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Building the business case since 2021

Hypothesis: 

Consumers are interested in 
purchasing a hot dog that has a 
positive environmental impact
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Conclusion: 

Consumers consider the 
environmental benefit nice to 
have but they want more 
personal health benefits too – 
and the link between healthy 
soil and healthy food is not yet 
clear to them
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Bubble size denotes total sales in L52 week All attributes represent claims STATED on package unless indicated by an * symbol
Source: NIQ Retail Measurement Services, NIQ Product Insight—powered by Label Insight, Total US xAOC ; Total Store; Count of categories, 4-year $ CAGR; 52 weeks ending January 25, 2025

CPG industry increasingly giving consumers information on environmental practices
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Today, regenerative agriculture indexes highest with Green inDeed, most genuinely active consumers

NielsenIQ Annual Green Gauge® Report
Consumer Life Global 2024 and previous (US filter)

Consumer attitudes and behaviors around the environment is shifting

The most genuinely active in 
environmental thought and action

Considers green behavior as a badge of 
honor/status symbol – eager to showcase eco-friendly 
behaviors and purchases  

Pro-environmental attitudes, but focus mostly 
on the “easy” behaviors

Holds pro-environmental attitudes, but lack the 
tools to translate them to behaviors

Skeptical and cynical, but still engages in low-effort 
environmental behaviors

131 
over index on 
regenerative 
agriculture
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