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The level of trust consumers have in the food and drink
industry is evidently low, with few believing either retailers

or manufacturers to have complete information on their
supply chains. Consumer faith in the role of the state, or

official bodies, in guaranteeing the safety of food and drink
in the UK is also low.

This report looks at the following areas:

• Consumer trust in retailers’ knowledge of their supply chains is low
• “Best-before” and “use-by” dates are misunderstood and ignored
• Concern over artificial ingredients drives ‘clean label’ and scratch cooking trends

Despite the lack of trust in the industry, few people have are changing their behaviour with regards to
the food and drink they consume. Extensive media coverage of events like the horsemeat crisis in 2013
or the nuts-for-spices scandal in 2015 do not go unnoticed, but appear to prompt only a minority to
change their behaviour.

While the impact of such scares may be limited, there is marked interest in what goes into the food and
drink people eat with ingredients a key point of interest for many. An awareness, if not an
understanding, of artificial flavours, additives and sweeteners is helping to drive two cross-category
trends in food and drink – ‘clean label’ and scratch cooking. A focus on the three W’s of ingredients –
which ingredients are used, where they come from, and why they are used can go a long way to
satisfying consumer interest in this area.
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Figure 10: Attitudes towards food safety, March 2015

Focusing on the individuals can support trust

Price war deemed detrimental to food safety by some consumers

High interest in practical advice from brands and retailers

Over a quarter think food that has passed its use-by date is safe to eat
Figure 11: Further attitudes towards food safety, March 2015

Consumers are suspicious of takeaway food

Few people are prepared to pay more for packs with use-by indicators

Abbreviations

The Consumer – Attitudes towards Food Safety

The Consumer – Further Attitudes towards Food Safety

Appendix – Data Sources, Abbreviations and Supporting Information

Report Price: £1750.00 | $2834.04 | €2223.04

Consumers' Food Safety Concerns - UK - May 2015

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/715943/
mailto:reports@mintel.com

	Consumers' Food Safety Concerns - UK - May 2015
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive summary
	Issues and Insights
	Market Background – What You Need to Know
	Market Background
	The Consumer – What You Need to Know
	The Consumer – Attitudes and Behaviours Related to Food Safety Issues
	The Consumer – Concern around Specific Food Safety Issues
	The Consumer – Factors that Would Encourage Trust in Companies and Brands
	The Consumer – Attitudes towards Food Safety
	The Consumer – Further Attitudes towards Food Safety
	Appendix – Data Sources, Abbreviations and Supporting Information



