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“There are data connecting them, but 
there aren’t clear data that show adding 
antioxidants to food has an impact on 
body systems,” she said. “Does adding 
a few extra milligrams to cereal make 
someone more immune? No, it really 
doesn’t. Most of  us aren’t deficient in 
antioxidants anyway, so it isn’t clear what 
is the benefit of  buying foods with extra 
antioxidants?”

And Steve Demos, founder of  the 
Silk soy-milk brand and, more recently, 
GoodBelly probiotic juices, scored 
Kellogg for making the immunity claim 
in the first place.

“It’s a cognitive disconnect to think 
that Cocoa Krispies are going to help 
anybody with anything nutritionally,” he 
said. “It’s a contradiction and an insult 
to intelligence, and I think that’s what 
really hurts their brand – because it loses 
authenticity.”

Although the actions by Kellogg and 
Danone are not connected with each 
other, the products that claim they can 
boost immune systems in kids have been 
proliferating in the last couple of  years.

One leading marketing advisor to 
major American CPGs, speaking to 
Kids Nutrition Report on condition of  
anonymity, believes that “we’ll see more 
companies targeted” about immunity 
claims. And she said that the attacks on 
Kellogg and Danone at least will make 
other companies think twice. “Because 
of  that, anyone thinking about going 
into the area of  immunity claims will 

rethink it.”
In Europe it is already becoming 

increasingly difficult to make immunity 
or “natural defence” claims, an area 
which has in 2009 caused uncertainty for 
Danone, despite its dossiers of  over 30 
clinical studies which had mostly been 
approved by national regulators across 
Europe before the new and draconian 
regulations came into play. 

Bravo Friscus touts immunity 
benefit

Not everyone in Europe is overly-
anxious about making immunity claims, 
however. Fruit juice has long had an 
association in many people’s minds with 
boosting your defences against seasonal 
colds and in 2009 a Swedish company 
with a successful 15-year history in 
functional beverages took that concept 
one step further with the launch of  a 
new probiotic fruit juice that has been 
clinically shown to reduce the severity of  
symptoms by a third and to significantly 
reduce the duration of  colds. 

Called Bravo Friscus, the new product 
is an extension of  the Bravo brand, the 
biggest fruit juice brand in Scandinavia, 
which is owned by Skåne Dairy. 

Bravo Friscus is a chilled, all-natural 
100% fruit juice with a 30-day shelf-life 
and no sugar added.  The effect comes 
from the addition of  two patented 
probiotic strains: L. paracasei 8700:2 and 
L. plantarum HEAL 9. This combination 

provides the claimed “natural defence” 
benefit. The strains have, in numerous 
scientific studies, shown positive effects 
on different parts of  the immune system 
and several large clinical trials have 
shown that the bacteria contribute to 
milder common cold symptoms and 
shorter common cold periods. A patent 
is pending on the product. 

In terms of  using the health claims 
in marketing, the current EU impasse 
on health claim approvals will not be a 
barrier to communicating Bravo Friscus’s 
benefit. 

The brand will be launched under 
PARNUTS – foods for specific 
nutritional uses – regulation, as Skåne 
and other European companies 
have already done for other brands.  
PARNUTS allows a product to be sold 
in the supermarket like any other regular 
drink but recognises that the marketing 
addresses a defined group of  target 
consumers. 

In this case Bravo Friscus will be able 
to talk to groups who have a higher 
likelihood of  being affected by colds, 
such as children.

In addition to regulation, there are 
consumer education challenges. The 
industry consultant who asked that 
her identity be protected maintained 
that, among other things, Kellogg ran 
into deep ignorance about science and 
nutrition among American consumers.

“In the consumer’s mind,” she said, 
“sure they could read that immunity 
claim and say in their minds, ‘My 
child isn’t going to get ill.’” After all, 
she explained, consumers are used to 
believing certain kinds of  immunity 
claims already that have some validity, 
such as the conventional wisdom that 
vitamin C helps prevent colds.

“But the crux of  the industry’s 
problem, as people want more ‘positive 
nutrition’ benefits, is ‘What can you say?’ 
There’s no public education, and that’s 
the challenge. How do you talk about 
such a complex scientific subject to the 
public in a way that doesn’t exceed the 
science but that people can harness?”Danone Actimel – the world’s biggest immunity brand – is also the subject of a new health claim 

application to EFSA and across Europe the brand continues to communicate that:
Actimel helps reinforce the natural defenses of  the body when consumed daily. 
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