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only up to a certain point where their overconsumption leads to isolation and loss 

of community. 

4.4 Potential of the Trivial Many  
Through our data analysis we found that the Potential of the Trivial Many theme 

had the following subthemes: usage and brand perception of heavy and light user 

potential (see Figure 4). Findings related to these subthemes are presented in this 

section. 

Figure 4. 

Potential of the Trivial Many Theme 

 

4.4.1 Usage 
25% of the participants argued that consumers are unaware of how much they 

actually use of different products. Moreover, 62.5% of the participants said that 

usage is a dynamic state, meaning that whether a consumer falls into the heavy or 

light user category will change over time. 50% of the participants made arguments 

about how, throughout life, a consumer will vary between being a heavy or light 

user in a category. For example, some products will be purchased more frequently 

by consumers when they are students, and others will be bought more frequently 

when they become parents. The change in consumers’ purchasing behavior and 

their level of interest over the course of their lifetime was said to be due to 
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demographic factors such as age (BM3, BM4, and BM5), location (BM4), and 

situational lifestyle factors such as illnesses or starting a family (CM1) and dietary 

choices (BM4). 

4.4.2 Brand Perception of Heavy and Light User Potential 

All the participants said they focus their marketing activities on light users to 

increase penetration, trial, and frequency of purchase, and BM3 expressed that they 

think this is a common strategy among marketing practitioners. 25% of the 

participants stated that heavy users need to be targeted with marketing activities 

alongside light users, and BM3 said the importance of this lies in the fact that heavy 

users are more loyal. On the other hand, 75% of the participants argued that the 

light users are more important, as the heavy users are already a part of the paying 

consumer group and thus are only important insofar they continue to be paying 

consumers. BM4 argued, “I think it's better to get more users than to try to make 

ten users buy even more” and, “We see that increased penetration gives us more 

sales in the long-run.” All the participants aim to increase purchases made by light 

users and 50% gave specific examples of how they do this: BM5 and MM2 

discussed the use of product launches, and BM4 and CM1 mentioned using short 

term sales promotions to reach light users. This focus on light users is in line with 

Dubinsky and Hansen’s (1982) research on the wasted potential of the trivial many 

and may indicate that in recent years the practitioner focus has shifted over to light 

users rather than heavy users, but that academics have overlooked this (Goldsmith 

& d’Hauteville, 1998; Ruangthammakit & Wongsurawat, 2019). 

Furthermore, 37.5% of the participants claimed that there is limited growth 

potential among heavy users and that there is a cap on consumption, which again 

reflects the potential of the trivial many. This is exemplified by BM3: “...there is 

much more potential in getting the light users over to becoming heavy users, or 

loyals at least, than just focusing on what you already have.” Additionally, BM5 

stated that, “...the proportion of our products that they are already consuming is so 

large, it at some point has to stop or flatten out.” Although BM2 said that they 

would prefer more heavy users, this was seen as less realistic. Instead, focusing on 

the trivial many, by becoming a top-of-mind brand (37.5%) and increasing 

penetration (25%), was of higher importance to the participants. 
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5. Discussion 
This study aimed to provide insight into the thesis statement “The Pareto Principle: 

The opportunities and consequences for FMCG brands of relying on a Pareto-

distributed small core of consumers for a large portion of sales” and the four 

corresponding research questions: 

RQ1: Are marketing practitioners aware of the Pareto Principle in their 

market and if so, how do they define it and label it? 

RQ2: What do marketing practitioners know about the characteristics, 

attitudes, and behavior of the small core and why they buy or use so much of 

the product, and how does this knowledge impact marketing activities? 

RQ3: What concerns do marketing practitioners have regarding the small 

core’s potential for overconsumption to the point of detriment given their 

heavy use? 

RQ4: Based on marketing practitioners’ dependence on the small core, do 

they believe there is much potential to expand sales or use by the trivial many? 

Overall, the findings show a lack of consistent understanding of the Pareto Principle 

among marketing practitioners, in terms of both its existence and use, highlighting 

that academics have mistakenly assumed that marketers rely on the principle. The 

first set of findings indicate that marketing practitioners are generally not aware of 

the Pareto Principle in their industry, prefer the term 80/20 rule, and agree that this 

ratio varies across categories. Secondly, they only have surface level knowledge, 

partially due to a lack of data, about the characteristics, attitudes, and behavior of 

the small core, and agree that the attributes of these consumers vary. Thus, 

knowledge about the small core is not applied to marketing activities. Thirdly, the 

participants agree that marketers have a responsibility for their consumers’ well-

being, and the main concerns for overconsumption are related to health and 

environmental issues. Finally, the practitioners do not seem to be dependent on the 

small core for their sales. Instead, they believe that there is a potential to expand 

sales and use by the trivial many. 

In analyzing the findings, certain discrepancies were found in the participants’ 

answers. One main discrepancy was that 25% of the participants highlighted the 
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importance of focusing on the small core alongside the trivial many; however, only 

BM4 knew the purchase frequency of the small core. None of the participants 

appeared to know much about the small core, with knowledge being limited to 

untested stereotypes. This lack of insight appeared to stem from a menial use of 

data even among the 25% of the participants who mentioned having an in-house 

insights department. A reluctance to utilize a data-driven approach was seen with 

MM1, a more experienced marketer, as they expressed that they know their 

consumers well and believe that their own experiences and knowledge minimize 

the need for data. Overall, strategic data-driven thinking does not appear to be 

applied to segmentation efforts and corresponding marketing activities and goals 

by the participants. Further, only 25% of the participants segment based on usage, 

while the other practitioners take a mass market approach, aiming to reach all 

consumers with the same strategy. The participants thus seem to take a more 

traditional approach to marketing, basing their actions on intuition and prior 

knowledge as opposed to data. 

Another discrepancy found was that despite agreeing that marketers have a 

responsibility towards their consumers, several of the participants attempted to 

distance themselves from this responsibility and the possible detrimental effects of 

consumers’ overconsumption. 25% of the participants distanced themselves 

through saying that it is the consumers’ responsibility to consume appropriate 

amounts. 37.5% of the participants rely on packaging information to inform 

consumers about the detrimental effects of overconsumption, thus putting the 

responsibility for overconsumption on the consumer. Therefore, the participants 

seemed to imply that their responsibility towards consumers is upheld due to the 

information given on the product packaging. Furthermore, 50% of the participants 

claimed that their products do no harm as they are considered healthy or “good” as 

opposed to “bad” categories, such as alcohol, tobacco, fast-food, and sugary 

products. However, “good” products can also have detrimental effects, such as 

financial struggles or health issues, when overconsumed. This was not taken into 

consideration when marketers discussed their responsibility towards consumers. 

Interestingly, the marketers with the most experience were the ones who had the 

least amount of concern for detrimental effects. This could perhaps be due to 

generational differences or, as the experienced marketers noted, that they recognize 

that at the end of the day the bottom line is most important. 

10339001009403GRA 19703



 

  28 

5.1 Managerial Implications 
Based on the findings presented in this study, several managerial implications have 

been identified. The findings related to the use of the Pareto Principle concept lead 

to the managerial implication that marketers could benefit from using data to look 

into the 80/20 ratio and identify the different usage segments. Distinguishing 

between the small core and the trivial many is important for marketers in order to 

be able to target these consumers effectively and increase the potential sales from 

both groups. 

When looking at the small core, the main managerial implication is that efforts 

should be placed towards identifying what characterizes this group and how they 

can most effectively be segmented and targeted, as data-driven knowledge about 

the small core is lacking. In order to do so, marketers should more actively utilize 

the data they have available in addition to collaborating with their customers, the 

grocery chains and other outlets, to access more detailed data about the end 

consumers. Further, by gathering data about consumers, focusing on their 

personality (Wansink & Park, 2000) and how they interact with brands, marketers 

could learn more about the characteristics, attitudes, and behavior of the small core 

and trivial many. Gathering and utilizing data about consumers may also contribute 

to creating a shared definition of a typical heavy user. Moreover, it may allow 

marketers to shift from a gut-feeling based approach to a more effective, data-driven 

approach to segmentation. This may result in higher consumer acquisition and 

retention rates, leading to increased sales and a higher ROI. 

Regarding potential detrimental effects of overconsumption, the first implication is 

the importance of marketers maintaining a balance between wanting to sell their 

products and selling something that is not detrimental to consumers. Currently, 

marketing practitioners’ efforts to minimize detrimental effects are guided by 

governmental laws and regulations. For example, within regulated categories, such 

as alcohol, packaging information is required to include consumption 

recommendations and calls to consume responsibly. However, this is generally not 

the case in other categories, such as food products, where only nutritional 

information and serving sizes are required in regard to consumption. Efforts are not 

made beyond this, as marketers appear only to be concerned for consumers’ well-

being insofar as they are following current laws and regulations. This top-down 

approach may result in missed opportunities to impact consumer behavior and 
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match consumer preferences. Instead, taking a bottom-up customer-centric 

approach when implementing innovative initiatives that are related to reducing the 

detrimental effects of overconsumption will help marketers stay ahead of consumer 

and societal trends and create value for consumers (Shah et al., 2006; Deshpandé, 

2014). Marketers can capitalize on this added value created for consumers to 

increase sales. Therefore, taking a customer-centric approach will allow marketers 

to maintain the balance between wanting to sell and selling something that is not 

detrimental to consumers. A second implication is that marketers should recognize 

that all products can be detrimental in some way when overconsumed, despite not 

generally being deemed “bad” (Tom et al., 2014; Håkansson, 2014). When asked 

about the detrimental effects of overconsumption, a number of the participants said 

they are only concerned about “bad” categories. However, even within “bad” 

categories the participants argued that they are doing their part by also offering 

healthier options. Through looking into data related to the small core, for example 

how they consume, to what extent they consume, and why they consume, marketers 

may gain insight into the possible detrimental effects of overconsumption. 

In terms of the potential of the trivial many, there are two managerial implications 

to be discussed. Firstly, marketing practitioners should recognize the value of 

targeting the trivial many through usage-based segmentation instead of the mass 

market approach that is usually taken in FMCG. It is important for companies to 

have a large group of consumers with which they have weak relationships. Johnson 

and Selnes (2005) highlight the value of the trivial many, as even when a weak 

relationship with these consumers exists, specific brands may still be top-of-mind 

for these consumers. Thus, every time they buy a product, they may choose the 

same brand. This habitual purchasing varies depending on the relationship type that 

exists between consumers and the different brands and how much effort marketers 

put into these relationships. As such, awareness of consumers’ usage levels and 

adjusting marketing activities accordingly will help increase sales. The brand will 

stay top-of-mind while the consumer is a part of the trivial many, and as usage is 

dynamic (Wimby, 2020), marketers will reap the benefits if the consumer becomes 

a part of the small core. A final managerial implication is that marketers should 

look more closely at the value that the small core can provide in terms of increased 

sales. Academic research has highlighted the value of these consumers and assumed 

that marketers have focused their marketing activities accordingly 
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(Ruangthammakit & Wongsurawat, 2019); however, our findings indicate 

otherwise. Pierson (2019) suggested that CLV should be used to increase sales and 

thus ROI into the small core. In order to capture this ROI, marketers should 

prioritize gaining access to consumer data allowing for CLV calculations. This data-

driven approach may also allow marketers to increase the value captured from the 

trivial many. 

5.2 Limitations 

Consistent with any academic research, certain limitations to the study are to be 

expected. Firstly, the exploratory nature of the study may have led to researcher 

bias when interpreting the results. Secondly, while geographic saturation or breadth 

is not to be expected in a qualitative study (Nyilasy & Reid, 2009), lack of evidence 

from other areas may have limited the validity and generalizability of our findings. 

Thirdly, the sample was limited by our connections in the marketing field, and we 

were reliant on help from secured participants to gain access to other potential leads. 

A fourth limitation relates to the positions held by the participants. Interviewing 

other professionals with access to more data, for example from analytics or 

consumer insights departments, might tell a different, more data-driven story. 

Finally, although the information gathered from the participants was valuable, the 

data may have differed if other FMCG marketers were interviewed. For example, 

some participants claimed that the principle was more relevant in niche markets 

(Kim et al., 2017), thus interviewing marketers working for niche brands rather than 

for mass market products may result in other answers about the use and relevance 

of the Pareto Principle. 

5.3 Future Research 

Future research should be conducted in order to continue closing the large 

academic-practitioner gap which this study began to address. Firstly, the findings 

of this study reveal that practitioners do not seem to have a consistent use or 

understanding of the Pareto Principle commonly found in marketing textbooks and 

literature, which suggests a vast future research stream in trying to understand why. 

This would contribute to furthering the understanding of the practical use of the 

Pareto Principle by marketers and the value of the small core and trivial many. 

Secondly, this study could be replicated with marketing practitioners who have 
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direct access to and use big data in their decision-making as they may have a 

different perspective on the Pareto Principle. Thirdly, future research could explore 

whether similar themes and perceptions are present in other industries beyond 

FMCG as minimal prior research has explored marketing practitioners' view on and 

use of the Pareto Principle. Fourthly, as this was beyond the scope of our study, 

further research on the characteristics of the small core in FMCG could prove to be 

fruitful (Goldsmith & d’Hauteville, 1998). Several participants and previous 

research alluded to an assumption that characteristics of the small core vary 

according to the type of product category and that personality types can be used to 

identify the small core (Wansink & Park, 2000), which are points that can be studied 

in future research on the topic. Finally, an exploration of the CLV of the small core 

versus the trivial many could add value to the discussion of where marketing efforts 

should be directed in order to increase sales, as this study identified an uncertainty 

among practitioners in regard to which segment has the highest sales potential. 
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7. Appendices 

7.1 Appendix A - Interview Guide 

Greetings and introduction 

--- START RECORDING --- 

Thank you for agreeing to participate in this interview. We are writing our master 

thesis for BI Norwegian Business School. Your answers will remain completely 

anonymous, and we will not include any identifying information in the final thesis 

report. 

Ask about industry and short explanation of their position/job: 

●  Which industry are you currently working within? 

●  What is your current position? 

●  How long have you been in your current position? 

 

Thank you for sharing. As you know our thesis topic is on sales activity across 

different consumer segments in the FMCG industry so segmentation is what we will 

talk about now. 

  

Introductory questions and segmentation  

1) How do you segment your end consumers? 

2) Have you ever considered segmenting based on customer sales or usage levels? 

a) If yes, ask them about what they know about heavy versus lighter users. 

i) Do you know what proportions of total sales are represented by the 

different usage groups?  

b) If you do not use sales/usage-based segmentation, do you have any 

indication that your sales are evenly spread throughout the market or that 

some relatively small group of consumers represent a large portion of your 

sales? 

i) What do you know about them? 

ii) How would you go about targeting this small core? 

3) Can you give an example of a typical heavy user within your product category? 

4) If you have identified heavy users for different brands/categories, do 

similarities/differences exist within these heavy user groups? 

a) Industry/product dependent? 
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b) Hedonic vs utilitarian goods? 

c) Are heavy or light users more involved in any brand communities, brand 

forums, or any specific types of product related activities? 

5) Does your firm have the data needed to identify the small core of heavy 

users?      

a) Who handles/works with this data? 

b) Do you actively use this data in your marketing activities? 

6) Do you think that the two groups are static, or are they more dynamic with 

consumers moving between the segments over time? 

a) If you think it is more dynamic, how often or quickly do these changes 

occur? 

b) How does this affect your relationship building with your consumers? 

7) How does your awareness (and possible data) of this ratio/small core impact 

your marketing efforts? 

a) What consumer knowledge/which groups are your efforts based on? 

 

Potential  

8) In general, do you think the best potential to achieve marketing goals is to put 

more effort/resources to increase sales from heavy users or to try to get light 

users to buy more?  

a) Why? 

b) If you want to focus on other consumers - Do you have the means to do this? 

i) How would you do it? 

9) Which group do you perceive as more loyal to your brand? 

a) How do you measure/determine this? 

b) Do you consider the lack of loyalty in the other group a concern?  

i) Why? 

10)  How much awareness do you think that consumers have about which group 

they belong in? 

a) Would they/you benefit from them knowing this? 

11)  Do you think being a heavy user evokes certain feelings or emotions? 

a) Is becoming a heavy user an attractive status for a light user to attain for 

your product market? 
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Detrimental effects  

12)  Do you think heavy use has an impact on your consumers, how so? 

a) E.g., finance, health, addiction, environmental concerns? 

b) In these types of situations, do you think there is a specific type of person 

who is more likely to overconsume to the point of endangering or hurting 

themselves in some way? 

i) Consumer (personality type, finances), social pressure etc. 

13)  What responsibility, if any, do you think that marketers have in terms of the 

wellbeing of their consumers? 

a) Probe “bad” products 

14)  Those are some good points! We are getting close to the end, and by now you 

may have realized that we are looking at heavy and light users. The topic of our 

thesis is the Pareto Principle. 

 

Pareto label / ratio  

15)  Are you familiar with the Pareto Principle? 

a) We explain if not: 80/20 

b) 80% of certain effects occur because of 20% of certain causes. 

c) Examples - 20% brands give 80% of profits, 20% of consumers account for 

80% of sales. 

16)  Are you aware of such a ratio in your industry? 

17)  If so, what do you consider this ratio to be? 

18)  Do you think there is an ideal ratio? Why? 

19)  Finally, we want to ask you a few questions about your career and education to 

round off the interview. 

 

Demographics / personal information  

20)  What was your highest level of education and in what field? 

21)  Which industries have you worked within? 

22)  How long have you worked in the industry? 

 

We are done! Today we have talked about *insert topics here*. Do you have 

anything to add or expand on? (Adjust based on timing and what was said). Thank 

you so much for your participation, your help is highly appreciated, and your 

responses have been recorded. Again, your responses will be anonymous, only used 
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for the purpose of this paper and no identifying information will be used in our 

thesis. Once our thesis will have been handed in in June, all recordings of the 

interview will be deleted. Please contact us if you want your information erased 

before that time. Do you have any last questions for us? 

We will now stop recording. 

--- STOP RECORDING --- 

If you want to see the results of our research, please let us know and we will send 

you the final result once it is finished. 

Thank you again, bye. 
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7.2 Appendix B - General Codes and Themes  
*Green text indicates general codes that have been included in the framework and 

red text indicates that the data has not been included in the framework, only in the 

findings and discussion where relevant. 

 

1. Pareto Principle 

Pareto Principle and its use 

● Not heard of Pareto Principle (6) 
● Has heard of Pareto Principle (2) 

Pareto Principle 

● Agreement with 80/20 ratio (1) 
● Has used data to check ratio (1) 
● Has heard of 80/20 rule (7) 
● Has not heard of 80/20 rule (1) 
● Do not use 80/20 (1) 
● Base operations on 80/20 ratio (1) 
● Accepts 80/20 rule (1) 
● 80/20 rule accepted as marketing 

truth (2) 
● 80/20 signals overconsumption (3) 

80/20 rule 

● Denies 80/20 ratio for brand (1) 
● Heavy users of brand contribute 5-

10% of sales (1) 

Brand ratio 

● Uncertainty regarding exact ratio in 
industry (3) 

● Uncertainty of validity of 80/20 rule 
in industry (1) 

● Denies 80/20 ratio in industry (1) 
● Has not heard of 80/20 in industry 

(2) 
● Sees 80/20 rule in industry (1) 
● 60/40 ratio in industry (1) 
● 70/30 ratio in industry (1) 
● 80/20 does not apply to mass market 

(2) 
● 80/20 true for niche markets (1) 

Ratio in industry 
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● Ratio depends on if product is 
commodity or not (1) 

● Heavy user contribution to sales is 
low for mass market products (1) 

● 80/20 ratio is dynamic (1) 
● 80/20 ratio linked to high 

competition (1) 

Variation of 80/20 ratio 

● Ideal ratio varies (1) 
● Uncertainty regarding ideal ratio (5) 
● 50/20 is ideal ratio (1) 
● 80/20 is ideal ratio (2) 

Ideal ratio 

Existence of heavy and light users 

● Heavy user leakage (1) 
● Many heavy users (2) 
● Small heavy user proportion (1) 
● Long tail of consumers (3) 
● Number of heavy users is 

subcategory dependent (2) 

Number of heavy users 

● Heavy users exist in category, not 
brand (4) 

● Heavy users exist for brand, not 
category (1) 

● Difficult to get heavy users of a 
brand to switch brands (1) 

Heavy users in category vs brand 

2. Small Core 

Heavy user characteristics and behavior 

● Heavy user characteristics vary (4) 
● Heavy user characteristics do not 

vary (1) 
● Uncertainty regarding whether heavy 

user characteristics vary (1) 
● Heavy users are more loyal (3) 
● Heavy user ≠ loyal (2) 
● Some heavy users are brand loyal (1) 

Heavy user characteristics and 
behavior 
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● Heavy use impacts sense of 
community (1) 

● Heavy users are especially interested 
(2) 

● Impulse buying relates to heavy 
usage (2) 

● Heavy use relates to status (5) 
● Heavy users aware of consumption 

(2) 
● Light users unaware of consumption 

(1) 
● Heavy users are aware of usage state 

(2) 
● Typical heavy user example (12) 
● Uncertainty about typical heavy user 

(1) 
● Heavy users buy high volumes (2) 

Marketing activities 

● Marketing activities (9) 
● Digital marketing activities (6) 
● Traditional marketing activities (4) 
● Consumer research (6) 

Marketing activity types and 
research 

● Localization of marketing activities 
(6) 

● Minimal localization of marketing 
activities (3) 

● Communication is globally aligned 
(2) 

Local vs global marketing 

● Heavy users engage more on social 
media (4) 

● Uncertainty regarding engagement 
on social media (1)   

● Competitions leads to engagement 
(3) 

● Indulgent products have higher 
response on social media (1) 

● Problems and issues foster 
conversation (1) 

● Company active on social media (10) 

Social media 
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● Consumers active on social media 
(3) 

Segmentation and targeting  

● Usage-based segmentation (4) 
● No usage-based segmentation (1) 
● Segmentation based on data (1) 
● Geographic segmentation (1) 
● Demographic segmentation (8) 
● Situational segmentation (1) 
● Interest-based segmentation (1) 

Types of segmentation 

● Broad target group (11) 
● Narrow target group (2) 
● Female target group (3) 
● Young target group (4) 

Target group 

● Targeted marketing activities (1) 
● Lack of heavy users makes targeting 

difficult (1) 
● Some heavy users outside main 

target group (2) 

Targeting 

Consumer behavior 

● Pride in brand consumption (3) 
● Positive feelings associated with 

brand (4)  
● Negative feelings associated with 

brand (1)  
● Few feelings towards brand (1) 
● Feelings vary across usage states (1) 
● Consumers’ perception of status 

depends on brand (1) 
● Status related to consumption (2) 
● Price related to status (1) 
● Price impacts quality perception (1) 

Feelings and perceptions 

● Brand choice factors (7) 
● Consumer’s awareness of purchase 

level depends on price (1) 
● High interest = high frequency (1) 
● Low involvement (8) 

Brand purchasing 
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● High degree of interest in product 
category (1) 

● Habitual purchasing (5) 
● Difficulty changing consumer habits 

(1) 
● Brand switching (8) 
● Basket size increases with families 

(1) 
● Information search drives product 

trial (1) 

● Brand loyalty varies (7) 
● Lack of loyalty (2) 
● Trust relates to loyalty (3) 
● Certain brands have high loyalty (3) 

Brand loyalty 

● Brand community (3) 
● Status of being part of a community 

(1) 
● Between-consumer trust (2) 
● Heavy users influence lighter users 

(1) 

Consumer relations 

Availability and use of data 

● Access to data (15) 
● No access to data (1) 
● Knowledge of consumers without 

data (2) 

Access to data 

● Data on intended behavior not actual 
behavior (1) 

● No purchasing data (3) 
● Limited access to data (5) 
● Does not have data on heavy users 

(1) 
● Limited sharing of data from grocery 

stores (1) 

Limited availability of data 
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3. Detrimental Effects 

Concern regarding consumption 

● Health concerns (8) 
● Top-down health focus (5) 
● Top-down environmental focus (3) 
● Environmental concerns (3) 
● Balance between wanting to sell and 

selling something that is not 
detrimental to consumers (5) 

● Concern about effects of product on 
consumers (1) 

● Importance of safety and credibility 
of products (1) 

● Marketers have a responsibility to 
consumers (8) 

● Everything in moderation (3) 
● Light usage is healthier (1) 

Brand concerns 

● Consumer environmental concern (2) 
● Environmental trend (2) 

Consumer concerns 

Lack of concern for consumption 

● No health concerns (2) 
● No financial concerns (3) 
● Lack of concern about 

overconsumption (4) 
● Belief that overconsumption in own 

category is less of a concern than 
others (1) 

●  Detrimental effects only a concern 
in “bad” categories (1) 

●  Importance of selling over concerns 
for detrimental effects (1) 

Lack of brand concern 

Efforts to minimize detrimental effects 

● Product innovation (9) Brand efforts 
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● Product improvements (2) 
● Health actions (2) 
● Environmental actions (3) 
● Reliance on packaging information 

(3) 
● Importance of credible information 

from brand being heard (2) 

● Governmental health actions (1) 
● Ingredients regulated by law (3) 
● Marketing regulated by law (1) 

Governmental efforts 

Consumers who overconsume to the point of detriment 

● Detrimental heavy user example (5) 
Consumers who overconsume to 
the point of detriment 

4. Potential of the Trivial Many 

Usage 

● Uncertainty of effect of consumers’ 
awareness of own usage (1) 

● Consumers have an idea of how 
much they should use (1) 

● Users are not aware of own usage 
levels (2) 

Awareness of usage 

● Usage is a dynamic state (7) 
● Usage is a static state (3) 
● Usage is seasonal (1) 
● Usage varies according to life 

situation (10)  

Variation of usage 

Brand perception of heavy and light user potential 

● Light users give high volumes (1) 
● Medium users give high volumes (2) 
● Focus on light users (10) 
● Importance of light users (1) 
● Assumed common opinion about 

light user potential (1) 

Light user potential 
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● Limited growth potential among 
heavy users (3) 

● Cap on consumption (3) 

● Need to maintain heavy users (1) 
● Focus on heavy users (1) 

Heavy user potential 

Marketing goals and strategies 

● Focus on recruiting new consumers 
to low-tier products (1) 

● Goal is to maintain and level up 
consumers (1) 

● Goal is more loyal consumers (2) 
● Would prefer more heavy users (1) 
● For new products, awareness, 

frequency, and trial are important (1) 

Goal is to get more consumers 

● Importance of penetration (3) 
● High penetration (3)  
● Consumer purchase level is lower 

than desired by brand (1) 
● Increase penetration (2) 

Market penetration 

● High interest leads to high trial (1) 
● High trial (9) 
● High engagement leads to high trial 

(1)  
● Information search drives product 

trial (1) 
● Low frequency of purchase (1) 
● Frequency of purchase is most 

important (1) 
● Difficult to get high frequency of 

purchase (2) 
● Loyalty is more important than 

frequency (1) 

Trial and frequency 

● Importance of building consumer 
relationships (1) 

● Long tail of products (2) 
● Product range is important for 

maintaining consumer base (1) 
● Little focus on building loyalty (1) 
● Uncertainty regarding loyalty (1)  

Loyalty and relationship building 
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● Difficulty building awareness and 
loyalty (1) 

● Importance of top-of-mind (4) 
● Brand is top-of-mind (1)  
● Goal is to be chosen brand (1) 
● Brand as friend (2) 

Brand building activities 

5. Uncategorized 
 

● Impact of Covid Impact of Covid 

Marketing theories 

● 4p approach (1) 
● Law of growth (3) 
● Product life cycle (1) 
● Focus on consumer life cycle (2) 

Marketing theories 
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