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Conduct Studies/Analyses to Determine Business & 

Market Solutions to Obesity and Healthier Eating  
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Consumer Packaged Goods (CPG) Companies Evaluated



Restaurant Chains Evaluated
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Key Finding #1:  

Better-for-you/lower-calorie items 

are good for business 



New Lower-Calorie Items Are More Successful 
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Source:  AC Nielsen ScanTrack – 5-year period ending December 31, 2012  



CPG Companies Growing Their Lower-Calorie 

Products Increased Total Sales; Companies  

That Didn’t Declined 
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Key Finding #2: 

Companies Are Improving Their 

Products 



     

 

   

 



     

 

   

 



Figure 1  
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New Fast Food Options Average 60 Fewer Calories 
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Key Finding #3: 

Market Trends Already Accelerating Declines 

in Traditionally Less Healthy Categories 
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French Fry Servings Declining in Top Soda/Fries Chains 

Source: NPD Group/Crest – QSR chains ˃ $3 billion; Fries ˃20% of chain servings 
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Soda Consumption Down Sharply from Peak 



Soda Tax Controversy 

 Will increase municipal revenues 

 Soda consumption will decline 

 Calories/sugar already in steep 

decline 

 Negligible impact on obesity 

rates (due to “substitution 

effect”) 

 An Existential Threat, not an 

alignment strategy 

 

 

 

 

 

 

 San Francisco and Berkeley the latest 

to place soda taxes on the ballot  

 

 

 

 

 

 



Case Study: Danish “Fat Tax” 

• Tax on butter, milk, cheese, pizza, 
meat, oil and processed food with a 
saturated fat content above 2.3 % 

o Included chips and other snack items, 
even if  saturated fat < 2.3%  

• Instituted despite falling per capita 
consumption vs. early 1990s 
(similar to soda category): 

o Butter (-67%) 

o Margarine (-48%) 

o Fats (-20%) 

o Pork (-44%) 

 

 

 



Result: Tax Repealed 

    

 

• Tax did bring in incremental revenues         
($216 million) 

• The price of  Danish foods hit by the tax 
increased by up to 9% 

o Butter +$0.37 per ½ pound 

• 80% of  consumers said they had not altered 
their consumption after the fat tax was imposed 

• Estimated loss of  Danish jobs at 1,300 

• Trans‐border trade in fats, oils, cheese and meat 
estimated to have doubled between 2010 and 
2011, going from 10 million to 20 million euros 

 

• Net: fat consumption in Denmark has been 
on a long‐term downward trend, and no tax 
incentive was needed for this to happen 

Source: "Nutrition" taxes: the costs of  Denmark's fat tax, Institut économique Molinar, May, 2013 



Taxes Ignore Harsh Economic Realities 
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Taxes Ignore Harsh Economic Realities 
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Taxes Ignore Sharp Declines in Physical Activity 
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WELL BEINGS®: 

19% 
FOOD ACTIVES®:    

18% 

 

MAGIC BULLETS®: 

23% 

FENCE SITTERS®: 

20% 

 

EAT, DRINK  

& BE MERRYS®:  

20% 

 

Taxes Ignore Divergent Consumer Behaviors 

Most health proactive Mainstream Healthy ‘Wannabe’ Healthy ‘Whenever” Healthy Least Health Active 

Pure & Simple Taste & 

Indulgence 

Healthier & 

Convenient 

Practicing Healthier; 

Big Food skeptics  
Pills = Health 

Stealth Health “Better-for-you” Unadulterated 
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Higher Regular CSD Consumption Not 

Directly Tied to Obesity Rates 
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Implications for Policy Research 



1. Demonstrate the Business Case 

• Best practice case studies 

• Success stories 

• Pilots (especially for retail) 

• Track progress 



2. Compare Them to Their Peers  

    

 
CSR Metrics 

• Workplace wellness 

• BFY food progress 

• Healthier communities 



  

   

 

3. Leverage Industry’s Marketing Strengths 

 to Accomplish Public Health Goals 

  



Thank You! 

HCardello@Hudson.org 
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