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Ingredients That 
Inspire Better 

Foods
Trusted expertise. Innovative 

solutions. Real impact.



Company snapshot
A global partner of choice for high-quality food ingredients since 1864

years of 
heritage

162
Employees 
worldwide

50+
Countries 

served

47+
Manufacturing 

sites

2
Accredited 

facilities 

BRCGS AA

Registered office:
270 London Road
Wallington
London
SM6 7DJ
UK



Our story
Built on heritage.
Focussed on the future.

Thew Arnott 

founded in 

Wallington, London

1864 1900s

Expanding our 

ingredients business

Started Lecithin 

production in 

Deeside

2007 2008

Entered the 

confectionery 

ingredient market

2019

Commissioned our 

second production 

facility in Montecillo, 

Illinois, USA 

2020

Launched 

HydroTAsTM brand of 

functional solutions

Today

ViTAs a range of 

natural vitamins

Innovating for a 

healthier and more 

sustainable future



Deliver

Reliable supply from 

locally held stock and 

globally connected

Develop

Creating innovative 

ingredient solutions 

through robust 

consumer insights and 

industry-led expertise

Test

Rigorous quality and 

performance testing

Support

Expert technical 

support – your 

solutions partner

Manufacture

Formulating with 

precision and care

Source

Global sourcing of 

high-quality raw 

materials

What we do
From ingredients to innovative solutions



Our ingredients portfolio
Four key pillars. One commitment: enabling better food for the future.

LeciTAsTM

Functional ingredients, 

starches, proteins, vitamins, 

minerals and fibres.

EMUSLIFICATION          STABILITY

FUNCTIONALITY

AraTAsTM

Functional ingredients, 

starches, proteins, vitamins, 

minerals and fibres.

APPERANCE        PROTECTION       

PREMIUM FINISH

GraviTAs
Functional ingredients, 

starches, proteins, vitamins, 

minerals and fibres.

NUTRITION        FUNCTIONALITY        

PERFORMANCE

Ingredients that inspire.

Solutions that deliver.
Quality you can trust.

Innovation that creates 

value.
Partnerships that last.

Trusted ingredient solutions that deliver functionality, 

quality and value across a wide range of food, beverage and 

nutritional applications.
Beverages

Bakery & 
confectionery

Chocolate & 
coatings

Dairy & plant-
based

Sauces, dressings & 
spreads

Instant powders & 
meal solutions

HydroTAsTM

Functional ingredients, 

starches, proteins, vitamins, 

minerals and fibres.

TEXTURE        STABILITY              SHELF-

LIFE







Why customers choose Thew Arnott
A strategic business partner

Sustainability 
Focus 

Committed to 

responsible sourcing 

and sustainable 

practices

Technical 
Expertise

Extensive knowledge, 

practical support and 

problem solving

Quality 
Assured

Consistent quality 

backed by robust 

systems and 

accreditations

Innovation 
Partner

Collaborative 

approach to 

developing the right 

solutions

Supply 
Reliability

Secure supply chains 

and on-time delivery 

you can count on

Customer 
Centric

Building lasting 

relationships that grow 

together
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The Future of Food: 
Personalised nutrition 

through trusted brands 



The future of food
The future isn’t about reinventing food.
It’s about evolving what people already love to better meet their needs. 



Your Preferences

Food choices, tastes, 

culture and values.

Your Goals

Weight 

management, 

performance, 

longevity and more.

Your Health

Medical history, 

conditions and 

biomarkers.

Your Biology

Genes, gut microbiome, 

metabolism and more.

Your Environment

Food availability, 

climate, culture and 

more.

Your Lifestyle

Activity level, sleep, 

stress and daily routines.

What is personalised nutrition?
The right nutrition. For you. Four your health. For life.

Personalised nutrition is an evidence-based approach that tailors

dietary recommendations to your unique biological makeup, lifestyle, 

environment and goals.

It recognises that no single diet works the same for everyone. By 

considering individual factors, personalised nutrition helps 

optimise health, prevent disease and support overall wellbeing.

Fortune Business Insights 2025; MarketsandMarkets 2025; Grand View Research 2025



The future of food is personal
Science. Data. Choice. Consumers want nutrition tailored to them

Personalised nutrition isn’t just the future. 

It’s already here and gaining momentum.

By putting consumers at the centre with solutions that are relevant, 

science-backed and sustainable - we can help people thrive today 

and tomorrow.



What’s driving personalised 
nutrition?
A consumer-led shift towards tailored health and wellbeing.

Technology, lifestyle and evolving health priorities are transforming the way 

consumers eat/drink – and what they expect from trusted brands.

Convenience & 
Lifestyle

Nutrition must fit 

seamlessly into busy 

modern lifestyles.

GLP-1 & Weight 
Management

Demand is rising for 

protein-rich and satiety 

supporting nutrition.

Health & 
Wellness

Consumers priorities 

prevention, energy and 

everyday wellbeing.

Functional 
Nutrition

Consumers expect food 

and drink to deliver 

measurable benefits.

Technology & 
Data

Apps, wearables and AI 

enabled personalised 

recommendations.

KEY TAKEAWAY:

Personalised nutrition is moving from niche wellness to 

mainstream everyday food choices.

As the global population ages, demand is growing for nutrition 
that supports healthy ageing, with one in six people worldwide 
expected to be over 60 by 2030.*

* WHO, 2024



The rise of gut health
Trend snapshot

Consumers are prioritising foods and drinks that support gut health, 

driving demand for better digestion, immunity and overall wellbeing.

of consumers said eating 
enough fibre and overall 

digestive health are 
important.

This does differ slightly by age group, 
with Gen X and Baby Boomers more 

mindful of their gut microbiome.

34%

of global consumers 

are actively trying to 

improve their gut 

health.1

70%
gut health is the top 

functional health 

concern globally.2

#1
global gut health 

market expected to 

reach by 2030.3

$78.6bn

of consumer seek out 

prebiotic ingredients.4

61%
believe gut health 

strengthens immunity 

and wellbeing.5

64%
prefer natural 

ingredients to support 

gut health.6

60%

Sources: 1. Kerry Health & Nutrition Institute 2023 2. FMCG Gurus 2024 3. Grand View Research 2024 5. McKinsey Health & Wellness Survey 2023 6. Innova Market Insights 2025 7. Euromonitor International 2023. 8. Food Manufacturer 2026





How can Premier Foods win?
Protect the core. Grow and nurture the younger generations.

A two-prong approach allows Premier Foods to protect today’s cash cows (Gen X 

and Baby Boomers) while investing in tomorrow’s growth.



Three branches shaping the future of food

Health, Satiety and Nutrition

• Satiety & balance

• Nutrient dense

• Better-for-you choices

• GLP-1 effect

1

Protecting and Enriching 
the Core

• Fibre enriched

• Added vitamin and minerals

• Portion control

• Trusted brands – better 

balance

2

Investing in Future 
Consumers

• Personal & purposeful

• Functional & proactive

• Ingredient & benefit-led

• Ethical & sustainable

• Convenience is key

3

Trusted 
brands

Customer-centric 
relationships

Sustainability 
credentials

Flexibility and 
accessibility

Food and science 
expertise

Purpose-led 
growth

Our strong roots
What we have to build 

the future of  food



Health, Satiety and Nutrition1
Eating less. Expecting more.

WHAT IT MEANS FOR 
PREMIER FOODS

Lead in health-led innovation

Build trust through brand quality 

and credibility

Provide everyday nutrition 

solutions

THE TREND

GLP-1+ market expanding 

rapidly

Consumers prioritising higher 

protein, fibre, gut health and 

nutrient density

Proactive health approach

HOW IT’S CHANGING

Eating less, but better

Protein & fibre focussed

Nutrient density a priority

Gut health



The GLP-1 effect
Reshaping food and consumer eating behaviour

* Source: IQVIA, 2024; Kantar 2024; PHE – Health Egland





Protecting and Evolving the Core2
Small steps. Big impact.

THE TREND

Consumers love trusted 

brands, but expect brands to 

be healthier, more balanced 

and better for everyday 

wellbeing.

Proactive health approach

77% of consumers want brands to help 
them make healthier choices* *Kantar, who cares, who does? 2024

WHAT IT MEANS FOR 
PREMIER FOODS

Protect & grow your core

Meet consumer expectations

Drive trial, repeat purchase & 

loyalty

Strengthen everyday relevance

Defend market share

Healthier recipes

Smaller packs & portion control

More fibre, less sugar

Added vitamins & minerals

Balanced without compromise

HOW IT’S CHANGING



Investing in Future Consumers3
Winning the next generation

68% of Gen Z say personalised nutrition is 
important tot them*

*Euromonitor Voice of the Consumer: Lifestyle Survey 2024 

WHAT IT MEANS FOR 
PREMIER FOODS

Build relevance with the next 

generation

Innovate with purpose and clear 

benefits 

Drive trial, repeat purchase & 

loyalty

Grow new market share

THE TREND

Younger generations prioritise 

health and experiences

Digital-first and influenced by 

social media

Transparency and 

sustainability matter more 

than ever

Demand for personalised 

nutrition

Convenience and functional 

benefits drive choices

Balanced without compromise

Naturally enhanced

Better for them - better for the 

planet

HOW IT’S CHANGING
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