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Health & Nutrition initiatives



Britannia purpose

Help people enjoy life ïthrough 

healthy snacking

Make enjoyable food, healthy & accessible to all people, 

any time, anywhere - everyday
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é. For the 5th Successive Year

é. # 2 in Food Category in 2008 & # 1 in 2007

2008 2007

2008

2008 2007

Britannia has a robust business built on great products 

anchored in a consistently top ranked Food brand



Britannia brands and products enjoy unparalleled 

consumer penetration and reach!!

Britannia brands 

reach more than 

300 Million homes 

across India

Britannia products 

are available 

through more than 

3 Million stores 

across the country

More than 40% of 

Britannia

consumption 

happens in Rural 

India

Britannia sells 

about 6 Billion

packs of biscuits 

products every 

year

Britannia has a 

leader presence in 

very frequently 

consumed Bakery 

& Dairy categories 



Britannia products span multiple product categories in 

Bakery and Dairy with strong health targeted entries

Biscuits Bread, Cakes 

and Rusk
Dairy

Kids Nutrition Indulgence Snacking Adult Health

one Cream 

cracker to be 

added here
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Britannia approach to Health & Nutrition

Source: Mckinsey

Targeted Health 

entries, specialized 

products

Fortification of Popular 

products

Fortified products  

made accessible & 

affordable



HEALTH ENTRIESFORTIFICATION

Product Leadership.. 

NUTRITION 

ALLIANCES

@ the CLINTON 

GLOBAL INITIATIVE

CREATING 

KNOWLEDGE

Thought Leadership.. 

H&N initiatives: Britannia leads through product and 

thought leadership in India

ZERO TRANS FAT
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Our commitment: Taking Nutrition to a Billion
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Population : 1.1 Bn

No of Households : 200 Mn Setting new benchmarks 

on Diversity, 

Channels, Cultures , 

Languages and Media

3,800 urban centers

627,000 villages
Malnutrition:

47% of < 5 years old malnourished

38% of the worldôs malnourished children

7 Mn Retail outlets

India: A complex inter-network of cultures, food 

behaviors, economic strata and health levels 
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Å2.0 Billion USD

Å1.2 Mn tonnes

Touching 90% 

Urban & Rural households

One of the most hygienically 

packaged categories

ÅLargest Stomach Share

ÅNext only to Main meals

Å16% in Urban, 12% in Rural

The Biscuit Category   

Å50% consumption in Rural

Å35% consumption from income 

groups < 25 USD/ month

Bakery (biscuits) is now the most salient and widely 

consumed processed food category (also the Largest!!)

100 gm. Glucose biscuits provide 

20% of energy, proteins, calcium 

required by average adult



Solving the Nutrition conundrum through the Fortification 

approach anchored in affordability & accessibility

Brand Fortification

Iron 

& Folic Acid

Vitamins 

B1, B6, B12, D, Iron

, Iodine

10 Vitamins and 

Minerals

10 

Vitamins, Minerals 

& Proteins

50% of 

total 

volumes 

fortified

3.5 

Billion 

packs 

sold 

annually

7 Active Brain 

Nutrients
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Our commitment: Removing the Bad

Britannia is the First food company in 

India to become a Zero Trans Fat 

company



The initiative had 

inception in the 

corporate view on 

the removal or 

minimization of 

ingredients that 

may be potentially 

harmful to health

Despite 

manufacturing 

challenges, Britanni

a has successfully 

been able to 

stabilize vegetable 

oils in the bakery 

format without 

adversely impacting 

the taste

ÅRemoved 

around 8,500 

tonnes of TF from 

its products  

ÅMoved around 

56,000 tonnes of 

HVO to vegetable 

oil usage



Realizing the need 

for consumer 

education, Britannia 

has initiated basic

TF education 

through brands like 

Marie Gold & 

NutriChoice, which 

target adults

Britannia will 

continue to focus 

its efforts on 

consumer 

education through 

declaration on 

product labels

and through media

ÅWe reach 90 

million 

households with 

just two brands

ÅWell positioned 

to educate the 

Indian consumer 

through health 

messages on the 

packaging 



Helping health seekers make better snacking 

choices that are óGood for themô



Indian Context ..drivers of Health & Wellness

Erratic lifestyles

Intent to buy 

international products

óGo getterô 

attitude..competition

éPerformance is key

Increasing affluence

Growing 

consciousness about 

health and diet

Worried about familyôs 

nutrition in-take

Britannia NutriChoice: Creating healthier snacking 

choices for changing adult lifestyles



Britannia NutriChoice: Creating healthier snacking 

choices for changing adult lifestyles

ÅLeading óHealthy Snack Brandô in the Indian market

ÅBrings convenience, taste and formats to encourage Wholegrain and Fiber choices



Britannia NutriChoice: Creating healthier snacking 

choices for changing adult lifestyles

ÅLeading óHealthy Snack Brandô in the Indian market

ÅBrings convenience, taste and formats to encourage Wholegrain and Fiber choices



Building networks for impact: 

Wider, Deeper, Faster



Britannia Nutrition Foundation: Building Knowledge 

creation and awareness through partnerships


