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Purpose

This study was initiated in 2018 by Bord Bia to develop an
understanding of what consumers look for in clean labelling.

It sets out to understand how this translates in terms of what
consumers are looking for and also what they are looking to avoid
both in terms of ingredients and claims for the future.

Ultimately it was designed with the intention of providing learnings to
drive future growth platforms in the food and drinks industry.
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Clean aligning with many prevalent
consumer trends

Organic' m// Less
natural /
N / Processed
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Projected to be a multi-billion dollar industry by 2020 with
Global sales expected to reach S180BN

Euromonitorm 2019
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Clean represents a real opportunity for
food and drinks manufacturers

HYSTER

75% of consumers actively seeking out information
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Methodology

This study was conducted in partnership with Core Research.

A 4 staged approach was developed to gain a deep understanding of what clean means:
Core research were are partners in conducting this work.

1) Desk Research using online and Bord Bia resources

2) Two in-depth interviews with an industry expert and a nutritionist

3) A five market online research community with forty participants (8 from each country)

4) A five market nationally representative online survey with 9000 completed surveys

Each phase of research contributed to the next. From desk and in-depth research we formulated a series
of research tasks for participants in the online community. These research tasks covered the following
topics:

= How consumer classify healthy and unhealthy food and drink products

= Understanding ingredients that consumer avoid and are attracted to

= Current experiences with product labelling

= The Ideal label — What are consumers now looking for from different product categories

Findings from the first three phases of research were then tested via an online survey in The Republic of
Ireland, The United Kingdom, The United States of America, Germany & Holland. For non English
speaking markets the survey was translated and then back translated to English. 2,000 interviews were
completed in The UK, USA, Germany and Holland with 1,000 in The Republic of Ireland.
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Consumer Trust




With eroding trust, consumers increasingly
seek transparency

2017

MiNTEL

34% trust the EU

67% people in

To regulate France agree
Safety standards that companies
Of food and drink Are more interested
Sold in in making money

than making high
quality food and
drink

Germany
54% consumers

in the USA agree
many free from
claims are not \J miNTEL
meaningful to most 2017
food

Ve




Authenticity is key — led by millennials

They want committed brands
with authentic products
Natural, Simpler, More local and Small

They want to know what’s in the products they
buy, where they come from, while also
demanding curbs on plastic and waste

‘I feel | can make a difference to the world through my choices and
actions’

N of respondents by genaration, 2017




Consumers are often surprised by ingredients

Surprised? Discouraged?
m Yes, surprised  m No, never surprised m Yes, discouraged  ® No, never discouraged
70%
70%
60%
60%
50%
0%
40%
40%
30% 30% -
20% 20% -
10% 10% -
0% 0% -

Q. Have you ever examined a CATEGORY’S ingredients and been surprised?

Q. Have you ever examined a CATEGORY’S ingredients and found an ingredient that discouraged you from buying the product?
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Health Labelling is Key

There are many behaviours that suggest that there is demand for
strong health labelling.

65% exercise at least once a week
74% monitor food diet
39% are on some kind of diet

The Thinking House



Pre industrialised Food

Grain free, dairy free, paleo, keto, alkaline diets all have a take on pre
industrialised food

The Thinking House



My Food Choices are a Big Part of my ldentity

Vegans Vegetarian Re-Balancers Non Subscribers

% 8-10 on a 10 point scale; n=8,000 . i i
Source: Bord Bia Dietary Lifestyles
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How we scrutinize food is getting more complex

Are we moving towards an era of more self-compliant consumerism?

Carefree

Living carefully

Becoming more
hyperaware

Self

Obsession Self (Cautiously)
Expression Self -Compliant

The Thinking House



Food Neurosis is driving the “Clean” Conversation

The Thinking House
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What is Clean?
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“Clean” is now part of consumer vocabulary

' The concept of clean has been used by the food industry for many years but clean
has more recently emerged as part of consumers vocabulary as a new way to say
“healthy”. We developed a claims index to explore what people look for in clean.
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Claims Index

The creation of this index
involved the use of a statistical
technique which allowed for an
understanding of relative
differences that exist among 14
different claims.

Results are show at an overall level
overleaf.

For by market data please contact

info@bordbia.ie
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Claims that influence

Brands will make claims about the physical
product's ingredients, nutrients, production and
sourcing. Typically, these claims are not contained
in the finer points of a product’s label. Rather, they
form part of the brand itself and are presented via
badges that are highly visible on packaging.

Consumers want to see such badges on the front of
packaging to avoid friction. Consumers admit to
these claims exerting influence over their buying
decision. Of course, there will be some claims that
exert greater influence than others, depending on
brand, on product type and familiarity. Yet it is
essential to understand the hierarchy of influence
on the basis of the claim itself.

From a broad range of claims, “100%
natural” is by far the claim that exerts most
purchase influence across the five markets.
Thus it is preferable to have nothing added
or naturally

Is 100% natural

Has no added sugar

Is sugar free

Rich in fibre

Is free range

Has 0% fat

Has no added salt
Ingredients are certified organic
Has reduced sugar

Has reduced fat

Added vitamins & minerals
Is GMO free

Is enriched with protein

Is grass fed
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What claims do consumers pay attention to?




Consumer Segments
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Four key consumer segments

Across all five markets we have identified four distinct segments:
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Sugar Avoiders Fat Avoiders Nutrifiers Purists




Consumer health goals influence choice of food

Dependant on what the consumers health goals are, they will be pulled towards products that contain
certain ingredients and likewise will be pushed away from products that contain ingredients that are not
aligned with their health goals.

-

Is fr
Rich in fibre bbbl
G 4 ——— * |s 100% natural
Ingredients are certified organic * Has no added sugar
* Issugarfree
* Sugar Avoiders
Has reduced sugar

Has no adde_d salt JR— X
* Fat Avoiders

Has reduced fat \-'Has 0% far

* lIsgrass fed
05

* Added vitamjns and pinerals
e U‘}l’l ers

: * Is GMO free
1 :

* |s enriched with protein
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Segment Profile

° el 52%

Sugar avoiders are disproportionately influenced by:

= No Added Sugar
= |s Sugar Free
= Has Reduced Sugar

(=)

Fat avoiders are disproportionately influenced by:

= Has Reduced Fat
= Has 0% Fat
= Has No Added Salt

Nutrifiers avoiders are disproportionately influenced by: - (o}

al 50%

= Added vitamins and minerals
= |s Enriched with protein

ad s

Purists avoiders are disproportionately influenced by: () (6

= Rich In Fibre

= Is Free Range

= |s 100% Natural
= Certified Organic

TOP 3 GOALS
“ SUGAR AVOIDERS

e

% Big Influence
Weight Management 41%
Heart Health 32%
Energy Levels 31%

-: FAT AVOIDERS % Big Influence
~ Weight Management 43%
Heart Health 35%
Energy Levels 32%
NUTRIFIERS % Big Influence
Weight Management 39%
Heart Health 38%
Energy Levels 38%
PURISTS % Big Influence
Weight Management 36%
Heart Health 31%

Gut Health 30%

The Thinking House



food choice




Nutrient focus is pretty universal

Try to eat more Try to eat less “Net”
Vitamins NN 53% I 4%
Fibre N 520 B 6%
Frotein [N 43% B 6%
Omega3 N 42% B 5%
Calcium I 40% I 5%
lron N 38% B 6%
Minerals I 35% I 5%
Pro-biotics/Lcasi Immunitas I 21% B 8%
Plant Stercls I 139% B 2%
Carbohydrates Il 13% . 36%

Fat W 8% I 56%

salt W 8% I 58%

Sugar B 7% I 65%

Q. Listed below are a selection of nutrients that are found in food.
For each nutrient, please indicate your attitude to eating food that contains the nutrient?

The Thinking House



Physical health & body shape will guide food choices

There is a range of considerations taken into account when
choosing food. Weight management is the consideration that
exerts significantly more influence than others.

Proportion for whom heath consideration exerts influence on food

choice
b/l \Weight Management

79% BREEREEL)
77% REEAARES
£y Gut Health

yH78l Immune System
67% RElEEY

67% BLEuclaEEl

I Brain Function

I3 Metabolic Health

The Thinking House

How health considerations are driving choice

Physical health & body shape will guide food choices

There are differing levels of endorsement of health considerations
“strong influence” over food choice between the segments. Weight
management, for example, exerts greater influence for Sugar
Avoiders and Fat Avoiders than it does for Purists and Nutrifiers.
The former two segments are perhaps more concerned with body
shape well-being than with a more clinical health. Yet the overall
hierarchy is the same — weight, heart and then energy. The one
exception is that for Purists, gut health plays a more influential role
than energy.

Health
Considerations J

Weight Management
Heart Health

Energy Levels

Gut Health

Immune System
Sleep

Mental Health

Brain Function
Metabolic Health




However there are some apparent spikes

There is an intent to eat less sugar, salt and fat but not
universally equally
There are marginal differences between segments when it comes to

eating more or less of a range of nutrients. The most prevalent theme ~+—Sugar Avoiders —e—Fat Avoiders ——Nutrifiers —e—Purists
is that, on balance, there is intent to eat less sugar, salt and fat, Carbohydrate
although not universally equally. Purists is the segment that tends to 100

Plant Sterols

have the most positive attitude to fibre, minerals, omega 3 and
vitamins. Nutrifiers gravitate toward protein and pro-biotics.

Omega3 Minerals

Calcdum Pro-Biotics

Protein

Vitamins

The Thinking House
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~——2F ‘,'a' Q13. There are many different attitudes that people hold about food health, ingredients,
S Kt N - nutrients and labelling. To what extent do you agree or disagree with each statement?
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The Semiotics Of Symbols

- 50%

. Of consumers are more likely to buy if health/nutrition information is on the Front Of Pack

o
J pmm lumm’ ]

N Ql3. There are many different attitudes that people hold about food health, ingredients,
nutrients and labelling. To what extent do you agree or disagree with each statement?




A strong desire for traffic light labelling

e g e —

717%

Of consumers would like to see the
traffic light system on food labelling

86% 84% 74% 80% 67%

(per 309 cereal: R

16

% ofan mn‘: m.nm lnun
Typical values per 100g: Energy 1530kJ/360kcal y

L"" Q13. There are many different attitudes that people hold about food health, ingredients,
- nutrients and labelling. To what extent do you agree or disagree with each statement?

The Thinking House



Ingredients avoided




No love for —ates and -ites

The concept of clean is not based niTr‘iTe
on scientific evidence but often on NO 1
consumer perceptions and retailer 2

positioning. Foods with the letter X
are generally avoided

nitrate
= Titanium Dioxide -1
NO;

= Maltodextrin

sulfite
S0;°

sulfate
504-2

phosphite
PO3'3

phosphate
PO4°3

= Xantham Gum

= Nitric Oxide

44% 55%

Avoid food and drinks that contain
preservatives

or sugar substitutes

Avoid food and drinks that contain sweeteners
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Technology will become increasingly important

b
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Category dynamics
that drive purchase
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Category Dynamics

This research examined 20 different products consumers buy . The maps included here cover
all markets. [For by country specific data please contact info@bordbia.ie]

The category map looks at consumers awareness of ingredients in the product and then their
willingness to buy knowing that ingredient is present (regardless of whether they were aware
of the presence of the ingredient).

The map is then split into 3 — Promote, Maintain and Avoid
= Promote — High awareness / propensity to buy

- Average awareness and a willingness to purchase

= Avoid — Generally low awareness and a desire to not purchase

PROMOTE

Sofoeima[s e
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Category Dynamics: Cheese

L]
70 Milk Protein

*® Lactic acid

PROMOTE .

Skimmed Milk Powder

60

. . Whey powdar
Rennet

L ]
Starter culture

L]
Sodium Carbonate o Calcium Phosphate
Beta Carotenes
slm OilPotato starch
- -

AVOID

Eotassium Citr.

20
. Citric .
Sadium Polyﬁwosphates Locust Bean Gum
sltodextrin®
Carrageenan *
10 Annatto
30 35 40 30 53 60

& INFLUEMCE—>

ESS INCLIMNED TO MORE INCLINED TO

Protein
Lactic Acid
Whey

Annatto
Sodium Carbonate
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"’l Category Dynamics: Yoghurt

< AWARE OF PRESENCE -

100

90

80

70

60

50

40

30

20

10

0

°
Bz
AVOI D Calcium citra
Modified corn stgFO#N SLarg o

Cellulose Agave Syrup
Gelling system ®Carob bean gum
Sor Se .

chsei

Locust bean gum
Xanthan gum

PH buffers @ Carrageenan

Trisodium citrate @
rGBH/rBST

WOULD NOT BUY

Sugar

tevia Bio
® Citric aci8

le concentrates

aur gum

Hydrocolloids

<INFLUENCE=

PROMOTE

Calcium

Fructose

Fructose,

Calcium and
protein

Avoid the
chemical

sounding

ingredients



Category Dynamics: Butter

S

100
90
® Salted
e®Unsalted

80

70 e Cream
A~ ® Milk protein
] 60 ) Buttermilk
= Sunflower oil @ ®
(2]
& 50 Lactic acid @ ® Vitathin D
O AVOID Rapedeed oil o B VitanNps ¢® Vitamin E
= ® Vitamin A
<;E Palnfoi
<
N2 30 Soya

Mono and Di-Glycerides
20 e o
Potassium sorbate s
Sodium Alginate

Carote Palm oil and

chemical

sounding
10

0
WOULD NOT BUY <INFLUENCE-

WANT

The Thinking House



Category Dynamics: Milk

100
90
Fat ° e Calcium
Lactose @
80 ® Protein
Calcium and
70 Protein
2 PROMOTE
) Minerals
P 60 °
v ¢ Vitamin D
5 |
e 50 ron
G ® ®Vitamin A
c
E 40 pmegas
N2
30 Fibre
°
20 AVOID Plant sterols o Plant Sterols
- T and water
10
0

WOULD NOT BUY

<INFLUENCE—

WANT

2

The Thinking House
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Category Dynamics: Chicken (Chicken and Chicken
products)

75

65

15

PROMOTE

MSG *

LESS INCLINED TO

* Disodium Digha:

40

45

50

25

60

65

Protein e

70

75

Protein is a natural
benefit to promote
along with Calcium &
Iron....

....and can MSG and
Disodium Diphosphate
be avoided?
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Category Dynamics: Beef

100

90

80

70

60

50

40

30

20

10

0

AVOID

Sodium erythorbate
Sodium nitrate

Potassium nitrate @
Potassium nitrite @ ®

MASG e

Sodium nitrite

Disodium Diphosphate @

WOULD NOT BUY

<INFLUENCE->

Protein

PROMOTE

WANT

Protein and

Iron

Ates and ites




100

o Protein Protein and

PROMOTE i

60

50

40

AVOID

30 Sodium nitrate o

N
L
O
=z
L
wn
Ll
o
a
L
O
Ll
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<
=
<
%

Potassium nitrate

Sodium nitriee ®
20 ¢ d.Potassuthr]n nk;tr e
odium T\%ng Ates and ites
10 Disodium Diphosphate ®

0

WOULD NOT BUY

<INFLUENCE=

WANT

The Thinking House
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Category Dynamics: Sliced Cooked Meats

100

90

80

70

Salt
o

Smoke flavour
°
Natural flavour
Natural colou;s

® Vegetable oils

60 Gluten ®
weeteners o
50 Extracts e
Acid® e

40 Modified corn Egr%’?]aﬁc

P oil

Uy Yeast extract

MSG

30 )
Lactic ferments
20 Ribotides
Carrageenan g
10 Titanium dioxide ®

AVOID

0
WOULD NOT BUY

Maltodextrin
Suga?

<INFLUENCE->

ﬂ-lyd rolysed vegetable protein

Protein
)

PROMOTE

WANT

Protein and

Iron

Chemical
and not well

known
ingredients



Category Dynamics: Pork

100

90 Pork

80

70 Real Pork

PROMOTE

60

50

40 Sodium nitrate

AVOID y

Sodium nitrite

N
L
)
=
L
n
i
o
a
L
@)
o
[a's
<
=
<
J

30 . .
Potassium mtrate.

Dextrose

Potassium nitrite

20 Sodium erythorbate .';/IA
Disodium Diphosphate ° Ates and ites
Sodium sulphite ®

0
WOULD NOT BUY

10
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Category Dynamics: Chilled Ready Meals

80 .
Artificial Flavours
Natural Flavours ®
gluten © Natural Colours ¢ Promote Naturalness
70 c
PROMOTE whenever possible.
Corn Starch ® Consumers expect
60 paim Oil ® some artificiality.
Madified corn starch *®
50
MSG »
Hrcs * odium Phosphate
40
® Sodium Citrate
30 Xantham Gum, M:artodextrin
20

Titanium Dioxide Ribotides. AVOID
> el b 4L

....and can you avoid

50

ESS INCLINED TO MORE INCLINED TO

The Thinking House



Category Dynamics: Frozen Meals

100

S

90

80

Artificlal Flavours Natural Flavours
)

® Natural Colours Natural is

PROMOTE -

Gluten
i °

Sodium.

Corn Starch

70

60 Pa
Modified cornstarch @
50
MSG o
Sodium Phosphate

40 Monosodium Glutamate °

Sodium Citrate e
HFCS o

30 Xantham Gum @ \/j5t0d .trin

< AWARE OF PRESENCE -

MSG and

20 chemical

Titanium Dioxide ® ¢

10 AVOl D Ribotides

0

sounding
names

WOULD NOT BUY

<INFLUENCE—

The Thinking House



Category Dynamics: Juices

. ® Sugar
Artiﬁcial.colgurs . . \ ?'ﬂul-'rallﬂﬂ‘m“”' . Promote Naturalness
Artificial flavours Preservatives Citric acid alral coours o A
20 Natural extracts » again and perhaps
PROMOTE just be open about

Sugar...

JFCs

Fibre
L]

L]
Stevia

L]
Caffeine Fats
L]
Aspartame Sucralose
e . ® | actose
Emulsifiers
® Gluten
Gelatin *Pectin

20 AVOID

Hydrolysed vegetable protein ....and can you avoid
Acesulfame K *
20 . Acesulfame K?
30 35 40 45 50

SSINCLIMED TO &INFLUENCE—= MORE INCLINDE

The Thinking House



. Category Dynamics: Water
-

' 100
Y
Fy o § 90

80
Its all about

natural

70

. Purified water PROMOTE

60

Salt o C.aIC|um Chlori

Magnesium Sulfate o Magnesium ChloNde
Potassium Bicarbonate Potassium Chloride

50

< AWARE OF PRESENCE -

40
30

20

10 AVOID

0
WOULD NOT BUY

Avoid Salt

<INFLUENCE->

2

The Thinking House



Category Dynamics: Carbonated Soft Drinks

100

90 Sugar ®

80

Preservatives @ ® Citricacit\ ®  ® Navural flavours
Nat\ral colours
N /0 HFCS o ® Natural extracts Preference
L .
LE) o Sa halln ° for natural
Aspartarpe
: ; — PROMOTE
| O
el -0 Sucilalose®
L
B Emulsifigrs ]
<;z 40 .. o Protein
b Lactose

30
Acesulfame K ®| Pectin

20
Hydrolysed vegetable protein

10 Acesulfame

K

AVOID

WOULD NOT BUY <INFLUENCE— WANT

0

The Thinking House



Category Dynamics: Chocolate

» Sugar » Cocoa Powder

S0

! Milk fat » Cocoa Butter

urings Cocoa content is
a0 ds o Cocoa Mass
i : - ,
[ Natural vanilla flavouring Increasmgly klng...
Full Cream Milk Pewder & yt1ral vanilla extract
Vegetable Fats {PaImT Cane sugar

skimmed Milk Solids * e
Dried Whole Milk

PROMOTE

® Whey powder

L]
Emulsifier (E442)

30

....and can you avoid
& Nylitol

Xylitol?

20

30 35 40 45 50 55 60 65 70 75 80
MORE INCLINED TO

<INFLUENCE—>

ESS INCLINMED TO

.

The Thinking House
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< AWARE OF PRESENCE -

100

60

50

40

30

20

10

0

Category Dynamics: Crisps

Modified co
Hydrogenated fa

Smoke

E numbers

Monosodium glutamate

Maltodextrin

AVOID

WOULD NOT BUY

Carrageenan

Ribotides
°

Sugar °

S‘?\It

fotatoes

Sunilower oil ®Seasoning

o Natural flavours

flavour Gluten ® Natural colours
starch .
e Rapéseed oil
® °
.Palm oil

eHydrolysed vegetable protein

<INFLUENCE=

PROMOTE

E-numbers,

Ribotides
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Category Dynamics: Bread

Mono and di glycerid

Xanthum %Jm

spartame®
Calcium stearoyl lactylate® garrageenan

Whole wheat flour
Gluten

Sugar .. Fibre
) ) ®
All purpose flour
Yeast extract
Protein
®
Emulsifiers
®
Hch'Enumbers
Phogphates g

Oligofructose

AVOID

WOULD NOT BUY

Datem :

= — tevia e Cellulose
Ca uumgﬂgdgx in. m$alose

Pectin

@ Calcium propionate

Inulin

<INFLUENCE—

PROMOTE

WANT

Natural /

Fibre

Aspartame /

Datem/
Inulin



Category Dynamics: Cakes

3"

100
Sugar
90 o 8
Gluten

80 )

70 HFCS .Yeast extract
2 o PROMOTE
L
o . .
E umbersg .Emulsmers
& Stevia

. L 50 o
@)
Ll
% Asparta
<;: 40 Cellulosg o JPectin
0 Phosphate o Calci Iohat
Xanthum gum alig)adg('#?nsu phate
30 Mono and di glycerides cralose
Calcium propionate
Carrageenan ADA, Datem
20 Oligofructose ® S
AVOID Inulin K alcium stearoyl lactylate Stevia
LA A._4AL Date
10 ADA ©

(0
WOULD NOT BUY < INFLUENCE=
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< AWARE OF PRESENCE -

100

60

50

40

30

20

10

0

Category Dynamics: Protein Powder

Artificial flavours

Soy Ledjthin @
Sucralose

Aspartame @

Maltodextrin ®

Xanthan Gumg
Tryptophan e
Acesulfame potassium  Nitric Oxi

AVOID

WOULD NOT BUY

Whey
Eggs

Soy Protein ee 4

Pea Protei

<INFLUENCE=

®_ Natural flavours
@ Amino Acids

PROMOTE

Natural and

fibre

Artificial
ingredients



Category Dynamics: Protein Drinks

100

S

80
Artificial Sw . | o
70 ) Whey Protein
: oy Protein
O . * %o -
Z 60 Amino Acids
g Vegetable\oils ¢
E ® Creatine PROMOTE
e
o 0 Pea Protein_
<§E Maltodextrin 2ase|. . e
0 R Xanthan Gum @ @ e Lrasste
v Nitric Oxite
Tryptophan ®
30
Artificial/
AVO'D Chemical
) ingredients
10

0 WOULD NOT BUY <INFLUENCE=
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Platforms For Growth

Always be “Insta”-clean

Build ingredient power

Crack the semiotic code for clean
Develop for Tech Transparency
Embrace the challenge
Fix those weasel words

The Thinking House



#1 — Always be “Insta’-clean

/Your brand can build on social-media’s innate

ability to demonstrate ‘transparency’. In a world
of food-porn and virtual chefs, consumers
demand brands that are visibility arresting and

1 I

Pop-.

Ask yourself, is your brand busy explaining or
busy being understood. The strongest brands
need no explanation. Look to other categories for
inspiration, like the cosmetics brand Drunk
Elephant that builds its comms around
communicating clean ingredients visually on

\social media.

o
The Thinking House Bord Bia

Irish Food Board




#2 — Build ingredient power

There is power in calling out ingredients visibly
on-pack. In fact, some brands make a virtue out

of absolute transparency in ingredients.
purely elizabeth ‘55 Safe Catch.

Elite | wild Tuna

How can your brand ‘hero’ the ingredients in your

products? What are the innate ‘powers’ your S

ingredients have to benefit consumers? And do o
. . SUPERFoooo ATS

you have natural Irish ingredients that consumers

can believe in?

If your brand has ingredient power, call them
S 15 BASTONCINI
DI FILETTI DI MERLUZZ0

Bord Bfg
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#3 - Crack the semiotic code for clean

ﬂour brand can learn from how to crack the

semiotic code by looking at how brands in other
categories behave.

Look at skincare brands, cosmetic brands,
detergent brands or even clothes and car brands
to future proof your pack designs. Play close
attention to:

P00 @

« Colours .E - :

« Symbols ¢

* Imagery €
k Language J
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#4 — Develop for Tech Transparency

Your brand can leverage its ingredients strengths
by embracing consumers’ appetite for greater
transparency. HUGS Candy

Smart phones and our always on lives make B smon
access to information even easier than was ever ’ '
the case before. In a world of ‘fake news’
consumers are going to demand truth and
transparency in the food they eat.

Is your brand ready for the era of tech-
transparency? Does your pack enable
consumers to understand the detail behind the
barcode?

nnnnnnnn

Image Source: SmartLabel® at
http://www.smatrtlabel.org/
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http://www.smartlabel.org/

#5 — Embrace the clean challenge

/Change IS possible in any business if the market

Is demanding it. Embracing the clean challenge is
also about embracing the clean opportunity.

Is your brand committed to addressing the ?

consumers of consumers and to moving to a aner&.
more ‘clean’ ingredient list? What are the simple BREAD®
changes your brand can make? How will those
changes allow you to compete against your

rivals? Mct-Donald's

R

If you are going clean, you have to commit...

\ Brands that are embracing the clean challenge J

-
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#6 — Fix those weasel-words ®

ﬂour brand can drive credibility by being \

transparent around its ingredients but can also
damage credibility by over-claiming on ingredient
benefits.

nitrite sulfite | phosphite

-1 2 -3
There is evidence that some big brands have lost NO, S0; PO,

consumers faith on ingredient efficacy. Language 2
like ‘Can Help’ to describe functional benefits is mtral‘le sulfa:l'ze Ph°5P'f§”e
beginning to feel tired. NO; SO, PO,

LI 11

And of course avoide “ites”, “ates” and “x’s”...

N Y
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What does ‘Clean’ mean?
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