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BALANCE THEIR NUTRITION, REGARDLESS OF
REGULATION
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Connected to the highest life expectancy level in history, awareness of every day nutrition and the
fundamental role it plays within Health, has become a central topic from governments’ agendas to families’
conversations.

A third of Latin-Americans are highly concerned about their health and have recently changed their
nutritional habits. Moreover, the topic is ranked fourth in consumer concerns, right after insecurity and
inflation.

Brands must join consumers on this journey to a healthier lifestyle by providing options that facilitate
behaviour change. Information is also key: 66% of people read the nutritional information on labels
before buying a product. Over the last 5 years, sugary products are increasingly on the spotlight, as more
countries implement or discuss increased taxation. However, other elements also under scrutiny for being
‘bad’ or ‘desirable to reduce’. Fat is #1, as 70% of people are opting to reduce the amount of fat they
consumer, connected to obesity and cholesterol, then 60% sugar , followed by 50% salt, which is
related to heart diseases and is the primary cause of death. In this context, a wider approach to healthier
brand portfolios will support long term success.

What do highly concerned* people have in common?

+90% of them declare to
change their eating habits
for a healthier life

30% of the population
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50-70% declare to cut
High-medium income ‘what’s wrong’. Less than
families 30% add or increase
S =" nutrients.

Argentina, Pert, Chile and CAM. Source: Concern Monitor | Kantar Worldpanel Kantar Futures
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How can brands lead consumers in this journey?

Companies have taken different actions around the topic to date and, as a consequence, success rates differ
considerably.

Labelling laws bring transparency for consumers. Such is the case of Fuze Tea in Ecuador. Iced tea was
perceived as a healthier option compared to carbonated soft drinks, while both had similar sugar levels. Once
this comparison was made easily available through labelling, the iced tea category lost 20% of its buyers (6
penetration points) and Coca Cola’s Fuze Tea lost 16% of sales in the following 12 weeks. As a consequence, a
new formula with reduced sugar levels was introduced. This allowed Fuze Tea to remain stable while other

iced tea brands lost volume consistently during the last 3 quarters of 2017, resulting in an overall category
sales decline of 13%. The company decide to go beyond the local regulation requirements and launch the new
formula simultaneously across Latin- America.

‘One does not fit all’ also applies on this arena. Colun, a chocolate flavoured milk brand in Chile, reduced
its sugar content when the labelling law was introduced.
In response to that, 1 every 4 buyers left the brand in the following 3 months (-5.5 penetration points).

Labelling Law release + Formula reconfiguration
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Why did the same decision lead to a different kind of consumer behaviour?

Simply because the reason for choosing chocolate flavoured milk is different from choosing iced tea: the
importance of flavour and healthiness rank differently for each of them.

Consumers of chocolate milk made it clear that flavour was an attribute on which they would not
compromise for Colun.

They turned to social media to give immediate and strong feedback, a practice that is getting more
prevalent.

» Colun - » Colun A
e 19 de junio de 2016 - @ % 14 de julo de 2016 - @

Asguerosa la leche colun semidescremada de chocolate no solo cambiaron
el envase sino la formula tambien, sabor pesimo (parece agua mesclada
con sabor a leche) y espesa tan espesa que llega a dar asco. Perdieron
millones de fieles clientes. Creo que todo fue por evitar gue sus cajas se
vieran "manchadas" con |a etiqueta negra de alto en azucar.. creanme que
lo que menos vemos los consumidores son esas mierdas de etiguetas
seguimos comprando los mismos productos vengan o no con etiqueta
negra. Y no pongan gue "es por el bien de la salud de su familia" porque si
hablamos de salud creo que el espesante hario mal que hace y se lo
agregaron en exceso igual.
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La nueva formula de la leche con chocolate semidescremada es malisima.
Por favor vuelvan a la formula antiguallll — con Claudia Villalobos y 3
personas mas.
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Me gusta - Responder - 30 de septiembre de 2016 a las 11:23

@ Se entiende que sea por los estandares, pero que
paso con el sabor? Esta demasiada espesa, en la taza se me quedan pegadas
holitas espesas. La leche nunca ha sido asi -c no es natural ni normal Quizas
tiene claro menos grasa y a azlcar, pero algo defin... Ver mas
Me gusta - Responder - 28 de noviembre de 2016 a las 8:40

que fiene sucralosa o estevia ea asqueroso
Me gusta - Responder - 18 de diciembre de 2016 a las 11:53

O Es asquerosa su nueva leche, nunca mas comprare todo lo



Truly supporting consumers in having balanced nutrition means letting

them know what a product brings to their diet. ‘Having less’ is not
always the answer.

A potential path to move from “negative to positive” for Colun would have been to communicate the benefits
of chocolate-flavoured milk in contributing to the daily calcium intake, which is key in developing stages of
life.

We believe that brands have the opportunity to engage first consumers irrespectively of country regulations.
In fact, there are brands which are leading the way by proactively introducing natural ingredients
into consumption moments that are usually filled with non-healthy products.

Gallo, a traditional rice brand in Argentina, did exactly that in 2012 when it added a rice- based snack to the
portfolio, combining taste (chocolate + dulce de leche) and low calories. Even with a premium price
proposition, Chocoarroz successfully reached 1in 10 Argentinian households in its first year. Since then,
many players have entered the segment of healthy snacking using the same concept of introducing different
ingredients such as popcorn and cereal.

Regardless of the highly competitive market, Gallo remains one of the most popular allies for high-concerned
consumers, who buy 20% more than the medium-low concerned shoppers.

How did Gallo managed to
achieve this?
By bringing greater value to the
category through continuous
innovation and expanding the
portfolio to more categories.
Using “Gallo Snack” as a
masterbrand, six new products
were launched in the course of 5
years. Despite the challenging
economic context, the extended More
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line managed to increase
volume 36% in the last 24
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About us:

For more information, please contact:

Cecilia Alva
Clients & New Business Director | Latam
Cecilia.alva@kantarworldpanel.com

Marina Caccavari
Account Manager | Latam
Marina.Caccavari@kantarworldpanel.com

A powerful promise of “flavour + health” is also
behind the success of Coconut Water in Brazil.
While out of home consumption of non-alcoholic
beverages dropped 19% in the last 12 months,
Coconut Water managed to grow 12%.

This growth was driven by the natural version of the
product, which almost doubled its penetration
adding 2 million consumers and reaching 1/5 of the
population in Sao Paulo.
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Conscious consumer decisions on nutrition vs Tax and Labelling in Latam

TAX

Isolated price related actions only bring temporary Since 2014

changes in aggregated behaviour. Sugar Tax ‘4@'

Government/Lobby driven, low actionability for brands. Educational plans '

2014-2016 |

LABELLING Labelling %

Labelling laws empower consumers through transparency, Sugar Tax | 8

allowing them to make more conscious decisions on food &

beverages.

High brand actionability. 2.016 ¢
Labelling L
Sugar Tax

EDUCATION

Consistent plans are rare but the most effective. An holistic B

approach to health brings long term commitments through a /@\

shift in paradigms, setting the ‘new normal’. Under Evaluation | ™

Territory where brands should be focusing, as it increases Sugar Tax

brand trust and loyalty in every point of contact.

No smoking | The new normal: Looking forward building healthy habits

2007 We believe that the focus on health is not just a passing

70% of women “trend’.
Don’t trust light products as they

perceive the flavor to be There has been a strong shift in beliefs and values about how

different.

our actions impact our life, and a new base is being set. Take
201 smoking, for example. How strange does it sound that smoking
6 out of 10 was allowed during flights as recently as 19927 Even for those
Respondents would change the of us who experienced it, the facts seem impossible.

brand if given a healthier option Although changing in perceptions about health and nutrition

started decades ago, the pace of change is increasing and we

predict it will continue to grow in the future. As an example, in
40% of women the last decade we’ df tricti h built
Clieess melams ik provkies e last decade we've moved from a restrictive approach bui
balanced nutrition. Only 7% look for on ‘light” or ‘low calorie” options, to more balanced options
low calories. which include fortified, natural and organic elements.

2017

Source: Kantar Worldpanel Consumer Watch Latam
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