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Key Takeaways

Reach out to your NIQ representative to learn how you can 
explore the channel dynamics of your category through 

Discover Panel on Demand! 

Winning categories offer value through convenience & price
The top categories drive over half of the unit growth within Value Channel*

80%
of Bakery volume loss 

was from buyers reducing 
their consumption from 

YA

Bakery base unit price 
increased

4.9% 
compared to 3.8% in 

remaining food 
departments

Bakery Department 
Penetration is down

-1.2 pts
Vs YA

1. Produce is growing and selling faster within the Value Channel (Mass+Club+Dollar Retailers), 
shifting away from traditional Grocery stores. As shoppers shift towards store formats that offer 
greater value for necessities like produce, ensure your pricing and assortment is optimal for 
the channel and you’re proving your relevance to the category buyers. 

2. Produce is highly incremental to the total basket and is a differentiator for the Value Channel, 
driving basket sizes up by 128% when present. Ensure your retailer partners understand the 
value of having fresh produce readily available in store, are stocking the right offering, and 
having it merchandised appropriately.  

3. Established categories like Bananas and Citrus continue to find substantial growth in the Value 
Channel due to their convenience and snackable nature. Suppliers in other produce categories 
have opportunity to compete by innovating within value-add produce to add convenience to 
their offerings. 

Mass Retailers drive the growth in Produce for Value Channel*
And Trips with Produce are more valuable within the Value Channel*

Scan the QR code for more 
fresh and frozen insights

Source: NielsenIQ Panel On Demand Homescan, Rolling 52 w/e 4/27/24, Value Channel*=Mass+Club+Dollar Retailers

Share your feedback 
with us here!

77.3%
of Value Channel* 

Produce gains were from 
$ shifting from Grocery 

stores

Avg. basket size values are 

128% 
higher with produce in the 

Value Channel*

Value Channel* Produce 
grew units

+6.1%
growing 20x faster than 

Total US xAOC

9.15B

68M

153M
3M 32M 23M

277M

9.71B

Units YA Bananas Citrus Pitted Fruit Berries Leafy Greens All Other Units

Source: NielsenIQ Discover, Total US xAOC+C, L52 w/e 5/18/24 *Value Channel=Dollar+Mass+Club

Growth Contribution of Top 5 Fruit & Veg Categories by Units
Value Channel*

Value Share 66.3 24.4 19.1 0.8

$ Diff In Basket 
vs. Not $42 $49 $65 $22

(1.25)

+1.21

(0.31)

+0.05 

Food Mass Club Dollar

Value Shr Chg of Produce by Channel

Value Channel*
$1.91 

Produce Base Unit Price 
0.2%

Total US xAOC
$3.56 

Produce Base Unit Price 
1.6%

4.7%
$0.56

12.4%
$1.52

10.3%
$1.63

8.2%
$4.60

0.4%
$1.79

Read as: The Club channel basket is $65 
more when produce is in the basket vs. 

when produce is not in the basket

Produce Department 
Channel Dynamics

The Produce Department drove 82% 
of total $ growth of all perishable 
departments within Total US xAOC

https://survey-qr-app.azurewebsites.net/survey?vertical=Manufacturers&country=United%20States&client_id=fb7e0bff-5315-4bc2-9f74-921f32140f74&client=Nielsen%20Consumer%20%28United%20States%29&source=CPS%2BRMS&delivery=NIQ%20SnapView%20-%20Perishables%20-%20Produce%20Channel%20Dynamics&ppttype=Thought%20Leadership&pptdate=2024-05-14&lang=English&executive=Claire.Mollenkopf

