








Key issues examined in this report...

I1ZZE Sparkling Fruit Juice

Source: Innovation in Kids’ Food and Drinks

"IZZE Sparkling Fruit Juice is marketed as a product
that is ideal for parents who want to buy a healthy
beverage for lunch boxes and after-school treats. It is
free of caffeine, artificial ingredients, high-fructose corn
syrup, and all other refined sugars. It has a very grown
up look therefore older children that are concerned
about acting and looking older are likely to encourage

their parents to purchase the drink for them...”

Your questions answered...

Most versus least acceptable
marketing practices

Least acceptable practices will become more
acceptable as kids gets older

Age of kid

Websites that
encourage
parents &

children to work

together

Most Least
acceptable acceptable

Level of interactivity increases

Source: Innovation in Kids’ Food and Drinks

“The diagram shows that as kids get older, the least
acceptable marketing methods become more
acceptable as parents have less control. As the least
acceptable methods are more desirable for kids and
manufacturers, this puts pressure on manufacturers to

define age appropriate marketing strategies..."”

Parental concerns for health and child obesity. Globally
childhood obesity has more than doubled in the last 20 years, with
many children's diets containing more fat, sugar and salt than is
recommended.

Regulation. Regulatory bodies worldwide are making regulations
more strict. In response, manufacturers are pre-empting legislation
by re-formulating their products to make them more healthy in
order to maintain their ability to self-regulate.

Novelty and health. Previously many kids’ products were marketed
strictly based on novelty, but now they are evolving to incorporate
health messages to target parents. These messages use language
that kids are unlikely to understand such as 'fortified with" printed
on their packaging .

Demographic patterns. The ageing population and rapid growth

of single consumers have led manufacturers to target these growing
demographics taking share of new product launches away from kids.

What impact are changes in demographics and lifestyles having on
new product development in kids' food and drinks?

How are leading manufacturers reacting to the threat of legislation
controlling how products are marketed to children?

Which kids' food and drinks categories are most successful in
Europe, North America, Latin America and Asia-Pacific?

Why has the number of new product launches aimed specifically at
kids decreased?

Who are the leading innovators in kids' food and drinks?

How innovative are each of the categories in the kids' food and
drinks market?



Sample information from the report

Chapter 3: Growth Opportunities in Kids' Food and Drinks

Country Analysis - Asia Pacific
Figure 3.30: % of Asia-Pacific product launches targeted at kids

In Asia-Pacific, confectionery is the largest category in the in each category (2001-2006)
kids market with 29.8% of kids' food and drinks products
launched between 2001 and 2006 in that category.

Snacks and soft drinks are other top kids' categories, with

14.0% and 12.0% respectively of kids' food and drinks
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drink launched was Cottee's BellyWashers Cordial. The Source: Innovation in Kids' Food and Drinks
orange-flavored cordial is fortified with added vitamin C.
The company is marketing the drink using popular
cartoon characters to appeal to kids.

The company is part of a collective of soft drinks manufacturers that have pledged to stop marketing to under-twelve's in
the US and Europe. In Australia, the company can continue marketing to younger kids. The regulations on marketing to
kids on television in Australia are fairly strict, but are not as strict as those being introduced across Europe. The 2003
Australian Association of National Advertisers Code for Advertising to Children states that advertisements to children for

food or drinks should not:

* Encourage or promote an inactive lifestyle combined with unhealthy eating or drinking habits;

e Contain any misleading or incorrect information about the nutritional value of that product

There is nothing in the legislation to indicate the using cartoon characters to attract kids to products is not acceptable.
However, Cadbury Schweppes has used the licensing strategy on a product that is reasonably healthy and not on one of
their soft drinks brands. Manufacturers are voluntarily enforcing a healthy eating code to get parents on side and

pre-empt legislation.

Coca-Cola is driving innovation in soft drinks for kids in Asia-Pacific. In the region, the company has created a successful
kids soft drinks brand, Qoo, originally launched in Japan in 1999. Its rapid success has led to the brand's development
across many other countries including, Singapore, Taiwan, Hong Kong, Thailand, China and the Republic of Korea.

Qoo fruit flavored soft drinks are available across Asia-Pacific in pinku berry, orange, grape, peach, lemon and pear
flavors. The healthy drinks for kids are fortified with calcium, vitamins C, B2, B6 and B12 to maintain healthy bones and

teeth.

Order this report today to find out more...
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