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Speaker 1: 

Welcome to the Mossavar Rahmani Center for Business and Government at the Harvard Kennedy 
School. For information on events, news and research visit www.mrcbg.org. 

Myriam Sidibe: 

Okay. Welcome everybody. I hope you're enjoying your plant based lunch, or branch, should I say. So my 
name is Myriam Sidibe, I'm a senior fellow at the MRCBG Mossavar Rahmani Center for Business and 
Government. And my area of research is very much around the intersection of branding and public 
health. And what's the role that big businesses can play when it comes to, and small business too, but 
can play when it comes to actually driving public health. And obviously at the foundation of public 
health is nutrition, and food systems, and improving general diets as well. 

Myriam Sidibe: 

So today I'm particularly honored that we have Upfield communities and sometimes they rest at this 
school. It is basically the world's largest product. For those of you that know a little bit about my 
background, I have spent the last 15 years in Unilever, before joining [inaudible 00:01:25] on a 
sabbatical. And about, I would say, was it about two years ago? 

Jeanette Fielding: 

Mid 2018. 

Myriam Sidibe: 

Mid 2018, yes. Mid 2018, Unilever sold the Uni part of Unilever, because that's the margarine business 
that we used to own. And created a company called Upfield. And Upfield has taken the Uni part, and 
then made it into I guess what we're going to talk about today, in terms of being the largest start up 
that's thinking about plant based foods. So I have been very fortunate to work on some of the grants 
that Jeanette is going to be talking about today. 

Myriam Sidibe: 

And I think what's even more encouraging for me, is how far and how much they've been able to do 
with it in the last 18 months. The kind of agility that comes with being a start up, but that has benefited 
from 100 years of being part of a corporation in the past as well, I think. So that's absolutely fantastic. 
Very much at the heart of the kind of work that I've done, or that I'm trying to do, and the body of 
research that I'm trying to lead, is to see what is the role of marketing if you infuse it with processes 
with value, in terms of trying to drive real impact. 



Myriam Sidibe: 

So today let met tell you a little bit about what we're going to do. I am going to invite Dr. Jeanette 
Fielding, that I'm going to introduce in a bit, to come and give us a talk about the company and the kind 
of work that she's been leading, and that the company has being doing, in terms of driving plant based 
foods, and the work that they've done. Some of it we've done together in Africa. And then I will invite 
Jane Nelson, that you know, the director of public social responsibility at the school, initiative. And Remi 
Trudel from PU, whose the associate professor in marketing and sustainability. And John Haigh, whose 
leading the center where I'm currently hosted. 

Myriam Sidibe: 

And we'll have a conversation about what it means to be able to really work with process foods and 
improving nutrition, and improving the food system around [inaudible 00:03:34]. So that's a little bit 
about today. So I really hope that we can get into an engaging conversation, in which you are absolutely 
welcome to join in. So please, we will not wait until the complete end to ask questions. So, I think after 
Jeanette starts, I'll invite some of the panelists and then starting thinking about what we could do. 

Myriam Sidibe: 

And then as the talk is going on, we will take a few of the questions as well that's currently going up. So 
let m



Jeanette Fielding: 

So as Miriam said, we're certainly the largest startup in the food industry. We came into being in mid 
2018, after a spin off from the Unilever spreads business. So you know a lot about iconic brands such as 
Country Crock and I Can't Believe It's not butter, but other brands all around Flora, and Rama, The Cell. 
And today we're talking a lot more about Blue Band. 

Jeanette Fielding: 

Actually in January of this year we became a little bit bigger. We bought a plant based cheese company, 
and the brand Via Life. So if any of you happened to be vegan in January, you might got very familiar 
with that product as you've tried to find a cheese that you could replace with. We were in a very unique 
position from day one of this company. We have a company of size and scale, and it also had a purpose 
from day one. The word purpose has becoming very popular. Having companies with purpose. But we 
were in a unique position to have one from day one, which is to make people healthier and happier with 
great tasting, nutritious, natural, plant based food products that are good for us as consumers and 
citizens, and also good for the planet. 

Jeanette Fielding: 

And the benefit of having that from day one, is that every associate that joined, the 4,000 of them now 
who joined the company at the time, really bought into that particular purpose. This is something they 
believed in. And that purpose, we have the benefit of driving everything that we do from a strategic 
perspective, whether that's product development in our innovations, how we interact with the rest of 
the world, how we interact with our associates and help them interact with the rest of the world. And so 
it's been great... That purpose really leads everything that we do. 

Jeanette Fielding: 

So out formation came at an interesting time, and some might say those who set up the company 
including the CEO today, David Haines, came at an interesting time where the formation of public focus 
on sustainable food systems, taking a look at that intersection between public health and sustainable 
agriculture has come to life. And through our portfolio and purpose we realized that we were perfectly 
positioned to uniquely engage in sustainable food systems as we produce plant based foods. Lot of 
people don't realize margarine is actually a plant based food. That's been around for a long time. And 
that provides essential micronutrients, contains no saturated fats than the dairy counterparts. Contains 
no trans-fats, which is often a misnomer about margarine, so certainly our portfolio today. And have a 
lower impact on climate change, or a lower impact on the planet. And to give you one example, a plant 
margarine is associated with two thirds less carbon emissions than dairy butter. 

Jeanette Fielding: 

We know that the based food movement is not just a fad, it's an evolution. And plant based foods are 
what we'll be eating in the future. And as a nutritionist, you heard about that. I'm so pleased that people 
are interested in the base of the pyramid again. We've been trying to tell people to eat more plants for 
many years and finally they're listening. It's important not only for our health but also important for the 
planet. 

Jeanette Fielding: 

It's our job to enter into partnerships as Upfield, lead conversation and engaged policy makers to 
support health and sustainable food systems. After all the global shift to eating more plants is the only 





the center of our business. We want to make sure that we work with communities throughout our 
supply chains. Also to enable women. We have some great programs with women bakers in emerging 
markets. As well as promoting nutritious and healthy lifestyles. And this is of course the area I'll talk a 
little bit more about today. 

Jeanette Fielding: 

So let's talk a little bit about business models today, and what's expected of companies. I feel we know 
su





Malnutrition early in life has a disproportionate effect on the health later in life, both socially and in 
academic success. Malnutrition can lead to cognitive and psychomotor underdevelopment. In proper 
physical growth, and limited physical capacity, and weakened immune systems can cause higher 
incidents of illness, leading school absenteeism and under performance. 

Jeanette Fielding: 

On top of this non communicable diseases like diabetes, high cholesterol and coronary heart disease, or 
otherwise, especially in Indonesia. This again is as a result of inadequate nutritional education, and lack 
of access to a balance start often with foods high in saturated fat, and in Indonesia, high in trans fats. 
Breakfast often is said to be the most important meal of the day. This because it enables us to start the 
day feeling energized and being able to concentrate. In fact, studies have shown that children who eat a 





So what's next? We believe that with a good breakfast, anything is possible. A breakfast is the start of 
your day, not the finish. It's the ignition that propels you to do what it is that you want to do, and what it 



The good breakfast challenge was created with the aim of making a nutritious breakfast, an everyday 
reality for homes across Africa. In order to connect to people's hearts and minds, we needed a national 
hero who shared the belief that breakfast was the most important meal of the day. Olympic winner and 
two time world champion, David Rudisha was chosen as a good breakfast ambassador. The breakfast 
challenge has reached over 30 million Kenyans with good media coverage and amplification, achieving a 
PLV of over one million euros. This has won us a number of accolades. 

Speaker 4: 

Our greatest achievement so far has been the 3,390 schools that have participated in our good breakfast 
challenge, and over 2 million kids have completed our school's educational program successfully. Our 
social mission, YouTube videos have reached over 3 million Kenyans. Famous influencers like Pika 
Chakula and Let's Cook Kenyan Meals, have also participated in driving the importance of a good 
breakfast. We also welcome to consumers to join our cause. We had a limited edition packed for our in 
the store promotion, which delivered a sales uplift of 9%. The proceeds of this promotion will go into 
feeding 100,000 kids a good breakfast for an entire school term. 

Speaker 4: 

In summary, we continue to be anchored on our mission to make a good breakfast an everyday reality 
for over half a billion school kids across Africa. Because we believe a better future starts with a good 
breakfast. 

Myriam Sidibe: 

Thank you very much Jen. I hope you've enjoyed a better future for us started with a good brunch. We 
could say we tried make it a breakfast, and then we realized as we started that this was the particular 
time that we could have. But I want to now invite John Haigh, Remi, and Jane for a conversation on what 
we've just heard about. And I think for me, the video did quite a lot to bring it back to the need for 
business models that continue making this a reality. Because ultimately it's about reach, and it's about 
keeping the most vulnerable at the heart of the conversation. 

Myriam Sidibe: 

And I did want to start maybe with Jane. Maybe we'll start with Jane, because I mean, Jane has done 
quite a lot of work on, obviously understanding businesses that fuel the need for nutrition and how you 
can actually drive nutrition as a real commercial value. Because I think that is so important if you're 
going to ultimately really drive it for the poorest of the poor. You need to think of a way in which it will 
fuel your business. So I'd love to hear your perspective. I don't know. I'm sure Upfield is new for you, but 
maybe not Blue Band. How does that work in terms of corporate responsibility but also integrating 
business models? Your perspective on that? 

Jane Nelson: 

Absolutely yeah, Myriam. And Blue Band is not new to me. I'm Zimbabwean, and so I grew up with Blue 
Band. But thanks very much, both Myriam and Jeanette. I think, what was sort of great for me about the 
way you frame things is that if you look at companies in the sort of agriculture food systems, whether 
they are startups, small, large companies, there's three things I think any company can and should be 
doing to ensure that our food systems are more nutritious, more sustainable from an environmental 
perspective, more inclusive in terms of both including small holder farmers and livelihoods at the 





regulations, and policies generally, particularly that comes to food, don't necessarily lend themselves to 
more nutritious diets. 

Jane Nelson: 

You have the incentive systems, often aimed towards more nutritious diets, and unless companies are 
working together on a sort of progressive policy agenda, often with nutritionists or agricultural experts 
to say in each country, here are some policies we need to change. This is some fiscal incentives that 
government could do to encourage investment in more nutritious and sustainable, and inclusive food 
systems. 

Jane Nelson: 

Yeah. I think that piece is very important as well. And so having policy positions, and being transparent 
about those policy positions is key. So I think as I said, any company working in the food system, 
whether you're providing inputs to farmers, or products to end consumers, should be looking at those 
things of core business strategy and operations, are sort of like align community engagement, and then 
the sort of progressive collective policy agenda that can help shift some of the systemic challenges that 
we see. 

Jane Nelson: 

And I think we're seeing really interesting developments in all three of those areas. And more collective 
action amongst the food companies themselves. Again, including setting up joint innovation funds. We 
did some work with the Global Alliance for Improved Nutrition on getting more access to commercial 
finance for small nutrition entrepreneurs and food value chains in Africa. And there just isn't a strong, a 
really strong high return commercial case, but if you get... Some investment on your commercial 
investments, and you get some, either government investments or foundation investments, so what's 
called blended finance. Where you have different sources of financing with different risk profiles, and 
different timelines. I think one can really start tackling some of the more challenging aspects of food 
inclusion and nutrition. 

Myriam Sidibe: 

When it comes to food inclusion and nutrition, I think going back to the program on the good breakfast 
challenge, and making sure that you're getting 500 million. I think that what really impressed me is the 
kind of numbers we're talking about. Whether it's 100 million or 500 million, really I find that the 
number is huge. And if you look at the starting data, you're looking at four kids out of five going to 
school with no breakfast, and if that's linked to performance, then you have a real conversation that's 
lagging. And at the heart of that for me is obviously consumer behavior change. 

Myriam Sidibe: 

So, consumer behavior change and making sure that every kid, and every family knows that you're 
almost wasting your school fees if you're not giving good breakfast to your child. And that good 
breakfast is not just obviously the bread and the margarine, or giving 10 Kenya shilling on the way to 
school to pick up a mandazi, or like a piece of sort of fried dough. But really that it's embedded into the 
home behavior change and that it comes with diversity of diet. And I think for me, this is where I really 
wanted to have Remi, because we've done some work on consumer behavior change from getting 
consumers to recycle their water bottle, but that's a different challenge, yet a very important challenge 
on how do you make sure that nutrition is embedded as a consumer behavior change that you're going 



to be thinking about. And what's the role of big companies and companies like obviously Blue Band is a 
household name. More people know Blue Band than they would would almost any other product. 

Myriam Sidibe: 

But can you talk to me a little bit about consumer behavior change and nutrition and food. And what's 
the role of companies like Upfield and Blue Band? 

Remi Trudel: 

Yeah, I mean think like when you think about any consumer behavior, your biggest impact on consumer 
behavior is if you can make something normative. Make it normal and make it expected. And so in 
designing programs like this, if you can make something normative, make it like everyone in the school is 
doing this, so your peers are doing this, then you're more likely to have it, right? And you're more likely 
to have success. And in making it normative, then you're also going to be able to get, people who aren't 
specifically being targeted for that. 

Remi Trudel: 

So, anytime I look at changing people's behaviors, so if I'm looking at sustainable behavior, it's easy to 
change people with green attitudes. It's the people who don't, right? And so those are the people that 
you have to look at and you have to focus on. It's easy to preach to the choir, but it's the other people 
that you have to convert. And the best way to do that is through kind of normative behavior. And to 
make those norms salient. 

Remi Trudel: 

Sometimes you might have to change those norms as well. And you can do that by kind of promoting 
the right, and the right type of people, and that type of behaviors. I think the work that I've done in this 
area is if you think back to what it means to be a socially responsible company, is like there also has to 
be kind of a business case. You can do this for only as long as you can make money. And so some of the 
earlier work I did on this was whether or not consumers reward firms for being good. And what we 
found is they would reward them slightly, but they would punish you a lot more for being bad. 

Remi Trudel: 







The next piece of the kind of high integrity is really, and you were touching on this with your comment 
about what's the role of business here. These social problems, and nutrition or health I would put in this 
category, cannot be solved by governments alone. And so you have to find models of businesses 
interacting with government in ways that find solutions. And critical to that is understanding the 
incentives of each party and any kind of collaboration, and what's going to drive them to kind of agree 
or not agree. 

John Haigh: 

And it's going to have to be a collectively agreed to kind of approach that addresses that. And then the 
last thing, I would put under the high integrity is businesses have an obligation to provide a moral 
compass. And the example I give is, I don't know how many of you followed when president Trump 
made his comments about Charlottesville. And in the comments on Charlottesville, Ken Frazier, who was 
the chairman and CEO of Merck said, "No, I'm not doing this." And he resigned from the president's 
council on manufacturing. 

John Haigh: 

And then because he did that, then everybody else started to resign. At some point, there have to be 
certain thresholds, where as a businessman you have an obligation to speak up on the moral issues of 
the day. That's a little trickier, but you've got to do that. 

John Haigh: 

And then all of those pieces have to be integrated into, which I thought you had done really well in what 
you presented, it has to be integrated into the business model. It has to be part of the strategic 
approach of the company in terms of what it does. And if it's not there, and compensation is not aligned, 
and HR policies aren't aligned, and all those business' processes aren't a



John Haigh: 

Even if you're a Milton Friedman, shareholder return kind of person, you can say that's good business. 
But it's engendered a huge debate. And the debate is really around, some people are saying this is 
terrific, and we should move it forward. Other people are saying, this is nonsense. Because if you're 
accountable to everybody, that's terrific. It's a power gra





Jeanette Fielding: 

So my view is yes, they should. Primarily because it provides transparency, and a consumer if they want 
to and they're an engaged consumer in that particular topic, they can then verify what it is that you're 
doing and saying. Some are better than others. And so as a company, I mean that comes to where you 
want to, what's your policy? What's your bar? Where do you want to set yourself? So you need to be 
comfortable with the ones that you particularly use. But we know, we actually just finished a large piece 
of research actually looking at all of the different ones there were. Because all of them have slightly 
different expectations. So we wanted to know what was more meaningful to the consumer. Out of all of 
those. And we have been looking at which 



or is it going to be a shift to more government labeling. If you can see nutrition and safety, and 
ultimately if you really want to get the scale that probably needs to be understanding that different 
consumer groups will then interpret that labeling differently. 

John Haigh: 

So I'm a big fan... Sorry, just. I'm a big fan of breaking down information asymmetries. So if there's a way 
to provide some legitimate information about something, that's a plus. And then you have Trudel's point 
and Jane's point, you kind of have to educate people how to process that information. I do think there's 
a role for government here, kind of in working through this. I'm just going to ask you a question and I'm 



Jeanette Fielding: 

Actually I want to just clarify, because I didn't talk about it because the research is in the field. So we will 
be looking at health outcomes, because for me I've done lots of community based programs with 
women and children in Africa, and it was all based on health outcomes. So that's one of the additions to 
the program. Just to respond to that. 

Myriam Sidibe: 

I think in addition to that, I mean I've worked on this program for the last few years, and it's one of the 
case studies in the book as well. And I think when you look at obviously what is getting all the way to 
healthy outcomes is super expensive. And it's sometimes not the best way in which you can use the 
resources from a company to get all of the health outcomes. If you can get to a behavioral outcome, 
where you can understand the number of kids that are actually having breakfast more regularly on their 
way to school, and that are having a more diverse breakfast, so they're adding a fruit, and they're having 
porridge one day, and they're having bread, and they have a more diverse breakfast. 

Myriam Sidibe: 

I think that's more of a measure of success in the kind of resources you're doing. Where you know, 
therefore your marketing spend is going towards more family knowing that they need to give breakfast 
before the kids go to school. That we're moving the needle from four kids out of five going with no 
breakfast, to at least having twice a week a breakfast. And that the local fruits are being consumed. I 
feel like that's a very good spent on marketing money. 

Myriam Sidibe: 

Because then that means that you are pushing companies, and you're pushing brands to think beyond 
the individual products. That they start showing in their advertisement more of the local food. That they 
start thinking about more about more of the local porridge, not just the bread and the margarine. And 
finding ways in which you could use the margarine and Blue Band into the local porridge, or the local 
yam, and the local cassava. And saying things about think about that. 

Myriam Sidibe: 

So I think from a behavioral output, I've been thinking about health outcomes forever and the brands 
and actually it's probably not the best use of our money. Because that's not necessarily showing 
progress immediately, because it's so expensive to measure as well. 

Jane Nelson: 

And a very quick thing to add to that. I do think companies are missing an enormous opportunity to 
partner with academic institutions from the outset, and say this is what we as a company are able to, 
and have the resources to measure. But, why don't you partner with an academic. One of the only 
examples I see in that is a partner between GSK and Save the Children long term. But yeah. So- 

John Haigh: 

And just real quickly, there was a simple framework that I have in my mind when I kind of think about 
where do you build metrics and how do you think about it institutionally. And if you think about any 
event, right? You've got a set of inputs, you've got some activities, you have some output, you have 
some outcomes, and you have impact. And what you care about is impact. But there are so many 



confounding factors between the activities that you undertake and the ultimate impact that it's very 
hard. So a robust metrics system will look across all of those different buckets, and it'll look with 
different objectives. 

John Haigh: 

So the social objective, you may care about nutrition. And ultimately are the children getting better 
nutrition? And then you've got to measure that impact. But from a financial corporate perspective, you 



Than you so much. 

 


