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Candy Innovation

Meet consumers expectations in 4 key areas
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leads the way, while in Sugar Confection
IS what stands out

Sugar Confection

% Innovation Sales

(from manufacturers growing
total sales & innovation sales)

Private Label Innovation is booming

Private Label Snacking:

190 Innovation Index*
Private Label Candyinnovation dollar share over-indexes compared to
share of total marketsales ($238Mgenerated in innovation sales)

...and growing market share
and outpacing Total Candy
$ Growth (10% vs. 6%)

Reach out to your NIQ representative to learn how BASES, NPl and RMS Data can help launch a successful Innovation
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