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Is Physalis
a.A dangerous sexually-transmitted disease?
b.A delicious sub-tropical fruit?
c.A popular girl’s name in Russia?



Key Consumer TrendsKey Consumer Trends

HealthHealth ConvenienceConvenience

PleasurePleasure

GUILT FREE GUILT FREE 
INDULGENCEINDULGENCE

ONE STOP NUTRITIONONE STOP NUTRITION

CONVENIENCECONVENIENCE
PLUSPLUS

Consumer WellbeingConsumer Wellbeing
Food Plus
Food Minus
Natural
Organic
Vegetarian

Time FactorTime Factor
Snacking & Grazing
Heat & Serve
Meal Assembly

Sensory ExperienceSensory Experience
Indulgent & Premium
New Flavours

Source: Datamonitor

SocialSocial
BETTER FOR ME & BETTER FOR ME & 
MY WORLDMY WORLD

The Sweet Spot

Credence FactorsCredence Factors
Food Miles
Environment
Fair Trade
Animal-Friendly





How Do Tropical Fruits Score on Convenience?How Do Tropical Fruits Score on Convenience?

• Açai Berry
• Banana
• Dragon Fruit
• Goji Berry
• Longan
• Mango
• Mangosteen
• Pineapple
• Pomegranate
• Rambutan











Mainstream 25%

Convenience 
21%

Price Sensitive 
17%

Traditional 11%

Healthy 10%

Up-market 27%

Mid-market 45%

Less Affluent 28%

Finer Foods 
16%
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Index of Tesco Club Card Customer Purchases Index of Tesco Club Card Customer Purchases 
of Red Apples by Segmentof Red Apples by Segment
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Source: dunnhumby, 2006
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Index of Tesco Club Card Customer Purchases Index of Tesco Club Card Customer Purchases 
of Fresh Mangoes by LIFESTYLE Segment, UK, of Fresh Mangoes by LIFESTYLE Segment, UK, 
20082008

Source: dunnhumby, 2008
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Index of Tesco Club Card Customer Purchases Index of Tesco Club Card Customer Purchases 
of Fresh Mangoes by LIFESTAGE Segment, of Fresh Mangoes by LIFESTAGE Segment, 
UK, 2008UK, 2008

Source: dunnhumby, 2008
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"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













Source: Unilever, 2006









Health and Well-Being Trends 2008

• Weight Management
• Digestive Health
• Super Fruits and Veggies
• Naturally Healthy
• Beauty Foods (and mood foods, too)
• Common Sense Re-emerges
• Healthy and Reduced Guilt Snacking
• Kids Nutrition
• Health Claims and Corporate Performance
• Well-Being of the Planet









Enviga, a very new name for Coca ColaEnviga, a very new name for Coca Cola’’s new s new 
caloriecalorie--burning, carbonated green tea drinkburning, carbonated green tea drink





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!



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

Sales and Sales Growth for Fresh Berry FruitSales and Sales Growth for Fresh Berry Fruit
in the UK Retail Market, 2004in the UK Retail Market, 2004--20072007

€€MillionsMillions
20042004 20072007 % % change change 07/0407/04

Strawberries 271 391 +44

Raspberries 65 112 +72

Blueberries 20 73.9 +370

Blackberries 4 17.3 +433

All Berry Fruit 366 602 +64

Source: TNS UK, various years













It’s Naturally Healthy if:

• No e-numbers/artificial additives/sweeteners
• Naturally high in .... fibre, calcium, anti-oxidants
• All natural
• Wholemeal
• Organic, free range, outdoor
• Made with real .... vegetables/fruit
• Free from ... gluten, lactose, meat
• No saturates/trans fats
• Low fat/salt/sugar
• Cooked in olive/sunflower oil 





Danone Yoghurt: Beauty from the Inside Out!Danone 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. 





Commonsense ReCommonsense Re--Emerges:Emerges:
For InstanceFor Instance

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



• 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
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© WorldpanelTM division 
of TNS 2008

Premium Private Label Sales Trends
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Shopper Anticipated Responses to Household Shopper Anticipated Responses to Household 
Budget SqueezeBudget Squeeze
Response Percent
Increase spend on budget brands 33
Cut back on treats 26
Shop around for offers 25
Cut back on convenience food 22
Switch from brands to own labels 21
Change to discount retailer 13
Cut back on ethical buying 6
Spend same on food, cut back 
elsewhere

15

Source: IGD, Consumer Survey, 2008



Some Conclusions

• Health, well-being and beauty – genuine 
consumer mega-trend and not to be missed

• For “tropicals”, need to sort out consumer 
knowledge, convenience and social issues

• Fresh fruit exporter, or value-added processor?
• Need to build partnerships with key channel 

captains servicing high income markets
• Big FMCG companies see health/beauty 

attributes as delivering sales growth and margin



Some Conclusions

• Harness consumer “pull” of health trends and 
capitalise on NATURAL strengths

• Building consumer awareness requires smart 
use of PR – advertising too costly for most

• Intrinsic product health benefits need to have 
documented scientific credentials

• Household budget squeeze in a food price 
inflationary world, major challenge for premium 
tropical products
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