
Returning to basics​

© 2024 Nielsen Consumer LLC. All Rights Reserved.

Build a strategy emulating leading Ingredients brands’ growth levers to win

A look at how Ingredient categories are winning 

amidst a decline in total Pantry

October 2024

Distribution Pricing Quality Merchandising
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ry As store sizes shrink, shelf space 

becomes more competitive. Despite 

this, Ingredients are gaining TDP 

share across the store. 

Consumers are increasingly more 

sensitive to price, and switching to 

a lower priced option is their top 

saving strategy.

Brands that are driving growth in 

Ingredients are focusing on Quality 

Merchandising over Price 

Reduction

A
c
ti

o
n

Ingredients manufacturers must 

make sure they’re getting fair share 

of the shelf, stealing from Add-ons 

and Prepared categories as 

necessary 

Future price increases must be 

precise and research-driven. When 

possible, manufacturers should 

explore other cost-saving options 

(downsizing/upsizing) 

Avoid low quality merchandising 

tactics like price reduction and 

secure features and/or displays 

when able.

We expect this bifurcated volume trend to continue in the future

Consumers still have “fixed” life costs to consider, so discretionary spending is still scrutinized; Shoppers 

are buying less complete food items and more ingredient based.

Spend Less On

Snacks & Confectionaries

Store Prepped/Meal Kits

Frozen Foods

Beverages

Prepared -2.5%

Prepared Foods -1.5%

Cereal and Granola -4.4%

Frozen Vegetables -3.5%

Pizza -0.5%

Ingredients +2.5%

Pasta, Rice, Dry Beans & Grains +3.9%

Condiments +3.4%

Baking Staples +2.5%

Wraps & Tortilla Shells +2.3%

Spend More On

Fresh Produce

Dairy

Fresh Meat

Dry/Canned Grocery Products

Source: (Left) NIQ 2024 Mid-Year Consumer Outlook, US; (Right): NIQ RMS, Total Store Inc Fresh, L52W w/e 9/28/23 

*Pantry Definitions

^Outside of Pantry defined as all Food (excluding bulk bin) not in Pantry definition

Source: NIQ POD Homescan; Latest 52 w/e 8/24/24 vs YA

Consumers are shifting to Ingredient-based 

categories at the shelf

Growth driven by younger generations

Units Shifting to Ingredients: % Change in Units By Generation
Total US - Latest 52 Weeks

195

151

82

Add-Ons Prepared Outside of Pantry^

-17.5%

-19.1%

-18.1%

-18.0%

-4.4%

-4.7%

-2.0%

-3.8%

-1.5%

-0.9%

2.8%

-0.1%

4.1%

5.6%

10.8%

6.3%

Prepared

Add-Ons

Ingredients

Total Pantry

Gen Z/Y Gen X Boomers Greatest Gen

In the next 12 months, consumers plan to 

Buying Less (Units) Buying More (Units)

Interaction Index

13.4M 26.2M 32.6M
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Source: Social Media search; Oct 2024

Cooking content on social media inspires consumers to recreate recipes and buy 

the necessary ingredients

Consumers still have “fixed” life costs to consider, so discretionary spending is still scrutinized; Shoppers 

are buying less complete food items and more ingredient based.

Watch Shop Buy
#cookingathome
5.1M Posts

#cookingathome
1.3B Total Views

Top 5 Cooking focused accounts 
have 46.5M Subscribers

Most internet users tried recipes because 
they saw them online inspiring 
ingredient purchases

Gen Z engaging in recreating 
popular restaurant meals / food 
items

Cooking at home amplified by 
at-home behavioral shifts because 
of the pandemic

Tailwinds of cooking at home

Social media factors continuing to drive cooking at home

Source: Social Media search; Oct 2024
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Your Feedback Matters

Please take a few moments to provide your 

feedback with a quick survey via the link 

below or QR Code.

Your feedback is greatly appreciated!

Feedback Link

https://survey-qr-app.azurewebsites.net/survey?vertical=Manufacturers&country=United%20States&client_id=8e5508a9-b6ff-4746-91ab-4d0f79f1e5cd&client=Nielsen%20Company%20%28United%20States%29&source=CPS%2BRMS%2BThought%20leadership&delivery=Returning%20to%20Basics&ppttype=Thought%20Leadership&pptdate=2024-11-01&lang=English&executive=Jacob.Mccarthy&executive2=Jonathan.Lochinski&executive3=Maura.DiVentura
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