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Depending upon the needs of the mo-
ment, this can be either a powerfully posi-
tive or negative attribute. More interest-
ingly it varies quite considerably by the 
type or style of food or drink involved. The 
elements that make certain food catego-
ries moreish are not in any way the same 
characteristics that will make a soft drink 
moreish. Moreishness is therefore very 
food specific, but in excess of this it is also 
quite Need State orientated as well.

It might be defined as a state of response 
to the food that once swallowed encour-
ages you or even drives you to wish to 
indulge in more of the same product. It is 
not when one particular food item causes 
the demand for an alternate item to pro-
vide an overall in-mouth balance. It is a 
state of motivation for more of the same.

Repetition of behaviour can even be an 
element. Bite, chew, melt and swallow 
can all deliver moreishness but of these 
only arguably the melt could be regarded 
as taste or mouthfeel in nature. The oth-
ers enjoy the psychological benefits of 
habitual behaviour. The bite can encour-
age you to keep going because it is a very 
stimulating and thought triggering process. 
So in eating a bag of crisps the first crunch 
which is with the front of the teeth is very 
satisfying. It provides an alert mouth and 
hence mind and this is of itself more-
ish. There is no requirement for flavour 
delivery for the benefits to be enjoyed, the 
mere repetitive crunching and the return 
for more is of itself short life addictive.

Chewing has a similar effect. Whereas 
biting is liable to raise heart rate and 
increase alertness, so steady chewing will 
lower heart rate, blood pressure, relax the 
individual. Often as a result it does provide 
concentration benefits as it cuts out from 
the mind the intrusion of other irrelevancies.

The chewing process creates salivation 
so it continues to be effective, even if the 
taste has long gone and the resultant 
rewards of calmness are often addictive. 
Therefore if something is chewed in an 
extended way without changing taste 
delivery, it is still effective. Of course the 
classic of this is chewing gum.

The melt is also a powerful trigger of emo-
tional response and contributes greatly 
to the creation of an emotional relaxation 
whereas chewing will only maintain it.

Frequently the melt is such a powerful in 
mouth experience that you can observe 
people’s eyes moving out of focus as their 
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thoughts become inner-directed during 
that movement. It is when fuelled by the 
appropriate flavours and mouthfeels a 
very difficult behavioural experience to 
stop. It appears on the surface that many 
of the rich sweet products deliver their 
emotional peace through richness and 
sugariness but in fact savouries are just as 
capable of delivering the same emotional 
responses through their melt. Cheeses are 
an excellent example.

So the user enjoying this emotional es-
cape delivered by the melt will be dragged 
from their reverie once the mouth is empty. 
The desire for a return to that emotional 
state, or better the steady maintenance of 
it encourages the eating of more of what’s 
currently being consumed.

The swallow’s interesting in that it is a 
reflex and not really subject to voluntary 
control. At the point of which the item has 
received the full impact of the in-mouth 
enzymes and is sufficiently chewed. It 
requires an act of will to avoid swallow-
ing. As a result the swallow leaves the 
user bereft of the enjoyment and this 
precipitates as with the melt the desire to 
continue the process. This deprivation of 
taste stimuli rightly suggests that the main 
character within the taste needs to be 
lost following the swallow, or it will not be 
missed.

This is not the key importance of the swal-
low, it is that it commences the moment for 
arrival within the stomach. 

The melt is also a 
powerful trigger of 

emotional response 
and contributes greatly 

to the creation of an 
emotional relaxation 

whereas chewing will 
only maintain it.

3 



The stomach’s reaction to foods that are 
substantial in their protein, fat or carbohy-
drate content, or indeed in their spiciness 
is to make a comparison with the taste hit 
to decide how much is being consumed. If 
the message is that not too much has hap-
pened, then full permission to keep filling 
the stomach continues.

Sweetness is particularly effective here in 
that sweetness alone tends not to produce 
satiation which is driven far more by fat 
based elements and therefore it’s possible 
to go on and continue to consume even 
though there is much sweetness within the 
stomach. This reflex surfaces with small 
children who like sugar based confectioary 
and can easily eat it until they are sick.

The intensity of taste is particularly 
important here. Because as the intensity 
increases, so the feelings of having eaten 
enough start to weigh on the mind and the 
individual begins to feel full. As that begins 
to occur, so the moreish signals appear to 
switch down and the feelings of
satiation begin. At that moment, that which 
has been driving moreishness goes into 
reverse and the consumer considers it 
time to stop.

They are too or uncomfortably more full 
that they personally belief is right for them. 
It is a very subjective view based entirely 
on learnt experience modified by individual 
value structure. ‘I don’t like to feel as full 
as this’.

If we use that physical eating process as a 
back cloth to understanding different food 
categories, we can now begin to exam-
ine the effect of the tastes and textures 
themselves.
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Let us commence this evaluation with 
snack foods and let’s address the sa-
voury characters first. Snack foods are 
consumed in quite a wide range of Need 
States. They are much used as a way of 
providing a break in activity, and here the 
major criteria is front of mouth impact both
texturally and in flavour terms. Ideally 
to go with that first crunch should be a 
substantial savoury taste hit. This awak-
ens the mind, maximises the change of 
mood by causing current thoughts to be 
discarded.

This also makes the snack appropriate as 
a displacement activity, and
we see its use socially in this fashion a 
great deal.

However if it is extended on it can deliver 
a measure of fuel and the promise of a de-
cent return of energy. The taste hit at the 
front of the mouth promises all three and 
as the product moved from crunch to
munch then its texture changes until it be-
comes a chewed mass out of which strong 
mid mouth flavours can emerge.

Snacks do not melt. At least savoury 
snacks don’t.

They require the transition to rear mouth 
chew and the intense tastes usually built 
in that hit the front of tongue through a 
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powerful combination of salty sweetness 
are very impactful. They used to have 
very little side of tongue effect and this 
is why acids worked so effectively in en-
hancing snack style products, hence the 
use of vinegar in traditional or in its more 
developed formats to go with the chips, 
savoury biscuits etc, which are snack 
orientated. Today the sides of tongue are 
more effectively addressed, but sourness 
must not be overdone.

Most savoury snacks are very short in 
their taste, very little occurring
in the rear mouth because if too much is 
present there the taste will build. As that 
taste builds, so satiation begins and a 
product stops being consumed. Not really 
an ideal format for a snack product! The 
snack should be capable of being eaten 
until Doomsday. 

You have to consume an enormous num-
ber of crisps to become full and usually 
before then the taste receptors receiving 
sweet and salty notes will be bombed 
out. It is this that will bring an end to the 
consumption. Here while there may be 
moreishness in the drying of the mouth, 
the strongest and most vital character has 
been the habitual repeat of the front of 
mouth crunching experience. But these 
elements do work synergistically, hence 
the huge success of crisps worldwide.
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Sweet foods and confectionary are com-
pletely different in their appeal. Pure sugar 
based items carry certain tastes very well.
Unsurprisingly a benevolent deity has 
made certain that fruit flavours are 
elegantly carried through by the use of 
sugars and therefore fruits work extremely 
well in these situations. However fruit 
means acidity and the pit of the tongue will 
receive the acid messages and these will
build very rapidly indeed. Indeed the acid-
ity appears to build towards satiation far 
more swiftly than the fruit flavours them-
selves or indeed the sweetness.

Here the enemy of moreishness is excess 
acidity and therefore sweet items based 
on sugar need to have low acidity if they 
require moreishness. The conundrum of 
course ,is that as the acidity is reduced
so the taste appreciation of the fruit is 
neutered and a balance has to be struck. 
Even though the desire for more product 
may be created within the throat it is very 
nearly impossible to fill yourself with sugar 
based foods if the fruit characteristics are 
used. Essentially fruit awakens, enlivens 
and gives a measure of gentle stimulation 
but it’s not at either extreme and contrib-
utes only a little to moreishness. So in 
order to become addictive sweet foods 
need ingredients that have long complex
smooth melts. This means fats and ingre-
dients that seem to melt in the mouth, of 
which more later.

Soft drinks
This brings us to soft drinks which if they 
are fruit and acid based are stunningly 
refreshing, short in character but do not 
trigger any moreish response. The taste 
experience may be delightful. They may 
be wonderful on a hot day. They may be 
richly rewarding, but we tire of them. It’s 
indicative that the least acidic and most 
gentle of the citrus fruits is the one that 
people can drink the most of.

Orange in its various formats is very kind, 
gentle, mildly acidic and does not dry the 
mouth to excess. This makes it possible to 
enjoy more of the product without satiation 
building up. At least in the UK the other
major food flavour is the much developed 
and disorientated lemonade which has 
very few lemon characteristics. The minute 
you introduce the correct lemon character-
istics and produce a quality product, you 
begin the process of killing off the possibil-
ity of its continual and excessive
consumption. Grapefruit is never ever 
moreish.

If you wish to create a moreish soft drink 
then you need completely different charac-
teristics. It is necessary to introduce richer 

Sweet foods and 
Confectionary

taste elements that are quite heavy and 
substantial and indeed have a food
orientation. These will provide a melt, 
which will of itself be moreish and if suf-
ficiently rich and clearing of the mouth it 
will produce an excellent continual drink of 
which people do not tire. It can be sweet,
dry the mouth, must be syrupy and rich 
if any level of moreishness is to be truly 
created. With sweet foods and confection-
ary the basis of moreishness is something 
quite different. 

This is in the area of deliciousness and al-
most always a profoundly rich melt, either 
a complexity of multiple different tastes, 
melting in sequence and extending the 
length of that melt, or a tighter richness’ 
with greater intensity.

Cakes
Cakes would be an excellent example of 
the first one, count lines from confection-
ary have the same effect, but chocolate 
is a more intense taste and indeed too 
intense for young children, and so they 
quickly tire of the taste. Adults find the bit-
ter sweetness with rich creaminess of
chocolate, which has a lingering and 
sticky melt but uses bitterness to clear 
the palate, chronically moreish. Yet in 
dark chocolate the bitterness sweetness 
contrast is excessive, making it satiate its 
indulger quite swiftly.

Here the enemy 
of moreishness is 

excess acidity
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Sauces
Sauces are quite unusual in that they en-
able a food to change category. With the 
appropriate use of sauces, meats can be 
made into a pudding, difficult tastes can 
be smothered and the long rich flavours
which provide the greatest degree of 
deliciousness can be created. And deli-
ciousness is more effective as a moreish 
element than is any of the technical drying 
of the throat or the remnant of a hint of 
taste.

With care and subtle use of ingredients 
it is possible for the sauce to alter the 
Need State of the meal to which it is being 
added. In a casual eating society this can 
promote that meal further up the pleasure
hierarchy and hence significantly increase 
its appeal and frequency of usage.

What the sauce does is stay out of the 
whole biting process but flows through the 
mouth with good front of mouth impact for 
lively sauces and a better, heavier rear 
mouth richness for more relaxing calm-
ing, peaceful reverie products. In nature, 
rich foods tend to be sweet. With a sauce 
without actually using any sugar based 
sweetness, it is possible through amino 
acids and herbs and spices to deliver a 
sweet effect which the mouth has difficulty 
differentiating from sucrose sweetness. As 
the sauce thickens and slows its move-
ment through the journey of the mouth so 
the intensity of mid mouth melt is 
maximised.

The longer that process can be made to 
last the greater the perceived indulgence. 
Therefore, stickiness and the resistance 
to dissolving through the mouths enzymes 
will enhance richness and lead directly to
the elusive deliciousness. However the 
problem is that as the richness is in-
creased so the taste intensity will go up 
almost geometrically

alongside. As this taste message builds to 
an over powering impact, the body begins 
to feel the onset of satiation.

The concern now revolves around ‘is this 
too heavy? Am I eating too
much? Today’s consumer is very uncom-
fortable with this, and as the European 
palate has changed and issues of well-
ness have become involved, so people 
are making careful judgements about what 
they eat.

The moment this heavy message starts 
to be received, many consumers will 
start to feel guilty and switch off and stop 
eating. Therefore it is difficult to create 
deliciousness through sheer richness and 
it demands more melody of flavour to have 
the same effect.

Unsurprisingly therefore, as with most 
things, moreishness is on a continuum. 
Push too far the elements that provide 
moreishness and you immediately find 
yourself knocking at the door of satiation. 
It’s a trick.

The need is to produce products that de-
liver complexity without too much density, 
richness without too much weight and 
deliciousness without too much sweetness 
or fat. The big selling world wide products 
that are effective at delivering this are 
mayonnaise and tomato ketchup and both 
of these have characteristics that avoid in 
the one instance too much taste satia-
tion and in the other too much sweetness 
and richness impact. Yet they bring out 
the flavours of low fat less tasty items, or 
enhance those already fairly full of flavour.
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It becomes immediately apparent that 
moreishness and drinkability have a 
relationship. Drinkability means that the 
product being consumed is highly session-
able and will not tire the user. In real terms
this translates into demanding that the 
drink has balance within its character. If it 
has substantial taste impact in the early 
mouth then it’s required to have some 
bitterness and sourness at the rear mouth 
in order to offset the front of mouth effect. 
This avoids satiation and leaves the
consumer apparently just as thirsty as 
when they started.

Ideally therefore to be very drinkable, the 
mouth must not be radically altered in 
its taste state. If the mouth does go on a 
complex journey throughout the drink then 
it must be returned to a slightly bitter char-
acter which is interpreted as dryness. This 
dryness within the mouth therefore trig-
gers the feelings of thirst, and encourages 
the movement on to the next consumption. 
So the product becomes highly drinkable.

The other way the same result can be 
achieved is through blandness. The drink 
having a sensible pH with flavours at a low 
level, all the elements not capable of being 
broken down entirely in the mouth and
therefore travelling through almost without 
let or hindrance. Milk is an excellent 
example of this. The fatty deposit it leaves 
behind continues to make the consumer 
feel thirsty, and true experience shows 
that it’s very difficult to satisfy thirst when 
drinking milk. It does not leave a clean
mouth, or one slightly drying or even fresh 
and it unsurprisingly passes through and 
leaves behind deposits in a similar fashion 
to that of food.

Water is highly refreshing of course and it 
has the same effect, simply washing the 
mouth and neutralising it but not leaving 
any bitter drying or even acidic taste that 
would lead to moreishness. Again it’s a 
very difficult drink to drink a lot of unless 
you are dehydrated in which case the 
body will send through strong messages. 
People who try to adhere to the two litres 
of water a day regime actually find it very 
difficult to do. It’s unnatural and demands 
very conscious habitual determination to
execute. Water’s appeal could easily be 
improved with careful use of trace taste 
notes. 

Drinkability is also reduced by tempera-
ture contrast. Drinks consumed at room 
temperature that are not too intrusive, 
where taste is not excessive and have a 
slight dryness are very effective, swiftly 
consumed and actually easier to drink 
large quantities of than water. The same is 
of course true but for different reasons for 
hot drinks where the heat dominates the 
taste message. Here a good example is 

iii. Drinkability tea. The drink cleans the mouth effectively 
and the aftertaste of tannin and the slight 
grassy and dried grass notes produce a 
drying effect. With coffee  of course it’s the 
bitterness which is also misinterpreted by 
the mouth as dryness.

In overall terms then, drinkabilty requires 
either a bland ease which tends to mean 
a natural ingredient which is not adulter-
ated, modified, mixed, evolved or matured, 
an area where branding is always very 
difficult. The alternative is drinks that have 
moreishness which of itself leads to ses-
sionability and heavy consumption. For a 
beverage to be truly drinkable it has to be 
sessionable and suitable to return to on a 
frequent basis.

One thought to keep in mind with session-
ability is that the session is not just one 
occasion. A drink that has sessionability 
can be consumed at lunchtime with delight 
and three or four hours later the ‘session’ 
can continue on simply through a recall of 
that pleasure. The mind can hold the taste 
in the memory. Those drinks that have 
high acid impact, much power and high 
refreshment satiate, and on the next occa-
sion when the consumer wishes to return 
to it, satiation begins that little bit earlier.

As a result the individual tires of the drink 
and will tend to drink it a great deal when 
they first meet it, if they like it, but after 
a while the pattern of usage will stretch 
and the gaps between enjoyment will ever 
lengthen until the drink is finally dropped 
from the repertoire. Unsurprisingly quite 
small differences in foods and drinks 
exaggerate the consumers perception of 
difference if they occur in critical areas.
Perhaps moreishness is of all responses 
the hardest to get right. But the commer-
cial rewards justify the effort.

For a beverage to be 
truly drinkable it has 

to be sessionable and 
suitable to return to on 

a frequent basis.
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 Author bio
Thornton Mustard is team leader at Insight on Foods is a global expert on food, 
beverage and consumer consumption experience research.

He has worked with the leading brands:- Coca-Cola, GlaxoSmithKline, Mars 
Confectionery, Pepsico, Danone, Cadbury, Ferrero Rochet, Unilever, United Biscuits, 
Ribena, Yum Brands, Red Bull.

Get in touch
email us nathaniel@insightonfoods.com
www.insightonfoods.com
Nathaniel Davis 07526 907 302
 

9 


