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Why do new products struggle?
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Throughout 2017 our Shoppéthateam  Three reasons why
conducted a wide range % NI LJA R Friew@oructsstruggle:

post-launchevaluations,to optimise the
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1. Theconceptdid not

performance of new products, from shelf )
hit the mark

to in-home use

2.They werdlifficult to find on

shelf
In the interests of improving our collective

success rate, we thought you might be  3.Theproposition was
interested in our observations not clearfrom the packaging
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less than appealing concept) was the smallest category

| 2 6 S O SNarly detiing Bardefor new products to be noticegdand their
proposition interpretedO2 NNB ®&f 8 K aKSt TQo



There were five issues

driving these cut through and interpretation problems

Shoppers are becoming more
new product resistant

Theincrease i (1-8zLJQ & K 2 LILJA ¥y 3
Is adding to thisesistance

Shelvesare becoming more
changeable anéragmented

Supportingcommunication
is strugglingto get through

12 weekssrarely enoughtime
to form ahabit




Issue one.

Shoppers are becoming more
new product resistant
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minds are increasingly cluttered & distracted
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(let alone interpretinghew information.



— Issue two.

The increase in (-8zLJQ & K 2 LILIA v 3
Is adding to this resistance

Duringtheir main shop, customers
have allocated more time, and are
focused on the process of shoppiqg
hence more likely to look for and
notice new products
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technique is a quick lap of the store,
poking their heads down each aisle to
prompt their memory.
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| 26 SOSNIZNY WARET F%Iév&n,l\ﬂ”?en at best shoppers are only

mindset resists distractionThey just
want toget in & outas fast as possible,
subconsciously filteringput new
information.

seeing the first few products at the
entrance of the aisle.
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Issue three.

Shelves are becoming more
changeableand fragmented

WLOGQAa | 3F22R ARSI I DuriigNPD evaldatjoss, whéh Sve dsk (
RSaAAIyYy X odzi Al o1 a shopperkto didose&buy FomaR 2
the shelH Q certain category, they ofteR2 y Qi S

notice the new producion the shelf
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supermarket shelves, there are also have a yellow tickgt

fewer big blocks of single products

making the shelfeel more busy and Even when waelirect them to buya

fragmented specific product, they can have trouble
finding it.

Shoppers are increasinghging yellow
tickets not just to spot a bargain, but as
an aid tonavigate and simplifywhat
looks like a lot of products



Issue four.

Supportingcommunication
IS struggling to get through
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or not engagingn traditional forms ofadvertising

(skipping through ads, double screening, watching
Netflix, etc..) shoppers seem to be walking into
supermarketaunaware of the existence of new
products- despite sizeable launch campaigns.
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advertising, and the vast majority of new products

live or die solely based on their ability to
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Issue five.

12 weekds rarely enoughime
to form a habit
The challenge for any new product istieeak
the inertia of shoppers being on autopilot,
either picking up the usual brand, or looking no
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A product generally has just 12 weeks to prove
itself on shelf, before the next review cycle.

If the purchase AND usage cycle of a category is
3 weeks, this essentialpyrovidesjust 4
opportunities to getnoticed, purchased, used
andre-bought.. andmany product cycles are
much longer.

Add to this, the constant specials that pit new
launches against established, trusted brands at
significant discountst KSy A G Qa | 42\
shoppers ever take the risk on a new entrant.



As a result of these 5 issues, we
are increasingly hearing these
responses from shoppers -
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*® | saw it, but next time | looked for K, i & I & y Qi

®® | bought it once and quite likedqt
butR A Rtiirk to buy it again
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