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EXECUTIVE SUMMARY
Price increases at the shelf may slow next year as a 
majority of consumer packaged goods manufacturers 
and retailers believe price points are “more 
important” in today’s marketplace and fewer than 
40% of product makers say they plan to increase 
their list price in the first half of 2023, according to 
“Advantage Sales Outlook | October 2022,” based on 
a survey of Advantage Sales clients and customers. 
One-fourth of manufacturers plan no price increases 
and 37% are unsure if they’ll take a first-half price 
hike.

When list price bump-ups occur, a majority of retailers 
(62%) say they are passing most of the increase to 
the shelf, but still compressing their margins. Very 
few (5%) say they’re raising retails higher than the 
increase to enhance their margins.

Among the report’s other key findings:

• Manufacturers’ most-cited strategies for 
navigating inflationary costs in the first half of 
2023 are investing in supply-chain efficiencies 
and enforcing existing payment terms.

METHODOLOGY

“Advantage Sales Outlook | 
October 2022” is based on 
responses by 71 consumer 
packaged goods manufacturers 
representing 67 brands and 43 
retailers representing 34 retail 
operators conducted August 18 
through September 2, 2022. The 
surveys and insights are products 
of SMARTeam, Advantage Sales’ 
consumer goods research agency.
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• During the past six months, six in 10 surveyed 
manufacturers have decreased their trade spending. 
Eight in 10 are planning to reduce trade marketing funds 
to some degree in the first half of 2023 and seven in 10 
will cut other marketing spending.

• To meet the needs of price-conscious consumers, 
retailers are focusing primarily on price points; they 
report planning to expand private-brand assortments, 
increase promotional offerings and consider longer-
term price reductions. Manufacturers’ top strategy is 
marketing their products as trusted, high-quality brands.

• Nearly nine in 10 retailers say their assortments will 
include more private brands over the next 12 months. 
To compete, manufacturers say they’ll lean into product 
innovation, marketing and new packaging architecture.

• If deflation occurs, most manufacturers will invest in their 
brands through marketing; half expect to drop savings 
to the bottom line to improve their P&Ls. Most retailers, 
though, would consider lowering their everyday price 
and increasing promotions.

• Despite continued investments and opportunities in 
digital commerce, manufacturers and retailers expect 
most of their growth to come from brick-and-mortar sales.
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PRODUCT PRICING STRATEGIES
Manufacturers’ Expectations for Price Increases  
in First Half of 2023

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods 
manufacturers and retailers. May not add up 100% due to rounding.

Have not implemented price 
increases since COVID began

Implementing first or second increase 
 

Implementing third increase

Implementing fourth increase
Implementing fifth or more increase 

Implementing no additional price 
increases  

Undecided   

38%
Implementing

Increase

1%

1%

13%

18%

24%

37%

6%

Retailers’ Everyday Price Increases

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods 
manufacturers and retailers. 

33%

5%

62%
Passing most of manufacturers’ 
price increase on to shoppers, 
but still compressing margin

Passing more than manufacturers’ 
price increase onto shoppers to 
enhance margin

Not using as a tool to enhance 
margins

Increasing everyday price on 
my own to enhance margin >1%

After months and months of pandemic- and inflation-driven price increases, 
price hikes are likely to slow in the first half of 2023 as fewer than 40% of 
product makers say they’ll increase their list prices in the first six months and a 
full one-fourth plan no additional increases. Still, nearly four in 10 are unsure if 
they’ll take price in the first half.

As list price increases come their way, more than six in 10 retailers are passing 
most of them to the shelf as they compress their margins. Very few (5%) are 
raising retails higher than list price increase to enhance their margins.
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Manufacturers’ Strategies for Addressing Consumers’  
Price Sensitivity 
(Next 6 to 12 months)

Will do  
a lot

Will do  
a little

Won’t do 
at all N/A

Market products as 
trusted brand/ 
high-quality

67% 28% 4% 0%

Market products as 
affordable indulgences 18% 43% 37% 1%

Increase  
promotions 13% 48% 39% 0%

Market our products 
as less expensive 
alternatives

13% 31% 55% 0%

Make an acquisition 4% 22% 69% 4%

Introduce products at a 
lower everyday price 3% 30% 67% 0%

Manufacture more 
private brand 3% 16% 81% 0%

Lower our  
everyday price 3% 9% 88% 0%

100%

Importance of Price Points in Today’s Marketplace

Much more important

Somewhat more important

Neither more/less important

Somewhat less important

Much less important

Manufacturers Retailers

21%
36%

45% 33%

9%

1%

21%

24%
10%

0%

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods 
manufacturers and retailers.

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods 
manufacturers and retailers. May not add up 100% due to rounding.

With consumers’ price sensitivity in overdrive, two-thirds of manufacturers 
and retailers believe price points, such as $1.99, are more or much more 
important now. Retailers appear to be more sensitive to shoppers’ reaction to 
shelf prices, as 36% say price points are “much more” important, compared 
to 21% of manufacturers who feel the same.

Manufacturers and retailers are addressing shoppers’ heightened price 
sensitivity in their own ways. Nearly all manufacturers (95%) plan to market 
their products as trusted, high-quality brands in the next six to 12 months — 
with most of those saying they will use this tactic “a lot.” Just over 60% will 
position their products as affordable indulgences; the same percentage will 
increase promotions.
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Retailers’ Plans for Private Brand vs. Branded Product Price 
Differential
(Next 6 months)

Acting on shoppers’ budget concerns, three-fourths of retailers consider 
increasing the availability of their private-brand items a top strategy. What’s 
more, four in 10 retailers say they plan to increase the retail price difference 
between branded products and their lower-priced store brands, though fewer 
than one-fifth are contemplating lowering the shelf price of their own brands.

Other top strategies among retailers include offering more promotions 
(60% may implement in the next six months) and longer-term temporary price 
reductions (50% of retailers are considering this). Nearly half are pondering an 
increase in the number of displays featuring lower-priced products.

Increase promotions

Increase availability/distribution of private-brand products

75%

60%

Increase use of longer-term temporary price reductions

50%

More displays of lower-price-point products

48%

48%
Lower private-brand prices

18%

Lower everyday price of key national brands 

10%

Reduce premium bands in favor of less-expensive brands 

8%

Priority shelf placement for lower-price-point products

3%

Retailers’ Strategies for Addressing Consumers’ Price Sensitivity
(Next 6 months, respondents selected Top 3 strategies)

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged 
goods manufacturers and retailers.

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods 
manufacturers and retailers. 

40%
Widening

34%
No action

26%
Narrowing

Four in 10 retailers say they 
plan to increase the retail price 
difference between branded 
products and their lower-priced 
store brands. 
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ADDRESSING INFLATION,  
LOOKING FORWARD TO DEFLATION

Manufacturers’ Trade Marketing 
Spending Reductions 
(Respondents who have reduced spending 
in past 6 months)

Manufacturers’ Plans for Trade 
Marketing Spending Increases
(Calendar year)

As inflation impacts the cost of doing business and consumers’ shopping behavior, 
manufacturers and retailers are taking action to retain once-loyal customers and 
attract new ones, while reducing costs and protecting margin.

Among the most popular strategies manufacturers are planning as they address 
cost increases and profit decreases in the next six months are investing in 
supply-chain efficiencies (85% will do; nearly half will do “a lot”) and enforcing 
existing payment terms (85% will do this; 43% “a lot”). A large majority also plan to 
reduce trade marketing funds (79% will cut to some degree) and other marketing 
spending (73% will reduce).

The planned reductions in trade funds follow cuts already made by 63% of 
manufacturers during the past six months. One-fifth of these manufacturers say 
they’ve reduced their trade spending by more than 10% this year. Trade budgets 
are likely to remain tight, as a full two-thirds of product makers have no plans to 
increase their spending.

Will do  
a lot

Will do  
a little

Won’t do 
at all

Investments in supply-chain 
efficiency 46% 39% 13%

Enforcing existing payment 
terms 43% 42% 15%

New, modified, enforced  
bracket pricing 33% 18% 49%

Reduce non-trade marketing 
spending 21% 52% 27%

Reduce in trade marketing 
spending 19% 60% 21%

Reduce SKUs 19% 57% 24%

Packaging change 19% 55% 25%

Launching new items to hit 
preferred prices 12% 46% 40%

Formula change 9% 43% 48%

Reduce product innovation/ 
new item launches 7% 34% 57%

Close/consolidate offices 1% 25% 73%

Reduce headcount 1% 34% 63%

Manufacturers’ Strategies for Addressing Cost Increases and 
Profit Decreases 
(First 6 months of 2023; other than list price increases)

100%

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods 
manufacturers and retailers. 

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods 
manufacturers and retailers. May not add up 100% due to rounding and 1% of respondents 
answering N/A for some strategies. 

Haven’t reduced

Reduced less than 11%

Reduced 11%-20%
Reduced more than 20%

37%

15%

42%

6%

Fourth quarter 2022

First half 2023
Second half 2023

No plans at this time

15%

67%

12%
6%
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As deal-seeking shoppers switch where they’re buying 
groceries, the most popular manufacturer strategies 
for addressing this movement are shifting product mix 
(non-food product makers are more likely to consider 
this strategy than food product makers), shifting trade 
marketing funds (again more so among non-food 
manufacturers) and shifting other marketing support.

On the retail side of the inflation equation, if costs 
continue to rise over the next six months, most retailers 
(70%) say they’ll consider increasing the availability 
of their store brands. Nearly six in 10 will consider 
increasing their everyday price and nearly half will look 
to make higher margins on promotions. Monetizing their 
data and digital platforms will be a top strategy for 45% 
of retailers.

Manufacturers’ Strategies for Addressing Consumers’ Channel Shifting
(Over next 6 months; respondents selected all that apply)

Shifting product mix

Shifting trade funds

Shifting marketing support

Shifting inventory

Shifting people resources

Shifting innovation

Not shifting anything

Developing new products
for lower-margin retailers

Food Non-Food

64%37%

24%

24%

24%

34%

10%

15%

27%

45%

36%

18%

18%

18%

14%

5%

Retailers’ Inflation Strategies If Costs Continue to Rise
(Over next 6 months; respondents selected Top 3 strategies)

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods manufacturers and retailers.

Nearly six in 10 retailers 
will consider increasing 
their everyday price if 
costs continue to rise.

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods manufacturers and retailers.

Increase 
private-brand

availability

Increase 
everyday 

price

Require higher 
margins on 
promotions

Monetize data 
and/or digital 

platforms

Share cost 
increases with 

vendor partners 

Reduce 
labor

Require more 
store labor from 
vendor partners

70% 57% 48% 45% 40% 5% 5%
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Looking forward to the end of inflation, manufacturers and retailers differ on actions they’ll take as costs fall. Manufacturers are generally focused 
on the opportunity to reinvest in their brands and businesses and to improve their P&Ls, while retailers are interested in reducing price points and 
giving shoppers a better deal. Just 15% of manufacturers say reducing everyday price will be one of their top strategies, compared to nearly 80% 
of retailers. Similarly, just one-third of manufacturers say increasing trade promotions would be a top post-inflation strategy, compared to nearly 
two-thirds of retailers who would consider increasing promotional activity.

Deflation Strategies
(Respondents selected Top 3 strategies)

1 If costs fall over the next six months. 2 Also includes “Change assortment” response.
Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods manufacturers and retailers. 

Invest in my 
brand through 

marketing

Drop to 
bottom line to 
improve P&L

Further develop 
e-commerce 
capabilities

Increase trade 
promotions

Invest in retailer 
data/digital 
platforms

Other internal 
investments

Invest in 
R&D

Lower everyday 
price

No 
plans

Manufacturers Retailers1

70% 50% 37%

33% 22% 22%

15%16% 6%

Lower 
everyday price

Increase 
promotions

Invest 
in people

Invest in 
technology

Invest 
in stores

Invest in 
e-commerce 

platform

Absorb 
the margin

Invest in 
in-store marketing

Invest in 
e-commerce 
fulfillment2

79% 64% 31%

23% 18% 18%

10%15% 5%
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PRODUCT ASSORTMENT  
AND PRIVATE-BRAND STRATEGIES
As grocery retailers look to increase private-brand SKUs to 
improve their margins and lower shelf prices, nearly nine in 10 
say their assortments will include more store brands in the next 
12 months. Two-thirds will carry more value-branded items; half 
that many will add premium brands into their mix.

Still, despite retailers’ eagerness to expand their 
private-brand assortment, only one-fourth of manufacturers 
who produce store brands say they’ll be increasing their 
store-brand capacity. 

Increasing Similar Decreasing

To address a more competitive landscape, half of branded food manufacturers are 
considering rolling out new products in the next six months. Four in 10 will spend more 
money on non-trade marketing.

About one-fourth of food and non-food product makers are considering closing the price 
gap between their products and their private-brand competition. Nearly the same number 
will more aggressively promote their products with their trade spending.

A much greater percentage of branded non-food manufacturers (41 % vs. 24% of branded 
food manufacturers) say packaging changes will be a top strategy for competing against 
private-brand products.

Manufacturers’ Plans for Private-Brand Capacity
(Compared to last 12 months)

Manufacturers’ Strategies to Address Private-Brand Competition
(Over next 6 months; respondents selected Top 3 strategies)

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods manufacturers and 
retailers.

Food Non-Food
Rolling out new innovation 49% 27%

Increasing non-trade marketing 41% 32%

Closing price gaps 27% 27%

Packaging changes 24% 41%

More aggressively promoting via trade 24% 27%
Starting to produce/producing  

more private brand 15% 9%

Changing promotion strategy to  
longer-term TPRs vs. high/low promotions 15% 5%

Reducing everyday price 5% 5%

Not applicable 12% 27%26% 28%46%

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer 
packaged goods manufacturers and retailers.

Retailers’ Product Assortment Strategies
(Next 12 months) 

Private brands

85% 0%15% 0%
N/A

Value brands

66% 3%28% 3%
N/A

Premium brands

34% 13%48% 5%
N/A

Mainstream brands

21% 13%61% 5%
N/A

Increasing Staying the same Decreasing 
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SUPPLY-CHAIN CHALLENGES AND STRATEGIES
Supply-chain concerns continue to plague most of the consumer 
packaged goods manufacturers surveyed as they expect their 
businesses to be affected “to a great extent” by difficulties around 
raw materials (57% of manufacturers), labor (48%) and transportation 
(39%). About one-third anticipate retailer penalties and challenges 
around packaging and manufacturing capacity to have a very 
negative effect on their businesses over the next six months.

At the same time, nearly nine in 10 retailers are experiencing product 
shortages. Late trucks from manufacturers are the second-most 
cited challenge related to getting items from the distribution center 
to the shelf.

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer 
packaged goods manufacturers and retailers. 

Retailers’ Primary Distribution-Center-to-Store Challenges
(Respondents selected Top 2)

Manufacturers’ Anticipated Supply-Chain Challenges
(How they will affect business, next 6 months)

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods manufacturers 
and retailers. May not add up 100% due to rounding.

Late trucks from 
manufacturers

Warehouse 
labor

Product 
shortages

Store labor Dock 
availability

Trucker/driver 
availability

34% 34% 34%87% 62% 28%

15% 10% >1%

More than 90% of manufacturers 
anticipate retailer penalties to be a 
challenge in the next six months.

Raw materials

Manufacturing labor

Transportation

Retailer penalties

Packaging

Manufacturing capacity

Forecasting

Port/overall congestion

Retail labor

57% 36% 1%6%

48% 48% 1%3%

39% 58% 1%1%

34% 58% 1%

1%

6%

31% 57% 3%9%

31% 39% 28%

1%27% 57% 15%

10%15% 52% 22%

7%13% 58% 21%

Great extent A little   Not at all     N/A
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To improve shelf conditions over the next year, every retailer surveyed plans to put resources into improving in-stock and store 
inventory conditions, with more than 60% saying they will do this “a lot.” Nearly 90% will be working to improve display compliance 
and more than 80% will be making changes to implement planograms faster and improve online order fulfillment. About as many will 
be investing in their distribution-center-to-store supply chain.

Every retailer surveyed plans to put resources into improving 
in-stock and store inventory conditions.

Retailers’ Strategies for Improving Shelf Conditions

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods manufacturers and retailers. May not add up 100% due to rounding.

Improve in-stocks/store inventory

Quicker planogram implementation

Improve online order fulfillment

Investment in supply chain
from distribution center to store to shelf

Improve display compliance

More category reviews

More in-store labor

64% 36%

38% 44% 13% 5%

33% 51% 10% 5%

26% 62% 8%

18% 51% 31%

10% 41% 23%

5%

26%

33% 49% 18%

Will do a lot   Will do a little   Won’t do at all      N/A
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FUTURE-GROWTH DRIVERS
The digital marketplace continues to offer significant 
opportunities for sales and share growth, but manufacturers 
and retailers expect most of their growth to come from 
in-store sales. CPG suppliers anticipate 63% of next year’s 
growth to stem from brick-and-mortar sales and 77% of 
retailers expect the same.

About half of surveyed manufacturers and 60% of retailers 
are looking for growth through a third-party marketplace 
solution. About one-fourth have no plans to implement one.

Anticipated Sources of Sales Growth Over Next Year
(% of anticipated sales growth over the next year, mean scores)

Implementation of Third-Party Marketplace Solutions
(Compared to last 12 months)

As manufacturers and retailers navigate continued 
supply-chain challenges and inflation’s impact on their 
business and shopper behavior, they’re reconsidering 
how much of their increased costs they can pass on to 
price-sensitive consumers and setting in place plans to 
keep once-loyal shoppers from turning to other brands 
and other retailers for relief. 

In-store Online pickup Delivery1 Shipped2

63%

77% 11%

14% 13% 10%

6% 6%

Manufacturers

Retailers

1 Sources directly from store. 2 Sources from various locations.
Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods manufacturers and 
retailers.

Advantage Sales Outlook | October 2022 based on surveys of 114 consumer packaged goods manufacturers and 
retailers. 

Within the next 
3 months

We have 
one today

Within the next 
7-12 months

Withing the next 
4-6 months

No plans at 
this time

In more than 
a year

Manufacturers  Retailers

48%

4%

9%

10%

28%

>1%

58%

3%

6%

3%

25%

6%

Manufacturers and 
retailers expect most  
of their growth to come 
from in-store sales.
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For more survey results and insights, contact  
President, Enterprise Client Solutions Jill Blanchard at Jill.Blanchard@advantagesolutions.net. 

http://advantagesales.net
http://advantagesolutions.net

