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About the Study
For every brand, there are just two factors that ultimately 
determine volume: purchase frequency (or number of 
trips) and average purchase size (or volume per trip). This 
study, Exploring the Frequency Factor: How Frequency 
Drives Volume for Major BrandsTM, was developed to 
provide new insight into a fundamental marketing 
question: Which of these two factors contributes most 
to the success of leading brands? This report is part of a 
series of milestone studies on U.S. shopper purchasing 
behavior conducted by Catalina, in cooperation with 
the CMO Council. Our studies are designed to test the 
assumptions of CPG brand and retail marketers and assist 
in developing new strategies and approaches for growing 
brand value and volume based on the realities of today’s 
consumer. 

This new study, based an analysis of household-level 
purchasing behavior, demonstrates the power and 
dominance of purchase frequency as the leading dynamic 
behind brand volume and revenue. Our findings show 
that for the average brand, the number of discrete 
purchases made by brand buyers is 2.4 times more 
important than size of purchase in separating high- 
volume consumers from average consumers. The insights 
in our study have major implications for brand managers. 
Frequency can be a powerful lever to drive revenues and 
profitability. For some brands, adding just one additional 
purchase a year can lift volume per buyer by as much as 
50 percent or more among average consumers and by 30 
percent or more among high-volume consumers. These 
findings are especially meaningful today, in an era when 
marketers have the ability to deeply understand the 
Frequency Factor of their own brands and the capacity 
to use precision analytics and addressable media to 
target the right consumer at the right time with the right 
message or offer to increase brand consumption and 
reduce the time between purchases. (See What’s Your 
Frequency? on page 3) 

Frequency Factor, like other Catalina studies, is unique 
in the breadth and depth of consumer data used in 
developing our insights. The findings are based on the 
individual buying patterns of 1.9 million consumers across 
302 top brands and 61 major U.S. grocery, drug and mass 
merchant retail chains during a 12-month period ending 
September 5, 2010. The brands studied represented the 
top two sellers in each of 151 standard CPG categories as 
defined by Information Resources Incorporated. The 302 
brands were further categorized into 19 major product 
groupings for additional analysis (See pages 16 and 17). All 

STUDY HIGHLIGHTS

Super-sizing volume per purchase has long been 
a tried and true marketing strategy for leading 
consumer brands. However, there is another, much 
more powerful determinant of brand volume, the 
Frequency Factor.

For the average brand, frequency contributes 2.4 
times as much as volume per purchase in separating 
high-volume Pivotal Point Consumers from average 
brand buyers. 

Frequency is a bigger contributor than purchase size 
for 87 percent of the 302 brands and in all of 19 
product groups analyzed for this study. 

Frequency is also the most powerful determinant 
of high volume consumers for retailers. Among 56 
major grocery chains tracked in this study, frequency 
of trips contributed 1.5 times more than basket size 
in differentiating Pivotal Point Consumers from 
average brand buyers. 

Improving frequency has a powerful impact on 
brand volume and revenues. For 10 brands sampled 
in this study, creating one incremental brand trip per 
year would increase volume among their average 
consumers by between 18 and 47 percent. 

For the average CPG brand, it has been 20 weeks 
since the last purchase among average consumers 
and 15 weeks for Pivotal Point Consumers. 

Precision marketing programs that track consumer 
purchase cycles and promote frequency are 
delivering substantial ROI results for major brands. 

Catalina is working with leading CPG manufacturers 
and retailers to analyze and increase purchase 
frequency through addressable advertising and 
offers on its network. 

consumer purchase data came from consistent shoppers 
who shopped at least twice in every eight-week period 
during the 52 weeks analyzed.

High-volume consumers, or as we will sometimes refer to 
them, “Pivotal Point Consumers”, were defined as those 
brand buyers who in aggregate made up 80 percent of 
the volume of each brand’s sales. An earlier study by 
Catalina’s Pointer Media Network, called “Discovering the 
Pivotal Point Consumer”, proved that only 2.5 percent 
of shoppers make up 80 percent of the volume of the 
average CPG brand. (See Revisiting the Pivotal Point 
Consumer on page 4.)
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INTRODUCTION

We’ve all experienced it, the super-sizing of American products and brands. From fast 
food restaurants and convenience store soda fountains to mass merchant warehouses 
and the freezer sections of our favorite grocery stores – we’ve been Super-Sized, Big 
Gulped, Big Boxed and Hungry-Manned into buying more of the things we like. 

As a consumer marketing strategy, larger portions, bigger packages, discounts and retail 
incentives to increase size of purchase have been an effective and proven approach to 
increasing overall brand volume and sales. These tactics have had the added advantage 
of being relatively easy to measure for a brand manager who wants to understand the 
impact of individual promotions and campaigns on overall sales. 

Frequency vs. Super-Size  
Understanding the Frequency Factor

What’s Your  
Frequency Factor?
What does frequency 
contribute to the success of 
your brands? While this study 
offers many insights into the 
Frequency Factor of leading 
CPG brands, all brand names 
have been omitted. However, 
CPG manufacturers and 
retailers can obtain detailed 
information about purchase 
frequency and volume per 
purchase for their specific 
brands at no charge by 
contacting Catalina.  
For more information, call  
1-877-210-1917

Pivotal Point Consumer makes  

101% more trips
Pivotal Point Consumer purchases 

42% more per trip

FREQUENCY VERSUS SUPER-SIZE 
Impact of Frequency and Purchase Size for the average brand

For the average brand, frequency of 
purchase is 2.4 times more important 
than purchase size in explaining the 
difference between Pivotal Point 
Consumers and average consumers.

2.4X
101% MORE TRIPS

=
 42%  MORE PURCHASE  
          PER TRIP

CHART 1
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Some wonder, however, if larger portions and bigger packages are running out of steam 
as an effective strategy. U.S. consumer trends toward healthier eating and more enviro-
conscious purchasing behavior may run counter to super-sizing as a brand strategy. In 
fact, leading consumer brands are already responding to these trends. McDonald’s, for 
example, has discontinued its “Super-Size” meals and is now selling a bun-less Big Mac 
Snack Wrap with more than 60 percent fewer calories than the original Big Mac, and 
other fast-food restaurants are offering their own downsized, lower-calorie versions of 
popular items. 

But even if super-sizing the purchase remains a significant consumer marketing strategy, 
there is still a more powerful lever for increasing brand volume. It’s the Frequency Factor. 

As this study emphatically demonstrates, purchase frequency almost always trumps 
size of purchase per trip in driving overall brand volume. To come to this conclusion, 
Catalina has tracked the purchasing of nearly 2 million consumers and measured the 
contributions of purchase size and frequency on sales volume for the two top-selling 
brands in 151 different standard product categories. Our discovery: for the average 
brand, frequency is 2.4 times more important than purchase size in determining a 
brand’s highest volume consumers. 

Our findings are based on a year-long comparison of purchasing volume between two 
groups – average buyers and high-volume consumers of the brand. High volume buyers 
are defined as shoppers who in aggregate comprise 80 percent of the volume for each 
brand. The study analyzes the relative impact of volume per purchase and frequency of 
purchase in determining the difference between average buyers and high volume buyers, 
who we call “Pivotal Point Consumers” (See Revisiting the Pivotal Point Consumer on 
page 4). 

The impact of frequency versus purchase size varies by brand and category, but 
frequency’s power in influencing brand volume is pervasive. Overall volume was 
impacted more by purchase size than frequency in just four of the 151 categories 
analyzed. We further divided brands into 19 major product groupings, and found that 
frequency out-performed purchase size in every group. (See pages 16 and 17) 

Our overall findings were validated by a separate analysis using the Nielsen Homescan 
Consumer Panel. Using the Nielsen data, we crosschecked ten brands tracked in our study 
in five IRI product categories (bath tissue, diapers, shampoo, frozen premium meals and 
shredded regular cheese). As with our research, Nielsen data showed that frequency was 
a stronger determinant of overall volume across all brands. 

There are good reasons to target frequency. More frequent purchases may play a 
significant role in improving brand affinity and instilling greater loyalty. Frequency, 
for example, is a significant factor in establishing deep and lasting relations between 
people. Psychologists call this phenomenon the “propinquity effect” – the tendency for 
people to form friendships or romantic relationships with those whom they encounter 
most often. 

Revisiting the Pivotal 
Point Consumer
The Pivotal Point Consumer is 
someone every brand manager 
should get to know.

Catalina first introduced this 
high-volume brand buyer to 
CPG marketing lexicon in a 
study released in late 2008. 
The study, entitled “Discovering 
the Pivotal Point Consumer,” 
found that for the average 
CPG brand only 2.5 percent 
of shoppers account for 80 
percent of purchase volume. 
The study dubbed this small 
subset of higher volume buyers 

“Pivotal Point Consumers” 
because they are critical to 
sustaining and building brand 
volume. The number of these 
consumers varies by brand. Yet 
across 1,364 brands analyzed, 
only 25 had a Pivotal Point 
Consumer base of more than 
10 percent of shoppers. 

In our new Frequency Factor 
study, we revisit the Pivotal 
Point Consumer, to determine 
the relative importance of 
frequency of purchase versus 
average size of purchase in 
differentiating high volume 
brand buyers from average 
brand consumers.
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What Drives Volume?

Volume = Trips X Volume per trip

Average 
Consumer

Trips

Average 
Consumer

Pivotal Point 
Consumer

Volume 
per trip

Pivotal Point 
Consumer

UNDERSTANDING THE PIVOTAL POINT CONSUMER 
Impact of Frequency and Purchase Size for the Average Brand  
(See sidebar at left for explanation)
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NOTE: For the average brand, the Pivotal 
Point Consumer purchases 279% more of 
the brand than the average consumer. The 
great majority of this difference can be 
attributed to higher purchase frequency. 
While volume per purchase is only 42% 
higher, Pivotal Point Consumers purchase 
twice as often as average consumers.   

Drivers of Volume
Based on laundry detergent brand

Frequency vs. Purchase Size
Based on laundry detergent brand

Trips Volume per tripX

4.3

17%

111.3

+64%
+17%

2.6

64%

95.1

3.8X

Index = ∆ Trips / ∆ Volume per trip

Understanding 
Our Math
The math behind our 
comparison of frequency 
vs. purchase size is best 
understood by examining  
a single brand. For example, 
the graphics on this page 
provide an analysis of a leading 
laundry detergent. During the 
year- long study period, the 
Pivotal Point Consumer for  
this brand purchased 91 
percent more detergent than 
the average consumer (477 
ounces versus 250 ounces).

Volume is defined as the 
number of trips x volume 
per trip. The Pivotal Point 
Consumer made 64 percent 
more trips (4.3 trips versus  
2.6 trips). In addition, the 
Pivotal Point Consumer 
purchased an average of 17 
percent more detergent per  
trip (111 ounces versus  
95 ounces).  

The percent difference in 
trips (or frequency) between 
Pivotal Point and average 
consumers is 3.8 times greater 
than the percent difference 
for volume per trip. In other 
words, frequency is 3.8 times 
more important than volume 
per trip in determining the 
difference between Pivotal 
Point Consumers and  
average consumers.

CHART 2
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FREQUENCY VS. PURCHASE SIZE – BRAND COMPARISONS
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Bath Tissue 

Frozen Dinner Brand 

Refrigerated Orange Juice Brand  

Low Calorie Cola  

25%

38%

14%

58%

71%

116%

125%

171%

2.8X

3.0X

9.0X

2.9X

Index = ∆ Trips / ∆ Volume per trip

The four charts above demonstrate the relative importance of frequency of trips 
versus average purchase size per trip in defining the difference between high volume 
Pivotal Point Consumers and average consumers for leading brands in four product 
categories. For example, Pivotal Point Consumers purchase 114% more of a leading 
bath tissue brand than average consumers. That difference is the result of 71% more 
trips and 25% more volume per trip. Frequency of trips is 2.8 times more important 
than volume per trip in defining the difference between Pivotal Point Consumers and 
average consumers.

CHART 3
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THE PURCHASE CYCLE
Weeks Since They Last Bought the Brand 
in Each Category Group*

Even for a brand’s best consumers,  
it can be months between purchases. 
For the average brand in this study,  
it has been 15 weeks since the 
Pivotal Point Consumer last bought 
the brand.

Average 
Consumer

Pivotal Point 
Consumer

w
ee

ks Baking

Health Care

Candy

Home Care 

Personal Care

Durable Goods 

Frozen

Shelf Stable

Baby 

Paper 

Alcohol 

Snacks 

Refrigerated 

Beverage 

Dairy 

Cigarettes

Pet 

Bakery 

Produce 

Overall Average

CHART 4

UNDERSTANDING THE VALUE OF FREQUENCY

Do you know how long it’s been since your average consumer or even your high-volume 
consumer last purchased your brand? There’s a good chance it’s been longer than you 
think. For the average brand in this study, it has been more than 20 weeks since its average 
consumer bought the brand. For high volume Pivotal Point Consumers, it has been 15 
weeks. Shortening these purchase cycles can have a profound impact on brand volume. 

Consider the incredible impact of adding just one additional purchase during a 12-month 
period for several leading brands (See Charts 8A, 8B, 8C & 8D on pages 13 and 14). In the 
case of one top value-priced laundry detergent, adding a single extra purchase during 
the 12-month study period would have increased volume for its average consumers by 43 
percent and for its Pivotal Point Consumers by 27 percent. For a top refrigerated orange 
juice brand, purchase volume among average consumers would have increased by 23 

Frequency Makes the 
Heart Grow Fonder
Frequency – not absence – 
makes the heart grow fonder.  
Brand managers may want to 
take a tip from psychologists 
who say that frequency is a 
significant factor in building 
interpersonal relationships. 
Psychologists call this 
phenomenon the “propinquity 
effect” – the tendency for 
people to form friendships or 
romantic relationships with 
those whom they encounter 
most often. The more we meet 
and interact with people, the 
more likely we are to become 
friends with them.  As we 
spend more time with them, 
we become familiar and find 
things we like about them.  

percent and for Pivotal Point 
Consumers by 10 percent. Even 
for a leading low calorie cola 
brand, which has very high 
consumer purchase frequency, 
sales volume would have 
increased by 18 percent with 
one additional purchase each 
year by average consumers. 

*See p.16-17 for category descriptions.
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COMMON GROUND FOR RETAILERS AND MANUFACTURERS

Frequency is an important common cause for CPG manufacturers and their retail 
partners. For both industries, frequency of trips is the dominant factor that defines 
their high-volume customers. Cooperative programs that increase trip frequency can 
bring mutual benefit to both sides. 

Catalina analyzed purchasing across 56 major U.S. grocery retail chains. We discovered 
that, on a weighted average across all stores, the Frequency Factor was 1.5 times more 
important than volume per trip in determining the difference between average buyers 
and high-volume Pivotal Point Consumers who in aggregate make up 80 percent of 
each retailer’s sales.

FREQUENCY VERSUS PURCHASE SIZE
Impact of Frequency and Purchase Size for the Average Retailer

Average 
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Consumer

Pivotal Point 
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Pivotal Point 
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0
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+19%
70.1
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Trips Volume 
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For the average grocery store chain, 
the Pivotal Point Consumer spends 
52% more per year than the average 
consumer. The majority of this 
difference can be attributed to 29% 
more trips by Pivotal Point Consumers.  
Frequency of trips is 1.5 times as 
important as volume per trip in defining 
the difference in overall volume 
between Pivotal Point Consumers and 
average consumers.

Frequency vs. Purchase Size

19%
29%

1.5X

$

Index   

CHART 5
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A comparison of two of America’s major grocery chains highlights the importance of 
frequency. (See Charts 7A and 7B on pages 10 and 11). In the case of Grocery Chain 
#1, the retailer’s high volume Pivotal Point Consumers purchased 57.3 percent more 
than average consumers over the year-long study period ($4,007 versus $2,548). The 
great majority of this difference can be attributed to higher purchase frequency. While 
volume per purchase was 16.3 percent higher than the average among Pivotal Point 
Consumers of this grocery chain, frequency of trips was 35.3 percent higher. In other 
words, frequency was 2.2 times more important than size of purchase in determining 
the difference between high-volume and average consumers.

THE FREQUENCY FACTOR FOR RETAILERS
Impact of Frequency and Purchase Size for the Average Retailer

For the average grocery store chain, 
the Pivotal Point Consumer spends 
52% more per year than the average 
consumer. The majority of this 
difference can be attributed to 29% 
more trips by Pivotal Point Consumers.  
Frequency of trips is 1.5 times as 
important as volume per trip in defining 
the difference in overall volume 
between Pivotal Point Consumers and 
average consumers.

$

Pivotal Point Consumer makes  

29% more trips
Pivotal Point Consumer spends 

19% more per trip

1.5X

29% MORE TRIPS

=
19%  MORE VOLUME  
         PER TRIP

CHART 6

For Grocery Chain #2, Pivotal Point Consumers purchased 57.0 percent more groceries 
than the average consumer ($3,767 versus $2,400). Purchase size per trip among these 
Pivotal Point Consumers was 21.6 percent higher than the average, while the number 
of trips was 29.1 percent higher.
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Frequency vs. Purchase Size

Trips

Spend per year Index 
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The average Pivotal Point Consumer spends $4,007 a year with this leading grocery 
store chain, or 57 percent more than the average consumer. That higher spend is the 
result of 35 percent more trips per year and a 16 percent larger average spend per 
trip. Increased trips are 2.2 times as important as spend per trip in determining the 
difference between Pivotal Point Consumers and average consumers.

Two Blind Studies
COMPARING TWO MAJOR GROCERY CHAINSCHART 7A

Grocery Chain One
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The average Pivotal Point Consumer spends $3,767 a year with this leading grocery 
store chain, or 57 percent more than the average consumer. That higher spend is the 
result of 29 percent more trips per year and a 22 percent larger average spend per 
trip. Increased trips are 1.3 times as important as spend per trip in determining the 
difference between Pivotal Point Consumers and average consumers.

Two Blind Studies
COMPARING TWO MAJOR GROCERY CHAINS

Grocery Chain Two

CHART 7B
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These findings demonstrate that building frequency should be a mutual cause and area 
of ongoing cooperation between retailers and CPG manufacturers. Retailers benefit 
significantly from brands that drive increased frequency. Campaigns and programs that 
join retailers and major CPG manufacturers in efforts to drive new trips represent a 
major opportunity for both parties. 

MOVING THE NEEDLE ON FREQUENCY

Increasing frequency by just one brand purchase in a 12-month period will have a 
profound impact on volume for both average and high-volume Pivotal Point Consumers. 
Frequency clearly represents a powerful lever for marketers seeking to increase brand 
revenues. It is being targeted in many industries with dramatic success. 

In travel and hospitality, frequent flyer and frequent stay rewards are a bedrock strategy 
for creating and capturing high-volume customers. Airline frequent flyer programs 
enroll more than 275 million members worldwide1, and three-quarters of all U.S. grocery 
retailers with 50 or more stores now offer a frequent shopper programs2. Some 40 
percent of all Visa and MasterCard issuers also operate rewards programs3. 

In e-commerce, Amazon promotes frequency through a variety of effective initiatives. Its 
web site automatically serves up customer recommendations on books, CDs, DVDs and 
other products based on a customer’s purchases. Its Amazon Prime program provides 
customers with unlimited 2-day shipping for a flat-rate of $79 per year, encouraging them 
to make all of their purchases with Amazon. Recently, the company has been piloting a 
program aimed at its most frequent book buyers. The program, analogous to giving away 
a free razor to sell razor blades, offers a free Kindle to high volume book buyers. 

For CPG marketers, however, a lack of insight into the consumer purchasing cycle has 
been a significant roadblock to targeting frequency. The challenge is made all the 
more difficult because manufacturers also have lacked an addressable media capable 
of targeting the right consumers with the right message or offer at the right time to 
increase purchase rates. 

Mass media and demographically targeted advertising, or even generalized coupon 
incentives, do not ensure that you are reaching the right consumers at the right time in 
the purchase cycle. CPG loyalty programs require significant consumer action to build 
membership and still fail to provide much insight into purchase behavior. 

Many major CPG brands, however, are now developing innovative campaigns that target 
specific brand buyers in order to increase consumption, regimen and purchase frequency. 
Using specific data about individual consumer purchasing, coupled with the ability to 
automatically reach those consumers with an effective message or incentive, they are 
moving the needle on frequency.

Catalina is working with many leading brands to achieve volume and frequency gains 
by targeting specific brand buyers at the right time in the purchase cycle. For a leading 
dental hygiene brand, for example, Catalina identified light and medium buyers and 
targeted them with print ads at point-of-sale communicating the benefits of consistent 
usage and/or replace of the brand’s products. Analysis of household purchasing three 
purchase cycles after the ads were delivered showed that this campaign had compressed 
the purchase cycle up to 50 percent.

1. 2009 Colloquy Loyalty Marketing Census Report 
2. Food Marketing Institute, 2009 
3. Cardweb.com, 2009
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THE IMPACT OF INCREASING FREQUENCY
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CHART 8A

CHART 8B

The charts on this page and page 14 demonstrate the tremendous power of frequency on 
volume for four major brands.  For each brand, these charts show the impact of adding a 
single additional trip to the frequency factor of average consumers and high volume Pivotal 
Point consumers.  An extra trip by average consumers for a major laundry detergent brand, 
for example, would increase volume by 43 percent for those consumers.  For a leading 
refrigerated orange juice brand, an extra trip each year would increase volume for average 
consumers by 23 percent.
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THE IMPACT OF INCREASING FREQUENCYCHART 8C
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Conclusion A deep dive into consumer shopping behavior data has demonstrated conclusively the 
dominant role of frequency in determining the success of major brands. While this 
study does not provide the names of the brands we researched, brand managers can 
gain specific information for their own brands by contacting Catalina (See What’s Your 
Frequency Factor? on page 3). 

Improvements in precision marketing are now making it possible, and perhaps essential, 
that marketers look closely at their strategies and campaigns through the prism of 
frequency. Both CPG manufacturers and retailers need to take specific action to increase 
frequency and thereby maximize the volume and value of their customers. To do so, they 
should consider programs that more deeply understand shopping behavior and reach 
the right consumers with meaningful and relevant advertising, messaging, incentives 
and rewards in order to prompt new purchases. These programs have proven successful 
across many industries and, for the first time, the tools to make them successful for CPG 
brands are available. 

Catalina Marketing
200 Carillon Parkway
St. Petersburg, FL 33716

catalinamarketing.com

ABOUT CATALINA MARKETING CORPORATION

Catalina is committed to helping manufacturer and retail brands deliver unprecedented performance. 
With proprietary and integrated in- and out-of-store marketing platforms, Catalina enables brand 
stewards to deliver the right message to the right audience in the right environment.  Catalina leverages 
the world’s largest, transaction-level, shopper-data warehouse to develop, deliver, and measure shopper 
and patient-driven engagements with approximately 90M households and 130M patients annually. 
Media distribution channels include 50,000 food, drug and mass locations worldwide, including 18,000 
US pharmacies. Catalina is based in St. Petersburg, Florida, with operations in the US, Europe and Japan. 
Please visit www.catalinamarketing.com to learn more.

ABOUT THE CMO COUNCIL

The Chief Marketing Officer (CMO) Council is dedicated to high-level knowledge exchange, thought 
leadership and personal relationship building among senior corporate marketing leaders and brand 
decision-makers across a wide-range of global industries. The CMO Council’s 6,000 members control more 
than $200 billion in aggregated annual marketing expenditures and run complex, distributed marketing 
and sales operations worldwide. In total, the CMO Council and its strategic interest communities include 
over 12,000 global executives across 100 countries in multiple industries, segments and markets. Regional 
chapters and advisory boards are active in the Americas, Europe, Asia Pacific, Middle East and Africa. The 
Council’s strategic interest groups include the Coalition to leverage and Optimize Sales Effectiveness 
(ClOSE), Marketing Supply Chain Institute, Customer Experience Board, loyaltyleaders.org, Online 
Marketing Performance Institute, and the Forum to Advance the Mobile Experience (FAME). www.
cmocouncil.org.

Copyright and Trademarks: This Study is copyrighted by Catalina Marketing Corporation, August, 2010. All registered trademarks and any other products used in this Study, whether marked as trademarks or not 
marked, are the trademarks of their respective holders. Use of a trademarked name should not be construed as contesting such trademark. Catalina Marketing claims no ownership in, nor any affiliation with, 
any third-party trademarks appearing in this Study. Such third-party trademarks are used only to identify the companies, products and services of their respective owners, and no sponsorship or endorsement on 
the part of Catalina Marketing should be inferred from the use of these marks.
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Category 
Group

Category Description

ALCOHOL MALTED BEVERAGE - ALCOHOLIC

WINE - TABLE & BOX

WINE - PREMIUM & IMPORTS

BABY BABY FORMULA

BABY FOOD - JAR

DISPOSABLE BABY DIAPERS

BABY WIPES

BAKERY BREAD - FRESH

BAKERY GOODS

TORTILLAS - FRESH

BAKING MIXES - CAKE/CUPCAK/PIE- BAKE

MIXES - BROWNIE/COOKIE/BAR

MIXES - PANCAKE/FRCH TST/WFL

BAKING CHOCOLATE/BITS/COCOA

SALT - REGULAR & SEASONED

OIL - COOKING & SALAD

SUGAR - GRANULATED

BEVERAGE ENERGY DRINKS

COFFEE - REGULAR

COFFEE - PREMIUM/FLAVORED

SPORT DRINKS INCL. SINGLE SERV

JUICE DRINKS - S/S BLNDS/CCKTL

JUICE - S/S SNGL SRV <=12OZ/UN

TEA - READY TO SERVE S/S

SOFT DRINKS - COLA REGULAR

WATER-BOTTL SINGL SERV/MULTIPK

SOFT DRINKS - COLA LO CAL

SOFT DRINKS - LEMON/LIME

SOFT DRINKS - CITRUS

SFT DRK-PEPPER/CHRY CK, INC DT

WATER-FLVR/ENHCD/FTNS,NON CARB

CANDY CANDY-ALL OTHER NON CHOCOLATE

CANDY-CHOC BARS & SINGLES

CANDY-CHOC MULTIPACK/GIANT BAR

Category 
Group

Category Description

GUM - SUGARLESS

CIGARETTES CIGARETTES

DAIRY CHEESE - NATURAL CHUNK

CHEESE-PROCESSED SLICES, REG

CHEESE-SHREDDED, REGULAR

YOGURT - REFRIG. FRUIT ON BTTM

YOGURT - REFRIG. SUGAR BLENDED

YOGURT - REFRIG LIGHT/LOW CARB

YOGURT - REFRIG. CHILDREN'S

YOGURT - RFG - ADULT DRINKABLE

BUTTER

MARGARINE-PREMIUM/HEALTH

MARGARINE - BUTTER TASTE

MARGARINE - VALUE PRICED

MARGARINE - CHLSTRL REDUCERS

REFRIG. COOKIE/BRCK BROWNE DGH

MILK, FLUID - NON-FLAVORED

EGGS

DURABLE LIGHT BULBS/NIGHT LIGHTS

GOODS BATTERIES - DRY CELL

MAGAZINES

GREETING CARDS - SINGLE

FROZEN FROZEN DINNER BREAD & ROLLS

FROZEN CHICKEN-PREPRD BONELESS

FROZEN POTATOES - FRIED

FROZEN PIZZA PREM (RND)

FROZEN/REFRG POCKET SANDWICHES

FROZEN DNR/ENTR FAMILY ECONOMY

FROZEN DNR/ENTR NUTRITIONAL

FROZEN PREMIUM MEALS/SANDWICH

FRZN VEG-BAG

FROZEN WAFFLES

ICE CREAM REGULAR & PREMIUM

ICE CREAM SUPER-PREMIUM

HEALTH CARE MOUTHWASH

TOOTHPASTE

TOOTHBRUSHES

PRODUCT BRAND GROUPINGS

This table describes all of the 151 IRI product categories analyzed in the Frequency 
Factor study separated into 19 groups we used for further analysis. The top two 
brands in each IRI category were analyzed.
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Category 
Group

Category Description

HEALTH CARE DENTURE ADHESIVES

(cont.) DENTURE CLEANSERS

ANALGESICS - INTERNAL

CGH & CLD RMDS-NO DRPS - ADULT

ALLERGY/SINUS REMEDIES

COUGH/SORE THROAT DROPS/LOZNGS

ANTACIDS

HOME CARE CLEANERS - ALL PURPOSE

CLEANERS - BATHROOM

CLEANERS - WINDOW & GLASS

CLEANERS - DISINFECTANTS

AIR FRESHENR-CONTINUOUS ACTION

BLEACH-CHLORINE

FABRIC SOFTENERS - LIQUID

FABRIC SOFTENERS - SHEETS

ALUMINUM FOIL

PLASTIC REFUSE BAGS

PLASTIC FOOD STORAGE BAGS

DISHWASHING LIQUID

DISHWSHR DETRGNTS(LQD & PWDR)

LAUNDRY DETERGENT PREM PRICE

LAUNDRY DETERGENT VALUE PRICE

PAPER PAPER/PLSTC/STYRFM PLATE/BOWLS

BATH TISSUE

PAPER TOWELS

FACIAL TISSUE

PERSONAL CARE INCONTINENCE PADS

EXTERNAL FEMININE CARE

INTERNAL FEMININE PROTECTION

SOAPS - DEODORANT BARS

SOAPS - LIQUID HAND

SOAPS-LIQUID BODY/BATH/SHOWER

DEODORANTS

HAIR CARE - SHAMPOO/COND

RAZORS & BLADES

HAND & BODY CREAM-LOTION

PET DOG FOOD-WET-REGULAR

DOG FOOD-DRY

DOG FOOD-SNACKS/CHEWS

Category 
Group

Category Description

CAT FOOD-WET-REGULAR

CAT FOOD-WET-PREMIUM

CAT FOOD-DRY

DOG FOOD-WET-PREMIUM

PRODUCE FRESH FRUIT

FRESH VEGETABLES

SALADS - PACKAGED - ALL

REFRIGERATED COFFEE CRMR-REFRG FLAVORED

SOY MILK-REFRIG & SHELF STABLE

FRANKFURTERS - ALL OTHER

LUNCH COMBINATIONS

LUNCH MEAT - NON LIVER

BACON - ALL OTHER

JUICE - REFRIG ORANGE

SHELF STABLE CEREAL - RTE

FRUIT BITS & ROLL UPS & BARS

BARS - GRANOLA

CATSUP

SAUCES - ITALIAN PREMIUM

SAUCES - ITALIAN REGLR NO CANS

TOASTER PASTRIES/TARTS

PUDDING/GELATIN CUPS - S/S

FRUIT - S/S DICED MULTIPACK

CANNED TUNA - REGULAR

CANNED FRUIT - MULTI SERVE

JAMS, JELLIES, PRESERVES

PEANUT BUTTER

PASTA - DRY

PICKLES - SHELF STABLE

MACARONI & CHEESE MIX - DRY

POTATOES - INSTANT MASHED

MAYONNAISE-REGULAR

SOUP - CONDENSED

SOUP - READY TO SERVE-CANNED

CANNED VEGETABLES

SNACKS COOKIES

CRACKERS - CRACKERS/SNACK CRAC

SNACK CAKES - FAMILY PK (>3CT)

SNACKS - POTATO CHIPS

SNACKS - TORTILLA CHIP REGULAR

SNACK NUTS - NO MACADAMIA


