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 Nestlé SA, headquartered in Vevey, Switzerland, is the largest global food company, with a 

diverse mix of food and beverage products.  Since Henri Nestlé developed the first milk food for 

infants in 1867, and saved the life of a neighbor‘s child, the Nestlé Company has aimed to build 

a business as the world's leading nutrition, health and wellness company based on sound human 

values and principles.  While Nestlé‘s Corporate Business Principles will continue to evolve and 

adapt to a changing world, their basic foundation is unchanged from the time of the origins of the 

company, and reflect the basic ideas of fairness, honesty, and a general concern for people in all 

countries, taking into account local legislation, cultural and religious practices (Exhibit 1).  

Through innovation of new products and renovation of existing products, Nestlé is creating and 

enhancing hundreds of products to ensure that their products continue to be ―a healthy source of 

goodness.‖ 

 Nestlé USA, a subsidiary of Nestlé S.A., covers every craving on the other-side-of-the-

Atlantic, from a child‘s sweet tooth to a grown-up‘s caffeine fix to Fido‘s appetite.  Nestlé USA 

offers hundreds of products including chocolate and confections (Baby Ruth, Goobers), 

beverages (Nestea, Taster‘s Choice), infant formula (Good Start, Nan), juices (Libby‘s), milk 

products (Carnation), pet food (Alpo, Friskies), prepared foods (Stouffer‘s) and sports nutrition 

(PowerBar).  Nestlé S.A‘s bottled water brands (Perrier, Poland Spring) and Haagen-Dazs ice 

cream are distributed in the United States by separate subsidiaries.
1
  Formed in 1991, Nestlé 

USA represents 39% of Nestlé S.A.‘s US business; composed of Nestlé USA, Nestlé Purina 

PetCare Company, Nestlé Waters, and Nestlé Nutrition.  These businesses total 24% of Nestlé 

S.A.‘s global volume. 

 

 Consistent with principles established at the company‘s headquarters, Nestlé USA 

continually evaluates its product lines and develops new products to meet changing customer 

needs.  Daniel Jhung, is a Marketing Manager of Health and Wellness within Nestlé USA‘s 

Confection division.  The Vice President of Marketing has asked Daniel to develop a strategy to 

develop a vision, strategy, and tactics to expand Nestlé‘s Nutrition, Health and Wellness (NHW) 

presence within the Nestlé product portfolio (Exhibit 2) and within the Nestlé USA Confection 

Division portfolio. 

 

 

 

Professor Michael Coombs and Nichole Fisher prepared this case for class discussion.  Cases are not intended to 

serve as endorsements, sources of primary data, or illustrations of effective or ineffective management. 
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COMPANY HISTORY 

 

 In 1867 Henri Nestlé, a pharmacist, developed a food for babies who were unable to 

breastfeed. His first success was a premature infant who could not tolerate his mother's milk or 

any of the usual substitutes. Nestlé‘s nutritious infant formula was made from cow‘s milk, wheat 

flour, and a little sugar, to which he applied a unique drying process that retained most of the 

mixture‘s nutrients.  People quickly recognized the value of the new product after Nestlé's new 

formula saved the child's life.  Nestlé marketed the formula as Farine Lactée and used the symbol 

of a bird feeding babies in a nest (The name Nestlé meant ―little nest‖ in German) as a trademark 

to give the company a clean, healthy, nurturing, and caring image.  Sales soon expanded through 

much of Europe giving the company an international orientation very early.
2
 

 In 1905 Nestlé merged with the Anglo-Swiss Condensed Milk Company. By the early 1900s, 

the company was operating factories in the United States, Britain, Germany and Spain. World 

War I created new demand for dairy products in the form of government contracts. By the end of 

the war, Nestlé's production had more than doubled. 

 After the war government contracts dried up and consumers switched back to fresh milk. 

However, Nestlé's management responded quickly, streamlining operations and reducing debt. 

The 1920s saw Nestlé's first expansion into new products, with chocolate as the company's 

second most important activity  

 Nestlé felt the effects of World War II immediately. Profits dropped from $20 million in 

1938 to $6 million in 1939. Factories were established in developing countries, particularly Latin 

America. Ironically, the war helped with the introduction of the Company's newest product, 

Nescafé, which was a staple drink of the US military.  Nestlé's production and sales rose in the 

wartime economy. 

 The end of World War II was the beginning of a dynamic phase for Nestlé. Growth 

accelerated and companies were acquired.  In 1947 came the merger with Maggi seasonings and 

soups.  Crosse & Blackwell followed in 1960, as did Findus (1963), Libby's (1971) and 

Stouffer's (1973). Diversification came with a minority shareholder interest in L'Oréal in 1974. 

 Nestlé's growth in the developing world partially offset a slowdown in the company's 

traditional markets. Nestlé‘s second venture outside the food industry was the acquisition of 

Alcon Laboratories Inc., a US ophthalmological business.  During the 1970s, Nestlé pursued the 

then popular strategy of diversification.  Coming out of a boom phase after the World War II, 

management believed that it should acquire businesses outside its original compass.  Probably to 

lessen risks.  This strategy was later rejected and Nestlé divested a number of businesses from 

1980 - 1984.  In 1984, Nestlé's improved bottom line allowed the company to launch a new 

round of acquisitions, the most important being American food giant Carnation. 
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 The first half of the 1990s proved to be favorable for Nestlé: trade barriers crumbled and 

world markets developed into more or less integrated trading areas.  In June 1997, Peter Brabeck, 

a Nestlé veteran, became CEO upon Mr. Maucher‘s retirement.  In his inaugural speech Mr. 

Brabeck stated his goal was to achieve worldwide sustainable competitiveness through four 

strategic pillars: (1) low cost, highly efficient operations; (2) renovation and innovation of the 

Nestlé product line; (3) universal and availability; and (4) improve communication with 

consumers through better branding.  Brabeck made additional acquisitions including San 

Pellegrino (1997), Spillers Petfoods (1998) and Ralston Purina (2002). There were two major 

acquisitions in North America, both in 2002: in July, Nestlé merged its U.S. ice cream business 

into Dreyer's, and in August, a USD $2.6 billion acquisition was announced of Chef America, 

Inc. (manufacturer of Hot Pockets products).  In 2003 the acquisition of Mövenpick Ice Cream, 

enhanced Nestlé's position as one of the world market leaders in this product category.  In 2006, 

Jenny Craig and Uncle Toby's were added to the Nestlé portfolio and 2007 saw Novartis Medical 

Nutrition, Gerber, and Henniez join the Company.
3
  Information regarding key Nestlé S.A. brand 

categories, and sales information is shown in Exhibit 3. 

 Mr. Brabeck readily adopted new information systems which would tie all of Nestlé‘s 

businesses together under a common technology infrastructure.  But he assiduously avoided the 

management fads of the day in favor of continuous daily improvement.  ―Nestlé is about people, 

products, and brands—that‘s it.  We don‘t want to let IT take over this company.  We are not a 

systems company.  We use technology to create better products so we can serve our customers 

better; we do not let technology lead us.  Our company is here to supply food.  The word for food 

in German is Lebensmittel—―means for life.‖  That is what Nestlé was founded to produce, that 

is what made this company succeed, and that has to be in the forefront of our thinking,‖ he says.
4
 

 

GROWTH PLATFORMS 

 

 In April 2008, Peter Bulcke succeeded Mr. Brabeck as CEO and stated that future growth of 

the firm would come from internal growth rather than acquisition.  Four complementary 

platforms have been identified that could double the company‘s sales over the next 10 years: (1) 

health, nutrition and wellness; (2) emerging markets; (3) out-of-home consumption; and (4) 

―premiumisation‖ of existing products (Exhibit 4). 

 

Nutrition, Health and Wellness 

 The nutrition, health, and wellness strategy continues to be implemented in all categories and 

regions (Exhibit 5).  ―This must be first,‖ remarked Bulcke.  ―It will be the mainstream of our 

business.‖  Nestlé Nutrition grew to CHF 11 billion in 2007 with high margins and high growth 

potential.  Nutrition was a focal point for the firm‘s R&D efforts, which were then useful in other 

businesses.  ―Our advantage is that we are the only company with both a big nutrition business, 

and a big food business, so we can support this scientific research and quickly get the product to 

consumers in multiple forms while advising them of the benefits,‖ commented a Nestlé manager. 
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Emerging markets    

 Nearly 90% of the world population is projected to live in developing and emerging countries 

by 2010 (Exhibit 6).  While over a third of 2007sales came from the developing world, Bulcke 

believed this figure could reach 40% to 50% over the next 10 years.  Nestlé plans to reach one 

billion new customers through a portfolio of ―popularly positioned products‖ (PPPs) designed to 

provide good nutrition at an affordable price on a daily basis to people at the base of the 

pyramid.  In 2007, PPPs were present across Africa, Asia, and Latin America and accounted for 

6% of Nestlé revenues.  Nestlé managers estimated that this consumer segment offered a 10-year 

$70 billion opportunity for profitable growth. 

 

 The challenge is to leverage Nestlé‘s rural presence and develop new business models and 

distribution structures that reduced system costs.  Products should be made more affordable by 

producing locally, using less packaging, or adapting the unit size to local needs.  For example, 

Nestlé‘s PPP products included smaller, less expensive pack sizes such as single serving sachets 

of instant milk powder or ―two stick‖ Kit Kat bars instead of the normal four stick package.  PPP 

products should also address specific nutritional needs, such as iron or Vitamins B and D, along 

with local needs, such as replacing milk ingredients in areas with high incidence of lactose 

intolerance.  And new distribution options, such as direct delivery in Brazil or street carts for ice 

cream, could supplement traditional venues such as supermarkets or kiosks. 

 

Out of home consumption    

 Given the growing need for convenience and rising economic standards, consumers 

throughout the world are eating more meals in restaurants and other non-home settings.  In 

mature economies, between 30% and 50% of consumer spending on food and beverages is for 

food prepared outside the home.  Nestlé estimates the size of the out-of-home market at $400 

billion. ―It‘s a large but complicated market,‖ commented Bulcke.  ―There are many more actors 

that have relationships with consumers.  Today we are the largest player in the sector with $7 

billion in revenues.  But that is from just being there, not from any concentrated actions.  We 

need to crack the code.‖  Nestlé Professional was separated as a globally managed business 

beginning in 2008.  The unit was initially concentrating on two areas: branded beverage 

solutions such as coffee and teas (where Nestlé also provides the machines) and customized 

culinary solutions, which have a nutritional focus. 

 

Premiumisation    

 Nestlé managers recognized a growing super-premium sector and saw the opportunity to 

develop exclusive, high quality versions of its existing products that will appeal to higher income 

consumers.  ―We see demand for premium products, even in the developing world,‖ said Bulcke.  

―Two years from now there will be more potential premium and luxury goods consumers in 

China than in the whole of Western Europe.  Our goal with these products is not to be 

everywhere.  We don‘t need to be in every supermarket with the lowest price.  This is about 
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value, not volume.‖  Along with the highest quality ingredients, premium and luxury products 

might include unique complements (e.g., the machine used to produce Nespresso), personalized 

services (e.g., a telephone or internet help line), or distribution channels (e.g., ―Nespresso 

Corners‖ in department stores, standalone Nespresso Boutiques in major cities, or home 

delivery).  Examples of Nestlé premium and luxury brands include Movenpick and Haagen Dazs 

in ice cream, Nespresso and Dolce Gusto in coffee (Exhibit 7), Perrier in water, Nestlé Noir and 

Perugina in chocolates, and Purina Pro Plan and Purina ONE in pet foods.
5
 

 

CREATING A NEW INDUSTRY 

 

 At Mr. Brabeck‘s urging the Executive Board, and the Board of Directors all agreed that they 

should try to create a new industry.  ―It all started with a fundamental strategic decision,‖ 

recalled CFO James Singh.  Our ultimate goal was to be recognized by consumers as ‗the‘ 

nutrition, health, and wellness company and to deliver a competitive return to our shareholders at 

the same time.  Brabeck created a new Division of Nutrition that reported directly to the CEO to 

support this initiative. 

 

 By continually adapting and improving its product mix the company has been able to achieve 

the so-called ‗Nestlé model‘ of 5-6 % organic growth and margin accretion every year.  To 

accomplish this, the scale effects of greater brand density go hand in hand with a shortening of 

product life cycles as product line extensions are stepped up.
6
 

 

Making nutrition the preferred choice: 60/40+ 

 Nestlé‘s strategy is based on offering products that have proven superiority in consumer 

preference and nutritional value over the competition.  This is based on a proprietary product 

process called 60/40+.  Championed across all Nestlé businesses by the Corporate Wellness 

Unit, the program gets its name from its dual aim: gaining the approval of at least 60% of 

consumers in a taste test while bringing a nutritional ‗plus‘.  The process helps to continually 

improve the taste and nutritional value of the products, contributing to market share gains and 

improved profitability.  To have the most impact, the program focuses on Nestlé‘s best-selling 

products.  Products with a sales value of CHF 14.6 billion were tested in 2007, making 60/40+ 

the largest nutrition-focused program in the food and beverage industry. 

 

 The nutrition, health, and wellness vision is not limited to a single division; indeed, the new 

strategy is implemented in all Nestlé categories from infant formula to candy to pet food.  The 

earlier adopted 60/40 benchmarking standard was enhanced to require a nutritional advantage, 

leading to‖60/40+.‖  ―One of our opportunities is to update our current products to be relevant,‖ 

explained Singh.  ― It‘s about taking things out—salt, sugar, fat—to give them a healthier profile 

and then putting in other things—whole grains, more calcium, Omega-3s, antioxidants—to make 

them more nutritious.  Every year, one third of our product portfolio is 60/40+ tested.‖  In 2003 
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and 2006, Nestlé adjusted recipes to remove 34,000 metric tons of trans fatty acids, 5,000 metric 

tons of salt, and 204,000 metric tons of sugar from products.  Nutritional improvements were 

also introduced in indulgence categories such as ice cream (e.g., Nestlé’s Dreyer’s Slow Churned 

brand uses low temperature freezing technology that produces ice creams with 50% less fat and 

30% less calories while maintaining a taste that is as rich and creamy as their full fat equivalent), 

confectionary (e.g., chocolate snacks made with healthy ingredients such as fiber or yogurt 

fillings), and chocolate (Nestlé supports Australia‘s ―switch to dark chocolate‖ campaign).  For 

pet foods, Nestlé produces offerings with natural ingredients and develops special formulations 

for different ages, sizes, and breeds.
7
 

 

 Three major acquisitions were made in the specialty nutrition area to establish a platform for 

growth: Jenny Craig (2006), a U.S.  chain of weight loss centers which allowed Nestlé to enter 

into the area of weight management; Novartis medical nutrition (2007), which reinforced 

Nestlé‘s position in healthcare nutrition; and Novartis ‗s Gerber baby foods business (2007), 

which extends the company‘s leadership across key areas of infant nutrition.   

 

 Today, Nestlé‘s core business strategy is Nutrition, Health and Wellness - offering products 

of superior value to those of their competitors, which improves both consumer wellbeing and 

Nestlé sales results.  By responding to consumers‘ changing needs, integrating further into 

society and communicating clearly, Nestlé brands and customer loyalty are strengthened, 

bringing long-term enhanced growth, market share and profitability. Increasing numbers of 

consumers get access to safe, high-quality, nutritious food products. They also gain a greater 

knowledge of health issues, as well as a better understanding of how they and their families can 

use Nestlé products for a safe, healthy and enjoyable diet.  

A GLOBAL VISION, A WORLDWIDE PROMISE: ENHANCING THE QUALITY OF 

LIFE 

 Nestlé is more than just the largest food and beverage company in the world.  Increasingly, 

Nestlé is becoming the world‘s leader in nutrition, health and wellness. 

Safe, nutritious food can have a significant impact on chronic diseases. Nestlé has truly 

understood this dynamic and is delivering genuine shared value through its products in 

society.  As an increasing number of societies begin to move out of poverty, it‘s quite 

likely that over a period of years, the disease profile changes from infectious diseases as 

the main cause of death, especially among children, to an emphasis on chronic, mostly 

non-infectious, diseases, which primarily affect adults and the elderly. Safe, nutritious 

food, especially if it is fortified with key micronutrients that are present in the average 

diet in insufficient amounts, can have a significant impact on chronic diseases, precisely 

because there is a huge incentive for enlightened manufacturers to contribute to public 

health at the same time as they are growing their penetration. From my experience in 
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Mexico, I believe that Nestlé has truly understood this dynamic and is delivering genuine 

shared value through its products in that society. --Julio Frenk, former Secretary of 

Health of Mexico 
8
 

 Through science-based nutrition products and services, Nestlé Nutrition helps enhance the 

quality of people's life by supporting health and providing care for consumers with special needs 

at every stage of life.  This message is clearly presented throughout the company‘s website.  

―Nestlé Nutrition is building a pioneering new organization at the cutting edge of nutritional 

science. We are not in the food-and-beverage business, nor in the pharmaceutical business. We 

are breaking new ground where both those worlds meet.‖
9 

 From the start, nutrition has been at the core of Nestlé‘s business.  However, today Nestlé 

places far greater emphasis on nutrition—and on health and wellness.  Nestlé‘s Corporate 

Wellness Unit and the individual business units are driving forces in bringing ―Good Food, Good 

Life‖ to all their consumers.  Nestlé‘s website 
10

contains the following information about this 

initiative: 

Nestlé.  Good Food.  Good Life 

We use four simple words to describe what we believe in and what we offer consumers 

around the world:  ―Good Food, Good Life‖. 

Food and beverages play an increasingly important role in people‘s lives – not only 

because of the enjoyment and social pleasure of meeting together, but more and more in 

terms of personal health and nutrition. 

Although it‘s important, nutrition is only one aspect of ―Good Food, Good Life‖.  

Consistent quality and safety, as well as value-for-money and convenience, all play a 

part.  Above all, great taste is fundamental to our products and our consumer‘s 

appreciation of good food. 

Research & Development 

It‘s the task of our research and development (R&D) to apply the nutritional science and 

expertise to create products that combine great tastes with nutritional benefits.  We firmly 

believe that our research can make better food.  So that more and more people live a 

better life. 

Through continuous innovation of new products and renovation of existing products, 

Nestlé is creating and enhancing hundreds of Nestlé products, especially in terms of their 

nutritional benefits. 
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The Nestlé group invests around CHF 1.5 billion (equivalent to USD 1.2 billion) in R&D 

every year.  It‘s more than any other food company—both as a percentage of sales, and in 

absolute terms. 

Nutrition: the core of the Nestlé business 

Nutrition has always been at the core of our business.  Indeed, the company was founded, 

back in 1866, on the launch of an innovative, nutritious baby food. 

Now, almost 150 years later, we live in a very different world.  The global population has 

grown to over 6 billion.  People are living longer.  Living standards have improved.  

Lifestyles have changed. 

These and other demographic factors have had a considerable influence on Nestlé—both 

in terms of the products we make and the way we run our business.  Nestlé today is at the 

forefront of providing customers with food and beverage solutions that generate a long, 

healthy life. 

Priority on nutrition, health and wellness 

More than ever before, we are putting our priority on foods and beverages that contribute 

to nutrition, health and wellness—for everyone, and that includes babies, growing 

children, senior citizens and other people with special dietary needs. 

The Corporate Wellness Unit is responsible for driving the nutrition, health and wellness 

orientation across the whole of Nestlé—covering the entire portfolio of our products, all 

over the world.  The Corporate Wellness Unit‘s ‖Wellness in Action‖ strategy aims 

consistently to deliver better tasting, better for you nutritional products and solutions 

We have a global network of Wellness Champions in all our business units and in every 

country.  Their job is to facilitate, inspire, motivate and drive wellness initiatives.  

The Nestlé Nutritional Compass which is being included on all our packaging is user 

friendly, easy to read and puts nutrition into a wider context.  It comprises three elements: 

 Good to know.  Which gives factual information on nutritional content. 

 Good to remember, which gives tips for healthy lifestyle, cooking and diet. 

 Good to talk. Which invites the consumer to call our consumer services teams or 

log on to our websites. 

Contributing to Nutrition and Health and Wellness 

 Many Nestlé products are naturally beneficial from a nutritional point of view.  They include 

breakfast cereals, milk and dairy products and bottled waters, all of which are also excellent 
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Carriers of Branded Active Benefits (BAB).  But what about ice cream?  What about chocolate 

and confectionery? 

 In a balanced diet, these enjoyable and sometimes indulgent products definitely have a role to 

play.  We should all make sure we have plenty of healthy exercise, but then a modest amount of 

―mainly for pleasure‖ foods can also be part of Good Food, Good Life.  Nestlé applies their 

nutritional expertise to these products as well.  For example, Dreyer’s Slow Churned and 

Haagen-Dazs Light ice creams use proprietary technology to deliver the same, or even better 

taste than regular ice cream, but with half the fat and a third fewer calories.  In confectionery, 

Nestlé has introduced many sugar free products, including Polo, as well as lower sugar content 

in products such as Kit Kat Light.   The over-riding factor is not to sacrifice taste.  But whenever 

there is an opportunity, Nestlé finds solutions that also contribute to nutrition, health and 

wellness. 

 Nestlé‘s heritage and global leadership in the food and beverage market provides an 

unrivalled route to market as well as economies of scale in core functions such as R&D, 

manufacturing and marketing. ―As part of the Nestlé group we can touch the lives of consumers 

all over the world; through our businesses in Europe, North and Latin America, the Far East, 

India, China and Africa, we can gain insight into the nutritional needs of people in 70 markets in 

every continent on the globe.‖
11

 

Nutrition, Health and Wellness Profile 

 From the very origin of the company, Nestlé‘s strategy has been based on nutritious products 

that contribute to the health and wellbeing of consumers.  In recent years, Nestlé has reinforced 

this strategy, becoming the world‘s leading nutrition, health and wellness company, with total 

group sales of CHF 107.6 billion. 

 

 Nestlé invests in continuous product development and renovation to enhance product quality 

and nutritional value.  The company also continually adapts products to meet consumers 

changing preferences, as they evolve beyond taste, enjoyment and convenience towards the 

added benefits of nutrition and personal health.  Research & Development has a critical role to 

play in delivering the Nestlé model.  ―Given our internal growth targets, CHF 3 billion of new 

sales has to come from renovation / innovation each year.  Therefore we must understand the 

global business strategy to see where R&D should be working.  The goal is to identify the sweet 

spot of three elements: what is needed by the consumer, what is technically and scientifically 

feasible, and what is commercially viable,‖ says Professor Bauer, executive vice president of 

innovation, technology, research and development.  Prioritization is crucial given the numerous 

opportunities.  Ten research projects that have the ability to be ―transformational‖ are selected 

each year and monitored at the corporate level.
12
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 Nestlé has been shifting their product offering towards health enhancing products primarily 

in nutrition (Gerber, etc.) and organic growth (US bottled water).  The company now has a 

balanced portfolio of exposure to Health Enhancing categories at an estimated 31% of sales, 

Health Neutral categories, with an estimated 35% of revenues; and Indulgence categories with 

an estimated 34% of group sales (Figure 1). 

 

Figure 1: Competitive Comparisons on Health Categories 

Company Sales Health Enhancing 

% of Total 

Neutral 

% of Total 

Indulgence 

% of Total 

Nestlé 107,552 30% 35% 34% 

Danone 14,468 68% 19% 13% 

Unilever 21,588 12% 56% 32% 

Cadbury 5,084 3% 21% 77% 

Company data, Jefferies International Limited estimates, November 5, 2008 

 

Nestlé is also using different approaches for various markets to better accommodate the 

nutritional and product value needs of the different communities. 

 

Mature Markets: 

1. A ‗Premiumised‘ offer goes hand in hand with greater capture of the route to market 

value chain and rests upon a greater product turnover velocity.  

2. A Mid level offer increasingly concentrates on volume packs and addresses the discount 

concepts underpinned by longer product lifecycles. 

3. The apex of the top end product offer is increasingly being distributed by an internally 

controlled route to market, thereby enabling a by passing of both the wholesaler and 

distribution channel.  Nespresso, where the pods are delivered directly through 

consumers letterboxes and rely on a web based Nespresso club membership guaranteeing 

48 hours delivery, is a case in point.  Mature market focus is for premiumisation 

combined with shortened product lifecycles; Nestlé is shifting its offer up market through 

a long term strategy of premiumisation by bolstering ‗lifestyle‘ type products positioned 

at the top quality end of the spectrum—Nespresso, Jenny Craig, Baby Food & Formula, 

Movenpick Ice Cream, Callier Chocolate, San Pellegrino and Purina to name but a few. 

 

Emerging Markets: 

 In emerging markets the approach is for a high quality, reliable, nutritional value approach to 

the product offer to address the full consumer pyramid. 



Nestle USA: Nutrition, Health and Wellness in Confections February 2009 
 

Copying or posting is an infringement of copyright. Page 11 
 

1. Nestlé offers a strong base product range (typically an estimated 60% of mature market 

SKUs) to the modern channel while offering single portions on limited range (an 

estimated 20 - 50% of the Emerging modern channel SKUs) to the traditional channel, 

and only the core range broken down to single portions for the Direct Store Delivery 

(DSD) platform where only 10 - 20% of the Emerging market modern channels‘ SKUs 

would be offered.
13

 

 

CONFECTIONERY 

 

 According to Euromonitor, the confectionery business consists of just three main 

subdivisions: sugar, gum and chocolate.  Nestlé is active primarily in chocolate (90%) and, to a 

lesser extent, sugar confectionery (10%).  Looking at the sector overall can best be misleading.  

The analysis can be even more skewed as the ‗chocolate‘ business itself is split into three 

subdivisions: impulse, tablet, and pralines.  

 

 Industry revenue has increased at an average annual rate of 0.8% in the five years leading to 

December 2008, compared to average real GDP growth of 2.6%.  As this industry is performing 

below the level of the overall economy, this suggests it is in the mature phase of the life cycle.  

Thus, this sector is a prime candidate for innovation and renovation. 

 

Figure 2: Confectionery Market Size and Growth 

Size (USD m) 141,245 Category CAGR 2002-2007 7.5% 

% of food, pet & beverages (FPB) 7% Global Packaged food CAGR 2002-2007 6.8% 

% of Nestlé‘s FPB sales 12% Category CAGR 2007-12E 2.4% 

EBIT margin of Nestlé segment (2007) 12% Global packaged food CAGR 2007-12E 2.4% 

  Growth in Nestlé segment (2007) 5.3% 

  Nestlé segment CAGR 2002-07 3.5% 

Sources: Company data; Euromonitor; Helvea. 

 

 Major sources of sales have maintained stability during the past five years, but the nature of 

this industry is such that new products are entering the market constantly.  Gourmet chocolates 

and more recently, organic chocolate have been more successful in the past few years in 

comparison to other chocolate types.  Consequently, technology is at a modest level, and so it 

has not required substantial alteration recently, merely maintenance and some upgrading of plant 

and equipment.
14

 

 Confectionery consumption is split across the world markets with the greatest consumption 

in more developed, higher income regions of the world.  Confectionery consumption in Western 

Europe is almost twice that in the North American market. 
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Figure 3: Confectionery Regional Split 

 

 

 Global market shares have been very similar among the largest players in the past.  However, 

a recent offer by Mars to acquire the chewing gum business of the William Wrigley Corporation 

will undoubtedly change the long-standing configuration of the indusrty and result in Mars 

capturing the largest market share in confections worldwide and thus, increasing competition 

further.  Due to the seasonality of these products, marketing expenditures and product innovation 

will remain high. 

 

 Finally, like the ice cream business, confectionery is ultimately an impulse segment: 30% 

planned purchases, 70% unplanned.  Retail presence and the prevalence of convenience stores 

can drive demand.  Furthermore, distribution channels in the confectionery business are much 

more fragmented than for the food sector over all.
15

 

 

 Health and nutrition is an important demand determinant.  Many of the industry‘s products 

are perceived as being unhealthy.  Confectionery and snack food products are often high in 

saturated fat and sugar relative to other products.  Over the past decade, strong relationships have 

been discovered between the consumption of saturated fat and heart disease as well as the groups 

within the community abstaining or reducing their consumption of confectionery and snack food 

products.  It is fair to say that as people‘s health consciousness grows the consumption of this 

industry‘s products will suffer unless the industry can produce products lower in sugar and fat.
16

  

This has been partially offset by increasing evidence that dark chocolate is very healthy as it is 

rich in antioxidants, and can be beneficial in many ways (Exhibit 8). 
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Figure 4: Confectionery Market Shares and Characteristics 

 

 

 The confectionery industry spends a reasonable share of its sales revenue on advertising, so 

this impacts on which brands are purchased at the retail level.  Advertising is used to generate 

new interest in confectionery.  The introduction of innovative products provides a major stimulus 

for demand, e.g., low fat/low calorie chocolate.  In addition, line extensions have proven to be a 

popular method of igniting new interest in existing products.  Consumption is influenced by the 

seasons, the time of day, and the scheduling of special events.  Chocolate sales are also seasonal 

and tend to be highest in the colder months between December and April.  Peak sales are also 

recorded during special Christian events, like Easter and Christmas.  Other special gift occasions 

like Valentine‘s Day and Mother‘s Day also generate demand for confectionery, especially 

boxed chocolate.
17

 

 

United States Confections Category 

The chocolate category drives US confections sales, with 70% of sales and a 4.3% growth 

rate.
18

  Although only 30% of the category, sugar confections are also seeing a healthy 3.8% 

growth.  Hershey and Mars lead the category with 45% and 37% of the market, respectively.  

Nestlé has an11% share.  Exhibit 9 displays the brand positioning and primary target of several 

popular Nestlé brands within the snack confectionary category. 
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Figure 5: Comparative Sales and Growth Rates 

 

INCREASED CONSUMER AWARENESS 

 

 In the 1990s when the dust settled in the soft drink battles Coca Cola had captured the greater 

market share in the fast food outlets.  Pepsi was number two.  The acquisitions of Taco Bell, 

Pizza Hut, Kentucky Fried Chicken, and California Pizza Kitchen provided Pepsi with a small 

increase in sales.  Pepsi went looking for new markets to conquer and found unexplored territory 

in two new areas: vending machines at schools and on city-owned property.  California ―is 

definitely an area of focus in the cola wars right now,‖ says Jeff Brown, director of public affairs 

for Pepsi-Cola, a unit of PepsiCo Inc., Purchase, New York.  ―There‘s growing interest.  Most 

cities are looking for ways to raise revenue without raising taxes.‖
19

 

 

 The deals all worked in generally the same way: Either Pepsi or Coke will pay the city, 

university or school district an upfront marketing fee.  In addition, the soda maker will pay the 

public entity a commission for every can, bottle, or fountain drink that is sold.  The cola 

company usually throws in other incentives too, like sport-utility vehicles or vans, product 

donations and sponsorship of fundraising events.  In return, the manufacturer gets the right to be 

the exclusive soft drink supplier in the city or school campus, installing hundreds and sometimes 

Primary Consumers: Sugar Singles (2-17yrs), Chocolate Singles (18-44yrs), King Size (35+yrs)

Candy is an impulse-driven category, with practically all front end candy sales purchased on 

impulse.  Therefore, increased exposure will likely lead to increased purchases.
 Front end/check out lanes represents the last consumer touch point at retail

 Placement on front ends is typically negotiated between Retailers and Manufacturers via 

Rack Share Agreements

Features and displays significantly impact sales volume.  Incorporating these tactics:
 Results in a +200-500% lift in consumption for Singles

 Increase King consumption +80-125%

NESTLE
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thousands of vending machines at mutually agreed upon locations.  This was a hotly contested 

market segment and The Wall Street Journal reported that Pepsi made the following deals: Pepsi 

paid the City of Sacramento as much as $500,000; the University of California-Riverside 

received $300,000; and the Sweetwater Union H.S. District reportedly received $445,000.  The 

City of San Diego expected to receive $1.5 million up front—and between $6.7 and $23.6 

million over the next 21 years as part of the deal for Pepsi to be the exclusive vendor of soft 

drinks on city property.
20

 

 

 Within two years the vending machine fizzle was gone from the can.  With the equivalent of 

10 teaspoons of sugar in each can, students were consuming too many empty calories—and their 

waistlines showed it.  California State legislators, spurred on by angry parents, filed legislation 

barring the sale of sodas from schools. Sen. Deborah Ortiz, (D-Sacramento) said she found it 

hypocritical for schools to teach good nutrition while accepting revenue from soda vending 

machine sales.  Important dates reflecting changing consumer reactions to snacks is shown in 

Figure 6. 

 

Figure 6: Community Reactions to Junk Food 

 

―Children learn from what we tell them, but also what we sell them,‖ she said.
21

  In 2005 

Governor Schwarzenegger signed legislation banning the sale of junk food at California schools.  

Recognizing an increasing shift by consumers to healthier foods, soft drink manufacturers have 

responded by adding conveniently sized containers of water in their vending machines.  

Currently, labels on Nestlé‘s Arrowhead water remind the consumer that water is an excellent 

alternative to carbonated soft drinks which may contain as much as 10 teaspoons of sugar in a 

single can. 

Negative press in the 80s and 90s regarding obesity has led to voluntary and 

legislative action.
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Source:  NPD Group, “Snacking Opportunities” presentation, November 2008.
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Improved Approach for Marketing to Children 

 In an effort to encourage better choices in the foods children eat, 13 food retailers 

participated in the Better Business Bureau‘s Children‘s Food and Beverage Advertising Initiative 

(CFBAI) in 2007and agreed either to not engage in child-directed advertising or to feature only 

better-for-you products in child-directed advertising. Nestlé has joined in this program.
22

 

 

 With soda sales at schools in check the sale of dried fruit snacks increased significantly in 

2005 and beyond (Figure 7).  Consumer interest also increased in other foods of the Health and 

Wellness category.  

 

Figure 7: Trends in Consumption of Dried Fruit 

 

 
 

How Has the Snacking Category Responded? 

 The soda industry experienced severe pressures as consumers‘ mindset began to shift from 

―fad diets‖ to a focus on health, wellness and balance in their daily eating.  The ―Good For You‖ 

(non-fat, low sugar, high fiber) message is increasingly communicated to consumers of many 

products in advertisements and in package labeling.  ―Source of Goodness‖ and ―Lack of Bad‖ 

products that communicate this new product positioning are shown in Exhibit 10.  PepsiCo, 

launched its Smart Spot label (www.smartspot.com.), which according to PepsiCo, ―The Smart 

Spot symbol – the symbol of Smart Choices Made Easy – is a simple labeling system that 

explains why each product is a smart choice.‖  This labeling strategy highlights a ―source of 

goodness‖ within an essentially indulgent snack category.  PepsiCo‘s SunChips brand is a perfect 

17

The Dried Fruit category has grown 4% per year over the past 5 years, although 

growth has really picked up in the last few years

Dried Fruit Category

Source: Mintel, Nuts and Dried Fruit, July 2007, US
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example of this healthier positioning by communicating to consumers the whole grain 

ingredients (www.sunchips.com).  Hellmann‘s Mayonnaise (3 simple ingredients: oil, vinegar, 

and eggs) has also made similar positioning with their ―real‖ campaign ( www.bestfoods.com).  

Lay‘s potato chips are simply potatoes, salt, and sunflower oil.  It‘s not about what‘s bad, but 

more about what goodness has been put in (Exhibit11). 

 

 ―Source of Goodness‖ product positioning was introduced around the same time as 

campaigns focusing on ―Lack of Bad‖ qualities.  The perceived negative qualities of some 

products is reduced with smaller portions, controlled calories, and acceptance of healthy 

snacking as evident in the Nabisco 100 Calorie Packs
23

 and Skinny Cow Ice Cream 

(www.skinnycow.com).   

 

 Additional snack foods with a positive momentum in the nutrition, health and wellness area 

include confections and related categories.  According to Nielsen Data (see Figure 8 below), 

these categories have seen an average of 10% growth.  For example, ―poppable chocolate 

candies‖ support NHW objectives since many are (1) low in fat while (2) poppability allows for 

better portion control. 

 

Figure 8: Snacking Category Trends 

 

 

 

 

 

 

 

 

 

 

 

 Nestlé has also succeeded in this healthier snacking paradigm by launching dark chocolate 

versions of top selling confection bars (Exhibit 12) and by an increasing focus on its already 

popular Raisinets brand which finds a home in both the Dark Chocolate and he Health and 

Wellness categories.  Raisinets represents the best of both worlds:  a dried fruit surrounded by 

dark chocolate rich in anti-oxidants, while also providing consumers with a ―poppable‖ portion 

size.  With this happy harmony of indulgence and health it is a ―better for you‖ candy treat.  

Figure 9 lists additional confections which come in poppable portions such as, Milk Duds 

Note:  * includes Whoppers, Junior Mints, Milk Duds, Flipz, Goobers, Sno-Caps, Junior Caramels, Buncha Crunch

Source:  Nielsen & Strat Planner
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(chocolate covered caramel pieces), Nestlé Goobers (chocolate covered peanuts) and Junior 

Mints (chocolate covered mint cream balls). 

 

Figure 9: Health and Wellness Confections 

 

 

How are Consumers Responding? 

 However, not all confection products are capturing consumers.  A November 2008 survey of 

food, drug and mass merchandisers indicates that some ―Good For You‖ products are struggling, 

while sales of others are flat.  Sales of Cocoa Via are down 37% compared to the yearly average 

(Exhibit 13).  On the other hand Attune Wellness Bars have started well (Exhibit 14).  Success 

also varies by outlet: Dove Beautiful Chocolate sells well in Target stores; Sunsweet Plumsweets 

sell primarily in grocery stores (Exhibit 15). Sales also differ by customer demographics for 

confectionary (Exhibit 16) or healthy snacking products (Exhibit 17).  In general, Nestlé 

products can be found in every aisle in a typical store (Exhibit 18).  However, market share for 

retail confectionary varies greatly by each trade channel (Exhibit 19). 

 

 Research exploring the consumption of snacks from 1996 to 2008 clearly shows Americans 

are not avoiding snacks but are increasing their consumption of snacks (Exhibit 20), eat snacks 

primarily at home (Exhibit 21), from confections categories (Exhibit 22) and which can be 

enjoyed one piece at a time (Exhibit 23).  Consumption patterns of population segments also 

differ when the consumer is alone or with friends (Exhibit 24) and by the extent that they are 

healthy eaters in general.  A 2008 U.S. Government study comparing comparing population 

segments with a Healthy Eating Index (HEI) based on the quality of a person‘s diet found that 

Healthy Eaters are most likely to snack on fresh fruit (75%) while Less Healthy Eaters will 

choose carbonated soft drinks at a rate that is two times their selection of fresh fruit (Exhibit 25).  

Less Healthy Eaters are more likely to choose carbonated soft drinks (27%), ice cream/novelties 

(27%), candy/gum (19%) or cookies (18%) before reaching for fruit. 

 

Source:  Nielsen, TNS Media (Zenith)
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 Food consumption is trending away from the traditional pattern of ―three square meals per 

day‖ to more frequent eating of smaller portions; say, every few hours.  Interestingly, individuals 

who eat more often are found to be healthier eaters; confirming an increasing awareness of 

quality but also of quantity (Exhibit 26).  Portion control with poppable chocolate is also an 

effective method for those who still want to indulge in sweet snacks, but who attempt to maintain 

a healthy lifestyle.  Consumers appreciate and are more receptive to candy and snacks which 

contain healthy ingredients (Exhibits 27 and 28).  Examples of well received and successful 

selling products of this type include product characteristic combinations of healthy and 

indulgent; such as, chocolate covered raisins or trail mix which contains chocolate chips in 

addition to nuts and grains. 

 

LOOKING AHEAD 

 

 In April 2008 Peter Bulcke replaced Peter Brabeck as CEO, part of a carefully planned 

succession almost 2 years in the making.  The new CEO shared his predecessor‘s philosophy 

regarding leadership and the importance of the Nestlé culture in obtaining long-term 

performance.  However, Bulcke did see a different path for the company over the coming years: 

 

Our future growth will come from internal growth, which is different from the past where 

we have had a number of important acquisitions.  We have built an incredible foundation.  

Our top strength is our product and brand portfolio.  People use our products every day of 

their lives, every minute of the day.  In addition, R&D is now a fantastic platform, and it 

is up to us to leverage it better.  It must be aligned with our consumer platforms, to make 

sure we are a consumer driven company.  Our third strength is our global presence.  We 

have time-tested expertise in every corner of the world.  We know where to be, how to 

work in that country.  Finally, we have our people and our Nestlé culture, which is strong 

in every part of the world.  My challenge is to drive growth from this asset base by being 

as efficient and as productive as possible.
24

 

 

 As the Marketing Manager of Health & Wellness in Confections, Daniel Jhung considers his 

assignment from the VP of Marketing.  Daniel recognizes the need to develop a vision, strategy, 

and tactics to grow the Nestlé nutrition, health and wellness presence in the confections space 

using existing Nestlé USA brands by developing specific recommendations on: 

 

1) Product Innovation Platforms including game changing innovation, renovation and line 

extensions, 

2) Re-Positioning and Consumer communication, 

3) Trade/Merchandising strategy. 
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Daniel also recognizes that while global brands could be part of the strategy that his assignment 

will need to emphasize Nestlé USA brands for both confections and non-confections products.  It 

is clear that the market is ready for a new product.  Which market segment will he target?  Which 

outlets?  And most importantly, what will capture the the best balance of indulgence and 

healthfulness.  He reflects on the task before him and wonders: ―What will be the optimum 

strategy?‖ 
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Exhibit 1: Nestlé Corporate Business Principles 

Nestlé is committed to the following Business Principles in all countries, taking into account 

local legislation, cultural and religious practices: 

 Nestlé's business objective is to manufacture and market the Company's products in such 

a way as to create value that can be sustained over the long term for shareholders, 

employees, consumers, and business partners.  

 Nestlé does not favor short-term profit at the expense of successful long-term business 

development.  

 Nestlé recognizes that its consumers have a sincere and legitimate interest in the 

behavior, beliefs and actions of the Company behind brands in which they place their 

trust, and that without its consumers the Company would not exist.  

 Nestlé believes that, as a general rule, legislation is the most effective safeguard of 

responsible conduct, although in certain areas, additional guidance to staff in the form of 

voluntary business principles is beneficial in order to ensure that the highest standards are 

met throughout the organization.  

 Nestlé is conscious of the fact that the success of a corporation is a reflection of the 

professionalism, conduct and the responsible attitude of its management and employees. 

Therefore recruitment of the right people and ongoing training and development are 

crucial.  

 Nestlé continues to maintain its commitment to follow and respect all applicable local 

laws in each of its markets. (www.Nestlé.com/allabout/allaboutNestlé.htm) 

http://www.nestle.com/allabout/allaboutnestle.htm
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Exhibit 2: Market Share of Key Nestlé Brands 
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Exhibit 3: Nestlé background information 

 

Jefferies International Ltd., p.44 
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Exhibit 4: Platforms for Future Growth  
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Exhibit 5: Growth in Nutritious Products. 
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Exhibit 6: World Population and Increasing Income Levels. 
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Exhibit 7: Added Services Across the Value Chain 
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Exhibit 8: Increased Focus on Healthy Ingredients. 
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Exhibit 9: Brand Positioning and Primary Target of Several Nestlé Brands. 

 

 

Nestle has brands that appeal to 

every consumer!
Nestle Brand Primary Target Brand Positioning

Raisinets

Adults 25-44

& Moms w/kids 6-12

Raisinets is the sunny, chewy, chocolate, "feel 

good' treat that brightens your moment with pure 

pleasure and no regrets

Crunch Males & Females 18-49

For people who enjoy simple pleasures in life, 

Nestle Crunch taps into the carefree, child-like joy 

of eating chocolate with its simple and delicious 

combination of milk chocolate and airy crispies

Butterfinger Males 18-34

Nestle Butterfinger provides one-of-a-kind pleasure 

that makes the most of any moment

Baby Ruth

Males & Females 18-44

& Baseball Fans

For people who want to savor the good things in 

life, Baby Ruth is the candy bar you love to take 

time with because it has a complex combination of 

tastes and textures you can really sink your 

teeth into

Wonka Tweens 8-14

Wonka is the only treat that gives you entry into 

the wacky world of Willy Wonka to experience 

unpredictable, edible fun!

Wonka Nerds Tweens 8-14

Nerds is lots of tiny candy you can eat in lots of 

fun, playful ways

Wonka Gobstoppers Tweens 8-14

The original, EVERLASTING GOBSTOPPER is a 

yummy jawbreaker changing fruity flavors and 

flavor rings. Just as magical as WONKA's factory!

Wonka SweeTARTS Tweens 8-14

SweeTARTS combines both sweet and tart into 

one treat so you don't have to choose between two 

tastes you love

Wonka Laffy Taffy Tweens 8-14

Laffy Taffy is the stretchy, fruit-flavored taffy with a 

long-lasting chew that you can enjoy for a really 

long time

Women 35-64
Fun-loving indulgence the way Mother Nature intended
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Exhibit 10: “Source of Goodness” & “Lack of Bad” Product Examples. 
 

 
 
 

14

Permissible Indulgence Case Studies

Brands in traditionally more indulgent categories (hot dogs, chips, mayo, cookies, ice 

cream) have learned to successfully position themselves in a more permissible way

Source of 

Goodness

Lack of Bad

$113MM, +11%

$873MM, +10% $205MM, +13%

$504MM, +13%

$323MM, +33%

$137MM, +35%

Source:  Nielsen Strat Planner
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Exhibit 11: Examples of “Source of Goodness” product messages. 
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Exhibit 12: Chocolate Confections Categories 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Exhibit 13: Brand Performance 
 

 
 

Key Health Claim Brands 2008 vs. 2007 Performance

Cocoa Via $5,042,397 -37.4

Sunsweet Plumsweets $2,199,236 22.1

Attune Wellness Choc Bars $723,281 1878.0

Hershey Antioxidant $595,073 26.6

Hershey Whole Bean $533,743 32.2

Dove Beautiful $450,728 0

Dove Vitalize $360,919 0

Dreamerz Pillow Pieces $5,833 0

Total $9,911,210 -7.6
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Exhibit 14: Growth Driven By New Products. 
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Exhibit 15 Distribution by Channel 
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Exhibit 16: Consumers Who Favor Confectionary Snacks. 
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Exhibit 17: Consumers Who Favor Healthy Snacks. 
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Exhibit 18: Nestlé Brand Coverage in Supermarkets 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Confections Insights

 Candy is merchandised in three primary sections within a typical store: 

front-end checkstands, the in-line set and/or the seasonal section.  The in-

line set is the largest contributor to the category, representing 60% of Total 

Category sales.

 Candy is an impulse-driven category, with practically all front end candy 

sales purchased on impulse.  Thus, in-store merchandising and secondary 

displays will significantly impact on how much candy is purchased.

NESTLNESTLÉÉ PRODUCTS CAN BE FOUND IN EVERY AISLE!PRODUCTS CAN BE FOUND IN EVERY AISLE!

Source: Nielsen 3COT (Grocery, Drug and Mass, excluding Walmart) 52 weeks ending 12/30/07
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Exhibit 19: Retail Market Share by Trade Category 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Nielsen 3COT (Grocery, Drug and Mass, excluding Walmart) 52 weeks ending 12/30/07 

 

Exhibit 20: Americans More Accepting of Snacks 

Retail Confectionery 

Mass X Wal-Mart

4.7%

Others

24.9%

Vending

4.2%

Dollar Stores*

2.9%

Supermarkets

15.3%

Convenience Stores

15.0%

Wal-Mart

11.4%

Drug Stores

8.6%

Warehouse Clubs*

7.6%

Bulk

5.4%

* * Others include: department stores, food service and ingredient sales, fundraising, give-aways, 

independent grocers, mail order/internet, military, specialty/candy stores, theaters and concessions

*estimates

NCA 2007 estimates based on IRI, U.S.

Department of Commerce, MSA 

Vending Data, NCA Shipment Report 

and other industry sources.

Market Share by Trade Channel

Source: NCA 2007 Industry Report – United States Confectionary Market
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Exhibit 21: Between Meals Eating Patterns. 

 
 

Exhibit 22: Snack Food Consumption Categories. 
 

 

16
Proprietary and Confidential

The home is the most common place for us to snack

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Total Morning Afternoon Evening

Home Away

Between Meal Eatings – Where Eaten By Day PartBetween Meal Eatings – Where Eaten By Day Part

CONFIDENTIAL– Source: SnackTrack 2 Years Ending June 2008

15
Proprietary and Confidential

Gum is the top item consumed in-between meals

Source: The NPD Group’s SnackTrack Year Ending June 2008; 

*Snack Foods are a set group of foods generally perceived to be snack foods

Share of All Snack Food* Eatings Consumed at Snack Time OccasionsShare of All Snack Food* Eatings Consumed at Snack Time Occasions

11.7%

9.2%

8.1%

6.3%

5.6%

4.2%

4.1%

4.0%

3.7%

3.1%

Gum

Fresh Fruit

Chocolate Candy

Breath Mints/Candy Mints

Non Chocolate Candy

Nuts

Ice Cream

Potato Chips

Cookies

Bars
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Exhibit 23: Considerations in Choosing Snacks. 

9%1%Does not promote tooth decay

3%1%Enhances my skin with natural ingredients

4%2%Helps one sleep better

4%2%Compensates for other unhealthy foods eaten

18%6%Promotes relaxation

11%6%Helps one calm down

10%2%Helps one stay within diet

9%5%Helps to wake one up

11%5%Improves mental concentration

16%5%Is a good balance between health and enjoyment

10%7%Is safe to share (non-allergenic)

11%7%Provides long-lasting energy

21%11%Does not make one feel guilty after eating

19%16%Provides immediate, quick energy

34%28%Can be enjoyed one piece at a time

All Snacks

Confections 

(mostly 

chocolate)

Health and/or Functional Benefits

Source:  2004 Nestle snacking segmentation study.

What role does health / nutrition play in candy consumption?

Currently, portion control is the most common health-related benefit 

that people seek from candy (28%).  While a substantial minority also 

seek snacks that are less guilt inducing (21%), candy currently doesn’t 

meet this need as well as other snacks (11%).

 

Exhibit 24: Confections Preferred Away From Home. 
 

 

12
Proprietary and Confidential

Situational Landscape for Snack Food Consumption

In Home - 64% of eatings

Alone
40%

Social
24%

CONFIDENTIAL– Source: SnackTrack 2 Years Ending June 2007

Alone
23%

Social
13%

Away From Home - 36% of eatings

•Fruit

•Choc Candy/Bars

•Nuts/Seeds

•Gum

•Fruit

•Potato Chips

•Ice Cream

•Choc Candy/Bars

•Gum

•Breath Mints

•Fruit

•Choc Candy/Bars

•Gum

•Fruit

•Breath Mints

•Non-Choc Candy
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Exhibit 25: Healthy Eaters Snack Choices. 

 
 

Exhibit 26: Frequency of Snacking. 

 

What about candy specifically?

People with healthier diets* appear to be ADDING “good stuff” more than they 

are dropping “bad stuff” (with the possible exception of CSDs).  

*  HEI is the US government’s healthy eating index which is based on the quality of a person’s 

diet (nutritious vs. empty or harmful foods/ingredients) without reference to quantity.

Most Healthy Eaters

HEI = 70+

Moderately Healthy Eaters

HEI = 60 < 70

Least Healthy Eaters

HEI < 60

31% of Population 43% of Population 26% of Population

CONFIDENTIAL– Source: National Eating Trends (NET) 2 Years Ending February 2008

Annual Between Meal Eating Per Capita By HEI GroupAnnual Between Meal Eating Per Capita By HEI Group

= High Index

23Crackers

24CSDs

28Candy/Gum

29Milk

36Cookies

36Ice Cream/Nvlts

75Fruit

15Coffee

16Chips

24Candy/Gum

25Cookies

31Ice Cream/Nvlts

33Fruit

30CSDs

13Coffee

13Chips

15Fruit

18Cookies

19Candy/Gum

27Ice Cream/Nvlts

27CSDs

30
Proprietary and Confidential

Frequent snackers have the greatest percent of healthy 
eaters

38%
30%

18%

44%
47%

41%

18% 23%

41%

0%

20%

40%

60%

80%

100%

Light Snackers (1-5 in 14

days)

Medium Snackers (6-12

in 14 days)

Frequent Snackers (13+

in 14 days)

Least Healthy (<60) Moderately Healthy (60-<70) Most Healthy (70+)

HEI Profile By Light, Medium and Frequent SnackersHEI Profile By Light, Medium and Frequent Snackers

CONFIDENTIAL– Source: National Eating Trends (NET) 2 Years Ending February 2008
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Exhibit 27: Consumers Seek Healthy Snack Options. 

 
 

Exhibit 28: Consumer Interest in Natural Ingredients. 

 

Are consumers interested in healthier candy options?

Interest in potential nutrition claims on candy bars is moderate to low with  

calcium and calorie-related claims topping the list (as of 2007).

22%Has as much protein as the leading energy bar

6%Has probiotics23%Is all natural

7%Has herbal extracts25%Contains a natural source of fiber

12%Has added caffeine for energy27%Had 100 calories per serving

14%Has a low glycemic index27%Is made with real fruit

15%Is sugar free28%Is reduced sugar

15%Is organic28%Is fortified with vitamins & minerals

15%Has vitamin A29%Has antioxidants

17%Has vitamin E30%Is a good source of protein

18%Helps regulate you digestive system30%Has 100 calories per package

19%Is made with pure cane sugar32%Has reduced fat

20%Has Omega 332%Has reduced calories

20%Is low carbohydrate32%Has calcium

20%Has vitamin C40%Is made with real milk

Would be very interested in a candy bar that….

Source:  Nestle custom consumer survey, 2007.

Are consumers interested in healthier candy options?

Interest in potential sugar candy nutrition claims is moderate with “made 

with real fruit juice” and “excellent source of vitamin C” topping the list (as of 

2008).

26%No artificial flavors or colors

27%Equal to ¼ serving of fruit juice

29%25% percent fruit juice

35%With natural flavors and colors

37%With double the fruit juice of the leading fruit snack

39%Fat free

40%Excellent source of vitamin C

43%Made with real fruit juice

Would be extremely interested in a candy with the following 

claims

Source:  Nestle custom consumer survey, 2008.
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