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 1. Objective 
New product launches, line extensions, targeted positioning and campaigns can only be 

successful if marketers understand their market and their consumers well. This study aims to explain the 

matrix of market trends, with the goal of achieving healthy top and bottom lines as well as stable and 

profitable brands. By reviewing successful moves by categories and individual brands, this study is 

designed to help marketing managers and product developers to  

 identify market trends  

 know how to react to changing trends and market uncertainties,  

 be better equipped to predict trends and finally,  

 be influential in planning and ushering new relevant, industry-wide changes  

Besides new product development, other functions like channel and vendor 

management and strategic procurement can also benefit from studying food trends. In today’s global 

business context, it is important for managers to understand how to anticipate and react to recalls, how 

to partner with key suppliers and increase speed-to-market. Understanding the trend-matrix can form a 

strong skeleton of managing any food or ingredient company.  

 2. Introduction 
Standing at a whopping $3.2 trillion USD [1], the food industry is a complex collective of 

diverse businesses; and rides on more waves of market trends than most other industries.  

The food industry is unique because of the dynamicity. Supply and demand are not as 

market-driven in the food industry, as they are in other industries like high-tech or services. The supply, 

at a certain point, is constant, subject to Nature and beyond control and the demand fluctuates heavily 

depending on the above-mentioned market trends. These trends can start as ripples from any part of 

the industry—a brand, a category, a research finding, mandates by regulatory agencies or just changing 

consumer preference. These market trends, as we will see in this study, are a combination of some 

macro socio-economic factors that impact all industries alike while some other trends are more specific 

to consumer behavior in the FMCG sector specifically. 

Often quoted as the most intimate connection with our own bodies and to society, food 

is how we define ourselves—our choices and personalities, our socio-economic identities, our culture, 

ethnic and religious backgrounds etc. As a low-ticket FMCG, food can be both a whim-buy as well as a 

major point of deliberation and painstaking decision-making. Thus, food becomes a great palate to study 

consumer behavior. The food industry sees a lot of different consumer attitudes, often concurrently 

from the same shopper. She (the shopper) could sway from “experimental”, “treating oneself”, “tried 

and tested/ comfort zone” to “good for me” zones as she transverses grocery aisles and/ or life-stages. 

The various categories of the food industry have products to cater to each of those consumer attitudes 

and any combination thereof. As we go more upstream from the final product, variability consequently 

multiplies. As product developers (in food service, food manufacturing and ingredient firms) strive to 

cater to the changing needs and trends of desirability, it is important they keep tabs on not only their 

own forecast but also have a deep understanding of how the different trends play off of each other. 

Understanding these trends in their matrix is vital because of their huge impact on the demand, cost, 

logistics and marketing on new and existing product lines.  
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In this study, I looked at the big picture of food trends. By researching some current 

examples of ingredients and categories, I inferred about the cause and effect of these trends and how 

some leading products and brands successfully tapped into their consumer’s mind and marketed their 

products.  

 3. Method & Metrics 
This study is limited in scope to the United States food trends. My research included: 

1) scientific publications in Food Chemistry and Medicine,  

2) trade journals for the food industry (Food Product Design, Natural Products Insider, Food 

Technology, Functional Ingredients, Nutraceutical World, Prepared Foods etc.),  

3) informational websites e.g. Institute of Food Technologists [2],  Food Marketing Institute [3], the 

Cranberry Institute [4] 

4) Mintel [5] market research reports—for analyst forecasts and information on purchase drivers 

5)  tentative mentions on the food network [6], culinary and tabloid magazines (Everyday Foods, 

Good Health, Prevention)—to understand information reach (Figure 15) 

6) Online communities, especially, Pinterest [7]—for peer-to-peer consumer conversations 

7) Google Insights (frequency of search1).  For this study I looked at all searches and then at 

Nutrition related searched.  Search frequency might include consumers looking for news (both 

positive and negative), validity of information they got elsewhere (health-related, calorie counts 

etc.) and ways of incorporating these components into their diets (recipes, where available etc.) 

 4. Topics of research 
The following products were chosen as topics of research because of their unique 

nature and relationship with the American cuisine. The justifications for choosing each of these items 

are below: 

 A marketing-derived term coined by the food and beverage industry in 2005, to 4.1. Super-Fruits: 

refer to a fruit that combines antioxidants with high nutrient value and appealing taste. The 

term “super-fruit” is applied to a wide variety of fruits, including mango, blueberry, cranberry, 

grape and pomegranate. The health halo that surrounds the super-fruit focuses on its innate 

health benefits including anti-oxidants etc. [8]. For this paper, I chose the following 3: 

4.1.1. —A North American classic with heavy usage at year-end as part of a cultural Cranberry

meal, cranberries have seen a recent surge as a nutraceutical ingredient with diverse value and 

usage, both in the US and abroad (scope of this paper limited to US) 

4.1.2. —Another archetypal American ingredient, relatively smaller in scale than the Blueberry

cranberry, that has seen rapid growth in popularity as a good-for-you product. Blueberries 

went from being a very small breakfast (muffin, pancakes) ingredient to a stand-alone juice and 

dietary pill and an additive in a wide variety of other categories from savory to sweet.   

                                                            
1 The numbers on the figures for frequency of search are calculated by: how many searches have been 

done for a particular term, relative to the total number of searches done on Google over time. They don't 
represent absolute search volume numbers. Each point on the graph is divided by the highest point, or 
100 and are presented on a scale of 0-100 [33] 



Kolika Chatterjee Navigating Food Trends Spring 2012 

P
ag

e4
 

4.1.3. —the “wonderful” fruit that gained most of its popularity via its juice. Pomegranate

Demanding a significant premium, POM Wonderful the juice manufacturers have enjoyed a 

controversial but glorious success making this ethnic fruit central to the health-food seeking 

American family [9]. 

4.2. — The Queen’s favorite beverage has traveled far and wide within the British colony—a Tea

story of archaic globalization.  Once an everyday household drink in the Far East, it has gained 

immense popularity in the western hemisphere not only as a “comfort” but as a cure-all (from 

obesity, low energy, insomnia, all the way to the common cold) [10], [11] [12]. However, in 2009-

2011, price sensitivity, driven by historically high unemployment and very low levels of consumer 

confidence, undermined sales growth within the category. [13] 

4.3. — While popular in most global cuisines in some form, yogurt boomed huge in the US Yogurt

and has reached a market of $6.4 Billion in 2011 [14], with the popularity of the probiotic concept. 

This was a unique example where a brand had popularized scientific research to the extent of using 

fake organism names like Bifidus regularis [15]. The good-for-you aura of this product is so vivid, 

that products from cereal to ice-cream are eager to borrow the yogurt name for their various line 

extensions. The yogurt sector is benefiting from widespread consumer interest in natural, organic, 

and better for you (BFY) foods. Mintel expects the yogurt and yogurt drinks market to grow 

significantly (49%) over the next five years, reaching $9.5 billion in 2016. [14] 

4.4. — Fish oil was always deemed a ‘good for you’ category on its own, but fish itself has Fish

gradually emerged as the alternate protein of choice and a popular alternative for meals. However 

being a premium priced item and barged by concerns about food safety and resource sustainability, 

concerned but ill-informed consumers often become purchase-wary, resulting in a stagnant sales at 

$15 billion in 2011. [16] 

4.5. — this Southeast Asian spice had a smooth and almost imperceptible sail into the Cinnamon

American palate. However expensive, it was needed in small quantities. So cinnamon set up to 

succeed against stable, strong competitors like vanilla and honey, and has emerged as a widely used 

ingredient in every prominent food category [17]. Research showed evidence that cinnamon was a 

‘good for you’ ingredient, that induced feelings of satiety [18] [19], but the success of cinnamon is 

largely due to its flavor. 

4.6.  — Not traditionally an American staple, rice made its way in as a healthy, shelf Brown rice

stable and “something different” alternative to bread and potatoes. Brown rice particularly rose in 

popularity with the dietary fiber and whole grain trend. The role of dry rice as an economical and 

versatile household staple is also popularized by the growing familiarity and popularity of ethnic 

cuisines, as many of these types of dishes feature rice. [20] 
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 5. Observations & Insights 

 5.1.Cranberry, Blueberry and Pomegranate 
Figure 1 plots Google searches between 2004 and 2012 April. The strong spike in 

cranberry towards the end of the year coincides with Thanksgiving and hence is considered a standard 

seasonality. However, the highest this spike reached has grown year over year, as has pomegranate.  

Figure 2 plots only the frequency of nutrition related searches (which Google reports to 

be less than 10% of all searches for these terms). The Nutrition category graph clearly depicts that 

despite the overall popularity of cranberry as a food item, especially seasonally, blueberry and often 

pomegranates beats cranberry in the nutrition search criteria…but that does not necessarily mean they 

are being considered more nutritious than the latter.  

For example, the top cranberry search is the proven health benefit against Urinary Tract 

Infections (UTI) [4], other searches include recipes, benefits as well as popular drink mixes. The 

blueberry searches revolve typically around breakfast items, calorie counts and questions about 

authenticity of health benefits, which implies that consumers have heard of some benefit but are not as 

sure. Also it could be inferred that more blueberry is being consumed as a result of its age-old 

incorporation in breakfast foods than because of its health-food appeal. Pomegranate, on the other 

hand, sees a sharp rise from nowhere in 2006 in the Nutrition category and has few scattered (seasonal) 

mentions as a food component. A strong number of searches are around specific health benefits like 

prostrate health. 2006 is also significant because of the rising popularity of the book Super Foods at that 

time which popularized pomegranate and pomegranate juice. [21] 

Antioxidants are an over-used wellness ingredient that reportedly continues to fail in 

bringing in commensurate sales growth. The high search indices in the nutrition category shows that 

consumers are curious (Florida area ranked highest in the search, potentially indicating interest from a 

certain demography of wealthy, aging boomers in warmer than average climate and possible local 

pomegranate growth). 

 5.2.Tea 
 shows the somewhat periodic interest in tea that expectedly dips around year-Figure 3

end and is high during season change (probably sees more usage during cold and flu seasons) and during 

early summer months (use as ice tea).  The interest in green tea has always been higher than black tea, 

as it is perceived more healthy and also because it has less tannins and hence are easier on the 

unaccustomed palate. The interest in green tea also seems neck-to-neck with antioxidants, only slightly 

surpassing the latter.  

As Mintel points out, tea including the ready-to-drink (RTD) offering grew 31% from 

2006-11 because the market continues to thrive on the pro-health perception of tea [10] [11] [21] 

coupled with the fact that manufacturers have been savvy in bringing out consumer-preferred teas in 

innovative flavors and the convenient RTD format. [22] Packaging has been central in keeping this age-

old favorite, fresh because the competitive landscape has evolved significantly to include bottled water, 

coffee, RTD coffee, juice, bottled smoothies and carbonated beverages. It is also important to notice 

that the consumer targets for each kind of tea and for the different functionalities of tea are very 
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different.  shows an info-graphic for an example of how marketers could segment their existing Figure 4

and lucrative customer base. 

 5.3.Yogurt 
Figure 5 shows the periodic annual dip in yogurt popularity around the year-end festive 

season. Other than that, yogurt has seen a steady growth, reaching $6.4 Billion in 2011 [14]. According 

to my research, the popularity for yogurt is multifold i.e. it has served a wide variety of needs in each 

consumer segment ( ). It has the pleasing flavor profile and variety that brands like Yoplait Figure 6

delivers on. Danone with their Activia brand has focused on educating consumers about their need for 

regularity and how it can be achieved by daily consumption of their product [23]—thus serving a purely 

functional aspect. Then there is the consumer segment that reveres yogurt because of its high calcium 

content, low fat- high protein content and its health-food aura. The fourth reason for popularity for 

yogurt, especially Greek yogurt is the increased openness towards ethnic cuisines and search for “local 

flavors”. Oikos plays this consumer segment rather well by drawing parallels with other European 

specialties and delicacies like Swiss chocolate and champagne. [24] 

My research watching community conversations about yogurt popularity reveal that 

taste might be the highest driver for popularity of Greek yogurt. But as expected when asked, some 

consumers tend to justify their liking with functional factors and “good-for-you” information as the main 

driving force. [25] Some of them, in lines of this paper draw parallels between growing trend of POM 

Wonderful juice and Greek yogurt, either way adding to the top line for the concerned brand managers. 

The key takeaway from this category is how to cultivate the consumer segment and 

each of their latent needs, often helping them recognize and identify those needs and then providing 

offerings that seem custom fitted to each individual liking.  

 5.4.Fish 
Figure 7 shows the periodicity of popularity of fish as compared to omega-3-its most 

popular and somewhat unique functional ingredient. As reported by Mintel [16], the fish and seafood 

sector is seeing stagnation at $15 Billion. While the general perception of fish is ‘a healthy alternative for 

home-cooked meals’, it is considered a higher-priced premium item. The likely reason that fish has not 

reached the market penetration, it should have, is failure of marketers and associations to promote 

taste, convenience and health benefits to the target consumer segments. 

While there is a lot of information about proven health benefits [26] and sustainable 

practices [27], the Main Street consumer sees it as high volume, irrelevant information where they get 

lost easily.  Also, they are purchase-wary because of the high-priced perception. This is an ideal example 

of a slow moving food trend which is balanced by positive and negative macro-trends. The key 

ingredient missing in pushing the growth of the fish market could be educating the consumers. (Figure 

8) 

 5.5.Cinnamon 
Cinnamon falls into a category of its own. Although it originally hails from Southeast 

Asia, cinnamon is America’s ubiquitous sweet spice. Few American households buy raw cinnamon to use 
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in their cooking, but cinnamon is in their a) food --cookies, pastries, coffee, cereal, buns, savory proteins 

(pork and chicken), b) health and beauty products and c) household cleaning supplies.  

So if you are in the cinnamon business or a related one, you should move your focus 

from the end-user to your channel partners and business customers. While there is information about 

consumer favorability and health-benefits, your focus should be on capturing market share (from 

inexpensive imitators) versus creating new market.  Because of the thorough penetration of cinnamon 

into every FMCG category, newer markets would be difficult to come by; unless American households 

learn to cook directly with the spice which will be a high growth opportunity for cinnamon traders and 

processors. 

As Figure 9 shows, cinnamon popularity is periodic as well, with a high spike towards 

year-end and beginning of the year. It also shows that the nutrition related interest seem to have 

tapered off this year (most searches are regarding sweet products that contain cinnamon) whereas 

there is a huge growth in overall interest in cinnamon (some of which might have to do with the viral 

Cinnamon Challenge and thus irrelevant to this paper). 

 5.6.Brown Rice 
Figure 10 shows the stable, periodic interest in rice. Like above explained examples, we 

see a spike towards the beginning of the year probably because most consumers’ New Year’s resolutions 

involve eating differently and bringing positive lifestyle changes. The interest in dietary fiber as seen 

from the search frequency has been stable of the last several years. The widely accepted benefits of high 

fiber diets is countered by the “cardboard and twigs” taste perception of high fiber food products, thus 

preventing the sector from growing significantly.  

However consumers are more akin to the idea of the whole grain; which is evident in 

Figure 10, because they see it as being authentic, richer and thus better-for-them. This perception is 

being fueled by companies like Post [28] and General Mills [29].  

Another striking trend is that of gluten-free. While the concept of gluten-intolerance is 

age-old, today’s hyper-connected and information-overloaded consumer frequently self-diagnoses food 

intolerances, thus fostering above mentioned ripples of food trends. With the advent of specialty 

grocers that cater to these specific needs, gluten-free has become not only a category for those with 

prescribed needs but also consumers who view it as a healthier alternative. 2 

The rising popularity of rice and especially brown rice is explained in Figure 11. In Figure 

12, Mintel showed the different purchase drivers for rice in recent years [20]. 

 5.7. Summary of Insights: 
From each of the trends explained above, we see that there is definite seasonality in 

demand and interest, some of which might be purely related to harvest period (blueberries) whereas 

some closely match expected mind-set shifts (New Year’s resolutions) as well as those that are culturally 

significant (cranberries in Thanksgiving dinner). Like all other business trends, it is important to 

understand which spikes or troughs are outliers versus significant track changes. Business strategies, 

especially long-term goals should be made after understanding the nature of such trends.  

                                                            
2 Much like Kosher and Halal certifications, which started from specific religious beliefs but consumers view these 
certifications as better quality, better options—biases that often influence perceived tastes. 
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In external facing roles like Procurement where longer-term understanding of the 

market directly impacts the bottom line of the business, there are 2 aspects that need attention: 

influencers and overarching macro-trends. 

  gives a big picture idea of the food industry and shows the flow of influence, Figure 14

funds and information (promotion). Most research is funded by government funds (e.g. USDA), food 

companies (e.g. POM Wonderful) or cooperatives of growers and farmers (e.g. the Cranberry Institute). 

Once the research findings are published, the information goes in to the consumer in 3 routes:  

1) via popular science  

2) via businesses using the information in their health benefits claims 

3) via government public service announcements 

This information is also used by the government to qualify claims and set regulatory 

mandates.  

Shortly after, the information reaches Main Street population by open internet [7], 

various level of industry experts, and popular media including culinary shows [6].  

In terms of influence, the reference is almost circular, because government has direct 

influence over regulations, which the businesses have to abide by. The businesses along with their 

channel partners and vendors form the lobbyist groups and control funding for the latter. Lobbyists have 

indirect influence on Government bills and regulations. 

On the market side, consumers are demanding and picky, but their demand is being fed 

by the businesses and media; i.e. the information overloaded consumer has significant power and 

specific needs—thus influencing food service trends. But these consumer demands are fueled by 

popular science, media and culinary shows. With the increasing demand for gourmet, culinary shows 

and food service trends are also closely dependent on each other. With trends of eating-in, food service 

and food in Consumer Packaged Goods are critically intertwined.  

 shows how the four pillars of food trends and managing uncertainty. Figure 13

1) The standard (or expected variability that is in the very nature of the category)  e.g. Seasonality in 

health-consciousness, festivals and cultural habits (fish during Lent, turkey during Thanksgiving) 

2) The predictable (where one knows the overarching macro-trends and the effects on micro-trends are 

expected) e.g. post-recession tendency to save, globalization and familiarity with ethnic cuisine, 

3) The sudden (unforeseen situations which can have short or longer term effects)e.g. natural calamity 

that causes a clink in the supply chain of major ingredient or a massive recall causing complete loss of 

brand equity and removal of products) 

4) The planned (where the business or groups of growers proactively enter new markets or  

strategically place and promote their products to start a trend, often collaborating with research, 

media etc. (e.g. Greek yogurt, POM Wonderful’s pomegranate juice) 
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 6. Recommendations -(the art and science of finding) The next big thing 

 As long as there is hunger, there will be food and as discerning as we are, food trends would keep 

changing. It is important to understand the overarching macro trends ( ), and how the trends Figure 13

interact to create new trends. Product developers and category managers need to make sure that 

the new product or idea covers at least 2 macro trends 
 

 Knowing your resources and capabilities are important, but doing your homework helps disruptive 

innovation, e.g. if you are in the cranberry business you cannot ride on the salmon wave. But if you 

want to capitalize on the omega-3 trend, you can still make and sell cranberry seed oil which is 

known as a omega-3/ DHA source without the fishy smell [30]. 
 

 Your product might have several wellness ingredients that you want to market with. Being a primary 

wellness ingredient does not guarantee substantial ROI3.  In order to bring substantial return on the 

top line, consumers need to be educated about the value of ingredient so that they recognize and 

register the ingredient names with positive association  

 Your consumers are smart, so do not insult their intelligence or buyer power. They want visible 

results and are informed and connected. Since repurchase is crucial for a successful low margin 

product like food, selling snake-skin-oil is not a sustainable business model. Engaging the consumer, 

is very important. There is an ever increasing demand for simplicity and authenticity. So, a great way 

to engage consumers educating them on their latent needs rather than using complicated jargons. 

Activia did a great job of  

1) creating a consumer need--“regularity”, thus establishing a powerful value proposition  

2) riding the digestive health trend since 2010  

3) using real consumers in their commercials as well as a boomer star (Jamie Curtis) and  

4) by offering a product that is simple to use and holds its end of the bargain. [23] [15] 
 

 Keep a tab on short term and long term periodicity. Many of the most hyped things today, were 

popular at some point in time, then went through a trough and are back again, even if the reason for 

popularity might be different over time. So be aware of generational gaps and resurfacing of trends 

as well as 52 week cycles.  
 

 Invest in research but wisely, if tea is being consumed for a sense of comfort and relaxation, does 

PAC4 and EGCG5 count really matter, especially if there is a higher risk of inconclusive results? Or, 

would you much rather be spending the marketing dollars in more relevant messaging focused on 

relaxation? Remember, the biggest drivers for food sales are taste, emotional connection, and 

convenience. Functionality is typically an agenda (much ahead of zero moment of truth) or a left-

brain post-purchase justification. 

                                                            
3 ROI=Return On Investment 
4 PAC= Proanthocyanidics [35] 
5 EGCG= Epigallocatechin Gallate [34] 
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 That brings us to our last insight: While all the trends are transient, one rides supreme: taste. Food 

products that do not taste good, do not sell at least not for long, even if it is the most convenient 

packaging with a very convincing health message. 

 7. Appendix 
 

 
Figure 1 General Interest in Super-Fruits (Cranberry, Blueberry, Pomegranate) and their primary 
functional ingredient-Antioxidants, as shown by Google Search Frequency 

 

Figure 2 Nutrition Related Interest in Super-Fruits (Cranberry, Blueberry and Pomegranate) and their 
primary functional ingredient-Antioxidants, as shown by Google Search Frequency 

 

Thanksgiving 

New Year healthy eating trend 

Summer ingredient in foods 

Coinciding with cranberry 
spikes in popularity 

All 3 super-fruits show seasonality, cranberry 
less than others. Slight growth evident in 
cranberry.  
Blueberry and pomegranate popularity grew 
until 2010 and then the growth started 
stagnating.  
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Figure 3 Nutrition Related Interest in Tea (Green and Black), as compared to the key functional 
ingredient-Antioxidants, as shown by Google Search Frequency (we omitted general search results 
because of the high presence of “tea party” searches, which are irrelevant and would skew the 
readers’ understanding) 

 

Figure 4 Marketing Innovations for Tea: Consumer Segments, Value Proposition and Ideation 
Template [31] 

Taking tea beyond the afternoon, comfort drink  

and the "curling up with a good-book" consumer 

Competition: Diet 
Soda drinks  

Focus: Use artificial 
sweeteners 

Competition/ Collaboration:  
Power Drinks like Gatorade.  

Focus: Functional and visible 
(energy/electrolytes) benefits 

Competition: Coffee.  

Focus: on new flavors, the 
"new", exciting" and "share-
worthy" 

Competion: Energy 
shots.  

Focus: 2-2.5oz 
packages and visible 
functional effects 
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Figure 5 Nutrition Related Interest in Yogurt (Frozen Yogurt and Greek Yogurt), as compared to the 
key functional ingredient-Probiotics and popular brand Activia, as shown by Google Search Frequency 
(general and Food-and-drink search results were very similar to nutrition search) 
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Figure 6 Consumer Segmentation and Popularity of Yogurt Explained [31] 
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Figure 7 Nutrition Related Interest in Fish, as compared to the key functional ingredient-Omega-3, as 
shown by Google Search Frequency 

 

 

Figure 8 Causes of stagnation of the Fish category 

 

• Lack of familiarity 

• High prices 

• Too much information 

• Concerns about food safety 

  

• Tasty: fits flavor needs 

• Protein alternative 

• Convenient and easy for homecooking 

• Sustainable practices 

• Proven health benefits 
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Figure 9 Consumer Interest in Cinnamon as shown by Google Search Frequency 

 

 

Figure 10 Nutrition Related Interest in Rice and Brown Rice, as compared to the key functional 
ingredient (dietary fiber), category (whole grain) and consumer preference (gluten free)  as shown by 
Google Search Frequency 



Kolika Chatterjee Navigating Food Trends Spring 2012 

P
ag

e1
6

 

 

Figure 11 Causes of growing popularity of Brown rice 

 

 

Figure 12 Purchase Drivers for Dry Rice [20] 
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Figure 13 Framework of trend-mapping for the food industry with market drivers 
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Figure 14 Food industry stake-holders mapped, to show flow of influence, promotions and funds 

 

Figure 15 Leveraging the information flow 
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Table 1 Media Excerpts 

Media Mentions against dynamicity of 
food trends  

“Foods masquerading as drugs have become a multi-billion 
dollar business.  Big food companies are funding clinical 
research in order to justify health claims–often deliberately 
vague–that blur the line between nutrition and medicine. There 
is everything from water with all sorts of strange vitamins and 
supplements to yogurts with special added bacteria.”—Robert 
Langreth on Bogus Health Claims 
http://www.forbes.com/sites/robertlangreth/2010/09/27/the-
feds-crack-down-on-bogus-superfood-health-claims/ 

Antioxidant as a marketing tool Antioxidant becomes primary wellness ingredient. “High in 
antioxidants” is a ubiquitous marketing message featured by 
scores of drinks, foods and supplements. Ranking sixth on the 
functional food list, antioxidants have become a primary 
wellness ingredient, touted to improve heart health, mood 
and beauty. The researchers indicate that the antioxidant 
message has an increasingly limited affect in increasing sales. 
And increasing FDA label scrutiny, as evidenced by the FDA 
warning letter regarding Dr Pepper Snapple Group‟s 
“Sparkling Green Tea Ginger Ale” antioxidant claim, make it 
difficult to use antioxidant fortification as a marketing tool. [8] 

 8. Acknowledgements 
Thanks to Dr. John Jordan for facilitating and advising me through this study. I am also grateful to Dr. 
Meg Meloy (Dept. of Marketing, Smeal College of Business) for help with preliminary data collection, 
consumer behavior understanding and sharing news about POM Wonderful. Special thanks to Dr. 
Stephanie Doores (Dept. of Food Science, Penn State) who let me use her collection of trade journals 
and industry magazines. 

 

http://www.forbes.com/sites/robertlangreth/2010/09/27/the-feds-crack-down-on-bogus-superfood-health-claims/
http://www.forbes.com/sites/robertlangreth/2010/09/27/the-feds-crack-down-on-bogus-superfood-health-claims/


Kolika Chatterjee Navigating Food Trends Spring 2012 

P
ag

e2
0

 

 9. Bibliography 
 

[1]  "Wiki," [Online]. Available: http://en.wikipedia.org/wiki/Food_industry. [Accessed 25 4 2012]. 

[2]  [Online]. Available: http://ift.org. 

[3]  "FMI," no. www.fmi.org/.  

[4]  "The Cranberry Institute: Health Research," [Online]. Available: 

http://www.cranberryinstitute.org/healthresearch.htm. [Accessed 25 4 2012]. 

[5]  [Online]. Available: 

http://academic.mintel.com.ezaccess.libraries.psu.edu/sinatra/oxygen_academic/my_reports/. 

[Accessed 11 3 2012]. 

[6]  Food Network Shows. [Performance]. 2011-2012.  

[7]  [Online]. Available: http://pinterest.com/all/?category=food_drink. [Accessed 25 4 2012]. 

[8]  Food Products Design, "Key Trends in Functional Food Products," vol. 20, no. 11, November 2010.  

[9]  [Online]. Available: http://newhope360.com/business/ftc-attorneys-unimpressed-poms-35-million-

investment-science?page=2. [Accessed 24 4 2012]. 

[10]  L. J. Grove KA, "Prevention of obesity by tea (Camellia sinensis), a critical review of the laboratory, 

epidemiological and human intervention studies.," J. Nutr., vol. 140, p. 446 – 53., 2010.  

[11]  E. R. Lambert JD, "The antioxidant and pro-oxidant activities of green tea polyphenols: a role in 

cancer prevention.," Arch. Biochem. Biophys. , no. 501, pp. 65-72, 2010.  

[12]  [Online]. Available: http://www.umm.edu/altmed/articles/green-tea-000255.htm. [Accessed 25 4 

2012]. 

[13]  "Functional Beverages- US," Mintel. 

[14]  "Yogurt and Yogurt Drinks-US," Mintel, December 2011. 

[15]  "What is Bifidus Regularis?," [Online]. Available: http://whatisbifidusregularis.org/. 

[16]  "Fish and Seafood- US," Mintel, December 2011. 

[17]  [Online]. Available: http://lowcarbdiets.about.com/od/nutrition/a/cinnamonbenefit.htm. 

[18]  "Effect of cinnamon on postprandial blood glucose, gastric emptying, and satiety in healthy 

subjects," American Journal of Clinical Nutrition, vol. 85, no. 6, pp. 1552-6, June 2007.  

[19]  [Online]. Available: http://www.whfoods.com/genpage.php?tname=foodspice&dbid=68. 

[20]  "Dry Rice, Pasta and Noodles- US," Mintel, March 2012. 

[21]  K. M. Steven G. Pratt, SuperFoods Rx, HarperCollins, Dec 23, 2003.  

[22]  "Tea and RTD Teas-US," Mintel, July 2011. 

[23]  "YouTube Commercial: Smart Mom," Activia, [Online]. Available: 

http://www.youtube.com/watch?v=Dzv_tXX_PVI. 

[24]  "Youtube Oikos Commercial: Home Party," Oikos, [Online]. Available: 

http://www.youtube.com/watch?v=EM_KGSqSz7Y. 



Kolika Chatterjee Navigating Food Trends Spring 2012 

P
ag

e2
1

 

[25]  [Online]. Available: http://www.quora.com/Yogurt/Why-did-Greek-Yogurt-become-so-popular-in-

the-US. 

[26]  M. Janet M. Torpy, "Eating Fish: Health Benefits and Risks," The Journal of the American Medical 

Association, vol. 15, p. 1926, 2006.  

[27]  [Online]. Available: http://blogs.worldwatch.org/nourishingtheplanet/fishing-for-sustainable-

practices-to-conserve-fisheries/. 

[28]  "YouTube Post Commercial with Executive Chef Curtis Stone," Post Great Grains, [Online]. 

Available: http://www.youtube.com/watch?v=Dbtx0LMc0Iw. 

[29]  "New York Times," [Online]. Available: 

http://www.nytimes.com/2011/02/03/business/media/03adco.html. [Accessed 26 4 2012]. 

[30]  "Benefits of Cranberry Seed Oil," [Online]. Available: http://www.livestrong.com/article/427405-

what-are-the-benefits-of-cranberry-seed-oil/. 

[31]  "Google Images," [Online]. Available: www.google.com/imghp. 

[32]  "Eggs-US," Mintel, May 2011. 

[33]  [Online]. Available: Google.com/insights/search. 

[34]  "Wiki EGCG," [Online]. Available: http://en.wikipedia.org/wiki/Epigallocatechin_gallate. 

[35]  "PAC wiki," [Online]. Available: http://en.wikipedia.org/wiki/Proanthocyanidin. 

[36]  "Penn State AgScience Magazine," Winter Spring 2012.  

 

 


