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Winning in an inflationary
environment
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What's happening
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. Perceived price : Optimum packaging : Trust & transparency : Premiumization
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Source: NielsenlQ Advanced Analytics - Everyday Pricing Analytics / Pre-COVID: MAT to 15th of
March 2020 | New Stable: MAT to 14th of February 2021 (excluding COVID-19 turmoil period)
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Source: NielsenlQ “Unlocking Consumption in 2021 Source: R&D conducted in September 2020 in 15 countries globally
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Source: NielsenlQ “Unlocking Consumption in 2021"
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Luxury »
Super premium p
premium
Main 54.0%
55.0%
Mass
23.5% 23.1%
Eco
FY 2019 FY 2020

Source: NielsenlQ Data - Asia: June'21, Europe: 15/07/21, USA: 21/07/21
Price Index vs average category price per volume/unit
Eco: 0-40, Mass: 41-80, Main: 81-120, Prem: 121-160, SP: 161-200, Lux: >201
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712l : Premiumization
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https://nielseniq.com/global/en/landing-page/niq-ecommerce-accelerator/

