
NEW  
PRODUCT

Marks & Spencer (M&S) is helping its customers 
to reduce unhealthy snacking through the Simply 
Fuller Longer product range.

HOW  �

BUSINESS VALUE  �

CONSUMER VALUE

RESULTS

—— M&S developed its Simply Fuller Longer product range in 
partnership with nutritional experts to reduce customers’ 
snacking habits.

—— The new product range is a combination of high protein and 
balanced carbohydrates designed to work as part of a weight 
loss or weight management diet.

—— Customers can also use a Simply Fuller Longer meal planner, 
to create a health meal program. 

—— To date the Simply Fuller Longer product range has a 37% 
market share on convenience food for health. Source

—— The brand is one of the top two best selling UK healthier 
food brands. Source

FUNCTIONAL
Reduced snacking has helped customers lead 
healthier lifestyles.

EMOTIONAL
The new range empowers customers to take more 
control over their diet and health.

HEALTHY  
LIVING

WHY

MARKET

Share – The Simply Fuller Longer product 
range has acquired a large proportion of the 
health convenience food market.

SALES

Growth – Since its launch the new range has 
become one of the UK’s biggest selling health 
product ranges.

INNOVATION

Technology – Through a partnership with 
nutritional experts, M&S has developed 
innovative food science technology.

http://www.business-case-builder.com
http://www.bsr.org
http://www.futerra.co.uk
http://www.just-food.com/analysis/ms-upbeat-on-simply-food-c-store-prospects_id123293.aspx
http://corporate.marksandspencer.com/file.axd?pointerid=24f35ecfc08e4eb1992603107c4ec51a
http://www.flickr.com/photos/foodbev/4626301119/sizes/o/in/photostream/

