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Is Brand Loyalty Really in Decline?

ÅIRI has provided a 10 -year 

dataset of weekly purchase 

(2010 ï2019)
o Short Cycle: Salty Snacks

o Mid Cycle: Pasta Sauces

o Long Cycle: Deodorants

ÅNCS has provided a 5-year dataset 

of weekly purchase (2015 ï2020)
o Short Cycle: Cookies, Snacks & 

Candy

o Mid Cycle: Shelf Stable

o Long Cycle: Personal Care

o + Baby, Beauty, Beer Wine & Spirits, 

Beverages, Deli, Frozen, Laundry, 

Meat, Medicines, Paper, Pet 



Is Brand Loyalty Really in Decline?

ÅConsecutive Purchases Annualized

ÅPenetration Share

ÅBrand Dollar Share

ÅBrand Buy Rate

ÅTrial and Depth of Repeat

ÅPenetration Share

ÅBrand Dollar Share

ÅBrand Buy Rate
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Categories Number of Brands 

Analyzed

Cookies, Snacks and Candy 6

Shelf Stable 4

Personal Care 9

Additional Categories 31

All Dat a Deseasonalized



Number of Unique 
Brands Purchased

Source: IRI DeodorantsSalty Snacks Pasta Sauces



Salty Snacks:
Consecutive Purchases

b = -.002, r2 = .18,p = .16

b = -2.9e-4, r2 = .05, p = .54

b = -.002,r2 = .56,p = .02

Source: IRI

Top Tier Brands Consecutive 

Purchase

Brand 

Penetration 

Share

Brand Dollar 

Share

Brand Buy 

Rate

A -.006* -4.4e-5* -9.5e-5* -.02*

B -.001 -1.3e-5* 3.5e-6* .10*

C .000 -7.4e-6 -1.3e-5* -.03*

D .000 1.6e-6 2.3e-5* .36*

E .004* 3.6e-5* 3.2e-5* .06*

Mid Tier Brands Consecutive 

Purchase

Brand 

Penetration 

Share

Brand Dollar 

Share

Brand Buy 

Rate

A -.012* -3.9e-6* 2.8e-6* .11*

B -004* -3.3e-5* 3.7e-6* .01

C -.004* -1.6e-5* -9.6e-6 .05*

D -.002* -2.5e-5* -4.1e-6* .13*

E -.001 1.2e-5* 7.8e-6* .03*

F .002* 1.1e-5* 2.4e-6* -.01*



Salty Snacks:
Penetration Share

Source: IRI

b = -1.45e-6 r2 = .00 p = .20

b = -5.33e-07 r2 = .00 p = .27

b = -6.e-10 r2 = .00 p = .70
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Top Tier Brands Brand 

Penetration 

Share

Brand Dollar 

Share

Brand Buy 

Rate

A -1.0e-4* -9.5e-5* -.02*

B -1.3e-5* 3.5e-6* .10*

C -7.4e-6 -1.3e-5* -.03*

D 1.6e-6 2.3e-5* .36*

E 3.6e-5* 3.2e-5* .06*

Mid Tier Brands Brand 

Penetration 

Share

Brand Dollar 

Share

Brand Buy 

Rate

A -3.9e-6* 2.8e-6* .11*

B -3.3e-5* 3.7e-6* .01

C -1.6e-5* -9.6e-6 .05*

D -2.5e-5* -4.1e-6* .13*

E 1.2e-5* 7.8e-6* .03*

F 1.1e-5* 2.4e-6* -.01*



Salty Snacks:
Brand Dollar Share

Source: IRI  

b = -6.70e-7 r2 = .00 p = .33

b = 4.91e-07 r2 = .00 p = .16

b = -1.0e-9 r2 = .00 p = .93

( )
Brand sales amount

Brand Dollar Share BDS
Category sales amount

=
ä
ä

Top Tier Brands Brand Dollar 

Share

Brand Buy 

Rate

A -9.5e-5* -.02*

B 3.5e-6* .10*

C -1.3e-5* -.03*

D 2.3e-5* .36*

E 3.2e-5* .06*

Mid Tier Brands Brand Dollar 

Share

Brand Buy 

Rate

A 2.8e-6* .11*

B -2.3e-5* .01

C -9.6e-6 .05*

D -4.1e-6* .13*

E 7.8e-6* .03*

F 2.4e-6* -.04*



 
 

Salty Snacks:
Brand Buy Rate

Source: IRI

b = 6.29e-3 r2 = .02 p = .00

b = 4.05e-3 r2 = .01 p = .01

b = 4.62e-3 r2 = .02 p = .01

( )
Brand sales amount

Brand Buy Rate BBR
Number of brand buyers

=
ä
ä

Top Tier Brands Brand Buy 

Rate

A -.02*

B .10*

C -.03*

D .36*

E .06*

Mid Tier Brands Brand Buy 

Rate

A .11*

B .01

C .05*

D .13*

E .03*

F -.04*



Salty Snacks:
Regression Coefficients

Top Tier Brands Consecutive 

Purchase

Brand 

Penetration 

Share

Brand Dollar 

Share

Brand Buy 

Rate

A -.006* -1.0e-4* -9.5e-5* -.02*

B -.001 -1.3e-5* 3.5e-6* .10*

C .000 -7.4e-6 -1.3e-5* -.03*

D .000 1.6e-6 2.3e-5* .36*

E .004* 3.6e-5* 3.2e-5* .06*

Source: IRI

Mid Tier Brands Consecutive 

Purchase

Brand 

Penetration 

Share

Brand Dollar 

Share

Brand Buy 

Rate

A -.012* -3.9e-6* 2.8e-6* .11*

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

C -.004* -1.6e-5* -9.6e-6 .05*

D -.002* -2.5e-5* -4.1e-6* .13*

E -.001 1.2e-5* 7.8e-6* .03*

F .002* 1.1e-5* 2.4e-6* -.04*

* P < .05



Cookies, Snacks and Candy:
Trial and Repeat 

b = -1.40e-6, r2 = .03, p = .00

ÅNo perceptible decline in major brand trial and repeat rates

ÅTrial and repeat consistent with levels of consecutive purchase

Source: NCSolutions



Cookies, Snacks and Candy:
Trial and Repeat 

ÅNo perceptible 

decline in any 

major brand 

trial and 

repeat rates

ÅTrial and 

Repeat 

consistent 

across brands

Source: NCSolutions


