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About today

Exploration of current dynamics and state of the industry 

impacting consumer health and the food industry 
1

Understanding of role of new technology supporting consumer 

health with FoodHealthCo 
2

Fireside chat with industry experts on implications and 

opportunities for the industry 
3
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Today’s 

presenters:

Sherry Frey

Product Insights Industry Leader

Sam Alexander

CEO & Founder

Jordan Bar Am

Partner
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SNAP/WIC

GLP-1 impact

Pop culture

Return to work mandates

Financially polarized consumers

Cannabis legalization

Rx to OTC

GenZ and GenAlpha

Social media

Aging population

Clean label
Shifting demographics

Sustainability

Personalization

Better For  

mainstreaming

AI

Globalization and 

localization

Chronic disease

Shift to telehealth

Growth of retail media

Make America Healthy Again

Tariffs
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Cultural, Technological, Institutional, Financial, Political

Pivotal Moment as the CPG Ecosystem Absorbs Multiple Transformational and Foundational Shocks 

6
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https://www.bloomberg.com/news/articles/2025-03-17/red-dye-no-3-was-banned-will-the-fda-ban-other-food-colorings
https://www.bloomberg.com/news/articles/2025-03-25/mccormick-removing-food-dyes-with-rfk-jr-targeting-additives
https://fortune.com/well/2025/03/11/rfk-food-kraft-heinz-general-mills-dye-food-babe-toxins-hyperactivity-children/
https://www.arnoldporter.com/en/perspectives/advisories/2025/02/maha-and-its-possible-effects-on-the-food-industry
https://www.usda.gov/about-usda/news/press-releases/2025/04/04/hhs-and-usda-hold-first-public-maha-event-outline-vision-healthier-america
https://www.hhs.gov/press-room/hhs-restructuring-doge.html
https://www.forbes.com/sites/joshuacohen/2025/04/08/maha-is-about-disease-prevention-but-thus-far-hhs-policies-have-been-opposite/
https://news.sky.com/story/dr-casey-means-who-is-trumps-pick-for-surgeon-general-and-rfk-jr-ally-13363862
https://www.foodnavigator-usa.com/Article/2025/02/17/is-make-america-healthy-again-the-new-food-as-medicine/
https://www.freshproduce.com/who-we-are/press-center/2025/ifpa-presents-policy-solutions-to-maha-commission-for-a-healthier-america/
https://www.newsnationnow.com/health/rfk-jr-maha-make-america-healthy-again/
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Make America Healthy Again Assessment, published May 22, 2025; NIQ Global Wellness Report 2025, US and global results (% strongly/somewhat agree)

Health is a key focus in 2025

Poor Diet: The American diet has 

shifted dramatically toward ultra-

processed foods (UPFs), leading to 

nutrient depletion, increased caloric 

intake, and exposure to harmful 

additives. Nearly 70% of children’s 

calories now come from UPFs, 

contributing to obesity, diabetes, 

and other chronic conditions. 

Aggregation of 
Environmental Chemicals

Lack of Physical Activity and 
Chronic Stress

Overmedicalization

US

55%

Cost

25%

Availability

17%

Time

31%

Motivation

22%

Trust

Top barriers hindering healthier life choices

65% of US consumers (75% of global) agree that governments should regulate businesses to help them make healthier decisions

Cost

54% of consumers say the expense of healthier 

options is a major barrier

Availability

31% say difficulty finding healthy alternatives is 

an issue

Time

26% of consumers say they simply don’t have 

time to make healthier choices

Motivation

25% don’t feel driven to make healthier choices

Trust

25% don’t trust that the product or service will 

be effective

1

2

3

4

5

Global
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1992 2011 2025

?

How might consumer healthy eating recommendations shift?
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1.9%

4.6%

0.0%

0.4%

1.6%

-0.7%

FOOD - Center Store

FOOD - Perimeter

NON-FOOD

1.7%

4.8%

-1.2%

-0.3%

1.1%

-1.7%

FOOD - Center Store

FOOD - Perimeter

NON-FOOD

10

Source: NIQ, Retail Measurement Services; Total US xAOC; Total Store (includes Tobacco); $, Unit, and Avg Unit Price % change vs year ago; 52 week ending May 17, 2025

Fresh departments growing, while center store remains challenged

Latest 52 weeks

FOOD – Center Store

FOOD – Perimeter

NON-FOOD

$ % Chg.. Unit % Chg..

Grocery & Frozen departments

Dairy, Deli, Meat, Bakery, 

Produce & Seafood

Alcohol, Baby, Health & Beauty, 

Household, Pet Care & Tobacco

Latest 13 weeks

Sales growth across the store

+1.5%

+2.9%

+0.7%

Avg Unit 

Price % Chg.

Without

Tobacco

-1.1%

-1.5%

Without

Tobacco

+0.2%

-0.5%
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Source: NIQ, Retail Measurement Services – CDI/BDI Report; NIQ Product Insight; Total US xAOC – 62 Syndicated Major Markets; Total Produce department vs Grocery and Frozen Fruits & Vegetables; 52 weeks ending March 22, 2025

Per capita purchasing across fruits and vegetables varies across the country

FRESH PRODUCE GROCERY FRUITS AND VEGETABLES

FROZEN FRUITS AND VEGETABLES
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Source: NIQ, Retail Measurement Services – CDI/BDI Report; NIQ Product Insight; Total US xAOC – 62 Syndicated Major Markets; Total Food & Beverage, PI Ultra-Processed Qlfd; $ % Change vs year ago; 52 weeks ending December 28, 2024

Ultra-processed food sales across the country
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Source: NIQ Retail Measurement Services – NIQ Product Insight, powered by Label Insight; Total US xAOC; Total Food & Beverage; $ Share, 4-year $ CAGR; 52 weeks ending November 30, 2024 

MRI Simmons, Health and Wellness study

The challenge and confusion around processing 

NIQ NPI ULTRA-PROCESSED QLFD: Use nutrition facts panels (NFP) 
and ingredient declaration: 

Products with NFPs containing one of the following: 1.5g or more of 

sodium per 100g, 5 grams or more of saturated fat per 100g, 22.5g or more of sugar 

per 100g, or 17.5g or more of total fat per 100g. 

And 

Products with at least three of the following: Added Sugar, 

Hydrogenated Oil, Formaldehyde Releasing Preservatives, Artificial Colors, Artificial 

Flavors, Artificial Sweeteners, Hydrogenated Oils, Artificial Fragrances, Added 

Sulfites, Color Additives, or Sequestrates.

Products eligible for this attribute cannot make organic 
certification claims.

78%
22%

from Northeastern University’s Network Science Institute 

compared to…

of US Food and Beverage qualify as “ultra-processed” using 

current NIQ Product Insight definition

87% of US consumers agree that eating fewer processed foods is better for health and 75% try to limit their intake of processed foods. 
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Source: NIQ, Retail Measurement Services – NIQ Product Insight, powered by Label Insight; Total US xAOC; Total Food & 

Beverage; Total Food & Beverage $ sales by size of manufacturer; Latest 52 weeks ending May 17, 2025

Small & Medium manufacturers growing the 

most in Better For  sales

Large manufacturers make up most of 
Food & Beverage sales

14

Private 
Label

Large

Medium

Small

Emerging

Total Food & Beverage Sales | Size of Manufacturers

Private Label

Large 
(>$1BN)

Emerging 
($10K to <$50MM)

Medium 
($200MM to <$1BN)

Small 
($50MM to <$200MM)

Share of total 

$ sales 4yr CAGR

9% +4.9%

7% +4.0%

20% +10.9%

28% +10.1%

25% +6.6%

Source: NIQ RMS – NIQ Product Insight, powered by Label Insight; Total US xAOC; Total Food & Beverage; NIQ Better For 

Segment ; Better For  $ share of Food & Beverage and 4yr $ CAGR; Latest 52 weeks ending May 17, 2025

Better For  
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-4%

-2%

0%

2%

4%

6%

8%

10%

12%

14%

16% Total Food & Beverage

F&B - Better For

F&B - Ultra-Processed

Total Produce

15

Source: NIQ, Retail Measurement Services – NIQ Product Insight; Total US xAOC; Total Food & Beverage vs Better For segment; $ % Change vs year ago; 4-week 

trended through week ending May 17, 2025; NIQ Ultra-processed

$ % Chg. YA | Food & Beverage

ENVIRONMENT

YOU

SOCIETY

Inflation drove short-term 

shifts from wellness

NIQ Better For …
Better ForTM is a bellwether of wellness trends and 

consumer priorities
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Consumers feeling 
more challenged 

heading into 2025 

Source: NIQ Consumer Outlook Report, Jan 2022 to Jul 2024, US Market

The Economic Divide – 

Tracking financial situations and responses

25.4%

17.1%

24.5%

26.2%

23.1%

30.6%

30.0%

16.1%

10.5%

10.3%

13.7%

13.3%

12.4%

11.7%

32.7%

42.3%

42.5%

38.2%

35.8%

37.5%

36.6%

17.9%

22.7%

16.1%

14.9%

17.2%

13.4%

12.8%

7.8%

7.4%

6.6%

7.0%

10.5%

6.0%

8.8%

Strugglers Rebounders Cautious Unchanged Thrivers 

Jan 2022 

Jun 2023 

Jun 2022

Jan 2023

78.3% Vulnerable Consumers

Jan 2024

Jul 2024

Jan 2025
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Source: NIQ, BASES Quick Question Omnibus Survey, February 2025 n=1,003, USDA ERS 2023, Source: 

NIQ Homescan Panel SNAP Survey, Total Outlets 3/5/2023-7/22/2023

28%

13%

13%

13%

11%

10%

Difficulty affording enough food

Health and well-being

Increased food insecurity

Budgeting challenges

Access to fresh produce

Impact on nutritional quality

Changes in 

SNAP benefits 

could negatively 

impact many 

consumers

Main Concerns About SNAP Benefit Reductions

31% will buy less food

26% will skip meals

90% of SNAP benefit users 

are concerned about possible 

benefit reduction in 2025

Post-pandemic incremental benefits, SNAP households pulled back 

on more than just food & beverage categories. 

F&B purchases for SNAP HH declined 2.4%
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Source: FMI, The Food Industry Association

State-level SNAP legislation creates challenges

Colorado

Certain beverages and 

inclusion of some hot foods

Nebraska

Soda and Energy Drinks

Kansas

Candy and Soft Drinks

Iowa

Garden seeds, sugar 

sweetened Beverages, some 

Candy, some Snacks

Indiana

Candy and Soft Drinks

West Virginia

Full sugar Soda, artificially 

sweetened Soda, some 

Prepared Foods

Arkansas

Soda and CandyTexas

Sweetened Drinks and 

Candy

Idaho

Soda and Candy

FMI Map: State SNAP 

Waiver Requests

Submitted SNAP waiver to USDA

No SNAP waiver submitted to USDA

SNAP waiver approved by USDA
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'The most deprived fifth of the UK population 

would need to spend 50 per cent of their 
disposable income on food to meet the cost of the 

Government recommended healthy diet, and 

there is increasing reliance on cheap foods with 

low nutritional values'

Yet, health isn’t necessarily affordable for lower income consumers

UK Government Recommendation on Eating Healthily & 

achieving a Balanced Diet:

UK - House of Lords Debate on Food, Diet & Obesity 
(March 2025):

But...

https://foodfoundation.org.uk/publication/broken-plate-2023
https://foodfoundation.org.uk/publication/broken-plate-2023
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The GLP-1 Dynamic: GLP-1s are not a weight loss fad

31% of US consumers vs 31% of 
global have a generally positive 
perception of anti-obesity medications 
(AOMs) or GLP-1s

NIQ consumer panel research

• Ozempic 

• Mounjaro
• Trulicity
• Wegovy
• Generic/Compound
• Zepbound

GLP-1 weight loss shoppers seem 

to be increasingly intentional

Protein

Hydration

Brain health, Microbiome, Energy, 

Clean Label

Fiber/Gut health

Macro/Micronutrients

Approved for weight-loss in 2014, with dramatic growth in 

usage for weight-loss over the last four years

Side effects, supply, affordability, persistence/cycling

Compounding pharmacies and telehealth improved access in last year

Significant growth – projected to reach $115B (US) by 2030 

Robust pipeline of innovative drugs/delivery mechanisms and generics, 

and new health indications signaling growing competition, greater choice, 

accessibility and lower prices 

Background

Challenges

Future

Their growth will change the way consumers eat, prioritize health and self-care

NIQ Global Wellness Report 2025, US and global results (% very/somewhat positive perception)
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• In the process of coding these food dye attributes: Orange B and Red Dye 2
1 Source: NIQ Retail Measurement Services, NIQ Product Insight, powered by Label Insight; Total US xAOC + Convenience; Total Food & Beverage; $ Share of additive ingredient; 52 weeks ending February 22, 2025 
2 Source: NIQ Retail Measurement Services, NIQ Product Insight, powered by Label Insight; Total US xAOC + Conv vs Total US Convenience; Total Food & Beverage; Number of UPCs selling impacted; 52 weeks ending March 22, 2025

“Regulatory” changes moving quickly…what’s next?

Candy, gum, mints

Beverages 

Baking supplies

Desserts

Salty Snacks

Cookies & Crackers

Sweet snacks

Milk products

Diet and nutrition

Processed meats

Beverage enhancers

Cereal and granola

Fruit snacks

Toaster pastries

Prepared foods

And many others…

NIQ Product Insights: 

Artificial color additives2 
# of Food & Beverage items

Propyl Paraben

1. Sweet Snacks (50% share)

2. Wraps and Tortilla shells (17%)

3. Baking supplies (10%)

4. Sweet Goods (7%)

5. Salty Snacks (7%)

Potassium Bromate

1. Prepared foods (52% share)

2. Rolls and Buns (11%)

3. Cookies & Crackers (9%)

4. Pizza (9%)

5. Bread (8%)

Titanium Dioxide

1. Sweet Snacks (34% share)

2. Candy, Gum, Mints (18%)

3. Prepared Foods (15%)

4. Desserts (6%)

5. Pizza (5%)

High Fructose Corn Syrup

1. Beverages (38% share)

2. Cheese (32%)

3. Condiments (5%)

4. Prepared Foods (4%)

5. Fruit Snacks (4%)

Bromated Vegetable Oil

1. Beverages (99.9% share)
Share of additive1

xAOC + 

C-Stores C-Stores

Red Dye 3 5.4K 1.2K

Red Dye 40 23.9K 9.5K

Blue Dye 1 18.9K 7K

Blue Dye 2 4.1K 1.4K

Yellow 5 22.5K 8.3K

Yellow 6 16.3K 6.3K

Green 3 82

Orange B*

Red 2*

xAOC + 

C-Stores C-Stores

Brominated Vegetable Oil ~300 ~140

Propyl Paraben ~260 ~100

Potassium Bromate ~610 ~160

Titanium Dioxide 7.5K 2.3K

High Fructose Corn Syrup 22.4K 8.6K

Food Additives Potential Bans Impact2

# of Food & Beverage items
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Track U.S. Food Chemical Bans with EWG's Interactive Map

State level food chemical bans create challenges for manufacturers

Shaded states currently have some level of restrictions on food additives
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*Top 10 super categories that contain Red Dye #3

Source: NIQ, Retail Measurement Services – NIQ Product Insight, powered by Label Insight; Total US xAOC vs Total US Conv; 

Total Food & Beverage vs Better For segment; $ % Change vs year ago; 4-week trended through week ending March 22, 2025

Top 10 super categories that contain Red Dye #3

Source: NIQ, Retail Measurement Services – NIQ Product Insight, powered by Label Insight; Total US xAOC vs Total US Conv; 

Total Food & Beverage vs Better For segment; $ % Change vs year ago; 4-week trended through week ending March 22, 2025

And the consumer is reacting but not 
necessarily everywhere

23

x
A
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Candy, gum, mints
Baking supplies
Desserts
Salty Snacks

Cookies and Crackers
Sweet snacks
Milk products

5,416 items total
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Source: NIQ Retail Measurement Services – NIQ Product Insight, powered by Label Insight; Total Us xAOC + Conv vs Total US Conv; Total Food & Beverage – Seed Oils, Number of UPCs selling; Lard and Butter sales (Total US xAOC), $ % change vs YA; 

52 weeks ending March 22, 2025. 2SPATE: US TikTok ending September 8, 2024

Watching: growing 

conversation on 

seed oils being bad

NIQ Product Insights: 

Seed Oils ingredients

# of Food & Beverage items

The top concern-related hashtags alongside 

canola by total views include #inflammation 

(3.3M total views) and #autoimmunedisease 

(122.8K total views)2.

 

xAOC + 

C-Stores C-Stores

Soybean oil 46.4K 15K

Canola oil 33.7K 10.9K

Sunflower 

oil
26.6K 9.2K

Peanut oil 4.6K 1.4K

Safflower oil 4.0K 1.5K

Flaxseed oil 193 66

Lard sales +18% 

Butter sales +8%
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NIQ Consumer Life US 2024 F29 

Source: NIQ, Retail Measurement Services – NIQ Product Insight, powered by Label Insight; Total US xAOC; Total Food & Beverage; 

$ Share of Food & Beverage, $ % change vs year ago; 52 weeks ending November 30, 2024

Yet, sugar and salt are the top ingredients that Americans watch

0

10

20

30

40

50

60

70

  High in sugar   High in salt
or sodium

  High in fat   High in
cholesterol

  High in
calories

  Contain
artificial

ingredients
such as
coloring,

sweeteners

  Have been
genetically
modified

  High in
carbohydrates

  Contain
preservatives

  Contain
caffeine

  Contain
gluten

Total

Gen Z

Millennials

Gen X

Boomers

American consumers try to minimize or avoid any of 
the following types of food 27% of Food & Bev Sales are 

over 10g of added sugar 
per serving*

American Heart Association recommends no 

more than 36g per day (men) and 25g (women)

5-7.5g per serving +6% vs YA

Sugar Conscious +3% vs YA

50-100Sodium Conscious +3% 

mg per serving +4% vs YA

FDA – 2,300 mg per day

AHA – 1,500 mg per day

25% of Food & Bev Sales are 

over 300mg of sodium per 

serving (12% over 500mg)*

*Based on Food & Beverage products that include a 
Nutrition Facts Panel (NFP) label on package

© 2025 Nielsen Consumer LLC. All Rights Reserved.
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1NIQ BASES Breakthrough Innovation Winners, 2024, NIQ Global Wellness Report 2025; 2NIQ Global Wellness Report 2025, US and global results (% strongly/somewhat agree)

Innovation winners capitalize on better-for-you consumer trends

NIQ BASES 2024 Breakthrough Innovation Winners1

Flipping the nutritionals 

to redefine stagnant 

categories

66% of US consumers (69% of global) agree 
“I am more likely to buy from companies that have a strong health and wellness focus across their entire product portfolio2.”
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Technology increasingly curating for consumer health priorities

“Most customers trust the company 

to select the majority of 

their weekly groceries for them, and 

72% of all items purchased are 

chosen by the algorithm.”
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A deeper dive 

into the tech 

supporting the 

consumer 

health journey
Sam Alexander

CEO & Founder
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Fireside 

chat
Sherry Frey

Product Insights Industry Leader

Sam Alexander

CEO & Founder

Jordan Bar Am

Partner
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NIQ is committed to supporting you

Global rollout of characteristics:

Canada, Western Europe

BASES AI Product Developer: 

Sensory & Product Development

Food policy developments

Consumer trends

Retail and manufacturer 
opportunities

Product Insight

Just released…

NIQ Report Reveals 2025 Global Health & Wellness Trends - NIQ

https://nielseniq.com/global/en/news-center/2025/niq-report-reveals-2025-global-health-wellness-trends/
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Healthy Nation, Healthy Future

Q&A
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Thank you!
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