
HARIBO
PORTFOLIO STUDY 

IDENTIFYING  
GROWTH OPPORTUNITIES

“This study is as complex as our portfolio. It takes extraordinary skills to translate 
and communicate the outcome into strategic insights that we can integrate into our 
workstream. Ipsos has proven that ability.”

- Nordic Marketing Director, HARIBO Lakrids A/S

The Danish sugar confectionary market is 
very saturated and defined by many brands 
with different offerings. As the market leader, 
HARIBO continuously wants to deep dive into 
the dynamics of that market. The ambition of 
this study was to get a deeper understanding 
of what differentiates competing products and 
brands in the category, as well as input on 
how to prioritize within the product portfolio in 
order to help both HARIBO and retailer  
customers to optimize sales. 

Ipsos’ portfolio study has provided new and 
deep insights into the sugar confectionary 
market dynamics at a detailed product level. 
Additionally, by integrating HARIBO’s existing 
consumer category framework, this new con-
sumer-driven research has identified ways to 
strengthen consumer category navigation, as 
well as specific recommendations on how to 
prioritize category assortment to fit the con-
sumer and shopper needs.



The Challenge
In a mature market, HARIBO is focusing on new paths for optimizing their business for both HARIBO and 
for its grocery retail clients. The portfolio study shall provide a deep dive into: 

1.	 How do consumers perceive the wide variety of individual sugar confectionary products?
2.	 How do HARIBO products compare/differ to main competitors?
3.	 Growth opportunities; based on category drivers and barriers, how to prioritize current and new  

products within HARIBO’s portfolio?

Process & Output
Creating a Portfolio Road Map and Initiative Masterplan, by:
•	 Integrating the emotional drivers of HARIBO’s existing consumer category framework into a…
•	 Portfolio mapping Study using Ipsos’ unique market structure methodology, which is designed to un-

cover complex market and product landscapes, in combination with a…
•	 Total Unduplicated Reach and Frequency (TURF) Analysis, grouping 100 different products (own and 

competing), helping to understand how products complement or shadow each other. 

The local Ipsos team has worked closely with Ipsos’ global portfolio analysis team which specializes in very 
complex analysis like this.

The study entailed a 15-20-minute quantitative online survey (device agnostic) with more than 1,300 re-
spondents across different target groups. The respondents were asked to go through 12 rounds of simila-
rity exercises, which accumulates an enormous number of data, which the Ipsos translated to actionable 
insights.

Want to know more?
Ipsos have experts specializing in very complex data analysis. If you wish to know more about this or  
portfolio analysis studies in general, don’t hesitate to reach out to our experts:
Jens Dupont, Director, +45 2855 8612, Jens.Dupont@ipsos.com
Dorthe Ibinger, Head of Market Strategy Innovation, +45 2293 0788, Dorthe.Ibinger@ipsos.com

“The Ipsos team is very professional and insightful. They are balancing their methodological experti-
se with a genuine respect towards our internal teams’ already deep knowledge and insights into our 
own products and category. And Ipsos has been able to provide value from the portfolio study to all 
levels at our organization.”

“Ipsos’ international expertise and global presence is a big advantage to us. We can easily take the 
methodological setup of the portfolio study to e.g. to our other Nordic markets and know that Ipsos 
will deliver all the way.”  

- Nordic Marketing Director, HARIBO Lakrids A/S

The Results
 

More specifically, the project has led to:
•	 A mapping of HARIBO Products versus competitive products.
•	 Identifying a number of market gaps and growth opportunities.
•	 Deep insights into the product portfolio, indications on how consumers navigate as well as which  

products compete with each of HARIBO’s own.

“The level of detail is impressive – we have gotten a combination of overall strategic 
insights as well as very specific product/domain related recommendations.” 

- Nordic Marketing Director, HARIBO Lakrids A/S


