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R A I I 0 N A L FUTURE INSTANT NEW HIGHER TRANSACTION GREATER SHARE
PROOFS YOU PRODUCT DESIRE PRICES OF WALLET

E
AFFORDS © W &

MAKES YOU LOYALTY BEYOND CREATES BRAND
FORGIVABLE REASON ADVOCATES
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HOW BRANDS CREATE
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INNOVATIVE WAYS
TOSTAND OUT v

UNDERSTAND THE
VALUE YOU PROVIDE +-cveveeeeeeereernasinnn.

UNDERSTAND YOUR BRAND
ORIGIN AND CULTURE ------ooooooooorseee

FIND NEW, INTERESTING
WAYS TOSHOW UP - ccvvveveemeeeeeeceein

UNDERSTAND CATEGORY’S UNMET
NEEDS
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HOW BRAND LOVE
IS MEASURED wTw

A relationship is formed and
measured by these four areas:

BRAND
e Familiarity LOVE
e Regard COMPASS

e Meaningfulness
e Uniqueness
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_ TARGET



IRRATIONAL LOVE

e

BRAND
0 LOVE
COMPASS

PowereD BY BERA

INNOCEAN Target, Total Pop, Jan 2022-Oct 2023
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MAY 2023
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LOVE SCORE DROPPED BY 6.3

beraScore vs. Date
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Target, Total Pop, Dec 2022-0Oct 2023
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O TARGET |

1960

Born froma
desire to”
strengthen
relationships
with guests

“Combine the best
of the fashion
world with the
best of the
discount world...”

@

.

1971

Annual employee
survey introduced

Employee .
Emergency
Assistance Fund
Initiated

1990 -

Start of inclusive
advertising,
beginning with
children with
disabilities

1992

Target team
members started its
first LGBT group,
which is today’s
Pride+ Business
Council
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Much more likely to

LIGNS .
gYA LS & ey

More likely to
be LGBTQIA+

Target, Loyals, May 2022-April 2023



FUL DIFFERENCES

beraScore vs. Date

ooooooo
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BUD
LIGHT BRAND
50 LOVE 0 JpDATING
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INNOCEAN Bud Light, Total Pop, Jan 2022-Oct 2023



H T BUD LIGHT BRAND LOVE COMPONENTS
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More likely to
be between
18-49 years old

be male

More likely tobe X
heterosexual |
or straight

Bud Light, Total Pop, January 2023-January 2024






PLAYING TO
THE
CATEGORY







LOVE SCORE DROPPED
8.4 POINTS

BRAND LOVE SCORE
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Bud Light, Total Pop, Jan 2022 - October 2023 40



‘WILLING TO PAY A PREMIUM’
FELL 23 POINTS

7% WILLING TOPAY A PREMIUM FOR BUD
LIGHT
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Source: Mintel, Beer U.S. 2023

US: beer purchase factors, by age, 2023 s
@ | tend to stick with the same brand @ | tend to drink the same style of beer [eg IPA, lite)
@ | enjoy trying different beers as a hobby == I'm drinking less beer to be healthier

| have opted for other alcoholic beverages instead of beer in the past six months

-= | tend to purchase beer based on packaging
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PREFERENCE,

-3. 72 pts

rom 11.89 to 8.17

Bud Light, Total Pop, Jan 2023-Jan 2024



AND USAGE.

-5 pts

From 19.4 to 14.37

Bud Light, Total Pop, Jan 2023-Jan 2024







OF BUILDING
IRRATIONAL
BRAND LOVE









ADHERE TO YOUR
BRAND VALUES

(ESPECIALLY IN A CRISIS)
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OUR PANELISTS

MARGARET CZEISLER JASON SPERLING CINDY SCOTT KEN FAVARO
Head of Brand Innovation Lab, Chief Creative Officer, Chief Strategy Officer, Chief Strategy Officer,
Amazon INNOCEAN USA INNOCEAN USA BERA Brand Management
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