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The complexity and diversity of modern lifestyles

"A consumer who buys organic foods may do so for a variety of
reasons connected to health, taste, ethics or social status. Food and
drink aspirations and preferences across consumer groups may
converge but as lifestyles become more individualized, it is appropriate
to talk about core lifestyles supplemented by various internal and
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external influences...”

Identify and target the key growth areas in lifestyle food and drinks by
category and region with the analysis and forecasts in this new report...




Business Intelligence for the Consumer Goods Industry

Business Insights' portfolio of consumer goods management reports are designed to help you make well informed
and timely business decisions. We understand the problems facing today's consumer goods executives when trying
to drive your business forward, and appreciate the importance of accurate, up-to-date, incisive product, market and
company analysis. We help you to crystallize your business decisions.

The strength of our consumer goods research and analysis is derived from access to unparalleled databases and
libraries of information and the use of proprietary analytic techniques. Business Insights reports are authored by
independent experts and contain findings garnered from dedicated primary research. Our authors' leading
positions secure them access to interview key executives and to establish which issues will be of greatest strategic
significance for the industry.

Our consumer goods portfolio of reports can be used across a wide range of business functions to assess market

conditions and devise future strategies and cover the food, drink, health, cosmetics, toiletries, dairy categories
and key consumer issues including eRetail and marketing.

Key issues examined by this report...

¢ Environmental issues. Manufacturers cannot afford to ignore

Nature’s Promise Natural and Organic environmental issues such as recycling, biodegradable packaging
foods and Eat Natural bar

and carbon footprints, which are increasingly important to

consumers.

* Food safety and artificial additives. Food safety scares and
concern over artificial colors, preservatives and flavorings are
prompting consumers to look for products made with natural

ingredients.

* Hectic lifestyles. Long working hours, rising female employment
Source: Lifestyle Food and Drinks

and long commutes are increasing stress levels and leaving

“in the UK the cereal bar brand Eat Natural uses the consumers seeking energy and fun.
tag-line “eat Natural. Feel Good". The brand’s

ositioning is based around using natural wholesome . . .
,p ] g ) N g * Mainstream diet products. Manufacturers are attempting to
ingredients without additives. To further the “natural”

broaden the appeal of low and light food and drinks by avoiding

impression, large chunks of fruit and nuts are included

in the bars. In the US the food brand “Nature's using the word “diet”.
Promise” uses the organic certification of their products
and do not use artificial flavors, preservatives and * An ageing population. The world’s ageing population is increasing

colors in their products to reassure consumers... demand for functional and beauty products, including anti-ageing

food and drinks.



Lifestyle Food and Drinks

Future product opportunities from changing consumer attitudes

S&B Foods' Wasabi in Tube and Kirin
Ichiban Japanese Kirin Beer

Source: Lifestyle Food and Drinks

“In the UK in March 2008, S&B Foods launched
Prepared Wasabi in Tube which is claimed to be ideal
for using with sushi and can be served as an
accompaniment. In Switzerland in January 2008,
Denner launched Primess Wasabi Coated Peanuts. Such
products help consumers to experiment with and
acclimatize to Japanese cuisine without having

to cook from scratch...”

Consumer lifestyles determine the food and drinks they consume, and
consumption choices help consumer's to achieve the lifestyle they desire.
Fragmenting lifestyles present a complex maze of influences and drivers.
Just as lifestyles become more fragmented, so food and drink
consumption patterns will follow less clearly defined routes and will
become individualized to match the lifestyle and aspirations of the
individual.

Lifestyle Food and Drinks is a new management report published by
Business Insights that explores the new product developments of food
and drink manufacturers that cater for key lifestyle trends, and highlights
future opportunities for manufacturers. It also draws on an exclusive
industry survey to assess current and future trends in lifestyle food and
drinks.

Discover the latest innovations undertaken by manufacturers to
appeal to certain lifestyle trends with this new report...

This new report will enable you to...

% share of products launched in each
category in the back to basics and nostalgia
trend, 2003-2006

Bakery & cereals

2006

Source: Lifestyle Food and Drinks

“Confectionery represents a very small proportion of
product launches, but is showing the strongest growth.
Recent healthy eating trends have left confectionery
brands behind other competing products. However,
they are now developing products with natural
ingredients, such as fruit to target health conscious
consumers. They have also benefited from the current
trend toward single-origin chocolate. Consumers are
increasingly demanding to know where the cocoa
beans in their chocolate have come from as it affects

the taste and texture of the product... “

* Quantify and target future growth areas with this report’s
epidemiology data on major depressive/anxiety disorder and
obesity in the 7 major markets, to determine the potential for stress
reduction and weight management food and drinks.

e Improve targeting and the effectiveness of your NPD strategies
with this report’s analysis of Productscan data of over 28,000 food
and drink product launches, to determine the key trends, fast
growth categories and leading regions.

¢ Create more effective competitive strategies based on detailed
analysis of an industry survey conducted for this report,
presenting industry insiders’ opinions on lifestyle food and drinks
and the future of the market.

¢ Predict future market growth levels with this report's analysis of
statistical data such as, international tourist arrivals and foreign
populations to determine opportunity in the culture, travel and
exploration trend.

Business Insights




Your questions answered...

Employment rates by gender, (%),
Europe & US, 2002-2006

Europe us
Male Female Total Male Female Total
2002 70.3 54.4 62.3 68.5 55.9 62
2003 | 703 54.9 62.6 67.8 56.2 61.8
2004 70.4 55.5 62.9 68.3 55.5 616
2005 | 708 56.3 63.5 68 55.8 617
2006 | 716 57.3 64.5 68.8 56 62.2

Source: Lifestyle Food and Drinks

“The proportion of women in employment is rising,
particularly in Europe where it has risen by around 3%
between 2002 and 2006. This means that more women
can afford to treat themselves to more expensive
products that provide beauty benefits. At the same
time, the rising number of single consumers offers
an opportunity for manufacturers as single

consumers tend to go out more often...”

What lifestyle trends do today’s consumers aspire to?

How are food and drinks manufacturers emulating trends seen in
topical beauty products and beauty supplements?

What ingredients are manufacturers using to create food and drinks
products which help consumers to relax?

How can food and drinks manufacturers create products which
evoke a sense of heritage or nostalgia?

What future opportunities are there for ethnic food and drinks?
How important is it to be environmentally friendly?
How can the appeal of diet products be widened?

What natural energy-giving ingredients are food and drinks
manufacturers using?

Some key findings from this report...

Wrigley's Orbit Complete and

Xear Spry Xylitol Mints

Source: Lifestyle Food and Drinks

“Manufacturers of sugar free products have started to
use sweeteners, such as xylitol, which have added
benefits. Xylitol is found in fruit and vegetables and
hardwoods such as birch. It has the same natural
sweetness as sugar but 40% less calories. It also has
other benefits such as having a low G, a prebiotic
effect and encourages plaque reduction by inhibiting
the growth of oral bacteria. Products containing xylitol
include Wrigley’s Orbit Complete chewing gum
launched in the UK in September 2006 and Xear's Spry
Sugar-Free Mints launched in the US in January 2008..."

The combined value of the oral beauty supplements market in
Europe and the US is forecast to grow at a CAGR of 9%
between 2005 and 2010 to be worth $2.3bn by 2010.
Consumers are willing to spend money on products that provide
them with beauty benefits.

1 in 10 people in the 7 major markets have a major depressive/
anxiety disorder, and work-related stress is extremely common.
This has created opportunities for food and drinks products which
claim to help consumers relax and improve mental function.

The combined value of the diet food and drinks market in
Europe and the US is forecast to grow by 15% between 2006
and 2010 to be worth $111bn. Manufacturers are dropping the
word “diet” from their products to gain widespread appeal and are
exploring the opportunities of nutraceutical products.

The ethical, Fairtrade, organic and safety trend will be the most
important lifestyle food and drinks trend over the next 5 years.
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Sample from ‘Lifestyle Food and Drinks’

Chapter 3: Stress reduction and time management

Innovation and NPD Figure 3.9: % share of products launched in each category
Of all the stress reduction products launched, ready meals in the stress reduction and time management trend,
took the highest share, with 39.6% in 2006. Their strong 2003-2006

presence within this trend is due to their intrinsic time-

Bakery & cereals

Confectione
v o

saving features, which in turn reduces stress by freeing up hyy

time for other activities. 2008

Others
Soft drinks and bakery and cereals also have a significant

share of all product launches. The soft drinks category has
seen launches of products containing ingredients to help
people relax and energy drinks which improve mental sonam
function, whilst the high number of bakery and cereal
launches is the result of a growing number of

microwavable (and thus time-saving) products. Source: Lifestyle Food and Drinks

1.4%

Key trends

Relaxation

When consumers have a hectic, stressful lifestyle or when they are in particularly stressful situations, they look for
products which can help them to relax. Recent food and drinks products which aim to aid relaxation have used two key
ingredients; theanine and GABA.

Theanine

Theanine is an amino acid which is found naturally in green tea and has a relaxing effect without causing drowsiness or
reducing alertness. By reducing worry, theanine can have a positive effect on concentration and focus. Theanine is
thought to work by increasing GABA levels (see section on GABA below) and mood-enhancing dopamine. To date the
use of theanine to create relaxation food and drink products has been mainly limited to Japan and the US. Examples of
products containing theanine include Bourbon Milk Cocoa Relax, a cocoa drink mix launched in Japan by Bourbon in
December 2006 and Doctor’s Chocolate, a dark chocolate truffle product in the US in January 2007 by Perfect Chocolate
Inc. The truffle is claimed to reduce stress and improve mental clarity if consumed twice a day. In the US RelaxCo
launched the Blue Cow Relaxation drink in November 2006 which is designed to reduce stress within 30 minutes of
consumption.

GABA

GABA (gamma-aminobutyric acid) is a neurotransmitter that helps to block the transmission of impulses between cells in
the nervous system which has the effect of preventing over-excitation. In doing so it induces relaxation and sleep and
regulates anxiety. Adding GABA to food and drink products has been particularly popular in Japan. For example, in
2005 Glico Dairy Products launched Mental Balance Chocolate which contained 280mg GABA per 100g. In 2006 the
company launched GABA Coffee Milk which is a caffe latte type milk drink which contains 28mg GABA per 200ml pack.
GABA has also been added to products in other categories such as yogurt (GABA 100 Yogurt launched in December
2006 by Meiji Dairies) and cheese (Q.Q.B GABA launched in October 2006 by Rokko Butter).

_44 -

Order this report today to find out more...
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The complexity & diversity of modern lifestyles
Aspirations in food & drink: beyond nutrition to
self-fulfillment

% share of products launched in each category in
the health, beauty & positive image trend/the back
to basics & nostalgia trend/the ethical, Fairtrade,
organic & safety trend/the culture, travel &
exploration trend/the satisfaction without penalty
trend/the more fun, less boring and energetic trend
(2003-06)

Melodian Natural Beauty Ceramide Drink, Snow
Collagen Cheesecake & Danone Essensis
Microfluid Biotechnology’s L'eau Bronzante

Lotte Snow Beauty Sensation Coenzyme Q10 cup
ice and Kyodo First Health & Beauty Custom
Coenzyme Q10

Lotte Nature Bio Yogurt Aji, Inaba Shiwa no Bitan
functional beauty drink & WholebakeFlax 9 Bar
Danone Activia, H2Olive Pure Mineral Water &
Solution Sciences Alibi

Percentage share of products launched in each
category in the stress reduction & time management
trend, 2003-06

Blue Cow Relaxation Drinks, GABA Coffee & Meiji
Dairies GABA 100 Yogurt

Flora Omega-3 Plus spread & Focus Blend Organic
Coffee

Tilda Rizazz & Quick Cuisine self-heating seafood
paella

Havana Mojito Oven & Grill Sauce & Malibu BBQ
Starter Set

Isabella’s Brazilian Flavors - Banana & Acai, Guava &
Cashew Fruit jams & Global Brands’ Ypioca
Caipirinha Cocktail

S&B Foods’ Wasabi in Tube & Kirin Ichiban Japanese
Kirin Beer

Haddouch Gourmet - Mustapha's Moroccan Harissa
Sauce, Kilifi Creek Kenyan Sauces & Something

South African Cooking Sauces

Pierhead - Max Prime & Albert Heijn Sajoer Boontjes

Mrs Beeton'’s Rediscovered Ice Creams & Mars

American Heritage Chocolate brand

Coca-Cola 11.80z glass bottled with twist top &

Cadbury’s Wispa bar

Two Chicks Free Range Liquid Egg Whites & Green's

Apple & Blueberry Muffins

Casino L'Eau Minerale Mont Blanc & Tarascio

Antonino & Figli Olio Extra Vergine di Oliva

Alnatura Soups & Eat Natural Organic fruit & nut bar

The Carbon Trust's Food Label

Life Water's Belu Mineral Water, Mighty Leaf Tea

Company biodegradable pouch & The Village

Bakery compostable bag

Nature's Promise Natural & Organic foods & Eat

Natural bar

Ben & Jerry’s, Tate & Lyle and Rainforest Alliance

Certified logo

Asda’s Respectful eggs, Salt Spring Coffee’s Carbon

Cool Coffee & Icelandic Glacial H20 Carbon Neutral

Water

Wrigley's Orbit Complete & Xear Spry Xylitol Mints

Pepsi Max & Walkers Baked crisps

Bija Hoodia Slimming Tea & Froodia Health Bars

Leclerc Slimming Mandarin Tea & Cott Beverages’

Slim-Lite Appetite Suppressant Drinks

Mawai Food Corporation Power Bowl Noodles &

Meiji Dairies Margarine

Hobarama Bawl’s Mints & Unilever’s Kibon Guarana

Ice Cream

Inko’s White Tea Energy & H3 Enterprises HG7

Kirin Venergy Vegetable Juice Drink, Raw Vitality

Himalania Goji Berry Trail Mix & Miller Vitality

yogurts

Lambrini & Cinzano Spritzz Up

Definitions of lifestyle food & drinks

Over the next 5 years

- The importance of key consumer groups for
lifestyle food & drink products/key categories

- Health related lifestyle trends important for food &
drinks NPD

- Ethical, indulgence & convenience lifestyle trends
important for food & drinks NPD

- Companies that have the most influence on
innovation in lifestyle food & drinks today

- Compromises consumers will make in their
purchasing & consumption behaviors
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