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Battle of the brands
For Australia's new products, it's the
biggest battle of the year: the chance to
step into the ring in front of more than
14,000 shoppers to fight it out for the
title of Product of the Year.

T

his year's Product of the Year awards
attracted numerous entrants divided
almost equally between private label and
traditional brands.
In one corner are the major retailers and
their home brands. Once appearing merely in
plain packaging, they were relegated to the
lowest shelves, but improvements in quality
and competitive pricing have changed the
way shoppers view them.
In the other corner, we have the traditional
brands - some big names, but, as always,
we also have a group of smaller Australian
companies fighting it out for shopping-aisle
supremacy.
While it may be fun to imagine our brands
going blow for blow in a boxing ring, the
metaphor is, in many respects, appropriate.
Launching new products is a hard slog, with
lots of obstacles thrown in the way and, if
they are to last through all the rounds, they
need all the help they can get.
Being awarded Product of the Year is a huge
bonus for any new product - whether from
a retailer home brand or an independent
company. It's the third-party endorsement
and stamp of approval that differentiates
a product from its competitors and gives
consumers confidence when they're looking
to try something new.
ALDI certainly recognises this and, having
enjoyed great sales success after heavily

marketing its winning products from the 2016
awards, it has dominated the results this
year, winning 16 of the 45 categories.
It's wonderful to see the retailers improving
their home-brand offerings year after year
- consumers deserve and expect quality at
an affordable price. However, we can't rely
solely on private label and it's clear that
consumers still want variety and choice.
So, while 2017's crop of winners are
swaying towards the retailers, it's
encouraging to see the votes also stack
up for the innovation a number of smaller,
Australian businesses have shown.

"Being awarded Product of the Year
is a huge bonus for any new product
and gives consumers confidence when
they're looking to try something new."

From Melbourne, Table of Plenty is an
impressive company co-launched by
entrepreneur Kate Weiss, whose daughter,
Amy, was born in 2000 with a rare genetic
disorder. After returning to her high-pressure
corporate role, Kate was squeezed out of the
company and found herself at home full time
with her child.
She felt she had lost touch with the person
she really was and what her purpose should
be. These feelings led to her launching
Table of Plenty, with a vision to create food
products that would help other women,
especially those similarly challenged, to
navigate busy lives and be able to put a
decent healthy meal on the table.

There are other great stories among
our crop of winners this year, all smaller
operations with innovative products,
including companies such as Conga Foods,
Birch and Waite, and Joy Foods.
Another is Nexba Beverages, a Sydneybased company launched six years ago by
two men, then in their early 20s, who had
returned from travelling the world. They had
the dream of perfecting a low-sugar iced tea.
This idea kicked off an entire business and
they now have a wider product range of allnatural, sugar-free soft drinks.
Also well represented among the award
winners are big international brands, such as
Unilever, PepsiCo and Mundipharma, proving
that size and distribution don't guarantee
continued success, as they, too, must
continue to innovate to stay ahead.
But whether you're an entrepreneur and
go out on your own, work for one of the big
retailers or multinational brands or you're
in product development, marketing, sales or
any other role involved in taking a product
from an idea to the shelves, the process is a
long and difficult one.
One of the biggest hurdles is getting shoppers
to buy products they might easily overlook,
and this is where Product of the Year can help
in drawing attention. Then it's up to the product
and, if it delivers on its promise, it has a
chance of becoming a staple on the shopping
list, which is, after all, the ultimate win.
So from us at Product of the Year, thanks
to the companies that stepped into the
ring. We're grateful for all the effort you put
into delivering these great innovations and
we trust that the shoppers will love these
products as much as we do. •
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