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Five 
key take outs
Total Till for the four weeks to 

28th December 2024

Source: NIQ Total Till WE 28.12.24

After a slow start to December 2024, food sales rallied in the 
final three weeks leading up to Christmas, with sales hitting 
£14.6bn

Volume sales increased to 0.5% for the 4 weeks to 28th 
December 2024

The highest levels of promotions in the last three years, with 
27% of all FMCG sales being purchased on promotion, with 
branded promotions at 37% of sales

Wednesday Christmas disrupted shopping patterns

Ocado, M&S, Tesco and the Discounters all gained share
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2024
at a glance
Inflation eased, consumers 

remained cautious and 
volumes grew

Sources: NielsenIQ Scantrack, Total Store, Total Coverage, 52 we 28.12.24 | NIQ/BRC SPI Dec 2024 |  www.ons.gov.uk CPI Annual Rate to Dec 2024 | GfK Consumer Confidence research carried out by GfK an NIQ company 

Total Store Value Sales

£210bn
ONS CPI Annual Rate

+2.5%
BRC/NIQ Food Price Index

+1.8%

Value Sales Growth vs Last Year

+2.3%
Unit Sales Growth vs Last Year

+0.6%
GfK Consumer Confidence

-17
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Perfecting the Path 

to Purchase

4
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Five years       
of retail disruption       

and changing 

shopper behaviour 
2023 Survive
2024 Revive 
2025 Thrive?

 2021

Pandemic Disruption

2022

Inflationary Pressure

2024

Volume Recovery

2025 →

Next Normal?

2023

Cost-of-Living Crisis
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Source: NIQ Scantrack | Total Coverage | Total Store 

Except for Q2 2024, which faced tough comparisons due 

to a later Easter and heatwaves 2023

The 2024 Shift to unit revival 

Total Store two-year trends

6

-2.0%

-0.4%
-1.2%

0.0%

1.6%

-0.5%

1.0%
0.3%

-4%

-2%
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12%

Q1
2023

Q2
2023

Q3
2023

Q4
2023

Q1
2024

Q2
2024

Q3
2024

Q4
2024

Value % Chg YA Units % Chg YA Price per Unit % Chg YA

+0.6%
2024 Full Year 
Unit Growth

Up from -0.9% for 2023
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Value (in £B)

Total Store £210.0

Fresh Food £76.1

Impulse £28.3

BWS £22.2

Ambient Grocery £17.6

HBPC & Baby £17.2

General Merchandise £13.2

Household & Pet £12.2

Frozen £9.0

7

Source: NIQ Scantrack | Total Coverage | *NIQ Homescan Panel On Demand | 52WE281224

FMCG growth is being driven by Fresh, Frozen, and Ambient Groceries as shoppers prioritise 

the essentials, while discretionary items such as Impulse, BWS, and GM still face unit declines

Super category performance 2024 vs 2023

Value % chg Unit % chg

2.3%

4.6%

4.8%

0.1%

3.3%

5.8%

-3.2%

-0.5%

2.2%

-1,000M 0M 1,000M 2,000M

Due to Buyers

Due to Occasions per Buyer

Due to Av. Units per Occasion

*Units Change Due to

0.6%

2.5%

-0.8%

-2.0%

0.5%

0.5%

-6.2%

-0.4%

2.0%
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2024 saw green 

shoots for branded 

products as they 

outperformed OL

Branded support remains high 

at 33% up from 31% last year, 

whilst Own Label is similar to 

last year at 14%*

Source: NIQ Homescan Panel on Demand | Total Multiples  | Rolling 12 weeks |*Share of FMCG Units sold on promotion 52WE281224 

Branded and Own Label % unit sales change vs YA
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FMCG BRANDED OWN LABEL

Brands outperforming Own Label
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<10% of brands grew >1%p penetration

60% of brands lost some penetration

9

28.2%

35.1%

17.8%
18.9%

5.8%

33.9%

61.2%

94.0%

Lost Pen and
Freq

Grew Freq only Grew Pen only Grew Pen and
Freq

Proportion of brands % that grew volume

Household and consumer recruitment must be a priority

Nearly two-thirds of brands that increased penetration alone achieved volume growth – that is twice as many as those 

relying solely on frequency growth.

Growth drivers

80% who lost penetration also lost volume

In a 2024 NIQ study within Europe:

Source: NIQ Strategic Planner, European Study, 7000 identified brands, *robust in at least one year – MAT to July  2024 vs. same in 2023



© 2025 Nielsen Consumer LLC. All Rights Reserved. 10

This marks the highest impact felt in 2024, during the wake of the Autumn Budget and amid winter struggles with rising bills

Source: NIQ Homescan Survey Nov 2024

More than half of UK households feel severely or moderately affected by the cost of living

Cost of Living Impact

% respondents

of consumers are actively trying to make 

savings on their grocery bills

40%

62% of UK shoppers expect to be severely or moderately impacted by the cost 
of living by February 2025.

15% 14% 13% 13%

36% 36% 37%
42%

33% 35% 36%
34%

16% 15% 14% 11%

Feb-24 Jul-24 Oct-24 Nov-24

Severely Moderately A little Very little or Not at all

51% 50%
55%

50%
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Shoppers 

ultimately face 

important 

spending 

decisions 
…and when it comes to food 

and drink, some categories are 

more protected from cuts than 

others
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Driving sustainable volume:

Dial Up, 

Differentiate, 

Disrupt

12
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-2.0% vs YA

13

Source: NIQ Consumer Panel, data to 28th December 2024

We continue to see households reverting to 

little and often shopping behaviour

Frequency
246 Trips

Spend per trip
£19.30

Units per trip
9.7 items

Low-affluent 

households with 

children were the 

highest spenders 

between March- 

Nov 2024.

Trends are largely driven by 

households with children, 

spanning both low and high 

affluence levels.

Low-affluent households with 
children were the highest 

spenders between March and 
November 2024.

+4.7% vs YA

-4.3% vs YA
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Source: NIQ Homescan Panel | YTD 30 Nov 2024 | NIQ Missions in Total FMCG | % Change I Trips by Mission Total GB vs YA

Understanding the types of trips shoppers are making is key to unlocking growth

4.7%

7.6%
7.9%

-1.1%

0.6%

-2.6%

-0.3%

3.0%

-4%

-2%

0%

2%

4%

6%

8%

10%

Total Trips Treat For
Today

Dinner for
Tonight

Non-Food
Refill

Targetted
Non-Food

The Larder
Restock

The Trolley
Shop

Weekly
Refresh

Trips by Mission % Change vs. Year. Ago

14

Share of 

Trips
100% 37.4% 19.8% 3.9% 9.2% 3.0% 9.0% 17.6%
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Stand out on a 
crowded shelf

Differentiate

15

Driving
sustainable 

volume

Get the basics right 
and live by them

Dial Up

Be first with the 
best ideas

Disrupt
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Total GB
With children - 

Low affluency

Without 

children <55 - 

Low affluency

With children - 

High affluency

Without 

children <55 - 

High affluency

1
Reducing food 

wastage

2
Not buying treats    

& non-essentials

3
Reducing spend on 

takeaways

4
Reducing spend on 

meals out

5
Reducing spend on 

gifts

48%

45%

45%

43%

38%

41%

42%

49%

45%

35%

45%

42%

54%

50%

38%

50%

47%

54%

49%

41%

52%

51%

58%

52%

47%

16

Source: NIQ Homescan Survey SOTN Nov 2024 | Numbers shown in green show an overindex against Total GB, red shows an underindex against Total GB

Shoppers are holding back OOH spend

Younger households in particular, regardless of affluence

Which of the following actions are you currently doing to help 

manage the rising COL?

% respondents

50% 
of households say they cook from 

scratch nearly everyday

Dial Up
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Unit % Chg vs YA
Mio Units Chg vs YA 

by COL Impact Buyer Group

Chocolate    

 Confectionery

Soft Drinks

Sugar 

 Confectionery

Sweet Biscuits

Crisps & Snacks

17

48%

45%

45%

43%

38%

Source: NIQ Homescan Survey SOTN Nov 2024 | Chart on left: Numbers shown in green show an overindex against Total GB, red shows an underindex against Total GB

..but shoppers are still treating themselves

Shoppers who claim to be severely or moderately impacted 

by Cost of Living are driving unit growth

Younger households in particular, regardless of affluence

Shoppers are holding back OOH spend

Total GB
With children - 

Low affluency

Without 

children <55 - 

Low affluency

With children - 

High affluency

Without 

children <55 - 

High affluency

1
Reducing food 

wastage

2
Not buying treats    

& non-essentials

3
Reducing spend on 

takeaways

4
Reducing spend on 

meals out

5
Reducing spend on 

gifts

48%

45%

45%

43%

38%

41%

42%

49%

45%

35%

45%

42%

54%

50%

38%

50%

47%

54%

49%

41%

52%

51%

58%

52%

47%

Which of the following actions are you currently doing to help 

manage the rising COL?

% respondents

-1.7%

-0.1%

1.0%

2.2%

2.2%

-200 0 200

Dial Up



© 2025 Nielsen Consumer LLC. All Rights Reserved. 18

Cost of Living

My HHs health

Source: NIQ Homescan Survey SOTN Nov 2024

Households have to balance the importance 

of Cost of Living and Health

Differentiate

Which of the following is the most important concern to 

you at the moment?

% respondents
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Longevity
Maintaining good 

health in old age

Older, High Affluence

Not being 

overweight or 

obese

Younger, No Children

Avoiding illness Lower Affluence, Families

Vitality
Feeling energised and 

good about yourself

Younger, Affluent

19

Retailers are leading a charge with health products yet there is much to consider when 

launching a product with a health benefit – like who you’re targeting

29%

21%

18%

15%

Differentiate

What do you think is the main benefit of a healthy diet?

% respondents

More than average, they tend to be…

M&S Tesco (coming soon) 

Waitrose Sainsbury’s

Source: NIQ Homescan Survey SOTN Nov 2024 
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Source: NIQ Homescan Survey SOTN Nov 2024

… but won’t compromise on price or quality

Build trust by avoiding greenwashing and ensuring 

transparency, so shoppers trust your claims

These claims, particularly when merged with health benefits, 

can still win shoppers from competitors

Shoppers still want sustainable products

50%
likely to change from usual brand if they 

find another brand is more sustainable

50%
are unlikely to pay more for a 
sustainable option

60%
likely to buy sustainable options for 

everything, if available

56%
are unlikely to buy a sustainable product 
if the quality/efficacy is not as good 
as non-sustainable alternatives

70%
would buy a brand that has health 

benefits for me and the planet

60%
are likely to stop purchasing a brand if 
found guilty of greenwashing

Differentiate
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Are shoppers 

putting their 

money where 

their mouth is?
Sometimes - It ultimately 

comes down to one question: 

do I trust this brand? 

Source: SAY: NIQ Homescan Survey SOTN Nov 2024. DO: NIQ Label Insights, 52 w/e 04.01.2025, Total Coverage GB, Unit Sales. Total Store exc Health & Beauty
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Low HighSay | NIQ Homescan Survey

Recyclable

Respondents: 49%
+1% vs YA

Renewable energy

Respondents: 16%
-13% vs YA

Cruelty free

Respondents: 44%
+8% vs YA

Differentiate

Shoppers’ Say vs Do | Sustainability 

Plant based

Respondents: 12%
0% vs YA
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ByomaTony’s Chocolonely

Challengers are driving growth ahead of 

market leaders…

Total Store Unit Sales Change vs Year Ago Premium Challengers 

Disrupt

+66% value vs YA

+54% units vs YA

279
+1

unit price index vs top 

comp. (facial skincare)

+33% value vs YA

+26% units vs YA

181
-8

unit price index vs top 

comp. (chocolate)

…even those that command a price 

premium

-0.9%

1.0% 1.0%

-1.0%

-0.5%

0.0%

0.5%

1.0%

1.5%

Top Companies Own Label Challengers

Source: NIQ Scantrack, 52 w/e 28.12.2024, Total Coverage GB. 

“Top Companies” defined as 4 best-selling manufacturers by Supercategory. All other branded = “Challengers”
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Technology
is merging the concepts 

of physical and mental 

availability

Disrupt

Social 

Commerce

Retail 

Media
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How can brands succeed in driving sustainable volume?

30.4%

31.1%

YA TY

24

Source: NIQ Homescan | Total Outlets | 52WE281224

Hula Hoops Lurpak Guinness Persil

12.3%

13.4%

YA TY

33.7%

37.1%

YA TY

22.6%

28.1%

YA TY

Dial Up Differentiate Disrupt

High Performing Brands | Penetration

All of these brands grew penetration in 2024 and have established a strong recruitment through a combination of 

dialing up, differentiating and disrupting 
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The Future of Retail

Fight for Footfall 

and Frequency

25
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26.3%

14.7%

11.7%

10.6%

8.7%

7.6%

4.4%

4.0%

3.9%

2.6%

1.8%

Total Grocers

Tesco

Sainsbury

Asda

Aldi

Morrisons

Lidl

Co-operative

Marks & Spencer

Waitrose

Iceland

Ocado

Value % Change vs YA

5.4%

5.8%

-2.2%

0.9%

2.6%

9.1%

0.5%

10.3%

3.2%

3.7%

14.5%

26

Winning footfall 

and frequency:
Tesco, Sainsburys, Lidl, M&S 

and Ocado

Note: Retailers share shown in red indicates lost value shave vs YA, green indicates gained value share vs YA, amber indicates value share level vs YA

Source: NielsenIQ Homescan, FMCG, 52 w/e 28.12.24, value share of Total Grocers & value % change vs YA |

Value % Share of Total Grocers

Total Grocers: +4.6%
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And Online outperforms Instore

Note: Supermarkets include dark stores and pick stores

Source:  NIQ Scantrack, Total Store, 52WE281224 | *Homescan FMCG, 52WE281224 | **Online: NIQ Omnisales

Convenience is all stores in Total Coverage under 3000sq ft. 

Grocery Multiples growth boosted by performance of their smaller store formats

2.3%

2.7%

1.2%

3.1%

6.2%

-2.7%

-3.0%

-0.4%

-10.4%

4.2%

3.3%

10.7%

GB Total Coverage

Supermarkets

Convenience

Grocery Multiples

Grocery Multiple Convenience

Independents

Symbols

Convenience Multiples

Multiple Forecourts

*Discounters

*Instore

**Online

Total Store | Channel Value Growth vs YA Channel % Value Share and Change vs YA

77.7%
Supermarkets 

+0.3pp

Convenience 

-0.2pp
22.9%

Grocery Multiple Convenience 

+0.4pp
10.5%
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Rapid Delivery Channels Value Share of Online

28

Some retailers have expanded to offer ultra 

fast delivery to their customers

Rapid delivery continues to expand as it 

helps online tap into different missions

2.7%

4.0%

5.5%
0.4%

1.1%

1.4%

0.9%

0.8%

0.7%

4.0%

5.9%

7.6%

2022 2023 2024

Food Aggregators Retailers rapid delivery Quick Commerce Retailer Rapid Delivery

Retailers through Food Aggregators

Source: NIQ Digital Purchases | FMCG | FY 2022, 2023 and 2024 | Read as: “Rapid Delivery holds a 7.6% share of Total Online, of which Food Aggregators hold a 5.5% share.” 
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Source: NIQ Homescan FMCG Multiples (including Discounters), data to 28th December 2024 | *NIQ Homescan Survey SOTN Nov 2024 

Promotional spend continues to rise helped by the strategic shift to member loyalty schemes

% of FMCG value sales bought on offer 

Four weekly trend

23.0%

26.3%
26.6%

18%

20%

22%

24%

26%

28%

% on Offer Annual Average

2024 Av. 24.7%2023 Av. 23.1%2022 Av. 21.1%

2023 2024

99%
of shoppers have a 

loyalty card*
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Dynamics 

that will shape 

The Future   
of Retail

Omnichannel  

Store Sizes and Formats 

Retail Media and Personalisation 

Operational Efficiency and Automation 
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Big stores will get smaller, small stores will get bigger

Source:  NIQ Homescan FMCG, 52WE281224 

Most retailers’ focus is now on store formats

Increase frequency of visit to stores

Shoppers are visiting stores 5% more often

Capture new meal occasions

Fastest growing mission is “Dinner for Tonight” 
+8%, ~15% basket spend

Gain a bigger share of OOH spend

45% of all food and drink consumed is NOT 
bought from retailers

Dial Up
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Winning 

omnichannel
Touchpoints 

to keep top of mind 

Retail

Social 
Commerce

DTC

Loyalty
Market 
Place

Digital 
Media

Traditional 
Media

Retail
Instore, Online, 

Mobile Apps, Rapid Delivery 

DTC 
Brand website, 
social media

Market Place
Tesco Marketplace, Amazon

Social Commerce
TikTok, Facebook

Digital Media
Content creation, 

influencers

Traditional Media
TV, Radio, Print, Instore

Loyalty
Personalisation, suggestions 

Omni
touchpoints

© 2025 Nielsen Consumer LLC. All Rights Reserved.
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AI disruption will redefine how we shop, and what we spend

‒ Demand forecasting

‒ Automatic replenishment 

33

‒ Adjusted price based on market 

conditions

‒ Automated price setting

‒ Personalised online experience

‒ Voice shopping

‒ Checkout-free stores

Higher operating costs will need to be offset with continuing investment in technology, 

automation and AI

Availability Pricing and Promotion Experience

Differentiate
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Brand-Retailer 

partnerships 

are the key to 

success 

Retail’s biggest 

disruption is the 

development of retail 
media networks 

Disrupt
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Retail challenges in 2025

Fight for Footfall and Frequency

Promiscuity of shoppers

Increasing costs

New Technology

Changes to consumer demand

The future of retail will be a transformation shaped by different channels and formats, new technology and the need to 

engage shoppers
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Stand out on a crowded shelf

• Fulfill a shopper need not currently being met
• Give a reason to buy your brand or visit your store

Differentiate

Get the basics right and live by them

• Understand your consumer and what drives them
• Lean into current trends – cooking at home, treats

Dial Up

Be first with the best ideas

• Be aware of those that can move faster, smarter
• Don’t ignore non-traditional lines of communication

Disrupt

Driving
sustainable  

volume
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Thank you

37

Please take one minute of your time to give us feedback by:
• Scanning the QR code, or
• Following this link

https://tnps-qr-app-acgffyfebcd4achz.eastus2-01.azurewebsites.net/questions?country=United%20Kingdom&client_id=d8b43c0f-795f-4334-9b3f-da7d16b3af4f&client=Multi%20Client%20%28Great%20Britain%29&source=CPS%23Thought%20Leadership%23RMS%23Omnisales%23CGA%23&delivery=UK%20State%20of%20the%20Nation%202025%3A%20The%20Future%20of%20Retail&ppttype=webinar&pptdate=2025-01-23&lang=English&executive=Natasha.Suttner%40nielseniq.com%23Jen.Purchase%40nielseniq.com%23Katrina.Bishop%40nielseniq.com&id=12
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