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Consumers scrutinize panels, but taste reigns supreme
Figure 38: Food and drink behaviors, August 2020
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Figure 39: Food and drink behaviors, by age and HHI, August
2020

APPENDIX - DATA SOURCES AND ABBREVIATIONS

Data sources

Consumer survey data
Abbreviations and terms
Abbreviations

Terms

APPENDIX - FOOD AND DRINK CLAIM AND BENEFIT MATRICES

Experience and interest in product claims

Figure 40: Product claim matrix: consume products with claim
vs % of food products launched carrying claim

Figure 41: Product claim matrix: interested in trying products
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Figure 42: Product claim matrix: consume products with claim

vs % of beverage products launched carrying claim
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