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“La gente tiene que comer,
incluso durante una crisis

economica”
Lee Linthicum, Global Packaged Food Manager



Variables de consumo
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El rebote del crecimiento del PIB en Europa no
ha aumentado la confianza del consumidor
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Ventas mundiales de alimentos envasados

* Las ventas globales alcanzaran 2,5
1,95 trillones de USD este aino.
* El crecimiento real es del 7% 2 el

desde el afio 2006. ./'—""*/j

* El crecimiento del valor global de
2010-2011 se espera que sea
1,7%, lastrado en gran medida
por la lenta recuperacion 1
econdmica y un menor
crecimiento en los mercados

1,5

desarrollados. 0,5

* Sin embargo, las ventas llegaran a
2,14 trillones en 2015, con un 0 | | | | | |
incremento de casi el 10%. 2006 2007 2008 2009 2010 2015
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Lanzamientos de nuevos productos

Geografia

|

|| Countries with HIGHER number of relevant launches

| Countries with LOWER number of relevant launches

3%

Categorias
Sopas  Pastas
2% 1%
Fresco;\w

Salsas
5%

i} advisiumgroup
marketing | nnovation | growsth



Ventas por region 2006-2010

Austral
asia

Europa Occidental, Asia Pacifico y Europa ME & A
América del Norte poseen los E. 5%
mercados mas grandes en valor. i

Europa Occidental representa el
mercado mas grande con 588.000
millones de USD en 2010.

El crecimiento del consumo se da
particularmente en mercados en
desarrollo.

América Latina lidera el
crecimiento con una tasa
compuesta de crecimiento anual
del 3,7% desde 2006 hasta 2010.

Latinoa
mérica
12%

ition | growth

gD atvsumorou



Key Export Growth Markets

Market size (2012)

Japan

United Kingdom

Qeemny

France

Canada

. South Korea

Central America

Caribbean Taiwan

Forecast % growth (2010-12) i

~ China

Mercosur

Hot Zone

; O SE Asia
hdia:.'-

“Middle East [s)

-o —

@ France

© Gemany

@ United Kingdom
@ Canada

® Mexico

® China

@ Hong Kong, China
@ India

® Japan

@ South Korea

| @ Taiwan
' © Caribbean

| @ Central America

@ Middie East
© Mercosur

O SE Asia



Ventas mundiales, en valores, por

categoria alimentaria

Baby Foods
2%

Pasta Margarinas__Sopas

2%

Helados

0
4% Aceites

5%
Salsas
5%
Snacks
6%

nielsen



Crecimiento en volumen 2010-2015 de
determinadas categorias alimentarias

Sopas
Panaderia
Margarinas
Confiteria
Pasta
Snacks
Helados
Lacteos
Salsas
Aceites
Procesados
Baby Foods

0,00%

5,00%

10,00%

15,00%

20,00%

25,00%
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My best guesses...key growth sectors

' Dairy produc‘fs\
Bakery products |
Hot Zone
Chiledfoed,
I \

¥
-~
o
8 Confectvonery Dried food
b Frozenfood Sweetsnacks \ S
m .
N
U’S l\ce cream
4 Sauces, efc. " ;
@ Nood S s ‘
X Canned foo Pasta O
G Spreads ’ |
. UA Babyfoodx

Meal replacemeﬁf‘ack bars e S

Forecast % growth (2010-12) i

[O Confectionery ]
© Bakery products
[0 Ice cream '

1'0 Dalry products

® S weetand savoury snacksﬂ

@ S nack bars
® Meal replacement products
®Soup

@ Pasta

@ Noodles

@ Canned/preserved food

® Frozen processed food ]

'O Dried processed food
® C hilled processed food
'@ 0ils and fats

© S auces, dressings and

_annﬁ‘ o b

; O Baby food
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Tendencias en un tiempo de crisis

e Sigue siendo el principal motor de la innovacion
en la industria

e Dirigirse a segmentos clave de consumidores con
necesidades especificas

Segmentacion

 Sabores exdticos/nuevos para mantener el
interés de los consumidores

I = 1e 611l e Diferencia/alternativa a la marca blanca

Comercio e Value for money




Actitudes de los consumidores hacia la
salud

Control sobre la salud Top Health Concerns

No + NS
control 39 2%
1%

Apariencia
Mental
Diabetes
Aging
Dieta
Descanso

Ejercicio
Cancer
Peso
ECV

0% 20% 40% 60%

7

3
1

psyma =

research+consulting



Tendencias en un tiempo de crisis

MNOUNEAL!
- Fibre Plus




Principales tendencias en los

lanzamientos
Salud y bienestar Valor del tiempo
Control calérico i
, o Value for money
Sin aditivos [N
Frutal/Herbal S -
Funcional
_ Conveniencia
Natural [N

0% 10% 20% 30% 0% 5% 10% 15% 20%

psyma =

research+consulting



Principales tendencias en los
lanzamientos

Special Rewards

Eco

Fair trade

Edicion limitada

Hedonismo

0% 10% 20%

Aspiracional

Patriotismo _

Género

Nostalgia

Actitud joven

Exotico

0% 5% 10%  15%

=

research+consulting



Claims vs notoriedad

Claims mas usados

Osteop Estreni
Cole2f8sis e miento
0 |
rol 6%
12%

Notoriedad en medios

Fitoestrogen Vitamina E
3%

Pre &
Probioticos
5%
Fitoesterole
S

6%

0s
5%

Carotenoide
3
2%

IMS HEALTH B



Relacidn ingrediente/efecto para los
consumidores espanoles

Enfermedad cardiovascular Sobrepeso

Antioxidantes

. Cereales|.
Potasio

Cereales|.
Fibra Fibra

Fitoesteroles .
Soja Vitaminas B

Félico

AGMI
Omega 3

0% 50% 100% 0% 50% 100%

Proteina

IMS HEALTH



Relacion ingrediente/efecto para los

consumidores espanoles

Cancer

Cereales|.

Fibra

Soja

0% 20% 40% 60%

Salud digestiva

Cereales|.

Prebidticos

Fibra

Probioticos

0% 50%

100%



Relacidn ingrediente/efecto para los
consumidores espanoles

Crecimiento y desarrollo Envejecimiento saludable

Folico Luteina

DHA Antioxidantes

VitaminaD

Clacio Calcio

0% 50% 100% 0% 50% 100%



Evolucidon de la “marca blanca” en Espaina

60,00%

50,00%
40,00% / ——Lacteos

-=-Panaderia

30,00% //J//. —Confiteria
e / ——Snacks
20,00% ——Aceites

.———
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10’00% =._ %
0,00%
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Mercado alimentario en Espana

El mercado de alimentacion
(valores) no crecera hasta 2013

50000
48000
46000
44000
42000
40000
33000
36000

2007 2008

2009

2010

2013

Las multinacionales siguen

Kraft
Nutrexpa
Panrico
Smithfields
Sara Lee
Pascual
Ebro
PepsiCo
Unilever
CAPSA
Nestlé

Danone

siendo lideres

0,00% 2,00% 4,00% 6,00%

MINTEL



Que debemos tener en cuenta
para el futuro?



Lo procesado no se lleva

Lanzamientos mundiales

14000
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Busqueda de fuentes alternativas

Lanzamientos globales de
fuentes proteicas alternativas

140
120 meat-free
tuscan breasts
100 Wit a tomato and lf’u‘)’.‘(’ Squce,
;:(’L’yau need (s rice or salad
30 ’
60
40
20
0 T T T T |
2007 2008 2009 2010 P 2011
9

tastectrend



Dar valor al dinero

Lanzamientos globales
reclamando “valor”

But so is the top!

1000
900
800
700
600
500
400 |
300 Lowatloo Gream
200 '
100

O [ [ [ |
2008 2009 2010 P2011

The bottom is getting bigger

i ¥
.2

tastedtrend



Probar los efectos

Lanzamientos bajo la
declaracion “probado”

25,00%
20,00%
15,00%
10,00%

5,00%

0,00% | | | | |
2007 2008 2009 2010 P2011
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Alimentos funcionales y beneficios

Confianza en los alimentos Identificacion de alimentos y
funcionales beneficios

NS 95%

4%

2%
90% //_\
85%

80%

75%

70%

65% | | | | | |

MINTEL
® GNP



Lanzamientos funcionales por
posicionamiento, 2010

Hombre Oral

Diabetes Sexual Insomnio

Nifos 2% o 2%~ 1% 1%
(0]
Ocular
3%
Mujer

4%  Articular Cardlcl)ZiJ/scuIar
5% °
Belleza
5%
Oseo
6%

Mental
7%

MINTEL



La importancia de la regulacion europea

sobre declaraciones

Lanzamiento de productos
con claim cardiovascular

500
450 |
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350 t"/
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Weight management surprise
health claimms lotterxry

> <

win 1imn EU
By Julian Mellentin

Companicz have became accuscommed o che
European Food Safeoy Axchoricy (EFSA)
alrmoz: roudnely rejecong proposed healch
claire=: Cermasnly che most recens bacch of
koalck ciairm cpinions — pubiEzhed on 19%
Ocoober — mmaincain= EF S&A= gadicon of

a 90%4a rojecoom rae. Flowever, alchough
ir'z not oftexn dhar zomeching Food commes
cuc of dhe EU": bealch claims= process, om

thiz occazion — Incredably — there mizht be
sormecthins POIiOve 20 R

Buried In dos EFSA dung-heap iz a2 ouppger
of gold char maaxyv help product dovelopers
who have the Imagzinadon and creagvicy
o do soroaching with it 1 ke nmugget is
EF S&X=: unoxpected, Srzc-over approval of a
weighr-manapernent clabm Sor a specic Sood
ingrodbenc.

The ingroedient approsved iz glocoraanman
beoer knows asz kormjac Sboe. The EFSA
reviasww panel comncluded charc ir agreed ckac
a cauze and offcce reladton:zkhip haz been
ezcablizhed beoween the consumpoon of
glucomanman and dhe reducdom of body
weighs and Ir aurthorized cths proposed healsh
clairn:

Gilwrsmonnor contributes 2o he reduernon s dody
irwaghr ze MAc comtext of o emozy-Testrcied dist.

AMary commpanices char have been
Sxpermenons with weighs marasereons
Pproduocts — such as choze based o £hee
and proceinz for zadesy; which are noww mot
approved by EXFSA ro maake a sadecy cladon —

suddernly are faced with a tmigue CPpPOITRIITY
o do somaedhins in weighr managemens with
a clairn dharc's EFSA-approwed.

Iz wosrth nodnp tharc when the cholesoerol-
Iowering brands such as Benecol, Danacal
and Becel pos EFSA: approval for doeir

A Acnerican brana called NeosoTrim iz one of
the few brancs in Europe already offering a weigha
management benefir based on the presence of
konjac.

bealdh claim=: markcrers began wsing terms
zuch asz “EU approsed” m princ and radic
adsercmns — and in mmany raarko:ss zalez wens
wp markedy:

Not: only does onjac now have a unsgue
clasm_ zhe cEnical svidence i= thar it acocually
works, o enakblins consuwmers o “fecl the
benmeSc” — somedaing now well-escablizhed a=
a kot suoccess Sacoor in che bu=ne=z=z of food
and health

Fonjac Shre wil be unfamiliar oo maany
prodace davelopers, but ic iz aircady uzaed
in raany Soods as a gel or chickener Gc's
dezcribed az E4£25 om rmany producce Labels).
Iz a sofuble Sbhre derived Soxm des rooc
of the komjac planc — erxabling markcoers
o comaromumicare & “masaral planc exocacco
mez=age of cbe idxnd cdhac has already workxed
well for rmamy nmsredicenecs.

Fonjac forms=s 2 wvizcous, gel-lke ma=s
in dhe zcorsach when Inydraced and dhis 3=
clinically proven — cercainiv co the zaczfacdon
of EFSX:- noear-pharmaceuccal ztandards of
ciinical prood — o induce a zemse of zaSecy
leadins co & decreaszs in subseguens enerzy
incaie. In order co obhoain che ciximngsd effeocs,
3z of gincomannan zhould be conzuwrmed
Rnidye

“I beliewve the EFSA decisoxm will balip
enormouzly to put komjac in a beoer izhe ™
say= Rozzs Campbell of CyberColiced=s a
compamy wasch provides expert halp wids
Innoracon for cormpanies usins and malking
=npdrocoiloads. e add=s: “It will cercainly
encourage food formmulaSon work and I chank



A pesar de la crisis el mercado funcional
no decrece

Porcentaje de lanzamientos globales
de alimentos funcionales

5,40%
5,20%
5,00%

4,80%

g ! l |

4,60%
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4,00% | | | |
2005 2007 2009 P2011

"
{ .-"
o1 21N

tasteatrend



Funcionalidad. Mejor en alimentos

Los consumidores prefieren la
funcionalidad en forma de alimentos

NSh

Shot
Gel
Polvo
Barra

Capsula

O
4
S
]
O
Alimento # REDUCE

el COLESTERGE

0% 20% 40% 60%
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Condiciones para las que se eligen

Complementos alimenticios Alimentos funcionales
Energia I Osteoporosis
RGE  — Inmunidad
ECV  —— Energla
Cancer
Memoria N
s Regularidad
Menopausia I
P Diabetes
Inmunidad S. Metabdlico
Artritis __ ECV
Osteoporosis * Obesidad
0% 20% 40% 60% 80% 0% 50% 100%

MINTEL
® GNPD



Consumo de alimentos funcionales

Barreras
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Nuevos
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El éxito de un producto

Ventas de Actimel (millones
de Euros)
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Cuanto mas pagaria por un alimento

funcional?
Acepta pagar ..... Aceptan pagar mas
>21%
mas
2%
Hombre
w 50-64 anos
m 30-54 anos
W 20-29 anos
Mujer
11-20%
mas | |
12% 0% 50% 100%
MINTEL

®  GNPD



Regreso a claims mas “ligeros”

Lanzamientos globales con
claims “pasivos”

25,00%
20,00%
15,00%
10,00%

5,00%

0,00%
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INNOVATION
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Science gives beetroot
bramnd a superfood boost

A start-up brand has embraced The science of sports nairiticon and blood pre=

the reinventton of bestrocot &= a superfood. By juuiarg M=Euaarra

sure-lowering and is spearhesading

Jaymez Whkice Drink=" dovelopsooens of

i Innovacie juice dmnnks iz a csexs-boolk
example of how O comymorciaiise IMoricior
zciemce. Cesxmoal oo it srarepy iz maarkcoons
che Imomnsic healch benefic of the humble
becaococ. The company has beguxn wick =
Socus om zupplyins elhire achlores. couplad with
dizrmabumdom chromgh hoalcdk Sood zcoxes, wich
a comwendems “comcencaced docs™ pack=ape.
2icawhile ics decpenimg icc collabormcon
wirh scienoihic recsoearcher= o pur in piace he
zciemce fhar can juscSy an appToved hoalch

cladr  and 3ir's lookng for parmerzhip=z oo roll-
ows cthe comcepc mernaconalhs

The benefScs of the cormpanys Beecc It
brand arc bazed on beeooocs nacaraibhy high
nigrare comocens On che face of 3ic, nixaces
medpihc zeexysm e anm undlibelv saroms Dodnc
for a boalch bhrand  Cormmoniy used 2= =
PrecaIvacowe In processed maoxcs — asz well as
occurrmms naruraliv In hizh comcencoacSonms

in vepgecablez — froxa the 13950z micraces wars
ceased as= a posenaal rx=k faccor for colom
cancer when reseascher=s fournd a Iink booween
nizrare=z and cancer in laboracory racs.

Public Eealch ocfScial=z adopcced the prexcize
chac oizx

ooz are detrimmemeal o bunraman hoealch
and repgulacons were Inocoduced in Exrope.
che US and ekewhere Smicmes che permimed
Leweiz of micaces found In dmnikhmg wacer, Sor
exarmple, az well &= I Sood=.

T EhEers wWas just oo probicn — che —Sur
asain=r DNIrTAces was based solcely o= an
exooapociasSon fIrorm the rar scuadies of dthe
1550=, axnd in facrec epidexmiciocgacal ztudics
bBave mever found any assocacon beoween
nirracse incake and dizeaze In bBroomamn=*

In face, far Torxn Sndons dharc nicaccs had
che pocendal co be Dmaryafial rescarchers
begarn co suspecs thar dictary micrace remdghc
Play a sigmicans role In —opporangs booman
Bealith Acs far back az 1953 roczcaschers ac che
pPrezcgacuns Eayrolmzika Insormice Iin Scockholan
and ar che Peminsula Mfcdical School ac che
TUminer=zicy of Execer, UK., Independenciy

observed thar che husmnan scovmack comsasins
che zas mirmic cocde INO). The guesSon wWas
N E W

where che g=s was commans SToom. INImic coode
FPerformas sewveral vimal faoocoSons In the bods:
mciundonge dilaoms blood vessel=, and Sor che=c
accowices, a celluviar enryvrmae called mSomic

cocde symrhase exmoaoos che gas rmolecules
Horn arginine, an armino acad Choexmdzcs
hace long nowmn anodher rmoechani—n: ar low
X, micSce foroms & —tew of Dorogsem-oxygexn
compounds, Inchadins nitmic ooode. Bacteria
In che mowuch CoIwers nArars oo micise, winch
== swalowesd, o che ztoomach carn nacraliy
Troduce micic ocode. If momric coode were ooualy
beneScial co the zcomach, harrelezz Dbacoeria
Seeding om nodrrarc-rick —aliva mmighrc hawve =
ambiococ relason=hip wickh haomans
To ezt thiz 3de=x. rescarchers exposaed
Sacceria respons=ble for zromach Iinfccoons
o zzoxaack acid both aloms and ¥mdwed wich
—irrace. Although acd iz oftem choughrc co be
the stomach™ ymain Inc
of defom=ze agxin=c
Imvwadsines buag=,
che researchers=
Somand chac E. ocols,
Saimomnceils and
ocher bacoema
couldd —rwvave foc
hours Im it whereas
=k nor=axl
comcensaasons of
nirrice plus ac3id kSlced
the bacoema Im o=
dhan an howr
Rozearcheors
= Japan_ che US
and clzewheore al=o
worksd on rSoraces
axnd foumd chac
dhey Jowered cSascolic
bloocd prezsure, Wwith oo afSccr=s
Incerc
weare found In people with scexmingliy

on = colic blocod prezzmre. ===k che

eScc
norrmal blood prezsure

The curmme poince can e sadd oo bave
comae Im 2008, wher a research searm headed
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Nueva comunicacion. Mas barata y
efectiva

REGITER oG
+STRIPES TEAM PAGE
Do Y)Y eliolls .w,\,‘
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e ,
P
|

facebook

WELCOME TO SPOTS V STRIPES! The London 2012 Olympic and
Paralympic Games are just around the corner, and fo
celebrate, we're inviling the enfire nation to come out and play.




La indulgencia culinaria .... en el hogar




Tiempo para relajarse

— -

MindEsséiia

Blue is the color of relaxation

El café se sustituye por el té
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Frutas y vegetales reviven
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Lo ético se impone

Lanzamientos globales con
claims éticos
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ewsietier Publsied G e Grameen Trost, ¢ anuladesn e April 2006

Grameen Trust, a not-for-profit organisation, created to promote awareness and action for the elimination of poverty and hunger

Grameen Danone Foods Launched

The Grameen Group and Groupe Danone entered into a joint venture agreement effective from March
2006, to form a company called Grameen Danone Foods - a social business enterprise in Bangladesh. A
unique mitiative jomning Danone, the world's leading company for healthy food products and Grameen Group, created by
the founder of Grameen Bank, Professor Muhammad Yunus, Grameen Danone Foods will bring daily healthy nutrition
to low income nutritionally deprived populations in Bangladesh and alleviate poverty through the implementation of a
unique community based business model.

Grameen Danone R ‘&-{ - -

will be highly (-l‘an]ccn Dap~,
committed to . ‘ £
protect the AT

environment of its @
communities
developing solar
energy and bio gas
energies. It wil
also develop
innovative and
environmentally
friendly packaging |
for its products. |
The mitial focus of |
Grameen Danone
will be to launch

Py,



Tecnologia para satisfacer a los
consumidores

Fresh frui +aste
£ goodness locked in

Fovr 45 s

A revolutionary natural process
that retains all the taste &
goodness & only destroys the bad.

173 4 new process That elrminates DaKteria Without destroying

Ihe propernes of Sie fruk n the drink. This Innovative
bechnigue s calied High Presae
Processing (PP and worka by~ gl
sulecting the preduct to
Immense prasyire (equivalent
b 3l thmes the pressure in
Mariana Trench - the word's i3
deepess location). The resuit -
Is & great tating whelemame
ik (hat avtadnn ol s tasae,
hetien, VEmTSos and minersl,

whvle offering & shelf e far
beynd (hat of other fresh
frut drnds.
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Patent Landscape for Nutritional Beverages (1989-2009)

No. Patents

12 -/

10

Publication Year

W Applications M Granted Source: Nerac
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El disefio de un producto es el factor que
mas influye en la decisién de la compra

La mayoria de las decisiones de
compra son tomadas en el mismo
punto de venta (en grandes
superficies y autoservicios).

En concreto, el 70% de las
decisiones son espontaneas (no
planificadas) y el 30% son
planificadas (con lista)

Entre los factores que influyen en
el momento de la compra, el
disefio del packaging es el que
mas pesa (un 36%), seguido del
precio (26%), la confianza (21%) y
la curiosidad (18%).

(=

./

BOCADITOS

DE ATUN CLARD

(G o acereocontva -~
1 4
wd e

L]




Mercado de frutas y verduras.
Nuevas tendencias



Inherent goodness and/or added ingredients

Added
functional
ingredients

Inherent
goodness




Lanzamientos de frutas y verduras
procesadas en Espana, 2010

Antioxidantes
10%
Nueva testura

7% \

Reducida en
calorias

N disef
uevo aiseno 11%

8%

Conveniencia

11% Organico
(0)

9%

MINTEL



Las “superfrutas” se abren camino

' GoodBelly*

PROBIOTIC FRUIT DRINK
MULTIVITAMIN
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especialmente en smoothies




Pero las frutas tradicionales siguen
vendiéndose mas

Great Organ'\c Value 160g
=) 1

SQUEEZABLE FRUIT x4 =) ORGA"'C
STRAWBERRY '« PPIQ
’

}f bana

a’ TR T

r-IZZIX




smoothie fruit

SRz, ek A e 4

100% -9

R eamely

y se vuelven mas atractivas

‘FRUiT’é

WIRTZ

&

* nnoThls

pomegrunmser, blueberries & blackcirrants

strawberry




o se mezclan con superfrutas

be good

- poBYERY ,
ﬁ op i to yourself ,
Cssentiels
.:_-_.-/—""‘ B Red grape,
| ANTIOXYDANTS strawberry &

acai juice
from conceatrats
a super juice

Natural
Antioxidant
Power




e incluso se combinan con verduras
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El mercado organico avanza

Ventas de frutas y verduras Paises con mayores ventas en 000
organicas en 000 millones USD millones USD

Suecia
Holanda
Dinamarca
Espaia
Austria
Suiza

Italia
Francia

UK
Alemania

1999 2003 2007 2010 0 2 4 6

nielsen



Mercado orgdnico por sectores

Bebidas Otros
5% — 5%

Chocolate
Babyfood__ 3%

5%

nielsen



Frutas para ninos. Una
necesidad



Sports & leisure

lack of school facilities
few local playing areas

widely available indoor
passive entertainment

unsafe streets
few cycle routes

Family

genetic predisposition
excess weight in parents
breast feeding practices

arents’ health
nowledge and budgetin

shopping and cooking skills

OBESOGENIC
ENVIRONMENT

High energy foods
promoted via

advertising
favourable pricing

school-based
marketing

snack, soft drinks

sponsorships
eating out

Education&
information

School lessons -
lifestyles
nutrition
cooking

Media lessons -
fashions

body image

cultural beliefs




An Ounce
of Prevention=

A Pound of Cure



“The children’s food bill”

BILL

TO

Make provision about the marketing, sale and provision of food to and for
children; to make provision for education and the dissemination of
information about children’s diet, nutrition and health; to place certain duties
on the Food Standards Agency; and for connected purposes.

EIT ENACTED by the Queen’s most Excellent Majesty, by and with the advice and
consent of the Lords Spmitual and Temporal, and Conunons, m this present
Parliament assembled, and by the authonty of the same, as tollows: —

General dutivs

1 Duties of the Food Standards Agency in respect of children’s food

(1) Itshall be the duty of the Food Standards Agency, trom time to time, to prepare
and publish assessments of —

() the medical, socal and educattonal evidence as to the relationsiup
between diet and the health and well-being of children and then
educational performance;

(b) ewvidence as Lo the eftect on the health and well-being ot children of the
nutritional content of tood;

(¢) evidence as to the ettect on the health and well-being ot children of the
presence in tood of contaminants, hormones, growth mediators,
pathogens and other residues and other tood addibives;

(d) evidence as to the ettect on the health and well-being ot children ot tood
production techniques, including genetic moditication and uradiation:

{e) evidence as to the benehits to be denved by children from the
consuunption of food produced as a result of the application of
sustainable development tactors including locality of supply and
organac standards; and

() any other matters which the Food Standards Agency mav consider
relevant.

(2)  In discharging its functons under section 1 of the Food Standards Act 1999
(c. 28), the Food Standards Agency shall promote the consumption by chuldren
ot tood considered by it to be of benetit 1o thew health and well-being.

Ball XX 54/1
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Global Top Market Categories para ninos

Zumos _Yogurt Crackers Queso

Lacteos
4% Snacks

Cereales 4%
5%
Caramelos
5%
Cakes
5%
Confiteria
8%
Gummies
%%
.0. "_.. 10%
Seae

INNOVA MARKET INSIGHTS



Global Top ACTIVE Health Positioning para
ninos
Cardiovascular Omega ,Ocular Fibra

2% Mental

Inmudithad
3%

Prebidtico

4% ,
Hierro
5%
Huesos
5%
: Digestivo
..-.,.“--‘-.'.. 10%

INNOVA MARKET INSIGHTS



Global Top PASSIVE Health Positioning
para hinos

Sin azucar Bajo en sodiao Antioxidante

2% 1%

Bajo en Bajoen calorias

0,
colesterol 2%
2%
Bajo en
azucar

Integral

3% 4%
Sin trans
5%
Organico
6%
el
% ST 1
3 :";’..

INNOVA MARKET INSIGHTS



Poblacidn infantil: la obesidad crece y la
ingesta de frutas se reduce

Tendencia de la obesidad Consumo de frutas

Agencia Espaiiola de Sequridad
Alimentaria y Nutricicn

0 Ingesta media diaria de alimentos por grupos
o)
-8 ® Ingesta media de alimentos 2826 (ml o g)

8]
e Total ingesta (100%)
- ) )
0w o S
o 32 “ calculados sequn , BEBIDAS SIN INCLUIR LECHE, 1,450.0
AN et Estandares de /iery A e v 0S 0 A4 N

& Norimopeso - s41% Exls / LECHE, LACTECS Y SUSTITUTIVOS DE LA LECHE, 304.
" o L s / VERDURAS Y VEGETALES , 281.0
Qo 'FRUTAS Y PRODUCTOS FRUCTICOLAS , 210.0
T © CARNE Y PRODUCTOS CARNICOS, 154.0
070 gobépeso - 26.1% // CEREALES, 162.0 )
Q5 7 PRODUCTOS DEL MAR O RELACIONADOS , 89.0
(O B /7, MISCELANEA, 53.0
cu f//. GRASAS Y ACEITES, 35.0
= Obesidad - 19,1% LLERIA, 33.0
o » o ~ HUEVOS ¥ PRODUCTOS , 31.0

ot - AZUCAR O PRODUCTOS AZUCARADOS , 15.0

Estudio “ALADINO™

Encuesta Nacional de Tngesta Dietética Espariola  AESAY




My Plate Planner

Please refer tn meal plaming guidelines i the back
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Es necesario promover la educacion
comprensible para el consumidor

FCPC

2o el B B

<74 DAILY
A VALUE

Helping to Make
More Informed
Food Choices.

VT TN s A s TR | TR healthcanada.gc.ca/dailyvalue




El ejemplo chileno: “Ensenar educando”. Kiosko
saludable
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COLES.com

(OLEGIOS QUE DISFRUTAN

con la ayuda financiera
la Comunidad Europe:
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FRUT IN SCHOOK
YENDING MACHINES:
A REALTTY OR AN
(HPOSSIBLE IDEAL?

Auromae vendng
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TABLE 2-Turnover accumulated during the twelve weeks in the two high schools

Product Size Picc W9 W10 WIT W12 W13 W14 W17 W18 W19 W20 W21 w22

Granny Smith apples o 040 € . HEEEEEEEERREDR

Fujiapples v e [ HEMN
(ripps Pink cov apples 1l 040€ BEREBE
Belchard® apples T 040€ H B

Abbe Fetel pears 105 040 € . .
Conference pears 0% 040€

Bananas 14 040€ ] .

Oranges 53 weé I W
Clementines Gh 030 € H BEHEB
Kiwis 2fnits wée [ HHEH B
Freyssinette 2fuits 0f0€ H B
Kumquats* 1 050 € H B
Camarosa strawberries™ 125 080€

Camarosa strawberries™  2i0g 100€

Gariquette strawberries 1248 1€

Mara wild strawberries 125 10€

Darselect strawberries g 0f0€

Round strawberries 00 100€

Cherry tomatoes 175 yiae B B B |
Agen prunes 50 0j0€

Dried apricots 50f 050€

Red globe grapes 15 060 €

Cherries 15e 100 €

*Akumauas was sold witha Clementinefor 050~ WO=week9
*WWeek 79, Camarosa strawberres were replaced gam French strawberries.



The Great Banana Challenge

How to Dispense Healthy Snacks From A Vending Machine

[}
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Only 105 calories
= qnd o good sourceof Vitamin B!
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A vueltas con los impuestos .....

Los espanoles quieren comer Pero hay alimentos que
saludable resultan caros
Consumo Listo para :
Disefio f“e“’\ / servir , El problema: Los
5%_ 3% 6% Ol swensyon alimentos densos

Tamafio o en energia (keal /
4% ‘ er.c. 100g) cuestan
Facil de ’

menos (€ / 1000
keal) JADA, 2005

llevar £
4% &
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8
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2
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8
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Apariencia 7 Natural

2%

Impacto
Ambiental Organico Nutricional
4% 2% 8%

1 100

. Energy cost (Euros/1000kcal)
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Sobre-tasar o subvencionar?

Pero las subvenciones
Las sobre-tasas no funcionan saludables si
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Hay, pues, que incentivar el consumo de
alimentos saludables por los consumidores

Razones principales de eleccidn
de un alimento

Publici
dad
6%

briefing notes

THE 'FAT TAX":
ECONOMIC INCENTIVES TO
REDUCE OBESITY

Andrew Leicester
Frank Windmejjer

THE INSTITUTE FOR FISCAL STUDES
Briefng Note No.

VES
ARKET




Un ejemplo reciente:

Ecuador

IVA tiene mayor alcance

Las reformas al Régimen Tributario buscan, en lo basico, mejorar la recaudacién y control en el cobro del
Impuesto al Valor Agregado (IVA). Para una mejor comprensién del reglamento, mencionamos cuales son los
articulos centrales que experimentaron cambios y los temas a los que se refieren.

Productos con tarifa cero

- Productos alimenticios de origen primario (no
industrializados).

- Leches en estado natural, maternizadas y proteicos
infantiles.

- Pan, azucar, panela, manteca, y otros de primera
necesidad.

- Semillas, alimentos balanceados, fertilizantes.

- Tractores, arados, equipos de riego y otros de uso
agricola.

- Medicamentos y drogas de uso humano.

- Papel y libros.

- Los que se exporten.

- Los que introduzcan al pais los diplomaticos
extranjeros, pasajeros internacionales; donaciones
desde el exterior, bienes admitidos temporalmente e
importaciones de bienes de capital por parte del
sector publico.

Servicios con tarifa cero

- Los de transporte de pasajeros y carga fluval y
terrestre y el transporte maritimo.

- Los de salud.

- Los de arendamiento de inmuebles destinados a
vivienda.

- Los publicos de energia eléctrica, agua potable,
alcantarillado y recoleccién de basura.

- Los de educacion.

- Guarderias infantiles y hogares de ancianos.

- Religiosos.

- Impresion de libros.

- Funerarios.

- Administrativos prestados por el Estado (Registro
Civil, por ejemplo).

- Espectaculos publicos.

- Financieros y bursatiles.

- Transferencias de titulos valores.

- Los que se exporten.

- Los prestados por profesionales hasta un monto de
10 millones de sucres, globalizado.

- El peaje.

- Loterias.

- Aerofumigacion.

- Los prestados por artesanos.




Otra opcion: Incentivos fiscales para las
empresas que lanzan alimentos saludables

Lo que quieren las empresas

Estimul Otros
oS 6%

U.S, TREASURY DEPARTMENT
a m e nt OFFICE OF PUBLIC AFFAIRS

FOR IMMEDIATE RELEASE: Februnry 19, 2010
Contact:

Treasury Public Affsirs, (201) 622-1960

USDA Office of Communications, (202) 720 4623
HHSACF Preas Office, (292) 4019215

OBAMA ADMINISTRATION DETAILS HEALTHY FOOD FINANCING
INITIATIVE

PHILADELPHIA ~- The Obama Aduumstiaton today relesied desads of s over
$200 milbon Healtlsy Food Finswiog Eatiative. whach will bnng grocery sioces sd other
bealthy food rzteilers 5o npdenvervad whan and rural commmnities asros Amenes. The
sutanye vay aumounced rodey wn Philadelphiis by Treswery Secretary Tas Geithoer and
Agnoninae Secretary Tom Vilsack The oo cobunet toenbers appeared with Fanve Lady
Mickells O, who recently liunched the Le¢ s Move! sompaap to walve the spidemic
of chuldbood ebesaty within a gescration The tnitianne 1 o partaenhip betueen e
Departmants of Treassey, Agnsndowe. and Health and Human Services

J O ra Ihe Healthy Food Finmcing Initative will promote o maage of sservennons that
expmnd accews to ntious foods wchading developmg md equipping procery viores amd
ether samll bisewes and setmlens selling Sealihy food e codunimtics that ceereutly
back these options. Rewudenss of these commmmuties, which are sometimes called “food
desart” and wre often found m ccomamically disvtrzssed arean, e sypically served by fav
food restateants and coavemence stones Tat offes liesde oo no fresh produce Lack of
re S u It a bhealtlry. affcadable food opicas can bead 10 hizher levels of obesiry and otber diet-related

dscaney, soch ay diabetes. heart disease, and caneer
d OS Thrmugh ths sen pili-year Heslshy Food Fuancing Initissive and by enpaging

0 with the peivase secter. e Obans Aduunisteaton will woek % clumuns food deven
oaros the country withas seven vears Wit the fast year of fonding. the Adomssesnaton s

80/ ) mutsative will leverage emough mvastinsnts to begin exponding healthy foods opions e
0 20%
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Otra opcidon: Impulsar un “logo saludable”
para frutas y verduras

The Heart Foundation’s tick has associated the products -
using it with good health

Pick the Healthier Choice.

The Tick is your guide to healthier choices in over 50 different
types of food. Pick the Tick and you've picked a healthier
choice, it's that simple.

1
“““““

CERTT™
You could WIN $2000 of Tick Groceries. Go to www.pickthetick.org.nz to enter. é P | Ck th e T ! Ck
Heart

HEALTHIER CHOICES FOR HEALTHIER NEW ZEALANDERS ...Foundation www.pickthetick.org.nz




Otra opcidn: Funcionalizar la fruta en
todos los segmentos

PETER RABBIT"
ORGANICS
Ee—————= = 3

organic

ORANGE and
RAISIN COOKIES

s
TESCO

TESCO o
_goodncss @
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http://www.innovadatabase.com/search/displayimage.rails?productId=1066140&type=large&guid=E97664B5-0777-4BB9-8ED1-5B6B1ABD6155
http://www.innovadatabase.com/search/displayimage.rails?productId=1016189&type=large&guid=0172BF48-77FC-49B1-A922-C5A020376523

San Antonio

Technologies

rrrrrrr
‘‘‘‘‘‘
...........

UNIVERSIDAD CATOLICA
SAN ANTONIO

UCAM

Muchas gracias!

o | Dr Javier Moran

m— San Antonio Technologies
Universidad Catdlica San Antonio



