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The possibilities for convenienceâ€”and customer dataâ€”make themselves felt
 
 Despite early failed attempts at selling consumer packaged goods (CPG)  onlineâ€”who can forget Webvan or
Pets.com?â€”sales have been steadily  increasing since the middle of the last decade. Online sales of everyday  staples
more than doubled between 2006 and 2010 and are expected to  double again by 2014.

However, online CPG sales still only account for 2% of the categoryâ€™s sales overall. But the potential market is vastâ€”and
valuable.

â€œCPG brands have begun to recognize the possibilities of direct-to-consumer sales,â€• said Krista Garcia, eMarketer analyst
and author of the new report, â€œDriving CPG Sales Online: Brands Get Closer to Consumers.â€• â€œLarger, more established
manufacturers are creating their own ecommerce solutions, while many others have begun partnering with pure-play
sites devoted to selling CPGs online.â€•

Nielsen and comScore agree fairly closely that online sales of CPG products reached between $12 billion and $12.8
billion last year, and though comScore shows year-over-year sales growth dipping into the single digits, that increase
looks healthy compared to how in-store sales fared in 2010. 

SymphonyIRI found that across outletsâ€”drugstores, mass merchants (including Wal-Mart), supermarkets and convenience
storesâ€”CPG sales grew only 0.3% last year.

â€œIn the past, buying a bar of soap or box of cereal online did not make a lot of sense, financially or practically,â€• said Garcia.
â€œNow, incentives like free shipping with lower minimums and the existence of companies like Quidsi that provide the ability
to shop across multiple single-category, CPG-focused stores on one site are making it worthwhile.â€•

Brands are also embracing ecommerce to gain access to shopping behavior data typically retained by the retailer. Third-
party sellers like Alice.com hold promise for bringing the customer closer to the brand by sharing such consumer insights. 

In June, Nielsen partnered with MyWebGrocer to begin aggregating online sales and purchase information from its 60
grocery store clients, the first attempt at tracking these types of transactions. The field is open for measuring online CPG
and grocery sales data.

The full report, â€œDriving CPG Sales Online: Brands Get Closer to Consumers,â€• also answers these key questions:

~ How is the online CPG shopping landscape changing?
~ Who buys CPG products online?
~ How can brands sell direct to consumers?
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