
At Nielsen, data drives everything we do—even art. That’s why we used real data to create this image.  
Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

THE CPG MANUFACTURER’S SUCCESS GUIDE

5 COMMON CHALLENGES 
AFTER LAUNCHING YOUR 
PRODUCT & HOW TO 
OVERCOME THEM



2Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

CONTENTS
YOU’RE ON THE SHELF...NOW THE REAL CHALLENGE 
BEGINS ........................................................................................... 3

FIVE COMMON CHALLENGES AFTER LAUNCHING A 
PRODUCT (AND HOW TO OVERCOME THEM)
Challenge #1:
The pressure of attaining a high turn rate is real ....................... 5

Challenge #2:
The transition from product launch to operationalization can 
be bumpy ........................................................................................ 8

Challenge #3:
You’re competing with yourself across retailers ....................... 10

Challenge #4:
Poorly executed marketing plans can cause a new product      
to underperform .......................................................................... 12

Challenge #5:
Product delisting can be the point of no return—unless you’re 
adaptable ...................................................................................... 14

HOW TO NURTURE YOUR RELATIONSHIP WITH RETAIL 
BUYERS ........................................................................................ 16

HOW TO MAXIMIZE PRODUCT ITERATIONS AND    
FUTURE INNOVATIONS ............................................................ 17

PUSH YOUR SELL-THROUGH RATE NOW ............................. 18



3

YOU’RE ON THE SHELF... NOW 
THE REAL CHALLENGE BEGINS 
If you’re a consumer packaged goods (CPG) manufacturer who has 
successfully launched a new product, the next challenge begins once you’re 
on the shelf, where 60% of consumer decisions are made inside the store. 
Your product occupies valuable shelf space, and your competition wants 
the placement you’ve worked so hard to gain. So what’s the best way to 
keep your product’s coveted spot? 

The staying power of your CPG product will depend on many things: the 
ability to consistently generate high revenues per square foot, ongoing 
innovation, understanding consumers’ changing needs, and building 
sustainable, long-term partnerships with retailers, to name a few. The 
sooner you can master these, the better your chances are of keeping—and 
expanding—your product’s precious shelf space to ensure the growth and 
success of your business.

Four Nielsen CPG industry experts, who have decades of experience 
working with hundreds of retail buyers from Fortune 500 companies all 
the way through to small regional chains, recently identified five common 
challenges facing many CPG manufacturers after launching a product. 
They’ve outlined recommendations and solutions-focused approaches for 
CPG manufacturers of all sizes and discussed successful approaches for 
future product iterations to drive profitable growth at scale.

Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

60%
OF CONSUMER DECISIONS ARE MADE INSIDE 
THE STORE

DID YOU KNOW?

https://www.nielsen.com/us/en/insights/article/2018/cracking-the-assortment-conundrum/
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CHALLENGE #1

THE PRESSURE OF ATTAINING A HIGH TURN 
RATE IS REAL. 
After your product launches, you have three to six months to build consumer awareness and prove that your product has both the 
sell-through and staying power deserving of shelf space.

Category and price are the primary factors that will determine the relevance of your new product to consumers. The faster 
your product’s repeat cycle, the higher the turn rate. If your product answers a consumer need and carries a reasonable price, 
then it has the prerequisites for success. All four Nielsen experts said it should be able to prove that it deserves its shelf space 
within six months. 

During this time-limited window of opportunity, marketing support for your product becomes the third critical factor that can 
determine its success. As Nielsen Senior Vice President Dirk Herdes explained, every new CPG product is essentially trying to 
“break” a consumer’s habits. You want consumers to buy your product instead of (or in addition to) what they are used to buying to 
drive growth for you and your retail partner.

Add to the category:

Find out if your product is expanding its category. Help differentiate the 
retailer from its competitors by differentiating your product. Halo Top, a 
brand of ice cream, found great success by adding to that category; it tapped 
health-conscious shoppers as a new consumer segment and increased 
ice cream consumption with its low-calorie product (boasting 62% fewer 
calories than regular ice cream). The brand was among Nielsen’s Top 25 
Breakthrough Innovations in the U.S. in 2018.1

Once your product has launched, how can you add to its category? How do 
you know if its features would be considered incremental to the category? 
Using reliable market data can help you define and better understand your 
category—just the way Blue Lizard Australian Sunscreen did in 2016. At 
that time, Blue Lizard was a niche brand sold in the U.S. primarily through 
dermatologists’ offices and in a few select regional retailers. 

RECOMMENDATIONS

“Every new CPG product is 
essentially trying to “break” 
a consumer’s habits. You 
want consumers to buy 
your product instead of (or 
in addition to) what they 
are used to buying to drive 
growth for you and your 
retail partner.”

Dirk Herdes
Senior Vice President, 
Nielsen



6Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

Blue Lizard leveraged Nielsen’s xAOC (extended all stores combined) 
report to understand the wider marketplace and identify opportunities. 
The brand’s mineral-based products tapped a new audience of consumers 
seeking products with fewer chemicals and harsh additives. Higher-income 
consumers and millennials helped propel the brand to become a market 
leader in doctor-recommended, eco-oriented sunscreen products.

Invest in marketing up front:

You can build word-of-mouth product awareness within the first six months—
or shorten that timeframe with a larger marketing investment up front. 

Hefty Ultra Strong trash bags, another Nielsen Top 25 Breakthrough 
Innovations 2018 winner,2 invested in advanced predictive testing with 
science-based behavioral and neuroscience insights reporting to support 
its marketing campaign. Nielsen’s Consumer Neuroscience team completed 
research for Hefty Ultra Strong’s ad campaign to measure how a group of 
consumers thought and felt about the product to forecast the ad’s likelihood 
of success. 

Nielsen measured key metrics linked to in-market sales impact including 
action intent, which refers to a combination of emotional motivation and 
long-term memory activation. The brand’s marketing investment proved 
instrumental in successfully introducing the line extension.

If you haven’t done any predictive testing of your products, do it now: with so 
many consumer decisions being made inside the store, having the right aisle 
placements are critical. Review your product’s current in-store placement—
and soon. Some products have failed by being in the wrong aisle. Maybe 
they fit into multiple categories and that’s how they ended up in their current 
placement. Even when placed in the right aisle, products may be positioned 
far from eye level. Ideally, you should have conducted predictive eye-level 
testing as part of consumer demand forecasting, which could be impacted 
by your product’s placement. If you haven’t, it’s not too late to start. Nielsen’s 
Assortment and Space Optimization (ASO) solution provides access to data 
that shows if your product is shelved at the optimal location for attracting 
consumers and driving purchase decisions.

“Manufacturers need to 
monitor their category, 
including their competitors’ 
pricing level, so they can 
adjust their pricing up or 
down. They need the right 
data to determine how 
much their competitors 
are discounting and how 
much they’re putting into 
promotions.”

Marc Santos
Vice President of Business 
Development, Nielsen

https://www.nielsen.com/us/en/press-releases/2018/nielsen-launches-first-to-market-friday-morning-data-delivery-for-retail-measurement/
https://www.nielsen.com/us/en/press-releases/2018/nielsen-launches-first-to-market-friday-morning-data-delivery-for-retail-measurement/
https://www.nielsen.com/us/en/solutions/capabilities/consumer-neuroscience/behavioral-sciences-institute/
https://www.nielsen.com/us/en/solutions/capabilities/consumer-neuroscience/
https://www.nielsen.com/us/en/press-releases/2016/nielsen-launches-assortment-and-space-optimization-solution-for-cpg/
https://www.nielsen.com/us/en/press-releases/2016/nielsen-launches-assortment-and-space-optimization-solution-for-cpg/
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Review pricing and performance data regularly:

The proactive CPG manufacturer will review market data regularly to gauge 
product performance. A weekly review would be ideal, though a monthly 
review is more practical for most small and medium-sized manufacturers. 
“Manufacturers need to monitor their category, including their competitors’ pricing 
level, so they can adjust their pricing up or down. They need the right data to 
determine how much their competitors are discounting and how much they’re 
putting into promotions,” according to Marc Santos, Vice President of Business 
Development at Nielsen. 

Today’s consumers are equipped to compare prices using their mobile 
devices, making it even more critical for your pricing to stay competitive—and 
profitable. If your product is priced too high, you’ll lose volume. Price too 
low and you’ll erode margins. By using the latest market data, you can apply 
dynamic pricing strategies that meet your margin goals while keeping your 
product competitive. 

If you didn’t use a predictive analytics tool such as Nielsen’s Concept Quick 
Predict to forecast in-market performance, you should do it soon. The solution 
allows you to evaluate consumers’ reaction to your product three times faster 
and more effectively than traditional methods. 

https://www.nielsen.com/us/en/client-learning/retail-measurement-services/pricing/
https://www.nielsen.com/us/en/press-releases/2016/nielsen-launches-rapid-innovation-tools-to-market/
https://www.nielsen.com/us/en/press-releases/2016/nielsen-launches-rapid-innovation-tools-to-market/
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CHALLENGE #2

THE TRANSITION FROM PRODUCT LAUNCH TO 
OPERATIONALIZATION CAN BE BUMPY.
Identify your own best practices for sustainable manufacturing of a quality product on time and at a reasonable cost.

By the time you launch your product, you should have transitioned into mass production. The focus should be on managing 
your resources efficiently in order to manufacture enough quantities of your product and get them distributed to stores in 
time. Retailers lose revenue outright from an out-of-stock product, which they could ultimately delist and replace with another 
brand. Dirk Herdes emphasized the importance of operationalization this way: “No matter how great your product is, if you can’t 
get it on the shelf and consumers, then the retailer can’t get it to sell through and it can’t continue to refill it.”

During operationalization, keep an eye on any changes to distribution that may impact your sales. Maybe your internal 
sales data shows that pricing for your category has declined in a particular retailer, but a closer examination may reveal 
that the retailer has started distributing small-sized items in your category that are priced lower. In this case, you need an 
analytic platform such as Nielsen’s Automated Business Drivers (ABD) on top of sales data. The platform will bring together 
proprietary and third-party data to help you make quick decisions and adapt to the changes.

Many CPG manufacturers struggle to translate their corporate or business strategies into operations that work sustainably 
and over the long term. The nimble organization will be able to adjust its production processes or add suppliers (or change 
them, if necessary) to achieve optimal inventory levels and reduce the risk of overages, shortages and out-of-stocks.

“No matter how great your 
product is, if you can’t get it 
on the shelf and consumers, 
then the retailer can’t get it 
to sell through and it can’t 
continue to refill it.”

Dirk Herdes
Senior Vice President, 
Nielsen

Avoid out of stocks:

Grocery stores and supermarkets experience an 8% to 10% out-of-stock 
rate on average.3 That means grocery and supermarket operators can 
expect a revenue loss of at least 8% to 10% from products that aren’t 
available. When your product is out of stock, the retailer will try to avoid 
losing revenue by replacing it with another brand. And when the stock 
replacement sells through, your product could end up delisted. Help your 
retail buyers avoid revenue loss (and eliminate the likelihood of delisting) 
by not going out of stock.

RECOMMENDATIONS

https://www.nielsen.com/us/en/solutions/capabilities/always-on-sales-driver-analysis-for-consumer-packaged-goods-brands/
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Improve your forecasting capability:

Even if you’re still building out your operations in the factories, you can 
proactively and more precisely plan your production capacity. But first, 
you must improve your forecasting capability by better evaluating the level 
of customer demand and comparing that with the volume of materials 
you need from your suppliers. The right volumetric forecasting tool will 
strengthen your forecasting capability by taking into account different 
market levers, such as product performance, media spend, promotions and 
distribution to help you decide the optimal quantities.

Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

8–10%
GROCERY STORES AND SUPERMARKETS EXPERIENCE 
AND 8%-10% OUT-OF-STOCK RATE ON AVERAGE

DID YOU KNOW?

https://www.nielsen.com/us/en/solutions/capabilities/volumetric-forecasting/
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CHALLENGE #3

YOU’RE COMPETING WITH YOURSELF ACROSS 
RETAILERS
If your product is available across multiple retailers, you need a solid marketing strategy for each retailer to avoid overlapping 
promotions that could backfire. 

If you are stocked in stores that are close to one another or cater to identical demographics, you may see your sales in some 
of those stores decline. Once you produce line extensions, you could be targeting the same consumers who will then be 
forced to choose between your core product and extensions instead of buying all of them. 

RECOMMENDATIONS

Keep the right retailers:

If you’re implementing a blanket strategy built off an aggregate view, it 
probably doesn’t take into account the vast differences between retail 
outlets and geographic regions. So, even though your product is already in 
market, you should continue evaluating the suitability of your retailers. It 
takes an aggregate of information to come up with the right list of retailers. 
If you didn’t get it right the first time and you realize you are suffering from 
self-competition, you can still make the right adjustments to your sales and 
distribution strategy. Relevant and timely market intelligence helps you 
identify the ideal retailers with site-level data including zip code, each store’s 
consumer base and their corresponding income levels.

Understand your retailers and segment your target consumers:

Avoid competing with yourself by understanding every retailer you have 
and the role they play in your overall sales plan. This also helps prioritize 
your promotional efforts. Dirk Herdes advises that if you’re making 
marketing investments for one retailer over another, you should be asking, 
“Where can I get the greatest return on my dollars and drive growth with my 
target consumers?”

“Where can I get the greatest 
return on my dollars and 
drive growth with my target 
consumers?”

Dirk Herdes
Senior Vice President, 
Nielsen
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To identify the promotions for each of your retailers, you need a thorough 
understanding of that retailer and its customers in order to apply effective 
consumer segmentation. Let’s say your sparkling water is available in two retail 
stores in a college town. You can target the older demographics consisting 
of faculty and university workers in one store and the student population in 
the other store. You can only do that if you know which store caters to which 
consumer segment.

Nielsen Data as a Service (DaaS) will give you access to data across 60,000 
segments for very specific audience targeting based on highly granular 
consumer characteristics. With this kind of information, you can pinpoint the 
consumer segments that each of your retailers attract. This includes insights 
as to why those consumers choose a particular retailer over another, allowing 
you to plan effective promotional strategies that drive purchase decisions.

11Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

https://www.nielsen.com/us/en/solutions/capabilities/nielsenmarketingcloud-daas/
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CHALLENGE #4

POORLY EXECUTED MARKETING PLANS CAN 
CAUSE A NEW PRODUCT TO UNDERPERFORM.
In many cases, the low sell-through rate of a new product can be attributed to poor execution of plans, not because of poor quality. 

Matthew Luff, Nielsen Vice President, advises CPG manufacturers to take a step back and clarify their sales and promotional 
strategies. Perhaps a CPG manufacturer planned a $1 million advertising campaign and 70% product distribution but because 
of poor execution, the product only had 20% distribution and no ad campaign. “We see failure when people deviate from their 
plans more than from having a bad product,” he explained. It’s critical for the timing of advertising and other promotions to be 
aligned with the product launch.

RECOMMENDATIONS

Track your marketing plans for course correction:

Marc Santos recommends going back to your marketing plans and comparing 
them with what was actually implemented. From there, you can correct your 
course by either implementing the original plan or changing it. Retailers 
want to see you make a commitment for trade spend, including feature ads, 
promotions and all vehicles that will provide exposure to your product. 

Update or change any outdated plans:

For some manufacturers, the issue may not be poor implementation but the 
inability to adjust their plans. Three out of four marketers are not confident 
measuring the impact of their marketing spend because they either lack the 
tools to measure their trade spend or they’re bogged down by time-consuming 
analysis across multiple data sets to understand marketing performance.4

“We see failure when people 
deviate from their plans 
more than from having a 
bad product.” 

Matthew Luff
Vice President,        
Nielsen
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Re-evaluate your value proposition:

The messaging you built around the value of your product to consumers 
before it went to market might be off target. Are there any changes in 
the market that made your original messaging less relevant? Perhaps 
you focused on the wide variety of flavors of your frozen pizza brand, but 
consumers are looking for healthier alternatives, not variety. Nielsen’s 
Consumer Panels can help fine-tune your messaging and overall marketing 
strategies. The panels are carefully balanced for the demographic and 
geographic characteristics of the target market you want to measure to 
ensure reliable results.

It’s also possible that your plans have become outdated. Typical account 
plans are developed using last year’s plans and national data. They don’t 
reflect individual retailer needs or current market conditions. If you’re in the 
middle of implementing your marketing plans, an analytic platform with an 
always-on look into the key drivers of your sales and category performance 
could help you evaluate the effectiveness of your trade strategy and spend 
so you can adapt. 

Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

3 OUT OF 4
MARKETERS ARE NOT CONFIDENT MEASURING THE 
IMPACT OF THEIR MARKETING SPEND

DID YOU KNOW?

https://www.nielsen.com/us/en/solutions/capabilities/consumer-panels/
https://www.nielsen.com/us/en/solutions/capabilities/consumer-panels/
https://www.nielsen.com/us/en/solutions/capabilities/always-on-sales-driver-analysis-for-consumer-packaged-goods-brands/
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CHALLENGE #5

PRODUCT DELISTING CAN BE THE POINT OF    
NO RETURN—UNLESS YOU’RE ADAPTABLE.
After a product launch, you need to keep your product’s momentum. In other words, avoid being delisted.

Most CPG manufacturers get only one shot to get on the shelf, according to Phil Tedesco, Nielsen director of sales 
effectiveness. It’s unlikely that a retail buyer would pick up an underperforming product that has been delisted. Crystal 
Pepsi, a clear cola, is one of those rare products that was discontinued, but later found a short-term turn. In 1993, the brand 
launched a huge awareness campaign through a Super Bowl ad. Despite all the buzz, it was taken off the market in the same 
year because of poor sales. 

In 2016, Pepsi relaunched the brand as a limited, four-week offering. Crystal Pepsi was manufactured in one size only: a 
20-ounce bottle. It sold out in less than a month, beating all expectations. The limited offer was key to generating excitement 
among diehard Pepsi fans and lifting the brand. Nielsen recognized Crystal Pepsi as one of its Top 25 Breakthrough 
Innovations in 2018.5

Products are often delisted because of poor sales, but there are extenuating factors that could cause delisting, such as being 
out of stock. When an item is unavailable, the retailer quickly looks for a replacement brand, which could lead to the delisting 
of the original brand. 

The odds are against a delisted product to find success second time around, but the Nielsen experts suggested three 
comeback strategies for the persevering CPG manufacturer.

RECOMMENDATIONS

Find growth elsewhere:

If your product is successful in another retailer, you’ll have a better chance of 
convincing the store that delisted it to give you a second chance. And If you 
succeed at the retailer’s competition, that’s even better. Every retailer wants 
to beat the competition.

To succeed in at least one retailer and showcase sales success to others, you 
need to understand your target consumers better, so you’ll know where to 
find them. Nielsen’s Spectra aggregates point-of-sale data with panel data, 
pairs that information up with store locations plus geo-economics of a city and 
creates an index to help you identify the best retail stores for your product.

“Redesign your product and 
show the retail buyer what’s 
different now that wasn’t 
there before, maybe your 
product was ahead of its 
time, but now the market is 
ready for it.”

Phil Tedesco
Director of Sales 
Effectiveness, Nielsen

https://www.nielsen.com/us/en/solutions/capabilities/spectra/
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Redesign your product:

If you can relaunch a better iteration of your product, retail buyers might 
agree to put it back on the shelf. “Redesign your product and show the retail 
buyer what’s different now that wasn’t there before,” according to Phil Tedesco. 
“Maybe your product was ahead of its time, but now the market is ready for it.” 

Before you relaunch your product, ensure its proper placement with 
predictive testing. Getting shelf and aisle placement is a science. Your 
product’s iteration may have changed its assortment. A data-driven analysis 
will show if there’s a need for a shelf or aisle reset.

Demonstrate market opportunity:

It’s possible that your product will find success in a different category or in 
a niche market. Test the waters and when you succeed, you can show other 
retailers that you have tapped a new consumer segment and increased 
consumption. Nielsen’s Assortment and Space Optimization (ASO) solution 
will show if your category is expandable. If it is, the solution’s analytics-
informed category review will help justify the return of your product on the 
shelf under an expanded category.

Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

https://www.nielsen.com/us/en/solutions/capabilities/always-on-sales-driver-analysis-for-consumer-packaged-goods-brands/
https://www.nielsen.com/us/en/press-releases/2016/nielsen-launches-assortment-and-space-optimization-solution-for-cpg/
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A successful relationship is at the heart of any long-term business agreement between a CPG manufacturer and a retail buyer. 
Choosing the right partners is critical. “Manufacturers have got to do their homework and figure out what their retailers are all 
about,” advises Marc Santos. “They need to understand each retailer in order to help bring in more consumers to its stores and 
generate the revenues they need per square foot.”

HOW TO NURTURE YOUR RELATIONSHIP WITH 
RETAIL BUYERS

RECOMMENDATIONS

Understand consumer behavior:

Retail buyers expect CPG 
manufacturers to understand their 
end users, so Phil Tedesco suggests 
segmenting their target market 
to understand it well. Dirk Herdes 
agrees. His advice: “Manufacturers 
should be very thoughtful and 
intentional with their data spend. 
They should leverage their data and 
analytics to more deeply understand 
the market and the full customer 
journey with their products.

Get a good grasp of your customers 
and prospects to forecast purchase 
behavior with Nielsen Data as a 
Service (DaaS). This enables the 
segmentation of target audiences 
based on buying behaviors, down to 
the items consumers purchased and 
from which stores.

Aim for collaboration:

Retail buyers want a collaborative 
relationship. They want to see the 
manufacturer invest knowledge 
and resources in helping them 
understand market trends. 
“Manufacturers know a great deal 
about their customers and categories. 
They need to harness that insight and 
their engagement with Retailers to 
help them understand their categories 
at the customer level, identify 
emerging trends, and collaborate on 
the most relevant innovations that will 
resonate with consumers and deliver 
true category growth,” according to 
Dirk Herdes. 

Understand the retailer’s need to 
sell a lot:

More than anything, retailers care 
about how fast a product will turn. 
High turn rates lead to repeat 
purchases and that leads to a brand’s 
continued shelf-placement. In fact, 
turn rate often influences the number 
of facings a brand is given on the 
shelf. Use market intelligence, such 
as competitor analysis, market sizing 
and distribution assessments to help 
you better position your product in 
terms of pricing (not too high or too 
low), assortment and being stocked 
in the right stores where your target 
consumers shop.

If you’re going to suggest a change in 
assortment or pricing to a retail buyer, 
use a predictive model or scenario 
modeling to see the potential impact 
of those changes specific to each 
retailer. You will be able to persuade 
the retailer to accept your suggestion 
with the results.

https://www.nielsen.com/us/en/solutions/capabilities/nielsenmarketingcloud-daas/
https://www.nielsen.com/us/en/solutions/capabilities/nielsenmarketingcloud-daas/
https://www.nielsen.com/us/en/solutions/verticals/cpg-small-midsize-consumer-goods-manufacturer/


17Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

HOW TO MAXIMIZE PRODUCT ITERATIONS AND 
FUTURE INNOVATIONS
For CPG manufacturers of any size, innovation helps deliver sustainable growth. Even as you are driving sales for products 
currently on the shelf, you must simultaneously develop line expansions that can invigorate your category and expand market 
share. At the very least, you should enhance the features of your existing products to stay relevant to consumers and keep up 
with competition from new stock keeping units (SKUs) on the shelf.

RECOMMENDATIONS

Let consumer needs drive your innovations:

Base your future innovations by knowing what consumers 
are looking for instead of relying solely on research and 
development (R&D) activity. 27% of new CPG items fail 
because they aren’t aligned with current consumer needs, 
and even though they are viable, another 27% will fail due 
to lack of marketing support.6

If investing millions of dollars to develop an entirely new 
product is not an option for you, think of investing in close-
in line extensions. Also called “routine innovations,” they 
can help maintain your market share and stave off new 
competition. Hefty Ultra Strong’s trash bag, which boasts 
of technology that resists active tear, is a quintessential 
routine innovation that paid off very well. The brand didn’t 
introduce a groundbreaking invention, but it addressed 
the universal need for a trash bag that doesn’t fall apart. 
Nielsen’s Consumer Panels can help CPG manufacturers 
identify these types of innovation opportunities by tracking 
consumer spending behavior across retail stores and 
understanding what shoppers buy from which stores. 
Combined with retail sales data, this information delivers 
powerful insights to help you understand consumer needs.

Identify a “white space”: 

After a successful product launch, your R&D team should 
be looking for the next unmet consumer need and white 
space you can fill. Sometimes, a CPG manufacturer thinks 
a white space exists, but in fact, the product already exists, 
or maybe consumers don’t even want the product. Before 
investing in manufacturing the next ‘lasagna in a can,’ do 
your research and test the product in a focus group to 
see if consumers would actually eat your novelty lasagna. 
Perhaps someone beat you to inventing this product, but 
with reliable market research, you might find out that the 
competition sells it only in a 12-ounce and 24-ounce can. If 
you manufacture a single-serve, six-ounce can, you will be 
filling an assortment gap, which would make your product 
viable. Data-driven intelligence can make all the difference 
in identifying a bona fide white space and deciding whether 
it’s the right opportunity or not.

Nielsen’s BASES Product Quick Use solution can help you 
identify a white space and predict a successful rollout prior 
to launch or prior to manufacturing the product. 

http://innovation.nielsen.com/quick-use
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PUSH YOUR SELL-THROUGH RATE NOW 
The finding that five out of six new SKUs fail is a sobering reminder about 
the importance of attentiveness throughout your product’s lifecycle.7 Gaining 
shelf space for your new product is an important milestone, but it’s only the 
beginning. Your end goal is to expand that shelf space within existing stores 
and new ones, and to increase your market share overall. But how?

First, equip yourself with the right market intelligence and robust tools to 
help navigate the fast-changing CPG market where a new product hits the 
shelf every two minutes. Second, innovation is key to your long-term growth. 
Always be moving forward in terms of product iteration and enhancement, as 
well as filling unmet consumer needs.

Regular access to timely retail market data will fuel your knowledge 
of the latest consumer trends, which are a great source of ideas for 
future innovations. OLLY, a vitamin and supplement brand, was a Top 
25 Breakthrough Innovations winner in 20188. It found great success by 
capitalizing on trends and reorganizing its messaging and promotional 
campaigns accordingly. “Instead of selling melatonin, we sell sleep. Instead of 
B12, we sell energy. Instead of biotin, we’re selling beauty,” says Eric Ryan, OLLY 
CEO, in explaining the company’s trends-based marketing strategy. 

Most of all, reliable market data is crucial to understanding consumer 
behavior, the single greatest asset you need over the long haul. All four 
Nielsen experts agreed that the most successful CPG manufacturers know 
with precision how consumers use their products, what those consumers 
want and why. They use the latest data and technology to help them 
achieve the depth and breadth of understanding that drives their continued 
innovation of products that truly matter to consumers. And their data-driven 
insights help them strengthen their relationship with retail buyers and 
constantly find new ways to improve their collaborative partnership.

Find out how Nielsen can help align your organization and resources around 
the right data, analytics and insights to help navigate your way to success 
after product launch and sustain your momentum to drive future product 
iterations and innovations. Contact us today for more information or to 
request a demo.

“Instead of selling melatonin, 
we sell sleep. Instead of B12, 
we sell energy. Instead of 
biotin, we’re selling beauty.”

Eric Ryan
Chief Executive Officer, 
OLLY
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help clients around the world understand what’s happening now, what’s 
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visit www.nielsen.com.
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