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Top 10 Trends for 2010: Introduction
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Á Over past few years we have seen:

ï rising interest in cheaper and own brand alternatives

ï growing presence of discount retailers 

ï ongoing difficulties in parts of the foodservice sector

Á 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?

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 twelve 
months or so
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Trend # 1: Sense of Simplicity

3

consumer insights



4 consumer insightswww.innovadatabase.com

Use of the word ñSimpleò on the Increase
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Sense of Simplicity: Goodness of Five 

Á Nestlé epitomized the simplistic approach with the launch of Häagen - 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

Á All Häagen -Dazs Five flavors are made with:

ï milk

ï cream

ï sugar

ï eggs

ï 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
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Using the word ñhomemade ò or ñhomestyleò in the promotion of new products is on the rise
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Sense of Simplicity: Homemade

Á Kelloggôs Natureôs Pleasure: ñAll 

ingredients are the kind of things 

youôll find in your kitchen cupboard. 

And, the baking is so simple you 

can do it in your own home,ò the 

company says in its promotion

Á 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.
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Trend # 2: Sustainable 

Gathers Steam
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Sustainable Gathers Steam: Global Sourcing
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Globally, environmental concern is high, particularly for air and water pollution.

Extremely or very concerned about: 

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

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

Bakery & Cereals, Confectionery, Snacks
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ñSustainableò Claims, All Categories*

Global- Sustainable Claims 2008 2009 % Change 2008-2009

Eco-Friendly 162 350 +116%

Recyclable 923 1772 +92%

Fairtrade 567 932 +64%

Carbon Footprint/Neutral 40 34 stable

Europe ïSustainable Claims 2008 2009 % Change 2008-2009

Recyclable 329 717 +118%

Eco-Friendly 93 198 +108%

Fairtrade 376 596 +59%

Carbon Footprint/Neutral 37 23 stable

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

Á Increasingly well - informed consumers are looking for locally - sourced , 
more sustainable and fairly - traded products
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Sustainable Gathers Steam: Fairtrade Commitments 

Á 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:

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

ï Cadbury has calculated the carbon footprint for milk chocolate and discovered 
that milk contributes to just over 60% of emissions. As a result: ñPurple Goes 
Greenò ïa part of Cadburyôs environmental initiative. 
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Private Label Launches with Ethical Claims 

Increasing



16 consumer insightswww.innovadatabase.com

Á Dutch retail giant Albert Heijn recently launched a range of products 
under the ñpuur en eerlijkò (pure and honest) brand, as private label goes 
fairtrade.

Sustainable Gathers Steam: Private Label Goes 

Green
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Trend # 3: Continuing 

to Cook at Home
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Continuing To Cook At Home: ñStaying In Is The New 
Going Outò

Á 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.

Á One of the catchphrases of 2009 was ñStaying in is the new going outò.
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
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Chef Inspired

UK: Rick Stein Savoury Oat 
Biscuits with Cornish Sea Salt

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

US: Terra Kettles Kettle 
Cooked Potato Chips in Pesto 
& Smoked Mozzarella Flavor
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Gourmet Dining on the Increase
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Continuing To Cook At Home: Gourmet Dining
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Á Poultry supplier Vestey Foods (Germany): two premium style prepared and 
frozen gourmet poultry meals are introduced: duck and goose. 

Á The companyôs stuffed goose contains an accompanying delicate sauce 
which can be put on the table in just 45 minutes.
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Continuing To Cook At Home: Premium Steaming

Á Eating out less to provide consumers with the option of spoiling themselves 
at home. Some premium solutions for meat in Europe include Maggiôs 
Roast Steaming line, which consists of a steam roast bag and a mix in one 
pack. 
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Trend # 4: Inherent Nutrition
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Inherent Nutrition

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

Á 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.

Á Foods with more traditionally perceived 
benefits, such as fruit and vegetables and 
milk , will be pushed further as inherent health 
benefits are communicated.
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Natural Goodness Claims Growth 

Search string: ñnatural goodnessò ñnaturally goodò 
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Naturally Good Choices

South Africa: Safari Fruit Dainty Cubes. Traditional South 
African fruit dainties supply all the natural goodness of 
sun-dried fruit in a convenient bite sized cube

Canada: Dole Premium Mango Chunks. 
The fruit contains excellent source of 
vitamin C and all its natural goodness
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ñNaturally Richò Claims Growth



29 consumer insightswww.innovadatabase.com

Natural Richness

France: Rustica Mayonnaise a la 
moutarde de Dijon: Mayonnaise with 
Dijon mustard. Naturally rich in vitamin E

Belgium: El Dorado 100% 
Orange Juice. Naturally rich 
in vitamin C. No added sugar

UK: Prestat Choxi Dark Chocolate 
Bar with Stem Ginger. A dark 
chocolate bar which is naturally rich 
in antioxidants, with stem ginger
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Fruit = Natural Energy

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

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
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Trend # 5: Functional Superstars
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Functional Superstars: Softer Claims

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

Á 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)

Á ñProvenò the new buzzword
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Danone ïFresh Cheese & Bone Growth Approved

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

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


