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Our mission
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Clients Served*

*Includes only clients that have authorized public disclosure.  



Major Forces 
Driving Change in 
the Food and 
Beverage Industry



Public health goal #1:           
NCDs by 25% by 

2025 
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Rising obesity rates are a major global concern

Source: Lancet 2016; 387:1377-96
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Obesity is a significant contributor to the rise in 
noncommunicable diseases (NCDs)  

+23% Deaths 
from NCD

WHO Baseline 
Scenario 
Projection 
2000 vs. 2030

Source: European Environment Agency 
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Food policy and controls at the heart of World Health Organization 
framework to prevent, reduce and control global NCDs

15 of 25 (60%) 
indicators are 
related to food 
and beverage 
intake

Source: World Health Organization
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Public health pressures are reshaping the food and beverage industry 

Sugar guidelines Ultra-processed vs. 
whole foods 

Clean eating Production and 
processing
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Public health pressures driving changes to food labels
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The food elite are influencing food values

Source: Social Business News



Impact of External 
Forces on the Food 
and Beverage Industry
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Policy initiatives intended to lower sugar intake are underway 

Taxes Warning Labels Restricted Access

Source: The impact of taxation and signposting on diet: an online field study with 
breakfast cereals and soft drinks; the Center for Health Economics, 2016. Fiscal 
policies for diet and prevention of noncommunicable diseases; the World Health 
Organization, 2016.
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Marketing and advertising to children remains a concern

Source: Interagency Working Group on Food Marketing to Children, 2011. European 
Union Pledge Monitoring Report, 2015. Obesity in Canada: A whole-of-society 
approach for a healthier Canada, 2016.
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Allegations of predatory marketing practices

Source: Food advertising targeted to Hispanic and Black youth: 
contributing to health disparities; Rudd Center for Food Policy & Obesity, 2015.
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Public health pressures also driving changes to private policies

Healthiest Snack: 
No artificial additives 
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Activists use “name and shame” to compel change

Source: Seeing red: time for action on food dyes; Center for Science in the Public 
Interest, 2016. Temptation at the checkout; Center for Science in the Public Interest, 
2015. Liquid candy; Center for Science in the Public Interest, 2005



18Proprietary and Confidential

Shaming strategies often focus on artificial ingredients
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Consumers are moving beyond taste, price and convenience when 
making food purchasing decisions 

51%
of US food purchasers say evolving 
value drivers are more important 
than traditional value drivers

Health & Wellness includes nutrition
Social Impact includes sustainability 

Source: Deloitte Food Value Equation Survey 2015, Deloitte Analysis



20Proprietary and Confidential

Erosion in the belief that health is primarily personal responsibility 

In your opinion which of the following groups holds the PRIMARY responsibility for making 
sure the public makes the right food choices to stay healthy and avoid obesity?

37%

63%

January 2010

52%48%

September 2016

Individuals

Society (government, food companies, 
health care system, educational system)

Source: Food Temperance in America, 2010 and 2016.



Impact of Internal 
Forces on the Food 
and Beverage Industry
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May 2015 January 2017
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Some research suggests that better-for-you products are good 
for the bottom line

Source: Lower-calorie foods and beverages fuel growth at Healthy Weight 
Commitment Foundation companies; Hudson Institute, 2014. Better-for-you-foods: 
it’s just good for business; Hudson Institute, 2011. 
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Share shifting from conventional foods to those with perceived clean 
labels, natural ingredients driving growth in indulgent categories

Sources – Nielsen Products Insider 
Nielsen Answers, Total US – All Outlets Combined (plus Convenience, 
Last 52 Weeks ending 11.26.16 vs. YAG

Natural share of sales and growth
Dollar share percentage point change – conventional vs. clean label segments
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Food and beverage companies are shifting to cleaner labels

Source: Mintel GNPD
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Companies actively promoting ‘clean’ foods
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Multi-national public commitments of self-regulation attempting 
to head off taxes and further restrictions

Source: International Food and Beverage Alliance Progress Report, 2014.
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Investors are calling for foods and ingredients perceived to be healthier



In closing . . .
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Trump’s administration is likely to be pro-business and less regulation

“The FDA Food Police, which dictate how 
the federal government expects farmers to
produce fruits and vegetables, even 
dictates the nutritional value of dog food.”
- Donald Trump on 2016 Presidential 

Campaign Trail 
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The future of food and nutrition policies proposed and implemented by 
the Obama administration are unknown
Food labeling

GMO labeling 2018 Farm Bill

Sodium guidanceHealthy Hunger 
Free Kids Act
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2020-2025 Dietary Guidelines for Americans unclear but likely to 
continue emphasis of healthy dietary patterns

Source: 2015-2020 Dietary Guidelines for Americans 
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Activist concerns will continue to provoke negative attention

Social Media Shareholder 
Resolutions

Litigation Petitions
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Food and beverage environment will continue to be extremely complex 

Regulation ActivistsCompetitors Consumers
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In today’s food and nutrition affairs environment, a well integrated, 
portfolio strategy has never been more important

• Innovate and renovate to meet consumer tastes, expectations and demands

• Informed by broad understanding of marketplace trends and regulatory and 
activist pressures 

• Strengthened by cross functional involvement and guidance - connect and 
leverage CSR, GRA, insights, marketing, science (nutrition and processing), 
and supplier and retailer relationships


	Slide Number 1
	Our mission
	Clients Served*
	Major Forces �Driving Change in �the Food and �Beverage Industry
	Public health goal #1:           �   NCDs by 25% by 2025 
	Rising obesity rates are a major global concern
	Obesity is a significant contributor to the rise in �noncommunicable diseases (NCDs)  
	Food policy and controls at the heart of World Health Organization framework to prevent, reduce and control global NCDs
	Public health pressures are reshaping the food and beverage industry 
	Public health pressures driving changes to food labels
	The food elite are influencing food values
	Impact of External Forces on the Food and Beverage Industry
	Policy initiatives intended to lower sugar intake are underway 
	Marketing and advertising to children remains a concern
	Allegations of predatory marketing practices
	Public health pressures also driving changes to private policies
	Activists use “name and shame” to compel change
	Shaming strategies often focus on artificial ingredients
	Consumers are moving beyond taste, price and convenience when making food purchasing decisions 
	Erosion in the belief that health is primarily personal responsibility �
	Impact of Internal Forces on the Food �and Beverage Industry
	Slide Number 22
	Some research suggests that better-for-you products are good �for the bottom line
	Share shifting from conventional foods to those with perceived clean labels, natural ingredients driving growth in indulgent categories
	Food and beverage companies are shifting to cleaner labels
	Companies actively promoting ‘clean’ foods
	Multi-national public commitments of self-regulation attempting �to head off taxes and further restrictions
	Investors are calling for foods and ingredients perceived to be healthier
	In closing . . .
	Trump’s administration is likely to be pro-business and less regulation
	The future of food and nutrition policies proposed and implemented by the Obama administration are unknown
	2020-2025 Dietary Guidelines for Americans unclear but likely to continue emphasis of healthy dietary patterns
	Activist concerns will continue to provoke negative attention
	Food and beverage environment will continue to be extremely complex 
	In today’s food and nutrition affairs environment, a well integrated, portfolio strategy has never been more important

