
 

Food industry interests and opportunities
In a future that includes functional foods it seems eating will no 
longer be for amateurs - the stakes are just too high. Informed 
consumers are demanding foods with benefits beyond simple 
nourishment, matched to lifestyles, individual preferences and 
dietary requirements. Their desires are converging into three 
“food mega trends” of Convenience, Pleasure and Health Figure 1. 
Industry is responding with sophisticated new foods with form 
and composition that stretch beyond traditional presentations, and 
with appeal that accurately reflects market intelligence and 
sensory analyses. Expectations are grand. Auckland mayor Dick 
Hubbard drew on his wealth of business experience when he 
opened the symposium with predictions that targeted specialty 
marketing would pull away from the traditional, and would 
dramatically change the world through food. Not surprisingly, a 
crucial stage of this process will be buy-in from the public, 

preferably says Hubbard, before the new food technologies are 
developed. 

Buy-in by regulatory agencies is perhaps a greater challenge. To 
be successful, new “tailored” foods or ingredients must address 
consumer desires that are not yet met, and so encourage the 
repeated consumption that leads to real, measurable health 
benefits Ref1. To be legal, such products must satisfy local and 
international agencies by negotiating what speaker David 
Roberts (Australian Food and Grocery Council; AFGC) called 
a labyrinth of consultation. This frustrates speed to market for 
commercialisation, and long delays can mean that competitive 
advantage is lost. Although industry recognises the importance 
of thorough procedures to protect consumer safety and maintain 
confidence, a more streamlined, transparent and predictable 
approval process would encourage more innovation. Their 
position is captured by AFGC’s own policy: “If there are 

Sustainable Health Claims:     Their Value to Functional Foods
In the food industry, making claims for novel function and health benefi t is a 
tortuous and expensive business, but if a food is seen to prevent or reduce 
disease, its successful promotion and consumer acceptance can lead to a 
handsome pay off. A recent symposium on ‘Making Sustainable Health 
Claims For Functional Foods’ (University of Auckland, November 2004) 
addressed this topic and asked: Are claims worth the trouble?
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Figure 1. When not limited by price and availability, the many different motivations for consumers to 
purchase a novel or functional food are converging into three mega trends Ref9. 
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