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Overview:  

Project Title: Create data-driven strategies to help the Brand unlock future growth potential in 

the Table-spreads category.  

We will be focusing on the Table-spreads category. The brand seeks to accelerate growth and 

improve the performance of its diverse portfolio of brands in the table-spreads market.  

The assignment focuses on the Table-spreads category. Cooking & Salad Oils and Cooking Spray 

are regarded as nearby categories that can provide interchangeable products. The brand will offer 

three separate data sets for the categories of tablecloths, cooking spray, and cooking oil.  

The US Tablespreads market is divided into two main categories: butter/blends and 

margarine/spreads. Butter/blends dominate the market with a 75% share, while 

margarine/spreads account for the remaining 25%. Butter/blends are sold mostly in stick form, 

whereas margarine/spreads are primarily packaged in tubs. The Northeast and the Southeast are 

the highest-consuming regions for Tablespreads, while the Plains and California have the lowest 

consumption levels. From 2018 to 2022, the US Tablespreads market witnessed a steady growth 

of 20%, reaching $5 billion in sales. However, during the same period, Brand Tablespreads brands 

experienced a decline in market share, dropping from 9.94% to 8.27%. In comparison, their 

competitors have increased their sales by more than 20% on average.  

Apart from Tablespreads, Cooking Spray and Cooking & Salad Oil are alternative substitutions for 

Tablespreads. According to the National Eating Trend data by the NDP Group, around 21% of 

butter, 17% of margarine, and 17% of cooking oils are used as ingredients in food. 50% butter, 

53% margarine, and 9% cooking oils are added as a spread. Additionally, 32% butter, 31% 

margarine, 100% of cooking spray, and 76% of cooking oils are used as cooking aids. This suggests 

that consumers have various preferences for their cooking and dietary needs, and Tablespreads 

may not be the only option for them.  

  

  

Data Preprocessing:  

Our team has developed a code that allows us to analyze the percentage change in market share 

for the top companies in a particular category, based on their sales data. The code takes in a 

dataset containing information about sales of different products and performs some data 

manipulation to group and filter the data based on category and geography.  



  

2  
 

It then calculates the total dollar sales and market share for each company in the filtered dataset 

and selects the top companies based on market share. It also creates a new data frame containing 

information about price per volume and total dollar sales.  

Using this information, the code calculates the percentage change in market share for each week, 

based on the selected companies and the total sales and price per volume data. The final output 

is a dataset containing this percentage change data, broken down by week, company, and 

category.  

Overall, the code provides us with valuable insights into the changing market dynamics of a 

particular category in a given geography and year range. By including this analysis in our report, 

we can better understand the competitive landscape of this market and make informed business 

decisions.  

  

  

 
  

  

  

  

Result and Analysis:  
  
1. Regional Variation in Tablespreads Consumption Across the US  
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Analysis:  

  
According to IRI POS data on US regions, the Northeast and Southeast are the top Tablespreads 

consumers, representing 20% and 15% of total US sales, respectively. In contrast, Plains and 

California are among the regions with the lowest Tablespreads consumption, accounting for only 

7% and 9% of total US sales, respectively.  

  

The US Tablespreads market has demonstrated a steady growth trajectory, with sales increasing 

from 4 billion to 5 billion dollars between 2018 and 2022. However, it is notable that Brand 

Tablespreads brands only experienced a single-digit sales increase of 4.85%, while their 

competitors' sales increased by an average of over 20%.  

  

Insight:  

  
For Brand, this information suggests that there may be an opportunity to increase their market 

share in the Northeast and Southeast regions where demand for Tablespreads products is 

highest. They could consider developing targeted marketing campaigns or distribution strategies 

in these regions to further increase their sales. Additionally, they may want to consider 

analyzing the reasons behind the low consumption in the Plains and California regions and 

determining whether there are factors that can be addressed to increase their sales in those 

regions. Overall, this information can inform brands' decision-making when it comes to their 

marketing and distribution strategies, helping them to optimize their sales and market share.  

  

  

  
Brand's Tablespreads brands are underperforming compared to their competitors and may need 

to re-evaluate their marketing and sales strategies. Brands should analyse the reasons behind 

the slow sales growth and identify potential areas of improvement. They may also need to 

consider investing more in product development or expanding their distribution channels to 

reach more customers.  

  

  

  

2. US Cooking Spray market with strong sales growth and 

merchandising efforts  
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Analysis:  

PAM Cooking Sprays, which is a brand owned by Brand, stands out among the 83 Cooking  
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Spray products available in the US market, surpassing other competitors such as Private Label  

Cooking Sprays, Bakers Joy Cooking Sprays, Pompeian Cooking Sprays, and Crisco Cooking Sprays. 

It holds the dominant position, and its total US dollar sales account for 56.97% of US total unit 

sales when combined with retail merchandising efforts. Moreover, PAM Cooking Sprays has 

experienced a growth rate of 13.35% in US total dollar sales, thanks to its merchandising efforts.  

  

  

  
Insight:  

  
Brand has a strong performing product in PAM Cooking Sprays. By leveraging its merchandising 

efforts, Brand has been able to achieve a dominant position in the US market, demonstrating its 

marketing and distribution capabilities. A brand can further build on this success by investing in 

and optimising its marketing and distribution strategies, as well as expanding its product line to 

maintain and grow its market share. Additionally, the company could use the success of PAM 

Cooking Sprays as a model to inform its approach to other products in its portfolio.  

  

  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  

  

Brand's ACV Distribution and Marketing Strategies Lead to Significant Market Share Growth  
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Analysis:  

  

Brand's ACV distribution emerges as the market leader when retail merchandising efforts are 

factored in. The combined sales volume of Brand products constitutes a significant 36.5% of the 

total US market share, underscoring the efficacy of the company's distribution and marketing 

strategies. In the absence of such efforts, Brand still commands a noteworthy 22.03% share of the 

market, indicating the inherent appeal of their products. With the aid of retail merchandising 

efforts, Brand's ACV distribution experienced a 14.47% growth.  

  

Insight:  

For Brands, their distribution and marketing strategies are effective in increasing sales volume and 

market share. However, the company should also focus on improving its products' appeal to 

customers without relying solely on retail merchandising efforts. A comprehensive strategy that 

combines effective distribution and marketing with product innovation and improvement can 

help the Brand maintain and expand its market leadership position in the long term.  

4. Total Sales by Region for Brand Tablespreads Brands  
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5. 2018 Total Sales of Competitor Brands within Tablespreads Category  
  

 

  
  

6. 2022 Total Sales of Competitor Brands within Tablespreads Category  
  

  

 
  

  

Below is the analysis of Product attributes on the Tablespread Data for each year from 20182022:  

  



  

11  
 

 

  
We see here the Product Attribute – Form Value against the Total Volume sales each year from 

2018-2022, the chart is fractured with the attribute Tier Value.  

  

The two main forms that CAG sells are Sticks and Tubs with the Mainstream tier consistently 

selling the most in volume all the years followed by the Super Premium in the Sticks Form. But 

interestingly we see Value Tier selling the most in the Tubs form followed by the premium and 

then mains coming in at 3rd.  

  

Interestingly we see the Premiums Tier performing equally well in both Forms turning in 

approximately the same no of the volume of sales in these years.  
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Sticks dominate the Dollar sales each year followed by Tubs and the distribution is quite consistent 

throughout the five years. Although we saw the Value Tubs selling the most in volume, the Sticks 

form still brings about an average of 44% more money than Tubs.  
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The above analysis shows the distribution of Brand Count Values with the corresponding CAG 

Ounce Values against the Total Dollar sales. The products with the count values 1 CT and 4 CT 

have brought in equal and consistent dollar sales.  

  

  

  

COOKING AND SALAD OILS ANALYSIS  
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Top 10 Brands by Dollar Sales in the Cooking and Salad Oil Segment Total Sales 

from the Last 5 Years  

 

  
Insight: From the bar chart, we can see that Private label brands are clear winners Mazola Cooking 

and Salad Oil tops the chart with sales of 1.89 billion Dollars sales in the last 5 years.  

  

  

  

Smart Balance Cooking and Salad Oil Brand Dollar Sales No Merch  
  

 

  
Insight: Smart Balance Cooking and Salad Oil Brand is one of the Brand Brands with sales of 77 

million dollars in 5 years, which is very little in comparison to top brands. They need lots of 

improvement in their sales to compete with top brands.  

  

   

Top 10 Brands by Unit Sales  
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Insight: While in terms of unit sales, Crisco ranks second and Mazola ranks third, by dollar sales, 

it's the opposite.  

  

   

Comparing the average price per unit of the top 10 brands  
  

 

  

Insight: Range varies from $2.5-$12. Chosen Foods sells products at $11.45 while 1 2 3 cooking & 

salad oils sell at an average price of $2.76.  

  

  

  

  

  

  

  

  

  

  

  

  

  



  

16  
 

  

Brand Avg Price  
  

  
  

Insight: Smart Balance sells oil for $4.5. Which is less than the Total average price of the top 10 

brands. So, they should continue selling at this price and try to improve other factors where they 

are lacking  

  

  

Smart Balance Trend line of its Sales  
  

 

  
  

 Insight: The sales trend line for a product is relatively stationary except for a one-time spike due 

to external factors such as the announcement of a nationwide lockdown, then it may be difficult 

to sustainably improve the sales trend line without similar external factors.  

  

However, there are a few strategies that the company could consider trying to improve sales:  

  

Expand the product line, enhance product packaging, and improve distribution.  
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Private Labeling Top 10 Regions by Sales  
  

 

  

Insight: We can see that the Southeast region population uses more private label Brand oil.  

  

  

  

Top 10 Regions of Smart Balance Cooking Oil by Unit Sales and Dollar Sales  
  

 

  
Insight: Here, we can see that Smart Balance’s highest sales are in the Southeast Region. So, they 

should target another region to increase their Sales Growth. As we can see people in the 

southeast region choose private-label cooking oil.  

  

  

  

  

  

Top 10 Brands ACV Weighted Distribution  
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Insight: As we can see Top Brands have higher ACV values. That means the product is available in 

more stores with higher annual sales volumes.  

  

  

  

Average ACV Weighted distribution of smart balance  
  

 

  
  

Insight: Smart Balance has less ACV in comparison to top brands so Smart Balance should increase 

ACV. To Increase ACV, they should Expand Distribution, improve product visibility, and increase 

marketing and promotion. By employing these strategies, companies can work to increase the 

ACV of their products, which can lead to increased sales volume and revenue over time.  

  

  

  

  

  

Base and incremental dollar sales of Smart Balance cooking and salad oils  
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Insight: From the bar chart, we can see that it has very low incremental sales compared to base 

sales. In this case, the brand may need to re-evaluate its marketing and promotional strategies 

and consider making changes to improve their effectiveness. This could involve reviewing the 

timing and duration of promotions, the type of promotions being offered, or the target audience 

for the promotions. The company may also want to consider conducting market research to better 

understand their customers' needs and preferences, which can help them design more effective 

promotions that drive incremental sales.  
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Analysis  

From the data provided over the last 5 years, private-label brands are the top sellers in the cooking 

and salad oil segment, followed by Mazola cooking and salad oil. The price per unit of top brands 

varies from $2.5-$12, with Chosen Foods being the most expensive at $11.45 and 1 2 3 cooking 

and salad oils being the least expensive at an average price of $2.76.  

  

Smart Balance, one of the Brand brands, has low sales compared to top brands, with sales of only 

$77 million in the last five years. However, it has a relatively low average price of $4.5 per unit. 

Smart Balance's highest sales are in the Southeast region, indicating that it should target other 

regions to increase sales growth.  

  

To improve sales, Smart Balance could consider expanding its product line, enhancing its product 

packaging, and improving its distribution channels. It could also work on increasing its ACV in 

stores by increasing marketing and promotion efforts and improving product visibility.  

  

Furthermore, the data shows that Smart Balance has low incremental sales and high base sales, 

indicating a need to re-evaluate its marketing and promotional strategies to improve its 

effectiveness. Conducting market research to better understand customer needs and preferences 

could also help the company design more effective promotions that drive incremental sales.  

  

Overall, the data highlights the importance of pricing, product availability, distribution, and 

effective marketing and promotion strategies in driving sales in the cooking and salad oil 

segments. Companies need to continuously evaluate and refine their strategies to remain 

competitive in the market.  

  

  

  

  

  

  

Regression Analysis:  
1. Transforming Skewed Numerical Variables  

  

  



  

21  
 

vol_sales  

  

vol_price    

  

  

  

acv  

 
 

  

  

2. Basic Model  
  

We conducted a regression analysis using the forward selection method to identify significant 

variables that influence volume sales. Volume sales, which are the number of units sold in 16oz 



  

22  
 

volume at the point of sale, are the target variable for this analysis. Our goal is to provide 

valuable recommendations to Brands by examining factors that impact volume sales. Initially, 

we will include all numerical variables individually in the regression model and evaluate the 

goodness of fit, specifically the Adjusted R-square index. We will then assess if any higher-order 

terms, such as squared prices, should be considered. Following this, we will introduce 

categorical variables and interaction terms, combining both categorical and numerical variables 

in the model.  

  

Firstly, we split the data into 70% train set to 30% test set. By training the training set, we observe 

the effect of other numerical variables on volume sales by conducting a linear regression of 

various variables.  

Model 1 formula: logvol_sales = b0 + b1* log_acv_weighted_dist  

Model 2 formula: logvol_sales = b0 + b1* log_price_per_vol + b2* 

log_price_per_vol^2  

Model 3 formula: logvol_sales = b0 + b1* log_price_per_vol + 

b2*log_acv_weighted_dist  

Model 4 formula: logvol_sales = b0 + b1* log_price_per_vol + 

b2*log_acv_weighted_dist + b3* log_price_per_vol^2 + 

b4*log_price_per_vol*log_acv_weighted_dist  
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After conducting four regression models, we have determined that Model 4 provides the highest 

Adjusted R-square value. We hypothesize that the ACV variable may have a strong correlation with 

the dependent variable, vol_sales, resulting in an unusually high Adjusted R-square value when 

included in the model (as seen in Model 3). As a result, we will utilize Model 4 for our analysis and 

introduce categorical variables. Our findings suggest that price hurts volume sales, and this impact 

diminishes at a decreasing rate (as evidenced in Model  

2.  

  

Conclusion:  

In conclusion, the proposed project aims to help Brand unlock future growth potential in the 

Table-spreads category by creating data-driven strategies. The analysis reveals that Brand's 

Tablespreads brands are underperforming compared to competitors and may need to reevaluate 

their marketing and sales strategies. By leveraging the success of PAM Cooking Sprays, Brand can 

optimize its marketing and distribution strategies to maintain and grow its market share.  

The regression analysis using the forward selection method identifies significant variables that 

influence volume sales, with price hurting volume sales that decrease at a diminishing rate. The 

company can use these findings to inform their decision-making when it comes to their marketing 

and distribution strategies, product innovation, and improvement to optimize their sales and 

market share. Overall, the proposed project provides valuable insights and recommendations to 

help Brand achieve future growth potential in the Table-Spreads category.  
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