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Objectives:

Methodology:

Sample size:

Max. Error Range:

Date of execution:

Respondents :

Testing the acceptance of a cleaning product that hangs on the toilet bowl, 

perceptions of the product, and the willingness to buy, in principle

Internet survey

N=501

+ 4.4%, maximal margin of error, at statistics significance level of 95%.

Last week of May 2018.

Women, ages 35 and above, Internet surfers, national representative sample of 

the Jewish population (hereinafter: the target audience).
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Main findings



4

Main findings (1/2)

Hanging cleaning products

 85% of the target audience uses at home cleaning products that hang on the toilet bowl.

 The main reason for using products that hang on the toilet bowl is the good smell, and additionally the perceptions that these 
products clean / maintain cleanliness, and are antiseptic.

Product acceptance and awareness of the problem presented

 About three-quarters of the target audience loves the product which is featured in the video, with more than a quarter of 
them who loves the product very much.

 Acceptance is higher among women who already use hanging products, increases with lower levels of education and is higher 
among traditional women.

 The positive acceptance of the product is mainly due to the perception that the product maintains cleanliness / cleans, 
performs many acts, and disinfects. A tenth of the women who love the product indicated that the idea is nice and efficient. 

 The negative acceptance is due to the perception that men won’t use the product and it won’t educate them. In addition, due 
to the perception of the product as being ineffective.

 More than half of the target audience indicated that they were aware of the problem presented in the video, with a higher 
rate among those who clean frequently.

Image perception

 About half of the target audience perceives the product as new and different compared with the existing products on the 
market. This perception is higher among those who clean more frequently.

 Among the parameters examined, the product is perceived mainly as a solution to a problem, which has not been solved so 
far. In addition, the product is perceived as an awareness developer to cleanliness maintenance, and it is important to have it 
in every household. At the lowest rate of the parameters, is the perception of the product as the only one that treats the 
bacteria that disperse in the toilet bowl's space.
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Main findings (2/2)

Willingness to buy

 Close to three-quarters of the target audience expresses a positive willingness to buy the product, in principal, especially 
among women who already use such products.

 Close to half of the target audience estimates that they will buy the product presented instead of the product they are used to 
buy. About a quarter indicates that they will buy it, in addition. These rates are significantly higher among women who are 
using hanging products, and those with a positive opinion about the product.

In conclusion

The acceptance of the product being tested is good. In an unaided manner, the positive acceptance of the 
product is mainly due to the perception that the product maintains cleanliness / cleans, performs many acts, and 
disinfects. These perceptions also came up with hanging cleaning products, in general, and the unique 
advantages of the product did not come up.

When tested in an aided manner, the product was perceived as new and different, and among the parameters 
presented, came up its strength as an answer to a problem that had not been solved so far. On the other hand, 
the advantage of the product as the only one that treats the bacteria that disperse in the toilet bowl's space, 
came up at lower rates. Hence the need to highlight to the potential audience the parameters that differentiate 
the product in the marketing messages.

It is evident that the product acceptance and willingness to buy are higher among women, who are using already 
these types of products, who are traditional, who don't have academic degree, and who clean frequently.



6

Detailed findings
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How often do you clean the toilet bowl at home, either yourself, or by someone else (family member, housekeeper, etc.)?

The frequency of cleaning the toilet bowl at home

About a third of the women who make up the target audience, cleans (themselves or by someone else) the toilet bowls at least 
every day. 

This rate is higher among the older ages (55+).

5%

28%

39%

23%

3%

1%

1%

Several times a day

Every day

Twice or three times a week

Once a week

Between once a week and once
every two weeks

Between once every two weeks
and once a month

Less than once a month
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Do you use cleaning products that hang on the toilet bowl at the home toilet?
What are the reasons you buy cleaning products that hang on the toilet bowl? Please detail all the reasons

Use of cleaning products that hang on the toilet bowl at home, and 
the reasons for this

85% of the target audience uses at home cleaning products that hang on the toilet bowl. 
The main reason for using these products is the good smell. 

Other reasons for using them are the perceptions that these products clean / maintain cleanliness, and are antiseptic.

Yes, always
49%

Yes, from 
time to 

time
36%

never
13%

I don't know 
what is meant 

by that
2%

73%

63%

41%

16%
7% 5% 1% 1% 1%

Good smell Maintains
cleanliness /

cleans

antiseptic Colors the
water

comfort aesthetics Good feeling sale freshness

85%

Significant difference

(The reasons for use among those consuming such products, N = 424)
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Acceptance of the product presented in the video

About three-quarters of the target audience loves the product which is featured in the video, with more than a quarter of them who 
loves the product very much.

Love it very much
21%

Pretty love it
56%

Not so love it
18%

Don't love it at all
5%

77%

23%

You will now see a video. Video length 1:20 minutes. Please watch it carefully. Please wait until the video ends, and 
only then answer the following questions. The video is for illustration purposes only. What do you think about the 
product featured in the video?
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24% 26%
18% 16%

27% 23% 23%
12%

64% 57%

53% 55%

59%

53% 58%

46%

8%
15%

23% 22%

13%

18%
16%

33%

4% 3% 6% 7%
2% 6% 4%

9%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

High school or
lower

Higher than
high school

Academic
degree

Secular Traditional Religious - ultra
- Orthodox

Using hanging
products

Not using
hanging
products

Don't love it at
all

Not so love it

Pretty love it

Love it very
much

Acceptance of the product presented in the video - by segmentations

Product acceptance increases with lower levels of education and is higher among traditional women. 
Acceptance is higher among women who already use hanging products.

What do you think about the product featured in the video?

88%
83%

71% 71%

86%

76%

58%

81%

Significant difference
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Acceptance of the product presented in the video - unaided

The positive acceptance is mainly due to the perception that the product maintains cleanliness / cleans. In addition, the product is 
perceived as performing many acts, and disinfecting. A tenth indicated that the idea is nice and efficient. The negative acceptance is 

due to the perception that men won’t use the product and it won’t educate them. In addition, the product is perceived as ineffective.

What did you love about the product?
What didn't you love about the product?

45%

16%

14%

10%

9%

6%

4%

2%

2%

7%

Maintains cleanliness / cleans

Doing a lot of actions / all in one
product

Antiseptic

Nice idea / nice patent

Effective

Good smell

Innovative

Comfort

Colors the water

Many advantages

33%

15%

15%

14%

10%

8%

6%

Men will not use it / will
not educate men

Inefficient

Not relevant for me

Doesn't look reliable

An unpleasant
advertisement

It is not clear what it is

Nothing new / Just
something

Positive acceptance Negative acceptanceN=384 N=116

Significant difference

(Among those who love \ don’t love the presented product)
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61%

48%
56%

62% 57%

24%

28%

29% 14% 25%

15%
24%

15%
24%

17%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Clean the toilet bowl
more than once a week

Clean the toilet bowl
once a week or less

With positive opinion
about the product

With negative opinion
about the product

Target audience

I didn't think
about the issue

I was not aware

Yes, I was aware

Awareness of the problem presented in the video

More than half of the target audience notes that they were aware of the problem presented in the video. The women who clean the 
toilet bowl frequently are aware of the problem at a higher rate than those who don’t. Among women with a positive opinion about 
the product, a double rate were not aware of the problem, compared with the rate among women with a negative opinion about it.

Were you aware of the problem presented in the video?

Significant difference
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Perception of the product as new and different

About half of the target audience perceives the product as new and different compared with existing products on the market. This
perception rises with the decline in the level of education, is higher among traditional women compared with secular women, and is 

higher among those who clean more frequently.

To what extent do you think the product is new and different from what is currently on the market?

To a very large 
extent

19%

To a large 
extent

30%
To a moderate 

extent
26%

To a small extent
15%

Not at all
6%

Don't know
4%

49%

21%
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Image perceptions

Close to 70% perceive the product as a solution to a problem, which has not had a solution so far, and that at the highest rate 
of the examined perceptions. In addition, about two-thirds perceive the product as an awareness developer to cleanliness 

maintenance, and it is important to have it in every household. About a half perceive the product, as the only one that treats the 
bacteria that disperse in the toilet bowl's space.

Here are some of the features that were said about this product. Please indicate to what extent do you agree or 
disagree with each of the following statements?

28% 26% 25%
18% 20%

40% 39% 37%
39%

29%

20% 21% 20% 25%
29%

6% 10% 13% 12%
13%

6% 4% 4% 6% 9%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Performs the same
actions as all the

existing products and
also provides a

solution to a problem
that has not been

solved so far

Develops the users'
awareness to
cleanliness

maintenance

It is important to have
in every household

Allows for a
completely hygienic

toilet bowl

The only one that
takes care of the

germs that disperse in
the toilet bowl's space

Don't know

Don't agree at all

Not so agree

Pretty agree

Very agree

68%
65% 62%

57%
49%
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Willingness to buy, in principle

Close to three-quarters of the target audience expresses a positive willingness to buy the product, in principal.

To what extent would you consider buying or not buying such a product, assuming that its price would be reasonable 
in your eyes?

Certainly yes
24%

Think so
48%

Think not
13%

Definitely not
8%

Don't know
8%

72%

21%
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29% 28%
20% 20%

31%

19%
26%

12%

49% 54%

44% 48%

46%

51%

50%

32%

12%
9%

16%
14%

14%

9%

12%

21%

2%
4%

12% 11%
2%

11%

5%

25%

8% 5% 9% 7% 7% 10% 7% 11%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

High school
or lower

Higher than
high school

Academic
degree

Secular Traditional Religious -
ultra -

Orthodox

Using
hanging
products

Not using
hanging
products

Don't know

Definitely not

Think not

Think so

Certainly yes

Willingness to buy, in principle – by segmentations

The willingness to buy is lower among women with academic degree, and higher among traditional women compared with secular 
women. 

Just as product acceptance is higher among women who are already using hanging products, so is the willingness to buy the product.

To what extent would you consider buying or not buying such a product, assuming that its price would be reasonable 
in your eyes?

78%
82%

64%
68%

77%

70%

44%

76%

Significant difference
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53%

13%

56%

14%

47%

25%

25%

28%

13%

25%

13%

41%

5%

56%

17%

11%
21%

11%
17%

12%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Using hanging
products

Not using hanging
products

With positive opinion
about the product

With negative opinion
about the product

Target audience

Don't know

Do not intend to
buy

Will buy in
addition to the
product I'm used
to buy

Will buy instead of
the product I'm
used to buy

Buying instead or in addition

Close to half of the target audience estimates that they will buy the product presented instead of the product they are used to buy. 
About a quarter indicates that they will buy it, in addition. These rates are significantly higher among women who are using hanging 

products, and those with a positive opinion about the product presented.

Will you buy this product instead of, or in addition to the product you are used to buy?

Significant difference
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50%
40%

53% 52%
42% 41%

51% 54%

22%

29%

24% 26%

24% 27%

27%
14%

16% 19% 7%
12%

23% 23%
8%

17%

13% 11%
16%

10% 11% 9%
15% 15%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

ages 35-54 ages 55+ High school
or lower

Higher than
high school

Academic
degree

Secular Traditional Religious -
ultra -

Orthodox

Don't know

Do not intend to
buy

Will buy in
addition to the
product I'm used
to buy

Will buy instead
of the product
I'm used to buy

Buying instead or in addition

The rate of those who indicate that they would buy the product presented instead of the product they are used to buy is higher 
among the younger group, and lower among women with academic degree and among secular women.

Will you buy this product instead of, or in addition to the product you are used to buy?

Significant difference



Marketing, advertising and public 
opinion
A variety of research and survey solutions, as a 
tool that supports decisions in planning business 
and marketing strategy for decision makers, 
advertising agencies and public relations.

Quality of service and customer 
experience
Models, methods and operative solutions, for 
measuring and improving customer satisfaction, 
sales and service processes, strengthening 
loyalty and customer retention.

Pharma and Medicine
Specializing in epidemiological and medical 
marketing research, in a variety of therapeutic 
areas, the pharmaceutical market and the OTC 
market

Customer segmentation and audience 
mapping
Mapping and characterizing customers, locating 
potential customers identifying and analyzing 
marketing opportunities, at the resolution of 
communities / neighborhoods and residential 
buildings

Economic feasibility and market 
potential
Models, methods and unique research tools 
for estimating economic potential, making 
decisions in planning processes, branch 
deployment and conceptual initiative.

Urban planning
A wide range of solutions for local authorities, 
planning institutions and entrepreneurs, for 
diagnosing, analyzing, obtaining information 
and supporting decisions to promote urban 
planning.

Models and information-intensive 
solutions
Research and development of models and 
information intensive solutions based on a 
unique national information system and 
computerized analytical mapping (GIS)
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