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Factor 2: Accept the ingredient
This Factor is concerned with the 
consumer’s knowledge and awareness 
of, and interest in, the health-
enhancing or functional ingredient(s) 
in your product. While it’s not 
necessary for consumers to have 
an in-depth understanding of  the 
ingredient you choose, the ingredient 
does need to be seen by consumers as 
a logical  t for the product. Ideally 
it will already be associated by 
consumers with health. 

The bene ts of  calcium, for example, 
are widely understood because they 
have been communicated by dairy 
companies around the world for 
decades. But what about those of  
ingredients like probiotic bacteria, 
omega-3 DHA or antioxidants? Ask yourself  the following three questions when evaluating consumers’ awareness and acceptance of  the ingredients you’re considering using, and learn a simple trendspotting technique at the same time: 

1. Is the ingredient accepted by the medical and scienti c community? 

Identify the ingredients that are mentioned most often in medical and scienti c journals and websites, as well as in the magazines of  support groups for people with speci c conditions, such as coeliac disease. You should also identify the buzz ingredients in the over-the-counter (OTC) and dietary supplement sectors.
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Accept the ingredient

In the Appendix you will fi nd blank 
analysis sheets you can use to 
analyse your own product.
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INTEREST?

TRENDSPOTTING?
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PHYSICAL?
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BRAND PROMISE?

BRAND IMAGE?
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INTEREST?
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Why Four Factors?

WHAT IS SO SCARY ABOUT THIS?

The value chain starts in the mind of  the consumer at the point of  
purchase.The decision whether to pick your product or move the 
hand a few centimetres to a competitor may be the result of  just a few 
seconds evaluation.

Every shopper stands in front of  the shelf  making complex mental 
calculations with everything she knows about the product – the secret 
is to know what informs her calculation.

The key to creating added value in health-enhancing foods is to be 
able to translate the health bene t(s) of  your product – or its ingredient 
– into a motivating message for your target consumer at the point of  
purchase. To do this you have to:

• develop a keen understanding of  the psychology, needs and 
behaviour of  the consumer group you are aiming the product at
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The seven second, seven centimeter
rule…

The decision whether to pick your
product or move the hand 7cm to a
competitor may be the result of just a
seven-second evaluation!

Every shopper stands in front of the
shelf making a complex mental
calculation with everything she knows
about the product…

…the secret is to know what makes up
her calculation.

Figure 1: What is scary about this...

How to get the most out of  this book

Wennström’s FourFactors is a checklist intended to reduce the risk 

of  failure and maximize the chance of  success in healthy marketing. 

What we have done – from our rich and diverse experience in working 

with the food and beverage industry, ingredient companies and raw 

material suppliers and growers – is identify the common characteristics 

for success – the Four Factors. If  you are working within a consumer 

goods company, the Four Factors is a simple and effective checklist to 

develop a health positioning for your brand that is unique, relevant 

and engaging for your target consumer. 

This should also help you to explore and understand whether your 

current brand positioning is at an optimum to maximize growth and 

effective brand communication. 

How to get the most out of  this book
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About this report

Wennström’s Four Factors of Success is a unique check-list for new product development and brand 
analysis that takes the guesswork out of food and health marketing.

First used in practice in 1997, this is the first time that this practical, concise and easy-to-follow step-by-
step guide has been made available in print. 

Intended for anyone involved in marketing, new product development, R&D or science commercialization, 
you can use the Four Factors to assess: 

•	 What to do to create a health-enhancing brand that resonates with consumers
•	 What are the gaps in your current brand and product development strategy
•	 How to fill those gaps in a practical way
•	 What is the best communication strategy
•	 How competitor brands are likely to perform

The analysis is supported by 10 detailed case studies which show the Four Factors in action. The case 
studies cover:

•	 Water, juices and smoothies
•	 Dairy drinks and yoghurts
•	 Soy and cereal drinks
•	 Energy drinks
•	 Dietary supplements

And include the following benefit areas:
•	 Heart health, cholesterol-lowering, blood pressure
•	 Joint health and movement
•	 Bone health
•	 Digestive health
•	 Immune health 
•	 5-a-day of fruit and vegetables
•	 Energy

The Appendix includes working papers so you can carry out your own Four Factors analysis on your own 
business. 

10 reasons to buy FourFactors
1.	 A well-proven analysis tool
2.	 Simple and effective
3.	 A practical ‘back of an envelope’ checklist that take the guesswork out of food and health marketing
4.	 Helps you to see clearly how to develop a differentiated product proposition
5.	 Helps you reduce the risk of failure when developing a new concept or bringing new benefits to an 

existing brand
6.	 For over 10 years, tried and tested successfully by seasoned professionals in companies large and 

small in Europe, Asia, Africa and the US
7.	 Successfully applied and refined in hundreds of projects involving medical foods, functional foods, 

organic foods, natural foods, dietary supplements and OTC medicines
8.	 Illustrated with short, practical case studies, using supermarket sales data 
9.	 A very affordable price 
10.	Sent to you in PDF 
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