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THIRD ANNUAL BETTER HOMES AND GARDENS BEST NEW PRODUCT AWARD 

WINNERS ANNOUNCED                                                                                                                                                                                                                                                                                                                                                                                                                    

 
More Than 50,000 Surveyed Consumers Reveal Key Insights about how US Shoppers Eat, Spend & Shop 

 

January 18, 2011 (New York, N.Y.) – Better Homes and Gardens, along with leading market research firm 

BrandSpark International, today announced the 42 winners of the third annual Best New Product Awards 

(BNPA), which spotlights winning consumer products in the categories of health and beauty, food, and household 

care. 

 

The 2011 Best New Product Award Overall Category Winners are: 

 Best in Show and Best in Health and Beauty: Olay Professional Pro-X Intensive Firming Treatment 

 Best in Food: Morey’s Fish Creations  

 Best in Household Care: Febreze Destination Collection Air Freshener 

 

For a complete list of the 42 winning products, visit www.BestNewProductAwards.com. A full list of winners is 

attached and will also appear in the June issue of Better Homes and Gardens. 

 

Winning products were selected as part of an extensive BrandSpark International/Better Homes and Gardens 

American Shopper Study, which surveyed more than 50,000 consumers about the food, household, and health and 

beauty products that resonate with them most. The study, which was conducted between November and December 

2010, also uncovered key trends and insights about consumer cooking, eating and purchasing habits and features 

compelling findings in the areas of healthy eating, private label brands vs. name brands, environmental 

accountability and much more. Now in its third year in the U.S. and eighth year in Canada, the Best New Product 

Awards and companion American Shopper Study continues to provide manufacturers, marketers and consumers 

with a guide to what products, trends and innovations are most important to shoppers today as well as consumer 

confidence levels, and expected future spending habits.   

 

To determine the winners of the BNPA Awards, the survey included key questions about individual product appeal 

and intent to repurchase among shoppers who had actually purchased the product. Each product category had 

between three and five products from at least two different manufacturers. In order to win, the product had to have 

the highest combined score on product appeal and re-purchase intent among those who had previously purchased the 

product. 

 

“Better Homes and Gardens is driven by the passion that our 39 million readers have for their home and the life they 

create there,” said James Carr, Sr. Vice President and Group Publisher of Better Homes and Gardens. “This survey 

affords us the ability to go one step further in understanding them and their current shopping and lifestyle trends, as 

well as identifying the new products that are enriching their lives. We expect these findings to continue to have big 

impact with consumer product brands, and will help them in directly reaching today’s buying consumer.”  
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“With each passing year, we continue to dive deeper into the factors that motivate shoppers to behave the way they 

do,” said Robert Levy, President and CEO of BrandSpark International and Founder of the Best New Product 

Awards. “For example: healthy living is still an important concern for Americans, as is the value that consumers 

receive for their dollar. We see that this desire for healthy living translates into purchases of products that are good 

for consumer’s families and themselves.” 

 

In addition to the winning products, the study uncovers what’s on the mind of the American shopper. Some 

highlights from this year’s survey are:  

 

IMPACT OF THE RECESSION AND EATING/COOKING AT HOME:  

 77% of consumers still believe the US economy is in a recession. Even so, the vast majority of Americans 

(73%) like trying new products.  

 People are continuing to eat at home more than in the past, and as a result, are spending more time and 

money in the grocery store. 66% of Americans enjoy cooking for themselves and their families, unchanged 

from 2009.  

 Although Americans expect to spend slightly more across most categories, they expect to cut back 

spending on fast food and special occasion meals. 

 

HEALTH & ILLNESS PREVENTION:  

 84% of Americans believe that “there is a lot I can do with food and nutrition to prevent illness.” 

 3 out of 4 are trying to eat healthier snacks and are paying greater attention to food labels.  

 2 out of 3 are becoming more concerned about food safety and chemicals in their food products.  

 

FOOD ATTITUDES:  

 Organics continue to be an increasing, though still niche, market. Only 1 in 3 consumers believe that 

organic foods are more nutritious, and less than 3 in 10 are willing to pay more for organic food products.   

 Availability and freshness are paramount for shoppers when choosing which store to shop at. Price, 

cleanliness and quality are second tier motivators. 

 

ENVIRONMENTAL ACCOUNTABILITY:  

 Packaging is still an important concern for consumers. 80% believe that manufacturers still have a long 

way to go to reduce the amount of packaging, up from 75% in 2009.  

 52% of Americans feel that it is important that a new product be better for the environment, a decrease 

from 63% as reported in 2008.  

 78% of Americans still feel that companies are exploiting environmentally friendly claims for marketing 

purposes.  

 Almost 6 in 10 are consciously trying to buy foods that are local, an increase from 5 in 10 a year ago.  

 Local foods benefit from perceptions of both reduced environmental impact and improved freshness. 

 

INFORMATION SHARING:  

 7 in 10 shoppers continue to like trying new products and 8 in 10 consumers would encourage a friend or 

family member to purchase a product that they like.  

 Conversely, 6 in 10 are likely to purchase a product that is recommended by friends or family. 

About BrandSpark International 

BrandSpark International is an independent market research and brand strategy firm with a strong grasp on North 

American consumer segmentation, innovation, new product research and consumer trends. www.BrandSpark.com 

 

About Better Homes and Gardens 

Better Homes and Gardens serves and connects women who are passionate about their homes and the lives they 

create there. BHG inspires her to dream and gives her the confidence to move from dreaming to doing. For more 

information, please visit www.bhg.com. 
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Best New Product Awards 2011: LIST OF WINNERS BY CATEGORY 

 
* Indicates the Best in their Category 

HEALTH AND BEAUTY   

*Olay Professional Pro-X Intensive Firming Treatment Anti-Aging Kits 

Olay Regenerist Micro Sculpting Serum Anti-Aging Moisturizers 

Curel Ultra Healing Lotion Body Lotion 

Olay Total Effects 7-in-1 Advanced Anti-Aging Body Wash Body Wash 

Garnier Moisture Rescue Cleansing Foam Facial Cleanser 

Olay Total Effects Cooling Hydration moisturizer Facial Moisturizer 

St. Ives Naturally Clear Green Tea Scrub Facial Scrub/Towelette 

Neutrogena Ultra Sheer Dry-Touch Sunscreen SPF 70 Facial Sunscreen 

Pantene Color Nourishing Treatment  Hair Color Products 

Venus Bikini Trimmer Hair Removal 

Garnier Fructis 3 Minute Undo Dryness Reversal Treatment Hair Repair Treatment 

Pantene Fine Hair Solutions Triple Action Volume Mousse Hair Styling 

Burt's Bees Replenishing Lip Balm with Pomegranate Oil Lip Care 

COVERGIRL LashBlast Fusion Mascara Mascara 

Old Spice Fresh Collection Men's Antiperspirant 

Gillette Fusion ProGlide razor Men's Razors 

Dove Men+Care Comfort Body and Face Wash Men's Shower Products 

Listerine Whitening Vibrant White Mouthwash 

Pantene Medium-Thick Hair Frizzy to Smooth Shampoo & Conditioner Shampoo  & Conditioner 

Crest Extra White + Scope Outlast toothpaste Toothpaste 

Secret Smooth Effects Women's Antiperspirant  

Venus Embrace Disposables Women's Razor 

FOOD   

Frosted Mini Wheats Cereal 

Hunt's All-Natural Ketchup Condiments/Seasonings 

Eggland’s Best Eggs Dairy 

Extra Dessert Delights gum Gum 

Lean Cuisine Market Creations Healthier Meals 

Sleepytime Sinus Soother tea Hot Tea 

Ocean Spray Blueberry Cocktail Juice 

Red Baron Pan Pasta Pasta 

Jif Natural Peanut Butter Spread Peanut Butter 

*Morey's Fish Creations  Prepared seafood 

Uncle Ben's Whole Grain White Rice Rice 

Fiber One 90 Calorie Bars Snack Bars 

Pepperidge Farm Baked Naturals Cheese Crisps Snack Foods 

Stonyfield Fruit on the Bottom Pomegranate Raspberry Acai Yogurt Yogurt 

Stonyfield Strawberry-licious Organic Frozen Yogurt Frozen Dessert 

HOUSEHOLD   

*Febreze Destination Collection Air Freshener Air Care 

Mr Clean Disinfecting Bath Cleaner Bathroom Cleaner 

Charmin Sensitive bathroom tissue Bathroom Tissue  

Finish QUANTUMATIC dish detergent Dishwashing Cleaner 

OxiCleanMax Force POWER PAKS Laundry Product 

 


