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Overview

Most CPG manufacturers and retailers understand that

the average consumer’s health and wellness needs and

expectations go beyond physical wellbeing. Consumers
are increasingly prioritizing the health of the planet and

others equally alongside their own personal health, and

they want the benefits of “wellness” to be available to all.
The CPG wellness industry is growing and changing as more
people try to live healthier lives and expand their definitions

of wellness. Consumers are choosing to go vegan, flexitarian,
or cut back on their consumption of animals to help the

environment. They are looking for plastic-free packaging and
cruelty-free home products, and they are more concerned

with ensuring that healthy food and sustainable products are

accessible to people from all backgrounds and income levels.
These changes led to new norms: vegetarian and vegan

options appearing on more restaurant menus, and reusable
packaging and containers replacing single-use packaging.
But there’s still a pervasive problem in the U.S.; the USDA
estimates that 53.6 million U.S. residents have limited

COVID-19 has increased
inequality in nearly every
sphere: in the availability
of vaccines, in economic
growth rates, in access to
education and health care,
and in the scale of job and
income losses–which have
been higher for women
and informal workers.
Mari Pangestu
Managing Director, Development
Policy & Partnerships, World Bank

access to healthy food, usually in low-income areas.1
In order to be competitive in retail, CPG brands
and retailers must convey to their customers

that health and wellness does not have to be a luxury, but a standard available to all. Expanding a
customer base and brand impact in 2022 requires putting in the work to better serve every type

of consumer seeking healthy, affordable product attributes. There is far more risk for brands that
do not prioritize systemic consumer health and environmental sustainability priorities.

Evolving total wellness over time

Historically, a certain population of consumers have always prioritized their individual health as well
as the health of the environment and their communities when making purchasing decisions. But

there are a lot of factors converging to disrupt strides in global health and wellness, including the

preventative cost of medical treatment in countries that do not provide universal healthcare, the lack

of affordable and accessible options for treating mental health, the growing aging population, pollution
damaging the environment, and the persisting COVID-19 pandemic. These are just a few of the many
societal challenges that are front and center for most consumers shopping for daily necessities.
1 USDA ERS - Documentation
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Consumers will choose the healthy option if one is available, and they will actively make decisions on a

regular basis based on health. These consumers have turned their attention to healthy living for reasons
such as living a longer life, avoiding preventable diseases, and wanting to look and feel healthier.

Beyond that, however, today more consumers have altruistic needs surrounding selfless consumption

and a desire to live in a healthy world, and that is reflected in their purchases. To capture these customers
and keep pace, brands need to be flexible

39%

of U.S. consumers state
a brand’s support of

“Hunger & Food Insecurity”
makes them more likely to
purchase their products.

Source: NielsenIQ Global Health & Wellness Study of 17 markets,
September 2021, U.S. Results and fall 2021 NielsenIQ Omnibus

and willing to improve how they measure their
performance as well as their competitors’.

Consumers of all incomes expect businesses

to play a role in wellness. Sixty-seven percent

of U.S. consumers agree that companies have

an obligation to ensure health products are less

expensive than processed and unhealthy ones.2
The COVID-19 pandemic accelerated this

sentiment. The pandemic highlighted and increased
inequality in several areas, like testing and vaccine
availability, access to healthcare, adequate

education about the virus, unemployment rates,
and low-income workers on the frontline.

2 Source: NIQ Global Health and Wellness Report 2021; NielsenIQ Global Health & Wellness Study of 17 markets, September 2021
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NielsenIQ recently hosted a webinar on Democratizing Wellness. Hear from

experts about the state of inclusivity in health and wellness and what brands
and retailers can do to improve. Click here to watch the webinar.

Wealth is health

In the NielsenIQ 2022 Consumer Outlook Survey, 25% of respondents reported that

COVID-19 impacted their overall household financial situation in the past two years. These
consumers suffered financial insecurity and continue to feel its effects today.

The widened gap of inequality was evident during the pandemic. While white collar workers
took to their laptops and navigated self-isolation, many blue-collar workers didn’t have

the option. As Canada’s CBC notes the “gig economy,” workers do not have the luxury of

paid leave. According to the World Bank, the poorest 20% suffered the sharpest income
declines and the bottom 40% hadn’t recovered income losses by the end of 2021.4

COVID-19 also put a spotlight on comorbidities in U.S. households. The 2021 NielsenIQ Annual
Shopper Health Study revealed that health issues may have been exacerbated by pandemicrelated stress and uncertainty. The newfound diagnoses have implications for households,
insurance companies, CPG companies, the healthcare system, and the government.

3 Source: Working from home not an option for many | CBC News
4 2021 Year in Review in 11 Charts: The Inequality Pandemic (worldbank.org)
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The pandemic blossomed,
the epidemic bloomed

In the past 60 years, it has become easier to diagnose diabetes, but
the disease is affecting a staggering percentage of the population,
and the numbers are expected to grow. Diabetes, prediabetes, and
their precursors like high blood pressure, obesity, and cholesterol
problems were major public health issues prior to 2020. The food
industry may need to think proactively about these ailments but
also how we can address some of these issues today.

$327 Billion: average yearly cost
of diabetes on U.S. as a whole
prior to the pandemic.5
In an HealthDay interview Chief Scientific and Medical officer for
the American Diabetes Association (ADA), Dr. Robert Gabbay

said that hospitalization and death is six-to-twelve times higher

for people with diabetes.6 ADA CEO Tracey D. Brown also shared

a sobering statistic: 40% of American deaths from COVID-19 also
had diabetes.7 Notably, 10% of the U.S. population has diabetes
and 1 in 5 Americans do not know they have the condition.8
Diabetes has an inverse relationship to income. According
to NielsenIQ Homescan Panel, lower income families are

disproportionately affected by type 1 and 2 diabetes.9 People
with diabetes and prediabetes have unique nutritional needs;

therefore, they are advised by healthcare providers to employ
conscious eating. With the prohibitive cost of insulin, diet is

often the only method low-income households can afford to

manage a family member’s insulin levels. Consequently, they do
not follow the basic tenets of nutrition the general population
may use to approach food buying. Generally, a low-carb and
low-sugar diet is helpful in controlling blood sugar levels.

In our panel analysis, we explored the relationship between
income levels and purchase patterns across our attribute

Everyone with diabetes
should have access to
healthy food. Access
to healthy food is an
important issue [and
lifestyle factor affecting
people with obesity].
Dr. Robert Gabbay
Chief Scientific and Medical
Officer for the American Diabetes
Association10

5 American Diabetes Association Unveils #HealthEquityNow Platform to Ignite Action | ADA
6 HealthDay Now: Diabetes Care in 2021 - HealthDay Live
7 American Diabetes Association Unveils #HealthEquityNow Platform to Ignite Action | ADA
8 Health Equity Now | ADA (diabetes.org)
9 Source: NielsenIQ Homescan Panel combined with the NielsenIQ 2021 Health Shopper Survey; Total Store; Total U.S. All Outlets; 52 weeks W/E 02/05/22
10 HealthDay Now: Diabetes Care in 2021 - HealthDay Live
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data from NielsenIQ Product Insight and concluded that

higher income households buy more diabetic-conscious

foods. The reason the income disparity in healthy food buying
exists is multifactorial; however, it can be attributed to the

pricing premiums of foods associated with healthier labels.

The average unit price of items are higher for foods with the
following labels than those that do not have these claims:

•

Sugar conscious – 45% higher

•

Carb conscious – 3.2% higher

•

Diabetes support – 35% higher

We observed this pattern across many products that

include “Food as medicine” attributes in their labels. These
products have an 88% higher average price. These price

barriers can make it difficult for lower income consumers to
purchase wellness support products for their families.

In our 2022 NielsenIQ Consumer Outlook Survey we asked consumers across spending groups what will be more
important for them over the next 12 months. Respondents from either side of the financial stability spectrum are
indexing above the average for wellness-related areas, indicating wellness is critical on both ends of financial

spectrum. The underlying reasons are different since wellness-leaning low-income shoppers suffer from more
ailments than higher income shoppers. These shoppers are more likely to shop at dollar stores and over-index
with baby, alcohol, and produce products. Wellness labeling at these retailers could have a positive impact.
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Notably, there are ethnic and racial disparities
in the delivery of healthcare. The pandemic

disproportionately affects people with diabetes,
but the statistics are higher for people of color.
Black Americans are 60% more likely to get a

diabetes diagnosis.11 With inaction, this polarization
will continue but recognizing the issues and

understanding their current shopping habits will

help the industry better serve these consumers.
Brands, manufacturers, and retailers can promote
healthy purchasing habits and help close the

inequality gap for vulnerable groups with better

access and more culturally relevant messaging.

Stepping up to
the plate: Taking
accountability and
following through

With 64% of U.S. consumers willing to pay more for

products that support communities and vulnerable
groups, social responsibility should be a core pillar
of every organization’s purpose.12 U.S. consumers

want to see businesses take on this role more often.
Being a socially responsible brand means reaching
all consumers and serving them equitably; 69% of

U.S. consumers want there to be regulation ensuring

that retailers make fresh and healthy food available
and affordable to citizens in all locations.13

Social responsibility must be at the core of brand
purpose to help better serve our community.

11 Health Equity Now | ADA (diabetes.org)
12 Source: Democratizing Wellness deck; NielsenIQ Global Health & Wellness Study of 17 markets, September 2021, US Results
13 Source: Democratizing Wellness deck; NielsenIQ Global Health & Wellness Study of 17 markets, September 2021, US Results
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Inclusive total wellness with NielsenIQ

Best-in-class market measurement data from NielsenIQ can help your brand understand your performance,
your patterns of growth, and your sales drivers. We can support your brand’s sustainable growth goals
and solve your toughest challenges.

Solutions and tools from NielsenIQ can apply a comprehensive understanding of health and wellness trends at

all levels, including product development, labels and categorization, and marketing and promotions strategies.
Get in touch with us today to discuss our portfolio of products. And for even more

information on how your brand can work to democratize wellness for all consumers,
check out exclusive data insights on our total wellness content hub.

Total Wellness content hub
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Who is NielsenIQ?
NielsenIQ is the leader in providing the most complete, unbiased

view of consumer behavior, globally. Powered by a groundbreaking
consumer data platform and fueled by rich analytic capabilities,
NielsenIQ enables bold, confident decision-making for the
world’s leading consumer goods companies and retailers.

Using comprehensive data sets and measuring all transactions equally,
NielsenIQ gives clients a forward-looking view into consumer behavior
in order to optimize performance across all retail platforms. Our open

philosophy on data integration enables the most influential consumer
data sets on the planet. NielsenIQ delivers the complete truth.

NielsenIQ, an Advent International portfolio company, has operations
in nearly 100 markets, covering more than 90% of the world’s
population. For more information, visit nielseniq.com.
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