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WHAT PROPORTION OF NEW PRODUCTS SURVIVE TWO YEARS? 

>50% survive 2 years 

Average productôs lifespan is  

4-5 years 

SURVIVAL AND LIFESPAN OF PRODUCTS 
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WHY IS INNOVATION IMPORTANT? 

£7bn 

INNOVATION DRIVES INCREMENTAL GROWTH 
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Too much choice, too 

little choice? 
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CATEGORY ENHANCING INNOVATIONS SEEK INSPIRATION FROM 

WITHOUT NOT WITHIN THE CATEGORY 
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Rational or irrational from 5 to 7,000 lines? 

THE RATIONALE FOR ADDITIONAL SKUôS 



Frozen 23% 

ÅFrozen ready meals 28% 

Fresh/chill 21% 

ÅChilled processed poultry 38% 

ÅFresh pasta 28% 

ÅYoghurt 26% 

ÅChilled bakery 26% 

Ambient grocery 17% 

ÅConfectionery 23% 

Alcohol 13% 

ÅCider 21% 

INNOVATION  
% OF CATEGORY THAT ARE NEW SKUôS OVER PAST YEAR 



BEFORE YOU ARE ONE  YOU WILL HAVE WORKED YOUR WAY 

THROUGH EVERY TOOTHPASTE SKU (EVEN IF YOU DONôT HAVE 

TEETH!) 

8 



 

9 

FIVE YEARS FOR HAIRCARE 



7 YEARS TO MUNCH YOUR WAY THROUGH EVERY  BREAKFAST 

CEREAL SKU 
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12 YEARS FOR CRISPS 
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