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Concept testing is an efficient way to measure consumers' initial reactions to new product ideas or new strategic positions for an existing brand.  Decisions to proceed with further marketing plans should be based on an assessment of business opportunities.  Accordingly, a concept evaluation system should be thorough and provide an accurate trial estimate rather than a score compared to norms.  All Nelson Research concept tests provide a trial estimate.

A.
Nelson Research Trial Estimate

Our trial estimate is based on a combination measure of buying interest and perception of your product providing an advantage over other currently available brands (or similar products).

Our validation experience includes:

SYMBOL 183 \f "Symbol" \s 10 \h
Matching trial estimates provided for one of our clients by a leading laboratory test syndicated service.



-
5 case studies -- three in the pharmaceutical area, one for an indulgence product and one for women’s apparel

SYMBOL 183 \f "Symbol" \s 10 \h
A trial estimate for a health care product within 3 percentage points of the brand's actual test market trial level.

SYMBOL 183 \f "Symbol" \s 10 \h
A trial estimate for a beverage product within 1% point of a brand's trial level in one of our concept tests.  We compared our trial estimate based on concept exposure in markets where the brand was not available to the per cent claiming to have tried the brand in markets where the brand was available.

	A particular analytical advantage of our system is that persuaded con​sumers are identified as respondents rather than reported as an abstract statistical estimate.  Accordingly, our "triers" can be totally analyzed via simple cross-tabs or sophisticated multivariate processes to learn a lot about "what makes them tick".
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Many researchers have norms and/or rules of thumb for concept per​formance expectation.  We prefer thinking in terms of "action standards" rather than norms, since product categories differ in size (dollar volume) and opportunity (degree of brand vulnerability).  Action standards are developed by determining the trial level required to yield a dollar volume objective.

SYMBOL 183 \f "Symbol" \s 10 \h
Assuming the actual product, once developed, delivers its promise and generates a successful re-purchase rate.




-
Volume boundaries can be extrapolated assuming best case and least case scenarios, based on corporate product testing experience.  Average level purchase rate for the category applied to various assumptions of trier acceptors and trier rejecters can reveal green, yellow or red light signals prior to developing and testing the product.




-
In cases where product is available, a more accurate portrayal of potential volume can be provided, based on satisfaction after usage and usage practices reported in the home usage phase.

SYMBOL 183 \f "Symbol" \s 10 \h
Factoring in expected awareness levels, retail pricing and distribution.




-
Awareness levels are provided by a model using planned spending scenarios as input.




-
Distribution assumptions and pricing are provided by the client.

Many Nelson Research clients make efficient use of concept screening techniques ranging from large sample mail panels to accommodate a very large number of “cells” to qualitative processes married with a heavy dose of judgment.  Nelson Research tends to favor the trade-off of a small sample, personally administrated interview to accommodate a heavy dosage of diagnostics.  Concept screening should not, in our opinion, be a post mortem at the mercy of statistical significance.  

Once final concepts have been developed, it is vital to understand who the probable triers are, how many of them there are and to assess the degree to which the intended benefits (the benefit underlying the concept) aroused interest in the product.  Knowledge helps make something good even better and increases the probability of future success.

B.
Nelson Research Diagnostics

1.
Combining insights from several parts of a data table

Valuable diagnostics are not necessarily the result of asking a lot of questions.  Insights are derived by interrelating data.

A popular procedure for learning which attributes motivate trial interest is to cross-tabulate attribute ratings by persuaded vs. non-persuaded respondents.  In Nelson Research studies persuaded respondents are those who express interest in buying and perceive a competitive advantage.  But an additional perspective is gained when this analysis is combined with how well, in total, the product described by the concept is rated.  Ratings by total sample tell us which benefits were conveyed by the concept.
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Motivating Attributes:

Significantly above average

difference between persuaded

consumers and rest of sample.

Effective Communication:

Significantly above average

ratings by TOTAL sample.

You can’t afford to

have one without

the other.


An Example from the Nelson Research Files:  A Household Cleaning Product

One table shows the two areas of information needed to analyze motivating attributes and effective communication.



	ATTRIBUTE RATINGS

[per cent rate top two boxes on five point scale]



	
	
	
	Rest 0f
	

	
	TOTAL
	Persuaded
	Respond's
	Diff

	
	%
	%
	%
	%

	Eliminates scrubbing
	44
	70
	27
	43

	Cuts grease
	67
	92
	51
	41

	Works in one application
	53
	76
	38
	38

	Does not require rinsing
	59
	81
	45
	36

	Eliminates need for other products
	53
	71
	41
	30

	Removes all kinds of spills
	43
	61
	31
	30

	Does not leave a residue
	58
	75
	47
	28

	Removes all types of stains
	31
	48
	20
	28

	Does not streak
	44
	61
	33
	28

	Disinfects
	73
	85
	65
	20

	Does not scratch surface
	67
	76
	61
	15

	Removes soap scum
	55
	64
	49
	15

	
	
	
	
	

	Average
	54
	72
	43
	29


The new product concept was highly successful in conveying cuts grease.  Moreover, this attribute was among the most motivating.

There is an opportunity to strengthen communication for eliminating scrubbing.  This attribute was highly motivating, but received significantly below-average ratings by the total sample.

Also, there is room for improvement in conveying works in one application and doesn't require rinsing (these highly motivating attributes received only average ratings by the total sample).

In contrast, does not scratch surfaces and disinfects are communicated very strongly.  But, these attributes do not appear to be very motivating.  Other research has shown that these benefits are expected to be delivered by any new brand in the category.  Promoting these benefits alone will not win new triers.  However, before buying the new brand, the consumer must be convinced that it disinfects and is safe for surfaces.
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2.
Most Often Brand Vulnerability

Nelson Research has developed an additional measure of persuasion -- the degree to which concept exposure induced vulnerability of competitive brands.

Nelson Research employs a constant sum* scale procedure before and after concept exposure.  The brand list includes “new brand” after the concept test portion of the study has been completed.  Or in cases where the test brand already exists, the brand is included in the constant sum question prior to concept exposure.  Accordingly, it is possible to see a “best cases” scenario (the effect on interest in the new brand after being bombarded with “concept and questioning stimuli”).  Nelson Research refers to this as seeing if there are any lights on in the house.  If we do everything right (and manage to attain 100% awareness and distribution), the upside potential could be a XX share of market.
* Respondents are asked to allocate 10 chips among brands in a category -- the more chips given to one brand, the fewer are left over for the other brands.  Nelson Research experience is that per cent of chip allocation correlates very highly with unit share.

	Moreover, a comparison of pre-level brand allocations between concept cells provides a further check on sample matching.
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It is relatively easy to see which brands are most likely to succumb to the charms of the new concept.  The following page shows an example from a recent study (totally masked to protect the innocent).

Vulnerability is measured as the percent of share decay (shift as a percent of the pre-share level).  

· Brand A is the leading brand and stands to potentially lose some share.  

· But Brand D, one of the lesser brands, proves to be especially vulnerable.  



-
A review of Brand D’s recent advertising campaign and the new brand’s attribute ratings revealed that Brand D and the new brand are perceived similarly (in a perceptual map they would occupy a similar space).  Since exposure to the NEW BRAND influenced a relatively pronounced share decay experienced by Brand D, we surmise the NEW BRAND was perceived to be an improvement.

SHARE ALLOCATION
	
	
	
	
	

	
	Pre
	Post
	Shift
	% or Pre

	
	%
	%
	%
	%

	Brand D
	21
	15
	-6
	29

	Brand A
	49
	40
	-9
	18

	Brand B
	15
	14
	-1
	7

	Brand C
	15
	14
	-1
	7

	
	
	
	
	

	NEW BRAND
	NA
	17
	17
	


[image: image6.wmf]
3.
Identifying Possible Problems

We recognize the importance of open-end questions.  We believe in "milking" in addition to probing.  Here is an example of milking:  A double question to get at "latent" negatives.

· What, if anything, do you dislike about _________?

· (If "Nothing", Ask:)  Other people we spoke with did find something they thought they might not like about ____________.  Take another look and tell me what negative they might have noticed.

Analysis of negatives revealed by "milking" are cross-tabulated by purchase interest to learn the degree to which a "possible" negative association inhibits purchase intent.

Since the “milking” really forces attention to very subtle (and likely unimportant) negatives, Nelson Research pays attention only to negatives which correlate with disinterest in the new product.

A concept study for a snack cracker line extension showed enthusiastic response from respondents.  Product attribute ratings were quite favorable, including having the right amount of spiciness.  Volunteered dislikes were sparse.  However, the “aided dislike question” produced a moderately (but not alarmingly) high level of might be too spicy for some people.  Nonetheless “potential spiciness” surfaced as a possible deterrent to trial.  Consumers not interested in buying the new snack believed some people might find it to be too spicy despite high ratings on having the right amount of spiciness on the product attribute question.

AIDED DISLIKES

	
	
	
	
	

	
	Total
	Def/Prob
	Might/
	

	
	Sample
	Will Buy
	Won't Buy
	Neg. Effect

	
	%
	%
	%
	%

	Too spicy for some people
	25
	16
	47
	-31

	Might be too salty
	20
	17
	28
	-11

	Too expensive
	10
	8
	15
	-7

	Wouldn't go as well with other foods
	15
	15
	15
	0


We identified the respondents who said, “some might find the cracker to be too spicy,” and who did not express definite or probable purchase interest.  Based on a short follow-up telephone interview, we learned that although the respondents did not perceive the new product to be too spicy, they feared their children would find the taste a bit too sharp.

Nelson Research concept and concept/home usage tests are cost competitive and far less expensive than STM’s.

[image: image7.wmf]We provide trial estimates

We provide volume estimates

Our results correlate highly with more

expensive models

We provide abundant diagnostics and analyses

to more fully understand marketing opportunities
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VOLUME ESTIMATE WORKSHEET

New Brand

Source

A. Total Adult Women

100,000,000

Census

B. Target

0.55

Client

C. Awareness Level

0.43

Spending  model for new strategy

D. ACV Distribution

0.85

Client

E. Reached level [BxCxD]

0.201025

F. Trial Level

0.42

Nelson Research Concept phase

G. Effective Trial  [ExF]

0.0844305

H. Unit retail  price

1.76

Client

I. Repurchase rate

7.61

Yearly avg units adjusted by repeat purchase % and trier rejector %

J. $/Trier [Hx I]

13.39

K. Triers  [A x G ]

8,443,050

L. Retail  $ [J x K]

$113,053,115

INCREMENTAL OVER CURRENT

$18,553,115

*  Notes

Avg number of units per year is 12

Average # units per year, based on Client tracking

Repeat purchasers =

64%

Nelson Research Repeat Purchaser Estimate

Repurchase rate =

7.61

[.85 * x12 x Repeat purchase %] + [3 x Trier rejector %]

* assumes 15% attrition to other brands or sale merchandise
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