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SYNOPSIS

Although the marketresearch industry was founded over ninety years ago,

m 19Y there still remains alarge opportunity for methods that are able to capture the
oo gap between what consumers SAYthey doand whatthey actually DO. Unilever

L

"3@? Y3 and WeSeeThrough partnered to tackle thislong standing challenge by
‘g ) leveraging the latestadvancesin wearabletechnology and aninnovative video
% 0 indexing platform. Going beyond what others have done with Google Glass,
U . Q WeSeeThrough programmed advanced applications to automatically trigger
eV interactions with consumers through the glasses during the research. The
resulting videos and responses were then processed through WeSeeThrough'’s
cutting edge video indexing platform, finally enabling video as a scalable

research technique. Overthe lastyear, Unileverhas conducted eight varied
pilotapplications of the methodology across 20 countries. Ineach pilot, the
method uncovered breakthrough insights that we not previously discoverable

from explicitresponse alone or more basicobservational technology. The
creation of this methodology was made possible through anew ecosystem
approach. Inthisecosystemapproach, Unilever Consumer & Market Insights

;g\_ WeSeeThrough (CMI) provided “research coaches”, mentoring and experimental pilot
opportunities to help the start-up bridge into market research and thriveina
large corporate organization.

INTRODUCTION

Traditional research fails to capture the gap between what people SAY they do versus what they actually
DO. However, understanding this gap is critical to help Unilever truly understand the consumers it serves.
In fact, recent neuroscientists have discovered amolecule inthe brain that actively makes humans
forget unimportant details of their day to protect them from goinginsane (N. Hadziselimovic, 2014).
Thislikely meansthatthe brainis actively blocking consumers fromrecalling key details of their routines
and marketinginteractions.

Traditional research methodologies rely on memory, leading to large error gaps, especially in Unilever’s
consumer packaged goods categories. Forexample, consumers struggle tofully recallmeals consumed
and ingredients usedinthe last week, but thisinformation is critical for Unileverto truly comprehend
consumers’ habitsand needs. Itisunlikely thatthese details can everbe fully and accurately recounted
through explicit questioning.

Priorattemptsto understand this gap have falleninto three main categories:



1. Inhomefield observer—Placingaresearcherinhome to observe the consumer’s habits.
Downsidesinclude a potential to create biasesin consumer behavior, high cost, and difficulty
comparingthe results across respondents.

2. Diary Logging — Although closerto the moment of use, the methodology is more invasiveand
laborintensive forconsumers. Due to the structured nature of the questions, itdoes notleave
room to discover habits and behaviors outside of the dimensions already setin the diary.

3. CameraPlacement—Though closertotrue observationalresearch, cameraplacementis
laborioustosetup, has limited mobilityand coverage in the household. In prior studies, there
was no efficient way to process the massive amount of video hours coming out of constantly
streaming cameras. Staticmounted cameras were also unable to capture the details needed for
many of Unilever’s categories, such as seeing the exactingredients used during meal
preparation.

The new class of research created between Unilever Consumer & Market Insights (CMI) and
WeSeeThrough leverages advances in technology to overcome past barriersin four key ways:

1. Creatingtechnology atscale that capturestrue consumerbehaviors non-invasivelywith high
quality footage

2. Creatingcapabilities to analyze large quantities of video dataand other sensor data efficiently

3. Goingfar beyond basictechnical applications done by others by directly integrating the start -
up’sengineersinto the research process

4. Forminga shelteredsupportsystemandlearning environmentforstart-ups within the classic
research and corporate environment so the start-ups can thrive

The discovery, design and execution of this new class of research was made possible by aninnovative
Unilever CMI ecosystem approach to support technology start-ups who are bridging into market
research and competing against large, established companies. Unilever CMlIis likely the only market
research client creating such a robust ecosystem that helps start-ups build theirown market research
capabilitiestodisruptthe industry.

Overthe last year, Unilever has conducted pilots of eight different business applications of the
methodology across 20 countries. Ineach pilot, the method uncovered breakthrough insights and

understanding that were not previously discoverable through explicit response or basi cobservational
technology.

THESTORY OF WESEETHROUGHAND UNILEVER CMI

A yearago, the industry was beginningto play with the application of wearables to understand
consumers’ behaviors, but the applications felt superficialand more for bragging purposes thanleading
to new, actionable insights.

Giventhat nothing existed to meet Unilever’'s “SAY vs DO” brief, Unilever CMI sought out talent from
the technology industry to build the future of research together. AlexFoster, now CEO of
WeSeeThrough, was then the CEO of Glass Fit, a virtual running partner on Google Glass and introduced
to Unileverasa talented entrepreneur with noresearch experience. Unilever briefed himonthe



challenge and aweek later histeam had a full dashboard programmed, a new name and logo, and
WeSeeThrough’s journeyinto marketresearch began.

THEINSIGHT ECOSYSTEM APPROACH

Unileverstrongly believes that it cannot wait for the industry or technology companiesto come to CMI
with the future of consumerresearch. Asone of the largest buyers of marketresearchinthe worldand
a company obsessed with innovation, Unilever CMI feels thatitis its responsibility to craft the future
with talented forward-looking thinkersin partnership. Unilever designed the insight ecosystemto
supportentrepreneurs with agreattechnology andidea, but who may not have experience in holistic
study design, storytelling, and research best practices. Unileverinvests significantresource into
“research coaches” for the start-ups. With the right coachingand mentoring, Unilever CMI has found
that start-ups are eagerto learnthese areas with a startlingenergy and speed. With this positive
mindset, the start-ups are quickly able to build up theirskills to compete against long time practitioners.

The accelerated pilots are also treated as beta experiments, where the emphasisis on trying new,
challenging business questions. The pilots are conducted inan environment thatis focused onlearning,
experimenting and iterating, ratherthan a traditional clientand agency service model. Additionally, the
CMI managers leading the pilots provided overall coaching and me ntoring to the start-up throughout

the process. In return, they learned valuable lessons from WeSeeThrough about how to think like a
start-up to tackle age old challenges.

WESEETHROUGH’S APPLICATIONS & METHODOLOGY

Unileverhas applied WeSeeThrough’s tale nts against a wide range of business questions. Those
business questions fall into five buckets, which are applicable across all of Unilever’s brands and
categories:

Understand how consumers really use new product prototypes in anatural home setting
Accurately track media consumption habits

Capture true habits, experiences and complex routines

View the true shopperexperience in-storeand how they interact with point of sale materials
Map the full consumerjourneyfrominstore toin home consumption
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The team leveraged WeSeeThrough to tackle these business questionsin away never previously
possible by combining two technologies:

e Advanced Google Glass Programing —The study used the glasses not justto record, but push
questionsthrough the glass atkey times that are triggered by pioneering programming

e AdvancedVideo Analytics—An innovativevideo indexing platform allowed analysis of the
capturedvideoandresponses ata scale, speed and cost not previously possible

Methodology Structure:

1. Respondentswererecruited following Unilever’s standard recruitment criteria



Local field agents delivered a pair of Google Glass and any otherrequired technology or stimulus
(proximity beacons, product prototypes, etc.). The field agents weretrained to speak with and
ensure consumers felt comfortable with the glasses and placed any proximity beacons correctly.
Respondents were asked to wearthe glasses as they performed their normal day to day routine.
Depending onthe objectives, video was captured constantly oronly triggered during key
moments to preserve battery life.

Where appropriate, custom questions were visually displayed on the glass and read out loud
throughthe bone conductive speakersinthe local language. WeSeeThrough’s technologyis
able to trigger questions and reminders to consumers automatically by beacon proximity,
geolocation, audio recognition, visual recognition (identifies the consumers have comein
contact with a brand, object, product, or piece of advertising) and on a timed basis (i.e.
reminderstospeak outloud every five minutes, etc.). Where Wi-Fi allows, WeSeeThrough can
watch a live feed of the video from the consumers’ glasses and push questions live from a
remote location.

The respondents answered the questions verbally, which was captured by the glass. Their
answers were automatically tagged forease of retrieval later.

Laterinthe week, the respondents participated in avirtual interview to test theirmemory of the
subject beingtested and review key parts of the footage for further questioning.

Realizing the massiveamount of video coming from the studies, WeSeeThrough invented a
cutting edge video indexing platform during the pilots. The dashboard is capable of processinga
large amount of video with advanced tagging, translation and clipping. Thisisdone ata very
fastrate and at a fraction of the cost of othervideo competitors, finally enablingvideo as a
scalable research technique.

UNILEVER GLOBAL PILOT PROGRAM O UTCOMES

For a company that has spent millions of euros overthe years on traditional, in-depth habits and
experience studies, the breadth of new learnings coming out of these pilots was transformative. The
respondents quickly forgotthey were wearing the Google Glass, similarto what occurs when wearinga
pair of ordinary eye glasses, allowing the capture of organicmoments.

While each study had its own unique breakthrough insights, these methodology consistently delivered
new learninginfive buckets:

1

Consumers consistently underestimated time spent—Whetherrecalling time spenton media
consumption orhouse cleaning, consumers consistently and vastly underestimated the amount
of time they spent. Through the new technology, Unilever captured that the actual time spent
was at least 40% higherthan claimed 70% of the time. Some estimates varied as much of as
350% off of a solid base number.

Product use and amountrecallis highlyinaccurate — Respondents’ recall about the products and
the amounts of each product that they used were highlyinaccurate. Forexample, consumersin
Brazil claimedto use “a little bit” of a product, but the video footage captured them splashing it
around the entire house inlarge quantities. Similarly, in meal preparation, consumers claimed to
use “a bitof aromatic” while pouring half of the bottle into the dish. Some of the products




consumerwere recorded using were fully forgottenin the follow up interview, even when
directly questioned.

3. UnileverSustainable Living Plan opportunities are abundant —This approach revealed numerous
new opportunities for Unileverto help drive sustainability. Forexample, the amount of water
used around the house duringthe five hour cleaning routine in Brazil was shocking given the
watercrisis. Thislearningspurredthe teamto furtherdevelop and support water conservation
advertisingthatis now onairin Brazil. New insights around product waste and food safety were
alsouncovered during the studies.

4. Unobtrusive nature of the glasses leads to new empathy —The footage through the eye-glass
perspective and the high quality audio capture of consumers speaking to themselves, others and
instinctual audio cues (sighs, yawns, etc.) brought a new depth of understanding to the
consumerexperience. The feelings of loneliness, frustration orboredom are rarely captured
when an intervieweris present or when the respondentis answering an explicit quesitonairre.
However, these feelings were clearly capturedinthe video footage and audio capture of the
consumers.

5. Memoryrecallis weak, even when footageclearly indicates something was “noted” — Time and
again, footage clearly proved that the consumerlooked directly at something, yet had no
memory of it afterwards. Even more extreme, consumers also failed to recall certain actions

that they physically completed during their routine. The dynamicvideo and audio captures
prove to be a crucial component of understanding consumers.

Overall, thisresearch innovation has transformed Unilever’s research methodologies across arange of
business questions. Unileverisnow inthe process of scaling the methodology globally across categories
and regions. Itisconsidered animportant next wave inthe future of research:atrue breakthrough to
finally understand the opportunitiesin the gap between what consumers SAYversus what they actually
DO at scale.



