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Covid-19 has substantially affected shopping behavior 
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●  Fewer trips, larger baskets  
●  Grocery, Club, & eComm 
●  Dramatic increase in HH Pen across most 

FMCG major categories  
●  Increased trial of new categories, brands, 

retailers etc. 

 

Among the Top 100 Majorcats, 
Median HH Pen Impact 

+4.7ppts 
during Mar ‘20 relative to pre-

Covid baseline  
 



Business Questions 
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1.  Which categories/brands/retailers were most affected by Covid-19? 
2.  Did Covid-19 lead to increase trial for relevant categories and brands? 
3.  If there was increased trial, what has happened since initial trial? Did 

shoppers repeat purchases?  



Benchmarking the Pandemic 
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●  Monthly purchase metrics (a la 
“Trended Metrics Scorecard”)   

●  Prophet time series model  
○  Trained on: 2017-2019  
○  Holdout: 2020 

●  Rank categories by MSE to assess 
how affected each major category 

Scope 

●  Top 100 majorcats & parentbrands 
●  Top 50 retailers & banners 
●  Top 20 channels 
●  5 purchase metrics:  

○  HH Pen, Purchase Freq, Spend per Trip, Proj 
Sales, Proj Trips 

●  Brick & Mortar and Mini America 



Trajectory of Category Effects 
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●  Each category has followed a 
different trajectory during the 
pandemic 

●  Many categories saw a large 
increase initially 
○  Remains High: Hand Soaps & Sanitizers 
○  Back to Normal: Dish Detergent 

●  Likewise, many categories saw a 
large drop initially 
○  Back to Normal: Eye Makeup 
○  Remains Low: Greeting Cards 

  

Closer to 
historical norms 
by summer 

Significant 
Disruption in March 



Pre/Trial/Post Methodology 
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●  Trigger purchase (first purchase in 12mo, occurs during trigger window) 
●  Rolling 28 day trigger window at biweekly interval 
●  Aggregate panelist metrics by trigger window - identify trends over time 
●  Benchmark with 2019 trigger purchases 

2019 2020 

Trigger Purchase 

Trigger Window - 28 Days 

12m Pre 1m Trial 3m Post 

Panelist Total Analysis Window, Time-Aligned 

0 Purchases of Trigger Product in Pre 



Pre/Trial/Post Methodology Cont. 
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●  Online Trialers: bought cat for the first time online (may buy FMCG prior 12mo) 
●  Brand Trialers: bought brand for the first time anywhere 
●  12 Majorcats, 41 Parentbrands + Private Label 
●  Flexible input: any other trigger combination you can think of 
●  Flexible output: User level -> group by demos/psychs/people group etc. 



Final Outputs – Interactive Mode Report 
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The End? 
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APPENDIX 
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Mode Report Continued 
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Retailers 
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Parentbrands 
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