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Consumer trends
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2009 Eating Trends

ÂNutritional scoring

ÂWhole Grains

ÂAll Natural

ÂComfort foods

ÉPeanut butter folded in 
brownies

ÉApple Pie

ÉShortbread desserts

Source: www.NJ.com (jan 06,09)
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2009 Eating Trends

ÂPortion -controlled 
product launches
ÉPortion -controlled 

increased 500% 

2005 -2008 (Mintel)

ÉSmaller portions =

fewer calories

ÂValue trumps price
ÉñThis harkens back to 
why you build a brandéò 
(brandweek.com, Study: Value 
Trumps Price Among Shoppers, Feb. 
28, 2009)

ÉConsumers want to 
save, but without 
sacrificing quality
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Dessert & Snacking Trends

ÂMini indulgence

ÂBite -size desserts ranked #2 
NRA Hot Chefôs Survey

ÅSmall is the new big.... IDDBA

ÂSmaller portions

ÅThe cupcake craze was a symptom of 

a larger desire for individualized 

dessertséCNET.com Trend Watch
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Dessert Trends

ÂConsumer preferences, 
attitudes on dessert 
(Technomic Inc., 2007)

É Traditional desserts 
consumed most often

É Innovative option 
(e.g., known favorites 
with a twist

É Consumers interested in 
toppings on cakes, 
cookies and pies

ÂConsumers seek options for 
fresh baked desserts 
(NPD Snacking Opportunities, 
2007)

É No mess

É Ready in < one minute
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Buzzwords

ÂLook -at -me desserts

ÂEthical buying

ÂLocally sourced 
ingredients

ÂBattle for breakfast

ÂSuperfruits

ÂFusion flavors

ÂHealthful 
indulgence/health halo

Source: IDDBA, Chicago Tribune, Foodnavigatorusa.org
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Buzzwords (cont.)

ÂRetro

ÂNatural

ÂSatiety

ÂGreen

ÂSustainability
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Sustainability

ÂSustainability

ÉNot a purchase motivator

ÉA blatant disregard may 
be turn off

Â1600 people 
interviewed

É88% identified w/term

É50% couldnôt define it

ÂPackaging preference

ÉRecyclability

ÉBiodegradability

ÉMinimal packaging

Source: Brandweek.com; Recyclable Packaging Ranks Highest with 

Consumers, by Becky Ebenkamp, Feb.24, 09
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Importance Of Cleaner Labels

ÂNatural trend:  more claims of ñno artificial 
colors, flavors or preservativesò

ÂClaim used as a selling point 
É Boldly displayed on the front of the packaging 

É Previously displayed on the back of the product

Projected increase 

over 2007: +35%

June -

Bakery Categories ïDate: 

Juneô07-Juneô08
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How do consumers interpret natural?

Â Authentic

Â Hand -Crafted

Â Artisan

Â Retro

Â Old - fashioned

Â Original

Â Traditional

Â Ancient

Â Nostalgia

Source: Innova Marketing
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Flavor Trends

ÂFusion flavors

ÉBlueberry açai

ÉPeach ginger

ÂTraditional with a twist

ÉVanilla and honey

ÉWhite chocolate and cranberry

ÉApple pieces in caramel -based filling
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Flavor Trends

ÂRegional flavors

ÉApples

ÉCaramel vs. Dulce de leche

ÂSeasonal/limited edition

ÉCountry peach

ÉStrawberry shortcake

ÉCaramel apple cream 
cheese pie

ÂFlavor variations

ÉMelted butter vs. browned 
butter profile

Marie Callendarôs limited edition pie 
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+

Health & Wellness
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Health & Wellness

ÂMore whole grains

ÂMore fiber

ÂPre- & Probiotics

ÂReduced calories

ÂZero trans/reduced saturates

ÂLower sodium

ÂLower sugar

Âantioxidants
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Fiber

ÂFrost & Sullivan predict that fiber market will 
more than double by 2011 in the United 
States

ÂDietary fiber 

ÉWheat, oat, potato, pea, apple, sugarcane fiber

ÉResistant starch

ÉCellulose

ÉDehydrated Nopal cactus

ÂProduct developers look at

ÉTotal dietary fiber

É Insoluble to soluble fiber ratios



5/5/2009

18

Superfruits

ÂHigh antioxidant value

ÂOften added as fruit 
fusions to avoid:

ÉColor bleed

ÉLoss of piece identity

ÉSourcing issues

ÂCan be added as puree, 
pulp, powder or flavor

Photo courtesy of U.S. 

Highbush Blueberry Council 
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Sugar is back en vogue

ÂñSugar was the old devil, and high-fructose 
corn syrup is the new devil.ò 
(Marcia Mogelonsky, senior analyst, Mintel)

ÉMost scientists do not share this perception

ÉBoth equally bad in excess

ÉFDA considers both sugar and HFCS natural

ÂHFCS outpaced sugar for several decades. 
Consumption of sugar and HFCS equal in 
2003. Trend reversed recently:

ÉSugar 44 lb. per capita consumption vs. 40 lb. of 
HFCS in 2007 (USDA)

Source: ñSugar is Back on Food Labels, This Time as a Selling Point,ò The 

New York Times, March 21, 2009
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Sugar is back en vogue

ÂSugar vs. HFCS

ÉPrice

ÉTaste

ÉEase of use

ÉObesity/health - related issues

ÉGovôt intervention/subsidies

ÉProcessing

ÂPerception that sugar is ñretroò

ÂñFor consumers, their perception is reality.ò 
(Jim Sieple, sr. V.P., Log Cabin syrup)

Source: ñSugar is Back on Food Labels, This Time as a Selling Point,ò The New York Times, March 21, 2009
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Market Data
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