


A I - D R I V E N  C O N S U M E R  B E H AV I O R  M O D E L

Razi Imam



What is an Insight?
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An Insight 
is the process of finding

David in your Data
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500,000
Comments are posted every 60s
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1.8 BILLION
Pictures posted every 24 hours

2.9 MILLION
Blogs are updated every 24 hours

2 MILLION
Articles are posted every 24 hours



What and why are they 
buying?
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Where do they spend their 
discretionary $$$?

What and when are they 
eating?

What are their lifestyles? What life-hacks are they 
using?

How are they making 
decisions?



Insights in the Data
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Given the growth of Natural Language Processing and Artificial Intelligence technologies it is now possible to 
study large volumes of consumer conversations in digital media, which includes major social media sites, blogs, 
forums, news, reviews, and image sharing sites. 

1. What are the current and emerging consumption behaviors of consumers?
2. When, where, and how are these consumption behaviors permissible?
3. What are the deliberate and non-deliberate behaviors of food consumption?
4. What are the current and emerging retail points where consumers prefer to shop?
5. What kind of new recipes and ingredients are consumers sharing and why?
6. What habits and rituals of food consumption emerging in the digital data?
7. Are their new consumer segments that are emerging that are important?
8. Are their other products in other industries that are gaining traction?
9. What are consumers looking to consume in different demand moments?
10. Who is the emerging competition in a category?

Consumers are sharing their life behaviors, which would lead to getting answers to such questions:



Anatomy of an Insight

INNOVATION
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What do you see?



Frozen Meal category 
is on a massive decline! 

Over 15% year after year since 2013
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When we ran our AI Jacquard Loom 
process on the data we found some very 

interesting and powerful consumer 
behaviors and emotions
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113 – AI Jacquard Loom



The relationship between consumers and frozen meals is 
broken. 

Broken Relationship



David was in the Data
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What were consumers doing to 
compensate in this category
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Compensating Behaviors
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113 – AI Jacquard Loom



Rebuild the relationship between consumers and frozen 
meals.

Rebuild Relationship



David was in the Data
Insight was to go indulgent, move away 

from diet, calories, and build product that 
appeals to higher quality taste 
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Opportunities Workshop



Smart Ones Sophistications®



For dishes with sweet and spicy flavors, such as Smart Ones 
Teriyaki Chicken & Vegetables, Off-Dry Riesling is a perfect 
complement. 

Smart Ones – Jackie Series®



Generated $100M in new revenues
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“113’s research helped build the foundation 
insight about broken relationship of consumers 
with frozen meals. Smart Made and Devour 
were directly inspired by these insights.”
– Andrew Theil, Senior Brand Manager, R&D Frozen Meals, Kraft Heinz
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Insights Architecture



Who should you be paying 
attention to in the competitive 

landscape and why? 

How do your behavioral segments 
rank against purchasing, 

adoption, brand loyalty? What 
specific behaviors are actually 
driving these engagements? 

How do the data points relate to 
one another in ways that have a 

significant impact on your 
category? Does this challenge 
how the category is currently 

approaching these? 
(i.e. Is the category talking to consumers 

about their needs?)

What would end up changing the 
category landscape? 

(i.e. Innovate new product, change brand 
positioning, innovate new marketing, 

innovate a new benefit)

Based on behavior and/or IBM 
Watson psychology, which 

consumers should you focus on 
targeting and which should you 

avoid? 
How should you speak to them?

What are the key attributes of the 
consumer's personality that you 

should focus on and which 
should you avoid?

How far is the your existing 
product/service/message from 
being able to drive increased 

sales/awareness with their target? 
How/what can you evolve in order 

to drive key results?
(i.e. Change in packaging, new messaging, 

evolving the brand positioning)

Anatomy of an Insight



Who should you be paying attention to in the competitive landscape and why? 1
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Compared consumer 
perceptions and use 
cases of beauty care 

brands in a saturated 
market



How do your behavioral segments rank against purchasing, adoption, brand 
loyalty? What specific behaviors are actually driving these engagements?  2
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CATEGORY CONSUMER TYPE # DESCRIPTION

PLANNED 
CONSUMERS

HEALTH CONSCIOUS 22,943 Consumers who lead a healthy lifestyle without trying to lose weight and focus on 
having treats in moderation or healthy alternatives

FLAVOR CHASER 22,024 Consumers who always seek a specific flavor, regardless of the form in which it is 
consumed

FOODIE 15,174 Consumers who are adventurous with their food choices and always looking for 
new creations

LABEL SEEKERS 10,419 Consumers who have dietary lifestyles and restrictions that require them to look 
out treats that fit their needs

DIETER 9,776 Consumers actively looking to restrict calories and lose weight

EVENING SNACKERS 8,210 Consumers who consistently eat a treat after dinner or before bed

MACRO 6,815 Fitness-focused consumers who are looking to add beneficial nutrients to all of 
their treats

BOTH

EVERYDAY EATER 8,958 Consumers who casually eat a treat every day without any specific routine to 
when or what they have

RANDOM INDULGER 6,299 Consumers who will eat a treat once in a while when a craving hits, but have no 
consistent routine with treats 

OVER INDULGER 2,913 Consumers who can’t resist treats and eat large quantities in one sitting

UNPLANNED
CONSUMERS ACCESS INDULGER 37,078 Consumers who will eat a treat if it is easily available to them, but don’t often seek 

one out

Created categories 
and subcategories 

of consumers in the 
confectionary space 
to understand deep 

motivations



Based on behavior and/or IBM Watson psychology, which consumers should you 
focus on targeting and which should you avoid? How should you speak to them? 3
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Group 1 Group 2

Theme

Uninhibited Pattern
"Why is there an aesthetic-benefit-based need for this 

product?"
- Play up the fun and newness in form - clear descriptors of 

how the new form feels during use
- Experience of adding it to their routine + ease of use

Insecure Pattern

Content

Insecure Pattern Uninhibited Pattern

Brand 
Voice

Open-Minded Pattern
"Fun, flirty, personal”

Open-Minded Pattern

Created tactical 
strategies for the 

marketing campaigns 
of an oral care product 

to target different 
audiences



What are the key attributes of the consumer's personality that you should 
focus on and which should you avoid? 
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O      C      E      A      N
Openness               Conscientiousness           Extraversion              Agreeableness                Neuroticism

Not Significantly 
High or LowModerately High

Low Low Low

• BOLD
• IMAGINATIVE
• CARE-FREE

• SEEK NEW EXPERIENCES
• LEADER
• EXCITEMENT-SEEKING
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Understood the key psyches that drive consumers to choose one lip balm 
brand over another  

Personality 
traits to 

appeal to 
consumers



How far is the your existing product/service/message from being able to drive increased 
sales/awareness with their target? How/what can you evolve in order to drive key results?

(i.e. Change in packaging, new messaging, evolving the brand positioning)
5

34

Compared and contrasted 
different elements of an 

oral care company’s existing 
products to create the blue 
ocean for a new innovation



How do the data points relate to one another in ways that have a significant impact on your 
category? Does this challenge how the category is currently approaching these? 

(i.e. Is the category talking to consumers about their needs?)
6
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Connected the journey of 
looking for a job to 

candidate’s top fears 
during the process to help 

recruiters best 
communicate to alleviate 

these  



What would end up changing the category landscape? 
(i.e. Innovate new product, change brand positioning, innovate new marketing, innovate a new benefit) 
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Understand the key 
attributes of products 
that satisfy the same 
demand moment for 
consumers in order to 

innovate the 
confectionary space 



How do we do this?
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Personality Insights 
Watson Engine

Professional
Reviews

Consumer
Reviews

Blogs

150 MM
blogs

News

55,000
sites

Forums

5 MM
forums

Tumblr

217 MM
blogs

Twitter

302 MM
MAU

Social Networks

Billions of Users

Jacquard Loom –
Consumer Behavior Models

Image Processing 
Engine

113 Analysts

7 DIMENSION
CONSUMER 
BEHAVIOR 

MODEL

1
2

3
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Online and social data is inherently “dirty” and noisy.  We utilize a multi-step process to improve the signal-
to-noise ratio by cleaning up as much of the non-relevant data as possible.

Cleaning done by technology
Phase 1: To setup the project, we specify terms, phrases and language from our experience of having 
executed hundreds of projects. We also filter out domains, and phrases language that we have tested and 
found to be non-consumer generated content (e.g. promotional, news, financials etc.) in the social space. 
Think of this as cross-industry and/or category wide tuning.

Cleaning done by data analysts

Phase 2:  After the initial setup, we interactively sift through and eliminate additional irrelevant or non-
consumer generated content (including bots, blog posts that are actually advertisements, authors that are 
paid influencers etc.). Think of this as project specific tuning to refine and hone in on data of interest.

Even after this cleanup, the dataset may contain data that is not actually relevant. Our analysts are trained to 
identify and filter out such data items while performing the analysis of patterns emerging from our tools. 
• For example, the comment “Nah son, I’m eating tons of protein since I’m at the gym so much,” 
is still in the data set due to the key words, “son” and “protein” and is a genuine consumer-generated 
content item. However, it is not relevant if we are trying to understand children’s consumption of protein. 

The Data Cleaning Process
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We use IBM Watson and our own NLP, Image Analysis and Machine Learning 
technologies to create models and extract patterns from the data, the what. These 
include product attributes, day parts, competitor products, demand moments, 
language descriptors, brand preferences, personality traits, values and needs.

THE HOW:

TH
E 

W
H

AT
TH

E 
W

H
Y

113 Industries Technology and Insights Process
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After the insights and opportunities have been shared through two deliverables, we work together 
with the client to determine how to implement the findings into messaging, innovation, marketing, 
branding, etc. as determined by their existing goals

DATA ACQUIRED THROUGH NETBASE
Using Netbase's NLP technology, we gather all of the data available in 
the public domain, including social media platforms like Facebook, 
Twitter, Instagram, as well as blogs, forums, and customer reviews. 

Jacquard Loom: 
113’s proprietary technology process

ARTIFICIAL INTELLIGENCE TOOLS

113 Strategy team

HUMAN ANALYSIS
Once the patterns have been uncovered, our strategy team begins to understand the 
relationships behind the patterns, the motivations behind the observed behavior, and why
these patterns matter—both for the client and the category.

CBM

1
2

3
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Thank You
Razi Imam –

razii@113industries.com
Q&A
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