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EXECUTIVE SUMMARY

Why read this report?
Key findings

INTRODUCTION

The economics of wellness in numbers

Amid constrained food volumes, need to create value with health and wellness

PRICING PRESSURE AND CLAIM DEVALUATION IN WELLNESS FOOD

Health priced above average, but premiums continue to compress

Baseline claims give way to selective wellness value engines

From differentiator to expectation: The mainstreaming of core wellness claims
When wellness claims defend relevance, not pricing power

Changing nutritional baselines part of claim devaluation for protein and sugar

Private label accelerates wellness claim mainstreaming

WINNING STRATEGIES: AFFORDABLE WELLNESS AND PREMIUM LEVERS

Dietary staples mainly need affordable wellness; formulated foods, premium wellness
Inherent nutrition as value anchor, particularly in dairy and other food staples

UK pasta: Now squeezed on high protein, mid-tier brands must reframe their offering

In the US, Barilla Protein+ navigates protein claim devaluation with fresh look and fibre claim
UK yoghurt: From protein fortification to recipe focus, format and occasion

Siggi’s weaves protein into authentic recipe and star ingredient narrative

Claims with best price premiums: Health outcome prevails, plant-based matters

Sweet snacks retain the strongest wellness premium headroom

US sweet biscuits: "Clean", nutritious mid-range... metabolic health in premium segment
ChipMonk’s premium biscuits step into world of GLP-1 style weight regulation

CONCLUSION

Recommendations
The evolving economics of wellness
Questions we are asking

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research

spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover

a comprehensive range of insights and market data, but can be broadly categorised as:

o Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the

key markets, competitive environment and future outlook across a range of industries.

e Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus

of operations, their competitors, their geographic presence and performance.

e Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer

trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with

country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/creating-value-in-food-the-new-economics-of-

wellness-claims/report.
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