CASE STUDY — SYZMO ENERGY DRINK

“Perceptive Sciences
was instrumental in
helping us define and
execute a research
project that enabled
us to elevate our
marketing strategy
beyond our own
intuition and focus
on what the
consumer values
about our product.”
-Richard Sorenson,
COO of BevSpec
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BACKGROUND

Syzmo partnered with Perceptive Sciences Corp. to investigate whether its
target market recognized the key differentiators that distinguishes Syzmo
from competing products. Specifically, Syzmo wanted to know if the
mainstream energy drink market composed of 18-25 year-old males
recognized Syzmo as being organic and containing vitamins and minerals,
and whether the market valued these characteristics.

Perceptive Sciences developed a market research program that emerged
from the best practices of traditional market research methods and
cognitive psychology. The researchers used a recognition memory task to
determine what consumers retain from the Syzmo packaging, and what
attributes they highly value in energy drinks.

SOLUTION: MELDING SCIENCE WITH MARKET RESEARCH

Because recognition memory is much more sensitive than recall memory
(e.g., most people do better on multiple-choice tests than on fill-in-the-
blank tests), the Perceptive team chose to use a recognition memory task
totestwhatmessages participants were
One risk of using recognition memory tests is that, on occasion,
participants that have a tendency
remove this bias, Perceptive used signal detection theory to sort out the
noise (or biases) from the true signal data.

Signal detection theory is widely used in psychology, mostly in the study of
memory, sensory and perceptual processes, and decision-making. It is also
applied in medicine and statistics. For example, the recognition memory
task used in the Syzmo study involved showing participants a list comprised
of both items that were present and absent from the Syzmo and other
energy drink cans. The researchers were then able to see what items they
remembered and did not. The items present and remembered were
classified as “hits?”; those present
mi sses”; those absent and
those absent and not remembered were classifiedas“ cor r ect
Signal detection analysis allowed the Perceptive team to analyze the
numbers of hits, misses, correct rejections, and false alarms to control for
response biases and calcul ate a

Signal detection theory is a useful tool for market research because it
removes biases from data to more accurately show what items are
recognized from product packaging. This analysis methodology combined
with a recognition memory task could be applied to any type of marketing
—be it print ads, packaging, or even commercials.

Continued on next page
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“Because of study
findings, the Syzmo
team will incorporate a
non-HFCS symbol on
the can and secondary
packaging.”
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RESULT: RELIABLE DATA TO INFORM MARKETING STRATEGY

First, the target segment demonstrated t

a top concern in purchase decisions and believed Syzmo possessed this
quality based on their experience with the packaging. They likewise
ranked “keeps you awake” as a top
possessed this quality. With this data in hand, the Syzmo team will utilize
point-of-sale materials and displays to highlight these positive attributes.

Another important finding was that the segment incorrectly identified
Syzmo as containing High Fructose Corn Syrup (HFCS), and indicated HFCS
was an unfavorable ingredient. To create additional disassociation with
HFCS, the Syzmo team will incorporate a non-HFCS symbol on the can and
secondary packaging.

Finally, the segment recognized Syzmo was organic, but did not rank that
quality highly among energy drink attributes. To address this data point,
the Syzmo team will continually assess the mainstream market and its
recognition of organics. They will also explore marketing to segments
other than males, 18-25, to see if the organic property of Syzmo will
influence the buying decision of other target audiences.

ABOUT SYZMO ENERGY

conc |

In October 2005, Bevspec Inc. introduced Syzmo Energy, t he wor |l d’ s

organic-compliant energy drink. Syzmo is sweetened only with Premium
Organic Blue Agave, and thus has a much lower glycemic index and 25
percent fewer calories than conventionally sweetened products. Syzmo

recently won a “Best in Category
American Academy of Taste. Syzmo is available for sale in over 1500 retail
outlets nationwi d e , including Whole Foods,

Eleven and many more retailers.

For more information about behavioral market research, user-centered
design, and usability testing of enterprise software, consumer or business
electronics, or corporate and e-commerce websites, please contact us at

(512) 474-0004, or by e-mail at info@PerceptiveSciences.com.
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