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Please note that for the purposes of this report, FF food (FF) and 
beverages will reflect the category definition used by Euromonitor 
International, the source database for much of the data in this  
report. As such, FF refers to products with health benefits above 
and beyond basic nutritional value, as the result of an active  
addition of beneficial ingredients or overall enhancement of the 
item at some point in the manufacturing process. Also, the  
resulting health benefit must be part of the product’s positioning or 
marketing claims (as in the image below). For Euromonitor’s  
complete definition of FF foods as it pertains to this report, please 
see Annex A.  

Source: Mintel, 2012 

 

FF packaged food encompasses a number of product categories 
that are already mature or are heading towards maturity. In  
Mexico, this is expected to constrain growth rates over the  
forecast period. The category is expected to record a compound 
annual growth rate (CAGR) of just 2% from 2012 to 2015.  
However, this does not indicate that Mexican consumers are 
showing less interest in FF ingredients, but rather that many of the 
products they consume on a regular basis are already within this 
category.  
 
To stimulate growth, manufacturers are expected to vary their  
formulas to include newly popular ingredients. This will likely  
result in a shift from the standard or simpler functional food  
products (such as those fortified with vitamins and minerals) to 
more complex formulas that also contain omega-3, fibre and  
other ingredients.  
 
FF beverages are anticipated to sustain dynamic growth over the 
forecast period, with a CAGR of 7% from 2012 to 2015 in value 
terms. Positive growth will be due to the widening availability of a 
range of products with affordable prices, making them accessible 
to a large segment of the population. Many consumers will shift, 
for example, from conventional carbonates to healthier  
value-added FF beverages. With increasingly hectic lifestyles in 
the larger cities, FF beverages will provide a convenient option for 
Mexican consumers who want to boost their intake of vitamins and 
other nutrients, but who lack the time to obtain these from their 
natural sources.  
 
Information on Mexican import regulations that pertain to FF food 
and beverage products, can be found in Annex B of this report. 
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As reported by Euromonitor, additional health benefits attract Mexican consumers to a wide 
range of fortified/functional (FF) packaged food. Consumers are accustomed to products 
with minimal fortification such as standard milk enriched with calcium, or bread and drinking yogurt enriched 
with vitamin B. Consequently, the appearance of more sophisticated fortified and functional formulas within  
packaged food, including folic acid, omega-3, iron and a wider range of vitamins and minerals, encouraged 
many consumers to pay a little extra in return for enhanced properties. The products with the strongest  
appeal are those with specific health claims, such as the relief of constipation.  
 
Three large companies led Mexican sales of FF packaged food in 2010, namely Nestlé, Industrial Lala and 
Panificación Bimbo with value shares of 16%, 11% and 10%, respectively. Nestlé is particularly strong in FF 
milk formula with its Nan and Nido brands, which are widely popular among Mexican mothers. Industrial Lala 
is strong in FF dairy products with its Lala range, while Panificación Bimbo is strong in FF bakery products 
with its flagship brand, Bimbo.  
 
The consumption of probiotics in Mexico is heavily linked to women’s health. The leading players in probiotic 
yogurt, such as Danone’s Activia, recognize that constipation is an increasing problem for the female  
population in Mexico, and have targeted FF products towards these consumers. Danone introduced a wider 
range of flavours and pack sizes, supporting these with advertising campaigns explaining the symptoms of 
constipation and Danone’s solutions for the ailment. This resulted in a growing base of loyal and frequent  
female consumers in Mexico. Lala Vive con Fibra, a yogurt fortified with fibre by Industrial Lala, is also  
popular. Male consumers, however, remain generally reluctant to try such products.  
 
Bone and pregnancy health are also increasingly important concepts for FF packaged food. Many brands of 
dairy products and bread focus on bone health, emphasizing calcium content. These products particularly 
appeal to older Mexican consumers who wish to obtain the maximum quantity of nutrients in their food. A 
campaign carried out by the Mexican government in 2011 emphasizing the importance of an adequate folic 
acid intake during pregnancy, significantly raised awareness amongst female consumers. Some leading  
manufacturers of FF bread, such as Panificación Bimbo, included folic acid in core products that are  
consumed on a regular basis.   
 
Some ingredients, such as standard vitamins and minerals, are present in most product categories across  
FF packaged food in Mexico, often as a minimum requirement in order to compete with other  
players. More specific ingredients include: iron in FF biscuits and FF bread; fibre in FF bread, FF milk, FF  
yogurt and FF snack bars; and omega-3 in FF bread, FF milk and FF yogurt. These nutrients are significant in 
their respective product categories and are often expected by consumers. Some less-established ingredients 
such as xylitol are also present in the Mexican market. This particular ingredient is particularly strong in FF 
gum, capitalizing on national media coverage (towards the end of 2011) regarding its benefits in the  
protection of tooth enamel.  
 

   

 
Crackers Enriched with Vitamins and Minerals 
 
Bimbo Nutrinas Galletas Adicionadas con  
Vitaminas y Minerales (Crackers Enriched with 
Vitamins and Minerals) are low in fat and sodium. 
The product contains BioVive, a prebiotic  
ingredient that can stimulate the functioning of 
normal intestinal flora. It retails in a 255 g pack 
with 3 x 85 g individually wrapped packages. 
 
Source: Mintel, 2012 
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Between 2005 and 2011, the number of babies and infants in Mexico decreased by 5%, 
from 6.3 million to approximately 6.0 million (Euromonitor). This population segment  
experienced the largest decrease. The number of babies and infants is expected to decline to just 5.2 million 
by 2020. Economic conditions and the reduced size of this segment will limit sales growth of most baby  
products into the future, including functional baby foods. During difficult economic times, families and friends 
generally share second-hand baby clothes and other items. Some families have limited their consumption of 
goods to basic necessities, such as baby food and diapers. However, as consumers continue to have fewer 
children per family, parents will have more resources to spend on each child. This may result in more  
purchases of FF baby food items as compared to their standard counterparts, allowing sales to maintain  
marginal growth over the 2012 to 2015 forecast period.  
 
Middle-aged adults (40-64 years) are the most financially stable consumers in Mexico. As most have already 
settled down with homes and families, they have significantly more disposable income than younger  
generations. In addition, middle-aged consumers are the most populous demographic in Mexico. Their  
market dominance is expected to continue, with the number of middle-aged adults reaching just under  
30 million in 2015, and roughly 35 million in 2020. As middle-aged consumers are very concerned about 
healthy lifestyles, they will continue to demand fortified meals, food and drinks adapted to their age, such as 
skim milk, calcium-enriched foods and drinks, vitamins and nutritional supplements, as well as high-fibre, 
sugarless, and low fat/cholesterol/sodium products. For example, Grupo Industrial Lala and Ganaderos 
Productores de Leche Pura and Nestlé are now selling milk with reduced fat and cholesterol, but with added  
omega-3 and calcium to address the health concerns of older adults.  
 
According to Euromonitor, different age groups are attracted to different product areas in the FF beverage 
segment in Mexico. Children, for example, are particularly attracted to FF chocolate-based flavoured powder 
drinks, while teenagers and young adults are the main consumers of FF energy drinks and FF sports drinks. 
FF fruit and vegetable juices are viewed as a convenient option for breakfast, and are popular across all age 
groups. Finally, FF bottled water (vitamin-enriched, for example) is particularly popular among young female 
consumers. When it comes to price positioning, FF energy and sports drinks are relatively expensive  
compared to other beverage products and are purchased mainly by young Mexicans in the mid- to high-
income brackets.  

Age Segment 2011 2015 2020 
% Growth 
2015-2020 

Babies/Infants (0-2 years)  5,881 5,507 5,169 -12.1 

Children (3-8 years)  12,182 11,566 10,838 -11.0 

Tweens (9-12 years)  8,245 7,945 7,542 -8.5 

Teens (13-19 years)  14,410 14,020 13,511 -6.2 

Young adults (20-29) 17,961 18,673 19,066 6.2 

Adults (30-39) 17,670 17,366 17,202 -2.6 

Middle-aged adults (40-64 years)  25,524 30,723 34,929 36.8 

Seniors (65+ years)  7,125 8,547 10,586 48.6 

Source: Euromonitor, 2012 

Consumer Segmentation in  Mexico in Thousands of People 
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MARKET SIZES  

Category 2009 2010 2011* 2012 2015 2014 2013 

FF Products 11,104.8 11,842.3 12,702.3 13,529.7 16,286.5 15,318.9 14,393.0 

FF beverages 2,300.8 2,571.5 2,864.1 3,160.6 4,155.3 3,804.5 3,471.6 

Hot drinks 255.3 274.5 291.7 311.2 361.5 345.1 328.1 

Chocolate-based flavoured powder 
drinks 

238.9 256.6 271.2 288.2 328.8 315.9 302.1 

Instant coffee 15.4 16.9 19.2 21.8 31.0 27.7 24.6 

Other FF hot drinks 1.0 1.1 1.2 1.3 1.6 1.5 1.4 

Soft drinks 2,045.4 2,297.0 2,572.5 2,849.4 3,793.9 3,459.4 3,143.5 

Bottled water 56.6 79.9 102.8 120.4 180.2 159.6 140.0 

Concentrates 264.0 295.6 326.0 359.8 474.6 435.1 395.7 

Energy drinks 223.4 277.5 325.6 371.4 505.1 459.0 414.5 

Fruit/vegetable juice 1,135.9 1,252.5 1,403.3 1,557.8 2,125.8 1,918.2 1,728.6 

Fruit-flavoured drinks (0% juice) 490.0 540.4 603.8 676.6 963.9 854.8 758.0 

Juice drinks (up to 24% juice) 603.1 665.1 747.9 825.6 1,092.8 999.2 910.9 

Nectars (25-99% juice) 42.8 47.1 51.6 55.6 69.1 64.3 59.7 

Sports drinks 365.5 391.5 414.7 439.9 508.1 487.6 464.7 

FF packaged food 8,804.1 9,270.8 9,838.2 10,369.1 12,131.2 11,514.4 10,921.4 

Baby food 1,275.7 1,370.3 1,453.3 1,530.0 1,780.6 1,690.6 1,606.5 

Milk formula 1,275.7 1,370.3 1,453.3 1,530.0 1,780.6 1,690.6 1,606.5 

Bakery products 2,912.5 3,021.5 3,194.8 3,346.6 3,869.8 3,685.8 3,511.5 

Biscuits 569.7 571.4 599.3 617.9 698.1 670.0 643.3 

Breakfast cereals 1,175.2 1,272.9 1,357.2 1,435.9 1,702.6 1,606.0 1,515.0 

Bread 1,167.6 1,177.3 1,238.3 1,292.8 1,469.2 1,409.8 1,353.1 

Confectionery 160.6 166.9 174.3 182.4 212.2 201.5 191.4 

Gum 32.3 34.5 37.3 40.1 49.7 46.4 43.1 

Sugar confectionery 128.3 132.4 136.9 142.3 148.3 155.1 162.5 

Medicated confectionery 128.3 132.4 136.9 142.3 148.3 155.1 162.5 

Dairy products 3,613.3 3,799.1 4,024.3 4,242.8 4,466.9 4,718.2 4,978.1 

Flavoured milk drinks 237.9 247.6 258.9 272.5 287.7 305.8 324.6 

Fromage frais and quark 112.6 120.9 133.4 146.6 159.6 174.3 189.8 

Milk 2,405.0 2,515.9 2,636.2 2,741.9 2,841.2 2,951.3 3,054.9 

Reduced fat milk 264.8 279.2 296.0 315.7 337.6 359.8 381.6 

Standard milk 2,140.2 2,236.7 2,340.2 2,426.3 2,503.6 2,591.6 2,673.2 

Yogurt 515.5 554.6 614.2 678.8 752.8 837.8 936.4 

Drinking yogurt 427.0 459.2 508.6 562.0 622.7 691.6 771.3 

Pro/pre biotic drinking yogurt 407.8 438.4 485.5 536.2 593.4 658.5 733.9 

Other fortified drinking yogurt 4.2 5.5 6.6 7.6 8.7 9.6 10.5 

Other functional drinking yogurt 15.0 15.3 16.5 18.2 20.6 23.5 26.8 

Spoonable yogurt 88.5 95.3 105.7 116.8 130.2 146.2 165.1 

Pro/pre-biotic spoonable yogurt 80.0 86.3 95.9 106.2 118.2 132.8 150.0 

Other functional spoonable yogurt 8.5 9.0 9.8 10.6 12.0 13.5 15.1 

Snack bars 231.7 248.3 267.6 288.7 310.7 322.8 333.8 

Energy and nutrition bars 4.2 4.3 4.3 4.4 4.6 4.8 5.1 

Other FF snack bars 227.4 244.1 263.2 284.3 306.1 318.0 328.8 

Other FF food 610.4 664.6 724.0 778.6 834.4 895.4 956.6 

Source: Euromonitor, 2012.   *Note: 2011 figures are estimates based on partial-year data. 

Historic/Forecast Market Sizes – Fortified/Functional (FF) Food  

and Beverages in Mexico – Retail Sales Value in US$ millions  



 

 

 

Top 10 International Markets for FF Foods 
Retail Sales Value in US$ millions – 2011 

Source: Euromonitor, 2012 
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Internationally, Mexico is the fourth-largest market for FF food products, with retail sales of US$12.7 billion in 
2011. The United States (U.S.) is the most developed market for fortified functional packaged food in the 
world, with a value of US$51 billion in 2011. Japan and China rounded out the top three, with retail sales of 
US$19.3 billion and US$18.6 billion respectively, in the same year.  

MARKET SIZES (continued) 
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Powdered Milk Formula 
Nestlé Nido Kinder Alimento Lácteo en Polvo (Powdered 
Milk Formula) has been repackaged with a new look. It 
is recommended for children aged one to three years old 
and contains Lactobacillus Protectus to strengthen the 
immune system as well as Prebio1. This milk powder is 
formulated with vegetable fat powder and is fortified with 
vitamins, minerals, oligofructose, inulin and probiotics. 
This product retails in recyclable 2kg container. Nestlé 
has also created the "Nutrir" Initiative, which is designed 
to educate children about correct nutrition.  
 
Source: Mintel, 2012 
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Brand  Company Name  2005 2006 2007 2008 2009 2010 

Bimbo Grupo Bimbo SAB de CV 10.6 10.1 9.9 9.7 9.7 9.2 

Lala Industrial Lala SA de CV, Grupo 10.6 9.8 9.2 8.7 8.5 8.4 

Alpura 
Ganaderos Productores de Leche Pura 
SA de CV 

9.4 8.7 8.2 7.7 7.6 7.6 

Nido Nestlé SA 4.4 5.2 6.1 6.2 6.1 5.9 

Nan Nestlé SA 3.3 4.3 5.2 4.9 4.8 4.6 

Yakult Yakult Honsha Co Ltd 3.6 3.4 3.1 3.4 3.3 3.3 

La Moderna La Moderna SA de CV, Grupo 1.6 1.6 1.5 2.2 2.5 2.5 

Sello Rojo Lechera Guadalajara SA de CV 2.4 2.2 2.1 2.0 2.0 1.9 

SMA Wyeth 1.3 1.6 2.0 1.9 - 1.8 

Boreal Industrial Lala SA de CV, Grupo 2.7 2.3 2.0 1.8 1.6 1.6 

Sveltesse Nestlé SA 1.6 1.7 1.7 1.6 1.5 1.5 

Source: Euromonitor, 2012 

COMPANY AND BRAND SHARES 

Top FF Food Brands in Mexico  
(by Global Brand Name)  

– Percentage Breakdown based on Retail Sales Value    

 

Bimbo Doble Fibra Sliced Bread  
 
Bimbo Doble Fibra Sliced Bread has been repackaged and has 
now a new design. This wholegrain bread is made with vitamins, 
minerals and fiber from wheat and oats which helps to maintain 
healthy digestion. According to the manufacturer it is also free 
from trans fats. The product is retailed in a 530 g pack which is 
100% degradable. Also available is a Toasted Bread Slices  
variant.  
 
 
 
Powdered Infant Formula 
 
Nestlé Nan 1 Fórmula Infantil en Polvo (Powdered Infant  
Formula) has been enriched with both iron and probiotics. This 
formula features a blend of L comfortis, probiotics, which can 
help with a baby's digestive and intestinal health, DHA, ARA and 
Opti Pro 1, a mix of proteins important for a baby's growth, and 
protect plus. This stage one product is suitable for babies from 
birth to six months of age and can be prepared using hot water. 
The product is retailed in a 400 g pack.  
 
 
Source: Mintel, 2012 



 

 

 

According to Planet Retail, the big grocery chains in Mexico tend to be regional. However, 
due to the arrival of Wal-Mart, with its fast-growing network, regional players have been 
forced to step outside their traditional power centres of mom-and-pop stores and compete with one another.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

As reported in Planet Retail, the total size of the retail market in Mexico was around US$370 billion in 2011. 
Food retailing through supermarkets and specialized stores accounted for nearly 50% of sales, amounting to 
US$180 billion. Across the retail market as a whole, street stalls, open markets and traditional stores are still 
very common. An estimated 600,000 mom-and-pop stores were trading from an average of 23 square metres 
of retail space by 2011, although in cities such as Mexico City, modern retail formats dominate. The big 
chains are projected to continue growing and will capture a significant share of the retail market nationwide. 
Some of this growth will come as the Mexican population ages (44% of which is currently under the age of 
20), as younger consumers are conscious about their health and what they eat, and tend to prefer modern 
formats. Since most Mexican retail groups are controlled by families, merger and acquisition activity  
is limited.   

Source: Euromonitor, 2012 

Outlets 2005 2006 2007 2008 2009 2010 

 Store-based retailing 99.5 99.0 98.5 97.4 97.4 97.2 

  Supermarkets/hypermarkets 47.5 48.0 48.0 47.8 47.0 46.9 

  Discounters 17.5 18.0 18.5 18.8 19.5 19.6 

  Small grocery retailers 31.0 29.5 28.0 27.3 25.7 25.1 

    Convenience stores 7.0 7.0 8.0 7.7 7.0 6.9 

    Independent small grocers 22.0 19.5 17.0 16.9 16.2 16.0 

    Forecourt retailers 2.0 3.0 3.0 2.8 2.5 2.2 

  Other store-based retailing 3.5 3.5 4.0 3.6 5.2 5.6 

    Other grocery retailers 3.5 3.5 4.0 3.6 5.2 5.6 

 Non-store retailing 0.5 1.0 1.5 2.6 2.6 2.8 

  Vending 0.5 1.0 1.5 1.0 1.0 1.0 

  Internet retailing - - - 1.5 1.6 1.8 

 Total 100.0 100.0 100.0 100.0 100.0 100.0 

DISTRIBUTION CHANNELS 
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Company 
Number  

of Outlets 
Grocery Market  

Share (%) 

Wal-Mart 1,599 7.80 

Soriana 920 3.20 

Oxxo 9,445 2.98 

Chedraui 181 1.52 

Comercial Mexicana 208 1.47 

Total 12,353 16.97 

Top Five Retailers in Mexico, 2011 

Distribution of Functional Foods and Beverages in Mexico  

– % Breakdown Based on Retail Sales Value 

Source: Planet Retail, 2011 Source: Shutterstock 

 



 

 

 

The addition of FF ingredients could serve as a value-added strategy to distinguish brands 
from close competitors, and could also be used to attract mid- and high-income Mexican 
consumers. Only by focusing on a premium positioning could substantial price increases be introduced to this 
market without a loss in volume sales. Many manufacturers of product categories such as bread, biscuits and 
milk are using FF ingredients such as calcium, folic acid, omega-3, iron and vitamins in new product releases, 
in an effort to widen their consumer base. 
 
The following are some examples of new FF products introduced to the Mexican market, according to the 
Mintel Global New Products Database (2012).   
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NEW PRODUCTS 

Apple Flavoured Beverage Mix 
 
Tang Polvo para Preparar Bebida Sabor Manzana (Apple Flavoured  
Beverage Mix) has been repackaged. The product is fortified with vitamin A, 
which is beneficial to eyesight, vitamin C for good iron absorption, vitamins 
B2, B3, B6 and B9, which are essential for development, and iron. It retails 
in a newly designed 25 g pack that yields two liters and does not require 
added sugar. Also repackaged are a Prickly Pear variant, as well as  
Watermelon, Piña Colada, and Tamarind flavours. 

Vanilla Flavoured Beverage Mix 
 
Gerber Nutrilac Junior Bebida Sabor Vainilla (Vanilla Flavoured Beverage 
Mix) is available in a redesigned 300 g pack. This cereal-based product is 
fortified with vitamins and minerals and is a source of energy. Specially  
formulated for babies from one to four years old, this mix features Power 
Blocks, which are said to help young children grow as well as develop 
strong bones and teeth. 

Premium Ground Semidark Table Chocolate 
 
Chocolate Ibarra Chocolate para Mesa Semiamargo Molido Premium 
(Premium Ground Semidark Table Chocolate) is naturally cholesterol free 
and contains 0% trans fat. The product contains natural antioxidants and is 
said to be a highly nutritious food that offers important health benefits such 
as stimulating the nervous system. It retails in a 340 g pack. 

 

Source for all: Mintel, 2011 



 

 

 

Source: Mintel, 2012 

Source: Mintel, 2012 
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NEW PRODUCTS (continued) 

Number of New FF Food Product Launches in Mexico  
by Claim, 2011 

Number of New Fortified FF Product Launches in Mexico  
by Top Sub-Categories, 2011 
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Category and Brand Company  
Pack  

Size 

Price  

(MXN$) 

  FF Chocolate-Based Flavoured Powder Drinks   

Cal-C-Tose  
Bristol-Myers Squibb de México S de  
RL de CV  

400 g 27.50 

Nesquik Chocolate  Nestlé México SA de CV  1650 g 99.90 

FF 100% Juice     

Del Valle Apple Jugos del Valle SAPI de CV 1000 ml 15.90 

Herdez Apple Grupo Herdez SA de CV 1000 ml 10.50 

Great Value Grape Wal-Mart de México SA de CV 1000 ml 12.50 

Minute Maid Forte Grape Fomento Economico Mexicano SA de CV 1000 ml 15.50 

FF Nectars (25-99% Juice)     

Confrutta Mango Valle Redondo SA de CV 1000 ml 10.90 

V8 Splash Guayafresona Campbell de México SA de CV 413 ml 12.00 

FF Breakfast Cereals     

Basicos Arroz Inflado de Chocolate Operadora Comercial Mexicana SA de CV 750 g 25.65 

Cheerios Miel y Almendras Nestlé Mexico SA de CV 482 g 43.00 

Fitness Yoghurt Nestlé Mexico SA de CV 460 g 43.05 

Golden Hills Azucaradas Operadora Comercial Mexicana SA de CV 300 g 17.90 

Kellogg's All Bran Fibra Rica Kellogg de México, S de RL de CV 500 g 44.90 

Maizoro Bran Flakes Maizoro SA de CV 540 g 24.95 

Soriana Cereal Magic Organizacion Soriana SA de CV 340 g 23.90 

FF Bread     

Bimbo Blanco Light Panificación Bimbo SA de CV 530 g 21.70 

Wonder 100 Premium Bimbo del Centro SA de CV 680 g 25.40 

Other FF Snack Bars     

Bran Frut Citrus Bimbo del Centro SA de  40 g 5.00 

Quaker Stila Productos Quaker de Mexico SA de CV 150 g 17.30  

Other FF Food     

Cerelac Trigo con Leche Nestlé Mexico SA de CV 1000 g 112.10 

Dolores Atun con Omega 3 en Aceite Pescados Industrializados SA de CV 170 g 10.90 

Enfagrow Bristol-Myers Squibb de México SA de CV 400 g 106.00 

Enfamil AR Bristol-Myers Squibb de México SA de CV 400 g 160.50 

SMA Progress Gold 3 Wyeth SA de CV 400 g 105.00 

Sabori Salchicha de Pavo con Omega 3 y 6 Grupo Bafar 500 g 29.99 

Source: Euromonitor, 2011 
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Pricing Samples from Supermarkets/Hypermarkets of FF Foods  
and Beverages in Mexico by Category, 2011 – Prices in Local Currency (MXN$) 

Price issues could be a threat to growth in the coming years, as Mexican consumers are 
price-sensitive. One strategy to prevent future losses as a result of higher prices is to closely 
target  specific income groups. Players are therefore expected to target products with a more complex mix of 
FF ingredients towards mid- and high-income consumers in this market.  

PRICING SAMPLES 
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In-Country Contacts 
 
In-country trade commissioners can assist Canadian exporters in assessing market potential and preparing  
their product for international markets, including the provision of guidance regarding product labelling and  
import regulations. An overview of services and contact list can be found at the following website:  
http://www.tradecommissioner.gc.ca/eng/home.jsp   
 
 
Embassy of Canada to Mexico  

 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

Mailing Address: Schiller 529, Polanco 11560 , Mexico City, D.F., 11560, Mexico 

Phone: (011 52 55) 5724-7900    

Fax: (011 52 55) 5724-7982 

Email: mexico.commerce@international.gc.ca 

Website: http://www.tradecommissioner.gc.ca/mx 

http://www.tradecommissioner.gc.ca/eng/home.jsp
mailto:mexico.commerce@international.gc.ca
http://www.tradecommissioner.gc.ca/mx
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ANNEX A: DEFINITION OF FORTIFIED/FUNCTIONAL (FF) 

The following definitions of FF were derived from Euromonitor International (2012). 
 
Fortified/Functional 
 
This category includes all FF food and beverages. There is no universal definition of “functional food and  
beverages,” simply because all types of food and beverages are functional in the most basic sense that they 
help the body to function. For the purposes of Euromonitor data and classification, FF products are those to 
which health ingredients (typically those with health claims) have been added.  
 
FF food and beverages provide health benefits beyond their nutritional value and/or the level of added  
ingredients wouldn’t normally be found in that product. To merit inclusion in this category, the defining criterion 
is that the product must have been actively fortified/enhanced during production. As such, inherently healthy 
products such as 100% fruit/vegetable juices are only included under "FF" if additional health ingredients (e.g. 
calcium, omega-3) have been added. To be included, the health benefit needs to form part of positioning/
marketing of the product.  
 
There is one exception to the inclusion of fortified products in this category: products to which vitamins have 
been added to replace vitamins lost during processing are excluded. These products would not typically be 
positioned on the basis of containing added nutrients. 
 
This definition also applies to the two sub-categories listed below: 
 
FF Beverages 
 
This category includes FF soft and hot drinks. FF beverages provide health benefits beyond their nutritional 
value and/or the level of added ingredients wouldn’t normally be found in that product. To merit inclusion in this 
category, the product must have been actively fortified/enhanced during production. As such, inherently 
healthy products such as 100% fruit/vegetable juices are only included under "FF" if additional health  
ingredients (e.g. calcium, omega-3) have been added. .  
 
FF Packaged Food 
 
This category includes packaged food to which health ingredients have been added. FF packaged food  
provides health benefits beyond their nutritional value and/or the level of added ingredients wouldn’t normally 
be found in that food. To merit inclusion in this category, the product must have been actively fortified/
enhanced during production. As such, inherently healthy products, such as naturally healthy soy milk, are only 
included under “FF” if additional functional ingredients (e.g. omega-3) have been added.  
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ANNEX B: MEXICAN IMPORT REGULATIONS 

From a regulatory perspective, there is no specific definition of “FF foods” in Mexico, and 
thus, no specific import requirements for such products. However, FF products must comply 
with any applicable import requirements based on the overall composition and Harmonized System (HS) code 
classification of the item.  
 
For example, if the product contains meat or other ingredients of animal origin, it would be required to comply 
with the applicable Zoo-sanitary Import Requirements (HRZ) established by SENASICA (Animal and Plant 
Health, Food Safety and Food Quality National Service). If the item to be imported is a plant or a plant product, 
it would have to comply with the applicable Phyto-sanitary Import Requirements (HRF) also established by 
SENASICA. FF processed foods and dietary supplements could require a sanitary import permit from  
COFEPRIS (Federal Commission for the Protection against Sanitary Risks), which is part of the Mexican  
Ministry of Health.  
 
It is important to note that nutritional and health claims, which are common on the packages of FF foods, are 
regulated by COFEPRIS. Some of the general provisions related to health claims on food and beverage  
products are defined by COFEPRIS as follows: 

 All health claims must have scientific support that backs-up the indicated benefit;  

 Health claims must refer to the nutriment or component of the food product, without suggesting, implying or 
referring to the product or its brand; 

 Health claims must not refer to therapeutic, rehabilitative or preventive indications, even if there is scientific 
support for this.    

 
In addition, the most recent version of the Mexican Official Standard, NOM-051-SCFI/SSA1-2010: General  
labelling and sanitary specifications for pre-packaged food and non-alcoholic beverages for retail sale in  
Mexico, published in April 2010, includes provisions related to health and nutritional claims. Section 6 makes 
reference to the prohibition of using false or misleading statements related to the nature and properties of a 
product, and gives examples of potential misleading statements. This Standard does allow the use of certain 
conditional claims. 
 
Any pre-packaged foods and non-alcoholic beverages for retail sale in Mexico (including FF foods), are  
required to comply with the labelling requirements of NOM-051. The complete text of NOM-051 can be  
downloaded from the following links:  
http://200.77.231.100/work/normas/noms/2010/051scfissa10mod.pdf (official document, in Spanish only) 
http://www.foodlabels.com/pdf/Mexico_NOM-051-English.pdf  (unofficial translation) 
 
There are private verification units authorized by the Mexican government that can certify whether labels of  
pre-packaged food and non-alcoholic beverages comply with NOM-051. The list of these verification units can 
be downloaded from the following link:   
http://www.economia.gob.mx/files/comunidad_negocios/normalizacion/51scfi_apb04.pdf 
 
Any suppliers of FF foods planning to export to Mexico and wishing to include nutritional and health claims on 
the labels of their products are also advised to get confirmation from COFEPRIS (through their Mexican  
importers) that their claims are acceptable for sale in the Mexican market. 

 

http://200.77.231.100/work/normas/noms/2010/051scfissa10mod.pdf
http://www.foodlabels.com/pdf/Mexico_NOM-051-English.pdf
http://www.economia.gob.mx/files/comunidad_negocios/normalizacion/51scfi_apb04.pdf
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