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The Study
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30MM+
Brands ?
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58 Matched
Losing Brands

+1.5% Share




About the Data & Primary Sources

.a Advertisers' Media - - |- A7
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® Numerator ® Numerator ® Numerator Lit. Review
& OmniPanel & Ad Intel & Promotions Intel °
450k+ US panelists 22 media types 1,450+ retailers 4,000+ brands Peer-reviewed
empirical research
1 billion+ trips captured 810k+ unique ads /yr 1,100+ categories 200+ industry sectors from leading journals
44k+ retailers tracked 145M+ impressions /yr 200k+ circular ad Continuous, syndicated Case studies from
- All B&M + eCommerce blocks coded per week brand equity measures books & industry
S150B+ in US ad spend /yr publications

20k+ brands tracked

2 million+ trigger surveys

Every brand at every retailer with every ad and promotion



Today’s Paradigm

Sales Decomposition Tree

What are the consumer
dynamics driving total sales
for my brand?

How many households How much is each
are buying my brand? household buying?

Measure: Household Penetration ‘ Measure: Buying Rate

Source: CPGDATAINSIGHTS.com

Buyers

S per Buyer
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THERE ARE MﬂHE THAN TWO OPTIONS



Valid Approaches to Sales Decomposition

Which of these metrics best explain changes in
brand S sales & market share YoY?



Buyers vs. Trips vs. Units Sold

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

58 WINNING & LOSING BRAND PAIRS from 2016-2019

r-squared of % Change in Metric to % Change in Sales S Year-over-Year Month-over-Month

Trips (Purchase Occasions) 0.95
Units
Buyers

S per Buyer

S per Trip

S per Unit 0.01

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



BYRON SHARP CLAIMS:

To date, nobody has
seriously challenged
his findings.
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All animals are equal,
but some animals are
more equal than
others.

GEORGE ORWELL

George Orwe




CONSUMER
FARM X

All consumers are

equal, but some

Af\'li'l:; EONSUMERS consumers are more
equal than others.

EQUAL
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Re-creation of Byron Sharp’s ‘Growth via Light Buyers’

YoY Change in Buyers by # of Occasions (Trips)
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What is the S contribution of those light buyers?

YoY Change in Buyer Spend by # of Occasions (Trips)
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How did buyers in 2018 contribute to 2019 $ growth?

2018 Buyers by # of Occasions (Trips)
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Are light buyers equally important to win?

Proportion % of Spend S per Buyer S per Buyer
of Buyers in 2018 in 2018 in 2019
One-Time Buyers 0 0
0 2018 70% 35% $7.17 $3.05
Repeat Buyers 30% 65% $32.08 $20.28
in 2018 ° ° ' '

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

CAULIPY JWER



But how can we

know in advance 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

Proportion of Category Buyers % of Caulipower % of Caulipower
in 2017 Buyers in 2018 Spend in 2018
Heavy Category o o o
Buyers in 2017 33% 41% >2%
Light Category 339 219% 16%

Buyers in 2017

2.0X 3.3X

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

#1 BESTSELLER
THREE MILLION COPIES SOLD

GREAT

7\

LOWER COST SELECTION LOWER PRICES
S \ )
CUSTOMER
SELLERS EXPERIENCE

TRAFFIC
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Lifestyle Changes

-6mo +6Mmo

Index = Post X 100

Pre

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

Amazon
Spend Index
Pre-Post

Had/Expecting my first child
Stopped Dating someone

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 _



Lifestyles Category Intent
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Lifestyles Category Intent
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Future Occasions
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Lifestyles Category Intent
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Future Occasions
(Jobs to be Done )

Cultural &
Environmenta
Factors
O Frozen pizza Low  Full
Baking & Cooking
i O Almonds Low  Full
Snacks
Q Dried apricots Low  Full
Q Peanuts Low Full
Condiments
Key O Strawberry jam Low  Full
Uncategorized
@ reople
PY () Cookie butter Low  Full
Product
= 8 Ey
Shopping List Pantry List ToDo List Settings
Installs

5,000,000+
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Lifestyles Category Intent
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Lifestyles Category Intent
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Future Occasions
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POTENT BRAIN AND BODY FUEL

PURCHASE

Product OCCASIONS

Key
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Product
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Key Takeaw@y

Winning Brands/Win Occasions

That Grow Categories



Lifestyles Category Intent
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Lifestyles Category Intent

PRODUCT
ATTRACTION

>

Cultural &
Environmental
Factors

Will this get the job done?
OCCASIONS aka
Utility Satisficing
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Lifestyles Category Intent

PRODUCT
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PURCHASE
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Key
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Product
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.

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



Lifestyles Category Intent

PRODUCT
ATTRACTION
Cultural &
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Product
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Performance against
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Lifestyles Category Intent
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Brand Equity Drivers: Differences Between Winners & Losers

INNOVATIVE * Differentiated Products
& Value Propositions

MEANINGFUL

Show Understanding of
Desires, Lifestyles & Occasions

INTELLIGENT

SINCERE

* Make Trustworthy Claims
& Deliver Upon Them

COMPETENT (QUALITY) * 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 BERA



With a name like

PRODUCT
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Lifestyles Category Intent

PRODUCT
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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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Consecutive Repeat Rates

Winners VsS. Losers

36%
BEYOND Tofurky
MEAT  19% .
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Lifestyles Category Intent

PRODUCT
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Q& “True loyalty is more than
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Lifestyles Category Intent
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Lifestyles Category Intent
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Lifestyles Category Intent
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» Pl o) 216/300

Dove Real Beauty Sketches | You're more beautiful than you think (3mins)

69,234,452 views * Apr 14,2013

FREE!
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3660 Supermarket System Configuration—

Checkstands per 3663 3666 3663
controller Terminal Scanner Terminal
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Store
Consumer-level Measurement of Trade Promotions

T

_—

Promotion Lift = Incremental Sales

right ?

[ L ]
£ e
- - - g

Baseline Demand

- N



CHANGES IN CATEGORY MARKETING ACTIVITY

Frequency of Discounts Advertising
Percent Dollars (000)
40 500
m -

8

200
10 [
100 [
0 HHHHHHHHHH 0 HHHHHHHHHHHHHE
""""""""""" | a7l el Ao Mw el B NN 4 ¢ 5.0 50 0.58 .58 L L L e
1984 1985 1986 1987 1988 1989 1990 1991 1992 1984 1985 1986 1987 1988 1989 1990 1991 1992

% of 2019
47% Marketing 13%

Trade Budgets Ads™
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What kind of "Promotion” grows brands YoY?

Trade Promotions Brand Advertising

Buy two,
get one

5073

Glade air care in store*t
Excludes aerosols and solids.

Lower-priced item will be
50% oft. Quantities limited;

VS.

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 3" party studies & journal articles measuring long-term impacts
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Lifestyles Category Intent
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eople Try
s People Buy

The Reason
Are the Reas
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Thank you!

Visit

www.BrandGrowthFlywheel.com

for research updates & first access to the book
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Joanna O’Connell

Vice President, Principal Analyst
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JOIN THE DEBATE ON SOCIAL:

#MarketingGrowthDebate
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