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CONSCIOUS A
CONSUMERISM

INTHE FOOD AND BEVERAGE SPACE

In this day and age, consumer values should be, well...valued.
And with recent social and political upheaval, environmental
concerns and a national health crisis, today’s consumers are
developing awareness of how they impact their environment,
society and economy through their purchase decisions.
They're more interested in how their food and beverage
goes from creation to shelf to table, and while they search
to support the good through mindful purchases, taste is still
their number one purchasing factor. We're taking a look at
“conscious consumerism” in the food and beverage space
and seeing where you can find a win-win opportunity for
your brand. Let's take a look.




MAKING CONSCIOUS PURCHASES

Conscious consumerism relates to how a product’s
social, environmental, economic or ethical impacts TASTE IS STILL #1
affect consumers’ purchasing decisions. Though the ' :
concept has been more relevant as of late, research

shows that consumer concerns such as sustainability,

environmental and ethical issues will stay true over : L R
time. N showed that 867% of

A recent International
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Research shows Millennials and Gen Z are buying
sustainable products at higher rates than other p _
generations. And while consumers are interested and 3 - | reason for buying a
open to making more value-based decisions, taste : ———— product.

and flavor are key to providing a satisfying product.
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FLAVORS FOR GOOD

Over the past 3 years, 186,398 products with Ethical &
Environmental claims have been introduced globally while
24,364 products have been introduced in North America
alone. This includes those launched with new packaging.
Let's take a look at the top claims, categories and flavors.

TOP CLAIMS - GLOBAL

CLAIM & CLAIM COMBINATIONS USED MOST IN LAST 3 MONTHS

(YNLTA
54.63%
Ethical - Sustainable (Habitat/Resources) 41.587%

No Additives/Preservatives

Environmentally Friendly Package

Ethical- Recycling

TOP CLAIMS - NORTH AMERICA

CLAIM & CLAIM COMBINATIONS USED MOST IN LAST 3 MONTHS

Environmentally Friendly Package 69.94%

Ethical- Recycling 60.31%

Kosher 40.73%

Environmentally Friendly Product
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TOP FLAVORS - GLOBAL

WITH PRODUCT CLAIMS OF ETHICAL & ENVIRONMENTAL

« Chocolate « Vanilla/Vanilla Bourbon/Vanilla
o  Strawberry Madagascar
«  Orange/Sweet Orange * Hazelnut

TOP FLAVORS - NORTH AMERICA

WITH PRODUCT CLAIMS OF ETHICAL & ENVIRONMENTAL

e« Chocolate « Strawberry
« Vanilla/Vanilla Bourbon/Vanilla «  Salt (sea)/Fleur de Sel
Madagascar « Orange/Sweet Orange

G ‘ “Consumers will spend up to $150 billion on
sustainable products by 2021. However, they

don’t value all attributes considered “sustainable”
equally, and different attributes resonate best

within different product categories. Brands should

take care to focus on products with sustainability
claims that build credibility and trust—or they

could end up alienating their customers.”

-NIELSEN




COMING TOGETHER

With so much going

on in the world, many
consumers look to
unite for the greater
good and to connect as
communities, especially
in a time where many
feel disconnected.
Culturally or socially
conscious consumers
in particular search for
products that will impact

concerns like human exploitation, fair wages and labor,

hunger and similar issues.

Source: Mintel
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of U.S. consumers strongly agree that
it's worth making individual sacrifices
to protect the health of the greater
community.

of U.S. consumers feel giving back/
helping others is one of the top five values
most Americans live their lives by.

PRODUCTS OF NOTE

BLUEBERRY ALMOND KIND BREAKFAST BAR:
This product is made with nuts, real fruit and
whole grains and is a great source of fiber. The
manufacturer claims to choose economically
sustainable and socially impactful ingredients
with a goal to give back to the community and
make the world kinder.

63% of consumers responded that they Likely or
definitely would buy this product.

JCOCO ARABICA ESPRESSO IN 60% DARK
CHOCOLATE bears the Rainforest Alliance
Certified and Women Owned logos. The
manufacture claims that with each purchase,
one healthy serving of food is given to someone
in need to eliminate hunger.

29% of consumers in our panel responded that
they likely or definitely would buy this product.

SWEETCORN AND CARROT ORGANIC TURTLE
PUFFS are made with whole grain ingredients
and free from flavors. The manufacturer is a
Certified B Corporation and with every purchase,
they donate to community projects to improve
kids’ health and well-being.

37% of consumers responded that they likely or
definitely would buy this product.



ENVIRONMENTAL EFFORTS

One of the main categories

in this space — eco-friendly
and sustainable products that
promote a positive change

for our environment. From
mitigating climate change and
deforestation to restoring our
rivers and oceans, brands have
hopped on board, marketing
these issues for change.
Through their products, consumers can make their positive
contribution while indulging in great tasting products.

of global consumers say they would
definitely or probably change their
consumption habits to reduce their
impact on the environment.

Source: Nielsen

“Generally, those who are aware of the global
issues (e.g. human exploitation, animal cruelty,
deforestation and plastic waste) put some

attention and care on these issues and are

willing to pay more for F&B products that are

devoted to solving these global issues,”

-INNOVA MARKET INSIGHTS

PRODUCTS OF NOTE

ALTER ECO CRISP MINT ORGANIC CHOCOLATE:
ALTER ECO’'S ORGANIC CHOCOLATE is said

to have a refreshing hint of peppermint and a
touch of Madagascar bourbon vanilla bean. The
product is sourced sustainably in Ecuador by a
community who is replanting the forest canopy.

37% of consumers would likely or definitely buy
this product.

APPLE CIDER VINEGAR KETTLE BRAND
POTATO CHIPS are free from GMO and gluten.
In 2019 the manufacturer launched packaging
that used 43% less packaging and keeps over 2
million b of plastic out of landfills.

31% of consumers responded that they likely or
definitely would buy this product.

COORS SELTZER VARIETY PACK is described
as a seltzer with a mission that comes in flavors
including Black-Cherry, Lemon, Lime Mango,
and Grapefruit. By partnering with Change the
Course, the manufacturer is helping to restore
millions of gallons of water back to America’s
rivers.

21% of consumers responded that they likely or
definitely would buy this product.



ANIMAL FRIENDLY

Consumers aren't only worried about our environment;
they value the welfare of animals within in. Reducing

meat consumption has been a major movement for

those looking to make more animal-friendly purchasing
decisions. Those who do eat meat can commit to animal
wellbeing by searching for grass-fed, free from antibiotic
and hormone options or researching how the animals were
raised.

And though it has been talked about time and time again,
interest in plant-based diets isn't going anywhere just yet.
With growing popularity in animal-friendly products, even
more innovative products and flavors have been released.
Plus, meatless products also often have a less negative
impact on the environment by reducing carbon emissions,
waste by-products and more -- a win-win for consumers .

“A total of 22% of meat substitutes shoppers

name environmental or ethical issues as a clear
reason for purchase...This makes ethics the third
most important consideration in this rapidly
expanding market, after health and taste, and the
response rate is more than four times the average

for all product categories.”

-INNOVA MARKET INSIGHTS

PRODUCTS OF NOTE

GRASS RUN FARMS 80% LEAN 20% FAT
NATURAL GROUND BEEF PATTIES are described
as 100% grass fed beef sourced from cattle which
are free to roam and graze serene pastures.

40% of consumers likely or definitely would buy
this product

APPLEGATE WELL CARVED ORGANIC
MEDITERRANEAN STYLE MEATBALLS are made
with turkey, lentils, feta and spinach. The line

: is created with humanely raised meat sourced
CARVED. = -- . © from family farms.

41% of consumers responded that they likely or
definitely would buy this product.

STOUFFER'S MEATLESS LASAGNA is made with
Sweet Earth Awesome Grounds plant-based pea
protein and herb seasoned tomato sauce with
real part-skim mozzarella cheese.

40% of consumers likely or definitely would buy
this product.

Interested in hearing more about plant-based
consumer trends?

See our in-depth research here!



https://www.fona.com/tag/plant-based/

MAKE IT A MOVEMENT

Consumers today PRODUCTS OF NOTE

find brand Values .

important and they
respect brands who
are giving back to
the community,
supporting ethical
movements and
confronting issues
like racial bias,
income inequality and
political instability.
Restaurants and CPG companies can find opportunity

in innovating, supporting movements and creating tasty
offerings for their consumers.

A study by EY Beacon Institute and Harvard
Business School found that 85% of ‘purpose-led’

companies increased revenue while almost half

of the non-purpose-led companies had revenue

declines.”

-FORBES

JUSTICE REMIX'D

Ben & Jerry’s brought back their limited-edition ice
cream to fight systemic racism and promote the
youth to vote for justice. The ice cream features
cinnamon and chocolate ice creams, gobs of
cinnamon bun dough, and fudge brownies. The
product was launched for a short time in 2019 and
brought back in 2020.

As part of their larger get-out-the-vote campaign,
for a limited time, Ben & Jerry’s also offered free
waffle cones to people who pledged to vote for
justice.

Photo Source: PRNewswire.com

CLIMATE FRIENDLY DINING

Panera Bread became the first national restaurant
chain to label menu items as climate friendly.
According to CNBC, “"Panera worked with the
environmental think tank (World Resources Institute)
to calculate the carbon footprint of the menu, with
55% of its entrees earning the badge. Menu items
with the distinction include its Broccoli Cheddar
soup and Mediterranean Bowl.”

Panera has also pledged to reduce their carbon

emissions and implement more plant-based
offerings into the menu.

Photo Source: QSRmagazine.com



THE TAKEAWAYS

Many consumers today are doing more than simply picking products off

the shelf. They're learning more about how their products are created, the
brand values of those who create them and how it impacts our society and
environment. And with 73% of global consumers saying they would definitely

or probably change their consumption habits to reduce their impact on

the environment alone, catering to these values can lead to opportunity for
product developers. While consumer values are important, taste will inevitably
keep them coming back for more. In fact, an International Taste Institute
survey showed that 86% of those surveyed stated taste as their primary reason
for buying a product. Let's see how FONA can help your brand.

SOURCES
YOU DESERVE MORE. LET’S GET STARTED.

« CNBC - Food Ingredients
What does true partnership look like? You deserve a flavor partner ready to turn these - GrowEnsemble . E!iges
trends into the tangible. E'iilzn . Food Dive
Let FONA's market insight and research experts get to work for you. Translate these »  Mintel GNPD " nsttue T
trends into bold new ideas for your brand. Increase market share and get to your - SmartBrief «  Innova Market
"what's next.” Our technical flavor and product development experts are also at your »  Drinks Insight Insights
service to help meet the labeling and flavor profile needs for your products to capitalize
on this consumer trend. Let's mesh the complexities of flavor with your
brand development, technical requirements and regulatory needs to deliver a complete
taste solution.
From concept to manufacturing, we're here for you — every step of the way. Contact our
sales service department at 630.578.8600 to request a flavor sample or chat us up at REQUEST YOUR
www.fona.com/contact-fona/ FREE

FLAVOR SAMPLE HERE
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http://www.fona.com/contact-fona/
https://www.fona.com/deliver/quick-flavor-samples/?utm_source=flavorpage&utm_medium=email&utm_campaign=trendsamplerequest

