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In a competitive and shrinking grocery
space, growing categories realize their
consumers are Omni shoppers and have
developed In-Store and Online
strategies for capturing consumers.
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Grocery units are down

An Omni approach to growth wins: develop a strategy Online and In-Store

Pasta/ Rice / Grains, Condiments, Baking Staples, Wraps & Tortillas and Sauce / Gravy / Marinade all realize Omni growth by growing units in both channels
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Winning categories get retained buyers to buy more In-Store; new buying
households and retained buyers are top sources of Online growth

Entice retained buyers to buy more In-Store through impulse buys; subscriptions can increase online purchases
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*Index = Top growing Grocery categories / Largest declining Grocery categories

Reach out to your NIQ representative to hear more about our Omnishopper,
Omnisales, and Omnichannel Shopping Fundamentals solutions.

Scan the QR code for more
Grocery related insights
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NIQ BASES Omnichannel Shopping Fundamentals (Fall 2023) survey dataset


https://survey-qr-app.azurewebsites.net/survey?vertical=Manufacturers&country=United%20States&client_id=4822e7cc-d78f-4790-971a-394fab69368d&client=NIQ%20Service%20Excellence&source=Omnisales%2BOmnishopper%2BRMS%2BThought%20leadership&delivery=NA_US_SMB_Omni%20Growth%20Drivers_8.12.24&ppttype=Thought%20Leadership&pptdate=2024-08-12&lang=English&executive=Thomas.Gallagher

	Slide 1

