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Why do new products struggle?

Three reasons why 

new products struggle:

1. The conceptdid not 
hit the mark

2.They were difficult to find on 
shelf

3.The proposition was 
not clear from the packaging

Throughout 2017 our Shopper-Aha team 

conducted a wide range of ΨǊŀǇƛŘ ŦƛǊŜΩ 

post-launch evaluations,to optimise the 

performance of new products, from shelf 

to  in-home use.

In the interests of improving our collective 

success rate, we thought you might be 

interested in our observations.

HappilyΣ ƛƴ Ƴƻǎǘ ǇǊƻƧŜŎǘǎ ǿŜΩǾŜ ōŜŜƴ ƛƴǾƻƭǾŜŘ ǿƛǘƘΣ ǘƘƛǎ ŦƛǊǎǘ ŎŀǳǎŜ ŦƻǊ ǎǘǊǳƎƎƭŜ (a 

less than appealing concept) was the smallest category.

IƻǿŜǾŜǊΣ ƛǘΩǎ clearly getting harder for new products to be noticed, and their 

proposition interpreted ŎƻǊǊŜŎǘƭȅ ΨƻŦŦ ǘƘŜ ǎƘŜƭŦΩΦ
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There were five issues
driving these cut through and interpretation problems 

Shoppers are becoming more 
new product resistant

The increase in ΨǘƻǇ-ǳǇΩ ǎƘƻǇǇƛƴƎ 
is adding to this resistance

Shelvesare becoming more 
changeable and fragmented

Supporting communication
is strugglingto get through

12 weeks is rarely enough time 
to form a habit
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Issue one.
Shoppers are becoming more 

new product resistant

Busy, ǘƛƳŜ ǇǊŜǎǎǳǊŜŘ ƭƛǾŜǎ ƳŜŀƴ ǎƘƻǇǇŜǊΩǎ 

minds are increasingly cluttered & distracted.

¢ƘŜƛǊ ǎƘƻǇǇƛƴƎ ΨǎǘŀǘŜΩ ƛǎ resistant to noticing  

(let alone interpreting) new information.
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Issue two.
The increase in ΨǘƻǇ-ǳǇΩ ǎƘƻǇǇƛƴƎ 

is adding to this resistance

During their main shop, customers 

have allocated more time, and are 

focused on the process of shopping ς

hence more likely to look for and 

notice new products.

IƻǿŜǾŜǊ ƛƴ ΨǘƻǇ-ǳǇΩ ƳƻŘŜΣ ǘƘŜƛǊ 

mindset resists distraction. They just 

want to get in & out as fast as possible, 

subconsciously filtering out new 

information. 

¢ƘŜ ŎƻƳƳƻƴ ΨǘƻǇ ǳǇΩ ǎƘƻǇǇƛƴƎ 

technique is a quick lap of the store, 

poking their heads down each aisle to 

prompt their memory. 

If ƛǘΩǎ ƴƻǘ ŀƴ ŀƛǎƭŜ ǘƘŜȅ ƴŜŜŘ ǘƻ Ǝƻ 

down, then at best shoppers are only 

seeing the first few products at the 

entrance of the aisle.

LƴŘŜŜŘΣ ƛƴ ΨǘƻǇ-ǳǇΩ ƳƻŘŜΣ new 

products almost have to ΨƪƴƻŎƪ them 

over the headΩ ǘƻ ōŜ ƴƻǘƛŎŜŘΦ
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Issue three.
Shelves are becoming more 
changeableand fragmented

ΨLǘΩǎ ŀ ƎƻƻŘ ƛŘŜŀΣ ŀƴŘ L ƭƛƪŜ ǘƘŜ ǇŀŎƪ 

ŘŜǎƛƎƴΧ ōǳǘ ƛǘ ǿŀǎ ǎƻ ƘŀǊŘ ǘƻ ŦƛƴŘ ƻƴ 

the shelfΗΩ

!ƭǘƘƻǳƎƘ ǘƘŜǊŜ ŀǊŜ ƭŜǎǎ {Y¦Ωǎ ƻƴ 

supermarket shelves, there are also 

fewer big blocks of single products -

making the shelf feel more busy and 

fragmented.

Shoppers are increasingly using yellow 

ticketsnot just to spot a bargain, but as 

an aid to navigate and simplify what 

looks like a lot of products.

During NPD evaluations, when we ask 

shoppers to choose & buy from a 

certain category, they often ŘƻƴΩǘ ŜǾŜƴ 

notice the new product on the shelf 

(particularly if competitor products 

have a yellow ticket).

Even when we direct them to buy a 

specific product, they can have trouble 

finding it.
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Issue four.
Supporting communication
is struggling to get through

²ƘŜǘƘŜǊ ƛǘΩǎ ōŜŎŀǳǎŜ ǇŜƻǇƭŜ ŀǊŜ ŀǾƻƛŘƛƴƎ 

or not engaging in traditional forms of advertising

(skipping through ads, double screening, watching 

Netflix, etc..) shoppers seem to be walking into 

supermarkets unaware of the existence of new 

products- despite sizeable launch campaigns. 

CŜǿ ŀǊŜ ΨǇǊƛƳŜŘΩ ǘƻ ǊŜŎŀƭƭ ŀ ǇǊƻŘǳŎǘ ŦǊƻƳ 

advertising, and the vast majority of new products 

live or die solely based on their ability to 

ŎƻƳƳǳƴƛŎŀǘŜ ǘƘŜƛǊ ǇǊƻǇƻǎƛǘƛƻƴ ΨƻŦŦ ǘƘŜ ǎƘŜƭŦΩΦ
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Issue five.
12 weeks is rarely enough time 

to form a habit

The challenge for any new product is to break 

the inertia of shoppers being on autopilot, 

either picking up the usual brand, or looking no 

ŦǳǊǘƘŜǊ ǘƘŀƴ ǘƘŀǘ ǿŜŜƪΩǎ ǎǇŜŎƛŀƭΦ

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 essentially provides just 4 

opportunities to get noticed, purchased, used 

and re-bought.. and many product cycles are 

much longer...

Add to this, the constant specials that pit new 

launches against established, trusted brands at 

significant discounts -ǘƘŜƴ ƛǘΩǎ ŀ ǿƻƴŘŜǊ ǘƘŀǘ 

shoppers ever take the risk on a new entrant. 
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As a result of these 5 issues , we 

are increasingly hearing these 

responses from shoppers -

¢ƘŀǘΩǎ ŀ ǇǊƻŘǳŎǘ LΩŘ ōŜ ƛƴǘŜǊŜǎǘŜŘ ƛƴΧLΩǾŜ just never seen it

I saw it, but next time I looked for it, ƛǘ ǿŀǎƴΩǘ ǘƘŜǊŜΚ

I bought it once and quite liked it ς

but ŘƛŘƴΩǘ think to buy it again

It looked good, but when (a well known brand) 

is on half priceΣ ǿŜƭƭ ȅƻǳ Ƨǳǎǘ ŎŀƴΩǘ Ǝƻ Ǉŀǎǘ ƛǘ


