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How both wellness and  
convenient indulgence  

are driving growth.



As prices declined, 
shopper trips increased.
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Overview
of the 2016 CPG Market 
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The U.S. consumer packaged goods (CPG) industry 
neared $800 billion in 2016 across measured retail channels,  
but dollar sales growth was the lowest it has been since 2011, coming in at just  
1.4 percent (see Exhibit 1). 

CPG Sales  
($ Billions, % Change vs. YA) +1.4%

Exhibit 1

2011 2012 2013 2014 2015

$786B$762B$744B$731B$710B

2016

$797B

% Growth Rate 3.0% 1.8% 2.5% 3.1% 1.4%

Price/Mix 2.9% 1.6% 2.3% 2.4% 0.8%

Unit Sales 0.2% 0.3% 0.6% 0.8% 0.5%

This slowdown is due to deflationary pressures. Average price increases dropped  
to 0.8 percent in 2016, as prices for commodities such as milk and meat fell, ending  
a four-year stretch when the average was 2.3 percent annually. Shopper trips 
climbed in proportion to population growth during 2016. The increase in the 
number of shopper trips versus a decline the previous year is likely a result of  
consumers seeking lower prices. This effect was particularly strong during the  
second part of the year, during which deflation was more pronounced. 
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CPG growth opportunities are tightly 
tied to shopper needs and behaviors.

Additionally, reliance on merchandising to move  
volume continued to rise, albeit slightly. Share of dollars 
sold with any type of merchandising activity increased 
in 2016 to 27.6 percent, driven by shoppers’ leverage 
of deals to manage grocery budgets (see Exhibit 2).

Despite the challenges the CPG industry faces, there 
are opportunities for growth. Those opportunities are 
tightly tied to evolving shopper needs and behaviors.  
For instance, some large categories, including cosmetics  
and accessories (e.g., makeup remover, makeup  
applicator, etc.), nasal products, refrigerated lunches,  
refrigerated side dishes, and refrigerated tea and 
coffee, have all grown at double-digit rates, finding 
success as solutions that offer home-based indulgences 
and proactive wellness. Higher growth rates can also 
be found among smaller sub-categories like refrigerated 
milk substitutes, where on-trend wellness products 
like soy milk and goat milk reflect strong demand (see 
Exhibit 3). 

Examples of similar growth opportunities abound 
across CPG aisles, and nimble companies are winning 
by capitalizing on them. To identify these pioneers and  
the strategies that help them excel, IRI and The Boston 
Consulting Group (BCG) conduct an annual assessment 
of the growth performance of more than 400 CPG 
companies with annual U.S. retail sales of more than 
$100 million. The results of this comprehensive effort 
are published as the CPG Growth Leaders report.  
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Dollar Sales with 
Merchandising Support +0.8pts

Exhibit 2

26.8% 27.6%
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+
Cosmetics &  
Accessories

($1B+)

Exhibit 3

18.9%

Top 10 Fastest Growth 
$1B+ Categories

2016 Sales  
($B)

% Change  
vs. YA

Cosmetics & Accessories $1 18.9%

Nasal Products $1 12.0%

Refrigerated Lunches $2 11.9%

Refrigerated Side Dishes $3 10.7%

Refrigerated Tea & Coffee $1 10.4%

Weight Control $4  9.5%

Refrigerated Entrees $3  8.9%

Cigars $3  8.5%

Bottled Water $15  8.0%

Butter/Butter Blends $3  7.1%

Top 10 Fastest Growth  
$50MM+ Sub-Categories

2016 Sales  
($MM)

% Change  
vs. YA

Shampoo & Conditioner Combo Pack $187 43.4%

Prepared Gelatin $59 39.0%

Other Refrigerated Milk Subs. (e.g., Soy Milk) $101 33.5% 

Other Refrigerated Fruit Juice (e.g., Coconut) $125 23.7%

Other Shelf-Stable Bottled Fruit Juice (e.g., Berry, Aloe) $103 22.7%

Laundry Detergent (Packet/Bar) $1,191 20.9%

Refrigerated Appetizers & Snack Rolls $991 20.6%

Refrigerated Ready-To-Drink Coffee $230 19.8%

Moist Towelettes $639 19.7%

Dried Fruit Chips $87 19.4%

+
Shampoo &  

Conditioner Combo 
Pack ($50MM+)

43.4%
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The Growth Leaders ranking is divided into three lists of best- 
performing companies. 

The analysis includes both public and private CPG companies and 
focuses on what consumers bought in measured channels, as  
opposed to what factories shipped. Companies are ranked on a  
combination of three metrics: dollar sales growth, volume sales 
growth and market share gains. 

LARGE

+ $5.5B
MIDSIZE

$1-5.5B
SMALL

 $100MM-1B

http://www.iriworldwide.com
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Growth Leaders 
Ranking:  
Who Is Winning and Why?

2016
Exhibit 4Large growth leader companies span CPG aisles and 

include well-known names such as Reynolds American 
(which acquired Lorillard), Johnson & Johnson, Tyson 
Foods, Grupo Bimbo and Mars. These manufacturers 
grew sales by more than two percent during 2016, while 
other large CPG manufacturers saw sales slide 0.5  
percent during the same time period (see Exhibit 
4). Food and beverage and non-food companies are 
performing equally well. They benefitted from growth 
in both distribution and velocity. As a result of this 
strength, large growth leaders increased share at the 
expense of their like-sized competitors. Note that  
although Tyson Foods decreased dollar sales by  
0.2 percent in 2016, it increased volume sales  
by 5 percent.

Large Growth Leaders 
by Rank

2016 Sales 
($MM)

2016 % Chg 
vs. YA

1 Reynolds American  $26,906 4.5%

2 Johnson & Johnson  $6,883 4.2%

3 Tyson Foods $7,815 (0.2%)

4 Grupo Bimbo $6,211 2.7%

5 Mars  $11,091 1.7%

6 Kimberly-Clark $7,333 1.1%

7 Hershey’s $8,189 1.4%

8 PepsiCo  $41,495 2.2%

9 Unilever $11,297 1.0%

10 Altria  $44,757 2.3%

Total Large Growth Leaders 2.4%

Other Large Companies Average (0.5%)
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The ranks of midsize growth leaders include common 
household brands such as Chobani, Hostess, Energizer 
and Starbucks. Here again, top players in the sector  
far outperformed other midsize players, growing close to 
seven percent and 0.1 percent, respectively (see  
Exhibit 5). Among midsize companies, positive  
performance is mainly a result of distribution gains 
(e.g., Chobani, Energizer and Starbucks), but some 
midsize growth leaders enjoyed unit velocity growth 
(e.g., Blue Diamond Growers, Scandinavian Tobacco 
Group and GSK) as well.  

Exhibit 5

Midsize Growth Leaders 
by Rank

2016 Sales 
($MM)

2016 % Chg  
vs. YA

1 Chobani $1,380  8.4%

2 Hostess Brands $1,195 13.0%

3 Energizer Holdings $1,020 4.0%

4 Constellation Brands $5,400 11.3%

5 Starbucks $1,676  8.1%

6 Groupe Danone $2,911 3.8%

7 The Wonderful Company $1,125 10.3%

8 Monster Beverage $4,888 6.3%

9 Blue Diamond Growers $1,017 7.9%

10 L’Oréal $4,607 4.2%

11
ScandinavianTobacco 
Group $1,060 6.8%

12 The Rank Group $1,886 4.6%

13 GSK $2 ,700 6.2%

14 Abbott Laboratories $3,170 3.5%

15 Sanofi $1,460 4.7%

Total Midsize Growth Leaders 6.7%

Other Midsize Companies Average 0.1%

http://www.iriworldwide.com
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Exhibit 6

Small Growth Leaders 
by Rank

2016 Sales 
($MM)

2016 % Chg 
vs. YA

1 BodyArmor SuperDrink $109 149.8%

2 Idahoan Foods $264  11.7%

3 Bragg Live Foods $107  63.0%

4 Bai Brands $251 113.9%

5 Daisy Brand $692  13.4%

6 Califia Farms $108  91.0%

7 Noosa Yoghurt $169  69.7%

8 Old Trapper $108  82.4%

9 Pete and Gerry’s $134  58.1%

10 Fairlife $256  69.4%

11 Fifth Generation $161  60.4%

12 The Fishin’ Co. $259  37.8%

13 Quest Nutrition $209  53.4%

14 Ready Pac Foods $380  35.2%

15
Teva Pharmaceutical
Industries

$308  10.6%

Total Small Growth Leaders  47.6%

Other Small Companies Average 3.1%

Small growth leaders span well-known and lesser-known 
CPG brands, including BodyArmor SuperDrink, Idahoan, 
and Bai (see Exhibit 6). Like their larger counterparts, 
these growth leaders outpaced their like-sized  
competitors by a wide margin, growing at 45 percent  
or more, versus 3.1 percent growth by other small 
companies. Performance among some of the small 
growth leaders was enhanced by unit velocity  
(e.g., Fairlife, Daisy Brand, Califia Farms), while some 
others relied on distribution gains for their growth  
(e.g., BodyArmor SuperDrink). Some of these  
top-performing small companies have been targeted 
for acquisition by larger firms, which should further 
cement growth by providing increased access to new 
points of distribution.

There is a significant overlap between CPG growth leaders and CPG companies  
that excel at driving total shareholder return (TSR), which measures the combination 
of the change in share price and dividend yield for a company’s stock. Of the top 
five U.S. CPG companies in BCG’s most recent Value Creators report, which  
measures TSR for five years, four were also on our growth leaders lists: Constellation 
Brands, Monster Beverage, RAI and Tyson. The other firm is Hormel Foods. For more 
information, see Creating Value Through Active Portfolio Management: The 2016 Value 
Creators Report, BCG, October 2016.  

http://www.iriworldwide.com
https://www.bcgperspectives.com/content/articles/value-creation-strategy-corporate-development-creating-value-active-portfolio-management/
https://www.bcgperspectives.com/content/articles/value-creation-strategy-corporate-development-creating-value-active-portfolio-management/
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Merging health and  
wellness with convenience

Convenience channel 
tailwinds

Large and midsize companies 
capturing growth through 
mergers and acquisitions

Democratization of 
global flavors

Social media  
omnipresence

5 Trends
Leveraged by CPG Winners

Winning requires not only insight 
but foresight. Winning in CPG  
requires foresight into shifting  
consumer needs to identify 
changes in dynamics that  
are destined to become  
generation-defining movements. 
Five such movements are being 
successfully leveraged by  
growth leaders:

http://www.iriworldwide.com
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Merging Health and  
Wellness with Convenience1

Consumers’ focus on health and  
wellness has become more intense, 
driven by boomers and their quest  
to live long and well.

During the course of the last decade, consumers’ 
quest for convenience has intensified, driven by 
on-the-go lifestyles and supported by advances in 
technology. Today, convenience is essentially an 
expectation across many CPG categories. 
More recently, consumers’ focus on health and wellness has become more intense, 
driven by boomers and their quest to live long and well, as well as a pervasive 
proactive approach to wellness—prevention as a first line of defense in saving on 
health and wellness expenditures and homeopathic disease state management. 
Growth leaders innovating across these trends, individually and in tandem, have 
done well.  

In food and beverage, this trend is expressed through 
convenient, nutritious meal and snack solutions, such 
as nut bars and protein drinks with functional benefits. 
Still, American consumers’ cravings for indulgences 
have not diminished. Sales of ice cream, alcoholic 
spirits, wine and salty snacks grew by four to five 
percent across measured retail channels in 2016, an 
estimated three times faster than overall U.S. CPG 
industry growth.  

Companies that satisfied these seemingly conflicting desires were among the 
strongest performers in the U.S. CPG industry in 2016. Some of the fastest-growing 
companies, such as Blue Diamond Growers, Califia Farms, Bragg Live Foods and 
The Wonderful Company make plant-based beverages and snacks—one of the CPG 
industry’s hottest sectors. On the indulgence end of the spectrum, companies such 
as Mars, Hershey’s, Hostess Brands and Constellation Brands were also at the top 
of the pack for the year. And, finding success serving both indulgence and wellness 
desires is PepsiCo. The manufacturer maintains a strong core franchise of indulgent 
solutions, but it has transformed its portfolio over the years, with healthier products 
now accounting for 45 percent of sales through nutritional products containing 
grains, fruit/vegetables, low-calorie beverages and low-fat/-sodium snacks.

http://www.iriworldwide.com
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Despite lower volumes than previous years for yogurt, Chobani, Groupe Danone 
and Noosa Yoghurt were able to achieve growth, with Chobani and Noosa Yoghurt 
being among the top 10 fastest-growing companies in the Growth Leaders’ ranking. 
Chobani, a pioneer in Greek yogurt that redefined the category several years ago, 
continues to bring to shelf new spins on a traditional meal and snack solution. Flips, 
a sweet/savory snack kit combination, contributed to the manufacturer’s $1.4 billion 
in 2016 sales, an increase of more than eight percent over the prior year. Noosa 
Yoghurt, a $169 million company that is growing at close to 70 percent annually, has 
found great success with a “yogurt you can stick your spoon in” and effective use of 
social media, including a viral video campaign that leverages Facebook. 

Better-for-you (BFY) convenient innovation is occurring across food and beverage 
aisles, including functional beverages (e.g., Bai Brands), plant-based beverages 
(e.g., Califia Farms) and natural snacks (e.g., Blue Diamond Growers and Quest 
Nutrition). The best performer among brands introduced by small CPG companies, 
for example, is BodyArmor, a premium, naturally positioned sports drink brand 
in which basketball legend Kobe Bryant is a major shareholder. The brand is 
distributed by Dr Pepper Snapple Group.

The definition of health and wellness varies greatly within and across food 
and beverage aisles. Claims may refer to specific better-for-you ingredients, 
such as organic, non-GMO and gluten free, or broader considerations, such as 
environmentally friendly and sustainable. Increasingly common are claims of 
artisan and locally sourced—these are platforms leveraged by growth leaders such 
as Grupo Bimbo, which markets Sara Lee’s Artesano bread line, and Constellation 
Brands’ High West craft spirits (see Exhibit 7).

F&B Top H&W Claim Trends

Key Artisan and Local- 
Focused Products 
Launched by Large Firms

Exhibit 7

Top 10 Claims 2016 Sales 
($B)

2016 Sales  
% Chg. vs. YA

Non-GMO $4

Dairy Free $3

Vegan/Vegetarian $2

Soy Free $1

Antibiotic Free $3

Organic $11

Gluten Free $18

Energy $6

Natural Sweetener $6

Pre/Probiotic $2 3.8%

5.5%

8.2%

15.1%

15.2%

15.5%

21.1%

22.7%

25.6%

64.3%

Artesano,  
Grupo Bimbo

In-Store Bakery  
Cakes, Hostess Brands

Chef Pierre, 
Tyson Foods

High West Spirits,  
Constellation Brands

Chobani Flips

http://www.iriworldwide.com
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Wellness is a trend that transcends non-food CPG aisles as well. Health and beauty 
solutions that promote wellness were also among the fastest-growing non-food 
CPG segments in 2016. It was a strong year for health, beauty, personal care and  
household products that boast whole and natural ingredients. This sector is projected 
to continue growing at a compound annual rate of seven to nine percent through 
2020, roughly double the expected growth rate for personal care products overall.  

Several growth leaders have found momentum tapping into these important 
trends and bringing to market innovative products. Aveeno Active Naturals skin 
and hair care line is a powerful introduction that bolstered Johnson & Johnson’s 
overall performance for 2016. Similarly, Huggies Natural Care diapers and Dove’s 
Men+Care Elements body washes and antiperspirants, which contain ingredients 
inspired by nature, contributed to the strong performance of Kimberly-Clark and 
Unilever, respectively (see Exhibit 8). 

Exhibit 8

Health & Wellness in Personal Care Products

Dove Men+Care  
Elements (infused  

with natural products)

Seventh Generation 
(plant-based home  

care products)

Cottonelle (vitamin E 
and aloe)

Garnier (whole blends, 
natural ingredients)

Aveeno (yogurt- 
inspired body lotion)

http://www.iriworldwide.com
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From a channel perspective, 2016 growth leaders are still capitalizing on the 
momentum of the convenience channel, even though channel growth decelerated 
from 2015. In 2016, the convenience channel accounted for more than 37 percent 
of total CPG industry growth. Convenience channel dollar sales grew by 2.8 
percent, while overall industry sales climbed 1.4 percent. Convenience channel 
strength supported a number of sizable indulgent categories, including tobacco, 
alcoholic beverages, candy and carbonated beverages. Manufacturers such as The 
Wonderful Company sourced significant growth from the convenience channel, 
much more than the channel’s share of their total sales. Overall convenience 
contribution to growth was highest among tobacco companies, like Scandinavian 
Tobacco Group and Altria (see Exhibit 9).  

Convenience Channel 
Tailwinds2

2.8%+
Convenience 

Channel Growth

Exhibit 9

Fair Share 
Index

Scandinavian 
Tobacco Group 151

Altria 132

Reynolds American 123

The Wonderful Company 363

Hostess Brands 155

Constellation Brands 143

Grupo Bimbo 670

PepsiCo 151

Mars 155

Hershey’s 152

129%

107%

99%

78%

70%

55%

49%

46%

34%

34%

Note: Growth leaders with >30% contribution to growth and over-indexing (>120) from convenience 
included; Fair share index = (conv. cont. to growth)/(conv. share)*100.

Convenience Contribution to Company Growth 

http://www.iriworldwide.com
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Large and Midsize Companies  
Capturing Growth through Mergers 
and Acquisitions

Since 2011, larger CPG players have lost more than  
$20 billion in sales opportunities to their smaller  
competitors, and this trend is poised to continue  
(see Exhibit 10). Large and midsize players are actively 
pursuing merger and acquisition opportunities with 
smaller companies to ride this growth wave. 

Many 2016 acquisitions by large and midsize companies 
were of personal care or food and beverage brands 
with healthfulness and natural-ingredient themes (see 
Exhibit 11). Unilever, for example, acquired Seventh 
Generation, a brand of eco-friendly cleaning and  
personal care products, and Blueair, a maker of air  
purifiers. Dr Pepper Snapple Group recently completed 
the acquisition of Bai Brands, to obtain ownership of a 
lineup that spans enhanced water, carbonated flavored 
water, coconut water and premium ready-to-drink  
teas. Groupe Danone announced the acquisition 
of WhiteWave for $10.4 billion, marking the largest 
organic and natural acquisition deal in history. This 
acquisition cemented Groupe Danone’s foothold in 
plant-based and organic dairy sectors.   

3

Exhibit 11

Exhibit 10

Large (2.6)

+0.4

+1.2

+1.0

+0.0

+0.2

+0.4

(0.5)

2011

$606B $669B $681B

2015 2016

Midsize

Small

Extra
Small 8.9%

14.0%

19.9%

57.2%

9.9%

15.1%

20.3%

54.6%

10.3%

15.3%

20.3%

54.1%

2011-15  
CAGR

2016 
vs. YA

2.5% 1.7%

5.3% 5.4%

4.6% 2.8%

3.1% 1.5%

1.3% 0.8%

OGX   NeoStrata

NYX Professional Makeup  
IT Cosmetics

Ripple Brand 
Collective  

Charles Smith 
Wines

WhiteWave 
Foods

KeVita

Bai Brands

Dollar 
Shave Club Blueair Living Proof

KRAVE  
Jerky

High West 
Distillery

The Prisoner  
Wine Company

Seventh 
Generation

Johnson & Johnson

Hershey’s

Unilever Groupe Danone

L’Oréal

PepsiCo

Dr Pepper 
Snapple Group

Constellation 
Brands

Recent M&A Activity

Market Share by Company Size

http://www.iriworldwide.com


CPG GROWTH LEADERS 14IRIworldwide.com

Democratization  
of Global Flavors

In the era of constant information and a sharing 
economy, globalization has accelerated and added 
to the increasing appeal of ethnic tastes and flavors. 
Food and beverage growth leaders have been able to 
cater to an ever-growing appetite for tastes that once 
appealed to a small sub-segment of the population, 
such as a particular ethnicity, but have now become a 
mainstream phenomenon. Latin and Asian food trends 
have become pervasive, with higher regional specificity,  
as consumers’ palates become more educated and 
adventurous. Mexican food prompted a range of 
widely popular flavors and sauces, such as chipotle 
and Oaxaca mole, while Asian entrees have expanded 
the interest in ingredients like refrigerated Thai curries. 
Food and beverage growth leaders have been able 
to translate growing flavor sophistication into a wide 
range of food and beverage solutions, such as Califia 
Farms’ Matcha Almondmilk and Noosa’s Bhakti Chai 
Yoghurt (see Exhibit 12).

To cater to the democratization of global tastes, growth 
leaders like PepsiCo are at the forefront of providing 
consumers with the opportunity to sample myriad 
flavors. Frito-Lay launched its Passport to Flavor line 
in the summer of 2016, which includes potato chip 
flavors like Brazilian Picanha (inspired by chimichurri 
sauce), Chinese Szechuan Chicken (featuring Sichuan 
peppers), Tikka Masala (infusing chips with turmeric 
and cumin spices) and Greek Tzatziki (offering savory 
yogurt bites). This multicultural taste launch was  
accompanied with other nontraditional marketing  
activity, including a travel-related consumer contest.  

Globalization has accelerated and 
added to the increasing appeal of 
ethnic tastes and flavors.

4
Exhibit 12

Chobani Flip  
Chipotle Pineapple

Califia Matcha 
Almondmilk

Noosa Bhakti Chai 
Yoghurt

Idahoan Bacon  
Cheddar Chipotle 

Mashed Potato

Tyson Sweet Teriyaki 
Chicken Fillets

Silk Organic  
Soymilk

POM Pomegranate 
Honey Green Tea

Mars Combos  
7-Layer Dip Tortilla

Examples of Global Flavors
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Growth leaders large and small 
have been able to successfully  
leverage social media to establish 
a stronger and deeper connection 
with consumers. 

In many ways, the explosion of social media has served 
to level the playing field, allowing small manufacturers 
to reach into the homes and hearts of consumers who 
were once reachable only via mass market media, which 
can be prohibitively expensive for start-up and small 
players. By developing carefully targeted programs, 
CPGs can foster a relationship with current and/or  
target customers, achieve one-to-one communication 
and provide an open forum in which consumers can 
learn not only from brand-sponsored communications, 
but also from friends and even total strangers who 
become brand ambassadors in their own right.  

Being able to launch targeted, multipronged social 
media campaigns has been a success factor for most 
growth leaders. Starbucks has successfully been  
running its #redcup social media campaign since 
2014. In 2016, the campaign was voted one of the top 
Instagram campaigns after it gained fame for allowing 
Starbucks fans to post pictures of unique uses of the 
red cup in their own artistic design on Instagram to 
“share the Starbucks story.” Winning red cups were 
featured from all over the world and consumers were 
able to connect, compete and share.       

Social media is also helping growth leaders expand 
their brand from being simply a product and lifestyle 
brand to a brand that has an emotional connection. 
This was the case for L’Oreal, as it evolved its tagline 
“because you’re worth it” to #WorthSaying to inspire 
women to talk more about the topics and issues that 
are important to them. The #WorthSaying campaign 
was rooted on brand research that linked a woman’s 
tendency to associate powerful and motivating  
language with self-worth. Another example in which 
a brand has strengthened its emotional bond with 
consumers was Corona Extra’s (Constellation Brands) 
#RaiseSummer campaign, which involved the use of 
emojis targeting Twitter users of legal drinking age. 
The essence of the campaign centered on the notion 
that emojis are universal language symbols that allow 
younger consumers to quickly share their experiences 
and emotions with each other.  

Some established growth leaders have also been able 
to leverage social media to bridge their rich brand  
heritage with current trends. In 2016, M&M’s celebrated  
its 75th anniversary with a program developed to 
strengthen the connection between the brand and 
younger consumers. The Celebrate with M campaign 
helped M&M’s revert a declining household penetration 
trend in 2016. The campaign did not focus on a historical 
date, but extended throughout the year, leveraging 
digital assets and promoting cultural integration. Updated  
use of classic tunes, retro packaging and new flavors 
were key planks for M&M’s marketing strategy.    

Social Media  
Omnipresence5

Social media is also helping growth  
leaders expand their brands to have 
an emotional connection. 

http://www.iriworldwide.com
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Years Strong and Growing5
Throughout the history of the Growth Leaders report, 
the ranks of the winners have changed from year to 
year, underscoring the rapid evolution of consumer  
trends and the importance of staying in lockstep 
with the changing times. 

http://www.iriworldwide.com
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Rankings have been most malleable across small and midsize companies, as these 
CPGs generally lack the depth of product lines and resources to stay on top. Starbucks, 
Monster Beverage and Idahoan Foods are standouts in the Growth Leaders history, 
as these three companies have been able to hold their places in the Growth Leaders 
rankings with a strong focus on innovation, willingness to experiment with adjacencies 
and investments in a cohesive marketing strategy that focuses on reinforcing the 
brand’s value proposition across a core group of target customers.

A significant portion of 2016 sales from Monster Beverage and Idahoan come from 
products launched during the past five years. Innovation has not focused solely  
on flavor extensions. Flavor innovation is happening, but it has generally been  
accompanied by other important product development initiatives, such as packaging  
improvements and the introduction of net new brands. Monster Beverage, for 
instance, has brought to market a number of different versions of energy drinks, 
including Burn, Nos, Full Throttle, Relentless and Mother.

Exhibit 13

Midsize Growth Leaders (2012-2016)

2012

1
Keurig Green 
Mountain

2 Chobani

3 Monster 
Beverage

4 Red Bull

5
WhiteWave 
Foods

6 Sterilite

7 BIC

8 Link Snacks

9 L’Oréal USA

10 Merck & Co.

11 Snyder’s-Lance

12 Spectrum Brands

13 Bayer AG

14
The Carlyle 
Group

15 Sargento

2013

1
Keurig Green 
Mountain

2 Chobani

3 McKee Foods

4 Sterilite

5 Monster 
Beverage

6 GRUMA

7 Red Bull

8 Land O’ Lakes

9 Link Snacks

10 Starbucks

11 BIC

12
WhiteWave 
Foods

13 Constellation
Brands

14 Tyson Foods

15 Sargento

2014

1
Mead Johnson 
Nutrition

2
Keurig Green 
Mountain

3 Monster 
Beverage

4 Link Snacks

5 Starbucks

6 Land O’ Lakes

7 GRUMA

8 Constellation 
Brands

9 WH Group

10 Sanofi

11
WhiteWave 
Foods

12 BIC

13 Red Bull

14
Post Consumer 
Brands

15
The Hain  
Celestial Group

2015

1 GSK

2 Hostess Brands

3 Starbucks

4 Eggland’s Best

5 Sterilite

6 Red Bull

7 Constellation 
Brands

8 GRUMA

9 Land O’ Lakes

10 Monster 
Beverage

11  Sargento

12
Johnsonville 
Foods

13 Pfizer

14 WH Group

15
WhiteWave 
Foods

2016

1 Chobani

2 Hostess Brands

3 Energizer

4 Constellation 
Brands

5 Starbucks

6 Groupo Danone

7
The Wonderful 
Company

8 Monster
Beverage

9
Blue Diamond 
Growers

10 L’Oréal USA

11
 Scandinavian 
Tobacco Co.

12 The Rank Group

13 GSK

14
Abbott 
Laboratories

15 Sanofi
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n addition to innovating within their own categories, 
Starbucks, Monster Beverage and Idahoan Foods  
have been able to remain among the Growth Leaders  
rankings for the past five years by experimenting with  
adjacencies. Idahoan Foods expanded into soups, 
which now is a growing part of its business, while  
Starbucks has been adding a number of food  
categories within its retail location assortments, rather 
than relying solely on its core coffee offering. Further,  
by capitalizing on new capabilities gained through  
the acquisition of Teavana in 2012, Starbucks has  
expanded into ready-to-drink and refrigerated teas 
and coffee, successfully leveraging the strength of its 
brand to compete for additional drinking occasions.

At the core of innovation and willingness to leverage 
adjacencies is marketing strategy that, for each of 
these companies, includes social media as well as  
nontraditional marketing channels to build strong 
brand equity. Monster Beverage adeptly caters to 
its key target consumers’ lifestyle and aligns itself 
with concerts, sporting events, music and gaming to 
support its brand value proposition centered on the 
unleashing of energy. By building on this value propo-
sition, Monster Beverage has gone beyond the idea of 
its core offering (energy drinks) to build on the prom-
ise to unleash energy through myriad activities that 
capture the attention and enthusiasm of its core prod-
uct audiences. For instance, on the company’s website, 

Exhibit 14

Small Growth Leaders (2012-2016)

2012

1
Talking Rain  
Bev Co.

2 Idahoan Foods

3 Handi-Foil

4
Gryphon  
Investors

5
Vogue  
International

6
YoCrunch  
company

7
Promotion  
in Motion  
companies

8 Starbucks

9 Shurtape Tech

10
National Fish  
& Seafood

11 Roll Global

12
Advanced  
Beauty Sys.

13 Daisy Brand

14 Clif Bar & Co.

15 Ken’s Foods

2013

1 Kind

2 Paris Presents

3
Talking Rain  
Bev Co.

4 Old World Ind.

5 Idahoan Foods

6
Materne  
Industries

7 All Market

8
Promotion  
in Motion  
companies

9 NJOY

10 Aqua Star

11 Philips 

12
Completely 
Fresh Foods

13 Applegate Farms

14 Mobil Corp

15
Atkins  
Nutritionals

2014

1
Teva  
Pharmaceutical 
Industries

2
Skinny Pop 
Popcorn

3 Kind

4 eos Products

5
Talenti Gelato  
e Sorbetto

6 Schreiber Foods

7 All Market

8 Panera Bread

9
Materne  
Industries

10
Advanced 
Beauty

11 Paris Presents

12 Idahoan Foods

13 Mobil Corp

14 Applegate Farms

15 Aqua Star

2015

1 Quest Nutrition

2
Teva  
Pharmaceutical 
Industries

3 Fairlife

4 Bai Brands

5 Idahoan Foods

6
Country Creek 
Farms

7
Promotion  
in Motion  
companies

8 Kind

9 All Market

10 Fifth Generation

11  Kiss Group

12 Palermo Villa

13 Ready Pac Foods

14
Adv. Fresh  
Concepts

15 Daisy Brand

2016

1
BodyArmor 
SuperDrink

2 Idahoan Foods

3 Bragg Live Foods

4 Bai Brands

5 Daisy Brand

6 Califia Farms

7 Noosa Yoghurt

8 Old Trapper

9 Pete and Gerry’s

10 Fairlife

11  Fifth Generation

12 The Fishin’ Co.

13 Quest Nutrition

14 Ready Pac Foods

15
Teva  
Pharmaceutical 
Industries
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consumers can learn about Monster Beverage, but they 
can also sign up to receive updates across a series of  
high-energy Monster-sponsored activities, including 
motor sports, action sports, music and gaming (e.g.,  
X Games Aspen). This strategy has allowed the brand 
to develop strong brand equity and a powerful  
following, which has bolstered volume momentum and 
thereby contributed to the manufacturer becoming  
a multi-year growth leader. 

Like Monster Beverage, Constellation Brands has also 
been adept at using social media and nontraditional 
marketing to cement brand equity. In 2016, Modelo 
opened a virtual bar for National Michelada Day, asking 
fans to share how they prepared their micheladas 
(beer-based cocktails) through Modelo’s Facebook 
page. Similarly, Corona’s use of Instagram for its  
Capture Summer campaign helped engage consumers 
and strengthen the brand’s reach through consumer- 
generated content.

Through innovation, successful participation in  
adjacencies and a willingness to invest in a cohesive, 
multipronged marketing strategy, winning companies 
have been able to distinguish between fickle consumer 
trends to defining shifts that mark demand and shape 
the future outlook of an entire industry. Multi-year 
growth leaders have had the foresight to transform 
trends into tangible demand opportunities, which  
has led to sustainable positive performance.  

Even in a sluggish market, growth 
opportunities abound for  
companies that understand  
evolving consumer preferences 
and build a strategy to capture  
the opportunities. 
This is the secret of growth leaders that have been 
able to remain in the top despite an ever-changing 
landscape. Allying with or acquiring innovative small 
brands that have hit consumers’ sweet spot is one 
way for large CPG companies to stay in the game. 
The key to sustained success in this rapidly evolving 
market is to follow consumers around the clock. 
Identify which goods consumers want—and when, 
where and why they buy them. Then compete in  
the marketplace with the mentality of a start-up, 
both through conventional channels and through 
e-commerce and social media. The CPG growth  
leaders of 2016 exemplify these traits.  

In Conclusion

Leading brands are leveraging social media 
and nontraditional marketing to cement 
brand equity.
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