Digital Lists
and Infinite Aisles:
Putting CPG & Ecommerce on the Same Shelf
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You can live without a lot of things,
but CPG is the vertical that encompasses
many modern human necessities.
Pantry and snacks, baby care, health care, paper goods, fabric care,
personal care… you need CPG to survive. But while technology has
changed the way people buy and interact with apparel, electronics, and
even transportation, CPG has remained relatively untouched. Until now.
Last year, nine out of ten dollars of CPG growth in the U.S. came from
online. While online sales of around $74 billion is only a small part of the last
year’s total CPG sales of $845 billion, growth of online sales is only picking
up. According to Nielsen and the Food Marketing Institute, online sales of
CPG in the U.S. could reach – if not surpass – $100 billion by 20251.

These predictions are in-keeping with the current trends, as 49% of US
consumers have purchased consumer packaged goods (CPGs) online.
According to eMarketer, in the year ending April 29, 2017, online grocery
sales increased $2.4 billion, far surpassing the $619 million increase seen in
brick-and-mortar stores.
Meanwhile, online sales of personal care, household products, health care,
and pet care also far outpaced that of brick-and-mortar sales. And in the
beauty category, the growth was even greater than other CPG categories,
with an increase of $1.6 billion, while in-store sales declined $168 million.

So people are shopping for CPG online
more and more, but how are they shopping?
We dove into Criteo network shopper data and our 2017 global shopper survey, the Criteo
Shopper Story, to see how consumers are navigating, browsing and searching. As a result,
we’ve landed on a brand new consumer insight that could potentially reshape the way
brands and retailers approach marketing.
What we found is that the ease of shopping online for CPG means the end of paper lists and
well-timed grocery-store runs. The household shopping list is now always on, and added to
whichever device is most handy: the desktop, tablet, mobile phone, or all three. Shoppers
know where to go for the items they want. And they’re coming back to buy multiple times to
restock, or easily add items that they’ve forgotten. And while it’s easier than ever to capture
new users, brand affinity isn’t dead: it’s simply changed and the opportunities to win new or
existing shoppers have multiplied in today’s always-on world.

Today’s online CPG shopper is always in-market, meaning the
consideration phase is as long as it takes for them to check
out. And speaking of check-out, that happens whenever and
wherever it’s convenient for shoppers – the quick run to the
store for something you’ve forgotten is still an option, but no
longer necessary.
Our report dives into data from Criteo Network Retailers with
volume in CPG categories and looks at which categories
have the most and least opportunity for competitor steal,
and helps retailers understand where the opportunities are.

Let’s take a closer look at who’s buying, and how.

Who’s Doing the Shopping?
Millennials might have shifted
the way people shop with their
attachment to smartphones, but
they’re far from the only age group
doing their CPG shopping online.
Online grocery shopping is now a multigenerational trend, with older
millennials (aged 29-37) leading the way with 26%, as they buy their
first homes and start families. Next, Gen X (aged 38-53) and Younger
Millennials (aged 18-28) both make up 24% of internet sales last year. 21%
of Baby Boomers aged 54-72 have bought groceries online last year,
and Seniors, 73 years and older, make up the smallest group, at 12%.
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US internet users who have purchased groceries
digitally by generation, April 2017*
% of respondents in each group

24%

26%

24%

23%

21%
12%

Younger
Millennials
(18-28)

Older
Millennials
(29-37)

Gen X
(38-53)

Baby
Boomers
(54-72)

Seniors
(73+)

Total

Note: among those who are the primary grocery shopper in their household; in the past 3 months;
*1% of respondents were from Canada. // Source: TrendSource, “2017 Grocery Industry Report,” July 6, 2017

28%

Millennials

16%

Seniors

According to data and analytics provider IRI, Millennials and Gen X shoppers lead the way
in home care, beauty/personal care, over-the-counter medication, and food-and-beverage
options when it comes to shopping online to find lower-priced options.

28% of Millennials and 16% of seniors go online
to shop for over-the-counter medication,
indicating that seniors are more likely to shop
online for items they know will be cheaper.

What the Data Shows
We dove into Criteo’s Sponsored Products CPG data to gain
insights into how people today shop for CPG products.
Here’s what we found:
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CPG Weekly Browsing & Purchasing Trends (ex. Beauty Care*)
3.3x normal day’s units

CPG sales are growing, with
significant spikes from Cyber
Monday through New Year’s.

2.4x normal day’s PPVs

Overall, CPG sales see a significant upwards trend as shoppers of
all ages become more accustomed to purchasing CPG products
online. As in other verticals, there’s still a sharp increase around
the holidays in both browsing and purchases, but much smaller
than in other verticals.
4/3/17

Our data also show significant spikes across multiple categories
around New Year’s, suggesting New Year’s resolutions are making
shoppers stock up on all things CPG to start the year off right.
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*Data excludes the Beauty Care subcategory given the magnitude of its holiday spike
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Mobile Share of Traic and Sales
70%

CPG has seen significant
mobile growth, with shoppers
preferring to shop via mobile
on the weekends.
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Shoppers are shopping everywhere and mobile has done a
significant amount to close the conversion gap. According to
Deloitte, 80% of shoppers have used a digital device to browse or
research grocery products before purchasing.
Better mobile experiences like improved app designs and
payment systems have helped shift more and more shoppers to
mobile purchasing. Over the past year, mobile share has seen
between 5-10% growth.
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Revenue

Mobile Share by Day of the Week
70%

60%

We also see a consistent weekly trend across all retailers with
mobile share of CPG increasing on weekends, indicating that
people, whether they’re out and about or at home, are using
their phones more on the weekends to buy the household
items and groceries they need.

50%

40%

30%

20%
Monday

Tuesday

Wednesday

Product Page Views (PPVs)

Thursday

Friday

Units Purchased

Saturday

Sunday

Revenue

When do you start your search on a retail website?

Retail sites attract
high-intent shoppers.
In our 2017 consumer survey, the Criteo Shopper Story,
we asked shoppers about their buying behavior.
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Across three of the primary CPG categories, Baby Care, Grocery and
Health & Beauty Aids, consumers were focused and knowledgeable, with
30-35% of shoppers beginning their product searches on a retail site.
These high-intent shoppers know where to find their CPG items and are
more focused on executing the transaction.
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When I know the type
of item I want
Baby
Source: The Shopper Story, US 2017

When I know the
exact item
Grocery

HBA

How important are the following when making a purchase at a speciic website?
The retailer has a specific app

Many factors
influence the choice
of where to shop.

Online chat so I can communicate with a real person
Product recommendations based on my purchase history
Videos of product usage/demonstrations
The website shows how the products can be used

Once consumers are ready to move to
a retail site to purchase, there are many
factors that influence which site they
choose. Baby Care shoppers are generally
more demanding, and want more out of
their sites, while Grocery shoppers are
more comfortable with a straightforward
shopping experience.

360 degree product images
The website is optimized for my mobile devices
The website has many unique products
Appealing photos
Product reviews organized with the most relevant first
Discounts available
Free return shipping
0

Source: The Shopper Story, US 2017
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When browsing for Groceries online,
which of the following best describes you?

GROCERY

Product intent within
groceries is very high.
Grocery buyers typically are very focused on the
exact items they want – after all, when buying your
weekly groceries, you have meals and ingredient lists
already in mind, not to mention your favorite staples.
Rarely do these shoppers use their carts as a wishlist or saved
items repository – checkouts are too frequent for them to serve that
purpose. Nor do they shop around, or even compare products that
often. Locking in grocery shoppers early to your grocery site ensures
a strong lifetime customer value.
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I typically have
a specific
product in
mind and look
specifically for
that product

Source: The Shopper Story, US 2017

18%

I tend to
browse different
products on the
same website
to compare
products

I often put
products in
my shopping
cart without
purchasing them
right away

I often visit
multiple
websites so I
can compare
products

None of
these

GROCERY

Why Shoppers Browse
Different Websites.

Aside from comparing prices, when shopping online for groceries,
which of the following reasons is most likely to cause you to
browse diferent websites?

4%

I want nutritional information

10%

I want to read product reviews

If and when a grocery shopper does feel the need to
compare across retail sites, better product selection
is the #1 driver. This goes counter to the theory that
grocery sites are better able to stock fewer items for
shoppers – shoppers still very much want their favorite
items and are willing to seek them out. Similarly,
product availability is the #2 driver.

11%

I want to compare shipping options

15%

I want more product information

20%

The product I want is unavailable

32%

I want a better selection

7%

Other

0%
Source: The Shopper Story, US 2017
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CPG shoppers come back to buy
multiple times.
To understand online adoption of CPG by vertical, we analyzed purchase
repeat rates by vertical for the irst six months (180 days) of 2018, and
within that time:

CPG Purchase Repeat Rate
CPG
Overall

31%

64%

Grocery

Overall, 31% of CPG shoppers come back to restock. Big Box retailers saw
that 36% of shoppers came back to buy while grocery stores saw a much
higher number of repeat shoppers at 64%. And how many times are they
ordering? Grocery retailers saw an average 6 orders per shopper and Big
Box retailers saw 2 orders per shopper, meaning people are buying CPG
goods more often at Grocery retailers.

36%

Big Box

14%

Others

This could be because grocery retailers like Peapod’s offer smaller
packages of products than big box retailers like Costco: 6 – 12 rolls of toilet
paper per package rather than 24 or 36; 1 tube of toothpaste vs. 3 tubes
in one package. Shoppers doing most of their CPG shopping at grocery
retailers are likely to buy smaller packages more frequently.
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But online shopping frequency
differs by age.

Median Days between Orders
35

In the US, according to a global CPG trends report by McKinsey’s Periscope,
millennials (22-27 years old) shop online for CPG products most frequently, with
31.51% of those surveyed shopping several times a week, and between 23-27%
shopping every week.
Gen-X shops second most frequently, with 23% shopping several times a week or
every week, and 25% shopping every month.
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The oldest group surveyed, from 60-69 years old, shopped the least frequently,
with only 1.37% shopping online several times a week and the majority of them,
22.34% shopping online every couple months or less.
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Grocery shoppers wait about two weeks to restock between orders, and for Big
Box and other retailers, the number of days between orders is longer, about a
month. This indicates shoppers are still turning to online grocery stores for fresher
food items and turning to Big Box stores for bigger orders.
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Total

44%

Percentage of Shoppers with Multiple Orders

of Pantry/Snack purchasers make
multiple purchases in the irst half of 2018.
CPG Overall

OT H E R CATE GORI E S LEADING MULTIPLE O RDERS ARE:

Pantry / Snacks
Paper Goods

39% Paper Goods

32% Pet Care

Cleaning Products
Pet Care

33% Cleaning Products

31% Fabric Care

Fabric Care
Baby Care

Personal Care and Beauty Care have the lowest
repeat purchase rates, most likely due to longer
purchase cycles and longer-lasting products such as
drugstore cosmetics and personal bath products.

Health Care
Personal Care
Beauty Care
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Grocery Stores see fewer days
between purchases than Big Box
retailers.
For Grocery retailers, Pantry/Snacks are purchased every 15 days at the lower
end, and Fabric Care every 28 days on average, with Baby Care, Pet Care,
and Paper Goods hovering around 20 days in between. Shoppers are going
through Snacks, Health Care items, Baby Care (diapers and formula) more
often than they are for Beauty and Fabric Care.

At Big Box retailers, the median days between purchases
across all categories is much longer, but there’s an
average week-long diference between two groups:
1

2

Pantry/Snacks, Baby Care, Beauty Care, and Personal Care are all
purchased on a monthly cycle, while group
Health Care, Pet Care, Paper Goods, Cleaning Products, and Fabric
Care are purchased on an average 40-day cycle.

This could be due to the package sizes at Big Box
retailers are bigger.

Median Days Between Purchases by Retailer Type
Pantry/
Snacks

15
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Health
Care

17
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Care

21
33
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20
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Goods

22
41

Cleaning
Products
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39

Beauty
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26
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Care

26
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Fabric
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28
43
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Brand loyalty isn’t dead,
but it has shifted.
According to a Facebook survey, 77% of shoppers across the U.S.
tend to return to their favorite brands, but within that 77%, 37% are
true brand loyalists - meaning they would not switch given lower
prices or more convenience, and 40% are loyal to a brand because
of an optimal experience and would switch brands if presented with
lower prices and more convenience.2
To evaluate brand loyalty as measured by ad efficacy, we looked at
how many repeat purchasers vs. new purchasers were influenced by
ads they saw on retail sites:

Breakdown of Ad-clickers

When it comes to winning new
users, Personal Care wins,
thanks to beauty brands.

70%

450
400

60%

350
50%
300

In Food and Household Goods, the ratio of new purchasers to
those who have already purchased – a.k.a. with an affinity to the
brand – is approximately even, indicating that the number of buyers
who haven’t purchased in those categories recently is low. In the
Personal Care category, the percent of ad clicks from new shoppers
vs. shoppers who’ve purchased before is extremely high. Beauty
brands often debut new products, enticing shoppers to try these
new products from different brands.
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Ad Clicker Brand Ainity

Opportunities for competitor
steal are strongest in Food
category and least in
Household Goods category.
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Our data for ad clicks show that opportunities for competitor steal are
strongest in the Food category, second strongest in Personal Care, and
least strong Household Goods. After all, shoppers are less likely to care
what brand of paper towels or cleaners they use and more likely to
care about what they put in their bodies.

40%
30%
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However, this doesn’t mean there isn’t opportunity to get in front of
these Household Goods shoppers; 45% of ad clickers in the Household
Goods category are new to the category.
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Prior Affinity to Brand
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No Recent Purchase

Ad Clicker with Purchase Brand Ainity

For Actual/Attributed
purchases, Personal Care still
has the most new users.
Looking at Attributed purchases, Personal Care still has the
most new users at 30%, but the differences are much smaller
vs. ad clicker brand affinity. Food has the largest percentage of
purchasers who have no affinity to brand at 30%, and only 25%
of purchasers with affinity towards the brand.
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Online shoppers
frequently make
unplanned purchases.

How often do you make unplanned category purchases?
100%

80%

Impulse purchasing still happens frequently online, whether
driven by an ad or simply navigating to a product that shopper
wants to try. While in-store unplanned purchases are roughly
consistent across categories, there is significantly more variety
in impulse behavior online: only a third of Grocery shoppers
admit to making impulse purchase online while more than 2/3
of Baby Care shoppers do it.
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Holiday still sees the
biggest spikes across CPG,
but different categories
still see varying degrees of
sales spikes.

Weekly Units by Subcategory
Black Friday through New Year’s
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4.7x

Beauty
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(vs. a normal day’s sales)
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What Marketers Can Learn
Ad-tech has come together with
brick-and-mortar CPG retailers
to monetize their sites and help
brands transition into the uncharted
territory of digital aisles.
It’s not up to us to set the trends, but to respond to what consumers want, and inevitably where the
industry is heading. Growth happens only as quickly as brands, retailers, and technology partners
can adapt to providing the products and technology consumers are increasingly expecting from all
retailers, not just the leaders of the pack.
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CR I T E O DATA S H OWS MA NY O PPO RT U NI T I E S FOR M ARKE T E RS :

1

Provide information,
and lots of it

The fact is, even if you have the best-tasting snacks in the world,
people can’t buy what they can’t find. Marketers today need
to have their products where shoppers eyes are, and even
after a shopper discovers your products with paid display ads,
there needs to be the right information waiting for them on the
website and product pages.
80% of shoppers use a mobile device to browse grocery
products before they buy. For retailers and brands, this means
having as much up-to-date information on product pages as
possible, from product descriptions, sizes, quantities, ingredients,
and high quality images so that products are not only
searchable but easily found.

2

Own the shelf early
for the right peaks

Our data shows that a significant amount of early season spend
actually influences sales on peak days, so don’t place all your
bets on Cyber Monday.
Different CPG Categories peak at different times, and by
increasing spend to get in front of shoppers before those peaks,
they’ll be top of mind when it’s time to buy. Beauty brands,
pantry snacks, and even health care products can benefit from
increasing spend months before the holidays, while cleaning
products and fabric care brands would do well to increase
visibility in the weeks leading up to summer and fall.

3

Convenience is king,
so is free delivery

Across all age groups, convenience is the most important reason
people shop online for CPG and groceries, and retailers are
rushing to meet expectations. In a CPG survey by Deloitte, 84%
of respondents said they buy online because of free at-home
delivery, making it the number one reason they bought online. On
the flip side, 73% of respondents said not wanting to pay shipping
charges was the number one reason they didn’t buy online.
While some companies struggle with home delivery logistics,
others, like Kroger and Walmart, are investing in click-and-collect
services that seem to satisfy their customers for the time being
since many retailers have not yet mastered cost-effective delivery
services. Retailers can also consider partnering with deliveryservice providers like Shipt, who handle delivery for multiple
retailers. Marketers who don’t offer free-delivery should make it a
top priority in 2019, and brands should partner with retailers who
do offer it.
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Win loyalty by increasing
your onsite presence

In certain categories, ads drive much higher rates of new user
interest. Brands should invest in staying in front of both new and
previous users to increase product loyalty and spur impulse
purchases. Criteo Audience Activation Platform can help you
get in front of customers who might otherwise gravitate towards
competitor brands they’ve bought recently. This is especially
critical in CPG, where carts are often created by using previous
purchase lists.

5

Growth opportunities lie
in locking in shoppers

While online shopping for CPG is still far from supplanting offline,
the shoppers that do shop online can be divided into 4 major
categories, according to Nielsen. 35% of U.S. households go
online for the variety, 21% for convenience, 29% for research and
tech experience, and 15% are digital advocates, people fully
invested in online shopping.3
According to Nielsen, digital advocates spend much more
online shopping than the other groups, but for the other groups,
a variety of digital touchpoints can influence them to buy. And
when it comes to loyalty, 80% of shoppers want more than just
discounts: they want a personal relationship with brands and
retailers.4 Marketers should consider investing in rewards and
loyalty programs that incentivize shoppers to keep coming back
to buy.

Methodology
Data taken from 18 Criteo Network Retailers
with volume in CPG categories.

1

emarketer.com - An Ecommerce Strategy Is No Longer Optional for CPGs
forbes.com - Is The Concept of Brand Loyalty Dying?
3
nielsen.com - Winning Diverse Shoppers in a Digital Retail World
4
thewisemarketer.com - Three Reasons to Get Excited About CPG Loyalty
2

