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"Fish intakes are also 
too low, leading to a mas­
sive shortfall in omega-3 
fats, which help the body 
to calm down potentially 
dangerous levels of inflam­
mation produced during an 
immune response. 

"These nutrients all 
play a role in supporting 
two aspects of our immune 
function: innate immunity, 
which creates a barrier 
against invading patho­
gens; and adaptive immu­
nity, which helps our bod­
ies to target viruses and 
create antibodies." 

The key findings of the 
report include: 

· 34% respondents ate more 

comfort foods and snacks 

during lockdown 

· 21 % have been advised 

by a healthcare profes­
sional to change their diet

and lose weight 
· Intakes of vital immune­

supporting nutrients 

have declined over the 

past decade 

· 48% are unfamiliar with 

what the Government's 

Eatwell Guide recommends 

· 64% of adults don't take a 

daily vitamin D supplement 
· Only half actively follow 

advice to eat more fruit 
and veg 

· 60% don't pay attention to 

portion sizes 
· The nutrients most lacking 

are vitamins A, C, D and all 
B vitamins; iron; zinc; and 

omega-3.

lucts news I February 2022 

Industry trade show fights plastic pollution 
WHEN Natural & Organic 
Products Europe returns to 
ExCeL on 3-4 April it will 
partner with ReSea Project to 
tackle 'the biggest global issue 
we are facing': plastic. 

Natural & Organic Prod­
ucts Europe x ReSea Project is 
a collaboration which will see 
the equivalent of 100 plastic 
straws removed from oceans 
and rivers for every visitor that 
attends the trade show. 

ReSea Project - known for 
community-driven ecosystem 
clean-up operations - engages 
with local people living near 
rivers and coasts, affected by 
low incomes and poor waste 
management. The company 
ensures 'fair compensation' to 
all locals carrying out clean-up 
missions and educates them 
about 'turning the tide on the 
ocean plastic crisis'. 

"We believe that businesses 
together have the power to 
make real change. Partner­
ing up ... gives us the oppor­
tunity to raise awareness and 
connect with responsible 
brands across Europe and 
share our mutual mission 
for a sustainable and healthy 
planet," comments Christine 
Tangdal, head of sales and 
partnerships, ReSea Project. 

"The partnership is 
aligned perfectly. [The show] 
connects visitors with innova­
tive, eco-friendly and sustain­
able products which will make 
a real difference to businesses. 

"We get to meet exhibi­
tors and participants and 
show how brands can leverage 
their sustainable commitments 
by supporting our clean-up 
efforts, but we're also com­
mitted to make a direct posi­
tive impact on the ocean by 
removing the equivalent of 
100 plastic straws from oceans 

and rivers for every single visi­
tor attending." 

"Although tackling the 
amounts of plastic littering 
the ocean, stopping the inflow, 
and improving people's lives is 
at the core of what we do, sup­
porting the circular economy 
is another focal point of our 
clean-up solution," adds the 
company. "We work together 
with local waste banks who 
manage the distribution of 
the plastic waste recovered for 
further waste handling and 
recycling purposes." 

Nootropics and nutricosmetics: 
2022 wellness trends revealed 
NOOTROPICS and nutricos­

metics are the two wellness 
and beauty trends predicted 
by Novastell to drive NPD 

in 2022. 

The global specialist sup­
plier of phospholipids to the 

beauty and supplements mar­
ket believes nootropics and 

nutricosmetics are 'promising 

products areas' set to see 
strong future growth 'as brand 

innovation and consumer 

demands align' this year. 
In 2020 the global nutricos­

metics market was valued at 

$5.36 billion; by 2026 that is 

expected to reach $8 billion, 

while growth of the fast­
moving nootropics category 

is predicted at a rate of 12.5% 

to 2025. 

"In order to innovate and 

capture vital consumer atten­
tion, product formulators 

are acknowledging that 

beauty brands are betting 
on beauty- and brain-boosting 
products to drive skin health 
and wellness from within. 
The goal is to integrate phy­
sical and mental health with 
beauty science," explains 
Carla Felgueiras, global 
product manager of ingredi­
ents, Novastell. 

"The global nutricosmet­
ics market has experienced 

significant growth in the past 
few years. This will continue 
as consumers seek natural 
ingredients that promote 
beauty by ingesting beneficial 
or active ingredients. It is also 
worth noting that in terms 
of food supplement sales, 
skincare supplements are the 
second most popular carrier 
for products mentioning the 
term 'nootropic'." 
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Superdrug joins Veganuary 
Workplace Challenge 
SUPERDRUG was among the 
UK businesses to join Veganu­
ary's Workplace Challenge, 
encouraging its teams to 'eat 
vegan for January'. 

Superdrug - which sat 
alongside 75-plus businesses 
including Harrods, M&S, 
Cauldron/Quorn, Higgidy and 
Aveda Global - said its support 
for the Workplace Challenge 
complemented its existing sup­
port for Veganuary, having run 
in-store campaign promotions 
'for several years'. 

Jo Mackie, customer and 
people director for Superdrug 
(pictured), commented that the 
company was 'so excited' to 
join the Veganuary Workplace 
Challenge and encouraged 
other businesses to 'dip a toe 
into trying out a vegan lifestyle 
for just one month'. 

"As a business, we care 
deeply about our continued 
commitment to initiatives such 
as Veganuary, our vegan and 
cruelty-free offering, CSR strat­
egy and being the go-to place 
on the high street for vegan 
products. We are pleased that 
our customers can confidently 
shop with us for products that 
are not only high quality but 
align with their ethics and 
purchasing priorities. 

''Today we are proud to 
say that all our own-brand 
products are suitable for 
vegans, and we continue to 
innovate and expand in this 
area, really making waves in 
the beauty industry. We are 
pleased to be a community 
that champions the belief that 
delivering accessible retail 
shouldn't cost the earth." 

In the social care sector, 
Adept Carehomes also encour­
aged its 600 staff and 450 

residents to take part. Joe Lock, 
communities director, said the 
company wanted to dem­
onstrate that 'there are care 
homes that do cater for alterna­
tive diets and take people's 
beliefs into consideration'. 

"I was horrified to hear 
recently about some care 
homes not respecting people's 
vegan and vegetarian diets 
when they have dementia and 
are feeding them meat. I am 
an advocate of the vegan way 
of life and feel it does boost 
my energy. It can also reduce 
the risk of heart disease, high 
blood pressure and type 2 dia­
betes, which can be common 
factors in the elderly. I think it 
is important that we try new 
and exciting things and change 
people's perceptions. I try to 
ensure the residents' lives are 
exciting and adventurous and 
I hope that one day someone 
will do the same for me when I 
reach their age." 

Toni Vernelli, Veganuary's 
head of communications, 
welcomed the cross-sector 
of businesses 'putting their 
values into action by taking 
part', calling it 'a fun way to 
unite their teams in a shared 
experience while demonstrat­
ing their commitment to reduc­
ing their impact on the planet 
and improving the health and 
wellbeing of their employees'. 
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Collaboration for success 
hen I wrote in this spot in 2020, 
we were all hoping to see a return 
to more normal conditions during 

2021. To some extent this started to happen 
with the ending of lockdown and removal of 
many legal restrictions. 

However, the pandemic is likely to be 
around for a long while yet. As I write this, 
Omicron has just been discovered so by 
the time you read it, restrictions may well be 
back in place. Whatever the case, sadly, the 
after-effects will remain with us - including 
increased mental health issues, continuing 
educational hurdles for young people, and 
the ongoing effects of long-COVID for many. 
In addition, the last few months have seen 
new challenges for businesses generally, 
with the impact of Brexit and COVID coming 
together to provide a perfect storm. 

Brexit was always going to be a challenge 
for manufacturers, particularly where herbal 
medicines are involved, with increased testing 
regimes and labelling requirements needed 
not just for the EU but also for goods supplied 
to Northern Ireland. Now, we are also seeing 
the impact on retailers and consumers with a 
shortage of HGV drivers disrupting deliveries 
of finished goods and raw materials. 

The problems are worldwide, with supply 
chain disruptions affecting a range of sectors. 
Combined with this, many areas of the UK are 
seeing labour shortages. The inevitable result 
of all these factors is escalating costs and 
reduced availability. While we are hopefully 
beginning to emerge from some of the direct 

impacts of lockdown, we are likely to continue 
to see its ongoing impact for much longer. I 
believe now is the time for all sectors of the 
industry to work together, recognizing where 
there are issues and identifying solutions. 

Building good relationships is essential, 
whether with suppliers or customers; under­
stand what their issues are and find ways to 
address them together. If all sectors of the 
industry collaborate, we will emerge stronger 
from these challenging times. There are 
various ways these relationships can be built. 
Many retailers have the opportunity to talk 
directly to customers and understand their 
concerns, but it is important to also talk with 
suppliers so you can share the bigger picture. 

Although times may be testing, I also see 
a great opportunity for industries like ours 
which have always worked hard at provid­
ing something special for our customers. I 
believe that level of service and unique prod­
uct offering will come into its own now. 

During the pandemic people have become 
increasingly aware of the need to follow a 
healthy lifestyle. The HealthyDoeslt website 
(established by the HFMA in conjunction with 
the NAHS and the HFI) continues to provide 
information to consumers on natural health 
together with a database to enable custom­
ers to find their local retailer. 

Never has mutual cooperation and sup­
port been more important. If we deal posi­
tively with the many obstacles we face, we 
will emerge stronger and more united than 
ever as an industry. 
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Major new beauty acquisition for H&B as it advances transformation strategy 
IN A MOVE to continue its 
business diversification, 
Holland & Barrett (H&B) has 
acquired blow LTD - a leading 
mobile beauty service. 

The business is now a 
subsidiary of Holland & Barrett 
International and all existing 
employees will 'move to the 
new ownership structure'. 

Delivering expert hair and 
beauty services on-demand to 
busy consumers, blow LTD is 

www.npnews.co.uk 

an award-winning app cater­
ing to customers in Greater 
London, the Home Counties, 
Manchester and Birmingham. 

The app lists 1,200 vetted 
hair and beauty professionals 
- covering hair, make-up, 
nails, massage, lashes, brows, 
waxing and tanning - along 
with offering pregnancy care, 
and accommodates group 
bookings at locations to suit
the customer. 

H&B's chief business and 
science officer Tamara Rajah 
outlines the retailer's 'excit­
ing transformation strategy' 
which will see blow LTD 'help 
100 million customers globally 
achieve their health and well­
ness goals'. 

''This vision sees H&B 
moving beyond offering well­
ness products and advice, 
and expanding our reach to 
offer personalized services, 

diagnostics and wellness 
solutions across our digital and 
retail channels. We're excited 
to work with blow LTD to bring 
their customers new natural 
beauty and wellness options 
on demand, in their own 
homes, and offer our custom­
ers new services and experi­
ences in our larger stores." 

Adds Thomas Nutt, CEO, 
blow LTD: "The whole blow 
LTD team are excited to 

become a part of a global 
vision to make health and well­
ness a way of life for everyone 
- and bring natural, sustain­
able beauty and wellness
products, services and advice
to millions of consumers ... The 
combined entity will accelerate 
blow LTD's vision of expert ser­
vice to your door with Holland 
& Barrett's leading expertise in 
ethical, planet-friendly health, 
beauty and wellness." 
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