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' Consists of the products that consumers use in their diry-to-day lives. When a person '
purchases o product Tor personal use, they participate in the consumer market and become
' o part of it
) A consumer market is the very gysiem that allows us 1o purchase products, goods, and
wrvices. These items can be wsed for personal use or shared with others. In o consumer
! miarkel, you make your own decisions about how you will spend money and use the
\ proviits vou purchase, The more people who go out and actively purchase products, the
more aclive the consumer market
) CONSUMER PERCEPFTION
\ Lomsumer perception the base for decikion muking. People make decision instantly

within 200 seconds about othet person, yet when it comes to produet they take more time, 11

the perception tone s sof Fight by the companies consumer will not have any confusion,
Fhis presentation explore the ways and means of consiumer pereeption and ends with the
application of perception w large by organizations around the globe.

£

Cansumer perception is something that envompasses the Beliefs, jde

s, HPression,
conscinusness, and awareness of any

prewdudiservices or ofterings by a company by
consumens 5 influgnced by some of the factor like advertising and social media, the
company’s mvolvement in pulilic issues, specifications of the product, price, ete , x

Ihe ultimate goal of a company {510 increase its profit and revenue by increasing
watles, this can be well done by examining the consumer and annlyzing the factors tha
diive consumen to buy the product.

Cansumer percaplion is one the best methods of analyzing and explaining consuner
- hehaviour. This theory helps in imerpreting various perceptions by differemt people. As
perception differs from persons to person wo, the purchase decisions

The product or services offered by cuch company differs in their own way so as

- consumer perception towards the brand. This perception for any particular brands by

consiimer may mot shochronize with that of prodocers or marketers. As there are different

apportunitics available 1o consumers Tor gremer exposure and there available tone of
“companies ane targeting to understand their consymers well und seeking their attention.
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) Ihe word “perception” derived from the Latin Word “percepio” and it tefers 1o the. >
ability to give meaning 10 whatever stimuli are sonsed. The stimuli aré nputs 1 any of our :

) sensory receptors. be it vision, bearing, smelk: taste, or ouch. An indiyidual uses. the
perceptual mechanism 1o sefect o stisulus (rom many in the environment, organizes thei

' ntaa coleresit picture. and interpeets it o derive meaning out of . Perception is e priseéss

) thiswigh uiﬂuhinh‘.ﬂiv&ul nterpoets bis seosory impressions o give meaning o them.

) Comsumer percephion is defined as o process by which consimers sense & marketing

)

)

)

)

N

stimuilus, and organize, interpret, and provide meaning to . The muﬂwlipn stimuli may be

g related 10 the product and/or brand, sad any oF the elements of the murketing mi., 7






























brand, flavour, healthy tooth& grems. freshness, prevention of twoth erosion, whiteness and
mfluence of friends, Kids or parent.

CYRIL, SILAM AND MUHAMMAD (2012) OF THEIR STUDY “Run study for
exploring the role cue plays on low involvement products purchase intention and
product evaluation of malavsian consumers.” They chose wothpuste as u low )
involvement product. The study reveals thut customer of the specific country prefers
product produced by developed countries and they tend 1o less preference 10 the less develop
countrics. In cuse of specific countries, consumers prefer toothpaste made in Australia not
mmmwmmmuawmmmmw
because of economic and technologicnl advancement of the countries.
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consumer has xlvo increwsed™ Given rise 10 his wants and needs. It is over here that b

s MMMummmmmmr}mwmmmwmm
. ome roof, from survey conducted on the customers perception lowards the marketing mix
mmmmumhmmmhpbmmnm&

- satisfied with the variety and of products. but at the same time they re not every happy
Mﬁﬂﬂaﬂﬂyﬂwm Big Bazaar has definitely succeeded in
cepn "wlhqﬂnﬂhfwwm ﬁih-prhhnllmmndpmaﬁwdy e
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products. They are expericnced from vanety of entértainnent souroes: There has o positive
perceplion aboul bmnded products that s not Limited 0 any demographise cliamateristics
(age, gender. or education)

PRASHANT CHOPDAR (2013) OF HIS STUDY "Perecptual mapping of
different toothpaste brands: an empirical study in bhubaneswar market " This paper
myvestigates how the consumers in bhibaneswar perceive different toothpaste brands
consumer’s perception of four brands (Colgate, Pepsodent, Close up. Baboal) was
unalysed using partied comparison method. A total of 100 respondents wiere randomly
selected at different sales outlets in bhubaneswar city . Respondents were asked o fill up o
structured questionnmire. The collected datn were analyzed by mult dimensional scaling
and the perceptual mas was developed. It was found that Colgate was pereeived more as a
freshiness toothpaste as compared to other brands. 11 can be concluded from the study that
murketers need to mnovate contimuously and provide multiple benefits to consumer to
stay ahead of the pack

"MAJEED (20014)0F HIS STUDY "Took an initiative for assessing the brand
awarencss of st moveable consumer goods in rural areas.”  The most important
findings of this study thar consumers awarehiess |5 increasing in case of FMCG in rural
nreas. Rural consumers are now aware on average 60%, nbout different brands of tea, soap,
toothpaste, 1 also found that they are Becoming aware through Felevision Communication
(TVE), In tepms 'ql“tmmpns.u:. cansumers prefer Colgate (1st), Close UP (2nd). pepsodent
(3ed) and miswik {4th),

S VALKUNTHAVASAN (2014) OF HIS STUDY “Factors affecting the
Consumers choice of toothpaste in jaffon, sri lanka" Dynamic business environment is
highly competitive and tapidly changing, Rivals supply creates more confusion for the
selection of suitable product for the consumers. Marketimg mxes and many fhctors usually
create a meamngful difference in a brand's performance. The objectives of this paper were
to identity the fmpartant factors influencing on consumer chuives and o measure the effect
to the factors on consumer choice of wothpaste. Response were eollected from 100
customers fram four major food cities in the Jaffra. convenient sampling technique was
used in selecting the customers,

SONY MATHEWS, RAHUL JMH, TANAY SHAH, SUDIPTO HEZIL, JAYESH
PORWAL, SAMIR VIRANL (2015) OF THEIR STUDY "Effect of celebrity
endorsement on consumer based brand equity™ This rescarch aims 10 examing impact
af celehrity on cansumer-bised equity of the endarsed brand. The eudorser vredibiliny-
hrand equity relationship was developed nsing. uasmimm learning pringipats wheress the
brand signalling theory 5. iuplmd 10 oxaming the mediuting role of brand credibility

In support of past findings. the present study shows that a celebrity endorser 1 not at all
n dhdniun miking factor fior o bonsumer 1o choose o toathpaste groduct. He! She i more -
awire of hisfher FeSpeCtive needs id wants, and companies chnnot boost their products,
demand through eﬂiqhﬂnymdumnt i mistter of enhancing thel brand equity,
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ISMALL RAZAK. SAZIEF- NIWARANTO, BOGE TRIATMANTO (2008 OF
THEIN STUDY “The et of product quality and priee on consuimi TR
with the medister of castnmer value™ The parpose of this stwily i to e precducs quatily
i e howardi cusomser sahae b nproving costomer sinistintion This rosmarvh (e e
sty of peracption and cassalty fw the customer of koothpashe A convenience prodiset Tl
wibgesress oof this resesrch e i the major fovus, which b e stuily of thi custeserer valig
percepteon for fovlhpaatd prioshiat a1 s ey produiet Lo thie mvetropolilig GOmmity.
Mhis rowcarch w quantitstive stisdy with positis lsm parsdigm approach sirvey mhethols.
A, the structurnl §aquaiaom medeliing i ased @n @ nroans of infioeential sististics.

GERARD EMILILEN, ROUF WELTRUNAT, FRANK LUDICKE (207) OF
THEIR STUDY "Consumer perooption of product visks anil hamefits” Piwrkis o0
cominmitior Db wour viton frsus on usdergradunte students Thin ook wider sudicece i
shuo includes professsomabs i lwdistry . resesrch scnting reguipion. K& and righ
managers, policy mukers. public health adminitinton. and sdvanced studunts. It covers
s naging from comumer paby coligey W Fevosrch wothodology. 11 addresses regulatory
sipoots of narhatig new prostaces o the UL the LSA, and Asin The bool reapimids fo the
givow iy rieed fow e methokrkogaal guslance w consumes nesearch and vedured areas. e
Pl 4a vy grow ing and existing apgwesches offen dis not Tully nml’y ot fully ofwer
wiiat b roqguared The prmersl mbontbon i be coabribaty W8 the discusshon around citablnbong
s cowmorpts | aed et cholog el stardanils an the whd

SAZL SARDAK (2008 OF HIS STUDY “Conssmer perception towards the
mathpaste brands™ The core of fhes stady o 5o examine the perception of consumerns
ovwards diffieren soothpave brends. when comsuinies choe 8 b of wothpaste they give
sywuial cmphoum on wes wiponta sttt Thin sty has sdentilled those mportant
attrivrtos Totnl 5 Deands wnd 12 mtinbutes have taken into consideration for the study. In
okl 350 wmnpdes o aken W CABMING PEREption. perEpIn I medured o the hasis of
analysin procedunn used by | rshbour's for messuning sallent beliel of consumers 1owarnd
Rewndi 11 reveals froen the study that Pepsodent baars Wighest and whiteplus bears lowest
bennd anagine in the marke

SOPNAMAYEE ACHARY. SATNAM UBEJA . PURUSHARTH JAIN . ARPIT
LOYA GOISIOF THEIR STUDY “Convamer buying behuviour towarnds '
Iwothpaste™ Shopper b deall with as the ruler of market. ™ sinee items are mnde outhined
andl permitied to comne a8 showcase as per the need and mchnstions of the customer, (n
Wi wity, sccomplishinent of any asocione dependably relies upan baving the capacity w
i, B0 o beold clients. This reqiire & comprebension of what faclor influence.  »
shogpers Tullilinent with ans iem or benefit and whit decides their chiice 1 buy an itcim
e Nght of e different investigation of logical wating. brind bs a key factor and i
prodces comamer koyalty For pulling in and hidding clients, banding b one of the
critical vmriahles wihich impact on boyer puschasing conduet. This paper amalysis upon.
msendiiliness and client shep of varions tonthpastc bard buyers :









The_small soap and candle busiess that William Colgate began in new York city early
in the 19" century in now, more than 200 vihis lmer, a traly global company serving

hundreds of millions of Consumers worldwide

Our 200-1¢ar history reflects the strgngth and Innovation that Colgate people have used
to constantly transforim our company and dentify new opportunies With global brands
sald in over 200 countries; Colgate, Menken, Palmolive, ajax. solt-soap and Hill's pei
nutrition are among the workd s most recognizable household names, trust and rebief upow

by Consumers everywhere

Colgate people, 'working around the world share & commitment 1o our three core

corporate values: caring, global wenmwork and continued improveent. These values are
reflected not only in the quality of our produets and the reputation of our company but Also

in our dedication o.serving the communitics where we do busaness.

OVERALL HISTORY

In 1806. William Colgite, himself a soap and candle maker, opened up a starch, soap
and cindle factory on Dutch street in new York city under the name ol - William Colgate
Lcompany n the 1840s thie firm began selling mdividual cakes of soap in uniform
weights, In 1857, Wilham Caolgate died and the compuny was redrgpnized as “Colgale &
company “under the management ol Samuel Colgae, his son, In 1873, Colgate introduced
cashmere Boiuer, n perfumed soap. In (873, the fim introduced in first Toothpaste,
aromatic toothpaste soJd m jar. Ths company sold first Toothpaste in a tube, Coljpote
Ribbon Dental Cream in 189610 1896,Colgate hired Martin liiner and undet his direction
founded one of the first applicd research abs, By 1908 they idaiated mass selling of
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SWOT ANALYSIS
STRENGTHS

Feolgate-palmolive i one of the higgest brands in the personal core consumer prodycts
Ml -

2 The comppany s ower 30,000 emplivess globally m it worklorce
. s | )
Veolgate-plamalive i one of the market leadersglobally with excellent R&D

4. The company focyses on four on core businesses: ol oare, personal care, Home care
and pet nutriton, L

5. 1he brand has excellent reach and distribnition and its products are bvailables in over
200 vountries : :

. Exscellent Advertning and brands viahality of products with a strong customer lenwmlty
T branids has been developed over Wie yenrs.

Teolgme-palmolive oy an gnnual fevenue of more thon $35 billion, =

8.4l of its product are svaildble at all major retailers as well i commerce platfomms
across the world .

9 The compamy has 8 strong legancy smee it was founds in 1806
WEAKNESS i

Il.l"u‘tnrkh'l. share is Limited due 1o presence of pthers strong FMOCG brand

w o R % e s wcr 118 WY e wiimch an nu i ingss of colgme-
2. Fake beands are supphed under ther brand n hict hun & f coly
palmaolive















TABLE 4.3
FABLE SHOWING MARITAL STATUS OF THE RESPONDENTS
| MARITAL STATLIS NO_OF RESPONDENTS | PERCENTAGE |
MARRIED i | u8 —
CUNMARKIED - |1 32 ==
| TOTAI | 50 | 100 |
CHART 4.3

CHART SHOWING MARITAL STATUS OF THE RESPONDENTS

MARITAL STATLUS

AT
1IN SLAEMILD

INTERPRETATION

Fram ihe above table 4 3 shiows that martal stitus of the respomdents. 6% of responidents
e MARRIED and 12% of nespondents are UNMARRIED. |

Hiemee. the magonny of the respondents are MARRIEL.
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: TABLE 4.4 .
TABLE SHOWING QUALIFICATION OF THE RESPONDENTS

. OUALITFICATION ﬁﬂ.ﬂl".lﬂﬁiﬂhﬂm PERCENTAGE ’
SECONDARY L3 16
SO 12 |24

1 [} .-EL. m W
5 0
S0 1100

CHART 4.4
CHART SHOWING QUALIFICATION OF THE RESPONDENTS
- QUALIFICATION :




TABLE 4.5
TABLE SHOWING OCCUPATION OF THE RESPONDENTS



















INTERPRETA TION

From the above table 4. 10 shows that years of using in Colgale of the respondents, 40%% of
respondents are usmg lor Mt RE THAN THREE YEARS and 30%., ol respondents are
THREE YEARS and 30% of respondents are TWO YEARS

Hence, the magority of the cespondents are using log MORE THAN THREE YEARS

TABLE 4.11

TABLE SHOWING PROMOTIONAL TOOLS MAKE TO BUY OF

PROMOTIONAL TOOL

THE RESPONDENTS

NO.OF RESPONDENTS

| PERCENTAGH

| BUY 1GET | 25 Iso ___I
| DISCOUNT 18 130\ — =
(EXTRAQUANTIY 5 1 10
_mHut'-. 2 s L S =S
| TOTAL S 1100 3
1

CHART 4.11

CHART SHOWING PROMOTIONAL TOOLS MAKE TO BUY OF

THE RESPONDENTS

PROMOTIONAL TOOLS MAKE TO BUY A
COLGATE

31

sy IGET A

N )

o 1 VE A CRANTITY
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S
INTERPRETATION

From the above table & 11 shows that promotional tools made consumer to biry the Colgate -
toothpaste of the respondents, 507 of respondents ane prefer by BUY | GET | and 36% of
respondents are DISCOUNT and 10% of respondents are EXTRA QUANTIY T and 4% of
respomdents ure OTHERS. ’

Hence. the majority of the respondents are prefir by BUY | GET 1.

: TABLE 4.12
TABLE SHOWING SIDE EFFECT IN COLGATE OF THE '
RESPONDENTS
-:_q,ﬂfmmmm fgmsﬂmﬂt
'Id"ﬁ' | 90 - =
i¥ |30 100 *
- ¥ A .
> CHAH.T 4
mmmmmmcrmcmmm OF THE

mum : €
SIDE EFFECT o




INTERPRETATION

From the above table 4.12 shows that side effect had by the user in Colgate oothpasee of "
the respondents, 20% of respondents are savs NO and 107 of respondents are says YES.

Hence, the majority of the respondents arc says NO

TABLE 4.13
TABLE SHOWING REASON OF SIDE EFFECT OF THE
: RESPONDENTS
REASON OF SIDE NO. OF RESPONDENTS | PERCENTAGE
EFFECT - 3 a
BAD BREATH IR 3§_
. |[TICHING Iz 24
BURNING 53 il
PEELING 3 . {1
Homa 5 o6
L] L i 3
CHART 4.13

CHART SHOWING REASON OF SIDE EFFECT OF THE
] . mmm




INTERPRETATION

From the above table 4,13 shows that reason of side elfect in Colgate toothpaste of the
rospondents, 36 % of respondents are had side effect of BAD BREATH and 30% of
respondents are BURNING and 24% ofrespondents are ITCHING and 10% of respondents
e SKIN PEELING, :

Henee, the majority of the respondents are had side effect of BAD BREATH.

TABLE 4.14
TAABLE EHO'Wl NG FREQUANTLY CHANGING TOOTHPASTE
OF THE RESPONDENTS
FREQUANTLY NO. OF. KESPONDENTS | PERCENTAGE
T ' 0
13 : 20
17 : 34
s 100
CHART 414 -

CHART SHOWING FREQUANTLY CHANGING TOOTHPASTE OF
THE msmmms .
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Frmndurmmh-ﬂ-l mmmmmummmmurm

respondents, 50% of respondents are NEVER changed and 34% of respondents are
. FREQUANTLY changed and 26% of respondents are OCCASIONALLY changed. -

Hence, the majority of the respondents are NEVER CHANGED,

-

TABLE 4.15
TABLE SHOWING PREFERENCE OF BUYING OF THE
RESPONDENTS .

| PREFERENCE OF [ NO.OF. RESPONDENTS | PERCENTAGE
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INTERPRETATION :

From the wbove wble 4.17 shows that price epnpe :!'I!'E.‘nluuu: lsothpaste of the respotidents
SO of rospondents are buying for 40-S0Ks and 26% of respondents are $0-60Rs and 20%, p
of ruspondumms are LFTO-40ks and then 1% of tespndents are ABOVE G0Rs.

Hence, m-mq]nriry.'urrh; reypondents ate buying foe 40-508s,

TABLE 4.18
TABLE SHOWING SATISFACTION LEVEL OF THE
RESPONDENTS :
i?ﬁjmmm_ ¢ -
R %Mﬂ‘—‘
4 K
M Lo
CHART 418 v
TABLE SHOWING SATISFACTION LEVEL OF THE
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INTERPRETATION

From the above table 4, 18 shows that Satisfaction fevel of Colgate toothpaste of respondents
;hﬂwm:ntmﬂmm 0% of respomdents are felt by using of NEUTRAL and 24% of
respondents ane STRONGLY SATIFIED and | 826 of respondents are DISSATISFIED and
K% of respondent are STRONGLY DISSATISHIED.

Hence, the majority of the respondents are felt by using of NEUTRAL

TA.ELE ll;lﬂ







INTERPRE TATION
Frén the abiove table 420 shows that result in healthier tecth of the respondenty in using

Colgate 1oothpaste, ﬂhn{mpmhmsﬂunysﬂm BRUSHING THEIR TELTH ONE
TIME PER DAY and 40% of respondents umHT:.ﬂ:.l CHANGED IN BRAND OF

TOOTH BRUSHES.

Henue, the majority of the respondents are iy that heahbier toeth THE NUMBER OF
TIME BRUSHES HISHER TEETH ONE TIME PER DAY.

TABLE 4.21
TABLE SHOWING SUGGESTION FOR PRICE LEVEL OF THE




5 :
INTERPRETATION '

From the above table 4.21 shows that suggesting price level of Colgate toothpaste of the
respondents, 4% of respondents are suggesting v WORTH OF MONEY and 36% of
respondents are AFFORDABLE PRICES and 24% of respondents ane HIGH PRICE.

Hence, the majority of the respondents are suggesting 0 WORTH OF MONEY.

TABLE 422 _
TABLE SHOWING INFLUENCED OF THE RESPONDENTS ! '
FLUENCEL NO_OF RESPONDENTS | PERCENTAGE
Bl I 2 2
i 2
i u 1 _'3“
: 10 - 20 1\ L
S0 100 | ~










Emﬂnmwh 4*1# ﬂmnnﬂmmﬁuwdd1MHTntMNMhm
toithpaste of the respondents, 46/% of respondents are Influenced characteristics to buy
mﬂ:ﬁ' m-iﬂ‘mpmﬂmuﬂﬂu#m? and 14% of respondents are COST.

ity of the respandents are lnﬂuﬂmuﬂ characteristics 1o buy







| % :
| , : _© FINDINGS

. # The majority of 40% of the respondents are age group is between 25-35

# The mapority of 60%0f the respondents are female.
i # 1 The majority of 68% of the respondents sre married.

7 The majority of 50% of the respondents have done degree or diploma
i mmwmmmmmhmﬂm
mm of 34% of the respondents are gets the salary between 15000-35000.
The majority of 408 of the respondents are using their tooth paste in salt
T majors 'ﬂ%fﬁmﬂmmmﬁﬁmﬂmuﬁ.

: ty of 38% of the respbndents are use of 200 grms.
mﬂmﬁmwmmmwhmwmm
MWMﬂHWwWWWTpﬂ
The tajiriny of 90% of the fespondents are savs no,
mmwmumwmmmmmm
mmmwﬂuwum
h v ol A6% of the respondents ire preferring M "

mwdmww are watched by Tv.
- The: -_um.mm”‘”’”“: umﬁ’m-mh
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