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Still Going Strong!

Á Levels of new product activity are continuing to hold up 

well in the face of the difficult global financial situation, with 

the number of launches in the first 10 months of 2009 

ahead of the total achieved in the same period of 2008, 

according to the Innova Database.  

Á Product launch numbers recorded in the Innova Database 

between June 08-June 09 were up 7.3% on the previous 

12 months, despite the downturn. In general, companies 

and markets are bouncing back in 2009 after reaching 

product launch number lows in the last quarter of 2008.

Á Looking forward to 2010, some key trends and 

developments are emerging that are likely to have a 

profound effect on the market over the next 12 months or 

so and Innova Market Insights has identified its top ten 

new product trends for the coming year. This presentation 

is a brief highlight of what Innova Market Insights has 

identified as key drivers for new product activity in 2010.
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Trend #1 ïSense of Simplicity

Top markets for ñnaturalò positioned 

products (global Sep 08-Sep 09).

Á The downturn is making people nostalgic for 

simpler times, and simpler foods. The interest in 

ñback to basicsò has driven interest in natural and 

clean-label foods.  More natural ingredients, 

including natural sweeteners extracted from 

source such as apple, agave and maple syrup, 

are on the rise, and EU approval of the high-

intensity natural sweetener stevia also looks 

close.  

Á The natural trend has been particularly evident in 

beverages, with the Innova Database recording 

that over 13% of global soft drinks launches in the 

first 9 months of 2009 period were positioned on a 

ónaturalô platform, equivalent to nearly 1,000 

products. While activity is dominated by bottled 

water and fruit drinks, both of which have the 

benefit of an inherently natural image, perhaps of 

most interest is the rising level of interest in 

natural carbonates, which is moving away from 

more specialist products and into the realms of 

the brand leaders.
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Trend # 1 ïSense of Simplicity
Á Nestle epitomized the simplistic approach with the launch of 

Haagen-Dazs Five earlier this year. Each unadulterated flavor 

of the super-premium product is focused on the simplicity and 

goodness of five simple, all-natural ingredients.

Á All Häagen-Dazs Five flavors are made with milk, cream, 

sugar, eggs and one of the following ingredients to create 

these seven single-note flavors:

Á Brown Sugar

Á Coffee

Á Ginger

Á Milk Chocolate

Á Mint

Á Passion Fruit

Á Vanilla Bean
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Steam
Á Increasingly well-informed consumers are looking for locally-sourced, more sustainable and fairly-

traded products.  While the organic trend has flattened in the downturn, fairtrade new product activity is 

continuing to rise, with major confectionery companies such as Cadbury and Mars making fairtrade 

commitments; the notion of carbon footprinting also looks set for a move into the mainstream.

Á Fairtrade has gone from strength to strength. There was a 73% increase in global product launches 

tracked by the Innova Database from 2007 to 2008 and product launch numbers for 2009 up to and 

including August, had already eclipsed product launch numbers for the whole of 2008. Chocolate 

(26%), Coffee (26%), Tea (20%), Cereal & Energy Bars (3%), Iced Tea (3%) and Juice & Juice Drinks 

(3%) are the most populated market categories for fairtrade products. 
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Á Dutch retail giant Albert Heijn recently launched a range 

of products under the ñpuur and eerlijkò (pure and 

honest) brand, as private label goes fairtrade.

Á Unilever are investigating the development of an ice 

cream that could be supplied ambient to consumers, 

and then frozen at home before consumption. It comes 

in a bid to cut down on carbon emissions from keeping 

products frozen during transportation and storage and 

has great potential for countries with hot climates. 

Italian company Ferrero already has liquid ambient ice 

cream products on the market in Italy under the Gran 

Soleil brand.

Á Carbon footprint labeling is set to go up a gear with 

Tesco launching carbon labeled milk in-store in the UK. 

By the end of 2009 Tesco intends to have 500 products 

with a carbon footprint label. 


