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What is the NFS?
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The Two Key Issues identified 
in the NFS
The NFS brings to light two problems in the UK 
food system that need addressing most 
urgently, which are what the authors refer to as:

- The Junk Food Cycle, and
- The Invisibility of Nature

We will talk about each in turn.

Climate change, protection of biodiversity, 
and the global pandemic have loomed over 
the food industry and now, the pressure has 
increased, as the National Food Strategy 
(NFS), an independent review of England’s 
food chain for the Government, has proposed 
a shift change in how we approach food. 

We’ve compiled this guide so you can 
understand its potential impact and how you 
can succeed in the face of this challenge. Are 
you ready for this change? 
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01 The Junk Food Cycle (Diet) 
The UK has an increasingly high obesity rate. 
An unhealthy diet and the promotion of 
unhealthy foods has been regularly brought to 
light over the years, now more than ever.

Processed foods high in salt and sugar are 
easily available and cheap – biologically, we 
have a natural preference for foods that are 
high in calories. This means that more of 
these foods are manufactured, bought, and 
consumed, which leads to even more being 
manufactured and sold – and we end up 
trapped in the Junk Food Cycle. 

The NFS explains that the Government has 
attempted to shift consumption away from 
foods high in (saturated) fat, salt or sugar 
(HFSS) to healthier, greener foods, through 
educational campaigns, better food labelling, 
and more. The problem, however, is all of 
these strategies require the consumer to 
make the effort to change their behaviour, 
which has not proved to be fruitful – and so, 
inevitably, future strategies will increasingly 
target other stakeholders in the food system 
instead. 

The culture of food in Britain has changed beyond recognition in the last 20 years, 
and it has been amazing to witness. But it's time for the next step. We all hate the 
idea of anyone telling us what to eat, and it never ever works. But simple measures 
like a sugar and salt tax that reflects the true cost of these foods will help us as 
food producers to look at our recipes and adjust them with more sustainable and 
healthier alternatives.

Bill Granger, Restauranteur
from https://www.nationalfoodstrategy.org

“

It isn’t hard to guess who these stakeholders 
are – food and drink companies. In fact, 
interventions already exist here, primarily 
taxes. For example, the UK’s Soft Drinks 
Sugar Levy has already led to a 29% 
reduction in average sugar content in soft 
drinks within three years. 

The ultimate goal and proposal in a move 
forward required to achieve the long-term 
shift in food culture referenced in the NFS, is 
getting companies to reassess and 
reformulate products, further reducing the 
amount of sugar and salt in them, in order to 
avoid taxes. 



          To find out what consumers want to see 
          off the back of the NFS, we ran a ‘free  
          text’ research question that allows 
consumers to freely type out their opinions. 
We found out that they want to see the 
following as a result of the NFS: 

Consumer Insight – Desired 
Actions from the NFS

The Junk Food Cycle (Continued) 
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• Reduced amounts of sugar in food  
• Increased promotion of healthy eating 
• Less food waste 
• Better transparency of business practices  
• More sustainable/ethical processes 
• Better product labelling 
• A fairer food system 



2 The Invisibility of Nature 
(Sustainability) 
The second major issue brought to light in the 
NFS report concerns our earth. As per the 
report, the global food system is the 
second-biggest contributor, after the energy 
industry, to climate change. It is behind 
around 20-30% of global greenhouse gas 
emissions. To put this in perspective, air travel 
contributes just around 3.5%. 

Since we don’t place financial values on 
nature, it becomes invisible, yet the cost of 
damage generated to the climate falls on 
everyone. This means the real cost of food is 
higher than what is accounted for. The NFS 
proposes bringing these costs to light to 
reduce the impact of the food system on the 
world by creating more sustainable processes, 
so nature is no longer invisible. 

One key cost is waste. Lots of waste is 
generated in our current food system, 
stemming from areas including: 

According to the NFS report, transport is the 
second biggest contributor to greenhouse gas 
emissions in the food system, after 
agriculture. 

•
•
•
•

•

Releasing carbon from soil 
Releasing greenhouse gases from agriculture 
Using fossil fuels throughout the food system 
Energy used in processing, packaging and 
transporting food – probably the most 
relevant to food and drink companies, 
retailers, and manufacturers 
Waste generated by new product 
development and failed product releases 

One greenhouse gas that strategies are 
aiming to reduce is methane. Lots of methane 
is generated from livestock, especially as the 
land used for them could be repurposed to 
capture and store carbon, and so reducing 
meat-consumption is something that is being 
targeted. 

This is now seen as so important that the 
report states we can’t reduce methane 
emissions enough if we don’t reduce our meat 
consumption. The UK’s Committee on 
Climate Change has suggested a target of 
reducing methane by at least 37% from 
farming, by 2050.  

This all demonstrates another big change 
moving forward – more plant-based and 
vegetarian options will not only be favoured 
due to the dietary concerns mentioned by 
consumers in the previous section, but also 
for environmental concerns. The NFS makes it 
clear that a reduction in meat does not mean 
everyone should stop eating meat – just that 
each person should consume slightly less, 
which added together makes for a big 
change. 

Perhaps the largest point of this section, is 
that the food system will need to cut 
emissions overall, to meet the UK’s target 
of reaching net zero emissions by 2050 – 
and that includes an effort from all 
stakeholders involved in the system, 
including food and drink companies, 
retailers, and manufacturers. 

05
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2 The Invisibility of Nature 
(Continued) 
Furthermore, reducing food waste is a big 
issue, as previously identified by consumers, 
and also mentioned in the NFS. Food waste 
puts a strain on resources as we use more to 
produce food that will essentially be wasted. 
The NFS emphasises this environmental 
perspective, but as we saw in the health 
section above, consumers care about 
reducing food waste too – but why exactly? 

Almost 50% of our nationally representative 
sample said they stop consuming food after 
its best before date – regardless of product 
condition – providing potential supporting 
evidence for the strategy of taking away 
these dates to reduce such behaviour. 

Perhaps more importantly for food and 
drink companies, food waste can result 
from poor products being launched that 
haven’t properly been tested to confirm a 
consumer demand before they hit the 
shelves. Not only does this have a huge 
opportunity cost for businesses, the negative 
impacts on the food system mean we’re 
heading towards a system where what is 
stocked on shelves will be scrutinised, and so, 
the NFS will mean more evidence of product 
appeal will be needed before launch, and a 
long history of failed products would not fare 
well – see what else the NFS means for 
companies in Part 2.  

Consumer Insight – Reducing 
Food Waste

            89% of consumers think it should 
            become mandatory for companies to 
            report on their food waste. 

The main reason? More than half thought the 
most important reason to reduce food waste 
is to make a more sustainable food system, in 
alignment with the view from the NFS. 

The NFS proposes various strategies to 
reduce food waste, including removing ‘best 
before’ dates, that often lead to perfectly 
good food being wasted.

06
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Do you think it should be mandatory for companies to 
report on their food waste?

Yes  89% 11%

In your opinion what is the MOST important reason to 
reduce food waste?

1. Environmental reasons (more sustainable food system)

54.44%

2. Financial reasons (more economical food system)

24.85%

3. Sociological reasons (a fairer food system)

13.21%

4. None of the above

7.5%



•

•

•

The NFS brings to light two problems in the UK food system

The first is the Junk Food Cycle, which addresses concerns over the UK's rising obesity rate, 
unhealthy diet, and the promotion of unhealthy foods

The second is the Invisibility of Nature, which addresses concerns over the environmental 
impact of the global food system, as one of the biggest contributors to climate change

The NFS is here and it’s bringing to light key issues in our food system, and changes that have 
been long overdue – find out what it means for you in Part 2.

A recap of key information from this section:

Both areas prompt big changes for the Food and Drink industry – find out what this 
means for companies in Part 2.

Part 1. What is the NFS?

Part 1 Key Takeaways
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What This Means for Food and 
Drink Companies 
Ultimately, the NFS means change in multiple 
ways. The report acknowledges that today 
many businesses are structured in a way to fit 
the current food system, yet change, no 
matter how difficult, is essential to ensure 
we’re creating a sustainable and healthy food 
system for all. This means a move away from 
‘business as usual’. 

In the words of the NFS, the food system is 
“about to be asked to perform a feat of 
acrobatics”, cutting emissions and becoming 
more sustainable in order to meet the UK’s 
net zero target by 2050. 

As we’ve seen, proposed changes moving 
forward include increased taxes on 
ingredients, and a push away from 
excessive consumption of meat. 

But Why Should You Change? 

The NFS makes a series of recommendations 
to the UK Government – two in particular 
stand out: 

•

•

Recommendation 1, which is about 
introducing a Sugar and Salt 
Reformulation tax on processed foods 

Recommendation 11, which is about 
investing £1 billion in innovation to create 
a better food system long-term 

Consumer Insight – Thoughts 
on Innovation
            We wanted to know whether 
            consumers think new or reformulated 
            food products are currently needed on 
shelves.  We started with the first issue of the 
NFS, asking about whether healthier 
products are needed:

09

Do you think there is a need for new / reformulated food 
products that are healthier?

Yes  83% 17%

We then asked about the second issue stated 
in the NFS, asking if more environmentally 
friendly products are needed: 

Do you think there is a need for new / reformulated food 
products that are more environmentally friendly?

Yes  82% 18%

It is evident that innovation is being 
encouraged, now and for the future – clearly 
demonstrated by the proposed investment, 
and also by strategies to increase tax, aiming 
to get companies to reformulate and reduce 
the amount of unhealthy ingredients in 
products, or reduce portion sizes, thereby 
incentivising these manufacturers. 



What This Means for Food and 
Drink Companies (Continued)
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It is clear that most consumers do think 
new products are needed, and this effect 
doesn’t change much whether from a 
health or sustainability standpoint – 
showing that, consumers think innovation is 
important from both angles. 

The NFS even states the results of a poll, 
that found out that 63% of people in the UK 
would be in favour of the existing Sugary 
Drinks Levy being extended to include other 
sugary foods like biscuits (and we found a 
similar result in the Consumer Focus section 
below) – this shows that consumers find 
this issue important, and so companies 
need to adapt to their views. 

Therefore, to not innovate in this scenario 
means companies risk being delisted, 
pushed to the background, or left behind 
due to not meeting consumer needs. 

This need for innovation is relevant to all, 
but particularly to those producing meat 
products, especially processed foods, as 
the NFS report states half of the meat 
consumed today is contained within these 
foods. 

The NFS proposes that the Government 
should nudge consumers to change 
meat-eating habits alongside developing 
alternative proteins and projects focusing 
on methane-reduction, in order to change 
behaviour without the use of taxes that 
could ultimately hurt consumers on low 
incomes. 

            In accordance with the statistic from 
            the NFS, we found that around 70% of 
            our sample were up for the Sugar Levy 
being extended to other sugary foods. 

Do you think the UK Sugar Levy on soft drinks should be 
extended to other sugary foods?

Yes  71% 29%

Consumer Insight – The 
Sugar Levy



            We asked consumers for their 
            thoughts on increasing taxes on 
            unhealthy foods. 

A sentiment analysis showed that these taxes 
are incredibly unpopular for most – with only 
35% thinking they are a good idea. This shows 
that companies thinking of absorbing 
penalties and passing them on in the form of 
increased prices instead of innovating would 
prove unpopular with most consumers – and 
leave those companies behind. Real 
innovation is key here.

An interesting finding was that making 
healthy food more affordable or subsidising 
healthy eating is something consumers would 
want to see – a push towards healthy eating 
instead of a push away from buying 
unhealthy. 

Consumer Insight – Unpopular 
Taxes

What This Means for Food and 
Drink Companies (Continued)

Supermarkets also have a part to play in 
promoting lower meat and higher plant 
consumption, changing consumer 
preferences by nudging them towards 
better products – using methods including 
changing products chosen for promotional 
display space and changing product 
formulations, or only listing products that 
meet specific guidelines. 

The potential impact of this is huge – 
those companies that rely on meat 
products (especially processed foods), or 
products high in saturated fat, salt or sugar 
(HFSS), for most of their sales, need to start 
innovating, perhaps creating new 
formulations and reduced portion sizes, to 
ensure they can maintain supermarket 
space, and avoid being delisted or 
declined for not meeting such guidelines. 

11



Part 2. What this means for food and drinks companies

What This Means for Food and 
Drink Companies (Continued)

A lot of the consumer insights so far 
suggest people really care about health 
right now, but a large proportion care and 
are willing to change their behaviour for the 
environment – a number predicted to 
further increase. It is important to use 
consumer insight to adapt product 
messaging and ensure you resonate with 
current consumer opinions – which are 
always changing. 

An example of using consumer data to 
innovate and navigate recent changes to 
the food industry is shown in the case 
study on the next page. 
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            We ran Vykert (likert) scales to see if 
            meat-eating consumers would be 
            willing to eat less meat for either their 
health or for the environment, the two largest 
issues proposed in the NFS. 

Many more consumers answered positively 
when asked if they'd reduce meat 
consumption for their health, compared to 
when asked if they'd reduce it for the 
environment.  

As you can see on the two graphs below, the 
pattern on the health graph is much stronger 
and less varied in opinion than the 
environment one, meaning they are more 
willing to change for health reasons. 

Consumer Insight – Reducing 
Meat Consumption



We’re delighted to say that as a result of this research, Harvest Snaps is listed in 
Sainsbury’s, Waitrose, and Ocado, and it’s due to be listed in two more major 
retailers this year. We continue to use Vypr to help us better inform our plans. It’s 
been a real pleasure to work with Vypr on such a key launch for our business.

Helen Robertshaw
Head of Category at Calbee UK

“

Case Study - A Real World 
Example of Innovating to Adapt 
Calbee UK – Adapting to New Advertising Restrictions 

Calbee UK, an innovative and ambitious 
snack company, recently launched a new 
range of plant-based snacks - a healthy, 
baked alternative to fried snacks. Launched 
under the Harvest Snaps brand, the range 
continues to support its mission of creating 
“better-for-you” snacks. 

New HFSS Guidelines 

The government’s recent proposal to restrict 
the advertising of products High in Fat, Sugar 
or Salt (HFSS) by the end of 2022 means that 
innovation is now required, in a way that is 
quick, efficient, and most importantly, 
evidence-based, if companies want to ensure 
their success under the new guidelines. 

A New Way to Innovate 

Vypr believes in putting fast, predictive 
consumer intelligence at the heart of 
innovation, helping clients successfully create 
better products, faster. 

Calbee UK used Vypr’s innovation intelligence 
platform to validate their innovation under 
the HFSS guidelines, using evidence from 
target consumers to ensure their products will 
solve for a genuine consumer need. 

Over 80% of consumers, reached via Vypr’s 
representative UK community, said they 
would be likely to purchase the new range. 

This approach gave Calbee UK the 
confidence and evidence-based validation 
that the range would be highly likely to 
succeed on the shelves. 

The innovative launch also allows retailers to 
meet in-store HFSS regulations and place
the range in promotional display space past 
2022.  

Watch the full case study here: 
https://vyprclients.com/calbee-case-study/
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What This Means for Food and 
Drink Companies (Continued)

           Last Christmas nearly 50% of our 
           nationally representative sample were 
           up for considering a plant-based 
Christmas dinner – a large proportion for a 
nation quite particular about this tradition! 

Other companies are setting goals and 
pledging to reduce their impact on the earth – 
for example, Nestle in the UK recently 
announced a goal of halving the carbon 
footprint of their milk supply by 2025. This is 
another reason for change – it offers benefits 
such as a better organisational reputation. 

Many companies are already innovating 
and changing – you’ve probably seen fast 
food chains introducing veggie and vegan 
options to menus that previously had little 
for consumers on these diets. LEON, 
another popular restaurant chain, also 
reported that their vegan and vegetarian 
dishes accounted for more than half of 
sales in 2020. Demand is ever-increasing for 
plant-based foods, and companies need to 
make sure they are innovating to not get 
left behind. 

Consumer Insight – 
Plant-based Consumption

As we’ve seen, consumers care about the 
NFS, and so does the Government. 
Creating products that don’t cater to these 
interests and suit a current food system 
instead may continue working in the short 
term, but there’s no doubt about it – we’re 
moving forward and creating a healthier, 
more sustainable food system, and those 
companies who do not move with this will 
get left behind. 

It is essential for companies to move with 
the times to ensure good reputation and 
continued growth. More importantly, we 
have a responsibility to help leave the 
Earth in a better shape for all of us now, 
and those ahead of us. 

To summarise, all these changes mean 
innovation needs to be carried out in the 
food and drink space, in order for 
organisations to succeed. 

All recommendations in the NFS have been 
designed to be implemented over the next 
few years, meaning there is a short time 
frame to adapt, but with the right 
approach, tools and insights, navigating 
these changes will be both possible and 
profitable. 
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Would you consider eating a plant-based Christmas 
dinner this year?

Yes  49% No  51%



•

•

•

•

•

Two recommendations that the NFS makes to the UK Government are extremely relevant to 
food and drink companies

The first is Recommendation 1, around introducing a sugar and salt reformulation tax on 
processed foods

The second is Recommendation 11, around investing more into innovation to create a better 
food system long-term

Consumers believe innovation is important, for both health and environmental reasons

Many companies have already started adapting to restrictions - we looked at a Case Study 
example

All these changes mean innovation needs to be carried out in the food and drink space, for 
organisations to succeed – find out how to adapt in Part 3.

A recap of key information from this section:

Innovation is being encouraged and clearly needed to adapt and maintain growth amidst a 
changing environment – find out more on how companies can succeed in these 
changing times in Part 3.

Part 2. What this means for food and drinks companies

Part 2 Key Takeaways
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How You Can Succeed During 
These Changing Times 

The word innovation has been repeated many 
times, but it really is an important step in 
moving forward, and we’re here to make it 
easier and more successful. 

Moving the nation to a healthier diet and 
reducing waste will require improved 
consumer consultation and insight, and 
testing tools that ensure all new product 
developments will solve for a real consumer 
need. 

The voice of the consumer is essential in 
many ways – one action consumers wanted to 
see off the back of the NFS was exposing 
wasteful practices – showing just how 
important it is to move away from old 
practices to avoid losing favour with key 
stakeholders in the food system, just one 
reason amongst many others. 

It is evident that change requires innovation. 
Yet not just any innovation – Agile Innovation. 

Agile will play a significant role in achieving 
the long-term shift in food culture that is 
already underway, making it much easier to 
navigate the current challenges of the NFS. 

But What Does Innovation 
Really Entail? 

17

Agile Innovation is a way of thinking about 
and structuring your innovation process. It is 
a methodology that carries across all 
departments in a company committed to 
growth through innovation, as is essential in 
the face of the NFS. 

It relies on high frequency, iterative 
improvement, encouraging flexibility and 
quick responses to validated feedback. 
Ultimately, Agile sets you up for success 
whilst reducing waste and inefficiency.  

Agile Innovation leads you to make what will 
sell, not sell what you make. 

What Exactly is Agile 
Innovation? 

Part 3. How You Can Succeed During These Changing Times

Using Agile Innovation to Succeed



How You Can Succeed During 
These Changing Times (Continued) 
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Many companies are biased towards the need 
to develop & launch something, but this is no 
longer sustainable, and especially not when 
the NFS is set to make big changes to the 
food and drink industry. 

Developing products without strong and 
relevant data, from consumers that 
companies hope will purchase them, doesn’t 
make logical sense, and more importantly 
leads to huge wastage. It also leads to the 
staggeringly high innovation failure rate of 
80% that we see in consumer goods – making 
innovation a risky activity that many 
businesses approach with hesitation. 

The NFS report summarises that driving 
sustainable change throughout the food 
system will require in-depth, credible data, 
to underpin decision-making. 

The current lack of data is a large reason so 
much wastage occurs in product development 
– and Agile can solve for this. 

Agile makes it much easier to navigate the 
current challenges of the NFS 

How does Agile Innovation 
work? 

Traditionally, ‘Agile’ was found in software 
development, but the principles have been 
adapted and refined by us at VYPR, to work 
seamlessly with your consumer goods 
product development. Agile focuses heavily 
on micro-testing at every stage with 
stakeholders, crucially consumers, to validate 
ideas before they become a potentially 
expensive failing reality – both financially, and 
environmentally. 

Discovering mistakes faster through iterative 
testing makes them cheaper and focuses 
investment on winning ideas. Frequent early 
testing to inform decisions also creates 
learning opportunities that improve future 
ideas. 

What better way to innovate 
than to test scientifically with 
the consumer? 

Currently, little thought is given to the 
question of ‘should we be making this 
product’ by reviewing it from a consumer 
perspective. Current innovation processes 
use very little consumer data to make 
important product decisions, despite these 
consumers being the ones that end up 
deciding whether the product succeeds or not 
once on shelves! 

Part 3. How You Can Succeed During These Changing Times



How You Can Succeed During 
These Changing Times (Continued) 
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Traditional product development generates a 
large amount of waste. Agile Innovation, 
combined with leading research tools such as 
VYPR, allow you to test and iterate product 
concepts and ideas with consumers digitally, 
before they are brought to life physically, 
reducing material waste, shipping waste, 
financial waste – the list goes on. 

The NFS report states that; transport is the 
second biggest contributor to greenhouse gas 
emissions in the food system, after 
agriculture. By using an agile approach, many 
companies can reduce the amount of 
transport they require to move goods around, 
which collectively benefits everyone, helping 
cut emissions overall as per the UK’s net zero 
target referenced in the NFS. 

Agile Can Reduce Waste  

How Agile Helps Address NFS Issues

Agile Makes Formulating New 
Products Easy 

The NFS proposes taxes on sugar and salt, 
reduced meat consumption, and an 
involvement from the Government and 
supermarkets on nudging consumers to make 
healthier product choices. 

This all means that reformulating products 
through innovation is essential and 
encouraged. 

This demand can be met with Agile, and tools 
like VYPR integrate effortlessly with your 
current innovation processes, allowing you to 
test multiple product concepts, utilise 
predictive consumer data sources that enable 
you to remove weak ideas quickly, and so 
reduce product failure, and wasted resources. 

A concern for many companies, no doubt, is 
whether in the short-term competitors may 
simply overtake them once they start creating 
healthier foods – but with VYPR, you can gain 
evidence of consumer demand through robust 
predictive data, changing strategy if needed, 
and can optimise products before they are 
physically developed, setting yourself up for 
success once they hit the shelves. 



How You Can Succeed During 
These Changing Times (Continued) 
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Change is never easy, but VYPR can make 
change at the product level much easier. 

Agile is a better, more fruitful and fulfilling 
way to operate, that has positive impacts 
from the boardroom to the consumer, and 
sets you up for success despite potential 
changes in policy. 

Now is the time for businesses to start 
working with technology, to become better 
connected and more responsive to the 
consumer during the product development 
process, via Agile Innovation. VYPR has 
adapted Agile Innovation from other business 
sectors and its proven approach is highly 
relevant for the issues facing the food 
industry. 

Don’t just rush to innovate in the face of 
challenge – do it with confidence, with 
VYPR. 

Innovation and consumer-
driven evidence are going to 
be the pillars of driving 
change. 

Knowing the customer is at the heart of the 
food system’s evolution, we believe that Agile 
Innovation, the NPD methodology that 
increases consumer testing and validation, 
will create the pathway for the food industry 
to facilitate the sensible changes proposed by 
the NFS. 

As we’ve seen, embedding relevant, predictive 
consumer intelligence throughout the 
innovation process will also significantly 
reduce food waste, wasted resources & 
energy, and overall innovation risk of failure. 
Predictive analytics mean you can change 
with the times and develop relevant 
products for the future. 

Align yourself with this vision for the future – 
it is going to happen. Getting it right means a 
better world and a more profitable future. 
Getting it wrong will end up being expensive 
for you and our planet. 

Part 3. How You Can Succeed During These Changing Times



•

•

•

Agile Innovation is the methodology that sets you up for success whilst reducing waste and 
inefficiency

Agile makes it much easier to navigate the current challenges of the NFS

Now is the time for businesses to start working with technology, to become better connected 
and more responsive to the consumer during the product development process, via Agile 
Innovation

To succeed in these changing times, it's evident that innovation is needed, but not just any 
innovation, Agile Innovation.

A recap of key information from this section:

Part 3. How You Can Succeed During These Changing Times

Part 3 Key Takeaways
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Summary

•

•

•

Consumers care a lot about healthy eating – 
especially reducing sugar 

Consumers are more willing to reduce meat 
consumption for their health than for the 
environment 

Consumers mainly want to reduce food waste 
for a more sustainable food system  

A recap of key consumer insights from this 
whitepaper: 

Summary
The NFS is here and it’s already prompting key changes that have been long overdue. 
Innovation will be key to navigating these changes, even those that are yet to happen, but not 
just any innovation – Agile innovation for the future. Get ahead of the curve by incorporating 
predictive consumer analytics into your strategy, and ensure continued product success. Out 
with the old methodologies – it's time to look to the future. 

Don’t get left behind – Vypr makes it easy to get robust, reliable, real-time research – bring 
your consumers' voices to the forefront of product development. 

However, insights are forever changing as 
consumers change opinions and behaviours – 
the consumer research in this guide may be 
different in the future – this is why real-time 
insights are so important, so you can change 
with the times and look to the future to 
innovate for continued success. 

22



vyprclients.com
+44 (0) 161 694 6320
info@vyprco.com

https://vyprclients.com/free-steer/

Intrigued? 
Start navigating the NFS today by finding 
out what consumers think about your new 
product concepts – get free research now


