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People

How To Steep Clean: Sleep
Hygiene For The New Year

You may have heard of the ‘clean sleeping’ trend, which
was branded by Gwyneth Paltrow as the biggest health
trend of 2017. Just like 2016's...

By Gemma Curtis
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Global sales of clean label
products is expected to reach
S180 bn by 2020
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Providing a road map for industry
to highlight:

« clean growth opportunities

« provide potential product
development territories now
and into the future.
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Unlocking
What
Clean
Means
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Desk In-Depth International Robust multi-country
Research Interviews Online Community online study
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Stage details: Phase I

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
* 1xindustry
1 x nutritionist
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Stage details: Phase II

Online community

* 10 days of sharing
* 5countries, 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 23 April to 61" May 2019
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MIiNTEL

34% trust the EU

67% people in France

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

making money than
making high quality food
‘ and drink

Germany

54% consumers

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

0
60 /0 of consumers think its important for a brand to be transparent
about all its practices

47% of 21-38 buy from smaller brands
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TIME

Eat Butter.

Scientists labeled fat the enemy. Why they were wrong

BY BRYAN WALSH

It's hard not
to be
cynical..
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raspberriss vitemin B6

1I335mg
spples spiruling

' Omeg -
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Sorry, But Naked Juices Aren't as Healthy as
You Think

QOne of these smoothies has more sugar than a can of soda.

O
Thinking
House




V4
Bord Bia

Irish Food Board

Surprised by Ingredients
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Aspartame Side Effects

Anxiety
Candida
ADD

Obesity
Headaches
Hyperactivity
Tooth Decay
Diabetes
Brain Lesions
Mood Alterations
Brain Tumors
Depression

Arthritis
Asthma
Bloating

Edema

Brain Cancer
Chronic Fatigue
Chronic Cough
Confusion
Diarrhea
Dizziness
Flushing

Heart Palpitations

Hair Loss
Hives
Hypertension
Impotency
Insomnia
Irritability
Itching

Joint Pains
Brain Fog
Memory Loss
Muscle Spasms
Weight Gain

DANGER

LA HealthyHolsticlivng. com

Just to name a few...
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Artificial Color Has Been Shown
to Cause Cancer in Animal Studies

Still Allowed In Our Food!

FOOD BABE #FoodBabeArmy More info at FOODBABE.COM
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KIND encourages food national snacking index
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

L& A U e B ...
Prociucts diaplayed are the 1o seling prodiuct of tha top selling beands in each category, Parcentages describe how much of
the product foy weight) Is comprised of sugar.
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HOW DO YOUR FAVORITE “HEALTHY"
SNACK BARS STACK UP TO A SERVING OF

YOUR FAVORITE TREATS?
Kellegg's
Nutrl Grain VS. Chips Ahoy

Soft Baked Bars

32% | 31%
SUGAR SUGAR
(129) {9g)

Littie Debbie
Clif Bar VS Oatmeal Creme
Ple

£

31% | 32%

SUGAR SUGAR

ralil 124} “
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Consumer

Trends
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Grain free, dairy free, paleo, keto,
alkaline diets all have a take on pre
industrialised'{god i

N\
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‘ “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
o deliver the products that fit their lifestyle needs”
Alison Bor_cyeyer, dietitian

Food Dive
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22% of People
claim to be

following a
specific dietary
regime




Veganism

g !
b

(0 3.5%
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92%0 indicate that they would

like to make a change to
iImprove 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%)



“My Food Choices are
a Big Part of my ldentity”

Vegans Vegetarians Re-Balancers Non Subscribers

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

House




The “anti hedonist” generation
have a pre-industrialized take
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How we scrutinize food is getting more complex

Carefree

Living carefully

Becoming more hyperaware

Expression Self -Compliant

Self
Obsession

Are we moving towards an era of more self - compliant consumerism?
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Global wellness market now
valued at 4.2 trillion
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HEALTH & , s Sl
! 4 Health-savv) sand innovators are discovering and
/1) k ( ‘ nes beneflts of natural ingredients,

axtracti

ANV AS Y 11 2P B , giving ¢ tar 5

of life.

RED|SeoVERING |
NATURAL 8l | 3

HOW IS IT MANIFESTING? y <>
Through the eyes of our Streetscapers... @5 ~ e
PR —— T N
“It seems our dark Tualang honey is gaining popularity Malaysia United “We’re trying to incorporate berries into everything now
outside of Malaysia — we understand now it is good for Kingdom we’re shown their pigment contains cancer-fighting
amino acids and vitamins, much like other traditional enzymes.”
ingredients here.”
Lucy, UK

Lavina, Malaysia




perceived to be't
reshaping ourov
L4 -

sNeINE=ERING
c0ODNESS

HOW IS IT MANIFESTING?
£

Through the eyes of our Streetscapers... .
“Food and drink in Japan occupies a strange place in Japan Denmark “Green restaurants and cafes began opening all over
2018. In general, consumers are inclined to eat at Copenhagen from the end of 2016 and have become
cheaper restaurants — McDonald’s has seen a massive hugely popular. ‘Green restaurants and cafes’ count as
sales spike in recent years — although interest in more places that have a strong focus on health-oriented

alternatives to traditional dishes, often lab-grown”

expensive and novel alternatives is also sky rocketing”
Kinvara, Denmark

Patrick, Japan




Food Neurosis Is Driving the "Clean”
Conversation
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What is clean?
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clean eating
noun (U] - ux @)/ kin i ! us €

": ! klim 4tn/

() the practice of eating only foods that
are regarded as healthy, especially
fresh food that has not been processed
(= given any industrial or chemical
treatment)

-

Whole, natural, unprocessed

.- And avoiding artificial ingredients and

-~

highly processed foods R
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45% of US consumers don’t know what “clean label” means

Canadean
VRSN B
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3 INGREDIENT

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.
isagree with each attitude?

KEITH BELDEN
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What claims
influence purchase?
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Is 100% natural 100

Has no added sugar 80

Is sugar free 78 °

Rich in fibre 66 C I a I m S
Is free range 56

Has no added salt 55

Has reduced sugar 54 I fI
Has 0% fat ! 53 n uence

Has reduced fat 51
Added vitamins and minerals 42
Ingredients are certified organic 33 I n d ex
Is enriched with protein 21
Is grass fed 12 3

Is GMO free ‘
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What claims do
consumers pay
attention to?
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There are four key consumer segments

Sugar Avoiders Nutrifiers

Fat Avoiders Purists
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Rich in fibre ARt
08 v —_— *+ |Is 100% natural
Ingredients are certified organic * Has no added sugar
* Is sugar free
* Sugar Avoiders
0 Has reduced sugar
Has no added saft ——
. tht Avoiders

05

A Rers

* Is GMO free

* Is enriched with protein
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Sugar Avoiders

Sugar Avoiders
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Sugar Avoiders are
Disproportionately
Influenced By..

* No Added Sugar
* |sSugar Free
* Has Reduced Sugar

* s 300% raterd

- OO b




Sugar Avoiders

g &

52% 48%

Male/Female Split

Age 18-34: 22%
35-44: 16%

Sugar Avoiders
45+: 61%
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Fat Avoiders

Fat Avoiders

(@
Thinking
House

Fat Avoiders are
Disproportionately
Influenced By..

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

* s 300% raterd

- OO b




Fat Avoiders

g &

52% 48%

Male/Female Split

Age 18-34: 30%
35-44:18%

Fat Avoiders
45+: 52%
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Nutrifiers
Nutrifiers are * Added Vits and Mins
Disproportionately * Is Enriched with
Influenced By.. protein
e VG
I K
Nutrifiers " g
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Nutrifiers

g &

52% 48%

Male/Female Split

Age 18-34: 40%
35-44:21%

Nutrifiers
45+: 39%
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Purists

Purists are * Richin Fibre
Disproportionately * |s Free Range
Influenced By.. * 1|s100% Natural
e Certified Organic
mum-%"—”
I K
Purists " g
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Purists

g &

52% 48%

Male/Female Split

Age 18-34: 19%
35-44:15%

Purists
45+: 66%
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Goals Influencing Choice

79%

82% .
Heart
.Weight

77% “

Energy
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76%

Brain

Gut

73%

70%

Immune



Goals Influencing Choice

0.04

-0.06

* Sleep

A:dd.ed Bxaias
Functio

>

Weight

* Energy Levels
* Heart FhaﬁHgar
Avoiders

* FatMaoagement -

Metabolic
Health
Immune

System
* PuristsGut Health

-0.1 -0.05
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0 0.05

0.1

TOP 3 GOALS

% Big
NUTRIFIERS Influence
Weight Management 39%
Heart Health 38%
Energy Levels 38%
FAT AVOIDERS
Weight Management 43%
Heart Health 35%
Energy Levels 32%
SUGAR AVOIDERS
Weight Management 41%
Heart Health 32%
Energy Levels 31%
PURISTS
Weight Management 36%
Heart Health 31%

Gut Health 30%




Nutrient focus is pretty universal

Try to eat more
Vitamins mmmmmm 53%
Fibre mmmmmm 529%
Protein mmmsm 43%
Omega3 mmmm 4%
Calcium mmm 40%
lron mmm 38%
Minerals mmmm 35%
Pro-biotics/Lcasi Immunitas mm 21%
Plant Sterols ™ 13%
Carbohydrates m 13%
Fat m 8%
Salt m 8%
Sugar B 7%

(@
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Try to eat less
1 4%
1 6%
6%
1 5%
1 5%
" 6%
1 5%
" 8%
8%
m 36%
I 56%
I 58%

I 65%

“ N et ”n




However there are some apparent spikes

—Sugar Avoiders —Fat Avoiders —Nutrifiers Purists

Carbohydr... While a similar profile
% emerges....
Plant Sterol

“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.
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Labelling
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- goroBIA |

Thinking g
ouse Q13. There are many dﬁt attitudes that people hold about food health, ingredients,
nutrients and labelling. To what extent do you agree or disagree with each attitude?

i TR = 1w




1 in 3 people

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

BORDBIA .:Q
Thinking

House 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?
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Irish Food Board

Front of pack




The Semiotics Of

Symbols o :%

HOLE GRAN /77,
: ' 377 )

AL //

37 %

HOLE
AIN
CONTENT
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i
The Credibility Of
Colour
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Green and clean and natural
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The Ideal Label
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| like to see the 36 34 74 30 67
Traffic Light System % % % % %

ENERGY : TURATE '
460kJ ‘: J.1C
"Okca' _wow || tow

6% 4%

% of an adult's reference intake.
Typical values per 100g: Energy 1530kJ/360kcal 3
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The Traffic Light System

Bord Big

Irish Food Board




“Negatives are easier to
understand than positives”

Ins, Outs & No No’s Warren Belasco

Appetite for Change

Ingredients
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The Power
Of No
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Ingredients to avoid — All markets

Ingredients SUgar  e——————— 15

Artificial Sweeteners / E-numbers e ———————————— ] ] %
Aspartame T O,
Palm Qil  ——ss—— 7 0
GIUtEﬁ .| ?%
Preservatives m— 0
Lactose / Dairy ———— ——— %
M5GE —— O
Mea‘t | 5"}",5
Gelatin  —— %
Nuts m— 30
Soy e 2%
Carbohydrates e 2%
Trans fats mm 1%

Which ingredients do you actively avoid? (Spontaneous)
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‘E’ / Ingredients
No No




-ates and -ites

nitrite sulfite | phosphite
NOZ-I 503-2 PO3'3

nitrate | sulfate |phosphate
NO 3’1 504'2 P 04-3

3
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54% ..

concerned about
ingredients that sound
artificial

37% ..

avoid products if they
contain unrecognizable
ingredients

BDRPBIAp
Thinking
House

McDonald's Quarter Pounder
With Cheese Ingredients:

QUARTER POUND 100% BEEF PATTY: 100% Pure USDA
Inspected Beef. Prepared with Grill Seasoning (Salt,
Black Pepper). SESAME SEED BUN: Enriched Flour
(Wheat Flour, Malted Barley Flour, Niacin, Iron, Thiamine
Mononitrate, Riboflavin, Folic Acid), Water, Sugar, Yeast,
Soybean 0il, Contains 2% or Less: Sesame Seeds, Salt,
Wheat Gluten, Potato Flour, May Contain One or More
Dough Conditioners (DATEM, Ascorbic Acid, Mono and
Diglycerides, Enzymes), Vinegar, PASTEURIZED
PROCESS AMERICAN CHEESE: Milk, Cream, Water,
Sodium Citrate, Salt, Cheese Cultures, Citric Acid,
Enzymes, Soy Lecithin, Color Added, KETCHUP: Tomato
Concentrate from Red Ripe Tomatoes, Distilled Vinegar,
High Fructose Corn Syrup, Corn Syrup, Water, Salt,
Natural Flavors, PICKLE SLICES: Cucumbers, Water,
Distilled Vinegar, Salt, Calcium Chloride, Alum,
Potassium Sorbate (Preservative), Natural
Flavors, Polysorbate 80, Extractives of Turmeric
(Color), ONIONS, MUSTARD: Distilled Vinegar, Water,
Mustard Seed, Salt, Turmeric, Paprika, Spice Extractive.

FOOD BABE




Bord Bié

Irish Food Board

Ingredients | can’t pronounce

INGREDIENTS: Enriched Wheat Flour [Flour, Ferrous Sulfate (Iron), B Vitamins (Niacin,
mmumwm(ai).mm(az) Folic Acid)) Sugar, Comn Syrup, Water, High
, Vegetable and/or Animal Shortening (Comtains one or more of:
, Cottonseed, or Cancla Oil, Beef Fat), Dextrose,




44% ..

avoid food and drinks that
contain preservatives

52% ...

food and drinks avoid food
and drinks that contain
sweeteners or sugar
substitutes
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Ingredients to Avoid Nl LD
i/
asp

Preservatives Gluten

ASpartamesa t s‘:z"-’-F Salt

sugan@"“
‘ ' salt E

artificial :meetene ~——_——

e fat§—~

prmrvnlm

Q. Which ingredients do you actively avoid? gluten
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Category

Dynamics
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Protein
70 il prore? Lactic Acid
@ |actic acid Whey
60 PROMOTE .

Skimmed Milk Powder

PY [ J
Whey powder

[ )
Starter culture

1
w
o
P4
w
[%2]
w
4
o
L
o
w
©
<
=
<

!

{ ]
\ Sodium Carbonaté® Calcium Phosphate
[ ]
O I D Beta Carotene
FQtassium Citr alm .iPota@ Stimh
Sodium Pol phosphates g Waﬂ Gum Annatto
altodextrin [ ) :
Caftageenan Sodium Carbonate
10 Annatto N~
35 40 45

LESS INCLINED TO BUY <INFLUENCE- MORE INCLINED TO BUY
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Chicken
Proteing Protein is a natural

75 benefit to promote
along with Calcium &

PROMOTE Iron....

65

55

Calcium
[ ]

45

35

1
w
o
P4
w
[%2]
w
4
o
L
o
w
©
<
=
<

!

§odium nitrate

25

Sbdium nitrite Potassium nitrate
15 o ® Potassium nitrite ....and can MSG and

AVOID o o ium erythorbate Disodium Diphosphate
5 MSG  pisodium Dipho be avoided?

35 45

LESS INCLINED TO BUY <INFLUENCE- MORE INCLINED TO BUY
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Chilled Ready Meals

Promote Naturalness

Artificial Flavours

Gluteng Natural F,a\,o‘rs. whenever possible.
20 Natural Colours Consumers expect
some artificiality.
o Corn Starch. P RO M OTE

Palm Oil ®

1 Modified corn starch
g o

=

w

n

w

4

o

g 40

lé(é Sodium Citrate
=

M 30 ®

Maltodextrin

Xantham Gum

20 . e AVOID

Titanium Dioxide Ribotides ....and can you avoid the
10 x’s’, ‘ites’ and ‘ates’?
25 30 35 40 45 50

LESS INCLINED TO BUY <INFLUENCE- MORE INCLINED TO BUY
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Juices

Promote Naturalness

90
again and perhaps just
Artificial colours Natural flavourg, g p ps ]
o0 ) . [ I Natural colourgy be open about Sugar...
80 Artificial flavours reservatives itric aci Natural extract.
PROMOTE
70

HFCS
[ ) Fibre
()

60

50

Caffeine

1
w
o
P4
w
[%2]
w
4
o
L
o
w
©
<
=
<

!

Aspartame @Sugralose
. .Lactose

40 Emulsifiers ® |

PS G uteg

Gelatin Pectin

30 AVOID

Hydrolysed vegetable protein ....and can you avoid

Acesulfame K @ A
cesulfame K?

20 °

35 40

LESS INCLINED TO BUY <INFLUENCE- MORE INCLINED TO BUY

O
Thinking
House



(@
Thinking
House




Chocolate

90 Su%ar

[ J
Cocoa Powder

Cocoa content is

° . . .
@Milk fat Cocoa Butter increasingly king...
80

@ocoa Mass

“atural vanilla flavouring
atural vanilla extract

PROMOTE

lids

(] .
Vegetable Fats (Palm) Full Cream Mk Po
70 Cane sugar @

Ki Milk Soli
skimmed Milk Solids _ | \Whole Milk

60

[
Whey powder

1
w
o
P4
w
[%2]
w
4
o
L
o
w
©
<
=
<

!

()
50 Emulsifier (E442)
40 Soya.l_ecithin Stevia
30
xyltol —AVOID ....and can you avoid
20 Xylitol?

50

LESS INCLINED TO BUY <INFLUENCE- MORE INCLINED TO BUY
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215t Century

Clean
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Case Studies
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—rosta

_ittle Secrets
Purely Elizabeth
. Spindrift

Banza

. Applegate
Kashi

> W

~N o g
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Hergestellt in 1007 SEELACHSFILET
Bremerhaven AUS DEUTSCHER FISCHERE|

BACKUFEN FISCHSTABOHERE & ™ ot

SEELACHS NORDSEE W
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The Frosta Story

FROSTA
|




9 S
-
—

wrely elizabethe

»
~

RASPBERRY PITAYA

VIBRANT DATS

ALt A
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CHOCOLATE
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| — = e —— | — g — el

aspberry lin . rapefrui - cucumb R : *blackl

spindrift

®5
’QK‘
B/

yup, that’s it. yup, that'site
1 FL 02.G355 M) 12 F1.02 (355 M) 127102 (355 40 RFLOL(SSMY

R .

————————— e —
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LIN(

NET WT 802 (2

LIN

NET WT 801 (2]

DBA/
Thinking
House

LIN

NET WT BDZ (2)

Bo

LIN

NET WT BOL (2]

Banza

LINGUINE

NET WT 802 (2279)

Banza
LINGUINE

NET W1 807 (2210)

29

PROTEIN

130

FIBER

*PER 3567 SERVING

23y

PROTEIN

130

FigER

"PER 3501 SERVING




THE GREAT ORGANIC

BLEND =

S
ORG AN / C‘ e = s ORGANIC GRASS-FED BEEF BLENDED 30
' MR . e % WITH ORGANIC MUSHROOMS

KEEP FROZEN - SERVING SUGGESTION *BEEF MAISED & FED A DIET IN COMPLIANCE WITH THE HON-GHO PROJECT STANDARD FOR
AVOIDANCE OF GENETICALLY ENGINEERED INGREDIENTS. **BEEF NEVER ADHINISTERED

ANTIBIOTICS. ADDED GROWTH HOBHONES OR ANRAL BY-PRODUCTS. "SEE NUTRITIONAL
4 BURGEHS N[I HI 6 u B 4549] PANEL FOB CALORBIE AND FAT CONTENT, *BEEF RAISED ON PASTURE AND 100X GRASS-FED
WITH NO CONFINEMENT OR GEAIN-FINISHING
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Only Safe Catch Tests (@ Every Fish for Mercury

\.{.

Just Pure Tuna Sustainably More Omega 3s
100% Tested Wild Caught 21g Protein

~y> SafeCatch.

Elite | wild Tuna

Lowest Mercury of Any Brand
Great for Athletes, Kids & Pregnant Women

© NETWT3I0Z(851)
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Platforms For

Growth
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Always be "Insta’-clean

B uild ingredient power

Crack the semiotic code for clean
Develop for Tech Transparency
Embrace the challenge

Fix those weasel words

O
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#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

‘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.
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#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.

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

!Ut. ..

N 5 ==~

pmrely elizabeth,

e 7 ,‘.4 e

| ———

- e Ty

- SafeCatch

Elite | wiid Tuna
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#3 - Crack the semiotic code for clean

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:
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#4 — Develop for Tech Transparency

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?
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#5 — Embrace the clean challenge

/ Change is possible in any business if the market
iIs 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? m.CDonaId'S
Is Making a Serious
!f you are going clean, you have to commit CHANGE to1ts
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#6 — Fix those weasel-words

~

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

"Activia with its bifidus actiregularis can help
to reduce digestive discomfort..."

BIFIDUS-ACT JLARIS

N HELP JOREBUCE DIGESTIVE
DISCOMFORT: SUCH AS FEELING BLOATED
e —

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