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Technology can help prompt consumers toward fresh food options.

C

ONSUMER INTEREST IN healthier food

Common food labeling terms—such as natural,

options is on the rise. As many as 80 percent

organic, 100% organic, and conventional—are not

of fresh food consumers actively seek

only confusing and vague but deciphering them is a

healthier versions of the foods they purchase. And

burden that falls squarely on the convenience-

31 percent of consumers have higher purchase

seeking consumer. More than a third of our

intent within fresh foods, are highly committed to

consumers surveyed said that they don’t fully

health and wellness, and are eager to experiment

understand the difference between the different
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with fresh options. We call these consumers “Fresh

food descriptions listed above. However, we know

Forwards.”2 We’re curious how fresh food

from our research that 80 percent of consumers

companies can:

actively seek out healthier food and beverage
options, while 77 percent avoid preservatives and

• Attract new shoppers into the “Fresh Forwards”

other chemicals in the food they buy. With clear

segment and retain them

purchasing intent for healthy food options, what
can companies do to further the fresh agenda?

• Provide consumers with appropriate
information to help them make healthy
decisions at time of purchase

US consumers lack fresh food awareness, but demand is high

Unsure if organic products
are actually better

40%

57%

Don’t fully understand the
diﬀerence between deﬁnitions
of fresh, organic, all-natural

Sources: Deloitte’s analysis of the Future of Fresh survey data (2019, US).
Deloitte Insights | deloitte.com/insights
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Fresh needs a face-lift

Mobile apps and social media platforms are

Does an apple a day keep the doctor away? Not

educational and inspiring content to consumers.

particularly,3 but the adage has certainly helped

Our study revealed that half of all fresh food users

promote apple consumption and, in general,

are willing to use a smartphone app to inform

healthy food choices. With access to modern

in-store decision-making.7 While nearly all

communication channels and advancements in

industry executives (97 percent or more) believe in

nutrition and food science, today’s marketers have

providing detailed information on a variety of fresh

the opportunity to shape a healthier society with

food topics (organic farming, sustainability, and

becoming increasingly important tools for sharing

more positive eating habits.

food waste), 78 percent cited long lead times as a
critical factor impairing their decision to

Packaging and labels continue to be an effective

implement new technology.8

way to communicate nutrition facts and encourage
healthier food choices. For example, a recent study

Shopping today is the most convenient it has ever

found labeling reduced consumers’ intake of total

been for consumers.9 With technology becoming

fat by 10.6 percent, calories by 6.6 percent, and

the medium of influence across all aspects of a

other unhealthy food options by 13 percent. At the

customer’s journey, manufacturers’ ability to serve

same time, labeling helped increase vegetable

the right content, through the right channel and at

consumption by 13.5 percent.4

the right time, can truly help further the growth
potential of fresh foods.

However, with packaging real estate at a premium,
companies and food producers are searching for

To learn more about fresh foods, please see our

creative new ways to provide information about

recent study, The future of fresh: Strategies

their products. Recently, a produce supplier began

to realize value in the fresh food category.

leveraging QR codes on packaging to provide
consumers with a wealth of product information,

To learn more about advanced technologies in the

such as where and how the product was cultivated,

consumer products sector, please see our recent

harvested, and packed. In addition, many leading

series, The adoption of disruptive technologies in

food retailers in the United States are using

consumer products industry.
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blockchain technology to provide end-to-end
traceability of their fresh and leafy green suppliers.6

Common food labeling terms are not only confusing and
vague but deciphering them is a burden that falls squarely
on the convenience-seeking consumer.
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trusted source for relevant, timely, and reliable insights.

Deloitte’s supply chain strategy team helps senior executives align supply chain capabilities and
operating models with their business strategies. We take an integrated view of the supply chain,
unlocking hidden value in the connection points between functions and value chain partners.
This approach incorporates process, organization, technology, and performance measurement
to help executives understand the trade-offs between cost and flexibility in response to margin
pressures they may be facing. We also address those trade-offs to achieve the desired balance
between cost service levels across the supply chain.
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