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Household panels are specifically designed to measure purchasing behavior as 

accurately as possible, and to do so consistently over time. To achieve this, a nationally 

representative (in terms of key demographics like age, income, location, social class) 

sample of households records all its grocery purchases. In most developed countries 

this happens via scanning technologies, whereas in countries that lack sufficient 

internet coverage panel members write down all purchases in diaries. 

By gathering information about all grocery purchase acts of these households, one is 
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 Who are the people purchasing my brand (my competitors’ brands, my category)? 

 How many people purchase my brand (my competitors’ brands, my category)? 

 Where are they purchasing my brand (my competitors’ brands, my category)? 

 How do my buyers shop (frequency, loyalty, at what price, which sizes)? 

 How do they react to promotions? 

 Is the greatest driver to future growth likely to come from broadening the customer 

base or getting existing consumers to buy more? 

 Which people are most prone to buy innovations? 



  

 

v

These questions would be very difficult to answer by using simple surveys or 

observation. The biggest advantage of household panels is the continuity they provide; 

i.e. to be able to monitor behavioral changes over time and therefore to better 

understand drivers of behavior. Panels are not cheap to build and maintain effectively 

and so the number of research companies running household panels in FMCG is 

limited. 
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