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What are consumers 

craving?

Total Wellness
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Total Wellness refers to the full view of consumer well-being extending beyond individual physical health to encompass the 

well-being of their world as they see it.

Establishing a Total Wellness framework to understand consumer needs
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NielsenIQ Annual Shopper Health Study, 2022, Q10. Below  is a list of health-related conditions / ailments. Please read the list carefully and then select the condition(s) that anyone in your household, including yourself, has experienced during the past 6 

months. Please select all that apply

COVID-19 put a spotlight on consumer need states

Ailments in household

% of households

Allergies - nonfood related Joint/Neck/Back pain Hair loss Restless Leg Syndrome 

Acid Reflux Insomnia Dry eye Eye Disease

High Blood Pressure Headache/migraine Allergies - food related only Pre-Diabetes

Imperfect Vision Acne Attention Deficit Disorder Constipation - chronic

Arthritis Diabetes - Type II Urinary incontinence Gum disease

Obesity Muscle Pain Lactose intolerance Blood Conditions

Depression Skin Condition - not acne Menopause Osteoporosis

Cholesterol problems Asthma Irritable Bowel Syndrome (IBS) Chronic Bronchitis

32%

31%

28%

25%

24%

25%

22%

41%

17%

15%

14%

13%

13%

12%

12%

19%

10%

9%

9%

8%

8%

7%

7%

10%

6%

6%

6%

5%

5%

4%

7%

4%

Protective
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All attributes represent claims STATED on package unless indicated by an * symbol 

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, pow ered by Label Insight, Total Food & Beverage; Total US xAOC; 52 w eeks W/E 12/31/22 vs YA

Diabetes is on the rise and consumers are searching for ways to manage

11% of Americans have diabetes with 21% undiagnosed

34 million 

1 in 3 Americans are pre-diabetic 
(28% of adolescents)

88 million 

NIQ Trending Attribute Search Trends

238K | +12%

diabetes support

Annual cost of undiagnosed diabetes

$327 billion

Healthcare costs for Americans with diabetes

2.3X

Protective

Claims Total Store
Products that 

contain Cocoa

Diabetes Support +10% -2.8%

Loy Glycemic +3.7% +0.2%

Sugar Conscious +14.5% +18.0%

No Sugar Diet +8.1% +10.7%

Carb Conscious Diet +1.8% -9.4%
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First defined in 1994, there is currently no limit on added sugars; Index refers to % Mix compared to Total Store

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, pow ered by Label Insight, Total Food & Beverage; Total US xAOC; 52 w eeks W/E 12/31/22 vs YA

FDA proposed rule for “healthy” claim on food products limited to low sugar, fat, and sodium

Added Sugar per serving - % Mix Total Fat per serving - % Mix Sodium per serving - % Mix

ProtectiveProtective

7%

1%

2%

6%

8%

31%

34%

9%

0g per srvg.

1g to <2.5g

2.5g to <5g

5g to <7.5g

7.5g to <10g

10g to <15g

15g to <25g

Over 25g

2%

5%

14%

23%

16%

25%

15%

0g per srvg.

1g to <2.5g

2.5g to <5g

5g to <7.5g

7.5g to <10g

10g to <15g

Over 15g

4%

24%

26%

18%

10%

11%

8%

0g per srvg.

1mg to <50mg

50mg to <100mg

100mg to <150mg

150mg to <200mg

200mg to <300mg

Over 300mg

(217 Index)

(332 Index)

(356 Index)

(132 Index)

(151 Index)

(156 Index)

(183 Index)

(143 Index)

(189 Index)

(152 Index)

(119 Index)

Products that contain Cocoa Products that contain Cocoa Products that contain Cocoa



© 2023 Nielsen Consumer LLC. All Rights Reserv ed.

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, pow ered by Label Insight, Total Food & Beverage; Total US xAOC; 52 w eeks W/E 12/03/22 vs 3YA

High added sugar per serving (>2.5g) High sodium per serving (>200g)

Grocery Candy, Gum, Mints

Frozen Desserts

Grocery Cookies and Crackers

Grocery Sweet Snacks

Grocery Cereal and Granola

Grocery Diet and Nutrition

Bakery Desserts

Grocery Baking Staples

Grocery Beverage Enhancers

Grocery Baking Mixes

Grocery Salty Snacks

Grocery Beverages

Dairy Yogurt

Dairy Dough and Batter Products

Frozen Prepared Foods

Grocery Diet and Nutrition

Dairy Meal Combos

Grocery Sweet Snacks

Grocery Performance Nutrition

Grocery Cereal and Granola

Bakery Desserts

Dairy Milk Products

Frozen Desserts

Frozen Prepared Foods

Grocery Baking Mixes

Frozen Fully Cooked Meat

Grocery Toaster Pastries

Grocery Candy, Gum, Mints

Bakery Muffins

Meat Fresh Meat

Top Cocoa categories with high sugar and sodium

ProtectiveProtective
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Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, pow ered by Label Insight, Total Food & Beverage vs Vitamins and Supplements; Total US xAOC; 52 w eeks W/E 12/31/22 vs 3YA

All attributes represent claims stated on package unless indicated by an * symbol. Supplements are specif ic to the vitamins and supplement categories.

Consumers proactively using food as medicine and supplements

All Food as Medicine 
(Food & Beverage)

+9%

Ailment
Cholesterol support +26% +12%

Obesity support* +23% +10%

Relief

Inflammation health +47% +8%

Heartburn & reflux support +31% +14%

Pain support +28% +7%

Physical 

health

Performance supplement +82% +28%

Cardiovascular health +38% +5%

Sexual health supplement +35% +7%

Muscle health +32% +18%

Bone health +20% +9%

$ % chg. vs 3YA YA

Total Store

+9%

Mental 

health
Details to follow…

$ % chg..vs YA

Grocery Beverages

Grocery Diet and Nutrition

Grocery Cereal and Granola

Grocery Nuts and Seeds

Dairy Milk Products

Dairy Eggs

Grocery Performance Nutrition

Dairy Yogurt

Top Food as Medicine Categories

NIQ Trending Attribute Search Trends

10M | +12%

energy

ProtectivePreservation

Food as Medicine in 

Cocoa

+3%
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Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, pow ered by Label Insight, Total Food & Beverage; Total US xAOC; 52 w eeks W/E 12/31/22 vs YA

Most Cocoa products with functional claims fall in Diet and Nutrition, and 

Performance Nutrition categories

Diet and Nutrition and 

Performance Nutrition 

account for nearly 

70%
Of Cocoa products with Need State 

Claims

ProtectivePreservation

Diet and Nutrition and 

Performance Nutrition 
+10% +16%

Muscle Health +16% +22%

Obesity (6%) (16%)

Diabetes Support (1%) (10%)

Appetite Control +7% +21%

Osteoporosis Health +7% +29%

Reduces Fatigue +19% +33%

Immune System Health (10%) +16%

Metabolism Support (35%) (38%)

Performance Support +43% +97%

Heart Health (8%) (21%)

Top 10 Claims leveraged by Products containing Cocoa

Mood and Stress Support Claims among top growing in 

category, +800%
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Source: Reinert, M, Fritze, D. & Nguyen, T. (October 2022). “The State of Mental Health in America 2023” Mental Health America, Alexandria VA; New state rankings shines light on mental health crisis, show differences in blue, red states. News release. Mental Health America. October 18, 2016. Accessed January 25, 
2022; NIQ Health Ailment Survey

Understanding the Mental Health Crisis as a growing consumer need state

21% (50M) of Adults 

in the U.S. are 

experiencing mental 

illness

4.8% (~12M) of 

Adults reported 

serious thoughts of 

Suicide

Mental Illness Suicide Healthcare Workforce

28% of Adults with 

mental illness said 

they were unable to 

receive treatment 

due to affordability

Mental Health 

Worker to patient 

ratios (1:350) are a 

serious issue, 

particularly in 
southern states

Low Income HHLDS, Female Heads of HHLD, and Families with children more likely to experience depression 
and/or Sleeplessness 

ProtectivePreservation
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Source: NielsenIQ BASES Quick Question Surv ey  Fielded February  2023, Respondents n=500

Over half of respondents said they relied on healthy food and one third said they relied on 

indulgent or fun foods

Extremely active

Very active

Somewhat active

Slightly active

Not actively doing
anything

25%

32%

26%

9%

8%

How active are you in 

maintaining/managing your 

emotional health?
% of Respondents

Which of the following do you use to 

maintain/manage your emotional health?

Treatment Based
% of Respondents

Exercise or physical activities

Eat healthy food

Eat something indulgent or fun

Consume alcoholic beverages

Spend time with friends/family

Hobbies (e.g., reading,
gardening)

Watch TV or play video games

Prescription
medication

Over-the-counter
medication

Vitamins/minerals/sup
plements

Therapy

Which of the following do you do to 

maintain/manage your emotional health?

Behavioral Based
% of Respondents

25%

18%

41%

18%

50%

51%

30%

16%

51%

48%

49%

ProtectivePreservation
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Consumers follow a variety of eating 

approaches (or principles) for health

Cocoa Products that qualify for specific 

diets are up  

+24%
vs 3YA

ProtectivePreservation

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, pow ered by Label Insight, Total Food & 

Beverage; Total US xAOC; 52 w eeks W/E 12/31/22 vs YA; FMI The Power of  Plant-Based Foods and Bev erages, 2022
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ProtectiveAspirational

6.3%

6.6%

5.1%

14.0%

9.0%

3.3%

19.0%

17.0%

18.5%

15.8%

Artificial Flavors

Artificial Colors

RBST

High Fructose Corn Syrup

Artificial Preservatives

Artificial Sweetners

Artificial Ingredients

Antibiotics

Artificial Fragrance

Filler

Clean Label claims we’re tracking across the store

▪ Free from antibiotics

▪ Free from artificial flavors
▪ Free from artificial fragrance

▪ Free from artificial sweeteners

▪ Free from hormones
▪ Free from RBST

▪ Free from animal by product
▪ Count of ingredients

▪ Contains natural colors

▪ Contains natural flavors
▪ Contains natural fragrance

▪ Contains natural preservatives
▪ Contains natural sweeteners

▪ Non-toxic

▪ Free from pesticide
▪ Recognizable ingredients

▪ Free from parabens
▪ Free from phthalates

▪ Free from formaldehyde

▪ Free from Triclosan
▪ Free from Triclocarban

▪ Free from BHA
▪ Free from BTA

▪ Free from nonylphenol ethoxylates

Free From - $ % Chg. vs YA

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, pow ered by Label Insight, Total Food & Beverage; Total US xAOC; 52 w eeks W/E 12/31/22 vs YA

Cocoa using products seeing strong growth with Clean Label claims

Nearly 30% of 

consumers are 

buying Clean 

Label across the 

store
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Consumers know that preservation is the key to healthy aging 

Embracing aging:  Searches 
related to anti-aging spiked 

significantly in 2020 but have tailed 

off as women began embracing a 
new view on life, down 9% in NIQ 

Trending Attributes. 

By 2060, 40% 

of Population Age 50+

Pinterest Predicts

ProtectiveAspiritational
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Yuzu*

Goji berry*

Acerola*

Licorice*

Jackfruit*

Elderberry*

Spirulina*
Ginseng*

CBD

Monkfruit*

Monkfruit

Collagen

Maca*

Ashwaganda*

Ashwaganda

Algae*

Turmeric

0%

25%

50%

75%

100%

125%

150%

175%

200%

225%

0 20 40 60 80 100 120 140 160 180

Bubble size denotes total sales in L52 w eek All attributes represent claims STATED on package unless indicated by an * symbol

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight,, pow ered by Label Insight, Total Store; Total US xAOC; 52 w eeks W/E 10/01/22 vs 3YA

Integrating functional ingredients 

Hitting the sweet spot of high growth & rapid category expansion
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“Total Store Expansion”- Count of U.S. categories 

275%

300%

Bubble size denotes total sales in L52 w eeks

ProtectiveEvolving

Cocoa: A Functional Ingredient

➢ May lower high blood pressure

➢ May balance cholesterol

➢ May regulate blood sugar

➢ May reduce heart attack & stroke

+10%
vs YA across the 

store
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Governance and cost will accelerate momentum beyond 

consumer demand

Role of governance 

and mandates

Financial reporting 

requirements 
SEC, EU CIBR

New legislation Fines and 

Taxes
Greenwashing

Sustainable 

Investment
Banks, Shareholder 

value, Funding

Exploding costs due to the 

impact of climate change

Rising cost of 

goods
Increased prices due to 

scarcity

Personal impact

Cost of living stress Shifting values & attitudes

Availability of choice

Escalating

consumer demand

Rising energy prices
Shift to renewables

Supply chain 

disruption
Shifting source of origin

Altruistic
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Source:NielsenIQ 2023 Sustainability Report - Ranked on Global. Q, When people talk about sustainability, it might mean different things to diff erent people. In this list, w hat does it mean for you? 

Sustainability means different things to people around the world
Altruistic

23%

30%

37%

43%

53%

60%

61%

62%

17%

20%

35%

53%

58%

73%

67%

61%

15%

26%

33%

43%

45%

61%

57%

54%

  Better for minorities

  Giving back to society

  Better conditions for workers

  Protecting wildlife

  Cutting emissions

  Better for the planet

  Protecting natural resources

  Reduced pollution/ clean environment

U.S. U.K. Global



© 2023 Nielsen Consumer LLC. All Rights Reserv ed. 18

Source: NielsenIQ 2023 Sustainability Report - Ranked on Global

Most important things when choosing a brand

55% 37%

Very important Somewhat important
Not at all important No opinion1.4

2.4

2.4

2.9

2.9

5.6

5.8

10.1

11.2

11.2

13.0

13.1

18.1

 Foreign/ os products

 Unique & different

Luxury/ indulgence

Niche, specific needs

Social impact

Local country origin

Private Label

Superior, high quality

Environment friendly/ sustainable

Trusted/ familiar brand

Healthier options

Safety & Hygiene guarantees

 Affordable/ lower prices

42% 27% 21%

Much more important A little more Important
Stayed the same ie. Always been important Less important
Much less important Don't know/undecided

Importance of Sustainability TODAY

Change in importance v. two years ago

Most important

Least important

For more than half of respondents its more important than it was two years ago

…and is one of many things considered in the purchase journey
Altruistic
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At NIQ we examine ESG through the lens of four pillars

ESG is defined as Environmental and Social Governance

Environmental 

Sustainability

Sustainable 

Packaging

Animal 

Welfare

Social 

Responsibility
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Products with 

ESG claims 

account for 

23% of Cocoa 

Sales

3.8%

7.1%

5.8%

10.6%

8.0%

10.1%

4.4%

9.7%

11.8%

12.8%

DESSERTS

DIET AND NUTRITION

CANDY, GUM, MINTS

CEREAL AND GRANOLA

COOKIES AND CRACKERS

SWEET SNACKS

BAKING STAPLES

PERFORMANCE NUTRITION

BAKING MIXES

DOUGH AND BATTER PRODUCTS

…top 10 Cocoa for 82% of sales of ESG within Cocoa

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, pow ered by Label Insight, Total Food & Beverage; Total US xAOC; 52 w eeks W/E 

12/31/22 vs YA
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What’s Next from 

NIQ? 

Webinar Alert
Delivering on the Sustainability 

Promise: Leveraging Data & Insights
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