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Organizacija Centralnega marketinga

Cilj delovanja Centralnega marketinga je prispevati k odlicnosti marketinskega procesa z
uporabo sodobnih pristopov, dvigovanjem ravni znanja in deljenjem dobrih praks.
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MARKETING MIX VALIDATION
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plant-based spreads
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Razlicni viri podatkov
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|

Online research community

ATLANTIC

GRUPA

Kvalitativne raziskave
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Kvantitativne raziskave - kontinuirane
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Kvantitativne raziskave — ad hoc

ASSOCIATIONS

PHOTIONAL TR

FUNCTIONAL EXTRENIC

i MOPP COMPARISON AND PURCHASE INTENTION

Althoogh most represantatives of a target groups say they wil probably or definitely buy tested samples, Meat spreads users and
Canned fish users mere: than ofher graups (especially Veggie and Dairy find out that 1s betler than
product they usually consume

GRUPA



Dip & eat. Grissini & Argeta

Grisini z ajdo, obogateni s chia in
lanenimi semeni skupaj z Argeta
mesnimi in ribjimi namazi, k
pomaka za hitrl prigrizek. Ko ste
aktivni ali kadar si zaZelite kvaliteten
In okusen prigrizek v naravi, ob
gledanju najljubiega filma, odmaru v
pisarni ali kar tako

Poskusite razlicne okuse in se
zabavajte!
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Online platforme

‘e are yout trusted quantitative market tesearch partner dell
consumer insights you need in 3 1ast-moving world powered b
increasing individuality, the rise of sub-segme
request to do more with stagnating resources

Being In the know of the consumers’ ever-changing desites and
IsPIrations, you can maka the right bus cisions at the right time

-end frarmework we help you ask the right questions,
survey the right consumers and sample nationally with sur
wary Dymamic Ssmpling technology to defiver your actionabie
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Marketing Community

Consumer Customer
marketing marketing
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Shopper
marketing

Community
stuff







