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Although Chicken Seen as a “Healthier Meat” and Fish as a 
Paragon of Healthy Eating (but is it sustainable?) 



What Consumers Believe 
Can Really Help Their Health

Source: Healthy, Wealthy & Wise 
dunnhumby Global Trends Unit 
Global Survey, 2014



Source: Healthy, Wealthy & Wise 
dunnhumby Global Trends Unit 
Global Survey, 2014



• tasty/irresistible (addictive?!) 
• convenient (buying, preparing, eating) 
• health, nutrition and wellness hooks 
• local (provenance, heritage, producer link) 
• values – environment, sustainability, animal welfare 
• natural, minimally processed, “clean” simple ingredients 
• “magical” health properties ( e.g. omega-3 and fish) 
• premium: affordable luxury/indulgence 
• classic comfort foods with modern retro twist 
•  pack sizes to meet my family’s eating occasions 
• snackable

eSource: Oliver Dauvers (retail consultant) and Hughes, 2014



Source: IRI New Product Pacesetters Report, April, 2015



Lunchables $143 million

STRAW-ber-RITA 
$132 million





Top 5 Most Successful Food Product NPD Launches UK, 2014

£46.0 m.

£29.4 m. (£6.7 m. ad spend)

£25.4 m.

Source: Kantar Worldpanel, 2015

£23.0 m. £17.3 m.



The future is all about 
fresh, natural, minimally 
processed, health and 
well-being, green .. etc.? 
Warren  Buffet isn’t betting 
on an immediate global 
dietary transformation! 
(he’s a big Coke & Burger  
King investor and co-owns 
Heinz and Kraft). 

Addictive power of fat,  
sugar and salt!

“I’m betting on junk food”!



Not All Companies 
Follow the Health & 
Well-Being Route!



(US$12.99)

The Widowmaker 1 lb. Burger for Hungrier Customers. 
Taking the Indulgent rather than Health & Well-Being Route. 
(with “cheese fries”, it just tops the 3,000 calories hurdle!).





“Smart” Marketing Idea 
Turns Sour as Anti-Coke 
Activists Go Viral!



BIG Food Astonishingly Slow to Respond to Consumer Concerns About Additives





Convenient but are they 
consonant with consumer 
trends for natural, lightly 
processed, “clean” labels?





Launched in 2009: Early Adopter 
of “Clean and Clear” Ingredients







Ingredient List: 
     Beef



Health & Well-Being A Major Driver of Sales









 BEWARE 
“MEAT-GATE”!

As the range of meat products with 
“Credence Attributes” increase, so will the 
risk of Fraud.



“How’d You Like Your Meat?” 

“With Adjectives, Please”: 

•free-range ….; 
•free-from ..  
•British/Yorkshire … 
•Gloucester Old Spot 
•Beryl Wilcox’s …. 
•grass-fed … 
•organic ….. 
•new season … 
•happy … 
•environmentally-friendly … 



VALUE VALUES

HERITAGE
PROVENANCE

PACK SIZE

ETHICS
SUSTAINABILITY

PERFORMANCE

PROMOTIONS

PRICE

Values: For Shoppers, It’s Not ONLY about Price

Source: IGD 2012













• Antibiotic-free 
• Hormone-free 
• Additive-free 
• Campylobacter-free 
• Salmonella-free 
• E.coli-free 
• GMO-free 
• Free-range 
• Gluten-free



Not Just Quirky, 
Self-Indulgent 
Rich Countries: 
e.g. Thailand no  
different





Not My Hot Tip for Success 
in the UK Snacking Market!





Beef and Lamb 
Receive a Very  
Bad Press on 
Enviro-Impact



Grass-Fed Beef, Often, Gets 
Unwarranted Bad Press on Its 
Environmental Impact. 

It’s a Communication Issue.



• being “Green” (incl. Healthy) will not be a point of differentiation 
• few/clean/clear ingredients is part & parcel of being “Green”! 
• increasingly, consumers will simply expect “Green” and 

“Healthy” (say they’ll pay a premium but they won’t!) 
• 3rd party accreditation important 
• need consumer understanding of “why Green”. It means different 

things to different consumers: e.g. saving the world, or saving my 
children? 

• few, simple direct messages (don’t dilute) 
• tell your unique story 
• your business must live by what you promise 
• two-way communication between you and your customers – are 

we on track? (use of social media)

Source: Haldemann, Metadesign (2015), Hughes



• red meat struggles to claim the high ground on health vis-à-vis chicken 
and particularly fish 

• constant PR to reinforce health credentials of meat 
• but taste/enjoyment and convenience trump health! 
• be part of the meal solution not the meal problem 
• health perceptions of food are complex and bundle nutrition up with 

provenance, safety/integrity, story etc. 
• health of the planet increasingly important, too, and here red meats have 

work to do with unprecedented pressure building over this decade and on 
• non-meat meals growing in popularity and taste good! 
• but, we’re carnivores and meat-eating is in our genes! 

•  
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