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BRAND ASSESSMENT

Knowing how consumers perceive your brand compared to other brands can provide insight into
consumer need gaps that can drive innovation and uncover innovation opportunities. To uncover
these unmet needs we combine powerful tools from traditional market research, MaxDiff
(ranking product attribute words from most to least important), and from psychological research,
Implicit Testing (IT), to uncover how brands and products are fulfilling (or not) these needs (need
gaps). The MaxDiff tells us which product attributes and perceptions were most important to
consumers, while the IT told us how the brands performed on these attributes and perceptions.
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PACKAGE ASSESSMENT

When the product is seen on the shelf,
it creates an immediate impression on
the consumer. Perceptions are
communicated and expectations are
established. Therefore it is important to
ensure that these initial impressions are
communicated correctly. We assessed
consumer reaction to product
packaging by having the consumers see
and hold the products in packaging
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INTRODUCTION

The use of neuroscience and psychological research methodologies has
become a hot topic in consumer research. With a high failure rate of new
market introductions, despite initial successful testing with traditional
sensory and consumer tests, product developers are seeking new
approaches to aid in product design. Sensory marketing is a relatively new
field but involves creating and influencing the product experience through
the senses (sight, sound, touch, taste, smell). The perceptive-hedonic
experience of products, routinely measured with liking scores, can be
investigated deeper by collecting the emotional responses that color and
even influence the experience via the senses. Understanding the impact of
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consumers using a combination of qualitative and quantitative research with
applied consumer neuroscience, then we can build a real story into the
drivers of behavior and liking of consumer products.

Neuro- and psychological science can help market researchers and product
developers better understand these unconscious motivators and reactions.
We will address how different methodologies can be used to assess the
holistic consumer experience, bringing together marketing and product
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Expensive

SENSORY COHESION

Strong brand messaging and attractive packaging
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brand and product. Using autonomic measures as
described above for arousal, motivation and
emotional valence, we were able to observe
consumers’ emotional responses and the
appropriateness of the fragrance for this product.

Unaroused @

product fragrance by having the consumers smell Unbleasant Pleasant
the product while being measured physiologically. '-:;.;f;_ visc bl A content Fragrance 2: relaxing -> exciting/novel
Consumers were exposed to the fragrance alone v < @
and then the fragrance paired with the product =2 | - Fragrance 3: neutral ->
S — _ concept and packaging to assess both the hedonics @ _comforting/appropriate
NAUro-scientine Traditionas Payoholgic as well as the fit of the fragrance to the concept v Relaxed
The use of modern brain Using classical qualitative and Behavioral 5 PL, Bored

Y
Tired

We recommended to move
forward with ,in

order to not alienate the consumer
base while still infroducing a new
appropriate fragrance.




