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Confectionery Manufacturers of 
Australasia (CMA) 
The Confectionery Manufacturers of 
Australasia (CMA) is a trans-Tasman 
industry group which addresses key 
industry issues such as sustainability; 
environmental management; provides 
technical advice to members and plays a 
role in advocating the industry’s position 
on issues such as packaging and labelling.

A key focus is the issue of forced child 
labour and children working in hazardous 
conditions in cocoa plantations. CMA’s role 
is to ensure the communication of the 
work that the major global companies are 
doing to address this is managed and  
co-ordinated. Another key initiative is ‘Be 
treatwise’, a consumer information 
program aimed at helping consumers 
better understand the healthy daily intake 
of treats such as chocolate and lollies.

Nestlé is a member of the Board  
of the CMA.

Australian Institute of Sport (AIS)
Over the past 10 years Nestlé has worked 
closely with the Australian Institute of Sport, 
particularly in the areas of education and 
nutrition. This partnership allows Nestlé to 
learn from, and leverage, AIS’s 27 years of 
nutrition and fitness expertise. Nestlé 
supports the AIS on a number of nutrition 
and fitness fronts; providing a full time 
nutrition researcher based at the AIS, 
athlete career scholarships for young 
athletes, and customised nutrition literature 
for both athletes and all Australians. 

In particular, Nestlé and the AIS have 
developed free nutrition educational 
resources for school teachers. Over 60% 
of Australian primary schools have 
downloaded this information since the 
program’s inception. 

Allergen Bureau
The Allergen Bureau was established in 
2005 as an initiative of the AFGC Allergen 
Forum, and operates on a membership 
basis. The overall objective of the Allergen 
Bureau is to share information and 
experience within the food industry on the 
management of food allergens to ensure 
consumers receive relevant, consistent 
and easy to understand information. The 
Allergen Bureau is a good example of  
co-operation amongst competitors in the 
food industry, with national and multi-
national food manufacturing and 
marketing companies, suppliers, importers, 
exporters, retailers and consumer groups 
sharing information on managing the  
risks of food allergens in the interests  
of consumers.

Website
Nestlé Oceania invests heavily in its websites 
(including nestlé.com.au and nestlé.co.nz) to 
ensure they are leading health and nutrition 
resources for our consumers, and other 
stakeholders. The websites contain a separate 
comprehensive section on nutrition, covering 
topics from targeted information for mums, 
babies, men and seniors to resources on 
staying in shape and eating healthy. The 
websites also include nutritional information 
on a wide range of our products. 

The websites also allow our consumers to 
access expert advice from our corporate 
nutritionist, Penny Small. 

Working with the ultimate nutrition 
advocates: our people
With a 5,600-strong workforce, our 
employees are our greatest advocates when 
it comes to getting the nutrition message out 
to the community. Not only this – we want to 
help our employees make informed nutrition 
choices for themselves and their own 
families. As such, we commenced nutrition 
training in 2005 and have trained over 1,000 
of our people. Since 2005, our training 
program, now known as Nutritional Quotient, 
has evolved and become more targeted. In 
2008, around 292 employees were trained 
under Nutritional Quotient.

Nestlé Nutrition
Nestlé Nutrition is a global, integrated 
business that focuses on delivering 
science-based nutrition products to 
address specific health and wellness 
needs. In 2008, sales from our Nutrition 
business exceeded AUD 129 million in the 
Oceania region, up from AUD 104 million  
in 2007. 

In Oceania, Nestlé Nutrition covers three 
key business areas:

• �Infant Nutrition – infant formula and 
toddler and baby food.

• �Healthcare Nutrition – including products 
for people managing certain medical 
conditions.

• �Performance Nutrition – promoting peak 
mental and physical performance for 
athletes and active people.

Regulatory and Scientific Affairs
While meeting the challenges of 
compliance, our Regulatory and Scientific 
Affairs team supports Nestlé’s Nutrition, 
Health and Wellness agenda by identifying 
and leveraging regulatory and scientific 
opportunities. The team is responsible for 
the substantiation of product claims based 
on a rigorous scientific evaluation model. 
The team is an integral part of the  
Nutrition Council and Secretariat through 
the provision of regulatory and  
scientific counsel. 

The team also works closely with our 
external regulators, government and 
industry bodies on key food regulations, 
policies and broader industry 
developments.

Affordability and accessibility
We want our products to be accessible  
and affordable for everyone, including the 
2.8 billion people around the world who 
earn less than USD 10 per day. Our 
Popularly Positioned Products (PPP) 
initiative seeks to do this through two  
main strategies:

1. �Affordability: PPPs often come in 
smaller, more affordable pack sizes so 
that lower-income consumers can buy 
them regularly. 

2. �Accessbility: New and innovative 
distribution models to ensure our 
products are accessible.   

By utilising local manufacturing and 
distribution networks, PPPs can also bring 
broader economic development and 
create employment opportunities for 
factory workers, agents, brokers, suppliers 
and distributors.

PPPs accounted for about 6% of our global 
food and beverage sales and achieved 
organic growth of 27% in 2008.

PPPs in Papua New Guinea – Maggi Noodles
With around 85% of Papua New Guinea’s population sitting at the ‘bottom of the 
pyramid’ – representing the poorest socio-economic group – affordability and 
accessibility principles underpin our key products in Papua New Guinea. 

THE PAPUA NEW 
GUINEA MARKET

• �85% of population is at the bottom of the pyramid, with a per capita disposable 
income of under USD 2,700.

• �820 indigenous languages spoken.

• �Large proportion of people living in settlements in rural areas.

• �57% literacy rate.

• �People generally consume only one meal per day .

OUR RESPONSE Affordability – getting the price and serving size right.

• �Small pack sizes have been introduced across our key products in Papua New 
Guinea, in particular our key PPP in the region: Maggi Noodles.

Accessibility – establishment of a comprehensive distribution strategy to 
ensure our products are accessible. 

• �Increased presence at open food markets through the provision of Maggi 
Noodles and Maggi-branded tables and merchandise for local sellers.

• �Provision of Maggi Noodle dishes through food carts.

• �Increasing the number of Maggi ‘Kai’ (food) Bars.

• �New distribution channels to reach the many villages of PNG.

Health and Nutrition – ensuring products are nutritionally sound

• �Awareness and educational activities, including the promotion of nutritious 
recipes and nutrition information.

• �Maggi noodles contain iodised sodium.  
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Products and Consumers

Nestlé Oceania has worked closely with the AIS over the past 10 years.



Understanding what matters  
to our consumers
Many factors influence consumer choices, 
from attitudes and habits to demographics 
and societal issues. This is especially 
relevant when it comes to health and 
nutrition issues. 

Our Consumer Services team manages the 
interface between our consumers and our 
business. The team received around 
117,328 contacts in 2008. This provides 
Nestlé with invaluable insight into what our 
consumers are thinking and how we can 
better respond. In addition to product-
related feedback, which makes up a large 
component of enquiries, we also get an 
understanding of the Social, Ethical and 
Environmental priorities of our consumers. 

During 2008, the team handled a range of 
issues including environmental issues, 
packaging (including recycling, and the 
correct packaging levels), animal welfare, 
palm oil, coffee plantations and human 
rights. Through this interaction we are able 
demonstrate how Nestlé manages and is 
responding to these various issues.   

Health and nutrition (making up around 6% 
of total calls) enquiries also keep us 
focused on how we can truly become a 
Nutrition, Health and Wellness company. 

We respect our consumers’ right to privacy 
and set out how we collect, hold and use 
personal information in our privacy policy.

Products and Consumers 

2007 2008

Consumer Services

Nestlé Australia Consumer Services enquiries 87,862 88,253

Purina Australia enquiries 9,625 8,348

Nestlé New Zealand Consumer Services enquiries 15,942 18,098

Purina New Zealand enquiries 2,326 2,629

Total enquiries 115,755 117,328

Quality and Safety

Oceania complaints relating to quality issues 33,355 30,427

Nutrition, Health and Wellness

Products covered by Nestlé Nutritional Compass (% of sales) 87% 97%

Products with %DI labelling (% of sales) † 59%

Nutritional Profiling completed (% of products analysed for 
nutritional value) ^ 100%

Nestlé Nutrition Oceania sales (AUD) 104,227,000 129,568,000

Total employees receiving nutrition training 488 292

Renovated products for nutrition or health considerations  
(number of renovated products) ^ 62

Increase in nutritious ingredients or essential nutrients (number of 
renovated products) ^ 17

Reduction of sodium, sugars, TFAs, total fat or artifical colourings  
(number of products) ^ 74

† %DI labelling is a new initiative, therefore 2006 & 2007 data not available.

^ Data is available from 2008 onwards.
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OUR 
ENVIRONMENTAL 
FOOTPRINT

Products and Consumers

How we’re tracking

WHAT WE SAY: 
We believe our operations should be 
environmentally sustainable and efficient. 
This means reducing our direct impact on the 
environment, identifying and managing climate 
change and water risks across our business and, 
uniquely, working alongside our employees in 
helping them help the environment.

WHAT WE  DO: 
We are committed to improving the operational 
efficiency and environmental performance of our 
business. We continue to identify and implement 
projects to reduce the energy and water used by our 
factories, distribution centres and offices, reduce 
waste across our business and minimise  
the impacts of our packaging. 

HOW WE’RE TRACKING: 
We continued to make improvements in our water 
and waste performance. While our total energy 
consumption dropped, our energy use per tonne 
of manufactured production increased due to a 
reduction in production volumes. Packaging levels 
remain an issue and something we will continue to 
focus on.


