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Looking Beyond the Aisle:

Understanding the Full*View of
Consumer Behavior
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Manufacturers with
growing innovation
sales are

to

grow total sales...

But only 7% of
manufacturers grew

iInnovation sales in the
past year!

Impact of Innovation Growth on Overall Growth!
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Flavor, ingredients, collaborations, emerging need consumer needs and behaviors
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Stretching innovations into new categories

1 out 0f4

of all new brand launches in the
US in the past year were brand
extensions
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higher sales for brand extensions

than completely new brands in
their first year in the market
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...And Beyond
The Store

NIQ

CEACNN
o N

..

n y_c".A‘;f"fogatoand' o
Dney Espresso Martini.

Stay tuned w

for more near you...

Avalable now at

US Starbucks Reserve
locations. Must be 21+
Enjoy responsibly

Cheers to the Forever 21 x
Coca-Cola Collection




Generational wellness priorities provide cross-aisleinspiration perspectives

Environmental
sustainability

* Low emissions
* Reduced carbon impact

Health & need states
(Even greater degree than Boomers)

* Cellular function

* Cardiovascular health
» Joint health

* Heart health
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Tracking ingredient and search trends across categories provides inspiration
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“Growth Drivers” — US Sales 4yr CAGR
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Total Store Expansion — Count of US categories

>

Indicates growing the mostin number
of categories across the store
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Mushrooms, fungi, mycelium, mycoprotein growing
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Sea vegetables growing in sales across the store
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Today’s panel....

Bob Nolan Kelsey Kreamer Dan Wandel
SVP, Demand Science AVP, Consumer & Market VP, Chief Strategy Officer

Conagra Brands Insights Bump Williams Consulting
L'Oreal
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A PORTFOLIO OF 35 GLOBAL,
COMPLEMENTARY & ICONIC BRANDS
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Envision what’s possible
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Sherry Frey, VP Total Wellness, NIQ
sherry.frey@nielsenig.com

NIQ



	Slide 1: Looking Beyond the Aisle: Understanding the Full View of Consumer Behavior
	Slide 2
	Slide 3: Manufacturers with growing innovation sales are 2x more likely to grow total sales…
	Slide 4
	Slide 5: Stretching innovations into new categories
	Slide 6: ...And Beyond The Store
	Slide 7: Generational wellness priorities provide cross-aisle inspiration perspectives
	Slide 8
	Slide 9: Mushrooms, fungi, mycelium, mycoprotein growing
	Slide 10
	Slide 11: Today’s panel….
	Slide 12
	Slide 13
	Slide 14: L’OREAL  using AI  to fuel  innovation
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19: Sherry Frey, VP Total Wellness, NIQ sherry.frey@nielseniq.com

