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“Valentine’s Day spending is shifting
from splurges to smart, affordable
choices. As dining-out dollars and
away-from-home experiences shift
home, the real opportunity isn’t in
luxury—it’s in practicality. Brands
that help shoppers create
meaningful, at-home celebrations
with thoughtful options and cleaner
ingredients they trust will win hearts
and baskets. After all, it’s not how
much you spend—it’s the thought

that counts.”

Chris Costagli

Vice President,
Thought Leadership
F&B Insights Lead,
NielsenlQ

The takeaway...

e Price increases can’t sustain
dollar growth indefinitely

* Dollar reallocation for savings
can create an opportunity for
CPG categories

* Transparency wins trust,
especially when buying for
loved ones

Your next move...

* Optimize promotional timing
and messaging to capture
cost-conscious shoppers and
drive incremental sales

* Merchandise for the full
holiday occasion to capture
shoppers reallocating
celebration away-from-home
dollars

« Have BetterFor™ products in
your Valentine’s Day
portfolio? Make sure
shoppers know...
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Valentine’s Day ‘26:

Love Re-Budgeted

Implications for the Food & Beverage Industry

Sweet growth needs more than higher prices

Last Valentine’s Day, chocolate and non-chocolate candy dollars grew—but only because
prices climbed. With shoppers feeling the squeeze from inflation, rising health costs, and
tighter SNAP benefits, price-led growth is running out of runway. The next big shift for CPG
will be unit-led growth that drive bigger baskets and repeat trips, not just higher tickets.

CATEGORY DOLLAR SHARE DOLLAR GROWTH DURING
VALENTINE’S DAY ‘252 VALENTINE’S DAY ‘25 vs YA?
EQ Price
Non-Chocolate Candy % Chg.
44%
Dark chocolate 7% +10%
White chocolate 5%  +12%
Non-chocolate candy 1% +6%
Milk chocolate 0% +8%
Chocolate

56% Mixed chocolate -6% +8%

It’s the practical thought that counts

While most plan to keep spending flat, 16% intend to spend less—presenting risk and
reward for CPG. Their saving strategies shift dollars from restaurants to retail, creating
room for growth. Expect gains in at-home meal components—proteins, sides, bakery,
beverages—and “practical candy” that shows thought without overspending.

CONSUMER SPENDING PLANS DURING | LEADING STRATEGIES TO SPEND LESS

VALENTINE’S DAY ‘26 VS YA! DURING VALENTINE’S DAY 26!
(AMONG THOSE PLANNING TO SPEND LESS)
Il 2025 M 2026

Skip dining out 41%

66%

Celebrate at home
Less chocolate

Look promotions
Choose practical gifts

Shop low-cost retailers

Make homemade gifts

Spend About Spend
more the same less

Choose smaller gifts

Nutrition and ingredients could be a real heart-breaker this year

This Valentine’s Day, 80% of people say they will check nutrition and ingredients before
deciding what treats to buy. Attractive packaging alone won'’t cut it anymore. Expect
shoppers with phones in hand, scanning and searching for treats that feel thoughtful-and
come with a cleaner label.

CONSUMER PLANS TO CHECK NUTRITION AND INGREDIENT INFORMATION

ON VALENTINE’S DAY PURCHASES ‘26"
(AMONG THOSE WHO INTEND TO CHECK)

111 102 97 87 126 122 136
104 120 104 116 126 124 128
18%
11% 10% 9%
Read packaging  Check for Compare Look for Analyze Find health Use a
labels allergy concern nutrition facts  specific claims nutrition with Al items with Al scanning app
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