
What’s Your Archetype IQ?

innospark
Maximize Your Innovation IQ

A new CPG product will be one of 12 Archetypes –
knowing what type of an innovation you have  will help you determine its destiny.

INSPIRING

DEPENDS ON STRATEGY

Under-Priced Consider price increase.

Winner Proceed!

Good Enough Improve performance in order to improve chances for success.

Breakthrough Motivate consumers to try it – so they can experience how it delivers.

Atypical Investigate further.

Me-Too Improve performance – may meet short-term, but not long-term, objectives.

Premium Decide whether or not to maintain premium.

Over-Priced Improve performance to support the price.

Niche/Targeted Decide if concepts should be targeted, reworked, or stopped.

Unconvincing Rework as a breakthrough – or pursue more relevant innovation opportunities.

Restart Do not proceed.

At Ipsos InnoQuest, we have identified 12 Archetypes into which consumer packaged goods innovations can be classified. 
Our Archetype IQ System is based on consumer evaluations from 10,000+ cases in our concept database. Each archetype 
has its own personality profile based on key performance indicators.

PROMISING

HANDLE WITH CARE

Value Decide whether or not to improve performance and raise price.

Please contact your Ipsos representative to learn more.

Foods from different regions or cultures – as well as artisanal foods – were the top choices among global 
consumers who were asked to express their interest in a variety of unique food products to be eaten at 
home. However, local palettes proved to be quite unique, with our food choices piquing different levels of 
interest from different countries.

EATING AT HOME?

GLOBAL CONSUMER INTEREST IN UNIQUE FOODS FOR EATING AT HOME 

Foods from 
different regions 

or cultures

Do-it-yourself
food kits

Restaurant brands
found in

grocery stores

Food products
by famous chefsArtisanal foods

Retro or 
vintage foods

Global consumers crave foreign fare and handmade care

SOURCE: Findings are from a study conducted by Ipsos InnoQuest via the Ipsos Global @dvisor Omnibus. 19,883 adults across 26 countries were interviewed. 
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Do-it-yourself food kits

Restaurant brands in grocery stores
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S. KOREA 55%  ARGENTINA 54%  S. ARABIA 53%

INDIA 45%
  SOUTH AFRICA 44%  USA 40%

For complimentary access to the data for each of the 26 countries available, please contact allyson.leavy@ipsos.com or your Ipsos representative.

Eating at Home?


