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Altruistic

Evolving

Aspirational

Preservation

Protective

NielsenIQ hierarchy of total health & wellness needs

Consumers’ health and wellness needs have evolved beyond the basics 

of physical wellbeing

Urgent care
Protecting myself and/or my family members from immediate health 

threats.

Self care
Improving my and/or my family's current physical or emotional wellbeing 

and connections.

Preventative care
Proactive actions to achieve & maintain specific health goals, or helping to 

avoid ailments in the long-term.

Innovative care
Seeking out the latest alternatives or developments to continuously meet 

my and/or my family's health & wellness goals.

Selfless care
Improving the world around me by advocating for environmental, ethical, 

humanitarian, and/or philanthropic causes.2023 shifting of priorities
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Urgent care
Protecting myself and my family members 
from immediate health threats.

Altruistic

Evolving

Aspirational

Preservation

Protective

NielsenIQ hierarchy of total health & wellness needs

What to watch:

▪ Increasing urgency to collectively solve key 

health crises (e.g., diabetes, obesity)

▪ Evolving consumer engagement with 

health care
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Top health ailments across consumer panel

NielsenIQ Annual Shopper Health Study, 2022, Q10. Below is a list of health-related conditions / ailments. Please read the list carefully and then select the condition(s) that anyone in your household, including yourself, has experienced 

during the past 6 months. Please select all that apply

Ailments in household

% of households

41% Allergies - nonfood related 19% Joint/Neck/Back pain 10% Hair loss 7% Restless Leg Syndrome 

32% Acid Reflux 17% Insomnia 10% Dry eye 6% Eye Disease

31% High Blood Pressure 15% Headache/migraine 9% Allergies - food related only 6% Pre-Diabetes

28% Imperfect Vision 14% Acne 9% Attention Deficit Disorder 6% Constipation - chronic

25% Arthritis 13% Diabetes - Type II 8% Urinary incontinence 5% Gum disease

24% Obesity 13% Muscle Pain 8% Lactose intolerance 5% Blood Conditions

25% Depression 12% Skin Condition - not acne 7% Menopause 4% Osteoporosis

22% Cholesterol problems 12% Asthma 7%
Irritable Bowel Syndrome 

(IBS)
4% Chronic Bronchitis

Protective
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Diabetes by the numbers 

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, powered by Label Insight, Total Food & Beverage; Total US xAOC; 52 weeks W/E 12/03/22 vs 3YA

11% of Americans have diabetes with 21% undiagnosed

34 million 

1 in 3 Americans are pre-diabetic 

(28% of adolescents)

88 million 

Join us on January 31 for the 

Formulating for Growth: 

Spotlight on Diabetes webinar

Dollar % change

3YA YA Attribute

+70% +27% Diabetic supplement

+26% +10% Diabetes support*

+32% +12% Low glycemic*

+38% +16% Sugar conscious

+48% -0.1% Carb conscious

NIQ Trending Attribute Search Trends

238K | +12%

diabetes support

Annual cost of undiagnosed diabetes

$327 billion

Healthcare costs for Americans with diabetes

2.3X

Protective



7
© 2022 Nielsen Consumer LLC. All Rights Reserved.

$ Share of Food & Beverage*
Sales 

growth

45% 0g per serving +46%

13% 1g to <2.5g

5% 2.5 to <5g

5% 5g to <7.5g

+42%4% 7.5g to <10g

9% 10g to <15g

10% 15g to <25g

9% Over 25g

$ Share of Food & Beverage*
Sales 

growth

10% 0mg per serving +28%

15% 1mg to <50mg

15% 50mg to <100mg

12% 100mg to <150mg

+30%

9% 150mg to <200mg

13% 200mg to <300mg

26% Over 300mg

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, powered by Label Insight, Total Food & Beverage; Total US xAOC; 52 weeks W/E 12/03/22 vs 3YA

FDA proposed rule for term “healthy” on foods
First defined in 1994, there is currently no limit on added sugars

Added Sugar per serving Total Fat per serving Sodium per serving

$ Share of Food & Beverage*
Sales 

growth

28% 0g per serving +29%

12% 1g to <2.5g

11% 2.5 to <5g

14% 5g to <7.5g

+30%

11% 7.5g to <10g

14% 10g to <15g

10% Over 15g

+30%

Protective
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Self care
Improving my own and my family's current
physical or emotional wellbeing and connections.

Altruistic

Evolving

Aspirational

Preservation

Protective

NielsenIQ hierarchy of total health & wellness needs

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight; Total Store; L52 W/E 04/30/22 vs 3YA

What to watch:

▪ Expansion of wellness definition (digital health, financial 

health, purpose/meaning) and modern ailments, like 

metabolic health

▪ Innovations solving emerging need states, blurring 

traditional category definitions
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Wellness is beyond physical health: Six Dimensions of Wellness
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Consumers prioritizing various claims when choosing food products 

FMI/NIQ The Power of Plant-Based Foods and Beverages, 2022, highlighting indicates the sales growth of the attributes in the last 52 weeks is greater than the growth of total store sales

Preservation

Avoiding negatives – 67% Minimal Processing – 48% Positive Nutrition – 31% Ethical Practices – 27%

1
8
%

 a
n

d
 a

b
o

v
e ▪ Low sugar ▪ No artificial ingredients ▪ Whole grain

▪ No added sugar ▪ Natural ▪ High fiber 

▪ No/low sodium ▪ No preservatives ▪ Protein content

▪ No added hormones

▪ Low carb

A
b

o
v
e

 1
0
%

▪ Raised without antibiotics ▪ Not bioengineered/Non-GMO ▪ Vitamin-enriched ▪ Grass-fed

▪ Low calorie ▪ Certified organic ▪ Free-range

▪ No/low fat ▪ No high fructose corn syrup ▪ Cage-free

▪ Carb content ▪ Plant-based

▪ Gluten free

A
b

o
v
e

 5
%

▪ Lactose free ▪ Antioxidant-rich ▪ Certified humane

▪ No allergens ▪ Calcium-fortified ▪ Fair trade
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Nine out of 10 adults believe there is a mental health crisis

CNN Survey, 2022

NielsenIQ Annual Shopper Health Study, 2022, Q10. Below is a list of health-related conditions / ailments. Please read the list carefully and then select the condition(s) that anyone in your 

household, including yourself, has experienced during the past 6 months. Please select all that apply

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, powered by Label Insight, Total Store vs Vitamins and Supplements; Total US xAOC; 52 weeks W/E 12/31/22 vs 3YA

LG MoodUP™ refrigerator

Mental health

Fufuly Robotic Pillow

Audi Stress Detection

Consumers in NIQ Annual Shopper 

Health study reported Depression in 

their household

25% 

NIQ Trending Attribute Search Trends

within Medicine

Rank #34 (new)

anxiety health

sleep support

Rank #66

C3YA CYA Needs state

+88% +0.3% Sleep aid supplement

+82% +5% Mood supplement

+74% -5% Mental performance supplement

+22% +12% Sleep support*

+12% -6% Mood and stress support

+17% +2% Brain health

+39% -3% CBD*

+661% +146% Nootropics

Preservation
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Source: NielsenIQ BASES Quick Question Survey Fielded February 2023, Respondents n=500

25%

32%

26%

9%

8%

Extremely
active

Very active

Somewhat
active

Slightly active

Not actively
doing anything

How active are you in maintaining or 

managing your emotional health?

Which of the following do you 

use to maintain/manage your 

emotional health?

Treatment Based

50%

51%

30%

16%

51%

48%

49%

Exercise or physical
activities

Eat healthy food

Eat something
indulgent or fun

Consume alcoholic
beverages

Spend time with
friends/family

Hobbies (e.g.,
reading, gardening)

Watch TV or play
video games

25%

18%

41%

18%

Prescription
medication

Over-the-
counter

medication

Vitamins/mineral
s/supplements

Therapy

Which of the following do you do to 

maintain/manage your emotional 

health?

Behavioral Based

Consumers proactively managing emotional health

% of Respondents % of Respondents % of Respondents

Preservation
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Immunity slowing while digestive health continues growth; consumer 
attitude on health makes difference in wellness approach

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, powered by Label Insight, Total Store vs Vitamins and Supplements; Total US xAOC; 52 weeks W/E 12/31/22 vs 3YA

NielsenIQ Homescan panel, Health & Wellness Lifestyle survey—Proactive, Reactive, Passive buyers, Total US, 52 weeks W/E 12/10/22

All attributes represent claims stated on package unless indicated by an * symbol. Supplements are specific to the vitamins and supplement categories. 

Immunity Digestive Health

▪ Proactive Consumers – 47%

▪ Diabetes support FAM

▪ Digestive health FAM

▪ Sleep support – FAM

▪ Immune support - FAM

▪ Reactive Consumers – 23%

▪ Performance supplements

▪ Immunity supplements

▪ Passive Consumers – 30% 

▪ Diabetic supplements

▪ Menopause supplements

▪ Sexual health supplements

▪ Sleep aid supplements

NIQ Trending Attribute Search Trends

6K | +152%

gut health

C3YA CYA Needs state

+25% +6% Immune system health

+65% +1% Immunity supplement

C3YA CYA Needs state

+163% +68% Microbiome

+27% +11% Digestive health*

+14% +3% Digestive supplement

+30% +9% Fiber (excellent source)

+120% +38% Prebiotic

+13% +9% Postbiotic*

+17% +5% Kombucha

Preservation
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Preventative care
Proactive actions to achieve & maintain specific health 
goals or helping to avoid ailments in the long-term.

Altruistic

Evolving

Aspirational

Preservation

Protective

NielsenIQ hierarchy of total health & wellness needs

What to watch:

▪ Wellness of children and healthy aging 

▪ Plant-based; Clean label evolution

▪ Continued ‘ala carte’ and flexitarian approach to 

wellness: better, not always best

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight; Total Store; L52 W/E 04/09/22 vs 3YA
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+31% Excellent Source of Fiber 

Holistic weight management versus “dieting”

12%

10%

8%

6% 6%

5% 5%

3% 3% 3%

Plant-Based Low Carb Diets
(incl Atkins)

Intermittant
Fasting

Intuitive/Mindful Whole foods Flexitarian Weight
Watchers

Keto Whole 30 Prepared
subscription

(Jenny Craig)

+29% Protein-Rich 

+25% Calorie Conscious

+9% Fat Conscious

Weight 

Watchers 

Sales

-12%

Atkins 

Sales

-10%
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Sales of non-alcoholic beverages increased more than 20% 

Aspirational
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Boomers redefining health:  pro-aging done well

Embracing aging:  Searches 

related to anti-aging spiked 

significantly in 2020 but have tailed 

off as women began embracing a 

new view on life, down 9% in NIQ 

Trending Attributes. 

By 2060, 40% 

of Population Age 50+

Pinterest Predicts

Aspirational
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10%

11% 12%

14%

13%

3% 3%

15%

Mood And Stress
Support

Libido And Sexual
Enhancement

Vaginal Dryness
And Lubrication

Menopause
Support

Hormone Balance Hot Flashes Night Sweats Estrogen Support

Formerly taboo topics seeing strong growth

Source: NielsenIQ Retail Measurement Services; Total US xAOC; Health & Beauty Care; Calendar Year 2021 vs Year Ago

$ % Change vs Year Ago – xAOC | Health & Beauty Care by Need State 

Sorted in order of dollar sales

Women over 50…

▪ account for 27% of all 

consumer spending

▪ hold over $15 trillion in 

purchasing power

   AARP

Aspirational
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$15.99 

$12.96 $12.84 

$21.97 

$19.19 

$9.21 

$13.07 

$8.43 

$11.86 $11.43 $11.10 
$12.13 

$11.36 
$12.20 

 $-

 $5.00

 $10.00

 $15.00

 $20.00

 $25.00

SUPP MOOD SUPP BEAUTY MNRLS
CALCIUM

MNRLS IRON MNRLS
MAGNESIUM

MNRLS ZINC VITAMIN B VITAMIN C VITAMIN D VITAMIN E SEXUAL
HEALTH

SUN CARE

$ Per Trip -Selected Products

Age Under 35 Age 35 to 44 Age 45 to 54 Age 55 to 64 Age 65 and Over

Health Needs Change Dramatically by Age 

Consumers 65+ are spending 

21% more than the panel average 

on Mood Supplements, and 39% 

more than consumers under 35
Sun Care spending steadily 

decreases as consumers age, 

Sexual Health spending drops -

27% comparing consumers under 

35 to the next age bracket (35-44)

Source: NielsenIQ Homescan Panel - Market Summary; Demographics by Age; Total Outlets, Total U.S.; Dollars per Trip | Total Health & Beauty Care; Latest 52 weeks W/E 06/18/22

Consumers in the 55-64 demographic outspend both the 

65+ and younger generations on Calcium

Aspirational
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Innovative care
Seek the latest alternatives or developments to continuously 
meet my and/or my family's health & wellness goals.

Altruistic

Evolving

Aspirational

Preservation

Protective

NielsenIQ hierarchy of total health & wellness needs What to watch:

▪ Customized health and information trading

▪ New forms of health delivery and evolving 

focus on ingredients (combinations, 

sourcing, benefits, lab grown)

▪ “Both, and” health and indulgence; 

ancient wisdom and science
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Yuzu*

Goji berry*

Acerola*

Licorice*

Jackfruit*

Elderberry*

Spirulina*
Ginseng*

CBD

Monkfruit*
Monkfruit

Collagen

Maca*

Ashwaganda*

Ashwaganda

Algae*

Turmeric

0%

25%

50%

75%

100%

125%

150%

175%

200%

225%

0 20 40 60 80 100 120 140 160 180

Bubble size denotes total sales in L52 week All attributes represent claims STATED on package unless indicated by an * symbol

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight,, powered by Label Insight, Total Store; Total US xAOC; 52 weeks W/E 10/01/22 vs 3YA

Integrating functional ingredients 

Hitting the sweet spot of high growth & rapid category expansion
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“Total Store Expansion”- Count of U.S. categories 

275%

300%

Bubble size denotes total sales in L52 weeks

Evolving

Watching:

Baobob

Chaga

Cordyceps

Dandelion

Dragonfruit

Hibiscus

Hyaluronoic acid

Kelp

Milk Thistle

Reishi

Seaweed

And more…

55K Trending Attribute 

searches for Yuzu, up 55%

Adaptogenic Trending 

Attribute searches up 44%
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Health customization evolving

Source: NielsenIQ Leading Edge Report

Q. Please select what best describes your awareness and willingness to trial about this innovation

Nourished + Neutrogena - personalized skincare vitaminsNordstrom and Viome – microbiome kitsWithings urine analysis – metabolism and menstrual cycle

23%

11%

41%

37%

21%

13%

15%

38%

Customized
recommendations

Customized health

Already tried Open to trying Not willing/Don't know No awareness

Willingness to trial new innovations

Evolving
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Selfless care
Improving the world around me by advocating for environmental,

ethical, humanitarian, and/or philanthropic causes.

Altruistic

Evolving

Aspirational

Preservation

Protective

NielsenIQ hierarchy of total health & wellness needs
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Governance and cost will accelerate momentum beyond 
consumer demand

Role of governance 

and mandates

Financial reporting 

requirements 
SEC, EU CIBR

New legislation Fines and 

Taxes
Greenwashing

Sustainable 

Investment
Banks, Shareholder 

value, Funding 

Exploding costs due to the 

impact of climate change

Rising cost of 

goods
Increased prices due 

to scarcity

Personal impact

Cost of living stress Shifting values & attitudes

Availability of choice

Escalating

consumer demand

Rising energy prices
Shift to renewables

Supply chain 

disruption
Shifting source of 

origin

Altruistic
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Source: NielsenIQ 2023 Sustainability Report - Ranked on Global. Q, When people talk about sustainability, it might mean different things to different people. In this list, what does it mean for you? 

Sustainability means different things to people around the world

Some commonalities re: pollution and protection of resources, but differences in social

23%

30%

37%

43%

53%

60%

61%

62%

17%

20%

35%

53%

58%

73%

67%

61%

15%

26%

33%

43%

45%

61%

57%

54%

  Better for minorities

  Giving back to society

  Better conditions for workers

  Protecting wildlife

  Cutting emissions

  Better for the planet

  Protecting natural resources

  Reduced pollution/ clean
environment

U.S. U.K. Global

Altruistic
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49%

47%

45%

45%

39%

36%

33%

30%

26%

25%

24%

23%

19%

18%

17%

15%

15%

13%

12%

  Take own/ reusable bags when shopping

  Only buy what I need - avoid waste

  Minimise electricity usage where possible

  Consciously separate garbage for recycling

  Eat leftovers, rather than throwing away

  Try to buy products with easy to recycle packaging

  Use refillable containers/ buy refill products

  Consume healthy products eg local/home-made not processed

  Buy eco/ sustainable/ energy saving appliances

  Buy products that are locally made/ sourced

  Buy grocery products with sustainable credentials if possible

  Make travel decisions to minimise enviro. Impact

  Compost

  Buy/ use secondhand clothes and appliances

  Buy eco/ sustainable fashion/ beauty

  Support climate/ environmental charities

  Boycott certain brands due to negative enviro. Impact

  Support, attend events with sustainable principles/action

  Shop at bio/ organic stores

Lifestyle Shopping

1 in 20 
Take NO action to 

live sustainably

Global 5%

United States 12%

Australia 9%

United Kingdom/ 
France 8%

Consumers are trying to live sustainably

Source: NielsenIQ 2023 Sustainability Report - What actions, if any do you currently do to live a sustainable lifestyle?, Global

Altruistic
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Bubble size denotes total sales in L52 week All attributes represent claims STATED on package unless indicated by an * symbol

Source: NielsenIQ Retail Measurement Services, NielsenIQ Product Insight, powered by Label Insight, Total Store; Total US xAOC; 52 weeks W/E 11/05/22 vs 3YA

Sustainability claims growing across the store

1% FOR THE PLANET 
MEMBER CERT

BIOBASED PRODUCT 
CLAIM CERT

BIODYNAMIC

CARBON FOOTPRINT

REDUCED CARBON IMPACT

COMPOSTABLE

ECO FRIENDLY 
CERTIFIED

ENERGY EFFICIENCY 
CERTIFIED CERT

FOREST STEWARDSHIP 
COUNCIL STATED

LESS EMISSIONS

RAINFOREST ALLIANCE CERTIFIED

REGENERATIVE AGRICULTURE

RENEWABLE ENERGY

SUSTAINABLE 
FARMING

WATER CONSERVATION

WATER FOOTPRINT

ZERO WASTE

CAGE FREE

CRUELTY FREE

GRASS FED

HUMANE

NOT TESTED ON ANIMALS

B CORPORATION

ETHICAL

FAIR TRADE

FAIR WAGES RESPONSIBLY SOURCED

100% RECYCLED PAPERBOARD

PLASTIC FREE

REUSABLE PACKAGING

ORGANIC

-20%

-10%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

0 100 200 300 400 500 600
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“Total Store Expansion”- Count of U.S. categories

1000

120%

130%

140%
SOCIAL RESPONSIBILITY

ANIMAL WELFARE

SUSTAINABLE PACKAGING

ENVIRONMENTAL SUSTAINABILITY

Legend

1100

Altruistic
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149

122

100
86 85

92

113

18 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75+

The youngest consumers are powerful force for sustainability in the future
# of Environmentally-conscience Low Income 18-34-year-olds is Greater Than All Other Age Groups –  Currently Income-
Limited Demographic On the Rise with Power to Shift Market In Upcoming Years

Source: NielsenIQ Spectra Homescan Panel; Consumer Profile by Demographics; Total US; $ per 100 HHs Index –May 2022 YTD Sales and 2021 Census
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All Environmental Attribute Purchases by Low Usage Households

55% 41% 32% 28% 29% 30% 39%
% HH 

Penetration

Altruistic
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Expect increased focus on zero waste lifestyles and upcycling food

Food and Agriculture Organization

The world wastes 1.3 billion 
tons of food every year

Electrolux GRO Sustainable Kitchen of the Future

Altruistic
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Climate concerns sparking innovations

Altruistic
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69% 
Want retailer regulation for fresh and 

healthy food availability/affordability 

for all

+29% 
Sales growth for socially-responsible 
products 

64% 
Will pay more for products supporting 

communities and vulnerable groups

Social responsibility = 
wellness for all

Altruistic
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A look to the future

MotivBase, NielsenIQ Connected Partner

Micro-culture maturity curve
Health & Wellness in the context of “altruism”

Microculture Key topics Maturity

Aging with dignity
Senior care, small acts
of service, community care 50.6%

Mental health 
advocacy

Mental wellbeing,
de-stigmatizing, stressors 44.4%

Social bonds
Social health, interaction
for health benefits 41.2%

Healthy eating
for all

Nutritional diet, better eating
for health of community 37.0%

Sustainable wellness
Sustainable lifestyle, support 
environment and own sense
of wellness

33.9%

43.3%
current

53.5%
predicted

New
ideas

Early
consensus

Mainstream
acceptance

Established
ideas
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Thank you.
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