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Today’s Discussion Topics 

Innovation: Roadmap to Growth 

Best Practice Innovation Process 

Case Studies: Clemens Food Group/  
J&J Snack Foods / Pacific World Corp. 

Successful Innovation  
Strategies to Drive Growth 
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Innovation:  
Roadmap to Growth 
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Roadmap to Growth: Disrupt the Industry by Providing 
Groundbreaking Testing Methodologies and Forecasts 

Actionability 

Accuracy 

Speed 

Leading Industry Innovation 
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It is Critical to Avoid Costly Mistakes Around  
New Product Development and Commercialization 

• Not understanding your target market 
needs and what appeals most 

• Launching a new product based on 
“gut,” which will never reach its targets 

• Creating inadequate support plans 

Key Misses 
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90% of Launches Fail to Meet Marketplace Success! 

• Achieving forecasted sales 

• Driving incremental  
sales volume and profit 

• Sustainability 

• Role within portfolio 

• No innovation process /  
failure to test 

Key Issues 

90% 
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Best Practice Innovation Process 
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New Product Success  
Follows a 4-step Innovation and Activation Process 

Create 
breakthrough 
products and 
support plans 

Optimize 
distribution, trial 
driving activities 

and strategic 
media planning  

Assess 
performance 
and course 

correct quickly  

Identify 
incremental 
white space 

opportunities 

EXPLORE PREDICT 
ACTIVATE 
PLANNING 

MANAGE EXPLORE 
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IRI’s Rapid Concept Assessment Solutions Can Be Leveraged 
Individually or as a “System” to Address Information Needs 

Concept  
Evaluator 

Test multiple new product 
scenarios 

Concept 
Accelerator  

Test multiple scenarios and 
forecast top choice 

Key Output: 
Rank order concepts or concept 
elements/attributes based on 

appeal to consumers 

Key Output: 
Highly accurate (90%) sales and 

incrementality forecast and 
actionable launch plan 

Use: Ideal both early in the 
innovation process when 

screening multiple concepts / 
attributes or final concepts 

Use: Ideal for partially 
developed new product 

ideas or repositioning an 
existing brand 

Speed to insights: <2 weeks Speed to insights: 3-4 weeks 
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Concept Evaluator Leverages Industry-Leading Methodology* 
That Predicted Thousands of Business Questions for CPGs 

PRESENT 

Consumers 
presented with all 

concepts, 
randomized. 

 

PREDICT 

Consumers are 
asked to predict 
how the target 
audience will 

respond to the new 
concept, claim, 
package, etc. 

ALLOCATE 

Virtual currency (100 
tokens) used to place 

‘bets’ based on 
successful vs. not 

successful concepts 

 Measures the 
confidence of response 
and separates “great” 

from “good” ideas. 

EXPLAIN 

Responses to the 
open-end 

questions provide 
rich diagnostic 

insights. 

*  IRI partners with                         and leverages their Prediction Market platform.   
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Test All Concepts and/or All Elements of Creative 

Test up to 15  
 concepts within  
  one project 

Sample Size 
 400 – 500  
  per Project 

Ability to Test  
 Among Target  
  Samples  
   (e.g. Category,  
    Natural / Organic  
     Buyers, etc.) 

Package  
 Designs/ 
  Logos 

Claims/ 
 Attributes/ 
  Positioning  
   Statements 

Brand  
 Names 
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The Scorecard: Key Decision Metrics / Output 
PREDICT 

• Prediction Likelihood Index 

• Consumer Preference 

 

 

 

• Strength Meter 

• Qualitative Guidance / the “Why” 

Diagnostics On All Concepts Tested & Ranking from Best to Worst 

Example Output for One Concept 
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Concept Accelerator:  Forecasting three step approach    
From new idea to a highly accurate business proposition in 3 weeks 

 Shopper Defined 
Competitive Set 

1 
• Clear 

understanding of 
basis of 
competition 

Consumer  
Concept Test 

2 

New Product 
Forecast 

3 

• Target consumer 
likelihood of success 

• Key product 
differentiators 

• Priorities of 
communication 

• Volumetric sales of concept 
• Sensitivity to support levels 

PREDICT 



© 2017 Information Resources Inc. (IRI). Confidential and Proprietary. 15 

Actual  
Dollars 

Hendry 
Forecast 

Ad Spending $5M $5M 

Distribution 65% 60% 

Average Price $3.43 $3.99 

# Items on Shelf 2.8 2.5 

Total Sales $ $13.1M  $13.2M 

Concept Accelerator Forecasts Have a Proven Track Record of 
Success, as Demonstrated in this Recent New Product Simulation 

52 Weeks Ending 4.23.17 – Complete Year 1 
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CASE STUDIES  
IRI Concept Evaluator Customer Success Stories 
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Concept Evaluator Provides Clemens Food Group Fast  
Retailer Acceptance of Their New Products and Sales Growth  

• Clemens Food Group is an  industry 
leader in delivering high quality pork 
products to the marketplace.   

 

• For over 120 years Hatfield® Meats 
has had a tradition of satisfying 
customers with quality, delicious pork 
products, bringing delicious delight to 
tables from Maine to Miami! 

BACKGROUND 

• Clemens needed to determine the best 
performing new package (graphics, 
headline, etc.) of 5 packages for their 
entire line of pork products including 
Pork, Ham, Sausage, and Bacon.  

• Clemens also needed fast evaluation 
(5 days), at a low cost and with a 
targeted, regionally-based sample 
of Category buyers. 

‒ Needed to ensure the new 
packaging would appeal to a new 
target of older Millennials / younger 
Gen X’ers, while not hindering 
sales of current brand buyers. 

ISSUE 
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Concept Evaluator Provides Clemens Food Group Fast  
Retailer Acceptance of Their New Products and Sales Growth  

• As part of IRI’s Concept Evaluator, we 
evaluated: Purchase Intent, Stand 
Out on Shelf, Believability, and 
Uniqueness.  

• IRI used Concept Evaluator to deliver 
forward-looking packaging and brand 
insights. 

• This proved to be the only solution that 
could test this many packages in a 
timely and cost efficient manner, while 
also delivering fact-based quantitative 
and qualitative results necessary for 
their retail partners. 

APPROACH 

• One package, featuring “Family Owned, 
American Made” in the boldest print, 
distanced itself from the other new 
concepts, as well as the current. 

‒ Key Prediction Likelihood of Success 
metric scored in the highest quintile 

‒ The desire to “buy American” and a 
feeling of national pride was 
reflected in the open ends 

‒ It also scored well for all key metrics 
including uniqueness 

‒ Performed well among both key 
targets, current buyers and the new 
younger target 

INSIGHTS 
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• Accelerated Retailer Acceptance 

‒ Retailer feedback on label extremely positive 
‒ Hatfield marinated displaced national Pork Brand at NE retailer 
‒ Secured distribution of core marinated line in 3 new customers 

• Accelerated Consumer Acceptance – Voting with their $ 
‒ Hatfield now has the #1 SKU in marinated in L12 weeks in the NE 
‒ Hatfield dry rub in new packaging surpassed major pork  

processor as #1 brand in NE L12 and L52 weeks 
‒ Hatfield marinated pork outperforming mar. chicken in key strategic NE retailer 

• Garnering Attention 
‒ Pork Board – progressive marketing  
‒ Consumer inquiry – left pork category and saw new Hatfield  

label and attribution and is willing to reenter the category.  

• Outperforming Expectations 
‒ Sales up 77% in $, 89% in volume vs. YAGO in NE L52 weeks 
‒ Tripled the expected contribution margin 

IMPACT 

Concept Evaluator Provides Clemens Food Group Fast  
Retailer Acceptance of Their New Products and Sales Growth  
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Concept Evaluator Provided Quick Results on Adding a  
Brand to Their Portfolio, Pricing and Key Product Advantages 

• For 45 years, J&J Snack Foods has 
been a constant leader in the niche 
snack and beverage segment.   

 

• They are known for taking popular 
brands and selling them in new forms 
and/or in different channels of 
distribution. 

BACKGROUND 

• J&J Snack Foods needed to 
determine if there was room in Frozen 
Snacks and Appetizers category, for a 
new branded product.   

• While this product is quite well known 
in quick serve restaurants, their key 
questions were: 

‒ Will this be brand be successful in 
traditional format stores, e.g., 
Grocery and Mass Merchandisers?   

‒ What price will consumers pay?  

‒ What attributes are important in 
this category? 

ISSUE 
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Concept Evaluator Provided Quick Results on Adding a  
Brand to Their Portfolio, Pricing and Key Product Advantages 

• As part of IRI’s Concept Evaluator, 
participants were asked to evaluate 
eight frozen pretzel concepts based on 
the following factors in relation to the 
specific design being tested. 

‒ Purchase Likelihood, Product 
Incrementality / Replacement, 
Purchase Motivation, Pricing 

 

• In addition, they wanted to ask about 
the eating occasion: who, when and 
where 

APPROACH 

• J&J Snack Foods learned which of 
the 8 tested would be purchased 
most in market, one current, one 
new. 

• Key learnings also included: 

‒ Which products would be most 
incremental to their franchise 

‒ Which products they would steal 
sales from. 

‒ Which attributes would motivate 
purchase 

‒ Millennials are their key target 

‒ Afternoon snack is #1 occasion 

INSIGHTS 
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Concept Evaluator Provided Quick Results on Adding a  
Brand to Their Portfolio, Pricing and Key Product Advantages 

• J&J Snack Foods is currently launching the  
winning product and adding it to their portfolio 

 

• They learned they could price it a premium  
to current offerings 

 

• Retailer buy in to now merchandise this product 

 

• Their advertising, both digital and in store will  
focus on the two most appealing benefits to their  
target consumers, Millennials 

IMPACT 
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IRI Concept Evaluator Provided Pacific World Cosmetics        
Rapid Guidance on Potential Package Graphics Modifications 

• Pacific World Corporation is a 
leading innovator and supplier of 
proprietary nail and beauty care 
products, offered in food, drug, mass 
and value retail channels worldwide.   

 

• Current package graphics have been 
consistently utilized for decades.  

 

• Key retailers requested updated 
package graphics. 

BACKGROUND 

• Pacific World Cosmetics was 
considering new package graphics 
to: 

‒ Reinforce brand relevance, and  

‒ Refresh brand equity… 

‒ Without alienating core 
shoppers.  

• Pacific World Cosmetics evaluated 4 
package designs (1 Current + 3 Test) 
on purchase likelihood, as well as a 
range of related metrics to best assess 
package graphics options. 

ISSUE 
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IRI Concept Evaluator Provided Pacific World Fast  
Feedback on Package Graphics Options, Plus More Insights 

• As part of IRI’s Concept Evaluator, we 
evaluated: Purchase Likelihood, 
Quality, Relevance, Fit with Brand, 
Value, Noticeability, Uniqueness, 
and Trial Motivation.  

• The Concept Evaluator flexibility 
enabled the inclusion of category A&U 
questions, including: 

‒ # of personal care items typically 
purchased at once. 

‒ Impulse vs. planned purchase. 

‒ Key social avenues for category 
purchases. 

APPROACH 

• Changing package graphics to any 
of the new designs does not 
significantly impact purchase 
likelihood. 

‒ All package graphics concepts 
performed well. 

‒ No new package outperformed 
current on any measure.  

• Additional insights: 

‒ Online reviews are used for 1 in 3 
category purchases. 

‒ Category purchases typically include 
multiple items. 

INSIGHTS 
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IRI Concept Evaluator Insights Provided Consumer          
Evidence to Justify Maintaining Current Packaging 

• Results were initially counter to expectations 

‒ Key retailers, internal team were pushing for package update. 

• No package change: the right thing to do 

‒ Saved money - very expensive to change package graphics. 

‒ Risky to shift from a strong packaging option for #1 brand. 

• Retailer Buy-In 

‒ A top retailer agreed with the conclusion not to change packaging,  
based on the testing evidence, and an understanding of  
Concept Evaluator’s approach and methodology. 

• Concept Evaluator is a strong solution  
for mid-market clients 

‒ Customizable – Affordable –  
Retailer Buy-In 

IMPACT 
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IRI Concept Evaluator – Example Customers 
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IRI Concept Evaluator – Customer Quotes 

“The fact that an 
unexpected concept 

performed so strongly 
made us rethink our 
launch strategy and 

reorder the priority of our 
concept development.”   

- Starbuck’s Senior  
Brand Manager 

“We wanted to thank you 
again for the wonderful 

research you provided to us 
last week. The entire 

process from beginning to 
end was nothing short of 
fantastic. We have done 
our fair share of research 

and we cannot tell you how 
happy we were with the 
turnaround time & the 

thorough results deck. We 
look forward to working 

with you & your team again 
soon. Thank you again.” 

- J&J Snacks Retail 
Marketing Manager 

“The team was so 
impressed with the results 

of our last predicative 
markets test, that they’ve 
asked me to quote out a 
proposal for additional 

products in development.” 

- Infantino Product & 
Brand Manager 
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IRI Concept Evaluator – Customer Quotes (cont’d) 

“Results from this study 
make me feel very secure 
in our presentation to our 

biggest customer this 
week.  Thanks again for 

making this such a 
successful project!”   

- VP, Marketing Services, 
Federated Group 

 
 

NOTE: This PL Manufacturer 
has changed over half their 
product line > 500 products 

and sales are increasing!  

“Excellent, exactly what 
we were looking for.  

Without question, being 
able to bring this type of 

research to our customers 
has made us stand out as 
a partnering supplier. This 
project was a success for 
all involved – Business 

Intelligence team, internal 
stakeholders, customers.” 

- Senior Consumer 
Insights Manager,  
Bemis Packaging 

“The forecast simulations 
we have run have been 
very accurate predictors 

of in-market 
performance. We are  

now incorporating these 
simulations as a key  

step in our learning plan 
as we forecast for new 

product platforms.” 

- Director, Consumer & 
Customer Insights, 

Campbell’s Soup & Broth 
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Successful Innovation 
Strategies to Drive 
Growth 
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How much and where advertising and trade 
dollars should be spent  

Which packaging and product messaging 
drive the most incremental sales 

Which product attributes are differentiators 
and drive the most incremental sales 

Successful Innovation Strategies 

 

 

 

Test to Confidently Introduce New Products  
that Will Drive Incremental Growth to Learn 
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Questions & Answers 
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For More Information… 
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