
What we do
Research catalogue

Be in the know



Being in the know of the consumers’ ever-changing desires and 
aspirations, you can make the right business decisions at the right time.  

We are your trusted quantitative market research partner delivering 
the consumer insights you need in a fast-moving world powered by 
increasing individuality, the rise of sub-segments, and the constant 
request to do more with stagnating resources.  

Through our end-to-end framework we help you ask the right 
questions, survey the right consumers and sample cross-nationally with 
our proprietary Dynamic Sampling technology to deliver your 
actionable insights.



We deliver insights for consumer-driven innovation
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All the quantitative 
market research for 

your consumer-driven 
product innovation

Market assessment 
What are consumers buying and why, what are their needs, how can you profile 
customers, which brands are strong and why, where is the opportunities, etc.

Concept development 
How likely are consumers to buy a product matching your concept? Would 
they buy something exactly like your idea, why not?

Package development, product finalization & pricing 
Which do they prefer, what do they like about it, product feature rating, 
experimental design setups, pricing, etc.

Marketing development 
What will help marketing optimize their slogans and visuals? What will draw 
consumers in towards this product the most? Claims testing, creative testing, 
pricing, etc.

Campaign & product evaluation 
Did you increase awareness and brand performance after the campaign?



Step 1 is understanding your market and customers

Market assessment

Consumer  
segmentation

Research typesMarket assessment 
What are consumers buying and why, what are their needs, how can you profile 
customers, which brands are strong and why, where is the opportunities, etc.

Concept development 
How likely are consumers to buy a product matching your concept? Would 
they buy something exactly like your idea, why not?

Package development, product finalization & pricing 
Which do they prefer, what do they like about it, product feature rating, 
experimental design setups, pricing, etc.

Marketing development 
What will help marketing optimize their slogans and visuals? What will draw 
consumers in towards this product the most? Claims testing, creative testing, 
pricing, etc.

Campaign & product evaluation 
Did you increase awareness and brand performance after the campaign?

Client journey analysis



Early-stage concept qualification shortens time-to-market

Concept qualification test

Research types

Concept test

Market assessment 
What are consumers buying and why, what are their needs, how can you profile 
customers, which brands are strong and why, where is the opportunities, etc.

Concept development 
How likely are consumers to buy a product matching your concept? Would 
they buy something exactly like your idea, why not?

Package development, product finalization & pricing 
Which do they prefer, what do they like about it, product feature rating, 
experimental design setups, pricing, etc.

Marketing development 
What will help marketing optimize their slogans and visuals? What will draw 
consumers in towards this product the most? Claims testing, creative testing, 
pricing, etc.

Campaign & product evaluation 
Did you increase awareness and brand performance after the campaign?



Optimizing for commercial success

Package testing

Pricing study

Product test

Research typesMarket assessment 
What are consumers buying and why, what are their needs, how can you profile 
customers, which brands are strong and why, where is the opportunities, etc.

Concept development 
How likely are consumers to buy a product matching your concept? Would 
they buy something exactly like your idea, why not?

Package development, product finalization & pricing 
Which do they prefer, what do they like about it, product feature rating, 
experimental design setups, pricing, etc.

Marketing development 
What will help marketing optimize their slogans and visuals? What will draw 
consumers in towards this product the most? Claims testing, creative testing, 
pricing, etc.

Campaign 6 product evaluation 
Did you increase awareness and brand performance after the campaign?

Package architecture

Visual, name & 
claim test



Preparing the golden launch

Marketing creative test

Marketing claim test

Research typesMarket assessment 
What are consumers buying and why, what are their needs, how can you profile 
customers, which brands are strong and why, where is the opportunities, etc.

Concept development 
How likely are consumers to buy a product matching your concept? Would 
they buy something exactly like your idea, why not?

Package development, product finalization & pricing 
Which do they prefer, what do they like about it, product feature rating, 
experimental design setups, pricing, etc.

Marketing development 
What will help marketing optimize their slogans and visuals? What will draw 
consumers in towards this product the most? Claims testing, creative testing, 
pricing, etc.

Campaign & product evaluation 
Did you increase awareness and brand performance after the campaign?



Evaluate & learn

Brand tracking

Campaign 
effectiveness study

Research typesMarket assessment 
What are consumers buying and why, what are their needs, how can you profile 
customers, which brands are strong and why, where is the opportunities, etc.

Concept development 
How likely are consumers to buy a product matching your concept? Would 
they buy something exactly like your idea, why not?

Package development, product finalization & pricing 
Which do they prefer, what do they like about it, product feature rating, 
experimental design setups, pricing, etc.

Marketing development 
What will help marketing optimize their slogans and visuals? What will draw 
consumers in towards this product the most? Claims testing, creative testing, 
pricing, etc.

Campaign & product evaluation 
Did you increase awareness and brand performance after the campaign?

Usage & attitude test



Research type overview

We also do  
bespoke projects
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Market profiling maps the current market situation and identify 
new opportunities. 

It is usually done early in the product innovation process. It is an 
explorative discovery of consumer preferences and can be used to 
identify product need or desire not currently met by existing 
products or services.  

Market profiling is also a valuable approach if a product or service 
no longer has a satisfactory performance. In this case, the market 
profiling can be utilized to determine which adjustments are 
needed to meet changes in market demands, how to best comply 
with new market conditions or how to approach new target 
groups. 

 

Key insights from a market profiling 
• Potential market size 
• Future market growth/shrinkage 
• Top competitors and their relative strength 
• Top competitor markets shares 
• Market share opportunities 

The insights will provide the foundation for concept development 
and assist your overall innovation and development plan. Together 
with other potential sources of research, such as quantitative 
studies and analysis of sales data, the key insights from market 
profiling contributes to a holistic picture of your market of interest.  

We offer a range of methodologies to extract these key insights, 
depending on the nature of the market profiling.

Market profiling

See how 
Lantmännen does it

https://www.opeepl.com/case/lantmannen


A customer journey analysis maps the journey of the consumer 
when they purchase a specific product or service. 

It is usually carried out early in the product innovation process or 
post product launch. It is a common way to reveal the consumer 
journey within a specific product category, from initial awareness 
to final purchase.  

Through the definition of key moments in the consumer journey, 
the client journey analysis gives an understanding of the consumer 
decision-making process, highlighting the touchpoints which are 
particularly important for product/service selection. These factors 
may include advice/recommendations from others, media and ad-
campaigns and product/brand awareness. 

Key insights from a client journey analysis 
• Reach and influence for touchpoints 
• Most important touchpoints for maximum consumer reach 
• Changes in touchpoint importance throughout the consumer 

journey 
• Consumer journeys for different consumer segments 

The insights gained from a client journey analysis provide you with 
an understanding of which touchpoints should be prioritized by 
your company, when the different touchpoints are most relevant 
during the consumer journey and how to best achieve maximum 
reach for your target groups.  

We work with several methodologies typically utilized in a client 
journey analysis, such as TURF analysis, Latent Class Analysis and 
consumer segmentation methods.

Customer journey analysis



A consumer segmentation identifies existing consumer segments 
within the market, their characteristics and how they differentiate 
in their purchase behavior, product usage and brand perceptions. 

Most commonly, the consumer segmentation is one of the first 
studies to be carried out during the product innovation process. At 
this stage, consumer segmentation contributes to a clear 
definition of key segments in the market through the identification 
of, for example, common socio-demographic characteristics, 
perceptions of the existing market and product usage and 
patterns.  

The consumer segmentation is also a valuable tool at later stages 
when experiencing shifts in the market dynamics, which will 
require a re-identification of key segments. 

Key insights from a consumer segmentation  
• Defined key segments  
• Sizing and value of key segments  
• Characteristics of each segment  
• Key differentiators  

The insights gathered from the consumer segmentation will assist 
in optimizing your marketing ROI and identify which customers are 
the most important for your business.  

We perform consumer segmentation using a range of different 
methods such as Latent Class Analysis, K-means clustering and 
hierarchical clustering. We advice you on which approach to take 
based on your specific requirement of the study in order to 
maximize the insights you gain from the consumer segmentation.

Consumer segmentation

See how Reckitt  
does it

https://www.opeepl.com/case/reckitt


A concept qualification qualifies and selects the best performing 
concept ideas among a larger pool of concept ideas.  

It is done when the first concept ideas have materialized in an 
innovation process. Typically, these concepts are developed with 
input from a market assessment and only exist as a short concept 
description with a simple visual mockup.  

Concept qualification is a method used to speed up the innovation 
process by, on an early stage, point focus on those few concept 
ideas that resonate with the audience before you invest too much 
in developing inferior concepts.  

It is a "kill your darlings" approach that will make your innovation 
process more efficient, so that winning concepts are developed 
faster.  

Key insights from a concept qualification 
• Ranking of concept ideas 
• Concept ideas associations 
• Purchase intent 
• Perceived differentiation 

A concept qualification will give your organization the ability to 
focus the resources on developing the right concept(s) in a fully 
market-oriented way. Early-stage input from consumers will not 
only increase the chance of success, but also reduce time to 
market as no time is wasted on inferior concept ideas. 

Concept qualification

See how Nestlé  
does it

https://www.opeepl.com/case/nestle


A concept test evaluates one or more concepts and identify their 
strengths and weaknesses. 

It is carried out during the innovation process.  

With a concept test, a range of KPIs are measured for one or more 
concepts which have made it through the concept qualification.  

The main contribution of the concept test is to identify the 
concept's strengths and weaknesses across these KPIs such as 
likability, purchase intent, differentiation and brand coherence and 
will ultimately decide whether the concept is good enough to 
continue into product development.  

If more concepts are tested against each other in the concept test, 
you will be able to identify the most suitable concept for the given 
audience.  

Key insights from our concept test 
• Concept KPI ratings 
• Overall concept score and main factors 
• Concept strengths & weaknesses  
• Concept selection 
• Concept attribute evaluation 

A concept test will provide you with the needed insights to select 
one or more of the best performing concepts to carry into product 
development. Whether you are looking to test a single concept 
through monadic testing or multiple concepts through sequential 
monadic testing, we will find the best solution for you.  

We offer the relevant methodologies to go along with the concept 
testing, such as MaxDiff design for concept selection and conjoint 
analysis for concept attribute evaluation.

Concept test



A package test tests different packaging design proposals on key 
brand attributes to identify the best performer. 

It is performed when a new or adjusted product package has been 
qualified and the innovation process moves into preparing the 
market launch.  

Through several different KPIs, the new or adjusted package can 
be tested against the brand’s own existing package or multiple 
developed packages.  

Additionally, the package test can assess the fit with the current 
product portfolio and be measured against top competitors to give 
an indication of future performance. 

Key insights from a package test 
• Purchase intent  
• Stand out score 
• Product relevance and value  
• Brand coherence insights  

With a package test, you get the insights needed to make a 
decision about which package to use for your new or adjusted 
product, how well it fits with your brand and its expected 
performance against competitors in the market. 

We offer both monadic testing (a single package) or sequential 
monadic testing (multiple packages) depending on your needs.

Package test



A visual, name and claim test tests a new name, visual or claim for 
your product to identify the best performer. 

It is carried out during the product development phase. The 
purpose is to identify which statements are most suitable for the 
product, let it be a visual logo, the product name or highlighted 
information about the package content.  

The insights will give an overview of the best performer for 
targeted consumer groups in order to maximize interest in the new 
or adjusted product according to market demands. 

Key insights from a visual, name and claim test 
• Visual, name and concept selection 
• Brand coherence insights 
• Product relevance and value 
• Purchase intent 

The insights obtained from a visual, name and claim test will give 
you an understanding of how different product components are 
perceived by the consumers and which elements of a visual, claim 
or name are the best performer.  

We suggest a MaxDiff design for selection. We will advise you on 
which visual, name or claim to choose and identify controversial 
statements and their potential impact on your future product 
development.

Visual, name & claim test



A package architecture survey identifies consumer preferences for 
pack sizes, multipack and bundles. 

It comes into play when you have the package design completed 
and need to focus on what SKUs and multipacks to market.  

The package architecture can both be used internally, but also in 
the dialogue with retailers to optimize revenue for the product.  

Key insights from a pack architecture test  
• Preferred pack sizes/types 
• Optimal package size/type mix  
• Multipack preferences  
• Optimal multipack mix  

Package architecture is used to select the right pack sizes and 
multipack variations in order to match consumers needs and 
preferences. By optimizing your package architecture, you can 
obtain a better market fit which will lead to more products sold.

Package architecture



A pricing study identifies the best pricing for the product or 
service. 

It is typically conducted during the product development phase 
but can also be relevant when an already existing product or 
service needs adjustments to meet market needs.  

The purpose is to identify the best price range for one or more 
products or services based on consumer preferences.  

Through balancing the product or service price against consumer 
expectations, a pricing study will provide the foundation for 
maximizing profits for a new or adjusted product or service. 

Key insights from a pricing study  
• Optimal pricing level  
• Consumer pricing preferences  
• Product or service value for money indicators  
• Price elasticity measures  

With a pricing study, you will not only gain insights on the optimal 
price for your product, but also get an overview of the price 
elasticity.  

We apply recognized methods to analyze pricing preference data, 
such as the Gabor–Granger method and Van Westendorp's Price 
Sensitivity Meter.

Pricing study



A product test tests one or more products within a category and 
identify the best performer. 

It is performed when a new or adjusted product moves into 
preparing for market launch.  

The test provides valuable information on expected performance 
of one or more products through several different KPIs. In 
addition, the product test can assess the potential impact on 
market dynamics when one or more products are introduced.  

Key insights from a product test 
• Product selection 
• Purchase intent 
• Product cannibalization insights 
• Expected changes in market dynamics 

The insights from a product test will not only assist you in choosing 
the best performing product to launch, but also give you an 
opportunity to investigate potential impact of multi-product 
launches, including a risk assessment of product cannibalization.  

We work with a vast number of different markets and product 
categories and offer you the necessary guidance to optimize the 
insights gained from your product test.

Product test



A marketing claim test selects the best performing claim(s) and 
claims setup for your marketing campaign. 

It is carried out during the marketing campaign development 
phase.  

The purpose is to identify which statements are most suitable for 
the brand and marketing of the brand.  

The insights will give an overview of the best performer for 
targeted consumer groups in order to maximize interest, 
remembrance and believability in the marketing materials. 

Key insights from a marketing claim test  
• Optimal claim identification  
• Brand coherence insights  
• Claim believability  

The insights obtained from a marketing claim test will give you an 
understanding of how different claims are perceived by the 
consumers, and which claims resonate best.  

We suggest a MaxDiff design for marketing claim selection. We 
also offer advise on which claim to choose and identify 
controversial statements and their potential impact on your future 
marketing campaign.

Marketing claim test



A marketing creative test tests different visuals with the target 
group ahead of campaign launch. 

It is done either ahead of launching a campaign or part of a 
campaign to make sure the visuals released broadly are creating 
the right associations, emotions and actions within the target 
group.  

The market creative test will also provide the foundation for 
optimizing both ad spending and campaign ROI. 

Key insights from a marketing creative test  
• Campaign likability  
• Campaign coherence insights  
• Brand association insights  

The insights gained from a marketing creative test give you a 
better understanding of the brand association and emotions 
created by campaign visuals.  

We do consumer evaluations of both video and pictures, which 
will strengthen your campaign development.

Marketing creative test

See how Opera  
does it

https://www.opeepl.com/case/opera


A campaign effectiveness study determines if an ad has effectively 
increased awareness, increased purchase intent and improved 
reach of the target audience. 

It is typically carried out both before and after the campaign has 
been running.  

Prior to the campaign, the aim is to assess unaided and aided 
awareness of the specific product or service in order to achieve a 
benchmark measure of the campaign.  

Following the campaign, the study assesses if the advertising has 
increased awareness of the brand or service, improved consumer 
interest in the product or service and ultimately if the advertising 
will result in a net gain of consumers. 

Key insights from a campaign effectiveness study 
• Pre and post campaign product/service awareness  
• Pre and post campaign product/service purchase intent  
• Pre and post campaign product/service likability  
• Campaign reach for different media  

The insights give you a detailed overview of campaign 
effectiveness on a range of different metrics, improving your 
understanding of the consumer perceptions of your marketing 
strategy. You will also be able to understand the impact of the 
campaign on consumer segments, uncover new potential target 
groups and motivate changes to future campaigns.  

We analyze these points of interest using several different 
methodologies which will be tailored to your specific campaign.

Campaign effectiveness study

See how Just Eat  
does it

https://www.opeepl.com/case/just-eat


A usage and attitude test gives you a general understanding of a 
how a product is perceived and used by the consumers. 

It is typically an ad-hoc study performed on existing products in 
the market in order to uncover usage patterns, product or service 
attitudes and unmet consumer needs.  

As such, it is an agile way of responding to perceived trends in the 
market which may require a product/service modification or other 
initiatives to strengthen the market position.  

The key aspects of a usage and attitude test is to provide the 
knowledge needed to initialize, for example, a new concept 
ideation process, a new campaign or the upgrading of an existing 
product. 

Key insights from a usage and attitude test 
• Consumer usage patterns  
• Attitudes towards existing products/services  
• Attitudes towards top competitor brands and product/services  
• New product opportunities  

With a usage and attitude test, you get the needed insights for the 
decision-making process regarding the next steps for a given 
product or service.  

The usage and attitude test is the most common request, and we 
have built a strong portfolio of methodologies which can be 
tailored to your needs.

Usage & attitude test



A brand tracking gives you continuous knowledge of how 
consumers recognize, associate, and perceive the company and 
products. 

It is typically done on a continuous basis for existing products or 
service on the market. Depending on the depth of the tracking, it 
should be conducted 2, 4 or 12 times a year.  

It contributes with data to be used for:  
• Marketing: how to shape the communication that plays into 

consumer's perception 
• Sales: A pulse check on how consumers perceive their brand/

products, to communicate the right messaging and debunk 
misconceptions 

• Further product innovation: Through recognizing and seizing 
opportunities which set the company apart from other 
competitors. 

Key insights from a brand tracking 
• Product/service likability  
• Product/service value for money perception  
• Company brand awareness  
• Product/service quality evaluation  

The insights will provide you with an up-to-date overview of 
product performance and lays the foundation for the decision-
making process on further product development.  

We use a range of methodologies to uncover the trends in the 
market which will ensure that your brand and products stay ahead 
of top competitors.

Brand tracking

See how CO-RO 
does it

https://www.opeepl.com/case/co-ro


Adapting your 
quantitative market 
research to a mobile 

world

Reducing complexity 
in your project 
management 

Cutting short your 
time-to-market with 
actionable insights 

Working with us is



We all have a smartphone in our pocket. That is why sampling through mobile units can access very specific target 
audiences anywhere in the world. 

Our proprietary Dynamic Sampling technology works through a network of 40,000+ different global apps with more than 
800 million monthly active users in 150 countries in an innovative privacy-by-design framework. 

We can engage directly with users of these apps in terms of survey participation and incentivization, and because it 
requires no sign up of respondents, we can reach a larger consumer group than opt-in to panels. That means we 
approach normal consumers and not just panel members, giving you insights on consumer preferences and aspirations 
even in low IR segments. 

And last, but not least: because we apply the same methodology all over the world, you can survey cross-nationally and 
compare results.

Adapt your market research to a mobile world

Learn more about 
how we sample

https://www.opeepl.com/dynamic-sampling


Your work is busy and complex. That is why we take ownership and optimize each step of the process in your 
quantitative market research projects, giving you one point of contact, observing flexibility and professionalism. 
 
Through our end-to-end framework we help you ask the right questions, survey the right consumers and sample cross-
nationally to deliver your actionable insights in our dynamic dashboards and custom reporting.

Reduce complexity in your project management

Opeepl project 
governance model
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Client input 
1st draft to client 
1st draft client 
feedback/ approval 
2nd draft to client 
2nd draft client 
feedback/ approval

Set-up of English master version 
Test link for client feedback/
approval of English master 
version 
Revised English master version 
Client approval of English master 
version 
Translations 
Client approval of translations 
(Excel) 
Set-up of country versions 
Test link for client approval of 
translated/country versions 
Launch of survey(s)

Sampling 
Quality check

Opeepl analysis 
and reporting 
Report (PPT) and 
data delivery 
(standard Excel) 
Preparing for 
presentation 
Presentation 



Cut short your time-to-market 
with actionable insights

Follow your insights in our dynamic dashboards 
updating in real-time as sampling progresses, 
combine and map your survey results in a user-
friendly design or download data to use them in your 
preferred analytical platform. 

Or choose our custom reporting to have results 
presented tailored to your business objectives.



Get in touch

Opeepl HQ 

Emil Holms Kanal 14 

DK 2300 Copenhagen 

DENMARK

Phone DK: +45 3121 8608 
Phone NL: +31 6 2718 6395 
e: contact@opeepl.com 
w: www.opeepl.com

Opeepl NL 
Barbara Strozzilaan 101 
1083 HN Amsterdam 
NETHERLANDSBe in the know


