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Types of studies we design and field: 
  
Package design evaluation 

Â Test multiple design options in the real context, surrounded by its 
true competitive set. 

Â Understand how package performs on stoppability, benefit 
communication, and overall appeal. 

New product development and concept evaluation 
Employ an iterative in-store approach to testing throughout the new product development process. 
Â Explore new concept ideas, product benefits, or cross-category brand extensions by connecting with 

category buyers in-store. 
Á Put new Concept mock-ups on the shelf that look available for sale and have shoppers make an 

unaided purchase decision on your concept. 

Â Understand overall concept appeal, purchase motivators and barriers, and ways to optimize the 
concept prior to quantitative testing or launch. 

 
 Case Study Spotlight:  Dry Grocery Product 
  

Objective: Determine overall level of concept appeal and best positioning strategy. 
  

Design:  Tested 3 designs, each represented a different positioning strategy.  Put mock-ups of each design on the 
shelf one at a time.  Generated awareness of ñnew productò and intercepted and interviewed ñbuyersò and ñrejectersò 
of the concept. 
  

Result: The concept generated great excitement and emotional attachment. There was a clear positioning ñwinnerò, 
yet the final package incorporated elements from the other two options. Findings were so conclusive that a 
quantitative positioning test was canceled. The product is now available and is within the top 10 movers within a very 
competitive category. 
  
Category and shelf set evaluation 

Â Understand category dynamics and consumer decision trees. 
Â Understand effectiveness of existing plan-o-gram, understand how to improve its performance, and 

test revised shelf set. 
Â Understand impact of packaging changes on the power of the product line brand block. 
 

 Case Study Spotlight: Dry Grocery Category 
  

Objective: Determine impact of revised product line (54 shelf facings) packaging and brand block. 
  

Design: Observed, intercepted, and interviewed product line buyers of control store and test store.  Test store had 
mock-up packages for all 54 product line facings and a true ñblockò configuration.. 
  

Result: New packaging and brand block broke shoppers out of their habituated buying pattern. They became aware of  
existing products for the first time due to the new product line  cohesiveness. 

  
  

In-store media and display evaluation 

Â Understand visibility and usefulness of both static and digital media / signage. 

Â Work with us and our digital content partners to determine ways to optimize media location, content 
and delivery systems. 

 

  
For more information, contact: 
  

Luke Cahill 
Vice PresidentðConsumer Insights 
luke.cahill@marketingroundtables.com  
952.920.7644                   www.marketingroundtables.com 


