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Enhanced TURF Analysis for Configuring a Portfolio of Products
C-TURFsm is Renaissance Research & Consulting’s enhanced tool for using TURF analysis to optimize a product line.

TURF (Total Unduplicated Reach and Frequency) Analysis is a way of designing a product portfolio (e.g., a assortment of flavors, or a mix of services) to reach the greatest possible number of prospects.  It uses survey data on consumer response to various offerings (flavors, varieties, etc.);  the response variable is dichotomized (e.g., purchase/not, favorable/unfavorable).

In addition, C-TURFsm can accommodate up to three types of additional data on the elements of the product line:

· Volume:  The amount that prospective purchasers of each line intend to buy over a fixed period.


· Price:  The unit sale price for each element in the line


· Cost:  An estimate of the unit cost for producing each item in the product line.
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The analysis searches for the best n-item combinations (where n runs from 2 through 11).  For each set of combinations, the analysis produces a series of diagnostic measures by which they can be evaluated.

· Reach:  This is the percentage of customers that are favorable to at least one member of the combination.  This indicates the breadth of the combination's appeal.

· Frequency:  This is the average number of items to which potential customers (those favorable to at least one member) are favorable.  A high frequency means that the combination is reaching fewer new customers, but under certain circumstances can mean additional revenue from multiple purchases.

· GRPs (Gross Rating Points):  The product of reach and frequency.  This is the average frequency for each item within the total market (including rejecters) and is used by many marketers to evaluate the overall appeal of a combination against other combinations of the same number of items.

· Saturation:  GRPs divided by the number of items.  GRPs are used to compare different combinations of a common number of items;  however, they cannot be used to compare combinations with a different number of items, since GRPs will tend to increase simply as a function of the number of items offered.  Saturation is a GRP measure corrected for the number of items offered, thus allowing comparisons of the response to combinations with different numbers of items.


· Volume:   Average number of units potentially purchased across all items in a combination

· Gross Dollar Potential:  Sum of products of item volume and item unit price, across all items in the combination.


· Net Dollar Potential:  Sum of products of item volumes and the differences between item unit price and item unit cost, across all items in the combination:
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C-TURFsm ranks each set of combinations four different ways, in descending order of:

1. Reach

2. GRPs

3. Volume

4. Net Dollar Potential

For each ranking, it finds up to the top 1000 combinations, and displays them, with all statistics, in an Excel spreadsheet.

In addition, C-TURFsm can accommodate budgetary constraints into the analysis.  A C-TURFsm analysis can be run in three different ways:

· UNCONSTRAINED:  All combinations are ranked in descending order


· CONSTRAINED BY BUDGET:  Only combinations whose unit costs sum to less than a specified budget will be ranked


· CONSTRAINED BY NET REVENUE:  Only combinations for which the sum of the differences between unit price and cost across all elements of the line exceeds a specified minimum will be ranked

C-TURFsm thus takes simple monadic attitude and usage data, an turns it into a very powerful tool for shaping a product line.  For more information, please call Paul Gurwitz at:

Renaissance Research & Consulting

(212) 319-1833
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