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Consumer	
  
sciences	
  

Food	
  Industry	
  
R&D	
  

Government	
  
Regula6ons	
  

Health,	
  Food	
  and	
  
Nutri6on	
  science	
  	
  

Base	
  for	
  my	
  success.	
  

Innova6on	
  
engine	
  

	
  

Food law 

Health, benefits, risks 

Nutrition 

Consumer 

Behavior, habits 

Understanding the key elements of innovation and their 
interrelationships is a must to appreciate for business 

developers. 

Complex interrelationships 

Economy, succes, failure  

Business  

Diet + Exercise è Body composition + Function + 
Metabolic status è Disease risks 

Do you want to understand diet –health 
interrelationships? 

 Then start understanding food!  
We do not consume food components in isolation 

And start to understand the consumer 
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Fat reduction 

Salt reduction Transfat reduction 

Sugar reduction 

Less calories 

More 
fruit, vegetable, whole grain, fiber, protein, water 

Nutri6on	
  	
  targets	
  to	
  impact	
  on	
  health	
  	
  

More physical activity Less TV viewing 

Some developments to make food/beverage 
“healthier”....functional... 

• Reduce/eliminate	
  
• Restore/upgrade	
  
• Enrich/for6fy	
  
• Subs6tute	
  
	
  

Functional Foods/Drinks Design 

Elimina'on	
  or	
  

reduc'on	
  of	
  

less	
  healthy	
  components	
  
in	
  drinks	
  

Skimmed	
  milk	
  

Upgrading	
  	
  

of	
  drinks	
  with	
  	
  

health	
  promo?ng	
  	
  

nutrients,	
  natural	
  to	
  
product	
  

+	
  C	
  and	
  Calcium	
  

Functional Foods/Drinks Design 

Enrichment	
  

Food/Beverage	
  as	
  carrier:	
  	
  	
  

for?fied	
  with	
  nutrients,	
  not	
  natural	
  to	
  the	
  
product,	
  but	
  suppor?ng	
  specific	
  health	
  targets:	
  
eg.	
  Plant	
  sterols	
  è	
  reduce	
  cholesterol	
  

Subs/tu/on	
  

Replace	
  a	
  substance	
  in	
  a	
  product	
  with	
  a	
  
component	
  that	
  is	
  more	
  appropriate	
  for	
  
suppor?ng	
  health	
  in	
  specific	
  condi?ons:	
  eg.	
  
Sugar	
  out	
  è	
  stevia	
  in	
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Com
ple

xity
	
  

Understanding benefit 

M
arket	
  investm

ent	
  

	
  	
  C
on

su
m
er
	
  u
nd

er
st
an

di
ng
	
  

New	
  and	
  not	
  well	
  understood	
  

• 	
  Vitamins	
  	
  

• 	
  Minerals	
  

• 	
  Fibers	
  

•  Sterols	
  
• 	
  Pre-­‐bio?cs	
  
• 	
  Pro-­‐bio?cs	
  

Drug	
  like	
  	
  

Bio-­‐ac?ves	
  

• 	
  Fruit	
  
• 	
  Vegetables	
  
• 	
  Milk	
  

Accepted	
  and	
  understood	
  

Hot and Spicy  

•  Marketers often run ahead of the science that is required to 
make substantiated benefit claims.  

•  Public lawsuits have lead to significant settlements with 
companies that were blamed to make claims that were not 
supported by solid science.  

 
•  This and cases of food fraud have lead to consumer distrust 
  
•  The internet has become a platform where anyone can put 

anything in the media that disrupts sound scientific opinion 
and potentially damages businesses.  

•  Screems in the  social media about fructose, added 
sugar, gluten & wheat toxicity, cancerous meat, etc 
impact sign. on businesses and are clear examples of 
social media driving success or failure.  

•  Truthfull and evidence based communication of 
ingredient and food benefits, in simple words, has 
become a prime target for food companies, ahead of 
sales.  

Hot and Spicy… 

•  Despite many years of research, only few real success 
examples have been realized in terms of general health 
benefits that can be realized by using specific food 
components. 

•  New insights may drive the development of more 
personalized nutritional advize 

 
•  Understanding the role of food in human metabolism, in 

human behavior and in social interaction processes 
appear to be much more complex than ever thought 
before. 

Hot or Spicy… 
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To	
  promote	
  healthy	
  ea6ng	
  we	
  supply	
  nutri6on	
  
guidelines	
  ,	
  explain	
  calories	
  ”in	
  and	
  out”	
  ,	
  etc	
  

	
  

BUT
	
  no

ne	
  
of	
  t

his	
  
see

ms	
  
to	
  

wo
rk	
  w

ell.
	
  

It	
  is
	
  all	
  

abo
ut:	
  

-­‐  P
rice

	
  an
d	
  b

udg
et	
  

-­‐  A
Rra

c6v
e	
  ta

ste
	
  

-­‐  Q
uick

	
  an
d	
  co

nve
nie

nt-­‐	
  
effo

rtle
ss	
  

con
sum

p6o
n	
  

	
  

Consumer	
  
percep?ons,	
  
likes,dislikes,	
  

needs	
  

Agri-­‐Food:	
  
growth	
  &	
  
processing	
  	
  
for	
  Health	
  

Food	
  
technology	
  
Tasty	
  foods	
  

Proven	
  
Health	
  
Benefits	
  

Suppor6ng	
  
food	
  

regula?ons	
  	
  	
  

strategic	
  
research	
  

Look	
  at	
  “Detail”	
  but	
  act	
  on	
  “whole”…	
  
	
  Profit	
  

Economy	
  

Rea
lize

	
  tha
t	
  th

e	
  co
nsu

me
r	
  is	
  

the
	
  de

cisi
on	
  

ma
ker

	
  

Food consumption 

•  Is all about; 
–  TASTE 
–  AVAILABILITY 
–  AFFORDABILITY 

Imagine…. 

Alone	
  on	
  an	
  island	
  

Only	
  coconuts	
  to	
  eat!	
  
What	
  would	
  you	
  eat…?	
  
Without	
  whole	
  coconut	
  we	
  will	
  not	
  survive	
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Imagine…. 
only tasty whole grain available…! 

 
 

What	
  would	
  you	
  eat	
  in	
  that	
  situa?on?	
  
Of	
  course	
  Whole	
  grain!	
  

Consumers buy “on belief” 
Marketing managers “buy and sell belief” 
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12 Key Trends in Food, Nutrition & Health 
2014 

•  Trends are influenced heavily by consumer perception 
and belief 

•  Discovery and substantiation of new ingredient types 
and -functionalities and their benefits are the driving 
forces for B2B companies who sell to end-producers 

•  Food Regulations è safety and efficacy must have been 
proven before marketing is allowed.  

new-­‐nutri6on.com/nnbOutput/downloadFile/4013	
  

What shapes consumers minds? 

•  Frequent food frauds… 
•  Lacking governmental control/actions… 
•  Food regulations allowing too much… 
•  Scientific battles/debates, there is NO ONE truth…. 
•  Ever changing nutrition recommendations.. 
•  The food industry makes me sick… 
•  General distrust: “who serves ME ?” 

è I will find my personal fitting TRUTH on the www. 
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What can we learn from this 

•  Understand the consumer è understand emotions and 
social media 

•  Understand diet culture before focusing an a particular 
food 

•  Understand food before focusing on a particular 
ingredient! 

•  Most failures in NPD are due to NOT understanding “the 
business from consumers mind perspective”.. 

h]p://www.nrcnext.nl/blog/author/trueb/	
  

Untrue	
  

Almost	
  untrue	
  

Half	
  true	
  

Almost	
  untrue	
  

True	
  
All natural…. 

   Maybe not entirely true …. 
but still “within the law ” 

•  Companies launch products in developing countries with claims that 
are not allowed in Western countries for lack of evidence 

•  In the EU one can, based on sanctions, ONLY communicate health/
benefit  claims that have been approved by EFSA, based on a dossier 
of convincing evidence 

 
•  However, without having any evidence individuals often make untrue 

statements about a food product in the social media, without getting 
sanctioned, YET causing potential damage to individuals and/or 
business 

 
This seems all possible …. 
BUT, do we really want that……? 
Do we feel that is acceptable….? 

3	
  levels	
  of	
  evidence:	
  

•  a	
  cause	
  and	
  effect	
  has	
  been	
  established	
  

•  a	
  cause	
  and	
  effect	
  has	
  not	
  been	
  established	
  

•  Insufficient	
  evidence	
  for	
  cause	
  and	
  effect	
  ….	
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FUFOSE: From evidence based on markers for 
functional foods to types of claims relevant to them 

	
  	
  	
  	
  Markers	
  of	
  	
  
	
  	
  target	
  
func6on	
  /	
  
	
  	
  biological	
  
	
  	
  	
  	
  	
  response	
  

Markers	
  of	
  
intermediate	
  
endpoint	
  

Consump6on	
  of	
  	
  
func6onal	
  food	
  
component	
  

Enhanced	
  
target	
  
func6on	
  

Reduced	
  risk	
  
of	
  disease	
  

TYPE	
  A	
  CLAIMS	
  
(enhanced	
  func6on)	
  

TYPE	
  B	
  CLAIMS	
  
(reduced	
  risk	
  of	
  disease)	
  

	
  	
  	
  	
  Markers	
  of	
  
	
  exposure	
  
to	
  food	
  
	
  component	
  

	
  
Increased	
  
mineral	
  
absorp6on	
  

Reduces	
  the	
  
risk	
  of	
  
osteoporosis	
  	
  

TYPE	
  A	
  CLAIMS	
  
(enhanced	
  func6on)	
  

TYPE	
  B	
  CLAIMS	
  
(reduced	
  risk	
  of	
  disease)	
  

breath	
  
hydrogen	
  

Marker	
  of	
  
exposure	
  	
  

Marker	
  of	
  Target	
  
Func6on	
  	
  

Marker	
  of	
  
Intermediate	
  
Endpoint	
  

Food	
  intake	
  	
  
prebio6cs	
  	
  

FUFOSE:	
  From	
  evidence	
  based	
  on	
  markers	
  for	
  func6onal	
  foods	
  
to	
  types	
  of	
  claims	
  relevant	
  to	
  them	
  

SCFA’s,	
  	
  
reduced	
  pH	
   CA++	
  reten6on	
  	
  

Generic  or  Specific ? 
•  Recently the European Food Safety Agency (EFSA) 

rejected a generic dietary fiber claim and a generic 
whole grain claim.  

•  Reasoning: there are too large differences between 
fibers and cereal types to allow for such a claim.  

 
 

Not	
  all	
  dogs	
  are	
  friendly	
  and	
  most	
  bark	
  differently!	
  
	
  

•  Few	
  claims	
  were	
  allowed	
  for	
  specific	
  fiber	
  types	
  such	
  as	
  
oat-­‐	
  and	
  barley	
  beta-­‐glucan	
  and	
  pec?n.	
  	
  

We consume foods,  
not single ingredients! 

•  Foods are perceived healthy or unhealthy based on what 
is or is not contained. 

•  This opens the door for removal or enrichment of desired 
substances. 

•  Often, healthiness is attributed to substances based on 
observational- Epi data, which however, only show a 
relation and no causality 

•  The average consumer does not understand anything of 
this…. 
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Taking corporate responsibility to help 
create a healthier world includes: 

 
Realizing that low budget families are most prone to 

developing overweight and obesity 
 
Accepting that these need to buy low budget foods and 

beverages which ARE NOT fresh whole foods, vegetables, 
BUT mainly low cost highly processed foods rich in sugars 
and fat. 

 
Accepting the fact that they buy what is available for low 

price and that they WILL buy healthier alternatives when 
available for low price 

 
 
 

 
START realizing that market availability (that is what you 

create!) induces purchase pull! 
START realizing that there is NO good reason why regular  

soft drinks should contain such high sugars levels (>100g /
liter) 

 
STOP thinking that it is only consumers choice that matters 

in the obesity epidemic  
There is an international consensus about the need to reduce 

the amount of added sugar and fat in food and beverage 
to lower levels! 

 

Taking corporate responsibility to help 
create a healthier world includes: 

Any questions? 
Ask me! Antidiarrheal effect of banana resistant starch 

Green bananas for persistant diarrhea in Bangladeshi children
 Gastroenterology 2001;121:554-560 

 
Amylase resistant starch plus oral rehydration solution for cholera 

N Engl J Med 2000;342:308-313  


