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In most categories, direct brands are stealing share from incumbents...

More than 100 “bed-in-a-box” companies like Casper,
Leesa, and Purple doubled U.S. market share between
i 2016-2018, to about 10%, as leading incumbent
Tempur Sealy saw sales decline 4.6% in the first half of
2018 and the largest American retailer, Mattress Firm,
declared bankruptcy.
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Will Digital Commerce and Analytics

Be the Death of Traditional Brands?

INTRODUCTION

Digital commerce, enabled by digital analytics, has
created and satistied consumers’ insatiable desire
for immediate gratification. “Consumers today
want what they want when they want it and they
don’t expect to pay a premium to get it fast,” Mark
Mathews of the National Retail Federation told
conference attendees in January (Shearman and
Smith, 2018).

of this data bounty —perhaps because they are
merchants first and foremost, rather than experts
at digital analytics.

As if the digital challenge from Amazon wasn’t
enough, store retailers now have to contend with
Amazon on their home turf. The company acquired
Whole Foods in 2017 for $13.7 billion and launched
its analytics-driven Amazon Go stores in 2018
(Wingfield, 2018).

http://www.journalofadvertisingresearch.com/content/jadvertres/58/2/146.full.pdf
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Is Brand Loyalty Really in Decline?

IR: Solutions

Growth delivered.

A IRI has provided a 10  -year A NCS has provided a 5-year dataset
dataset of weekly purchase of weekly purchase (2015 I 2020)
(2010 T 2019) o Short Cycle: Cookies, Snacks &

o Short Cycle: Salty Snacks Candy
o Mid Cycle: Pasta Sauces o Mid Cycle: Shelf Stable
o Long Cycle: Deodorants o Long Cycle: Personal Care

o0 + Baby, Beauty, Beer Wine & Spirits,
Beverages, Deli, Frozen, Laundry,
Meat, Medicines, Paper, Pet
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Is Brand Loyalty Really in Decline?

IR Solutions

Growth delivered.

A Consecutive Purchases Annualized A Trial and Depth of Repeat
A Penetration Share A Penetration Share
A Brand Dollar Share A Brand Dollar Share
A Brand Buy Rate A Brand Buy Rate
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A Brand sales amount
Brand Buy Raté¢ BBR=— a
a Number of brand buyer
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Growth delivered. SOlut]OnS
Brand Market Share | Tier Market | Number of Brands Categories Number of Brands
Share - Analyzed
6

Top >=5% 50 %

Category
| Salty Snack |
| Salty Snack |

Middle 2-3% 17 %

[ Salty Snack =Tl <= 1% 339 169 Cookies, Snacks and Candy

Top >= 10% 65 % 4

Middle 37 % 24 % 5 Shelf Stable 4
Bottom <=1% 1% 37

Top >= 10% 56 % 4 FREONE CEIE 9
Middle 4-6 % 28 % 6 Additional Categories 31
Bottom <= 2% 16 % 164

All Dat a Deseasonalized
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Salty Snacks:
Consecutive Purchases

Brand Tiers

- 10 Top Tier Brands Consecutwe
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Penetration
Penetration

& Number of brand buyers
a Number of category buye

Top Tier Brands
Mid Tier Brands

A “““

02 ‘g2 1dy
0z ‘g uer
6T ‘LNON
6T ‘ST Bny
6T ‘2 el
6T ‘82 924
8T ‘9220
8T ‘g dog
8T ‘TZUNf
8T ‘62 12l
8T ‘b uer
LT 2T PO
FAR ALY
LT7L2 1dy
LT 2994
9T ‘DT AON
9T ‘8T Bny
9T ‘9z few
9T ‘£ 18
ST ‘0T 2°Q
ST LT deg
ST ‘szunf
ST ‘2 Ady
ST ‘g uer
¥T 9T 10
Rk rAls
T T Aoy
¥T°99°4
£T ‘YT AON
£T ‘22 Bny
£T ‘0g Aoy
ET LN
ZT ‘€T 290
2T ‘0z des
ZT ‘sz unr
ZT s 4dy
ZT‘ZTuer
110230
TT 82 Inr
TT's fep
TT0T 924
0T ‘BT AON
0T ‘9z Bny
0T ‘gunr
0T ‘TT 42l
60 LT 220
60 ‘pz dog

=27

Penetration Sharé¢ PSS
.00p

.00 p =70

-1.45e6 r»=.00 p =20

5.33e07 P
6.e10 P

VibeaMig, p e AR gy s A A AW AAALAMAR A MAASAAAMAMA ANy ARAMMAA Wt VR MM NN
b=
b =-

A ARAA NS e AR AT AP ARG AAPAINNNG T o e AN P e ANt Ao P r NN S P e PN g PN er g PP
b =-

£
2
B
©
a
£
3
w
=
g
o
i
2
b4
[

Source: IRI

the Advertising

= 8 8 3 g 8 3 8
c c o o o o o o
*Ays "uad ‘Bay *Ays "uad ‘Bay *AYs “uad ‘Bay

42 doy 4211 3IPPIN 43]] wozog

Penetration Share

Salty Snacks:

&




X
o
(o)
0 B
D m

Brand Dollar
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Salty Snacks:
Brand Dollar Share
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Brand Buy

§ Brand sales amount
a Number of brand buyer
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Salty Snacks:
Brand Buy Rate
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Salty Snacks:
Regression Coefficients

Top Tier Brands Consecutive Brand Brand Dollar Brand Buy
Purchase Penetration Share Rate
Share

-.006* -1.0e-4* -9.5e-5* -.02*
-.001 -1.3e-5* 3.5e-6* .10*
.000 -7.4e-6 -1.3e-5* -.03*
.000 1.6e-6 2.3e5* .36*
.004* 3.6e-5* 3.2e-5* .06*

Mid Tier Brands Consecutive Brand Brand Dollar Brand Buy
Purchase Penetration Share Rate
Share

-.012* -3.9e-6* 2.8e-6* A1

-004* -3.3e5* -2.3e-5* .01

-.004* -1.6e-5* -9.6e-6 .05*
-.002* -2.5e-5* -4.1e-6* 13*
-.001 1.2e-5* 7.8e-6* .03*
.002* 1l.1e-5* 2.4e-6* -.04*

Source: IRI * P< .05
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Cookies, Snacks and Candy:

Trial and Repeat
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A No perceptible decline in major brand trial and repeat rates

A Trial and repeat consistent with levels of consecutive purchase

Source: NCSolutions



Cookies, Snacks and Candy:
Trial and Repeat

A No perceptible
decline in any
major brand
trial and
repeat rates

A Trial and
Repeat
consistent
across brands

Source: NCSolutions



