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Importance of fibre

A diet high in fibore has many health benefits

Improvements In:

Bowel function
Beneficial effect on qut bacteria
g ,\,Q‘,_ |

Evidence suggests a role in we|
management

Reduction In risk of:
Cardiovascular disease
Type 2 diabetes
Certain types of cancer
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Current consumption in the UK

Despite the wide range of health benefitsjata from the National Diet and o
Nutrition Survey (NDNS) tellus that 13Ol YU B O ¢ qtolJUY 2 N6 FOR U IC

A Only 4% of UK adults meet the dietary recommendation of 30g per day
A Average consumption is 16g per day

A No age group meets the recommendation

A Those in lower income households are more likely to consume less

A There has been little improvement in intake over the years

In 2015, the UK government increased the dietary recommendation from 24g to 30g. However, with
nNno supporting public health campaign to support coc
recommendation.
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Development of industry initiative

Key Risk Factors for Diet Related Disease
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Based on the Institute for Health Metrics and Evaluation (IHME). GBD Compare Data Visualization . Seattle, WA: IHME, University of Washington, 2020. Available from http://vizhub.healthdata.org/gbd-compare. (Accessed [23 August 2021])

The FDF launched Action on Fibre in 2021 as an industry led initiative to address the challenge
on increasing fibre consumption. fdf
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Action on Fibre Commitment
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Intakes and the dietary recommendation. This will be achieved layaking higher fibre diets more
appealing, normal and easy for the population . This is in the context of a healthy, balanced diet

and in line with the Eatwell Guide and dietary recommendations.
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Action on Fibre Framework

Members signed up to the initiative make pledges within this framework

Provide on pack

Bring new higher Use the power of messaging, recipe
fibre products and marketing to shift suggestions and Engage Encourage higher
innovations to the consumers to meal kit ideas that stakeholders on the fibre foods in the
market higher fibre options increase fibre importance of fibre workplace

Increase the Use labelling to Support annual Encourage food Members can
fibre content identify higher events promoting service suppliers create their own
of current fibre options fibre to provide higher pledge
products through fibre options

reformulation fdf




Action on Fibre signatories
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Action on Fibre results

Our progress in 20243

QAL b
. bn
Brands helping to Mew & reformulated products
bridge the fibre gap launched to market . [ ]

| 7 <

servings of fibre loaves bowls of § =
delivered to the nation of bread bran flakes ® o - L

Cumulative impact since 2021
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Member case studies

Kellanova contributed over 13 million portions of fibre in 2024 with the
launch of Special K High Fibre Crunchy Golden Clusters. Building on a
previous well-loved recipe from its All-Bran range, the new product has
13g of fibre per 100g and reduced sugar, salt and saturated fat
compared to the previousrecipe.

Gluten-free bakery brand, Schar, reduced sugar content by 70% and
boosted fibre by 12% with the relaunch of its popular Paniniroll. It upped
the fibre content by changingthe recipe to add more higher fibre whole
rice and maizeflour.
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Member case studies

For their brands Maggi and Nestlé Professional Garden Gourmet,
Nestlé provided online recipes featuring at least two portions of
vegetables, pulses or higher fibre ingredients. They published social
media posts highlighting these recipes that reached over 54,000

people.

Ryvita are working to empower consumers through communication .
They embraced new platforms like TikTok to connect with younger
consumers. Content highlights creative waysto enjoy the product, while
integrating its high-fiore benefits. By combining high-quality
ingredients, a focus on taste, and inspirational communication, Ryvitais
helping younger consumers discover that fibre can be both delicious

and accessible
fdf
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Action on Fibre retail partner - Lidl

We are committed to supporting our customers in
making healthier choices every day by offering an
expanding range of higHibre and wholegrain products
at affordable prices. These ambitious targets form a
key part of our wider healthy and sustainable diets
strategy, aligning with the Planetary Health Diet by
2050.

A To increase total fibre sold, in tonnage, by 20% by

2026.
A To increase the proportion of wholegrain to 25% of

total grains sold by 2030.
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Action on Fibre retail partner - Aldi

At Aldi, we are committed to providing healthier food
choices for our customers. We recognise the crucial
role dietary fibre plays in supporting overall health,
which is why we are proud to collaborate with the
Food and Drink Federation to help close the UK dietary
fibre gap.

A To increase the number of higkibre call-outs on
relevant products

A To increase the fibre content of their portfolio
through reformulation of relevant products

A To provide highfibre recipe suggestions to support
customers incorporate Aldi's highfibre products
into their diets
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Consumer research

The FDF commissioned consumer research on
knowledge and attitudes tofibre in the UK and

found:

A Only 7% of respondents knew the dietary
recommendation

A On average, participants thought we only needed 12.4g
fibre per dayT less than half of the government

recommendation

A Whilst nearly two thirds of people (65.3%) said they are
aware thatfibre improves digestive health and nearly half
(49.5%) are aware it can reduce the risk of bowel disease,
less people (35%) are aware that a higibre diet can
reduce the risk of type 2 diabetes and cardiovascular
disease
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We are proud of the action and progress by brands to help bridge
thefibrea | LJE o6dzi Yl yeée LIS2LIX S &adAfft
highfibre diet is.

CKI1Qa ¢gKeé gSQNB OFfftAy3a F2N 3
charities to work together with companies to make it easier for
people to choose a hidibre diet.

C5C Aa OFfftAy3a F2NJ A20SNYYSy i
Increase awareness of the importancefibfe for our health and
the foods that providdibre to our diets.

This includes through positive and practical public health messaging,
amplified by industry, championing the healthy choices people can
make to support their wellbeing.
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For more information please contact:

Fivin.Makinwa@fdf.org.uk
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sol uti ons

Big 8 Nutrient purchasing:

We collect GB nutrient
information and map to
purchasing data for the whole
of take home food and drink

Nutrient Concerns
Questionnaire:

Comprehensive study on
consumer health concerns,
desired f&d characteristics and
health benefits. Linked to
purchases of respondants
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Dietary fibre progress today is a mixed picture

+0.04+

Volume of Fibre in

market (kg)

Take Home F&D
52w/e 28 Dec 2025

although significantly
behind volume

17.7,

Fibre per person per
day

Take Home F&D
52w/e 28 Dec 2025

” WorldpanEI GB Nutrition | Take Home Food and Drink | total fibre and estimated Fibre g per person | 52w/e 28 Dec 2025 vs PY

by Numerator

0.3%

Big 8

YQY Fibre per person

per day

Take Home F&D

52w/e 28 Dec 2025 vs 52w/e

29 Dec 2024
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There is room for more
to be done to address

the fibre gap whereby

%
) RDA % //
c.41% of the RDA is 30g per 7 77727
unaccounted for person “ 1534 o6 ety
GB Fibre intake per person per day

from take home sources

Take Home
Grocery

17.79 pp per day
-0.28% vs PY

RDA Fibre (g)

= In Home (Grocery) # Other Sources

w Worldpanel GB Nutrition | Take Home Food and Drink | estimated Fibre g per person | 52w/e 28 Dec 2025 vs PY, population estimates based on ONS growth index 23
o, Numerator Population estimates for the UK, England., Wales, Scotland and Northern Ireland - Office for National Statistics (ons.gov.uk)
Y



https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2023
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2023
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2023

Essential need -to-knows to accelerate fibre progress

Consumer Market Driving
Engagement Performance Conversion
” Worldpcmel GB Nutrition | Take Home Food & Drink 24
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High in Fibre is a priority to consumers today

Characteristic shoppers most often search for in their food and drink I ‘ ‘ I
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” World panel GB Nutrition | Take Home Food and Drink | Nutrient Concerns Questionnaire 2025 | | 26
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A significant number of us @
actively search for High in Fibre

of GB shoppers identify as
Fibre Seekers

Nutrient Concern Survey 2025 60Oftend searching for Hi|237h in



And these Fibre Seekers donot just @
they buy more fibre

Fibre Seekers

those O0oftend searching f

fibre
Growth vs 2021 2025
” Worldpcme| GB Nutrition | Take Home Food and Drink | Nutrient Concerns Questionnaire 2025 fibre seekers share of fibre volume (kgs) Presentation Name | 28
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Fibre density of baskets has declined, more significantly than protein Big 8

s
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= Capbohydrate. % SEIEIES
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< YoY Change in Density >
Least decline in nutritional density Greatest decline i n nutritional density
” World pdne| GB Nutrition | Take Home Food and Drink | Change in average nutrient density (i.e. fibre g per 100g volume) | 52w/e 28 Dec 2025 vs PY
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Fruit, Veg & Salads maintains the | g 89 B

Top 10 Take Home Markets by share of Fibre volume

[ Fruit+Veg+Salads | T 26%]

pr

w Wo"ldpane| GB Nutrition | Take Home Food & Drink | Markets with highest overall share of fibre volume (kgs) | 52w/e 28 December 2025 31
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And 1t os pr eci s edhgr narkets¢hatare succossfidlye Big 8
pushing forwards progress in fibre

Top 25 Fibre Contributors: The 5 Biggest Movers in Fibre Density

26.8%
19.4%
13.7%
I 11.8% 11.7%
Healthier Biscuits Frozen Other Meat &  Chilled Burgers+Girills Chilled One Shot Frozen Meat Products
Offal Drinks

” WOl'ld pdnel GB Nutrition | Take Home Food & Drink [Top 25 Markets contributing to Fibre volume, Top 5 markets by YOY growth in fibre density | 52w/e 28 December 2025 vs PY 32
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Just some of the products contributing to fibre growth in healthier biscuits

q.(mvat ?%vm

SOFT BAKES

| FILLED

CHOCO HAZELNUT

FLAVOUR

ey

” WorldpanEI Kantar OOH Usage | Occasions by Age | 52 w/e 24 Dec 23
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But | t 0S

Fibre volume decline - top contributors

-22.5%

Instant Coffee

-8.7% -8.4%

Everyday Treats Cereal+Fruit
Bars

-6.6%

Everyday
Biscuits

” WOl'ld pdnel GB Nutrition | Take Home Food & Drink [Top Markets declining in Fibre volume, % fibre decline | 52w/e 28 December 2025 vs PY
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-6.0%

Baked Bean

-5.2%

Total Bread

@tHers noarketathetsare can stall our progress in fibre

-4.8%

Chocolate
Confectionery

Big 8
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The role of ultra -processed foods in the dietary fibre conversation is
significant

Fibre contribution by NOVA Group

W Worldpanel Nuirient Concern Report 2025 The Ultra-Processed Puzzle | 35
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So how can we drive conversion?
|dentify fibre seekers, and meet them where they play
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The path
forwards:
Growing
fibre In
Take Home

Consumer
Engagement

There is absolutely consumer
momentum behind fibre, and
that interest has steadily
grown.

Fibre is now a top 5 priority,
and 1 in 4 of consumers are
actively seeking it out every
time they are at the shelf.

That 6s a | ot of

GB Nutrition

W Worldpanel

by Numerator

Market

e D e e b ey

OQur current
lifting overall fibre density -
gains in some areas are being
offset by others.

This two-speed picture shows
clear wins where
reformulation is happening,
but highlights we need to

s t r ahereig grole farn

Big 8

Driving
Conversion
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manufacturers and retailers
alike.

Blanketly adding fibre to our
products is not resulting in the
conversion we want i identify
and profile fibre seekers, and
meet them where they shop

retbik mdwave ¢onvertantentt s tb focus strategy and

into meaningful fibre gains.

resource
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How manufacturers can
put fibre trends into
practice

Dr Clare Leonard
VP Global Nutrition & Health Science
February 2026



Consumer Landscape

Clarity of Message, Learning from Protein

Role of fortification to reach dietary goals

Formulation Challenges & Opportunities

Case studies




