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Identify global consumer trends 
for food attributes other than 
price & quality

Research Objectives





Scanning Clean and green
Food safety

Animal welfare
Ethical food production

In depth 
interviews
Industry
Academia

Government

Asia
Europe

USIndustry, Academia, Government

Asia, Europe, US

Delphi Panel

Methodology
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•
 

A trend is not a fad. 
•

 
It must be a sustainable influence that 
changes the way people make 
purchase decisions.

What is a trend?
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Findings



DRIVERS Corporate Social Responsibility

Ageing population

Obesity

Consumer environmental attitudes
Technical innovation

Media and the public agenda

CAPABILITIES

Trust

Food safety

Traceability

Accreditation
Labelling & Branding

Planning horizons

Health & Wellness

Sustainable Food Production

Ethical Food Production

TRENDS
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•
 

Health & Wellness
–

 
Taste & convenience

–
 

Wholesome Foods
–

 
Functionality & Food Technology 

–
 

Organic Food

Key Findings -
 

Trends
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•
 

Sustainable Food Production
–

 
Sustainable Product Sourcing

–
 

‘Carbon neutrality’
 

and response to 
climate change

–
 

Packaging

–
 

Local Sourcing

Key Findings -
 

Trends
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Ethical Food Production
–

 
Ethical trade and ‘Fair trade’

–
 

Animal welfare

Key Findings -
 

Trends
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CSR
•

 
Ageing population

•
 

Obesity 
•

 
Media                     

•
 

Environmental Attitudes 
•

 
Technological Innovation

Key Findings -
 

Drivers
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•
 

Traceability
•

 
Trust

•
 

Accreditation
•

 
Food safety

•
 

Labelling & branding
•

 
Business planning horizons

Key Findings -
 

Conditions
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