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How Does a Product
Become “Normal?”

« Normality is Subjective! « Normality is Based on Others!
o Accessible to YOU o Social Proot
o Personal experience - try it! o Relevant (culture, social circles)
o "Worth It" o Exposure

= Product affirms your choices






IMPOSSIBLE FOODS

RWORS! R B T TR RS

: L
kA \;\\“\35‘““

AT
#

v 3 .-
C T S
| —,
] Freetnsds )
CHOLESTEROL

SAVORYGROUND SAUSAGE

Timeline:Research [ /g
SetUp

INTERVIEW FOCUS INSIGHTS & IMPLICATIONS CONSUMER
GUIDELINES GROUPS PERSONAS FEEDBACK
Standardized Questions Expectations: Determinant « Understand « Dining

« Demographics political affiliation, Attributes barriers of Hall

« \Warm-up generation, location a.social adoption Implement

« 3 Probing Questions Reality: Personality, proof « Related ation

generation b. taste Recs
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Interview Questions

WEIRD TO NORMALIZED MARKETING RELATION & IMPOSSIBLE FOODS
SOCIAL PROOF

Normalized products Memorable advertisment Alt meat options

Grocery shopping process Effectiveness \What comes to mind?
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Interviewees

Political Affiliation

Independent

5.3%

Conservative

26 20/
NOt—AfflIIatEd S0.0%0
31.6%

Liberal

26.3%

Age/Generation

Gen X

26.3%




Key Findings
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INSIGHT #1

it StartsatHome

- Family & Parental

Social Proof

o Wonder Bread - routine> active
choice
o Meat alternatives - trust
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INSIGHT #1

It Starts with

« Social Norms & Environment

o Friends — Willingnhess to try new food
o General Population — Apple Products

« Product = normal IF used frequently
o Does not necessarily need to be by YOU

Environment
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Implications

BROADEN LATITUDES GOAL

« Convenience! « Get into
o Easy access consideration set
> Low/no commitment . Behavior -
o Low mental barrier attitude shift
« Build trust - lifestyle
choices
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}I . Latitudes of Acceptance

« Social proof
« Consideration set

2 . Default Bias
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Target Consumer
Working Parent

BEHAVIORS BARRIERS VWHY THIS CONSUMER?
« Routine-based « Default to familiar « Mass exposure (low risk)

N env. cues foods « Potential to bring it home
« Convenience « Concern about

« Social norms wasting time/money
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Recommendation

WORK EVENTS & CAFETERIAS

« Everyday setting
« Convenience (at work!)
« Social Proof — eat with coworkers
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INSIGHT #2

See (Taste) tto
Believe it

« Determinant attributes =
no/minimal cost of trial
« Sampling & Gifting - Low risk
o "Worth it”"
= Airpods & Sephora
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BARRIERS OF ENTRY

« Price
. Convenience/Accessibility

PRICE

« Cognitive barrier

TRIAL FATIGUE

. Can't just be a sample, needs to be integrated
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}I . Determinant Attribute 2 . |l atitudes ot

- No/low cost of trial (Loss Aversion) Acceptance

« Taste

« Barriers of entry

iy = 2
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Target Consumer
College Students

BEHAVIORS BARRIERS VWHY THIS CONSUMER?
« Prone to trying « Price sensitive = « Newly Independent
new foods increase loss « Experiential > Brand loyalty
« Env/Peer aversion « Potential for loyal consumer base

influence « Low Effort



IMPOSSIBLE FOODS 2025

Recommendation

UCDAVIS

UNIVERSITY OF CALIFORNIA, D2

DINING HALL PARTNERSHIPS PILOT IMPLEMENTATION CONSUMER FEEDBACK
. College Dining Hall Partnerships « UC Davis (pilot) « UCB — 3/4 pro, 1/4 anti
o Win-win-win for colleges, e Liberal arts colleges o IF at dining halls, wouldn't
dining halls. and students buy as a grocery

o NOT a replacment

« UCSC — 4/4 pro
o Quality of food/healthier
o Sustainability
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Final Words
g MV

ILIAN. g

NORMALIZATION IS DRIVEN BY EXPOSURE,
EXPERIENCE, AND ENVIRONMENT
. Don't reject, they deprioritize it; not apart of everyday
routine
o Trusted + risk free environment

FASTEST PATH IS CHANGING CONTEXTS, NOT MIINDS

MIsSE




Thankyou
for listening!
Questions?
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Insight 1- Health

« Concious of labels and macros>>
« Protein obsessed
« Fear of processed foods; desires freshness
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Persona-
Health/Fithess Gurus

MINDSET

« health = investment
« Knows what they like
« Credible experts > influencers

BEHAVIORS

« Giym goers, runners, active individuals

« Premium health products >>

BARRIERS

« Skeptical of "miracle marketing”
« Concern of protein
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. Determinant attributes - ingredients
&N macros
. Lattitudes of acceptance - product

info, legitamacy
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FUNCTIONAL/HEALTH MIOTIVATION

« Override taste and category resistance
« Credibility>>

UNIVERSITY OF MIAINE CONSUMER STUDY, 2021

Kombucha study: "Despite two-thirds of consumers initially
disliking kombucha's taste, 66% continued consumption
due to perceived probiotic benefits”

KEY BARRIERS

« Reduce behavorial friction
« New: Functional, routine compatible food

Implications

—
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Recommendation
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COMMUNITY BASED EVENTS ATHELETE LED SOCIAL PROOF
« Build functional credibility « Robin Arzon and Alex
o Sponsoring run clubs Touissant - non vegetarians
o Peer to peer social proof o Reduces percieved identity

threat



Extra Clips




