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Address Pet 

Specific Needs

These challenges can 
only be solved when 

retailers and suppliers 

work together to meet 

consumer demand.

Critical Factors 

in Consumer 
Decision-Making

Identifying growth 

opportunities and 
consumer preferences 

has never been more 

complicated.

Re-engineer 

insights to action

Knowing what is driving 
consumer purchase 

behavior today and into 

the future is critical.
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How many years of 

history do the iconic 

brands on stage have 

between them?

1. 50 years

2. 100 years

3. 300 years

4. 400 years

© 2024 Nielsen Consumer LLC. All Rights Reserved.



© 2024 Nielsen Consumer LLC. All Rights Reserved.© 2024 Nielsen Consumer LLC. All Rights Reserved. 4

The opportunity is large for the brands that 

can reach them in our omnichannel world
Consumer purchases & digital discovery 

is not brand centric, but rather attribute + 

need state centric

75%
of CPG shoppers use digital 
channels to become inspired, 

browse, research, or select a brand.

78%1

of grocery searches on 
Amazon are unbranded

84%2

of brands fail to claim 1 of 
their top 3 attributes

87%3

of products qualify for an attribute but 
are not returned in the retailer's 

search results

How can you truly assess an opportunity without knowing all of the consumer 
purchase drivers and which products fit / do not fit  those needs?

How can you personalize your messaging without knowing the attributes, 
ingredients, social causes, or sustainability attributes that matter to your 

consumers?

200M
shoppers adhere to a diet 
or health related eating program

$400B
The projected value of Health & 
Wellness product sales by 2030

40%
more revenue driven by 
personalization

2.5x
Number of clicks products that 
include the right attribute in their 

title receive.

1. Motley Fool, 2021

2. Activating Attributes Report, Label Insight, May 2020.

3. The digital depth analysis: The e-commerce experience audit, NIQ. July 2022.

4. IBM and NRF Research Study, 2020.
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How did the Wall Street 

Journal recently 

describe the new CEO 

of Kraft Heinz?

1. A Titan of Operational Efficiency

2. A Health Nut

3. An AI Automation Machine

4. A Dependable Dividend Deliverer

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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Kraft Heinz Innovating 

to Grow Share and 

Bring New Consumers

into the Categories

Did you know you may be 

leaving out a whopping 

+90% incremental 

penetration opportunities?

* Percentage calculation varies by category. 

Stat is based on plant-based category items.



Sauce That Moves at the Speed of Culture 
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Consumer-Centric Innovation = 150 Years of GROWTH
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HOT SAUCE/CHILI 
CONDIMENTS

MEAT CONDIMENTS

MUSTARD

RELISH

Consumer-Centric 
Innovation = More People 
Shopping the Category

• Ketchup was ripe for 
innovation, offering both 
high velocities and 
incremental volume as the 
category expands its number 
of items.

• With the opportunity 
identified, the next question 
is what type of innovation 
will bring the most new 
shoppers?
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Proven Trends Growing Trends Developing Trends

Contains 

HFCS

No Artificial 

Sweeteners
Organic

No Sugar 

Added

Added

Vegetables

No Salt 

Added

Contains

Mayo

Contains

Honey

Contains 

Pickle

Dollars Share by Attribute 79% 21% 8.2% 5.3% 1.2% 0.6% 0.2% 0.1% 0.002%

Dollar 
Growth
vs YA

+8% +9% +6% +5% +12% +13% +13% +22% +690% +316%

Leveraging Attributes to Understand 
the Potential Size and Share of Growth Trends

10Source: NielsenIQ Product Insights, Total U.S. xAOC Latest, 52 weeks W/E 03/16/24, Ketchup



Uncovering the Next Frontier
in Ketchup

11NielsenIQ Product Insights, Total US xAOC$ % CYA 3/16/24; NielsenIQ eCommerce Search Trends, all channels combined, latest 52 weeks March '24

NIQ Trending Attributes eCommerce 
Search Trends show increased demand 
for Better For ketchups

“Organic”

“Gluten Free”

“Low/No Sugar"

29M searches

6M searches

9M searches

Keto Diet stated 
claims sales 
growth in ketchup

Paleo Diet stated 
claims sales growth 
in ketchup

Whole 30 Diet 
stated sales growth 
in ketchup



What Success Looks Like
Capturing Incremental HH Penetration 
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Other Ketchup 
Brands SIMPLY

Cumulative Penetration 
in the Category

Incremental Penetration 
in the Category

Whataburger

Red Gold And Inc.

Primal Kitchen

Private Label

Heinz Jalapeño

A/O Heinz Flavors

Heinz: 
Extra Hot Habanero

0.8

0.6 

0.4

0.3

0.2

0.1

0.1

97.5

98.3

98.9

99.3

99.6

99.8

99.9

52.1 35.1 8.7 1.6

52.1 87.2 95.8

Source: NIQ Homescan Panel –Shopper Optimizer; Total US, Total Panel; Condiments –Ketchup category; 
Incremental Penetration to the category; Latest 52 weeks ending March 30, 2024



Leveraging Attributes to Drive Innovation 
Whitespace in the Ketchup Category

13Source: NIQ Homescan Panel –Shopper Optimizer; Total US, Total Panel; Condiments –Ketchup category, NIQ Product Insight: 
PI FDA No Added Sugar Stated; Exclusivity and duplication to the category; Latest 52 weeks ending March 30, 2024

The Kraft Heinz 
Company
HH = 41.6%
$ = 50.5%

All Other 
Ketchup Brands

HH = 43.6%
$ = 27.0%

HH = 13.6%
$ = 20.7%

All Other 
Ketchup Brands

HH = 93.4%
$ = 92.2%

FDA No Added Sugar
HH = 93.4%
$ = 92.2%

HH = 3.6%
$ = 5.0%

Primal Kitchen
HH = 0.6%
$ = 0.6%

HH = 0.2%
$ = 0.3%

HH = 0.3%
$ = 0.6%

HH = 0.1%
$ = 0.3%



14• Source: NielsenIQ Precision Areas Latest, 52 weeks March 2024, Ketchup + NIQ Product Insight

Macro Trends vs. Local Dynamics: Navigating 
Diet Diversity in Today's Landscape

Share of products with Keto, Paleo, 
Whole30 claims increases dramatically 
by income level

Low income Avg income High income

2x

4x

New Englanders and Floridians 

accelerating embrace of the 

low-carb lifestyle 

Paleo diet is a prevalent choice 

in Wheat Belt of the US

Whole 30 is dispersed across 

the entirety of the US
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Better For You, Environment, Society Shopper is key to future 
growth and demands transparency in progress & reporting
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How many search 

results for the 

humanization of pet 

trend?

1. 500 K

2. 1-5 M

3. 5-10 M

4. 10-15 M
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Nestle Purina Enhancing 

Loyalty with the 

Attributes that Matter to 

Pets & Owners at 

Every Life Stage
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Nestle Purina is at the furthest end of the attribute maturity curve and always pushing the envelope

Category 

Segmentations & 

Measurement

Retail/Consumer

Understanding

Advanced 

Analytics

Activate

What attribute search function
ality are retailers enabling?

How do I leverage attributes to 
optimize eCommerce content 

and SEO to enhance 
discoverability online?

How can I leverage 
product attributes to further 

develop and win with my 
retailer customers?

Which emerging attributes are 
most important to consumers in 
the total store? How does that 

translate to my category?

Is there additional pricing power 
behind developing attributes?

Which attributes are forecasted 
to drive brand and category 

growth?

What role do various attributes 

play in driving category 
incrementality?

What first party data sets 

allow me to target customers 
by need-state?

How can I leverage 
product attribute to attract and 

expand audiences via media 
targeting initiatives?

How do 
attributes enhance loyalty 

programs and improve life-time 
customer value?
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Consumer 
Mindset

Fundamental 
Understanding

Activate through Innovation 
and Targeting
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Which attributes/trends 
are growing, declining and why?

What is my market share of 

various attributes? Where do I 
need to innovate?

Which attributes drive buy rate 

and consumer loyalty?
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Proactive health Physical

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, powered by Label Insight, Total Pet Food; Total US xAOC + Pet Retailer; L52 weeks W/E 03/05/22 vs 2YA S = Stated, Q= Qualified

Health & Need States are top of mind for pet owners and Purina has tailored solutions to 

fit your pet's unique needs

+9%
Urinary tract

health

Ailment

+27%
Kidney function 

support

+40%
Performance 

support

Relief

+22%
Weight 

management 

Mental health

+101%
Mood and stress 

health 



© 2024 Nielsen Consumer LLC. All Rights Reserved. 21

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, powered by Label Insight, Total Pet Food; Total US xAOC + Pet Retailer; L52 weeks W/E 05/04/24 vs 4YA

Microbiome health, an attribute so hot even Nestle's CEO took notice +108%
Microbiome health
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Repeat rates | Total Pet Food – All Outlets

Source: NielsenIQ Product Insights Homescan panel; Total U.S. Panel, All Outlets, Category = Pet Food, 52 weeks W/E 02/26/22

Trial in pet is more complex than human, as switching foods requires a transition period. The 

flip side of higher barriers means products that satisfy drive lucrative repeat rates 
41% of "Natural" Pet Food consumers make a purchase 5+ times a year

Of all households who purchased Pet Food products that claim “Natural”, 26% purchased only one time, 41% purchased five or more times.

Role of pet treats 

in driving trial
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Nestle Purina is at the furthest end of the attribute maturity curve and always pushing the envelope

Category 

Segmentations & 

Measurement

Retail/Consumer

Understanding

Advanced 

Analytics

Activate

What attribute search function
ality are retailers enabling?

How do I leverage attributes to 
optimize eCommerce content 

and SEO to enhance 
discoverability online?

How can I leverage 
product attributes to further 

develop and win with my 
retailer customers?

Which emerging attributes are 
most important to consumers in 
the total store? How does that 

translate to my category?

Is there additional pricing power 
behind developing attributes?

Which attributes are forecasted 
to drive brand and category 

growth?

What role do various attributes 

play in driving category 
incrementality?

What first party data sets 
allow me to target customers 

by need-state?

How can I leverage 

product attribute to attract and 
expand audiences via media 

targeting initiatives?

How do 

attributes enhance loyalty 
programs and improve life-time 

customer value?
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Consumer 
Mindset

Fundamental 
Understanding

Activate through Innovation 
and Targeting
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Which attributes/trends 
are growing, declining and why?

What is my market share of 

various attributes? Where do I 
need to innovate?

Which attributes drive buy rate 

and consumer loyalty?
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Pet was an early adopter 

of online and the online 

share of wallet reflects it

Millennials index highest for online

3%

3%

3%

4%

4%

3%

3%

3%

3%

3%

26%

26%

24%

25%

27%

19%

22%

18%

19%

19%

10%

10%

11%

10%

10%

17%

16%

18%

17%

17%

12%

11%

14%

12%

10%

10%

9%

9%

10%

11%

Total
Panel

Gen Z
(1995…

Gen Y -
Millenni…

Gen X
(1965-…

Boomer/T
radition…

Share of Dollars

Dollar Store (In Store)

Drug Store (In Store)

Grocery (In Store)

Total Online Sales

$5.8B

$318MM

$2.1B

$1.6B

$1.8B

GenY have a higher share in all online

Online Only Buyers

In Store Only Buyers

Omni Buyers

(Both In Store and Online)

% of $ Volume from:

Online Share of 
W allet among 

Omni

shoppers:

Source: NielsenIQ Omnishopper, Total Outlets, L52WE 1.27.24 vs PY. *FOOD includes total edibles (food and beverage), Total Store = Alcohol, Bab y Care, Health & Beauty Care, General Merchandise, Household Care, Food, Pet Care, Departments
Source: NIQ Omnishopper, Total FMCG Depts= Food, Baby Care, Health & Beauty Care, Household Care, Pet Care, Gen Merch; 52 wee ks ending January 27, 2024

45.6%
+1.6pts

16.1% 
+1.1pts

Millennials over index 

for Better ForTM

(You, Planet, Society)
Product purchases
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Retailer eCommerce has responded by infusing sophisticated attribute driven search, comparison, and 

recommendation features into their UX – a flywheel effect that further drives the importance 
of attributes to the pet food shopping experience
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eCommerce search trends provide a total category trend identification signal and a content 

optimization opportunity for Purina brands

Retailer X Pet Wellness Icons Examples Retailer X Pet Health Considerations Examples

Attribute Name
Search 

Volume

Volume 

% Change

% of Category

UPCs Claimed

# of Purina 

UPCs Claimed

Grain Free 535,101 -24% 27% 262

Natural 284,464 -35% 36% 748

Organic 115,410 -26% 1% 13

Limited Ingredients 97,949 5% 5% 51

Non-GMO 405 -2% 3% 11

Attribute Name
Search 

Volume

Volume 

% Change

% of Category

UPCs Claimed

# of Purina 

UPCs Claimed

Dental & Breath Health 1,571,563 -3% 8% 84

For Pet Training 700,068 -18% 2% 38

Calming 373,124 -5% <1% 0

Urinary Tract Health 187,067 -21% <1% 43

Sensitive Stomach 184,007 -14% 1% 51

Healthy 165,036 -3% 22% 402

Retailer X Pet Flavor Examples Retailer X Pet Food Form & Life Stage Examples

Attribute Name
Search 

Volume

Volume 

% Change

% of 

Category

UPCs Claim

ed

# of Purina 

UPCs Claime

d

Chicken 495,530 -45% 27% 761

Gravy 437,112 -56% 7% 270

Catnip 338,112 2% <1% 4

Salmon 310,634 -23% 7% 257

Grilled 148,830 -63% <1% 25

Beef 148,750 -47% 15% 363

NielsenIQ eCommerce Search Insights, Latest year ending September 2023 – Aggregate search volume from Chewy, Amazon, Walmart, Petco, Shipt, Target, Kroger, Instacart, Costco, Sam's, CVS, Walgreens

Attribute Name
Search 

Volume

Volume 

% Change

% of Category

UPCs Claimed

# of Purina 

UPCs Claimed

Wet 6,119,496 -27% 25% 821

Dry 6,037,618 0% 26% 912

Chew  (Form) 2,147,363 -13% 13% 92

Kitten Stage 1,378,711 -15% 4% 187

Puppy Stage 1,111,194 -25% 5% 130

Small Breed 966,462 -5% 5% 124
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Free From Artificial Flavors

Pet Food Sales

Retailer X Total $1.19B

+5.3%

Retailer xAOC REM $16.7B

+13.6%

27

Source: NielsenIQ Retail Measurement Services, NIQ Product Insider, L52W ending 12/02/23; Syndicated

Bringing the attributes retailers care about into category management discussions allows 

Purina to find mutually beneficial growth opportunities
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Nestle Purina is at the furthest end of the attribute maturity curve and always pushing the envelope

Category 

Segmentations & 

Measurement

Retail/Consumer

Understanding

Advanced 

Analytics

Activate

What attribute search function
ality are retailers enabling?

How do I leverage attributes to 
optimize eCommerce content 

and SEO to enhance 
discoverability online?

How can I leverage 
product attributes to further 

develop and win with my 
retailer customers?

Which emerging attributes are 
most important to consumers in 
the total store? How does that 

translate to my category?

Is there additional pricing power 
behind developing attributes?

Which attributes are forecasted 
to drive brand and category 

growth?

What role do various attributes 

play in driving category 
incrementality?

What first party data sets 

allow me to target customers 
by need-state?

How can I leverage 
product attribute to attract and 

expand audiences via media 
targeting initiatives?

How do 
attributes enhance loyalty 

programs and improve life-time 
customer value?
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Mindset

Fundamental 
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Activate through Innovation 
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Which attributes/trends 
are growing, declining and why?

What is my market share of 

various attributes? Where do I 
need to innovate?

Which attributes drive buy rate 

and consumer loyalty?
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ALL ANIMAL WELFARE

ALL SOCIAL 
RESPONSIBI…

ALL SUSTAINABLE …

ENV SSTNB -…

ENV SSTNB -…

0%

2%

4%

6%

8%

10%

12%

14%

500 550 600 650 700 750 800 850 900 950

Bubble size denotes total sales in L52 week All attributes represent claims STATED on package unless indicated by  an * sy mbol
Source: NIQ, Retail Measurement Services, NIQ Product Insight, powered by Label Insight, Total US xAOC; Total Store; # of Categories selling, 4-yr CAGR 

($); 52 weeks ending December 30, 2023

The situation: Sustainability is outpacing store growth
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“Total Store Expansion”- Count of US categories

+6% Total Store

+248
basis points 
More growth in products with claims on 
environmental, sustainable packaging, 
animal welfare, social  responsibility 
than on products without over the last four years

34%
Brands with >50% of sales from products with 
sustainability-related claims achieve repeat 

rates of up to 34% 
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108 109 107
103

119 119 115 113

129 126

112 112

Environmental

Sustainability

Sustainable

Packaging

Social

Responsibility

Animal Welfare

1 Dog Owner 2 Dog Owners 3+ Dog Owners

Source: NielsenIQ Spectra Panel; Best Products; MRI+Simmons surv ey : Households with pets; Total US; 2022 YTD Sales and 2021 Census

104 103 102 101
108 106 106 103

117 113
105 104

Environmental

Sustainability

Sustainable

Packaging

Social

Responsibility

Animal Welfare

1 Cat Owner 2 Cat Owners 3+ Cat Owners

Households with Pets | Purchase Index vs Heavy Sustainable buyers

Situation Continued: And Households with more pets show higher interest in 

sustainability
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The Conundrum: Pet food has one of the lowest prevalence of ESG claims, 

making identifying trends within the category a challenge
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Solution: Expanding to a total store view enables Purina to identify humanization ESG trends early that 
will influence pet owner buying behavior
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Eco Friendly

Environmentally Friendly

Family 
Farmed

Forest Stew ardship Council

Reduced 
Carbon Impact

Regenerative Agriculture

Renew able Energy

Sustainability 
Claim Certif ication

Sustainable Forestry 
Initiative Cert Source

Zero Waste

Cage Free

Certif ied Humane Raised and 
Handled

Cruelty Free

Farm Raised

Free Range

Global Animal 
Partnership

Grass Fed

Humane

Pasture Raised

Sustainable Seafood

Vegetarian Fed

Wild Caught

Ethical

Responsibly Sourced

Women Ow ned

100 Percent Recycled 
Paperboard

Biodegradable

Free From BPA 
Claim Cert

Plastic Free

Recycled Packaging

Reusable Packaging

Terracycle

Tetra Pak Certification
Plant Based

Organic

-60%

-40%

-20%

0%

20%

40%

60%

80%

100%

120%

140%

160%

180%

200%

0 1 2 3 4 5 6 7 8 9

RECYCLABLE

17 categories

+24% vs 3YA
Sales = 6x Farm Raised sales

R
ec

yclable bubble size not to scale

340%

360%

380%

Social Responsibility

Animal Welfare

Sustainable Packaging

Environmental Sustainability

Legend

Plant Based / Organic

Bubble size denotes total sales in L52 week All attributes represent claims STATED on package unless indicated by an * symbol
Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, powered by Label Insight, Total Pet Care; Total US xAOC; 52 weeks W/E 02/25/23 vs 3YA

Total Pet Category Expansion – Count of Pet categories (34 total categories)

Then with an understanding of total store ESG trends, lead on the growth driving elements of 
sustainability that are true to Purina's brand and feasible to be applied to the pet category

Total Pet Care

Does not represent all 

available sustainable attributes
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Nestle Purina is at the furthest end of the attribute maturity curve and always pushing the envelope

Category 

Segmentations & 

Measurement

Retail/Consumer

Understanding

Advanced 

Analytics

Activate

What attribute search function
ality are retailers enabling?

How do I leverage attributes to 
optimize eCommerce content 

and SEO to enhance 
discoverability online?

How can I leverage 
product attributes to further 

develop and win with my 
retailer customers?

Which emerging attributes are 
most important to consumers in 
the total store? How does that 

translate to my category?

Is there additional pricing power 
behind developing attributes?

Which attributes are forecasted 
to drive brand and category 

growth?

What role do various attributes 

play in driving category 
incrementality?

What first party data sets allow 

me to target customers by 
need-state?

How can I leverage product 
attribute to attract and expand 

audiences via media targeting 
initiatives?

How do attributes 
enhance loyalty programs 

and improve life-time customer 
value?
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Mindset

Fundamental 
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Activate through Innovation 
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Which attributes/trends 
are growing, declining and why?

What is my market share of 

various attributes? Where do I 
need to innovate?

Which attributes drive buy rate 

and consumer loyalty?
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35

A Treasure Trove of Loyalty Data Sources + the Product Attributes Households Purchase -

Personalize Offers Based on our Shopper's Pets Need States & Diet Preferences

MyPurina Loyalty App
ZigZag Puppy Training App Retail Loyalty Data
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Product attributes enrich multiple elements of loyalty – rewards, recommendations, engagement

Purina’s enterprise loyalty program, enabling shoppers to earn 
points for Purina purchases and redeem in-app for products and 
rewards.

Personalized pet food recommendation engine, using AI 
to match shoppers with wet and dry products across 
brands based on their pet’s unique needs.

Library of on-demand training and enrichment content – including 
articles and videos – that deepens the pet/owner relationship. 
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Thank you!
Who wants to see this 

mash-up come to life?

Jason Lipsitz

Jason.lipsitz@nielseniq.com

38

Beggin' 

Dog 

Ketchup
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