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accurately as possible, and to do so consistently over time. To achieve this, anationally
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o Who are the people purchasing my brand (my competitors brands, my category)?
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o Where are they purchasing my brand (my competitors brands, my category)?

o How do my buyers shop (frequency, loyalty, at what price, which sizes)?
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o Isthe greatest driver to future growth likely to come from broadening the customer

base or getting existing consumers to buy more?

o Which people are most prone to buy innovations?



These questions would be very difficult to answer by using simple surveys or
observation. The biggest advantage of household panels is the continuity they provide;
I.e. to be able to monitor behavioral changes over time and therefore to better
understand drivers of behavior. Panels are not cheap to build and maintain effectively
and so the number of research companies running household panels in FMCG is
limited.
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