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– Early-Stage Research/ Product Development –

Qualitative Research

Qualitative research is often used as a first step to obtain a deep understanding of 

consumer issues, concerns, behaviors, and attitudes relating to your category, or to serve 

as a forum for generating product/service ideas.  This type of in-depth investigation can 

help you understand how and why existing products are currently being used and explore 

consumers’ wants and needs. (For more on Qualitative Research, visit “Research Solutions” in our 
website.)

• Concept Screening – Concept Screening for product/service ideas provides 

our clients with market level, quantitative feedback to identify the most promising 

ideas for further development. It is an inexpensive way to assess preliminary ideas 

generated through qualitative or brainstorming sessions, with the rigor of 

quantitative metrics.

Strategic Quantitative Research

StrataMark employs various quantitative tools and techniques to uncover critical 

consumer unmet needs, provide an assessment of the size of the potential market, 

identify market segments, and determine factors influencing purchase decisions.  We 

work with you to determine your information needs and design research to help you 

identify opportunities that offer the greatest potential for development.  Some examples 

of our approaches for early-stage product development research include:

• Consumer Needs Assessment – A quantitative approach used to compare 

consumer wants, needs, and expectations to your brand’s perceived delivery or 

performance.  This type of research identifies areas where there are opportunities 

not currently being realized in your market. (For more on Consumer Needs Assessment, visit 
“Areas of Expertise” in our website.)

• Awareness, Attitude and Usage (AA&U) –While AA&U’s have broad application 

in market research, for purposes of product development, AA&U research will 

provide a comprehensive assessment of the marketplace and thorough 

understanding of the environment in which a new or modified product will be sold.
(For more on Awareness, Attitude, and Usage (AA&U), visit “Areas of Expertise” in our website.) 

• Market Segmentation – Used to identify and profile groups of consumers who 

might have distinct needs, wants, and behaviors. (For more on Market Segmentation, visit 
“Areas of Expertise” in our website.)
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– Middle-Stage Research/ Product Development –

Some of the techniques StrataMark employs to identify differentiating and motivating product 

or service features, which tend to be more appropriate for middle-stage product development 

research, include the following:
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– Kano Analysis –

Kano modeling and analysis is helpful where product development objectives call 

for a better understanding of the importance and role of attributes comprising a 

product or service in order to enhance the overall design, marketing, and 

promotion.

This technique enables a clearer understanding of what product/service features 

are perceived by the marketplace to be truly innovative and engaging to help set it 

apart, in contrast to those features which are “non-enhancing” or have negligible 

impact. 

Kano is also an excellent choice when low brand/product awareness – which 

precludes consumers from being able to assess brand/product performance within 

a category – means that other methods of obtaining derived importance cannot be 

used.

Please see analysis reporting examples included in this document.
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– MaxDiff Analysis –

Maximum-Difference Scaling (MaxDiff) is a method of deriving attribute or feature 

importance in order to better understand and prioritize their role in development of 

products/services. MaxDiff employs a conjoint-like choice design and produces 

higher quality data than attribute ratings or ranking exercises.

The MaxDiff technique is robust, straightforward to apply, engaging to respondents 

and yields highly relevant, interpretable scores. As a result, in recent years MaxDiff 

has grown to become a widely accepted technique among those utilized to 

determine attribute importance.

StrataMark Dynamic Solutions

4350 Glendale Milford Rd. Cincinnati, OH 45242 Ph: 513.618.7150 www.StrataMarkds.com

4



– Conjoint Analysis –

Over the years, Conjoint Analysis has been a widely-used method for product or 

concept development.  With traditional conjoint, sets of product configurations are 

presented to respondents, who rate each based on appeal or rank them in terms of 

preference.

Conjoint modeling determines the degree to which each attribute contributes to 

overall preference or appeal, and optimal levels within all features evaluated are 

identified.  A market simulator is developed to allow “what-if” scenarios to be 

conducted in testing appeal for various product configurations being considered.
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– Discrete Choice Modeling –

Discrete Choice presents consumers with choice tasks that are more similar to 

an actual purchase occasion. This approach is considered more realistic in that 

respondents are asked to select the product concept they would be most likely 

to buy among a set of alternatives presented to them (instead of rating or 

ranking). 

An additional advantage of discrete choice is that it allows for more complex 

statistical modeling (e.g., interactions can be accommodated), resulting in a 

better representation of the data and the overall purchase dynamic for predicting 

outcomes.
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– Latter-Stage Research/ Product Development –

Latter-stage product development research will often include concept testing, especially if the 

concept has not been previously evaluated in a truly final and complete form. 

In some circumstances, this work may be accompanied by line extension/ optimization 

research to determine impact of one or more new line offerings. Once the product or service 

is launched, additional research can be helpful to get early feedback from end-users, and/or 

to track such performance over time.

More on of the above-mentioned research follows:
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– Concept Testing –

Concept Testing is the process of evaluating consumer response to concepts prior to 

launching a new product, line extension, or marketing campaign.

Concepts can go through more than one round of testing should the initial evaluation 

indicate a need for important modifications. Moreover, at times it can be desirable to 

test a larger number of concepts in a first round, followed by testing a reduced set of 

concepts in a second assessment. 

In terms of research design, a monadic approach -- where matched samples of 

respondents evaluate only one concept -- ensures an unbiased, clean read on 

market acceptance for the concept.

However, depending on specific research needs and if many concepts are to be 

tested (e.g., Concept Screening), protomonadic, sequential monadic, or side-by-side 

survey designs can be used with success. (For more on Concept Screening, see “Early-Stage
Research” under “Product Development”.)

Concept Testing will help ascertain the strengths and weaknesses of a concept as 

well as identify and/or affirm the key selling points to communicate in messaging.

Please see analysis reporting example included in this document.
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– Product Line Extensions/ Optimization –

When seeking to determine, extend, or consolidate product line 

offerings (e.g., flavors of iced-tea, patterns of paper towels, etc.), 

marketers want to identify the subset of product-line offerings that 

will maximize overall consumer interest.

TURF (Total Unduplicated Reach and Frequency) enables 

identification of a line-up which maximizes consumer reach and 

sales potential while minimizing cost. Note that when the purchase 

frequency component is excluded (quite often), this technique is

simply referred to as Coverage Analysis or Reach Analysis.
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– Brand Performance and Tracking –

In order to monitor brand adoption, and/or important changes in the 

category (e.g., impact of a new competitor), companies will often 

implement a research study to “track” marketplace behaviors, 

perceptions, and attitudes over time.

To avoid introducing bias into the results, key survey questions

must be both worded and ordered in specific ways. Going forward,

consistency in defining the study’s sampling frame and utilizing the 

same data collection approach for each wave of research are also

important determinants of data quality and accuracy.
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