Product Placement Test
New Snuggle Fabric Softener
Netherlands
Objectives & Methodology
The main objective of the study is to understand the potential of a new Snuggle product vs the benchmark Silan and to
assess the real consumer target groups of these products before and after usage.
Veylinx uses Vickrey auctions to elicit consumers’ actual willingness to pay. In this study a digital auction will be set up,
inviting respondents to place a bid on a single concept.
Disclaimer: This case is fictional and serves for demonstration purposes only.

Study Flow
Concept Auction

Trial Period

After Usage Auction

The winners of the
auction will receive
the products for a trial
period of 2 weeks.

Key Findings Concept Auction
Demand Curve - Concept Auction

At a RRP of $4.99 the competitor Silan elicits a higher
willingness to pay than the Snuggle product.

At a more premium price (> $4.99), more respondents would
be willing to pay for the Snuggle softener.

There is interest in both concepts, with 64% and 73% of bids
above $0 for the Snuggle and Silan, respectively.
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Concept / Product Placement Test
New Snuggle Fabric Softener
Netherlands
Product Placement
Veylinx Winners will be notified that they have been selected to test the product, with the request to fill in a follow-up auction survey in
return. Due to regulations, we cannot have consumers pay for the products to be placed, however at the time of bidding they assume
they would have to pay.
The winners who agreed to participate up front will receive the product, which they will use for 2 weeks. After usage, the participant will
take place in a final survey and a second “repurchase auction”.
By comparing the willingness to pay for the concept after usage we can make an accurate, behavioral-based prediction about the user
experience and likeliness to repurchase for both users and non-users. This will subsequently indicate customer loyalty and switch
behavior.

Insights
After Usage - Comparison on diagnostics
Snuggle

Silan

Top 2
total

Top 2
bids >$0

Total vs.
>$0

Top 2
total

Top 2
bids >$0

Total vs.
>$0

Premium quality

67.8%

84.9%

+17.1%*

86.7%

88.9%

+2.2%

More effective than other
products on the market

55.7%

71.1%

+15.4%*

74.3%

80.7%

+6.4%

Offers high level of softness on
my clothes

70.7%

84.9%

+14.2%*

86.5%

90.9%

+4.4%

Overall, the attitude is
more positive towards
Silan than towards the
Snuggle detergent.
* However, this
difference is much
smaller if only
interested respondents
(> 0 $) are taken into
account.

*Significance testing at 95% with Significance Test of Independent Proportions.

Key Findings of the Concept / Product Test
●
●
●

Over half of the sample is willing to pay for Snuggle before using it. WTP at the recommended retail price is
20% before usage, while is slightly higher for the competitor Silan (23%).
Comparing the two products after usage, Silan maintains overall higher results, even if Snuggle seems to be
perceived as more new after the trial.
The main reasons to buy both the products are due to a pleasant smell and the ease of use. The brand trust
seems to be slightly stronger for the Snuggle product.
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