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Abstract
The NOTHING ELSE food label, created at the Auckland University of Technology, lists the eight or
less easily recognized ingredients on the front-of-pack within a circular band. This report describes the evolution of the label into a stand-alone brand for products including nuts, dried fruit,
biscuits and water sold in four cafes at the university. In partnership with an established food
manufacturer a NOTHING ELSE healthier snackbar was developed and sold through the university
fitness centres with sales being tracked electronically by time, day and quantity. Consumers/purchasers of this NOTHING ELSE bar were asked why they bought the bar and when they would eat it
as well as if they would buy the bar again and why/why not. Two thirds of the 43 respondents said
that they would buy the bar again. Three key reasons for repurchase were identified: taste (n =
12), “healthy” (n = 11) and “natural ingredients” (n = 10). Positive comments about the ingredients
included: no additives or preservative, the low/no added sugar, and the presence of fibre demonstrating that this unique brand concept was meeting a consumer need for transparent product information. The next steps are commercial production of the snackbar and market expansion
within the university.
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1. Introduction

Over the past decade trends in food consumption have shifted due to demands from consumers for more authenticity and transparency [1]-[3]. There is now close scrutiny of ingredients by consumers, which is affecting the
way food is packaged and labelled. This is a result of growing interest in food and beverages made from natural
and familiar ingredients, as an alternative to products made with ingredients that are synthetic and unfamiliar [4].
There is also increasing concern over front of pack claims overpowering the ingredients lists and nutritional
facts presented on the back of pack [5].
Currently the diversity of food products on supermarket shelves are in direct competition with each other; one
might be made with natural less refined ingredients while another may be made with many ingredients including
colours and preservatives and more refined ingredients including sugar and white flour. However, the listing of
those ingredients is only required to be on the back of pack [6], so does not directly affect the first impression of
the product by browsing shopper.
The authors contend that there is a need for clear information about food ingredients to be provided to the
consumer as well as the development of healthier and commercially viable products. This case study overviews
the development of the NOTHING ELSE concept from a label to a brand, then the development of a healthier
snackbar that underwent a pilot study of sales and consumer responses to the bar within a university.
It is important to understand consumer “choice” when consumers are purchasing new food products. Choice
is related to sensory science, but also consumer behaviour. Both sensory science, to investigate aspects of consumption of the product, and research, that investigates actual purchase of the product, are required to confirm
the likely commercial viability of new products before they are launched [7].
The aim of this study was to show both proof-of-principle and proof-of-practice of consumer purchasing behavior through the development of an informative front of pack label and brand and production of a prototype
and novel packaged food product that could be demonstrated to be healthier than other products, but also one
that the consumer would buy on more than one occasion.

2. Method
2.1. Development of NOTHING ELSE Label and Brand
The development of the NOTHING ELSE label started with research in semiotics using a methodology based on
multimodal discourse analysis. The methodology covers visual and textual modes of communication used in
packaging design [8]-[11]. Packaging and food labelling [12]-[14] is a combination of both visual cues (picture
of product and graphic elements) and textual cues (name, ingredients and nutritional value), within a regulatory
framework. This research was informed by a discourse analysis [15] looking at purchasing actions within a supermarket [16] [17], the history of consumption trends from the mid-twentieth century social practice―the consumerization of culture [18] and the twenty-first century social practice of sustainable consumption [19]-[21].
As a result of this work a label, in the shape of a circular band, was created and called NOTHING ELSE. Inside the band is the list of ingredients. The label is designed to be printed on the front of the pack so that customers see the ingredients upfront in a clear, legible font.
The NOTHING ELSE label concept was presented to an international biscuit manufacturer for feedback. The
brand manager was positive about its potential and suggested the idea be pitched to local New Zealand manufacturers who had similar products using only “natural”/“real” ingredients. Although the four manufacturers consulted expressed interest in the label concept, they considered that the application was not commercially viable
as a levy-based licensing model. On the advice of the biscuit manufacturer a brand steering committee at Auckland University of Technology (AUT) was formed. One of the members (Elaine Rush) who was the nutritional
advisor, suggested the idea be presented to Brand Support, a company specialising in marketing cause-related
products.
The directors of Brand Support were enthusiastic. They suggested developing NOTHING ELSE as a brand
instead of developing a label, and support funding was made available by Brand Support to develop and launch
NOTHING ELSE within AUT.
The development from label to brand required a much greater contribution from the AUT community. This
case study grew by making the project more collaborative, involving input from students in the fields of nutrition, public relations, graphic design, product design, advertising creativity and marketing.
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The NOTHING ELSE logo was further developed as a “circle of trust”―a flexible design mark that could
adapt to a range of food and beverage products. On all products the front of the pack would feature the brand
name circling the ingredients, and the back would display mandatory items such as nutritional information and
barcode. NOTHING ELSE is a registered trademark (New Zealand Intellectual Property Office 843901).
Five snack items using nuts and dried fruit were developed, as well as an artesian water. The brand was
launched in four cafes on two AUT University campuses using ambient messages that promoted the brand values.
NOTHING ELSE snacks were displayed on counter top racks made by product design students, while the water
was displayed in chillers. Staff and students were offered free samples and flyers at various locations, including
lecture theatres. These products have now been sold in the university cafes for more than five years. The university has more than 27,000 students and 2000 staff members.
To strengthen the NOTHING ELSE brand communication a manifesto was created using the brand tagline
“THE UPFRONT BRAND”. The manifesto was printed as a small flyer (Figure 1) that would be used to state
the essence of the brand values. The flyer was used as a handout in conference promotion bags as well as a way
to introduce the brand to new customers.

2.2. Developing the Snackbar
Following on from the successful launch of the NOTHING ELSE brand in the AUT university campus cafes the
next challenge was to develop a commercially viable muesli style bar with a nutrition profile score that would
allow general health claims to be made (Australia New Zealand Food Standards Code, 2014). The NOTHING
ELSE label would emphasize the list of ingredients on the front as a marketing distinction to the target audience.
Ideally the bar would meet a number of health parameters such as a low glycemic index, a high fibre and a low
sodium content and also be dairy-free.
Ingredients and facilities to develop the first stage samples of the bar were provided by a commercial partner.
After considerable trials with recipes, using different ingredients, the eight ingredients for the final recipe were:
oats/oat bran, dates, almonds, manuka honey, egg white, cinnamon, sunflower oil and sea salt. The first 100
samples were hand-made and baked in a domestic oven.
A small sensory trial for liking was undertaken with a group of men and women aged 60+ years who were
members of a group of fitness enthusiasts called “Never2Old”. The Never2Old active aging programme was introduced at the Akoranga campus at AUT University as an exercise programme for semi-retired and retired
people. Those who tasted the bar responded favourably to the samples, although some found the taste was dom-

Figure 1. Flyer to introduce the NOTHING ELSE brand values.
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inated by the dry texture of the product and needed to drink water before finishing. After another six months of
fine tuning a larger survey with two target age groups was undertaken. The first group was with AUT University
students and the second group with the Never2Old group.
The survey compared taste, satiety, texture, as well as perceived naturalness and healthiness with three other
high selling muesli bars made by well established brands, and included a blind test as well as one where the
brand label was shown next to the product sample (paper in preparation).
Following this the recipe was further refined by adjusting the proportions of ingredients and a larger production run (1000 bars) undertaken. Two of the AUT University Sport and Fitness Centres agreed to sell the bar
commercially and to provide electronic transaction records of the number sold, place, time and date.
An anonymous questionnaire was constructed that asked for sex and age group of the respondent, whether
they had eaten the bar before, how they found out about the bar and why they were buying the bar. They were
also asked when they would eat the bar and whether they would buy the bar again, and if so why or why not.
This questionnaire was placed at the reception desk at the bars point of sale; the AUT University Sport and Fitness Centres. A box was provided to place completed questionnaires. The questionnaire, and the way it was administered, was approved by the Auckland University of Technology Ethics Committee.
There was limited in-house promotion of the bar; one email to all campus staff, one announcement via the
staff intranet (Global Network), posters (displayed at the fitness centres) and an announcement on the facebook
pages for the NOTHING ELSE brand and the Never2Old group. An invitation to a single information session, at
the North Shore campus, about the bar and nutrition in general was advertised to the Never2Old group.

3. Results
The initial launch of the first NOTHING ELSE branded products was an immediate success with brisk sales of
both snacks and water. However, over time, the snack sales slowed. To improve sales the snacks were pared
back in scale and range from a 120 gm pack to a 30 gm pack, which sold for a simple $2 exchange in line with
the water. The range was reduced to the two most popular items: cashew nuts and cranberries with almonds. The
new format improved sales which have continued at a steady rate to the present (five years). From the day of
launch sales figures for the water have been robust. Students have responded favourably to the brand ethos of
being “upfront” by sending over 400 “likes” on the NOTHING ELSE Facebook page.
The launch of the nut snacks was followed by an ANZAC biscuit using the original recipe of natural ingredients, which retailed for $2 for a pack of two biscuits. This biscuit, a traditional recipe for Australia and New
Zealand since World War I, had a six-month shelf life and was very popular. However, further opportunities for
distribution were required to make it economically viable and its production was discontinued.
Following the development of the final form and front of pack label for the snackbar (Figure 2), the bar was
prepared and packaged by the commercial partner. The sales plan for the new bar was to have each Never2Old

Figure 2. Front of pack label of the NOTHING ELSE snackbar.
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member try a free sample and then measure sales over the following three weeks. The bar was priced competitively at $2 for 50 g and customers were invited to complete a point of sale questionnaire about their perceptions
of the bar and its branding. Marketing was minimal with only one campus wide email advising that the bar was
on sale and two announcements in the global weekly newsletter emailed to all staff.
Over a period of three weeks 43 consumers returned the one page questionnaire (n = 34) or emailed (n = 9)
comments. Most of the respondents were female (70%), the remainder were male (19%) or sex was not stated
(11%). Of the 35 respondents who provided their age 15% were aged less than 40 years, 44% were aged 41 to
60 years, and 41% were aged 61 years or more. In this period a total of 334 bars were sold, of which 19% of
these sales were for more than one bar and 7% for 5 or more bars.
Of the 43 respondents 67% (29) indicated they had not tried the NOTHING ELSE bar before (five had and
nine did not answer). Respondents found out about the NOTHING ELSE snackbar from the N2O information
session (27%), word of mouth (19%), email (15%) and from an on campus health expo where the bar could be
sampled (42%). No one mentioned having seen the posters.
Two thirds of all respondents said that they would buy the bar. Three key reasons for purchase and repurchase
were identified: taste (n = 12), “healthy” (n = 11) and “naturalness” of ingredients (n = 10). Only five respondents mentioned value as a reason. Positive comments about the ingredients included that there were no additives, no preservative, low and/or no added sugar, and the presence of fibre.
Of the five respondents that commented that they would not buy the NOTHING ELSE snackbar again the two
key reasons identified were that it was dry/too dry (n = 3) and/or bland (n = 2). Other related reasons included
texture-powdery and “cardboardy”.
Of the 31 respondents who answered when they would eat the bar, 26% said they would eat it straight away,
however most respondents indicated that the bar would be eaten between meals or as a snack (49%) or when
hungry (39%). Respondents could provide more than one answer to this question.
Respondents that would (re)purchase the NOTHING ELSE snackbar suggested that potential improvements
could be made, the main reason was in relation to dryness and texture with words such as “not so dry and crumbly” (n = 7) used to describe why. Other suggestions for improvement included making it gluten-free, having a
lower carbohydrate/higher fat option, increasing the font size on the packaging, using recycled/biodegradable
packaging and making the NOTHING ELSE bar shorter but thicker to help maintain its integrity.
The fitness centres are open between 6.00 am and 9.00 pm during weekdays. The Never2Old group attend the
centre between 9.30 am and 10.30 am Monday to Friday, and also between 13.30 h and 14.30 h Monday, Tuesday and Thursday. Almost one third of sales occurred in this time. The greatest number of sales occurred between 1101 h and 1300 h (37.3% of all sales) which is not a time when the Never2Old group attend. The most
sales were therefore to other staff, students or gym members of the university.

4. Discussion
In the context of food, the long-term health benefits of consuming food made with natural ingredients and containing whole, rather than refined and processed ingredients, is a step toward more sustainable living. This is in
line with the evidence that a growing proportion of customers are choosing products that are seen as “part of the
solution” not “part of the problem” [18].
NOTHING ELSE―THE UPFRONT BRAND is intended to allow customers to have easy access to ingredient information so that they can make an informed choice. The brand does not intend to preach an overt message of superiority. It simply lists the ingredients upfront so the customer is free to take it or leave it.
We have shown in this report that the reasons consumers bought the bar are related, in part, to perceived healthiness and naturalness. Purchasing decisions are subject to behaviours and mental decision making processes
influenced by a variety of factors including demographics, socioeconomic, knowledge/information, past experiences/exposures and marketing/advertising [22]. There appears, however, to be few studies that have investigated concurrently sales, the reasons consumers make food purchasing decisions and consumers purchase intent,
i.e. their plan to purchase a particular item in the future. Purchase intent of food products, for example, has been
measured by others [23] [24] but not alongside, or supported by, actual sales data.
In this small, but comprehensive, survey new insights have been provided into purchasing behaviour of those
respondents who filled in the questionnaire. While data anonymity does not allow for matching of intention with
actual purchasing of those who completed the questionnaire, the fact that two thirds indicated they would buy
the bar again based on their actual initial purchase is a positive indication of purchase intent. This is similar, in
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principle, to other studies that have found purchase intent (non-food based) to be a good predictor of product
choice [25] [26]. However, there is still a degree of uncertainty in respect to how purchase intent applies to food
products, particularly in situations where choice involves a low level of involvement as well as little time or
money [27] [28]. While we did not expect that everyone would like the bar, or consider buying it again, the purchase of more than one bar at a time (19% of all sales) and the repeat purchases (personal observation) are encouraging.
In the setting of the AUT University Sport and Fitness centre the NOTHING ELSE snackbar appears more
likely to be purchased by older health conscious consumers who have gym memberships and are generally active, although this may spread to a younger group as well. Anecdotally the receptionists noted that the people
purchasing the bar were of a wide age range and not necessarily only gym members. They commented that staff
and students that they had not seen before came to the gym to purchase the bar with a number returning to buy
more bars.
A major limitation of this case study is the small number of participants who completed the questionnaires. As
a proof of principle this ongoing project has a number of strengths. The AUT University has a total population of
30,000 staff and students, and therefore provides, in term time, a ready market to launch a start-up brand. The
project also allows students to be involved collaboratively in the brand promotion, which enables the brand values through education and participation to be reinforced by the younger generation of consumers. A percentage
of all profits from sales is retained in a research fund for further brand development and student support.
Establishing a market depends on both attracting new and maintaining existing customers. Brand trust, together with loyalty, are often identified as key features of a successful product. This was a unique aspect of this
product, a product and brand that was not only developed by AUT University staff, but one designed for the
greater health and wellbeing of AUT staff (by AUT for AUT). Likewise the NOTHING ELSE snackbars were
promoted and sold through the fitness centres at AUT, and this kind of support and cooperative action may be
hard to replicate in the wider commercial world. Furthermore, unlike most commercial products, NOTHING
ELSE bar consumers had direct access to those involved in developing and producing the bar, and this transparent and “personalized” approach has been a strength of the project enabling and encouraging honest and constructive feedback. The unsolicited emails received were not only an indication of the interest in the bar and the
research, but the also the support for an AUT initiative. The production of a product by a university has in itself
a certain trustworthiness as clearly it is not being sold for personal profit.
The next steps are to work with our commercial collaborator with a view to a trial contract production of larger
numbers of the snackbar for sale through the AUT University sport and fitness centres, cafes and at University
functions before gaining wider distribution. This unique NOTHING ELSE brand concept has demonstrated how
a need for consumer driven-research may help meet the growing consumer demand for more transparent product
information on food packages.
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