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HOW AI AND DIGITAL TWIN TECH
CAN OPTIMIZE YOUR PORTFOLIO?

WHAT IS TURF?

Total Unduplicated Reach and Frequency (TURF) is a popular 
technique in marketing and advertising research that came into 
prominence during the 1950s. 

TURF’s roots go back to early media efforts to optimize audience 
reach. In recent years, the applications for TURF have been expanded 
to include selecting the best product attributes, from flavors to 
packaging and claims. The basic idea is to select a combination of 
flavors that maximize the number of unduplicated consumers who 
would find their favorite flavor in the product range. 

If a company plans to market a new ice cream, for example, they may 
consider launching ten possible flavors. But this number of SKUs 
would add complexity and expense when, in reality, there isn’t space 
in the market for this many alternatives and three might already reach 
the majority of the target audience. Adding extra products won’t 
increase your reach substantially. 

The TURF algorithm identifies the optimal product line to 
maximize the total number of consumers who will 
purchase at least one SKU.

Portfolio Optimization
Methods
TURF analysis is an important tool used by CPG companies to 
optimize their product range and maximize reach. It is indisputably 
the most popular method to forecast the sales potential of a product 
pre-launch. But this approach has a significant limitation: It can only 
validate the restricted number of ideas and concepts a company 
selects to put before consumers. 

This means the right choice of concepts is crucial. Without it, CPGs 
risk being left with suboptimal solutions that may lack agility and 
differentiation from the competition.

We have developed an alternative tactic.

Foodpairing leverages digital twins to predict buying intent and 
likeability. These digital consumers are based on online and physical 
interactions to simulate the consumer experience and, because they 
are digital, there is no limit in the number of concepts that can be 
tested. Millions to billions of concepts can get a predicted trial and 
liking score for each individual digital twin. By applying TURF 
analysis to this data set, the concepts with the highest reach can be 
identified and portfolio modeling can instantly react to changes in 
the market.
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How is Foodpairing using TURF 
differently?

Many marketing research companies offer TURF, so how does Foodpairing do 
things differently?

TURF analysis has many advantages. But it is only suitable when 
concepts are clearly defined. If you don’t define competitor or 
substitute products in your survey, they are not included in the 
analysis. If competitors bring new products to the market, you will 
need a new TURF analysis. The concepts you included are also 
limited to the knowledge within your marketing and product 
development teams. 

What if your optimal product contains an ingredient that isn’t 
already on your radar? 

Instead of relying on a limited list of concepts that can be checked in 
the TURF analysis, Foodpairing tackles this in a different way.

Following questions can be answered using TURF: 

• Should I extend or reduce my product line?
• What is the optimal size of the product line?
• Which new SKUs should be launched?
• How can I prevent cannibalization when launching new SKUs?
• What is the best way to counter competitive product lines?
• What if I want to reach a new audience?What is the first product I
should bring on the market?

Foodpairing’s trial model can 
predict the existing and future 
buying intent for every digital twin 
of a product.
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The reach of XYZ product is very low with fewer varieties; consider at least TOP 4 flavors

Flavor 1, Flavor 2, and Flavor 3 are most incremental to line and should be included among the variety offerings.



By generating millions of virtual variations of formulations, 
our model can cover the complete flavor space in your 
category. This means you aren’t restricted to concepts that 
are already familiar with your development chefs or 
marketers. The model will cover the complete innovation 
space.

What does a briefing looks like?

Typically a client will start with a line extension request. This project 
allows us to check and optimize the trial and liking model for your 
use case and is needed for TURF simulations. 

ONCE THE TRIAL MODEL REACHES MORE THAN 70% IN 
ACCURACY, THE MODEL CAN BE APPLIED ON TURF.

 In your project briefing the target audience (country, demography), 
the category (e.g. beverages), the base product (e.g. orange juice 
brand X) and your current portfolio (and competitors) are shared. 
Based on the briefing, Foodpairing will model the maximum reach 
versus the number of SKUs.

Questions Foodpairing can help you answer 
include: 
• What is the optimal number of SKUs in my range?

• Which SKUs should be removed, which ones should be added?

• What are the traits of the different consumers buying each SKU?

• What percentage of consumers that do not buy your current
brand could be convinced to try your SKUs?

• If you want to reach a new audience, what SKUs should you
launch first?

How does Foodpairing use 
digital twin of a consumer 
technology?
Foodpairing has been digitizing consumers and chefs for more than a 
decade. By combining data from the Foodpairing tools like FlavorID, 
chef apps and public data like recipes and social media, Foodpairing 
digitizes a diverse range of consumers.

Foodpairing’s technology is built on an understanding of the 
chemical flavor of ingredients which is overlaid with consumer 
preferences regarding individual aroma compounds. As such, 
Foodpairing does not need to have data on all ingredients to be able 
to predict their trial and liking scores.

How is the trial model validated?

Foodpairing’s trial models
have an accuracy higher
than 70% between the actual
and the predicted trial.

To validate models in new markets and new categories, Foodpairing 
will launch a survey with a limited number of concepts. The 
concepts in this survey are not the concepts the company needs to 
launch, but as they span the different features of the model, are a 
specific selected sample to validate the model.

How do you create concepts? Do they need to 
come from the client?

No, all concepts are generated in the model. Foodpairing is not only 
digitizing consumers. It is also digitizing products and
ingredients by chemically analyzing flavor compounds and 
interactions within the product. These digitized formulations can 
then be used in simulation models.

4 — Foodpairing NV



www.foodpairing.com




