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From shopping mission to basket – and back

33 Company
Ostopolkuja Päivittäistavarakaupassa (2015)

5,3 million baskets
vs

Survey: shopping missions 
in grocery shopping 

Basket segmentation and 
analysis of real baskets



1. Price image in general       *
2. Store closest to home
3. On-the-way
4. Large selection
5. Familiar store

Ostoskori

Picking 
the store

Mission…        …and what actually happened

There is a 
need

Where 
can I go?

Where are 
the things 

I need?

Is my 
preferred 

brand 
available?

Purchase

Food and home (>75%)    *
Single need (<10%)
Promotion visit (<10%)
Impulse (<5%)

Food contents (56%)                     *
Origin of food (54%)
Brand and quality (35%)
Cheapest option (41%)

• Displays per product category
• In-store communication
• Mission-centric displays Basket

*) Ostopolkuja Päivittäistavarakaupassa (2015)

Mission

Daily (11%)                  *
Almost daily (20%)
2-3 per week (55%)
1 per week (14%)

Product category

Product 
preference



Impulse

The complete mission of a store visit

Daily needs

Weekend

Recipe

Supplement

Promotion

Supple 
mental 
mission

Food / groceries

Kiosk

Single need
Promotion baskets
Missions*: < 10%
Baskets (#): 7%
Value (€): 5%
Discount% (min 20%): 32% 

Kiosk 
Missions*: ~8%
Baskets (#): 16%
Value (€): 5%

Kiosk products in other 
baskets
Value (€): 20%

Food and supplements:
Missions*:  ~80%
Baskets (#): 77%
Value (€): 90%

1 product basket
Baskets (#): 11%
Value (€): 2.1%

Lunch

*) Ostopolkuja Päivittäistavarakaupassa (2015)



The complete shopping mission is a 
combination of different kinds of needs 
and the products matching those needs

M = 

𝑖

mission𝑖

⇔

𝑀 = 

𝑖

product; 𝑃 product|mission𝑖 = 

𝑖

𝑝; 𝑃 p|𝑚𝑖

Complete mission Match between product and mission

!
Math

Warning



Picking 
the store

Assumption on how successful & 
enjoyable the mission will be

Picking the store

*) 33 Company: Ostopolkuja Päivittäistavarakaupassa (2015) 

Mission
Display 
group

Picking 
the 

product
Basket

Criteria
1. Price level    *
2. Proximity
3. On-the-way
4. Selection
5. Familiarity

Service level

Incentives
• Marketing
• Communication

Customer loyalty



Picking the store is a combination of the base criteria and the assumption 
on how successful the complete mission will be

𝑃 store|𝑀 𝑃(𝑀) = 𝑃 store 𝑃 𝑀 store

Assumption on 
mission success

Base criteriaMissionPick the store

!
Math

Warning



Picking 
the store

Picking the product

Mission
Display 
group

Picking 
the 

product 
Basket

• Division by display
• In-store 

communication

Primary 
choice

Options

• Not in store
• Out-of-stock

Insufficient 
assortment

• Personal preferences
• Preferences created by 

marketing

Instead of preferred product, 
pick an alternative

Walkout

Measuring the 
quality of 
assortment



“Two-attempt” -model
Assortment in store Consumer has certain 

product preferences

Part of the demand is 
directly satisfied

1 2

3 Some part is satisfied by 
secondary alternatives

4

Product
sales

5

Assortment

Not in assortment
Preferred product

…the rest will 
walk away

Direct 
demand

Indirect 
demand

Unsatisfied demand



Size of assortment

S
er

vi
ce

 le
ve

l

Assortment quality

Efficient 
assortment: good 
demand coverage, 

but no overlap 
(options)

The best service

A lot of overlapping 
products, still gaps 

in the demand 
coverage

Core assortment

Low service level

Less 
options

High service level

More
options



Analysis of baskets

• 5,3 million baskets (tickets)

– 40 million products (ticket lines), 7.3 products per basket

• Five basket types

– Promotion basket – discount from total basket value > 20%

– Kiosk basket – “kiosk” category products > 80% of value

– Big basket – big value and/or large amount of products

– Midsized basket

– Small basket – single need



Discount basket

• Definition: Discount from total basket at least 20%

• Properties

– Ratio: 6.6% of baskets, 4.5% of value

– # products: 5.8, out of which half were on discount

– Average discount (of basket value) : 32%

– Stores: share of hypermarket  type stores emphasized: 10%



Kiosk basket 

• Definition: “Kiosk” product category product share at least 80%

– Ice cream cones etc, Service desk (fresh buns etc), Hot items from the grill,  Snacks & bars, Buns, Candy etc, 

Smoothie, Juices, Weight control, Sport recovery drinks & bars, Tobacco, Soft drinks

• Properties

– Ratio: 16% of baskets, 4.9% of value

– # products: 2.4, hardly any product on discount

– Stores: ratio of local stores emphasized: 20%

• Note: 

– The proportion of “kiosk” product categories from the total basket value: very 

steady across all store types



Food and supplementary

• Covering bid, mid-sized and small baskets

• Properties: 

– Ratio: 77% of baskets, 91% of value

– # products: 5 (pieni), 14 (keskikokoinen), 27 (suuri)

– Stores: hypermarket type stores had larger proportion of big baskets (10%, vs local 

stores 3%)

• Notes:

– 13% of items had some discount, the total discount 4% on average

– On weekends, the size of baskets increases a bit



Some things to take home

• The data-based basket analysis 

and results from the survey were 

a good match

– Snack / impulse –type of buying is 

actually a lot more common than 

people tend to admit (8% in 

survey, 16% in basket analysis)

– In data-based analysis, the 

primary mission is still hard to 

identify

• The results of the basket 

analysis are useful, but not very 

suprising as a whole

– However, they are based on data 

– not on gut feeling

– The most useful perspectives 

always start from a concrete 

actionable question or use case



Thank you!
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