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Love (Insights), Actually



In February, we would like to celebrate the most
romantic month of the year with
— specifically:

What do people buy for the biggest love day of the
year?
Who is the shopper trying to find love?
Which brands have found love?
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Valentine's Day is an important shopping occasion

* Retailers' front page ads leading
into the holiday are filled with
key items including wine,
chocolate and flowers

* 41% of shoppers say they
shopped for Valentine's Day
specifically in the latest year,
compared to 35% for 4t of July,
31% for Super Bowl, and 30%
for Back to School
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Source: Numerator Insights (Psychographics, n = 100,000, 52 w/e 1/19/20) and Promo Intel 4



Grocery shoppers show drugstores love on V-Day

Major Mass, Food, and Dollar channel retailers capture fair share, while 7-Eleven underperforms

Share Index of Valentine's Day* Grocery Trips
Indexed vs. Total 2019 Grocery Trips | Banners with <1% of trips hidden

g RiteAid 148
Valentine's Day Winners Vs 133
Y : Walgreens e 119
(Captured a greater share during
w/o Valentine's Day than normal) Target I 112
Trader Joe's . 111
Giant Martins I 110 What could
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slightly better
Dollar Tree . 09 performance
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Source: Numerator Insights | Data Explorer | n = 100,000
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A Tale of Two Circulars

Target promoted V-Day on its front page, while Walmart did not
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Sweets, flowers, wine, and fancy meals win on V-Day

Not only are many shoppers clearly buying for a special occasion, they are also /ess likely to be buying household staples

Top Grocery Items: V-Day 2019*

Index to Total

% Trips Grocery Trips in 2019

Vegetables [N 20%
Froes [ 18%
N Secscre! M 17%
" eetes I 5%
Soft Drinks _ 12%
Cheese _ 1%
Breod [N 11%
chies [N 9%
Valentine Candy _ 9%
Water _ 8%

Source: Numerator Insights | Data Explorer | n = 100,000
*On 2/14/2019 specifically

85
84
132
83
83
/8
76
/9
1776
76

Over-Indexing Items: V-Day 2019*

% Trips on

% V-Day Trips vs. Total | Iltems with <0.2% Trips Hidden Valentine's Day 2019

Vatentine Concy | 1776 9%

Lovster | 514
Flowers & Indoor
pants NN 624
crab [l 167
Pastries . 151

wine [l 144

Cakes, Cupcakes &
Muffins . 134

Non-Seasonal
Candy . 132
Bakery Cookies . 130

Shrimp & Prawns . 119

0.2%
2%
0.2%
1%
3%
3%
7%
1%

1%
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All ages celebrate with candy and flowers, but
preferences do shift across generations

Which Items Are Most Special on Valentine's Day, by Generation?

Index: Share of Valentine's Day Trips Made by Generation / Share of Total Trips Made by Generation | ltems w/ <0.5%
Trips Hidden

Gen Z* Millennials Gen X Boomers

Seniors*

1. Valentine Candy 1.  Valentine Candy 1. Valentine Candy 1. Valentine Candy 1. Valentine Candy
(2114) (1942) (1932) (1553) (1553)
2. Flowers (862) 2. Flowers (770) 2. Flowers (680) 2. Flowers (506) 2. Flowers (415)
3. Kombucha (283) 3. Wine (172) 3. Pastries (148) 3. Pastries (157) 3. Whipped Cream
4, Frozen Sandwiches 4, Pastries (162) 4, Cakes, Cupcakes & 4, Wine (138) (210)
(225) 5. Cakes, Cupcakes & Muffins (143) 5. Cakes, Cupcakes & 4, Fountain Beverages
5. Pretzels (216) Muffins (140) 5. Bakery Cookies (142) Muffins (128) (176)

5. Pies, Cobblers,

Creams & Flans (169)
Source: Numerator Insights | People Scorecard | n = 1,315 Gen Z, 8,448 Millennials, 13,405 Gen X,

14,225 Boomers, 2,168 Seniors | On 2/14/2019 specifically

&
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* [tems with <1% trips hidden due to lower sample size on Gen Z/Seniors ® Numerator



Let's take a look at wine and chocolate - a
quintessential Valentine's Day combination

N Numerator



17.6%

of US households have purchased
wine and chocolate together at
least once in the past year...

Source: Numerator Insights | Shopper Metrics | n = 17,148 buying
combo baskets | 12 m/e 12/31/2019




... Spending $40 in a year on
wine + chocolate on those trips

$29.49

Spent on wine in wine and chocolate combo trips in 2019

e
$10.80

Spent on chocolate in wine and chocolate combo trips in
2019

$40.29

Spent on wine and chocolate in wine and chocolate combo
trips in 2019

Source: Numerator Insights | Shopper

Metrics | n = 17,148 buying combo %
baskets | 12 m/e 12/31/2019 % Numerator




These combo trips also drive more basket value
overall than wine- or chocolate-only trips

Average Basket Spend
When Purchased Together vs. Separately

Shoppers also spend an
average of $5.29 on
$101.60 chocolate during combo
trips, vs. only $4.51 on
chocolate-only trips

$66.19

$49.76

Wine and Chocolate Combo Baskets Wine Only Baskets Chocolate Only Baskets

Source: Numerator Insights | Basket Affinity | n = 17,148 buying combo baskets | 12 m/e 12/31/2019
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Holidays — Christmas, Easter, and Valentine's Day -
drive the wine and chocolate combo basket

Projected Trips, Wine + Chocolate Combo Baskets
By Date, 2017-2019 =0—2017 -o—2018 2019

600,000

Valentine's Day is a peak for
500,000 wine + chocolate, but only in

The day before Easter (4/15 in 2017, Starting around Thanksgiving, wine
3/31in 2018, and 4/20 in 2019) is + chocolate combo basket trips

2019 did shoppers wait until consistently one of the top 3 increase until they hit their annual
the day of to purchase shopping days for wine + chocolate peak just before Christmas
400,000
Despite Halloween's importance in chocolate,
the wine + chocolate combo basket is only ~2x
300,000 ! as likely to occur in the weeks before
{ Halloween (vs. the average day) |
|

200,000 | 1 1y
ﬂ Ly i
100,000 f’d" ik ?‘ 0’£

1-Jan 1-Feb 1-Mar 1-Apr 1-May 1-Jun 1-Jul 1-Aug 1-Sep 1-Oct 1-Nov 1-Dec

Source: Numerator Insights | Data Explorer | Sample varies by period, n =17,148 in 12 m/e

December 2019 ' ’ 13 x NumerCItOl’



Wine and chocolate is a classic combo, driven by
older generations

Age (Generation) of Wine + Chocolate Combo Basket Buyers

% Households

m Seniors

m Boomers
Gen X

m Millennials

nGenZ

Total US Valentine's Day Easter 2019
2019

Halloween 2019  Winter Holidays Non-Holiday 2019
2019

Source: Numerator Insights | Shopper Profile | n between 1,125 and 11,258
Valentine's Day = Weeks 6/7 2019, Easter = Weeks 15/16 2019, Halloween = Weeks 42/43/44 2019,

&
14
Winter Holidays = Weeks 47/48/49/50/51/52/01 2019-20 '\ Numerator



These shoppers are also higher income and more
likely to be married — esp. those buying for holidays

Wine and Chocolate Basket Buyers — Household Income vs. Marital Status
% High Income vs. % Married | Intersection of X- and Y-Axis = Total US
70.0%

More Married Valentine's Day

Approx.

68.0% (App )
Easter
66.0% Halloween
64.0%
62.0%
Non-Holida i i
60.0% Y Winter Holidays
58.0%
56.0%
54.0% More High Income
40.0% 45.0% 50.0% 55.0% 60.0%

52.0%

50.0%

Source: Numerator Insights | Shopper Profile | n between 1,125 and 11,258

C &
Vqlentlne s.Doy = Weeks 6/7 2019, Easter = Weeks 15/16 2019, Halloween = Weeks 42/43/44 2019, 15 ‘\ Numerator
Winter Holidays = Weeks 47/48/49/50/51/52/01 2019-20



But Millennial romance isn't dead - just last minute

Those buying wine and chocolates on Valentine's Day itself skew Millennial vs. total US — and lower income than other holiday shoppers

Wine and Chocolate Basket Buyers — Household Income vs. Marital Status
% High Income vs. % Married | Intersection of X- and Y-Axis = Total US

70.0%
° | More Married

68.0%

66.0%
Valentine's Day

64.0% (Day Of,
2/14/19)
62.0%
3 31% of Valentine's Day

60.0% wine and chocolate
shoppers are

58.0% Millennials (128 index
vs. total US)

56.0%

54.0% More High Income

40.0% 45.0% 50.0% 55.0% 60.0%

52.0%
50.0%
Source: Numerator Insights | Shopper Profile | n between 161 and 11,258

C &
Vqlentlne s.Doy = Weeks 6/7 2019, Easter = Weeks 15/16 2019, Halloween = Weeks 42/43/44 2019, 16 ‘\ Numerator
Winter Holidays = Weeks 47/48/49/50/51/52/01 2019-20



What we've
explored

On Valentine's Day,
retailers and their
manufacturer partners
should focus on
categories such as
sweets, wine, flowers,
and premium
ingredients

Cross-promotion of wine
and chocolate can help
attract higher income,

established households -

and retailers should
consider the
combination for other
major occasions such as
Easter and Christmas

How it can be
applied broadly

Occasions such as
holidays are
opportunities to drive
additional trips among
key shoppers

It is important for
brands and retailers to
win these occasions, as

they are often major
shopping days that can
drive additional basket
spend and continued
loyalty to a brand or
retailer during non-
holiday periods

How you can
take action

For brands:

Investigate which occasions or holidays are
most important for your brand and
category, and at which retailers

Keep in mind your target audience, and
when and where they prefer to shop

Consider which adjacent categories are
purchased most often with your category,
especially during a given key occasion, for

potential cross-promotion opportunities

For retailers:

Evaluate which categories and brands are
key trip drivers for major shopping dates

Work with manufacturer partners and/or
your Numerator consultant to craft
promotion strategy and at-shelf
messaging to reach the consumer
shopping for a given occasion






although half are Gen X or older!

AGE INCOME
é Millennial/Gen Z Skews <$40k
HHs: 41%/7%, Index: 167/174 HHs: 39%, Index: 130

Remember, though, that half are
Gen X or older!

GENDER (MAIN SHOPPER) ) EMPLOYMENT
Skews Male/Non-Binary @ Student/Work Full-
HHs: 47%/3%, Index: 188/229 @Y Time
HHs: 5%/63%, Index: 182/122

0o CHILDREN HOUSEHOLD SIZE
% No 1 Person
HHs: 76%, Index: 113 HHs: 50%, Index: 218

Source: Numerator Insights | Shopper Profile | n = 5,734 dating app users | 52 w/e 1/19/20

19

Dating app users skew younger and male —

ETHNICITY

Skews AA/Asian

HHs: 19%/7%, Index: 147/123
Caucasian: 56% HHSs, 85 Index

CENSUS DIVISION

Skews Pacific
HHs: 19%, Index: 128

URBANICITY
Urban

HHs: 49%, Index: 140

N Numerator



As CPG shoppers, they spend more on QSR and
easy-to-prepare foods, alcohol, and personal care...

Share of CPG Spend
Index: Dating App Users vs. Total US
130
129
128
125
122
120
119
118 117
116 116
I I I I I 115

QSR Crispy QSR French Sports & Non-Dairy Prepared QSR Beef Men's Spirits Face Care Nutrition Toothbrushes All Purpose

Chicken Fries Energy Drinks Milk Meals Burger Deodorants & Bars Cleaners

Sandwich Alternatives Antipers.

: - : &
Source: Numerator Insights | Household Affinity | n = 5,734 dating app users | 52 w/e 1/19/20 20 '\ Numerator



... With women driving spend on beauty and home, and

men driving spend on beverages and snacks

Share of CPG Spend

Index: Female Dating App Users vs. Male Dating App Users (100+ Index = More Female, <100 Index = More Male)

Eye Makeup

Hair Accessories

Women's Deodorants & Antiperspirants
Face Care

Shampoo and Conditioners
Styling Products

Body Skin Care

Stocks & Broths

Fabric Softener
Refrigerated Dough
Baking Mixes

Disposable Tableware
Popcorn

Bath Tissue

Dish Detergent

Soft Drinks

Meat Snacks

Prepared Meals

Hair Removal Tools
Beer

Sports & Energy Drinks

T 412

— 229
I 226
— 172
I 169
I 160

I 148

B 130

B 129

I 129

B 127

B 124

B 122

BN 120

B 120

Source: Numerator Insights | Household Affinity | n = 2,897 Female, 2,682 Male dating app users |

52 w/e 1/19/20

21
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Getting ready for dates:

In beauty, female users rely more on prestige and ethnic brands; male users focus on facial hair

Female

Over-Indexing Personal Care Brands

Female Dating App Users | % Spend vs. Total US

Spend

Brands with <0.2% share among Total US hidden

Ciniove N 210
Shea Moisture N 147

Male

Over-Indexing Personal Care Brands
Male Dating App Users | % Spend vs. Total US Spend
Brands with <0.2% share among Total US hidden

Honest Amish [ 37
High Time Bumb -
Stopper 302

Not Your Mother's | N 150 Certain Ori NN 250
paimer's | 14 Dollar Shave Ciub N 24
conrs | 136 suldoo N 211
Bath & Body Works | NN 128 Every Man Jack N 203
Cleon & Cleor N 127 Cremo NN 175
Revion | 126 Method | 169
L Beaut d -
2V e M N 125 Philis Norelco N 157
Caress [ 125 Just For Men [N 146
Source: Numerator Insights | Household Affinity | n = 2,886 Female, 2,712 Male dating app users | @
2 N Numerator

52 w/e 1/19/20



Speaking of dates...

Where else are dating app users more likely to go on the same day as a restaurant?

Restaurant Circuits

% Circuits where a restaurant is the
only, first, middle, or last stop in a
day

Last,
16%

Total US

Source: Numerator Insights | Trip Circuits | n = 5,130 dating app users visiting restaurants, 135,942

circuits including restaurants | 52 w/e 1/19/20

Apparel or Department Store

6.4%

of days when a restaurant is visited
(145 index vs. non-restaurant days)

Bakery

3.1%

of days when a restaurant is visited
(126 index vs. non-restaurant days)

Bar or Nightclub

2.0%

of days when a restaurant is visited
(209 index vs. non-restaurant days)

Café or Coffee Shop

3.6%

of days when a restaurant is visited
(184 index vs. non-restaurant days)

Beauty

2.3%

of days when a restaurant is visited
(133 index vs. non-restaurant days)

Theatres, Parks, Other
Entertainment

1.1%

of days when a restaurant is visited
(196 index vs. non-restaurant days)

N Numerator



Psychographics

How do lifestyles
differ between

dating app users and
Total US?

Dating app users dine out more often
and are more concerned with health...

Dining Out: Frequency

6+ times per week

4-5 times per week 159

2-3 times per week 109

Once per week

Less than once per week 75

Source: Numerator Insights | Psychographics | n = 5,734 dating app users | 52

w/e 1/19/20

219

Health & Wellness

Up to date on health trends 157

Physically fit 144

Uses homeopathic remedies 131

Watches diet 124

Exercises regularly 122
Carefree eater / drinker
No time to take care of self 115

Reviews nutrition labels

R
Yy
~N

14
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... And are broadly vested in social media (as well

as streaming)

— Watching

Amazon Video (Prime)
Hulu

HBO GO / HBO NOW
None of the above
CBS All Access
DirecTV Now
Showtime Anytime
YouTube TV

STARZ Play

MLB.TV

YouTube Red

® Index compared to All Shoppers > 110

STREAMING VIDEO

-~
-~

56%

@® ndex compared to All Shoppers < 90

STREAMING AUDIO

Listening

Pandora

Spotify

Apple Music / iTunes
None of the above
Google Play

iHeart Radio
SiriusXM Radio
SoundCloud

Tuneln Radio

NPR One

Tidal

28.5%

D 212

20.6%

I 7.6

17.1%

15.4%

B -
Y 5%
B ss%
B aa%

Source: Numerator Insights | Media Consumption | n = 5,734 dating app users | 52 w/e 1/19/20

SOCIAL MEDIA PLATFORMS
Social Media

Facebook

Instagram

Twitter

Snapchat

Pinterest

LinkedIn

Tumblr

Reddit

Google Plus

None of the above

25

S

Numerator

84%



What we've
explored

Smartphone dating app users
skew (somewhat stereotypically)
young and male, but it's
important to remember that half
are over 40!

They are more engaged with
QSR, easy-prep food, and alcohol

On days when they go to
restaurants, they are more likely
to shop at clothing and beauty
stores, visit a cafe or bakery, and
frequent an entertainment venue

They are more likely to dine out
frequently and be concerned
about their health, and we should
focus on social media and
streaming sites to reach these
consumers

How it can be
applied broadly

Brands and retailers
already consider
demographics, e.g. age,
ethnicity, income, etc,, in
making decisions around
targeting and
messaging

An additional angle to
consider is
psychographics -
shopping behavior and
product preferences are
not always defined by
how old a consumer is or
the color of their skin,
but often by their
attitudes and lifestyles

How you can
take action

For brands:

Determine key attitudinal profiles to
target for your brands and categories

Work with your Numerator consultant to
profile these psychographic groups — who
they are more likely to be demographically,
what they currently buy, where they shop,
and potentially why they buy (via survey)

Consider the current psychographic profile
of your brands to identify potential gaps or
opportunities — e.g. is your naturals brand
actually reaching a more Green-oriented
consumer? Are half the buyers of your
vegan burger brand actually meat-eating?

For retailers:

Work with your manufacturer partners
and/or Numerator consultant to identify
the psychographic profile of your
frequent/loyal shopper

Based on the needs identified, where are
there potential gaps or opportunities for
your shelf assortment? For your
promotional strategy, communication, or
at-shelf messaging?
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There are two main ways to grow sales of a brand: growing penetration
and growing spend - i.e. increasing how much existing consumers buy
your brand.

One way to increase spend among existing buyers is to increase loyalty, or
convincing them to buy your brand whenever they have a need for the
category.

lowever, what drives loyalty?
We can use brand perceptions to explore this!

N Numerator



Unsurprisingly, consumers who rate a brand
higher end up being more loyal to it

Average Loyalty by Product Rating*

% Spend share of category requirements

Read: Respondents who rated a wine brand as "“much better” than other wine brands spent, on average, 43% of their wine dollars on that brand

43%

36%
32%

23%

Much better Somewhat better About the same Somewhat worse

Source: Numerator Insights | Moments of Truth/Share of Category Requirements (Data Explorer)
| n = 9,934 respondents | 12 m/e December 31, 2019

%
*“"Much worse" hidden due to low sample size of respondents rating wine brand as “much worse" 29 x Numerator



But wine doesn't have to be expensive to be rated well

While "much better” wines are more likely to be $10+, half of wines rated as such are under $10

Spend/Unit by Product Rating*
Spend/unit on brand rated by respondent in the 12 m/e December 2019

mMuch better mSomewhat better About the same m Somewhat worse

Read: 18% of brand purchases rated as “much better” than other wines are under $5 on average

48% 48%
45%
33%
23% 24% 25%
o,
18% 17% 20%
12%
0 E='n
Under $5 $5-10 $10-15 $15—20

Source: Numerator Insights | Moments of Truth/Spend/Unit (Data Explorer) | n = 9,934
respondents | 12 m/e December 31, 2019

*“"Much worse" hidden due to low sample size of respondents rating wine brand as “much worse"

2% 2% 1% 1% 1% 1% 0% 1%
] ] — —
$20-30 $30+

0 N Numerator



Nor does it have to be large or niche - there is
little relation between brand size and rating

Penetration vs. Average Product Rating
Aggregate of Ratings | Much better = 5, Somewhat better = 4, About the same = 3, Somewhat worse = 2, Much worse

4.40
® Stella Rosa
4.20 | Duplin
°

4.00 ([

® Roscato

® Barefoot
3.80

¢ ® Private Label
3.60 ®
3.40

3.20

3.00
0.0% 2.0% 4.0% 6.0% 8.0% 10.0% 12.0% 14.0% 16.0% 18.0% 20.0%

Source: Numerator Insights | Moments of Truth/Penetration (Data Explorer) | n = 9,934
respondents | 12 m/e December 31, 2019 ‘
Brands with n > 50 respondents in Moments of Truth survey shown 31 & Numerator



Stella Rosa — a brand sold at $12.99 per bottle -
wins vs. other wine brands

Overall Average Product Rating by Brand

Aggregate of Ratings | Much better = 5, Somewhat better = 4, About the same = 3, Somewhat worse = 2, Much worse
=1

4.30
4.15
412
4.01 4.00 4.00
3.97
3.94
I I I I l : 3‘91

Stella Rosa Roscato Duplin Chateau Apothic Verdi Bogle Arbor Mist Black Box 19 Crimes
Ste. Michelle Vineyards

Source: Numerator Insights | Moments of Truth | n = 9,934 respondents, individual brand n > 50 |

12 m/e December 31, 2019 32 N Numel'ator



What else could drive wine loyalty? Mobile rewards
and coupons may drive trial, but drive lower loyalty

Average Loyalty by Deal/Promotion

% Spend share of category requirements

Read: Respondents who reported buying a brand with “no deal” spend, on average, 40% of their wine dollars on that brand

No deal

Circular

Loyalty Card

33%

Price Promotion

31%

Display 28%

Coupon 22%

Mobile Reward

18%

Source: Numerator Insights | Moments of Truth/Share of Category Requirements (Data Explorer)

| n = 9,934 respondents | 12 m/e December 31, 2019 33

40%

39%

Which comes first -
loyalty to brands
carried at a retailer, or
loyalty to a retailer,
and the brands they
happen to carry?

N Numerator



Brands' most loyal buyers plan their brand purchases

That said, fully impulsive wine buyers end up being more loyal than those who go to the store seeking wine, but without a brand in mind

Average Loyalty by Purchase Type

% Spend share of category requirements

Read: Respondents who reported buying a brand on “impulse” spend, on average, 30% of their wine dollars on that brand

43%

30%

24%

Impulse Planned Category (not Brand) Planned Brand

Source: Numerator Insights | Moments of Truth/Share of Category Requirements (Data Explorer)

LA
| n = 9,934 respondents | 12 m/e December 31, 2019 34 & Numerator



Martini & Rossi, Franzia, and Lindeman's win the
planned purchase occasion...

% Planned Brand Purchase
Planned vs. Impulse by Brand

o)
81% 78% 78%

75% 74% 73%
IIIIII' | | |

Martini & Franzia Lindeman's Carlo Rossi Riunite Black Box Liberty
Rossi

Roscato Cook's Bota Box
Creek California

Source: Numerator Insights | Moments of Truth | n = 9,934 respondents, individual brand n > 50 |

12 m/e December 31, 2019 35 N Numel'ator



... While Folie d Deux, Josh Cellars, and Cupcake
are the most likely to be purchased impulsively

% Impulse Brand Purchase
Planned vs. Impulse by Brand

17% 17% 16%
15% 4%
° ° 13% 13% 1% 1% 1%

Folie A Deux Josh Cellars Cupcake Beringer StellaRosa  Apothic Chateau Sutter Bay Bridge Private
Vineyards Ste. Michelle  Home Vineyards Label

Source: Numerator Insights | Moments of Truth | n = 9,934 respondents, individual brand n > 50 |

12 m/e December 31, 2019 36 x Numerator



Loyal shoppers would go to a different store to
find their preferred wine brand

Average Loyalty by Actions Taken if Product Out of Stock

% Spend share of category requirements

Read: Respondents who said that they would go on the “same day [to a] different store” for a brand spend, on average, 50% of their wine dollars on that brand

Same day different store | 50
would forgo buying wine
_ _ until the following trip to
more loyal than other
shoppers
Same day same store | 357
Skip buying [ 509
Different brand | 257
Source: Numerator Insights | Moments of Truth/Share of Category Requirements (Data Explorer) \‘
| n = 9,934 respondents | 12 m/e December 31, 2019 37 ) Numerator



However, brands have an opportunity to win disloyal
shoppers, who are the heaviest category buyers

Average Loyalty vs. Average Wine Buy Rate by Actions Taken if Product Out of Stock

% Spend share of category requirements | Spend per HH in the 12 m/e December 2019
Average Buy Rate*

Same day different store 50% $274
Same store next shopping trip 4L6% $303
Same brand different variety 41% $271
Anywhere next shopping trip 38% $235
Same day same store 35% $261

Skip buying 30% $212

Oiterent brond | . sas

Source: Numerator Insights | Moments of Truth/Share of Category Requirements and Buy Rate

4
(Data Explorer) | n = 9,934 respondents | 12 m/e December 31, 2019 38 & Numerator

* Excluding shoppers spending > $1,200 a year ($100 a month)



What we've
explored

There is a link between perceived
quality and performance of a brand
and loyalty to that brand - although

quality does not necessarily mean

expensive, in the case of wine

Planned purchases lead more to loyal
buyers (or vice versa), but impulse
occasions can also result in loyalty!

Certain types of discounts or
promotions are better at driving
continued or larger amounts of spend
than others: in wine, mobile app
rewards (e.g. Ibotta, Shopkick) are the
least effective

Disloyal wine shoppers who would
simply buy another brand if their
preferred product was out of stock are
often also the heaviest category buyers
— there is an opportunity for brands to
win more spend by growing loyalty or
providing more appealing options
within the portfolio at shelf

How it can be
applied broadly

Understanding the full
consumer journey or
path to purchase can

help provide insights on
the why behind brand
performance, as well

as shed light on
potential triggers and
barriers to purchase

How you can
take action

For brands:

Work with your Numerator
consultant to understand how
your brand performs at key
points in the consumer journey
compared to competitors

Consider a custom survey to
further dive into your brand
and category's specific triggers
and barriers

For retailers:

Work with your manufacturer
partners and/or Numerator
consultant to understand how
the brands on your shelf are
perceived by shoppers



While love might be complicated, data provides
clarity.

We hope that these three stories inspire you to
explore data in different ways and discover
entirely new angles and insights.

Happy Valentine's Day from.all of us at
Numerator!
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