From purchase intent to realistic insights:
Recreating real-lite decisions to understana
true market potential

Background & Objective Authors
Adam Curtis

Hedonic scales and traditional purchase intent questions often fail to distinguish between products, Shaima Kerroum
making it difficult to identify clear market winners. This study reviewed two methods incorporating Jane Randall
real-world consequences to enhance product differentiation. Ruth Greenaway

N=60 consumers completed blind assessment of marketed hand creams in a central location
test in the UK, following one of two possible study designs.

Test Design Cell A (n = 30) Test Design Cell B (Hedonext") (n = 30)

Five traditional sample assessments with hedonic, Single sample assessment, then decision point: Would you

diagnostic and purchase intent (Pl) questions. like to take this product home, ending the test, or continue
to the next?
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} Consumers knew they could not return to previous

samples. If they continued to the fifth (final) sample,

Decision point: Is there a product from the the test closed and they received the fifth product to
test which you would like to take home? take home.

Traditional Pl identified Sample 2 as the winning product...

Purchase Intent, Cell A

Sample 1 60%

Sample 2

Sample 3 57 % == Would Not Buy
Sample 4 Might or Might Not Buy
Sample 5 37% == Would Buy

...but when choosing a product to keep, Sample 1 was chosen more often...
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No significant differences at 5 % (Fisher’s exact test) due to low sample size but a clear trend was observed.

Key learnings

Designing research with consequences to the choices changed the conclusions drawn compared to the traditional Pl measure.
These designs enhanced discrimination and identified those samples with universal, and those with minority, appeal.

Conclusion

The placement of the decision point impacted the conclusions drawn. Of the two testing methods the
Hedonext method may more closely reflect real-world purchase behaviour but further, larger scale testing
is required to understand the benefits of these approaches to predict re-purchase potential. samresearch.com
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