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Following is a summary of a developmental approach to reveal new product/positioning opportunities that has proven to be useful to my clients.  The process is logical.  Each step builds on knowledge collected from the earlier steps.  Some of our analytical approaches are innovative, yet easy to understand.  But our most innovative resource is the people involved.

1.
The first step is a qualitative discovery phase.

Small groups (Triads) are co-moderated by a "creative" person (Nelson Research has a relationship with a Cincinnati-based think tank shop known as CenterBrain) and Ron Nelson, President of Nelson Research.  The process is definitely non-passive.  Each Triad is very focused.  No time-wasting warm-ups.

The process encourages the respondent to build product ideas based on a set of specific guidelines (needs, a priori ideas suggested by you and your teammates, etc.).  My associate, Karen Snowberg sits in the back room with a laptop computer, to record main observations and print notes as stimuli for the next Triad.  Copy is developed between sessions based on all insights by the "team."  It's an iterative process of refinement, adjustment and proliferation.

The Triads (usually 12 done in two days) generate (or confirm) several new product areas.  But more importantly, the discovery phase provides the stimulation for CenterBrain to generate a plethora of ways to position the idea(s) in "headline form."

Nelson and CenterBrain have worked together on many projects requiring Creative input.

2.
The next step is a quantitative procedure to link ideas and arrive at a unified positioning opportunity to be ultimately expressed in concept form.

The "headline test" is based on stimuli usually of two or three sentences -- a main benefit coupled with a supporting benefit.  The approach is certainly not new.  It has been referred to by many names, including "promise testing."  Nelson Research's approach stays faithful to the simplicity of the method -- sorting on purchase interest, uniqueness and credibility.  The most viable promises are defined as the most persuasive of those that are above average in uniqueness and do not arouse high levels of disbelief.

The analytics are straight-forward.  We do a Factor Analysis on promise persuasion to yield common denominators and to see which elements tend to cluster together.  A disguised excerpt from a recent study follows:

Factor 4:  Melting

It melts quickly so the vegetables are not overcooked is the only promise that is both persuasive and unique.

It melts totally so there are no lumps is not perceived to represent a point of difference compared to other brands.  Nor is it especially persuasive (the average range for the indices is from 87 to 113).

It melts evenly so the flavor carries evenly is persuasive.  However, it does not represent a major point of difference.  Further analysis revealed this benefit is adequately provided by other brands.

	
	Unique Index
	Persuasion Index

	FACTOR 4:  Melting
	
	

	Q:  It melts totally so there are no lumps  
	75
	96

	Y:  It melts evenly so the flavor carries evenly
	104
	119

	B:  It melts quickly so the vegetables

     are not overcooked
	130
	121


High correlates with it melts quickly so the vegetables are not overcooked are:



Fresh taste



Can serve quickly



Nutritious (apparently consumers feel that quick cooking means the vitamin and mineral content is protected)

In addition to the "basic" analyses, Nelson Research provides "added value" analyses.

a. Price elasticity

The following excerpt from a recently conducted test shows price elasticity for the most persuasive promises.

CONTINUED INTEREST AT INCREASED PRICE
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b. Overall impact and the effect of individual promises on overall impact

We've also developed an overall measure of persuasion that we use to isolate benefits correlating most highly with interest in the new brand/product.  A by-product of this measure is an analysis of competitive brand vulnerability.

A disguised example follows:

The study included an overall measure of persuasion.  Before the promises were shown, respondents allocated 10 ratings' points among the following three brands to indicate degree of brand preference:



XXX



YYY



ZZZ

After the promise test portion of the study, the same question was repeated, but this time, the new brand was included as a choice.  As can be seen in the following table, the new brand captured a large share of preference based on exposure to the 29 promises.  We realize this is an "inflated measure." Nonetheless, it is useful to compare the shift with previous tests conducted by Nelson Research.  (In one test, we observed only 13% shifting to the new brand.)

SHARE ALLOCATION

[Out Of 100 Rating Points]
	
	
	
	
	

	
	Pre
	Post
	
	

	
	[302]
	[302]
	Shift
	% of Pre

	
	%
	%
	%
	%

	
	
	
	
	

	XXX
	54
	37
	-17
	32

	YYY
	34
	20
	-14
	41

	ZZZ
	12
	7
	-5
	42

	New brand
	NA
	36
	36
	

	
	
	
	
	

	Note: % shift of pre-level provides a measure of vulnerability taking into account size of brand share


A total of 106 (35%) respondents gave the new brand at least 5 rating points.  For purposes of analysis, we defined this segment as highly persuaded.  Accordingly, we compared the purchase interest for each promise among this highly persuaded segment to those who were not persuaded (did not give new brand any preference rating points after the promise test portion).  Promises showing the largest difference in rating and showing above average purchase interest by the total sample, have particularly high Creative leverage.  Based on these criteria, the following emerge as having particularly high potential.


Fast relief so you can get on with your day


While (new brand) is healing (primary symptom), it prevents (corresponding symptom) from getting worse

c. Opportunity Analysis

An additional "added value" battery used by Nelson Research (after the promise test portion of the study) is the rating of the new brand on traditional single minded benefits (e.g., good taste, nutritional, etc.)  Our test includes a room for improvement measure for current brands on these single-minded benefits.  Linking room for improvement with current brands with ratings of the new brand graphically reveals maximum opportunity.  We refer to this as a Want/Get analysis (Want = improvements; Get = perception of the new brand for delivering specific benefits.)  The presentation chart is a three by three grid which is easy to read and quite powerful.  The example which follows on the next page was extracted from a recently completed study with the findings disguised.
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   Benefits not delivered to the degree sought


The next analytical step is to determine which promises are attractive to consumers who give an above-average rating to each single-minded benefit.

As you can see, the analysis is rather intense, but certainly not complicated or arcane.  The results provide very focused direction for Creative development.

The approaches described are very pragmatic and will not demolish your budget.  (The cost for the qualitative and quantitative phase including creative for the promises is less than half the price of a segmentation study.)






















Opportunities are depicted by the shaded cells in the grid.
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