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Tailwinds for Nutritional Quality

By Portfolio Manager, Lars Wincentsen, C WorldWide Asset Management.

Nautrition or more specifically malnutrition is a major global

challenge.  Governments — and  consumers — are  increasingly
demanding more healthy food products and require more account-
ability from the food and beverage manufacturers in terms of the
nutritional content and the marketing of their products. The changing
consumer behavior is visible in the sales numbers, as new and more
healthy products are growing 4-8% annually, where the less healthy
products are stalling, and products like cereals are actually falling.
Thus, it is not just an ethical, but also a commercial advantage for
companies to focus on products with high nutritional value. This new
paradigm will create new winners and many companies might not

succeed in transforming.

A new index for nutritional value

An independent foundation supported by the Bill and Me-
lissa Gates Foundation developed in 2013 the Global Access
to Nutrition Index (ATNI). This index assesses and ranks the
world’s largest food and beverage companies on their
commitment and practices to address the global nutritional
crisis. The foundation sees the industry as an important partner
for improving the overall global public health and hopes to influ-
ence consumers’ lifestyles and buying behavior by putting pressu-
re on the industry to increase the nutritional value of the products
and making them more accessible and cheaper for consumers. The
foundation has just released data for 2018, which was the third
year of publication. The data provides useful insights for among
others the active equity investors to benchmark companies within
the food and beverage industry.

Several factors create tailwinds for higher food
quality

Broadly defined, malnutrition is either due to a lack of
nutrients in the diet or by an excessive amount of primarily fat,
salt and sugar in the diet — often leading to obesity and diabetes.
Malnutrition, caused by the lack of nutritional content, is most
common in the developing countries, but also prevalent in
the western world driven by the proliferation of fast food and

pre-prepared meals.
However, four important trends are reversing this development:

1. Regulatory, many governments are introducing
policies, regulations and taxes aimed at reducing consumer

exposure to less healthy food.

2. Reputational, consumer awareness of the need for good
nutrition is increasing, and thus is becoming a brand and

reputational issue for companies.

3. Legally, companies are starting to face lawsuits for making

inappropriate health claims and inappropriate labelling.

4. Demand-driven, consumers are increasingly opting for
healthier foods with “healthy” categories growing +5-10%
annually, which is ahead of categories perceived to be less

healthy (where some are experiencing negative growth).

The multinationals have awakened

These changes create a huge opportunity for companies that
understand and reposition their products portfolio to deliver a
higher health value. Analysis based on ATNI data from


http://cworldwide.com

2018 shows that the food and beverage industry generally is
movingin the right direction. However, there isa clear picture of the
European companies being ahead of their US competitors with
Unilever, Nestlé and Danone taking the top three spots. As an
example, we have previously described how Nestlé successfully
has removed the core of the sugar crystalline thereby removing
30-40% of the calories from sugar without affecting the taste. The
company is now pursuing the same with salt.
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In the US, the two prominent beverage companies, Coca Cola
and Pepsi Co understand these trends, and are investing in
improving the nutritional profile of their products by reducing
sugars, sodium and saturated fat, and building new portfolios of
nutritious products in different beverage categories like juices and
water. Another consumer trend is the shift from volume to value,
where people still seem to snack and indulge, but yet in smaller
amounts. This trend will not grow sales, because of the smaller
amounts, but it will grow their margins, because the smaller
quantities will be sold at higher prices.

The large multinational food and beverage companies have
historically been challenged with a highly centralized new
This has

provided innovative start-up companies with a head start to

product development and marketing process.
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benefit from these new consumer trends at the expense of the
multinationals. However, as the multinationals recognize the
new consumer paradigm and the loss of market shares, they have
responded by increasing R&D budgets and simplifying the
products development procedures and allowing a more
local-driven branding and marketing process. This provides
them with a new opportunity to participate in the high growth
Also, the
actively acquiring new products, thereby

health-related  product categories. we  see
multinationals

leveraging their scale production and distribution.

Winners and dinosaurs
We live in a world of constant change, and we see the
nutritional trend as a new paradigm, which is supported by
structural tailwinds from changed consumer behavior and the
current regulatory regime. The multinationals have been slow
to adapt, but now they are awakening. This creates investment
opportunities for those who get-it, where others risk becoming
dinosaurs in a landscape they used to dominate.

investments in the

You can follow

www.cworldwide.com.

our sector on



http://cworldwide.com/

C WORLDWIDE ASSET MANAGEMENT FONDSMAEGLERSELSKAB A/S

Dampfaergevej 26 - DK-2100 Copenhagen
Tel: +45 35 46 35 00 - Fax: +45 35 46 36 OO0 - VAT 78 42 0510
cworldwide.com
Q4

This publication has been prepared by C WorldWide Asset Management Fondsmaeglerselskab A/S (CWW AM). CWW AM is a registered Danish investment
firm located at Dampfaergevej 26, DK-2100 Copenhagen, Denmark. CWW AM'’s Danish company registration no is 78420510. CWW AM is registered with the
SEC as an investment adviser with CRD no 173234.

This publication is provided for information purposes only and does not constitute, and shall not be considered as, an offer, solicitation or invitation to engage
in investment operations, as investment advice or as investment research. The publication has thus not been prepared in accordance with legal requirements
designed to promote the independence of investment research, and it is not subject to any prohibition on dealing ahead of the dissemination of investment

research. Opinions expressed are current opinions only as of the date of the publication. The publication has been prepared from sources CWW AM believes to
be reliable and all reasonable precautions have been taken to ensure the correctness and accuracy of the information. However, the correctness and accuracy

is not guaranteed and CWW AM accepts no liability for any errors or omissions. The publication may not be reproduced or distributed, in whole or in part,
without the prior written consent of CWW AM. It is emphasized that past performance is no reliable indicator of future performance and that the return on
investments may vary as a result of currency fluctuations.


http://cworldwide.com

