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Connecting Shopper Values 
to Product Innovation

SPINS helps shoppers find products that match their 

preferences by helping:

Retailers  get the right assortment on their shelves

Brands innovate and tell their story

Ecosystem partners better serve their customers

$

$

$
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Headline Headline SPINS HAS

76+
Exclusive Retail 

Partnerships

REPRESENTING

>$200B
In Sales

SPINS WORKS WITH

617

*per Whipstitch top 60 deals

380+
Ecosystem 

Partners

(excluding brands & retailers)

SPINS clients 
launched over 
100,000+ items 
in the last 
3 years

233
Ingredient Supplier, 
Broker, and 
Association Partners

583
SPINS codes every UPC 

scanned at our retail partners 
for 583 different types of 

attributes

SPINS codes for 617 
different Functional 
Ingredients

1500+ Brands
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SPINS Expansive Network 
PROPRIETARY RETAIL CHANNELS AND PARTNERSHIPS

SPINS Pet Channel

Pet

Proprietary to SPINS

Regional & Independent Grocery

Natural Grocery

Vitamins & Supplements

eCommerce

In partnership with IRI

Conventional

Brand-Market Fit

90+

135+

6+

7+

84+

20+
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COLLECT GENERATE ACTIVATE

Identify Attributes Driving Performance

Product Facts
e.g. Category, Size, Brand, Company, Packaging, Form, Brand Positioning, 

Product Type

Clean Label
e.g. Yellow No. 5, Nitrates, Artificial Sweeteners, High Fructose Corn Syrup, 

MSG, Paraben Free, Aluminum Free

Health & Wellness
e.g. Labeled Sprouted, Probiotics, Functional Ingredient, Sugar Ingredients, 

Monk Fruit, Certified Whole Grains Council

Lifestyle, Diets & Tribes
e.g. Paleo, Vegan, Certified Paleo Keto, Raw, Plant Based

Sustainability
e.g. Non-GMO Project Verified, Labeled Grass Fed, Organic, Fair Trade, 

Certified B-Corp, Certified Demeter Biodynamic, Labeled Animal Welfare

Allergens &  Sensitivities
e.g. Major 8 Allergen Free, Labeled Gluten Free, Labeled Grain Free, Tree 

Nuts, Lactose, Shellfish, Soy, Peanuts, Dairy

Total Store Visibility

Granular Attributes

The Power of PowerBI

SPINS product library is the common language for the Natural Products Industry
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We empower the community to interact and transact 
with efficiency, transparency, and trust.

MEDIA &
TECHNOLOGY

BRANDS INVESTMENT
& VC

INGREDIENT
SUPPLIERS

RETAILERS

MISSION-ALIG NED
PARTNERS

BROKERS & 
DISTRIBUTORS

+ MO RE+ MO RE

+ MO RE

THE LANGUAGE OF
CPG INTELLIGENCE
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Top Reason for Limiting or Avoiding Sugars: Improve Diet

More than 

3 in 4 
Americans are 

limiting or avoiding 
sugars.

Followed by avoiding gaining weight and preventing a future health condition, which greatly 
increased in importance from previous years (35% last 2 years, up to 42%)

3 in 10 

are cutting back on 
both added and 
natural sugars.

6 in 10 

are cutting back on 
added sugars.

Source: International Food Information Council. 2024 Food & Health Survey. June 20, 2024. https://foodinsight.org/2024-foodhealth-survey/



Copyright © 2024 SPINS LLC. All Rights Reserved.Copyright © 2024 SPINS LLC. All Rights Reserved.

Top Reason for Limiting or Avoiding Sugars: 

Liking Sweet Tasting Foods & Drinks

3 in 10 
Americans prefer 

sugars as their 
sweetener.

Followed by avoiding gaining weight and preventing a future health condition, which greatly 
increased in importance from previous years (35% last 2 years, up to 42%)

15% 

said sugar is in too 
many 

food/beverages to 
avoid.

The top 2 reasons 

for preferring 
sugar over other 

types of 
sweeteners: 

Natural Origin & 
Taste.

Source: International Food Information Council. 2024 Food & Health Survey. June 20, 2024. https://foodinsight.org/2024-foodhealth-survey/

˅
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The Sweet Life: 

Taste Remains the Top Purchase Driver

Source: International Food Information Council. 2024 Food & Health Survey. June 20, 2024. https://foodinsight.org/2024-foodhealth-survey/
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Avoidance of Sugars Seen In Diet Trends

Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | Grocery, Refrigerated, Frozen, Vitam ins & Supplements > All Categories > All Subcategories

$0

$50,000

$100,000

$150,000

$200,000

$250,000

$
 S

a
le

s 
(M

)

+3%

+3%+2% +2% +1%

+1%

Source: International Food Information Council. 2024 Food & Health Survey. June 20, 2024. https://foodinsight.org/2024-foodhealth-survey/

43%
of American adults follow

a specific diet

58%
of Americans millennials

follow a specific diet
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Natural Sweeteners Winning in Performance Nutrition

Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | Grocery, Refrigerated, Frozen, Vitam ins & Supplements > All Categories > All Subcategories

Artificially Sweetened items are not able to compete with items sweetened by Natural 
Sweeteners, Natural Low-Calorie Sweeteners, and/or Only Naturally Sweeteners.
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Attribute Insights: Product Intelligence

Brands and retailers need to understand attributes to win with the Values 
Oriented Shoppers

Paleo Diet-Friendly

Labeled Non-GMO

Labeled Gluten Free

Category = Bread & Baked Goods
Brand =  Siete
Product Type = Tortilla
Brand Positioning = Natural
International Positioning = 
Hispanic/South Am - Mexico

8 Pack

Does Not 
Contain 

Soy

Labeled
Vegan

Labeled Grain Free

Does Not 
Contain 

Dairy

Certified Non-GMO 
Project Verified

7oz

Contains Almond

Serving Size = 50g
Calories = 190cal
Total Fat = 11g
Sat Fat = 1
Cholesterol = 0mg
Sodium = 220mg
Carbohydrate = 20g
Dietary Fiber = 3g
Sugars = 1g
Protein = 6g

Front Back

Our 325+ attributes each 
fall in an attribute family

Label Claims 
Certifications

Ingredients

Diet Friendly

Product Facts

Product Positioning

Nutrition Fact Panel

Note: Not all attributes are shown 

Source: SPINS
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Attribute Insights  |  Product Intelligence

Label Claims & Certifications
SPINS Ingredient – Sweeteners Coding  ( Attribute Values, 38)

Artificial & Controversial Natural Sweeteners Sugar Alcohols

INGREDIENT - ACESULFAME K INGREDIENT - AGAVE NECTAR INGREDIENT - HONEY
INGREDIENT - HYDROGENATED STARCH 

HYDROLYSATE

INGREDIENT - ARTIFICIAL SWEETENERS INGREDIENT - ALLULOSE INGREDIENT - LUCUMA SWEETENER INGREDIENT - ISOMALT

INGREDIENT - ASPARTAME INGREDIENT - BLACKSTRAP MOLASSES INGREDIENT - MAPLE SYRUP INGREDIENT - LACTITOL

INGREDIENT - CORN SYRUP INGREDIENT - BROWN RICE SYRUP INGREDIENT - MONKFRUIT INGREDIENT - MALTITOL

INGREDIENT - HIGH FRUCTOSE CORN 
SYRUP

INGREDIENT - CANE SUGAR
INGREDIENT - NATURAL LOW CALORIE 

SWEETENERS
INGREDIENT - SUGAR ALC ERYTHRITOL

INGREDIENT - NEOTAME INGREDIENT - CHICORY INGREDIENT - NATURAL SWEETENERS INGREDIENT - SUGAR ALC MANNITOL

INGREDIENT - SACCAHRIN INGREDIENT - COCONUT SUGAR
INGREDIENT - ONLY NATURALLY 

SWEETENED
INGREDIENT - SUGAR ALC SORBITOL

INGREDIENT - SUCRALOSE INGREDIENT - DATE SUGAR INGREDIENT - SORGHUM SYRUP INGREDIENT - SUGAR ALC XYLITOL

INGREDIENT - SUGARS
INGREDIENT - FRUIT JUICE 

CONCENTRATE
INGREDIENT - STEVIA INGREDIENT - SUGAR ALCOHOLS

INGREDIENT - UNSWEETENED INGREDIENT - YACON SWEETENER
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Product Intelligence –  SPINS AttLab

Identify which attributes are 

most valuable to consumers and 
are brand differentiators, to 

optimize your marketing.

Plus, demonstrate your data-

driven expertise on the category’s 
attribute trends and your brand 

advantages in your retailer sell-

stories.

Example: 22% of SS Sweetener 

Sales in MULO + Natural have  

‘honey’ as the sweetener, which 

has grown +1.3pts (up 11% in 

sales vs last year).

Rank by Attribute prevalence or Trend, 

to see which attributes are “table 

stakes” in your category, and which are 

up & coming.

Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | Grocery,> Shelf Stable Baking Mix & Ingredients & Flour > All Subcategories
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Product Intelligence –  SPINS AttLab

With Brand Compare, benchmark 

your brand vs. key competitors to 
identify product advantages and 

gaps.

Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | Grocery,> Shelf Stable Baking Mix & Ingredients & Flour > All Subcategories

Quickly generate a brand “tear apart” to 

illustrate your advantages to retailers.

View all brands in your category, 

then select your competitive set of 

brands.



Copyright © 2024 SPINS LLC. All Rights Reserved.Copyright © 2024 SPINS LLC. All Rights Reserved.

Product Intelligence –  SPINS AttLab

Each month, identify which 

attributes are driving the latest 
product launches, to inform your 

innovation pipeline and stay 

ahead of the competition. 

Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | Grocery, Refrigerated, Frozen, Vitam ins & Supplements > All Categories > All Subcategories

Narrow your analysis down to only NEW items.

In this example, 466 Shelf Stable Sweetener items 

launched in the last 52 weeks.

Identify attributes driving innovation.

In this example, ‘Maple Syrup’ is showing up in Shelf Stable Sweeteners, with 26% of new Shelf Stable 

Sweeteners have ‘Maple Syrup’ as an ingredient, compared to only  6% of existing Shelf Stable 

Sweetener item sales.

Select an attribute to learn which items were launched with this attribute.

In this example, ‘Sapjack Grade A Robust Vermont’ is the top NEW Shelf Stable 

Sweetener item launched in L52 that has  ‘Maple Syrup’ as an ingredient. 
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Product Intelligence –  SPINS AttLab

Monitor attribute trends growth 

across total store, to identify 
your brand’s top opportunities for 

adjacent category expansion.

Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | All Departments > All Categories > All Subcategories

See more detail for a selected subcategory.

Example: What are the top ‘Performance Nutrition’ items that are 

sweetened with ‘natural sweeteners’?  

Select TOTAL STORE, or filter 

based on certain departments.

Select 1 attribute of interest, 

then view its prevalence and 

trend across ALL subcategories.

Example:  This selected 

attribute we can see here 

it’s growing across Total 

Food & Bev as well.
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Product Intelligence –  SPINS AttLab

Dive even further into one 

specific attribute, to see which 
brands are the top players, and 

which brands are driving the 

attributes growth.

Select a brand to see other attributes in the same 

family. 

In this example, 87% of Liquid IV products have 

‘cane sugar’.

Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | All Departments > Shelf Stable  Fruit Spreads & Jams & Jellies > All Subca tegories

Select 1 attribute of interest, then 

see in detail which brands are 

driving that attribute’s growth.
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Consumers have more choices 
than ever before in products 
they purchase to meet their 
individual health goals, 
lifestyles, and values. AttLab 
puts SPINS’ entire attribute 
database at your fingertips, 
so you can deliver against 
those trends.
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AttLab

AttLab: Harnessing Consumer Trends for Brand Growth

21

Granular Attributes
Explore the richness of our 350+ attributes that span 2M+ items
to decode what drives choices in this wellness era.

The Power of PowerBI
Tap into fast and easy-to-use visuals of market trends with 
advanced PowerBI automation.

Total Store Visibility
With comprehensive insight into 116 Categories, you’ll unlock a 
full-picture industry perspective that others might miss.

Innovate Confidently
Be confident in where to launch, 
what to launch, your competition, 
and the size of the opportunity.

Stand Out
Bring thought leadership to buyers 
and clear, convincing proof on why 
you deserve shelf space.

So you can...
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Thank you!
For more information contact Jessica at 
jherzog@spins.com
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Appendix
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Empowering the industry
with wellness-focused data technology

Full market visibility

Understand the retail 

landscape to plan your 

next move and scale

Innovative retailers

Exclusive access to 

performance insights at 

natural, specialty & pet 

retailers integral to your 

growth

Product intelligence

Uncover unseen drivers of 

wellness consumer 

purchase behavior

Leading Technology

Dynamic insights at your 

fingertips to inform your 

strategy
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SPINS Provides a Comprehensive Solution

• Natural, Regional, and eCommerce Channel and 

Key Account (Proprietary)

• Conventional Channel and Key Account 

(in partnership with IRI Worldwide)

• Amazon Data

• Store-Level Data 

• Product Attributes

• Certifications & Label Attributes

• Nutrition Information

• High-Quality Product Images

• SATORI (Cross-Channel Reporting)

• Signals (Store-Level Reporting)

• PowerTabs (Excel-Based Reporting)

• TradeROI (CGS) 

•    Client Insight Manager 

• JumpStart & Insight Sprint Program

• Price & Promo Strategy (CGS)

• Category Assessments (CGS)

• Competitive Landscape (CGS)

• Consumer Panel

• Omni-Commerce Where-to-Buy (Destini)

• Shoppable Landing Pages (Destini)

• Shoppable Recipes (Destini)

• Digital Couponing (Destini)

• Product Activation Manager (Pinto)

• Data Extraction

• Data Harmonization

• Data Visualization

• Integration with 3rd-Party BI Tools 

Omni-intelligence 
Data Platform

Insights & Measurement 
Applications

Consumer & 
Product Activation

Product Intelligence
Insights & Growth 
Consulting (CGS)

Data Blending 
Solutions (DAAP)
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Exclusive to SPINSExclusive to SPINS

SPINS offers the most complete 
market view across the full retail 

landscape

Retail Coverage Product Intelligence 

SPINS delivers on-demand insights 
through intuitive applications and 

deep industry acumen

Applications & Insights

SPINS provides the industry's leading 
Product Intelligence Platform to align 

product attributes with consumer 
preferences

The SPINS Advantage

Conventional

Pet

A
V

A
I

L
A

B
L

E
 A

T
 S

P
IN

S

Regional & Independent Grocery

Natural Grocery

Exclusive to SPINS

Trade Promotion Tools

Data Harmonization

Business Intelligence

Growth Consulting

Positioning

Label Claim

Certification

Nutrition Panel

Ingredient

Package & Product

eCommerce
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The Natural Channel is a hub for innovation, and a lens 
for future trends in the Natural Products Industry

INNOVATION
LEADING 
RETAILERS

VOLUME
DRIVING

RETAILERS

• Focus on shopper discovery

• Retailers desire to differentiate

• More unique / exclusive items

• Lower barriers to entry 

for new brands

• Focus on local market needs 

(shoppers & brands)

• Bridge to mass – mix of unique and 

mainstream items

• Lower cost of entry

• Focus on convenience and 

shopper efficiency

• Traditionally “best seller” items

• High cost-of-entry / size-of prize

NATURAL CHAN NEL REGIONAL GROCERY CONVENT IONAL MULO
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SPINS AttLab Overview

AttLab has built-in training to empower users to learn as they go

28

Users can navigate to attribute 
training via buttons on the 

home page and the FAQ page.
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SPINS AttLab Overview

AttLab has built-in training to empower users to learn as they go

29

SPINS PI definitions 
are built in, 

so that users can click on an 
attribute to see how we define 
it, as well as top brands and 
items with that attribute.
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SPINS AttLab Overview

AttLab has built-in training to empower users to learn as they go

30

The ‘info’ button on each dashboard opens an overlay that 
explains every metric and item on the page. This gives the 
user the autonomy to learn within the tool as they are using it.

User can click anywhere to close info pane.
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SPINS AttLab Overview

AttLab has built-in training to empower users to learn as they go

31

The ‘?’ button on each dashboard takes the 
user to a page in the report that answers 
Frequently Asked Questions

User can click back button to return to the 
previous page they were on, or can go Home
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Sweeteners Across The Entire Store

Source: International Food Information Council. 2024 Food & Health Survey. June 20, 2024. https://foodinsight.org/2024-foodhealth-survey/

Attribute Value Name Attribute Share

Attribute 
Share 
Point Chg Att Sales (M)

Att Sales 
% Chg Attribute Value Name Attribute Share

Attribute 
Share 
Point Chg Att Sales (M)

Att Sales 
% Chg Attribute Value Name Attribute Share

Attribute 
Share 
Point Chg Att Sales (M)

Att Sales 
% Chg

Sugars 41% -0.4 $302,177 0% Natural Sweeteners 40% -0.5 $293,863 0% Sugar Alcohols 2% -0.1 $15,321 -1%
Unsweetened 24% 0.2 $177,591 2% Only Naturally Sweetened 33% -0.4 $245,035 0% Sugar Alc Sorbitol 1% 0.0 $9,305 -2%
Corn Syrup 15% -0.2 $108,544 -0% Cane Sugar 4% 0.1 $31,413 4% Sugar Alc Erythritol 1% 0.0 $4,051 1%
High Fructose Corn Syrup 7% 0.0 $54,282 1% Natural Low Calorie Sweeteners 3% 0.1 $24,428 4% Sugar Alc Mannitol 0% 0.0 $2,422 6%
Artificial Sweeteners 6% 0.2 $45,118 5% Fruit Juice Concentrate 3% -0.1 $22,439 -1% Maltitol 0% 0.0 $2,381 -0%
Sucralose 4% 0.1 $26,897 3% Honey 2% 0.0 $15,805 -1% Sugar Alc Xylitol 0% 0.0 $2,010 8%
Acesulfame K 3% 0.2 $24,362 8% Stevia 1% 0.1 $10,016 9% Hydrogenated Starch Hydrolysate 0% 0.0 $1,051 9%
Aspartame 2% 0.1 $16,203 8% Monkfruit 0% 0.0 $3,052 11% Isomalt 0% 0.0 $359 3%
Saccharin 1% 0.0 $4,534 -5% Brown Rice Syrup 0% 0.0 $2,843 4% Lactitol 0% 0.0 $40 -16%
Neotame 0% 0.0 $777 7% Maple Syrup 0% 0.0 $1,818 11%

Agave Nectar 0% 0.0 $1,383 28%
Coconut Sugar 0% 0.0 $1,031 19%
Allulose 0% 0.0 $954 25%
Date Sugar 0% 0.0 $50 33%
Blackstrap Molasses 0% 0.0 $50 3%
Lucuma Sweetener 0% 0.0 $10 -11%
Sorghum Syrup 0% 0.0 $4 -8%
Yacon Sweetener 0% 0.0 $3 -5%

Sugar AlcoholsNatural SweetenersArtificial & Controversial
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