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Kysymyksiä tutkimustoiminnolle  

Miksi?  

Kenen 
kanssa?  Milloin?  

Missä 
tilanteessa?  

Mitä  
mieltä?  

Kuinka 
usein?  

Kuinka 
paljon?  

 Minkä 
arvoinen?  

Minkä 
tilalle?  
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Kuinka moni teistä on ostanut Karhu 
Pintti tölkin ?  

Miksi  shopperi  osti 
Karhu 0,568 L tölkin 
kaupasta?  



Miksi kuluttaja valitsi kalliimman pakkauksen ï 
ja voiko samaa viedä muille brändeille ? 

Keskihinta  
3,27 ú /tölkki 

(5,74 ú/L)  

Keskihinta  
1,35 ú /tölkki 

(3,90 ú/L)  



Tiedämme valtavasti Karhusta ja sen 
kuluttajista  

Tiedämme kuinka  monta prosenttia Suomalaisista 18 -65 vuotiaista  
 on juonut olutta viimeisen 12 kk aikana  



Tiedämme valtavasti Karhusta ja sen 
kuluttajista  

Tiedämme kuinka  moni Suomalaisista tuntee Karhu brändin  



Tiedämme valtavasti Karhusta ja sen 
kuluttajista  

Tiedämme kuinka  moni Suomalaisista joi sitä viimeisen 7 päivän aikana ja  
 4 viikon sisällä tai 12 kk sisällä  



Tiedämme miten Karhu attribuutit muuttuu 
kuukausittain  
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Tiedämme missä tilanteessa juodaan 
Kotona  
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Tiedämme missä tilanteessa 
juodaan ï poissa kotoa  
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Tiedämme minä päivänä olutta 
juodaan  
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 Finland -  Occasion - Day of Consumption - by Beer Brand (2015) 
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Approximately how often do you purchase beer in a grocery store? 
Base: Completes & Screenouts (n=4454). 
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20  

Think about the last time you purchased beer in a grocery store, which of the following options best applies to the purpose of that shopping trip? 
Base: Total completes (n=1721) 

One need: A shopping trip you take when you need something 
specific. For this, you often think of visiting local grocery store, 
kiosk, gas station or some other similar store. In this case, price 
is not the main focus when you are buying products.   

Top-up: A shopping trip you take when you need a few things 
in addition to what you already have at home. For this, you 
often think of buying few products related to completing a 
meal. In most cases, you will do this shopping on your way 
home from work or similar. 

Bargain hunting: A shopping trip you take when you really go 
looking for the good deal. You normally cruise through the 
store looking for the good promotions and ending up with the 
feeling of money being saved. 

Everyday main shopping: A quite frequent regular shopping 
trip  when you normally look after products to prepare every 
day dinner or similar. You typically do this a few times a week. 

Stock-up: A large planned shopping trip often to large 
supermarket or warehouse. Usually you do this on Saturday 
having with you the long shopping list. Most likely one more 
person will join you in this shopping (e.g. your spouse). 
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Tiedämme valintahierarkian  

Single packs Multi packs 

Small/Medium 

Koff/ Karjala Other 

0,33l ripped from 
multi packs 

Local 
Karhu/Koff/ 

Karjala 

Big Single packs > 0,33l 
(0,44l ς 0,568l) 

Karhu 

Local brands 

Intern. brands Intern. 
brands 

Local  
other 


