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“Expectations of brands and the categories they are in key
to consumer perceptions. Breakfast cereals are a clear

example of this. Health standards set by certain brands
impact upon the way in which other brands that do not

match up are viewed."
– Richard Hopping, Senior Brand and Household

Analyst

This report looks at the following areas:

Conversely, brands in treat categories largely avoid being seen as amongst the unhealthiest: people
don’t expect them to be healthy, and so seem to judge them less harshly than is the case in other
categories. This has important implications when it comes to reformulation. Brands in markets that are
generally seen as being healthy may well benefit from reformulating, while brands in treat categories
may detract from their strengths by doing so.

Health and naturalness are key topics in the food market, while there is also real concern over the
ethics of food production. When it comes to how people think about individual brands, consumer
perceptions of these three qualities are closely linked, each having a knock-on effect on one another.
However, brands that are seen as being natural or healthy are less likely to be seen as delicious,
suggesting that people still think that there is a trade-off between health and taste.
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Figure 41: Top ranking of brands in the food sector by agreement with “authentic”, January 2015-January 2018
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To be seen as healthy, well-being needs to be at the core of a brand’s proposition

Different breakfast cereals considered healthy and unhealthy

Brands reformulating for health reasons

Risk of detracting from strength by reformulating
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Kellogg’s undergoes product revamp
Figure 65: Public Health England response to Kellogg’s announcement to cut sugar, November 2017
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Figure 66: Pot Noodle #YouCanMakeIt Instagram Post, January 2018
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Cheestrings and Peperami attempt to boost natural image
Figure 68: Cheestrings and Peperami packaging calling out natural/healthy cues, 2017

Natural connotations can help save brands from unhealthy associations

Brands reformulating for health reasons

Health and Wellbeing in Food – What You Need to Know

Healthiness in Context

Brands Considered Healthy

Brands Considered Unhealthy

Brand Activity on Health
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Figure 69: Proportion of new product launches in the food sector carrying health claims, by leading brands in 2017, 2014-17

Low/no/reduced fat and calorie launches slide
Figure 70: Examples of new product launches with low/no/reduced fat or calorie claims, 2017

Low/no/reduced sugar claims grow

Risk of detracting from strength by reformulating
Figure 71: Examples of new product launches reformulated with low/no/reduced sugar claims, 2017

Free-from marks the biggest shift in launch activity
Figure 72: Examples of free-from product launches in the food sector, 2017

Brands may be hamstrung by lack of taste perceptions

Heinz seeks to remind consumers of health benefits
Figure 73: Heinz “Good For You Without Going On About It”, May 2017

Dolmio shows the risk of highlighting health issues
Figure 74: Selected consumer perceptions of Dolmio, October 2014 and November 2016

Little link between recent usage and ethics

Unethical perceptions fairly uncommon

Contents of products appear more influential than packaging

Product launches demonstrate higher focus on ethics

Use of recycled materials is an opportunity to differentiate

Food brands find it easier to highlight ethics
Figure 75: Top ranking of brands in the food sector by agreement with “ethical”, January 2015-January 2018

Little link between recent usage and ethics
Figure 76: Agreement with “ethical”, by eaten in the last year, January 2015-January 2018

Dorset Cereals supports conservation
Figure 77: Dorset Cereals’ Woodland Trust support on pack of Oat and Barley Porridge, 2018

Green & Black’s launches its first non-Fair Trade bar
Figure 78: Examples of Mondelez launches with Cocoa Life accreditation, 2017-18

Genius opens up product to disenfranchised
Figure 79: Genius post offering recipes for coeliacs on New Year’s Eve, December 2017

The halo effect benefits big name food brands

Walkers’ Britishness may make up for other flaws
Figure 80: Paddy McGuinness Tweet around Walkers’ sandwich flavours, September 2016

Recyclable packaging can make a difference
Figure 81: Examples of recycling information on Quaker Oat So Simple, New Covent Garden Co. and Weetabix packaging, 2017

Unethical perceptions fairly uncommon
Figure 82: Top ranking of brands in the food sector by agreement with “unethical”, January 2015-January 2018

Food Brand Ethics – What You Need to Know

Food Brands Considered Ethical

Brands Considered Unethical
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Unethical brands likely to be seen as unhealthy

Contents of products appear more influential than packaging

Product launches demonstrate higher focus on ethics
Figure 83: Proportion of ethical claims across new product launches in the food sector, 2014-17

Use of recycled materials is an opportunity to differentiate
Figure 84: Examples of product launches using recycled materials in the food sector, 2016-17

Pringles unaffected by Recycling Association claim
Figure 85: Agreement with “unethical” for Pringles, November 2011-December 2017

Brands target packaging to reduce manufacturing waste
Figure 86: Kooperatine Bendrove Grybai’s Auga launches in waste-reducing smart packs, 2017

Figure 87: Examples of brands reusing by-products of manufacture, 2017

Brands seek to tackle food waste
Figure 88: Oddbox Tweet promising fairness and fighting food waste, December 2017

Driving sustainability programmes
Figure 89: Examples of brands highlighting waste-cutting initiatives on-pack, 2017

Advertising can highlight the journey from farm to fork
Figure 90: Lidl’s #LidlSurprises campaign focusing on provenance of products, 2017

Figure 91: Agreement with “ethical” for McDonald’s, KFC and Lidl, 2012 and 2017

Frozen as a way to boost sustainability
Figure 92: Birds Eye “Forever Food Together” aims, 2014

More brands enter frozen category
Figure 93: Saucy Fish Co. frozen fish launches, 2017-18

Total adspend in the food sector declines

Retailers tend to be biggest spenders

Top spenders enjoy positive brand images

Total adspend in the food sector declines
Figure 94: Total above-the-line, online display and direct mail advertising expenditure in the food sector, 2014-17

Christmas period drives adspend
Figure 95: Total above-the-line, online display and direct mail advertising expenditure in the food sector, by quarter, 2014-17

Retailers tend to be biggest spenders
Figure 96: Total above-the-line, online display and direct mail advertising expenditure in the food sector, by top advertisers for 2017,
2014-17

Tesco increases adspend with Love Stories campaign
Figure 97: Tesco Love Stories campaign, 2017

Top spenders enjoy positive brand images
Figure 98: Top brand adspend by company advertiser, 2017

Brand Activity on Ethics

Promotional Activity – What You Need to Know

Adspend in the Food Sector
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Walkers perpetuates strong image with ads
Figure 99: Walkers Max Strong Beer Magnets TV campaign, February 2018

Lurpak and Kellogg’s Corn Flakes push strengths
Figure 100: Kellogg’s Corn Flakes advertising campaign, 2017

Saucy Fish Co. uses advertising to promote itself
Figure 101: Saucy Fish Co. “Frozen Just Got Cooler” campaign, 2017

Arla Skyr continuing to highlight its presence
Figure 102: Arla Skyr “The Judge” campaign, 2017

Mondelez uses tech to personalise campaign for Belvita
Figure 103: Good Mornings start with Belvita campaign, February 2017

Boosting indulgent connotations within confectionery
Figure 104: Adspend in the food sector, by category, 2017

Figure 105: Lindt Lindor “In The Moment” campaign, November 2017

Nielsen Ad Intel Coverage

Abbreviations

Appendix – Data Sources, Abbreviations and Supporting Information

Appendix – Brands Covered
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