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clean mean?
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Global sales of clean label
products is expected to reach
$180 bn by 2020



Background



Providing a road map for industry 
to  highlight:

• clean growth opportunities 

• provide potential product 
development territories now 
and into the future.



Unlocking 

What 

Clean 

Means



Desk
Research

International
Online Community

Robust multi-country 
online study

In-Depth 
Interviews

Approach:



Desk Research

• Set the foundations of our understanding of label behaviours

• Help form basis on community and quantitative

• In-house and Bord Bia library sources

In-Depth Interviews

• Define the broad areas to explore in community and quantitative

• 1 x industry

• 1 x nutritionist

Stage details: Phase I



Online community

• 10 days of sharing

• 5 countries, 8 people per country

• Recruited according to “health” segment

Robust multi-country online study

• US, UK, Germany, Netherlands and Ireland

• N.9000 sample size

• Fieldwork 23rd April to 6th May 2019

Stage details: Phase II





Trust



67% people in France 

agree 
that companies 

Are more interested in 
making money than 

making high quality food 
and drink 

54% consumers 

in  the USA agree many 
free from claims are not 
meaningful to most food

34% trust the EU

To regulate
Safety standards 
Of food and drink 

Sold in 
Germany



60% of consumers think its important for a brand to be transparent 
about all its practices

47% of 21-38 buy from smaller brands



It’s hard not 

to be 

cynical.. 
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It’s hard not 

to be 

cynical.. 

KIND encourages food 
industry to disclose hidden 
sugars creating a pop up and 
online index to disclose 
disguised ingredients in 
Americas favourite snacks

There are more than 100 
different names and types of 
sweeteners and sugar 
sources out there

“Nearly 75% of 
packaged goods and 

drinks in the US 
contain a sugar or a 
low cal sweetener”

Lancet



It’s hard not 

to be 

cynical.. 



It’s hard not 

to be 

cynical.. 



Consumer 
Trends



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



“With the proliferation of specialty diets like keto and gluten-
free, which require consumers to limit the ingredients they 

consume, there will be a continued demand for manufacturers 
to deliver the products that fit their lifestyle needs”

Alison Borgmeyer, dietitian
Food Dive

.



22% of People 
claim to be 
following a 

specific dietary 
regime



Veganism

3.5%



92% indicate that they would 

like to make a change to 

improve their health and wellbeing

The most common change that 

people would like to make is to be 

more physically active (40%), 

followed by being more financially 

secure (31%), sleeping better (30%) 

and eating more healthily (29%)



63%

Vegans

45% 26%

Non Subscribers

38%

Re-BalancersVegetarians

% 8-10 on a 10 point scale; n=8,000

“My Food Choices are 

a Big Part of my Identity”



The “anti hedonist” generation 

have a  pre-industrialized take 

on food 

WGSN



How we scrutinize food is getting more complex

Carefree 

Living carefully

Becoming more hyperaware

Self
Obsession

Self
Expression

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

(Cautiously)
Self -Compliant
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Global wellness market now 

valued at 4.2 trillion



HOW IS IT MANIFESTING?
Through the eyes of our Streetscapers…

“It seems our dark Tualang honey is gaining popularity 
outside of Malaysia – we understand now it is good for 
amino acids and vitamins, much like other traditional 
ingredients here.”

Lavina, Malaysia

“We’re trying to incorporate berries into everything now 
we’re shown their pigment contains cancer-fighting 

enzymes.”

Lucy, UK

Health-savvy consumers and innovators are discovering and 
extracting the true wellness benefits of natural ingredients, 
giving certain products a surge of popularity or a new lease 
of life.

REDISCOVERING 
NATURAL



HOW IS IT MANIFESTING?
Through the eyes of our Streetscapers…

“Food and drink in Japan occupies a strange place in 
2018. In general, consumers are inclined to eat at 
cheaper restaurants — McDonald’s has seen a massive 
sales spike in recent years – although interest in more 
expensive and novel alternatives is also sky rocketing”

Patrick, Japan

“Green restaurants and cafes began opening all over 
Copenhagen from the end of 2016 and have become 

hugely popular. ‘Green restaurants and cafes’ count as 
places that have a strong focus on health-oriented 
alternatives to traditional dishes, often lab-grown”

Kinvara, Denmark

Increasing consumer appetite for alternatives to products 
perceived to be unhealthy drives growth of solutions 
reshaping our overall diet

ENGINEERING 
GOODNESS



Food Neurosis Is Driving the ”Clean”

Conversation



What is clean?





Whole, natural, unprocessed

And avoiding artificial ingredients and 

highly processed foods



45% of US consumers don’t know what “clean label” means 
Canadean



57% feel the 

fewer ingredients 
in food and drinks 
the better* 

*Q.13 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 attitude?



What claims 
influence purchase?



Is 100% natural 100

Has no added sugar 80

Is sugar free 78

Rich in fibre 66

Is free range 56

Has no added salt 55

Has reduced sugar 54

Has 0% fat 53

Has reduced fat 51

Added vitamins and minerals 42

Ingredients are certified organic 33

Is enriched with protein 21

Is grass fed 3

Is GMO free 0

1

2

3

4

5

6

6

7

8

9

10

11

12

13

Claims 
Influence 

Index



What claims do 
consumers pay 
attention to?



Calorie breakdown 
in Kcal per 100g

55%

Calorie breakdown 
in product %

57%



Nutritional 
breakdown in 

product per 100g

51%



There are four key consumer segments

23

25

Fat Avoiders

30

Nutrifiers

22

Purists

Sugar Avoiders





23

Sugar Avoiders
Sugar Avoiders are 
Disproportionately 

Influenced By..

• No Added Sugar
• Is Sugar Free

• Has Reduced Sugar

Sugar Avoiders



Age 18-34: 22%
35-44: 16%
45+: 61%

Male/Female Split
52% 48%

23

Sugar Avoiders

Sugar Avoiders



25

Fat Avoiders

Fat Avoiders
• Has Reduced Fat

• Has 0% Fat
• Has No Added Salt

Fat Avoiders are 
Disproportionately 

Influenced By..



Fat Avoiders

25

Fat Avoiders

Male/Female Split
52% 48%

Age 18-34: 30%
35-44: 18%
45+: 52%



30

Nutrifiers
Nutrifiers are 

Disproportionately 
Influenced By..

• Added Vits and Mins
• Is Enriched with 

protein

Nutrifiers



Nutrifiers

30

Nutrifiers

Male/Female Split
52% 48%

Age 18-34: 40%
35-44: 21%
45+: 39%



22

Purists

Purists
Purists are 

Disproportionately 
Influenced By..

• Rich in Fibre
• Is Free Range

• Is 100% Natural
• Certified Organic



Purists

Male/Female Split
52% 48%

Age 18-34: 19%
35-44: 15%
45+: 66%

22

Purists



Goals Influencing Choice 

82%

77%

79%

76%

73%

Gut

Weight

Energy
Brain

70%

Immune

Heart



Heart Health

Gut Health

Mental Health

Brain 
Function

Metabolic 
Health

Energy Levels

Sleep

Immune 
System

Weight 
Management

Sugar 
Avoiders

Fat Avoiders

Added Extras

Purists
-0.06

-0.01

0.04

-0.1 -0.05 0 0.05 0.1

Goals Influencing Choice 
TOP 3 GOALS

NUTRIFIERS
% Big 

Influence

Weight Management
Heart Health
Energy Levels

39%
38%
38%

FAT AVOIDERS

Weight Management
Heart Health
Energy Levels

43%
35%
32%

SUGAR AVOIDERS

Weight Management
Heart Health
Energy Levels

41%
32%
31%

PURISTS

Weight Management
Heart Health
Gut Health

36%
31%
30%



7%

8%

8%

13%

13%

21%

35%

38%

40%

42%

43%

52%

53%

Sugar

Salt

Fat

Carbohydrates

Plant Sterols

Pro-biotics/Lcasi Immunitas

Minerals

Iron

Calcium

Omega3

Protein

Fibre

Vitamins

65%

58%

56%

36%

8%

8%

5%

6%

5%

5%

6%

6%

4% 49%

46%

37%

37%

35%

32%

30%

13%

5%

-23%

-48%

-50%

-58%

Try to eat less

Nutrient focus is pretty universal
Try to eat more “Net”



-100.00%

0.00%

100.00%

Carbohydr…

Fat

Fibre

Minerals

Pro-Biotics

Protein
VitaminsSalt

Sugar

Calcium

Omega 3

Iron

Plant Sterols

Sugar Avoiders Fat Avoiders Nutrifiers Purists

However there are some apparent spikes

While a similar profile 

emerges…. 

“Purists” more likely to focus on 

Fibre, Minerals, Vitamins, Calcium 

& Omegas.

“Nutrifiers” more likely to focus on 

getting more Iron, Sterols, Protein 

& Prebiotics.

For “sugar and fat avoiders” more 

mainstream issues of avoiding 

sugar, fat and carbs prevail. 



Labelling



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 attitude?

41% are confident 

that they can tell if a food 
is healthy by looking at 

the label

Only1 in 5 claim to 

scrutinise the ingredients 
panel on average



1 in 3 people 

claim they can tell 
if a product is 
healthy by looking 
at the packaging

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 attitude?



1 in 3 people 

claim they can tell 
if a product is 
healthy by looking 
at the packaging

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 attitude?

50% of consumer 

are more likely to buy if 
health/nutrition 

information is on the 
Front Of Pack



Insert Video about front of pack



The Semiotics Of 
Symbols



The Credibility Of 
Colour



Green and clean and natural





I like to see the 
Traffic Light System

86
%

84
%

74
%

80
%

67
%





Ingredients
Ins, Outs & No No’s

“Negatives are easier to 

understand than positives”

Warren Belasco
Appetite for Change



The Power 

Of No



Which ingredients do you actively avoid? (Spontaneous)

Ingredients 
to Avoid









54% are 

concerned about 
ingredients that sound 

artificial

37% tend to 

avoid products if they 
contain unrecognizable 

ingredients 





52% avoid 

food and drinks avoid food 
and drinks that contain 

sweeteners or sugar 
substitutes

44% try to 

avoid food and drinks that 
contain preservatives 



Ingredients to Avoid

Q. Which ingredients do you actively avoid?  



Category 
Dynamics





Cheese has a range of 

natural ingredients 
consumers recognise….

Cheese

MORE INCLINED TO BUY

PROMOTE

MANAGE

AVOID

←INFLUENCE→LESS INCLINED TO BUY
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 → ….but also some 
new names that 

can be 
repositioned or 
reformulated…

….and maybe some 
that can be 
replaced?

Protein
Lactic Acid

Whey

Calcium Phosphate
Palm Oil

Potato Starch

Annatto
Sodium Carbonate

Milk Protein

Lactic acid

Skimmed Milk Powder

Whey powder
Rennet

Starter culture

Calcium PhosphateSodium Carbonate

Beta Carotene

Locust Bean Gum

Potato starchPalm OilPotassium Citrate

Sodium Polyphosphates
Citric Acid

Annatto
Carrageenan

Maltodextrin
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Chicken
Protein is a natural 
benefit to promote 

along with Calcium & 
Iron….

….but Sodium and 
Potassium could be 

repositioned…

….and can MSG and 
Disodium Diphosphate 

be avoided?

PROMOTE

MANAGE

AVOID

←
 A

W
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R
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E
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C
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 →

LESS INCLINED TO BUY ←INFLUENCE→ MORE INCLINED TO BUY

Protein

Calcium

Iron

Sodium nitrate

Potassium nitrate

Potassium nitrite

Sodium erythorbate

Sodium nitrite

Disodium DiphosphateMSG





Chilled Ready Meals
Promote Naturalness 
whenever possible. 
Consumers expect 
some artificiality.

….Manage Palm Oil, 
Corn Starch & MSG…

….and can you avoid the 
‘x’s’, ‘ites’ and ‘ates’?10

20
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PROMOTE
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AVOID
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←INFLUENCE→LESS INCLINED TO BUY

Natural Colours

Natural Flavours
Gluten

Sodium

Artificial Flavours

Corn Starch

Palm Oil

Modified corn starch

MSG

Sodium Phosphate
HFCS

Sodium Citrate

MaltodextrinXantham Gum

RibotidesTitanium Dioxide 





Juices
Promote Naturalness 

again and perhaps just 
be open about Sugar…

….Manage the 
sweeteners story, 

particularly Stevia…

….and can you avoid 
Acesulfame K?
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PROMOTE

MANAGE

AVOID

Natural flavours

Natural extracts
Natural colours

Fibre

Citric acid

Sugar

PreservativesArtificial flavours

Artificial colours

HFCS

Stevia

Saccharin

FatsCaffeine

Aspartame Sucralose

Emulsifiers
Lactose

Gluten

PectinGelatin

Hydrolysed vegetable protein
Acesulfame K
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Cocoa content is 
increasingly king…

….but managing the 
Vegetable Fats (Palm 
Oil) message is also 

important…

….and can you avoid 
Xylitol?

PROMOTE

MANAGE

AVOIDXylitol

Soya Lecithin

Emulsifier (E442)

Whey powder

Stevia

Dried Whole Milk
Skimmed Milk Solids

Vegetable Fats (Palm)
Cane sugar

Full Cream Milk Powder

Flavourings
Milk Solids

Cocoa Mass

Natural vanilla flavouring
Natural vanilla extract

Cocoa Powder

Cocoa ButterMilk fat

Sugar 

Chocolate



21st Century 
Clean



How many calories in a hamburger?

The Kellogg Experiment





32% of 

people say they 
would use an 

app to establish 
if food is 
healthy 



17% of 

consumers are aware a 
product’s label can be 

scanned AND have 
previously scanned the 

label





Case Studies



1. Frosta

2. Little Secrets

3. Purely Elizabeth

4. Spindrift

5. Banza

6. Applegate

7. Kashi





















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



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
‘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.

#1 – Always be “Insta”-clean



There is power in calling out ingredients visibly

on-pack. In fact, some brands make a virtue out

of absolute transparency in ingredients.

How can your brand ‘hero’ the ingredients in

your products? What are the innate ‘powers’

your ingredients have to benefit consumers? And

do you have natural Irish ingredients that

consumers can believe in?

If your brand has ingredient power, call them

out…

#2 – Build ingredient power



Your 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:

• Colours

• Symbols

• Imagery

• Language

#3 - Crack the semiotic code for clean



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

Smart phones and our always on lives make
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?

#4 – Develop for Tech Transparency



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
more ‘clean’ ingredient list? What are the simple
changes your brand can make? How will those
changes allow you to compete against your
rivals?

If you are going clean, you have to commit…

#5 – Embrace the clean challenge



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

There is evidence that big brands like Activia and
Actimel have lost consumers faith on ingredient
efficacy. Language like ‘Can Help’ to describe
functional benefits is beginning to feel tired.

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

#6 – Fix those weasel-words
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