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We Had a NEW Product

How would we 
talk about it?

BUT...



What

Why

Take a Step Back



TWO Key Points Missing:

How do we talk about 

us?

difference between the 

existing product and the 

new proposition



Get the product 
to consumers 

CIRCLE OF 

TESTING &

ITERATING

Understand 
where we do well vs. 

where we lack

Let consumers 
use the product

Listen to 
what consumers

 have to say

Make adjustments
 to the product 

accordingly



HOW DID WE SOLVE THE PROBLEM?

The method we can’t and don’t want to replace



Will consumers choose it at the intended price?

Does the product experience strengthen perceived value?

Will trial translate into repeat purchase?

Is the proposition strong enough to support launch expectations?

Questions Bayer needed to answer



Premium innovation 

is prone to 

oversTatement

(47% more)



..eylinx    Conducts 

transactional experiments

Give participants 
skin in the game

Insights gain greater 
predictive power



IT’S E-COMMERCE, BUT IN A RESEARCH SETTING

RESEARCH WHERE CONSUMERS COMMIT 

THEIR OWN MONEY 



$0.00

PLACE BID

Bid the
maximum you 

are willing to pay

The first auction established the 

product’s concept potential



Now let’s        

ship it!



$0.00

PLACE BID

Bid the
maximum you 

are willing to pay

The second auction REVEALED the 

product’s potential after usage



Stage What it measures Business meaning

First Auction Value of the concept Trial potential

iHUT Quality of the experience Product delivery

Second auction Value post-usage Repeat potential

Pre/post comparison Change in consumer value Strength of the business case

Pre- & post-usage data 

answers different 

commercial questions



The results = SUCCESS



Saline WITH PURIFIED SEAWATER
A new spray, premium proposition



Pre-usage 

demand data 

showed WE 

could drive 

new category 

buyers

52% of buyers 
new to category



Usage testing 

revealed 

opportunity to 

capture existing 

category users

85% found it 
better than 

their current 
product



• Learned that consumers were more likely to buy it after usage

• Saw improved perceptions of the product across all key metrics 

• Strengthened premium positioning by validating value of seawater

• Expanded the role of the product beyond congestion relief

• Reinforced perceptions of efficacy and power

• Elevated the 2-in-1 nozzle as a key product differentiator

Key takeaways from the research



The method we can’t and 

don’t want to replace



thank you!
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