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WHAT DO CONSUMERS 
WANT FROM FMCG BRANDS?

The Identica insight team have been 
exploring trends in Fast Moving 
Consumer Goods.

Along with visiting Luxe Pack 2013 and 
Packaging Innovations 2013 we have been 
conducting some market analysis which 
has highlighted six FMCG trends that 
are likely to grow in 2014.

These findings are also informed by 
our understanding of five drive (macro) 
trends which are influencing consumers 
right now.

FMCG TRENDS 2014
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INNOVATION 
HUNGER

CONVENIENCE
CULTURE

AGEING 
POPULATION

HEALTH
CONNOISSEURS

SUSTAINABLE
FUTURES

FMCG TRENDS 2014

DRIVE (MACRO) TRENDS 
Innovation Hunger

Convenience Culture  

Ageing Population

Health Connoisseurs

Sustainable Futures

Today’s consumers are demanding 
continued innovation to give them 
an endless choice of consumables.

We’re working longer than 
ever before. The speed of life 
has quickened and consumers 
demand ease and convenience.

We’re facing a large shift towards 
an ageing western population. 
A population that will have to 
work later in life.

Consumers are becoming 
increasingly educated regarding 
the identification, tracking and 
analysis of their health.

Brands will be rewarded with 
the loyalty of consumers who react 
positively to commercial and 
product responsibility.
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FMCG TRENDS 2014

FMCG TRENDS

NEO-ECO AFTER-LIFE VIRTUCATION

LUXE-UP SMART PACK
‘ACTION’ 
PACKED
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FMCG TRENDS 2014

Organic no longer comes in a brown 
paper bag. The category is evolving 
fast and getting more competitive by 
the day. Therefore there is less room 
for traditional organic and healthy 
brands. 2014 is saying welcome 
to neo-eco.

1    Vivid Matcha

2     Method Ocean Plastic Bottlle

3     Renee Voltaire 

Matcha – natural, organic green tea leaves which have 
been carefully ground to form a fine powder.

This soap dispenser from Method is made from 
ocean plastic waste.

A raw food and vegan specialist brand that 
gains stand-out with a vibrant brand positioning.

1 2

TREND DRIVERS: 
SUSTAINABLE FUTURES, HEALTH CONNOISSEURS

3

NEO-ECO



6Bitesize

FMCG PACKAGING 2014

Environmental concerns play a major 
factor in all our lives, yet as consumers 
we want to shop guilt-free. Packaging 
that offers an additional purpose or 
benefit will be more persuasive and alter 
purchasing decisions at point of sale.

1    Sassfras Baking Kits

2     Miller Cooler Park

3     Lemnis Lighting

The interior displays baking directions, whereas 
the exterior is a playful animal hat for children.

Water resistant beer crate with intuitive 
tear open lid.

Bulb packaging that turns into a 
pendant lampshade.

TREND DRIVERS: 
SUSTAINABLE FUTURES, INNOVATION HUNGER,
CONVENIENCE CULTURE

1

2

3

AFTER-LIFE
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FMCG TRENDS 2014

As consumers we want to get the best 
from the products we buy. Is it healthy 
for me? Should I eat it straight away? 
How can I use it? In the digital age we  
no longer want a recipe card, we want  
to learn by interacting with the brand.

1 2

TREND DRIVERS: 
INNOVATION HUNGER, CONVENIENCE CULTURE, 
HEALTH CONNOISSEURS, AGEING POPULATION

3

1

1    IBM Pack Track

2     Haagen-Dazs Concerto Timer

3     Heinz Tomato Ketchup AR

Enable shoppers to scan walls of packaging 
with their phones – spotlighting items that 
suit their pre-set criteria, such as price or 
dietary requirements.

An augmented reality concerto acted as a timer for 
the ice-cream to reach its optimum temperature.

Augmented reality turns the ketchup label into 
a 3D interactive recipe book.

VIRTUCATION
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FMCG TRENDS 2014

In the era of austerity our purse strings 
haven’t been tighter. Opportunities to 
treat ourselves to luxury goods are 
becoming less frequent. Due to the 
accessible price points of FMCG products, 
brands which offer an entry to luxury 
experience are being traded up to.

TREND DRIVERS: 
INNOVATION HUNGER, CONVENIENCE CULTURE

1 2

3

1    Nestle Alpino

2     Nescafe Gold Blend Barista

3     Evian Elie Saab

      Fever-Tree Premium Cola

Elie Saab has designed Evian’s 2014 limited edition 
bottle. His trademark lace conveys absolute purity.

Nescafé have launched a Barista Style coffee for 
customers who need a richer and fuller taste.

Upgrade from the regular Alpino bar for a more 
indulgent sharing experience.

4
4

Mixer specialist Fever-Tree has launched a premium 
cola into the Spanish off-trade.

LUXE-UP
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FMCG TRENDS 2014

TREND DRIVERS: 
HEALTH CONNOISSEURS, AGEING POPULATION, 
CONVENIENCE CULTURE, SUSTAINABLE FUTURES,
INNOVATION HUNGER

2Life moves pretty fast and we want to 
make the most of it. Packaging that  
is easy to use, keeps things fresher for 
longer and warns us when something is bad 
makes our lives easier and worry-free.

1    Kraft Chips Ahoy!

2     Ideo Medical Packs

3     Windex Touch Up

      Tempix Label

Snack’n Seal™ technology allows customers 
to simply peel back the top of the package.

Over a pre-allotted timeframe, the inky patterns on 
the lower sections of the label permeate the surface.

A push dispensing system that is easy to 
use and can be kept at convenient locations.

4
A barcode that gradually vanishes as an item 
reaches its sell-by date until it is no longer scannable.

1

3 4

SMART PACK



10Bitesize

FMCG TRENDS 2014

TREND DRIVERS: 
HEALTH CONNOISSEURS, AGEING POPULATION, 
CONVENIENCE CULTURE

We want it and we want it perfect!  
As consumers we want the maximum 
benefits from the products we buy. We 
are seeing a growth in brands innovating 
packaging to offer the contents in their 
optimum state.

1    Hot Can

2     Activate Vitamin Cocktails

3     Special K Nourish

      MiO Energy Drops

A water and limestone reaction allows the cans 
to heat the food in around 8-10 minutes.

The cap stores the vitamins to keep them separate 
from the water which keeps them fresh and potent.

A range of  microwaveable breakfast cereals with 
compartments of red berries and almonds in the lid.

4
Portable liquid mixer that adds vitamins 
to any drink.

1

2 3 4

‘ACTION’ 
PACKED
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