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RESEARCH OBJECTIVE
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● To analyze CATEGORY A and assess 
BRAND performance in the market

● Analyze BRAND member behaviour 
based on data transaction

● To understand CATEGORY A 
consumption behavior and their 
perception on BRAND.



Research Design
Quantitative

Data Period
YTD November 2024 compare to LY in

performance

Methodology 
Purchase Tracking 

(POS Data Analysis)

Scope
National Data Category :

CATEGORY A

Qualitative

Survey Method

Online Survey

Sample

Male (30%)
Female (70%)

Early Adult
(20 - 40 years old)

Demography

N = 450

1. Loyalist - Users who purchase only BRAND,
in the last 3 months.

2. New Users - Users who has not purchased in
last 1 year and started to purchase in Month
observation

3. Lapsed users - Users who purchased BRAND 
at least once in last 2 months but stopped 
purchasing in next month

Category Sample

Category 1

Category 2

Category 3

Category 4

Category 5

Category 6

Category 7

Category 8

Category 10

Category 9

Category 11



Research Findings (Qualitative)



[TOPIC 1 - Qualitative]

Usage of Sub Category 1

Frequency of Sub Category 2

Generally, consumers use Sub

Category 1as a topping for

Answer 4 or other Answer x,

or as a Answer 7.

This is also reflected by the 

frequency of Sub Category 2, as

most consumers, excluding

lapsed users, consume bread

several times a week.

Answer 1

Answer 2

Answer 3

Answer 4

Answer 5

Answer 6

Answer 7
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[TOPIC 2 - Qualitative]

Flavor and ingredient quality are the most important factors in choosing a Sub Category 1. Lapsed

and Spread users also take price and promotions into account.
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[TOPIC 3 - Qualitative]

OnlineOffline

Most consumers prefer to purchase Sub Category 1in-store because they see the product displayed at the store. Promotions and discounts also influence their

decision. This indicates that the availability of the product in-store helps increase brand awareness for Sub Category 1.

Reason of offline purchase

Reason of online purchase

8



Research Findings (Quantitative)



Average Sales/Month

*Data Sales Member

[Topic 1 – Quantitative]

AVG Growth
vs LY

AVG Growth
vs LY
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[Topic 2 – Quantitative]
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National Growth (Category) : -2.3 % National Growth (PUCK) : -25.0 % National Share (Category) : 4.4%

Brand 6

Brand 1

Brand 2

Brand 4

Brand

Brand 5

Brand 3

Brand 6

Brand 2

Brand 1

Brand 4

Brand 5

Brand

Brand 3

Brand 4

Brand 5

Brand

Brand 3



[Topic 3 – Quantitative]
The decline in sales for BRAND is primarily due to a reduction in the number of members. This indicates that BRAND performance is very

dependent on the number of members, rather than on sales per member or basket size.

CAT Brand &Competitor

Brand &Competitor
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