


COVID-19 IMPACT ON THE CPG INDUSTRY
INTRODUCTION
In a short matter of time, the global spread of COVID-19, or coronavirus, has impacted nearly every sector and 
business. The consumer-packaged goods industry is amongst those that have been severely affected. With 
direction from government officials to take shelter in efforts to flatten the curve, brands must adapt and find  
ways to effectively reach their customers through the isolation period.
 
The following section of the state of the industry report covers developments on the pandemic in relation to the 
industry, what you can do to ease the mind of customers, and how to overcome these unprecedented challenges.

Though the following state of the industry report is updated annually, we felt it was vital to include an additional update in the wake of the recent 
COVID-19 crisis and how it is affecting the CPG industry globally.

OPPORTUNITIES
FOCUS ON E-COMMERCE SALES
With limited store hours and stay-at-home mandates 
across the country, shopping trips have become  
all but extinct except when deemed essential, such  
as visits to the grocery store or pharmacy. Layoffs  
and furloughs have run rampant throughout the  
CPG industry as more and more stores close their 
doors for the foreseeable future. Needless to say, 
e-commerce may be the last line of defense for 
packaged goods companies.

If your brand already has an e-commerce presence, 
streamlining operations to include more stringent 
sanitation and handling practices is essential.  
Further, shipping and packaging supplies may be 
delayed if your supplier is affected by the pandemic, 
so plan accordingly and ensure you have enough 
materials to handle expected orders. 

If your CPG brand does not already operate online, 
there is no time like the present to go digital. SaaS 
platforms like BigCommerce have offered extended 
free trials to make the transition easier and more 
affordable for small businesses trying to stay afloat  
in uncertain times. 



COMMUNICATE CONSISTENTLY 
As your brand continues to ride the wave of the coronavirus pandemic and searches for ways to navigate  
through the crisis, remember that your customers are riding the same wave with you. While it’s important to  
keep your customers informed about cleanliness, sanitization and overall precautions your business is taking to 
prevent the spread, don’t forget to communicate operational changes that may directly relate to your products, 
shipping process or inventory as well.
 
But your messaging should take more than just an operational standpoint; remember that there are more 
important things weighing heavy on the minds of consumers at the moment. Your tone of voice should 
demonstrate empathy, and remind customers why they trust your brand in the first place. Be consistent  
in relaying updates to your audience as they come and show compassion from start to end. By keeping  
your customers in the loop and being authentic through the process, you’ll find that small changes can  
make a lasting impact on your brand image.

STRENGTHEN YOUR BRAND PRESENCE  
While many sectors of business are pushing back during the crisis, the CPG industry is finding itself at an 
advantage with the influx of product demands. Sales of essential household goods and packaged foods are  
at a high as people prepare for stay-at-home orders and social distancing. This shift in consumer behavior has 
proven that now more than ever, your customers need your brand and its services.  
 
So, take this time to step forward and increase your brand presence on all marketing channels. This is an 
opportunity to keep your consumers informed on how they can purchase their favorite products online or  
in-store while staying safe. Many brands are also putting a pause on running campaigns and developing new, 
education-based creative that align with current demands including sanitation products, loungewear and 
packaged comfort foods. While customers want to hear how brands are handling the pandemic, they also  
want to stay updated on your latest promotions and find a sense of normalcy in their shopping experience.

To get the latest information on how the Coronavirus is impacting the  
consumer-packaged goods industry, please visit the following resource.
https://consumerbrandsassociation.org/supply-chain/coronavirus/



EXECUTIVE SUMMARY
Trends in consumer shopping habits, purchase methods and product research continue to shape the consumer-
packaged goods (CPG) industry, along with ever-evolving new technologies and innovations. As a growing number  
of consumers continue to research, purchase and engage with brands digitally, it will be imperative for CPG brands  
to adapt or they run the risk of falling behind or being overlooked by consumers entirely. 

This State of the Industry report covers areas of focus as they pertain to CPG industries, inclusive of trends, 
opportunities and more. Within this edition, we have taken a look at industry trends on the rise, including 
ecommerce, sustainability and adaptability; how omnichannel marketing is reshaping the customer journey;  
creating highly memorable brand experiences through hyper personalization; and the next phase of influencer 
marketing. Based on these findings, this report also includes our predictions for emerging opportunities, and  
what we envision is next for the industry and our clients within the channel.  
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INDUSTRY TRENDS
INTRODUCTION
Over the next ten years, the CPG industry will welcome one billion new consumers. The influx will impact a multitude 
of trends as each unique subset of the growing population makes equally unique demands on CPG brands. 

In 2016, 1010Data reported that the CPG industry arrived at $10 billion in ecommerce sales, up 36% over the  
previous year. And, an Accenture survey revealed that 63% of consumers prefer to shop from brands with social  
or ethical purpose. This means that today’s consumers not only make more remote purchases than ever, but that  
those purchases are driven by how closely brands align to consumers’ values. To take on these challenges, brands 
will have to pivot their priority toward building more robust ecommerce platforms and catering to consumers’ 
principle-driven purchases. 

SITUATIONAL OVERVIEW

In 2018, online sales  
contributed to 

90% 
of CPG industry growth

49%
 of U.S. shoppers  

buy CPG products online

Online grocery sales  
are projected to make up  

20%  
of all grocery sales by 2025

22%
of consumers would pay a higher price for  
items with environmentally friendly packaging

0

20

40

60

80

100 93%
83%

70%

Taste HealthfulnessPrice

%
 o

f s
ho

pp
er

s w
ho

 ch
os

e b
as

ed
 o

n 
th

e f
ac

to
r

FACTOR

TOP FACTORS WHEN SHOPPING FOR  
FOOD AND BEVERAGE PRODUCTS 

CPG sales total projected to reach 

by 2021 
$659 BILLION 



8State of the Industry: Consumer Packaged Goods EvokCPGMarketing.com

OPPORTUNITIES
The Rise of Ecommerce
In 2013, online sales only accounted for 1% of total CPG sales, but by 2025, that number is expected to reach 20%, 
according to the Food Marketing Institute and Nielsen. This staggering climb is the effect of growing consumer 
dependence on technology, coupled with a far-reaching supply chain. Despite the complexities brought on by 
volume overflow, shipping to remote locations and managing multiple lanes and carriers, CPG brands are able  
to connect, sell and deliver to more people than ever before.
 
To compete in this shifting digital marketplace, CPG brands selling directly to consumers must optimize 
distribution strategies to ensure their inventory and infrastructure can support prompt deliveries. In fact, Kibo 
Commerce reports 70% of shoppers expect fast, free shipping, even during holidays. Fulfillment can make or 
break customer relationships and, in a world where a single Tweet can dismantle a long-standing reputation, 
brands must be hyper-vigilant to delays, damage and lost packages.  

For B2C-focused CPG brands, providing a seamless consumer path to purchase becomes the key. Shoppers want to 
be able to purchase an item online and, if they land on your website, they will need a clear, easy-to-navigate roadmap 
to trusted retailers. Failure to accomplish this could mean missed opportunities when purchase intent was high. 
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Sustainability
Today’s consumers want to purchase from brands that are environmentally friendly and will improve the wellbeing of 
our planet. The numbers speak for themselves—a reported 81% of consumers are willing to sacrifice convenience 
and comfort to reduce their environmental impact, according to a Cone Communications study.

Within the last ten years, a focus on environmental impact has all but transcended from a trend to a best practice that 
must be considered by brands vying for market share. In the coming years, we forecast sustainability will continue  
to be a growing concern for consumers, and companies need to be prepared to meet that need. 

Sustainability takes on a variety of shapes within the CPG industry, from material sourcing and manufacturing to 
packaging and distribution. However, environmental activism goes deeper than the surface of your brand and 
products. In the eyes of consumers, everything your company does and says is rolled into your brand’s identity. This 
generation of shoppers wants to buy from companies that align with their own values, whether that is sustainable 
practices, cruelty-free testing or organic ingredient sourcing. At the same time, consumers can smell disingenuous 
marketing from a mile away. If you are making sustainability a priority, ensure you’re showcasing how it ties into 
your brand’s overall values and identity to avoid it being perceived as a marketing ploy.

Adaptability
Product adaptability covers a broad spectrum, from the quality and appearance of a product to the materials, 
packaging and style. Sometimes, a product is adapted to meet the physical, social or mandatory requirements  
of a new market. It may also be redesigned or repackaged to meet diverse buyer preferences or standard  
of living conditions.

While there are several motivating factors for product adaptability, one of the biggest goes hand-in-hand with 
sustainability—the environmental factor. A number of CPG brands have already entered the market with their  
eyes set on this prize. An adaptability-driven company, Ooho, packages their water in bottles made with seaweed 
extract, a 100% natural alternative to plastic. Similarly, Nohbo, a single-use personal care soap drop, is also on 
board with the plant-based, biodegradable trend. 

81% of consumers are willing to sacrifice convenience 
and comfort to reduce their environmental impact.
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WHAT’S NEXT: CONVENIENCE IS (STILL) KING
 
Not only do consumers know what they want—they want it when, where and how they want it. With the 
growing sense of urgency in today’s society, convenience is an experience CPG brands can leverage to create 
loyalty among their customers. You can have the best product in the world, but if it’s not paired with the value 
of time, your consumers have already moved on. 

Amazon is climbing the ladder to a global takeover with their focus on convenience. Their inventiveness 
and ultra-competitiveness offers consumers what they want and when they want it—now. The power of quick 
turnaround times has led to many consumers turning to companies like Amazon for just about any purchase, 
from apparel and furniture to groceries. 

Other brands are taking convenience one step further with a monthly subscription model. Not only have brands 
like Blue Apron, Dollar Shave Club and Butcher Box been able to replace the in-store experience with a digital 
one, but the set-it-and-forget-it premise ensures repeat purchases from consumers to deliver a win-win situation 
for both parties. 
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OMNICHANNEL MARKETING
INTRODUCTION
The key to a successful omnichannel marketing strategy is a solid foundation to ensure a consistent brand 
experience. This means offering consumers access to the same information regardless of where and how  
they choose to access it. 

To understand the importance of omnichannel marketing, it’s essential to recognize how it differs from  
multi-channel marketing, which is how you interact with potential customers across various platforms or 
mediums (social media, a print ad, digital banner, TV commercial etc.). Omnichannel marketing is much  
more complex and goes even further to consider how those mediums work together. You can identify 
consumers’ buying patterns and how they move from one channel to another, what stage of the buying  
cycle they’re in and whether they’re more prone to purchase in-store or online. 

The takeaway is this—if you’re not creating a seamless experience across all your channels, you’re not 
optimizing for the new omnichannel shopping experience. Your social media, digital marketing strategy and 
mobile-friendly website should be consistent and convenient in order to drive loyalty among customers.

57% of the buying process  
is complete before  
consumers visit a store

SITUATIONAL OVERVIEW 

67%
of smartphone users are more  
likely to purchase from sites or  

apps that customize information 

60%

80%
of smartphone users have discovered a new 
company or product on their smartphones

of shoppers used a mobile phone inside of 
a physical store to look up product reviews, 
compare prices or find other store locations74%

of buyers conduct more than half  
of their research online before  
making an offline purchase

40%
of users will go to a competitor 
after a bad mobile experience

In 2018, 

40%  
of Black  

Friday sales 

and 

30% 
of Cyber Monday sales  
came from a mobile device

79% of smartphone users  
have made a purchase 
online in the last 6 months
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Related Reading:  
Do You Really Know  

Your Customer’s Journey?

OPPORTUNITIES
 
The Customer Journey
Today’s consumers do not follow a predictable path to 
purchase. In fact, the marketing funnel we once knew  
is all but extinct. The customer journey is now almost  
as unique as one’s fingerprint, and it changes with  
each product sold. 

Forrester estimates 57% of the buying process is 
complete before consumers interact with a salesperson 
or visit a store. Even if consumers intend to purchase in 
a brick-and-mortar store, they compare options online. 
By the time they step foot in a store, many already 
researched the brand’s social pages, online reviews and 
competitors’ sites. Consumers don’t just want to know 
that a product exists—they want to know every product 
that compares and why each feature matters.

For CPG brands, that means you must know precisely 
who your audience is, their searching methods and 
where they obtain information—online, social or in 
store—to reach and engage those consumers. With that 
information, you can begin to produce consumer-centric 
content, work with social media influencers and create  
fully branded product and packaging experiences  
to infiltrate the new customer journey. 

From social media and blogging, to detail-rich website content, we want to arm  
our audience with as much information as possible along their customer journey. 
The goal is to be there with an answer or an idea at a key decision-making moment.
Sarah Bailey, Director of Marketing, Sockwell USA



14State of the Industry: Consumer Packaged Goods EvokCPGMarketing.com

Shoppable Social Media
As a prime channel for brand discovery and awareness building, social media is set to reshape the consumer 
experience again with shoppable posts and advertising. BigCommerce notes 30% of consumers say they would 
be willing to make a purchase through Facebook, Instagram, Pinterest or Snapchat. In response, these platforms 
have rolled out features to bridge the gap between their platforms and ecommerce.

As more companies like Wix and Squarespace push DIY direct-to-consumer 
initiatives, shoppable social media posts are going to become a marketing 
cornerstone for young entrepreneurs and online brands alike.
Stewart Hill, evok advertising VP of Strategic Planning

With goals to keep users on their apps while strengthening partnerships with brands, shoppable social posts 
encourage users to complete the entire buying journey—from discovery to checkout—within their platform. This 
means CPG brands have the opportunity to put products in front of potential customers who are already in a 
buying state of mind while browsing social media. The results speak for themselves. Online retailer Lulus has  
been using the feature since its testing stages and attributes over 100,000 sessions and 1,200 orders to its  
native shopping experience.
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WHAT’S NEXT: DATA-DRIVEN STRATEGIC APPROACH
The ever-changing landscape of the CPG industry is directly impacted by consumer behavior, but advances 
in technology and data capture allow brands to stay up to date. Advertisers can develop very specified 
personas of your brand’s target audience(s) from information based on consumers’ online search history, 
device and app usage, ecommerce purchase history and email marketing subscriptions. This information  
is essential in building integrated marketing strategies that will not only reach the most relevant audience  
for your brand, but provide the opportunity to connect with them when, where and how they want. 

But collecting data is only a piece of the pie—putting it into action is another story entirely. We believe 
brands must be willing to take risks and welcome change with open arms, as it’s the only way to win in 
today’s oversaturated CPG industry. 
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HYPER-PERSONALIZATION
INTRODUCTION
According to a Walker Information report, by 2020, the customer experience will overtake price and product as the  
key competitive differentiator for consumers. Considering the customer experience in CPG marketing is no longer  
optional—it has become necessary for marketers to succeed. 

With the help of technology, CPG brands are able to foster deeper relationships by assisting customers throughout 
the purchasing journey, from product discovery to product consumption. Innovative personalization trends and  
technologies have rewritten the rules of communication in both electronic and traditional commerce, giving brands 
the opportunity to craft customer relationships through one-on-one conversations.  

SITUATIONAL OVERVIEW 

65%

56%
of consumers said receiving a  
personalized incentive would  
improve consideration of the brand

of people that feel an emotional  
connection to a brand say it’s because 
“they care about people like me”

25% of brands will integrate virtual 
customer assistants or chatbot 
technology across engagement 
channels by 2020

62%
of millennials are more likely to 

become a loyal customer if a brand 
engages with them on social media

94%
of consumers say they’re likely 

to be loyal to a brand that offers 
complete transparency

45% 
of consumers will unfollow  

a brand if their activity is  
dominated by self-promotion

By 2020,

consumers will shop in augmented realities
100 MILLION 
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Related Reading:  
CPG Brands: Inspire Customer Loyalty with Emotional Connections

OPPORTUNITIES
Emotional Connection
Today’s consumers aren’t just studying product features and specs—they want to connect with the brand behind  
the product. They want the story behind the what and the why. In addition, the Harvard Business Review reports  
the lifetime value of emotionally connected customers is more than twice as much as highly satisfied customers. 

Building connections between your brand and your audience isn’t a single action, it’s a process. And that includes 
getting to know each other, establishing trust with unwavering honesty and being there when your customers  
need you. People want to be heard, validated and respected, and this starts by listening. 

Know what your audience wants and what motivates them. Identify their pain points and provide a solution, 
preferably in real-time. And once you know what your audience is saying, be sure you’re speaking to them where 
and how they want to receive the message. Be transparent and treat every interaction with your consumers as an 
opportunity to develop that relationship instead of viewing them as a person with a wallet. This will reinforce the 
emotional connection and deepen their trust in your brand as one they feel they can grow with. 
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Memorable Experiences
While Gen Xers are more 
likely to choose brands that 
are established and reliable, 
Millennials are more than 
willing to try new, innovative 
brands, according to 
Forbes. In fact, they tend  
to define themselves by 
their experiences more 
so than other qualities or 
factors, so CPG brands 
should consider a marketing 
strategy that positions their 
products as an experience 
instead of a possession.

Consider the brand AwayTravel.com. They position themselves as a lifestyle brand who happens to sell luggage.  
The brand provides an ongoing product experience for customers, from the sturdy, well-designed box each 
purchase is shipped in, to the canvas bag provided to store the new luggage, to the return shipping label 
prompting customers to recycle old luggage.  

Packaging is an extension of your brand—it should tell a story. CPG brands 
should use packaging to invoke the same emotions a consumer would feel  
when they see your logo, or better yet, actually use or experience your product.
Heather Glenn, Senior Account Manager, evok advertising

Related Reading: 
Enhancing the Consumer Experience Through Product Packaging
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Personalized Web and Email Marketing Strategies
An archaic one-size-fits-all approach to CPG marketing won’t do it anymore. Advancements in advertising have 
shifted messaging farther and farther away from this approach, moving toward personalization, which shoppers 
have come to expect. While brands may never be able to directly read consumers’ minds, personalized web and 
email marketing strategies may be the closest thing to it.

Take Netflix, for example. After collecting data on what users have watched and want to watch, Netflix assembles 
hundreds of personalized recommendations from its library. Netflix claims each of their over 300 million users  
will receive completely unique recommendations based on their personal preferences. 

Hyper-personalization begins with knowing exactly who your customers are. This means instead of creating 
content that appeals to the masses, brands must focus on crafting messaging and experiences that speak directly  
to those invested or interested in your brand. 

WHAT’S NEXT: AUGMENTED REALITY
 
Consumers expect information immediately, and augmented reality  
offers enormous potential for brands to deliver the next generation of  
hyper-personalization. AR negates the physical limitations a brand has  
with regard to packaging and/or shelf space. It allows consumers to  
virtually try on products and provides much more insights into how 
customers are engaging and interacting with content. 
 
Apps like Sephora’s Virtual Artist and DressingRoom by GAP allow shoppers to instantly try on beauty 
products and clothing, while Wayfair’s “View in Room” feature brings virtual versions of items to life in 
users’ own homes.

As the demand for convenience begins to dominate other motivating factors for consumers, it makes life 
easier for brands by allowing product information to be updated quicker and easier. This, in turn, reduces 
the number of returns and consumer frustration overall, making it a win for consumers and manufacturers 
alike. Failing to embrace new technology like AR will put you behind of competitors that respond and 
reinvent accordingly.
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INFLUENCER MARKETING
INTRODUCTION
Influencer marketing has become the buzz of social media sites like Instagram, Facebook and Snapchat. 
TapInfluence studies have shown influencer marketing can generate up to 11 times more ROI than traditional 
advertising, and 43% of those utilizing it are planning on increasing their influencer budget within the next  
year, according to the Association of National Advertisers. Linquia’s State of Influencer Marketing report states  
94% of marketers who use influencer marketing find it an effective practice, making this strategy quickly  
become an industry standard. 

The effectiveness of influencer marketing can be attributed to the fact that consumers are easing their trust to 
influencers, looking to them for guidance on new and upcoming trends when it comes to food, fashion, lifestyle 
and more. For CPG brands, this represents a unique opportunity to connect with audiences outside of owned 
media channels. From sending out free products to partnering with influencers to create their own product line, 
there are many ways both B2C and B2B brands can capitalize on this marketing strategy.

SITUATIONAL OVERVIEW

49%
of consumers rely on  
influencer recommendations

67% of marketers think influencer campaigns  
helped them reach a more targeted audience

86% 
of females turn to social media outlets for 

opinions and advice on what to buy

39% 
of marketers plan on increasing 

their influencer marketing budget

Influencer marketing  
campaigns generate  

$6.50  
in earned media value  

for every $1.00 invested

81%  
of consumers regularly purchase items 

after seeing them shared on social media

60% 
of in-store shoppers are influenced  
by social media and blog posts
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OPPORTUNITIES
Storytelling and Long-Term Relationships
The biggest appeal of influencer marketing is its raw and uncut form of storytelling. With a highly engaged audience, 
influencers can offer reviews and product testimonials in ways that resonate with your audience. Influencers bring 
your brand story to life and authentically promote your product through experience. 

With influencer marketing on the rise, we predict brands will focus on building long-term relationships with these 
influencers. A long-term relationship can help build a more genuine connection with an influencer, leading to one 
with their audience as well. Reaching out to social personalities and sending products is an easy way to build an 
organic and trustworthy relationship. Keeping those relationships strong and mutually beneficial is the key to 
sustained success in influencer marketing.

Micro-Influencers
Although mega influencers deliver to a vast audience, celebrity partnerships aren’t the only effective approach  
to influencer marketing. In fact, mega influencers tend to be expensive, competitive and more difficult to engage 
for long-term relationships.

For this reason, disruptor brands are looking to micro-influencers—those under 100,000 followers—for their 
exposure needs. Micro-influencers may not have as broad of a reach, but don’t underestimate their ability to 
initiate engagement. The authenticity of micro-influencers is what makes their content worthwhile.
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WHAT’S NEXT: ADVANCED APPROACH FOR MEASURING SUCCESS
 
Influencer marketing needs to provide a positive ROI to justify its allocated budget. There are many ways to 
do this, but first, you must determine your objectives and expectations from your influencer marketing efforts. 
Next, you must be prepared to share business information and data with your marketing or advertising agency, 
so they can develop an integrated strategy that is best for your brand, budget and target audience. Lastly, be 
prepared to bend. Don’t be afraid of change or adapting—every campaign isn’t guaranteed to be a success, 
but with each failure, you gain invaluable information that will allow you to build a stronger strategy and avoid 
making the same mistakes. 

Once in contact and working with influencers, it is important to see the return on your investment. Many 
tech companies are getting in on this trend and developing their own ways to measure influencer reach.  
As previously mentioned, the way to measure your ROI is dependent on your goals, but a few common  
ways include the use of trackable links to identify traffic coming from your influencers, conversion pixels  
and promo codes. 

Related Reading: 
Your CPG Guide to Measuring ROI for Influencer Marketing
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Secondary data sourced with admiration and appreciation from: 1010Data, Accenture, Activate, Association of National Advertisers, BigCommerce, Collective Bias,  
Cone Communications, Consumer Connect, Euromonitor, Food Marketing Institute, Forbes, Forrester, Harvard Business Review, Instagram, IRI Market Advantage, 
Kibo Commerce, Linquia, Marketing Profs, Nielsen, One Click Retail, One Click Retail, Shopkick, Statista , TapInfluence, Think with Google, Walker Information.

Evok Advertising is America’s 
premier boutique advertising agency 
specializing in consumer-packaged 
goods marketing, headquartered in 
Orlando with offices in Tallahassee, 
Memphis and Los Angeles.

For more information on our agency,  
our services or to participate in  
our next published State of the  
Industry Report, contact us at  
407-302-4416 or through our  
website at EvokCPGmarketing.com


