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A the very beginning : a key question 

Identified functional 

blocks 

•Eliminate useless functions 

•Enrich functions 

•Create new functions 
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Cost split by function 
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Consumer value split by function 

FOCUS 

Do we put the money where the consumers put the value ? 



A co-development : 

Provide a consumer approach of value measurement 
(manufacturer pov), alternative to expert judgement : 

 
•Voice of the consumer : qual-quant methodo 
 

 
Identify actionable drivers by functional block for VALUE 
ANALYSIS  

 
•Value split & fonction contributions from robust data (Model BVA, 
Danone Research supervision + Brand Multifunctional Team imput) 
 

 
Inspire teams with consumer insights springboard to brand 
future strategy  

 
•Illustrated directions 

 
 



Some methodological challenges 

A measure of value 360°  (not brand or product only) 
•Taking context into account 

 
 

An indirect measure of importance of blocks ( not direct 
consumer declaration) 

•Functional Knowledge Danone  & BVA satisfaction model 
 
 
 
 

 
 
 

 
A consumer friendly approach (not with manufacturer 
vocabulary) 

 
 
 
 

VALUE 

F1 : pot 

F2 : organo 

F ... 



A reversed point of view 
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My product 

Life context of 

consumers 
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CASE STUDY 



Business request 

Pot Nutrition Paille Organo Pack Communication 

22% 7% 39% 15% 10% 

MIX VALUE 

We need a   Brand Value Audit 360° that can  identify Key drivers of full 

experience Value  for consumers and help  arbitrages between functional 

initiatives, making sure we invest in those building value, and avoid those altering it. 



From Moments of Truth to experienced  Value 

Real Life field data-collection 

http://www.ted.com/talks/daniel

_kahneman_the_riddle_of_exp

erience_vs_memory.html 



The value scale (inspired from behavioral Economics) 

Relative to frame 

of reference 

Implicit 

Brand 

Value 

Latent 



    STAGE 1 : QUAL 
EXPLORATION 

       STAGE 2 : QUANTI 3 Moments of Truth 
FMOT,SMOT,ZMOT 

MODELING ET DIAGNOSTIC 1 2 3 

Methodological sequence 

WS 

Alignement on 

Objectives 

WS alidation 

Of Bloc s 

& questio 

WS Action 

plan and 

prioritization 

Vitual visit of experimental  

Lab Store (video) 

In context 



Ex of deliverables 
Value split accross blocks 

Value Drivers by block 

Action plan Matrix 



Key Business results  (brands are masked) 

BUSINESS RESULTS 
 PROJECTS PRIORITIZED 

1) Portfolio 
2 brands with close drivers => 

alignement on similar yoghourt base 

(later differentiated via fruit prep) 

 

2) Project 1 : Organo 
Characteristic texture are bothe key 

drivers and key differenciator, but 

unevenly across sku’s : R&D rework 

to optimise it + claim it on pack 

 

3) Project 2 : Packaging 
Structural change to regain 

differentiation + advertising support to 

claim  

Based on pilot survey done in 2011 : 4 months 

(qualitative + quantitative survey  400 consumers ) 

on  2 brands 

Growth yoy (vol) 
+ 10% 

New double digit growth 
Period (year2) 

relance texture 

relance pack 

Cost reduction  
 



Strategic role of research 
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