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Noteworthy trends in the market

• Demand for increased transparency:
• Traceability (Palm oil, Soy, Fair trade, Organic, Food safety)
• Animal welfare
• Open supplier lists

• Planetary and personal health:
• Less calories, no preservatives, natural, Organic etc.
• Food safety
• Anti biotics
• No meat, less meat, alternative protein sources

• Consumotionals:
• Emotions trump facts
• Social media is the only source of news

• Market reactions:
• Choice editing for convenience and Public Relations
• Competition for consumer attention/footfall



Sustainable Development Goals



Consumer choice and climate change
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Sources: 
Ivanova et al: Environmental impact assessment of household consumption
Davide & Tonini, DTU: Foodwaste prevention in Denmark 
Norden: A nordic strategy for collection, sorting, reuse and recycling of textiles


