Advancing Research 2022

i Wb

by Rosenfeld | o | | .
@advancingrestch #AR2022 s # —%:Q@f Adva" d co P * T h'g PP o es
11 March 2022 ) ¥ CONCEPTTESTING TIPS
MICHAELA MORA t;‘fsfje';"‘;g:hgl:frﬁ&zr:é;olw Your
Founder, Relevantn E'pig hts ﬂ;“’f‘"::(me:[ it ‘:}f‘ & USEQUALITATIVE RESEARCH +to UN o VER..
uas BESN PART oF @rinsights ety vt AL o W ol T, e
U véfo

WCEPT Mmulttple domaiks, usi

AND IN Market Research —WE&

BUT NOT AS MucH INl UX Research,

\WNHICH (6 MORE FOCUSED 0N USER EAPERIENCE

AFTER A PRODUCT oR FEATURE LDEA HAS BEEN APPRIVED
WHEN USED EARLIER, HELPS PRIORITIZE DEVELOP MENT DECISIONS

- CONCEPT TESTING

i

data/insights +o mform
Prodvet decisions

[

CONCEPT TYPES

TESTING of wEAS Thegoal is 1o on firm there
REATEDto APRODUCT ' s i wnatr?
coN IS @ need for the product idea  Whel,

F GURAﬂON’ ) SPECIFIC BE‘NE-FHS, COMMUNIVATE
FEATURES 3nd BENEFITS  |EygU DON'T START BY DETERMINING  FearUess,  moruanon, SENERMTS
PEFORE PRODUET WHETH ER A DU FUNenong HOW isr o FEATURES
0 GV ELOP MENT, 21 PRODUCT (S NEEDED or NOT audfpe *  DiePz@en- # ZEETRS,
COMMUN\CATION 'TWILL BAILTO ALION BUSINESS GOALS JARE |\  Gendubrac MARKENNG
MESSAGES BEFORE WITH USER EXPERIENCE stemy RE?U’:IE;‘-:\IW;

KEY ONSIOERATIONS MOMADIC SEQUENTIAL TRADE-OFF [v=8vs{]
® Monadicvs.Multiple ONWLY O ceet MULIPLE coNCEPTS showN. TECHMIQUVES
= Conceprs P ks N fI] ONEATATIMEWROTATION  \uinpLE cONCePTS
¢ Analycal Approach {:FF-ODU = l {PRODUCTS '. fﬂ od itp"f,r}lsfwu,amie?,us L‘a' Jes o
and busMess deeisions @ -TEST USING TEXTS/IMAGES @ = :é.‘ "é’ .g s
regardivg chaunels - molément - CAN BE DONE wsurvey ool ® Wigher disaimination 2 .;'5 .§§
@ Brondedvs Unbronded | Faz;?ar‘r:eh' ] —;1:;;%3{&th“0 * Nosaale bias s E’e
Brandmgo f product \ es ¢ Competitive cnn+f)d~ . ~§.§§
can FMPJ&Mn‘cS ) ? o @ :é?’:‘:z‘ligﬂ‘:;ﬂnj g %2 E‘:
@ Pa _Unpric * Lower discrimination o Sample ost savim . i , o
O reraor prios shoum  * Seale biss ¢ Eatyre tmplement s S SN 1 ¥
ar not shewn * Nocompehtive f 7@ b VJE cE
ontext (no * potential coguitive 2:.% s
@& External vs. lntermal atternative 1o o lnterachion s burd en =3 ZI=EZc
Normative Dats newideasaudience one scene MEenasthe  Yarder-to impleweut s ee3s
\5 w0 .
Riskof external norms L HesRning ® Lower disefimination « More specialized % §§ £3
not bef\ng SPedﬁf.éma o Bealeibias . +ools needcd{‘oranalysis - _g = i?
telies on rating questions ( highes complenity) S\s "E 3

quantitative and quslitative

Michaela shows a QuickBooks exsm

\& START WITH SIMP LE MONADICTESTS. STRIVE
To USETRADE-OFF APPRIACH :
INSIOHTS and DECISION -MAKING

@ IDENTIFY THE TVPE of CoNcEPT TEST NEEDED.
SEPARATE v FEATURES WBWEFITS,W

THE STORY T0 GET ACTIONABLE METRICS .
ple +o illustrat€ CONCEPT ANATOMY

When 10 usSe CONCEPT TESTING

P i e

T ¢ UNMET NEEDS o BEHAVIORAL CHANGES
Ay REDESIGN, RE-LAUNCH

e e e et et

]
fg;? ® COMPETITWON @ LOSS of RELEVANCE

St

® CoMMoD TIZATION
Time and ompetition, need-for novahion,

redesign produet/secvice CHegon) 10 meel
markef Gndinons, imagine paszm frtures

METHODOLOGY

All of The 2 pproachessre QUANT
but our goal is 19 combime with QUAL
techniques Do QUAL FIRST

n IO T
3l l'::j'-.- \/{ « EAPLORE RANGE oF BERAVIORS,

-
.

ARCH :’:;?:‘E'“"NS, MOTWATIONS, 24
* FORMULATE ESTHAT DRIVE THEM
HYPOTHES)S  ® CAPTURE LAMNGVAGE USED

BY PARTICIPANTS
[€onNs| « unstructured data and smallsamples:
*good for makeithard 4o project|arger
diswovering problems butnot sczleof Hiem

(Juantitatiy

RESEARL W

(£ ¢ TEST QUALITATIVE RESEARMH
W POTHESES

* VAL\DATE ® FIND SupPoer For Go/
CONCEPTS MoGp DEASsIoNS

OTHER APPROACHES 9uTsipEA

S Al ceguurraau.l.e{)
* A/BTESTING Web e VI 20N MENT

S CROWDRWINDING
» DIGITAL ADVERTISING &
© AUPAIGNSS (Gargleads etc)  © IFORMS

FoR BETTEEZ QuALTY

SICETCHNOTES by @mjbroadbent



