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Outline  - New Product Pacesetters in Context

1
ÅThe economic challenge continues = economic sobriety

2
ÅPeople have learned to adapt = smart & savvy shopper

3
ÅPeople want to rely on their trusted brands, new product 

innovation should leverage the trusted status of brands

4
ÅWhat shoppers are looking for in new products: New 

Product Pacesetters



Basic 
Needs

Personal
Aspirations

Source: FMI Economic Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n = 1340

1. The Economic Challenges are Continuing = 

Economic Sobriety

Providing for myself and/or 
my family

Having close friends and 
family

Owning my home

Providing for my retirement

Having a job/career that I like

Getting education or training 
to prepare me for my desired 

career

Being rich

The New American Dream - Not as Aspirational as It Has Been
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Shoppers Believe the Costs of Daily Living 

Will Drive Further ñConservatismò

Source: FMI Economic Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n = 1340 4



Shoppers Have Learned to Cope, But Are Not 

Optimistic

ñI just took a trip and came back to no jobò

ñEverything we do is at home now as a familyò

ñIôm cooking at home and bringing lunch to work nowò

ñI donôt know if Iôm going to have a job tomorrowò

ñUnemployment is worsening, so 2010 wonôt be any 

betterò

2009 was a 

difficult  

year

épeople 

changed 

their rituals

and are not 

optimistic 

of the 

future
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Shopper Speaks Video ïEconomic Sobriety



2. People Have Learned to Adapt = 

Smart & Savvy Shopper

Source: FMI Economic Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n = 1340 

50% 73%
Beginning of 2009 End of 2009

55 % of shoppers are shopping at TEN or more retailers

% of shoppers using a list

And not for just trip missions, but for trip routes!

Shoppers are using lists
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Marketing Influence
% of Shoppers

Shoppers are Using Lots of Tools to Save

Source: FMI Economic Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n = 1340

2009 2010

Coupons from home 55% 65%
Newspaper circulars from home 47% 55%
Requested by a household member 39% 44%

Item Price 83% 86%

Product Label/Packaging 19% 25%

In-store flyers 48% 55%

Signs or displays in the store 41% 49%

Shopper loyalty card discounts 40% 48%

At 
Home

On 
Package

In 
Store
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Shoppers Continuing with their Lackluster 

Purchasing of New Products

Source: SymphonyIRI Consumer Network Panel

Number of unique new products purchased in FDMx, 2009
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Shoppers are Using New Strategies for 

Essentials

ÅñWe donôt splurge because of the economyò

ÅñBefore it was impulse, today itôs about whatôs on saleò

ÅñMy pantry is full now because Iôm cooking at home 

moreò

ÅñIf itôs not on the list Iôm not going to buy itò

ÅñIôm a smarter shopper with coupons and comparing 

pricesò

ÅI buy a lot of what I need at onceébut only what I 

needò

Strategic 

shopping

Focus on 

essentials
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Shopper Speaks Video ïNew Path to Purchase



Value and Trust Are Most Important Brand 

Importance. New Features Not As Important
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Attribute Importance for Brands
% of Shoppers (top 2 box)

Always a good value 86%

Brand I trust 81%

Regularly on sale 78%

Coupons are frequently available 68%

Proud to have on hand 41%

Environmentally friendly 35%

Introduces new features 27%

Website offers suggestions on uses, 
recipes, etc. 

18%

Source:  SymphonyIRI Retailer Brand Loyalty Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n =1275 



55% of American Continue to Purchase 

Trusted Brands

I have a brand(s) 
in each category that

I am loyal to

I tend to buy items 
that give me the 
best value for 

the money

For most grocery 
items, I always 
get the same 

brand(s)

I have a few categories
in which I always purchase 

the  same brands 

I tend to buy the
lowest priced 

items
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Source:  SymphonyIRI Retailer Brand Loyalty Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n =1275 



3. Brands Have A Unique Position In The Next 

Era of New Products

ñò
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brand �±Store Brands

Source: SymphonyIRI Economic Purchase Behavior Longitudinal DatabaseÊ, SymphonyIRI InfoScanÈ Reviews 52 weeks ending 12/28/2009

99% of American households made store brand purchases 

last year
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