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Top 10 Trends for 2010: Introduction

Over past few years we have seen:
I rising interest in cheaper and own brand alternatives
I growing presence of discount retailers
I ongoing difficulties in parts of the foodservice sector

Are there any signs that this is starting to reverse in the face of optimism
In some quarters, or that this optimism is reflected in rising consumer
confidence that may allow expenditure controls to start to be relaxed?

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 twelve
months or so
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Trend # 1. Sense of Simplicity




of the word ASIi mpl eo

Global Product Launches with the word "Simple" (2007-2009)
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Sense of Simplicity: Goodness of Five

A

Nestlé epitomized the simplistic approach with the launch of Haagen -Dazs
Five earlier in 2009. Each unadulterated flavor of the super -premium
product is focused on the simplicity and goodness of five simple, all -natural
ingredients

All Hdagen -Dazs Five flavors are made with:
I milk

i
| cream
I sugar
1
1

eggs
one of the following ingredients: Brown Sugar, Coffee,
Ginger, Milk Chocolate, Mint, Passion Fruit and Vanilla Bean
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Sense of Simplicity: Homemade

Global Homestyle or Homemade Product Launches {2006-2009)
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Using the word Ahomemade o0 or fAhomestyleod in the pro
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Kel |l oggbs Nat &l ed s
ingredients are the kind of things
youol!l find in your kitchen
And, the baking is so simple you

candoitinyour own home, 0 t he

company says in its promotion

More and more products are
featuring windows in their
packaging so the consumer can
see that the product actually looks
like it does on the front of the
packaging, adding to the natural
perception.

RASPBERRY & CHERRY
Nature now comes in DeLIcIovs! | Germany

UK
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Trend # 2: Sustainable
Gathers Steam




Sustainable Gathers Steam: Global Sourcing

Globally, environmental concern is high, particularly for air and water pollution.
Extremely or very concerned about:

Globalwarming

Packaging that cannot he recylced

Energy Consumption

Air Pollution 79%

Water Pollution / unsafe drinking

81%
water

0% 20% 40% 60% 80% 100%
M Series1

Source: 2008 HealthFocus International Global Trend Study tastet rend
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Global Product Launches with Sustainability Claims

Global Product Launches with "Sustainability™ Claims {2005-2009), Bakery & Cereals, Confectionery, Snacks; Excludes Fair-trade

r

Bakery & Cereals, Confectionery, Snacks; Excludes Fair-trade
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Global Product Launches with Fairtrade Claims

Global Product Launches Tracked with Fairtrade Claims {2005-2009), Bakery & Cereals, Confectionery, Snacks

+

Bakery & Cereals, Confectionery, Snacks
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NnSustainabl eo CIl ai ms, Al | C alt

Global- Sustainable Claims 2008 2009 % Change 2008-2009

Eco-Friendly +116%
Recyclable 923 1772 +92%
Fairtrade 567 932 +64%
Carbon Footprint/Neutral 40 34 stable
Recyclable +118%
Eco-Friendly 93 198 +108%
Fairtrade 376 596 +59%
Carbon Footprint/Neutral 37 23 stable

*Products may have more than one Asustainabled claim
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Sustainable Gathers Steam

Increasingly well -informed consumers are looking for locally -sourced
more sustainable and fairly -traded products

M RL (CABERNET,
ED WINE _
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Sustainable Gathers Steam: Fairtrade Commitments

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 Nestlé making fairtrade commitments:

Nestle UK: Kit Kat will be certified Fairtrade in the UK and Ireland in 2010

Cadbury has calculated the carbon footprint for milk chocolate and discovered
that milk contributes to Just

Greeina part

over 60% of emi
of Cadburyds environment al I ni ti@a
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Private Label Launches with Ethical Claims
Increasing

-

Global Private Label Launches with Ethical Claims (2007-2009)

i
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Sustainable Gathers Steam: Private Label Goes
Green

Dutch retail giant  Albert Heijn recently launched a range of products
under the Apuur en eerlijko (pure and hohn
fairtrade.

\ _N \éf“_‘f_—-‘» —=

fairtrade
pure chocolade
mintvulling

tastedtrend

16 www.innovadatabase.com



tastestrend

consumer insights

Trend # 3: Continuing
to Cook at Home




Continuing To Cook At Home: i St ayi ng | n
Goi ng Outo

Grocery retailing is one of the few sectors smiling in the downturn and
enjoying a boom in both budget and high -end products, while the mid -
sector is squeezed.

One of the catchphrases of 2009 was AStaying in is the .new
Foodservice will continue to struggle for some time as consumers continue
to rediscover their cooking and entertaining skills.
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Chef Inspired Dishes on the Increase

Ready Meal Product Launches with the word "Chef” (2007-2009)

+
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Chef Inspired

Japan: H&H Tiramisu Twist Cookies.
Fashioned in a homemade style by a superb
chef. Enjoy with tea or moments of relaxation

Fashi

US: Terra Kettles Kettle UK: Rick Stein Savoury Oat
Cooked Potato Chips in Pesto Biscuits with Cornish Sea Salt

& Smoked Mozzarella Flavor taStetrend
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Gourmet Dining on the Increase

Global Ready Meal Launches with Indulgent-Premium Claim (2007-2009)

+
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Continuing To Cook At Home: Gourmet Dining

Poultry supplier Vestey Foods (Germany): two premium style prepared and
frozen gourmet poultry meals are introduced: duck and goose.

The companyods stuffed goose contains an
which can be put on the table in just 45 minutes.

GESCHMORTE
GANSEKEULE

mit Apfelrotkohl und
Kartoffelknoédel

FEaE

R T
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Continuing To Cook At Home: Premium Steaming

Eating out less to provide consumers with the option of spoiling themselves

at home. Some premium solutions for meat I n Europe inc
Roast Steaming line, which consists of a steam roast bag and a mix in one
pack.
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Trend # 4: Inherent Nutrition




Inherent Nutrition

25

It is a tough time to be in the functional foods
business.

Not only are strict European Food Safety
Authority (EFSA) policies demanding new
dossiers on scientific support for well -
established ingredients such as probiotics in the
European Union, but consumers are also
becoming increasingly sceptical of foods that
fail to provide an immediate benefit.

Foods with more traditionally perceived

benefits, such as fruit and vegetables and
milk , will be pushed further as inherent health
benefits are communicated.

www.innovadatabase.com
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Natural Goodness Claims Growth

Global Product Launches With Natural Goodness Claims 01/07-12/09

& & +

Event Date

Search string: Anatur al goodnesso fAnaturally goodo
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Naturally Good Choices

m'\i AR‘ “HOICE GRADE |

FRUIT DA

Canada: Dole Premium Mango Chunks. South Africa: Safari Fruit Dainty Cubes. Traditional South
The fruit contains excellent source of African fruit dainties supply all the natural goodness of
vitamin C and all its natural goodness sun-dried fruit in a convenient bite sized cube

tastedtrend
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ANaturally Richo CI

Global Product Launches With "Naturally Rich” Claims 01/07-12/09
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Natural Richness

Orange

NATURALLY RICH
IN ANTIOXIDANTS

UK: Prestat Choxi Dark Chocolate France: Rustica Mayonnaise a la
Bar with Stem Ginger. A dark _ moutarde de Dijon: Mayonnaise with
. chocolate bar which is naturally rich Dijon mustard. Naturally rich in vitamin E
Belgium: El Dorado 100% in antioxidants, with stem ginger

Orange Juice. Naturally rich

in vitamin C. No added sugar taStetrend
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Fruit = Natural Energy

'-*
)

organic. &

UK: Ella's Kitchen Organic Snacks The Crumbly One
Pack 'O' Snacks. Five packs of nutritious fruit snacks
for kids, with a dry mix of organic figs, dates, cherries,
coconut chips, and a pinch of rice flour. 100% fruit. A
simple, natural way to boost kids' energy levels

tastertrend

Germany: Schneekoppe Cranberry Kirsche
Fructhschnitte: Fruit Bar with Cranberry and Cherry.
Contains dextrose, vitamin B, and magnesium
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Functional Superstars: Softer Claims

A The relatively few health ingredients lucky
enough to have survived
rulings will move to the fore in functional
foods, as others will be forced, for the
moment, to rely on softer claims.

There will be some winners to emerge from

the European health claims wasteland. It is
difficult to know who will be the next major
casualty/winner, but plant stanols are one
ingredient to benefit from the stamp of

approval thus far.
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Danone Activia (France)

PUBLI-COMMUNIQUE

AProveno the new buzz

Une différence
scientifiquement prouvée !

Ala différence d'un yaourt. Activia
contieat du Bifidus ActRegulans,
un ferment unique breveté par Da-

LAIT FERMENTE 2 e
AU BIFIDUS ey -
ACTIF SUCRE, S
AROMATISE.

ennerecii®e
EETmentation variée et équi-
O\ £ librée et d'un mode r‘n vie sain,
A‘,(\ & Activia vous aide & réguler votre
A0 Te PRO transit lent dés 15 jours. Plus de
20 études ont déja contribué 2
démontrer Fefficacité d'Activia sur I2 transit®. Une étde cli- | §
nique réalisée en France en 2002 sur des femmes, a montre une §
réduction significative de 1a durée de transit® chez les femmes & | <
transit lent ayant consomme Activia comparativement a celles ayant | £
consommé un yaourt. ¥

Vous aussi, faites I'expérience ACTIVIA !

Activia est différent d'un yaourt. Il aide 2 réguler le transit® dés 15 jours dans le cadre d'une r/?[
akmentaSon variée et équilbrée. En ce moment, si vous n'étes pas convaincu, Activia vous D\FFE‘ENCE P:Ao}\l? ",

rembourse 15 jours de consomrmation*™”, SURVOT“T
Retrouvez davantage d'informations -

sur www.activia.fr
et sur www.doctissimo.fr

Pour en savoir plus,
rendez-vous sur

AICONSERVERIAT 6 (IR WwWw.f tuelle.fr
femmeactuelie.!

AICONSOMMERY)

ET LEGUMES PAR JOUR . WWW.MANGERBOUGER.FR

tastertrend
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Danone 1 Fresh Cheese & Bone Growth Approved

34

Portugal, Relaunch, Jan 2010: Enriched
with calcium + vitamin D formula. Helps
the growth of strong bones. Low fat

Claim Approved: Fresh Cheese
& Bone Growth Approved

www.innovadatabase.com

Claim Approved: Low fat fermented milk product
(Danacol®) enriched with plant sterols/stanols and
lowering/reducing blood cholesterol and reduced
risk of (coronary) heart disease
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