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Pre-Lawnch Marked Suevey of Micromarient Drinks: SMOC

EXECUTIVE SUMMARY

INTRODUCTION

Social Marketing Company (SMC) is dedicated to provide opportunities for better family
health for the people of our country by addressing issues of social priority. SMC is
regarded complementing public sector distribution with private sector social marketing
model.

SMC has planned to social market Micronutrient Drinks. Before launching the product
SMC intended to conduct a survey among the target audience to gather information to
develop its marketing strategy.

SMC's Micronutrient Drinks! (Product Details)

Micronutrient drinks is a powdered drink that contains vitamins and minerals. Fortified
with key micronutrients Iron, Iodine and Vitamin A together with 8 other essential
nutrients (Zinc Vitamin C, Vitamin E, Folic Acid, B-2, B-3, B-6 & B-12) the product will be
available in powder form. The product is designed to serve the needs of the consumers
suffering from micro nutritional deficiencies to be targeted at the adolescents aged 10-19
years.,

Currently the product is being sold in a Latin American country. The products will be
available in a variety of flavors {including Orange, Tropical Fruit, Mango, Passion Fruit,
Strawberry, and Lemon) and powered package forms, ranging from single-serving
sachets to possibly multi-serving sachets.

METHODOLOGY

ACHMielsen Bangladesh conducted the study for the following objectives and with the
detailed methodology discussed later,

Study Objective

The overall objective of the study is to gather information for developing marketing
strategies for Micronutrient Drinks and also have an understanding most liked flavored
and taste of the product.

The study included quantitative and qualitative survey among the target respondents.
The respondents for quantitative survey included interviews with 100 adolescents aged
10-19 yvears, 225 parents and 150 retailers,

The types of qualitative investigation and the respondents included:

Focus Group Discussion (FGDs) with adolescent aged 10-19 vears (12) and parents {6)
and In-depth Interviews with Service Providers (Graduate doctor, Rural medical
practitioner, GOB field workers) (30), Community Leader (such as teacher, local leaders)
{30) and pregnant women (30),

Central Location Tesk

O Adolescent aged 10-19 years

A structured questionnaire was vsed for quantitative survey and for FGD and in-depth
interview a checklist were used, Survey tools were finalized in consultation with SMC.

' This information is taken from the TOR provided by SMC
1 ACHelsen Bangladesh
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The data collection for the study was carried out during the month of July - August,
2005,

FINDINGS

Respondents’ Profile

The mean age of the 100 adolescents aged 10-19 was found 15 years for all, which were
14 years for males and 15 years for females. Almaost all of them were students. Most of
adolescents had have secondary level of education. All of the males and B8% of the
fermnales were found unmarried during the time of survey.

Out of 225 parents the mean age for males was 44 years (n=37) and that of mothers

was 16 years (n=188). The most frequently mentioned type of occupation for males was
business (51%) and that Tfor Females was houscwife (90%).

Among the 150 retailers, 48%. were from General Stores, 27% from Grocery Shops,
13% from Department Store, 10% from Confectionaries and 1% from Food Stores. On
average, the retailers have been involved with the business for 8 years.

Awareness of Existing Powder Drinks

Question was asked to know the spontaneous awareness of different brands. Among
both the categories of respondents (adolescents and parents), Tang topped the list

followed by Horlicks., However, after aiding, both the brands were known to 100% of the
respondents.

Considering both the aided and spoentaneous responses, following brands are freguently
mentioned by the respondents,

Tang
Horlicks
Mutri-C
Rasna
Maltova
QOwvaltine
Boost
Crchy

ooooCcoeo

Similar findings were found in FGDs, The parents and the adolescents seem to be equally
awarc aboul tho drinks available in the market, Thoy are well acguainted with several
brands such as Tang, Horlicks, MNutri-C, Rasna, Ovaltine etc. According to them, there
are two categories of health drinks, one category includes Tang, Rasna, Nutri C etc and
the other includes Horlicks, Ovaltine, Maltova etc. Drinks like Tang and Rasna are rich in
vitamins and minerals, which is good for health. Horlicks and Ovaltine are good for
developing the body and bones.

Reasons for Consuming Drinks

There are various reasons for buying the drinks which are further grouped based on their
needs. Around 19 needs were assessed for their importance when consuming drink. On
the basis of their association, the needs were found to form four main factors or need-
states, Each need state is also associated with a particular consumption emerged, each
linked to a type of consumption occasion (shown below in four boxes),

] ACNielsen Dangladesh
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Although there is no fixed time for consuming drinks, majority of the respondents usually
take health drinks during late morning and evening. The timing of intake for adolescents
was during evening snacks (46%) and late morning (36%). Similarly, the parents also
take drinks after breakfast (42%) and evening snacks (40%).

However, both the adolescents and the parents usually drink during -

During breakfast (9%)

After breakfast/late morning {40%)
Afternoon/ with evening snacks (42%)
After coming from outside [18%)

Post dinner (8%)

coooo

Four Types Of Meed-State

Following figure shows the four types of need-state and linked with consumption
occasion. This is developed on the basis of both guantitative and qualitative findings.

_. = T T I e Tt e
v | NN | ssoow | LA
| " Heeps heaithy | & Relaxing = Cooling, refreshing B Thirsl quenching
| ® Mutritious, minerals, & & [nergy boost ® Popular & lrendy B Conveniend 1o cary
! ViiEmins i B Stimulates mind, = Tastes good ® Develop appetile
| * Ajds sirength | wake-up ® Affordable |
| = Increase . " Fresh & Matural
| inlelligencedic | = Purifying, good
| = Par of food camplaxian
= RHaliewve faligue
= Prevent delwdralion
2 g L L7 L 1
Breakfast, ARernoon and Late morning, Felaxation at Home After outdoor activity!
post dinner afternoon & Braak lime alter Spoils

Brand Consumed

Similar to the awareness level, majority of the respondents, both adolescents and the
parents mentioned about currently drinking Tang, followed by Horlicks and Nutri C,
Similar consumption pattern was practiced by the majorily of the respondents in the last
few months (more specifically 3 months and & months ago). Similar findings were found
during FGDs and in-depth interviow.

Perception about Brands

As it was found in the FGDs that majority of the target audience from both the segments
prefer the brands mentioned abowve. Although Tang seems to be the market leader,
which is primarily due to the taste, Horlicks is preferred by the parents as they perceive
it to be good for health, [ts consumplion is for the old and young alike.

Purchase Behavior

Attributes: The respondents ranked a total of 8 attributes of a powder drink on a 5-
point scale in arder of importance at the time of purchase. Mutrition value appeared to
be most important attribute followoed by quality and taste for the adoloscents and the
parents.

Purchase Decision The study revealed adolescents (46%) and their parents {mother
26% or father 24%) are the decision makers for any honsehold purchase of powder
drink.

111 AU BIelEen Banpgludesh
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Final Purchase: Among the adolescent respondents, in most of the cases, the final
purchasers are the parents i.e. the fathers of the adolescents (54%, mothers 34%).
Around 22% of the adolescent makes the final purchase. However, the adolescents play
a role in pursuing their parents in buying particular brand of health drinks. This was
more apparent durlng in-depth discussion and FGDs.

Factors affecting Purchase: Before making any purchase of drinks, consumers usually
consider important factors such as nutritional value, guality of the product, taste,
ingredients etc. Price, brand name and packaging are least considered. The figure shows
the major factors responsible for making buying decision on a 5-point scale®.

Purchase Occasion: When being asked about the time of purchasing a powder drink,
the responses from both the quantitative and qualitative findings include:

O Whenever it's finished i.e. totally consumed

O Beginning of the month

O In the hot seasons

a Mo fixed day

Howewver, quantitative survey indicates that the purchasc of powder drink is usually

made whenever the product is totally consumed (45%) or at the beginning of the month
(35%).

Place of Purchase: Tho products are purchased from -

O General store (adolescents: 42%, parents: 37%)
O Grocery store (adolescents: 34%, parents: 34%)
O Department store (adolescents: 24%, parents: 29%)

Perception of Health Drinks

Health Drinks is quite new concept to the majority of the respondents. Respondents are
familiar with powder drinks (eg Tang, Rasna etc.) and energy drinks (eg Horlicks,
Maltova, Ovaltine etc.). In response to guestions on finding the level of awareness and
its usage of health drinks, only a few responded positively. Only 11% of the respondents
(both adolescents and parents) are aware of "health drinks” and all of them said that "it
is necessary” (100%). Aflter further probing, they have identified the specific benefits of
health drinks, as follows-

Meet body's nutrient requirement
Increases strength and energy
Enriches Vitamin

Relieves fatigue

Increases immune system/resistance
For physical and mental growth

copopopao

ATTITUDE TOWARDS PROPOSED MICRONUTRIENT DRINKS
Willingness to Buy the Proposed Drink
During the survey, a brief product detail® was read out to the respondents. About all of

the respondents of all categories expressad their willingness to try out the new nutrition
drinl.

* 1=least important and 5= most important. _

' During CLT, a brief product note was read out to undersland whether the potential buyers i.e. the respondents
will buy the product i1 pwvailable in the parkel, The oote Toeused that *“the prowder deinks would conlain 8
dilferent Lypes of micronutrients and cssential element such as Vitamin A, iron, jodine etc.

v ACHielsen Bangladesh
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The reasons for their willingness to buy were:

To meet body’s nutrient requirement (59%)
To meet body’'s vitamin requirement (33%)
Keep away from fatigue {26%)

Good health {23%)

For mental and physical growth (2286)

To increase strength and energy (179%)

ocooooo

Similar findings were found in FGDs. Both the segments were found willing to try new
drinks simply because “it is new". However, the respondents suggested |ooking at the
following points -

Quality has to be up to the market standard,
Reasonable price,

Adeguate gquantity,

Good taste

Different pack sizes especially the mini and the family size.

cocooOoaa

Price Level Consumers are willing to Pay

Almost all adolescents and the parents stated that the prite of the proposed drinks
should be fixed in such a way so that every body, especially the rural and poor, could
afford, Based on their response, the mean price per pack of a glass of drinks should be

around Tk.3.0 and Tk. 5.0 for a pack of 2 glasses. Average price of the proposed drinks
may be as follows:

u Tk. 3 for a pack of 1 glass
O Tk 5 fore a pack of 2 glasses

The respondents of all categories were asked about their willingness to pay for the new
product, The response was as follows:

(Fig in Tk*)
Quantity |Adolescents |Parents Pregna;‘;t— Community [Service  |Retailers
'z mothers |leaders providers
1 glass 2.B8 271 2.58 3.20 2.97 3.03
[avig.) o T L
2 glass 5.25 5.02 5.00 LB 5.03 5.26
(avg.) FANTE PR

Preferred Pack Size

All categories of consumers were asked about the pack size for the new product they
would prefer to buy. Most of the respondents prefer two sizes - pack of 1 glasses or 2
glasses. Parents and children agree on the fact that there should be variety in pack size
sa that different income groups can afford to but the drinks. However, following are the
type of responses according to the type of respondents:

Adolescents Pﬁegnant'

Parents Community Service Retailers
mothers leaders providers
= 1 alass ¢ 1 glass pack{24%) |« 400 gm |+« 2 glass = 2 glass pack |« 1 glass
pack o 2 glass pack({29%) pack pack + 1 glass pack| pack
« 2 glass o 400 gm pack{16%) [+ 2 glass |+ 1 glass = 500 gm = 2 glass
pack « 500 gm pack(15%) | pack pack pack pack
« 1 glass |= 500 gm « 400 gm
pack pack pack
* Tk denotes Taka, the currency of Bangladesh,
v ACMiclsen Bangladesh
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CENTRAL LOCATION TEST

Central Location Test (CLT) is usuzlly done to find out how the potential consumers react
toward consuming the product in a “real life situation”. ACNiclsen created an artificial
situation, where the respondents had to give their opinion on micronutrient drinks of five
different “brands” (such as SMC*-Orange, Tropical, Strawberry, Tang and Rasna) having
different flavar and Laste, All the drinks were masked and code name was given against
cach brand so that respondents can give their opinion without bias. A total of 300
adolescents tasted different drinks. The findings are as follows.,

Most Liked Brand and Brand-wise Opinion on Attributes

Qut of three uraﬁgc flavors — Rasna, Tang and SMC-Orange, respondents were asked to
rank these flavors. It was found that majority of them rated Rasna (34%) as “maost
liked” brand, followed by SMC-Orange (33%) and Tang (32%).

Furthormore, the respondents were asked to rale the brands on a 5-point scale on
different attributes. Considering the mean score, Rasna was found to score highest in all
the attributes compared to other brands, The second scoring brand was Tang followed by
SMC-Orange. The other two SMC brands (strawberry and tropical) were least scored. The
following figure shows the comparative picture of different attributes, as ranked by the
respondents on a five point scale (5+ very good and 1=very poor).

RETAILERS

A total of 150 retailers were interviewed. On average they are in the retail business for
about 8 years. A large majority of them {more than 80%) sell powder drinks or health
drinks, Currently they have sold brands like Tang (99%), Nutri C (B9%), Horlicks (81%),
Rasna (68%), Orchy (47%), Maltova (45%) etc, All of the retailers have shown positive
allitude Loward selling a new product and the percelved price may be around Tk, 3 per
glass and Tk. 5.26 for 2 glasses.

CONCLUDING REMARKS

On the basis of the findings, following conclusions and recommendations can be made:

0 The study found that given the type of ingredients, the consumers were willing to try
the new product at least once, Howewver the repeat purchase of the product will
depend highly on 3 basic properties of the product, such as Nutrition value, Quality
and Taste. Retailers have shown their positive attitude toward selling any new brand
of health drinks, if available in the market

o The price level the consumers were willing to pay was almost consistent with the
existing powder drinks i.e. around Tk. 3 for one glass of drinks and Tk. 5 (max Tk,
5.5) for a pack of 2 glasses drinks.

0 During CLT, out of three SMC brands, respondents liked orange flavored drinks,
Majority of the respondents viewed that the sourness is bit "stronger” compared to
other flavors, If the taste of Rasna is considered as standard, the “strong ness” of
SMC-orange may be reduced slightly. Sweetness may be slightly increased.

0 SMC needs to develop the “total product” for further product research. The product
should focus all the essentials of marketing such as packaging, price, ingredients,

* SMC offered three Navars - orange, tropical and sirawberry,
VI ACHMiclsen Bangladesh
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guantity, expiry date, etc. so that the potential buyers (research respondents) get a
real understanding of the drink and give their opinion on purchase intention. Thus,
after the product is developed, SMC may finalize the MRP through carrying out
pricing research.

u Once the product is developed, appropriate communication campaign is very crucial.
Since the price of health drinks would be reasonably low, SMC may consider a "rapid
penetration strategy” of launching the product by focusing on low price and spending
heavily on promotion. This strategy may promise to bring about the fastest market
penetration and the largest market share, specifically in the “health drinks market”.

O Adolescents comprise a large share of the population in Bangladesh and the proposed
micronutrient drink intends to target them as the main potential buyer. Further the
study clearly revealed existence of two different types of drinks in the market. One is
vicamin C group (Tang, Rasna, Nutri-C, and so on) and the other is health drink
group {(Horlicks, Owvaltine, Maltova, and so on). Thus, there is a niche market for the
proposed health drinks with nutritative value for adolescents as there is no health
drinks in the market with fruit flavor and health value. The USP of the product would
be “health drinks for adolescents enriched with 8 essential elements” (not just
Vitamin C).

a SMC should concentrate on erange flavored drinks initially. The other two flavars may
be dropped at this stage (strawberry and tropical} and they might launch these two
after observing the market trend. Although Tang and Rasna are two accepted brands,
still there is a market for SMC. As it Is evident from ACHNielsen retail audit data,
concentrated powder drinks are available in 50% of the retail outlers, covering both
rural and urban markets, Therefore, SMC may take a challenge toward entering the
concentrated powder drink market.

o1 Finally, it may be concluded that there is a market for micronutrient drinks, It was
found during the pre-launch research that all categories of respendents, especially
the adolescents have well accepted the new concept as well the “product” during
CLT. Thus, demand for this product was clearly visible. Since the drinks is a social
product, and it is designed towards reducing nutrient deficiency among the
adolescents, especially the poor and underprivileged, it should be distributed and
communicated using social marketing strategy.

¥il ACMielsen Bangladesh
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CHAPTER ONE
INTRODUCTION

SECTION I: INTRODUCTION

Background

Sacial Marketing Company (SMC) is dedicated to provide apportunities for better family
health for the people of our country by addressing issues of social priority. SMC is
regarded complementing public sector distribution with private sector social marketing
maodel, :

5MC has a very efficient nation-wide sales and distribution network, which operates
through strategically, located twelve sales offices. The company has a little over 100

sales personnel who are distributing products to more than 215,000 retail outiets
countrywide,

5MC has a strong communication program to facilitate and sustain behavior changes for
improved reproductive and nutritional health. These are carried out through radio
programs, direct community education programs, mobile video programs, health
providers’ training program, direct-mailing, telephone counseling, and interpersonal
educational programs for focused groups on STI/ALDS prevention

SMC has planned to social markel Micronutrient Drinks. Before launching the product

5MC intended to conduct a survey among the target audience to gather information to
develop its marketing strategy.

Global Scenario of Micronutrient Deficiencies

O Iodine: An estimated 43 million people worldwide suffer from varying degree of
brain damage and physical impairment due to iodine deficiencies,

Q Vitamin A: More than 100 million young children suffer from wvitamin A deficiency,
which contributes to 2.2 million deaths per year from diarrhea among children
under five. Severe deficiency can also lead Lo partial or total blindness

O TIron: MNearly two billion people are estimated to be anemic worldwide. Iron
deficiency anemia lowers resistance to disease and weakness a child’s learning
ability and physical stamina

O Zinc: Malnourished children with zinc deficiency are more susceptible to growth
failure and infections. Zinc deficiency, which is increasingly wide spread among
women in developing countries, is associated with long labor, which increases the
risk of maternal and infant death

MNutritional Status of Adolescents in Bangladesh

There are 27.7 million adolescents aged 10-19 years in Bangladesh-13.7 million girls and
14 million boys making up about one fifth of the total population. Most adolescents have

limited scope for acquiring knowledge and skills for their seif-development and
protection.

In Bangladesh, micronutricnt malnutrition duc to insufficicnt dictary intake of nutrients

such as wvitamin A, iron, and jodine affects the health and survival of hundreds of
Bangladeshi children, especially among the poor and ultra poor. IDA is widespread

l ACNiclsen Bangladesh
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among wornen and children, with 50-70% in both groups having low hemoglobin (Hb)
levels 1. Around 70% of pre-school girls and 65% of pre-school boys are anemic {Jahan
and Hossain, 1998) '

The High Risk associated with teenage pregnancies are pronounced in Bangladesh.
Maternal mortality is three to four times higher among adolescent girl under age 18 than
among older women. Low birth weight is more common among babies to these girls than
to adults. Half of married adolescent girls aged 15 to 19 are undernourished.,

SMC’'S Micronutrient Drinks® (Product Details)

Micronutrient drinks is a powdered drink that contains vitamins and minerals. Fortified
with key micronutrients Iron, lodine and Vitamin A together with 8 other essential
nutrients (Zinc Vitamin C, Vitamin E, Folic Acid, B-2, B-3, B-6 & B-12) the product will be
available in powder form. The product is designed to serve the needs of the consumers
suffering from micro nutritional deficiencies to be targeted at the adolescents aged 10-19
yEars,

Currently the product is being sold in a Latin American country. The products will be °
available in a variety of flavers (including Orange, Tropical Fruit, Mango, Passion Fruit,
Strawberry, and Lemon) and powered package forms, ranging from single-serving
sachets to possibly multi-serving sachets.

Beverage Market Scenario of Bangladesh

Favorite Fruit Drink/Powder Drinks’

O Fruit drinks (Mon-Carbonated Soft Drinks) has a market of Tk, 603 million

O Malted drinks has market of Tk. 631 million where Horlicks is the market leader
{with 74% share)

0 Concentrate powder drinks has a market of Tk. 735 million where Tang is the
market leader (with 56% share)

Current Brand of Drinks

Fruit Drinks

Pran,

Seran,
Danish,
Starship and
Slice

ooooo

Powder Drinks

O Tang

O Rasna

O MNutri-C

O Foster Clarks

Health Beverage

Horlicks
Boost
Owvaltine
Maltova

oooo

* This information is taken [rom the TOR provided by SMC
T his information is taken from the retail mudit data Septenther 2005, ACMiclsen Nanglachesh
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SECTION II: METHODOLOGY

ACNielsen Bangladesh conducted the study for the following objectives and with the
detailed methodology discussed later,

Study Objective

The overall objective of the study was to gather information for developing marketing
strategies for Micronutrient Drinks and also have an understanding most liked flavored
and taste of the product.

Research Design

The study included the following methodologies:

o Quantitative Survey: The guantitative survey among the target respondents was
conducted  with  appropriate _sample size. The task alse included
preparation/finalization and pre-testing of guestionnaire, identifying sample size,
train data collectors, data collection and ensuring quality control, data editing and
processing and preparation of report.

a Qualitative _Investigation: In addition to guantitative research, qualitative
research (Focus group discussions and in-depth interview) were conducted among
the main target respondents,

Respondents

Quantitative

O Adolescent aged 10-19 years

O Parents (Decision maker mainly would be the house wife)
O Retailers

Qualitative

o  Focus Group Discussion (FGDs)

Adolescent aged 10-19 years
Parents (Decision maker mainly would be the house wife)

O In-depth Interview

Service Providers (Graduate doctor, Rural medical practitioner, GOB field
workers)

Community Leader (such as teacher, local leaders)
Pregnant Mother

Central LQ_Q. ation Test

0 Adolescent aged 10-19 years

Sample Size and Distribution

Quantitative

Sample size of the quantitative study has been calculated considering time and cost with
95 percent significant level, Since some of the indicators like price, purchase decision

i) ACHictsen Boangladesh
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depends on both the choice of adolescents as well as parents. So both the adolescent
and mother or decision maker would also be the respondent of this study. Sample size of
this study was statistically precise for the parents at the error margin of 6%. However,

amang the all respondents this sample size was statistically precise at the sampling error
of 5%,

Qualitative

In addition to the quantitative data collection 18 FGDs were conducted among the
adolescents and parents. Moreover, 90 in-depth interviews were conducted among the
retailer, service providers, community leaders and pregnant mother.

Distribution of Sample

Following distribution of sample was followed in this study. Urban and rural distribution
of the sample was 80 and 20 percent respectively.

Distribution of sample among the target requndehtﬁ has been done considering
statistical precision level

Target Respondents Quantitative FGDS In-depth Central
(Sample Size) Location
Test (CLT)
{ Adolescent 15-19 years of 100 12 300
age ) B -
Parents of adolescents 225 6 -
Retailer . 150 i - 2o
Service Providers _ _ 30 2= i
Pregnant mother _ ol ] 30 o=
Community Leader [ 30 :
| Total - ) 475 18 90 300
In short,
Total Quantitative =475
Total In-depth = 490
Total FGDs =18
CLT =300

Survey Tool

A structured questionnaire was used for quantitative survey and for FGD and in-depth
interview a checklist will be used. Survey tools were finalized in consultation with SMC.

Survey Period

The data collection for the study was carricd out during the month of July - August 2005,

4 ACMielsen Bangladesh
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CHAPTER TWO
FINDINGS

SECTION I: RESPONDENTS' PROFILE
Profile of Adolescents

A total of 100 adolescents aged 10-19 were involved in the guantitative part of the
study, among which male-female proportion for adolescents was 459:51. The mean age
of the respondents was found 15 years for all, which was 14 years for males and 15
years for females.

Almost all of the adolescents (97%) were students with very few involved in gainful
employment (2% of males) and household work (not gainfully employed) (4% of
females). The adolescents mostly found to complete secondary education level (B0%)
followed by primary level (21%) and higher secondary level (19%). Regarding marital
status, all of the males and 88% of the females were found unmarried during the time of
survey.

Table 1. Background Characteristics of the Adolescent Respondents

Indicators ; Male Female __Total
Age distribution ra i Lo |
10-14 51 51 51
15-19 N 49 49 s 49 s
Mean age (years) ) 14.5 148 14.7
Occupation o - N o
Students 98 96 97
Education N .| o i
Primary 25 18 21
Secondary and higher | 75 | 8 . . 79
N 49 i 51 100

Profile of Parents

The quantitative survey included 225 parents of the adolescents with the male-female
proportion 16:84. The mean age for males was 44 years (n=37) and that of mothers
was 16 years (n=188). The most frequently mentioned type of occupation for males was
business (51%) and that for females was housewife (90%).

Table 2. Background Characteristics of the Parent Respondents

Indicators __Male Female ~Total
Age distribution
Less than 35 14 Do 49
36 - 45 46 37 38
46+ 41 8 13
Mean age (years) 43.9 36.1 37.3
Occupation N 1
Housewife o a0 76
| Job holder 46 9 15
Businessman a1 1 g
Education
Secondary and higher _EE](] ___“_ 97 98
Average maonthly
| Household Income 15716.2 14359.0 14582.2
™ 37 188 225 |

ACHielsen Banglodesh



Pra-Launch Market Suevey of Miceonuteiens Drinks: A0

Retailers

In the quantitative study, furthermore, a total of 150 retailers were interviewed, Among
them 48% were from General Stores, 27% from Grocery Shops, 13% from Department
Stare, 10% from Confectionaries and 1% from Food Stores. The mean age of the
respondents was 33 years for all the respondents.

on an average, the Fig 1. Types Product Usually Sold by the Rotailers
retailers are in the retail
business for about 8
years, Among them, more
than one-third {35%)
were  involved for less
than 3 years, 45% for 4-
10 wears and 21% for
maore than that.

98% 84% 83%
e

The types of product
usually sell include fast e e
mﬂ\_ﬂing consurmer g@ods Powder drink Consumer goods Cirinks Casmellzsl

(FMCG), such as soap, : anted Wona L
shampoo, tooth  paste,

battery etc. In addition they sell other products such as drinks, stationeries, cosmelics
and confectioneries,

Profile of Pregnant Mothers, Community Leaders and Service Providers

A total of thirty pregnant mothers and sixty community people (community leaders and
service providers) were interviewed to get some in-depth information on the issue.

Out of 30 pregnant mothers, half were between the age group 20-24, 13 were above 25
year and 2 were in their teens. Almost all of them, except one pregnant mother, were
not involved in any income generating activities.

A total of 30 community leaders and 30 service providers were also involved in the
gualitative technique for in-depth interviews, Out of 30 community leaders, majority
wore males (21} with 9 female leaders. Similar proportion of males and females among
the service providers were included for the in-depth interviews, The community leaders
and the service providers were mostly well educated with graduation level or beyond.,
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SECTION II:
"POWDER DRINKS

KNOWLEDGE, AWAREMESS AND PREFEREMCE OF EXISTING

The respondents of all categories, in both the quantitative and qualitative studies, were
asked to know about their knowledge, awareness and preference of existing powder
drinks. A number of questions were asked to the respondents under quantitative studies,

Awareness of Existing Powder Drinks

When the adclescents were asked about the brands of powder drinks existing In the
marketl, almost all (99%) spontanecusly mentioned Tang. The other brands included:

0O Horlicks (75%)
O Mutri-C (63%)
O Rasna (484%)
O Orchy (42%),

However, while, Tang
was found as the 'top of
mind’ brand for 4% of
the adolescents, the next
higher mentioned brand
was Horlicks, mentioned
by one-tenth of them.

A

9%

st

Fig 2. Awareness of Exisling Powder Orinks among Adolescents

§3%

) .

Among the parents,
similar

the
pattern of

Tang

Horlics Nutri-C Rasna

spontaneous awareness was found, with little difference among the males and females.

Tang (100%) was found
to be mostly aware brand

among the parents
followed by Horlicks
(B8%) an Mutri-C

(60%). Furthermore, less

Fig 3. Spontanecus Awarenress of Brands among both Adolescants

and Parents

a4

61

than one-third of the f

parents spoantaneously 3

knew about Rasna (29%) ﬁ I

and Orchy (27%). 2 i
Regarding the ‘top of éﬁ

mind’ name for brand, i £t LR

the parents showed Fang  Horiiker HUGCL  CREsas MISite v

similar awareness as the
adolescents, wyeb, with

lesser proportion. Two-thirds of the parents reported Tang first and for 20% of the

parents it was Horlicks.

Among  both
respondents

the categories of
{adolescents and
parents), Tang topped the list
followed by Horlicks, Howewver,
after aiding, both the brands were
known to 100%: of  the
respondents.

Considering both the aided and
spontaneous responses, following
brands are frequently mentioned

Clear Division Of The Types Of Drinks!

Perception of FGD respondents revealed a clear
category division of types of drinks. According to
them, there are two categories of health drinks
One: Includes Tang, Rasna, Mutri-C etc. Drinks
like Tang and Rasna are rich in vitamins {(mostly
C)Y and minerals, which is good for health.

Two: Includes Horlicks, Owvaltine, Maltova etc.
Horlicks and Owaltine are good for developing the
body and bones,
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by the respondents.

Tang
Harlicks
Mutri-C
Rasna
Maltava
Ovaltine
Boost
Orchy

DoodooopoaQ

Findings from FGDs showed a similar pattern of the brand awareness among the
adolescents and parents, where Tang and Horlicks was top of mind brand. The parents
and the adolescents seem to be equally aware about the drinks available in the market.
They are well acquainted with several brands such as Tang, Horlicks, Mutri-C, Rasna,
Ovaltine etc. : !

During the in-depth interviews, the respondents were also asked about the brands they
were aware of and Tang appeared to be almost universally mentioned Top of Mind
brands among all the respondent groups. The other brands mentioned included Horlicks,
Rasna, Mutri-C and so on (Table 3).

Table 3. Spontaneous Awareness of Brands among the In-depth Respondents

Type of in- | Spontaneous awareness of brands ]

depth 1:: 241d ; 3-'1! ¥ '_;1_1.1\ - F "5'1.|i'"__'_'
respondents | mentioned | mentioned | mentioned | mentioned | mentioned =
Pregnant Tang Haorlicks Rasna Mutri-C Orchy
mathers - . -
Community Tang Harlicks MNutri-C Rasna Owvaltin
leaders v,
Service Tang Harlicks MNutri-C Rasna Owvaltin
providers . B

Perception of Necessity to Consume Nutrition Drink

When the adolescent respondents were asked whether they think young people need to
drink powder drinks, literally all of them responded positively., The most frequently
mentioned reason was 'to meet body’s nutrient requirement’ (41%) followed by it ‘takes
away the weakness’ (37%) and it "increases strength’ (37%).

Similarly, the parents were asked why they drink powder drinks. About half of them
(49%) reported ‘to gquench the thrust’ followed by ‘takes away the weakness' (43%) and
by ‘it gives strength’ {33%),

Among the pregnant mothers, all of them were affirmative that people need to drink
powder drink, The reasons they mentioned included ‘guench the thrust' [(57%), ‘its
healthy drink’ (50%), “gives energy to the body’ (47%), 'takes away weakness’ (43%),
etc.

However, regarding the question of necessity of drinking powder drink, 97% of the

cemmunity leaders and 93% of the service providers responded positively. Among those
who perceived necessity of drinking powder drink, the reasons included
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O Takes away weakness (58% of CL®?, 50% of SPY)
O Meet body's nutrient requirement (38% of CL, 50% of 5P)
0 Quench the thrust (41% of CL, 29% of 5P)

During the FGDs with adolescents and parents, the reasons consuming drinks was
discussed into detail. The two categories of drinks were also reveled from their
reasoning. According to adolescents they drink drinks like Tang during the summer to
guench thirst. On the other hand, health drink is taken for good health.

Following are two quotable statements from adolescents:

"We drink health drinks because it is good for health, it increases appetite,
increases calcium...... averall, it helps in body growth.” - Adolescent boys in
Rajshahi

“Paowder drink is good for health, it has nutritious value.....powder milk is good for
health; Tang contains vitamin C and /s good during summer, These drinks are
-good when people sweat as it removes dehydration.” - Adolescent girls in
Brahman Baria

Similarly, parent participants during the FGDs showed similar perception regarding the
reasons for consumption of drinks, which are as follows:

Contains Vitamin C

Quenches thirst

Increases strength

Removes dehydration

It is good for health

It helps a patient to recover

Can be served Lo guesls immedialelby
It gives nutrition

pCcCoCocooCcoo

According to the parents,

"Children do not [like to have fruits, but if you give them Tang, they drink it
willingly and they like the drinks, so that they can get vitamins easily.” -Female
Parents in Jhalokathi

"People drink Tang to feel good, drink Horlicks to remove weakness, drink milk
for sound health” - Male Parents in Sylhet

Consumption of Powder Drink

When the adolescents were asked about which brand they were consuming currently,
Tang (63%) was the most frequently mentioned brand followed by Horlicks {48%:). The
other brands of powder drinks they use included Nutri-c (14%), Rasna (11%), etc.
Furthermore, Tang topped the list of consumed powder drink in the last 3 months (81%)
and also in the last 6 months (86%).

As far as time of consumption is concerned, it was found that the adolescents drink
maostly during evening snacks {(46%) and during late merning (36%). There revealed a
difference in consurnption pattern among the age groups of adolescents. ‘Late morning
snacks' was reported by lesser proportion of young group (10-14) as compared to the

¥ CL: Communily Leaders
oy . - i
S1% service 'roviders
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older adolescents (299% vs. 43%) and the reverse was revealed for evening snacks {49%
young group vs. 43% of alder group).

Exactly same situation was found in case of parents. Majority of the parents consumed
Tang (71%) currently followed by Horlicks (41%). These two brands also topped the list
of consumed drink for last 3 months and 6 months, Similar to the adolescents regarding

time of drinking powder drink, higher proportion of parents drink during late morning
snacks (429%) followed by during evening snacks (40%).

Although there is no fixed

Bl fok consuming drinks, Fig 4. Current Brand Consumed by the Respondents

rmajority of the respondents B8%  gqu 48%

usually take health drinks EL T

during late morning and

evening. The timing of [

intake for adolescents was & i

during EVEning snacks i I ; 248

(46%) and late morning £ 4

(36%).  Similarly, the i 4

parents also take drinks il 3

after breakfast (42%) and b B

evening snacks (40%), e “'" A= B ;
Tang Horlicks Hutri C Rasna Orchy

However, both the O Adolescents ClParents

adolescents and the

parents usually drink during -

& During breakfast (9%)
O  After breakfast/late morning (40%:)
O Afternoon/ with evening snacks (429%)
0 After coming from cutside (18%)
U Post dinner (8%}
Out  of 30 pregnant
women, who were the Fig 5. Time of Consumption of Powder Drinks by the
respondents for in-depth Respondents
interviews, 29
acknowledged of nutrition : qﬁm‘.
drink intake at the time of Mw“::ﬁi::m . 19,
survey. They mentioned ( e
only two brands as their Evening snacks T e
current brand, namely, . r=— - ﬁm—
Tang and Horlicks. Br_-uuul:;.:‘krmmul u —
T%
Cn the other hand, amang Quring tireduiaal i
the 30 cammunity
leaders, 2 were found who Fiinisnanie Clramile
were not currently

drinking any powder drinks. The brands they were drinking at the time of survey
included:

Haorlicks
Tang
Mukri-C
Fasna
Orchy

coooo
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In the similar fashion, 24 service providers mentioned of drinking any powder drink at
the time of survey and the brands included:

O Tang
O Horlicks
O Mutri-C
O Orchy

Timing of powder drink intake for the pregnant women, community leaders and service
providers revealed a similar pattern to the adolescents and parents.
The timing included:

After breakfast

Before lunch

In the afternoon

With evening snacks
After coming from outside
After dinner

AL night

coooooQ

Reasons for Consuming Drinks

There are various reasons for buying the drinks, which are further grouped based on
their needs. Around 19 needs were assessed for their importance when consuming drink,
On the basis of their association, the needs were found to form four main factors or
need-states, Each need state is also associated with a particular consumption emerged,
each linked to a type of consumption occasion (shown below in four boxes).

Four Types of Need-State

Following figure shows the four types of need-state and linked with cansumption
occasion. This is developed on the basis of both quantitative and qualitative findings.

= Weeps healthy = Relaxing = Cooling,
= Nutritious, = Energy boost refreshing quenching
minerals, & = Stimulates = Popular & = Convenient to
vitamins mind, wake-up trendy carry
= Aids strength * Fresh & Natural = Tastes good = Devalop
= Increase = Purifying, good = Affordable appetite
intelligence/1Q complexion
= Part of food = Relieve fatigue
* Prevent
dehydration
Lt o 2000 Lk L1
Breakfast, Late morning, Relaxation at | After outdaor |
AlLernoon and post afternoon Home & Break activity/ alter
dinner tirme Sports ‘

Preference of Current Brand

Regarding the preference for the current brand, adolescents found to like the brand of
drinks they use currently. Less than half (43%) liked Tang while little more than one-
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third mentioned of Horlicks (34%) as their preferred drink. About one-tenth (11%)
further reparted of preferring Nutri-C as the powder drink brand.

Among those who reported of liking Tang (n=43), 'sour taste’ was the mostly mentioned
reason (47%) followed by ‘vitamin C as ingredient’ (40%), "quench the thrust’ (37%),
like the smell” {35%), ‘taste like orange’ (35%), etc. On the other hand, ‘increasing
strength’ (53%), 'nutritious’ (32%) and ‘good taste’ (27%) were among the mentionable
reasans for preferring Horlicks.

Tang and Horlicks were also preferred by most of the parents as current brand of powder
drink. More than half of the total parents (52%:) liked Tang. They liked it because of it's
‘sour taste’ (53%), 'vitamin C in it" (42%), 'takes away weakness' (34%), elc. Among
those who liked Horlicks (n=62), reported 'nutrition wvalue' {(579%), 'increases strength’
(47%) as the reason for preference.

The FGD participants showed straightforward reasons for their preference for the powder
drinks, which again showed two clear categories of drinks in the market.

According to the parents,

"I like to give Harlicks to my children because you can mix it with milk. Otherwise
children don’t want to have milk. It is for extra energy and growth.”

"I like to drink Tang myself and give it to the kids because it quenches the thirst
and replenishes water lost by the body. It is rich in Vitamin C.7

According to the adolescents,
“We like Tang because of its sour taste.”
"We like Rasna becz.:‘u5e we can lick it dry from owr palm.”
When the preference of current brand was investigated among the in-depth respondents,

a similarity was found in their brand awareness and brand preference. The following
table reflects the information:

Type of in-depth Preferred/liked brands |
respondents 1% [ 2 3 4"
mentioned | mentioned meantioned mentioned
| Pregnant mothers | Tang Horlicks ) Orchy  Nutri-C
Community leaders Horlicks | Tang Mutri-C Rasna
Service providers Tang Horticks Mutri-C Owaltin, Orchy,
i _— - Maltova

Purchase Behavior

Attributes: The respondents ranked a total of 8 attributes of a powder drink on a 5-
point scale (5 being *very important” and 1 being 'unimportant’} in order of importance at
the time of purchase. The attributes included price, taste, natural content, brand,
packaging design, amaount, quality and nutritional value. Nutrition value appeared o be
mast important attribute followed by quality and taste for the adolescents and the
parents.
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Qut of the B8 attributes, nutrition value scored 4.97 on an average for the adolescent
consumers. The other attributes as their rank with mean score appeared as follows:

two popular brands of powder drinks,
Nutri-C and Orchy. In recent newspaper
advertisernents, these two brands are
campaigning for their product as Vitamin
C and quenching thirst during Iftar. This
supports the perception of the study
participants that powder drinks with fruit
flavar is made for gquenching thirst and
there is no health drink as such.

Brand {mean score 3.82)
Packaging design (mean score 3,12}

O Quality (mean score 4,.588) - S —

O Taste (mean score 4.86) Brand Proposition:

O Matural content (mean score 4,60)

0 Amount (mean score 4.38) A clear division of powder drinks are also
O Price (mean score 3.94) revealed from the current proposition of
a

J

The parents similarly perceived nutrition
as the most important attribute {mean
score 4.97) and quality as second most
impartant (mean score 4.89),

Purchase Decision: The study revealed

adolescents (46%:)  and  their parents E_h
(mother 26% or father 24%) are the L
decision makers for any household o M;ﬁl
purchase of powder drink. -‘IIF?;_

Final Put'chasé: Among the adolescent [fLar: Meal to break “Fasting” fer Mulstims
respondents, in moaost of the cases, the
final purchasers are the parents i.e. the fathers of the adalescents (54%, molthers 34%).
Around 22% of the adolescent makes the final purchase. However, the adolescents play
a role in pursuing their parents in buying particular brand of health drinks. This was
more apparent during in-depth discussion and FGDs.

Factors affecting Purchase: Before making any purchase of drinks, consumers usually
consider important factors such as nutritional walue, quality of the produck, taste,
ingredients etc. Price, brand name and packaging are least considerad. The figure shows
the major factors responsible for making buying decision on a 5-point scale!,

Influencers in Buying Brands

During the FGDs, the participants mentioned that the HH decision makers for buying any
brand mostly are:

*+  Housewife/Mother

+  Children

As Lthe reason, the parents mentioned that advertisement in the media plays a great role
in creating brand awareness and as a result pursuing for the brand. This was also
supparted by the adolescents,

"There are regular ads on Tang, Rasna elc. either in newspaper or TV channels,

We know about these brands and we take decision to buy” - Fermnale Adolescent in
Magura

"My kids know about different brands because they see the Ads on TV and buy
packs of different sizes, such as mini packs, family size eltc. Sometime they
pursue us to buy the specific brand.” — Parents in Barisal

" 1=least important and 5= most important.

13 AU sen Dangladesh



FPre-Lawnch Market Survey of Micronwirient Drinks: S3C

Household Purchase

When the adolescents were asked about the person who decides the brand of powder
drink for household purchase, about half of them (46%) reported themselves as the
decision makers, On the contrary, fathers (54%) were reported as the final purchaser by
the adolescents.

According te the adolescents, the purchase of powder drink is usually made whenever
the product is finished (45%} or at the beginning of the month (32%). The parents had
the similar response for time of purchase as whenever the product is finished (44%) or
at the beginning of month {37%).

The places for purchase according to the adolescents and the parents are as follows:

O General store (adolescents: 42%, parents: 37%)
O Grocery store (adolescents: 34%, parents: 34%)
O Department store (adolescents: 24%, parents: 29%)

Although the pregnant mothers reported of being the decision makers for most of the
cases for purchasing the powder drink, the actual purchaser is the ‘hushand’ far majority
of them. However, in case of community leaders and service providers, they themselves
were found to be decision makers as well as the final purchasers,

For mast of the in-depth respondents, general store revealed to be the mostly
mentioned place for purchasing powder drinks. When being asked about the time of
purchasing a powder drink, the responses included:

O Whenewver it's finished
O Beginning of the month
O In the hot seasons

O No fixed timing

Some of the respondents mentioned that they drink a powder drink, so they buy it
whenever it finishes. However, some of them also mentioned that they get salary at the

end of the month, so like to purchase all the household items at a time at the beginning
of the month.

The purchase occasion accarding to one parent in Dhaka is as follows:

"I get salary after the end of the month, so I buy health drinks with other
housafiold items at a time at the beginning of the month.

Information from the Retailers

The brand awareness was revealed somewhat similar pattern for the retailers. While,
Tang was found as the ‘top of mind’ brand for 77% of the retailers, the next higher
mentioned brands were Orchy and Nutri-C, mentioned by 7% of them. However, Tang
(95%) and Nutri-C (92%) appeared to be the most frequently mentioned brands
spontaneously by the retailers. The other brands included Horlicks (81%), Rasna (67%),
Orchy (53%), etc. '

The figure 6 shows the total awareness of brands among the retailers. Considering both
the spontaneous and aided response, almost all the retailers are aware of various
powder drinks such as Tang, followed by MNutri C, Rasna. However, among the health
drinks, retailers are aware of Horlicks followed by Maltova and Ovaltine.
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Important Attributes

There are wvarious product
attributes which plays
impartant  role in making
buying decisions. According
to the retailers perception,
out  of  eight selectad
attributes, CONnsumers
consider “nutrition wvalue” as
the most important attributes

Fig 6, Spowlanocous Awarenoss of Grands among Rolollers

i -
||

.'t
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in before buying and powder j

drinks. Other important ;

attributes are price, quality, i R _ fre
brand imagcr taStE"r Tang Maulel.-C Horllcks Rasna Qrehy
packaging, quantity and

ingredients.

Section III: ATTITUDE TOWARDS PROPOSED MICROMUTRIENT DRINKS

Knowledge of Micronutrient Drink

Health Drinks is quite new concept to the majority of the respondents. Respondents are
familiar with powder drinks (eg Tang, Rasna etc.) and energy drinks (eg Horlicks,
Maltova, Ovaltine ekc.). In response to questions on finding the level of awareness and
its usage of health drinks,

oy a ey responded Fig 7. Perception of Mealth Drinks among Respondents

positively. Only 11% of the L

respondents (both
adolescents and parents) are
aware of "health drinks” and
all of themn said that ™t is 20%

necessary” (100%). After - 8% IRR,  15h
further probing, they have 7%

identified the specific benefits -

of healith drinks, as follows- ] i g

1%

0%

O To mest Dﬂd'frE nutrient To m!!l.b'nﬂ-:f'! To increase Tohb...u away To m,nl:hod.'f's To mainiain
nuisient sirenglh fatigue vitamim gand health

deficiencies EadG1ESCE”t5: requiremenl DIk dsiasian: O ; reguiremaent
% T H arents
58%, parents: 59%)

O To enhance health (adolescents: 28%, parents: 17%)
L To reduce weakness (adolescents: 25%, parents: 26%)
O To meet body's vitamin reguirement (adolescents: 25%, parents: 33%)

Awareness of any nutrition drink was similarly low among the community leaders and
pregnant women, However, somewhat higher awareness level was found among the
service providers as expected. Yet, necessity of drinking a nutrition drink was almost
universally perceived for reasons similar to the adolescents and the parents,

Willingness to Buy the Proposed Drink
During the survey, a brief product detail was read oult to the respondents. About all of

the respondents of all categories expressed their willingness to try out the new nutrition
drink.
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The reasons mentioned by the adolescents and the parents Included as follows:

O Can get iron and iodine (adolescents: 46%, parents: 43%)

O Can get lots of nutrient (adelescents: 38%, parents: 34%)

O Can get vitamins (adolescents: 33%, parents: 35%)}

O Can get taste of various fruits {adolescents: 30%, parents: 27%)

The reasons for which the pregnant mothers, community leaders and service providers
weare willing to try the new product were similar to that of adolescents and parents and
few more., Among the reasons the following are worth mentioning:

To meet body’'s vitamin requiremeant

To meet body's nutrient requirement

To meet body’'s iron and jodine requirement

To get different fruit flavars

To help develop intelligence -

‘To try out new products

To compared with the old products

Can get 8 different elements of food, including vitamin
Waould help to develop the immune system

oOoooopDOooo

Similar findings were found in FGDs. Both the segments were found willing to try new
drinks simply because "it is new”,

However, the respondents suggested looking at the following points -

o Cuality has to be up to the market standard,
Reasonable price,

Adequate quantity,
Good taste
Different pack sizes especially the mini and the family size.

Ooooao

Quotable guotes on willingnass to buy -
Parents-

“We will try it because {t has efements that are good for health.”

Adolescents-
"If the product has what the Ad says we will try it."”
During the in-depth interviews, all the respondents {pregnant mother and community

people) spontaneously accepted the concept of new product. According to them, they
expect that the new product would be of "quality and nutritious value®”.

"I am looking for such a drink, which will have nutritional value and also quench
thirst” - Pregnant mothers in Sylhet .

"If a well known company introduces such drink, T will definitely buy, Bul we must
look at the price i.e. price should be within our reach .* -~ QOpinion Leader in
lessore
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Attitude toward Selling New Drinks among the Retailers

A question was asked to all the retailers to understand their willingness toward selling a

new health/powder drinks. It was found that all of them viewed positively. The reasons
arg—

F Availability of new fruit flavor
= Mutritious

¥ Good and quality product

Price Level Consumers Are Willing To Pay

The respondents of all categories were asked about their willingness to pay for the new
product. The response was as follows:

(Fig in Tk.)
Quantity |Adolescents |Parents _F’f':égnant Community iﬂeﬁ.ice Retailers
- mothers |leaders | providers —
1 glass 2.88 2.71 2.58 i 3.20 | 2.97 3.03
(avg.) oo e msrs
2 glass 5.25 S.02 5.00 5.97 | 5.03 5.26
{avg.) NP i

Preferred Pack Size

All categories of consumers were asked about the pack size for the new product they
would prefer to buy. Following are the type of responses according to the type of
respondents:

Table 5. Preferred pack size according to the respondents

Respondents and 1 glass 2 glass Others
Preferred pack

size o -

Adolescents 47% 27% o 26%
Parents 24% il 29% o 47%
Retailers - 43% 41% 16%
Pregnant mothers _20% 27% 53% 1
Community leaders 27% L 40% __33%

Service providers 27% 37% 36%

Parents and children agree on the fact that there should be variety in pack size so that
different income groups can afford to but the
drinks. Making a drink is hassle and

Buying a powder drink is easy

Parents-

: "I need to buy lemon or orange,
‘The jars are very helpful around the | then cut it and add with sugar to
house and we need to buy a big one for | make a juice...it takes time. But if I
the family. You can gel some extra with | pyy 3 glass pack of powder drink, T
the large packs.” can easily make a glass of juice
within minute without any hassle. I
would certainly prefer to buy a
“The mini pack is good because its only | 9/35s of powder drink with 5 taka

Tk 2-5 and we can buy it and drink it for mst‘eid of Quying. & lemon:. With ¢
curselves whenever we like,” taka.” - Adolescent male in Dhaka

Adcu’_escen ts-
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Proposed Name for the Product

Al types of respondents were asked to mention a name for the proposed new powder
drinks. The following two tables show the list of names they mentioned:

[ Adolescents y

Lemon Drinks
Cable Drinks
Power Drinks
Complan

Haoly Drinks

Madia Drinks
Trishna Drinks
Watermelon Drinks
Orango Powder Juice
Mimo Drinks

Pingol Drinks

Tiger Drinks
Mutrient Plus
Energy Powder Drinks
Fruity Drinks
Juicy Juice

Vita Plus Drinks
Fresh Drinks
Toncar C Drinks
Lucy

Black Buster

Tripti Drinks
Mutrition Drinks
Pushti Drinks

Multi Drinks

Bangla Drinks
Denver Drinks

Parents Retailers
Fruit Drinks Fruit Drinks Power Drinks
Vitamin A Drinks Vitamin A Drinks Rock Blatar

Lemon Drinks
Power Drinks
Holy Drinks
Madia Drinks
Orange Powder Juice
Tiger Drinks
Energy Powder Drinks
Fruity Drinks
Froshiness

Juicy Juice

Vita Plus Drinks
Fresh Drinks
Lucy

Tripti Drinks
Mukrition Drinks
Bartugal Drinks
Pushti Drinks
Multi Drinks
Bangla Drinks
Rink Drinks
Orbit Drinks

Pincapple Drinks
Quickly Drinks
Energy Drinks
Tripti Drinks
Ideal Drinks
Tropicana Drinks
Trishna Drinks
Shuchita Drinks
Sagh Drinks
Funny Drinks
Roge Asho
Active Drinks
Bison Drinks
Hello Drinks
Bishosto Drinks
Vitamin Plus
Milo Drinks
Fushti Drinks
Banglar Drinks
Save Drinks
Mothumoti Drinks
Pushti Wit
Banglar Pushti
Tasty Drinks
Ruchi Drinks
Responsible Drinks
Fresh Drinks
Mutri Mix
Chomock Drinks
Super Drinks
Opurbo Drinks
Vita C

__:Prf:g nant mothers

| Community leaders

Service providers

Shagor Supriyo Drinks Mew Vita Drinks
Zanith Drinks New Vita Drinks Fruit Drinks
Vilo Praner Khorak Appolo Drinks
Prison Drinks Banana Drinks Multi Plus
Lemon Drinks Fruit Drinks Life Drinks
Frash Drinks Orbit Drinks Perfect
Porfoct Growth Child Choice Pawer
Saolvo Pushii Alvita
Life Drinks Trishna Drinks
Power Basic Drinks
Alvita Health Sugar

Trishna Drinks
Calcium Drinks
Angkur Drinks
Tasky Drinks

ACMiclsen Banglodesh
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SECTION IV: CENTRAL LOCATION TEST

Central Location Test {CLT) is usually done to find out how the potential consumers react
toward consuming the product in a “real life situation”. ACNielsen created an artificial
situation, where the respondents had Lo give their opinion on micronutrient drinks of five
different "brands” (such as SMC-Orange, Tropical, Strawberry, Tang and Rasna) having
different flavor and taste. Al the drinks were "masked” and code name was given
against each brand so that respondents can give their opinicn withouet bias. A total of
300 adolesconls tasted difforent drinks. The Tindings are as Tollows,

Most Liked Orange flavored Brands

Initially, three brands of orange flavor (viz: Tang, Rasna and SMC-orange) were offered
to drink to the respondents. Amaong both the male and female respondents, Rasna
(34%) was adjudged as "maost liked” brand, followed by SMC-Crange (33%) and Tang
(32%).

Overall Opinion on Offered Fig 8. Opinion {(Good) on Offered Brands at CLT

Brancls LELA 94% a2%
; 5

In the sccond phasc of theo

CLT, with a wview to get
“decper” apinian on
different product attributes,

all the five different flavars

were offered to the
respondents, After
drinking, almaost all viewed

Rasna and Tang as “"good” ]
followed by  SMC-orange '
flawvored drink. The other
two  “brands" (strawborry
and tropical) were |east
prefoerred,

Tang Rasna SMC- Traplcal Strawberry
Qrgange

Brand-wise Opinion on Attributes

Furthermore, the respondents were asked to rate the brands an a 5-point scale on
different attributes. Considering the mean score, Rasna was found to score highest in all

- Fig 9. Brand-wise QOpinion on Attributes |
43 4.3 :
l 4.24 7 - 4.3 42kl 4.7 i
o an i 4.0 an
eakid 1 ——r 19 18 8 2.8 rE'
b5 G
L e u i - i 5 p.4
1 j a e
I P2 0.2 [ 1
I 3 . P1 | b0
: ; . {
B l
T T T T T T L) T
Cwverall Taste color Flavor Sweetness  Fruit Flavaor  Mouth Feel  After Taste
|
1
O Crange OTropical 0 Strawberry B Tang M Rsma |

[ ACMiclsen Bungladesh



Pra-Launch Market Survey af Micronwirient Drinks: SMC

the attributes compared to other brands. The second scoring brand was Tang followed by
S5MC-Orange. The other two SMC brands (strawberry and tropical) were least scored. The
above figure shows the comparative picture of different attributes, as ranked by the
respendents an a five point scale (5+ very good and 1=very poor}). The mean score
against each attributes are shown above.

SMC-Orange vs. Other Brands

Follewing table shows the comparative data on different attributes as perceived by the
respondents after drinking three arange flavored drinks. It is apparent that in all the
attributes, Rasna and Tang appeared better than SMC-orange.

- Fig. in %
| Attributes SMC Tang Rasha
{ Taste 78 52 93
| Calor 79 88 85
Aroma/flavor 78 85 86
Sweetness 69 Fil=] 88
Fruit flavaor 77 89 91
Mouth feel 80 88 91
_After taste 76 89 88

20
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CHAPTER THREE
CONCLUSION AND RECOMMENDATIONS

Depending upon the study about the pre-launch of the micronutrient drinks the following
conclusions and recommendations can be made:

U The study found that given the type of ingredients, the consumers were willing Lo try
the new product at least once.

0o However the repeat purchase of the product will depend highly on 3 basic properties
of the product, such as -

a. Mutrition value,
b, Quality and
c. Taste

o The price level the consumers were willing to pay was almost consistent with the
existing powder drinks i.c. around Tk. 3 for one glass of drinks and Tk, 5 (max Tk.
5.5) for a pack of 2 glasses drinks.

o Retailers have shown their positive attitude toward selling any new brand of health
drinks, if available in the market,

o During CLT, the target respondents gave their opinion on five different brands. After
tasting the brands, Rasna was found to be accepted among majority of the
respondents followed by Tang and SMC "brand”, Rasna was found belter in all the
attributes (such as taste, flavor, sweetness, etc.).

a  During CLT, out of three SMC brands, respondents liked orange flavored drinks.
Majority of the respondents viewed that the sourness is bit "stronger” compared to
other flavors. If the taste of Rasna is considered as standard, the "strong ness” of
SMC-orange may be reduced slightly. Sweetness may be slightly increased.

O 5SMC needs to develop the “total product” for further product research. The product
should focus all the essentials of marketing such as packaging, price, ingredients,
quantity, expiry date, etc. so that the potential buyers (research respondents) get a
real understanding of the drink and give their opinion on purchase intentian. Thus,
after the product is developed, SMC may finalize the MRP through carrying out
pricing research.

0 Once the product is developed, appropriate communication campaign is very crucial,
Since the price of health drinks would be reasonably low, SMC may consider a "rapid
penetration strategy” of launching the product by focusing on low price and spending
heavily on promolion. This strategy may promise to bring about the fastest market
penetration and the largest market share, specifically in the "health drinks market"”.

O Adolescents comprise a large share of the population in Bangladesh and the proposed
micronutrient drink intends to target them as the main potential buyer. Further the
study clearly revealed existence of two different types of drinks in the market, One is
vitamin C group (Tang, Rasna, Nutri-C, and so on) and the other is health drink

il ACHiclsen Bangladesh
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group (Horlicks, Ovaltine, Maltova, and so on), Thus, there is a niche market for the
proposed health drinks with nutritative value for adolescents as there is no health
drinks in the market with fruit flavor and health value. The USP of the product would
be “health drinks for adolescents enriched with B essential elements” (not just
Vitamin CJ.

SMC should concentrate on crange flavored drinks initially, The other two flavors may
be dropped at this stage (strawberry and tropical} and they might launch these two
after observing the market trend. Although Tang and Rasna are two accepted brands,
still there is a market for SMC. As it is evident from ACHielsen retail audit data,
concentrated powder drinks are available in 50% of the retall outlets, covering bath
rural and urban markets. Therefore, SMC may take a challenge toward entering the
concentrated powder drink market.

Finally, it may be concluded that there is a market for micronutrient drinks. It was
found during the pre-launch research that all categories of respondents, especially
the adoclescents have well accepted the new concept as well the "product” during
CLT. Thus, demand for this product was clearly visible. Since the drinks is a social
product, and it is designed towards reducing nutrient deficiency among the
adolescents, especially the poor and underprivileged, it should be distributed and
communicated using social marketing strategy.

12 ACHielsen Wangladesh
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Proposed Name for the Product

Appendix A

All types of respondents were asked to mention a name for the proposed new
powder drinks. The following two tables show the list of names they mentioned:
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C. Survey Tools (In Bengali)
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