
 

 

 

 

 

 

23% of consumers choose ‘made with 

real ingredients’ as the factor that most 

influences their purchasing decision when 

buying foods and beverages 

Innova Market Insights, 2017 Consumer Study 

X 2 The number of global salty / 

savoury snack launches with a ‘thin’ claim 

has doubled from 2012 to 2017 

5 in 10 consumers in the US, UK 

and Australia consider food or beverage 

products as being more natural when they 

feature fewer ingredients on the pack. 

Innova Market Insights, 2007 Consumer Study 

34% of 2017 global food and beverage 

launches featured ethical packaging claims.  

X2 The number of snack launches 

that features a coffee flavour has 

doubled in 2017 when compared to 

2012.  

+10% The number of product 

launches with gourmet / restaurant / chef 

claims has enjoyed an average growth of 

+10% (2012 – 2017) 

30% of consumers bought specific 

beers because of novelty factors.  

Innova Market Insights, 2017 Consumer 

Study 

X 2 Fruit and vegetable launches with 

a ‘snack’ claim in 2017 more than doubled 

when compared to 2012. 
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