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Warning Attendees 

• Please take off real or virtual lab coats 

• This is a discussion of consumer attitudes and 

behavior 

• Feelings (not facts) at play 

– If you don’t believe me about the power of feelings over facts, 

Google “pink slime” 

• Scientists need to consider perception when they 

engage in product development 

– New frontier 
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Why so much emotion? 

• Food is part of our culture 

– Consider the hot dog 

– Change can be difficult 

• Food is associated with memories 

– Every moment becomes a memory in a second 

– When it comes to food, we most strongly recall food when it is 

associated with happy times 

– Smell and taste can bring back feelings of people and places, 

of childhoods and holidays 

– Sometimes when life is complex and overwhelming, we long 

for what seem like simpler times 
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 What They Are Feeling  

• Overwhelmed, anxious 

• Lack of trust in institutions 

– Been let down 

• Inundated with information and choices 

– Good foods, bad foods, new foods 

– Advocacy journalists like Bittman have bully pulpit 



  

 

 

 

What They See 

 

 

 
 



AMERICAN MEAT INSTITUTE 



  

 

 

 

What They Know 
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What They Hear and Read 
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On Line Alarm Bells 
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Ping Pong Effect = Confusion, Frustration 

Nutrition 



  

 

 

 

What They Say 
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Nielsen Survey March 2012 

• Overall, younger consumers are more willing to spend 

extra for products and services from socially-

responsible companies.  

• Fifty one percent of all respondents aged 15 to 39 

are willing to pay extra for such products and services 

compared to 37 percent of respondents over age 40. 

• Looking at socially-conscious consumers specifically, 

Nielsen’s findings show that 63 percent are under the 

age of 40. 
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Agri-Food Canada Food Trends to 2020 
 

• Increased disconnection between consumers and 

food preparation, including sporadic shopping and 

eating habits, decreased meal preparation time and 

cycles, and increased snacking and further increases 

in portable foods, with the latter having implications 

for food and packaging waste; 

• Shifting food expenditure patterns to include a 

greater proportion of prepared meals and take-outs;  

• Increased product differentiation to meet consumer 

expectations related to quality and freshness, taste, 

nutritional value to address health concerns, ethnic 

diversity and value in the most convenient form 

possible15. 
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State of Consumer Cooking Knowledge 

• Limited abilities 

• Decrease in home economics classes 

• Stephen W. Sanger, chairman and chief executive of 

General Mills Inc., described the kind of e-mails and 

calls the company gets asking for cooking advice:  

– person who didn't have any eggs for baking and asked if a 

peach would do instead, for example;  

– the man who railed about the fire that resulted when he 

thought he was following instructions to grease the bottom of 

the pan -- the outside of the pan.  
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What Impact Does This Have? 



AMERICAN MEAT INSTITUTE 

Convenience/ 

       Cost 

Simple/Natural 

Weighing Options 
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Another New Demand:  Transparency 

Nielsen Global Consumer Survey  2012 

• Ninety-two percent of consumers 

around the world trust word-of-

mouth and recommendations from 

friends and family, above all other 

forms of advertising—up 18 percent 

since 2007. 

• Online consumer reviews are  

second most trusted form of 

advertising with 70 percent of global 

consumers indicating they trust this 

platform, up 15 percent in four 

years. 
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Harvard Business Review:  Understanding 

the Post Recession Consumer 

• Argues that you can predict consumer behavior by 

analyzing post recession history 

• Younger consumes will grow up to behave like their 

great-grandparents 

• Simplicity Seeking 

• Thrifty 

• ‘Green’ trends, ethical shopping will resume slowly 

• Corporations  held to high ethical standards 

• Mercurial consumption 
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Seeking Simplicity, Authenticity 

 

• Mintel reported in 2010 a decline 

in the number of ingredients in 56 

percent of the foods they cover 

• Cookbook recipes are increasingly 

simplified to appeal to desire for 

simplicity and limited cooking 

skills 
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• “Today we see all sorts of 

chemically enhanced, 

artificial fiber-infused, carb-

refused cereals — a far 

stretch from simple, honest 

nourishment. Post Original 

Shredded Wheat, on the 

other hand, hasn’t changed. 

It is still just one simple, 

honest ingredient, which 

naturally comes with fiber, 

vitamins and minerals. Why 

would we mess with that?” 
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What They Are Doing 

• The $10.4 billion processed meat has performed well 

since 2007  

• Increase in recession-driven consumer behavior, 

including "brown-bagging" lunches and preparing more 

meals at home, has helped. 

• Sliced lunch meat performed very well, growing 11% 

since 2004, according to Mintel.  Breakfast sausage 

down over same period. 

• Finally, there has been a shift toward less-expensive 

store brands. Indeed, sales growth of private label 

breakfast meats outpaced the entire segment--a clear 

sign that consumers traded down to facilitate continued 

usage. 
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Summary of (Many!) Expectations 

• Convenient 

• Affordable 

• Fresh 

• Good tasting 

• Simple/healthy 

• Transparent in labels* 
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Labels Are More Critical Than Ever  

• But you must be able to explain what they mean -- or 

someone else will do it for you. 
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Possible Tool: Simpler Products 

Connected to People and Places 
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Success = Harnessing Multiple 

Attributes When Possible 
 

• Naturally cured products appeal 

• Fewer ingredients 

• Artisan/traditional 

• Where products can’t be simplified, explain 

• Analogize to own experience in home cooking 

– Binder is like an egg in meat loaf 
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Summary 

• High anxiety period due to difficult economy 

• Consumers overwhelmed with responsibilities, info 

• Bombarded with negative information about 

processed meats and foods -- but they like them! 

• Cooking skills limited, not likely to improve 

• Seeking both simplicity and convenience 

• Seeking authenticity 

• Processed meats must be positioned as part of 

tradition, simpler times 

• Simpler recipes will appeal 

• Convenience, taste will outweigh other concerns 

• Success requires balance 
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