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NUTRITIOUS FOOD
REDUCES WASTE

By Robin J Birn

Eating Nourishing Chilled
Ready Meals

here have been many independent

studies that show that recipes created

by popular TV chefs nor ready meals
produced by supermctrke‘r chains meet
international nutritional standards for a
balanced diet. Some of the recipes seemed
to be less healthy than the ready meals.
Maximum nutritional benefit is likely to be
derived from home cooking of nutritionally
balanced recipes primarily using raw
ingredients, rather than relying on ready
meal recipes or recipes by TV chefs. Further
reformulation of ready meals in line with
international nutritional guidelines, and
collaboration with TV chefs to improve
nutritional quality of their recipes may also
help consumers to achieve a balanced diet.

Cooking processes can be just as important
for our health as the sugar, salt and fat
content. Food processors do not have to
label total vitamin content and probably
don't bother figuring out how many of the
myriad of cancer preventing compounds in
plant foods are lost during production. The
nutritional value of ready meals matters as
consumers, such as the single e|der|y, rely
on them for a lot of their nourishment. Poor
diet is the main reason for the epidemic
of chronic diseases. Food processors that
make reody meals™could help the fight
against these chronic diseases by providing
nutrientrich meals. But to achieve these nutrient
levels, those eating ready meals should be
able to rely on them being produced to a
high nutritional standard. The aim is to be
able to cook and eat a restaurant quality
meal at home, but with all the nutritional
ingredients cooked so they are appetising
and enjoyable.

Micvac’s team in Sweden is aware of this
and know that there's a new breed of food
consumers out there. They re health conscious
and expect you to be as well. Consumers
want their food freshly cooked, but at their
own convenience, but fo taste an appetising
good quality meal. They expect these high
quality meals, but are not prepored to
wait an extra minute to get it. So are they

satished if the meals they want to eat are
made with the Micvac process and their
needs satisfied? Now these consumers
are interested in searching for a new and
better reddy meal for themselves and their
children. And this is where the Micvac
process helps to challenge the conservative
food industry, and is a partner for food
processors dedicated to finding new ways
to the hearts and stomachs of the modern
food consumer knowing that the meal will
be cooked to satisfaction.

Micvac comp|e’red some market research
- the systematic, objective collection and
analysis of data about a target market,
competition, and/or environment. The goal
for investing in it should be to increase your
understanding of customers and consumers,
their buying behaviour and theirtypical journey
engaging with brands and marketing for
the products they want to buy. The power
of information is outstanding when it comes
to market and consumer survey research.
The information you find can guide your
most important strategic business decisions
and usually, if done properly, the findings
and conclusions you reach have

but those interested need to be convinced
that there is a market which is sustainable
and is being changed by the new process
that it has launched.

Micvac of Mélndal, Gothenburg, Sweden,
is such a company. It is a food technology
company with fresh ideas on how to
produce chilled ready meals. The Micvac
food processing method is based on a
minimum cooking and pasteurisation time
for maximum nutrition and taste, which
extends the shelf life of chilled ready meals
without preservatives - it has an ingeniously
designed pockoging, which provides new
benefits to food manufacturers of chilled
ready meals and the consumer who buys
those meals in a supermcrkef. The company
is a solution provider offering production
equipment, packaging material, know-how
and support systems to the chilled ready
meals food industry.

"Fresh thinking, served.”is the essence of its
brand, the values and what the company
stands for and is used in its internal and
external communication. But this brand
positioning also gives guidance in the
company decision making and its daily
work. "Fresh thinking, served.” is also used
as a qu0|h‘y seal - used by the company,
its customers and partners. It highlights
Micvac's unique food processing method to
enhance customers, retailers  and consumers’
sense of high value and quality when eating
chilled ready medls.

a value that exceeds the cost of
the research itself.

The main benefits of market
research are guiding the
development and positioning of

your communication with current
and potential customers. It helps
to minimise risks and establish
your market positioning.

So market research is an invaluable
tool that some managers might
think expensive and slow, but for
other managers it is more than an
investment when realising what

can be gained from it.

Micvac in Sweden

So some companies develop new processes,
find customers for them to sell to and
start to develop successful businesses. The
business grows and then it gets to a point
that there is a lot of inferest in its product,

The Micvac Microwave Tunnel

The Micvac food process makes a chilled
ready meal in the following way:

* First the tray is filled with fresh ingredients
and other recipe components - vegetables,
meat or poultry and other ingredients are
combined. Filling takes place directly into




the consumer portion pack

* A hole is made in the film and a valve
is applied over it, then sealed to the tray
creating a safe enclosure

* Then cooking and pasteurisation takes
place simultaneously using microwaves
making sure the meal is evenly cooked. The
valve opens and releases steam and air

+ The valve on the lid film closes, ensuring no
recontamination. The meal is then cooled,
steam condenses and a natural vacuum is
created. The vacuum is also visual proof for
a successful process

approximately 3 minutes. As the meal
cooks the microwave-friendly shape of the
packaging ensures that the meal is evenly
heated within any regular microwave oven.
When the food is cooked H’]rough, the valve
releases a distinctive Whis’rling sound, oler’ring
the consumer that the food is ready.

On the top of the packaging the valve
can be seen very clearly. This valve can be
customised with the food processor brand/
printing which means it blends into the
meals’ branding.

Three European Chilled
Ready Meals markets
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Micvac process works. But as

The food process used

The food tray is made in a variety of
shapes - single and two compartment trays,
sizes and colours. The vacuum packaging
allows the product to be displayed upright
on the she'ves, which ensures better visual
exposure.

When the consumer takes the meal home
and wants to eat it, she or he takes off the
outer packaging (sleeve or carton) and puts
it in the microwave oven, without piercing
the lid film, at maximum efficiency for

Chicken red curry

FRESH
FOOD WITH NO
ADDITIVES

CEHORE =

Micvac packaging design preferred by
UK consumers showing the meal

markets get more competitive
and food retailers require proof that their
customers want to buy the products that
food suppliers want them to stock and sell
in their stores, it is increasingly important
to get information from the end consumer
that they are satisfied with the chilled ready
meals made - and so Micvac wanted to
do this research to prove that their food
process is preferred.

Micvac is also expanding its international
presence and ﬂ’rhe company wanted to
approach mojér European markets which
included some new to the company. So in
2013 it decided fo learn more about the
German consumer, in 2014 French consumers,
and in 2016 UK consumers, to identify the
competitiveness of the market and see if the
British consumer realised the benefits of the
process in chilled ready meals.

But to do this it needed to work with an
external organisation which has provided
deice, access fo information and resources
for interviewing consumers to other food
processing companies, as it wanted to
have independent expertise to provide
objective and accurate market research and
interpretation of results to help the company
and its customers with their marketing.

My organisation had worked with Micvac 's
Marketing Director Christina Frohm Kramer
in the past in another food processing
company in Germany researching markets

in Germany, Scandinavia and Worldwide.
So we started to work on designing a
research programme to develop consumer
insight in each of the three contries. Insight
is the beacon of light for a company giving
the company something to aim for - it
provides the direction for the company to
steer in - and helps the company keep off
a collision course that many companies
navigate when they are in the situation
that their managers take decisions without
information or direction on what the
consumer likes or dislikes about a product.
So where possible it is vital to do market
and consumer research to get that direction
and steer the correct course. But even so
the reality for many major food and drink
companies is that 90% of the new food
products they introduce to the market
fail, even though they have completed
market and consumer research. So it is
important to get feedback from consumers
on existing food products to understand
their preferences and how to develop the
right products and propositions.

Our research was designed to review how
nutritious food reduces food waste and to
provide consumers with healthy chilled ready
meals. Fresh thinking, served'is a very effective
brand platform. It communicates Micvac's
values and provides a unique competitive
positioning to stimulate awareness in the food
process and the resulting preparation and
cooking of a meal. This market research in
allthree countries has provided the following
feedback for Micvac and it confirms the
strength of this brand positioning:

» Consumer reaction is extremely positive
towards learning about a new vacuum
packed process, as the ratings we received
in all countries was high for liking the meals
cooked and tasted made with the Micvac
process. But the research also shows that the
Micvac process has to be communicated
carefully to the consumers, as they have
to absorb a lot of information about it to
understand and redlise its benefits.

* Consumers reacted positively to a meal
with a vacuum pack which opens more
easily than those they currently buy in
supermarkets. But the consumers need to
be convinced they would be able to buy
these meals in supermarkets in the future,
so food processors that Micvac work with
will need to market creatively to reassure
consumers.

* Consumers have provided positive feedback
to both the preparation and cooking of the




meal and the quality of the food and the
ingredients in the different recipes made
with the Micvac process in comparison with
meals they curren’r|y buy in supermarkets
- confirming not only that they like the
vacuum pack process, but they provided
feedback that the meal was more enjoyable
because of the quality of the ingredients,
giving the consumers the feeling that the
meal is more nutritious.

* When the consumers have the Micvac
vacuum pock process explained to them,
the Micvac valve and whistle are recognised
as a benefit and they understand that it
will produce a better and more enjoyable
meal. But the consumers will have to learn
how to cook meals in their microwaves, and
rely on the whistle, when they purchase the
products in the future as they will have to
become more familiar and used to cooking
them with the valve.

* Consumers recognise that a meal made with
the Micvac process delivers an experience
of eating a better quality and nutritious
product which the consumers said they would
pay more money for if they could buy it in
their local supermarkets. There is evidence
that this is consistent across all the three
countries the research was completed in.
So the perception is that the better quality
meal delivers value, which could be passed
on fo the consumer and benefit the food
processor manufacturing the meals.

* There is consistency in the net promoter
score metric in all three countries - the
measure which says whether the consumer
would recommend the meal fhey have just
eaten to another consumer - with consumers
giving a very-high recommendation rafing
for buying and eating a meal made with
the Micvac process. We identified o high
proportion of consumers who say they
are positive to the product made with the
Micvac process

* |t is easy to cook the meals.

* There is no need to check on the meals
as they are cooked as they find the whistle
novel but more importantly reassuring.

* When tasting the meal the consumers say
it is evenly warm across the meal making it
more enjoyable.

* Consumers believe it is a better quality
meal and it is better value.

One of the most important findings in the
research was in the in-home tests with the
consumers who took meals home to cook and
eat over a three week period. The consumers
think the quality of the meal remains the
same if they eat them immediately or keep
them and eat them two and even three
weeks affer purchasing/being given to them.

We also included in the research a test to
compatre two curry recipes, one in a single
compartment tray and the other in a two
compartment tray. We found out the younger
age groups prefer the two compartment
tray and the older age groups prefer the
one compartment tray.

So the UK research showed that a meal
made with the Micvac vacuum pack process
provides a more nutritious chilled ready
meal than consumers are used to. So do
consumers think that the process would help
them to reduce the waste they tend to have
with their food at home? UK households
waste 6.7 million tonnes of food every year,
which is one third of the 21.7 million tonnes
purchased. Most of the food thrown

its packaging, either opened or unopened.
Nearly 1 million tonnes of food is thrown
away whole or unopened - this is a quarter
of all avoidable food waste. At least 8% of
all avoidable food waste is in date at the
point of disposal.

Food waste in the UK is costly: the UK as
whole pays for but does not eat £10.2 billion
of good food each year. That equates to
£0,420 of avoidable food for the average
household each year. Food thrown away
whole and unopened is por’ricularly costly at
more than £2.2 billion a year. Food thrown
away still in date costs UK households at
least £950 million per annum.

In our survey in June 2016 in the UK we
added some questions about food waste
to the questionnaire consumers filled out
for us as Jrhey cooked and ate the meals
they took home.

The first question asked the consumers
for their reasons why food tends not to
get used in their household. The main
answers were:

* 67% said it was passed its best before or
use by date

* 57% said they forget the food is there

* 49% said when preparing a meal they
substitute something else they would rather
eat at the time and then the original food
does not get used in time

* 44% said they cook too much

away is avoidable and could have
been eaten if it had been mcmc:ged
better. Nearly half'of the avoidable
food thrown away is in a fresh, raw
or minimally processed state. An
additional 27% is thrown away
having been cooked or prepared
in some way. Over a quarter of the
avoidable food thrown away each
yearin the UK is thrown away still in

* The consumers also say that as +hey (
like the food ingredients in chilled
ready meals made with the Micvac
process, the consumers also say they
produce better qucrlify meals and are
different to the meals they currently
buy in Supermarkets.

The research also confirmed the
vacuum pack process consumer
benefits as the consumers said the
following as feedback about the
meals Jrhey cooked and ate in the
research Studios:

\ * 30% said their children do not eat

all their food

* 27% said the food looks inedible.
The last question was a series of
statements about food waste and
the consumers were asked to say if
they agreed or disagreed with each
statement. They agreed with many of
these statements confirming that UK
consumers recognise there is a problem
with food waste. The highest ratings
were for the fo“owing statements:

* 95% agree that they try to ensure




the food thrown away is kept to a minimum
* 89% agree that if they could buy a meal
prepared in a natural way but giving longer
shelf life then they would threw away less food
* 87% said if they had information on the
cost of food they throw away they would
probobly make an effort to throw away
less food

* 81% said discarded food packaging is
a greater environmental waste issue than
food waste

* 78% said that if they had information on
the environmental impact of food waste
they would probably make an effort to
throw away less food

* 70% also said if they cooked more chilled
portioned reody meals in their microwave
they would reduce food waste.

So the research has proved that if consumers
agree that if they could buy a meal prepared
in a natural way but has a longer shelf life
then they would throw away less food. The
consumers also say that if ’rhey could buy
meals made with the Micvac process then
they would buy more chilled ready meals
as they believe that the ingredients are
more nutritious as a result of the cooking
in the Micvac process. So this research has
provided substantial evidence that nutritious
food can reduce food waste.

So what was the benefit of this market and
consumer research to Micvac? Here was a
company that was having success but had
not had an opportunity to get feedback
from its customer's customers about how
much their food process was having an

Exhibitions are exciting and surprising
and SIAL 2016 turned out to be a very
good location to launch Detectamet’s new
incentive scheme to encourage good anti-
contamination management.

A user of Detectamet detectable products
wais exhibiting near to Defectamet's exhibition
stand and they helped to keep their customer’s
products protected with detectable gloves
to protect the safe supply of Pizzas.

Caseificio Tre Stelle s.rl. is an Italian producer
of high quality Buffalo Mozzarella and to
demonstrate their cheese they supplied
visitors with samples of Pizza made on the
stand using their cheese.

Following research, we discovered that the
company was already using more than 5
Detectamet detectable products which
qualified them to receive the Detectamet

SILVER GUARDIAN
AWARDED

impact on the experience they were
having when eating chilled ready
meals made in their microwaves ot
home. By asking the consumers what
they like and dislike about meals
prepared with the Micvac valve the
company gained an undersfonding
not just about the acceptance of their
product but a real feel for the fact

Detectamet's Jon Ireland , left,
presents Gianluco De Martino
with the Silver Guardian Award
for Caseificio Tere Stelle’s

commitment to food so)(efy

Silver Guardian award for their commitment
to food safety.

The Technical Manager Gianluca De Martino
at Caseificio’s Three Star Dairy said he was
delighted to see Detectamet at the show
and was pleasantly surprised when he was
presented with the Silver Guardian award
by Jon Ireland, the new Sales Director at
Detectamet.

The new award scheme is rewarding
companies that demonstrate their food
safety culture by protecting customers
and consumers from the risk of physical
contamination in their products. There

that the consumer said that it was better
than anything they can currently buy and
it helped them to enjoy the taste and eating
experience. But the real benefit of doing
market and consumer research was to get
the strength of the opinion from consumers,
which may have been assumed but could
not be guessed at - and as it was so strong
it showed Why the consumer research
delivered analysis which is likely to have o
lasting impact on the chilled ready meals
market in Europe.
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are three levels of award; Silver, Gold and
Platinum and they are being presented in
accordance with the level of commitment
made by the recipients. Silver awards will
go to food companies using more than three
detectable plastic products. Gold winners
will be employing seven or more products
and the users of eleven or more products
will receive the Platinum Award.

Sean Smith, the Chairman of the Detectamet
Group of Companies, said 'l was delighted
thatwe could recognise and reward Caseificio
whose product at SIAL was not only safe
but delicious.”

www.detectamet.co.uk




