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NielsenIQ Scantrack data to 23rd Sept 2023

Organic baby 
continues to 
command a 
significant share of 
overall baby

Dairy, Produce, 
Grocery and meat  
continue to over-
index 



Source: NielsenIQ Homescan – Share of Trade Report April 2023
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NielsenIQ Scantrack data to 23rd Sept 2023

52 weeks % Sales Growth to 23 Sept 2023



635 486 124 347 729 4811
NOV 
23

5438910452192NA793
SEPT 

23

MAY 
23 537 160 397 931 5063NA

JAN 
23 790 526 206 458 913 5290



NielsenIQ Scantrack data to 23rd Sept 2023



Sustainability is clearly 
a recurrent theme 
against a variety of 
consumer demands

*Source: RW Connect Retail Week 2023





Which, if any, of the following would encourage you to purchase environmentally sustainable 
produced foods?

Knowing the animals 
were reared with 

high welfare 
standards

Compassion in World Farming, Sustainable Diets: : 26th June - 7th July 2023

Being informed of 
the benefits to 

nature 

Knowing the health 
benefits associated 
with organic, free 

range, pasture 
reared meats



Source: https://yougov.co.uk/topics/society/articles-reports/2022/04/20/part-two-what-kind-food-do-britons-eat-regularly
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