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dairy drink retails for €2.99 for a pack of  seven 65ml bottles. That’s equivalent to €6.57 a litre ($9.64). Compare this to regular, non-probiotic milk, which retails for just €0.69 ($1.01) a litre. Needless to say, Yakult is something of  a niche brand – its €42 million ($61.7 million) annual sales in the Netherlands amount to just 5.6 million litres a year – a tiny number compared to the 800 million litres of  liquid milk sold in the Netherlands. Moreover, Yakult’s sales are just 250,000 bottles a day – suggesting that just 1.4% of  the Netherlands population of  17 million people is drinking Yakult each day.
In weight management it already seems that the same high value-low volume niche opportunity exists. For example, in the Netherlands – a highly price-driven market – Optimel Control secured a loyal following among a niche of  consumers, despite being priced at a 450% premium to regular yoghurt:

• Optimel Control had retail sales in the Netherlands in 2007 of  over €8.8 million ($13.7 million).
• In volume terms Control sold just 1.2 million litres in 2007 (mainstream Optimel sold over 80 million litres).

• Optimel Control sold on average 13,000 bottles a day. 
Taking into account that such products have loyal consumers and high repeat purchase rates – 60% is not uncommon – that means that just 0.1% of  the population of  the Netherlands has consumed Optimel Control. Clearly it is a niche product. For an expert weight management brand, supported by effective marketing, even in categories where packaging innovation is almost impossible, a price premium can be achieved. Kellogg’s Special K breakfast cereal, for example, sells in Dutch supermarkets for €3.40 ($5.36) for a 300g box. Kellogg’s own Cornflakes retail for €2.20 ($3.47) for a 500g box, and retailers’ own-label products for even less. On a price per kilo basis Special K sells at a 150% premium to Cornflakes and a massive 270% premium to retailer’s own label. It’s a similar story elsewhere in Europe. 

2.6 DIFFERENTIATE WITH PACKAGING
One of  the key lessons of  the last 15 years is that packaging innovation is important to differentiate a brand – as important as the benefit offered and as important as the underlying science, if  not more so. Optimel Control comes in a 100ml ‘daily 
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CHART 1: CAMPINA OPTIMEL CONTROL – PACKAGING INNOVATION AND A HEALTH BENEFIT SUPPORT 
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2.2 BE AN “EXPERT BRAND”

There’s a powerful argument in favour of  making 
weight management the sole focus of  your brand. 
The most successful nutritional brands are those 
that are “expert brands” – focusing solely on 
delivering a single benefit, never deviating from 
their positioning. Examples include Danone Actimel 
(immunity); Danone Activia (digestive health); Red 
Bull (energy); Benecol (cholesterol-lowering); Pom 
Wonderful (pomegranate juice and heart health), to 
name but a few.

Kellogg’s Special K is one of  the best examples, 
worldwide, of  a weight management “expert brand”. 
With a focused message and skillful marketing 
Special K has pursued exactly the same line around 
the world, illustrated by communications such as its 
‘Drop a Jeans Size’ promotion. They are as popular 
in Spain and France as in the UK and US. Planting 
its flag on expertise helped Kellogg’s to reposition 
the Special K brand in consumers’ consciousness 
as one of  ‘shape management’ and moved it away 
from its traditional ‘diet’ image.

Unless you have a brand with a clear healthy 
image or it is your intention to create a new and 

specific weight-management brand from scratch, 
then the best platform for your weight control 
product will be as part of  a brand with an existing 
strength in weight control. For example:

Danone Shape 
Lasting Satisfaction 
(Case Study 5): 
Danone has already 
pursued exactly this 
strategy with its Shape 
diet brand in the UK, 
re-formulating it with 
added fibre and whey 

protein to offer a satiety benefit and relaunching 
it as Shape Lasting Satisfaction. Shape more than 
doubled its sales in the wake of  this re-positioning. 

Slim-Fast Hunger 
Shots: Unilever’s 
decision to position 
its satiety dairy drink 
under its Slim-Fast 
brand is a perfect 
example of  a company 
accepting this reality. 
Whether it can revive 
an old brand such as 

Slim-Fast, which has a difficult heritage, is another 
question.

Optimel Control 
(see Case Study 3):
Optimel Control is 
positioned as an extension 
of  Campina’s highly 
successful Optimel brand 
– and to Dutch consumers 
its message is a logical fit 
to Optimel, which is a 
brand targeted at anyone 
who is conscious about 

their weight. However, Optimel keeps far away 
from messages about “dieting”. In fact Campina 
Optimel is itself  an “expert brand” in eating with a 
healthy weight in mind, thus providing the Control 
brand extension with a perfect platform.

Naturlinea (Case Study 4): In Spain the 
successful Naturlínea range is positioned as an 
extension of  the brand Central Lechera Asturiana, 
one of  the leading brands in the Spanish market. 
It’s a logical fit, since this brand already has a strong 
health positioning as Fuente Natural de Salud, 
meaning, “the natural well of  health”. 

Kellogg has built its Special K brand into a world-leader in 
weight management using campaigns that enable consumers 
to “feel the benefit” by actually losing weight
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1. Key trends in weight management

1.1 CONSUMER TRENDS

The clearest trend in European and American 

markets is the decline of  the concept of  dieting 

and the rise of  weight management as one 

component of  a broader healthy lifestyle.

While consumers continue to think about 

their weight, they have become disillusioned by 

diets focused on what they can’t eat – or offering 

products that don’t taste good - and are hungry for 

a different kind of  solution. This was illustrated 

in the UK, where German dairy Müller turned 

around the fortunes of  its ailing Müllerlight 

yoghurt brand by repositioning it as a healthy 

product rather than an option for dieters.

 As Michael Gusko, managing director of  

German company Kampffmeyer Food Innovation, 

which has developed a satiety bread, explains: 

“People are more or less fed up with diets. Diets 

fail and they end up having to look for something 

different. Dieting concepts, such as low fat spreads, 

tend not to taste as good, either.”

Most consumers are no-longer really willing 

to follow very structured or regimented dieting 

programs. They’ve concluded that diets that are 

deprivational and require strict regimentation are 

“too difficult” over the long run.

According to Virginia Blake West, brand-

development director of  Unilever’s Slim-Fast 

brand in North America: “Generally speaking, 

if  you ask them, ‘How are you dieting today, 

and how is it different than three to four years 

ago?’ they’ll pretty much say, ‘I’m doing my own 

diet now.’ They’re cobbling together different 

philosophies and approaches from the wide range 

of  what they see and are exposed to out there.”

While some consumers will be drawn to weight 

management foods and beverages because they are 

seriously overweight, the evidence is accumulating 

that the larger part of  the market – and the ideal 

target market for new products – is people who 

are only a couple of  kilograms overweight. In 

other words, healthy people with a small and 

manageable weight problem.

These healthy people are the target group of  

the successful Optimel Control brand in Europe 

(see Case Study 3). They are also the people who 

have driven the weight management market in 

Japan, a country which does not have a problem 

of  overweight or obesity on anything like the scale 

of  the western world, but it does have the world’s 

second-biggest market for weight management 

products after the US. Japanese consumers are 

mostly healthy people who want to stay that way. 

In all markets these healthy people will form 

the bulk of  consumers for weight-management 

Fuze Slenderize, a lifestyle beverage brand owned by Coca-Cola, is one of several on the US market that uses Super CitriMax (an

extract of the fruit Garcinia cambogia) as its active ingredient. The brand carries the claim that it: Helps support a healthy appetite 

and a normal metabolism
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About this report

This analysis sets out the steps to a successful weight management strategy, based on 
recent successes and failures in the European and North American markets. The report 
begins with a concise 40-page analysis setting out:

•	 Key trends in weight management
•	 Which brand strategies are most effective and why
•	 Which ingredient strategies are most effective and why

The analysis is supported by 10 detailed case studies, based on interviews with senior 
executives at the companies concerned and in the ingredients industry, and all illustrated 
with supermarket sales data. The case studies show:

•	 the success factors, and the common causes of failure, for companies 
commercialising weight management ingredients 

•	 the most effective strategies in marketing communications, packaging and pricing
•	 how to extend an existing dairy brand with a satiety message and packaging innovation 

and achieve premium pricing
•	 how to create a successful new dairy brand based on CLA with a fat-burning message
•	 how an old dieting dairy brand was revived with fibres and proteins
•	 how SlimFast halted its sales slide with a satiety message
•	 how SpecialK became the world’s biggest weight management brand
•	 how a start-up company created a new dairy brand with a satiety message
•	 how a water brand is trying to create a new point of difference with a message of active 

weight loss
•	 how an old brand has used the new benefit of an intrinsic weight management benefit

The report covers:
•	 25 ingredients 
•	 Satiety, calorie-burning and fat-burning
•	 The dairy, water, juice and gum categories

Consumers’ ideas about weight management have changed. Old models of dieting brands 
no-longer apply. Companies are wrestling with how to successfully create, price, position 
and market weight management brands. New ingredients – from over 40 different suppliers 
– are fighting for space in the embryonic market.
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