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THE NTF GROUP 
Innovation 

THE NTF GROUP 
Innovation 

Please address any comments or questions to:
Greg Taylor or Joan Nelson

Tel:  02 92902441
Email:  gregt@ntf.com.au; joann@ntf.com.au

www.ntf.com.au
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“ The NTF brand/price models are the 
best I’ve seen anywhere in the Coca Cola system, 

anywhere in the world”

Mary Minnick
President and Chief Operating Officer

Coca Cola Asia
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FMCG Clients

Strategic consultation on competitive 
interactions in product positioning and  
brand pricing to Regional President

Coca Cola Corporation

New Product Development in cheese 
and salad dressing categories

Strategic redefinition of categories

Kraft (Aust)Pty Ltd

Development of a marketing 
planning system to identify market 
opportunities, forecast sales 
volumes (by brand and pack size) 
in response to pricing, in-store 
promotion and advertising 
activities.  This project involved 
analysis of a number of data 
sources including: AC Nielsen 
scanner data, TARP data, 
promotional schedules and 
weather data

Kellogg (Aust) Pty Ltd.  
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Other Clients

Demand Forecasting and Value 
Proposition Development for new to 
China private housing

The output was a decision support 
tool, which could be used to determine 
the demand for private housing under 
different scenarios of location , style, 
configuration. 

A three year review showed the 
demand predictions were 
consistently within 7% of actual

Govt. of Singapore 
Investment Corporation

Kellogg (Aust) Pty Ltd.  
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Service Industry Clients

Forecasting demand for new 
telephone banking system and 
predicting ROI

New financial product development 
and propensity modelling

*NTF Models were audited by Bain 
International and found to 
contribute $110m Shareholder 
Value Added using conservative 
metrics

Commonwealth Bank of Australia

Configuration and optimisation of new business 
post outlets
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Overview – The NTF Group

Established in 1995 by Joan Nelson and Greg Taylor

Key purpose : To help our clients manage their brand 
portfolios, fine-tune existing products and services and 
through innovation, optimise ROI

Joan Nelson & Greg Taylor
Directors of The NTF Group 2003
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The NTF Group is an Innovation Focused Marketing 
Consultancy. We bring together:

Overview – The NTF Group

� Qualitative insight

� Sophisticated non-linear modelling (Artificial Intelligence) 
to identify market opportunities

� Experience in innovative product development,  packaging, 
positioning

� Virtual market testing to simulate how new products and 
concepts will interact with today’s marketplace

� Financial analysis, brand/price modelling to optimise ROI
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The NTF Group has a unique process for Innovation

Overview – Innovation Process

� Our process has evolved to provide 3 dimensional 
visualisation of complex marketplaces – developing an 
innovative perspective for our clients 

� A multi-layered approach with a multi-disciplinary team 
to identify opportunities, initiate innovation, optimise
product, packaging, positioning, communication, and 
ROI. 

� We provide demand predictions that have been found 
to be highly accurate across many markets
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Key Questions

� What are the most 
profitable line extensions 
or new product 
opportunities?

� How can overall 
profitability be improved 
through optimising 
category coverage

Requires an 
understanding of…

� What cells of 
consumer attraction 
exist?

� What is their relative 
size?

� How is consumer 
utility changing over 
time?

Overview – Innovation Process
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How does our innovation process work?

A typical Innovation Cycle

Cognitive 
mappingProduct 

modelling

Market 
Mapping

What cells of 
consumer attraction 
exist [SKUs with 
common 
attributes]?

Experimental 
variation of new 
product, new 
positioning variants 
using AI and 
optimisation
techniques

How does the customer view 
the market and what is their 
basis of product selection? 

ROI
Financial 
analysis of 
return to 
business

Cells of 
Attraction

Using scan 
data to map the 
competitive 
landscape
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Brand competition matrix

The NTF Group uses 
scan data to map the 
competitive price 
interactions in the 
market.

This is actual data. It 
demonstrated to our 
clients that, in this 
category, they 
largely competed 
against themselves!

Market 
Mapping

How does our innovation process work?

Client SKUs 

Competitor SKUs
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To exploit category 
dynamics, it is critical 
to understand the 
underlying utility of 
cells of consumer 
attraction, as well as 
individual SKUs. This 
is an essential 
‘building block’ for 
superior category 
management as well 
as innovation 

How does our innovation process work?

Cells of 
attraction
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Visibility

-Solid block
-Plug in
-Pump

- Vanilla
- Lavender
- Peach

In your faceYellow

-Aerosol

Delivery System

Fragrance
-
-
-

Low Notes Luxury

Discreet

New Product

Cognitive Mapping

How does our innovation process work?
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� The role of 'emotions' (vs logic) in customer decision making is greatly 
misunderstood in the business world.

The work of Damassio, LeDoux, Zaltman and many others has shown clearly 
that the vast majority of consumer decisions are made either largely by, or 
under very strong influence of, the non-conscious emotional brain. 

This requires a specific type of research to reach beneath the conscious 
veneer of logic to the often non-conscious body of emotions that TOGETHER 
drive how we make decisions. 

� It involves the use of an array of projective tools and techniques by an 
experienced qualitative researcher who can correctly interpret the meaning 
beneath the gestures, the significance of silence when one might have 
expected words, the clarity behind an obscure phrase.

Our Qualitative Approach

How does our innovation process work?
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Widest level of subject matter 
Potential Marketplace 

Available Marketplace
(what attracts, how and why)

Target Marketplace
(brands, products, services)

Penetrated Market 
(personal blueprint for 

products, brand
choices)

First find the frame of reference…

Different 
levels of 

engagement, 
market 

expenditure, 
awareness 
of offers & 

brands CREATIVE
PACKAGE

MARKET MAPPING

WHAT DOES IT
LOOK AND FEEL
LIKE?

COGNITIVE 
MAPPING

PERSONAL BLUEPRINT 
FOR CHOICE

�����������	
��
���
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What does it look like? 
We focus on the pictures people choose to illustrat e an idea, product, brand, service … and what they 
say about them

�����������	
��
���
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Experimental Product Modelling

How does our Innovation process work?

We use experimental choice design to measure and model consumer
preference for new products, new services, new-to-the world concepts.
As with all modelling – inclusion of the right parameters is paramount and 
based on qualitative insights 

Brand

Price

Product

Packaging

Positioning

Reckitt Benckiser, P&G, etc

Cost of product relative to the 
market

Key defining attributes

Type, Size

Defining concepts, advertised 
benefits

Choice 
(trade-off 

between price 
and different 

benefits)
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We create the linkages…

Packaging 
Design

Tactical 
Pricing

Communication/
Advertising

Product 
Design

Positioning/
Pricing 

Strategy

Key Factors 
for 

Innovation 
Success

We have evolved a team and a system for interaction to 
take the research forward

Multi-disciplinary Approach
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Innovation Team

� Market research and new product communication
� Client management responsibilities

Lisa Wang

Multicultural Research 
and Communication

� Econometric modelling

� Manager of analytic team
� Financial markets

Tony Corke

Former Senior 
Information Manager, 
major financial institution

� Qualitative Research
� Wide experience in FMCG New Product Development

� Cognitive mapping
� Communication 

Joan Nelson
Former market research 
manager and part of 
NPD team – major 
FMCG company

� Financial and business analysis

� Specialist marketing modelling
� Strategy for global FMCG clients

Greg Taylor

Former Director of a 
financial research 
consultancy

INNOVATION TEAM – Key Members
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InnovationTeam

� Branding
� Packaging design

Nadia King
Designer

� Innovation specialist

� Experienced successful FMCG product development
� Engineering & Marketing

Bruce Ward

Head of Innovation

New product team

� Specialist sophisticated modelling
� Software development

Daniel Kunkle
Mathematician –
Santa Fe

� Packaging innovation

� Product design 
� Industrial design

Dart Braeder

Designer, new 
product team

INNOVATION TEAM - Associates
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Innovation NPD

� Stain remover
� Ironing aid
� Washing detergent

Laundry Care

� Garden fertiliser

� Pet insecticide

Pet & Garden

� Vitamin & Health products

� Shampoo and conditioner
� Deodorant 

Health & Beauty

� Surface spray

� Toilet Cleaner
� Detergent variants

Household Cleaners
& Detergents

� New flavour cheese slices

� Functional foods - dairy
� Creamy dressings

� Vitamin/flavoured & functional drinks

Food & Dairy

New Products
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Innovation NPD 

� Shelf stable meat products

� Spray oil
� Squeeze mustard

� Nut snacks

Food & Snacks

� Aerosols
� Plugs

Air Fresheners

� Spray insecticide variants 

� Roll on insecticide

Insecticides

� Analgesics

� Reflux product
� Antiseptics

Pharmaceutical

New Products 


