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Ne w  Re gula tory Pre ce de nt : 
Accounta bilit y through Tra nspa re ncy



• Re q uire  m ost food s to  b e a r the  FO P Nutrit ion La b e l

• De ta il how  to  d e te rm ine  “Low ,” “Me d ,” a nd  “Hig h”

• Sp e c ify the  re q uire d  c onte nts a nd  fo rm a t o f la b e l

• De ta il sp e c ia l la b e ling  p rovisions

• Sp e c ify c e rta in food s tha t a re  e xe m p t

• Re vise  the  low  sod ium  a nd  low  sa tura te d  fa t nutrie nt c onte nt 
c la im  d e finitions

• Esta b lish a  c om p lia nc e  d a te

IF FINALIZED, PROPOSED FDA RULE 
WOULD

Link to  p ub lishe d  p rop ose d  rule :

https://drive.google.com/file/d/117xWLwdF1Mjpii9iHF4lRAJR_z6wyvY8/view?usp=drive_link

https://drive.google.com/file/d/117xWLwdF1Mjpii9iHF4lRAJR_z6wyvY8/view?usp=drive_link


PROPOSED FDA FOP ‘Nut rit ion Info Box’















Do Front- o f- Pa c k La b e ls Ma ke  It  Ea sie r fo r 
Consum e rs to  Ea t He a lthie r?
Front-of-Pack Labeling Has HUGE Potential– If It’s Leveraged Correctly… 

● FOPNL c a n b e  use d  to  inform , e d uc a te , & insp ire – a nd  d rive  tra ffic  to  o the r re sourc e s 
w he re  your b ra nd s c a n d e live r a d d e d  va lue .

○ Focusing on what’s NOT in the product is both a missed opportunity & unlikely to drive sales 
● Glob a l e xa m p le s ha ve  show n m ixe d  re sults:

○ Chile ’s w a rning  la b e ls re d uc e d  sug a ry d rink p urc ha se s
○ The  UK’s tra ffic  lig ht syste m  show s m ixe d  re sults: Some studies suggest that traffic light labels 

can encourage healthier eating behavior, while other studies did not find any effects of traffic 
light labels on sales or consumption of healthy food. (PMID: 32012832)

○ The  U.S. "He a lthy" sym b ol p rop osa l re q uire s nutrition e d uc a tion to  b e  suc c e ssful 

Bo ttom  line : Without c onc urre nt c onsum e r e d uc a tion, FO PNL is unlike ly to  im p rove  nutrition & he a lth 
outc om e s.

https://pubmed.ncbi.nlm.nih.gov/32012832/


W hic h La b e ls Do  Consum e rs Trust?
Consumers Trust Fewer Labels—But Environmental Claims Carry a “Health Halo”

● Trust is d e c lining : Consumer skepticism about food labels is increasing, especially 
regarding health and nutrition claims. 

● Environm e nta l & e thic a l c la im s re sona te : Labels related to sustainability (e.g., "USDA 
Organic," "Regenerative Agriculture," “Fair Trade Certified”) often imply direct health 
benefits to consumers– even when they don’t impact nutrition.

● Pe rc e p tion vs. re a lity: A 2023 IFIC survey found that consumers prioritize 
environmental impact over specific nutrient claims when evaluating "healthy" 
products. 

● The  d isc onne c t: Claims like “natural” and “no artificial ingredients” still drive purchases 
but don’t guarantee improved nutrition. 

Bottom  line : Consum e rs a re  d ra w n to  va lue s- d rive n c la im s, b ut the se  d on’t a lw a ys 
tra nsla te  to  m e a ning fully he a lthie r c ho ic e s. 



W hic h La b e l C la im s & Third - Pa rty Ve rific a tions Are  
Im p orta nt in 2025?
It Depends—Healthier Choices Are Personal & Context-Specific

● “Nic he  d ow n:” What’s “healthy” varies based on dietary needs, health goals, and personal values. 
○ Determining what’s important to YOUR customer is highest priority
○ Brands and retailers can support informed choices through front-of-pack callouts that are 

specific, evidence-based, and context-aware.
● The  d isc onne c t: Re g ula tion vs. re a lity

○ Approved health claims and nutrient content claims place undo emphasis on nutrients, while 
nutrition counseling & education is focused on food

● Prioritizing  w hole  food s in p rod uc ts & in m a rke ting  is ke y fo r the  c ha ng ing  c onsum e r la nd sc a p e  in 
2025+

Bottom  line : The re ’s no  one - size - fits- a ll a p p roa c h. He a lthie r c ho ic e s a re  b e st g uid e d  b y c le a r, re le va nt 
c la im s tha t a lig n w ith ind ivid ua l he a lth  g oa ls & your d a ta  insig hts .



Kroger’s OptUP  
Nutrition Program
Powered by bitewell's FoodHealth Score



O p tUP My Nu t rit io n  In s ig h t s
O p tUP Sc o re  re fle c t s  the  Fo o d He a lth  sc o re s  fro m  yo u r re c e n t  p u rc ha se s ; h ig he r sc o re s  re p re se n t  m o re  
nu t rit io us  p u rc ha se . 



Kro g e r’s  O p tUP Ec o sys te m

Better for You

Simplify nutrition by opting up 
to better for you products

Registered Dietitians
Personalized nutrition 
coaching utilizing OptUP

Dietary Tags
Personalized shopping 
experience

Recipes
Recipes, scored to help consumers 
build better for you meals

FoodHealth Score
Consumer education 

Supplier innovation

Cart & Household Score
Consumer insights

Impact measure





Lea rn more  a bout…

a ve ry@inte ra c tb ra nd s.c om
Exe c utive  Busine ss Grow th De ve lop m e nt

d a n@inte ra c tb ra nd s.c om
Exe c utive  Cre a tive  Dire c to r

mailto:avery@interactbrands.com
mailto:dan@interactbrands.com
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