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BAKING INGREDIENTS
CATEGORY CAPTAIN

Pinnacle Foods
The baking ingredient category has been 
in decline due to shoppers seeking more 

natural ingredients and solutions that don’t require 
a lot of time, so Pinnacle Foods figured out a solu-
tion: It was time to throw out the oven.

In February 2017, the company 
launched Perfect Size for 1, a line of 
clean-label baking mixes that can bake 

into a single-serve cake inside a mug in just a minute. For 2018, the team 
embarked on an in-store initiative to help drive sales to the new segment of 
the baking aisle by creating a destination called the Bake Shoppe, intended to 
make it easy and quick for consumers to find their favorite items with minimal 
effort, and to improve shelf efficiency. Virtual shelving ensured that Pinnacle 
had strong propositions against relevant needs for shoppers and retailers. 

The initiatives resulted in positive feedback and are turning around 
the category, far exceeding expectations and driving highly incremental 
results for retailers.

CANDY & GUM
CATEGORY CAPTAIN

Mars Wrigley Confectionery
Mars Wrigley Confectionery recently partnered 
with many leading retailers to implement custom-

ized solutions under its Path to Purchase program. One top 
grocer it partnered with to understand whether tapping 
into shoppers’ emotions in the candy aisle would spark 
engagement and drive sales.

The company leveraged the retailer’s shopper data for the 
past three years and tested various attributes to emotion-
alize the aisle, which led to a full design of the candy aisle, 
including navigational cues and reamped signage to connect 
with shoppers in new ways. This resulted in the highest 

category growth for both the retailer and the manufacturers.
The company worked with another retailer to develop a new e-checkout that 

featured impulse items at checkout and further streamlined the front end. When 
consumers saw the customized e-checkout, basket size increased and strongly 
drove confection purchases.

CANDY & GUM
CATEGORY ADVISOR

The Hershey Co.
Many retailers add self-checkouts to save labor 
and reduce shoppers’ time in the store, but 

an unintended consequence of installing self-checkouts 
without merchandising is a decline in impulse sales.

After Hershey shared shopper insights and test 
results from adding merchandising back to this space, 
a retailer agreed to a three-store test for merchandising 
at the self-checkouts. The test stores saw a nearly dou-
ble-digit increase in sales on those items versus control 
stores. The retailer then expanded the solution to 58 
stores, with another 18 locations to be added in 2019.

By leveraging data and consumer insights, Her-
shey helped another retailer drive Easter sales. 
Understanding the powerful role that brands play 
during the season, the retailer dedicated a beacon end cap featuring Cadbury 
items for four weeks ahead of the holiday. The brand grew by double digits and 
the retailer experienced a sales increase, while the rest of the market was down.

CANNED MEAT & MEALS
CATEGORY CAPTAIN

Hormel Foods
Despite the perception that 
center store is declining and 

fresh is dominant, Hormel Foods has de-
livered canned meat and meal category 
growth at retail.

Insights derived from a consumer de-
cision-tree analysis allowed the company 
to simplify segments within the category, 

based on shoppers’ 
purchase experiences 
at the shelf.

Additionally, 
insights based on 
consumer demograph-
ics led to a microwave 
convenience set that 
expanded the demo-
graphic footprint, pull-
ing in a larger house-
hold penetration.

Several key retailers 
implemented Hormel's 
recommendations, 
generating higher 
category sales, as well 

as increased basket size and overall store 
sales, and more retailers have agreed to 
implement planogram resets.

COMMERCIAL BAKED GOODS
CATEGORY CAPTAIN

McKee Foods
Over an 18-month period, the 
McKee category insights team 

began a systematic continuous-improve-
ment initiative to automate best practic-
es. Manual data pulling took too long, so 
the company shortened it by identifying 
failures in reporting practices, which it 
fixed by identifying benchmarks for each 
phase of the insight development process, 
and then methodically trimming waste 
and improving upon the benchmarks.

As a result of this initiative, McKee 
has been able to save 600-plus hours 
just on pulling data. Because data is 
now easily accessible, the team can 
quickly identify trends and better inform 
its retail partners, several of which have 
reported growth in areas ranging from 
category sales to repeat buyers and 
purchase size per trip.
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COOKIES & CRACKERS
CATEGORY CAPTAIN

Kellogg Co.
Individual snack-
ing products are the 

fastest-growing segment in the 
on-the-go cookie and cracker 
category, and Kellogg Co. is 
helping its retailer partners capitalize on this interest. With its strong portfolio of 
brands, Kellogg was outpacing the category with a 5 percent growth rate and driving 
2 percent share growth in a recent 26-week period.

The company is helping retailers manage the rapid proliferation in assortment by 
conducting broad category research and optimal aisle testing. It went through a de-
tailed market structure to identify groupings based on household consumption, find key 
attributes that differentiate product groups, and identify unmet needs. It also conduct-
ed behavioral research to better understand shoppers’ mindsets.

Armed with this knowledge, Kellogg developed aisle flow testing that resulted in 
significant growth for sandwich crackers. It also recognized the benefits of vertical 
blocking when creating an aisle flow.

DRY PACKAGED POTATOES
CATEGORY CAPTAIN

Idahoan Foods
The packaged potato category is growing in both 
dollars and unit sales for the first time in five 

years, thanks in large part to share leader Idahoan Foods. 
Idahoan is investing its marketing and research dollars 
toward growing household penetration, which should help 
bring more valuable shoppers to the category.

Meanwhile, the company is driving growth in the mi-
crowavable cup segment with the introduction of 4-pack 
cups. Cup segment dollars are up 20 percent at retailers 
that have added the new product to their assortment. Ida-
hoan also introduced two new flavors of mashed potatoes, 
and has continued to work with perimeter protein catego-
ries in cross-merchandising efforts.

Its specific work with retailer partners includes reas-
sessing category assortment and planogram flow. One 
retailer that worked with Idahoan grew its category by 4.8 
percent, while private label grew 25 percent.

DRY PACKAGED SOUPS
CATEGORY ADVISOR

Idahoan Foods
Idahoan Foods has driven excitement and growth in the struggling dry-soup 
category through product innovation, cross-merchandising programs and 

category-builder retailer recommendations. In the 
past year, Idahoan’s Steakhouse Soup brand has 
risen 21 percent, while the hearty dry-soup catego-
ry has grown 7.6 percent.

The company launched a line of microwavable soup 
bowls to meet the needs of on-the-go shoppers. In 
one example of cross-merchandising, Idahoan worked 
with a retailer partner and a cracker manufacturer on 
an eye-catching end cap that doubled sales during the 
three weeks it was on display.

Idahoan continues to bring its insights about dry- 
soup shoppers to its retailer partners, helping them 
understand how these shoppers differ from wet-soup 
shoppers. The retailers that have followed Idahoan’s 
recommendations have seen significant growth, 
with one major chain experiencing a 14.6 percent 
increase in dry-soup sales.
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ETHNIC FOODS
CATEGORY CAPTAIN

Hormel Foods
MegaMex Foods, a joint venture of Hormel Foods  
and Herdez del Fuerte, invested in Mexican food 

aisle research to better understand shoppers and how they in-
teract with Mexican foods. Based on this research, MegaMex’s 
recommendations focused on product adjacency solutions at 
the consumer level.

At most Midwest and East Coast retailers, the authentic set 
is in the international aisle. MegaMex’s research revealed that 
when authentic Mexican items are moved from the internation-
al aisle, sales for these items increase by double digits due to 
higher awareness. The company also recommended moving 
out-of-scope items like Hispanic religious candles, dried pep-
pers, pasta, rice and raw beans out of the set, as consumers 
expected to find such items in their “home locations.” 

Through the implementation of MegaMex’s Mexican aisle recommendations, retail-
ers are experiencing overall category growth. Additionally, Herdez guacamole salsa 
accounted for 6 percent of the brand’s total growth just six months after launch.

MEAT SNACKS
CATEGORY CAPTAIN

Jack Link’s
Meat snacks have grown 9.3 percent over a 
recent 52-week period, and Jack Link’s con-

tinues to lead category management best practices to 
help advise retailers about this fast-growing segment.

In the past year, the company worked with a national 
grocer to grow its category sales. Through analyzing 
micro snacking trends, meat snack trends, consumer 
segmentation and sales trends, Jack Link’s was able to 
recommend that the retailer expand space within the 
set and optimize its assortment. The new set included 
optimal placement for larger jerky-bag sizes, which 
have gained popularity, as well as consumer segmenta-
tion and best-in-class planogram flow.

Since implementation, the meat snack category has 
grown 16.5 percent. Almost all brands in the reset have 
experienced growth, and Jack Link’s has increased 
sales by 19.6 percent.

NATURAL & ORGANIC FOODS
CATEGORY ADVISOR

General Mills
To capture share in the burgeoning organic and natural 
food segment, General Mills is providing retailers with 

shopper and shelving recommendations to drive awareness, ad-
vising that its retail partners integrate natural and organic into the 
mainline set. In a dual-placement test on mac and cheese, a key 
retailer saw the number of households shopping for Annie’s Mac 
and Cheese double, and a double-digit increase in dollar sales.

Along with winning in store, it’s important that 
retailers win natural and organic shoppers online. 
Shopper profiles are similar, and key categories 
overindex in their share of online sales. General 
Mills’ ecommerce team is working with retail-
ers on a best-in-class digital shelf by improving 
assortment, image accuracy and findability to 
attract and retain shoppers.

Natural and organic growth is driving total 
store growth. General Mills is helping its retail 
partners succeed by looking holistically at cat-
egories through both a traditional and natural/
organic lens.

PACKAGED COFFEE
CATEGORY CAPTAIN 

Massimo Zanetti
After single-serve options caused 
massive gains in coffee, retailers 

and manufacturers sought to understand 
the next place in which to find growth.

Massimo Zanetti commenced a com-
prehensive coffee category and shopper 
insights study to determine the next growth 
drivers and how to leverage them with re-
tailer partners, pinpointing four key areas: 
identification of heavy coffee shoppers 
and how to drive loyalty with them based 
on their behavior; capitalizing on trends 
toward understanding the new “value 
equation,” where value is often influenced 
by convenience, quality and “price I’m 
willing to pay”; understanding and catering 
assortment to Millennials; and leveraging 
the premiumization trend that's pervasive 
across food and beverage categories.

Feedback from retailers resulted in 
several wins, among them implementa-
tion of recommended shopper marketing 
tactics, demonstrating high-double-digit 
growth of one brand due to increases in 
same-store sales and distribution gains, 
as well as sales growth in the premi-
um-bag segment at one retailer partner.

PORTABLE WHOLESOME SNACKS
CATEGORY ADVISOR

Kellogg Co.
Kellogg Co. views portable 
wholesome snacks as a crucial 

category for center store productivity, 
as the products in this segment reach 81 
percent of households. The company has 
invested heavily in research for the past 
few years to understand the migration of 
shoppers and their personal reasons for 
engaging in the category.

Its qualitative and quantitative research 
has revealed key pillars for growth, 
including widening the entryway for shop-
pers, retaining the core, and extending 

the runway of health to 
keep consumers in the 
space longer before they 
graduate to the healthier 
store perimeter.

Kellogg has been col-
laborating with retailers 
to focus on these growth 
pillars and evolve togeth-
er toward a future aisle 
solution. It is currently 
testing a new shopper-led 
shelf concept.

GROCERY- 
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READY-TO-EAT CEREAL
CATEGORY CAPTAIN

Kellogg Co.
Category leader Kellogg 
Co. has continued to spur 

product innovation, along with 
thought leadership, to help retail-
ers drive traffic to the cereal aisle. 
Its newest items, designed to meet 
consumers’ desires for health benefits and convenience, include Happy Inside whole 
grain cereal and joyböl Crunchy Smoothie Bowls. The company also launched Special K 
Nourish Berries & Peaches with Probiotics, as well as Chocolate Frosted Flakes.

Demonstrating its category management prowess, Kellogg conducted an in-store test 
of an aisle concept designed to reinvent the cereal-shopping experience and lead to in-
creased category sales by addressing shopper barriers. The test met its objectives and has 
inspired Kellogg to consider new shelving and display recommendations in the future. 

Kellogg also did shopper-based research on how retailers can improve their package 
assortment, and used the latest technology to enable virtual shopping applications.

SNACK BARS
CATEGORY ADVISOR

General Mills
The total bar category encompasses grain 
bars, commonly in the cereal aisle, and 

nutrition bars, commonly in the pharmacy or natural/
organic section. With all-day snacking on the rise, the 
category shows strong growth potential.

To help retailers capitalize on this opportunity, 
General Mills brought capabilities and excitement to 
the category through such avenues as product inno-
vation and variety, and a 16-foot grain 
bar set featuring Adult, All Family 

and Kid subsections that outperforms all other configurations. 
Outstanding retailer partnership is a critical component in General 

Mills’ overall category management strategy. Through those relation-
ships, the company was able to execute critical shelf-set tests and 
assist with nutrition/wellness integration. 

Additionally, General Mills aggressively pursued “test-and-learn” 
opportunities regarding new products and pack sizes across channels 
to improve its speed to market. Through category research and con-
sumer insights, shelf enhancements, and new products, General Mills 
has positioned its retail partners for bar category growth.

SOFT DRINKS
CATEGORY CAPTAIN

The Coca-Cola Co.
With the diet sparkling soft-drink (SSD) category facing significant head-
winds in recent years, Coca-Cola saw an opportunity to restore growth to 

the category through its two leading brands, Diet Coke and Coca-Cola Zero Sugar. By 
leveraging these brands and homing in on current consumer preferences for less sug-
ar, smaller portions, new flavors and exciting experiences, Coke helped reinvigorate 
the diet SSD category and drive sales for retailers.

Coke mounted a relaunch of Diet Coke with four new flavors, sleek packaging and a 
new brand image, and Zero Sugar with a new name and formula. The company worked 
with retailers through multiple shopper marketing strategies, including colorful in-

store signage, banners, shelf 
displays and deli bundles. 
Coke also aggressively 
expanded the availability of 
10- and 6-packs of mini cans 
in the large-store channel.

The results were an 
accelerated portfolio and a 
reversal of sales declines.

SPREADS
CATEGORY CAPTAIN

Hormel 
Foods
In the past 

year, Hormel Foods 
worked with two regional 
grocers to reassess 
their spread sections and 
help grow sales. At one 
retailer’s division, peanut butter sales 
had been declining, and Skippy sales 
were flat.

Hormel invested in a multifaceted pro-
gram that leveraged pricing insights and 
helped lay out key growth promotional 
opportunities. The company also intro-
duced a program that allowed shoppers 
to participate in a philanthropic event by 
purchasing peanut butter.

During the donation period, Skippy's 
total basket penetration grew to 76 per-
cent, 12 points higher than the prior year.

 At another retailer, Hormel aimed to 
grow the category through assortment 
and shelf adjacencies. The set was con-
verted to a 60:40 peanut-butter-to-jelly 
ratio to better serve consumer demand. 
The retailer subsequently increased sales 
on its more profitable items and better 
incorporated its private label items.

TOASTER PASTRIES
CATEGORY ADVISOR

Kellogg Co.
Kellogg Co.’s Pop-Tart 
toaster pastries are 

the No. 1 point-of-entry brand 
for the mega-category of por-
table wholesome snacks. The 
brand is also a favorite among 
teenagers. Kellogg has been 
leveraging teen-relevant social 
media platforms to build on this 
popularity, and has continued to 

introduce tempting new flavors 
such as Strawberry Milkshake.
The company is now in the process of 

launching two innovation platforms to 
address shopping barriers and assort-
ment opportunities. As some households 
perceive Pop-Tarts to be unhealthy, new 
Pop-Tarts Crisps will deliver a whole 
grain, less-sugar, fewer-calorie and less-
fat offering. Pop-Tarts Bites, meanwhile, 
will address the on-the-go eating trend 
while carrying the brand over to the 
snacking occasion.

Kellogg’s category management team 
has also been leveraging the latest 
technology to help retailers improve the 
shopping experience. In one example of its 
work, Kellogg found that when private la-
bel products are merchandised horizontal-
ly on the top shelf, toaster pastries’ dollar 
sales increase 2 percent to 3 percent.
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WAREHOUSE SNACKS
CATEGORY CAPTAIN

Kellogg Co.
Kellogg Co. developed a warehouse snack 
category story to bring all of its category 

solutions into one simple package. The document 
highlights the importance of warehouse snacks and 
the differences compared with DSD salty.

In terms of specific recommendations, Kellogg 
has rolled out a vertical-ribbon merchandising 
strategy to help draw new attention to its iconic 
Pringles brand. Since 2017, more than 1,500 stores 
in multiple retail banners have gone vertical, and the 
sales gain on average is 4 percent for the category 
and 4.3 percent for Pringles.

Kellogg also developed a gravity-feed system 
to improve overall shopability, and so far, retailers 
implementing the new solution have experienced on 
average 2 percent category growth and 9 percent 
growth for Pringles. The retailers that have combined 
the benefits of vertical-ribbon merchandising and 
gravity feed are seeing outstanding category growth 
of 6 percent, fueled by gains of 13.7 percent.

WINE
CATEGORY CAPTAIN

E&J Gallo Winery
With almost 250 new SKUs of rosé — the 
fastest-growing varietal segment in the 

wine category — introduced last year, many retailers 
sought guidance on providing and promoting the 
right items for shoppers. 

 Gallo’s category solution, Rosé Your Way, inspired 
confidence in purchases via digital media and retail 
promotions. The company also leveraged InMarket 
proximity ads on consumers’ mobile devices to help 
drive purchases in the wine department and from 
out-of-department displays.

At one retailer, the program resulted in triple-digit 
growth, a big increase in total store wine trips, larger 
total basket revenue via the cross-merchandising 
displays, and a considerable increase in new wine 
buyers to the category. Other retailers that supported 
the program saw similar results. 

FROZEN FOODS

BREAKFAST
CATEGORY ADVISOR

Kellogg Co.
Kellogg Co.’s strategy 
for frozen breakfast 

leadership in the past year fo-
cused on getting the fundamentals right. The company worked with its retail 
partners to ensure that the right assortment, at the right price, is available 
to meet shoppers’ needs.

Now considered the seventh-largest category in frozen foods, frozen 
breakfast is enjoying mid-single-digit growth. Kellogg made sure retailers 
are making the most of this growth by offering shelving advice and by identi-
fying an opportunity to drive inflation in the category. The company created 
an Eggo premium-price-promoted group and reduced the depth of discount 
on an Eggo core-price-promoted group. It also relaunched the Thick & Fluffy 
Waffles line as a premium product, complete with updated packaging.

Year to date, Thick & Fluffy Waffles are growing 12.5 percent in dollars 
and 1.9 percent in units. What’s more, they have been 62 percent incremen-
tal to the brand and have brought in 8.6 percent new buyers to the category.

BROTH
CATEGORY ADVISOR

Bonafide Provisions
Bone broth is an emerging food trend, 
and Bonafide has been carving out a new 

subcategory for it in the frozen aisle. Convinced 
that a frozen product is superior to a shelf-stable 
product that could be merchandised with traditional 
soups, the company worked with several natural 
retailers to establish a new frozen destination.

Its frozen bone broths are driving incremental 
sales (as a unique product, it’s not cannibalizing 
other frozen products from shoppers’ baskets). 
In addition to growing sales, Bonafide leveraged 

digital and social media to build awareness of the role of frozen in support-
ing a “real food” diet, garnering Millennial fans who posted images of their 
grocery carts filled with Bonafide products on their social media channels.

The company has also partnered with retailers to drive off-shelf 
displays that bring visibility to the category and drive new purchase occa-
sions for the category.

MEAT SUBSTITUTES
CATEGORY ADVISOR

Kellogg Co.
With a more than 50 percent share of the frozen meat substitute 
category, Kellogg’s MorningStar Farms brand is well positioned 

to help grow the category and engage shoppers. In the past year, the brand 
removed artificial colors and flavors and changed to non-GMO soy across 
the burger and poultry segments. It also introduced two new burgers and 
a new flavor of Chik’n Nuggets, as well as 
Veggie Chorizo Crumbles.

Meanwhile, the category management 
team commissioned a virtual test to deter-
mine the optimal aisle adjacency for meat 
substitutes. The results indicated that 
there’s significant benefit to the category 
and department when meat substitutes lead 
the aisle. In addition, frozen vegetables 
make for an ideal complementary adjacency.

The test resulted in a 36 percent increase 
in sales, so Kellogg is now working with re-
tailers to apply these changes.
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VEGETABLES
CATEGORY ADVISOR

Pinnacle Foods
Understanding that traditional French fries are 
falling out of favor with today’s health-con-

scious consumers due to their perceived lack of nutri-
ents, Pinnacle Foods introduced Birds Eye Veggie Made 
Fries, which replicate the taste and texture of traditional 
fries but include a full serving of veggies without preser-
vatives or artificial flavors and colors.

Pinnacle knew that consumers want to get more vegetables in their diets, so it 
sought to make it easier through the product. It also realized that packaging the fries in  
a stand-up bag would increase shelf efficiency for retailers.

The fries have been well received by customers and delivered strong results to 
retailer partners, bringing elusive Millennial families to both the category and the de-
partment. The product line has resulted in highly incremental sales, significantly higher 
basket performance, and category growth.

NONFOODS/HEALTH,  
BEAUTY & WELLNESS
ADULT NUTRITION
CATEGORY CAPTAIN

Abbott Nutrition
An aging population is making this 
billion-dollar category even more 

important to the supermarket channel. 
Abbott seized an opportunity to increase 
its partnership with a value retailer partner 
to elevate nutrition products and improve 
awareness of the retailer as a health-and-
wellness destination.

The company leveraged demand among aging consumers for additional protein to 
preserve muscle mass, elevated nutritional products and boosted awareness of the 
retailer as a wellness destination in a rural community underserved by health care 
providers. Abbott identified a better mix of products for the target audience and more 
productive space use, drove awareness with out-of-aisle promos, developed tools to as-
sist shoppers along their wellness journey, and created vertical blocks of nutrition and 
vitamins to enhance shopper engagement and ease findability of relevant products.

As a result, dollars are up by double digits year to date, with Ensure sales doubled, 
and stores adopting the expanded nutrition set saw marked improvement.

BABY CARE
CATEGORY CAPTAIN

Abbott Nutrition
Abbott partnered with a retailer to identify opportunities to align aisle by 
baby age, expand the formula footprint, broaden assortment, increase 

category engagement and enhance the shopping experience to recapture consumers 
shopping the baby aisle less often.

The company aimed to further the 
perception of the retailer as meeting 
baby needs at every life stage, improve 
shopability and deepen consumer en-
gagement. Abbott expanded the formula 
section to boost facings of high-ve-
locity items and reduce out-of-stocks, 
and improved category adjacencies by 
aligning aisle by baby age to encourage 
cross-category purchases and lengthen 
aisle engagement.

The result: Total baby and brand 
growth, with lifts in household engage-
ment, visits, units and dollars. With this 
success, the retailer is implementing 
Abbott’s recommendations chainwide.

INFANT/TODDLER 
NUTRITION
CATEGORY CAPTAIN

Abbott 
Nutrition
A regional 

retailer working with 
Abbott recognized the 
growth potential within 
the oral electrolyte 
category and looked 
to expand consump-
tion through additional 
merchandising locations 
throughout the store.

Abbott advised placement across the 
store and greater category space within the 
toddler/baby aisle. Convenient store location 
and ease of finding products quickly are 
the top reasons for purchasing Pedialyte; 
most shoppers will leave the store if they 
can’t find it. The retailer created permanent 
shelf space for Pedialyte in the pharmacy, 
placing the item both there and in the baby 
care aisle.

As a result, the category is up double 
digits in dollars and units, with a boost in 
trips and households buying.

ORAL CARE
CATEGORY CAPTAIN

GSK Consumer 
Healthcare
Oral care provides consistent 

sales and profit results for manufactur-
ers and retailers, but consistent category 
growth has been difficult to find. GSK 
invested in new shopper research and 
retail activation exploration to reshape 
how brands and retailers leverage this 
mature category.

Learning initiatives yielded insights 
identifying a new consumer segmenta-
tion, explored how shopping expectations 
varied by condition, and tracked path-to-
purchase dynamics by trip type and oral 
health condition. All of this culminated 
in a redefinition of the role of oral care, 
more directly connecting it to consumers’ 
healthy-living goals and integrating it with 
retailers’ health-and-wellness initiatives.

The multiyear effort has so far seen to-
tal GSK oral care brands grow 5.4 percent, 
accounting for more than half of the total 
category’s 1.5 percent uptick.
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OTC DIGESTIVE HEALTH
CATEGORY CAPTAIN

GSK Consumer Healthcare
Comprising many segments, conditions, 
symptoms and products, the digestive 

health category can be hard for consumers to shop. 
GSK decided to take a new approach to this challenge 
by making a significant investment in new shopper 
insights and shopper marketing strategies though a 
more direct focus on integrating digestive health into 
consumers’ health-and-wellness goals.

One of the largest investments in digestive health 
research in the company’s history was therefore 
launched, including both qualitative and quantita-
tive elements. The research identified an entirely 
new consumer segmentation from which innovative 
strategies and tactics could be developed along the 
digestive- health shopper journey.

A new initiative, Connections, launched early this 
year and is continuing to make an impact as the GSK 
team and its retailer partners collaborate on solutions 
linking health and wellness to digestive health. As a 
result, GSK is not only outpacing category performance 
in many areas, but also driving category growth.

OTC SMOKING CESSATION
CATEGORY ADVISOR

GSK Consumer Healthcare
There are currently 15 million people who 
smoke, but the smoking cessation industry 

is, as GSK notes, on a “path to zero.” Due in large part 
to the company, smoking cessation has become one of 
the fastest-growing OTC categories.

GSK’s shopper research found that inconsistent cat-
egory placement, unrelated adjacencies, limited access 
and less-than-motivating educational messages were 
presenting barriers to those trying to kick the habit, 
so it created a new go-to-market strategy with four 
key pillars: quit motivations, in-store execution, 
shopper targeting and continuity initiatives.

As this strategy rolls out to retail, concrete 
merchandising changes are occurring and 
category momentum has continued. Even more 
exciting, the pace of growth is accelerating as 
the new approach is implemented.

GSK realized that the retail environment had 
to change from being another reason not to 
quit to being a partner in a successful quit. The 
results show that its efforts are paying off.

OTC UPPER RESPIRATORY
CATEGORY CAPTAIN

Bayer HealthCare
Upper respiratory is the largest category within OTC health, with 
annual sales nearing $10 billion annually. Bayer identified three 

challenges that retailers and manufacturers need to address: declining 
trips, innovation and ancillary segments such as homeopathic remedies.

Research led to the realization of four pillars of consumer perspective 
in the category: freedom to breathe more freely, regain control of symp-
toms, rest and recuperate, and plan and prepare. A second strategy aimed 
to enhance the shopping experience with a consumer-driven shelf layout, 
aligning communication based on consumer needs and allocating space to 
maximize sales of key segments.

The strategy has been embraced by Bayer’s retailer partners: Total dol-
lars and dollars per trip have made significant gains. In a category as broad 
and fragmented as upper respiratory, retailers appreciated the commitment 
of time and resources to provide a framework for future growth. 

PET CARE
CATEGORY CAPTAIN

Freshpet
As consumers shift more 
and more of their pet food 

purchases online, growth is difficult to 
come by, and consumer traffic to the pet 
aisle is in decline. The brick-and-mortar 
retailers that are winning are putting 
fresh first throughout the store, and the 
pet aisle should be no exception.

Freshpet helped grow pet aisle 
sales with a refrigerated product that has high velocity, high frequency and 
high profitability. Most importantly, since Freshpet is highly perishable and 
difficult to ship, it’s not readily available to purchase online.

Detailed analysis found that stores stocking Freshpet saw higher growth 
across all dog food segments: wet, dry, treats and supplies. With an increasing 
number of consumers choosing to buy more healthful foods for themselves and 
their family members — including the furry, four-legged ones — Freshpet will 
continue to see exponential growth.

PET CARE
CATEGORY ADVISOR

Nestlé Purina PetCare
The pet category is rapidly evolving, and Nestlé Purina PetCare 
has seen impressive results working with retailer partners to 

grow sales and the category overall. 
For its retailers, the company employs enhanced household strategies: 

localization and assortment tools, along with rich shopper insights, which 
are used to find the right balance of space and assortment in the category. 
Understanding the draw of online for pet products, Nestlé Purina implemented 
a focused ecommerce category team to help retailers win in the pet category 
across different ecommerce models, merging ecommerce best practices with 
pet category insights to capture pet households and drive retailer loyalty.

Another strategy looked at products within the category: With pet owners 
willing to pay for higher-qual-
ity products — and small 
increases in price per pound 
driving significant category 
growth — Nestlé Purina intro-
duced several line extensions 
that offer natural hallmarks 
or unique benefits across 
different price tiers at a higher 
price per pound than the 
mainline offering.
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SUN CARE
CATEGORY ADVISOR

Bayer HealthCare
Bayer HealthCare’s Coppertone brand is 
reshaping how retailers manage the sun 

care category by establishing a new foundation for 
success based on identified, validated and quanti-
fied growth drivers such as natural and health-ori-
ented products. This Future Category Vision (FCV) 
aims to drive success via three strategic goals:
 Drive market basket transactions by  

 influencing shoppers to make incremental  
 purchases
 Increase ring by getting shoppers to 

 trade up to more premium items
 Spur penetration by encouraging new  

 shoppers to enter the category
Additionally, Coppertone provided turnkey shop-

per activation for key retailer partners to help shoppers find the best products along 
the path to purchase, based on the category growth pillars and enablers.

Sun care has reversed its declining sales over the past two years and is now showing 
1 percent growth, while Coppertone’s household penetration is growing at twice the 
rate of the category as Bayer’s strategies and tactics resonate with shoppers.

VITAMINS & SUPPLEMENTS
CATEGORY CAPTAIN

Pharmavite
According to Pharmavite, retailers using it 
as an advisor for the vitamin and supplement 

category have grown dollar sales several percentage 
points higher than those of retailers it doesn’t advise.

Pharamvite has helped in several ways, one being 
the launch of five new products in 2018 — two need-
state items, two high-strength probiotics, and an 
enhanced heart-healthy multivitamin for men. More-
over, understanding that most users consume vitamins 
and supplements in the early morning with breakfast, 
the manufacturer is advising retailers to tie vitamins 
and supplements into breakfast-occasion themes in 
circulars and in-store displays. It took a similar tack for 
cough and cold season, advising retailers to use circu-
lars and displays to drive multidimensional need-state 
transactions through vitamins and supplements, as well as other categories.

Additionally, Pharmavite segmented heavy and light buyers in 
the category, sharing insights with retailers to help develop corre-
sponding merchandising strategies.

VITAMINS & SUPPLEMENTS
CATEGORY ADVISOR

Bayer HealthCare
A $6.9 billion category with nearly $700 million in 
growth over the past five years, the nutritionals cate-

gory is challenging to manage due to its size, number of items, 
segments, brands, and dependence on consumer, shopper, 
retailer and category trends.

Bayer set out to deliver a category strategy rooted in 
the insight that nutritionals is in a “new era” by focusing 
on extensive shopper targeting. Bayer’s strategic roadmap 
includes expansion to drive category growth, retention of 
current high-needs shoppers, and attracting Millennials via 
shopper-targeting strategies.

Collaborating with key retailers to enact this new-era pro-
gram, the initiative is driving year-over-year category growth as 
well as positive movement in Bayer’s One A Day brand.

WRAPS & FOILS
CATEGORY CAPTAIN

Reynolds Consumer 
Products
Reynolds Consumer Products 

commissioned a study on consumer 
segmentation and shopper mission, with 
a specific focus on purchase behavior, in 
the cooking/baking category. Learning 
who is buying (affluent Millennial males) 
and how and when people are buying, 
Reynolds found the intersection of these 
two factors to help retailers devise an op-
timal strategy for their shopper base and 
ensure optimal merchandising.

Aided by this research, one retailer 
combined product displays with feature 
ads to build awareness and drive con-
version, and then ensured inclusion of 
foil/parchment ads in Q4 circulars, with 
placement near key food items.

As a result, aluminum foil sales rose by 
double digits compared with a year ago, 
and additional categories benefited im-
mensely from the halo effect. In the end, 
the total category grew double digits.

PERIMETER

DAIRY-CHEESE
CATEGORY CAPTAIN

V&V Supremo Foods
While dairy is one of the top 
three categories purchased 

by Hispanic shoppers, these consumers 
often make dairy purchases outside 
traditional grocery stores. V&V Supremo 
Foods discovered that Hispanic shop-
pers either aren’t aware that a retailer 
carries items they’re seeking or can’t 
find them in the store.

The supplier educated buyers with 
a “Hispanic Cheese 101” category 
overview at an off-site location, where a 
presentation shared Hispanic population 
and spending trends, category trends, 
product sampling and more.

Through V&V Supremo's educational 
program, quality products and merchan-
dising strategies, the retailer saw incre-
mental category sales and profit growth.
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DAIRY-MILK
CATEGORY ADVISOR

Dean Foods Co.
As a heritage brand in the dairy aisle, 
Dean Foods aimed to elevate consumer 

credibility, lead with innovation and drive shoppers 
to the store via the dairy department.

Dean’s DairyPure national conventional white-
milk brand and TruMoo refrigerated chocolate milk 
have helped lead the revitalization of a fractured 
and commoditized category. Clean labels, purity 
and transparency have driven premium-priced rings 
where lowest-priced products once ruled. The com-
pany’s DairyPure Mix-ins cottage cheese with fruit 
and nuts and TruMoo After Dark flavored milk aimed 

at adults targeted trends in snacking and indulgence.
Dean also helped retailers build baskets beyond the dairy category with targeted 

multimedia campaigns, food bank partnerships and investments in loyalty card data. 
The company expects that strong investments at the shopper level with key retailer 
partners will continue to highlight and grow the category.

DAIRY-YOGURT
CATEGORY ADVISOR

General Mills
The highly dynamic yogurt cat-
egory has traditionally grown 

due to the introduction of new segments. 
Increasingly variety-driven consumers are 
now seeking more wellness options as they 
migrate from the mature Greek segment. 

General Mills created two product lines for consumers in search of “simply bet-
ter” products highlighting taste and health — authentically crafted Oui by Yoplait and 
low-sugar, high-protein YQ by Yoplait, respectively, both boasting clean ingredient 
decks — while maintaining focus within the core traditional and kid yogurt segments to 
stabilize the trends with affordable options that fulfill a taste/value proposition.

The company launched a communication campaign that leveraged a network effect 
strategy, reaching audiences at intersections of influence — points where social 
networks and passion points connected. A robust digital media plan relied on key part-
nerships, including sponsored workouts through Popsugar, ads on UnderArmour’s My 
Fitness Pal app, and posts by trending fitness influencers.

DELI/PREPARED FOODS
CATEGORY ADVISOR

Blount Fine Foods
Blount Fine Foods helps empower retailers to offer restaurant-quality 
prepared foods to consumers, when they want them, how they want them. 

Its customizable noodle and rice bowls, to which consumers can add their choice of 
proteins and vegetables, are driving growth in the grocerant category.

Blount’s focus on soups, sides and entrées has allowed grocers to elevate their 
games, helping them steal back share of wallet from restaurants as spending on 
food consumers outside the home grows. Blount has improved the ways that its 

products are cross-promoted with other depart-
ments: a quart or two of soup to accompany the 
rotisserie chicken offering, or prepared 
components as part of pre-assem-
bled meal kits. Blount also refined its 
technology so that it better interfac-
es with retailers’ systems to ensure 
a smoother ordering process.

Deli foodservice orders are growing 
year over year, with grocers the ben-
eficiary of higher rings, and shoppers 
rewarded with convenient, whole-
some meal solutions.

DELI/PREPARED FOODS-
CHILLED MEALS
CATEGORY ADVISOR

Hormel Foods
A national retailer wanted to 
reduce overall space for chilled 

meals in favor of refrigerated pasta and 
sauces, without compromising sales. 

Hormel developed planograms to dis-
play products in vertical blocks of subcat-
egories, placing entrées toward the top 
and middle of the sets to create the best 
opportunities for universal adjacencies. 

As a result, overall total household 
penetration rose from last year. The 
refrigerated entrée subcategory had the 
highest penetration growth, and total 
basket dollar size grew while average 
prices remained flat. Further, the flow and 
adjacency changes eased the shopping 
experience and provided onsumers with a 
simpler total mealtime solution. 

DELI/PREPARED FOODS-
PARTY TRAYS
CATEGORY CAPTAIN

Hormel Foods
Hormel Foods’ research re-
vealed that party trays and pre-

made deli items are seasonal and perform 
better during key timeframes on display, 
that party and snack trays serve different 
occasions, and that snack trays can be 
placed with other snacking items.

The company created destinations for 
Hormel Gatherings items in the club and 
military channels, and grew the presence 
of Hormel Gatherings party trays at grocery 
stores. Within the club channel, party trays 
were shown to be incremental to the exist-
ing entertaining-focused assortment, since 
few completely pre-made solutions existed. 
In the military channel, display space 
boosted total category sales considerably.

One retailer placed Hormel Gatherings 
snack trays in the refrigerated meat-snack-

ing section and Hormel Gather-
ings party trays in the deli 
set, thereby ensuring 
that shoppers could 
find the most relevant 
items in the right space. 
These moves encour-
aged the departments 
to work together to find 
the best space for  
the items.
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DESSERTS
CATEGORY CAPTAIN

Rich Products
Ice cream cakes are delicious, but too many shoppers 
associate them with birthdays. Rich Products’ solution: 

developing a hybrid with the Carvel Cookie Cake.
The introduction and marketing of the new product focused 

on partnering with retailers to create in-store demand for 
the ice cream cake category, and included various marketing 
campaigns to engage shoppers outside the store. The launch 
plan included a ramp-up of activities kicking off in the key ice 
cream cake season and leading into the holiday season. The 
culmination of these efforts represented a high-double-digit 
percent of increased performance for the Carvel line.

The cookie cake 
launched in the mar-
ket alongside a Carvel 
brand refresh, which 
was created to evoke 
nostalgia. The revitalized 
brand was brought to life 
across Rich’s customer 
portfolio through new 
packaging and freezer 
graphics, ensuring that 
all were in place when the 
new Carvel Cookie Cake 
launched in June.

MEAT
CATEGORY CAPTAIN

Pre Brands
At a time when people are eating less meat, Pre has 
been working over the past 12 months to be the fast-

est-growing company in beef and the category leader by evolving 
alongside consumer demands and shopping patterns.

In addition to ensuring a consistent, unparalleled eating 
experience with strong nutrition and 100 percent transparency, 
Pre has helped grow sales and the category by introducing 11 
high-velocity, fixed-weight high-quality UPCs that are strongly 
incremental to one another across consumer usage occasions; 
an engagement strategy targeting consumers where they live, 
socialize and shop — as well as educating online, where it has 
experienced more than 220 million media impressions, year to 
date; and 360-degree customer support, which involved seizing 
early adopters of burgeoning digital marketing and shopping 
platforms such as Instacart, Ibotta and retailer-specific ecom-
merce platforms, with the result that average weekly Instacart 
sales nearly tripled year over year.
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PACKAGED LUNCHMEAT
CATEGORY CAPTAIN

Hormel Foods
Several regional 
grocers called on 

Hormel Foods to help opti-
mize their refrigerated meat 
selections, including lunch 
meats, breakfast meats and 
snack/lunch kits, after being 
impressed with the manufac-
turer’s category research. 

Hormel made recommenda-
tions to develop a dedicated 
natural/organic set, as well 
as a dedicated snacking set 
within the retailers’ refrig-
erated meat sections. The 
company also suggested a 
few changes in the retailers’ 
product assortment and adja-
cencies with other categories 
in the set.

By changing the flow and 
layout of the set, Hormel 
helped improve shopability, 
allowing consumers to more 
easily find and purchase 
value-, mid- and premier-tier products in the same area. During its most recent 
review with one retailer, Hormel learned that sales in the total side-case set were 
up 2 percent, the natural/organic set was up 9 percent, and the snacking set was 
up a whopping 82 percent.

PRODUCE-BANANAS
CATEGORY CAPTAIN

Chiquita Brands
Chiquita continued to invest in research and to 
identify unique ways to engage with banana 

consumers. Through in-store testing and campaign 
tracking, Chiquita was able to determine the most 
successful and innovative ways to engage consum-
ers and drive category sales.

The company implemented a second-
ary-display test in one division of a national 
retailer for three months. Displays were 
placed in the checkout area, the dairy 
section, or both. Test stores brought 
more volume growth and bas-
ket penetration than non-test 
stores. Additionally, Chiquita 
continued its successful 
year-long secondary display 
rollout with another nation-
al retailer, delivering a year 
of volume growth. 

Chiquita also collab-
orated with retailers to 
determine the best mix 
of conventional versus organic product 
without cannibalizing core products. Best 
success was achieved by classifying con-
ventional bananas as best value to drive trip 
volume while deploying organic at premium value for portfolio diversifica-
tion. Social media campaigns further engaged consumers to raise product 
awareness and inspire new consumption.
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PRODUCE-BANANAS
CATEGORY ADVISOR

Dole Food Co.
Dole’s strategic focus to maxi-
mize the elements for success 

(shopper insights, consumer demand 
and retailer initiatives) drove the 
company’s efforts regarding three key 
initiatives: delivering strategic merchan-
dising to meet consumer demand, using 
creative marketing to maximize consumer engagement, and identifying the convention-
al banana consumption decline versus growth in organics.

Dole identified strategic merchandising opportunities to connect with shoppers 
and maximize performance, e.g., adding organic bananas as the primary product 
on impulse displays. Further study in the decline of conventional sales gave Dole’s 
category management and shopper marketing teams the opportunity to deliver solu-
tions to re-energize the category.

One retailer partner, using a center store cross-purchase promotion, delivered a dou-
ble-digit sales increase in conventional bananas without reducing prices. Additionally, 
Dole restructured its marketing department to better design unique campaigns with 
social/digital components to benefit brand loyalists and retailer partners.

PRODUCE-MUSHROOMS
CATEGORY CAPTAIN

Monterey Mushrooms
As a true partner, Monterey Mushrooms 
prides itself on understanding how each 

retailer customer wishes to use the category. 
For example, one customer wanted to see what it 
could accomplish by allowing Monterey to define 
assortment, everyday pricing, promotions and 
store sets. It also wanted to expand organics.

After a plan was put in place that included 
fewer SKUs, a new everyday-pricing strategy, 
a revised promotional strategy, and store sets 
that focused on turns, the retailer posted an 
organic category share rise from single to 
double digits, double-digit growth in overall 

category units, and double-digit growth in overall category sales.
Another example: One customer approached Monterey to help with its over-SKUed 

section. Across the whole section, the mushroom provider performed SKU rationaliza-
tion, including item turns, sales, shrink, markdowns and net profit. The results were 
cross-referenced with available space, and new store sets were provided.

PRODUCE-PACKAGED SALADS
CATEGORY CAPTAIN

Dole Food Co.
Dole focused on three key category initia-
tives: driving new consumers into the cate-

gory, expanding the category through innovation and 
going to market differently, and maximizing retailer 
performance through pricing optimization.

The company partnered with Nielsen to 
identify the source of Dole Chopped Kits volume 
growth. While new shoppers have helped gain 
the most traction, shoppers trading up from 
lower-tier segments and competitive same 
segments have also contributed. Last April, Dole 
introduced Slawesome! Kits, which reinvent traditional coleslaw with extra-flavorful dressings and seasonings to create a tasty 
side dish or topper, tapping the fastest-growing subsegment within packaged salads.

Dole worked with a Southern retailer to test shelving the kits in the cut-vegetables section, resulting in significantly higher sales 
velocity. Additionally, understanding that a retailer’s organic salad shopper is the least price-sensitive within the category, Dole iden-
tified a sweet spot to drive dollar sales; a test brought double-digit increases. Dole’s three-pronged focus is driving enhanced results 
for its retailer partners. 

PRODUCE-PINEAPPLES
CATEGORY CAPTAIN

Dole Food Co.
Through deliberate account 
planning, retailer collabora-

tion, aggressive support and abundant 
supply, the pineapple category reached 
new highs in 2018. Dole was strategic 
in driving the category via three central 
propositions: leveraging insights from 
retail partners to catapult the catego-
ry into increased importance, elevat-
ing the category to a destination to 
protect store traffic and offset produce 
department declines, and employing 
new proprietary category management 
capabilities to incorporate consumer 
preferences into assortment strategy. 

Understanding that there’s a mea-
surable difference between banana and 
pineapple brands, Dole used quanti-
tative analysis to determine whether 
retailers that partner with Dole perform 
better than those that don’t. The result: 
overall Dole retailers outperform non-
Dole stores.

An aggressive category plan helped 
to redefine pineapples as a destination 
category, which increased promotional 
activity and sales. Additionally, partner-
ing with Nielsen to create the largest 
custom database in produce drove more 
data-based insights to better target 
consumer preferences.
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REFRIGERATED DRESSINGS
CATEGORY CAPTAIN

Litehouse Foods
Litehouse’s regular collaborations with retailers and 
other partners on strategic marketing campaigns 

and promotions have helped grow basket size and the cat-
egory, with dressings seeing a generous 
double-digit increase in unit sales when 
on promotion.

Notably, over the past two years, the 
brand has spearheaded a retailer program 

to help shoppers build a better salad, 
which has resulted in double-digit 

growth for the promoted brands. 
Litehouse shared the learnings from 
this promotion — including info on 
dollar sales lifts and repeat pur-
chases of participating brands — 
with other retailers, leading to new 
opportunities for retailers to drive 
sales and grow basket sizes.

Beyond a promoted price, retail-
ers used secondary displays for 
cross-promoted products, deploying 
shelf talkers and display clings to 
educate consumers on pairing op-

portunities, and retailer mobile offers 
and advertising apps to increase trial.

REFRIGERATED MEAT SNACKS
CATEGORY CAPTAIN

Hormel Foods
Hormel Foods went au naturel 
with its refrigerated snacking 

line and helped attract new shoppers 
to the category. The company transi-
tioned its Hormel REV brand to Hormel 
Natural Choice and recommended 
that its retailer partners merchandise 
the products within their traditional 
refrigerated-snacking sets. This allowed 
shoppers to see the greater variety 
offered and also created a brand block 
within the set.

Since the launch, the refrigerated 
meat snack category has increased 
dollar sales by 31 percent, according to 
Hormel, with its Natural Snacking line 
contributing 20 percent of that growth. 
Meanwhile, the new line is bringing new 
users into the category and indexing 
highly among consumer groups, including 
Millennial, Gen X, health-conscious and 
organic-seeking households.

Perhaps most impressive, one national retailer that added the 
new line experienced a 30 percent increase in existing sales, while 
cross-brand promotions drove basket sizes up 45 percent.
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