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Health, wellness and more

FMCG companiesare _falling over each othemnwith  quscieis taking the route of health,
'‘better-for-yoi*' offerings, so asto be the force wellness and even ayurveda, flooding

changing consumer behaviour.
wo years ago, oin 26uly, two campaign by the two players men- Peopleare replacing sugar in their
I major foods ccompanies hadtioned atthe outset. diet with honey paranthas with cere-

splashed a page each in a major What's creditable is that the probi-als, colas with fruit juices. Trans-fats
national daily on the same day tooticstrend was established in Europeare out, mono-unsaturated isin. Now,
announce the arrival aheir new offer- not so long ago, while it has just begurthe market is moving on from Good-
ing for the Indian conisumer - probi-to become mainstream in the US. It i§or-You to Better-for-You foods. "We
otic curd - in the mational capital believedto be one of the fastest grow-are far more involved with the food
region (NCR). It was in teresting to seeing functional foods markets world-we eat, what it contains, how
that a true-blue multiinational Nestlewide. The category may have made it§ is made, and its nutritional value,”
and home-grown Mother Dairy, a
wholly-owned subsidiary of National
Dairy Development Board, were simul-
taneously seeing virtue in probiotics -
specialbacteria that help maintain the
body's delicate microbial balance.

Hopeful of indoctrinating the
Indian consumer with a product aimed
at strengthening the digestive system,
the two were unveiling only the first of
their products in the category. The
portfolio has since been expanded to
include probiotic milk, health drinks
and shakeslassi, and even ice-cream.
A story doing theoundsduringthe
subsequent product media blitzkrieg
suggested that though both the com-
panies had been working on tipeod-
uct for some time, it was when news of
one's imminent launch was squealed
by a packaging material supplier, that
the second one got galvanised into its
own launch in double-quick time. Themishra: consumer trends have to be managed
anecdote underscores how seriously
FMCG companies are taking the healthnark in the Indian market with milk says V.S. Sitaram, coo, consumer
and well-being of their consumers, inand dairy products, but elsewhere, it ibusiness, Dabur. And this is not just a
order to be head-and-shoulders abovgeing extended to cereals, cookies anthetro fad, he says, adding: "Aspira-
the rest to sustain their own growth. candy bars - the launch of the first protion levels among rural consumers are
The slugfest between the two com-biotic chocolate XoBiotic, in the US alsoon the rise, thanks to the recent
panies notwithstanding, thefact marketrecentlyisa casein point. spike in commodity prices, which has
remains that it was another dairy Thisisonly one ofthe several waysput more money in their pockets."
major, Gujarat Co-operative Milk Mar- in which FMCG companies today are So, be it Hindustan Unilever's
keting FederatiofGCMMF), owner of talking health. Starting with organic(HUL) declared mission of 'Adding
brand Amul, which had already intro-foods, the movement is definitely vitality to Life’, or biscuit majorBri-
duced the country to probiotic food intowards low-calorie otLite' products, tannia's freshly-baked new slogan
the form of probiotic and sugar-freefortified and fibre-rich foods and sugar-'zindagi mein life', or Dabur's
range of ice-creams aboiut six monthsreeitems. As our daily lives get charac-ayurveda plank, or the '‘Good Food,
earlier.However, credit for establishingterised by high stress levels, irregulaigood Life' credo, which has been the
and expanding the cattegory - onlysleeping and eating habits, often leadguiding star of Nestle, or Mother
marginally present untiil now - doesing to gastro-intestinal problems, evenbairy's campaign 'Happy tummy to
go to the combined high-decibelFMCG player worth its distribution you' - the underlying theme of all
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Verma: health factor is important

these is one that’s best en«capsulated
by how FMCG leader HUL lays it down:
to meet everyday needs forr nutrition,
hygiene and personal care with
brands that help people llook good,
feel good and get more out of life.
According to a Morgan Stanley
report beauty and nutrition products
are emerging as the key growth engine
for rMCG companies. At stalke is at least
5 per cent of an industry sizee that FiCCI
and Technopak estimated at around

$200 billion in 2006, which is tipped to
grow by another $100 billion by 2015.
That’s a Rs60,000-crore opportunity.

“Health and wellness today has
become critical and nobody can
ignore it,” says Geetu Verma, execu-
tive director, innovations, Pepsico
India. “Every marketer who wants to
be futuristic and serve the consumer
effectively will think of translating
this into relevant product launch and
portfolio activation.”

Nestle India’s corporate communi-
cation head, Himanshu Manglik,
agrees: “Health and wellness is not a
(new) movement, but a gradual recog-
nition of a need that has always been
there. It is becoming one of the under-
lying consumer criteria for choice.” As
a testament to the increasing con-
sciousness about health and wellness,
the Morgan Stanley report highlighted
that 32 per cent of Indians always
check the nutritional information on
packaged food - putting India among
the top five countries with high aware-
ness levels — which is above the global
average of 20 per cent.

Globally, companies have been
looking at health and wellness actively
for over a decade now. Nestle, for
example, started to pursue the goal of

Indulgence, allong with taste fixation

o what happens to the other vital port-

folio of ‘indulgence’ that: FMcG com-
panies are carving out? Wlell, this will
continue to be an important |play, howso-
ever strong the health undercurrent is and
might become. However, am element of
portion control is being introduced.

Kit Kat Chunky from Nestlle is a case in
point. Based on the insight that a seg-
ment of consumers wants an indulgent
Kit Kat, Nestle uses Turkish hazelnut and
African cocoa beans, but in order to help
consumers balance their plleasure with

wellness, the chocolate has been made -

breakable into three portions of 64 calo-
ries each. Nestle has innovated with
another ‘indulgence’ product — Milkybar.
To make the white confectionery a per-
missive tasty treat, it was put in the market
as ‘reinforced with calcium’ in 2006.
Today, it is the leader in the white confec-
tionery market.

While not everybody has been able to

innovate as well, one aspect that every
FMCG player has worked hard on is the
taste. Says Britannia’s Narasimhan: “Our
aim is to manufacture enjoyable food that
is good for you — in that order.” True, taste
has to be kept uppermost in importance.
As Nestle’s Mayank Trivedi emphasises,
“Taste does not have to be to the exclu-
sion of health.” So, you have players com-
ing out with ‘lite’ chocolates, or
dark chocolates rich in anti-oxidants, or
portion-control packs.

Mother Dairy, for example, worked on
its Nutrifit product for a year and went to
its customers half-a-dozen times in the
process to get the taste validated. No
amount of goodness means anything if a
product lacks in taste, says ceo Paul
Thachil. Similarly, Britannia carried out 8
to 10 trials on its Tiger Iron Zor to not only
get the identification of the right ferrous
salt, but also to ensure that the taste
stayed the same. Clearly, taste is some-

Sitaram: aspiration levels are on the rise

being a nutrition, health and wellness
company right after Brabeck-Letmathe
took over as the company’s CEO in
1997. And it's only now that the transi-
tion is being seen as completed.
Pepsico worldwide has been mov-
ing in a direction such that its sales
from the ‘fun-for-you’ category - a
euphemism for indulgence products
like Pepsi, Lays or Ruffles — comes
down from two-thirds to about half.
The ‘better-for-you’ portfolio — where

thing that cannot be compromised. Nes-
tle’s Trivedi goes so far as to suggest: “An
offering has to be healthy first and then
we figure out how to get the taste right.”

A corollary of the taste fixation is that
every new offering has to be locally-rele-
vant. So, Pepsico worldwide may have
used Hoso (high oleic sunflower oil)
when it had to cut down on fat content,
but in India, it switched to rice bran oil.
The India operations of both Nestle and
Pepsico have a proprietary consumer
insight group that is a couple of notches
higher than regular market data. The data
from this group is converted into tangible
consumer insight, which is then used to
create products. In Nestle’s case, for
example, there are 280 applications
group working on particular geographies
and businesses. The game plan is to take
the global technology and customise it to
local requirements. Pepsico does it, and
so do Nestle and other companies with
robust worldwide R&D spend.
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the perceived negative content has
been supplanted with a thealthy alter-
native in a brand, such as Diet Pepsi,
Cheetos, Fritos corn chiips, Walkers
and Gatorade - and the ‘ggood-for-you’
portfolio — comprising (Quaker Oats,
Tropicana and Aquafina —- are being tar-
geted to contribute the bzalance 50 per
cent of the business.

Britannia adopted a similar neat
division of its portfoliio last year
between ‘health and wvellness’ and
‘delight and lifestyle’ — each being
placed under a senior eexecutive for
driving growth. Produicts such as
Tiger, Milk bikis, MarmrieGold and
NutriChoice biscuits, caake and rusk
fall under the former cattegory, while
Good Day, Treat, Bourbcon and 50:50
fall under the latter. 'Though the
health and wellness caitegory head,
Anuradha Narasimhan,, insists it is
only for better managealbility of busi-
ness, splitting it along the lines of
health and indulgence mighlights yet
again how FMCG cormpanies are
obsessed with the wellne:ss quotient.

FMCG leader Unilevver has been
going about the whole exxercise pretty
holistically. Ever sinwce Unilever
adopted ‘vitality’ as its ‘new mission
globally five years ago, itt decided on a
three-fold thrust to catexr to healthy,
convenience and indulg¢ence choices.
In line with the mission,, it has started
to roll out ‘Choices’, a ifront-of-pack
logo programme designecd to help con-
sumers across the world tto easily iden-
tify packaged foods and beverages that
offer a healthier choice. PProducts pass-
ing an evaluation againstt a set of crite-
ria based on internatiional dietary
guidelines — specially adhering to
those relating to trans-fzats, saturated
fats, sodium and sugars -— are allowed
to ‘earn’ the Choices loggo. “HUL has
worked strongly in this arrea in the past
two years,” says Shrijeet IMishra, exec-
utive director, foods, HUIL. Though he
refuses to talk specifics, it is believed
that two-thirds of thee company’s
products - especially Bdrooke Bond,
Lipton and Bru - are alreeady meeting
those benchmarks.

So, what has set the treend in India?
There are several conssumer pieces
behind the process, says Mishra.
Nuclear working familices, especially
those with high disposaable incomes

and high expenditure, and the young
affluent are making out a case for
experimental consumers. So, conve-
nience and ease of availability becomes
crucial here. Equally at work are three
areas of concern - nutrition for chil-
dren, obesity and lifestyle diseases, and
micronutrient deficiency in rural areas.
“All these consumer trends have to be
managed within the overall construct
of the health platform,” adds Mishra.

Taking it to the masses

FMCG companies are doing it in their
own ways. Britannia, for example, is
doing it in two ways, points out
Narasimhan - one, by removing
unhealthy content and two, by
adding nutrients through fortifica-
tion. In the past one year, about 8,500
tonnes of fats have been removed
from its products and the manufac-
ture of all the mainline brands since
has been trans-fat free. “Britannia was
among the first companies to do so,
and it acted without any regulatory
compulsion,” she adds.

Since about 73 per cent of children
are iron-deficient in India Britannia
began by fortifying its range of breads
with 10 vital vitamins and calcium,
and then followed it up by first
launching an iron-fortified banana-
flavoured variant of Tiger biscuits in
January 2008, and then Tiger ‘iron zor’
three months later. With Britannia’s
reach of about 40 per cent of the
households and 180 million children,
itis hardly surprising that the fortified

portfolio makes up 50 per cent of the
company's sales.

Also working on plugging the
nutrient gap is HUL. India has the
largest number of under-nourished,
estimated to be over 200 million, says
Mishra, citing Food and Agriculture
Organisation (FAO) statistics. More
than one-third of the people suffer
from chronic nutritional deficiencies
and 60 per cent do not get required
levels of vitamins. In order to plug this
hole at the bottom of the pyramid -
that accounts for nearly half of the tea
market — HUL is launching ‘Brooke
Bond sehatmand’, an innovation that
guarantees delivery of vitamins in
each cup.

Another leading FMCG player, Nes-
tle, is looking at making health and
wellness a part of the daily diet for a
larger population. Its ‘Chofu MAGGI’
reinforced with calcium and protein,
or ‘Nestlé Milkybar Choo’, also rein-
forced with calcium and vitamin, are
prime examples. Significantly, both
are priced at Rs5 a pack.

Yet another multinational, Coke, is
launching Vitingo, an orange-
flavoured beverage fortified with
micro-nutrients. The project, entered
into a partnership with a leading NGO,
Bharat Integrated Social Welfare
Agency (Biswa), also involves educat-
ing communities and providing afford-
able  alternatives to  alleviate
micronutrient malnutrition in Orissa.

If plugging nutrition gaps is a new
trend, then taking cues from con-
sumer behaviour is another. Nestle
India is doing just that. Mayank
Trivedi, who oversees Nestle’s dairy
division, makes an interesting point,
“Unlike a BMw, which can be sold
anywhere in the world the way it is,
food has to be blended according to
local requirements.”

So, he is leveraging Nestle group’s
proprietary technologies and cen-
tralised and development facilities to
exploit a local opportunity. Year 2007
onwards, several health and wellness-
based propositions were targeted in
the milk products and nutrition divi-
sion. Realising that regular trustwor-
thy milk supply was an issue in North
and South India, the company
launched Nido, a milk powder
fortified with 25 essential nutrients, for
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children above the age of two) years.

The brand will be rolled out
nationally over the next twco to three
years. Also launched in the saame space
in 2007 in major cities was the first-of-
its-kind flavoured chocolaite drink,
Milkmaid Funshakes. The thiird major
launch has been that of Ceerevita, a
multigrain cereal offering tthe seven
signs of all-round nutrition. 1It is being
test-marketed in Bangalore: over the
past one year and Trivedi hoypes to roll
it out across the country in 2¢009.

There are more launches ithat have
been inspired by unique inssight into
the Indian consumer behawiour. As
probiotic dahi by both Ne¢estle and
Mother Dairy was launched| in recog-
nition of the fact that peeople are
increasingly being afflictted with
weakened digestion, both of them
quite logically expanded the: probiotic
range in their own way. Motther Dairy
followed it up with a b-Actiive probi-
otic lassi and a b-Active fibre--rich curd
less than a year ago, while Nesstle came
out with a Nesvita pro-heart imilk with
Omega 3 to battle cholesterol.

Mother Dairy continues to be
obsessed with the category.. In April
2008, it launched yet another probi-
otic offering — Nutrifit, a feermented
milk drink aimed at buildimg immu-
nity in children. This is a company
that went outside Delhi only four
years ago with ice-cream, says
CEO Paul Thachil. He talks about
selling 1,500 litres of Nutrifit a day in
the NCR.

Lifestyle products

Clearly, health has become a way of
life and any marketer will iginore that
trend at his own risk. In fact, as has
been established by now th.at health
and wellness is not just abowt calories
in and calories out, but aboutt catering
to the diverse needs of consumers,
which, as Coke spokesperson Viraj
Chouhan says, may vary from getting
energy, hydration, wellness or simply
the need to have fun.

Dabur, for instance, having
launched India’s first fruit juice
brand, Real, in 1997, is now offering a
healthier version. A step in this direc-
tion was the Activ range without any
added sugar, and the portfolio has
been expanded to include Activ fruit

soya and fruit-vegetable juice range.
In addition, a new 360-degree cam-
paign across various media is being
carried out, aimed at substituting
sugar with Dabur honey.

MNCs have already whipped up the
health frenzy. Among the first to
respond to growing consumer aware-
ness, Frito-Lay from the Pepsico stable

Trivedi: food has to be blended properly

has switched to rice bran oil (RBO),
reducing saturated fats by 40 per cent
in all its brands. Also, Lays, Cheetos,
Kurkure, Uncle Chips and Lehar are
all now free of trans-fat and MsG
(monosodium glutamate). rRBO is a
good source of various anti-oxidants
and helps reduce serum cholesterol.
Its 2006 launch of anti-cholesterol
breakfast cereal Quaker Oats, rich in
soluble fibre, beta-glucan and vitamin
B complex, was aimed at the growing
health trend.

Pepsico introduced Gatorade, a
leading global sports drink, to the
Indian market almost five years ago.
Gatorade replaces lost fluids, minerals
and electrolytes in the body, hydrates
the body and provides carbohydrate
energy. Also, seeking to offset the
decline in soft drinks and carbonated
beverages, Coca-Cola launched
Minute Maid in pulpy orange in
2007, and has now followed it up with
Fanta Apple.

Surely, ready-to-cook meal makers
would have to be an intrinsic fit in all
of this and both HUL and Nestle are
working to provide healthier options.
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It was only a few weeks ago that Nestle
launched Maggi bhuna masala
with low levels of oil and no added
preservatives.

HUL launched its ready-to-cook
offering under the Knorr brand in no
less than 13 variants in September last
year. These have been formulated to
minimise the levels of salt, saturated
fat and trans-fats and like Nestle’s
products are, preservative-free, as are
its soup powders.

The goodies just keep coming in. In
August 2008, Britannia launched five-
grain NutriChoice biscuits containing
oats, corn, rice, ragi and wheat. These
large-sized, coarse-textured biscuits
are aimed at meeting one’s fibre
requirement; not surprisingly, Britan-
nia pitched them as healthy hunger-
busters with a promise of ‘Bhook
bhagao, kuch healthy khao'. Pepsico,
too, has identified researching in
whole grain as an area of interest.

Nutrition for children is another
important cornerstone that all compa-
nies are Kkeen on. Britannia's
Narasimhan points out an interesting
health paradox of Indian children -
they suffer from both obesity and mal-
nutrition — which explains a slew of
products that have been launched with
children in mind. HUL, which looks at
this segment actively, unveiled India’s
first specifically designed brain food for
school-going children, Kissan Amaze,
in February 2008.

In end December 2008, Dabur
India cashed in on its Chyawanprash
category by launching it as a malted
food drink (MrD). Comprising 35
active ayurvedic herbs, the launch,
also marked its entry into a lucrative
Rs2,000-crore category. Having been
test-marketed in Maharashtra and
West Bengal, Dabur’s internal study
concluded that the consumer is
demanding more from this energy
drink than just taste and modification
through flavours. Another recent
launch was Pepsico’s Cheetos
Whoosh, a whole grain veggie snack
targeted at children.

Remember the slogan ‘Swasthya
khao, tan man jagao’? That, inciden-
tally, was invoked more than a decade
ago — even though it’s being played
out now more than ever before.
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