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Decoding Consumer Decision-making
Where, when and why consumers decide what to buy
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We were curious to decode how decision-making works
when choosing a product

¥

Who

We interviewed 600 consumers in ltaly
Men and women aged 18 and up
Responsible for purchasing decisions

What

We asked questions for a long list of product categories
‘ Where do they buy them

When they decide what to buy

How they decide

conducted in February

‘ Fieldwork was
2026.




X We covered 4 macro-categories and more than 30
specific product categories across 4 channels

CATEGORIES CHANNELS

Intimate detergent
Deodorant

PERSONAL CARE oroipod

Shower gel/ body wash
Toothpaste
Hair care products

Toilet paper Supermarket
Paper tissues :

Laundry detergent HOUSE CARE

Floor detergent
Dish detergent

Coffee Yoghurt

Milk I Savory snacks
Mineral water Wine

Dry pasta
0|K/§ ol EEEl
Non-alcoholic drinks
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Cookies
Ceredls Gluten free products

Specialty shop

Dietary supplements

Lactic ferments / probiotics OVER_TH E_ COU NTER

Sleep and stress-reliever products - .
DRUGS ST

Weight loss and weight control




/X How many consumers purchase these categories
at the supermarket?

PERSONAL CARE

Where do |
buy

‘ 67% ‘ 76%’ 93% r7°/o

Q004 - Where do you purchase the following products?
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X 54% of decisions are potentially made in front of
the shelf
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| decide what product to buy at o
home / before entering the point 46 /o
of sale

| decide what product to buy
when | am in front of the shelf 33%
at the point of sale

SUPERMARKET

Both (sometimes | decide at o
home, sometimes in front of 21 /o
the shelf at the point of sale)

Q005 - Thinking in general about when you buy (product) at the SUPERMARKET, at what point in time do you decide which specific product/brand to buy?



£ The approach does not change much depending on

the category, but rather across the various channels

PERSONAL CARE

@ When I decide
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LL Decides what product to buy in front of the o o o o

o

(:/)) shelf at the point of sale 54 /° 54 /° 54 /° 5 O /°
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Supermarket Specialty shop Pharmacy Online

Decides what product to buy in front of the 540/0 590/0 430/0 530/0

shelf at the point of sale

Q005 - Thinking in general about when you buy (product) at the SUPERMARKET, at what point in time do you decide which specific product/brand to buy?



j\l When decision is made at shelf, these are some of the
elements that can impact the choice

SUPERMARKET

Q006 - Thinking about category (insert category), when you decide on the specific product/brand to buy in front of the shelf at the supermarket, on what basis do you decide?
Sample: Who decides the product to buy in front of the shelf



/X What changes in Specialty Stores? ”S‘f—“—fc’*“

Where do | : Who decides the
bu ) to buy in front
to the shelf

| decide what product to buy at In promotion or special offer 50%
home / before entering the point 4]7
%)) e The effectiveness 21%
L of sale
% The brand 21%
(|7) o | decide Wh_at product to buy (o) The ingredients / composition 20%
> (o) when | am in front of the shelf at 32 /o
H the point of sale The most convenient format 20%
< -
C) . . >9% The benefits 16%
L Both (sometimes | decide at o
83 home, sometimes in front of the 27 /o The perfume 16%
shelf at the pomt of Sale) The packaging that attracts me the most 15%
The naturalness 13%

Q004 - Where do you buy products from the category...
Q011 - Thinking in general about your purchase from the category... at specialty stores (Tigota, Acqua e Sapone, etc.), when do you decide what specific product/brand to buy?
Q012 - Thinking about the category..., when you decide what specific product/brand to purchase within the specialized store (Tigota, Acqua e Sapone, etc.), on what basis do you decide?



Want to learn more about how
consumers make decisions at shelf?

We organize tests in a virtual store.

We create virtual stores for your online
tests!

We can do it all over the world

We use the best technology for pack shelf
test

The main KPIs: memorability, visual
standout, purchase intention, package
elements, price sensitivity ... !




e REALISTIC. The Walk-Through store
recreates the physical environment in a
highly realistic way

e IMMERSIVE. Consumers find themselves
immersed in a real store right from their
own homes, simply by using a computer

e ADAPTABLE. It can be applied to
different categories
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Click the links and try to browse an example of virtual store!

https://fwk?2.it/h/storev4/UNPWBK/1

https://fwk2.it/h/smr146/P09300/1

VOWALK =
THROUGH

11



- -
FOR MORE INFORMATION
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OW US

https://lwww.alesresearch.com/

https://www.linkedin.com/company/alesresearch/

Feel free to write to:

M a r k e t esear C tommaso.pronunzio@alesresearch.com



