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Methodology

Objective

Fielded

Analysis

Reporting

Validate appeal, comprehension and pricing for a new quick-service breakfast concept ahead of pilot rollout in two CBD locations.

n=480 Australians aged 25-55, weekday commuters, who buy breakfast on-the-go at least 1x per week. Quotas on age, gender and state.

T-minute online survey via the Redge platform. Concept exposed as a 30-second animated mock plus a one-line description.

5 days. Soft launch on Day 1, full quota close on Day 5.

Top-3-box and bottom-3-box on 0-10 scales. Van Westendorp Price Sensitivity Meter on intended purchase price.

Full report delivered within 1 business days of fieldwork close, including verbatim coding and charted readouts.



Scorecard

Appeal Comprehension Believability Brand fit Purchase intent Optimal price

6.8 1.6 1.0 1.0 5.9 $9.50

Above norm (6.4) Concept lands cleanly Mﬂ(_j scepticism on speed Brand has permission Below appeal — barriers to Alzgned to current concept
claim convert price

A green-light concept with one barrier to fix. Brekkii lands cleanly on comprehension (7.6) and brand fit (7.0), with appeal (6.8. The pricing window is
tight and well-aligned ($8-$11; optimum $9.50). The watch-out is purchase intent (5.9) — meaningfully below appeal, driven by scepticism on the 3-minute
speed claim and concern about app friction. Resolving these in launch comms would close most of the appeal-to-intent gap.



Concept Playback

How respondents described the concept (themes, % of respondents)

Quick / fast / convenient

Healthy / protein-packed

Breakfast on-the-go / commuter

App pre-order / no queue

Subscription / value

Vague or non-substantive playback

Don't understand / unclear

The core idea lands. 95% of respondents played the concept back substantively, with speed and health

emerging as the two dominant hooks. The functional 'pre-order on the app' detail is being noticed and
articulated unprompted by 14%.

58%

38%

21%

14%

9%

4%

1%

Selected verbatims

"A faster, healthier alternative to the drive-through coffee

"

"Pre-order on the app and grab it on the way to the train
— that's exactly what I want."

"Like Mecca for breakfast — chef-quality food without the
wait."

"Protein bowls and wraps for under ten bucks? I'd try that
tomorrow."

"I'm a bit sceptical they can really have it ready in three
minutes."



Appeal & Relevance

Overall appeal (Q2)

6.8

12%
Distribution (0-10)

18%
16%

11%
4% 3%

2% 3% 2%

0 1 2 3 4 5 6 1

23%

11%

7%

10

Personal relevance (Q8)

6.5

Distribution (0-10)

0,
4% 2% 4% 3%

B e BN
0 1 2 3

13%

16%

13%

3%

4 5 6

21%

16%

11%
8%



Comprehension & Believability

Comprehension (Q5) Believability (Q17)

MEAN (0-10) MEAN (0-10)

1.6 1.0

9%

The clearest score in the report. The concept is articulating itself without Strong overall, with one watch-out: the 3-minute fulfilment claim drives most
help — comms can lean on simplicity rather than education. of the bottom-3 (8% reject as 'won't be that fast in practice').




Likes & Dislikes

Top dislikes
Speed / convenience (under 3 min) 39% Sceptical about the 3-minute claim . 14%
Healthy / protein-led 21% Price feels too high I 11%
App pre-order / no queue 18% App / pre-order friction I 8%
Price / value 14% Limited variety I 6%
Variety of options 11% Quality concerns I 5%
Subscription / daily-deal option 9% Nothing / no dislikes 28%

Quality / chef-led %

Speed is the hook; speed is also the risk. The 3-minute promise drives both the strongest like (39%) and the loudest dislike (14% sceptical). 28% of respondents could not
articulate any dislike — a strong signal.



Differentiation & Brand Fit

Uniqueness (Q9) Innovation (Q10) Brand fit (Q11)

MEAN (0-10) MEAN (0-10) MEAN (0-10)

9.9 6.2 1.0

16% 13% 1%

The lowest of the three. Functionally similar offers Mid-pack. Respondents recognise the format as Strongest of the three. The brand has clear
exist (smartphone-led pre-order, healthy QSR); the novel for breakfast specifically, but not as 'a new permission to own this territory — half of all
unique combination is implicit but not yet sharply category'. respondents rate it 8+.

claimed.



Purchase Intent & Barriers

Purchase intent (Q12) Top barriers among rejecters (n=104)

Don't trust the 3-minute claim

Already have a breakfast routine

9.9

Distribution (Q12, 0-10)

Price too high for breakfast

22%

16%

Don't want to use another app

15% Limited locations / not near me

13%
11%

9% 89, Not interested in healthy options
8% 5
o 6% 0
I .5 | . ] :
0 1 2 3 4 5 6 1 8 9 10

Convertible mid-tier. Intent (5.9, 28% top-3) trails appeal (6.8) — typical for new QSR concepts. The biggest single barrier is believability of the 3-minute promise (38% of
rejecters), which is fixable in launch comms.



Van Westendorp Price Sensitivity

100%

Pricing readout
Optimal rice (OPP

80% p p ( )
$9.50

60% Indifference price (IDP)
$9.00

40% —~ Lower bound (PMC)
$8.00

A% / Upper bound (PME)
$11.00

0% T T T T T T T T T 1 4 1
$0 $2.50 $5 $7.50 $10 $12.50 $15 $17.50 $20 $22.50 $25 The acceptable price range is $8-$11. The current
concept price ($9.50) sits exactly at the optimum,
Too cheap (would question quality) A bargain meaning a roughly equal share consider it 'too

cheap' as 'too expensive'.

Starting to feel expensive =@=Too expensive — wouldn't buy

Pricing is well-tuned. $9.50 is the optimum and the acceptable window is tight ($8-$11), suggesting limited risk in either premium-positioning or price-led discounting beyond
this band.



Category Context

Knowledge of QSR
breakfast options

1.2

Respondents are highly aware of
the category — Brekkii is
launching into a known,
considered space.

Engagement with
breakfast on-the-go

1.9

An engaged audience: 67% buy
breakfast out at least once per
week, 22% buy 3+ times per
week.

Frequency of buying breakfast on-the-go (per week)

Less than 1x 33%

Openness to a
new QSR brand

5.8

Moderate openness — habit and
routine are the dominant
adoption frictions.

5x+
6%

Top breakfast brands purchased

(last 4 weeks, n=480)

McDonald's

Independent café

Coffee Club

Boost Juice

7-Eleven

Guzman y Gomez

Subway

Mad Mex




Sample Profile

Female

Male I

Household income (Q31)

<$50k 12% $50-80k 22%

51%

49%

25-34

35-44

45-55

28% NSW
35% VIC
37% QLD
WA
SA
Other

$80-120k 30%

33% Metro

28% Regional

19%

9%

8%

3%

$120-180k 22%

18%

22%
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