RESEARCH
Prefegﬁg‘jcﬁﬁ];ng

women for hair care
products: professional
‘Ics or public
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RESEARCH
PROBLEM

Why don t many young women use
and buy professional hair care line
although they have highﬁuality?
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IN
Accordinﬁng-lFLgearChes of

preferendés, Russian customers
have become more selective In
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and beauty salons lose huge
potential segment of buyers



RESEA
Object: ROH

women /
Subject: motives of /

choosing hair care

products
Methods of research:

in-depth and expert

interviews
Survey people: 11 young woirnie
from 18 to 25, especially students or
dependent on parents, that don't
have stable income and would like to
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HYPOTHESIS AND
REﬁﬂlln'Eﬁoman chooses public available

products for hair:

R
R

SEHSIVETH M f%}
e '4\9« §'¢ have no money for professional
B @*‘ line

>he don't know about such goods

=2 3) ltis not principal for her
1) She used to buy certain brand
Many young women don't use
professional hair care products

because:
1) They consider that it is very
expensive
2) They are not informed about
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RESULTS - Hair
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Expert: split ends, loss of hair and
sad hair



RESULTS -

Expert: hair type, price, brand,

recommendations



RESULTS -

lack of noneed high noresult notime be afraid loyalty
info price

Expert: high price, lack of info



HYPOTHESIS AND
REﬁﬂlln'Eﬁoman chooses public available

products for hair:

'mj & have no money for professional
' line

e don't know about such goods
)) It is not principal for her
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Many young women don't use
professional hair care products
because:

1) They consider that it is very

expensive
2) They are not mformed about



Recommendations
To set lf@ﬁ FOROSELERE With customers:

Via TV, Via professional magazines, Via
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Expert: the same



Recommendations
Point of SEM- BIRERERRE: promotional offer,

free recommendations from specialist, free

Expert: the same
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