[image: image1.png]


Survey finds

missed sales opportunities

By Jim Linton

The latest Good Business Sense (GBS) study of consumers has found them to be confused by the different messages they receive about products, and industry is
 missing many marketing opportunities. The GBS study for 1999 on the Eating Patterns and
 Nutritional Values m Australia is the largest of its kind, and
 set to make food manufacturers, nutritionists, packagers,
 marketers, distributors and major retailers have a re-think about their methods.
 GBS is a leading food analyst group, specialising in measuring, tracking and improving market positions of products
 and services. It has released its third annual research into the
 eating habits of Australian consumers. It has also conducted the first mass quantitative and qualitative study on the home
 meal replacement and functional food markets.
 A key finding of the study is am opportunity m the food
 sector overall to effectively identify consumer needs and target messages (concept) to them.
 GBSs managing director, Anne Roze, said: “Manufacturers
 are doing their own thing, and so are nutritionists, marketers and retailers.
 “They're all doing fantastic work on their own field, but
 are failing to effectively communicate with the consumer.
 “A team approach is vital to develop the right concept, a
 single communication thread or theme that links a number of key messages targeted at the needs of consumers.
 The study found, for example, that consumers are conscious of nutrition. This suggests a new approach to labelling
 should be to put the ingredients on the front rather than the
 rear of packaging. Overall some 74 per cent of respondents consider the nutritional value of food to be very important. A further 23 per cent considered it to be somewhat important - this is noticeably from the younger age group, the group most focussed on the nutritional content of the food they buy are the 31-40 year olds. Ms Roze said: “Nutritionist's use language that consumers don't understand. While their information panel may consist of good colors, it doesn't inform the consumer about the ben​efits the ingredient has for them. “Packaging will be much more effective if its message is 'human' and easily understood. Interestingly, 65 per cent of respondents never read the nutrition (including fat content) labels on chocolate. This product type is treated as an indulgence and therefore the majority of consumers are not terribly concerned with its nutritional value. “We discovered a missed opportunity in the marketing of indulgence food products particularly to men and younger food purchasers,” Ms Roze said, “Many such products have beneficial nutritional value, for example calcium, and sales cam be increased ‑ through more regular purchase ‑ if this is clearly labelled and promoted ”.  From its research into functional foods, GBS found the nutrients that the largest proportion of respondents perceive to be always useful were calcium (57 per cent), iron (56 per cent), fibre (55 per cent) and Vitamin C (53 per cent). GBS investigated a long list of other nutrients and com​pared the respondents' awareness of these products with their perception of usefulness in a balanced diet. Today's purchasing habits also discourage nutrition‑based purchasing decisions ‑ 81per cent of respondents now do “top‑up shopping", so they spend less time browsing, reading
 labels and making informed decisions. However, Ms Roze said, ”There doesn't have to be a culture clash between nutrition and convenience.
 “By providing clearer, better‑targeted labels, marketers can catch the attention of these time-starved shoppers and gain market share”. 
Through its focus groups, GBS found other factors that have the most impact on purchasing behavior are: change of 
price (61 per cent), desire to reduce fat intake (45 per cent), desire for better quality (45 per cent) and desire for natural nutrition (34 per cent). 
In the last three factors, purchasers are motivated to conduct their own research into the most apt brand, so labelling 
also becomes a critical factor in brand switching. She said all food manufacturers also need to compare the information on the products of their competitors, in terms of its difference
. “Consumer switch or change brands because many perceive there's not much difference in products”. The GBS study found that the majority of responses was that packaging sometimes attracts them to buy a product for 
the first time (61 per cent), a further 33 per cent reported that packaging never attracts them, and six per cent replied it a ways did for their first purchase of a product. 
A significantly higher proportion of the intellectual type of personality (45 per cent) responded that the packaging never 
attracts them. Other attractive factors were color (35 per cent), nutritional labels (31 per cent), easy to read (26 per cent), and design (23 per cent). 
Families from lower socio‑economic areas are more influenced by visual, color and creativity elements in packaging and teenagers indicated that environmentally friendly pack
aging influences their purchasing, resulting in a preference for recyclable materials. 
GBS found that advertising was one of the least influential factors in a decision to change brand, influencing 21 per cent of all ages and personality types. It found advertising was 
undermined when it was not part of a complete, well-informed concept, and not appealing to all members of its 
target marketplace. Focus groups suggested that the most influential marketing activities would include: sampling and grapevine (word of mouth) tactics. 
This supports last year's finding that the most influential factor on purchasing habits for all family types is the recommendation of family and friends (up to 57 per cent). Ms Roze said increased bottom line performances required a detailed knowledge of the consumer, careful development 
of the right concept, adoption of different methods of marketing, and the choice of timing for a product in the market place. Commenting on Home Meal Replacement (HMR) products, Ms Roze said, “People just went overseas, saw products, produced copies, and thought that they would work in Australia. “They got the price wrong, don't communicate the taste, 
and don't address the issue of freshness, and the portions of food are too small. The main factors for consumers are value 
for money, quality and taste. “Consumers also need to be told through product labelling and marketing the benefits of HMR for them. Surprisingly, some large retailers don't even have in‑store signage for this type of product”. HMR in Britain is predicted to grow by 5 per cent annually. In the US less than 25 per cent of meals are fully cooked at home. However, GBS found that the take up of HMR products has not been so successful in Australia because of issues relating to shelf life, distribution, low variety and perceived value for money. Most importantly, GBS identified that there was a lack of consumer awareness of HMR products, largely because they are not marketed with a holistic concept approach – which includes solutions that target all personality and family types. GBS found that there is a potential swing market for pre‑packaged food manufacturers, with 30 per cent of respondents claiming they would buy more chilled pre-pack​aged meals if they were “appropriately modified” to their growing awareness of the need for a balanced diet. The study found there are lots of opportunities to market HMR to men. There is almost equality between the sexes on food purchase decisions. In relation to snack foods, young consumers, particularly males, are more concerned with the price and taste of food rather than its nutritional value. Australians' snacking habits also conflict with increased nutritional knowledge. While 42 per cent of respondents snack twice a day, mostly on nutritional products ‑ fruit (62 per cent), cereal (24 per cent) and cheese (22 per cent) ​hunger is the main motivator (53 per cent) to purchase, com​pared to a desire to boost nutritional input (17 per cent). They choose a particular product for taste (42 per cent), craving (36 
per cent) and convenience (35 per cent). While this suggests food products should be marketed along the lines of taste, image and price, Ms Roze, said,
"Further data strongly indicates there is a major untapped opportunity to capitalise on men's ‑ particularly snackers'​ - nutritional awareness and growing desire to eat a balanced diet. “Food manufacturers who can balance image and taste with a nutritional benefits message can gain significant market advantage here”. The study received input from a number of government authorities, the School Canteen Association, major retailers and food manufacturers, nutritionists and food marketers.

