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The insights behind your next big idea 

 

 

Who we are 

 

 

 

 

 

Consumers Markets Innovation Trends 

We ask 30,000 people 

for their opinions each 

month. 

We track consumer 

spending in 3,000 

markets across 34 

countries. 

We cover 33,000 new 

product launches from 

62 countries each 

month. 

We track more than 70 

consumer lifestyle 

trends and thousands of 

observations on a daily 

basis. 
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Agenda 
A few notes on the Mexican consumer 

 

Innovation: What we mean, what consumers 

look for and why they are different 

 

Flavor innovation: looking at established and 

emerging flavors 
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The Mexican consumer 

Source: Mintel Food and Drink 

Mexico has a relatively young population: just 7% are aged over 65 years and nearly three in ten 

(28%) are aged under 14 years.1 

The average household net-adjusted disposable 

income per capita in Mexico is US$12,850 a year, 

which is lower than the global average of 

US$23,938, according to the Organization for 

Economic Cooperation and Development Better 

Life Index. Moreover, the country’s income 

disparity is large. The average net adjusted 

disposable income of the top 20% of the Mexican 

population is an estimated US$33,060 a year, 

while the lowest 20% of Mexico’s population live 

on an estimated US$2,594.2 

On average, Mexicans work 

2,237 hours a year, with 29% 

of the employed population 

working over 50 hours a 

week, according to the study. 

A recovery in Mexico’s labor 

market boosted employment 

figures in 2014, according to 

reports.3 

Unemployment is on the rise, with nearly 4.7% of 

Mexicans ages 15 and older who are unemployed as of 

August 2015, which is up from 3.9% in March 2015, 

according to INEGI data.4 

Consumer confidence is 

creeping up, according to 

figures from Trading 

Economics. Consumer 

confidence in Mexico has 

climbed steadily in 2014, 

following a low of 84 at the 

beginning of the year, and in 

January of 2015, lay at 91.5 
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. 

 

Mexicans and brand loyalty 

Rising incomes and aspirations in Mexico are creating an expanding cohort of  ‘Middle Class Heroes’, and 

the country is now the envy of many developed nations where the middle classes seem to be caught in 

a downwardly mobile spiral. Branded products are particularly important to Mexico’s aspiring middle 

class. 

Source: Mintel Food and Drink 

Further, Mexican consumers generally have less disposable income, making them reticent 

to try new brands, concerned that they may not have the money to replace products they 

don’t like.  

Mexicans are particularly loyal to their favorite brands, and far less likely to have traded 

down to less expensive products during the economic downturn, according to McKinsey. 

In contrast to this product brand loyalty, Mexicans have proven to be fickle shoppers, and 

willing to switch to modern venues such as supermarkets, mass merchandisers and club 

stores.  

In some instances, a ‘made in America’ label on a brand is even enough to signify higher 

quality to Mexican consumers, not surprising given the high level of trade between the 

neighboring countries. 
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How health related issues affected the Mexican consumer 

Source: Mintel Food and Drink 

The downside of rising prosperity in Mexico is that increasingly sedentary lifestyles, adoption of fast food 

culture and a suspected genetic predisposition towards diabetes have created an obesity-driven health 

crisis in the country.1 

The gym industry for example, is 

undeveloped in Mexico and a 

recent report claims that 2% of 

people in Mexico belong to a 

gym or sports club. However, 

analysts predict that the industry 

will develop in response to a 

growing economy and increased 

health consciousness amongst 

consumers.2 

Research shows that lower socio-economic households showed 

higher rates of reductions in their consumption of added-sugar 

beverages. Statistics show that obesity and diabetes rates are 

higher among Mexico’s lower income population, suggesting that the 

tax may be helping these consumers develop healthier habits. The 

movement away from CSDs pre-dates the tax, as purchases of 

sugar-sweetened beverages by lower-income Mexican households 

had dropped 9% before January 2014. After the tax was instituted, 

decreases among this group rose to 17% through December 2014.3 
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Product introductions grow over time in Mexican market 

Bakery and snacks are the two largest categories, as they are in the US market. Sauces 

& Seasonings and Dairy as significant, large categories illustrates, in part, consumers’ 

focus on preparing meals at home. 

Source: Mintel 
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What does  

product innovation  

really look like? 
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Name a product you’ve seen on the market recently 

that you think is truly innovative 
  

What are some examples that you can think of? 

Let’s play a game 

9 
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Here are five we’ve identified in 2016 as innovative 

Kronfli’s Labni 

yogurt kefir 

snack 

Pepsi 1893 

cola 

Kraft Heinz 

dressing in a 

pouch 

GoodBelly 

Probiotics 

Grape Flavored 

Sparkling Drink 

 

 

Welch’s 

Raspberry 

Hibiscus Drink 

 

10 



11 

Here are consumers’ top five from 2016 

Nestle Dreyer’s Slow 

Churned California 

Caramel Almond 

Crunch Light Ice 

Cream 

 

Continental Mills’ 

Ghirardelli Dark 

Chocolate Premium 

Brownie Mix 

 

Unilever’s Good Humor 

Double Chocolate Chip 

Cookie Sandwich 

 

 

 

Sargento Tomato & 

Basil Jack sliced 

cheese 

Ghirardelli Chocolate’s 

Intense Dark Cocoa 

Nibs chocolate bar 

 

Source: Mintel Purchase Intelligence 11 
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What consumers chose were NOT innovative in our minds. 

 

But these are the top products that consumers think are 

unique and exciting. PLUS, these are the ones they are most 

likely to PURCHASE 

Why is there a disconnect? 

12 
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We obtain reliable 

consumer input on 

every reported food 

and drink product in 

the US: 18,000+ 

products a year 
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100 in-depth 

consumer reactions 

to each product  

 

2 million unique 

perspectives  

Proprietary survey methodology that 

mimics a shopping experience 

 

Nationally representative with hard 

quotas (gender and age) 

 

Instant reaction, price prediction, 

purchase intent and attribute rating 

 

Agile benchmarking 
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For discussion 
Discussion of the products we identified as 

most innovative—why we think that, what 

consumers think and why 

 

A closer look at innovation from the 

consumer’s perspective—what they rate 

highly and why 

 

Lessons learned  

15 
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PepsiCo’s 

Pepsi-Cola 

1893 Ginger 

Cola 
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Unclear on concept 

“I don’t know what this is,” – 
Female, Northeast, 45-54 

 

 

“Although I like sodas, they 

are not very healthy so I 

avoid buying them.”  

– Male, South, 18-34 

What consumers told us: 

• While the drink is perceived as being 

unique, it is not perceived as being tasty 

or exciting, the two most important 

product attributes correlated to purchase 

• Why? Consumer verbatims indicate 

some resistance to carbonated soft 

drinks and sugar 

• Also, the ginger flavor appears to be 

polarizing:  

– “Ginger cola doesn’t sound good to 

me,” Female, South, 18-34 

– “I like ginger,” Male, South, 18-34 

What Mintel said: 

• It is inspired by the mixology craze, 

which is how it is promoted 

• Also ties in with authenticity via its 

formulation 

• Part of a larger trend of flavor 

experimentation 

What to learn from this: 
Consumers don’t choose what they don’t 

understand, especially in a challenging 

category 

Source: Mintel Purchase Intelligence 
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Kronfli Labni 

Yogurt Kefir 

Snack 



19 

Kronfli Labni Yogurt Kefir Snack: Confusion as to use 

“The flavors don’t 

seem as if they fit 

well together.”    

– Male, Midwest, 18-

34 

Unfamiliar brand, unfamiliar concept, unusual flavors 

• Three flavor varieties: Mint & Garlic, Lavender & Honey, 

Sundried Tomato & Basil 

• Unappealing flavors, as the products in the line score lowest 

among all spoonable yogurts on taste; Tasty is the attribute 

most highly correlated to purchase 

Source: Mintel Purchase Intelligence 

Purchase Intent 

Kronfli Labni Yogurt 

Kefir Snack line 

Spoonable 

Yogurts 

24% 
41% 
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Would rather go for products 

am a bit more familiar with or 

something cheaper to know if I 

would like it before spending 

more money on it. 

–  Female, Midwest, 35-54 

 

“Just the thought of mint 

and garlic in a yogurt form 

doesn't really sound that 

good.” 

–  Female, South, 18-34 

 

Sundried Tomato & Basil flavor 

Mint & Garlic flavor 

What Mintel said: 
• Expansion of an ethnic product (labne) 

into wider distribution in the US 

• Again, it’s about flavor experimentation 

• Bringing uniqueness and variety to a 

crowded category 

Lesson learned: Most consumers wary of experimentation 

Source: Mintel Purchase Intelligence 

What to learn: 

• Don’t underestimate the 

mainstream consumer’s 

reluctance to experiment 

• Remember that a concept may 

be a good concept, but 

consumers may be slow to 

adopt it, especially if it is from a 

brand they do not recognize 

• But even big brands can get it 

wrong with flavors 
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Kraft salad 

dressings 

in a pouch 
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Consumers agree with us! 

“I eat salads every day for lunch. The dressing is the 

hardest part to manage, either it spills out of whatever 

container I put it in or I have to bring the whole big bottle”  

– Female, West, 18-34 

Big brand, easy to understand 
• 64% of consumers rated this product as 

Tasty, the most important attribute for 

purchase 

• Consumers see the products as 

trustworthy (Golden Italian rates highest 

among all salad dressings, at 78%) 

• Looking closer, 60% of consumers rate it 

as convenient, twice that of all dressings 

 

Insight: Brand, flavor perception, 

convenience drive purchase 

Source: Mintel Purchase Intelligence 

Purchase Intent 

46% 
38% 

Kraft salad 

dressing in a 

pounch 

All salad 

dressings 



23 Source: Mintel Purchase Intelligence 

They marry the slightly different to the very familiar 

• Almost all are indulgent treats, conveyed via what the product is and the name 

(Intense, Dark, Double Chocolate) 

• All are from established brand names 

• Most are repackages, restages, reformulations 

 

 

 

What consumers’ top choices have in common 

This flavor sounds 

awesome.. my 

mouth is watering 

just looking at it. 

Female, Northeast,

 55+ 

 

Ghiradelli 

chocolate is 

wonderful and 

would love to try 

the brownies 

Female, South, 35

-54 

 

Its got double the 

chocolate chips!! It 

looks very good. 

The package is 

appealing. The 

"good humor" van 

makes you smile. 

Male, South, 55+ 

 

Ghirardelli is a 

quality chocolate 

and I like dark 

chocolate  

Male, West, 35-54 

 

I love cheese and I 

like the idea of 

flavored cheese. It 

would go great with 

pasta. 

Male, South, 18-34 
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Flavored sliced cheese, for a variety of uses 

“Love cheese and the 

flavors included in this,”  

– Female, South, 18-34 

Flavor appeals, seen as 

unique 

• This product has the highest 

score of all hard cheeses on 

the attribute Tasty, which 

significantly contributes to its 

high purchase intent score 

• In addition, this product can 

be seen as a category 

expander: 71% of 

consumers would see it as 

an additional purchase in the 

category 

• Also part of its appeal is the 

package, which is rated as 

appealing by about 55% of 

consumers, twice that of the 

rating for all hard cheeses 

Source: Mintel Purchase Intelligence 

75% 

0% 

29% 

71% 

48% 

2% 

39% 

60% 

Purchase Intent New Purchase Replacement Additional
Purchase

Purchase intent and purchase patterns 

Sargento Tomato & Basil Jack Natural Cheese Slices

Hard Cheese & Semi-Hard Cheese
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On-trend product, hot flavor 

“It's Ben and Jerry's. Can't go 

wrong with that. Plus it's their 

new dairy free ice cream 

which I've been wanting to 

try.”  

– Female, South, 18-34 

“I love the flavor combination 

and I love that it is made with 

almond milk!!”  

– Female, Northeast, 55+ 

Trend, flavor, and brand come together 

• This specific flavor scores substantially higher 

than all frozen desserts in purchase intent; other 

flavors in the line also score high 

• Half of those who will buy the product say this 

product would replace something else they 

normally buy 

• The flavor hits on consumer’s search for new, 

indulgent flavors, as it is the highest rated product 

for being Tasty 

• Illustrates the power of the brand name PLUS the 

strength of the trend (dairy alternatives) 

Source: Mintel Purchase Intelligence 

What it means:  

This product line is likely to 

be a significant success, 

as it exhibits all the key 

attributes, seemingly 

providing perceived health 

and indulgence 
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Perfect combination of new and familiar 

“My family loves everything 

Oreo,”  

– Female, West, 18-34 

 

 

 

 

“I have always loved oreo 

cookies anyway and usually 

bought the double cream 

ones. Now I want to try the 

thin ones.”  

– Female, South, 35-54 

 

The same as before, but a little less 

• This variety was rated as most exciting cookie 

introduction since January 

• The purchase intent score almost twice that of 

all cookies, as are scores on attributes of 

convenient and fun, illustrating the product 

communicates its benefits clearly 

• In addition, it is more likely to be an additional 

category purchase (category expander) than 

other cookies, indicating the potential for this 

cookie to grow the entire cookie market 

Source: Mintel Purchase Intelligence 

What it means:  

Familiar plus something a 

little bit different can 

resonate with consumers. It 

also successfully ties in with 

the trend we see for “thins” 

across categories 
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While it may seem that consumers only want what 

they have always had, there’s hope for innovative 

products 

 

Close-in innovation: 

• Take something that’s very familiar, and give it an 

on-trend twist 

• Marry something innovative to a trusted brand 

name (but don’t forget to communicate your 

benefits clearly!) 

 

Further-out innovation: 

• Keep in mind that not all trends are for all 

consumers—the more innovative products may only 

work with a small group of consumers. At first. 

• Prepare for a slow build—be prepared to nurture 

your new brand and concept 

 

 

So, what’s the prognosis for innovation? 
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Charting flavor expansion 

and innovation  
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Agenda 
Flavors: Allowing consumers to experiment 

 

Looking back to the development of existing 

flavors 

 

Looking forward to a couple possible 

developing flavors 

 

How to apply this yourself 
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Why do we care about flavor? Consumers seek experience 

Intense physical and sensory 

experiences give life, brands and 

products deeper meaning. 

 

Trend stems from the “experience 

economy” from before the 

recession, through areas such as 

extreme sports, travel, cuisine, and 

culture 

 

Trend: Sense of the intense 

Source: Mintel 
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In the market: Evoking flavor in unusual ways 

Finger Lickin’ Good 

KFC Hong Kong has launched 

two edible nail polishes that claim 

to recreate the taste of its 

popular recipes. 

 

Glazed coupons 

Krispy Kreme has created a 

coupon where the barcode looks 

like its signature donut glaze. 

Source: Mintel 
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In the market: Unusual and unexpected flavors 

Christmas with a twist 

In the UK, Marks & Spencer has 

announced that its Christmas 

2015 line will include Prosecco-

flavoured crisps that have been 

sprinkled with pink glitter that 

fizzes on the tongue. 

 

McChocolate Fries 

In Japan, McDonald’s has added a 

new menu item in Japan which blurs 

the line between sweet and savory 

flavors—chocolate-covered fries. 

 

Source: Mintel 
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In the market: Flavor communication expands in new ways 

Muy Caliente! 

Popular US-based chip maker, 

Tostitos, promotes spicy new 

chips with tantalizing 

telenovela, Botanas del Cielo 

(Snacks from Heaven). 

 

Season’s Greetings 

In London, popcorn brand 

Propercorn has teamed up with 

Bompas & Parr to create a 

sensory-focused pop-up designed 

to crowdsource a new flavor. 

Source: Mintel 
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Consumers like experimentation, and flavor plays a role 

Of US consumers in 2015 said they like to 

try new recipes, up from 52% in 2008 58% 

Of US consumers say they like to try new 

global recipes when they eat out 28% 

Of Millennials say food should be fun to eat, 

compared to 21% of non-Millennials 35% 

Source: Mintel 



35 Source: Mintel 

What’s most important to consumers: FLAVOR 

0 20 40 60 80 100

Trendy/hot product

Organic

Premium/gourmet or “artisanal”  

Locally made

Is easy to eat on the go

Provides an energy boost

All natural

Helps with health issues

Is a brand I trust

Good price/value

Satisfies my appetite

Has a taste/flavor I like

Product attributes consumers say they look for in food and 
beverage, USA 
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Flavors often move from country to country 

They also move from category to category 

They also change within categories as they become more common 

 

Looking at the patterns of a couple established flavors may provide insight on how 

to look at emerging flavors 

 

Note: Flavor trends usually are very specific within each country; this analysis 

focuses on  the  US market 

 

 

Charting flavor expansion: What to think about 
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Established flavor sriracha keeps expanding regions 
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New product introductions with sriracha, global, 1998-June 2016 

North America Asia Pacific Europe Middle East & Africa Latin America

Sriracha as a flavor has been a significant trend for the last five years, although 

introductions predate that by more than a decade. The flavor takes off in the 

North American market, then shows further expansion into other regions 

Source: Mintel GNPD 
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It also expands into more categories 
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Sriracha as a flavor in new  product  introductions, global by 
category, 2011-June 2016 

Other

Sweet Spreads
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Other Beverages
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Savoury Spreads

Processed Fish, Meat & Egg Products

Meals &  Meal Centers

Snacks

Sauces & Seasonings

Another characteristic of a flavor trend is when it expands into additional 

categories; first categories for expansion are close-in and obvious; as the 

trend develops, it moves into more unexpected categories. 

Source: Mintel 
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Sriracha in sauces: Early, basic intros morph into more 

Supervalu’s Essential 

Everyday Sriracha Mustard, 

USA, 2016 

Altius Spice House Sriracha 

Seasoning Grinder, Canada, 2016 

Amoy Sriracha Hot Chilli 

Sauce, China, 2006 

McCormick Gourmet Sriracha 

Seasoning, Canada, 2016 

One of the first sriracha 

sauces appeared in 2006 in 

China 

 

Standard format, unique only 

in flavor 

 

In 2016, introductions in the 

category far more advanced 

• Flavored mustards 

• Dry versions 

 

Insight: 

A flavor profile in its “home” 

category will change and 

expand at the same time the 

flavor expands to different 

categories 

 



40 

Sriracha appeals differently in different categories 

Sriracha in salty snacks:  

Not consumers’ choice 

• Hot or spicy flavors can 

sometimes be polarizing 

• In a category with many 

unusual flavors, one more 

does not differentiate itself 

Sriracha in meat products: 

More likely to purchase 

• Spicy flavors in prepared meat 

& poultry still relatively new, 

which makes new a flavor 

stand out 

• Broader age appeal, with 

higher purchase intent scores 

among 35-54 age group than 

snacks with sriracha 

Purchase intent, Jan-Jun 2016 

Purchase intent, Jan-Jun 2016 

Source: Mintel Purchase Intelligence 

Snacks 

with 

sriracha 

All Salty 

Snacks  

Meats 

with 

sriracha 

All 

Processed 

Meat 
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Sriracha appeals differently in different categories 

“We tried cheese it brand but the 

siracha flavor will be good 

addition to excite me”  

– Female, West, 35-54 

“I like Cheez-Its but the Sriracha 

part is a turn-off.” 

– Female, West, 35-54 

“chicken is good and i like the 

sriracha flavor. easy to cook.” 

– Male, Northeast, 35-54 

Source: Mintel Purchase Intelligence 

Target’s Archer 

Farms Honey 

Sriracha Chicken 

Breasts 

Target’s Archer 

Farms Honey 

Sriracha Chicken 

Breasts 
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Caramel: A well-established global flavor 

0
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New product introductions with caramel as a flavor, global by 
region, 2006-June 2016 

Asia Pacific Europe North America Latin America Middle East & Africa

Clearly, a flavor trend that has been around for a very long time, increasing steadily in 

product introductions each year, across all regions. As established flavors continue to 

grow, they often develop additional flavor trends. 

Source: Mintel GNPD 
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Salted caramel: One of the offshoots of plain caramel 
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Salted caramel product introductions, 2008-June 2016, global by category 

Other

Breakfast Cereals
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Desserts &  Ice Cream

Salted caramel products first appeared in 2008, increasing year over year. 

Ice cream and  chocolate dominate early introductions; categories expanded 

significantly in the last three years. 

Source: Mintel GNPD 
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Salted caramel appears from large and small companies 

Established flavors appear 

across categories and 

from major companies.  

Back to Nature Gluten-Free 

Salted Caramel Pecan Blondie 

Cookies, USA 

Starbucks Iced Espresso Classics 

Salted Caramel Mocha Chilled 

Espresso Beverage, USA 

Kroger Salted Caramel Baking 

Chips, USA 

Quest Salted Caramel Flavor 

Protein Powder, USA 

Schwan's Salted Caramel 

Gelato, USA 
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What it is 

Also called guanabana, it’s the fruit of 

an evergreen tree common to Mexico, 

Cuba, and other parts of Latin America 

 

The flavor has been described as a 

combination of strawberry and 

pineapple, with sour citrus flavor notes 

contrasting with an underlying creamy 

flavor reminiscent of coconut or 

banana. 

 

 

 

 

 

Why could it expand in  the US 

market? 

• It continues to appear in 

prepared products in Latin 

America 

• It could have some cachet 

because of its connection to 

Cuba 

• Flavor profile can be attractive 

to mainstream consumers 

• While the fruit may seem too 

“foreign” to most consumers, 

development may be in juices, 

sorbets, yogurts 

Emerging flavor trend for North America: Soursop 
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Soursop introductions mainly in Latin America, Asia 
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Product introductions with soursop, global by region, 1996-June 2016 

Latin America Asia Pacific Europe North America

Latin America and parts of Asia are the “home” of soursop as a flavor and ingredient. Most 

introductions come from there; some expansion into Europe and a few North American 

introductions. The flavor could be poised for greater activity in the US market. 

Source: Mintel GNPD 
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First US introductions treated soursop as a novelty  

Fage Total 0% All 

Natural Nonfat Greek 

Strained Yogurt, USA, 

2014 

 

New Belgium Rolle 

Bolle Summer Seasonal 

Ale, USA, 2013 

 

Glacéau VitaminWater 

Zero Nutrient Enhanced 

Water Beverage, USA, 

2011 
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More recent global introductions focus on the fruit 

Unilever’s Ades Max 

Soy Force Soursop 

Flavored Soy Drink, 

Mexico, 2016 

 

Frulac Yogurt with 

Soursop, Venezuela, 

2016 

 

Aldi’s Rio d'Oro 

Soursop, Dragon Fruit, 

Banana & Passionfruit 

Fruit Passion Smoothie, 

Germany, 2016 
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Emerging flavor trend for North America: Harissa  

What it is 

Harissa is a spicy and aromatic chile 

paste that's a widely used staple in 

North African and Middle Eastern 

cooking. Harissa recipes vary between 

countries and regions, but a standard 

version includes a blend of hot chile 

peppers (which are often smoked), 

garlic, olive oil and spices, like cumin, 

coriander, caraway and mint. Tomatoes 

and rose petals are also common 

ingredients. 

 

Why it could expand in the  US 

market? 

• Ethnic flavors continue to grow in 

popularity, especially among 

younger consumers 

• North African cuisine is still relatively 

unique, which has an appeal for 

many consumers 

• However, it has a fairly “hot and 

spicy” profile, which can be 

polarizing 

49 
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Harissa appears mainly in Europe 
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New product introductions with harissa, global by region, 2011-June 2016 

Other

Latin America
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Europe

The greatest number of products with harissa as a flavor appear in Europe, with some 

introductions each year in North America.  

Source: Mintel GNPD 
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While sauces are the main category, we see expansion 

Sainsbury's Taste the 

Difference Harissa 

Dressing, UK 

Wicked Kitchen 

Mo'roccan Style 

Chicken & Couscous, 

USA 

Loblaw’s President's 

Choice World of Flavours 

Harissa Hummus Flavour 

Rippled Potato Chips, 

Canada 

Typical harissa sauce 
As a flavor component 

in a meal 

As a limited edition 

snack flavor 
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Take ideas from other countries or from popular 

flavors in certain categories 

 

Track where they started and where they expand 

(geographically and categorically) 

 

For small brands, small companies, jump right in 

with the most authentic product you can 

 

For large brands and large companies, look for the 

opportunity to take the flavor mainstream 

How to think about identifying flavor trends 
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Remember: 

Consumers like to 

experiment and try 

new things, and 

flavor is an important 

factor in product 

choice 

 

Don’t be afraid to 

move a flavor 

outside its “home” 

category or region 
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Lynn Dornblaser 

Director, Innovation & Insight 

lynnd@mintel.com 

312 450 6117 

@LynnMintel 

Thank you 


