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Welcome
Find out what to expect in this

special edition of Brand Footprint,
as we analyse ten years of

consumer choices.
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Ten years ago, we launched our first edition
of BrBrand Fand Fooootprintprintt and it’s safe to say that this
has been a decade like no other for consumer
brands. In this special tenth edition, we have
analysed ten years of shopper behaviour to
identify the biggest changes whilst also
unearthing key consistencies to help brands
secure their future in our changing world.

From the outbreak of COVID-19 to digitalisation of
shopper habits, there has been a lot of change in
the FMCG industry landscape. And with spiralling
inflation and a war at the heart of Europe,
upheaval and unrest shows little signs of slowing.

Despite this, the biggest brands have remained
resilient. For brands at both a local and global level,
this is an opportunity to take stock, and review the
last decade and take our learnings forward.

This is why, in this edition of Brand Footprint,
you will find the usual detailed findings of brand
success and shopper habits, as you may have
come to expect. You will also, however, gain

come to expect. You will also, however, gain
exclusive access to additional data and analysis
covering the past ten years of FMCG progress.

You will discover the huge role that population
growth has played in the industry, as the
number of households globally has grown by
17%. This amounts to an increase of 180 million
households. This means that brands are having
to work harder than ever to maintain even
constant levels of brand penetration against
this expansion.

You will also find that, on average, 25 of the Top
50 global brands have grown on a yearly basis
– but just a handful have grown consistently
over the decade.

It’s not all about change, though: we showcase
some consistencies across ten years of data –
namely that the average household buys a
portfolio of 55 FMCG brands in a year. We
also share how growing brands achieve success.

Welcome



For those unfamiliar with this report, we use a
unique metric: the Consumer Reach Point
(CRP). This measure combines population,
penetration, and consumer choice, meaning
we’re able to see how many times shoppers
have chosen any given brand.

From there, we can rank the most successful
brands across markets, giving you a micro and
macro view of brand success. All the global,
regional, and local market rankings will be

regional, and local market rankings will be
available on our dedicated microsite, giving you
easy access to the data you need, so you can
review your performance across markets and
against competitors.

This year, as much as every other year, I would
like to thank our partners: Europanel, GfK, IRI,
Intage and CTR. Their support makes this
report possible and, vitally, it allows us to reach
an unmatched depth and scale to make these

an unmatched depth and scale to make these
findings truly stand out.

Brand Footprint is the undisputed guide to
finding success in the FMCG market,
uncovering key, actionable insights to power
your strategy and drive brand growth. So, read
on to find out who the top-performing brands
are, and what they have done consistently to
achieve growth.
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10 Years of
Consumer

Choices
Take a birds-eye view of the decade and
discover what has changed – and what

behaviours have stayed consistent.
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Before looking at any changes in shopping
behaviour let’s set the scene.

The FMCG industry has shown itself to be
incredibly resilient: it has delivered consistent
growth over the last decade. From 2012 to 2021
the industry grew by 33% – a $650 billion
increase in value sales.

To understand what has driven this growth let’s
first take a look at what’s changed.

Responsible for approximately half of this
increase, is population growth. We have seen
the number of households grow globally by 17%
– an increase of 180 million households.

10 Years of Consumer Choices



This holds a mixed picture for brands. While
there are more shoppers to go after, it also
means that 1% penetration globally today is
almost 1.8 million more households than it was
ten years ago.

And the bigger a brand is, the harder it needs
to work to maintain the same level of global
penetration. For example, if a brand had 30%
penetration in 2012 it meant it had 316 million
households buying it. In 2021, to achieve the
same penetration, a brand would have had to
attract over 370 million shoppers: an increase

attract over 370 million shoppers: an increase
of 54 million.

When thinking about the next decade brand
owners should factor in long-term population
growth when setting penetration targets. (We
will discuss the importance of penetration for
consistent growth and penetration targets in
the next few pages.)

The upside is that this population growth has
had an almost one-to-one positive impact on
the number of brand choices made. This metric

the number of brand choices made. This metric
has risen from 329 billion brand choices to 382
billion – a 16.2% increase.

The other driver of the industry value growth is
how much shoppers have spent. When we look
at this metric specific to brand spend, we see
that, on average, the spend on brands has
increased by over $130 per household.



Behavioural
Truths
Generally, when looking at data, we like to
analyse change. It’s interesting, and it shows us
how brands must adapt to shopper behaviour
and demand – information that is always
useful.
However, with ten years of Brand Footprint we
also wanted to identify the trends which
haven’t changed. The data points that are
consistent across the decade. This data offers
brands confidence, as they can refer to long-
term behavioural truths which will last for the
next ten years.

The first behavioural truth is that the number of
brands that shoppers buy remains the same
today as it did ten years ago. The average
household buys a portfolio of 55 FMCG brands
in a year.

Importantly, this doesn’t mean the same 55
brands each year. The challenge for brand
owners still remains: how to enter a shopper’s
portfolio – and then stay there.

The second behavioural truth is that the only
way to grow is through finding more shoppers.
Across the decade, 88% of growing brands did
this.



As a brand owner, increasing your number of
shoppers should be your primary goal year
after year. Once this is in place, frequency and
loyalty follow suit.

The third consistent behavioural truth is that
growing brands gain 1.1% penetration points
within a market.

This is a benchmark for success: if your brand
gains 1.1% penetration points, then it will have
had a good year.

It’s certainly true that plenty of brands will have
gained more than this, but far more will lie
below this benchmark, including, of course
those brands which saw no growth.

Other considerations for setting sensible
penetration targets include your current size. If
you are small (<10% penetration) aim for just
under 0.5% growth and if you are bigger you
can be more ambitious and aim for 1.5%.



The Power of
Consistency
The rules for growth appear simple, but we
know it’s not always as black-and-white as the
data shows. If we next look at the 50 most
chosen FMCG brands globally, and how many
of these brands have grown, we see that it’s like
flipping a coin: it’s a 50/50 game.

Over the last ten years, on average 25 of the
Top 50 global brands have grown.

An important distinction in this, is that we are
not seeing the same brands growing year on
year. In fact, only two brands have grown in
each of the last 10 years, with only six more
growing 9 of the 10 years.

This highlights just how hard consistent growth
is. But these brands should be held up as best-
in-class examples – and celebrated. A big
congratulations to both Dove and Vim, from
Unilever, for achieving this remarkable feat.

So, what can we learn from them? What have
these brands done consistently?



Well, both consistently gained more shoppers.
Year after year, they reached more households
and in turn, they saw an increase in number of
times each household bought them.

Looking here at Dove we can see as its global
buyer base increased, so did its frequency.

But what’s key is the degree of change. The
number of shoppers increased at a higher rate:
it was over double the increase in frequency.
We can calculate the ratio of growth is 68:32 in
favour of shoppers. (The ratio is also at a
similar level for Vim at 67:33)

So, how can brands look to mirror this success
by achieving consistent shopper gains?

Firstly, start with setting appropriate
penetration targets for each market where your
brand is present. Then build a strategy around
the various levers you can use to drive growth:
More Targets, More Presence, More Categories,
More Moments, and New Needs. You’ll find
more on these levers in our chapter on Brand
Success Stories.
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The Most
Chosen Global
FMCG Brands

2021
We’ve already seen that 27 of the

Top 50 brands grew last year.
But which brands gained the most?

And what sets the biggest
brands apart?
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Big Brand
Revival
We have already seen in the previous chapter
that the total number of brand choices grew by
16.2%, in line with population growth. But, over
the same time frame, how have the biggest
global brands performed?

The global Top 50 have seen their CRPs grow
9.4%, chosen 72 billion times in 2021 –
compared to 66 billion times in 2012. So, whilst
there is definite growth, it is clearly slower than
the rest of the branded market.

But these top-line stats do not show the full
picture: the one of resilience. Looking at
performance over time, we see that in the last
few years, the global Top 50 have started to
outperform the market.

Clearly the graph shows a number of years
where the Top 250 outperformed the Top 50,
who saw a decline. But what’s promising is the
upward trajectory and fight back from 2019
onwards.

The fact that these brands aren’t going
anywhere should come as no surprise. As we
stated in last year’s Brand Footprint, the
average age of brands in the Top 50 is over 100.

https://kantar.turtl.co/story/brand-footprint-2021-i/page/4/1
https://kantar.turtl.co/story/brand-footprint-2021-i/page/4/1


The Biggest of
the Big
Instrumental to the performance of the Top 50
are the ten biggest brands. Returning to the
theme of consistency, the Top 10 have
accounted for over 40% of the Top 50 in each
of the last ten years, with very little movement
in the metric over time.

What is less consistent, though, is the
performance of the Top 10 in terms of growth.
This varies considerably, hitting highs of eight
brands growing in 2019 and 2021, and dropping
as low as three brands in both 2016 and 2017.

But, looking at the number growing over time
and knowing how important they are, it’s clear
their performance dictates the overall
performance of the Top 50. We see that the
years of Top 50 decline happened when the
fewest Top 10 brands grew, whilst the recent
rebound has coincided with the strongest
performance.

Despite the up-and-down nature of Top 10
growth, as a whole they have outperformed the
Top 50, growing their reach by 10.7% (vs 9.4%
for the Top 50).

In actual terms that’s a 3 billion CRP increase,
almost half of the Top 50 growth in the last
decade.



Being a Top 10
Brand
We’ve already talked about the resilience of the
Top 50. The Top 10 follow this trait more
intensely: they are even tougher and hard to
move. This is proved by the fact seven have
been in the Top 10 in every edition of Brand
Footprint.

So, how do you become the biggest of the big?
There are two rules of thumb:
1. Global penetration over 30%
2. Being chosen six times or more per year

There were, however, two exceptions to this
rule.
Having exceptionally high penetration can help
brands win out – such as the case of Dove,
which has the third highest global penetration,
after gaining additional shoppers for ten years
straight.

The other exception is brands having
exceedingly high frequency. In this instance
Indomie is unique, with frequency 5x higher
than the Top 50 average. Uniquely, Indomie
has a particularly high footprint in specific
markets, which accounts for their dominance.

When we think beyond the very biggest brands and
look at the Top 50, we see that penetration is the
best way to enter the rankings. High penetration
accounts for many of the brands’ successes: 45
have reached a penetration of 10% or over, rather
than having a particularly high frequency.

And with that, we’ve reached the point in the
publication to unveil this year's most chosen
FMCG brands in the world (which you’ll find on
the next page). A big congratulations to all
brands for being part of this elite group, and
especially new entrant Philadelphia, and
bounceback brand Gatorade, which has re-
entered the rankings.

The number of brands chosen over one billion
times is now 28 – up from 16 brands back in
2012 – with Close-Up and Cheetos becoming
the latest brands to hit this milestone.







Biggest
penetration
gains 2021

We’ve shown that consistent brand growth can
only be achieved by brands that increase their
penetration.

Therefore, each year we have a secondary
ranking of the largest penetration gains globally.

This year, we have three brands all gaining 1%
penetration point: Maggi, Pepsi and Vim. But in
terms of actual shoppers gained, Maggi has

terms of actual shoppers gained, Maggi has
won out due to the fact it had a higher starting
penetration than both Pepsi and Vim. This
meant Maggi needed to find 6.75 million
shoppers (due to population growth) just to
maintain the same level of penetration. The
brand then found additional shoppers on top of
this figure to grow penetration, which should be
commended.



Explaining
Maggi’s success
Maggi is no one-hit wonder, with growth in
seven of the last ten years globally. Since 2012,
it has increased its number of shoppers by 33%,
and in 2021 it gained penetration in nine of its
ten biggest markets. In its two biggest markets,
India and Philippines, the brand gained +3.3%
and +3.2% penetration points respectively.

In India, Maggi grew on the back of high
growth in snacking that started during the
pandemic. For perspective, other snacking
categories like Biscuits and Savoury snacks
have gone up by 10% and 14% respectively (in
volume). Noodles, where Maggi plays a large
part, grew by 15%.

Last year Maggi manufacturer Nestlé also
launched the ONE Nestlé project. It is an
entrepreneurship program, where youth will be
given the chance to open franchises of Nestlé's
products. One of the popular franchises as a
part of that program was Maggi Hotspot.

part of that program was Maggi Hotspot.
These initiatives have helped drive further
interest for the brand, encouraging shoppers to
go and try these recipes at home.

Whilst in the Philippines, despite the FMCG
industry being hard-hit by the pandemic, some
categories (particularly cooking staples in
which Maggi operates) thrived. Maggi Magic
Sarap is their biggest variant, and the market
leader in meal flavourings being both
affordable and versatile (as it can be used
across many different dishes). The 8g single
sachet was a key driver of their success. It is
present in key retail channels and sits at an
accessible price point to help cash-strapped
shoppers manage their spend.

The brand has also adopted their offer by
increasing their bundle packs from 12 to 14 and
bigger individual sachets of 50g and 120g. This
has helped them capture shoppers in Modern
Trade retailers.



The brand to
keep an eye on –
Red Bull
Red Bull saw the biggest CRP gain outside of
the Top 50 take-home FMCG brands, with a
+16% CRP increase, which equates to 77M more
in 2021. This is the joint 10th biggest increase
seen globally, moving it up 13 places in the
rankings to 65th.

This strong performance is a continuation of
the growth it has seen for the last four years,
increasing CRPs by 170M since 2017. If the
brand continues a similar trajectory it could
break into the Top 50 within the next 5 years.

Behind its 2021 performance was a global
+0.7% penetration-point increase. As a result, it
sits on a level pegging with some of the biggest
penetration gains we saw last year; in terms of
shoppers it gained an extra 9.6M globally. The
brand gained CRPs and shoppers in most of its
key markets including the US, Germany,
Mainland China, the UK and its home market,
Austria.

In the US, the brand has captured the attention
of consumers in need of extra energy and
looking for Ready-to-Drink alternatives to the
more traditional coffee, with Red Bull becoming
the favoured caffeine staple for young adults.
Carving space between meals in the afternoon,
the brand delivers on its main functional
benefit: providing energy without
compromising on taste.

As the long-standing category leader, Red Bull
has benefited from – and outpaced – the
continued growth seen in the Energy category.
Red Bull has evolved in terms of ingredients and
flavours, consistently adding to the core
offering. Zero-sugar versions in 2020 promise to
taste like the original, and the brand is keeping
things fresh with its seasonal flavour launches
(e.g. pomegranate and dragon fruit).



All of this points to a broader macro trend within
beverages towards ‘Better For You Functionality’.
Fuelled by so much information, consumers are
seeking out the next way to maximise function
(in this case, energy) but with a story.

Similarly in the UK, where the brand gained +2%
penetration points, the brand relaunched their
“Zero” range, with a new formulation, winning 1
million new shoppers in its first year of launch.

Red Bull stands out from competitors by portraying
a sociable and fun beverage: in fact, 1 in 4* Red Bull
drinking occasions are because it is “fun to drink”.

Continuing its efforts to keep the category
younger and stay relevant, collaborations in
industries aligned with GenZ – such as gaming –
continue to grow in popularity, with Red Bull’s
longstanding involvement with the e-sports
/streaming scene. Fundamentally, Energy Drinks
and gaming go hand and hand: 1 in 10*

and gaming go hand and hand: 1 in 10*
occasions occur when consumers are gaming,
and recent innovations aim to provide gamers
with the energy and nutrition needed for those
long gaming sessions.

*Source: Worldpanel US Beverage Consumption panel
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Brand Success
Stories

Dive into success stories from the
brands getting it right – and a recap of

the levers for growth
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Levers for
Growth

In the previous two chapters we demonstrated
the vital role that growing penetration plays in
achieving growth – both in the short and long
term. Across the next few pages, you’ll find
examples of brands who have done exactly
that.

For each case study in this chapter, we have
identified the combination of growth levers
each brand has used. Here’s a quick reminder
of the five levers.



We have been identifying these levers across
the last five editions of Brand Footprint and,
with over 130 case studies, we’ve been able to
quantify which of these are the most
commonly used.

From this analysis, it’s clear to see that some
levers are easier to implement and use, with
‘More Targets’ the most popular used in over
half the examples.

We can also see that brand owners tend to use
a combination of levers to drive growth, with
two levers being used on average.

Over the next few pages, you’ll see the icons for
each lever used throughout the stories to
indicate which levers each success story has
pulled.
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The Most Chosen
Brands Online
2021
Online is still the strongest
performing channel globally,
with 4 in 10 households globally now
using the channel for their FMCG
purchasing. But what does the
future look like? And which brand
is best-in-class?
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The biggest
change in FMCG
shopping
As shown in 10 Years of Consumer Choices, the
FMCG industry has grown by 33% in the last
decade. The industry has demonstrated
incredible resilience and consistency year after
year, alongside a changeable consumer
landscape.

While this industry growth is impressive, it does
not show the meteoric rise of the Online
channel specifically, and its part in FMCG
growth. In fact, the Online channel grew 18
times faster than the industry baseline gaining
6% value share of the whole industry over that
time (7.2% in 2021 vs 1.3% in 2012).

And the Online channel is not set to slow
anytime soon. We expect to see Online
continuing its trajectory, growing faster than
other channels and gaining share. We forecast
that it will gain +0.5% share per annum and

that it will gain +0.5% share per annum and
reach 7.7% share by the end of this year. In the
next four years, we predict that its share will
reach over 9%.

This rapid expansion is mirrored at a brand level
too. All 20 of the most-chosen brands online
saw growth in the channel, with 18 seeing
double-digit growth. This growth was also
stronger than offline performance across all the
brands.

Some brands managed growth across both
Online and Offline; for these brands
ecommerce represented 43% of brand growth –
punching well above its weight.

https://kantar.turtl.co/story/winning-omnichannel-2022-p
https://kantar.turtl.co/story/brand-footprint-2022-p/page/3


Biggest Online
adopter -
L’Oréal Paris
From the Top 20 most chosen brands Online,
the average amount of total CRPs coming
from the channel is 7%. However, there are
four brands which get over 10% of their
CRPs from the Online channel, and leading
the way is L’Oréal Paris with over 18% of
CRPs occurring Online.

Since 2015, the brand has seen its Online CRPs
increase three-fold, growing from nine million to
32 million in 2021. At the same time the
proportion of brand choices made Online has
increased from 6.7% to 18.4%.

The fact L’Oréal Paris is leading the way is no
surprise. Parent manufacturer, L’Oréal has been
targeting the channel for the past few years, and
the beauty manufacturer expects 50% of its sales
to come from ecommerce by 2023.

A big part of this success is due to the brand’s
performance in Mainland China, which
represents 82% of all its Online CRPs.

In this market, L’Oréal Paris has seen success
with digital try-ons: they have the dual benefit of
helping customers from an education
perspective (i.e. helping customers find the right
product) and also in terms of personalisation,
creating informed customer journeys and
personalised product recommendations.

The brand has also built up a solid ecosystem of
advocates and social sellers, jumping onto
trending topics such as clean beauty and
simplified skincare. Their perceived relevance
increases further when we consider their use of
influencers: they frequently create co-branded
campaigns, relying on the popularity of celebrities
to drive brand recognition and popularity.

These marketing efforts are also supported by
their product offering. Their products take
consumer segmentation into account, meaning
they offer multiple products targeted to
different age groups. This means they can
appeal to the whole market, which is bolstered
by their commitment to innovation and R&D
from an investment perspective, leaving them
in a strong position to appeal to all customers.





Worldpanel offers a ready-to-use global
omnichannel dashboard, giving you insight into
the last three years of FMCG data, including
sales evolution, share, performance, spend per
trip, frequency by channel and a ranking of top
retailers by country.

Worldpanel's Global Omnichannel Dashboard
helps you:

Track channel performance and evolution
Discover the Top 10 retailers and ecommerce
players
Learn more about ecommerce models
Understand the promotions and private
labels landscape

Worldpanel's Retail Channel Forecast 2025
offers comprehensive projections on how the
retail landscape will evolve over the next two
years, including:

Detailed data by quarter
Customised to your needs – including any
countries where we can access a minimum of
three years’ back data per quarter
All FMCG categories – including food,
beverages, dairy, home care and health &
beauty
Done at channel or country level

Winning Omnichannel 2022:
Get full retail landscaping
across 50 markets

Get the Global Omnichannel
Dashboard

Retail Channel
Forecast 2025

Get the Global Forecasting
Dashboard up to 2025

https://www.kantar.com/campaigns/create-an-effective-retail-strategy#form
https://www.kantar.com/campaigns/create-an-effective-retail-strategy#form
https://www.kantar.com/campaigns/create-an-effective-retail-strategy#form
https://www.kantar.com/campaigns/create-an-effective-retail-strategy#form
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The Most Chosen
Out-of-Home
Brands in 2021
As restrictions across the globe started
to lift and consumer confidence
returned, people slowly returned to
their pre-pandemic habits.
But how did this impact out-of-home
brand performance?
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COVID-19 led to a $22 billion fall in out-of-
home (OOH) sales in 2020, against a backdrop
of restrictions, home working and social
distancing. Sales continued to suffer
throughout Q1 2021. But, with increased
mobility from this point onwards, OOH value
sales rose for three consecutive quarters,
increasing 19% in Q4 compared with a drop of
25% in the same period in 2020.

This boosted the value of the total in-home and
OOH market by 6% year-on-year; almost three
quarters of which was made up of sales from
the UK, Spain, Mainland China and France.

While this overall picture is positive, looking at
the evolution of OOH spend in these categories
over a three-year period provides valuable
perspective: it is still 10% lower than it was in
the fourth quarter of 2019, before COVID-19 hit.

The rebound is also reflected in brand
performance. Across the combined top 10
beverages brands and top 10 snacking brands,
18 saw a decline OOH in 2020. In 2021, we see
a more positive picture, where just ten brands
saw a decline and eight brands saw growth.

Comparing the combined CRPs, in beverages
the OOH decline was 17% in 2020. This slowed
in 2021, where we saw a decline of just 2%.
Similarly, in snacking, the CRP decline was 5%,
slowing to just 1% in 2021.

On the road to recovery



Standout
performers
Across both sectors there were two standout
performances; Red Bull and Lay’s both saw the
biggest increase in CRPs in their respective
sectors.

Red Bull’s performance was of a similar level to
its take-home performance, with the brand
successfully winning consumption moments
between meals and adding to its core offering
with zero-sugar variants to win more shoppers.
For a deep dive on Red Bull, and reasons behind
the brand’s success, head here.

Lay’s performance was also notable – and it
could be seen as even more impressive, given
the Salty Snacks category saw even slower
recovery than the other OOH categories, with
growth of just 5% in Q4 2021 (versus the 19%
for total OOH).

On top of this, Lay’s biggest OOH markets are
Mainland China and Thailand, where salty
snacks were still in decline in Q4. Defying the
odds, the brand managed to see growth in
both markets.

This strong 2021 performance means that Lay’s
CRPs were higher in 2021 than in 2019. Its
decline in 2020 stands as the only negative
movement across the last five years. Against a
tough market backdrop, this is a real
accomplishment for the brand.

https://kantar.turtl.co/story/brand-footprint-2022-p/page/4/8
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What is
Brand Footprint
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The categories
The complete ranking comprises five global
FMCG sectors – Beverages, Food, Dairy, Health
& Beauty, and Homecare – tracked by
consumer purchase panels. Non-barcoded
Fresh Food, Batteries and Pet Food are not
included in the global ranking. All data relates
to purchases brought into the home to be used
or consumed there.

The data period
The Brand Footprint ranking is based on data
collected over the 52-week period between
November 2020 to the end of October 2021.

Criteria of eligibility for a brand to
appear in the Global ranking
Only global brands are analysed to create the
global Top 50 Ranking. To be considered as
global, a brand must be available in at least
two continents and above 1% Penetration. Data
collected from Egypt, Japan, Kenya, Morocco,
Nigeria and UAE is not included in the global
ranking, and therefore if a brand is present in
any of these markets plus only one other
continent it will not be considered global.

Brand Definition
Brand Footprint only covers consumer brands;
retailers’ own-label brands are not included.
Brands listed include all variants, categories
and formats that sit within them – for instance
Pantene includes all of its shampoo,
conditioner, hair treatment, hairspray and hair
oil products. Brands sold under different names
in different countries are considered as
individual brands – for instance Tide and Ace.
However, for brands with a name that has been
directly translated into a local language, for
example Mr Muscle and Mr Músculo, both are
counted as the same brand.

The ‘universe’
The data is collected from 52 markets covering
87% of global GDP.

Data source
Brand Footprint is a Kantar initiative.

Thanks to our partnerships we have been
able to offer countries outside of the
Kantar footprint

Data for Austria, Belgium, Czech
Republic, Denmark, Germany, Hungary,
Italy, Netherlands, Poland, Romania,
Russia, Slovakia and Sweden was
provided by GfK

Data for the USA was provided by IRI

Data for Japan was provided by Intage

Kantar in collaboration with CTR in China



There may be small changes in the data
reported for Bangladesh, Belgium, Colombia,
Chile, Germany, Peru, Philippines and Portugal
due to ongoing panel enhancements and data
restatements.

We have continued to ensure the brand and
category definitions used are identical across
countries, and continuously improved our
product classification.

The overall result is that this year’s ranking is
our most accurate reflection of global
Consumer Reach Points.

About Kantar

Kantar is the world’s leading evidence-based
insights and consulting company. We have a
complete, unique and rounded understanding
of how people think, feel and act; globally and
locally in over 90 markets.

By combining the deep expertise of our people,
our data resources and benchmarks, our
innovative analytics and technology, we help
our clients understand people and inspire
growth.

Find out more

If you’d like additional information on Brand
Footprint, please get in touch with your usual
Kantar contacts or email:

Benjamin Cawthray
Global Thought Leadership Director
Worldpanel Division
benjamin.cawthray@kantar.com

Pedro Costa
Operations Project Director
Worldpanel Division
pedro.costa@kantar.com

About this report

Explore the data
You can access this year’s Brand Footprint data for all markets and sectors online. Learn more
about your brand’s global footprint and the most chosen brands in your sector and market.

https://www.kantar.com/campaigns/brand-footprint/explore-the-data
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Food for Thought
Explore our publications and discover

our offer to find out how do we
help brands grow.

https://kantar.turtl.co/?accessible


Food for thought

Watch the webinar Brand Footprint 2021 Winning Omnichannel 2022

On trend: The evolving Beauty
consumer

How Meal Delivery has
transformed the Foodservice
industry

Who Cares, Who Does? 2021

https://kantar-webinars.zoom.us/webinar/register/WN_OawgjmYPQum1Y9HBC_mvTw
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For more information, please contact
Benjamin Cawthray
Global Thought Leadership Director
Worldpanel Division
benjamin.cawthray@kantar.com
-----
Pedro Costa
Operations Project Director
Worldpanel Division
pedro.costa@kantar.com

Cookies [ 1 ] [ 2 ] Terms [ 1 ] [ 2 ] Privacy [ 1 ] [ 2 ] P O W E R E D  B Y

https://kantar.turtl.co/?accessible
mailto:benjamin.cawthray@kantar.com
tel:-----
mailto:pedro.costa@kantar.com
https://kantar.turtl.co/about/cookies
https://www.kantar.com/en/cookies-policies#:~:text=Cookies%20are%20small%20text%20files,cookies%20we%20need%20your%20permission.
https://turtl.co/about/legal/terms-conditions
https://www.kantarmedia.com/uk/term-and-conditions
https://turtl.co/about/legal/privacy
https://www.kantarmedia.com/global/privacy-statement
https://turtl.co/?utm_source=kantarmedia&utm_medium=Brand%20Footprint%202022%20-%20p&utm_campaign=poweredbyturtl

	BRAND FOOTPRINT2022
	A global ranking of the most chosen consumer brands10th Anniversary

	WelcomeRead on
	Find out what to expect in this special edition of Brand Footprint, as we analyse ten years of consumer choices.Read on
	Welcome

	10 Years of Consumer ChoicesRead on
	Take a birds-eye view of the decade and discover what has changed – and what behaviours have stayed consistent.Read on
	10 Years of Consumer Choices
	Behavioural Truths
	The Power of Consistency

	The Most Chosen Global FMCG Brands 2021Read on
	We’ve already seen that 27 of the Top 50 brands grew last year. But which brands gained the most? And what sets the biggest brands apart?Read on
	Big Brand Revival
	The Biggest of the Big
	Being a Top 10 Brand
	Biggest penetration gains 2021
	Explaining Maggi’s success
	The brand to keep an eye on – Red Bull

	Brand Success StoriesRead on
	Dive into success stories from the brands getting it right – and a recap of the levers for growth Read on
	Levers for Growth

	10 Findings from 10 Years of Brand FootprintRead on
	The Most Chosen Brands Online 2021Read on
	Online is still the strongest performing channel globally, with 4 in 10 households globally now using the channel for their FMCG purchasing. But what does the future look like? And which brand is best-in-class?Read on
	The biggest change in FMCG shopping
	Biggest Online adopter - L’Oréal Paris

	The Most Chosen Out-of-Home Brands in 2021Read on
	As restrictions across the globe started to lift and consumer confidence returned, people slowly returned to their pre-pandemic habits. But how did this impact out-of-home brand performance? Read on
	On the road to recovery
	Standout performers

	What is Brand FootprintRead on
	Data source
	The categories
	The data period
	Criteria of eligibility for a brand to appear in the Global ranking
	Brand Definition
	The ‘universe’
	About this report
	Explore the data


	Food for ThoughtRead on
	Explore our publications and discover our offer to find out how do we help brands grow.Read on
	Food for thought

	

