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TOOTHBRUSHES PURCHASE DECISION RESEARCH- SUMMARY



This summarizes key findings and conclusions of the toothbrush purchase decision research conducted in Aug. '96 in Germany. Purpose of the research was to better understand consumers' purchase decision behavior towards P&G and competitive toothbrush brands. MRD (A. Ruhland) agrees that this summary is technical correct and consistent with the findings.



Background

-	Whilst we as an Oral Care company are very well aware of our products' usage habits and satisfaction/dissatisfaction, we are still not fully aware of the consumer's purchase decision process and behavior. As such, we do not yet fully understand the role of specific product attributes (hardness degree, flavor, aesthetics, price, etc.) and the trade's role in determining the consumer's final purchase decision in terms of store choice and brand/variant choice. 

-	Research process consisted of 217 interviews conducted with toothbrush purchasers at the point of sale, specifically at the cashier.



Conclusions

1.	We need to predominantly win on shelf - not on displays - in order to win with the consumer. Whilst displays are clearly the most effective promotional tool to get additional trade support, shelf space and quality are most important to draw consumers into the b-a-d franchise. As such, toothbrushes are clearly a category consumers plan to purchase already at home (76%). Even among the 24% of consumers who decide spontaneously in the shop to buy a toothbrush, the majority (67%) saw the product on shelf (!), not on display. Not surprisingly, product choice and availability are key for consumers' shop choice. Given that 51% of consumers will rather leave the shop or postpone the toothbrush shopping in case their preferred variant is not available, we need to ensure a maximum of our skus over all hardness degrees and head sizes is available on shelf.

2.	We should not actively seek to eliminate or combine certain b-a-d hardness degrees. The toothbrush hardness degree is the #1 criteria consumers consider when purchasing their toothbrush. As such, 82% of consumers already know at home which hardness degree they need, ahead of brand choice (57%) or price (22%). Moreover, the bristle hardness degree ranks as high up in the toothbrush attribute importance as the perceived cleaning and gum care/protection. 57% of consumers would rather postpone their shopping or leave the shop instead of buying an other then planned hardness degree. Put differently, only 6% of consumers would be prepared to buy a different then planned hardness degree. 

3.	We should verify again to what extend our active dentist conversion program can be associated to business success. The data suggest that only 14% of consumers have ever received a dentist recommendation to buy a specific toothbrush brand, and only 10% follow it on a going basis. This supports our previous learnings that dentists do not actively recommend a particular brand. Moreover, we already know from in market results that it is not the actual, but the perceived dentist recommendation that drives consumers' purchase decision (Oral B vs. Dr. Best). Finally, it is doubtful that we will ever achieve a truly claimable, leading dentist recommendation with our non-preferred wave profiled brushes. As such, our dentist recommendation has remained absolutely flat ever since 1993.

4.	We should not rely on the dentist recommended 3 months toothbrush change frequency for our consumption increase program. Instead, we need to link the worn out look of a toothbrush to a reason-why consumers should exchange their brush more often (worse cleaning/gum care protection). As such, almost 50% of consumers exchange their toothbrush because their old one looks worn out, compared to only 24% because of an +3 months age. 



Other Considerations:

1.	The research confirms that our cleaning, gum care and bristle focused benefit/reason-why equity is right. As such, the data confirms that consumers rate the perceived cleaning and gum care performance as equally and most important in their toothbrush purchase decision. Importantly, the bristle profile/design is rated significantly more important (3.0 on average out of 5.0) in the purchase decision compared to handle (2.5) and head flexibility (2.2). This will potentially be a watchout for the Descartes initiative.



Indicated Actions											Who	When

1.	Shelf share development analysis by trade channel and customer.			CAR	mid Sep.

2.	Use category management to drive full hardness degree distribution.		YBR	asap

3.	Freeze all b-a-d patient sampling funds until effectiveness is proven.	JPB	Sep.

4.	Drive perceived dentist recommendation behind infomercial campaign test.	CAD	Sep.

5.	Include visual toothbrush change trigger learning in consumption		CAR	Sep.�incenting advertising development.							



Key Findings

1.	a) The vast majority of consumers plan their toothbrush purchase already at home. Specifically, 76% of consumers claim to plan their toothbrush purchase at home, compared to only 24% deciding spontaneously in the shop. Moreover, 49% of consumers not only decided already at home to buy a toothbrush, but also which brand and bought it.

Whether planned to buy toothbrush brand��Base: Toothbrush purchasers�217���%��Planned product purchase�76��- planned to buy this particular brand�49��- planned brand purchase changed�6��- spontaneously purchased this brand�22��Spontaneous product purchase in store�24��

1.	b) Among the consumers who buy toothbrushes spontaneously in the shop, most do so because they have seen them on shelf, not because they were on display. From the 24% of consumers who bought their toothbrush spontaneously in the shop, 16% did so because they have seen the product on shelf and only 1% claim to do so because of a special display.  

If spontaneously, what triggered��Base: Toothbrush purchasers�217���%��Spontaneously bought product in this store�24��- because of the product on shelf�16��- because of an extra placed display�1��- because of a special offer�-��- because of advertising leaflets�-��- not answer/any other�6��

1.	c) 51% of consumers either postpone the toothbrush shopping or go to another shop in case their variant is not available. Specifically, 11% of consumers claim to go to another shop in case their sought after variant is not available, 40% postpone the toothbrush shopping gin this case but complete the remaining shopping trip. Note, only 6% of consumers would be actually willing to buy a different hardness degree than planned.

What do if variant of brand usually bought is not available��Base: Toothbrush purchasers�217���%��Go to another shop�11��Postpone product shopping but complete remaining shopping�40��Switch to other variant of same brand�21��Switch to similar variant of other brand�28��Not answer�0��

1.	d) Consumers buy their toothbrush in a specific shop outlet because they do all their shopping there, and because of the big choice and variant availability the outlet ensures. Vice versa, pricing as well as special offers are among the least important reasons why consumers pick a specific outlet for their toothbrush purchases.

What key reason for buying a toothbrush in the specific trade outlet��Base: Toothbrush purchasers�217���%��Usually do all my shopping in this store�56��Big choice�35��Preferred brand and variant always available�28��Products are clearly placed�18��Always low prices�16��A lot of special offers�8��Other reasons�5��Not answer�4��

2.	a) The #1 factor consumers plan already at home when buying a toothbrush is the desired hardness degree. 82% of consumers know already at home which hardness degree they want, ahead of which brand (57%) and which head size/bristle profile (49%). Note, price (22%) as well as handle (31%) and head flexibility (24%) are less taken into consideration at this stage.

Factors planned already at home for toothbrushes��Base: Toothbrush purchasers�217���%��Hardness degree (soft, medium, hard)�82��Brand�57��Bristle profile (flat, wave, other)�49��Size/length of head�49��Variant of brand�40��With or without flexible handle �31��With or without flexible head �24��Price (approx./at most)�22��With or without changeable heads�18��Which color�16��Any other factor�1��Not answer�14��

�2.	b) The bristle hardness degree ranks among the top five purchase decision criteria for toothbrushes, together with its cleaning and gum care performance, the bristle profile and the head size. Note, handle and head flexibility are ranked much lower in importance.

average Importance of toothbrush purchase decision factors��Base: Toothbrush purchasers�217���%��Good perceived cleaning performance�3.6��Bristle hardness degree�3.6��Good protection of gums�3.5��Bristle profile/design�3.0��Head size and length�2.9��Brand�2.7��Price�2.6��Handle flexibility�2.5��Being on special price�2.5��Availability of head flexibility�2.2��Handle design ergonomics�2.1��Color �2.0��Dentist recommendation�2.0��Packaging�2.0��Suitable for whole family�2.0��Availability of changeable heads�1.8��Being on special display�1.6��

2.	c) 57% of consumers either postpone the toothbrush shopping or go to another shop in case their hardness degree is not available. Specifically, 10% of consumers claim to go to another shop in case their sought after variant is not available, 47% postpone the toothbrush shopping in this case but complete the remaining shopping trip.

What do if hardness degree of brand usually bought is not available��Base: Toothbrush purchasers�217���%��Go to another shop�10��Postpone product shopping but complete remaining shopping�47��Buy other hardness degree, but same variant and same brand�5��Buy same hardness degree, but other variant of same brand�15��Buy same hardness degree, but similar to current variant of other brand�23��Buy any other brush, because hardness degree not important�1�� 

3.	Only 14% of consumer ever received a dentist recommendation to buy a specific toothbrush brand, and only 10% use this brand exclusively/most. Vice versa, 86% of consumers never received a dentist recommendation to buy a specific toothbrush brand.

Did your dentist ever recommend to you a specific brand/how often buy this brand��Base: Toothbrush purchasers�217���%��Dentist recommended brand�14��Use the brand���- Exclusively�8��- Most�2��- Sometimes�2��- Never�1��Dentist did not recommend a brand�86��

4.	The key reason for consumers to buy a new toothbrush is that their old one looks worn out. As such, 47% of those consumers who planned their toothbrush purchase did so because their old one looked worn out, compared to only 24% doing so because their current brush is older than 3 months.

If planned, why decided to buy a new toothbrush��Base: Toothbrush purchasers�217���%��I planned product purchase�76��- Old one looked worn out�47��- Old one did not clean anymore�26��- Was older than 3 months�24��- Want to buy a stock of toothbrushes�8��- Dentist told me brand is good�7��- Others�3��







												



Oral Care Purchase Decision Criteria Research



The extensive information requested for this study has lead to an abundance of data to be analyzed. The present comment is not meant to be exhaustive but briefly summarizes the main new learnings about the three categories toothbrushes(TB), toothpaste(TP) and denture care(DC).



PURPOSE:

Purpose of this study was to better understand consumers purchase decision behaviour towards P&G and competitive oral care brands, also including the trade specific role.



MAIN RESULTS:



Data suggests that for the majority of consumers we need to have convinced them to buy our brand before they enter the store ( advertising, product experience, recommendation etc.).



�SYMBOL 183 \f "Symbol" \s 10 \h�	A large majority of consumers plan category purchase: TP 89%, TB 76%, DC 86%.

�SYMBOL 183 \f "Symbol" \s 10 \h�	Of these the majority already knew which brand they intended to buy and bought it (TP 72%, TB 49%, DC 72%).

�SYMBOL 183 \f "Symbol" \s 10 \h�	Of those who bought different brand to the one intended or bought spontaneously, the majority were influenced by the product shelf ( TP 10%, TB 21%, DC 16%).

�SYMBOL 183 \f "Symbol" \s 10 \h�	Only the minority of consumers compared different products and chose out of several options ( vs. single-minded purchase of intended brand) TP 28% and DC 18%, with exception of TB which are nearly balanced: 47% who compare vs. 51% who bought single-minded.



We need to ensure that all variants are available and clearly arranged on shelf so that we don't lose the consumers who would change to another brand if the preferred one is not available.



�SYMBOL 183 \f "Symbol" \s 10 \h�	If brand is not available between 10%(DC) and 28%(TB) claim they would buy a different brand.

�SYMBOL 183 \f "Symbol" \s 10 \h�	Main factors that influence consumers decision in which shop they do their purchase are: "placement makes it easy to find products", "shop neat, nice appearance" and " big range in all product categories I need".





Dentifrice:

�SYMBOL 183 \f "Symbol" \s 10 \h�	The brand (75%), product form (71%) and efficacy of variant (73%) are decided by most consumers before entering the shop, price (33%) and tube-size (37%) are determined in the shop. Factors like colour of tube/packaging are not considered by 54% of interviewed people. This would seem to contradict qualitative learnings, which suggest that consumers determine the efficacy of variant via known tube/packaging colour - this could be due to a difference between claimed rational planning       				     and actual behaviour.

Toothbrushes:

�SYMBOL 183 \f "Symbol" \s 10 \h�	The hardness degree (82%) and brand (57%) are mostly fixed before entering the shop, variant (51%) and colour (59%) are determined in the shop. Factors like changeable heads (not considered by 66%) and head-(48%) or handle-flexibility (35%) are not often considered.

�SYMBOL 183 \f "Symbol" \s 10 \h�	Only 6% of consumers are prepared to change hardness degree if preferred is not available.The others prefer to postpone toothbrush shopping, go to an other shop or change brand .

�SYMBOL 183 \f "Symbol" \s 10 \h�	Only 14% would buy another head size if preferred is not available.

Denture Care:

�SYMBOL 183 \f "Symbol" \s 10 \h�	The brand (adhesive 70%, cleanser 84%) and product form (adh. 85%, cl. 87%) are mostly fixed before entering the shop, package size (adh. 40%, cl. 39%) and price ( adh.33%, cl.34%) are determined in the shop. 









  





Oral Care Purchase Decision Criteria Research





PURPOSE:

To better understand consumers' purchase decision behaviour towards P&G and competitive oral care brands, also including the trade specific role.



SPECIFIC ACTION TO BE TAKEN ON RESEARCH RESULTS:

Results will be used as part of the overall oral care category management project. Specific applications vary from brand to brand. See below background.



Location: National			Dates of fieldwork: Aug.8-12,1996			Costs: $ 26,670 (EXR 0,7)

 











                                                    DENTIFRICE 	TOOTHBRUSH 	DENTURE CARE

                                                    PURCHASERS  	PURCHASERS	PURCHASERS

                                                    __________ 	__________ 	____________



BASE :                                                 254  	217	101

                                                         %  	 %	 %



WHETHER PLANNED TO BUY DENTIFRICE/TOOTHBRUSH/

DENTURE CARE BRAND

I planned category purchase                             89	  76	  86

  I planned to buy this particular brand              72	49	72

  Planned to buy particular brand but changed          6	 6	 7

  planned brand

  I did not plan which brand to buy, spontaneously    11	22	 7

  chosen

I have not planned to buy oral care product,            10	  24	  12

but decided spontaneously in the shop

Not answer                                               >		   2

                                                       ___	  ___	  ___

                                                       100	  100	  100







WHY PLANNED BRAND CHANGED

I planned category purchase                             89	  76	  86

  Planned to buy particular brand but changed          6	 6	 7

  planned brand

    Because of the product shelf                     3 	   5     	   6

    Because of an extra placed display               - 	   -	   -

    Because of a special offer                       > 	   -	   -

    Because of advertising leaflets                  -	   -	   -

    Because of others                                2	   1	   1

    Not answer why planned brand changed             >

  I planned to buy this particular brand              72	49	72

  Spontaneous purchase of this brand                  11	22	 7

I have not planned to buy oral care product,            10	  24	  12

but decided spontaneously in the shop

Not answer                                               >		   2	

                                                       ___	  ___	  ___

                                                       100	  100	  100







IF SPONTANEOUSLY, WHAT TRIGGERED

I have not planned to buy oral care product,            10	  24	  12

but decided spontaneously in the shop

  Because of the product shelf                         7	16	10

  Because of display                                   >	 1	 -

  Because of a special offer                           >	 -	 1

  Because of feature/leaflet                           1	 -	 -

  Because of others                                    3	 6	 -

  Not answer why planned brand changed                 >	 >	 1

I planned category purchase                             89	  76	  86

Not answer                                               >		   2

                                                       ___	  ___	  ___

                                                       100	  100	  100
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                                                   DENTIFRICE 	TOOTHBRUSH 	DENTURE CARE

                                                    PURCHASERS  	PURCHASERS	PURCHASERS

                                                    __________ 	__________ 	_____________



BASE :                                                 254  	217	101

                                                         %  	 %	 %

TYPE OF DECISION MAKING

I knew what to take and took this particular            72	  51	  82

product, I had not to consider anything

I compared different products, in the end I have        28	  47	  18

chosen out of several options this particular

product

not answer	   2

                                                       ___	  ___	  ___

                                                       100	  100	  100

















                                                    DENTIFRICE   TOOTHBRUSH   ADHESIVE    CLEANSER

                                                    PURCHASERS   PURCHASERS   PURCHASERS  PURCHASERS

                                                    __________   __________   __________  __________ 

	

BASE :                                                 254 	  217	  40	  61

                                                         %	   %	   %	   %



IF BRAND/VARIANT NOT AVAILABLE WHAT WOULD

SHOPPER DO

Go to another shop                                      17	  11	  23	  11

Postpone Dentifrice shopping but complete               43	  40	  50	  70

remaining shopping

Buy another variant of same brand                       15	  21	  18	   8

Buy another brand                                       25	  28	  10	  10

                                                       ___	  ___	  ___	  ___

                                                       100	  100	  100	  100

















                                                    DENTIFRICE 	TOOTHBRUSH 	DENTURE CARE

                                                    PURCHASERS  	PURCHASERS	PURCHASERS

                                                    __________ 	__________ 	_____________



BASE :                                                 254  	217	101



FACTORS MEAN (AVERAGES) WHEN ASSESSING/CHOSING

SUPERMARKET/DRUG MARKET



Placement makes it easy to find products                 3.5	3.6	3.6



Shop neat, nice appearance                               3.4	3.5	3.7



Big range in all productcategories I need                3.4	3.4	3.3



Permanent low prices in many productcategories           3.4	3.3	3.3



Good service                                             3.3	3.3	3.5



Lot of special offers                                    3.2	3.1	3.2



Nearest shop to my home/way to work                      3.1	3.0	3.1



Good parking facilities available                        2.9	3.0	2.5



Location close to other shops I visit                    2.7	2.6	2.9



Any other                                                2.7	2.1	2.2





BASE : ONLY SUPERMARKET                                  142	130	 39

FACTORS MEAN (AVERAGES) WHEN ASSESSING/CHOSING

SUPERMARKET/DRUG MARKET



Fresh and high quality food available                    3.8	3.7	3.7







...3�



- 3 -













                                                                             FACTORS

                                                      FACTORS PLANNED       DETERMINED           FACTORS

                                                      ALREADY AT HOME       IN THE SHOP       NOT CONSIDERED

                                                      _______________       ___________       ______________



BASE : DENTIFRICE PURCHASERS                                254                254                254

                                                              %                  %                  %

DECISION FACTORS

Brand                                                        75                 20                  3

Product form (paste, gel, liquid, stripes)                   71                 18                 11

Flavour                                                      65                 24                 10

Tube-size                                                    50                 37                 12

Efficacy of variant (cavity, parodontose etc)                73                 14                 11

Price (approx./at most)                                      40                 33                 25

Colour of tube/packaging                                     28                 18                 54

Any other factor                                              4                  1                  7

Not answer                                                    9                 44                 35

                                                            ___                ___                ___

                                                            416                210                169

















                                                             DENTIFRICE

                                                             __________



BASE : DENTIFRICE PURCHASERS                                    254

FACTORS MEAN (AVERAGES) WHEN CHOSING DENTIFRICE



Cleans well                                                     3.7

Cavity protection                                               3.6

Plaque removal                                                  3.6

Paradontose protection                                          3.6

Tartar prevention                                               3.5

Freshens mouth and breath                                       3.5

All in one protection                                           3.4

Whitens teeth                                                   3.2

Brand                                                           3.1

Sensitivity protection                                          3.0

Product form (paste, gel, liquid, stripes)                      3.0

Price                                                           3.0

Medical brand                                                   2.6

Tube size                                                       2.4

Recommended by dentists                                         2.1

TV advertising                                                  1.6

Display                                                         1.6



















                                                      FACTORS PLANNED       DETERMINED           FACTORS

                                                      ALREADY AT HOME       IN THE SHOP       NOT CONSIDERED

                                                      _______________       ___________       ______________



BASE : TOOTHBRUSH PURCHASERS                                217                217                217

                                                              %                  %                  %

DECISION FACTORS

Brand                                                        57                 35                  8

Variant of brand                                             40                 51                  9

Colour                                                       16                 59                 24

Price (approx./at most)                                      22                 42                 35

Hardness degree (soft, medium, hard)                         82                 15                  2

Bristle profile (flat, wavy, other)                          49                 34                 17

With or without flexible handle                              31                 33                 35

With or without changeable heads                             18                 17                 66

With or without flexible head                                24                 28                 48

Size/length of head                                          49                 32                 19

Any other factor                                              1                  2                  8

Not answer                                                   14                 14                 19

                                                            ___                ___                ___

                                                            403                361                290
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                                                             TOOTHBRUSH

                                                             __________



BASE : TOOTHBRUSH PURCHASERS                                    217

FACTORS MEAN (AVERAGES) WHEN CHOSING TOOTHBRUSH



Degree of bristle hardness                                      3.6

Good cleaning performance                                       3.6

Good protection of gum                                          3.5

Durability of bristles                                          3.1

Bristle profile (flat, wavy, other)                             3.0

Size/length of head                                             2.9

Brand                                                           2.7

Price                                                           2.6

Flexible handle                                                 2.5

Medical brand                                                   2.3

Flexible head                                                   2.2

Recommended by dentists                                         2.0

Display                                                         1.6

TV advertising                                                  1.5













                                                    TOOTHBRUSHES

                                                    ____________



BASE : TOOTHBRUSH PURCHASERS                            217

                                                          %







IF THE HARDNESS DEGREE OF BRAND

NOT AVAILABLE WHAT WOULD SHOPPER DO

Go to another shop                                       10

Postpone toothbrush shopping but complete                47

remaining shopping

Buy same variant and same brand, but another              5

hardness degree

Buy other variant of same brand with prefered            15

hardness degree

Buy another brand with preferd hardness degree           23

Buy another brand with any hardness degree (don't         1

care)

                                                        ___

                                                        100





DEGREE OF BRISTLEHARDNESS

Soft                                                     17

Medium                                                   68

Hard                                                     16

Not answer                                                3

                                                        ___

                                                        104







IF THE HEAD SIZE OF BRAND NOT AVAILABLE

WHAT WOULD SHOPPER DO

Go to another shop                                        6

Postpone toothbrush shopping but complete                46

remaining shopping

Buy same variant and same brand, but another head         9

size

Buy other variant of same brand with prefered head       14

size

Buy another brand with preferd head size                 20

Buy another brand with any head size (don't care)         5

                                                        ___

                                                        100







KIND OF BRUSHHEAD BOUGHT MOST OFTEN IN P6M

Short                                                    30

Normal                                                   69

Not answer                                                3

                                                        ___

                                                        102
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                                                      FACTORS PLANNED       DETERMINED           FACTORS

                                                      ALREADY AT HOME       IN THE SHOP       NOT CONSIDERED

                                                      _______________       ___________       ______________



BASE : DENTURE CARE ADHESIVE PURCHASERS                      40                 40                 40

                                                              %                  %                  %

DECISION FACTORS

Brand                                                        70                 28                  -

Product form (cream, powder, cushion)                        85                 13                  3

Package size (30/50 g)                                       50                 40                 10

Pack price (approx./at most)                                 48                 33                 20

Smell                                                        38                 25                 38

Taste                                                        48                 23                 30

Any other factor                                              3                  -                 13

Not answer                                                   13                 45                 48

                                                            ___                ___                ___

                                                            353                205                160









                                                             DENTURE CARE ADHESIVE

                                                             _____________________



BASE : DENTURE CARE ADHESIVE PURCHASERS                                40

FACTORS MEAN (AVERAGES) WHEN CHOSING DENTURE CARE ADHESIVE



Long lasting hold                                                     3.7

Easy to apply                                                         3.6

Productform (cream, powder, cushion)                                  3.5

Brand                                                                 3.2

Taste                                                                 3.1

Price                                                                 2.8

Medical brand                                                         2.3

Recommended by dentists/pharmacists                                   2.1

TV advertising                                                        1.5

Display                                                               1.5









                                                      FACTORS PLANNED       DETERMINED           FACTORS

                                                      ALREADY AT HOME       IN THE SHOP       NOT CONSIDERED

                                                      _______________       ___________       ______________



BASE : DENTURE CARE CLEANSER PURCHASERS                      61                 61                 61

                                                              %                  %                  %

DECISION FACTORS

Brand                                                        84                 13                  3

Product form (tabs, powder, foam)                            87                 10                  3

Package size (66/96 tabs)                                    56                 39                  3

Pack price (approx./at most)                                 57                 34                  8

Smell                                                        66                 13                 21

Taste                                                        67                 10                 21

Any other factor                                              3                  -                 20

Not answer                                                    5                 49                 59

                                                            ___                ___                ___

                                                            425                169                139









                                                             DENTURE CARE CLEANSER

                                                             _____________________



BASE : DENTURE CARE CLEANSER PURCHASERS                                61

FACTORS MEAN (AVERAGES) WHEN CHOSING DENTURE CARE CLEANSER



Cleaning efficacy                                                     3.8

Effect of desinfection                                                3.8

Refreshens mouth and breath                                           3.7

Productform (tabs, powder, foam)                                      3.5

Smell                                                                 3.3

Taste                                                                 3.3

Brand                                                                 3.3

Package size (66/96 tabs)                                             3.2

Price                                                                 3.1

Colouring of water                                                    2.4

Medical brand                                                         2.3

Recommended by dentists/pharmacists                                   2.0

Display                                                               1.7

TV advertising                                                        1.7
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Oral Care Purchase Decision Criteria Research

DEH96051





PURPOSE:

To better understand consumers' purchase decision behaviour towards P&G and competitive oral care brands, also including the trade specific role.



SPECIFIC ACTION TO BE TAKEN ON RESEARCH RESULTS:

Results will be used as part of the overall oral care category management project. Specific applications vary from brand to brand. See below background.



REQUESTED BY:  Toothbrushes Advertising



MARKET RESEARCH PLANNING MANAGER:  A. Haurand



COSTS:  $ 26,670   (EXR. 0.7)



BACKGROUND:

Whilst we as an Oral Care company are very well aware of our products' usage habits and satisfaction/dissatisfaction, we are still not fully aware of the consumer's purchase decision process and behaviour. As such, we do not yet fully understand the role of specific product attributes (hardness degree, flavour, aesthetics, price, etc.), our perceived position on these relative to competition and the trade's role in determining the consumer's final purchase decision in terms of store choice and brand/variant choice. Results will guide our line-up thinking (toothbrushes), in-store presentation, promotion strategy, etc. 



METHOD/BASE SIZE/ELIGIBILITY:

One-on-One Interviews, 254 dentifrice purchasers, 217 toothbrush purchasers, 61 cleanser/ 40 adhesives purchasers.



INFORMATION TO BE OBTAINED:



- brands/variants/sizes purchased (most often) in past 6 month

- Whether usually plan <dentifrice/toothbrush/cleanser or adhesive> purchase or buy spontaneously

- if planned, whether this determines choice of shop

- if planned,  who suggests ususally the purchase

- if planned, for whom usually buy?

- if planned, why decided to buy a new <dentifrice/tooghbrush/cleanser of adhesive<?

- if spontaneously, what triggers usually?

- if planned, which factors were plannd already at home which are decided in the shop (tick all):

- importance of factors in purchase decision making?

- single most important factor for purchase decision making

- time order in which relevant criteria are checked during purchase decision in store

- why did not buy <bam BAB/bad/bad denture care> in p6m

- what is the single biggest reason why would not buy <bam BAB/bad/bad denture care>?

- what do if the variant of brand (and version) usually bought is not available?

- Only TB: what do if the hardness degree of brand and version usually bought is not available?

- Only TB: what do if the head size of brand and version usually bought is not available?

- where usually buy <dentifrice/toothbrush/cleanser or adhesive> (name of shops)

- Reasons for buying <dentifrice/toothbrush/cleanser or adhesive> at preferred shop

- Single most important reason for buying <dentifrice/toothbrush/cleanser or adhesive> in preferred shop

- Imprtance of factors when evaluating/choosing preferred shop outlet

- Single most important factors when evaluating/choosing preferred shop outlet

- Key reason for shopping trip today?

- what amount spent on total shopping trip today in DM? (open)

- did your dentist ever recommend to you a specific brand of <dentifrice/toothbrush/cleanser or adhesive>?

- if yes, how often do you purchase this brand (exclusively/most/sometimes/never)?



DATES OF FIELDWORK:	Dates of interviewing: August 8-12,1996

				Study closed for tabulation: August 14, 1996



LOCATION:  National  (Berlin, Hamburg, Hannover, Düsseldorf, Duisburg, Nürnberg, Waiblingen, Süßenborn-Weimar, Brandis,

                                    Kassel, Göttingen, Magdeburg, Chemnitz, Dresden)



AGENCY:  GfK



RELATED STUDIES:  No related studies were done.
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