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Updating to the 
FDA Mandated 
Nutrition Labels 
Can Be An 
Opportunity  
to Refresh  
Your Packaging
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For more information about Envoy Fresh, 
as well as our services and current work,  
visit www.envoyfresh.com. 

Footnote puts “% of Daily Value” 
into context 

ABOUT ENVOY FRESH 

Envoy Fresh focuses on growing fresh food 
sales and profits for top grocers and 
manufacture’s. Our innovative team of 
creative leaders has more than 50 years of 
experience helping fresh food brands 
stand out in the marketplace.

We’ve worked in the fresh food industry 
for a long time, and we’ve gained valuable 
wisdom over the years. We would love to 
share our unique insights into what it takes 
to make a fresh food business successful.

The goal of the new 
nutrition labels is to enable 

consumers to make more 
informed food choices. 

Sources: 

http://www.fda.gov/Food/GuidanceRegulation/GuidanceDocuments-
RegulatoryInformation/LabelingNutrition/ucm385663.htm

https://www.washingtonpost.com/news/to-your-health/
wp/2016/05/20/heres-a-first-look-at-the-fdas-new-nutrition-label-and-
10-reasons-why-its-different-from-the-old/?utm_term=.de24c2a8a7be

Increased type size  
for calories
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More prominent serving size and 
servings-per-container information
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Required: The actual 
amount, in addition  
to % Daily Value,  
of vitamin D, calcium, 
iron and potassium

4

5

Includes added 
sugars, in grams and 
as % Daily Value
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B r i n g i n g  F o o d                                  B r a n d s  t o  L i f e

In May 2016, First Lady Michelle Obama and the U.S. Food and Drug Administration (FDA) outlined the new rules 
governing food labels and how that information will be presented to consumers. The FDA has estimated that the 
changes, which originally were to be in place by July 26, 2018, will apply to almost 800,000 packaged products. 
Large food manufacturers with more than $10 million in annual revenue were required to make the switch by  
Jan. 1, 2020. Smaller companies — those with less than $10 million in annual revenue — have until Jan. 1, 2021.

The change was made due to a number of factors, but the overarching goal was to enable consumers to make 
more informed choices based on food labels that are more relatable and easier to interpret. 

“The intention is not to tell consumers what to eat, but rather to make sure they have the tools and accurate 
information they need to choose foods that are right for themselves and their families,” Susan Mayne, director of 
the Food and Drug Administration’s Center for Food Safety and Applied Nutrition, told the Washington Post.

Still, this presents companies in the consumer packaged goods (CPG) industry with a formidable challenge: How 
do you update all those labels and packages in a relatively short amount of time? 

It also offers a unique opportunity, though: Since CPG companies have to come up with new nutrition labels to 
comply with federal regulations, why not view it as an opportunity to also refresh packaging? Even better, why 
not take advantage of this opportunity to strengthen your brand?

TIME FOR A REFRESH
The new nutrition label design takes up the same amount of 
real estate as the existing one, but it requires a redesign of all 
relevant consumer packaged goods. The label will be changing, 
so smart companies might also use this as an opportunity to 
update outdated packaging designs. 

Let’s be clear: Updated packaging doesn’t have to mean 
an entirely new brand identity. You don’t need to create a 
completely new logo or look and feel for all your products. That’s 
an expensive undertaking and shouldn’t be entered into lightly. 
Moreover, you don’t want to confuse or alienate the consumers 
you’ve tried so hard to attract and retain. 

However …

An updated look and feel for your packaging can be a very good thing. It’s common for companies and 
even consumers to get comfortable with a brand’s look and feel. But comfort can slide into complacency, 
and that’s not good for any brand. 

A more contemporary design can ensure your product’s relevancy in the market, and it shows customers 
that your products are just as good, if not better, than they’ve always been. 

“THE INTENTION IS ... TO MAKE 
SURE [CONSUMERS] HAVE 

THE TOOLS AND ACCURATE 
INFORMATION THEY NEED TO 

CHOOSE FOODS THAT ARE 
RIGHT FOR THEMSELVES AND 

THEIR FAMILIES.”
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THE ROLE OF THE CONSUMER
Any CPG company’s customers are an enormous part of their brands, so it’s vital to consider them when updating 
your packaging. A new look and feel is a terrific way to reconnect with and educate consumers, strengthening 
your relationship in the process. Here’s what that looks like:

 Remind them that the brand hasn’t changed.  
Longtime customers have a connection to their favorite products and brands, so it’s important that they 
know that the ice cream, salad dressing or cookies they know and love is just as good as it’s always 
been. “Same great taste, new look” needs to be a prominent message in advertising, on your website 
and social media, and in point-of-sale materials.

 Talk about what matters to them. 
Locality and the farm-to-table movement are tremendously popular with consumers. Consumers want to 
know where their food is coming from. Is your company’s cheese or milk coming from local farmers? Are 
your chickens fed a vegetarian diet? Is your beef free-range? Although none of these factors is required 
for the new nutritional information, all are equally important to increasingly more of your customers. If 
it’s local, let them know.

 Tell them on the shelf. 
In-store messaging and signage can reinforce the “same quality, new look” message. Customers and 
non-customers alike will notice your new look. Own it. Speak about it with pride and confidence. 

 Tell them online.   
Your website is one of the best vehicles to update fans and customers about your new look. You can use 
your site to generate interest for example, post updates like (“Our new look is coming! Check back on 
May 10!”) and discuss the new label design in greater detail.

 Tell them on social media.  
Social media, with its potential for virality, can be a great boost for your brand. Make sure your social 
media pages are telling your story, and be sure to incorporate image-heavy channels like Instagram or 
Pinterest if they’re applicable. Just make sure you can manage all of the social channels you’re using.

 Brag. 
New packaging is an opportunity to reintroduce yourself to the marketplace. Items like serving size and 
servings per unit are calculated a bit differently on the new labels and will be more prominent.  
Studies have shown that the type of fat — not the total amount — is more important to consumers.  
Do these new rules change the way your customers will view your product? Even though the content 
hasn’t changed, have the new rules made your product a better nutritional choice? If so, incorporate 
that into your branding.

 Revisit the past. 
Talk about your brand’s history on your website, blog and social media channels. Update old TV spots. 
Remind customers how long your company has been around. Show the evolution of your logo and 
product designs. Post old commercials to YouTube and social media. These are great ways to revisit your 
“greatest hits” and remind customers why they fell in love with you in the first place.
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STAY FOCUSED 
So where do you start? Focus groups can offer tremendous insight into how your customers and prospects view 
your brand, your products and your packaging. Their opinions and feelings about your brand and product lines 
can help you make informed decisions when developing your new design and messaging. 

Consumer testing and surveys of potential package designs can give you invaluable input into how customers 
are interpreting your updated products, and this feedback can ensure that you’re on the right track in terms of 
design. And that will save a great deal of time and money in the process. 

THE PATH TO SUCCESS 
Brands aren’t established overnight. It takes time for familiarity to sink in with the marketplace, and your 
in-house designers, ad agency and vendors will need time to adjust to your brand’s new look and feel. The 
important thing to remember is that it’s all about consistency. Colors, proportion and the tone of your messaging 
need to be in sync at all times. A measured, metered evolution will keep your team focused and the budget in 
check. It also allows you to shift or correct your program as it grows in scope without losing focus or momentum.

CONSUMER  TESTING  & 
SURVEYS OF POTENTIAL 
PACKAGE DESIGNS  CAN 
GIVE YOU INVALUABLE 

 INPUT INTO HOW 
CUSTOMERS  ARE 

INTERPRETING YOUR 
 UPDATED PRODUCTS.
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3317 N. 107th Street, Omaha, NE 68134  P: 402.558.0637

Start small. Maybe you slightly update your logo. Maybe you add a new corporate color to the 
mix. A gentle evolution is less jarring from a visual standpoint and can ease the transition among 
consumers. And, there’s less chance for confusion, or even worse, blindness, on the part of the 
consumer when your updated design is sitting next to your competitor’s on the shelf. 

Consider the updated food label directive an opportunity rather than a burden. This is a terrific 
chance to breathe new life into your brand and its product lines. You can remind existing 
customers why they fell in love with your brand in the first place and reach potential new 
customers at the same time. 

Still feeling overwhelmed? Contact us today at KathyB@envoyfresh.com or call 402.558.0637 x.214 
to schedule a call.

A MORE CONTEMPORARY DESIGN CAN ENSURE 
YOUR PRODUCT’S RELEVANCY IN THE MARKET.

envoyfresh.com
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Kathy Broniecki
CHIEF STRATEGIST/PARTNER

An authority in building and 
reinvigorating fresh food brands.

Brooke Ortner
DIRECTOR, MEDIA SERVICES

A media maven who drives your 
message through the right channels.

Kelly Bentley
DIRECTOR, CLIENT SERVICES

A strategic storyteller who helps 
your brand shine. 


