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‘What | can see is that people want to look good and live forever and they've now got more
motivation and more money to do that so they are going to do it. That will drive huge changes
in behavior. Now as the science linking diet and health gets stronger and stronger, people are
going to reorder... are reordering their priorities’

Inflection Points are often the result of a confluence of factors — in the report we described
these as either “disruptors” or “accelerators”. The inflection point occurs when a retailer
creates a significant response.

Ample evidence in support of Age of Wellness becoming a future inflection point, is found
in each of the key quadrants of “disruptors” or “accelerators”; these are driven by the
consumer, competition, growing external influences and retailers’ own internal responses
already in evidence.

Competitive Consumer Trends
+ Whole Foods entry into Europe « Aging Baby Boomers
+ Rapid competitor response and + Consumer awareness of health trends
growth in wellness oriented ranges Increased affluence
+ Supplier initiatives e.g. providing ¢ 150 million adults and 15 million
healthier options children in Europe alone predicted to
be obese by 2010
Internal External
¢ Retailer activism + Governmental desire to curb
+ Own range developments costs of health care
+ Media attention and scrutiny
+ Food safety scares e.g. BSE,
Salmonella, Mercury in salmon

The findings of this study have been debated with the Coca Cola Retailer Council for some
months and even whilst we were writing the report in early February this year, events
relating to health and wellness have been accelerating. Indeed, in this particular instance,
there is ample evidence to suggest a long-term trend.

“It's a bit like a runaway train at the minute, and that's dramatically changed consumer
behaviour away from relatively unhealthy food into much healthier food”

By definition however, an Inflection Point, does not exist until significant marketplace shifts
occur. This requires innovation from retailers, whether it is in the form of an outside factor
like Whole Foods or sweeping changes that constitute a retailer’s response to the changes
described above.






