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EXECUTIVE SUMMARY

INTRODUCTION

BACKGROUND:

SMC intends to markel new brands (Fruity) of Flavored ORS, At the first phase, the company plans
to launch Orange and Mango Flavored ORSaline. The flavored ORS will be positioned for both the
diartheal dehydration market as well as the general rehydration market. Accordingly, the targel
market would comprise both children and adults. Before proceeding further on this issue, SMC
decided to initiate a study to identify the most preferred flavors of Orange and Mango, out of the 4
options? of each supplied by the manufacturer.

OBJECTIVE:

To select the most preferred Orange and Mango options in terms of both taste as well as flavar,
out of the different options of each. The options were considered on the basis of the concept: "A
rehydration drink both for the severe diarrhea market, especially for children as well as for
the general rehydration needs of the adult population.”

More specifically, the aim of the study was to:

v to elicit in-depth opinion on the concept of the concept: "A rehydration drink both for the
severe diarrhea market, especially for children as well as for the general rehydration
needs of the adult population.”

to gauge the preferred price level

to solicit suggestions for improvement of the most preferred candidale oplions, if fell necessary
by the respondents.

S

STUDY METHOD:
o Data Collection

The standard quantitative product-concept testing method was employed for the purpose of the
study. A pre-designed structured cum open-ended questionnaire was used to elicit the required
opinions. The interviews were face to face, wiih a randomly selected representative sample of
target consumers. The study was conducted by using the Central Localion Test (CLT) method,
which is used across the globe by all leading market research companies. Somra-MBL has a long
history of successfully using the CLT technique for similar purposes. This method was also
successfully employed for the 1996 and 2001 Flavored ORS Studies.

Study participants were initially selected through random household contacts. A listing and
screening questionnaire was filled-in at the contacted households. Then, after proper scrutiny of
these questionnaires, required number of consumer panels was formed. These panels were

' Prior to the finalization of the guestionnaire, $MC changed the Orange flavor line from four to threc
options and added Tasty Saline as the fourth option,

e
Lxeeutive Summary ol ORS Flavor Study (2003}, submilled to: M i
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brought fo the specially equipped CLT centers on designaled dates, through prior invitation, to
conduct the test.

o Sampling
3 Target Groups

As per SMC's RFP, the target groups comprised a mix of socio-economic classes, classified by
age as follows:

Age group Proposed Sample Group Name?
3-11 years 25 percent “Junior"
18-29 years 25 percent "Youth"

30-50 Years 25 percent "Seasoned”
50+ Years 25 percent "Senior"

Moreover, in line with the two previous studies, each group consisted of males and
females in equal proportions, and both urban and rural representation was
ensured.

> Sample Size

____Proposed __Achieved |
1496 (rounded to 1536
1500) |

o MNotes
Urban = Dhaka & Chittagong
Rural = villages in Mymensingh and Dinajpur.

Total sample distributed equally amongst urbanfrural, maleffemale. Corresponding
population weights assigned at analysis stage to arrive at cumulated male +female,
urban+rural estimates.

o Product Administration

The testing was done sequentially. Each respondent tested all 4 options of a given flavor
(in case of the Orange panels, 3 Orange options and one TS option were tested) in blind
form. In order to avoid the order of placement bias in tesfing and responding, the samples
were served in a systematic rotating order.

? Proposed by Somra {or this study, Giving groups an arlalrary name serves aperidional purposes,

Executive Summary of ORS Flavor Study (2003), submitted to: m i
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SALIENT FINDINGS

1. PRODUCT EVALUATION

Judging from all aspects (target groups, sequential monadic evaluation, comparalive analysis, and
the advanced statistical modeling), the winners are:

o Option C of Qrange
a  Option D of Mango.

<+ Although not a part of the initial research design, SMC desired lo compare the three
options of the Orange flavor with the currently available in market “Tasty Saline (TS)."
Analysis of the relevant data revealed that, although option C was preferred the most,
(amongst the Orange flavor oplions), sample TS was preferred more (around 55% of
the respondents, especially the “Juniors” — 58%) to all Grange options.

Main reasons for liking TS:

¥ Color more like its flavor — Leman
v" Clearer/more transparent/less cloudy than the orange options.

2. CONCEPT & NAME EVALUATION

The Concept

All respondents, excepting the juniors (for obvious reasons) were asked to evaluate the following
concept on a 5-point "acceptability” scale:

"A rehydration drink both for the severe diarrhea market, especially for children as well as
for the general rehydration needs of the adult population.”

Analysis of the corresponding data revealed that the concept was fell lo be "acceplable lo very
acceptable” by almost all, irrespective of age groupsfsocio-economic class.

The name "ORSaline Fruity"

The proposed brand name received a very strong support, across all groups, irrespective of the
flavor.

LExecutive summary ol ORS Flavor Stady (2003 ), submitied w: i{g‘ i
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The "ORSaline Fruity” concept boards

The Orange and dango flavor panels were shown and asked to evaluate the corresponding
concept boards on two key aspects, namely:

o Clarity of the message
o Aftractiveness of the concept

The two panels rated their corresponding concept boards as “clear to very clear” and "affractive to
very attractive.”

CONCLUSION

v Product Test

All three options of the Orange flavor and four of the Mango flavor have performed quite well
and have passed the consumer tesl. However, if one has fo narrow down to one per flavor,
option C of Crange and option D of Mango may safely be picked up.

= While option C of Orange came out fo be the safest bet in case of this flavor, it failed to gain
encugh support against the currently available in the market "Tasty Saline." Therefore, if the
Orange flavor has to “collide head on” with "Tasty Saline”, the Crange flavor might need further
development, especially in terms of "clarity of the solution and the color, which seemed to be
more like that of lemon (greenish) "

v Concept Test

The concept of "A rehydration drink both for the severe diarrhea market, especially for
children as well as for the general rehydration needs of the adult population™ was
overwhelmingly supported by the target population.

Y The TS solution seemed clearer, while the Orange solution seemed “murky™ to the respondents. The detail
report will give a greater understanding of the difference(s) between the two,

r

i
Executive Summary of QRS Flavor Study (2003), submitted to: aﬁ? LY
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¥ Name Test
= "ORSaline Fruity” was found to be quite an acceplable brand name.

v" Concept Board Evaluation

= Both "ORSaline Fruity Orange™ and "ORSaline Fruily Mango” concept boards were found to be
clear to understand. Moreover, the concept cum name, as conveyed by the two concept
boards, was also found 1o be attractive enough.

v"  Pricing
The modal price ("best bet”) is Taka 4.50 per pack {for 250 ml solution or a glass full}

With adequate marketing support, option C of Orange and D of Mango
stand a good chance of markel success on the platform: "4 rehydration
drink both for the severe diarrhea market, especially for children as
well as for the general rehydration needs of the adult population”.

Executive Summary of ORS Flaver Study (2003), submitted to: M ¥
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. INTRODUCTION

1. BACKGROUND

LTl

Social Marketing Company (SMC) is a private non-profit company engaged in the marketing and
distribution of non-clinical contraceptives and packaged Oral Rehydration Salt (ORS) under the brand
name of ORSaline. ORSaline is a glucose based ORS, which is at present manufaclured in
Bangladesh. i

As a part of its broad marketing strategy and continued product development programs, SMC is
contemplating the intreduction of flavored ORS, because the persisting market trends, and two flavored
ORS concept cum product tests earlier commissioned by the company (in 19396 and 2001)", show that
there is a "big market potential" for the product. Currently, the dominant brand in the Flavored ORS
market segment is "Tasty Saline” - a brand manufactured and marketed by the Food Division of
Universal Pharmaceuticals Ltd.

During the initial stages of SMC's plans to introduce flavored ORS, there were many options at hand,
like keeping the existing non-flavored glucose-based ORSaline and introducing flavored ORS also -
side by side - or replacing the existing one with a flavored one (1996), or introducing a rice-based
flavored ORS both for the diarrhea dehydration market as well as a general rehydration drink (2001).

The 1996 concept cum flavor test studied both the potential demands for the
new concept as well as the mos! preferred of the two flavors - Orange and

Y Lemon.
L)

The 2001 study had six (6) options (flavors), ie., Lemon, Orange, Mango,
Berry, Chicken and Natural - all nce-based.

y P

Despite different bases (the two studies considered), salt levels, etc, the
flavored ORS concept was widely supported, and the Mango and Orange
flavars were the most preferred ones.

SMC is now at the final stages of introducing flavored ORSaline. At the first phase, SMC plans to
launch Orange and Mango Flavors. The flavored ORS product will be positioned for both the diarrhea
dehydration market as well as the general rehydration market. Thus the target market would comprise
both children and adults. Before proceeding further on this issue, SMC had decided to initiate a study
to identify the most preferred flavors of Orange and Mango, out of the 3 options of Orange? and 4
options of Mango.

"Bath studies were conducted by Somra.
 tnitially, four options of Orangpe were plisinesd o he tested, However, daring, the Tisalization ol the research
design, SMC decided to test three options of Orange and the currently available in the market Tasly Saline.

]

Flavared ORS (2003) Study Report, submitted to: m 1
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2. OBJECTIVE OF THE STUDY

To select the most preferred Crange and Mango oplions in terms of overall preference as well as some
specific attributes, out of the 3 options of orange flavor and 4 options of mango flavor. The options were
considered on the basis of the concept; "A rehydration drink both for the severe diarrhea markel,
especially for children, and for the general rehydralion needs of the adult population.”

The specific argas of information were:

¢ [NMonadic evaluation of each option of a given flavor stand-alone (Mango amongst “Mango Panel”
and Orange amongst “Orange Panel’)

The flavors were ranked by using a 5-point scale on the following attributes:

» Tasle in mouth;

Flavor (including unaided flavor recognition and
compatibility);

Calor (including compatibility with flavor);

Salt Level;

Sweelness;

Qverall preference;

.

NN

e Comparative (evaluation) - Ranking of all options of a given flavor by order of overall preference;

e In-depth opinion on the concept: "A rehydration drink both for the severe diarrhea market,
especially for children as well as for the general rehydration needs of the adult population.”

« Preferred price level (of a pack, content of which when mixed with water makes 250 ml solution)

e Suggestions for improvement of the most preferred candidate options, if felt necessary by the
respondents.

% METHODOLOGY

3.1  Test Method

The standard quaniitative product-concept testing method was employed for the purpose of the study.
A pre-designed structured cum open-ended questionnaire was used to elicit the required opinions. The
interviewing technique was face fo face, with a randomly selected representative sample of target
market.

The products were physically tested in blind form, while lhe acceptability/allractiveness of the concept
was measured only perceptually, after trial of all options of the respective flavors. The questions on

pricing and suggestions for improvement {of the product, if any) were also administered at the end of
each interview.

Flavored ORS (2003} Study Report, submitted to: M 2
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The tests were conducted by using Central Location Test Method (CLT).
Study participants were initially selected through random household contacts.
A listing and screening gquestionnaire were filled-in at the contacted
households. Then, after proper scrufiny of these questionnaires, required
numbers of consumer panels were formed. These panels were brought to the
specially equipped CLT centers on designated dates, through prior invitation,
to conduct the test.

3.2 Sampling

3.2.1 Target Groups

The target groups comprise a mix of socio-economic classes, grouped by age brackets age as follows®:

Age group Group Name
3-11 years “Junior”
18-29 years “Youth"
30-50 Years "seasoned”
50+ Years "Senior”

3.2.2 Sample Size

The following parameters were followed for determining the sample size and recruitment of the study
parficipants:

a) Given the limited number of available test samples, the population sample sizes should be
statistically significant and adequate;

b} Tow two panels "Crange" and "Mango" should be strictly matched by key demographic indicators;

¢) All social classes (AB,C,D) should be covered;

d) Urban & rural coverage should be ensured;

e) Both male and female respondents should be covered in equal proportions;

* Due to the Eurapean Society for Opinion & Marketing Research (ESOMAR) code of conduet, to which
Somra's researchers subscribe, amd the company strictly abides by, the "Juniors™ were accompanied by their
parents/guardians, who also helped the interviewers understand the opinions/reactions of the “Jwiors ™

Flavored ORS (2003) Study Report, submitted to: m _ 3
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3.2.3 Sample

In line with the 1996 and 2001 Flavored ORS studies, this study was also conducted in urban areas of
Dhaka and Chiltagong, and in he rural areas ol Mymensingh and Barisal. The distribulion of the
proposed and actually achieved sample sizes are as follows:

{(Urban+ Rural, Male +VFemale)

, G roufjs . Initially proposed Finally planned Achieved
' . (TCP) (proposed by SMC)
Mango Flavor
Jumniors B a 240 187 192
Youth et D 187 192
Seasoned 240 87 192
Seniors iy 240 187 192
Total Mango Flavor 960 748 (rounded 10 730) 768
~ Orange Flavor . i
Juniors 240 187 192
| Youth 240 187 192
Seasoned 240 187 192
_Seniors 240 18 .y 1R
Total Orange Flavor 960 748 (rounded to 750} 768
Grand Total 1920 (rounded to 2000) | 1496 (rounded to 1500) 1536
MNotes:

popubiation weiphls were assipned ol analysis staee o arvive_al cumulated male 4 fenale,
urban + rural estimates,

Flavored OIS (2003) Study Keport, submitied (o: M A
SMLC
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Each member of a given panel tested the different flavor options sequentially. Members of respondent
of Panel 'O’ tested 3 options of the Orange flavor, in blind form and members of Panel ‘M’ tested 4
options of the Mango flavor. In order to aveid the order of placement bias in testing and responding, the

samples were served in a systematic rotating order as follows:

Sample Combination Grid

Combination/ | 1% served - 2M served 3 served Ahgerved

Panel No.

o) Orange-Option OA | Orange-Option OB | Orange-Option OC

02 Orange-Option OB | Orange-Option OC Draﬁge—[}piion OA

03 Orange-Option OC | Orange-Option OA | Orange-Option OB

M1 Mango- Option MA | Mango- Option MB_| Mango- Option MC | Mango-Option MD
M2 Mango- Oplion MB | Mango- Option MC | Mango- Option MD | Mango- Option MA
M3 Mango- Option MC | Mango- Option MD | Mango- Option MA | Mango- Option MB
M4 Mango- Option MD | Mango- Option MA | Mango- Option MB | Mango- Option MC

It is important to mention here that, the respondents belonging fo ‘Panel-O' were given another sample
'TS' to test at the end of the interview. They were asked to indicate their preference of the orange flavor

options and 'TS',

Flavored ORS (2003) Study Report, submitted to:
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ll.  FINDINGS

1. PRODUCT EVALUATION

1.1  Sequential Monadic Rating?

The findings of the sequential monadic tests (one sample tested and rated al a time in rotating order,
without cormparing with the others) are presented below.

Juniors (Mean scores out of 5)

SEC: A+B4+C+D

Samples e Grange- : Mango i

Attributes oA | OB oc MA MB MC MD
Taste 4322 | 415 4.21 3,92 4.06 4.14 4.08
Flavar 4.23 .77 4,24 4.20) 4.27 4.29 4.31
Color 4.20 4.30 4.78 4.24 427 421 438 |
Salt Leval 3.80 3.75 3.88 361 371 381 3,84
Cwrel e, 7 1.98 Ton | naa 3.0 P 3.6 3.90 403 |
Overall Preference 4.16 318 | 4.26 3.91 406 | 407 4.15
M= 192 192 | 192 192 192 192 192

o “Juniors” Orange panel has assigned the highest score to option C, although statistical lests

revealed no significant difference between the three opions, across all attributes, especially on
“Overall Preference.”

o “Juniors” Mango panel has assigned the highest score to option D and lowest to option A.
However, although the differences belween option A and the rest are statistically significant, the
differences between options B, C and D are not.

* Attributes rated on a § peint seale: Very pood =5; Good =4; Neither/Mor =3; Bad =2; Very bad =1.

e
Flavored OIS (2003) Study Repord, subnntied to: M 6
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Youth (Mean scores out of 5)
SEC: A+B+C+D
Samples Orange Mango
Attributes DA OB | 0OC | MA MB MC MD
Taste 3.96 391 397 | 391 3.86 3.8 392
Flavar 4,14 4.04 .06 4.04 4,09 4,14 4,04
Calor 4.18 4.12 4.14 4,10 4,11 4,08 4,15
Salt 3.69 368 3606 363 | 361 | 3.61 | 360
Sweet 3.75 3.62 3.73 3T 372 3.68 377
Cwverall Preference 3.94 388 398 3, 3.86 3.85 3.94
M= 192 192 192 192 192 197 192

o "Youth' Orange panel has assigned the highest score to option C, although statistical tests
revealed no significant difference between the three options, across all atiributes, especially on
“Overall Preference.”

o “Youth" Mango panel has assigned the highest score to option D, although the differences between
the four options are statistically not significant.

Seasoned (Mean scores out of )

SEC: A+D4+C+D

Samples Orange ‘Mange &
Abtributes OA OB ocC A MB MC MD
Taste 3.91 3.85 3.85 .87 3.93 384 .89
Flavor 4,11 403 4.03 A4.07 4.07 4.08 4.12
Color 4.03 4.06 3.58 4,15 4.13 4.15 4,21
Salt 3.69 360 3.65 3.73 363 3.72 3.73
Sweat 370 | 3.74 368 3.84 369 3,63 3.71
Overall Preference 3.88 385 3.68 391 3.86 3.87 350 |
M= 192 | 192 192 192 192 | 192 192

o “Seasoned” Orange panel has assigned the highest scores to oplions A and C, allhough stalistical

tests revealed no significant difference between the three oplions,

o "Seasoned" Mango panel has assigned the highest scores fo options A and D, although the

differences between the four options are statistically not significant.

Flavored ORS (2003) Study Report, submitted to:
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Seniors (Mean scores out of 5)
SEC: A+B4+CAD
Samples Orange Mango
Attributes OA on oc MA | MB MC MD
Taste 3.93 3.96 405 | 4.05 358 4.03 4.04
Flavor T12 | 406 115 RY; a0s | 416 415
Color 4,13 4.08 4.13 415 4.13 4.18 417
Salt 3.68 3.76 381 3.86 3.74 1.84 3.59
Swieet 375 | 382 386 3.97 | 3.82 3.93 3.98
Owverall rating 3.92 3.5 4.03 4.07 3.50 4.10 4.12
N= 192 192 192 | 192 192 192 192

o “Seniors" Orange panel has assigned the highest score to option C, although statistical tests
revealed no significant difference between the three options.

w  "Seniors” Mango pancl has assigned the highest scores to oplions C and D, although the
differences between the four oplions are statistically not significant.

To Recap:
» The blind, monadic test, as a part of the product test, revealed that flavored ORSaline - both

Mango and Orange received very slrong support from the targeted audience, across all survey
areas, and SECs.

» Regarding the altribute ‘overall preference’, the study revealed that all the very positive rating was
almosl similar across urban and rural areas,

¥ It is interesting to note that, both of the flavors were clearly identified by the major portion of
members of the respective panels, although they were given fo test the options in blind-form, and
the flavors were not mentioned. Nevertheless, there were some parlicipants who couldn't
recognize the flavors after tasting and, accordingly, appeared confused. The confusion was most

probably due to the color, especially of the Orange flavor, which was mentioned to be "Light green”
{"Parrot’/Light Parrot".

2 & |
Flavored ORS (2003) Study Heport, submilted to: 8
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1.2 Comparative Ratine

After having fried and evaluated all options sequentially and individually, the respondents compared all
options together to rank them as the best, 2n, etc.

Juniors

SEC-ALL

Samples Best 2nd 3rd 4th Avg. Score |Rank Best= 1
("} () (%a} (%a)

Orange

oc 354 JiB 328 A 2.026 i

a3 32h 34 3L.8 M 2010 2

aA 18 32.8 354 MA 1.964 3

M= 192 192 192

Mango

MD 30.7 219 240 [ 234 2509 | 1

B 233 6.5 25.6 206 27 RIR 2

MC 2.8 29.5 19.¥ 24.0 2471 3

14 23.4 24 74 7 7 471 A

N= 192 192 | 192 | 192

o "Juniors" Orange panel has ranked option C as first.
a “Juniors" Mango panel has ranked option D as first.

Reasons for most preferring option C of Orange:

. (%)
Amount of salt is alright 1 sas
Contains suficient sugar ) 574
Mice color 279
Tasty/Good taste 26.5
Pleasant flavor/sweet flavor 26.5
Orange taste 1 %85
Lemon Taste oo - T

* %% of those who most preferred this option

Flavored ORS (2003) Study Report, submitted to: ‘M 9
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Reasons for most preferring option D of Mango:

| %)
Amount of salt is alright k25
Containg sufficient sugar s 50.9
Pleasant flavorisweet flavor L3886
Tasly/Good taste oo 305
Nice color _ 30.5
Mango taste _ 20.3
Youth
SEC-ALL
Samples Best Znd 3rd 4th Avg. Scare [Rank Best= 1
(%) (%) (%) (oa)
Orange i = ._.__1
o, 36.0 315 325 M 2 035 | 1
oC 33.5 34.0 325 (I 2010
OB 0.5 345 | 350 NA 1955 3
N= 192 192 192
Mango
M dLi | a00 50 121 2510 | 1
MA 279 228 | 20.8 284 2 500 2
HMC 256 3.6 6.1 4.6 5 5[][] 3
MO o T S W T T 27| 0486 4
N= 192 192 | “192 192

o “Youth" Orange panel has ranked oplion A as first. However, C s a very close second.

o "Youth" Mango panel has ranked option B as first. However, all others are very close contenders.

Flavored QRS (2003) Study Report, subamitted to: m 10
ShAC
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Reasons for most preferred option of Orange:
Option Reasons for most preference — %ef
responses

A | Amount of saltis alight 63.8
Contains sufficient sugar D e 5%.4
Pleasant flamrﬂsueet flavor 33.3
Tasty/Good taste 31.9
Drange tasle 26.1
Orange flavori Malta 24.6
Mice color 20.3
N=Those who preferred most 69

B Amount of salt is alright 59.0
Contains sufficient sugar 69.0
_Nice color o 21.6
Dranue taste 2715
Pleasant flavor/sweet flavor 241
| Tasty/Good taste 224
N=Those who prﬂfﬁrred most 58 !

C Amount of salt is alright | 646
Conlains suflicicnl sugar | 5G9
Pleasant flavorfsweet flavor | 385
Crange tasle 33.9
Tasty/Good taste . - 323
Nice color 2707
N= Those who preferred most 65

Flavored ORS (2003) Study Report, submitted {o:
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A | Amounl Ufoulil::_dlnngl__ e 53.9
Contains sufficient sugar 50.0
| TastylGood taste _ 26.9
| Mango taste 231
| Nice color o - s
Pleasant flavor/sweet fiavor 21.2
N= Those who preferred most 52
B Amount of salt is alright Dl
Contains sufficient sugar 439
Tasty/Good taste 34.2
Nice color 22 D |
_Mango flavor e 20 |
Pleasant flavor/sweet flavor 185
Mango taste 195
- | N=Those who preferred most 41
TG “Amount of salt is alright > 76.0
Contains sufficient sugar 76.0
Mangotaste ) o 320 |
Pleasant flavor/sweet flavor E
Tasty/Good taste = 26.0
{ Nice color o 24.0
Mango flavor B 240
N= Those who preferred most 50
D " Amount of salt is alright 755 |
' Contains sufficient sugar 69.4 |
] Teel}r.'Geed lasle 851 i
| Pleasant flavor/sweet flavor 53.1
Nice color 468.9
N= Those who preferred most 49

Flavored OIS (2003) Study Report, submitted to:
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Seasoned

SEC-ALL _

Samples Best 2nd 3rd 4 Avg. Score |Rank Best= 1
(%) (%) (%) (o)

Orange

Im 366 | 390 | 29.4 M | 2 072 1

[oc 20 ] 33.?‘"| 345 A [ 1.975 2

OB 314 [ 325 ] 36.1 NA, | 1.953 3

M= i92 | 192 i 192 l !

Mango J |

MA 265 | 230 | 291 714 | 7 546 1 _‘

MD 26.0 28.1 19.9 26.0 2 541 2 ]

MC 262 241 256 | 241 9524 | 3 _I

MB 214 ] 245 25.5 286 2387 |_' a ]

M= ] 1932 [ 192 192 | 192 | |

a “Seasoned’ Orange panel has ranked option A as first. However, C is a very close second.

o ‘"Seasoned” Mango panel has ranked option A as first. However, D and C are very close
contenders.

Reasons for most preferred option of Qrange:

Flavored ORS (2003) Study Report, submitted to:

N A | Amount of salt is alright 629 |
| | Contains sufficient sugar 586 |
| Tasty/Good taste M4
] Nice color 286 |
! Pleasant flavor/sweet flavor 271
I Orange taste i 229
[ Orange flavorMalta 22.9
| N= Those who preferred most 70
[ B Contains sufficient sugar - 683 |
| Amountof saltis alight 650 |
Tasty/Good taste 23.3
Pleasant flavor/sweet flavor 23.3
Nice color 23.3
| Grartgé-flauoﬁMBE_’[_a__ .
Orange laste | 200 |
‘N=Those who preferredmost | 60
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[ g
g | Amount of saltis alright 62.9
Conlains sufficient sugar 548
Orange tasle 403
Pleasant flavorfsweet flavor 258
4 Tasty/Good taste 242
Orange flavor/ Malta o 24.2
N= Those who preferred most 62
Reasons for most preferred option of Mango:
A Amount of salt is alright 62.0
Contains sufficient sugar 58.0
Mango Taste 30.0
| Tasty/Good tasle o 28.0
Pleasant flavor/swoel flavor 26.0
Nice color ] 240
Mango flavor 22.0
) N= Those who preferred most __ 20
B Contains sufficient sugar 59.5
Amount of salt is alright 54.8
Pleasant flavor/sweet flavor 23.8
Tasly/Good laste 21.4
Mango taste 214
MNice color 14.3
| Mango flavor L
N=Those who preferred most 42
L Contains sufficient sugar 66.0
Amount of salt is alright 64.0
Tasty/Good laste 32.0
Pleasant flavor/sweet flavor 320 |
Nice color 26.0
Mango taste 26.0
“Mango flavor 200
N= Those who preferred most 50
D Amount of salt is alright 72.0
Contains sufficient sugar 60.0
Tasly/Good taste 52.0
Pleasant flavor/sweel flavor 50.0
Nice color 32.0
Mango taste 20.0
W= Those who preferred most 50

Flavored OIS (2003) Study Report, submitied Loz
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Seniors

SEC-ALL

Samples Best 2nd 3rd ath Avg. Score [Rank Best= 1
{20} (%a) (o) {40}

Qrange

oc aur 30 2E.4 M 211 5' i

QR 29.9 g1 320 A 1 g-}rg 2

an R 20.0 39.7 A ren7? || - 3

M= ig2 192 192

Mango

A 0.9 23.0 20.9 5.1 2 505 1

MC 5.0 0.7 25.9 24.4 2 543 Fl

MD FEW 20,3 237 263 2 474 | 3

ME 16.6 30.1 295 238 2 305 4

M= | 192 192 192 192

o "Seniors” Crange panel has ranked option C as first.

o "Seniors” Mango panel has ranked oplion A as first. However, the rest are very close contenders.

Reasons for most preferring option C of Orange:

- (%)

Amountof seltwalnght . . oo e e 810

Contains sufficient sugar RIA

Tasty/Good tasie/Tempted to eat 418

Pleasant flavor/sweet flavor 36.4

Nice color 32.5
Orange taste ] - 286

Flavored ORS {2003) Study Report, submitted to:
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Reasons for most preferred option of Mango:
A Contains sullicient sugar 99.9 |
Amountof saltis alight 52.5
!  Pleasant flavor/sweet flavor 33.9
| Tasty/Good taste ) 30.5
Nice color 30.5
{ N= Those who preferred most o 58
[ B | Amount of salt is alright 64.5
Contains sufficient sugar 58.1 |
Pleasant flavorfsweet flavor 2B -
Tasty/Good tasle 35.5
Mango laste 38.5
N=Those who preferred most 31
C Amount of salt is alright 58.9
_Centains sufficient sugar - 58.9
Tasty/Good taste 37.5
Pleasan! flavor/sweet flavor 37.5
| Niceeolor 37.5
Mango taste 17.9
| N=Those who preferred most 56
D Contains sufficient sugar 63.0
Amount of sall is alright 58.7
Tasty/Good taste 54.4
Pleasant flavor/sweet flavor 47.8
| Nice color o 39.1
N=Those who preferred most 46
|

Flavored ORS (2003) Study Report, submitied to:
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Product Evaluation Modeling (space mapping)

1.3

methods like correspondence analysis and ANOVA, gives a cumulated picture of where each of the

options stands within the target universe (all target groups taken together).

Base - All

The following space map, a tool of the ESPRI™ data analysis software, using advanced statistical
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performance

Option B is clearly "out of the game.”

in case of "taste” and A being relatively stronger in case of "flavor”.

Flavored ORS (2003) Study Report, submificd to:

The map clearly shows that the C option of the Orange flavor is the strongest in terms of “overall
, "sweelness™ and “sall level. The second best is option A with main strength being

‘color’. The attributes “taste” and "flavor” are shared by both A and C, with C being relatively stronger
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The following space map shows the posilion of the four Mango options.

SOMRA-MBL Limited

ORS Flavor Test Map - Mango
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The above map shows that option D is the strongest contender,

especially in terms of “overall

performance”, “salt level" and "color”. It shares two atiributes "flavor” and "taste” with option C and one
attribute "sweetness" with option A, although A is quite distantly positioned from D.

To Recap:
comparative analysis, and the advanced statis

a Option C of Orange
o Option D of Mango.

Suggestion:
}

Judging from all aspects (farget groups, sequential monadic evaluation,

tical modeling), the winners are:

The only significant suggestion made by the target consumers was to introduce different flavors of

ORSaline, besides Orange/Mango, although the regard major portion of the respondents, across
all segments felt that the test samples (most liked one) doesn't require any improvements.

Flavored QRS (2003) Study Keport, submitted to:
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1.4. Comparative Analysis of Orange vs. TS

Although not a part of the initial research design, SMC desired to compare the three options of the
Orange flavor with the currently available in market “Tasty Saline (TS)." The following table shows that,
although option C was preferred the most, amongst the Orange options, sample TS was preferred
more to all Orange options.

Male+Female,

Urban+Rural
Samples SEC-All-Junior | SEC-All-Youth | SEC-All-Seasoned SEC-All-Senior
Sample-0O4, 11.5 13.4 17.5 8.8
Sample-OB 131 15.5 12.4 12.9
Sample-0QC 17.3 16.0 15.0 23.7
Sampla-TS 58.1 a5.2 55.2 3.6
Base (all) 192 192 | 192 192

Main reasons for liking TS: Color more like its flavor - Lemon
Clearer/more transparent/less cloudy than the orange options,

2. CONCEPT & NAME EVALUATION

In this part of the study, all respondents, excepting the juniors (for obvious reasons) were asked to
evaluate the following concept and name:

0 The concept: "A rehydration drink hoth for the severe diarrhea market, especially for
children as well as for the general rehydration needs of the adult population.”

o The name: “ORSaline Fruity”

Flavored ORS (2003) Study Report, submitted to: M 19
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2.1  Concept Evaluation

The following tables show that the concept was felt to be "acceptable to very acceplable” by almost all,
irrespective of age groups.

Youth (%)
SEC-All
Orange Mango

Attributes OA OE ac MA MB MC MD
Mot at all acceptable

Mot acoeplable 2.0

Meither/ nor 1.8 2.4

Accoptablo 64 | G790 477 7.7 408 8.0 42.9
Very acceptable 536 404 | 523 623 38.8 70.0 57.1
Mean score (out of 5) T 3.54 4,39 4.52 | 4.62 1.4G 4.66 4.57
Reasons (multiple possible) Orange | Mango

DA | OB | OC | MA MB MC MD

Will overcome dehydralion T 754 | 880 a08 | 642 85.0 776 | 653 i
Will cure diarrhea 200 | 193 26.2 250 300 | 306 265
Will overcome weakness | 26. "J_j_ﬂ__ﬁ_ S 225 143 | 102
Will ke very cffective for the children 16 10.5 185 19.2 10.0 204 | 82
during loose motion - )
Preferable taste/good taste 29 35 aa 25 18.4
Pleasant flavor 15 | 35 | 15 19 25 12.2
Others 232 | 22 | :!32 232 232 | 232 23.2
Seasoned (%)

SEC-All

Orange Mango

Attributes oA OB oc MA MB MC MD
Mot at all acceptable

Mot acceptable

Meither/nor 2.0

Accopable 403 383 52.0 3.0 30,7 40,8 G2.0
Very acceptable 50.7 L7 47.5 4.0 608 59.2 38.0
Mean score {out of 5) 4.51 4.62 4.48 4.62 4,70 4.59 4,38

Flavered ORS (2003) Study Report, submitted to: M 20
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= Reasons (multiple possible) Orange Mango
OA| OB ] OC | MA | MB | MCc [ wmD
) Will overcome dehydration 87.1 | 80.0 | 774 | 816 | 786 78.0 66.0
Will overcome weakness |29 | %7 | 242 | 122 | 167 200 00
Will cure diarthea 286 | 200 | 258 | 163 | 143 26.0 18.0
Will be very effective for the children | 143 | 167 | 97 | 204 1.9 18.0 16.0
during loose mofion |
Olhers 300 | 184 | 164 143 | 357 G0 340
- Senior (%)
SEC-All
Orange Mango
Attributos oA on oc MA MO MC MD
Mot at all acceptable -
Mot acceptable 13 F 2.2
- Meither/nor 1.3 ]
Acceptable 54.2 44,1 520 41.4 2§.0 43,2 43.5
Very acceplalila 4.8 WL TR NG f1.0 b1 .4
) Mean score {(out of 5) 4.46 4,51 4.42 453 | a7 4.52 4.50

Reasons (multiple possible) | Orange Mango
: | OA | OB | OC | MA | MB MC | MD
Wil overcome dehydration 80 | 790 | 773 | 848 | 807 | 750 | 689 |
Will cure diarrhea | 224 17.5 | 360 | 203 16.1 26 22.2
Will overcome weakness 259 | 263 | 20 | 220 6.5 125 28.9
Will be very eflcctive for the children 8.6 121 80 | 153 07 36 G.7
during locse molion _ - _
) Olhers 224 70 93 186 194 197 222
Flavored ORS (2003) Study Report, submitted to: M 21
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2.2  Name Evaluation

The following chart clearly shows that the proposed name received a very slrong supporl, irrespective
of flavor and target groups.

Acceplability of he name "OR.Saline Frut® (SEC ALL, M+F, U+R) |

5.00-
o

4.004"
5
8 30l ;
| B :
| E /// _m : ———|
| 20017 | b
‘ _Eﬁ ;
! Youth Senior Seasoned
| & Orange O Mango

The major reasons for liking the name are given below.

Youth (%)
Reasons (multiple possible) Orange | Mango
Mice name/ORzaline Fruity name is perfect 48.4 Ir3
The name "Fruity” means made from fruits 376 37.8
The product tastes like fruit juice 17.7 16.8
Flavor like fruit juice 8.1 1.4
Contains fruit juice 54 9.7
The name "Fruity" sounds as if it contains 3.2 6.5
proteins

Flavored QRS (2003) Study Report, submitied (o M 22
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NFO
Seasoned e — %)
Reasons (multiple possible) Orange | Mango
Nice name/ORSaline Fruity’ name is perfect 495 342
The nﬁéﬁﬁaiﬁmans made from fruits 256 342
The product tastes fike fruit juice 18.3 219
Flavor like fruit juice 8. 9.6
Contains fruit juice Ty 9.6
The name "Fruity” sounds as if it contains 2.2 5.9
proteins
Everyone will like the name 1.6 2.9
Seniors aci 0]
Reasons (multiple possible) Orange | Mango
Nice name/ORSaline Fruity name is 448 50.0
perfect o ]
The name "Fruity” implies as made from 33.7 36.0
fruits . -
Taste like [ruil 193 | 177
Flavor like fruit .2 108
Contains fruit juice 6.1 7.0

2.3 Concept Board Evaluation

The QOrange and Mango flavor panels were shown and asked to evaluate the corresponding concept

boards on two key aspects, namely:

a Clarity of the message
o Aftractiveness of the concept

The following tables show that the two panels rated their corresponding concept boards as

“clear to very clear.”

Flavored ORS (2003) Study Report, submitted fo;

)
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Flavored ORS (2003) Study Report, submitied to:

SMLC

Youth
(Male+Female),
Yeban+Ripgd
SEC-A S5EC-B SEC-C SEC-D SEC-All
Attributes Oranae | Manao Lf]rﬂnql? Iﬁj-;;xrjn Cranna Mq'll‘ll.'_lf:l. ‘Ef}_lrr:‘;nm{ Manoa | Orange | Manoo
Not at all Clear 20 | 39 | 20 [ 1.9 43 | 22 | 25 | LS
Mot Clear 2.0 59 1.1 3.9 [ 4.3 8.7 2.0 5.6
Meither f Mor 1841 7.8 113 15.4 17.3 21.3 8.5 8.7 14.7 13.3
Clear 6.5 25.5 32.7 3.6 | 36 | 377 48.9 304 | 355 29.6
Vary clear 510 50.9 40.9 46.2 44.2 46.8 383 a0.0 45.2 50.0
Mean score {out of 5} 4.22 | 425 | 4.18 | 423 | 417 | 417 | 417 | 4.17 | 4.19 | 4.21
Seasoned
(Male+Female),
Urban+Rural pase —
i SEC-A SEC-B SEC-C SEC-D SEC-All |
Altributes Oraige | Matgo | Seange | Manoga | Qeange | Menge | Srange | Mange | Orange | Mango
Mot at all Clear 2.0 2.0 0.5 0.5
Nol Clear 43 | 8.2 | 63 | B0 | 20 | 100 | 4.1 85 | 41 | 8.7
Neither | Nor 128 | 8.2 | 83 | 100 | 160 | 160 | 163 | 19.2 | 134 | 133
Clear T340 | 286 | 375 | 340 | 440 | 300 | 388 | 319 | 387 | 311
Very clear 489 | 551 | 479 | 460 | 380 | 440 | 388 | 404 | 433 | 464
Ii'lean score {out of 5) 4.28 4.31 43.27 4,14 | 4.18 4.08 4.08 4.04 4,20 4.14
Senior
(Male+Female),
Urban+Rural
SEC-A SEC-B SEC-C SEC-D SEC-All
Attributes Crange | Mango | Orange | Mango | Orange | Mango | Qrange | Mango | Orange | Mango
Mot at all Clear 2.0 2.0 2.0 1.0 0.5
Not Clear | 61 | 100 | 80 | 102 | 41 | 67 | B7 | 122 | 67 | 9.8
Meithor f Mor 12.2 10.0 14.0 8.2 16.3 8.9 B.7 12.2 12.9 9.8
Clear 429 38.0 34.0 38.8 | 388 | 467 J4.8 36.7 376 | 399
Wery clear 8.8 42.0 q2.0 40.8 kLR irs 47.8 3348 41.8 38.9
Mean score (out of 5) 4.14 | 4.12 | 4.06 | 4.06 | 408 | 416 | 4.22 | 4.02 | 4.12 | 4.09
— e,
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The following tables show that the two panels rated their corresponding concepts as “aftractive
to very attractive.”

Youth (Male+Female),

Urban+Rural o ==

SEC-A SEC-B E SEC-C SEC-D SEC-AIl
Attributes Crange | Mango | Orange | Manoo | Orange | Manoo | Deanage | Mango | Ocange Mnnqﬁn
Mot at all attrachive i iR 0.5
Mot attractive 20 1.9 2.1 21 1.0 1.0
Meither / nor 2.0 39 | 2.0 ' 5.8 2.1 2.1 3.1 1.5
Afttractive 59.2 47.1 53.1 36.5 36.5 383 53.2 34.8 50.3 39.3
Very attractive T367 | 490 | 449 | 615 | 558 | 575 | 426 | 652 | 452 | G8.2
Mean score {out of 5) 4.31 4,45 4.43 4.58 4,44 4.51 4.36 4.65 4.39 4.55
Seasoned
(Male+Female),

SEC-A SEC-B SEC-C SEC-D SEC-All
Attributes Orange | Mango | Orange | Mangn | Qrange | Manga | Oranne | Mango | Oranee | Manoo
Mot at all attractive b e
Mok allraclive 7.1 20 A T
Meither / nor 21 4.0 2.0 2.0 1.0 1.5
Altractive 53.2 | 510 | 500 | 420 | 58.0 | 360 | 388 | 340 | 500 | 40.8
Very attractive 44,7 49.0 479 52.0 40.0 620 | 61.2 E6.0 48.5 57.1
Mean score (out of 5) 4.43 | 4.49 | 4.49 | 4.44 | 4.38 | 4.60 | 4.61 | 4.66 | 4.46 | 4.55
Senior
(Male+Female),
Urban+Rural _

i SEC-A SEC-B SEC-C SEC-D SEC-All

Attributes Orange | Mango | Orange | Mango | Ornge | Mango | Orange | Mange | Orange | Mango
Mot at all attractive
Not attractive 2.0 2.0 2.0 1.0 0.5 |
Neither / nor 20 | 20 | 20 ' 05 | 1.0
Attractive 4.5 48.0 50.0 34.7 42,9 51.1 47.8 44.9 46.4 44 6
Very attractive 53.1 48.0 46.0 63.3 57.1 48.9 52.2 55.1 52.1 53.9
Mean score {out of 5) 4,49 4,42 4.40 4.61 4.57 4.49 4.52 4.55 4.49 4.52

Flavored ORS (2003) Study Report, submitted to: &
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3. PRICING

The Psychological Monelary Demand (PMD) model, which was initially developed and introduced by
the Market Research Sgciety- MRS (UK), having proved fo be very efficient in evaluating pricing
options of new concepts/ products, was used in case of this study lo determine the modal price for the
most preferred options of the Mango and Orange flavors - by the Youth, Seasoned & Senior groups,
I.e., the decision makers and purchasers.

The findings are given below by:
1. Most preferred sample - irrespective of demagraphic indicators

2. Most preferred sample — by different SECs

3.1 Irrespective of Demographice Indicators

Psychological Monetary Demand
(% "buyers” at different price levels)

Sample '‘OA
{Sec-All; Urban + Rural; Male + Female)

IPMD - ORS Flavor Test ['Sa.mp]e-ll‘.‘l.&1

i 85.9 I
100 331 84.5 A [

7.0

6.50 tk. 7.00 tx,

550tk

600 tk,
Tk,

Base = first preference = 17.1% “

Flavored QRS (2003) Study Report, submitted to: _ M 26
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Sample 'OB'
(Sec-All; Urban + Rural; Male + Female)

[PMD - ORS Flavor Test f:-‘:ample-DB]

100
il
G
Al
0

e ——

I:I x il .. pl—— L .- - e M
Lessthan 4,00 th, 4,50 tk. 5.00 (k. 5.50 th, 600 Lk 56.50 Ik, £.00 tk.

4 Tk.

Base = first preference = 15.2%

Sample ‘0OC’
(Sec-All; Urban + Rural; Male + Female)

IPMD - ORS Flavor Test {Eampln'DCI

100

i
G0
40
20

| c 2 S

Lessthan 4 4.00te 450 k. 500t 550tk 6.00tk 650tk 7.00 th
Tk.

L Base = first preference = 17.7%

rl_""‘ﬂ
Flavored ORS (2003) Study Report, submitted to: M 27
ShAC




e P
ENF (@

SOMRA-MBL Lirmnited

Wi e g

Sample ‘MA'
{Sec-All; Urban + Rural; Male + Femalg)

|PMD - ORS Flavor Test (Sample-MA) I

100
bl 735 72.3 753
l

G-
A0
20

= i —_— i . : i - iy

Less than 4.00 th, 4.50 Lk. 500 bk, 5.50 tk, 6.00 tk. .50 th. .00 k.
4 Tk,
Base = st preference = 14.0%
Sample 'MB’
(Sec-All; Urban + Rural; Male + Female)
[I"MIJ - ORS Flavor Test (Sample-MD ) |

100 7.6 75,9

B0

&0

an

20

0
L 2 i . A L Y i L - s i i 7 -
Less than 4,00 tk. .50 Lk, 5.0 the 5.50 tk, .00 tk, .50 7.00 tk.
4 Tk.
Base = first preference = 9.9%
iy
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Sample ‘MC'
{(Sec-All; Urban + Rural; Male + Female)

|PMD - ORS Flavor Test {Sampic-ﬁcl

100,
BO)
B0
40
20

- TN LAY . o F . B ety : T

Lessthan 4 4,00 tk. 4,50tk 5.00 th. 00 ik, 6,00 tk, 6.50 th. 7.00 th.

T*
Base = first preference = 13.5%
Sample ‘MD'
(Sec-All; Urban + Rural; Male + Female)
[PMD - ORS Flavor Test {":%_an:lple-MDI

100
an £9.2 544 69.2
50
40)
20 0

lessthand 400tk 450tk 5001k 5500 GO0tk 6501 7.0 0

T
Basce - first preference = 13.0% “
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All of the above charts show that, irrespective of the preferred flavor, the modal price range is
Taka 4.50 to Taka 5.00 (250 ml solution).

3.2 Analysis by SEC

Analysis by social class was done to find out whether there are any significant differences in the
preferred price levels by SEC. The following charts present the findings of this exercise.

iPMD - ORS Flavor Test (Sample-0C) SEC-A-I

100 B

B
(=]
£ &0
=
=40
=

20}

gl
Ires thaEn A 000 1k 4,50 tk. .00 1%, 5000 1%, 0, 0n ik G50 tk. r.on ik,
4 | k.

> SEC A = Modal price for Orange [C] is Taka 4.50 - 5.0
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100
80

[+

&= &0

.

o

; a0
20t Ely

Less than  4.00 Lk, 4,50t 5.00 k.  5.50 tk,  6.00 tk.

G.50 Lk, F.00 1k,
4 Tk,
» SEC B = Modal price for Crange [C] is again Taka 4.50 — 5.00
PMD - ORS Flaver Test {Sample-0C) SEC-f,I
|
100 R - =
ant
L=}
= G-
E
=
F a0k
&
20+
1LY vawmil]
n 0.8 " A _- L L il ___." L i ey
Less than 1 4,00 k. ERAES AN 1k, b0 Lk L0 L G50 1k 7.00 th, [
Tk.

» SEC C = Modal price for Orange [C] is again Taka 4.50 — 5.00
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[I*MD = QRS Flaveor Test (Sample-0C) SEC-D]

100

i f
60} |
40
20
) lei e e BEE = : S B N i it
Less than 4 4.00 tk. 9. 5-3 ;k ‘- I'.'I(I' k. SD k. G O tk. B.50 tk, 7.00 tk,
TE.

et LT

» SEC D = Modal price for Orange [C] is agam Taka 4.50 - 5.00

]PMD ORS Flaver Test (Sample-MB) SEC-A

100 | '

Less than 4 4 oo 1:-: 4,50 tk, 5.00 tk. 550 tk, 6.00 tk. 6.50 1k, 7. nu m
Tk.

» SEC A = Modal price for Mango [D] is Taka 4.00 - 5.00

J—
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|240 - ORS Flavor Test (Sample-MD) s:?c-s'

100

20¢ |
0 e R R T T e e
Less thasd  2.00 tk, 50 th, 5.00 t. 5.50 th. 6.00 tk.
Tk

7.00 tk.

® SEC B = Modal price far Mango [D} is Taka 4.00 — 5.00

[PHD - ORS Flavor Test (Sample-MD) szc-c'

100
BQ
h
] &0
5
= 10
#
20
eee—— e .
Luss Lan 4 A Ik, A8 Lk J.00 k. S.40 Lk, LERTIURT L4 LK, ERUUNES
Tk.
# SEC C = Modal price for Mango [D] is Taka 4.00 - 5.00
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PMD - ORS Flaver Test (Sample-MD) SEC-[)I

1007
I
Bk
2 el
=
=
Fal 40
#
n
0 [V
Less than 4

TEk.

4.00 tk. 4.50 tk. 5.00 tk, 5.50 tk. 6.00 tk. .50 th. 7.00 tk,

» SEC D = Modal price for Mango [D] is Taka 4.00 - 5.00

To Recap:

Taka 4.50 per pack (for 250 ml solution) is the "best bef’, irrespective of the ORSaline flavor, and
socio-economic class of the target populalion

Fluvored QRS (Z003) Study Report, submiticd to: M
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4. DEMOGRAPHICS

SOMRA-MBL Limited

The key demographic indicators of SECs A, B, C & D are given below, as a maller of record,

Household Profile (%)°
Ref. gl12, q13, qi4

Dccupatinn of Main earner SEC-A SEC-B SEC-C SEC-D | SEC-ALL
Unskilled labar 3 1.4 S.1 37.2 11.%
Skilled labor 4.7 6.8 24.2 289 16.2
Small business ) 0.3 0.8 31 14.8 438
Shop owner 34 6.5 115 3.1 61
Businessman/industrizlist-no employee 216 41.7 22.1 G4 237
Businessmanfindustrialist-1-% employee 231 20.3 5.5 0.3 12.4
Businessrman/findustrialist Above 10 employee 4.2 0.5 1.2
|Doctor/enginesr/advocate 23 | 03 0.5 0.8
Clerk/salesman 2.9 34 115 3.4 5.3
Superisor 7.3 9.9 11.7 53 7.8
Junior olficer/executivg 18.2 B4 13 7.0
Middle officer/executive i1 0.3 0.9
Senior officerfexecutive i ey a1 | = 2.0
House wife - i [
Education of Main earner
[literate 2.1 2.1 .G 243 10.0
Literate but no formal education 4.4 2.9 a1 16.4 8.2 |
Uplo class four ) Wil 1.3 50 4.0 1Lz B4
Class five to class nina 17.7 35.1 339 396 326
S5C/HSC passed 17.2 3.6 344 4.4 221
Some college education/diploma 4.4 6.5 0.8 0.3 3.0
General graduate or above 49.5 11.5 34 0.8 163
Graduate or above (prof.) 20 0.5 0.9
Disposable Monthly Family Income
(excl. House Rent, if paid)
Taka = = 3000 941 15.6 613 229
Taka 3001 to 5000 i 3.6 245 70.8 24.2 303
Taka 5001 to 7000 SR 60 | 18 7.3 5.7 16.0
Taka 7001 + 0.4 il 6.3 5.7 308
Base (all) 384 384 384 384 1536
® Definitions according most acceptable ones in Raneladesh, hased on the Market Research Society af lndia
criteria, fne-tuned by Somra 1o Gt into Bangladesh conlext.
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CONCLUSION

¥ Product Test

= Al three options of the Orange flavor and four of the Mango flavor have performed quite well
and have passed the consumer test. However, if ane has to narrow down to one per flavar,
option C of Orange and option D of Mango may safely he picked up.

n While option C of Crange came cut to be the safest bet in case of this flavor, it failed to gain
enough support against the currently available in the market "Tasty Saline.” Therefore, if the
Crange flavor has to "collide head on” with "Tasty Saline", the Orange flavor might need further

development, especially in terms of “clarity of the solution and the color, which seemed to be
more like that of lemon (greenish).™

v Concept Test
= The concept of “A rehydration drink both for the severe diarrhea market, especially for
children as well as for the general rehydration needs of the adult population" was
overwhelmingly supported by the target population.

v Name Test
= "ORS5aline Fruily” was found to be quite an acceptable brand name.

v" Concept Board Evaluation
= Bolh "ORSaline Fruity Orange” and "ORSaline Fruity Mango" concept boards were found to be

clear lo understand. Moreover, the concept cum name, as conveyed by the two concept
hoards, was also found to be attractive enough,

v Pricing
= The modal price ("best bet") is Taka 4.50 per pack (for 250 mi solution or a glass full)

T . : ; = .
The TS solution seemed clearer, while the Orange solution seemed “murky™ to the respondents, The detail
report will give a greater understanding of the difference(s) between the two.

T

Flavored ORS (2003) Study Report, submitted to: a8
SMC
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Somra-MBL Limited
1/5 Block — E, Lalmatia Dhaka-1207, Bangladesh.
Phane; 880-2-8114985, Fax:880-2-8112150 . 24 February 2003 - |
c-tnailisomra@eitecheo.nel I

ORS FLAVOR TEST RECRUITMENT-QUESTJDNNﬁIRE

Project : ORS.F.T - 2003 [ Uhakaz1 | Chitagong:2 | Mymensingh :3 [ Barisal : 4 [ Utban-1 [ Rural-2
Male : 1 | Female : 2 -] Reapondent Panel | 0 | M
— Junior - 1 I Youlh- 2 [ Seasoned : 3 | Senior : 4
Place of Interview Home 1 At Work @ 2 Restavrant/Café @ 3 - . Shopping Area/Mall 14
Elsewhere (Specify) .o, T s R L e TSR
Date of Interview Stat | [ [ ] |End EET
Date Date Month | Bonth | Year Y oar Time | Hours { Time Hours
Interviewer Name oA Code -, E [
Supervisor Name Code - | ||
“ield Controller Name Code B : |
T Status i Signature Dale
Yes | Mo [ By
Accompanied | i | 2
_ Telephone Back Chocked 1 2
Face to Face Back Checked 1 ]
Logic Checked 1w 2 1 B '. P
Present Address Pick - Up Address
Respondent Maiie ;... cnusomms onsinme e, | RESPONGENt NAME : -...cvvos e mcensressmeneemssicssins
Address : | Address
Land marks : Land marks :

P SERTA | A A I O SRS ' G- R AR e gl
WEE T qrEd @ A ﬂm:rcir e rﬁw un?rfr“ | ( goseT IR Card &7 )

IR AHEFT WIATE - YR T Y8 G99 FiEE 999 Y (e dumean o 99 e wesRie vl
g, AR - s Tenfy et Wi 9a G ) TEEE e 92w 9ot T3 weErE g
Al | 7 il WA TR R 99 e whied M e g wm acs 7 Hfe 99l e
AfTeg=,

“9F BT/ GrailT SISHEETe PAT CRG WG TST I SLATE 1 ISR (R d Ry AEE I
TR ol G G AR A T ST (IR IS IR P9 T

icCr
ESOMAR
CODE OF
CONDUCT

Rt 2 WANCAT S QU o TN T JTES (3 (= I 2T wely o7 ( 0srT car o wf&q 0w )
Page—i of 15
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QESTIONNAIRE FOR CLT INTERVIEW

Project: ORSFT (CLT) 2003 ‘Dhaka: { |Chittagong: 2 | Mymensingh: 3 | Barisal: 4 | Urban: 1 | Rural : 2
"""‘J"“' ST
Respondent ID - Junior Youth Seasoned Senior | Male 1 | Female | 2
s (3-11Yrs.) | (18-29v1s.) (30-50 Yrs.) ( 504¥rs)

CLT Interviewer [ Date: Interview Interview

start time start end
Scrutinised Date: Accompanied [/ Date

Back Checked '
Detail Questionnaire Part —1I INTERVIEWER PANEL
' DO | OA | OB | oC

M | MA [MB]| MC [ MD

TAFPIT QLI 9770 SFHIST / T ATA G AL FT G ST AR T T (7T 7 I A 1 AT G
SPGHIOS BT WY YT (AT 5 BE0E 209 )

i I
BT s Q4 S AT (Segvret [ wE- a3 oFiT FE 00 1 HIECE SemmrslEE 3T T 9Lt M " AIeEE
TEnTslfAlaE 4 AendA) AreTE auedm A HEATE e e S TENT g | S @ Teihre o
fiam, creten f5 0= a1 o9 2 o oaE g R, WER CR (e (e, AT TR S %Y I WIARE
TSl WEIEA |
Sample Combination Grid
__Combination No 1"served [ 2" served [ 3% served | 4% served
QA Orange- Optlon OA | Orange- Option OB | Orange- Option OC
OB. Orange- Optiom OB | Orange- Option OC | Orange- Option OA
[0 Orange- Dpti-:rnrﬂc mbw@_mngeﬂ:btion OA | Orange- Option 0B
MaA, Mango- Option MA E Mango- Option MB | Mango- Option MC | Mango- Option MD
MB. Mango- Option MB | Mango- Oplion MC | Mango- Option MD | Mango- Option MA
MC. Mango- Option MC | Margo- Option MD | Mango- Option MA | Mango- Option MB
MD. Mango- Option MD ™| Mango- Option MA | Mango- Option MB | Mango- Option MC
Forr s e ooy e et s fon Interview 99 o9 | deht rwie 7IeiEa . o Toms G o e, Al

TEAE AR A ) GeUE MyEw A e 5 | 99y o dfl o g @ Tere e
s WEE HEET A fhaee w1

3 WLF 5 9 10T 20 | oo TS T AN 99E W w9 A 490e o | 9T oF i (3§ 99 A0
B o/ Ty TS AT W, WA o ong 99 wyely, O W e, U AeE W wHics- g welael fe

CRE/CACY 93 TETrS BT e T0d | RS W (1 T S04 Terme e J A Bemy And Y M Y e w1
ATFIF dzFEF RIS o S oS BEHw u |

54 11 997/ AFS (=09 [ GiytrE THEE I99 MY WOUE WIS 7 BT 4o o 93 o o/
T e 1@ strgm wers iy | goe =ied oA < pna Beie <mog el @F 49 Tere e fig Tl
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