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The market today
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Volatile interest rates Housing crisis

Labor gaps

Costs of living

Unemployment and wages

Cost of goods

Geo-political conflict Economic recession

The state of 
consumers is

unsettled
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COGS Increased

Profit Impacted

Price Increases drive 

+10% revenue growth

Unit Volume Losses

Share Losses 

Profit Warnings

FMCGs issue profit 
warnings amidst 
volume declines 
and share losses
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*Source: NielsenIQ Top 20 manufacturer ranking, FY 2023

**Source: GFK “Most Chosen Brand” report, 2024 edition

Pepsico came out as a strong winner in that

difficult context

#1
Pepsico fastest growing 

Manufacturer within Top 20 in 

NL & BE*

#1
Lay’s “Most Chosen brand” in 

Belgium and fastest growing 

FMCG brands in Top 10**

#2
Lay’s second “Most Chosen 

brand” in the Netherlands and 

only FMCG brand growing in 

Top 8**
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How can we set us apart from Private Label and drive growth?

Source: NielsenIQ, Evolution FY 2023 vs 2YA, Netherlands

This growth was possible by capturing sales from other snacking categories

Discounter

Promotions

%

Private Label

Savoury Snacks Sweet & Other snacks

Value Volume Price

NL – Macro Snacks – Evolution vs 2YA – FY ‘23
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Total FMCG Value Sales *Value Sales Growth vs Last Year

*Volume Evolution vs Last Year

€19.1bn +2.4%

-0.4%

Source: NIQ NL Retail Measurement Data ending YTD P5 2024

*Price Growth vs Last Year

+2.7%

% Promoted Value vs. YA

24.6% (+0.7pp) 

2024
YTD in numbers
*excl. tobacco

Private Label share and growth vs YA

48% (+1.3pp)
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BASKET 
SIZE

TRIAL

REPEAT

INCIDENCE

TRIPS

PRODUCT

MIX

PROMOTION

PRICING

FMCG firms have pushed every major RGM lever to navigate through turbulent times 
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The role of 

assortment

12
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46% of product 

segments see 

assortment shrink 

with lower sales per 

item

Supermarket Stores – 261 Product Segments – Items per store vs. unit evolution – MAT P5 2024 vs. LY 

14.2%

46% 14.9%

24.9%
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The most important categories show that sales are still rather concentrated around top SKUs 
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PASTA - AMBIENT

COFFEE/COFFEE SUBSTITUTES

SOUP/BOUILLON/STOCK - AMBIENT

FRUIT/NUTS - AMBIENT

CEREAL/FRUIT/MUESLI BARS

COOKING/EDIBLE OILS - AMBIENT

JUICES (10%-100%)

BEER/LAGER/ALES - FIXED WEIGHT

SWEET BISCUITS - AMBIENT

CHOCOLATE NOVELTIES

RICE - AMBIENT

DOG FOOD

CAKES/GATEAUX - AMBIENT

DAIRY BASED DRINKS & DRINKING YOGURT

TEA & INFUSIONS

SAVOURY BISCUITS/CRACKERS - AMBIENT FIXED WEIGHT

DESSERTS - FRESH

DAIRY/MILK/CREAM/MODIFIERS - AMBIENT

DRINKS FLAVOURED RTD

DAIRY/MILK/CREAM - FRESH

WATER

LIQUEURS

DESSERTS - FROZEN

SPORTS/ENERGY DRINKS

CHEESE - AMBIENT

FISH/SHELLFISH/SEAFOOD - FRESH FIXED WEIGHT

MOUTH CARE

Sales Concentration Curve

Top Sellers (80% of sales) Second Raters (Next 18% of sales) Long Tail (Remaining 2% of sales)

Supermarket Stores excl. Aldi/Lidl – Product Segments – Assortment concentration of sales value – Full year 2023
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Instead, add transferable demand into the 

equation to create a Win-Win for 

manufacturers and retailers

Listing only high rotating products often only 

hurts the category

Item Turnover Hit-Parade Consideration of the incrementality
Bubble size: Sales value 
Overlap : Cannibaliiztion
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An isolated analysis of the item performance would 
suggest deleting the reference C and keeping the 
reference B. 

STRONG 
cannibalization
Incremental : 40 €

LOW 
cannibalization
Incremental : 50€

However, considering the interactions with the other 
items of the assortment, keeping the reference C is 
more profitable than keeping the reference B. 
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NIQ Shelf Architect: From shopper-based category tree to space planning in four steps

Shopper Decision Tree

Define how the average shopper “shops the category” and key 

product characteristics.

1

Incremental impact

Apply algorithm-driven framework to see which combination of 

products provide mutual growth opportunities for both 

manufacturers and their retail partner(s).

2

Assortment simulation

Quantify sales growth associated with capitalizing on account-

specific distribution opportunities for key items, and reduce 

unnecessary items that don't deliver value

3

Space visualization & planning

Add a visual component to see how the assortment can be 

merchandised with an automatically generated planogram.

4

1.

2.

3.

4.
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Savoury snacks have seen an acceleration of new items in stores

In the meantime, we need to innovate better to enter new consumption occasions 

>85%
Of current Pepsico items 

were already part of our 

assortment in 2013
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With high market share, PepsiCo’s aim is 
to further drive the category to obtain 
long term growth



© 2024 Nielsen Consumer LLC. All Rights Reserved.

© 2023 Nielsen Consumer LLC. All Rights Reserved.
19

What have we learnt from the study?

What are PEP white spaces?How to drive category growth?
How can we make our innovations 

last longer in store?



© 2024 Nielsen Consumer LLC. All Rights Reserved. 20

We have got an ideal map of how incremental each of our segments are for each retailer

NETHERLANDS SALTY SNACKS – Retailer 1
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And we have been able to get an idea of where we need to increase our assortment

NL – Salty – Suggested change in #items per segment – NIQ Shelf Architect Study

Segment 1 Segment 2 Segment 3 Segment 4 Segment 5 Segment 6 Segment 7 Segment 8 Segment 9

SALTY SNACKS PEPSICO
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Understanding of flavour incrementality influenced our innovations

Retailer 1

CHILI
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Subbrand 1
NATUREL

PAPRIKA
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Subbrand 2
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Thank you 

24

Philippe Chapuis

Philippe.Chapuis@pepsico.com 
Sebastiaan Buchholtz

Sebastiaan.Buchholtz@nielseniq.com 

mailto:Sebastiaan.Buchholtz@nielseniq.com
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