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As both the Health & Personal Care and Food & Drink
industries continue to evolve at a rapid pace, we’re seeing
the rise of discounters, a consolidating retail base and
evolving consumer needs that are changing the shape of
our marketplace.

One of the most pertinent trends is the explosion of
“enjoyable wellness”, led by consumer demand for healthy,
socially-responsible products; brands need to respond to
this in the way they produce and market their products -
and position themselves as a whole.

That’s why we decided to launch the first of our quarterly
Focus magazines centering on this theme.

It features insights and viewpoints from the specialist
companies within Ceuta Group - who form part of the brand
fostering model we offer; supporting the journey of a brand
from concept to execution through Category & Shopper
Insight, Data Analytics, Brand Strategy & Creative Design,
Digital Marketing, Field Marketing, Logistics and go-to 
market Sales Solutions

Each quarter, Focus will explore an industry trend and
provide inspiration on how your brand can embrace the
opportunities and face the challenges they present for
our industry.

I hope you enjoy it!

Edwin Bessant
CEUTA GROUP CEO

Welcome
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INTRODUCTION

What is 

enjoyable 
wellness?

The burgeoning wellness industry, 
often attributed to the healthier 
lifestyles of the so-called Generations Z 
and Y, reaches far deeper into culture, 
society and economics than what may 
be readily apparent.

According to leading marketing 
magazine, The Drum: enjoyable 
wellness is a “moving category where 
the emotional and rational drivers are 
balanced out”; it combines emotional 
fulfilment with delicious taste and 
healthiness.

What does it mean for brands?
To satisfy this consumer demand, brands 
must make it their responsibility to offer 
wellness choices to its consumers whilst 
also being satisfying, reliable and safe. 

And it’s not just health, beauty and 
fitness companies that the trend 
pervades: consumers expect brands 
themselves to be trustworthy, healthy 
and socially responsible, too, and 
transparent about the origins and 
provenance of their products. 

This goes beyond packaging, with 
consumers looking for details of brand 
values, the sources of ingredients and 
the production process.

However, this notion of integrity and 
purpose actually places the companies 
in the pharmaceutical, health and 
beauty industries, which have 
traditionally dominated the wellness 
sector, in a positive position. Having 
spent years working on transparency 
and compliance in regulated markets, 
they have proven ethics and that means 
purpose has become part of the DNA of 
many of the established brands.

To remain competitive, brands need 
to anticipate consumers’ needs and 
ensure that their core values align with 
those of their consumers. So, while 
enjoyable wellness can be seen as a 
disruptive force in marketing, it actually 
opens up plenty of opportunities for 
FMCG brands to realign themselves with 
consumer principles and reach them in 
a meaningful way. The articles in this 
magazine explore the impact on our 
industry and provide some inspiration 
on how your brand can embrace 
this culture for the good of society, 
consumers, and business.
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INTRODUCTION

“moving category where 
the emotional and rational 
drivers are balanced out”



8

Marketers’ moves towards mindfulness
As social media and government campaigns shine ever 
more light on wellbeing, the impact of this phenomenon 
is being felt across a wide range of industry sectors. Not 
unsurprisingly therefore, it’s sparking a marketing trend. 
Manufacturers, their brands and NPD teams are investing 
increasing amounts of time and money into how best 
to orientate their propositions towards becoming more 
mindful of what they offer and how they operate.

The rise of sports nutrition brands and mindfulness apps 
over the last few years is an obvious example of what’s 
been going on. Other brands are also realising how 
much consumers value their health and are realising that 
wellbeing is not just skin-deep. It seems to be penetrating 
our culture, society and economics. You can see this in 
how for example diets align with values rather than fitness 
aspirations as evidenced through spikes in veganism, 
pescatarianism, paleo and sugar-free diets. According 
to the BBC last September, the UK has four times more 
vegans than four years ago, and according to a Harris Poll 
in the in the US in 2017, 6% of the population claim to be vegan.
 

BRAND VALUE IN 
THE WORLD OF 

ENJOYABLE WELLNESS
Is it worth brands becoming more mindful?

From sales of Fitbits, the plethora of activity tracker apps 
downloaded to record our every step, to the rise of such 
terms as flexitarianism into everyday parlance, it’s clear 
health and wellbeing is becoming more important to 
consumers than ever. In fact, for the five years to the end 
of 2018, the UK’s health and wellness market grew over 
£3bn to £23.4bn according Statista reports. Globally it’s 
forecast to have CAGR of nearly 6% to 2026.

COLLIDASCOPE

BY LAWRENCE JANES
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From niche to mainstream
It’s clear that wellbeing is moving from what was 
once thought of as niche to mass.

We can see this happening with mainstream 
brands already implementing their views on 
wellbeing. UK High Street retailer Boots’ recent 
ads for example, focus on how shoppers want 
to feel. One of their ads is entitled ‘it’s not just 
how it makes you look’, highlighting people 
rather than products, and the importance of 
products making you feel good as opposed to 
just looking good.

The value-add
Greggs, a UK food outlet and rival to Subway, 
launched in January of this year its vegan 
sausage roll. It caused a social media sensation, 
attracting huge publicity across many channels, 
with the firm’s share price increasing nearly 
20% on the back of the positive trading figures 
generated.

Conversely brands that are not adapting their 
views, messages and products are beginning to 
suffer volume and value declines – Coca-Cola 
for instance has now had six consecutive years 
of revenue declines. In fast food, according to 
the Obesity Society, there’s been a change in 
menu ordering patterns – French fries’ orders 
have decreased from 57% of transactions to 
22%, with healthy main course orders rising 
from 3% to 46% in recent years.

From the likes of meat substitute Quorn to 
organic tea purveyor Pukka we can see that 
brands that are managing to occupy the wellness 
space are increasing in value with consumers’ 
growing desire to live healthier lives. Brands that 
once had the tag of an exclusivity associated 
with the wellbeing sector, are now much more 
accessible and inclusive with an increasingly 
mass market approach to marketing. 

Quorn, by adopting mass marketing techniques 
showing how the brand fits in with everyday life, 
saw 16% global growth in 2017. They tapped 
into two big trends - people trying to reduce the 
amount of meat they consume; and the desire 
to participate in sustainable eating, as people 
realise the impact of intensive meat production 
and consumption. 

With growing awareness of the health benefits 
of low sugar foods, ‘niche’ tea brand Pukka has 
become a £30m ‘mainstream herbal wellbeing 
company’ business in the UK, acquired by global 
FMCG giant Unilever in September 2018. Enough 
said!

Indeed, Unilever has stated goal of improving 
the health and wellbeing of more than a billion 
people by 2020, both by direct action to improve 
peoples’ health, and how their brands operate. 
They also see it as key to growing their business, 
cost efficiency and resilience for the future.

For now and the foreseeable future, 
implementing and believing in health and 
wellbeing is and will be a vital value-add for 
many brands. Ignore this trend at your peril.
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Experiences shape our lives - the way we view 
the world, things and the view we have about 
ourselves. Experiences live on in our memories, 
in the stories we tell, the conversations we have 
and the connections we make with others. For 
decades, brand owners have tried effortlessly to 
create positive experiences 
by building bridges 
between their brand and 
consumers. Today this 
remains the goal; however, 
the way the bridge is built 
and the materials used 
to build it have evolved. 
They no longer need to 
be so theoretical. Thanks 
to curiosity, advances 
in technology and the 
power of data, the building 
materials we have to work 
with are more observational, 
authentic and factual. 

We have witnessed the 
information period, and 
it continues to fuel us 
with data. We are now experiencing an age of 
integration, the integration of that data alongside 
behaviour and observation. A more human-
centric era is upon us. For brand builders, one 
of the primary challenges is how best to utilise 
this to increase brand value. To achieve this, 
brands need to acknowledge the abundance 
of information and research that’s been made 
available, utilise it ethically and learn from it, all 
with a view to creating brand experiences that 
are aligned to what consumers (aka humans) 
value today. Let’s call these ‘human-centred 
experiences’. 

Brands need to deeply consider concepts 
such as wellbeing, happiness, warmth and 
competence, since these connection-building 
attributes are intrinsic to the brand experience 
as a whole. By using these concepts, brands 
have an opportunity to secure a more significant 

position in consumers’ daily 
lives and take on the role of 
‘guide’ on the consumer’s 
journey to wellness. Whilst a 
brand is trust, a great brand 
is a metaphorical story that 
connects with something 
deeper than physical needs 
alone. These stories create 
the emotional context people 
that need to locate themselves 
into a larger experience. By 
creating more human-centred 
experiences and by telling 
stories that empathetically 
encourage positive emotions 
such as joy, happiness, 
wellbeing and success, brands 
give themselves the best 
possible opportunity to form 

longer-lasting, deeper connections. 

All brands have the opportunity to adopt the 
human-centred approach. Within the world of 
Food & Drink, the opportunity is hugely exciting. 
Some tremendous advances in neuroscience 
have been acquired to date, particularly in fields 
such as psychology, behavioural sciences, 
food sensory science, the understanding of 
physiological and chemical brain commands, 
and the changes that occur in the body when 
experiencing pleasure and happiness. Food 
cognitive neuroscience is a field that remains in 

Creating
human-centred 

experiences
Experiencing life in all possible ways is enriching. 

GO2GROCERY INTERNATIONAL

BY LIZIANNE BUENO
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applies food cognitive neuroscientific methods 
and tools that allow the measurement of 
consumers’ emotional and spontaneous reactions 
in a more objective and observable way.

Recent studies have shown that measuring 
emotional response to sensory properties offers 
us a deeper insight into our relationship with food 
and beverages. Growing consumer fears over 
health, coupled with increasing interest in nutrition 
and sustainability, has resulted in the launch of 
a host of new FMCG categories - low-GI, paleo, 
high-protein, gluten-free and other ‘free-from’ 
foods, beauty and household products, according 
to a recent report by Nielsen. These shifts in 
behaviour, expectations, and experiences provide 
incredible opportunities for business growth, but 
keeping up with them poses new challenges. 
One of the most critical ways to turn change into 
growth is by building and constantly developing a 
strong brand.

an infant state as it investigates how we perceive 
and respond to food and beverages and allows 
us to discover how our brain processes food 
cues and directs our food choices. We all know 
that food is essential since it provides us with 
the energy needed to keep us alive; however, 
it’s also associated with emotional wellness as a 
result of its effects on pleasure, satisfaction and 
mood, as well as on an individual’s health. 

Happiness and wellbeing are also essential. 
Conceptually, they have been viewed as 
requiring at least two determining ingredients 
- positive affect or pleasure, and a sense of 
meaningfulness or engagement in life. Basically, 
our most basic needs transcend physical 
satisfaction in much the same way as wellness 
extends beyond health, encompassing physical, 
spiritual, mental and emotional states, among 
others. To feel happy, healthy, complete, or 
fulfilled, humans should have a holistic approach 
to finding balance.

In the physical aspect, health and wellness are 
dependent on the everyday products we use. 
Consumers are more conscious about their food 
choices, especially Millennials and Generation Z; 
however, they are driven by reasons of which we 
are not fully aware. The decision-making process 
about food is influenced by a complex set of 
emotions, feelings, attitudes, and values that are 
impossible to assess simply by using traditional 
techniques to gather information, mainly to 
measure the rational reactions to a certain type 
of food or advertising.

For food brands, wellness culture is a disruptive 
force. Companies face a challenge when it 
comes to developing methodologies that 
enable the measurement of feelings of wellness 
associated with food consumption before 
applying these to the design of foods that 
increase health and wellbeing, thereby causing 
many of them to re-orient their core values 
to reflect those of consumers. Every industry 
has been disrupted by changing consumer 
attitudes… and technology. The branding 
and design industry is no different. Recently, 
there has been a mushrooming interest in the 
multidisciplinary field of “neuromarketing”, which 
takes advantage of neuroscientific techniques 
to study consumer behaviour. Neuromarketing 

GO2GROCERY INTERNATIONAL
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In marketing, sensory science can help ensure sensory properties work in synergy with brand 
communication and advertising and is also used to support sensory-based marketing claims. 
Increasingly, food and beverages innovative brands are moving from selling a product to selling 
an experience. The wellness experience doesn’t stop at clean products and positive experiences. 
Consumers expect brands themselves to be healthy too. Ethics, transparency and honesty is the 
DNA of a brand and a measure of its wellness. The opportunity to link sensory-gratification marketing 
with human drive points will encourage consumers to perceived brands as caretaker of their 
enjoyable wellness. 

Food and beverage brands have an ethical responsibility to adopt a lifestyle that prioritises holistic 
wellbeing and requires products to support it, to build authentic and long-term connections with 
their audience. Today’s consumers value experiences more than material goods and expect those 
experiences to speak to them on a personal level, and to respond to their needs for a balanced 
life in mind, body and spirit. Brand experiences that satisfy these needs, that are meaningful and 
engaging, lead to consumer loyalty and brand advocacy. As a result, brand experiences that are 
personalised should be at the centre of any well-conceived marketing strategy. 

We live in a truly connected world. Brands have the ability to connect through their audience via 
more empathetic communication planning, by designing an experience that meets the consumer’s 
needs and expectations, by understanding and getting to know what they want, how they behave 
and create an emotional connection to them. All are critical components of any brand’s success 
and tall sit at the heart of that brand’s marketing. Inside companies, wellbeing is tempting territory 
for Food and Beverage brand marketers motivated by the school of thought that business needs to 
articulate a social purpose experience.

GO2GROCERY INTERNATIONAL

“brands are moving from selling a 
product to selling an experience.”

A customer journey is an infinite loop (see figure 1). In its rawest form, it captures an ideal process 
that brands can utilise to uncover touchpoints and opportunities to interact, influence and persuade 
consumers.
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Figure 1. Traditional Experience Loop

Thanks to advances in technology, shared data and science, this can be fed with additional insight 
and intelligence, making it even more relevant and beneficial. See Figure 2.

Figure 2. The New Human Centred Experience

Elements of psychological behaviour, neuroscience, personalisation, data analysis, digital 
communication can all contribute to building a customer experience that is capable of capturing 
more than before and that utilises real observational drivers and emotional such as wellness. The 
exciting moment comes when FMCG brands start embracing brand experience thinking, invest in 
challenging the norms of what’s gone before, and learning from service or digital-first brands.

Brands start with humans on the inside and are ultimately delivered to humans on the outside, using 
technology as a primary means of interaction and a powerful platform for engagement. At a time 
when speed to market, customer centricity and cultural alignment are more important than ever, 
brands are the key to change, and to growth.

GO2GROCERY INTERNATIONAL
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The idea that to be fit and 
healthy you need to eat good 
food is not a new notion.
Anthelme Brillat-Savarin wrote, 
in Physiologie du Gout, ou Meditations 
de Gastronomie Transcendante, 1826: 
“Dis-moi ce que tu manges, je te dirai 
ce que tu es.” [Tell me what you eat 
and I will tell you what you are].
The actual phrase didn’t emerge 
in English until somewhat later. 
In 1942, Victor Lindlahr, the man 
who developed the Catabolic Diet 
published You Are What You Eat: how 
to win and keep health with diet. That 
seems to be the vehicle that took the 
phrase into the public consciousness.

The phrase got a new lease of life 
in the 1960s hippy era. Macrobiotic 
wholefood was the food of choice 
and the phrase was adopted by them 
as a slogan for healthy eating. The 
belief in the diet in some quarters was 
so strong that when Adelle Davis, a 
leading spokesperson for the organic 
food movement, contracted the cancer 
that later killed her, she attributed the 
illness to the junk food she had eaten 
at college.

Now nearly 60 years later and it would 
be unusual to hear any dissenting 
voices around the idea that eating 
well is an important part of maintaining 
good health. In the UK the NHS has 
published ‘Eat Well’ which provides 

1HQ & CREATIVE LEAP

You are what 
you eat
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1HQ & CREATIVE LEAP

BY DAVID GRAY

guidelines on how much of what we eat 
overall should come from each food group to 
achieve a healthy, balanced diet and Public 
Health England’s ‘Change for Life’ program has 
invested tens of millions in trying to educate 
the public about the health benefits of diet and 
exercise.

This is, however, far from being a straightforward 
task. ‘Modern life’ can mean that we’re a lot 
less active. With so many opportunities to watch 
TV or play computer games, and with so much 
convenience and fast food available, we don’t 
move about as much, or eat as well as we used 
to.

What is more, when it comes to food choices, 
one person’s meat, plant based, low-fat, 
reduced-sugar or gluten-free diet is another’s 
poison. 

Despite these apparent contradictions and 
complexity, it would seem that one area of the 
market that is set to enjoy steady growth is 
Nutrition and Supplements, as evidenced by 
both long-term market growth forecasts and 
recent M&A activity.

Whilst this is far from a homogenous 
market, with distinct sub categories in, for 
example, mono mineral supplements, sports 
nutrition, botanicals and clinical nutrition it is 
characterised by the link to the idea that what 
we do or do not eat or consume as part of our 
daily diet can have a direct effect on our overall 
health & wellbeing.

Not surprisingly, from a marketing perspective it 
is here, at the increasingly blurring boundaries 
of ‘Healthy Nutrition’ that many challenges are 
encountered. 

For brands; positioning, proposition, visual 
identity, category codes, design cues and copy 
& claims are traditionally very different between 
healthcare and FMCG markets. Even a cursory 
look at some of the sub categories mentioned 
is evidence enough of the potential for creating 
consumer confusion.

So, how do brand owners navigate the complex 
& dynamic ‘grey’ areas between food & health 

to create distinctive, relevant and credible 
propositions that engage with emerging 
choice architectures and changing consumer 
behaviour?

Creative Leap and 1HQ are respectively, leaders 
in Health & Wellness and Food & Beverage 
branding and have recently joined forces to 
address these very issues.

Our combined experience and expertise make 
us unique in being able to understand and 
decode the often-conflicting left and right brain 
thought processes and category codes and 
semiotics around eating more healthily.

We have designed and proven a robust 
methodology that translates these insights into 
compelling visual and verbal brand propositions 
that respect and amplify key aspects of existing 
brand equity to drive relevance, distinctiveness & 
engagement.
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CLICK CONSULT

Is your website as 
healthy as your products? 

Keeping Google onside 

If your website promotes products or services related to health or wellness, 
you have a responsibility to prove your ethical credentials - not just to 

customers, clients and regulators, but also to Google – if you want to be 
found in search results. If you want to get anywhere in search then it helps to 

keep Google on side.

BY CHLOIE BRANDRICK
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CLICK CONSULT

In its quest to deliver results that meet users’ needs, 
Google contracts more than 10,000 humans worldwide 
to manually evaluate its search results on the basis of 
relevancy and quality. These quality raters are given actual 
searches to conduct, drawn from real searches that happen 
on Google, and are provided with a set of Quality Rater 
Guidelines – detailed instructions on how they should 
score a particular page and search result. 

For marketers, these also serve as best practice guidance 
to perform well on search engine results pages (SERPs).

Google categorises YMYL (‘your money or your life’) sites 
as those that could affect a user’s health, happiness or 
financial stability, and holds them to a higher standard of 
quality. 

All sites dealing with medical information and advice fall 
under this category, along with those dealing with, for 
example safety, financial guidance, child adoption - and all 
online shopping sites.

Google doesn’t want to return inaccurate or misinformed 
content around the YMYL topics, as this could have 
significant consequences for Google’s users if they follow 
the given advice. Poor information, especially around 
health, is seen as a high risk for Google.

Is your website classed at YMYL?
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CLICK CONSULT

Google wants its raters to not only look at the 
quality of a website’s content, but also the 
authority of the people who write it - highlighting 
how important it is that sites demonstrate what’s 
known in the organic search (SEO) industry as 
‘EAT’: expertise, authority and trustworthiness.
As Google looks to continuously improve user 
experience and return the most appropriate 
results indications suggested that Google was 
rewarding sites adhering to its EAT guidelines. 
There were wide reports of a massive impact, 
especially on medical and health-related sites. 
This is because, for queries potentially affecting 

Google’s Quality Rater Guidelines exist to help 
its raters ensure good content does well and 
low quality, spammy content doesn’t. But they 
also offer valuable guidance to businesses - and 
especially those in the health and personal care 
industries.

1 Consider the focus of the page. Always 
putting main content front and centre. 

Avoid disguising content. Focus on user 
friendliness and meeting visitors’ needs. 
Keep your content fresh and expand on it as 
your business develops and/or your offering 
changes. 

3 Ensure supplementary content doesn’t 
distract from your main content. This 

can include sidebar tips, similar articles, helpful 
content, and images. 

2 Ensure your site is optimised for mobile. 
This should be an immediate priority as 

non-Mobile-Friendly sites are seen by Google 
as low quality. 

4 Provide basic company info, such 
as an About Us page, Contact Us, 

and customer service info page: this info is 
imperative for YMYL sites. 

5 Demonstrate your writers’ credibility. 
If they’ve got relevant experience and 

qualifications, make sure they’re mentioned on 
your site. You should also use author pages on 
your site detailing their areas of expertise and 
links to their social profiles where appropriate. 
It’s also a good idea to encourage your writers 
to contribute to leading blogs within your 
industry and niche to help establish them as 
an expert. This can help your website to rank 
as you’ll be seen as having writers who really 
know their stuff. 

YMYL, it’s even more crucial that Google 
identifies the source with the most expertise, 
authority and trust – and ranks them accordingly. 
As an example, to be considered ‘high EAT’, 
web pages on scientific topics should be 
produced by people or organisations with 
appropriate scientific expertise and represent 
well-established scientific consensus on 
issues (where this exists). Raters may check 
the reputation of a site/author by looking at 
Wikipedia and other informational sources, 
and may also take into account popularity, user 
engagement, and user reviews.

Google asks its raters to look for expertise, authority and trustworthiness

Tips for the top
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CLICK CONSULT

6 Ensure content on YMYL pages is 
updated regularly. Google even wants to 

see a ‘last updated’ date. 

8 Study competitors. Look at who is 
around you, how their content is laid 

out and what they are saying. A tip is to look 
at competitor sites that perform well, as 
Google clearly likes the content. 

7 Meet user intent. Make sure your content 
caters for your users’ needs and answers 

their questions clearly and in-depth. If your 
answer is only 200 words, but you really need 
1,000 words to give a complete and thorough 
answer then it may need fleshing out. For 
example, if you’re trying to rank for “how 
to treat cracked heels” the user is probably 
expecting step-by-step instructions on what 
actions they need to take. If you don’t go into 
the expected level of detail, the user’s needs 
aren’t served, so you’re unlikely to rank as well. 

So understanding how content needs to meet 
specific needs and tailoring for user intent 
isn’t just about keywords; you need to be 
strategic and this involves defining what you 
want to achieve, and knowing your market 
and your audience inside-out. 



22

LRS INTERVIEW

Victoria Morgan
Victoria has a background in both marketing and sales working across a number 
of leading FMCG businesses such as Nestle, Kimberly Clark and now Lucozade 
Ribena Suntory. Over the last 15 years she has successfully launched many new 

innovations, and turned around many loved household names that had gone into 
decline, by reviewing brand and repositioning them to the current market, injecting 

a new life by making them relevant again. 

Her current role at LRS which is leading the innovation team to create new 
enjoyable wellness brands for the group is fuelled by a passion outside of work for 

sports, health and exercise that fit perfectly.

Head of Enjoyable Wellness Innovation, Lucozade Ribena Suntory (LRS)

So Victoria, what’s your mission?
“My mission is to lead a cross functional team to 
expand our portfolio by launching new brands 
that unlock untapped consumer needs for either 
LRS or the soft drinks category that are tasty and 
better for you. 

“By developing innovation and new brands that 
meet consumers rapidly evolving needs towards 
enjoyable wellness.

“Key to this is working in a more entrepreneurial 
way, inspired by start-ups and lean ways of 
working to innovate faster.”

What is LRS’ definition of enjoyable 
wellness and does this resonate with 
you? 
“Enjoyable wellness quite simply is the desire 
from consumers to eat or drink better but 
without sacrificing on taste. For some this means 
reducing the amount of sugar they eat and 
drink and for others it means looking for natural 
alternatives. 

“Consumers are not looking to sacrifice 
enjoyment, so the industry’s challenge is to meet 
this need with new and exciting drinks that are 
natural or low in sugar, whilst obviously still being 
delicious. 

An interview with
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“LRS has already taken a stand for healthier 
living by reformulating many of its much 
loved drinks brands, including Orangina and 
Lucozade Energy, so that they all contain less 
than 4.5g of sugar per 100ml. We are now 
heavily investing in innovation so we can be 
even more relevant to more consumer with a 
full portfolio of brands, even adding completely 
sugar free and plant based drinks such as True 
Nopal Cactus Fruit Water.”

What has driven the new drinks 
revolution at LRS and why are you 
thought leaders?
“Consumers needs are changing fast and we 
have to evolve our portfolio to stay relevant. 
We have taken a huge step forward by 
reformulating much of our core portfolio to 
be lower in sugar. But we can’t rest on our 
laurels, we now need to build for the future 
with a pipeline of new drinks and brands that 
meet this shifting consumer demand. Working 
collaboratively with retailers to co-create the 
future of our category. 

“Our parent company Suntory has strong 
credentials in innovation and uniquely the 
resilience and determination to continue to 
support that innovation. 

“We also have, going back to our founders, an 
ethical mindset about living in harmony with 
nature, so we are building on our foundations 
as we shape a sustainable future. As we build 
our portfolio we will challenge ourselves to 
be thought leaders, with consumers as our 

How are you going to disrupt the 
consumers’ drinks’ choice with enjoyable 
wellness both in and out of store?
“A lot of our work is a tightly guarded secret, but 
the key element for me is walking in consumers’ 
shoes, whilst keeping my business head on. I look 
at the values our founder Shinjiro Torii always 
talked about. 

“My understanding of this is that we continually look 
for relevant touchpoints unlocking them through 
new drinks formats and experiences. 

“From my perspective, the soft drinks industry 
has been low on true innovation for many years 
and is, as a result, a very habitual category when 
shopping, with consumers mindlessly glugging just 
the few drinks in their repertoire. We need to shake 
this up, so soft drinks become a category that 
consumers consciously choose, breaking the habit 
and exploring new brands.

LRS INTERVIEW

decision-makers striving to answer the category 
tensions of the obvious sugar versus naturalness 
debate, but also thinking beyond the drinks 
and focusing on sustainable packaging and the 
changing retail landscape.

“In order to be thought leaders you have to be 
brave and behave differently and that’s where my 
team comes in. We are inspired by start-ups and 
entrepreneurs and we work with a similar mindset; 
quick, brave decisions based on a test and learn 
approach that’s  truly agile and collaborative.”
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“Emerging brands 
are delivering 
products that 
offer consumers a 
conscious choice 
and a sense of 
purpose.” 
- Victoria Morgan, Head of Enjoyable Wellness Innovation, LRS

LRS INTERVIEW
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When and how do you expect the rest of 
the soft drink category to adapt to the 
changing needs of the consumer?
“It’s going on around us right now and has been - 
albeit slowly - for years. There’s been a long-term 
trend in declining sales of high-sugar drinks and 
it’s only going to continue. Manufacturers have all 
reacted differently and in the meantime it’s proven 
to be a great springboard for start-ups with true 
innovation. 

“These new drinks can lead the way, proving to 
be catalysts for change in that they give early 
adopting consumers options to try and get 
behind, which in turn helps to shape the category 
and drive it forward. 

“An example of this that sits within our portfolio 
is True Nopal Cactus Water; this genius idea to 
develop a naturally low sugar drink made from 
the fruit of the cactus was created by founder 
Tom Zummo. We at LRS have partnered with Tom 
to sell this fantastic product in the UK and we 
are seeing strong sales in key premium retailers 
compared to other more established plant waters.” 

LRS INTERVIEW
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Where do you see the future of 
enjoyable wellness heading? 
“I believe many of the emerging start-up brands 
are helping to bravely forge this path already, 
delivering brands and products that offer 
consumers a conscious choice and a sense of 
purpose. 

“They are also driving excitement into the 
category whether that be through more exotic 
ingredients or processes like Kombucha and 
different packaging solutions such as Ooho 
pods, which we have been trialling at races on 
Lucozade Sport, in partnership with start-up 
creators Skipping Rocks Lab.

I believe brands need to offer a bigger purpose 
to get behind whether that be sustainability or 
community, a great example of this is Tribe bars. 
As a team we spend a lot of time networking 
with many inspiring start-ups and with the rise 
of Generation Z, I believe the challenge for 
big corporates is to connect with consumers 
with a sense of purpose, excitement and 
uncompromising products that truly answer 
consumer needs. 

“This is a challenge that I personally am very 
excited about and believe that LRS offers a 
unique entrepreneurial mindset where this can 
come to life.”

LRS INTERVIEW
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Consumers and shoppers are not one and the 
same. The shopper will likely be influenced 
by their consumers but they are the ones who 
will ultimately make the purchasing decision 
whether in-store or online. Understanding what 
drives the shopper, the missions they take when 
they buy and the factors that influence their 
purchasing decisions of gluten-free or dairy-free 
items or any other product is vital.

So effective research is essential in assisting 
our clients in securing the insights they need 
into shopper behaviour and to provide a 
deep understanding of their particular target 
categories. Bridgethorne’s shopper research 
team helps clients learn about their shoppers 
and their shopping journeys; using this insight 
to increase the chances of converting intent into 
purchase at the point of sale.

The upshot of this is that tastes and 
demands continue to put the shopper in 
the box seat in the retail and FMCG market. 
The constant promotion of the benefit of 
embracing a healthier diet is clearly feeding 
through to the shopper. This places the onus 
on suppliers not only to meet this demand 
but also to understand it.

Our changing eating habits, including our 
increasing enthusiasm for healthier options, 
shows how shoppers are demanding more 
choice and independence. This has resulted 
in a power shift away from the major brands 
and suppliers, who used to hold all the aces, 
through the major retail multiples and now to 
the shopper. Suppliers need to understand 
that and use it to inform their business 
models, from marketing and activation to 
new product development.
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Brands need to be ready!
 
This new thinking even flows in to the 
workplace, recently I attended the Grocery Aid 
Diversity and Inclusion conference in London 
where a diverse selection of representatives 
from all grocery functions had one clear 
message, “Inclusion starts with ‘I’”, meaning we 
all have a part to play. This resonated with me as 
I believe the changing behaviours of consumers 
comes from a much deeper place,” what life 
do I desire?”, “what examples do I want to set 
to my family?”, “how do I want to be seen and 
viewed?”, “what are my values?, “what legacy 
do I want to leave?” and “what choices should 
I make in a complicated and noisy social media 
world”, in other words, “how do I feel included?” 
 
Whilst sounding very profound we all ask 
ourselves these questions in one way or 
another and as such how we respond to these 

We are seeing a merge of worlds across digital 
and wholesale, grocery retail and convenience, 
food service and HoReCa and health and 
beauty and food and drink to name a few. 
As more and more start-ups than ever are 
coming to the market, mainly due to the rise of 
‘enjoyable wellness’ becoming the latest hot 
topic, consumers are paying more attention 
to what they put ‘on their bodies and in their 
bodies’ when thinking about health and beauty 
and food and drink. This seismic change is 
forcing brand owners to think differently to 
react to this new emotional and physical need 
state. Whilst sustainability, ethically sourced 
ingredients, plastic and packaging reduction, 
carbon footprint, anti-slavery, palm oils, waste 
reduction, ‘organic’ and ‘free from’ to name a 
few, are equally hot topics facing brands, the 
consumer is king and healthier choices are now 
at the forefront of the shopper’s minds. With 
retailers understanding this important move just 
as much as consumers, it is their responsibility 
to stay ahead of the curve, choosing products 
from its suppliers to provide their customers 
with wellness brands as shoppers are changing 
their approach. 

Why is 

ENJOYABLE 
WELLNESS 
becoming so 
RELEVANT?
BY ANNETTE D’ABREO
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questions affects our wellbeing, both physically 
and mentally. We work in diverse organisations 
with multicultural differences, tastes, opinions 
and needs. As such brands and businesses 
that are early adopters are the most likely to 
succeed by having a culture that celebrates 
diversity and are more likely to know what its 
consumers, (us) actually wants. So more than 
ever the environmental challenges, how we 
support climate change, how we endeavour 
to ethically source products, recycle, improve 
our life span and mental health through healthy 
eating for the benefit of those around us as well 
of ourselves, and what makes us feel good is 
creating a perfect storm for thought change; ‘I 
feel like I should be doing something, but what is 
enjoyable wellness?’
 
For me as a consumer, ‘enjoyable wellness’ is 
a mindset, it is knowing I am making healthier 
and smarter choices, small changes noticing 
the source of my products, the manufacturing 
process, the carbon footprint, the ingredient list, 
the on-pack claims, the brand story’ and more 
importantly its nutritional value and benefits. Let’s 
take Tony’s Chocolonely, a brand built entirely on 

ending slavery, I am still eating chocolate, but 
I feel good and the wellness part comes from 
knowing I am contributing to ending slavery and 
child labour*. Enjoying products that give me a 
sense of satisfaction have dramatically changed 
my purchasing decisions in the last few years 
and as a FMCG expert I still ask myself these 
same questions, with the addition of one more 
question “does this brand promote enjoyable 
wellness?”. Younger audiences are increasingly 
environmentally conscious, making them a 
key target and 73% of millennials are willing 
to spend more on a product if it comes from a 
sustainable or socially conscious brand.**
 
Brand owners have a new job, they have to not 
only create great brands, they have to create 
great brands that connect with the consumers, 
and more importantly how they share their 
story. With the increasing multiple platforms to 
market brands the single most effective way 
to drive success is authenticity. Promoting 
wellness through enjoyment is a perfect recipe 
for success. Get this right and followers will 
stay loyal and true and we will see the above 
changes we all so desperately thrive for finally 
achieved.
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Top 5 Tips For Success
1.  Strength 
At a time when speed to market, customer 
centricity and cultural alignment are more 
important than ever, turn change into growth 
by building and constantly developing a 
strong brand.

2. Purpose
Deliver products and experiences that offer 
consumers a conscious choice and a sense 
of purpose.

5.  Data
Utilise and learn from the research and 
information available to inform your business 
models, from marketing and activation to new 
product development.

4. Connections
Today’s consumers value experiences over 
material goods - speak to them on a personal 
level to create a connection, and respond to 
their needs for a balanced life in mind, body 
and spirit.

3. Sustainability
Put authenticity, transparency and diversity at 
the heart of your culture to connect with your 
customers help foster consumer engagement, 
loyalty and brand advocacy.

SUMMARY
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SUMMARY

www.ceutagroup.com
business@ceutagroup.com
+44 (0) 344 243 6661

Find us on social: 

       /company/ceuta-group/

       /ceutagroup

       /CeutaGroup/

Ceuta Group is a global, consumer brand 
services organisation working with some of 
the most dynamic businesses in the Health & 
Personal Care and Food & Drinks industries. 
Established for 25 years, Ceuta Group 
comprises 12 brand specialist companies and
counts over 450 employees with offices in the 
UK, Ireland, USA, The Netherlands, Singapore, 
Thailand, Australia and New Zealand.

Through its unique Integrated Platform, 
Ceuta Group offers a collective of services to 
enhance, grow and support the brands they 
represent. From category  & shopper insight, 
creative design and sales & distribution, 
right through to influencing consumers and 
shoppers’ purchase decisions, they have the 
services to meet their clients’ needs and to 
realise their ambitions for the success and 
profitability of their brands, internationally.

ABOUT CEUTA GROUP

Get in touch
41 Richmond Hill
Bournemouth
BH2 6HS

CONTACT
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