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THE DIET BATTLE—WEIGHT WATCHERS, JENNY CRAIG,
AND SLIM-FAST®®

Want to lose weight? For about 71 million Americans and approximately 73 per-
cent of all U.S. women, the answer is yes,”” and for weight-loss companies, that's
the right answer. The weight-loss industry, worth over $60 billion,®® is growing
steadily because lifestyles and food choices keep working against people’s desire

to lose weight. Many Americans spend their days sitting in front of a computer
and their evenings sitting in front of a television. Restaurant meals, prepared

foods, and high-fat, high-sugar snacks have replaced home-cooked meals, whole
grains, and fresh produce. Exercise is limited to clicking a mouse or turning an
ignition key. These habits are fattening (both literally and figuratively) the profits

for the weight-loss industry, as well as expanding belt sizes. By the time we factor
in diet pills, specially packaged weight-loss meals and snacks, diet programs, and

the whole range of products and services promising bathing-suit bodies, we've

got a highly lucrative market.
Three recognized diet aid behemoths, Weight Watchers, Jenny Craig, and

Slim-Fast, share a substantial piece of the pie. These companies stress their flex-
ibility and ability to accommodate a wide range of lifestyles. They also show-
case success stories.®” But they approach dieting differently in their quest for

new members.
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GSlim-Fast, which ranked second in the Consumer Re- v - \ '.
ports Health ratings, offers dieters a combination of three 2
small and healthy snacks, two meal-replacement shakes,
and one 500-calorie meal daily.”” By eating six small meals :
daily, dieters maintain steady glucose levels, and the plan
ensures adequate intakes of carbohydrates, protein, and

fiber.”*
Other diet programs abound, but even when people lose

weight on these regimens, the losses tend to be temporary be-
cause the diets are based on unsustainable eating patterns, such as

eliminating major food groups (e.g., no carbohydrates). Two of the
big diet companies also offer social reinforcement and flexibility,

which appears to help people remain committed to their weight-
loss programs.

Defining the Difference

Perhaps the most significant difference among Jenny Craig,
Slim-Fast, and Weight Watchers is the amount of effort re-
quired. Jenny Craig dieters don’t have to thm!( about Wtﬁat
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While the Weight Watchers programs are identical for men and women, the

men’s website is tailored to their interests and concerns, focusing more on work-
ing out and less on the eating plan. The men’s site also mentions the link between

obesity and erectile dysfunction, implying that a man’s sex life might improve if
he loses weight.

Jenny Craig's men’s prog
tweaked to accommodate di

ram also is very similar to its women’s program, but
fferences in food cravings and issues with portion

control. Men on this program, Jenny Craig promises, can still have a beer and frieg
once in a while. To further entice men to its program, Jenny Craig uses Jason
Alexander, the actor who played George Costanza on the television series Seinfeld,

as a spokesperson.

The Slim-Fast program
on their own rather than participa
male celebrities, including a former

tends to appeal to men because they like to lose weight
ting in group meetings.” The company has used
New York mayor, to sell its products.

Technology Support for Dieters
Dieters have a variety of electronic devices to help track food consumption and
exercise. Using any Internet-ready device, Weight Watchers members can check

points values for foods, including meals at popular restaurants, and add snacks or
meals to their daily journal. Similar services and applications for fitness training
are available via cell phone applications. Using a camera-equipped cell phone, for
example, dieters can photograph a meal and send the picture to a registered dieti-

tian, who replies with recommendations for modifying portions or food choices.
Theoretically this approach is more honest than keeping a food diary, because di-
eters may be tempted not to record full amounts. These services require additional

fees though.

Questions
1. Trace how you might go through the steps in the consumer decision process

if you were thinking of going on a diet and using any of these diet programs.
2. How have Weight Watchers, Slim-Fast, and Jenny Craig created value?

3. Identify the dgtemMant attributes that set the Weight Watchers, Slim-Fast,
and Jenny Crmg programs apart. Use those attributes to develop a compelt
satory purchasing model similar to the one in Exhibit 6.2.

4. How can Weight Watchers, Slim-Fast, and Jenny Craig increase the probabik
ity of customer satisfaction?

5. Which factors exmed in this chapter might have the most impact on con-
sumers’ propensity to go on a diet and choose one of these diet programs?



