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KEY INFORMATION:�
[ ] Evaluative       [ ] Exploratory research�
�
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To understand current consumers shopping attitudes and behavior in Rumania.
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-


Action To Be Taken:  
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BACKGROUND:�
�
�



We do not have any data on shopping habits in Romania. The move towards ECR and Category Management and the change in our business structure ( Metro, Chains etc.) has further stressed the need for in-depth data regarding retailers, shoppers, categories, and how all these 'variables' interact with each other.


.�
�






METHOD/TEST DESCRIPTION:�
Lead Supplier :  FOOD&MARKET�
�



Rep. Base : door to door random selection + self completion


Overquota : recruitment on parking lot, questionnaire collected or sent back


Location : Bucharest, Cluj Napoca, Lasi, Constanta, Craiova�
�






BASE SIZE/ELIGIBILITY:�
1500 housewives


extra quota if needed to get housewives who shop at Metro, Mega Image, La Fourmi.


Overquotas will be representative of stores (hence not selected on categories) with the objective to achieve a minimum base size of 80 respondants of the category with the lowest penetration.�
�






KEY DATES:�
Date(s) assume approval of Research Proposal by:  �quote ��
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�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
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P&G - EURO MRD�



CONSUMER RESEARCH PROPOSAL


DETAILS


�
APPENDIX   1�
�
	


COUNTRY:


�
MRD NUMBER(S):�
�



TITLE: Shopping Habits and Store Type Acceptance Study�
�






INFORMATION REQUESTED:�
(Specify details in order of questionnaire flow and mark non-standard / optional questions with asterisk)�
�



I. OVERALL STORE LEVEL


I. Store TYPE


e.g. Storetypes list :


-	Wholesaler/Wholesale Center e.g. Metro, Masa, Flora, Dorali, other wholesale Centers "Engros"


-	Supermarkets (primarily food) e.g. Mega Image, La Fourmi


-	Small neighbourhood stores (primarily food)


- Department stores


-	Perfumery/Drugstore


-	Pharmacy


-	Open Market (tables, street vendors)


-	Kiosks


Important to note store types where does shopping need to be based on ‘monthly spending’ not on frequency of visit!





1. Store type where does mostly the grocery shopping (storetypes list)


2. Other store type(s) where also does the grocery shopping (yes/no).


    If yes, store type where does next most the grocery shopping (same storetypes list as 1).


3. The Following attributes should be given importance ratings for the store type :


1) where does mostly the grocery shopping and 


2) where does next most the grocery shopping 


    (5 point rating scale = extremely important/very important/important/not so important/not at all important).


Attributes (need to rotate AZ-ZA) :


2) has a good assortment of quality meat


3) has a good assortment of fresh food (fruit & vegetables + dairy products)


4) has a good assortment of quality bakery products ( bread ...)


7) products I want are consistently in stock


* products are easy to reach on the shelves


11) has a good selection of types/versions/sizes of products I want


12) has the latest/newest products available


13) has a large assortment of brands per category


16) offers a large assortment of non-food products in the store


17) I can buy all items I want in one place


19) often offers in special displays


20) displays are well placed in the store


21) has convenient opening hours


22) always enough caddies available


24) provides clear information on shelf to help select the right product


25) easy to find the brand/size/type of product I want in the shelf / in the store


26) easy to find department/section I'm looking for in store


27) the place of the products does not change very often


28) has enough sales personnel to help me find the products I want


29) the sales personnel is well trained to help me


30) has friendly/helpful sales people


31) check-out lines are short


32) is close to home or work


33) has enough parking facilities


34) is clean 


35) prices well-indicated, easy to compare


37) easy to check on your ticket how much you have paid 


40) offers regularly promotions  


41) offers meaningful promotions


42) has low prices every day


43) regularly distributes an attractive folder via the mail


53) often very interesting offers in non-food


* store is within walking distance 


* is close to a Metro / Bus station


* products are in self service 


*  Nice smell in the store


* offers plastic bags to pack my shopping 


* offers reliable products ( non expired products )


* offers a large choice of western brands


* offers a large choice of local brands


* products are easy to see/find from the counter


* has heating during winter


* has airconditioning during summer


	* has a private bus-line to bring people to the store


	* has a lot of aside stores


	* offers advertised brands





II. STORE


4. Store where does mostly grocery shopping (tick pre-defined list of stores)


5. Other stores where did grocery shopping in P3M (tick pre-defined list of stores)


6. For stores where does grocery shopping (mostly + 2 most visited in P3M), in grid format:


a) distance from home (less than 5 min/ from 5 to 10 min/ from 10 to 15 min/ from 15 to 30 min/ more than 30 min)


* usual method of travelling to the store (on foot all the way, by bus/train, by bicycle, by car, other - specify)


b) frequency of visits (3X per week or more/ 2Xper week/ 1X per week/1X per 2 weeks/ 1X per month/ less often) 


c) shopping on which day of the week usually (Monday/Tuesday/Wednesday/Thursday/Friday/Saturday/Sunday/no particular day)


d) overall rating (5 point scale excellent to poor)


e) value rating  (5 point scale excellent to poor)


f) the attributes of 3. should be given agreement ratings (5 point scale =fully agree/ largely agree/ neither agree or disagree/ largely disagree/ fully disagree).





II. CATEGORIES 


(each respondent gets 2 categories out of the 3/the 3 different categories need to rotate)





A. LAUNDRY DETERGENTS


I. Questions related to Store TYPE


e.g. Storetypes list :


-	Wholesaler/Wholesale Center e.g. Metro, Masa, Flora, Dorali, other wholesale Centers "Engros"


-	Supermarkets (primarily food) e.g. Mega Image, La Fourmi


-	Small neighbourhood stores (primarily food)


- Department stores


-	Perfumery/Drugstore


-	Pharmacy


-	Open Market (tables, street vendors)


-	Kiosks





7. Store type where buy most laundry detergents (storetype list)


8. Other store type(s) where also buy laundry detergents (yes/no).


    If yes, store type where buy next most laundry detergents (Same storetypes list as 7).


9. The Following attributes should be given importance ratings per store type for the laundry detergent category for the store type :


1) where buy most laundry detergents and 


2) where buy next most laundry detergents 


    (5 point rating scale = extremely important/very important/important/not so important/not at all important).


Attributes (need to rotate AZ-ZA) :


1) offers a sufficient choice of well-known laundry brands


2) offers a good variety of pack sizes per laundry brand


3) offers bulk sizes (e.g. 2.4Kg)


4) offers enough regular formats (e.g. 600g/450g)


5) offers small formats (e.g. 150gr polybags or less)


6) offers a good variety of product variants (low suds, high suds, soaker, liquid)


7) offers a sufficient choice of cheap detergents 


10) detergent I want is never out of stock


11) detergents are shelved per brand


* detergents are all located at the same place in store 


12) easy to find what I want in the shelf


13) prices are clearly indicated on the shelf or on the product


14) detergents are shelved per product type (low suds, high suds, soaker)


15) special offers are clearly indicated


17) overall low prices for detergents 


19) often runs price reductions on detergents


22) has often big, special actions in store (e.g. at the entrance of the store)


* issues a regular folder with promotional offers on detergents


25) the assortment only offers a selection of the most important brands, variants and packs


* offers the brands advertised on TV


* offers quickly the latest/newest brands 


* offers locally produced brands


* offers western branded detergents





II. Questions related to STORES


10. Store where buy most laundry detergents (tick pre-defined list of stores)


11. Other stores where bought laundry detergents in P3M (tick pre-defined list of stores)


12. If usual store for laundry detergent is different store than where does usually grocery shopping: why is this?


(# answers possible)


1) product I want is out of stock at usual store for grocery shopping


2) product I want is missing in assortment


3) this shop has more choice and variety


4) too big to carry with other shopping


5) cheaper 


6) no bulk size available in usual store for grocery shopping


9) better value 


10) special offer


	11) other, specify,


13. For stores where buy laundry detergents (most + 2 next most visited in P3M), in grid format:


a) overall rating of laundry detergent category (5 point scale excellent to poor)


b) value rating  of laundry detergent category (5 point scale excellent to poor)


c) the attributes of 9 should be given agreement ratings, again in a grid format


    (5 point scale =  fully agree/ largely agree/ neither agree or disagree/ largely disagree/ fully disagree).





III. Questions related to Category


14 a . Brands of laundry detergents used P3M (brand list attached)


14 b. Brand of laundry detergents used most in P3M (brand list attached)


14 c. In general, before going to the store do you know already that you will buy a laundry detergent : -> if yes:


	- do you know which brand you will purchase (yes/no)


	- do you know which variant you will purchase (regular, compact, liquid…) (yes/no)


	- do you know which size you will purchase (yes/no)


15. When usual/desired laundry detergent brand is not available in usual store, would you :


- buy another brand in same store


- wait until desired brand is available in same store


- buy desired brand at another store


16. When desired size/variant of a laundry detergent brand is not available in usual store, would you :


- buy other size/variant of same brand in same store


- buy same size/variant from another brand in same store


- wait until desired size/variant is available in same store


- buy desired size/variant at another store





B. SHAMPOO


I. Questions related to Store TYPE


e.g. Storetypes list :


-	Wholesaler/Wholesale Center e.g. Metro, Masa, Flora, Dorali, other wholesale Centers "Engros"


-	Supermarkets (primarily food) e.g. Mega Image, La Fourmi


-	Small neighbourhood stores (primarily food)


- Department stores


-	Perfumery/Drugstore


-	Pharmacy


-	Open Market (tables, street vendors)


-	Kiosks





17. Store type where buy most shampoo products  (storetypes list)


18. Other store type(s) where also buy shampoo products (yes/no). 


    If yes, store type where buy next most shampoo (same storetypes list as 17).


19. The Following attributes should be given importance ratings per store type for the shampoo category for the store type :


1) where buy most laundry detergents and 


2) where buy next most laundry detergents 


    (5 point rating scale = (extremely important to not at all important).


Attributes (need to rotate AZ-ZA) :


3) offers also big sizes of the brands


* offers also small size of the brands ( sachets  5ml or + )


4) offers the full assortment per brand (all kinds, all hairtypes)


5) offers a sufficient choice of cheaper shampoos


8) shampoo I want is never out of stock


9) easy to find what I want in the shelf


10) shampoos are shelved per brand


11) prices are clearly indicated


12) special offers are clearly indicated


13) shampoos are shelved per hairtype


14) shampoos are often offered on separate displays


* has the latest/newest products available


15) overall low prices for shampoos


* runs often price reductions on shampoos


* has often special actions/promotions in store (e.g. at the entrance of the store)


19) folder often communicates special offers on shampoos


21) the assortment only offers the most important brands, variants and packs


* offers other cosmetics products as well


* is specialised in cosmetics products


* offers clean product ( no dust on the bottle )


* is well known for its low pricing policy on other categories ( food especially )


* there is a feminine shop assistant


* I can touch the bottles / smell the shampoos 


	* offers a large choice of western brands


	* offers a large choice of local brands





II. Questions related to STORES


20. Store where buy most shampoo products (tick pre-defined list of stores)


21. Other stores where also bought shampoo products in P3M (tick pre-defined list of stores)


22. If usual store for shampoo products is different store than where does usually grocery shopping: why is this?


(# answers possible)


1) product I want is out of stock at usual store for grocery shopping


	2) product I want is missing in assortment


3) this shop has more choice and variety


5) cheaper 


6) no bulk size available in usual store for grocery shopping


9) better value 


10) special offer


11) other, specify





23. For stores where buy shampoo products (most + 2 most visited in P3M), in grid format:


a) overall rating of shampoo category (5 point scale excellent to poor)


b) value rating of shampoo category (5 point scale excellent to poor)


c) the attributes of 19 should be given agreement ratings, again in a grid format


    (5 point scale =  fully agree/ largely agree/ neither agree or disagree/ largely disagree/ fully disagree).





III. Questions related to Category


24 a . Brands of shampoo used P3M (brand list attached)


24 b. Brand of shampoo used most in P3M (brand list attached)


24 c. In general, before going to the store do you know already that you will buy a shampoo : -> if yes:


	- do you know which brand you will purchase (yes/no)


	- do you know which variant you will purchase (regular, compact, liquid…) (yes/no)


	- do you know which size you will purchase (yes/no)


25. When usual/desired shampoo brand  is not available in usual store, would you :


- buy another brand in same store


- wait until desired brand is available in same store


- buy desired brand at another store


26. When desired size/variant of a shampoo brand is not available in usual store, would you :


- buy other size/variant of same brand in same store


- buy same size/variant from another brand in same store


- wait until desired size/variant is available in same store


- buy desired size/variant at another store





C. SANITARY PROTECTION (catamenials, pantiliners and tampons)


I. Questions related to Store TYPE


e.g. Storetypes list :


-	Wholesaler/Wholesale Center e.g. Metro, Masa, Flora, Dorali, other wholesale Centers "Engros"


-	Supermarkets (primarily food) e.g. Mega Image, La Fourmi


-	Small neighbourhood stores (primarily food)


- Department stores


-	Perfumery/Drugstore


-	Pharmacy


-	Open Market (tables, street vendors)


-	Kiosks





27. Store type where buy most sanitary protection products (storetypes list)


28. Other store type(s) where also buy sanitary protection products (yes/no).


   If yes, store type where buy next most sanitary protection products (same storetypes list as 27).


29. The Following attributes should be given importance ratings per store type for the sanitary protection category for the store type :


1) where buy most sanitary protection products and 


2) where buy next most sanitary protection products 


    (5 point rating scale = extremely important/very important/important/not so important/not at all important).


Attributes (need to rotate AZ-ZA) :


1) offers a large assortment of well-known sanitary protection brands 


* offers the full line-up of the brands


4) offers a sufficient choice of cheaper sanitary protection brands 


5) offers a good variety of product variants per brand (thick/thin, wings/no wings, night,..)


8) sanitary protection brand I want is never out of stock


9) easy to find what I want in the shelf


10) sanitary protection brands are shelved per brand


11) prices are clearly indicated


12) special offers are clearly indicated


13) sanitary protection brands are shelved per variant (normal, super, normal +, super +,...)


14) sanitary protection brands are often offered on separate displays 


15) overall low prices for sanitary protection products


17) runs often price reductions on single packs


* has often special actions/promotions in store (e.g. at the entrance of the store)


19) folder often announces special offers on sanitary protection brands


21) the assortments only offers the most important brands, variants en packs


23) the department for the sanitary protection products is at the discrete place


* the store personnel is well trained on the product usage 


* cotton is available as well as branded products 


* offers internal and external protection ( tampons, pads, pantiliners )


* there is a female shop assistant 


* leaflets explaining the brand are available in store


* sanitary protection products are sold by piece


* I can obtain the endorsement of a specialist 


* products are clean/without dust 





II. Questions related to STORES


30. Store where buy most sanitary protection products (tick pre-defined list of stores)


31. Other stores where bought sanitary protection products in P3M (tick pre-defined list of stores)


32. If usual store for sanitary protection products is different store than where does usually grocery shopping: why is this?


(# answers possible)


1) product I want is out of stock at usual store for grocery shopping


	2) product I want is missing in assortment


3) this shop has more choice and variety


4) too big too carry with other shopping


5) cheaper 


9) better value 


10) special offer





33. For stores where buy sanitary protection products (most + 2 most visited in P3M), in grid format:


a) overall rating of sanitary protection category (5 point scale excellent to poor)


b) value rating of sanitary protection category (5 point scale excellent to poor)


c) the attributes of 29 should be given agreement ratings, again in a grid format


    (5 point scale =  fully agree/ largely agree/ neither agree or disagree/ largely disagree/ fully disagree).





III. Questions related to Category


34 a . Brands of sanitary protection products used P3M (brand list attached)


34 b. Brand of sanitary protection products used most in P3M (brand list attached)


34 c. In general, before going to the store do you know already that you will buy a catamenial : -> if yes:


	- do you know which brand you will purchase (yes/no)


	- do you know which variant you will purchase (…) (yes/no)


	- do you know which size you will purchase (yes/no)


35. When usual/desired sanitary protection brand is not available in usual store, would you :


- buy another brand in same store


- wait until desired brand is available in same store


- buy desired brand at another store


36. When desired size/variant of a sanitary protection brand is not available in usual store, would you :


- buy other size/variant of same brand in same store


- buy same size/variant from another brand in same store


- wait until desired size/variant is available in same store


- buy desired size/variant at another store





III. GENERAL INFORMATION


37. Do you use advertising papers and/or folders to decide in which store you will shop? (5 points scale = always/often/occasionally/seldom/never).


38. Do you use folders to decide which products you will buy? (5 points scale = always/often/occasionally/seldom/never).


39. Do you make a shopping list before you go shopping?  (5 points scale = always/often/occasionally/seldom/never).


40. Do you use coupons? (5 points scale = always/often/occasionally/seldom/never).


41 Internet :


Whether have Internet access (home, work, another place)


Whether have used Internet for on-line shopping.  If yes, how frequent, when last, for which type of products (books, computer related products, food, non-food, bulky consumer goods)


Whether would like to use Internet for on-line shopping.  If yes, for which type of products.  If no, why not : personal integrity, delivery cost, want to see/feel products, want to have shopping experience, other


42. Socio-demographics (*):


- respondent herself: age / size of household / age of children below 16 / employment / type of employment / education level


- partner of respondent : part of household / employment / type of employment / education level


	(* Ask any socio-demo info which is appropriate for the country)











RELATED STUDY INFORMATION :


Side-by-Side	[ ] (Studies will be reported next to each other on tables and PR-page)


Compare to	[ ] (Studies will be reported next to each other on PR-page only)


Similar to	[x] (Used as reference for execution only) �
Specify MRD# : 











Template CRP of Feb 20 ‘98�
�






BREAKOUTS :�
as per template Quantum tables�
�






PRINCIPAL RESULTS PAGES :�
as per template Principal Result Pages


STILL TO BE DECIDED WHETHER P&G WANTS THIS�
�



�
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List of Detergent Brands











�
Ariel automat(green)


Ariel handwash (blue)





Tide Regular


Tide Lemon


Tide Automat





Perlan 





OMO Green Liposystem 


OMO Blue Oxysystem 


OMO Colorsystem





Dero Activ





Bona Prima


Bona Prima Extrafresh


Bona Automat





Persil green power


Persil Color power


Persil Blue





Rex Universal


Rex Handwash


Rex Soaker 





Dosia Universal


Dosia Bio Activ





Tomi


Tomi Citrus





Sole





Others, please specify


�
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List of Shampoo Brands





Pantene


Head & Shoulders


Organics


Alert


Timotei


Elseve


Neutralia


Schauma


Johnsons pH 5.5


Johnsons Baby


Palmolive Naturals


Nivea


Zefir


Miraj


Lorelei


Wella 


Other, please specify





�
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List of Sanitary Protection Brands














Always


Carefree


Libresse


Bella


Magic


Helen Harper


Senta 


Tampax


O.B.





Other, please specify�
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List of Stores








Wholesaler/Wholesale Center


- Metro


- Masa 


- Flora


- Doraly


- Engros





Supermarkets (primarily food)


Mega Image


La Fourmi





Small Neighbourhood Stores (primarily food)





Department Stores





Perfumery/Drugstore





Pharmacy





Open Market (tables, street vendors)





Kiosks





�



												APPENDIX VI


SPECIFICATIONS OF ECONOMIC MODELS








No need to be reported/tabulated unless Luc comes back within 2 weeks after start of field.





�
								 


												APPENDIX VII


PROCTER & GAMBLE ETC


Management Systems


ECR Category Management











last update: � TIME \@ "MMMM d, yyyy" �March 13, 1998��
Template + optional


Detailed specifications 


Victoria


�



��
�



This document intends to clarify in detail the specifications for the Shopper research 


	- Victoria reports





Shopper research General lists





Categories 


Descr: Categories on which questions are asked in the specific study (i.e. overall store + product categories)





Categories as specified in the CRP.





Shopper types 


Descr: types of shoppers between which distinction is made in this study.








	Standard Name	Description	


1	Primary shoppers	Shopper for which this specific store is his main store to do grocery shopping	


2	Non-primary shoppers	Shopper for which this specific store is not his main store to do grocery shopping	


3	All shoppers	All shoppers together independent if this is their main store of not	





Shop types 


Descr: types of shops between which distinction is made in this study e.g. Hyper markets, super markets,…





Shoptypes as specified in the CRP 





Shops 


Descr: different shops which we want look at 





Shops that are mentioned in the CRP 


At the moment of Quantum approval, the local Shopper research will check the basesize of every shop and decide whether the basesize is big enough (i.e. at least 30 representatives) to conduct the detailed analysis in Victoria. If not, the local SR responsible needs to decide whether these shops need to be grouped with other similar shops, or simply dropped, or remained like this.





Sociodemographic splits 


Descr: different sociodemographic variables + subgroups we want to look at 





Sociodemographic variables, that are mentioned in the CRP. 


At the moment of Quantum approval, the shopper research responsible will check whether the percentage figures per sociodemographic subgroup are actionable or not to conduct the detailed analysis in Victoria. If not the local SR responsible needs to decide how the subgroups per sociodemographic variable need to be grouped.








Victoria questions specification�
�
�
�
�
�
Question 1:How many people go to which store�
�
�
�
�
�
Expressed in Percentages�
�
�
Overquota are not used �
�
�
All shops mentioned in the CRP list are included in the output tables�
�
�
All categories mentioned in the CRP are included �
�
�
�
�
�
 Question 1.1: Overview by category �
�
�
Possibility exists to choose from all shopper types (prime, non-prime, all)�
�
�
�
�
�
Question 1.2: Overview by Sociodemographic group�
�
�
Possibility exists to choose from all shopper types (prime, non-prime, all)�
�
�
Possibility exists to choose from all sociodem variables as mentioned in CRP.�
�
�
�
�
�
�
�
�
Question 2: What are the strengths/weaknesses of each shop?�
�
�
�
�
�
Expressed as top-2-boxes�
�
�
Overquota are used �
�
�
Shops shown is detailed/limited list as agreed after quantum approval�
�
�
All categories are included�
�
�
�
�
�
Question 2.1: Overview of importance per chaintype �
�
�
�
�
�
Possibility exists to choose from all shopper types (prime, non-prime, all)�
�
�
Possibility exists to choose from all shop types �
�
�
�
�
�
Question 2.2: Importance versus agreement for the shop�
�
�
�
�
�
Possibility exists to choose from all shopper types (prime, non-prime, all)�
�
�
Possibility exists to choose from all shop types �
�
�
No breakout by socio-demographic group is possible�
�
�
�
�
�
Question 2.3: Importance versus agreement by socio-demographic group �
�
�
�
�
�
Possibility exists to choose from all shoptypes�
�
�
No breakout by shopper type available, only data available for “all shoppers”�
�
�
Possibility exists to choose from all sociodem variables as mentioned in CRP.�
�
�
�
�
�
�
�
�
Question 3: How do shops rank according to EST, Diller, Resale?�
�
�
�
�
�
Expressed as averages�
�
�
Overquota are used�
�
�
Shops shown is detailed/limited list as agreed after quantum approval�
�
�
Only available for shoppertype = “all shoppers”�
�
�
Only available for total grocery�
�
�
�
�
�
Question 3.1: EST analysis�
�
�
Cheap-est, Hot-est, Big-est,Easy-est�
�
�
�
�
�
Question 3.2: Diller analysis�
�
�
Price/quality, Price benefit, Price Honesty�
�
�
�
�
�
Question 3.3: Resale analysis�
�
�
Assortment, Price, Promotion, Service, Shelving, Store, Miscellaneous�
�
�
�
�
�
�
�
�
Question 4: How do shoppers behave in general�
�
�
�
�
�
all possible answers are shown�
�
�
Expressed as percentages�
�
�
Overquota are used�
�
�
Shops shown is detailed/limited list as agreed after quantum approval�
�
�
Possibility exists to choose from all shopper types (prime, non-prime, all)�
�
�
�
�
�
Question list consists of�
�
�
  subquestions in Question 6 (grocery level), standard CRP template (6.a=distance, 6.b=frequency,6.c=day) for grocery�
�
�
Questions 37, 38, 39, 40 in the standard CRP template�
�
�
  overall rating and value rating for grocery and each category (template Q6.d, Q6.e, Q13.a, Q13.b, Q23.a, Q23.b, Q33.a, Q33.b)�
�
�
�
�
�
Rem: there can be more behavioral questions for the country, if specified on next page, which will be part of the CRP, these will also be included in Question4.


�
�
�
�
�
�
�
�
�
Question 5: Is usual category store = usual grocery store? �
�
�
�
�
�
all possible answers are shown�
�
�
Expressed as percentages�
�
�
Overquota are used�
�
�
Shops shown is detailed/limited list as agreed after quantum approval�
�
�
Possibility exists to choose from all shopper types (prime, non-prime, all)�
�
�
�
�
�
Question list consists of�
�
�
Is your usual category store = ususal grocery store?�
�
�
Why different (template : Q12, Q22, Q32)�
�
�
�
�
�
�
�
�
Question 6: Out of stock reactions? �
�
�
�
�
�
all possible answers are shown�
�
�
Expressed as percentages�
�
�
Overquota are used�
�
�
Answers are based on PRIME shoppers �
�
�
Split by brand most used versus usual shops together or by usual shop versus brand most used together�
�
�
�
�
�
Question list�
�
�
reaction if brand is not available? (template Q15, Q25, Q35)�
�
�
reaction if size/variant is not available? (template Q16, Q26, Q36)�
�
�
�
�
�
Question 7: Does the shopper know upfront which {category} products she will buy?�
�
�
�
�
�
Erik to put in�
�
�
�
�
�
�
�
�
�
�
�
ADDITIONAL INPUT �
�
�
�
�
�
Input here for non-standard questions which you want in Victoria.  Following behavioral questions should be added to Victoria output.


Mention the information requested question numbers.�
�
�
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