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Inspiration & Approach

EXCEPTIONAL 
GROWTH COMPANIES

PAIRED 
LOSING COMPANIES



The Study

58 Winning 
Brands

58 Matched 
Losing Brands

$30MM+

+1.5% Share

&&



About the Data & Primary Sources

450k+ US panelists

1 billion+ trips captured

44k+ retailers tracked
- All B&M + eCommerce

20k+ brands tracked

2 million+ trigger surveys

22 media types

810k+ unique ads /yr

145M+ impressions /yr

$150B+ in US ad spend /yr

1,450+ retailers 

1,100+ categories

200k+ circular ad 
blocks coded per week

4,000+ brands 

200+ industry sectors

Continuous, syndicated 
brand equity measures

Peer-reviewed 
empirical research 
from leading journals

Case studies from 
books & industry 
publications

Every brand at every retailer with every ad and promotion

Lit. Review



Today’s Paradigm

What are the consumer 
dynamics driving total sales            

for my brand?

How much is each                 
household buying?

Measure: Buying Rate

How many households                    
are buying my brand? 

Measure: Household Penetration

x

Source:  CPGDATAINSIGHTS.com

Sales Decomposition Tree

$

Buyers $ per Buyerx







Valid Approaches to Sales Decomposition

Which of these metrics best explain changes in 

brand $ sales & market share YoY?

$
Units $ per Unitx=

Trips $ per Tripx=

Buyers $ per Buyerx=



Buyers vs. Trips vs. Units Sold

Which metrics best explain changes in Sales $ by time period studied?

0.95

0.94

0.88

0.28

.26

.69

.24

.77

.75

.19

0.07

0.01

Trips (Purchase Occasions)

Units

Buyers

$ per Buyer

$ per Trip

$ per Unit

58 WINNING & LOSING BRAND PAIRS from 2016-2019
r-squared of % Change in Metric to % Change in Sales $

Year-over-Year Month-over-Month

Source: Analysis of Numerator OmniPanel data.   R-squared value for Buyers drops significantly when looking at all brands across categories versus just Winners & Losers  



To date, nobody has  
seriously challenged 
his findings.





All animals are equal, 

but some animals are 

more equal than 

others.



All consumers are 

equal, but some 

consumers are more 

equal than others.
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Re-creation of Byron Sharp’s ‘Growth via Light Buyers’

Source:  Analysis of raw data from Numerator OmniPanel - Caulipower Frozen Pizza from 2018 to 2019

To paraphrase, ‘I bet you didn’t know that 72% 
of your YoY growth comes from 1-time buyers’



What is the $ contribution of those light buyers?
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Source:  Raw Data from Numerator OmniPanel - Caulipower Frozen Pizza from 2018 to 2019

Growth in 1-time buyers contributed 36% 
of the YoY sales growth in dollar terms



How did buyers in 2018 contribute to 2019 $ growth?

Source:  Raw Data from Numerator OmniPanel - Caulipower Frozen Pizza from 2018 to 2019
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1-time buyers were 70% of all buyers in 2018,                 
but they contributed just 26% of the growth in 2019



Are light buyers equally important to win?  

Source:  Raw Data from Numerator OmniPanel - Caulipower Frozen Pizza from 2018 to 2019

Proportion 
of Buyers

% of Spend 
in 2018

$ per Buyer 
in 2018

$ per Buyer 
in 2019

One-Time Buyers                    
in 2018

70% 35% $7.17 $3.05

Repeat Buyers 
in 2018

30% 65% $32.08 $20.28

4.5X 6.6X



But how can we               
which 

buyers will become repeat, 
heavy buyers of our brand?



Are all prospective buyers really equal?

Heavy category buyers were 2X more likely to convert and spent 3.3X more than Light category buyers

Note:  These same ratios are nearly identical when comparing 2018 to 2019 as well.   Similar ratios found for other brands & categories.

Proportion of Category Buyers 
in 2017

% of Caulipower
Buyers in 2018

% of Caulipower
Spend in 2018

Heavy Category 
Buyers in 2017

33% 41% 52%

Light Category 
Buyers in 2017

33% 21% 16%

2.0X 3.3X





The Flywheel Effect

GROWTH

LOWER COST 
STRUCTURE

LOWER PRICESSELECTION

TRAFFIC

CUSTOMER 
EXPERIENCE

SELLERS
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Key



People

Product

Product

Key



Cultural & 
Environmental 

Factors

People

Product

Product

Key

Lifestyles



Amazon

Spend Index 

(Pre-Post)

Had/Expecting my first child 146

Stopped Dating someone 144

Bought my first house/condo 130

Got Divorced 120

Upsized: Moved into a larger place (house, condo, apt) 112

Started School 112

Got my first job 101

Received a promotion 98

Had/Expecting another child 97

Started Dating someone 94

Got Married 94

Child moved out of house 92

Faced major financial hardships 91

Got a new job 86

Downsized: Moved into a smaller place (house/condo/apt) 84

Became an empty-nester (all kids out of house) 75

Moved >50 miles away 74

Went on Maternity/Paternity leave 73

Retired from work 55
Source: Numerator OmniPanel Survey of N=5,062 combined OmniPanel Purchase Data of N=2.5M trips

Lifestyle Changes

-6mo +6mo

Index =
Post

Pre
x 100

PostPre
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Consumers don’t intend to buy brands…

Milk

Eggs

Bread

Bananas

Butter

T.P.

Yogurt

Kleenex

Source: Top 1000 most common shopping list entries in the Out of Milk app.  Size = Frequency of occurrence.  Colors = Product Category, Generic Brand representing a category, or Specific Brand.

Apples

Coffee

Cereal

etc.



PURCHASE 
OCCASIONS
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PURCHASE 
OCCASIONS

People

Cultural & 
Environmental 

Factors

Product

Product

Key

Lifestyles Category Intent

Future Occasions

Winning Brands Attract 43% More New 
Category Buyers Than Their Fair Share, 

but Steal Smaller Shares From Big Brands

Source:  Current study of 58 pairs of Winning & Losing Brands via Numerator OmniPanel;  Fair Share is volume weighted versus their paired Losing Brands. 



Winning Brands Win Occasions

That Grow Categories



PURCHASE 
OCCASIONS
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PURCHASE 
OCCASIONS

Lifestyles Category Intent

People

Cultural & 
Environmental 

Factors

Product

PRODUCT 
ATTRACTION

Product

Key

Will this get the job done?
aka

Utility Satisficing

Behavioral
Economics



PURCHASE 
OCCASIONS

Lifestyles Category Intent

People

Cultural & 
Environmental 

Factors

Product

PRODUCT 
ATTRACTION

Product

Key

Price 
Perception

Anchor

Reference

Relative

Pricing is NOT a growth lever, but
Winning Brands can command                               

a higher price.

Source: BERA Brand Equity Surveys of Willingness to Pay More;  Avg Percentile Difference Between Matched Winners & Losers from Q1’2017 through Q4’2019



PURCHASE 
OCCASIONS

Lifestyles Category Intent

People

Cultural & 
Environmental 

Factors

Product
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Price 
Perception

PRODUCT 
EXPERIENCE

Product

Key

Performance against 
Decision Utility



PURCHASE 
OCCASIONS

Lifestyles Category Intent

People

Cultural & 
Environmental 

Factors

Product

PRODUCT 
ATTRACTION

PRODUCT 
EXPERIENCE

BRAND 
EQUITY

Product

Key

Price 
Perception

✓ Awareness

✓ Salience

✓ Familiarity

✓ Quality

✓ Associations

✓ Preference



Brand Equity Drivers: Differences Between Winners & Losers

• Differentiated Products               

& Value Propositions

• Show Understanding of 

Desires, Lifestyles & Occasions

• Make Trustworthy Claims            

& Deliver Upon Them

• Offer Superior Value                              

(not cheap, but worth more)

Source: Analysis of BERA metrics;  Average Percentile Difference Between Matched Winners & Losers from Q1’2017 through Q4’2019

INNOVATIVE

UNIQUE

MEANINGFUL

INTELLIGENT

SINCERE

PRICING POWER

HONEST

COMPETENT (QUALITY)



PURCHASE 
OCCASIONS
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People
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With a name like

it has to be good.

“the perceived utility and 
desirability a brand name 

confers on a product”
- Dr. Lassar



Lifestyles Category Intent

People
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PURCHASE 
OCCASIONS

R = 0.92

The correlation between

Top of Mind Awareness

+

Unaided Awareness

relative to Trip Share

Source: Survey of N = 2415 Numerator Test Panelists 
across 8 categories combined with Trip Shares from 
Numerator OmniPanel.  Excludes Private Label brands.
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Lifestyles Category Intent
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Consecutive Repeat Rates

Winners       vs.        Losers

36%
19%

42%
25%

57%
32%

35%
28%

PURCHASE 
OCCASIONS



PURCHASE 
OCCASIONS
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“True loyalty is more than 
preference.  It’s when a 

brand defines the 
category”



PURCHASE 
OCCASIONS
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Distribution
PURCHASE 
OCCASIONS
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No Distribution
means

No Attraction



Distribution
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OCCASIONS

Lifestyles Category Intent

People

Cultural & 
Environmental 

Factors

Product

PRODUCT 
ATTRACTION

PRODUCT 
EXPERIENCE

BRAND 
EQUITY

Product

Key

Price 
Perception

Social 
Validation

#1 Way to Grow
r = 0.93
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Distribution
PURCHASE 
OCCASIONS
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Product Phenotype
Package Visible                   

Product Attributes               
That Shoppers Notice



Distribution
PURCHASE 
OCCASIONS

Lifestyles Category Intent
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Product
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MediaProduct
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Price 
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Social 
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Paid

Owned

Earned











Syndicated POS Data



Consumer-level Measurement of Trade Promotions--------------

Promotion Lift = Incremental Sales

right ?



47%                      13%% of 2019 
Marketing 
BudgetsTrade Ads*

Sources:

The Long-Term Impact of 

Promotion & Advertising;

Cadent Consulting Group           

2020 Marketing Spend Study

Ads* = Traditional Advertising





What kind of “Promotion” grows brands YoY?

VS.

r ≈ 0 r = 0.5

Trade Promotions Brand Advertising

𝓮 = 0 𝓮 = 0.3
Sources:  r-values from current research into 58-pairs of winning vs losing brands via Numerator OmniPanel, Ad Intel & Promo Intel;  Elasticities from meta-analysis of 3rd party studies & journal articles measuring long-term impacts

(-)
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&
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Media offers a back door 
to Social Validation



Distribution
PURCHASE 
OCCASIONS

Lifestyles Category Intent

People

Cultural & 
Environmental 

Factors

Product

PRODUCT 
ATTRACTION

PRODUCT 
EXPERIENCE

BRAND 
EQUITY

MediaProduct

Key

Price 
Perception

Social 
Validation



Distribution
PURCHASE 
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If you remember 
just one thing:

Winning Brands,
Win Occasions. 







Visit

for research updates & first access to the book



Joanna O’Connell
Vice President, Principal Analyst

Forrester

Moderated Interview

SUBMIT YOUR QUESTIONS VIA THE 
Q&A BOX

JOIN THE DEBATE ON SOCIAL:
#MarketingGrowthDebate



Marc Vermut
Vice President, Marketing Solutions

Neustar

Audience Q&A

SUBMIT YOUR QUESTIONS 
THROUGH THE Q&A BOX

ALL QUESITONS & RESPONSES 
WILL BE POSTED HERE:
mmaglobal.com/thegreatdebate


