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These are the findings of a short assessment to supplement the
Endline Survey of the Folia Water field pilot with iSocial.
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Positive

Features of
Folia Water

v 9

RETAILERS

CUSTOMERS

KALLYANIS

Foliafiltered water
ishygienic.

Water tastes lighter
and cleaner.

Kids like FoliaWater.

Diarrhea andother
waterborne
illnessesare
reduced.

Water tastes better.

Foliafilteredwater
ishygienic.
Getsrid of iron.
Purifies water.
Helps with gas and
other stomach
problems.
Impuritiesare
visible on paper,
servingasavisible
indicator of
effectiveness.
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Negative
Features of
Folia Water

RETAILERS

CUSTOMERS

KALLYANIS

Setuptopples easily.

Litres purified per
paperistoo low.
Impurities stuckon
paper can be
unsightly.

Papers spoil easily.

Water gets too cold
inWinter dueto slow
flow.
Purifying2Liter
bottlesatatimeis
unsuitablefor
householduse.More
volumeneeded.
Pots are not secure
and topple. Not
opportune with kids
inthe house.

Papers needto be
changedfrequently.

Setuptopples over
easily.

Elderlyand young
cannot usethe setup
dueto weight.

Need to waitfor
bottom pot to be full
before drinking.
Two people needed
tounload midway
and drinkwater.
Paperrunsoutina
day or two.

Paper replacement
isexpensiveover
time.




Why Do

Customers
BETTER
B uy TASTING GOODFOR HABIT
. ? WATER HEALTH
Folia“
MARKETING ATTRACTIVE
FOR THE KIDS HABIT CAMPAIGNS PRODUCT
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Why Don't

Customers
THINK
B uy TUBEWELL TEDIOUSNESS LACK OF
_ WATERIS SAFE OF USE HABIT
Fo lla? ENOUGH
NOT COMPETITORS FOLIA PAPER
INTERESTED LACK OF
IN PAYING SUCHAS NOTWIDELY AWARENESS
O ROLIA JERIN WATER AVAILABLE
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Returning
Customers

What causes
customersto quit,
continue,and linger?
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Retailers Customers Kallyanis

Few Returning Not Applicable Some Returning
Customers. | | o Customers.

Campaigning revives sales (mostly one-time sales)

Interim financial problems can explain start-stop

Folia Water isn't seen as obligatory, hence usage is not
regular

Less demand during winter (seasonality) could explain
some start-stop behaviour

Some customers are simply start-stopping due to push
sales by Kallyanis and retailers

ISocial’




iSocial’

\ Vlv(all anl  How toIncrease Sales?

More

A . Provide
ggressive filtering
Door to Door Marketingg .
. bottle with
Sales Including A
. filter and
Online aper
w Marketing Pap
Parent- Broader Iﬂifcl::ﬁe}::
Targeted . . Stand & Tap
Variety of directly to
BCC . . System
. Gifts retailer
Campaign
stores

Wellbeing
at Doorsteps



iSocial’

~O\Kall ani

Wellbeing at orsteps

&

Wellbeing
at Doorsteps

How to Improve the Product?

Increase Per
Paper
Capacity

Make water
Dispensable
During
Filtration

Add
Expiration

Date to
Papers

Secure
Feeder Bottle
to Funnel

Increase
Shelf-Life of
Paper

Utilize a
Stand to
Solve
Toppling
Problem

Add Indicator
for When
Paper Should
be Replaced



TAKEAWAYS & RECOMMENDATIONS

« Thesuccess of competitorsprovesthereis a BoP market for water purificationproducts.

 Priceislessofasticking pointthan capacity of each paper and frequencyof replacement. Higher
capacity papersshould be developed.

« Someinconveniencesinproductuse have beenidentified. Minimumviableconvenienceis

probablysomewherebetweensecuringbottleto top of filter and providingabottombottle/stand
witha tap.

 Priceappearscompetitive.Focusshouldbe givento marketing &BCC campaigns.
 Retailersunwillingtopushnew products. Sodemand creationneeds to precederetaildrive.

« Findingrecurringcustomerswill bedifficult for retailers. Kallyanis/BPs can playa role here.
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FOR MORE INFORMATION

www.iSocial.Com.BD
Th a n k YO u ! +8809606-003696
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