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EXECUTUVE SUMMARY

Advanced Chemical Industries (ACI) Limited is one of the leading conglomerates in Bangladesh, with a multinational heritage. ACI Aerosol is one of the market leading products of ACI which is offered under the domain of Consumer Brands. Market analysis of ACI Aerosol and consumer perceptions on mosquito repellents are analyzed here using the nonprobability sampling technique with a sample size of 70. 
Overall market shares of mosquito repellents are analyzed and found two major competitors of ACI Aerosol which are Xpel and Hit. The different aspects of these 3 mosquito repellant brands are analyzed and compared here using one way ANOVA techniques and Chi-square test. 
From the analyses, we can say that consumers do not really believe that mosquito repellents can actually repel mosquitos. No significant differences were found among the brands in term of the ability to repel mosquitos, the ability to kill mosquitos, and the longevity of effect. But still ACI Aerosol is leading the market with 78.6% of market shares. So, if they take proper steps to develop their product and associated promotional program, it is possible to change the view of consumers and this will make them the constant users of ACI Aerosol.
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INTRODUCTION
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1.
MARKET ANALYSIS:

The core topic of the report is the market analysis of ACI Aerosol. I have analyzed about the perception of customers on ACI Aerosol from which we can get to know the expectations and likelihood of the customers. Along with ACI Aerosol the other mosquito repellents are also analyzed in order to know the accurate market position of ACI Aerosol.

2.
COMPANY PROFILE:

‘’ACI Limited was established as the subsidiary of Imperial Chemical Industries (ICI) in the then East Pakistan in 1968. After independence, the company was incorporated in Bangladesh in 1973 as ICI Bangladesh Manufacturers limited as a Public Limited Company. In 1992, the company was divested to local management and the name of the company changed to Advanced Chemical Industries (ACI) Limited. ACI inherited the rich ICI culture of product quality, customer service and social responsibility.

Initially in 1992, ACI started primarily with pharmaceutical business with a turnover of BDT 80 million only but later the new management brought about fundamental changes in the policies and in the year 2008 turnover grew to over BDT 7,365 million. The Company has diversified business interest in pharmaceuticals, agricultural including fishery & livestock and consumer brands. At present, ACI has three strategic business units along with 11 subsidiaries, 3 joint ventures and 1 associate.

ACI is the first company in Bangladesh to achieve ISO S001 in 1995 for quality management and also the first company to achieve ISO 14000 in 2000 for environmental management system. They are also the first company from Bangladesh to become the honorable member of United Nation Global Compact. It is the only Bangladeshi company which was declared as a notable COP (Communication on Progress) recognized by UNGC (United Nation Global Compact). ACI has been accepted as a founding member of community of Global Growth Companies by the World Economic Forum which is the most prestigious business networking organization in the world’’.

3.
COMPANY MISSION AND VISION:

“ACI limited focuses on delivering uncompromised quality products and services in all possible areas of consumer needs and desires with the aim of providing additional value to shareholders‟ investments and offer highest possible benefits to all its consumers”.
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Mission:

“ACI‟s mission is to enrich the quality of life of people through responsible application of knowledge, skills and technology. ACI is committed to the pursuit of excellence through world class products, innovative processes and empowered employees to provide the highest level of satisfaction to its customers. (ACI Limited, 2016)”.

Vision:

“To achieve the mission, ACI Limited will --

· Endeavor to attain a position of leadership in each category of its businesses
· Attain a high level of productivity in all its operations through effective and efficient use of resources, adoption of appropriate technology and alignment with our core competencies
· Develop its employees by encouraging empowerment and rewarding innovation
· Promote an environment for learning and personal growth of its employees
· Provide products and services of high and consistent quality, ensuring value for money to its customers
· Encourage and assist in the qualitative improvement of the services of its suppliers and distributors
· Establish harmonious relationship with the community and promote greater environmental responsibility within its sphere of influence. (ACI Limited, 2016)”.
4. VALUES:
ACI Limited maintains the following values for own-self and consumers.

· Quality
· Customer Focus
· Fairness
· Transparency
· Continuous Improvement and
· Innovation
5. DIVISIONS:
The company consist of five major divisions as follows:

· Pharmaceuticals Division
· Consumer Brands Division
· Agro vet Division
· Crop Care an Public Health
· Animal Health
· Seed and Biotech Division
· Diagnostics and Medical Devices Division
3

6. INDUSTRY PERSPECTIVE
ACI CONSUMER BRANDS:

“This business segment has three major categories of product range- home care, air care and hygiene care. Products under home care category include ACI Aerosol, ACI Mosquito Coil. ACI Aerosol is market leader in the mosquito repellent category having market share of 85%. ACI Coils enjoys very predominant position and striving to become absolute leader in the market place. ACI has also very attractive product range in this Air Care category with Angelic Fresh Air Freshener. This is the first ever locally manufactured Air Freshener of this country whose fragrances has been applauded by the users and has become market leader in two years’ time. ACI has another very strong range of products in its Hygiene Product category. Savlon Liquid Antiseptic is the highest selling antiseptics in the country. It has more than 75% market share of its category. Products like Savlon Antiseptic cream, Savlon Family Protection Soap and Savlon Femme Sanitary Napkin, Vanish Toilet Cleaner are also under this category. ACI Consumer brands also deals with products of internationally acclaimed company like Colgate Palmolive and Nivea. Recently ACI Electronics a sub unit of ACI Consumer Brands has launched Panasonic Audio visual items in the country”.

MARKET SHARES OF MOSQUITO REPELLENTS:

Mosquito repellents which are mostly available in the market of Bangladesh are Tulshi. Baoma, Xpel, Hit, ACI Aerosol, ACI All out and Goodnight. Among these there are aerosols, coils and vaporizers.

If we discuss about the aerosol we can say that the main competitors of ACI Aerosol are Hit and Expel.

Our main comparisons will be done among these 3 aerosols.

	PRODUCT
	MARKET SHARE

	
	

	ACI AEROSOL
	78.6%

	
	

	XPEL
	5.7%

	
	

	HIT
	2.9%
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ACI AEROSOL:

ACI Aerosol has been the number one choice for consumers in Bangladesh. “To ensure world class efficacy and safety for humans, chemicals are acquired from world renowned Japanese company: Sumitomo Chemical and Co. Ltd. The effort to ensure the highest quality has helped ACI Aerosol become THE MOST EFFECTIVE INSECT KILLER. To meet the requirement of consumers of different socio - economic groups.”

ACI Aerosol is available all-around the country in 800 ml, 475 ml, 350 ml, 250 ml, and 125ml packages.

(http://www.aci-bd.com/Household_Insecticides.php)
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XPEL:

Xpel aerosol is one of the renowned product of Square toiletries. “Xpel aerosol is made from an effective formula that is potent against the buzzing threat of mosquitoes while causing no harm whatsoever to people. Once sprayed, the zero-mosquito formula enhanced Xpel aerosol quickly spreads to the targeted areas and kills mosquitoes swiftly. On top of the total elimination of mosquitoes, fragrance of Lavender in Xpel will fill the surroundings with a delightful floral essence.”

Xpel aerosol is available all-around the country in 100ml, 250ml, 475ml packages.

(http://squaretoiletries.com/product/xpel/)

[image: image3.jpg]



6

HIT:

Hit mosquito killer is one of the most renowned product of Godrej consumer products. It has successfully made a position in the Indian consumer market. Now they are spreading their wings globally. ”Hit has been on a crusade against the threat of diseases like malaria, dengue, jaundice and diarrhoea since its inception in 1991. Its war cry of ‘kill pests, kill diseases’ has already benefitted 2.10 million households and every day in Indian market, more homemakers are joining its fray. Their aim is to offer a superior, effective solution. “

Hit mosquito killer is available all-around the country in 100ml, 200ml,300ml, 400ml packages.

(http://www.godrejcp.com/brands/home-care/asia/hit-india-2.aspx)
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OBJECTIVES
8

Objectives of the Study:

The study intends to fulfill the following specific objectives:

1. To present the historical evolution of ACI Consumer Brands.

2. To evaluate the competitive positions of ACI Aerosol.

3. To examine the market share of ACI Aerosol and other two prominent competitors.

4. To reveal the core expectation of customers in the concerned industry.

5. To identify the perceived safeguard duration of the brands considered in the study.

6. To analyze the overall perception of industry.

7. To examine the relationship between core expectation and safeguard duration.

8. To examine if different brands vary in terms of their ability to repel mosquitos.

9. To examine if different brands vary in terms of their ability to kill.

10. To examine if different brands vary in terms of their longevity.

9

METHODOLOGY

10

Methodology of the study:

Methodology of the study can be explained by clarifying the following issues:

1. Time of the Study Conducted:

a. Internship Period: The duration of the internship period was three months. ( 15th
January 2018 – 16th April 2018). It was done on Consumer Brands department which is located at Ninakabbo, Tejgaon Industrial Area.

b. Time Frame of Conducting the Survey: The survey on Aci Aerosol was done on the middle of the month March. It took 2 weeks to complete it.

2. Types of Data Used:

a. Primary Data: The primary data which are mostly used in this case study are responses which are collected from the customer survey. Different people from different backgrounds, age and area are the respondents of the survey.

b. Secondary Data: Official website of Advanced Chemical Industry (ACI) has been used for further information about the company. Other websites of different competitor brands are also used which will be added further on the reference part.

3. Sampling Process and the Sample Size:

It is a non-probability sampling process more specifically convenience sampling process and the sample size is 70 and both males and females participated in the survey.

4. Instruments Used to Collect Primary Data:

Survey is done on various population in order to collect the responses.
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The questionnaire which is used to do the survey is given here:

Respondent’s Name: __________________________________________________ Contact No. _______________________

1)
What do you usually use to repel household mosquitoes?

	Coil
	Aerosol Spray
	Vaporizer
	Others

	
	
	
	

	Black Fighter
	Xpel
	ACI All Out
	…………………

	
	
	
	….

	
	
	
	

	Tulshi
	Hit
	Good Night
	…………………

	
	
	
	….

	
	
	
	

	Baoma
	ACI Aerosol
	………………….
	…………………

	
	
	
	….

	
	
	
	

	………………………
	…………………
	………………….
	…………………

	….
	….
	.
	….

	
	
	
	

	………………………
	…………………
	…………………
	…………………

	….
	….
	…
	….



2) What is your core expectation from aerosol mosquito repellent spray?

a) It should kill mosquitoes.

b) It should make mosquitoes flee.

3) How long do you think aerosol can safeguard you from mosquitoes?

	a.  Less than
	b.  1   to   2
	c.  2  to  4
	d.  4  to  6
	e.  Don’t

	an hour
	hours
	hours
	hours
	know

	
	
	
	
	


Please identify your agreement or disagreement to the statements below.

4)
ACI Aerosol has the ability to kill mosquitoes.

	f.   Strongly
	g.  Disagree
	h.  Neutral
	i.   Agree
	j.   Strongly

	disagree
	
	
	
	agree.
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	5)
	ACI Aerosol does not have any negative impact on human health.
	
	

	
	
	
	
	
	
	
	
	
	
	

	a.
	Strongly
	b.
	Disagree
	c.
	Neutral
	
	d.
	Agree
	e.
	Strongly

	
	disagree
	
	
	
	
	
	
	
	
	agree.

	
	
	
	
	
	
	
	
	

	6)
	I perceive aerosol as a mild solution for mosquito problem.
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	a.
	Strongly
	b.
	Disagree
	c.
	Neutral
	
	d.
	Agree
	e.
	Strongly

	
	disagree
	
	
	
	
	
	
	
	
	agree.

	
	
	
	
	
	
	

	7)
	The effect of aerosol on mosquitoes is getting weaker day by day.
	
	

	
	
	
	
	
	
	
	
	
	

	a.
	Strongly
	b.
	Disagree
	c.
	Neutral
	
	d.
	Agree
	e.
	Strongly

	
	disagree
	
	
	
	
	
	
	
	
	agree.

	
	
	
	
	
	
	
	
	
	
	


Please compare among these brands in terms of the features provided.

	8)
	Ability to repel mosquitoes.
	
	
	
	

	
	
	
	
	
	
	

	
	Xpel
	1
	2
	3
	4
	5

	
	
	
	
	
	
	

	
	ACI Aerosol
	1
	2
	3
	4
	5

	
	
	
	
	
	
	

	
	HIT
	1
	2
	3
	4
	5

	
	
	
	
	
	
	

	9)
	Ability to kill mosquitoes.
	
	
	
	

	
	
	
	
	
	
	

	
	Xpel
	1
	2
	3
	4
	5

	
	
	
	
	
	
	

	
	ACI Aerosol
	1
	2
	3
	4
	5

	
	
	
	
	
	
	

	
	HIT
	1
	2
	3
	4
	5

	
	
	
	
	
	
	


10) Rating based on active action time. ( The longer you think the action is the higher the rating)

	Xpel
	1
	2
	3
	4
	5

	
	
	
	
	
	

	ACI Aerosol
	1
	2
	3
	4
	5

	
	
	
	
	
	

	HIT
	1
	2
	3
	4
	5

	
	
	
	
	
	


5.
Analyses Used to Process the Collected Data:

After collecting the primary data analysis was done in SPSS and process which were used for the analysis are; One way ANOVA table and Chi-Square.
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FINDINGS OF THE STUDY
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1. THE MARKET SHARE OF ACI AEROSOL AND OTHER TWO PROMINENT COMPETITORS:

	
	
	
	
	Valid
	Cumulative

	
	
	Frequency
	Percent
	Percent
	Percent

	
	
	
	
	
	

	Valid  Tulshi
	
	2
	2.9
	2.9
	2.9

	Baoma
	
	2
	2.9
	2.9
	5.7

	Xpel
	
	4
	5.7
	5.7
	11.4

	Hit
	
	2
	2.9
	2.9
	14.3

	ACI
	
	
	
	
	

	
	
	55
	78.6
	78.6
	92.9

	Aerosol
	
	
	
	
	

	
	
	
	
	
	

	ACI
	All
	
	
	
	

	
	
	1
	1.4
	1.4
	94.3

	Out
	
	
	
	
	

	
	
	
	
	

	Good Night
	4
	5.7
	5.7
	100.0

	
	
	
	
	
	

	Total
	
	70
	100.0
	100.0
	

	
	
	
	
	
	



From this frequency table, we can see that ACI Aerosol is leading the industry by having 78.6% market share followed by Xpel and Good Night having 5.7% market share; Tulshi, Baoma and Hit having 2.9% market share; ACI All Out having 1.4% market share.

So, we can conclude that ACI Aerosol is the market leader of the industry at this moment and Xpel and Good Night are the two most prominent competitors.
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2. THE CORE EXPECTATION OF THE CONSUMERS IN THE CONCERNED INDUSTRY:

	
	
	
	
	
	Valid
	Cumulative

	
	
	
	Frequency
	Percent
	Percent
	Percent

	
	
	
	
	
	
	

	Valid  It
	should
	kill
	58
	82.9
	82.9
	82.9

	mosquitoes
	
	
	
	
	

	It
	should
	make
	12
	17.1
	17.1
	100.0

	mosquitoes flee
	
	
	
	
	

	Total
	
	
	70
	100.0
	100.0
	

	
	
	
	
	
	
	



Among all the respondents 82.9% expect that it should kill mosquitoes and remaining 17.1 respondents expect that it should flee mosquitoes.
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3.
THE PERCIEVED SAFEGUARD DURATION OF THE BRANDS:

	
	
	
	Valid
	Cumulative

	
	Frequency
	Percent
	Percent
	Percent

	
	
	
	
	

	Valid  less than an hour
	25
	35.7
	35.7
	35.7

	1 to 2 hours
	25
	35.7
	35.7
	71.4

	2 to 4 hours
	9
	12.9
	12.9
	84.3

	4 to 6 hours
	5
	7.1
	7.1
	91.4

	don't know
	6
	8.6
	8.6
	100.0

	Total
	70
	100.0
	100.0
	

	
	
	
	
	


From all the respondents 35.7% claimed that, the safeguard durations of mosquito repellents are less than an hour or 1 to 2 hours. Followed by that 12.9% respondents claimed it 2 to 4 hours, 7.1% claimed it 4 to 6 hours and 8.6% don’t know the duration.
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4. OVERALL PERCEPTION OF THE INDUSTRY: Descriptive Statistics

	
	
	Minimu
	Maximu
	
	Std.

	
	N
	m
	m
	Mean
	Deviation

	
	
	
	
	
	

	abilitytokill
	70
	1.00
	5.00
	3.1143
	.89350

	negetiveimpactonhuma
	70
	1.00
	5.00
	2.7000
	1.17152

	nhealth
	
	
	
	
	

	
	
	
	
	
	

	weaksolution
	70
	1.00
	5.00
	3.5429
	.91185

	weakereffect
	70
	1.00
	5.00
	3.8857
	.89350

	Valid N (listwise)
	70
	
	
	
	

	
	
	
	
	
	


Here we can see the overall situation of the industry.

Weaker effect of mosquito repellents have the highest mean value, that means most of the customer perceives that all these repellents have very fewer effects in order to fulfill it’s purpose.

Negative impact on human health have the lowest mean value, that means minority of the respondents feel that it has negative impact on human health. Though it has highest standard deviation. The higher the standard deviation is, the more spread out the observations are.
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5. THE RELATIONSHIP BETWEEN CORE EXPECTATION AND SAFEGUARD DURATION:

Chi-Square Tests

	
	
	
	Asymp.  Sig.

	
	Value
	df
	(2-sided)

	
	
	
	

	Pearson Chi-Square
	3.665a
	4
	.453

	Likelihood Ratio
	3.727
	4
	.444

	Linear-by-Linear
	1.600
	1
	.206

	Association
	
	
	

	
	
	
	

	N of Valid Cases
	70
	
	

	
	
	
	


Here from this chi-square test, we can justify if there is any relationship between the core expectations and safeguard duration of mosquito repellents.

Chi-square is applicable here because both dependent and independent variables are nonmetric.

Chi-square value is 3.665

The alpha value is 0.05 and significance value is .453

So we can say that there is no relationship between the core expectations and safeguard duration as the null hypothesis is accepted.
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6.
THE BRANDS VARY IN TERMS OF THEIR ABILITY TO REPEL MOSQUITO:

Descriptive

Ability to repel mosquitos

	
	
	
	
	
	95% Confidence Interval for
	

	
	
	
	Std.
	
	Mean
	
	Minimu

	
	
	
	
	
	
	
	

	
	N
	Mean
	Deviation
	Std. Error
	Lower Bound
	Upper Bound
	m

	
	
	
	
	
	
	
	

	Xpel
	70
	2.7000
	.96834
	.11574
	2.4691
	2.9309
	1.00

	ACI
	70
	3.2143
	.89916
	.10747
	2.9999
	3.4287
	1.00

	HIT
	70
	2.9143
	.95921
	.11465
	2.6856
	3.1430
	1.00

	Total
	210
	2.9429
	.96174
	.06637
	2.8120
	3.0737
	1.00

	
	
	
	
	
	
	
	


ANOVA

Ability to repel mosquitos

	
	Sum
	of
	
	
	
	

	
	Squares
	
	df
	Mean Square
	F
	Sig.

	
	
	
	
	
	
	

	Between
	9.343
	
	2
	4.671
	5.256
	.006

	Groups
	
	
	
	
	
	

	
	
	
	
	
	
	

	Within Groups
	183.971
	
	207
	.889
	
	

	Total
	193.314
	
	209
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Through this one way ANOVA table, we can justify if the aerosol brands vary from each other in term of repelling mosquito.

Here,

Alpha value is 0.05

Significance value is .006

F value is 5.256

So, we can say that Null hypothesis is rejected.

That means Xpel, ACI and Hit has a relationship in the ability of repelling mosquitos.

Here by the following highest means we can see which one has more ability,

	PRODUCT NAME
	MEAN

	
	

	ACI Aerosol
	3.2143

	
	

	Hit
	2.9143

	
	

	Xpel
	2.7000

	
	


Among these three ACI Aerosol has more ability to repel mosquitos.
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7.
THE BRANDS VARY IN TERMS OF THEIR ABILITY TO KILL:

Descriptive

Ability to kill mosquitos

	
	
	
	
	
	95% Confidence Interval for
	

	
	
	
	Std.
	
	Mean
	
	Minimu

	
	
	
	
	
	
	
	

	
	N
	Mean
	Deviation
	Std. Error
	Lower Bound
	Upper Bound
	m

	
	
	
	
	
	
	
	

	Xpel
	70
	2.6571
	1.01989
	.12190
	2.4140
	2.9003
	1.00

	ACI
	70
	3.1429
	.90547
	.10822
	2.9270
	3.3588
	1.00

	HIT
	70
	2.8000
	.92627
	.11071
	2.5791
	3.0209
	1.00

	Total
	210
	2.8667
	.96906
	.06687
	2.7348
	2.9985
	1.00

	
	
	
	
	
	
	
	



ANOVA

Ability to kill mosquitos

	
	Sum
	of
	
	
	
	

	
	Squares
	
	df
	Mean Square
	F
	Sig.

	
	
	
	
	
	
	

	Between
	8.724
	
	2
	4.362
	4.814
	.009

	Groups
	
	
	
	
	
	

	
	
	
	
	
	
	

	Within Groups
	187.543
	
	207
	.906
	
	

	Total
	196.267
	
	209
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Through this one way ANOVA table, we can justify if the aerosol brands vary from each other in term of their ability to kill mosquito.

Here,

Alpha value is 0.05

Significance value is .009

F value is 4.814

So, we can say that Null hypothesis is rejected.

That means Xpel , ACI and Hit has no relationship. They vary from each other in term of killing mosquito.
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8.
THE BRANDS VARY IN TERMS OF THEIR LONGIVITY:

Descriptive

Longevity

	
	
	
	
	
	95% Confidence Interval for
	

	
	
	
	Std.
	
	Mean
	
	Minimu

	
	
	
	
	
	
	
	

	
	N
	Mean
	Deviation
	Std. Error
	Lower Bound
	Upper Bound
	m

	
	
	
	
	
	
	
	

	Xpel
	70
	2.6714
	.91242
	.10905
	2.4539
	2.8890
	1.00

	ACI
	70
	3.0000
	.96309
	.11511
	2.7704
	3.2296
	1.00

	HIT
	70
	2.7857
	.93084
	.11126
	2.5638
	3.0077
	1.00

	Total
	210
	2.8190
	.94115
	.06495
	2.6910
	2.9471
	1.00

	
	
	
	
	
	
	
	



ANOVA

Longevity

	
	Sum
	of
	
	
	
	

	
	Squares
	
	df
	Mean Square
	F
	Sig.

	
	
	
	
	
	
	

	Between
	3.895
	
	2
	1.948
	2.225
	.111

	Groups
	
	
	
	
	
	

	
	
	
	
	
	
	

	Within Groups
	181.229
	
	207
	.876
	
	

	Total
	185.124
	
	209
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Through this one way ANOVA table, we can justify if the aerosol brands vary from each other in term of longevity.

Here,

Alpha value is 0.05

Significance value is .111

F value is 2.225

So, we can say that Null hypothesis is rejected.

That means Xpel , ACI and Hit has no relationship. They vary from each other in term of longevity.
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RECOMMENDATIONS
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After all the analysis we can say that all ready ACI aerosol is leading the market of Bangladesh. Still in order to improve it in future they can increase the dosages of active ingredients within the limit. As now a days effectiveness of aerosols on mosquitos are decreasing day by day because of the changing adaptability of mosquitos. But test marketing should be done before launching it in the market in order to avoid any risks.

The household penetration rate of ACI aerosol is now 3%, So different kind of campaigns and activations can be done in order to make people more aware about the effectiveness of the aerosol. Moreover village people are still not using aerosol, they can produce small packages in order to grab a new target market.

Promotions can also be used in order to grab the attention of the target market. Promotions like personal selling, ATL, BTL, Social media coverage can be used.
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CONCLUSION

28

ACI Aerosol has been the number one choice for consumers in Bangladesh. As we have seen that the perceptions of consumers are changing day by day but still it has the highest market share in the aerosol industry of Bangladesh. That means consumers are loyal with the brand. So ACI Aerosol should always aware with the changes of customer needs and perceptions if they want to hold this position in the long run.
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APPENDIX

Survey Questionnaire:

Respondent’s Name: __________________________________________________

Contact No. _______________________

	1)
	
	What do you usually use to repel household mosquitoes?
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Coil
	
	
	Aerosol Spray
	
	Vaporizer
	
	
	Others
	
	
	

	
	
	Black Fighter
	
	
	Xpel
	
	
	ACI All Out
	
	
	…………………….
	
	

	
	
	Tulshi
	
	
	Hit
	
	
	Good Night
	
	
	…………………….
	
	

	
	
	Baoma
	
	
	ACI Aerosol
	
	
	………………….
	
	
	…………………….
	
	

	
	
	………………………….
	
	…………………….
	
	
	…………………..
	
	
	…………………….
	
	

	
	
	………………………….
	
	…………………….
	
	
	……………………
	
	…………………….
	
	

	2)
	
	What is your core expectation from aerosol mosquito repellent spray?
	
	
	

	
	
	a) It should kill mosquitoes.
	
	
	
	
	
	
	
	
	
	
	

	
	
	b) It should make mosquitoes flee.
	
	
	
	
	
	
	
	
	
	
	

	3)
	
	How long do you think aerosol can safeguard you from mosquitoes?
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	a.
	Less than
	
	b.
	1 to 2
	
	c.
	2 to 4
	
	d.
	4 to 6
	
	e.
	Don’t
	

	
	an hour
	
	
	hours
	
	
	hours
	
	
	hours
	
	
	know
	


Please identify your agreement or disagreement to the statements below.

	4)
	ACI Aerosol has the ability to kill mosquitoes.
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	f.
	Strongly
	g.
	Disagree
	h.
	Neutral
	
	i.
	Agree
	j.
	Strongly

	
	disagree
	
	
	
	
	
	
	
	
	agree.

	5)
	ACI Aerosol does not have any negative impact on human health.
	
	

	
	
	
	
	
	
	
	
	
	

	a.
	Strongly
	b.
	Disagree
	c.
	Neutral
	
	d.
	Agree
	e.
	Strongly

	
	disagree
	
	
	
	
	
	
	
	
	agree.

	6)
	I perceive aerosol as a mild solution for mosquito problem.
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	a.
	Strongly
	b.
	Disagree
	c.
	Neutral
	
	d.
	Agree
	e.
	Strongly

	
	disagree
	
	
	
	
	
	
	
	
	agree.


7) The effect of aerosol on mosquitoes is getting weaker day by day.

	a. Strongly
	b. Disagree
	c. Neutral
	d. Agree
	e. Strongly

	disagree
	
	
	
	agree.


Please compare among these brands in terms of the features provided.

8) Ability to repel mosquitoes.

	
	Xpel
	1
	2
	3
	4
	5

	
	ACI Aerosol
	1
	2
	3
	4
	5

	
	HIT
	1
	2
	3
	4
	5

	9) Ability to kill mosquitoes.
	
	
	
	

	
	
	
	
	
	
	

	
	Xpel
	1
	2
	3
	4
	5

	
	ACI Aerosol
	1
	2
	3
	4
	5

	
	HIT
	1
	2
	3
	4
	5


10) Rating based on active action time. ( The longer you think the action is the higher the rating)

	Xpel
	1
	2
	3
	4
	5

	ACI Aerosol
	1
	2
	3
	4
	5

	HIT
	1
	2
	3
	4
	5


ANALYSIS:

Output 1

Frequencies

Statistics

	
	
	
	
	safeguarddurati

	
	
	currentlyusing
	coreexpectation
	on

	
	
	
	
	

	N
	Valid
	70
	70
	70

	
	Missing
	0
	0
	0

	
	
	
	
	



Frequency Table

currentlyusing

	
	
	
	
	
	Cumulative

	
	
	Frequency
	Percent
	Valid Percent
	Percent

	
	
	
	
	
	

	Valid
	Tulshi
	2
	2.9
	2.9
	2.9

	
	Baoma
	2
	2.9
	2.9
	5.7

	
	
	
	
	
	

	
	Xpel
	4
	5.7
	5.7
	11.4

	
	
	
	
	
	

	
	Hit
	2
	2.9
	2.9
	14.3

	
	
	
	
	
	

	
	ACI Aerosol
	55
	78.6
	78.6
	92.9

	
	
	
	
	
	

	
	ACI All Out
	1
	1.4
	1.4
	94.3

	
	Good Night
	4
	5.7
	5.7
	100.0

	
	Total
	70
	100.0
	100.0
	

	
	
	
	
	
	



coreexpectation

	
	
	
	
	
	Cumulative

	
	
	Frequency
	Percent
	Valid Percent
	Percent

	
	
	
	
	
	

	Valid
	It should kill mosquitoes
	58
	82.9
	82.9
	82.9

	
	It should make mosquitoes
	12
	17.1
	17.1
	100.0

	
	flee
	
	
	
	

	
	
	
	
	
	

	
	Total
	70
	100.0
	100.0
	

	
	
	
	
	
	



safeguardduration

	
	
	
	
	
	Cumulative

	
	
	Frequency
	Percent
	Valid Percent
	Percent

	
	
	
	
	
	

	Valid
	less than an hour
	25
	35.7
	35.7
	35.7

	
	1 to 2 hours
	25
	35.7
	35.7
	71.4

	
	2 to 4 hours
	9
	12.9
	12.9
	84.3

	
	4 to 6 hours
	5
	7.1
	7.1
	91.4

	
	don't know
	6
	8.6
	8.6
	100.0

	
	Total
	70
	100.0
	100.0
	

	
	
	
	
	
	


Descriptives

Descriptive Statistics

	
	N
	
	Minimum
	Maximum
	Mean
	Std. Deviation

	
	
	
	
	
	
	

	abilitytokill
	
	70
	1.00
	5.00
	3.1143
	.89350

	negetiveimpactonhumanheal
	
	70
	1.00
	5.00
	2.7000
	1.17152

	th
	
	
	
	
	
	

	
	
	
	
	
	
	

	weaksolution
	
	70
	1.00
	5.00
	3.5429
	.91185

	weakereffect
	
	70
	1.00
	5.00
	3.8857
	.89350

	Valid N (listwise)
	
	70
	
	
	
	

	
	
	
	
	
	
	


Crosstabs

Case Processing Summary

	
	
	
	
	Cases
	
	
	

	
	
	
	
	
	
	
	
	

	
	Valid
	
	Missing
	Total
	

	
	
	
	
	
	
	
	

	
	N
	
	Percent
	N
	Percent
	N
	
	Percent

	
	
	
	
	
	
	
	
	

	coreexpectation *
	70
	
	100.0%
	0
	0.0%
	70
	
	100.0%

	safeguardduration
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	



coreexpectation * safeguardduration Crosstabulation

Count

	
	
	
	safeguardduration
	

	
	
	
	
	
	

	
	
	less than an
	
	
	

	
	
	hour
	1 to 2 hours
	2 to 4 hours
	4 to 6 hours

	
	
	
	
	
	

	coreexpectation
	It should kill mosquitoes
	23
	19
	8
	4

	
	It should make mosquitoes
	2
	6
	1
	1

	
	flee
	
	
	
	

	
	
	
	
	
	

	Total
	
	25
	25
	9
	5

	
	
	
	
	
	



coreexpectation * safeguardduration Crosstabulation

Count

	
	
	safeguardduration
	

	
	
	
	

	
	
	don't know
	Total

	
	
	
	

	coreexpectation
	It should kill mosquitoes
	4
	58

	
	It should make mosquitoes flee
	2
	12

	Total
	
	6
	70

	
	
	
	


	Chi-Square Tests
	
	

	
	
	
	
	

	
	
	
	
	Asymp. Sig. (2-

	
	Value
	
	df
	sided)

	
	
	
	
	

	Pearson Chi-Square
	3.665a
	
	4
	.453

	Likelihood Ratio
	3.727
	
	4
	.444

	Linear-by-Linear Association
	1.600
	
	1
	.206

	N of Valid Cases
	70
	
	
	

	
	
	
	
	



a. 7 cells (70.0%) have expected count less than 5. The minimum expected count is .86.

Symmetric Measures

	
	
	Value
	Approx. Sig.

	
	
	
	

	Nominal by Nominal
	Phi
	.229
	.453

	
	Cramer's V
	.229
	.453

	N of Valid Cases
	
	70
	

	
	
	
	


Output 2

Oneway

Descriptives

Ability to repel mosquitos


	
	
	
	
	
	
	95% Confidence Interval for Mean
	

	
	
	
	
	
	
	
	
	

	
	N
	
	Mean
	Std. Deviation
	Std. Error
	Lower Bound
	Upper Bound
	Minimum

	
	
	
	
	
	
	
	
	

	Xpel
	
	70
	2.7000
	.96834
	.11574
	2.4691
	2.9309
	1.00

	ACI
	
	70
	3.2143
	.89916
	.10747
	2.9999
	3.4287
	1.00

	HIT
	
	70
	2.9143
	.95921
	.11465
	2.6856
	3.1430
	1.00

	Total
	
	210
	2.9429
	.96174
	.06637
	2.8120
	3.0737
	1.00

	
	
	
	
	
	
	
	
	



Descriptives

Ability to repel mosquitos

	
	Maximum

	
	

	Xpel
	5.00

	ACI
	5.00

	HIT
	5.00

	Total
	5.00

	
	


ANOVA

Ability to repel mosquitos

	
	Sum of Squares
	df
	
	Mean Square
	F
	Sig.

	
	
	
	
	
	
	

	Between Groups
	9.343
	
	2
	4.671
	5.256
	.006

	Within Groups
	183.971
	
	207
	.889
	
	

	Total
	193.314
	
	209
	
	
	

	
	
	
	
	
	
	


Oneway

Descriptives

Ability to kill mosquitos

	
	
	
	
	
	
	95% Confidence Interval for Mean
	

	
	
	
	
	
	
	
	
	

	
	N
	
	Mean
	Std. Deviation
	Std. Error
	Lower Bound
	Upper Bound
	Minimum

	
	
	
	
	
	
	
	
	

	Xpel
	
	70
	2.6571
	1.01989
	.12190
	2.4140
	2.9003
	1.00

	ACI
	
	70
	3.1429
	.90547
	.10822
	2.9270
	3.3588
	1.00

	HIT
	
	70
	2.8000
	.92627
	.11071
	2.5791
	3.0209
	1.00

	Total
	
	210
	2.8667
	.96906
	.06687
	2.7348
	2.9985
	1.00

	
	
	
	
	
	
	
	
	



Descriptives

Ability to kill mosquitos

	
	Maximum

	
	

	Xpel
	5.00

	ACI
	5.00

	HIT
	5.00

	Total
	5.00

	
	


ANOVA

Ability to kill mosquitos

	
	Sum of Squares
	df
	
	Mean Square
	F
	Sig.

	
	
	
	
	
	
	

	Between Groups
	8.724
	
	2
	4.362
	4.814
	.009

	Within Groups
	187.543
	
	207
	.906
	
	

	Total
	196.267
	
	209
	
	
	

	
	
	
	
	
	
	


Oneway

Descriptives

Longevity

	
	
	
	
	
	
	95% Confidence Interval for Mean
	

	
	
	
	
	
	
	
	
	

	
	N
	
	Mean
	Std. Deviation
	Std. Error
	Lower Bound
	Upper Bound
	Minimum

	
	
	
	
	
	
	
	
	

	Xpel
	
	70
	2.6714
	.91242
	.10905
	2.4539
	2.8890
	1.00

	ACI
	
	70
	3.0000
	.96309
	.11511
	2.7704
	3.2296
	1.00

	HIT
	
	70
	2.7857
	.93084
	.11126
	2.5638
	3.0077
	1.00

	Total
	
	210
	2.8190
	.94115
	.06495
	2.6910
	2.9471
	1.00

	
	
	
	
	
	
	
	
	



Descriptives

Longevity

	
	Maximum

	
	

	Xpel
	5.00

	ACI
	5.00

	HIT
	5.00

	Total
	5.00

	
	


ANOVA

Longevity

	
	Sum of Squares
	df
	
	Mean Square
	F
	Sig.

	
	
	
	
	
	
	

	Between Groups
	3.895
	
	2
	1.948
	2.225
	.111

	Within Groups
	181.229
	
	207
	.876
	
	

	Total
	185.124
	
	209
	
	
	

	
	
	
	
	
	
	


