, Carré Noir,Chiquita, Citifin, Clergerie,
Colombo,Costa Crociere, DeaKids, Deborah Italia, Disaronno, Ebay, Edizioni S.Paolo, EGL, Enel, Enfremont,
Essenza, Ferrero,Fiat, Frette, Futurebrand, Gio Rossi Associati, Geox, Grey Worldwide, Gruppo Afin, Gruppo Coin,
Gruppo Sigma Tau, Hachette, Heineken Italia, Hilti Italia, H3G,IFM, Il Sole 24 Ore,lkeq, Intesa Sanpaolo,
La7,Lodigrana,L’Oréal, LG, Lovable,Luxottica, Maico, Manifatture Bianchetti, Mc Kinsey, Mediaset, Metro,
Moddafil, MTV, Nespresso, Nestlé, Novartis, Oticon, , Panzani, Pasquali,Pernod, Philip Morris, Pirelli RE, Playtex,
Peroni,Playstation, Playtex, Pinko, Publicis, Pupa, Rai,Recordati, Renault, Sammontana,

Sistema Moda Italia, Spirale Arte, Star,Stock, Telecom,TotalErg, Unicredit,Unilever, Whirlpool, Zambon, Zucchi.

BABA
Market Research and Scenario ) Accredited
I ESOMAR Corso Magenta 31 - 20123 Milan —
st tel. +39.02.83241678/fax +39.02.89419298 2015

RICERCHE DI MERCATO, SOCIALI, DI OPINIONE;

www.babaconsulting.com



