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Fibre: The Unsung Hero in the Food Marketing Tool Kit
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Thirteen slices of whole wheat bread, 10 cups of broccoli or 6 medium apples. This is what it would take for a
2
consumer to reach their suggested daily fibre intake of 25 grams as outlined by the World Health Organization.
Although consumers aren’t coming close to those suggestions now, they’re trying. In fact, 56% of consumers
globally say they want more fibre in their diet.3
Decades of research have shown that diets higher in fibre are associated with a reduced risk for heart disease
4, 5
5
and diabetes as well as gut health and healthy digestion. Instead of leaving it up to consumers to rely solely on
whole grain bread, broccoli or apples, manufacturers have the opportunity to help consumers achieve these
nutritional benefits with fibre-enriched food and beverage products.
In addition to their inherent health benefits, fibres provide the functionality to help meet demand for many other
trending health and wellness claims. For example, some fibres can help rebalance bulk and mouthfeel in reducedsugar products. This unique mix of inherent benefits and functionality make fibres key utility players for marketing
“better-for-you” products.
Sugar and Calorie Reduction
3
According to a 2015 IFIC study, 55% of consumers are looking for sugar reduction. This trend leads many
manufacturers to turn toward high potency sweeteners. When replacing sugars with high potency sweeteners,
fibres can help maintain the sensory experience of a full-sugar product. Fibers including soluble corn fibre and
polydextrose help rebalance bulk and mouthfeel in these formulations. Polydextrose is especially ideal for lowcalorie and sugar-free formulations because it provides only 1kcal/gram.
Reducing Fat
Similar to reduced-sugar products, soluble corn fibre and polydextrose can also help reduce fat by rebalancing
bulk and mouthfeel. Oat beta glucan is another fibre option that helps achieve a satisfying reduced-fat product. Its
strong water binding and emulsifying properties thickens and stabilizes emulsions, which mimics the creamy
mouthfeel and smooth texture associated with full-fat products.
Maintaining Healthy Blood Cholesterol
Several clinical studies have demonstrated that increasing intake of viscous soluble fibres like beta glucan can
also help to reduce low-density lipoprotein (LDL) and total cholesterol6,7,8 when consumed as part of a hearthealthy diet. Overall, the data suggests that 3 g/day of beta glucan can lower LDL cholesterol by 3-5% and total
6,7,8
Several countries allow health benefit claims or functional claims for beta glucan and
cholesterol by 2-4%.
9
cholesterol reduction.
From “excellent source of fibre” to “less sugar” to “low fat” to “helps maintain healthy cholesterol,” certain fibres
give marketers the opportunity to add extra appeal to their package labels. By partnering with a supplier that has
a full portfolio of fibre ingredients, food and beverage manufacturers are able to determine the option that will
achieve the claims best suited for their target audience.
Emerald Gao is the Product Marketing Manager of Tate&Lyle APAC. She has brought with her in-depth
experience in strategy development, Merge & Acquisition and B2B marketing. She is in charge of client facing
marketing support, public relationship, market intelligence and other sales enabling marketing activities. To learn
more about Tate & Lyle’s fibre portfolio visit www.tateandlylefibres.com .
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