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This  report  focuses  on  MOOD!T ,  which  i s  a  brand o f  the  Be lg ian
company  De Wit te  L ie taer  Internat iona l  Text i les .  The  company
spec ia l i zes  in  home text i les  such as  duvet  covers ,  f i t ted  sheets ,
towels  and bathmats ,  as  wel l  as  home accessor ies .  I t  p resents
i t se l f  as  a  f lex ib le ,  young and fun  company  that  he lps  the i r
customers  to  decorate  the i r  houses  to  make them fee l  l i ke
home.  For  th i s  purpose ,  they  a re  o f fe r ing  a  wide  product  range
that  i s  ava i lab le  in  d i f fe rent  co lors  and des igns ,  f i t t ing  to  each
mood.

Mood ! t  ta rgets  a  younger  customer  segment  between the  ages
of  25  and 30  who have  jus t  moved in  to  the i r  f i r s t  apar tment .
The  ta rget  group i s  look ing  for  env i ronmenta l l y  f r iendly  and
high qual i ty  products  that  re f lect  the i r  ind iv idua l  s ty le  and
taste .  The  products  a re  cur rent ly  ava i lab le  on l ine  at  se l le r
p lat forms l ike  s imbashop .n l  o r  bedsupply .   

1.Introduction

w h e r e  a r e  w e  h e a d e d ?

Mood! t ' s  goa l  i s  to  increase  brand awareness  and
success fu l l y  se l l  i t s  products  through an  e f fect i ve
market ing  s t rategy .  To  ach ieve  th i s ,  in  th i s
market ing  p lan ,  s teps  a re  out l ined that  Moodi t  can
take  to  ta rget  i t s  audience  and success fu l l y  compete
in  the  compet i t i ve  env i ronment .  
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The resu l t s  show that  MOOD!T  i s  not  Top o f  Mind when duvet
covers  and towels  a re  concerned .  Ins tead ,  the  ta rget  group
th inks  f i r s t  o f  IKEA and Zara  Home.  Th is  impl ies  that  MOOD!T
needs  to  ga in  awareness  among i t s  ta rget  group f i r s t ,  be fore
be ing  able  to  ach ieve  convers ions .

F igure  2  be low conf i rms  th i s  d i scovery :  customers  shop most ly
f rom IKEA (7 1%) ,  P r imark  (38 .7%)  and Zara  Home (35 .5%) .  

As  a  par t  o f  the  f ie ld  research ,  a  survey  was  conducted .  I t  was
d is t r ibuted onl ine  among the  ta rget  group o f  25-30  year  o ld
women f rom F landers  v ia  WOM and soc ia l  media .  

2 .  m a r k e t  s u r v e y

These  customers  opt  fo r  these  compet i rors  because  o f  the
af fordable  pr ices ,  the  qua l i ty ,  the  beauty  and aesthet ics  o f
the i r  products ,  the  access ib i l i t y  and the  var ie ty  o f  products .

F I G U R E  1 .  T O P  P O P U L A R  B R A N D S  F O R  T O W E L S  F O R  P O T E N T I A L  C U S T O M E R S  

F I G U R E  2 .  T O P  P O P U L A R  B R A N D S  F O R  B E D S H E E T S  F O R  P O T E N T I A L  C U S T O M E R S  
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In  the  l ight  o f  soc ia l  media  channels  used ,  the  ta rget  group
ui t l i zes  most  o f ten  Instagram (80 .6%) ,  P interest  (6 1 . 3%)  and
YouTube (45 .2%) .  Th i s  means  MOOD!T  wi l l  be  ab le  to  reach the
i t s  ta rget  group most  e f f ic ient ly  i f  these  channels  a re
integrated in  the  market ing  campaign .

“ N U E S T R A S  C A M P A Ñ A S  H A N  R E C I B I D O
P R E M I O S  E N  C O N V E N C I O N E S  L O C A L E S  E
I N T E R N A C I O N A L E S " .

The la rgest  factors  that
determine  i f  the  ta rget  
 purchases  a  bedsheet ,
duvet  covers  o r  p i l lows  are
pr ice ,  co lours  and var ie ty ,
fo l lowed by  susta inable
product ion  and locat ion  o f
the  s tores .  

R E S U L T S

In  te rms o f  customer  va lues ,  the  survey  ind icated that  the
customers  f ind  comfort ,  aesthet ics  and ca lmness  the  most
important  aspects  when interact ing  wi th  the  products  which
MOOD!T  o f fe rs .  Not  important  tend to  be  cos iness  and
pract ica l i t y .  Th i s  s ign i f ies  that  i f  the  same va lues  a re
communicated when cra f t ing  the  campaign ,  the  camapign 
 a t ta ins  exponent ia l  success .  

Customers  a re  l ike ly  to  buy  the  products  fo r  the i r  bathroom and
bedroom once  or  twice  a  year .  Th i s  means  that  the  market ing
act iv i t ies  need to  focus  on  a  few ,  but  essent ia l  t ime per iods ,  in
order  to  have  a  cons iderable  e f fect .  Hero  content  wi l l  work  the
best  in  that  s i tuat ion .  

F I G U R E  3 .  W H A T  I S  M O S T  C O N S I D E R E D  W H E N
B U Y I N G  H O M E  P R O D U C T S  

F I G U R E  4 .  M O S T  U S E D  S O C I A L  M E D I A  C H A N N E L S  
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R E S U L T S

Last  but  not  least ,  the  customers  purchase  more  o f ten
bedsheets  and p i l lowcases  than towels .  Th i s  imposes  that  the
campaign wi l l  per form outs tandingly  i f  i t ’ s  pr imary  focus  i s
on  the  f i r s t  products .  More  deta i l s  can  be  found in  the
Appendix .  

F ina l l y ,  the  survey  po ints  out  that  the  customers  do  a  research
on products  fo r  the i r  bedroom and bathroom to  a  cer ta in
extent .  That  unve i l s  that  the  brand needs  to  invo lve  not  on ly
emot iona l  cues ,  but  a l so  substant ia l  in format ion  in  order  to
conv ince  the  ta rget  group .  

And the  prev ious  market  in format ion  gathered f rom the  survey
i s  a  c ruc ia l  too l  fo r  the  deve lopment  o f  th i s  pro ject  because  i t
prov ides  a  c learer  idea  o f  how people  behave  in  a  customer
manner .  As  wel l  as  what  they  a re  look ing  for  in  a  brand .  And i t
wi l l  be  through th i s  in format ion ,  combined wi th  other  data ,
that  the  pro ject  i s  go ing  to  be  bu i l t .  

F I G U R E  5 .  W H A T  I S  M O S T  I M P O R T A N T  Q U A L I T Y  O F  B E D S H E E T S  F O R  S P E N D I N G  T I M E  I N  Y O U R  B E D R O O M  

F I G U R E  6 .  H O W  O F T E N  T H E S E  P R O D U C T S  A R E  B R O U G H T   F I G U R E  7 .  T H E  A M O U N T  T H A T  P E O P L E  S P E N D
R E S E A R C H I N G  P R O D U C T S  B E F O R E  P U R C H A S I N G    
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ABOUT

She wants to be known and wants recognition. 
She is afraid of failing to be something in
society. 
She deals with anxiety and her room and bed
is her “safe space”.
She has eczema so she needs really good
quality and fine cotton bed sheets. 
She is annoyed by the limited selection of high
quality bedding.

Bio
Manon is working as a fashion marketing
manager. She has a balanced daily life, she likes to
be busy. Manon likes training at least three times
a week and loves being healthy. She also enjoys to
painting in her free time. Manon cares about her
appearance on social media and likes to blog
about different fashion looks and topics. 

Wants & Needs
She wants to create a perfect home with her
boyfriend in Brussels. They recently rented a new
apartment together. Now, she is looking for
perfect furniture, while paying attention to details
and decoration. 

Frustrations

Motivations/ Values
Quality, comfort, price, sustainability

Ideal Experiences/ Must-Haves 
She wants to have her own house, with a family
and kids in the future.

 

MANON VANDECASTEELE
F A S H I O N  M A R K E T I N G  M A N A G E R

BASIC INFORMATION

AGE: 27
HOME: Aalst, Flanders, Belgium
FAMILY: she is an only child, raised

by both parents  
WORK: Fashion Marketing Manager 
LOCATION:  Brussels
PETS: White toy poodle 

She wants to start her own

sustainable fashion

company 
She l ikes interior design
She values comfortable

sleep
She loves to improve the

aesthetics in her rooms  

GOALS

 

MOST USED APPS

Extroverted 
Thinking 
Judging 
Assertive 
Intuit ion  

PERSONALITY

3. BUYER PERSONA 
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p a i n s  t h a t  a r e  s o l v e d
High cost :  One o f  the  b iggest  pa ins  o f  buy ing  h igh-qual i ty
bed duvets  and l inen i s  the  cost .  Qual i ty  bedding can be
expens ive ,  and customers  may  have  to  spend a  s ign i f icant
amount  o f  money  to  get  the  best  product .

Limited se lect ion:  Another  pa in  po int  i s  that  h igh-qual i ty
bedding o f ten  comes  in  l imi ted se lect ion ,  making  i t  d i f f i cu l t
to  f ind  the  per fect  co lor  o r  des ign  that  matches  the
customer ' s  persona l  s ty le  and tas te .   

Maintenance:  Qua l i ty  bedding o f ten  requi res  spec i f ic  care
and maintenance ,  which  can be  t ime-consuming and cost l y .  

                  

g a i n s  f r o m  b u y i n g

Comfortable  s leep:  The   h igh-qual i ty  bedding prov ides  a
comfortable  and res t fu l  s leep exper ience .  The  duvets  and
l inen are  made o f  so f t ,  b reathable  and susta inable  mater ia l s
that  prov ide  the  per fect  ba lance  o f  warmth and comfort .  

Durabi l i ty :  Th i s  h igh-qual i ty  bedding i s  made o f  super ior
mater ia l s  and const ruct ion ,  which  makes  i t  more  durable  and
long- las t ing  than cheaper  opt ions .  

Improved aesthet ics :  Invest ing  in  qua l i ty  bedding f rom
Mood! t  can  t rans form the  look  o f  a  bedroom into  a  sa fespace ,
adding a  touch o f  luxury  and sophis t icat ion .  

Health  benef i ts :  Bedding made o f  natura l  mater ia l s  can
help  to  regulate  body  temperature  and prov ide  a  hea l th ie r
s leeping  env i ronment  by  reduc ing  a l le rgens  and promot ing
better  a i r  c i rcu lat ion .  

Environmental  susta inabi l i ty :  Purchas ing  qua l i ty  bedding
made f rom eco- f r iendly  mater ia l s  can  he lp  to  reduce  the
env i ronmenta l  impact  o f  product ion  and support  susta inable
pract ices .
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4 .  t a r g e t  g r o u p

This  market ing  campaign targets  young women between the
ages  o f  25  and 30  who are  l i v ing  in  F landers  in  Be lg ium.  They
cher i sh  the i r  t ime wi th  f r iends ,  they  have  jus t  f in i shed the i r
s tudies  and want  to  set t le  down wi th  the i r  boy f r iend/g i r l f r iend
in  a  new home.  They  pay  spec ia l  a t tent ion  to  susta inabi l i t y ,
comfort  and a  n ice  deta i led  des ign  when they  decorate  the i r
bedroom because  i t  i s  cons idered the i r  p lace  o f  re t reat .  They
a lso  pay  at tent ion  to  pr ice  and durabi l i t y ,  as  they  a re  jus t
s tar t ing  out  in  the i r  careers  and there fore  the  purchas ing  power
i s  not  yet  so  h igh .

M a r k e t i n g  G o a l :  

I n c r e a s e  o f  1 0 %  b r a n d  a w a r e n e s s  w i t h i n
t h e  t a r g e t  g r o u p  o f  w o m e n  a g e d  2 5 - 3 0  i n

F l a n d e r s  w i t h i n  2 8  d a y s
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5 .  p r i c i n g
Pric ing Bedl innen

€ 5 9 , 9 6     1 4 0 X 2 2 0 C M  +  1 / 6 0 X 7 0 C M   

€ 8 9 , 9 5     2 0 0 X 2 2 0 C M  +  2 / 6 0 X 7 0 C M   

€ 9 9 , 9 5     2 4 0 X 2 2 0 C M  +  2 / 6 0 X 7 0 C M   

€ 1 0 9 , 9 5    2 6 0 X 2 2 0 C M  +  2 / 6 0 X 7 0 C M  

€ 2 9 , 9 5      6 0 X 1 0 0 C M  

€ 1 9 , 9 5       6 0 X 6 0 C M   

Pric ing Towels  

6 .  c o m p e t i t o r s
Accord ing  to  the  survey ,  the  main  compet i tors  o f  MOOD!T  a re
IKEA ,  Zara  Home and Pr imark .  Even though they  have  var ious
market ing  s tar teg ies ,  they  a l l  cap i ta l i ze  on  soc ia l  media  and
inf luencer  market ing  i s  an  important  too l .  Fur thermore ,  they  a l l
pos i t ion  themselves  as  a  prov ider  o f  the  la test  fash ion  t rends
and unique des igns .  Customers  f ind  the i r  low pr ices ,  va r ie ty  o f
products  and susta inable  pract ices  a l so  as  a  c ruc ia l  par t  o f  the i r
o f fe r ing .
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Company Size  445 stores globally, 211 000
employees

408 stores, globally, 2478
employees

300 stores in Europe,
70,000 employees

Position

Affordable prices, wide
variety of products,

sustainable practices,
unique design

Most current fashion
trends, functionality,

sustainability

‘On-trend’ products,
Low prices, wide range of

products

Sales points
Online store on website

and physical stores
Online store on website 

 and physical stores
Physical Stores

Social media
Instagram, Pinterest,

Twitter, Facebook, Youtube

Instagram, Pinterest,
Twitter, Tiktok, Facebook,

Youtube 

Instagram, Pinterest,
Twitter, Facebook, YouTube

Price Single duvet: 8-13€
Double duvet: 15-20€

Single duvet: 40-50€
Double duvet: 50-90€

Single duvet: 12€
Double duvet: 16€

Advertising
Physical, mail, catalogue

and street panels
Social Media

 Display ads on websites,
social media platforms,
SEM, events, catalogues,

influencer marketing 

WOM, social media,
influencer marketing, print
advertising, sponsorships &

collaborations

Here  there  i s  a  tab le  to  compare  the  main  compet i tors .  
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Rais ing  awareness  o f  i t s  brand and increas ing  sa les  a re
cr i t ica l  fo r  Mood ! t  to  compete  and grow.  
By  focus ing  on  home text i les  and home accessor ies ,
Moodi t  can  reta in  i t s  customer  base  and at t ract  new
customers  interested in  these  products .  
The  company  a l so  has  a  susta inabi l i t y  agenda and i s
committed to  o f fe r ing  env i ronmenta l l y  f r iendly
products ,  which  i s  increas ing ly  important  in  today ' s
wor ld .  

Moodi t  should  ach ieve  i t s  market ing  goa ls  wi th in  28  
 days ,  s ta r t ing  on  01 .06 .2023  dur ing  the  vacat ion
season

Mood! t  should  regular l y  rev iew i t s  progress  and ad just
i t s  market ing  s t rategy  to  ensure  i t  s tays  on  t rack  to
meet  i t s  goa ls  wi th in  the  p lanned t ime f rame.  

Mood ! t  can  ach ieve  i t s  market ing  goa ls  by  improv ing
i t s  webs i te  and soc ia l  media  presence  to  generate
more  t ra f f ic .  
The  company  should  a l so  use  ta rgeted emai l
campaigns  to  reach out  to  potent ia l  customers  and
reta in  ex i s t ing  customers .

Mood ! t  measures  the  success  o f  i t s  market ing  s t rategy
through the  fo l lowing metr ics :   
increase  o f  webs i te  t ra f f ic ,  convers ions ,  and revenue .  
The  company  can measure  the  success  o f  i t s  soc ia l
media  campaign through engagement  rates  and
fo l lower  growth on  P interest  and Instagram.  I t  can  be
used as  a  KPI  on  the  success .   
Mood ! t  can  measure  the  success  o f  i t s  emai l
campaigns  us ing  open rates  and c l ick- through rates .  

Mood ! t  spec ia l i zes  in  the  sa le  o f  home text i les  and
home accessor ies .  
The  company  main ly  serves  the  Be lg ian  market  and i s
ava i lab le  in  two languages :  Dutch and French .  
Mood ! t s  goa l  i s  to  ra i se  10  % awareness  o f  i t s  brand .  

r

T

A

M

s

7 .  H o w  t o  m e a s u r e  s u c c e s s
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8. CUSTOMER JOURNEY

Instagram ADV
Story and post advertising,
focused on target.
Time: Pulsing, over a
month, campaign focus: 1
month
KPI:  3500 followers
Cost: 5 posts (incl.1 video
post):  8,073€. 
The payment is based on
CPM. (CPM -> 6.70€ per
1000 impressions). 
We are trying to reach 421
000 impressions, because
our target consists of 421
000 in Flanders.
Cost-2 give-aways: 200€,
because: 1 duvet
cover=60€,  1 fitted
sheet=40€)
Cost: Video production to
be used both in Pinterest &
Instagram: 750€ for a 14-
seconds spot

Total costs: 9.023 €

Website
Linked connection from
the Instagram and
Pinterest advertisement to
the MOOD!T website, which
provides specific product
details regarding the bed
linen.
Time: Sustained over the
years
For this campaign: 1 month
KPI: 3000 unique visitors
per month
Cost: 50€ a month-
Wordpress  (security,
domain name, web
hosting, file storage,
themes, plugins, security), if
in-house

Pinterest ADV
Promotion pins with a link
to the website
Time:  Pulsing, over a
month, campaign focus: 1
month
KPI:  6000 followers
Cost: 4 pins: 3,368€.
The payment is based on
CPM. (CPM -> 2 euros per
1000 impressions).
We are trying to reach 421
000 impressions, because
our target consists of 421
000 in Flanders.

Total costs: 3,368€

Awareness Consideration

SEA
Mood!t should make sure
that online advertising is as
optimal as possible when
someone searches up the 
 brand. It aims to appear
easily on the web in general
for customers looking for
shops to buy duvet/pillows
etc. 

Time: one-time project-
June

KPI: 1000 clicks per month 

Costs:  1400 euros

Email marketing
Linked connection from
the Instagram and
Pinterest advertisement to
the MOOD!T website, which
provides specific product
details regarding the bed
linen.
Time: Pulsing, starts with 1
month, 2023
KPI: CTR (Clickthrough
rate), 500 subscriptions
Cost: only for the platform:
MailerLite => 240 € a
month 
(usually: 10€ per 1K
contacts per month)

T O T A L  C O S T S :  2 3  0 8 1 €  
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3

The customer can either purchase  through the online store or in
selected retail  stores. The strategy for the retailer stores is as
follows:

In the 8 largest stores, displays will be set up next to Mood!ts
products. Customers can use these to set the mood in the
bedroom by touch. For example, they can combine different
colors and products right in the store. Because sometimes it is
difficult to imagine everything in your head. 

In this way, they can play interactively with Moodit products and
are thus encouraged to make a purchase.

Cost: 9000 euros- set up in 8 stores.

KPI: Session count- a  set of actions performed by a unique
visitor (e.g. returning to the home  screen). - tracked with Built-in
software analytics. This software uses sensors, cameras, and
other technologies to track user activity and engagement with
the digital signage.

purchase

To choose the  final campaign, three different ideas of advertisements were

developed around the idea of comfort, moods and happiness. After reviewing the

final work, it was decided that the campaign would consists of using

advertisement number 1 and 2. The third campaign can be seen in the appendix

section. 

It was decided that the campaigns focus on Instagram and Pinterest. Both

campaigns will be shown to the target market on their social media starting in

June. Each post will be shown until it reaches 421,000 impressions on Instagram

and Pinterest. 

The general idea is to post videos that would allow the interaction with the people. 

MArketing Campaign

12



MARKETING CAMPAIGN N°1
Instagram and Pinterest "Do it yourself" Post 

This is meant to be 4 series of lifestyle posts that focus on different aspects of

sleep, posted each week of the campaign. The posts will use appealing images

of Mood!t bedding and show users tips on how to sleep better, how to choose

the perfect bedding, and how to create a cosy bedroom. In doing so, followers

are encouraged to post their own bedroom creations under the hashtag

#changemymood!t. This promotes the brand and raises  awareness within the

target group. 

The strategy of this

advertisement is: make it

personal. The target group

should have the feeling of

creating a unique lifestyle with

the purchased product. Here,

the mammalian brain is

addressed as a peer group

influence is generated and

more people also want to post

such bedroom pictures. The

message is rational and

receptive.

As an example of this, the

function from the Mood!t

website can be used. There you

can create different moods by

clicking in the bedroom on the

home page.

#MYMOOD!T

Moodboard  for DIY Post
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MARKETING CAMPAIGN N°2

Video Example: 

Instagram Video Post - Give Away

The video campaign consists of a 14-second video presenting magically wrapping a bed in

a cheerful yellow to introduce the summer spirit. The short video is supported by a

summer melody song. It's aimed directly at the buyer persona, as it inspires ideas for

decorating and enhances bedroom aesthetics. At the end, the slogan:  "Time to change

the Mood(it) for summer!" is faded in. Under the post, the call to action 'Visit our website'

will appear. The message is rather rational and receptive, because quality is the main

focus. It triggers the human brain, because it implies slow thinking, evaluating and

comparing. This video will be uploaded as a post, and after that - as a story on the MOOD!T

own Instagram account.

The buyer persona is encouraged to create themselves a similar video as a story

themselves where they transform their bedroom for the summer. The people who create

the 2 most appealing stories (with cosy, bright and aesthetic bedrooms) will win a MOOD!T

set, containing 1 duvet cover and 1 fitted sheet, The conditions of the give-away are: 

1) upload the video as a story and tag MOOD!T, 

2) follow and 

3) like the MOOD!T Instagram account.

In this way, MOOD!T will gain more followers, increase reach via the user-generated

content and gain awareness.
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9. APPENDIX

SURVEY
https://docs.google.com/forms/d/e/1FAIpQLSdqSxzyvg2aa3l5EL9

O2NCCq5d0wlOpx7M9JfxeHuj9QEQNpw/viewform 

Target Group
women (25-30) in Flanders

241,250

Target Awareness (10%) 24,125

Instagram 9.023

Pinterest 3,368

SEA 1400

Website 50

Email Marketing 240

POS: Digital Display 9000

TOTAL 23 081 euros 

F i n a n c i a l  C a l c u l a t i o n  

Accord ing  to  Statbe l  the  populat ion  o f  women aged 25-30  years  in  F landers  in
2022  i s  241 ,250 .

https://docs.google.com/forms/d/e/1FAIpQLSdqSxzyvg2aa3l5EL9O2NCCq5d0wlOpx7M9JfxeHuj9QEQNpw/viewform


F i n a n c i a l  C a l c u l a t i o n  

COA (Cost  of  Aquis i t ion)

Determining Total Marketing spend = 23 0001.

2. Determining the number of customers acquired: striving for:
conversion rate of 3%, 3000 website visitors from the marketing
campaign-> 3000 x 3% = 90 customers

3. Determining COA: 
Marketing spend (23 000) / 90 customers acquired = 256 euros
spend to acquire 1 customer   

CLV(Customer  L i fet ime Value)
CLV =  200euros



Every summer has a story

M O O D ! T
D R E A M  I N  C O M F O R T  

Instagram and Pinterest Post

”Wrap yourself in comfort, surrounded by the warmth of friendship."

Summer is time to have fun with friends. MOOD!T customers want to have quality and

comfortable time with their friends. This advertising targets the mammalian brain, as

the person likes to belong to a group.  In this case the emotions and feelings are

addressed. Thus, the message is a receptive and emotional. The buyer persona cares

what others think of her and she would like to be a part of society. 

MARKETING CAMPAIGN N°3

"L IFE IS  TOO SHORT TO LIVE IN A BORING DUVET"



FIGURES 
F i g u r e  1 :  T o p  p o p u l a r  T o w e l  b r a n d s  f o r  p o t e n t i a l  c u s t o m e r s  
F i g u r e  2 :  T o p  p o p u l a r  B e d s h e e t  b r a n d s  f o r  p o t e n t i a l  c u s t o m e r s  
F i g u r e  3 :  W h a t  i s  m o s t  c o n s i d e r e d  w h e n  b u y i n g  h o m e  p r o d u c t s  
F i g u r e  4 :  M o s t  u s e d  s o c i a l  m e d i a  c h a n n e l s
F i g u r e  5 :  W h a t  i s  t h e  m o s t  i m p o r t a n t  q u a l i t y  o f  b e d s h e e t s  f o r  s p e n d i n g  t i m e
i n  t h e  b e d r o o m  
F i g u r e  6 :  H o w  o f t e n  t h e s e  p r o d u c t s  a r e  b r o u g h t  
F i g u r e  7 :  T h e  a m o u n t  t h a t  p e o p l e  s p e n d  r e s e a r c h i n g  p r o d u c t s  b e f o r e
p u r c h a s i n g  t h e m
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