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Why trust is crucial:
Consumer trust and the
adoption of new healthy and
sustainable food products

..... Klaus G. Grunert



A healthier and sustainble diet —a question of trust!

If peope are to have a healthier and more sustainable diet, they need to....

e trust the information that we give them on what is healthy and what is
sustainable.

* trust retailers, manufacturers, retailers and authorities so that they are
willing to adopt new healthier and more sustainable products coming on
the market.

Without trust, thereis
no green transition.
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The EIT Food TrustTracker

The EIT Food Consumer Observatory is running the TrustTracker project, an
instrument designed to track consumer trust into the main groups of food chain
actors, and to investigate how this affects consumer confidence in the integrity of
the food supply and in the technologies used in food production

TrustTracker started in 2018 with data collection in 5 countries, extending to 13
countries in 2019 and 18 countries in 2020

The analysis presented here is based on the 2024 data with a sample of 18,000
respondents

Macready, A. L., Hieke, S., Klimczuk-Kochanska, M., Szumiat, S., Vranken, L., & Grunert, K. G. (2020).
Consumer trust in the food value chain and its impact on consumer confidence: A model for assessing
consumer trust and evidence from a 5-country study in Europe. Food Policy, 92, 101880.

Macready, A. L., Hieke, S., Klimczuk-Kochanska, M., Szumiat, S., Wachter, K., Arnoult, M. H., ... &
Grunert, K. G. (2025). Why trust is crucial-The moderating role of trust in the relationship between
motivation and intention to buy healthy, sustainable and novel foods. Food Quality and Preference, 126,

eit Food . Co-funded by the 105386.
Consumer Observatary P European Union




=

Trust —and a lack of it — in food chain actors
2024 TrustTracker data

Farmers YA 20% 13%

Retailers 52% 27% 21%

Only about half of
European
consumers trust
food chain actors

Manufacturers 27% PASY) — except for trust

in farmers!

Restaurants and... 49% PASY 23%

Authorities L6% 24% 30%

B Trust B Neutral B Lack of trust
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Trust in food chain actors 2020-2024

Trust in authorities

Level of trust is

Trust in retailers largely stable

= 2024 over the years
2023 .
2022 Trust in manufacturers
= 2021 _
Trust in farmers
m 2020

Overall trust

1 2 3 4 5 6 7

very little trust very high level of trust
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Overall trust in food chain actors in different countries
2024 data, 18 countries

m Overall trust Trust in farmers = Trust in manufacturers = Trust in retailers ® Trust in authorities
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Consumer level of trust is not high!

What does the low level of consumer trust mean for
consumer confidence in the way food is produced
and in the products coming on the market?

And what does it imply for their willingness to try
and adopt new, healthy and sustainable food
products?
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Trust in food chain actors affects confidence in food
products and food technologies

diddi i

Safe Healthy Sustainable Authentic Tasty Safe Healthy Sustainable Authentic Tasty
product product product product product technology technology technology technology technology
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Willingness to try novel products

Food based on insects
3D printed food

Cultivated meat [

Edible packaging [
Dairy based on precision fermentation
Algae and seaweed
Vegetables from high-tech indoor farms [

Personalised nutrition
Food that supports emotional well-being

0% 20% 40% 60% 80% 100%

m definitely not = perhaps not = not sure yet = perhaps yes ®definitely yes
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Trust and willingness to try novel products

Food based on insects
3D printed food
Cultivated meat

Edible packaging

m High trust

. Dairy based on precision fermentation Willingness to try
= Medium trust is generally low
m Low trust Algae and seaweed and depends on

: : level of trust
Vegetables from high-tech indoor farms

Personalised nutrition

Food that supports emotional well-being

1 15 2 25 3 35 4 45 5
Definitely not Definitely yes
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Willingness
to try by
country
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What determines willingness to try?

Lack of trust
Motivation to live
sustainably 1

Willingness to try

Motivation eat
healthily

Innovativeness

Co-funded by the

European Union

12



=

Motivation over time

Motivation for healthy eating
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Motivation for sustainable living
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mLow ®Medium =High

Motivation
decreases
slightly over time!

2024

kS



Determinants of willingness to try

Algae and seaweed Cultivated meat

innovativeness

sustainability motivation

health motivation

innovativeness

sustainability motivation

health motivation

Innovativeness
most important —
and health
motivation can be
a barrier!

Insects

innovativeness

sustainability motiv

health-motivation
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The moderating effect of trust

« Even if you are motivated to buy new, healthy and sustainable
products.....

... you may not do so if you do not trust actors in the food chain

« We find this effect for all the new products investigated — except algae
and seaweed!
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The moderating effect of trust — cultivated meat

4 4 4
3,5 3,5 3,5
P
o 3 3 3
% /
Q25 2,5 2,5
(@)
=
= 2 2 2
=
1,5 15 1,5
1 1 1
Innovativeness Sustainability motivation Health motivation
e | OW truSt == Medium trust High trust| | e | OW {ruSt == Medium trust High trust| | e | OW truSt == Medium trust High trust

eit Food +"*« | Co-funded by the
Consumer Observatory T European Union 1 6




The moderating effect of trust — dairy based on
precision fermentation
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The moderating effect of trust — insects
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Lack of trust is a barrier towards adoption of new
healthy and sustainable products — what can be done?

Trust in actors

Perceived
openness
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Openness as a facilitator in the promotion of new
healthy and sustainable products

« Openness about the raw materials used and about the technology used
in processing

« Openness about the nutritional properties

* Openness about the environmental impact
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Trust and confidence in information sources

about food and health

More openness
by increasing
transparency is
the major handle
for increasing
consumer trust —
but at the same
time lack of trust
makes
consumers more
skeptical about
all information
sources
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Doctors and health practitioners

Scientist and academics
Farmers

Manufacturers

Friends and family
Authorities

Restaurants and caterers
Retailers

Websites about food
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Magazines

Online influencers
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Conclusions

Too many consumers have low levels of trust in food chain
actors

The low level of trust is a barrier to the adoption of new and
sustainable products, but can also contribute to low levels of
knowledge about food systems

Openness and transparency are key factors in trying to increase
the level of consumer trust
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Thank you for
your attention!

Consumer
Observatory

By @ reoc [ o

Professor Klaus Grunert kig@mgmt.au.dk

https://www.eitfood.eu/projects/consumerobservatory

#ConsumerObservatory
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