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What will we cover today?

• Concept testing methods
• Quantitative 
• Qualitative
• Concept testing in academia

• Product testing
• Brand name testing
• Package testing



Quantitative method

• Quantitative method of concept testing is a method that provides
numerical evaluation of the created concept on number of
parameters.

• The quantitative method involves evaluation of the concept using
5-point Likert scale.



Quantitative method

Overall liking
–Please rank overall liking of the concept. How attractive is 
it?
Credibility
–Please rank the credibility of the concept. Is it believable?
Value
–Please rank the concept in value terms. How valuable is 
the concept?
Clarity
–Please rank the clarity of the concept? Is concept clear 
enough?



Quantitative method

Relevance
–Please rank the concept in terms of relevance to you. How 
relevant is it to you?
Excitement
- How exciting is the concept?
Uniqueness
- Rank the concept in terms of uniqueness.
Trial
- How likely are you to try the product if it was available in 
the market?



Quantitative method - analysis

Average rating 4-5

1 – Strongly disagree
2 – Disagree
3 – Neither agree or disagree
4 – Agree
5- Strongly agree

Coding data

Average rating 3 – 3,99

Average rating 1-2.99

You need to achieve green zone for all 
parameters of the concept before 

launching it.



Example 1
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Westminster International University in Tashkent



Sample illustration of results presentation
Overall: 

Overall idea  of Belgian 

chocolate was perceived 

well.

Benefits

Modern German 

technology and traditional 

Belgium recipes was 

perceived as trustworthy.

Barriers: 

The insight of local 

chocolate being not tasty 

enough was not well 

accepted.  Belgium 

chocolate must be 

produced in Belgium. 

Uniqueness

Relevance

Trial

Clarity
Excite-

ment

CredibilityValueLiking

Source: LecturerWestminster International University in Tashkent



Qualitative method

• Qualitative method of concept testing is a method that provides
detailed feedback and insights of the concept perception and
understanding.

• The qualitative method involves application of exploratory
research techniques that are applied in focus groups, in-depth
interviews by the use of open ended questions.



Qualitative method

Main idea of the concept
–What is the main idea of the concept? Describe it? What 
does it trying to tell?
Likes
–What do you like in the concept? What words you like in 
the concept description?
Dislikes
–What do you dislike in the concept? What words do you 
dislike in the concept?
Other points:
– Target audience, occasions, popularity, etc.



Concept testing 
in academia



Developed countries
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CSR Emerged
Consumers

Government

Companies 
Integrate 

CSR



However!!!
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Consumers deemphasize 
environmental in favor of  socio-

economic issues

Purchase of 
green brands

In UK



Developing countries
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Under such conditions, companies 
may perceive CSR less in terms of 

environmental sustainability but in 
terms of socio-economic issues that 

exist in the country



GFK research agency has developed – Brand potential Index.

Vukasović, T., Gole, P. A., & Maček, A. Create a Competitive Advantage with the Brand Value Concept.



Theoretical Background and Hypothesis Development

Response

Purchase 
Intentions

H1

Stimuli

Organism

Regular Brand Concept 
Description

• No CSR

Emotional/Affective
• Relevance
• Empathy
• Trust
• Bonding

Action Oriented/ 
Behavioral 

• Willingness to 
recommend

• Acceptance of 
Premium pricing

Rational/Cognitive
• Uniqueness
• Quality
• Popularity

Brand Positioning 
Concept

• Insights
• Benefits
• Reasons to 

Believe (RTB)

Yellow Brand Concept 
Description

• CSR Socio-economic 
needs

H2

H3











Product testing



Testing coffee 3 in 1

Testing product vs.
competitors before
entering into the
market

Examples of parameters for testing:
1. Taste
2. Smell 
3. Look
4. After taste
5. Sweetness level – just right
6. Taste intensity/carbonation/thickness/

The parameters for test you can obtain 

Example 



Brand name testing



Important points to consider while testing the brand 

1) Relevance and desired associations
2) Suitable in any relevant language
3) Unique and easy to remember



Package testing



VS



Package likes/dislikes 
1- Did not like at all

9 – Like very much

What did you like in the package?

What did you dislike the package?

Why would you buy this package?

Why you wouldn’t buy in the package?



Package design - How much did you like the package of 
this kvass?
1- Did not like at all

9 – Like very much

Does the design of this package correspond  with the 
kvass description?
Why do you think  the design does not suit to this kvass?
The originality of the design
Label colors
Bottle shape

Bottle size
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Q. B1/E1  How much did you like the 

package of this kvass?

Kvass Taras

Hlebniy Kray

Package like / dislike

1%
4%

25%

46%

14%

3%
7%

3 4 5 6 7 8 9

1% 4%

13%
20%

52%

5%2%3%

2 3 4 5 6 7 8 9

“1”-Didn’t like at all

“9”-Like very much

Packaging
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Kvass Taras

Hlebniy Kray

Unsuitable Design of the Bottle/ Reasons

21%

17% 17%

13%

8% 8% 8%

4%
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Q. B4a/E4a Why do you think  the 

design does not suit to this kvass?

Package

Design
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Hlebniy Kray

Original or Unoriginal Design of the Bottle

Totally 

original

49%

Rather 

original

27%

Rather not 

original

6%

Totally not 

original

1%
Rather yes, 

rather no

17%

Totally 

original

46%

Rather 

original

30%

Rather yes, 

rather no

15%

Totally not 

original

2%

Rather not 

original

7%

Q. B5/E5  Do you find design of the 

bottle original?

Package

Design
Kvass Taras
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