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Dawn of a
New Era for
the Food Industry.

Every day, when we open a
newspaper, we are bombarded
with the ‘latest advice’ on
healthy eating. Whether it's salt
levels, fad diets, ‘super’ foods or
nutrition labelling, with column
inches to be filled it's not
surprising that the messages are
often contradictory.

Media headlines are dominated
by issues around topics such as
advertising to children,
misleading health claims and
celebrities promoting junk
foods. This media cynicism has
been fuelled by the industry’s
historic lack of transparency and
corporate governance, a
significant factor in undermining
the credibility of the category.

The extent of the damage is evident from a
recent report from market intelligence
agency Mintel which highlighted that one
in four consumers do not believe health
claims made by food manufacturers. At
the same time, Deloitte’s Food & Beverage
2012 Report, revealed that eight out of ten
leading food and drink marketers ranked
health as the predominant external factor
driving the industry moving forward.

So what does this mean for the industry?

One of the biggest challenges that food
marketers face in 2010 is building and
maintaining consumer trust to protect
long-term brand credibility.

As long as obesity continues to be the key
driver of public health policy, the functional
food market will continue to be subjected
to close scrutiny, fuelled by an increasingly
evolving policy and regulatory
environment.

The good news for the industry is that 2010
has seen a landmark change in responsible
nutritional communications across Europe.
The introduction of the European
Commission’s enforcement framework for
food manufacturers has come into effect,
introducing harmonised regulations across
the European Union for the use of claims
related to nutrition benefits. The resulting
'list" of agreed functional food claims, such
as 'low fat’ and ‘high fibre’, will be integral
in restoring credibility to the industry.

The outstanding emergence of the
functional food category means that health
has now replaced convenience as the
standard in food requirements. Add to this
an ageing population concerned with
long-term health and an increasing
propensity for lifestyle illnesses and it's not
surprising that increased spend is being
dedicated to consumer health marketing
of functional food brands. The main areas
of functional food development are
focused on heart health, bone health, gut
health and immune system development,
with emerging areas including women'’s
health, mental health and cognitive health.

Marketers are therefore increasingly aware
of the importance of communicating the
enhanced function or reduced disease-risk
benefit of their products to ensure long-
term success.

As long as obesity continues to
be the key driver of public health
policy, the functional food market
will continue to be subjected to

close scrutiny.

With the emphasis on building consumer
trust, food marketers are moving away
from the more "traditional’ consumer
communications strategies, recognising
that strategic consumer health expertise
provides alternative ways to establish
health credentials for their brands.

Increasingly, marketers are dedicating
spend to developing long-term
commercial strategies, leveraging
healthcare professional endorsement to
influence consumer behaviour. As a
recognised source of advice and counsel,
healthcare professionals are playing an
integral role in engaging consumers with
specific nutrition messages. Developing
messages based on solid scientific
evidence is proving highly effective in
establishing a relationship of trust with
consumers, ultimately shaping behaviour
and effecting change.

But for long-term consumer behaviour
change, it's interesting to look at where the
industry is targeting nutrition education
campaigns. As eating patterns tend to be
formed by the age of 12 years, industry
and food marketers have focused on
targeting families with younger children to
help establish healthy eating habits for life.
Family and community are key to
delivering credible nutrition campaigns.

The core principle of effective healthcare
provision is local delivery — the same
principle applies to delivering an effective
nutrition campaign aimed at encouraging
consumers to adopt a healthier lifestyle.

Marketers are increasingly seeking greater
insight to understand the influencers, the
communications networks and the
relationships within a community to
identify the most effective route to deliver
clear, consistent and credible messages to
change intrinsic behaviour patterns.

But building long-term consumer trust is
not just about reputation management.
The industry needs to focus on
collaboration, developing clear strategies
to effectively communicate with
Government, retailers, the media and third
party organisations. Working in
partnership is without doubt the most
effective route to rebuilding its reputation
and creating the most favourable
environment in which to communicate with
an increasingly informed consumer.
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The E-lection?

Not quite.

The prediction was that this
would be the e-election, the
social media election, the
interweb at its best psyching up
an apathetic nation with Twitter,
Facebook and clever viral
campaigns. Mirroring Obama’s
huge success at smart
fundraising it was assumed that
similar would happen in the UK.

It didn't. Good old-fashioned
posters and worthy party
political broadcasts were the
order of the day. That, and of
course the ‘moment’ when
Gordon'’s political career
evaporated after he was mean
about the lady in Rochdale.

At one point the Labour campaign horribly
backfired when some leftie thinking he was
being clever, photo-shopped David
Cameron’s head onto the body of too cool
80's UK TV cop Gene Hunt. A perfect
example of how the left didn't get it - how
could they not know that this character was
a hero?

The most obvious difference in Election
2010 was the television debates. They
created a slightly odd but very welcome
camaraderie among the people. The TV
channels publicised their own events like a
Las Vegas fight with Rocky music and neon
lights. It was brilliant, people really got into
it - my mum'’s vicious friends, the sausage-
roll queue at the bakers, Peter, my
unreliable decorator, everyone was talking
about it and that felt great.

Even the boring bits had merit. Each
contender pretty much living up to his
stereotype. After the expenses debacle it
was certainly a good climate to have
politicians put through the ringer, voters
wanted answers.

The television debates gave Nick Clegg his
moment. Many got terribly excited by his
hands in his pocket, pointy, shiny,
‘remembering everyone’s name’
performance. It restores my faith in Britain
that the election results showed nobody
actually bought it. Why are the Lib Dems
so hell bent on changing the voting
system? No other party gained more from
the shambles than Clegg and Co, the
election’s biggest losers.

However, the debates set a precedent, and
in the future anyone who refuses to take
part in one will be accused of being a
weak-kneed chicken and have their lunch
money stolen.

The expected internet-led campaign
never happened, some of the blogs
were popular but as a tool it wasn't
predominant. Leslie Gaines-Ross,

Weber Shandwick’s brilliant Chief
Reputation Strategist describes using
Twitter as a communications tool as part
of the ‘New Normal’. It will be interesting
to see how this evolves and if it will be
taken on board as such in politics.

It is all the rage to write off print and
current affairs programme as archaic
and on their last legs; this campaign
proved that it is not the case.

During the exhausting coalition process
the Tories really embraced new media.
When William Hague traipsed off for the
final marriage counselling, he ‘Twittered’
that he was going to the Cabinet Office
for further talks. This was a crucial meeting;
it decided the future of Britain for the next
five years. To think this historic moment
was announced in less than 145
characters... how terribly modern.

It is all the rage to write off print and
current affairs programmes as archaic and
on their last legs; this campaign proved
that is not the case. A few weeks before
the General Election, Weber Shandwick
commissioned a survey to identify what
types of media influence how people vote.
The results were quite surprising; even
though we were told this election would
be led by the internet, British voters are
still overwhelmingly influenced by press
and broadcasting. This may change over
successive elections as a new generation
of voters comes of age.

So who is this new breed of Conservatives
with their slightly hybrid add-on of Liberals,
like the bizarre Vacanti mouse experiment
with an ear on the side? Most Tories feel
very uncomfortable, doing double-takes
every time they see Cameron or Osborne
striding side by side with Clegg or Cable.
A couple of the Liberal Democrats who
landed top jobs have the grace to look
lucky to be in such a position. Others, not
so. The honeymoon will be a brief one,
with or without Twitter.

Click for details of Weber
Shandwick’s UK election survey that
examined the changes in voter attitudes
and behaviour resulting from the 2010
General Election campaign.


http://www.webershandwick.co.uk/homepage-sections/what-we-are-up-to/778
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Japan remains the world’s
second largest economy with a
GDP of USD 4.141 trillion (2009
est.) and is home to 51 Fortune
Global 500 corporations.

The 2009 Country Brand Index
(CBI), a joint research initiative
between Weber Shandwick and
FutureBrand, ranked Japan as
number one in six categories:

/)

"advanced technology”, "quality
products”, “nightlife”, “most
conducive to starting a
business”, "best place to hold
conferences” and "authenticity”.
Yet the same study notes that
Japan ranks poorly in the
category of “transparency”, a
telling insight in terms of the
perception of Japan's place in
the global economy.

Japan —

Finding a Future
Hello Economy.

In recent weeks, the nuances of Japanese
corporate culture have been put in the
spotlight as a number of leading
corporations have faced intense
international media scrutiny. Yet it is these
same companies that have dominated
their respective market sectors for years.
So what are Japanese companies doing
right, and where are they falling short?

To address these questions, Weber
Shandwick in Tokyo surveyed international
journalists with an interest in Japanese
business, to understand better their
experiences interacting with Japanese
companies.

The survey revealed that while several
individual Japanese multinational
companies are highly regarded by the
media on many attributes, only one third of
respondents consider foreign media to be
served effectively, or somewhat effectively,
by PR offices and/or agencies of Japanese
companies. Corporate Japan, it seems, has
a long way to go to advance its
international communications approach
compared to global competitors.

According to the survey, access to senior
management is the single most important
area for improvement. Notably, where
organisations have appointed foreign
nationals in leadership roles, there appears
to be a willingness to demonstrate greater
transparency and engagement.
Meanwhile, more traditional Japanese
companies seem to be challenged by the
linguistic and cultural barriers that override
the required interaction with a more global
media audience. "A highly secretive and
yet very interesting company that would
do well to open up more, especially to
foreign correspondents,” suggests a
journalist, when asked specifically about a
Tokyo-based company.

Other areas that need to be addressed,
according to foreign journalists, include
the slow speed of response to (foreign)
media enquiries, an apparent lack of
proactive engagement strategies, limited
English-language proficiency and the
perceived unfair treatment of foreign
correspondents. Japanese companies, it is
believed, focus their attention on building
and maintaining relationships with the
domestic press.

These issues highlight the common,
traditional stance prevalent among many
Japanese companies — favouring
collectivism and preservation of the status
quo. As one journalist puts it, “At the best
(Japanese) companies, PR collateral, such
as websites and annual reports, look
professional, but in terms of personnel, PR
managers are generally conservative,
closed-minded types who consider their
main job as ‘protecting’ the CEO from
journalists.” All the more strange since
some Japanese companies have proved
such sophisticated international brand
marketeers.

The evidence suggests that Japanese
companies continue to consider PR as a
reactive measure, managing the potential
for negative exposure but minimising the
positive opportunity to be drawn from the
PR function. One journalist pointed out,
“Too many Japanese (PR) executives come
to the Foreign Correspondents Club to
approach journalists merely to say
‘yoroshiku onegai shimasu (hello, it is nice
to meet you)’ rather than pursuing
opportunities to create news and publicity
for their company or organisation.”

In recent weeks, the nuances of
Japanese corporate culture have
been put in the spotlight as a
number of leading corporations
have faced intense international

media scrutiny.

Pleasingly, this approach does not hold
true for every Japanese company. Some,
especially the larger multinational
corporations, have openly embraced
proactive public relations in order to
deliver their messages to stakeholders and
audiences both at home and abroad. Of
these companies, survey participants
openly voiced their praise. "The company
had an English-speaking PR manager who
was social, proactive and always willing to
help. | consider his professional attitude as
helping improve the company’s image
among foreign journalists.” “They have a
PR practice similar to that of western
companies; more open and more
proactive.” “Access was unlimited, and
even embarrassing questions were
addressed with significant comments.”

Such positive feedback from foreign
journalists suggests an encouraging trend
in Japanese companies’ willingness to
embrace a more proactive, accessible and
transparent approach to communications.
And this could not come at a more
important time. Japan's demographics
show an increasingly top heavy population,
where almost 30% of nationals are over 60,
and the childbirth rate is among the lowest
of developed nations. A future-focused
Japan must better communicate and
interact with the rest of the world to ensure
its economic survival.

Weber Shandwick in Japan is committed
to play a role in this evolving
communications process. As part of the
agency's initiatives to support the
development of global communications
practices of Japanese companies and
institutions, it will continue to monitor and
report on the international perception of
Japanese companies in an effort to
contribute further media and market
understanding of Japan'’s place in a global
economy.
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