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New Products Meet the Challenges of Unprecedented Times 

Marking a historical moment in the 27-year history 
of New Product Pacesetters, this year’s products 
boast a full year in market amid a global public-
health crisis during which consumer behavior was 
anything but predictable. While no manufacturer 
or marketer could have anticipated how the 
COVID-19 pandemic would play out or how it 
will continue to evolve, demand for at-home CPG 
remains strong even as our time away from home 
increased in 2021.

2021’s New Product Pacesetters delivered an 
impressive $6 billion in aggregate Year 1 sales 
across food, beverage and nonfood solutions. 
During the pandemic, people sought out their 
trusted brands and looked to new products to help 
them fight germs, ease the pressures of life and 
celebrate and indulge in pandemic-friendly ways. 
And they continue to do so now as the world learns 
to live with COVID-19.  

U.S. CPG growth in measured channels (MULO 
and convenience) grew 2.6% in 2021, over 2020’s 
accelerated COVID-19-related growth of 10.7%. 
Sales growth was largely driven by increased 
pricing from inflation and reduced promotion, 
but still, CPG remains strong and a vital part of 
consumers’ lives.
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Top 10 Food & Beverage 
1. Dr Pepper® & Cream Soda

2. AHA® Sparkling Water

3. Corona® Hard Seltzer

4. High Noon Sun Sips®

5. Oatly®

6. Truly® Iced Tea

7. Michelob ULTRA® Organic Seltzer

8. Impossible™ Burger

9. LIFE CUISINE™

10. Minute Maid® Zero Sugar

Top 10 Nonfood 
1. Microban® 24

2. Voltaren®

3. Swan®

4. Hello Bello®

5. Goli® Nutrition

6. Dawn® Ultra Platinum Powerwash™

7. Tide® Hygienic Clean™

8. Suave® Hand Sanitizer

9. Febreze® LIGHT

10. Wipe Out!™

New Product Pacesetters

Unprecedented Environments
As the COVID-19 pandemic ebbed and flowed 
throughout 2021, retailers and CPGs had to 
respond to unpredictable behavior across 
demographics, as well as inconsistent trends as 
infection rates spiked and fell simultaneously across 
different regions of the country. New products that 
succeeded navigated the COVID-19 pandemic by 
delivering against enduring trends and delivering 
on consumer needs, even as those needs evolved.

COVID-19-inspired trends both helped and 
hindered growth trajectories. In 2021, in-home 
stock-up and pantry loading eased from 2020 levels. 
Yet there was sustained interest in beverages, frozen 
convenience foods, self-care, household goods and 
personal care, all demonstrating relatively consistent 
interest in new products. 

For the most part, consumers returned to 
proactive self-care, convenience and indulgence, 
a noticeable difference from 2020’s focus on 
scratch-cooking, staples and cleaning driven by 
greater levels of quarantine and lockdown in a pre-
vaccination world. 

As represented by the attributes delivered in 
2021’s New Product Pacesetters (NPP), consumer 
values have stayed steadfast despite the pandemic. 
Consumers seek products that deliver indulgence, 
flavor experience, convenience, health and 
wellness attributes, and are sustainable. Younger 
consumer groups continue to explore new 
products more enthusiastically and are willing to 
pay for attributes that are important to them.  

And they’re willing to take a chance, especially 
when introduced to a new product by someone 
they know and trust, or a brand they already value. 

The observations here are derived from NPP 2021 
performance, in a full year of COVID-19. Some 
products reflect unexpected trends that were 
established the year before as we plummeted 
into this new and unpredictable phase, and some 
reflect what are expected to be long-lasting trends 
as the implications of and behaviors established 
throughout the pandemic stick. 

New Product Pacesetters faced challenges of 
production, supply chain and labor issues as CPGs 
and retailers worked to deliver what consumers 
wanted and needed to make it through such a 
challenging time. 

These top 10 food and beverage and nonfood 
New Product Pacesetters represent products and 
brands able to rise to the top despite being up 
against the unknown. 

https://www.iriworldwide.com/en-US
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Seeking Bubbles, Fighting Germs, Doing It All with Ease  

Beverages 
When 2020 locked us in, at-home drinking 
occasions spiked. Even as 2021 set in, work-life 
experiences hadn’t returned to normal, and after-
work happy hour became easier than ever with no 
shoes or co-workers required. People brought the 
party home with products from the beer, wine and 
spirits segments. 

Socializing in backyards, garages and driveways 
happened regardless of climate as consumers 
sought ways to connect and celebrate life’s 
milestones in alternative spaces to restaurants and 
bars. The shift back to on-premise has been slow, 
and new products benefited from that.

New products in both alcohol and non-alcohol 
beverages offered up variety in unique flavors 
and flavor combinations, as well as packaging, 
making drinking and entertaining at home fun 

with exploration across beverage types. In alcohol 
beverages, many cocktails and wines popped up in 
a can, cementing its place as the preferred beverage 
vehicle and addressing consumer needs for new 
social occasions. With consumers used to beer, 
sparkling water and soft drinks in cans, hard seltzers, 
wines and cocktails slid right into the space. 

Several products in beer, wine and 
spirits delivered interesting flavor 
experiences, including No. 3 Corona 
Hard Seltzer, No. 4 High Noon Sun 
Sips and No. 6 Truly Iced Tea, the latter 
bringing the zip of hard seltzer and 
the refresh of iced tea together.  

Hard seltzers and premixed cocktails delivered  
on consumers’ desires to celebrate at home with 
four of the top 10 Pacesetters in this space, with  
No. 7 Michelob ULTRA Organic Seltzer joining  
the products mentioned above. 

Variety packs in hard seltzers made entertaining at 
home more interesting and gave manufacturers a 
way to put new product flavors in front of groups, 
thus informing consumers' future purchasing 
decisions. They also provided consumers with a 
relatively low-risk opportunity to try new flavors. 
Variety packs are a great way for manufacturers 
to encourage trial and for consumers to take a 
chance without the higher price associated with on-
premise offerings. 

This approach to packaging in variety packs is 
a notable evolution in strategy around alcohol 
beverages as the category typically relies on 
individual performance of a flavor and then 
includes it in a variety pack. Leading with variety 
taps into consumers’ willingness to try and explore 
new products – the initial trial is delivered easily 
and to their homes. 

A supporter of Human Rights Campaign, Molson  
Coors backs Vizzy Hard Seltzer with a strong  
inclusivity campaign, featuring an LTO “pride pack”  
and a “Be Vizzible” social campaign to support 
the LGBTQ+ community. Advertising has featured 
transgender entertainers.

https://www.iriworldwide.com/en-US
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Wine found new occasions in 2021, as 19 Crimes 
Snoop Dogg Cali Red earned the No. 14 Pacesetter 
spot with an interactive label and its edgy partnership 
with entertainment icon Snoop Dogg, credited for 
bringing new buyers to wine. 

There were a number of 
innovative products outside  
of the alcohol segment, too.  
Dr Pepper & Cream Soda earned 
the No. 1 food and beverage 
spot, driving renewed interest 
in the carbonated soft drink 
market. Notably, Dr Pepper & 
Cream Soda appeals to a large 
portion of Gen Z eager to explore 
flavor combinations, exactly the 
innovation delivered by this product. 

In fact, sparkling beverages continue to bubble to 
the top of the Pacesetters list, across both alcohol 
and non-alcohol, as six of the top 10 New Product 
Pacesetters deliver refreshing effervescence.  
Next to leader Dr Pepper & Cream Soda,  
Coca-Cola’s AHA Sparkling Water took the No. 2 
Pacesetter spot in food and beverage, and similar  
to beverage alcohol players, leveraged variety 
packs as a strategy across large-format retailers. 

During the time frame of NPP 2021, most people 
still juggled the mix of at-home, out-of-the-home 
work and school. New products in coffee and tea 
helped keep the energy up, with four Pacesetters 
in the top 50, including No. 29 Starbucks Nitro 
Cold Brew, which brings coffeehouse quality 
home; No. 30 ready-to-drink Kitu Super Coffee; 
No. 47 Dunkin’ Iced Coffee in a 48-ounce bottle; 
and No. 50 Tazo ready-to-drink iced tea. 

Also, during 2021, people maintained their efforts 
to stay healthy, giving a boost to good-for-you and 
performance-enhancing beverages. No. 60 Pedialyte 
Sport is a notable Pacesetter as the well-known and 
trusted brand in rehydration for kids extended into 
adult usage in a sport line formulated for athletes. 
Additional Pacesetters with hydration+ benefits 
included Gatorade Bolt24 (No. 38), Powerade Power 
Water (No. 48), and A Shoc Energy (No. 66), which is 
made with electrolytes sourced from ocean minerals 
along with plant-powered caffeine. 

Zero sugar and low sugar are top growth claims 
across categories but were notable among 
healthier beverage options, spanning both drink 
mixes and RTD offerings. Lemonade was a focus 
flavor among these Pacesetters ranging from 
regular and pink lemonade items including No. 10 
Minute Maid Zero Sugar, Bai Lemonade (No. 61) 
and Dole Lemonade (No. 72) made with real lemon 
juice. Drink mixes/enhancers from Juicy Mixes (No. 
16) enabled consumers to “take your favorite drinks 
with you but leave all of the sugar behind,” giving 
consumers control over flavor intensity without the 
guilt and calories. 

Overall, 2021 marked the first time in Pacesetter 
history when such a significant percentage of 
the top 100 Pacesetters are beverages. Nearly 
evenly split at 23% each, alcohol and non-alcohol 
beverages combined represent nearly half of 2021 
New Product Pacesetters. Seven of the top 10 food 
and beverage Pacesetters are beverages.

Treasury Wine Estates’ 
partnership with  
Snoop Dogg 
marks the first 
living legend 
featured on 
a 19 Crimes 
wine, and Cali 
Red is the first 
California blend 
for the brand. 
Cali Red is the 
highest-ranking 
single wine in 
New Product 
Pacesetter 
history.   
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Sanitizers and home cleaning 
Nonfood Pacesetters tell a profound story of what’s 
been critical to consumers during the pandemic: 
fighting germs. Many top nonfood Pacesetters speak 
to home and personal sanitizing from cleaning 
collars to cleaning countertops. While 2020 made 
hand sanitizer as much a staple as toothpaste, that 
fixation has ebbed while other more broadly used 
products like soap, detergent and cleaning supplies 
remain on a growth trajectory. 

Suave, for one, took an established personal care 
brand and pushed into hand sanitizers, the No. 8 
spot. It also opened up a new subcategory around 
hand care with soaps and gels that don’t damage 
hands but provide the effectiveness people 
demand, with No. 49 Suave Essentials Hand Soap. 
Also from Unilever, Dove built on its well-known 
hand and body soap brand to capture No. 64 in 
Dove Hand Sanitizer. 

Notably, just before the pandemic set in, there 
was an emergence of sanitizing products in the 
homecare space. Manufacturers launched new 
products heavily focused on achieving a “deeper 
clean” before they could have even imagined a 
public-health crisis. Strategic or just good timing? 

Set to help people accomplish the professional 
level of clean the pandemic inspired were 
Microban 24 products, earning the No. 1 nonfood 
Pacesetter spot. High-performance products 
have always garnered attention, but the bar has 
been raised and delivering a professional level of 
cleanliness is now an expectation. 

The laundry process expanded with additives 
offering a laundry experience that delivered  
clean, but also a boost in scent, performance  
and sanitization. Simply achieving clean was no 
longer enough. 

For well-established laundry 
brand Tide, earning No. 7 
on the Pacesetters list can 
somewhat be attributed to 
the power of rebranding in a 
sanitizing-focused era: Tide 
Hygienic Clean is new language, 
tapping all things important to 
pandemic times. The product 
and the claims certainly give confidence in the  
level of clean provided. 

Clorox extended its reach into the laundry care 
area with No. 26 Clorox Laundry Sanitizer, which 
"kills 99.9% of bacteria and viruses, including 
COVID-19." 

Laundry, overall, has a strong presence with eight 
2021 Pacesetters, which can be partly attributed 
to the ever-popular athleisure clothing, as well 
as people working from home and thus wearing 
washable clothing. 

Another pre-pandemic innovation that grabbed a 
Pacesetter spot by filling a need likely more than 
innovators could have imagined is No. 6 Dawn 
Platinum Powerwash. Parent company Procter & 
Gamble learned that many consumers prefer to wash 
dishes as they go. But P&G could not have predicted 
the surge in volume of people cooking and eating at 
home – and washing dishes. This new spray delivered 
convenience when consumers needed it most, with a 
promise of “just spray, wipe and rinse.”

Suave Hand 
Sanitizer was a 
quick-response 
product at a 
time of need, 
but its legacy 
might be that it 
sparked a new 
segment of 
hand hygiene 
that cleans and 
nurtures skin. 

https://www.iriworldwide.com/en-US
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Convenience in the kitchen 
Early in the pandemic, people were cooking at 
home — a lot. It’s not surprising that as mobility 
increased somewhat in 2021, the enthusiasm for 
scratch cooking simmered down but the desire to 
serve up healthful and high-quality meals at home 
did not go away entirely. Fatigue set in during the 
second year of the pandemic, so healthy, convenient 
frozen foods were a formidable partner and some 
new products were able to gain notable traction. 

Frozen convenience foods experienced movement 
in 2021, accounting for 19% of New Product 
Pacesetters, albeit nowhere near the rate in 2020, 
when frozen meals, excluding desserts, accounted 
for 44% of Pacesetters. Still, the freezer case 
continues to be a destination for exploration. 

More than 30% of food and beverage Pacesetters 
are focused on the meal-at-home occasion.  
In the top 10, No. 8 
Impossible Burger 
and No. 9 LIFE 
CUISINE delivered 
a convenient way 
for people to still 
eat at home, but 
easily make a healthy 
meal for themselves 
or their families. 
An array of meal 
components make 
an appearance in the 

top 100, including No. 24 Rana Signature Meal Kit, 
No. 25 Birds Eye Bakes, No. 27 Birds Eye Cauliflower 
Wings, No. 49 Perdue Chicken Plus and No. 56 Birds 
Eye Crispy Veggies. A number of these innovations 
delivered against the growing plant-based trend, 
an attribute proven to drive shopper loyalty across a 
number of categories.

Convenience foods returned to the basket through 
meals and ingredients that helped consumers take 
shortcuts on otherwise homecooked meals and 
bolstered the pandemic-inspired at-home breakfast 
trend – now that there is time for breakfast at home. 
Frozen foods in breakfast were particularly strong 
with four Pacesetter launches, including No. 43 
Jimmy Dean Breakfast Burritos, No. 54 JUST Egg 
Folded, No. 71 Birch Benders Toaster Waffles and 
No. 93 Real Good Breakfast Sandwiches. 

Convenience overall prevails in CPG, with 
successful products delivering helpful on-the-go 
containers, premade meal elements, and frozen yet 
indulgent and premium options that explore flavor 
and diverse cuisine. 

In the last two years, convenience as an attribute 
has increased. In 2020 and 2021 Pacesetters, 
a quarter of food and beverage items were 
convenience items, qualified by easy preparation 
with added convenience and/or microwaveable. 
Easy is important, but the attribute of extra 
convenience/ready-to-use or serve/on-the-go 
declined in 2020 since people were home. As 
people are out of the home more often, it’s picking 
up again – on-the-go is back. 

https://www.iriworldwide.com/en-US
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% of Total Count and Total Dollar Sales
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On average, New Product Pacesetters comprise 1% 
of total CPG dollar sales, typically delivering about 
a third of growth year on year. With such a small 
percentage of the overall CPG market delivering 
such a big growth bump, it’s critical to acknowledge 
the contribution new products make each year. 

After a year focused heavily on essential items 
in 2020, 2021 Pacesetters accounted for 44% of 
total store growth, with similar contribution from 
both food and beverage and nonfood innovation. 
Despite manufacturers and retailers having to pivot 
to account for disruptions – supply chain issues, 
store space allocation, unpredictable demand – 
innovation played a critical role. It was expected in 
the marketplace, and consumers responded. 

The size of new product launches was mostly 
in line with recent years, though this year’s 
more limited promotional activity could have 
contributed to higher dollar figures against a 
launch. The median dollar sales of nonfood 
launches in this year’s Pacesetters is $17 million, 
the highest since NPP 2017, with food and 
beverage coming in at $20 million, slightly under 
last year’s NPP and the same as 2019. 

In manufacturer analysis, big companies have 
been impacted by the pandemic as many needed 
to pivot to support consumer essentials. Big 
companies traditionally lead in total dollar sales of 
Pacesetter products – as they do this year with 47% 
of Pacesetter sales. Small companies grew their 
share to 28% of New Product Pacesetter companies 

Sizing Up Manufacturers 

IRI defines company size based on U.S. revenues as:

Big = More than $6B        Medium = $1B to $6B        Small = $100M to $1B        Extra Small = less than $100M

BIG

BIG

MEDIUM

MEDIUM

SMALL

SMALL

X-SMALL

X-SMALL

2017 2018 2019 2020 2021

25% 25%
16% 16%

33% 33%

20% 20%

31% 31%

23% 23% 21% 21%

28% 27%19% 19%

33% 33%
30% 30% 24% 24%

22% 22%

33% 33% 29% 29%

24% 24% 22% 22% 25% 25% 22% 22% 22% 22%

46% 49% 55% 50% 47%

30% 26%
20% 28%

27%

17%
12%

6%
13% 11%

6% 13%
20% 9% 15%

in 2021, and represent 15% of Pacesetter dollar 
sales, an increase from the previous year. During 
2020 and 2021 – pandemic era – small and extra-
small companies seemed to produce more 
successful new products and combined, gained 
share. 

SHARE OF PACESETTER MANUFACTURERS BY COMPANY SIZE

SHARE OF PACESETTER $ SALES BY COMPANY SIZE
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Especially notable is that despite unprecedented 
challenges, many manufacturers of all sizes stayed 
the course to successfully deliver innovation. 
Successful offerings from smaller companies 
dispel expectations that the pandemic crippled 
innovation, particularly among companies 
with fewer resources. Smaller companies have 
capitalized by reacting quickly with innovation and 
filling gaps while larger companies have had to 
trim down assortment to meet demand. 

In fact, some larger companies that have the 
bandwidth for production shifts because of broad 
manufacturing capabilities and multiple sites found 
themselves more challenged by sourcing issues 
and unable to deliver on some innovation. 

Early in 2021, many producers focused on core 
products to support their brands and deliver on 
consumer expectations. Many larger companies 

had to hold off on brand extensions and innovation. 
One leading beverage company noted that a bottle 
shortage forced the pullback on assortment and 
cut back on planned line extensions. 

At the same time, some smaller companies could 
more easily pivot to generate products they could 
make and had the materials to manufacture. Several 
beer, wine and spirits companies quickly noted 
how readily they could provide hand sanitizer with 
existing alcohol and bottling capabilities. 

Overall, large CPGs continued to drive growth via 
pricing, while small CPGs capitalized on continued 
supply constraints and targeted demand to take 
share through innovation and the ability to deliver 
on pandemic needs. 

Founded by an untested 
young entrepreneur, 
SmartSweets low-sugar 
candy earned its way to 
New Product Pacesetters 
by making the most 
of an opportunity with 
Whole Foods Market and 
leveraging the power 
of social media to host a 
scavenger hunt to build 
buzz and trial. 

https://www.iriworldwide.com/en-US
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Finding Valuable Consumers, Keeping Them Engaged 

Consumers generally want to explore new flavors in 
food and beverage. Though some dive in without 
caution and others need reassurance, new is 
intriguing. And new flavors provide adventure in 
a safer environment when consumers are already 
familiar with a brand or product. 

Flavor innovation in meals delivers a bang for 
marketers bringing ethnic spices and ingredients 
to the mainstream, creating a low-risk opportunity 
for a food adventure. People generally want help 
making their at-home cooking easier and more 
exciting. For the most part, three meals a day at 
home has lessened as the pandemic has eased, but 
at-home cooking rates still are high – approximately 
80% of meals are made at home, versus 48% pre-
pandemic – with kitchen burnout increasing, too. 
New products in sauces with unique spices and 
ethnic flavors capture a fair share of attention. 

The same holds for beverages, where there is such 
stiff competition to tap new consumers that a new 
flavor in sparkling water or ready-to-drink cocktail 
could pave the road to conversion. 

In nonfood categories, exploration continues to 
drive interest in new products, though it’s critical 
to note that functionality is king. Products need 
to deliver on the original promise, and when 
they offer a bit more, that’s an appreciated value-
add. Attributes such as scents and extra-strength 
cleaning power draw attention, as multi-benefit 
products continue to be attractive to consumers. 

Most people – 60% – take a wait-and-see approach 
to new products, though 27% consider themselves 
“early adopters.” Some 93% of that group consider 
themselves “avid early adopters” who like to have 
the latest and greatest new item, according to IRI’s 
New Products Survey.

Early adopters are a small but mighty group 
comprising people that drive outsized sales of 
Pacesetter products. It’s a solid bet to target 
innovation toward these younger trendsetters who 
have always shown a penchant for new products. 
They’re far more inclined to seek new products, 
driving a disproportionate number of sales. 

At the same time, the pandemic and ensuing 
supply chain challenges pushed more shoppers 
to reach for something new; 22% say they look 
for new products only if their usual product is 
unavailable, up 3 percentage points from 2021. 

Like many aspects of CPG and retail, things have 
changed somewhat in how we learn about and 
connect with new products. A shift occurred with 
this year’s insights showing that circulars are not 
as relevant as they used to be – perhaps because 
people have been spending less time in-store 
during the pandemic. 

https://www.iriworldwide.com/en-US
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And though 39% of respondents say they still rely 
on recipes, the percentage of activity promoting 
new products via recipes is down. For avid early 
adopters, recipes play an important role with 55% 
reporting suggested recipes are an avenue to new 
products. For shopper loyalty programs, 68% of 
avid early adopters consider them when making 
purchasing decisions, compared with 54% of the 
total population. 

Technology also plays a critical role in connecting 
with avid early adopters in their quest to explore 
new products: 26% look at pop-up ads and 
half report using smartphone apps. This level 
of engagement with technology is significantly 
higher than the general population and has been 
consistently strong in recent years. 

Avid early adopters have predictable behaviors 
and provide a powerful source of insights for 
innovators. They can foreshadow trends very 
early and can be highly influential consumers as 
marketers seek to drive awareness and sales.

Does the adage “if you build it, they will come” 
hold true in CPG new products? And more 
importantly, will they come back? The answer is 
a resounding yes, sort of, except when there’s a 
global health crisis. 

Analysis of the top 20 food and beverage 2021 
NPP shows that when looking at households 
trying new products, trial decreased compared to 
2020 NPP. Yet while fewer households tried, they 
repeated more. Fewer trips, less time in stores 
and a reduction in promotions resulted in lower 
trial of new products; however, these innovations 
delivered on consumer expectations, reflected in 
higher repeat rates.  

2021 nonfood NPP are a different story, where 
households were more willing 
to try new products on average 
among the top 20 NPPs. Though 
primarily driven by No. 3 Swan 
personal care, including first aid 
products, hand sanitizer and 
soap, analyses with and without 
this sizeable brand illustrate that 
consumers were more apt to 
try new products, with repeat 
purchases remaining steady. 

Analysis of the top 20 food and beverage 2021 NPP shows that when 
looking at households trying new products, trial decreased compared 
to 2020 NPP. Yet while fewer households tried, they repeated more. 

https://www.iriworldwide.com/en-US
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Notable Attributes 

Sustainability 
Continued trends in sustainability indicate not 
only a broadening of attributes, such as carbon 
footprint and water conservation, but also that 
sustainability is deeply rooted as a consumer 
expectation. Innovators must recognize the value of 
sustainability and how it contributes to consumers’ 
overall impression of a product, a brand, the 
manufacturer and the retailer. 

Feminine care and baby care boast sustainability in 
plant-based products with fewer resins as people 
continue to invest in cleaner products for themselves 
and their families. Three plant-based products 
landed in the top 25 nonfood Pacesetters, including 
No. 4 Hello Bello baby 
products, No. 17 The 
Honey Pot Company 
feminine care, and No. 
22 Huggies Pull-Ups New 
Leaf. No. 11 L., a line of 
feminine care made with 
“clean and simple ingredients,” boldly states its 
organic message, tapping into women’s desires to 
use earth-friendly products, give back and do good 
for themselves and the planet. 

Plant-based, often associated with sustainability, 
has a strong showing in this year's NPPs. Oatly (No. 
5) and Impossible Burger (No. 8) both earned top-
10 spots in the Pacesetters’ ranking, emphasizing 
protein alternatives that have become mainstream. 
Dairy substitutes are strong with Oatly, Chobani 
Oat (No. 18) and The Coca-Cola Company's Simply 
Almond (No. 39). 

One Rising Star 
emphasizes consumer 
interest in sustainable, 
better-for-you products: 
Tattooed Chef plant-
based meals for “people 
who give a crop.” The 
line includes pizzas, 
bowls, burgers, burritos and more, boasting 
“Better for you. Better than anything in your 
freezer or pantry. Plant based or not.” 

Health and Wellness 
Attributes that promote healthful living should 
stay central to innovation strategies. In addition 
to plant-based, attributes and claims around low/
no sugar, lower calories, digestive health and 
lifestyle (low carb/keto, gluten free) continue to 
show momentum among NPP. And protein from all 
sources continues to hit the mark, with three of the 
top 10 and 41 of the top 100 food and beverage 
Pacesetters offering protein benefits. 

New products with strong positioning and a focus 
on beneficial attributes that consumers value have 
the best shot at success. Dollars are stretched for 
most consumers with prices so high and pressures 
at the pump, but new products are a soft spot for 
many and will continue to drive excitement and 
momentum in CPG, even as we continue to face 
the unknown. 

https://www.iriworldwide.com/en-US
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C-Store Rebound
In 2021, CPG Pacesetter products reflect some long-lasting changes 
to consumer behaviors, especially more home-centered consumption. 
Retailers have their own battles in capturing shopper loyalty as consumers 
shift from making multiple trips across channels when mobility is up, to 
meeting demand when consumers aim to fulfill their list in one trip.  

CPG growth in the convenience-store channel tells a notable pandemic 
story. In calendar-year 2020, total store was up 4.2%. Though commuting 
plummeted, c-stores were an easy-access, in-and-out location to grab 
essentials during the height of the pandemic.

Then, c-store growth in calendar-year 2021 spelled out the next chapter of 
channel growth, with channel sales up 6.4%, driven by food and beverage, 
as people got used to utilizing c-stores and began venturing out for more 
than necessities. In recent years, assortment in c-stores broadened, 

capturing new consumer attention, and the pandemic 
reminded them of just how much these stores live up 
to their name – they’re convenient. 

2021 C-Store Pacesetters reflect the same desire  
for beverages – with seven of the top 10 c-store NPP  
in the beverage and alcohol beverage categories.  
Two spitless tobacco products also ranked as 
Pacesetters, indicating a return of c-stores as a 
tobacco and smoking destination. Just one food 
product, No. 10 Jack Link's Cold Crafted, made the  
top 10 convenience Pacesetters. 

https://www.iriworldwide.com/en-US
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2 3 4

5 6 7

8 9 10

High Noon Sun Sips® 
E & J Gallo Winery

Hard Seltzer

$103.4 M

Corona® Hard Seltzer
Constellation Brands

Hard Seltzer

$113.8 M

AHA® Sparkling Water 
The Coca-Cola Company

Sparkling Water

$128.6 M

Michelob ULTRA® 
Organic Seltzer
AB InBev

Hard Seltzer

$87.2 M

Truly® Iced Tea
The Boston Beer 
Company

Hard Seltzer

$90.5 M

Oatly® 
Oatly

Dairy Alternatives

$98.8 M

Minute Maid®   
Zero Sugar
The Coca-Cola Company

Rfg Juices

$70.7 M

LIFE CUISINE™

Nestlé

Fz Entrées

$72.8 M

Impossible™ Burger
Impossible Foods

Rfg Meat Substitutes

$86.1 M

Dr Pepper®  
& Cream Soda
Keurig Dr Pepper

Carbonated Beverages

$137.3 M

12017
Top 10 Pacesetters: Food & Beverage
Beverages reigned in 2021, and successes 
in beverage alcohol indicate we continued 
to bring the party home. 

2022

To see the top food & beverage and nonfood products, including rank, dollar sales and parent company, please click here.

https://www.iriworldwide.com/en-US
https://www.iriworldwide.com/en-us/insights/publications/new-product-pacesetters-2021
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2 3 4

5 6 7

8 9 10

Hello Bello® 
Unconditional Love 

Baby Products

 $116.2 M

Swan®  
Vi-Jon 

First Aid Treatment

 $127.4 M

Voltaren®

GlaxoSmithKline 

External Analgesic Rubs

 $161.3 M

Tide® Hygienic Clean™   
Procter & Gamble 

Laundry Detergent

 $108.4 M

Dawn® Platinum  
Powerwash™

Procter & Gamble 

Dish Detergent

 $110.8 M

Goli® Nutrition  
Goli Nutrition 

Vitamins

 $115.3 M

Wipe Out!™

Tzumi Innovations

Moist Towelettes

$72.9 M

Febreze® LIGHT 
Procter & Gamble

Air Fresheners

 $76.8 M

Suave® Hand Sanitizer
Unilever 

Hand Sanitizer

 $100.0 M

Microban® 24    

Procter & Gamble 

Household Cleaner

$171.2 M

12017
Top 10 Pacesetters: Nonfood
Top nonfood Pacesetters reveal our 
commitment to clean — and a nod to 
overall wellness — in 2021. 

2022

To see the top food & beverage and nonfood products, including rank, dollar sales and parent company, please click here.

https://www.iriworldwide.com/en-US
https://www.iriworldwide.com/en-us/insights/publications/new-product-pacesetters-2021
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Michelob ULTRA®  
Organic Seltzer

AB InBev 

Hard Seltzer

$52.3 M 

2 3 4

5 6 7

8 9 10

on!®

Altria 

Smokeless Tobacco

$71.9 M

Corona® Hard Seltzer
Constellation Brands

Hard Seltzer

$72.7 M

Dr Pepper®  
& Cream Soda 
Keurig Dr Pepper

Carbonated Beverages

$79.2 M

Truly® Iced Tea
The Boston Beer 
Company

Hard Seltzer

$53.8 M

Jack Link's® Cold Crafted™

Jack Link's 

Luncheon Meats

$41.2 M

Starbucks® Nitro Cold Brew
North American Coffee 
Partnership

RTD Coffee

$46.8 M

Java Monster® 300
Monster Beverage

RTD Coffee

$47.7 M

Truly® Lemonade
The Boston Beer  
Company

Hard Seltzer

$131.2 M

12017
Top 10 Pacesetters: C-Store
Beverages captured a majority of 
c-store sales in 2021, with smokeless 
tobacco also trending. 

Rogue®

Swisher 

Smokeless Tobacco

$60.8 M

2022

To see the top food & beverage and nonfood products, including rank, dollar sales and parent company, please click here.

https://www.iriworldwide.com/en-US
https://www.iriworldwide.com/en-us/insights/publications/new-product-pacesetters-2021
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Chick-fil-A® Sauces 
Lancaster Colony

Other Sauces

Bubly™ Bounce™  
PepsiCo 

Sparkling Water

Ben & Jerry's® 
Topped 
Unilever

Ice Cream

Tattooed Chef™ 
Tattooed Chef 

Fz Entrées

Rancho La Gloria®  
Skinny Margarita 
MPL Brands

Premixed Cocktails

Truly® Punch
The Boston Beer 
Company

Hard Seltzer

Trü Frü®  
Tru Fru 

Fz Desserts

Topo Chico™ 
Molson Coors

Hard Seltzer

Alani Nu®

Alani Nutrition

Energy Drinks

2017
Rising Stars: Food & Beverage
Beverages, both alcohol and non-alcohol, 
appear poised for another year of standout 
performance. 

Mtn Dew®  
Energy 
PepsiCo 

Energy Drinks

2022

★

★

★

★

★

★

★

★

★

★

Listed alphabetically.

To see the top food & beverage and nonfood products, including rank, dollar sales and parent company, please click here.

https://www.iriworldwide.com/en-US
https://www.iriworldwide.com/en-us/insights/publications/new-product-pacesetters-2021
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Downy® Light
Procter & Gamble

Laundry Care

Hempz®

PBI Group

Hand & Body Lotion

Blue® Tastefuls™ 
General Mills

Pet Food

Meow Mix®  
Tasty Layers™

The J.M. Smucker 
Company

Pet Food

Zevo™

Procter & Gamble

Pest Control

quip®

quip

Oral Care

BinaxNOW™ 
Abbott

Home Health Care

2017
Rising Stars: Nonfood
Personal care products are poised 
for Pacesetter status. Will home 
coronavirus test kits prevail? 

Huggies® Special 
Delivery™

Kimberly-Clark 

Baby Care

2022

★

★

★

★

★

★

★

★

★

★

Listed alphabetically.

Crest® Whitening 
Emulsions
Procter & Gamble

Toothpaste

To see the top food & beverage and nonfood products, including rank, dollar sales and parent company, please click here.

Mielle®

Mielle Organics 

Hair Care

https://www.iriworldwide.com/en-US
https://www.iriworldwide.com/en-us/insights/publications/new-product-pacesetters-2021
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Joan Driggs is the vice president of Content  
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Joan.Driggs@IRIworldwide.com.

Lisa Maas is principal, Innovation at IRI. 
You may email her at 
Lisa.Maas@IRIworldwide.com.

AC K N O W L E D G M E N T S

Vital and appreciated contributors to the 
development and analysis of this report include 
Claudia Burgos and Ryan Stredney, new product 
specialists at IRI; Wendy Solomon, consumer and 
shopper marketing specialist; and contributor  
Jill Rivkin. The IRI Pacesetters team extends sincere 
gratitude to Larry Levin, who has led this project for 
the past 14 years.

A B O U T N E W  P R O D U C T PAC E S E T T E R S

IRI has a long history of celebrating the consumer 
packaged goods (CPG) industry’s most powerful 
brand launches. New Product Pacesetters is 
consistently rich with iconic brands and game-
changing innovations, brought to market by 
behemoths and new market entrants. New Product 
Pacesetters gives innovators inside and outside the 
CPG industry an opportunity to learn from the best 
of the best in new product innovation and learn the 
strategies for accelerating growth.

I R I  N E W  P R O D U C T PAC E S E T T E R  C R I T E R I A

• Complete a full year of sales in calendar year 
2021. (Brands that complete year one in 2022 
qualify for Rising Star status. Leading brands are 
based on a projected year-one sales total that 
would have crossed 30% ACV in the February 
2021 quad or later.) 

• Begin tracking year-one sales after achieving 
30% ACV weighted distribution across  
multi-outlet geography; must have 30% ACV  
or higher at date of year-one completion. 

• New Product Pacesetters are the Top 100 new 
banners in two categories (food and beverage; 
nonfood) based on year-one sales across multi-
outlet geography. 

• MULO/multi-outlet = supermarkets, drugstores, 
mass market retailers, military commissaries, 
and select club and dollar retail chains. 

• Convenience channel-specific Top 10 to identify 
leading new innovation in the channel.

https://www.iriworldwide.com/en-US
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Robust and actionable: The IRI suite of analytical 
and decision-making tools is essential for 
successful marketers and their brands. Learn about 
our breadth to the right; don’t hesitate to contact 
Lisa Maas, principal, Innovation, IRI:   
Lisa.Maas@IRIworldwide.com or  

+1 309.473.2068 

IRI BRAND OPTIMIZATION SUITE
Powered By Hendry Market Structure™ Delivered Through Unify® 

Fortify your brand and innovation strategy with IRI’s 
groundbreaking suite of solutions that use a predictive, 
shopper-defined framework for an unbiased view of the 
category and ongoing assessment of growth opportunities.

Identify and track the evolving broad competitive landscape 
and critical attributes that drive market demand via our  
Brand Landscape. 

Drive effective retail engagements with IRI’s Consumer 
Decision Tree where shopper-derived product hierarchies 
highlight opportunity and risk against today’s category set 
by channel/retailer.  

Brand Optimization Engine fuels effective decision-making 
centered on top growth opportunities, competitive threats 
and the investments necessary to ensure new product 
success leveraging IRI’s Hendry Forecasting. 

IRI SHOPPERSIGHTS™
Innovatively segments and targets for unmatched 
optimization of promotion, media and retail-specific 
marketing programs at the household and store levels.

PURCHASE-BASED TARGETING VIA IRI AUDIENCES
Leverage purchase-based targeting to maximize campaign 
efficiency and effectiveness. 

With hundreds of data providers and thousands of different 
audiences in the marketplace, media planners and buyers 
have a challenge determining which combination of 
targets will deliver the best reach and return within budget. 
However, purchase-based audiences allow marketers to target 
consumers based on actual in-store shopping behavior, which 
is proven to deliver up to 3x-4x the sales lift and 1.5x - 6x the 
ROAS of non-PBT (purchase-based targeting) and 2x - 3x the 
sales lift and ROAS of competitive PBT.

IRI Audiences uses the largest repository of multichannel 
retailer data in the industry, including anonymized data 
from 500+ million shopper loyalty cards, to help marketers 
improve targeting and activation. Its audience solutions, 
which ensure consumer privacy is protected, include:

• 100% deterministic IRI Verified Audiences

• Propensity to purchase IRI ProScores® Audiences

• The combination of both with IRI Complete Audiences

Audiences can be requested via IRI’s full-service audience 
desk or created directly using IRI Audience Builder. They 
can be activated against all addressable, direct-to-consumer 
touch points including online, social, mobile, email, direct 
mail and TV. 

INNOVATION SOLUTIONS TEAM
Working with this group increases the odds of new product 
success and mitigates the risk of bad decisions by leveraging 
IRI’s shopper behavior-based innovation and new product 
solutions, which support the entire innovation process from 
white space identification to ongoing brand optimization. 

I R I  TO O L S 
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About IRI 
IRI is a fast-growing, leading provider of big data, 
predictive analytics and forward-looking insights 
that help CPG, OTC health care organizations, 
retailers, and financial services and media 
companies grow their businesses. With the largest 
repository of purchase, media, social, causal and 
loyalty data, all integrated into an on-demand, 
cloud-based technology platform, IRI is empowering 
the personalization revolution, helping to guide 
its more than 5,000 clients around the world in 
their quests to remain relentlessly relevant, capture 
market share, connect with consumers, collaborate 
with key constituents and deliver market-leading 
growth. For more information, visit  
www.IRIworldwide.com
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