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changes in the region mean that access to safe, nutritious and
quality food – a basic human right – is far from guaranteed. If left
unmanaged, the adverse effects of Asia’s malnutrition status will
not only continue to be felt by individuals. Lost productivity and
direct health care costs will have growing social and economic
consequences. Low weight, poor child growth and micronutrient
deficiencies already result in an average annual GDP loss of 11%
across Asia.2
Sustainable strategies for better nutrition
The private sector has an opportunity to support better nutrition
for low- and middle-income households in Asia. These consumers make up more than 80% of Asia’s population. They have a
purchasing power of nearly US$3.5 trillion and spend some 60%
or more of their income on food.3 Today, the packaged foods
they can afford are usually calorie-rich and nutrient-poor, contributing to both over- and undernutrition. However, research
has shown that low- and middle-income consumers are willing
to pay more for nutritious products.4
The Nutrition Improvement Program, an initiative of global
health, nutrition and materials company Royal DSM, convened a
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Malnutrition occurs across the globe, but the problem is especially severe in Asia. More than half of all stunted children, almost half of all overweight children and more than two-thirds of
all wasted children live in the region, according to a 2017 report1
by the World Health Organization (WHO), United Nations Children’s Fund (UNICEF) and World Bank Group.
A child whose growth was stunted in early childhood is at
greater risk of becoming overweight later in life and developing noncommunicable diseases, which in turn limits his or her
job prospects. In India, about one in five children is wasted and
in Indonesia, one of the world’s fastest growing economies, approximately one in ten children is either wasted or overweight.
Rapid growth, urbanization, globalization and demographic
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Delegates give a shout-out to SEAChange at the Grand Copthorne Waterfront Hotel, Singapore

Unlocking new market opportunities
The key themes of SEAChange 2018 covered four distinct tracks:
1. Product formulation
2. Cross-sector partnerships for affordable nutritious products
3. Marketing and communication strategies targeting lowand middle-income consumers
4. Innovative business models and distribution channels to
“reach the last mile”
Academia and private-sector representatives shared insights
on successful endeavors and strategies for product formulation.

The use of nutrient profiling emerged as an essential tool for
developing nutrient-dense foods and helping to overcome the
economic barriers that keep some consumers from being able to
access nutritious diets.
The track on cross-sector partnerships for affordable nutritious products showcased innovative partnerships and highlighted the role that large NGOs can play as conveners and social
aggregators to stimulate the manufacturing of these products.
The track on marketing and communication strategies explored the difference between reaching high-end consumers
and low- and middle-income consumers, and how technology
can play an important role here.
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workshop called Sustainable Evidence-based Actions for Change
(SEAChange) in Singapore in January 2018. The workshop focused on the health and economic burden of malnutrition in Asia
and explored viable strategies to make nutritious foods available to lower-income households.
The meeting was the fourth in the series of SEAChange workshops held since 2013. Previous workshops had addressed different themes such as product development, cross-sector partnerships and innovative finance.
With participation from regional and global industry leaders, government, NGOs and academia, SEAChange 2018 aimed
to empower the food industry to adopt sustainable business
models to produce nutritious products that are affordable,
aspirational and accessible to those Asian consumers who
have the greatest need. Attendees also considered how different stakeholders could work together to help achieve Zero
Hunger, one of the United Nation’s Sustainable Development
Goals for 2030.

In conversation over coffee: Deborah Gildea (Novartis), Yannick
Foing and Ramachandran Rajamanikam (DSM) (left to right)
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and take control of their health rather than viewing them merely
as beneficiaries.
Additionally, panelists from the banking, development and
philanthropic sectors discussed different motivations and underlying principles related to investing in nutrition.
In the final panel session, representatives from the marketing and nutrition communities addressed the main challenges
of measuring and evaluating the impact of nutrition, including
which metrics are currently used and how results could be translated into consumer demand for affordable nutritious products.
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Breakout group session in progress

Stimulating fervent discussions about social enterprises and
their operating models, the fourth track focused on innovative
business models and distribution channels. A series of panel
sessions revealed insights around different business models and
distribution channels, and how companies and NGOs can leverage technology-based solutions to reach the base of the pyramid
(BoP). SEAChange participants agreed on the need to look at the
BoP as consumers who can make their own purchasing decisions

Good business for the base of the pyramid
Making products more nutritious, affordable, accessible and
appealing is crucial to achieving the Sustainable Development
Goals and to helping people in Asia – and around the world –
reach their full potential.
SEAChange attendees agreed there is a need to create more
local, cross-industry partnerships that focus on developing nutritious products that are tailored to low- and middle-income
consumers throughout Asia. They also agreed that more innovative approaches to marketing and communications are needed to increase the understanding of the link between nutrition
and health.
People living at the base of the pyramid are the largest untapped consumer group today. Better collaboration between
the public and private sectors could lead to very promising
and sustainable business opportunities that serve this segment
while delivering better nutrition across the region.
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Panelists in action: Christiani Jeyakumar Henry (CNRC), Susan Kevork (Nestlé), Anthony Hehir (DSM)
and Saskia de Pee (WFP) (left to right)
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Participants engage in a spirited exchange during a breakout group session

SEAChange 2018 Sponsors and Organizers:
Royal DSM; ibn360
Event moderation and management:
JB Consultancy; Corporate Media Services
Many companies and other organizations participated
in our wide-ranging, multisectoral SEAChange meeting.
These included, among others:
Africa Improved Foods, Amul Dairy, Asian Venture Philanthropy
Network, Australia and New Zealand Bank, BoP Inc., Clinical
Nutrition Research Centre, Danone, Development Bank of
Singapore, GSK, Healthy Marketing Team, Hungry Foal, Hystra,
Mahidol University, MARS, Nestlé, Next Billion, Novartis,
Nutrition International, The Power of Nutrition, 45RICE, Save
the Children, SEAMEO RECFON, Sight and Life, Singapore
Health Promotion Board, Tata Trusts, Tetra Pak, The Breakfast
Revolution, Unilever, World Food Programme, World Vision
International
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Led by Royal DSM, the SEAChange series is a unique, actionoriented coalition of cross-sector partnerships aiming to trigger
actionable development of innovative, affordable and accessible
nutritional food products in a financially sustainable way. Visit
the SEAChange website: seachangenutrition.org. The fifth
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