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EXECUTIVE SUMMARY
2020 changed the CPG retail landscape, most notably fueling unprecedented growth that in February 2021 remains up 10% from 

year-ago levels. Yearsô worth of industry transformation occurred in 2020, but what about 2021? Viewed from the consumer lens, 

how should product innovation address the dramatic, home-centric way lives are lived and as we begin our journey to return to the 

new normal? In this report, we discuss emerging consumer trends to guide innovation now and in the future.

Current Innovation Trends
Å Dramatic changes impacting new product success in 2020 include work / working out from home; shift to at-home consumption; 

new approaches to leisure and holidays; changes to how we shop, especially with adoption of e-commerce; and investments 
made to our homes. 

Å Product innovation progressed at nearly a level pace in 2020, but line extensions were down. 

Å National and private / store brand product innovation leveraged and adapted many existing and emerging trends, including self-
care and societal care, indulgence and convenience. 

Innovation Opportunities
Å Seize areas ripe for product innovation, including home-centric work and leisure, increased consumption at home, new ways of 

celebrating and new shopping behaviors. 

Å Innovate on the macro themes of self- and societal care, indulgence and convenience, as current trends, including plant-based, 
premium, and health and wellness continues in 2021. These themes will be redefined in the new normal (e.g., at-home cooking 
and on-the-go convenience, ease of searching and shopping).

Å Be adept at detecting shifts in consumer needs and preferences, and leverage information including unconscious and 
unarticulated needs, in addition to search, social media and purchase data.

Å Determine which preferences are must-haves using advanced analytics and algorithms from actual purchases of millions of 
shoppers across broad demand spaces, not just within your categories.

Å Articulate product attributes so consumers understand benefits and are willing to pay the right price. Leverage trade-off models to 
understand which benefits matter to consumers. Communicate product origins, sustainability and societal care, as appropriate.

Å Market innovation via search-friendly, shoppable recipes, and as samples in click & collect or home delivery orders as product 
discovery evolves in the new normal.
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Industry Leaders on the Value of Innovation 

Source: *IRI C-Suite Conversations, **AP, Earnings, Calls, NRF 2021.

ñéinnovation is a key way that you attract [new buyers] to your 
brandsé Retailers want to sustain growth, and they view 
innovation as a way to sustain growth.ò

Tom McGough, EVP, Co-COO
Conagra Brands*

ñInnovation went far beyond new products. It went inside the 
company to find better ways to cope with unprecedented change.ò 

Fabian Garcia, President
Unilever, North America* 

ñNow a lot of our innovation is going to have a higher hurdle 
before it gets into the marketé weôre going back to some of 
[the] fundamentals and questioning them.ò 

Ram Krishnan, Global Chief Commercial Officer
PepsiCo*

ñWhat weôre doing now is looking at the problems that need 
to be solved. Doing more dishes in the sink? Spray on Dawn. 
Need to clean your surfaces? Clean with Microban 24.ò 

Marc Pritchard, Chief Brand Officer
P&G** "We've seen a dramatic acceleration of food e-commerce 

adoption... and we'll benefit from these changes by leveraging our 
digital capabilities, including significant first-party consumer 
interactions, to drive differential growth... We're leaning into our 
Bettycrocker.com and Pillsbury.com food websites to deliver 
recipe ideas and build consumer connections that drive growth for 
our brands." 

Jeff Harmening, Chairman & CEO
General Mills**

Hershey leaned into analytics to leverage the spike in retail and 
e-commerce sales of Hershey Milk six-packs, resulting in 40%-
50% sales increase of the product. Hershey also changed its 
sômores marketing to focus on backyard themes, resulting in a 
24% increase in household penetration and 36% sales growth. 

Kristen Riggs, SVP & Chief Growth Officer
Hershey Company**
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Work and Workout At Home

Physical home space changed 
to accommodate stay-at-home

Shopping Shifts

Increased adoption of e-commerce, 
fewer trips, bigger baskets, less 
product discovery in store

Home Upgrades, Inside 
& Out, Especially Digitally

Outdoor spaces, gardens, 
workspaces, cookery, kitchen 

appliances, streaming services

Leisure & Holidays

Entertainment, holidays, 
and celebrations look different

Self- and 
Societal Care

Convenience

Indulgence

Consumer Lifestyle Shifts 

Influence Innovation 

Consumption Shifts

More spending at-home 
vs. away-from-home, 
increase in cleaning
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Working and Working Out at Home Means Elevated 

In-Home Consumption Across Many Categories

Sales of home fitness 
equipment grew more than 40% 

in 2020, hitting $9.5B.

Athleisure sales account for 
31% of apparel spending in 2020. 

Work commute trips nationally 
remain 30%-40% below 

pre-pandemic levels.

Many who are working from 
home will continue to do so ïat 

least part of the time ïpost-pandemic.

ñHygienic Cleanò was added 
to the name for Tide Power Pods.

Source: *https://www.wsj.com/articles/covid-19-pandemic-likely-improved-your-commute-to-work-11609669801
, **https://www.reportlinker.com/p05948407/Home-Fitness-Equipment-Global-Market-Report-30-Covid-19-Implications-and-Growth.html?utm_source=GNW
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Consumers Upgraded Their Homes, 

Inside and Out, and Especially Digitally 

Source: *https://www.prnewswire.com/news-releases/pandemic-gardening-boom-boosted-2020-home--garden-pesticide-sales-301197413.html, 
**https://www.gobankingrates.com/money/business/streaming-wars-ended-2020/

With movie 
theaters closed, 

streaming services 
saw a 37%** 

increase in 2020.

Ben & Jerry's 
introduced a variety of 
Netflix Original flavors, 

including Netflix & 
Chilllôdand Boots on 

the Mooooônice 
creams, appealing to 

binge watchers. 

Top flavored malt 
beverages, which 

include hard seltzers, 
saw dollar sales up 
68% in 2020 to $6.8B 
across multioutlet and 
convenience stores. 

Staycations got a lift in 
2020 with upgrades to 

outdoor spaces. 

26%* of adults started 
a food garden because 

of the pandemic.

Hersheyôs Sômores 
marketing promoted 

backyard fun.
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Consumption Shifts: The Kitchen Has 

Regained Center Stage in the Home

Consumers were introduced and reintroduced to 
the kitchen during COVID-19; 53% report theyôll 
continue to create meals from scratch more 

than pre-pandemic. The focus on the kitchen led 
to sales of convenient kitchen appliances, like 
air fryers, sous vide, coffee and cocktail makers. 

Tyson launched new flavors of Instant Pot Kits. 

Procter & Gambleôs 
Dawn dish soap 

answers a need for 
consumers who wash 
dishes one at a time. 

Retailers can own meal 
inspiration and 

solutions, from meal 
kits to ingredient bars, 
even partnerships with 

local restaurants. 

Gelo plant-based 
cleaners are 

biodegradable pods 
that are added to 

water at home to make 
liquid hand soap. 

Source: IRI Consumer Survey fielded among Primary Grocery Shoppers in the National Consumer Panel, May 1-3, 2020.
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Much of Our Entertainment Shifted to Screens, and How 

We Celebrate Holidays and Special Occasions Has Changed 

Parties are virtual 
or drive-by, and 

party fixings might 
show up in a box. 

Moët Hennessy built 
virtual settings for 

consumers for at-home 
celebrations for 

anniversaries, birthdays 
and weddings ïeven 

mundane events.

Grocery retailers 
do the holiday 

cooking. 

Energy drinks and 
snack subscriptions 
appeal to gamers. 

12 million people 
attended Fortniteôs 

Travis Scott concert 
in April 2020. 
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In-Store Shopping Impacted by Assortment On-Shelf 

and Out-of-Stocks, Fostering Brand Switching 

% Change in Average Weighted Weekly Assortment Selling vs. YA

MULOC+C % chg. vs. YA

Source: IRI POS Data. MULO+C.
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Edible

Nonedible

Assortment across edible 

categories is back to normal. 

Nonedible assortment 

declines continue, mostly 

due to out-of-stock in paper 

products, home care and 

other general merchandise.

Lower demand categories 

like cosmetics are selling 

fewer unique items and are 

ripe for innovation.
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Changes in Shopping Behavior Impact New Product Discovery; 

In-Store Searches Are Down, Online Searches Increase

Approach to Looking for New Products During COVID-19

% of Respondents

31
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10

May 2020

January 2021

Focused on 

Looking for Basics

Spending Minimal 

Time in Store

Only Looking if Usual 

Products Are Unavailable

Not Noticing Many 

New Products in Store

Tight on Money

Avoiding Touching 

Too Many Items

Hard to Find New 

Products Online

Source: IRI Consumer Survey fielded among Primary Grocery Shoppers in the National Consumer Panel, May 2020. n=1,400 (food and beverage only) ; January 2021, n=2,327. 
Q. How has your approach to shopping for new consumer goods products -- including food and beverage, health care, beauty and personal care, home care, and pet care ïchanged during the COVID-19 pandemic? 

-4

+5
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Awareness and Search Are Key Elements in Online Shopping Experience; 

Target Shoppers With Simple Language and Beneficial Attributes

In Addition to Search, Click & Collect or Home Delivery 

Makes a Great New Product Sampling Platform

59% Used the search tool to type in the name of a specific item

35% Used the category menus to browse for options within a category 

32% Accessed list of pre-purchased items and reordered from that list

29% Checked for sales items before making a purchase decision 

12% Looked for new items to try

Source: IRI Consumer NetworkÊ Panel Survey representing Total U.S. Primary Grocery Shoppers ï5/22 ï5/24

Shopping behaviors during last online shopping experience;

those who have shopped for groceries online in the past two months: 
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Recipe Recommendations and 

Brand Trust Drive New Product Trial

Price & Coupons Donôt Spur Trial Like They Once Did

Source: IRI Consumer Survey fielded among Primary Grocery Shoppers in the National Consumer Panel, January 2021.

Consumers Identify Key Influencers of New Product Trial:

80% Previous Usage / Trust in Brand

42% Recipes

Use Coupons From Home:

47% in 2021 vs. 55% in 2019

Use Newspaper Circulars:

25% in 2021 vs. 34% in 2019

New product trial driven by coupons from home and 

newspaper circulars is declining significantly. 
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2020 Saw Fewer Introductions 

of New Brand Extensions

Number of New Line Extensions Launched / MULO+C

6,408

4,559

3 Year Average 

(2017-2019)

2020

-29%

4,372

3,633

3 Year Average 

(2017-2019)

2020

-17%

NONEDIBLEEDIBLE

Note: Considered innovations with sales >$10k at the Brand/Line extension level. Analysis does not include flavor or pack type innovations / Source: IRI POS Data. MULO+C. 


