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Table no.1

Age (Years) Number of respondents Percentage
<1 8yrs S0 20
18-25 80 32
25-30 50 20
30 and above 70 28
Total 250 100
Gender
Male 125 S0
Female 5 50
Total 2510 L
Education
Up to 107 55 22
Up o 127 63 26
Graduation 80 32
Post graduation 50 20
Total 251) 100
Profession
Student 70 28
Professional 73 30
Businessman 45 I8
1lousewife 60 24
Total 250 100
Income(INR)
<5000 70 28
SO00-10008) 55 22
1000015000 60 24
1 S000-20000 ) 5]
=20000 25 10
Total 250 100
Sonrce: Field survey
Table no.2 Toothpaste usage rate
Usage rate | Number of Respondents Percentage
Yes 230 4z
No 20 08
Total 250 100

Sonrve: Fiell swrvey




Table n0.3 Consumer brushing pattern 17F
Brushing Number of Respondents Percentage 7F (
frequency/day 1
Chee 180 72 " "
Twice ol 24
Thrice 10 04 "
Total 250 ]
Spurce: Field swrvey n $ n
% 0 G
Table ne.4 Quantity of Purchase
Per Month Quantity Number of Respondents Perceniage
S0gms 35 14
100gms HE 34
250zms 1o EE
S00zms 20 08
Total 230 1030
Seurce: Fielid survey
3 7 77F " 1>9
1>9 ;99
?7F ;99
>9 >09 ; TF @
Table no.5 Frequency of Purchase
Purchase per Month Number of Respondents Percentage
e 210 24
Twice 35 14
Thrice 03 02
Total 250 100
Senrce: Field survey
( ' 7F 1F
> + 1 n
@7F
Table no.6 Brand Awareness
Brands Number of Respondents Percentage
Cuolgale 33 34
Pepsodentl G5 26
Close-up 40 16
Drabur 13 06
Anchor 18 7.2
Babool 15 06
Others 12 4.8
Total 250 100

Sonrce: Field survey
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Table no.7 Parameters for selection of brands
Selection Number of Respondents Percentage
Brand 70 28
Chualily S0 20
Prige 45 18
Froshness 40 16
Flavor L0 04
Offers 30 12
Style of Paclang 05 02
Tintal 250 100
Senrce: Fickd survey
1F 7F
2 n l @ F n
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Table no.8 Major Influencers while making purchase
Factors Percentage
Family 20
Tricnds 23
Advertisements 23
IJentist 12
Self-experience 13
Schemes 03
Total 100
Soarce: Field survey
< %
<
Table no.9 Attributes preferred in toothpaste
Attribute Number of Respondents Percentage
Cleansing 40 16
Herbal ingredicnts 35 14
Freshness 25 10
Prevention of twoth decay 55 22
Toam 10 04
Health benetiis 85 34
Total 230 100

Senrce: Field survey
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Table no.10 Promotion tools which impact buying

[ Promotion tools Numbher of Respondents Percentage
Samples 6 30.4
Coupons 44 17.6
Gifis 10 4.0
Price-otts 52 20.8
Bonus packs 68 27.2
Total 250 100
Seurce: Field survey

; 9 n
Table no.11 marketing elements which attract toothpaste buying
[ Marketing clements Numbcr of Respondents Percentage

Celebrity endorsements 86 34.4

Advertisement 37 228

Sales promotions 53 21.2

Recommendation of protessional bodies 30 12.0

Pricing 24 9.6
Total 25() 100
Seurce: Field survey
. " %"
3 *4 ;
Table no.12 switching behavior
Reason for changing brands | Number of Respondents Percentage
Prowotional ollers 57 34.8
Inerease o price L7 6.8
Like switching brands 15 0.0
Short supply ol brund L0 4.0
Adverlisement 47 18.8
Retailer influence 33 21.2
veprelntan lothpasie 35 14.0
Total 250 100

Senrce: Fickd survey
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