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Sequential Point Assessment in Concept Evaluation 
 
There has been a lot of discussion in corporate America about the 90% failure rate of new products, 
but what about the good ideas that are not introduced? 
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Deliverables 
As with a traditional concept study, S P A C E generates the following deliverables: 

• Overall appeal of the entire concept 
• Relative appeal of multiple concepts 
• Price/Value perception of the concept(s) 
• Imagery/Positioning of the concept 

 
In addition, S P A C E identifies which specific portion of the concept consumers find appealing and 
which they find objectionable.   
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 statement in Part 4 (Concept A) and Part 5 (Concept B) clearly is unappealing to the consumer.  

 these concepts would have been evaluated in a traditional concept test, Concept A would probably 

 

The following example shows the result of a two-cell S P A C E study.  Each concept has eight parts 
that are individually rated followed by the overall rating:  
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Concept A is never able to recover while Concept B steadily improves.  If Part 4 from Concept A 
were modified, it is likely that the overall acceptability of the concept would be improved.   
 
If
have been rejected and yet another promising new product idea would have been eliminated. 
 
 
 


	S  P A C E
	Sequential Point Assessment in Concept Evaluation

