FORBES GLOBAL HIGHLIGHTS PEPSI’S ENTRANCE INTO THE 

“HEALTHY” FOOD MARKET

Can the maker of Cheetos and Doritos pull off a foray into healthy snacks?

New York, New York  (January 9, 2003)—As the battle between purveyors of junk food and the so-called food police turns to the courts, snack food giants like PepsiCo are taking notice.  As Forbes Global reports in PEPSI’S NEW CHALLENGE (p. 68), “A lawsuit filed against McDonald’s on behalf of overweight kids is pending in U.S. District Court—and is scaring the bejesus out of the food industry.”  

PepsiCo’s influence extends far outside America.  Its brands have 38% of the U.K. market, 55% in Brazil, and 44% in Australia.  And, nearly half of the total sales of snacks and drinks come from outside the U.S.  Now, according to Forbes Global, “An empire built on fat, salt and sugar, PepsiCo is going to protect its flank by offering healthful foods, too.”  Pepsi hopes to meet the growing demand for healthier foods while also getting ahead of health advocates and opportunistic lawyers eager to blame food makers for growing health problems in America and around the world.

OTHER STORIES INCLUDE:

· KEEPING ALIVE (p. 34)—Heineken has already faced death and taxes in Rwanda.  It has resolved there, and in much of Africa, not to let AIDS land another blow.  The Dutch giant has guaranteed antiretroviral drug coverage not just to its staff of 6,000 in Africa, but also to their immediate dependents.

· EASTERN MEDICINE (p. 24)—Ex-U.S. executives are hoping to launch Taiwan into a European drug industry niche.  Two weapons in this quest:  homesickness and pregnant-mare urine.

· BOTTLED UP (p. 58)—U.S. wineries are benefiting from a spate of legal challenges to the country’s distribution law.  Their foreign competition isn’t.  Foreign wineries are still subject to state laws—and still stuck in the byzantine three-tier system of importers, distributors and retailers.
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