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Category: Frozen Ready MealsCategory: Frozen Ready Meals --13.0%13.0%
Total retail value 2006Total retail value 2006 ££435 million435 million

Bird’s Eye -20.8%



Category: Yogurt Drinks  +6.5%Category: Yogurt Drinks  +6.5%
Total retail value 2006Total retail value 2006 ££328 million328 million

Müller Vitality     +30.1%
Danone Actimel -5.4%



Changing Attitudes Towards HealthChanging Attitudes Towards Health

Source: ACNielsen



EurobarometerEurobarometer Research on HealthResearch on Health--Related Related 
Issues in the Food IndustryIssues in the Food Industry

• Taste and pleasure top-of-mind for consumers when 
thinking of food.  Only 1 out of 5 mention health

• Obesity acknowledged as a problem, but “not for me”
• Only 1 out of 5 respondents identified food safety 

issues spontaneously: food poisoning outside home, 
chemicals, pesticides, new viruses (AI), residues in 
meat

• Concerns about past food crises (e.g. BSE) waning
• But, I out of 2 consumers changed eating habits to 

become “healthier”

Source: EFSA and DG SANCO, February 2006



"We want to grow from the respected 
and trustworthy food company that 

we are known as now, into a 
respected and trustworthy food, 
nutrition and wellness company“

Peter Brabeck-Letmathe
Blue Print for the Future, October 2001
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Ten Health and Well-Being Trends 
Consolidating during 2007
• Satiety rules and heralds weight management 

era through appetite suppression
• Digestive health products head for mainstream, 

with bone and heart health in their slipstream
• Beauty “from within and without” complements 

health and well-being
• “It’s up to me!” – no silver bullet as common 

sense prevails (albeit reluctantly)
• Simple/natural ingredients & products blossom
• Guilt free snacking legitimised





PinnoThinPinnoThin is vegetable oil is vegetable oil 
derived from derived from pinolenicpinolenic acid acid 
(from the nuts of the native (from the nuts of the native 
Korean pine tree Korean pine tree Pinus 
koraiensis))

The HIE 2006 silver award winner is:
PinnoThin™ The new unique 
breakthrough appetite suppressant from



Fabuless™ is an all- 
natural, patent-protected 
emulsion of palm and 
oat oils  for use in dairy 
products. It triggers the 
natural appetite control 
mechanism. By delaying 
the hunger signals that 
would normally be sent 
hours after a meal, 
consumers feel more 
satisfied than they would 
have been and eat less. 

http://www.resisttemptation.com/homepage/_en/index.htm


“catechins may support 
weight management and 
have a positive influence on 
the distribution of body fat”

(www.lipton.ch/linea) states that

http://www.lipton.ch/linea




PlumSmartPlumSmart®® delivers all the delivers all the 
digestive benefits of prune digestive benefits of prune 
juice, but is clear, tartjuice, but is clear, tart--crisp, crisp, 
and refreshing. It tastes and refreshing. It tastes 
fantastic!fantastic!

http://www.sunsweet.com/






DanoneDanone Yoghurt: Beauty from the Inside Out!Yoghurt: Beauty from the Inside Out!



This is a mix of 
almonds, hazelnuts, 
pineapple, 
cranberries and 
raisins, and is claimed 
to be a good source 
of vitamins B2 and E, 
which help to 
enhance the skin’s 
natural glow. 



http://store.freshbodymarket.com/bodybuffing.html
http://store.freshbodymarket.com/glspr.html
http://store.freshbodymarket.com/strwsl.html
http://store.freshbodymarket.com/strawberry.html
http://store.freshbodymarket.com/skinyogurtduo.html
http://store.freshbodymarket.com/index.html


• drop cereal and toast for muesli and fruit
• ditch croissant for poached egg, tomato 

and toast
• have baked potato with beans and salad, 

not cheese and butter
• eat a few chocolate buttons, not a 

chocolate slab
• Kit Kat + 2 servings fruit, rather than Mars 

Bar
• skinny rather than whole milk Cappuccino



For instance:For instance:

• Don’t use the golf cart
• Don’t use the elevator
• Get off one stop before …
• No salt on the table
• One booze free day a week
• Choose a wine under 13% ABV



Riding on the Coat Tails of the Health Riding on the Coat Tails of the Health 
and Welland Well--Being Mega TrendBeing Mega Trend

€€ millions (% change millions (% change yy--oo--yy))
20042004 20052005 20062006

Strawberries 407 476 (17%) 510 (7%)

Raspberries 98 117 (20%) 150 (28%)

Blueberries 30 63 (110%) 98 (55%)

Blackberries 2 3 (88%) 4 (55%)

All Berry Fruit 549 677 (23%) 786 (16%)

Source: TNS UK, December 2006

Sales and Sales Growth for Fresh Berries in the UK Retail MarketSales and Sales Growth for Fresh Berries in the UK Retail Market, 2004, 2004--20062006





Source: Unilever, 2006
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Ten Health and Well-Being Trends 
Consolidating in 2007
• Poor marketing communication and hyperbolic 

claims drives consumer confusion & scepticism
• Head for the Orient – rich legacy of functional 

foods in Asia
• “Free From” (dairy, gluten, meat, etc.) makes 

headway in every retail category
• Global health and well-being counts, too!:

- environment
- food miles evolving into carbon foot print
- welfare of suppliers, animals, etc.



ClarinolClarinol™™CLACLA: can decrease body fat and: can decrease body fat and
help build lean muscle masshelp build lean muscle mass

The raw material is safflower oil, a natural 
source of conjugated linoleic acid

http://images.google.co.uk/imgres?imgurl=http://www.uni-graz.at/~katzer/pictures/cart_03.jpg&imgrefurl=http://www.uni-graz.at/~katzer/engl/Cart_tin.html&h=256&w=262&sz=12&hl=en&start=8&tbnid=Rj8vMl37YYhWfM:&tbnh=109&tbnw=112&prev=/images%3Fq%3Dsafflower%26svnum%3D10%26hl%3Den%26lr%3D%26sa%3DN


CSPI to Sue Cadbury Schweppes CSPI to Sue Cadbury Schweppes 
over over ““All NaturalAll Natural”” 7UP7UP 

High Fructose Corn Syrup Not High Fructose Corn Syrup Not 
Remotely Natural, Says CSPIRemotely Natural, Says CSPI

7UP Drops "All Natural" Claim7UP Drops "All Natural" Claim 

CSPI Praises Move and Drops Planned LawsuitCSPI Praises Move and Drops Planned Lawsuit



““Do you trust nutritional claims made by food Do you trust nutritional claims made by food 
and drink companies?and drink companies?””

Percentage answering NONO

Sweden 62

UK 56

Spain 54

Italy 51

France 45

Germany 44

Netherlands 39

Source: Datamonitor, March 2006
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Premium attributes

Thinking about food and drink products, which of the following would most make you think a product is a ‘premium’ product?

• Key Findings
• A significant proportion of UK 

shoppers already associate 
many ethically sourced 
products as Premium 
products. 

• Around a quarter associate 
Free range (23%) as 
premium.

• One in five (19%) associate 
local products as premium 
compared to 17% for Fair 
Trade and 12% for 
Environmentally friendly 
products. 
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 They Are Better Quality

 Healthier

 They Are A Treat

 I Can Afford Them

 They Are For Special Occasions

 I Know I Will Like Them

 Organic/ Natural Ingredients

 More Ethically Produced

 They Are Better For The Environment

 I Will Spend More On Food For My Children

 Special Dietary Needs E.G Gluten Free

 Endorsed By A Brand Or An Organisation I Like And Trust

 Religious Beliefs Eg Halal, Kosher

 I Want To Impress My Friends

Reasons for paying more for food and drink

Thinking about food and drink that you are willing to pay more for, what are the most important reasons for doing so?

• Key Findings
• As many as 1 in 7 (14%) 

shoppers are willing to pay 
more for organic food

• 1 in 10 are willing to pay 
more for ethically produced 
goods and a similar number 
(9%) for goods that are better 
for the environment . 



Marks & Spencer Heads for Carbon Neutral in Marks & Spencer Heads for Carbon Neutral in 
2012: the $400 million Eco2012: the $400 million Eco--Plan A (no Plan B!).Plan A (no Plan B!).

•• Climate ChangeClimate Change--relatedrelated:
- more UK supply
- double UK regional sourcing
- grow existing local supply networks
- working with suppliers to reduce carbon 
emissions 

•• WasteWaste--relatedrelated:
- reduce packaging by 25%
- use sustainable/biodegradable material



M&S EcoM&S Eco--Plan A (continued)Plan A (continued)

•• Raw materials and SuppliersRaw materials and Suppliers
- only sell free range poultry and eggs (including In 
ingredients), and MSC fish/seafood
- triple organic food sales
- use LEAF and other green accreditations
- reduction of water and chemical usage in growing

•• Fair Treatment of SuppliersFair Treatment of Suppliers
- leader in supplier relationships
- establish M&S supplier best practice exchange

•• Healthy EatingHealthy Eating
- add 1,500 healthy eating assistants in-store
- “Eat Well” food products 50% of sales 



CONTACT POINTS:CONTACT POINTS:
ee--mailmail

profdavidhughes@aol.com

telephone numberstelephone numbers
office office +44(0)1600 715957
faxfax +44(0)1600 712544
mobilemobile +44(0)7798 558276

www.profdavidhughes.com
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