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About This Report

This research insights report documents the methodology, findings, and process recommendations
developed through SociolLogic's synthetic persona research platform. Findings represent hypotheses
based on Al-generated persona responses and should be validated through additional research before

implementation.
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RESEARCH METHODOLOGY NOTICE

Please read and understand the following important information about the nature of synthetic
persona research before reviewing this report.

a This Is an lllustrative Scenario
This document presents a hypothetical case study created to demonstrate SocioLogic's research
methodology and reporting capabilities. The company "GreenLeaf Foods," its executives, testimonials,
and business outcomes are fictional examples designed for educational and demonstration purposes.
They do not represent an actual client engagement.

Synthetic Personas Are Al-Generated

All personas in this report are artificially generated using Al models. They do not represent actual
customers, real interviews, or verified market data. They are simulations based on demographic and
psychographic modeling.

Findings Are Hypotheses, Not Facts

The insights and patterns identified in this research represent hypotheses requiring validation. They
should be treated as starting points for further investigation, not as proven conclusions.

Recommendations Are Suggestions

Process recommendations are based on patterns observed in synthetic persona responses. They are
suggestions for consideration, not prescriptions. Actual effectiveness depends on implementation,
context, and numerous other factors.

Observed Metrics Show Correlation, Not Causation

Any metrics reported in the appendix represent observations that coincided with process changes.
Multiple factors contribute to business outcomes, and direct causation cannot be established through
this research alone.

By continuing to read this report, you acknowledge that you understand the limitations of synthetic persona
research and will interpret findings accordingly.
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Executive Summary

GreenLeaf Foods, operating in the Consumer Packaged Goods industry, en-
gaged SociolLogic to conduct synthetic persona research addressing key busi-
ness challenges. Research indicated several areas for process improvement,
with personas consistently mentioning specific friction points. Patterns sug-
gested opportunities for enhanced customer experience through targeted in-
terventions.

Key Research Themes

Convenience Trumped 'Organic' Messaging: Personas consistently mentioned this as a key factor in
their decision-making process.

Smaller Pack Sizes, Higher Frequency: Personas consistently mentioned this as a key factor in their
decision-making process.

Local Retailer Preference: Personas consistently mentioned this as a key factor in their decision-mak-
ing process.

Research Parameters

SYNTHETIC INTERVIEWS PERSONA TYPES

100 15

RESEARCH DURATION INDUSTRY FOCUS

Minutes Consumer Packaged Goods
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The Challenge

Failed Urban Market Expansion

GreenLeaf Foods, a regional organic snack brand with strong suburban sales, attempted to expand into
major urban markets in 2023. Despite investing $1.8M in the initial launch, the expansion failed within
6 months. Urban consumers weren't responding to the same messaging and product positioning that

worked in suburban markets. Before attempting a second expansion, GreenLeaf needed to understand

urban consumer psychology—without risking another expensive failure.

Pain Points Identified

Previous $1.8M urban expansion failed within 6 months
Suburban messaging didn't resonate with urban consumers
Limited budget for traditional urban focus groups ($150K+)
Needed insights across 5 major metro areas simultaneously

Time pressure: seasonal product launch window closing

The Approach

Comprehensive Urban Consumer Research

GreenLeaf partnered with SociolLogic to deeply understand urban consumer preferences before their

relaunch. Instead of expensive in-person focus groups across 5 cities, they conducted synthetic persona

research representing diverse urban demographics--from health-conscious millennials to busy profes-
sional parents to budget-conscious Gen Z consumers.

Research Steps

1.

2.

Created 15 urban consumer persona archetypes across 5 metros
Conducted 100 in-depth synthetic interviews on purchase behavior
Tested 8 different positioning and messaging concepts

Analyzed price sensitivity across income brackets

Identified optimal retail channel strategy per segment
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Research Methodology

Consumer behavior research combining purchase journey mapping, message testing, and price
sensitivity analysis across diverse urban demographic segments.

Research Parameters

TOTAL INTERVIEWS PERSONA ARCHETYPES

100 15

RESEARCH DURATION AVG. PER PERSONA

Minutes 7

Persona Segments

Health-Conscious Millennials Busy Professional Parents Budget-Conscious Gen Z Fitness Enthusiasts
Eco-Conscious Urbanites
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Participant Profiles

Demographic Overview

Research participants represented five urban consumer segments across major metropolitan areas:
health-conscious millennials (30%), busy professional parents (20%), budget-conscious Gen Z (20%),
fitness enthusiasts (17%), and eco-conscious urbanites (13%). Geographic distribution spanned NYC, LA,
Chicago, Seattle, and Austin.

Participant Archetypes

0 The Convenience Seeker

Urban professionals who prioritize ease and portability over all other factors. They shop frequently,
in small quantities, and value grab-and-go formats.

Time-strapped Commuter lifestyle Impulse buyer Brand-flexible

Personas: Maya Johnson, David Park

Will choose a less-healthy option if it's more convenient than a healthier alternative.

a The Skeptical Health Nut

Health-conscious consumers who are wary of marketing claims. They read labels carefully and
distrust 'natural' or 'organic' claims without proof.

Label-reader Research-driven Marketing-skeptical Ingredient-focused

Personas: Aaliyah Thompson, Chris Kim

Farm-to-table messaging creates suspicion in urban markets—where exactly is this farm?

e The Local Loyalist

Urban consumers who prefer neighborhood retailers over big chains. They value relationships with
local shopkeepers and community-focused businesses.

Community-oriented Relationship-driven Anti-chain Neighborhood-focused

Personas: Marcus Chen, Sofia Rodriguez

Will never see a product that only exists in big-box stores—they simply don't shop there.
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Key Findings

Through comprehensive synthetic persona interviews, the following critical insights emerged that directly
informed GreenlLeaf Foods's strategic decisions:

Finding #1
Convenience Trumped 'Organic' Messaging

Urban personas consistently prioritized convenience and portability over 'organic' and 'natural’
claims. The rural-focused 'farm-to-table' messaging that worked in suburbs actually created
skepticism among urban consumers who questioned supply chain authenticity.

Impact: Repositioned brand around 'clean energy for city life’

Finding #2
Smaller Pack Sizes, Higher Frequency

Urban consumers in smaller apartments preferred single-serve and 2-pack options over fami-
ly-size bags. They shopped more frequently and valued grab-and-go formats for their commutes.

Impact: Launched urban-exclusive single-serve SKUs

Finding #3
Local Retailer Preference

Despite national grocery chain presence, urban personas showed strong preference for neighbor-
hood bodegas, specialty grocers, and office building cafeterias. Mass-market placement alone
wouldn't capture the urban market.

Impact: Developed specialty retail and foodservice distribution strategy
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Thematic Analysis

The following themes emerged from analysis of interview responses. Each theme represents a pattern
identified across multiple participants, with supporting quotes from synthetic personas.

Messaging Disconnect 58%

The 'farm-to-table' and 'organic' messaging that resonated in suburban markets created skepticism
among urban consumers who questioned authenticity and supply chain claims.

PERSONA RESPONSE AlI-GENERATED

"Farm-fresh doesn't mean much to me—I want to know it's not full of garbage
ingredients."

Maya Johnson

This perspective was generated by a synthetic persona and represents a simulated viewpoint.

PERSONA RESPONSE Al-GENERATED

"When | see 'organic' | think 'expensive' not 'healthy"."

Chris Kim

This perspective was generated by a synthetic persona and represents a simulated viewpoint.

Related: Trust Barriers Price Perception
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Format Mismatch 45%

Family-sized packaging designed for suburban pantries didn't fit urban lifestyles. Consumers wanted
single-serve, portable options for commutes and small apartments.

PERSONA RESPONSE

“I'm not going to carry around a giant bag on the subway."

Maya Johnson

This perspective was generated by a synthetic persona and represents a simulated viewpoint.

PERSONA RESPONSE

"My apartment kitchen has maybe 2 square feet of counter space."

David Park

This perspective was generated by a synthetic persona and represents a simulated viewpoint.

Related:  Convenience Priority Urban Living Constraints
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Channel Blindspot 42%

Focus on national grocery chains missed where urban consumers actually shop—corner stores,
bodegas, office cafeterias, and specialty grocers.

PERSONA RESPONSE

"I literally never go to the big grocery store—parking is a nightmare."

David Park

This perspective was generated by a synthetic persona and represents a simulated viewpoint.

PERSONA RESPONSE

"I buy snacks at the coffee shop downstairs from my office."

Aaliyah Thompson

This perspective was generated by a synthetic persona and represents a simulated viewpoint.

Related:  Retail Strategy Local Preference
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Sentiment Deep Dive

Sentiment by Question

Q1: What messaging resonates with urban consumers vs suburban?

Positive D 20%
Negative D 52%
Neutral D 18%
Mixed L) 10%

Q2: What package sizes and formats do urban consumers prefer?

Positive D 35%
Negative ¢ ] 40%
Neutral D 15%
Mixed o 10%

Q3: Which retail channels do urban consumers frequent?

Positive D 28%
Negative D 45%
Neutral L ] 17%
Mixed L) 10%

Q4: How do urban consumers perceive 'organic' and 'natural' claims?

Positive D 22%
Negative D 48%
Neutral D 20%
Mixed L] 10%

Sentiment by Participant Segment

Health-Conscious Millennials
30% positive | 45% negative

Busy Professional Parents
25% positive | 50% negative m
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Budget-Conscious Gen Z
20% positive | 55% negative m

Fitness Enthusiasts
35% positive | 40% negative
Eco-Conscious Urbanites m
28% positive | 47% negative

Urban consumers showed consistent negative sentiment toward sub-
urban-focused messaging and packaging. The strongest hegative re-
sponses came from Gen Z and professional parent segments, who pri-
oritized convenience and authenticity over traditional organic claims.

é Generated by SocioLogic.ai | Confidential CONFIDENTIAL Page 12 of 20



Simulated Consumer Perspectives

The following perspectives were generated by Al-powered synthetic personas during research interviews.
These represent simulated viewpoints based on demographic and psychographic modeling:

PERSONA TYPE: HEALTH-CONSCIOUS MILLENNIAL Al-GENERATED

“I want healthy snacks, but I'm not going to carry around a giant bag on the subway. Give
me something | can throw in my purse and eat at my desk. And honestly, 'farm-fresh'
doesn't mean much to me—I want to know it's not full of garbage ingredients.”

Maya 28 | Marketing Coordinator | Brooklyn, NY
ON PACKAGING AND MESSAGING PREFERENCES

This perspective was generated by a synthetic persona and represents a simulated viewpoint, not an actual customer.

PERSONA TYPE: BUSY PROFESSIONAL Al-GENERATED

“I buy snacks at the coffee shop downstairs from my office or the corner store by my
apartment. | literally never go to the big grocery store in my neighborhood—parking is a
nightmare and I'd rather just grab things as | need them.”

David 35 | Software Engineer | Seattle, WA
ON RETAIL CHANNEL PREFERENCES

This perspective was generated by a synthetic persona and represents a simulated viewpoint, not an actual customer.

PERSONA TYPE: FITNESS ENTHUSIAST Al-GENERATED

“Between training clients and my own workouts, | need snacks that actually give me
energy, not just empty calories with a 'natural’ label slapped on. Tell me the protein
content, tell me it'll fuel my afternoon—that's what | care about.”

Aaliyah 31| Fitness Instructor | Los Angeles, CA
ON NUTRITIONAL MESSAGING

This perspective was generated by a synthetic persona and represents a simulated viewpoint, not an actual customer.
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Strategic Process Recommendations

Based on patterns identified during research, the following process changes are recommended for con-
sideration. These recommendations are hypotheses informed by synthetic persona feedback and should
be validated before full implementation:

a Recommendation HIGH PRIORITY

Convenience Trumped 'Organic' Messaging

RATIONALE

Urban personas consistently prioritized convenience and portability over 'organic' and 'natural' claims.
The rural-focused 'farm-to-table' messaging that worked in suburbs actually created skepticism among
urban consumers who questioned supply chain authenticity.

POTENTIAL OUTCOME
Repositioned brand around 'clean energy for city life'

a Recommendation

Smaller Pack Sizes, Higher Frequency

RATIONALE
Urban consumers in smaller apartments preferred single-serve and 2-pack options over family-size bags.
They shopped more frequently and valued grab-and-go formats for their commutes.

POTENTIAL OUTCOME
Launched urban-exclusive single-serve SKUs
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e Recommendation MEDIUM PRIORITY

Local Retailer Preference

RATIONALE

Despite national grocery chain presence, urban personas showed strong preference for neighborhood
bodegas, specialty grocers, and office building cafeterias. Mass-market placement alone wouldn't cap-
ture the urban market.

POTENTIAL OUTCOME
Developed specialty retail and foodservice distribution strategy

Implementation Priority

Recommendations are ordered by priority level. We suggest validating the first recommendation through A/B
testing or pilot programs before full rollout.
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Implementation Guidance

The following guidance is provided for organizations considering implementation of the recommended
process changes. All recommendations should be treated as hypotheses requiring validation.

Validation Approach

Before implementing any recommendation at scale, consider:

e Conduct small-scale pilot tests with real customers

» Use A/B testing to measure actual impact

» Gather direct customer feedback on proposed changes
» Monitor key metrics for unintended consequences

o |terate based on empirical results

Suggested Timeline

Week 1-2 Review findings with stakeholders
Week 3-4 Design validation experiments
Week 5-8 Run pilot tests

Week 9-10  Analyze results and iterate

Week 11+ Scale successful interventions

Important Reminder

Synthetic persona research generates hypotheses, not certainties. The value lies in rapidly identifying potential
areas forimprovement, not in providing definitive answers. Real-world validation is essential before committing
significant resources to any recommendation.
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Question-by-Question Analysis

Individual analysis of each research question, including sentiment assessment and key themes identified
in persona responses.
Q1 What messaging resonates with urban consumers vs suburban?

@ Negative

Urban personas rejected farm-to-table and rural authenticity messaging as irrelevant or suspicious. They responded
better to functional claims about ingredients, energy, and convenience.

Messaging Disconnect Urban Identity Authenticity Concerns

Q2 What package sizes and formats do urban consumers prefer?

® Mixed

Strong preference for single-serve and 2-pack options emerged across all segments. Family-size packaging was seen
as impractical for small apartments and commuter lifestyles.

Format Preference Portability Urban Living

Q3 Which retail channels do urban consumers frequent?

@ Negative

Corner stores, bodegas, office cafeterias, and specialty grocers dominated. National grocery chains were rarely visited
due to parking, distance, and time constraints.

Channel Strategy Convenience Local Retail

Q4 How do urban consumers perceive 'organic' and 'natural' claims?

@ Negative
High skepticism toward organic and natural claims. Urban consumers associated these terms with premium pricing

rather than health benefits, preferring specific ingredient information.

Trust Barriers Price Perception Label Skepticism
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Conclusion

GreenLeaf Foods's engagement with SociolLogic illustrates the application of synthetic persona research
for generating process recommendations. By conducting 100 synthetic interviews across 15 distinct
persona archetypes in Minutes, the research identified patterns and themes that informed subsequent
process changes.

The research process generated hypotheses and recommendations thatGreenLeaf Foods used to inform
strategic decisions. The detailed campaign inputs used for this research are documented in Appendix A.

Key value of this research approach included rapid hypothesis generation, identification of potential friction
points, and development of process recommendations based on simulated consumer perspectives. These
findings served as a starting point for further validation and implementation.

About SociolLogic

SociolLogic enables organizations to conduct exploratory market research using the SocioLogic Stochastic
Simulation Engine v2.0. Our platform generates consumer archetypes based on demographic and psycho-
graphic modeling, allowing researchers to rapidly generate hypotheses and identify potential patterns for
further validation.

Synthetic persona research is designed to complement, not replace, traditional research methods. Findings
should be treated as hypotheses requiring validation through real customer feedback, A/B testing, or other
empirical methods.

Important Note: This report presents research findings and process recommendations based on synthetic persona interviews.
All personas are Al-generated and do not represent actual customers. Observed metrics show correlation, not proven causa-
tion. Actual outcomes depend on implementation quality, market conditions, and numerous other factors. Recommendations
should be validated through additional research before implementation.
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I APPENDIX A: CAMPAIGN INPUTS

The following inputs were used to configure the synthetic persona research campaign for GreenLeaf

Foods:

CAMPAIGN OBJECTIVE

Understand urban consumer preferences and develop positioning recommendations for market

re-entry strategy

TARGET AUDIENCE BRIEF

Urban consumers across 5 major metropolitan areas interested in healthy snack options

RESEARCH QUESTIONS (4)

—

SO

PERSONA DISTRIBUTION

Health-Conscious Millennials
Busy Professional Parents
Budget-Conscious Gen Z
Fitness Enthusiasts

Eco-Conscious Urbanites

Total Interviews
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What messaging resonates with urban consumers vs suburban consumers?
What package sizes and formats do urban consumers prefer?
Which retail channels do urban consumers frequent for snack purchases?

How do urban consumers perceive 'organic' and 'natural’ claims?
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INTERVIEW PROTOCOL SUMMARY

Each synthetic persona participated in a structured interview exploring their experiences, pain
points, decision-making factors, and preferences related to the research objectives. Interviews were
conducted using natural language conversation with follow-up questions based on initial responses.

Note: These inputs define the parameters for synthetic persona generation and research scope. The quality
and relevance of findings depend on how accurately these inputs represent the target audience and research
objectives.

é Generated by SocioLogic.ai | Confidential CONFIDENTIAL Page 20 of 20



	Cover
	Table of Contents
	Research Methodology Notice
	Executive Summary
	Business Challenge
	Methodology
	Participant Profiles
	Key Findings
	Thematic Analysis
	Sentiment Deep Dive
	Simulated Consumer Perspectives
	Recommendations
	Implementation Guidance
	Question Analysis
	Conclusion
	Appendix A: Campaign Inputs

