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UNDERSTANDING THE ORAL HYGIENE CATEGORY 
PATH-TO-PURCHASE 



2 © 2017 Ipsos. 

The Retailer has a differentiated offer 

RETAILERS AND MANUFACTURERS have to work together to create an 
environment which creates a Triple Win.  
 

   

Ipsos Triple Win Philosophy 

This happens when:  

The Shopper can buy what they want easily  
 
 
 
The Manufacturer can optimise their sales 
for the Retailer’s customers in the 
Manufacturer’s category. 
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People will consider your 
brand more than others 

Overcome any barriers 
to choose your brand  

At the heart of growing brands is an 
understanding how people make choices 

MORE 
PEOPLE 

MORE 
EASILY 

MORE 
OFTEN 

Building Strong Brands Means: 
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ARE SALIENT 
Brands need to come in  mind in the moments that matter, 
through  strong associative memory structures so they are 
naturally retrieved in a fast-processing, automatic decision 
environment. But it also helps having distinctive features (like 
brand assets) 

FORM RELATIONSHIPS 
They must fulfil the key motivational criteria for selection: 
meeting functional & emotional needs and creating connections 
embedded in the mental networks. 

RANK FIRST 
They must have the highest perceived value at the moment of 
choice, compared with alternatives: basic awareness is not 
enough. 

ARE AVAILABLE 
They must be accessible (e.g. pricing, distribution). The more 
easily people perceive that they can obtain one option vs. 
another similar option, the more likely it is to be selected.  

Our Philosophy on Brand Growth 

PEOPLE ARE 
MORE LIKELY 
TO CHOOSE 
BRANDS  
THAT… 
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DATA COLLECTION METHOD 
CAPI via tablet devices 

TARGET GROUP AND SAMPLE 
1000 Interviews  the respective number of responsible and co-responsible for 
oral hygiene products purchase 
Males and females aged between 15 and 69 years 
Nationally representative (urban and rural) 

QUESTIONNAIRE 
Structured questionnaire 
About 12 minutes length 

FIELDWORK PERIOD 
October 16th – 27th, 2017 

Applied Research Approach 
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Path to Purchase 

WHO BUYS 

WHAT  
PURCHASED 

PRE-STORE 
INFLUENCES 

IN STORE 
INFLUENCES 

CHOICE OF 
PURCHASE 
CHANNEL 

DECISION 
CRITERIA 
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Category Penetration and Buyer Profile 

98 Category penetration 

98 Category penetration 

55 Category penetration 

43
% 

57
% 

43
% 

57
% 

39
% 

61
% 

Statistically significantly higher compared to other gender (95% confidence level) 

<%> 

Base: All, N=1000/ Respective category buyers (N=830; N=817; N=317) 

Q1. For purchase of which of the following oral hygiene categories are you responsible or co-responsible, together with other 
member of the household? 
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Purchase Frequency 

3 

1 

2 

23 

3 

6 

48 

15 

36 

20 

21 

22 

6 

38 

16 

1 

23 

18 

0 20 40 60 80 100 

 Once a week   Once every 2 or 3 weeks   Once a month  

 Once every 2 months   Once every 3 months   Less often than once a year  

Average  
per month 

1.3 

0.5 

0.75 

<%> 

Base: Respective category buyers (N=830; N=817; N=317) 

Q2. How often do you buy…? 
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Main Point of Purchase 

51% 

30% 

9% 

8% 

1% 

1% 

52% 

25% 

11% 

10% 

1% 

1% 

44% 

8% 

14% 

33% 

1% 

1% 

 Hypermarket / 
Supermarket 

 Small neighborhood shop 

 Drugstore 

 Pharmacy 

 Online 

 Elsewhere 

<%> 

A B C 

A/B/C Statistically significantly higher compared to other category/ies (95% confidence level) 

C C 

B, C C 

A 

A, B 

Base: Respective category buyers (N=830; N=817; N=317) 

Q3. And where from do you buy … most frequently? 
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How do people decide on the brand/ SKU when in front of the 
shelf ? Again 2 types of purchases 

Where do people decide on the category? 2 types of purchases 1 

2 

PLANNED PLANNED UNPLANNED 

FINDER DECIDER 

I know the brand I 
want, I just try to 

find it 

I choose my 
brand in front of 

the shelf 

Ipsos Shopper Model 



11 © 2017 Ipsos. 

                                                                     

PLANNED DECIDER/ ANALYZER 
 

Planned the category before coming to 
the POS and the brand in the POS 

 

UNPLANNED DECIDER/ 
IMPULSIVE 

 
Planned both the category and brand in 

the POS 

PLANNED FINDER/ AUTO-PILOT 
 

Planned both the category and the 
brand, before coming to the POS 

UNPLANNED FINDER/ LOYALIST 
 

Planned the category in the POS, and the 
brand before coming to the POS 

 

B
R

A
N

D
 P
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N

N
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G
 

Planned 

N
o

t 
p

la
n

n
ed

 

Not Planned 

P
la

n
n

ed
 

Finder 

Decider 

Category vs Brand Planning - Concept 

CATEGORY PLANNING 



12 © 2017 Ipsos. 

ANALYZER 

27% 
 

AUTO-PILOT 

34% 
LOYALIST 

22% 

IMPULSIVE 

17% 
 

Finder 

Decider 

ANALYZER 

24% 
 

AUTO-PILOT 

31% 
LOYALIST 

25% 
 

IMPULSIVE 

20% 

Finder 

Decider 

 Toothbrush 

Planned Unplanned 

Planned Unplanned 

Category vs Brand Planning (1/2) 

Base: Respective category buyers (N=830; N=817; N=317) 

Promotion is 
more 

important 
factor 

Promotion is 
more 

important 
factor 

Q4. How do you usually take decision about the purchase of..?  Q5. And how do you usually decide which brand …to buy?  
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ANALYZER 

27% 
 

AUTO-PILOT 

37% 
LOYALIST 

21% 

IMPULSIVE 

15% 
 

Finder 

Decider 

Planned Unplanned 

Category vs Brand Planning (2/2) 

Base: Respective category buyers (N=830; N=817; N=317) 

Promotion is 
more 

important 
factor 

Q4. How do you usually take decision about the purchase of..?  Q5. And how do you usually decide which brand …to buy?  
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 Shopping Habits 

74% 

6% 

20% 

70% 

10% 

20% 

83% 

3% 

14% 

 I purchase one pack, 
regardless if the item is 

sold on promotion or not 

  I purchase several packs, 
regardless if the item is 

sold on promotion or not 

 I purchase several packs 
when the item is sold on 

promotion 

<%> 

A B C 

A/B/C Statistically significantly higher compared to other category/ies (95% confidence level) 

C 

C 

C 

A, B 

Base: Respective category buyers (N=830; N=817; N=317) 

A, C 

Q6. Which one of the following best describes how you usually buy..? 

Unplanned 
deciders: 

26% 

Unplanned 
deciders: 

26% 

Planned 
deciders: 

27% 
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  Decision Influencing Factors 

<%> 

A 

42% 

37% 

31% 

26% 

23% 

23% 

16% 

14% 

11% 

11% 

9% 

6% 

5% 

4% 

2% 

Base: All who buy at least one of the categories, N=835 

 21% 

 15% 

 14% 

 11 % 

 8% 

 6% 

 6% 

 5% 

 4% 

 3% 

 3% 

 3% 

 1% 

 1% 

 1% 

Chosen at 
First Place 

60-69 years old: 36% 
In Montana region: 39% 
With income up to 400 

BGN: 44% 
  Price 

 Good balance between price and quality 

  High quality 

  To meet my specific needs 

  Promotion 

  To have the expected result 

  Dentist’s recommendation 

 Availability in the places where I usually shop 

 To be a brand with traditions  

  To be offered in a convenient size and packaging 

 Recommendation from a friend / colleague 

  To be offered in different variants  / flavors 

  Ads (TV, Internet, Press, etc.) 

  Pharmacit’s recommendation 

 Recom./ positive feedback in forums/ social media 

Q7. Which of the following up to three criteria are the most important for you when choose oral hygiene products? 

40-49 years old: 22% 
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27%

16%

15%

9%

6%

6%

6%

3%

2%

2%

1%

1%

1%

1%

4%

2%

29%

18%

15%

5%

6%

6%

5%

3%

2%

2%

1%

1%

0%

1%

4%

2%

Brand Combining Most Important Factors for  
Purchase vs  Most Often Purchased Brand (1/2) 

 Colgate 

 Astera 

 Aquafresh 

 Lacalut 

 Sensodyne 

 Blend a med 

 Parodontax 

 Dental 

 Bilka 

 Signal 

 Vademecum 

 Elgydium 

 Oral - B 

 Himalaya 

Other 

 No answer 

16%

9%

9%

9%

8%

5%

3%

2%

2%

1%

1%

1%

1%

3%

33%

16%

8%

5%

9%

9%

6%

2%

2%

2%

1%

1%

1%

1%

4%

35%

 Dental 

 Colgate 

 Signal 

 Lacalut 

 Sensodyne 

Astera 

 Aquafresh 

 Oral B 

 Himalaya 

 Elgydium 

 GUM 

 Curaprox 

 Trisa 

 Other 

 No answer 

Q8. Which brand has the mentioned most important for you factors for choice of ..? Q9. Which brand ... do you buy most often in your household? 

Base: Respective category buyers (N=830; N=817) 
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25%

16%

10%

8%

6%

5%

4%

4%

4%

3%

2%

2%

1%

1%

2%

8%

24%

18%

10%

9%

6%

5%

4%

4%

4%

4%

2%

2%

0%

0%

2%

7%

Brand Combining Most Important Factors for  
Purchase vs  Most Often Purchased Brand (2/2) 

 Listerin 

 Astera 

 Aquafresh 

 Lacalut 

 Colgate 

 Sensodyne 

 Oral - B 

 Parodontax 

 Dental 

 Bilka 

 Sandrin 

 Eludril 

 Biodent 

 GUM 

 Other 

 No answer 

Q8. Which brand has the mentioned most important for you factors for choice of ..? Q9. Which brand ... do you buy most often in your household? 

Base: Respective category buyers (N=317) 
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Most Preferred Type of Promotion 

39 

26 

18 

6 
4 

6 

 Discounted price 

 Double package 

 Additional quantity 

 A gift to the product 

 Other 

 No answer 

Base: All who buy at least one of the categories, N=835 

Q7. When talking about promotions of oral hygiene products (toothpaste, toothbrushe, mouthwash), in what type of promotion do you buy such products most often? 
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At which price 
would you feel 

so cheap that you 
would question its 

quality and would not 
buy it? 

At which price   
would you feel 

that this product is 
expensive, but not 

too expensive? 
At which price  would you 

feel that this product is 
not too expensive and 

you’d buy it? 

At which price 
would you feel 

that this product 
is too expensive? 

03 

02 04 

01 

  Price Sensitivity Measurement 

2,9 

2,5 

3,6 

BGN 2,40 

BGN 2,60 

BGN 2,80 

BGN 3,00 

BGN 3,20 

BGN 3,40 

BGN 3,60 

BGN 3,80 

Toothpaste, 75 ml. 

Optimal price point 

Acceptable price 
range lowest point 

Acceptable price 
range highest 
point 

Base: All who buy at least one of the categories, N=835 

PSM. At which price a toothpaste of 75 ml. for everyday use would seem..? 
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THANK 

YOU 
Shopperly Yours, 
 

Ipsos Team 


