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to understand why trust changes
and how to change it , we looked
to Edelman Trust Management
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GPVU"?"JKIJ"VTWUV"ǺNQY"VTWUV
Based on overall trust: ʉDo you trust x to do 
what is right?ʊ

Low Trust Neutral High Trust

A great dealNot at all

Diagnose Performance Drivers

Vtwuv

Cdknkv{Integrity Dependability Purpose
X is good at 

what it does

X is honest X keeps its 

promises

X is trying hard to 

have a positive 

impact on society
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Base: Total (n=13,007) Please indicate how much you trust [XXX] to do what is right? 1-9 scale; NET: Top 3 (7-9) -- Bottom 4 (1 -4). How much do you agree or disagree that 
[ORGANIZATION] is good at what it does? Q11A. To what extent do you agree or disagree that [ORGANIZATION] is honest? Q16B. To what extent do you agree or disagree that 
[ORGANIZATION] keeps its promises? Q12A. To what extent do you agree or disagree that [ORGANIZATION] is trying hard to have a positive impact on society? 1 -7 scale; NET: Top 2
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Indiv.
Farmers
& Fishers

Grocery/
Food Retailers

Coffeeshops/
Cafes

Non-Alc 
Beverage Mfrs

Sit-Down
Chain Restaurants

Food Mfrs Industrial/
Commercial 

Farming

Alc Bev Mfrs Digital Food
Delivery 
Services

Plant-based
Meat Producers

Fast Food
Restaurants

when it comes to trusting companies to do what is right, 
people have mixed opinions across the industry
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Base: Total (n=13,007) Please indicate how much you trust [XXX] to do what is right? 1-9 scale; NET: Top 3 (7-9) -- Bottom 4 (1 -4). How much do you agree or disagree that 
[ORGANIZATION] is good at what it does? Q11A. To what extent do you agree or disagree that [ORGANIZATION] is honest? Q16B. To what extent do you agree or disagree that 
[ORGANIZATION] keeps its promises? Q12A. To what extent do you agree or disagree that [ORGANIZATION] is trying hard to have a positive impact on society? 1 -7 scale; NET: Top 2







eqorctgf"vq"guvcdnkujgf"octmgvu."gogtikpi"octmgvu"jcxgȅ

more concerned about the 
negative impact of their diet

77%

more likely to need to make 
changes to their lifestyle

57%

and

less likely to believe that grocery 
can deliver on affordability

42'

more likely to prioritize ȟijvkpi"qdgukv{"
and rtkqtkvk|kpi"rwdnke"jgcnvjas top 

concerns for F&B companies to address

more likely to agree that 
companies should be  
encouraged to maximize 
profitability

65%

more focused on growing and 
stabilizing the economy as 
a top concern

44%

more likely to say big 
companies will satisfy the 
consumers of the future

45'

more likely to believe tech will 
be able to solve many of the 
issues F&B companies are facing

76'

higher trust in tech-led 
subsectors, such as digital 
grocery/food delivery

2x

more likely to worry about the 
negative impact of technology 
on society

38%

Access + Nutrition
ŏmore concerns about

Tgurqpukdng"Vgej
ŏmore focus on

Big + Scale
ŏmore trust in

19Source: Eat. Drink. Trust.: Global Food Trends Survey, March 2020

















vjku"kupǽv"c"nqhv{"iqcn"hqt"vjg"hwvwtgǺ
vjku"ku"c"ecnn"vq"cev"kp"vjg"jgtg"cpf"pqy

AVERAGE RANKING OUT OF 9

Vghkd sgd sno 2 E%A oqhnqhshdr `lnmf 
sgnrd tmcdq 3/ e`kk hm khmd vhsg 
Fdmdq`k Bnmrtldqr+ sgdxŝqd lnqd 
khjdkx sn ok`bd ghfgdq hlonqs`mbd 
nm nqf`mhy`shnm`k C%H `mc `bbdrr 
sn chudqrd ek`unqr

27

What is the Most Important Issue For F&B Companies Specifically to Focus On?

Limiting food waste

30
Rtkqtkvk|kpi"rwdnke"
jgcnvj"("pwvtkvkqp

50

Producing food/beverages 
sustainably

60
Fighting obesity

5.
Addressing the growing 
population

80

Prioritizing animal rights/
welfare

90
Diversity + inclusion
within orgs

:0
Bringing new and diverse 
ingredients/flavors to 
people

9.

Those over 55 are more likely than 
General Consumers to believe food 
access is the #1 priority for F&B 
companies 28% while Millennials are 
less likely (17%)

Rtqxkfkpi"hqqf"
ceeguu"vq"cnn

40

Base: Total (13,007) Q7. Below is a list of issues that companies in the food and beverage industry may need to tackle now and in the future. 
Note: Ranking with 1=Most important and 9=Least important 



33%
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33$

43$
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Affordability

Healthy Options

Convenience

21%

33$

11$

41$

Sustainable Products

Affordability

Healthy Options

Convenience

29%

21$

26$

34$

Sustainable Products

Affordability

Healthy Options

Convenience

Base: Total (13,007) Q12. How well do you think [F&B SECTOR] products are able to deliver on each of the following? Note: 7pt scale where 1=Does n ot deliver at all & 7=Completely delivers this / 
Q13. How well do you think [F&B SECTOR] products are able to deliver on each of the following? Note: 7pt scale where 1=Does n ot deliver at all & 7=Completely delivers this 

Lhkkdmmh`kr g`ud lnqd e`hsg sg`m fdmdq`k 
bnmrtldqr hm E`rs Enncŝr `ahkhsx sn oqnuhcd 
gd`ksgx noshnmr

ejcpig"owuv"dg"ngf"cetquu"cnn"ecvgiqtkgu

Hcuv"Hqqf"Nciu"qp"Jgcnvj1PwvtkvkqpFood Manufacturers Lag on 
Affordability and Healthy Options

Itqegt{"Ucvkuȟgu"Ceeguu"Oquv.
Dwv"Oc{"Uvknn"Pggf"Oqtg

28

% Agreeing Grocery Delivers This % Agreeing Food Manufacturers Delivers This '"Citggkpi"Hcuv"Hqqf"Fgnkxgtu"Vjku











Q2. How important are the following issues to you, personally? Note: 7pt scale where 1=Not at all important and 7=Extremely i mpo rtant / Q6. To what extent do you 
agree or disagree with each of the following statements about the food and beverage industry? Note: 7pt scale where 1=complet ely disagree and 7=completely agree. 
Political swing is self -reported regardless of party affiliation.

I Am Willing to Pay More For 
Sustainably Produced F&B Options

Nctig"Uecng"H(D"Rtqfwevkqp
Jcu"Jctogf"vjg"Gpxktqpogpv

Uwuvckpcdknkv{"ku"Korqtvcpv
Hqt"Dwukpguugu"vq"Cfftguu

,00$

*0/$Liberal Skew

Conservative Skew-11%  

+19 %Liberal Skew

Conservative Skew /$

*03$
Liberal Skew

Conservative Skew

% DIFFERENCE FROM GENERAL CONSUMERS

33

uwuvckpcdknkv{"xctkgu"itgcvn{
cetquu"vjg"rqnkvkecn"fkxkfg



74'

For all generations, food access is the most important issue 
followed by reducing food waste --except for Millennials 
where the two issues are tied.

In fact, only a quarter agree that a heavier reliance on 
technology could solve for the negative environmental 
impact of the F&B industry; and people are as likely to 
believe tech is used well as tech should be banned. 

Base: Total (13,007) Q7. Below is a list of issues that companies in the food and beverage industry may need to tackle now an d i n the future. Note: 7pt scale where 1=most important and 7=least important.
Q6. To what extent do you agree or disagree with each of the following statements about the food and beverage industry? Note: 7pt scale where 1=completely disagree and 7=completely agree.

Hqqf"Ycuvg"("Ceeguu"Ctg"vjg"
Oquv"Rtguukpi"Kuuwgu Tech is Not the Guaranteed Solution

23%
agree that food 
waste is a top three 
issue for F&B

agree that a heavier 
reliance on technology 
would solve for negative 
environmental impact

34

yg"fq"ugg"mg{"oqogpvu"kp"vkog"yjgtg"vjg"
rqnkvkecn"fkxkfg"oggvu"cpf"citggu."uwej"cuȅ



some sectors engage better than others 
with mixed results

35

44
28 01

Grocery Stores Food ManufacturersPlant-Based 
Meat Producers

Trust in the plant-based category shows that 
doing well on engaging in societal issues does 
not always translate immediately to trust.

21

Non-Alcoholic 
Beverage Manufacturers

Top Performing Sectors

Cfxqece{"Korcev"qp"Vtwuv

Base: Total (13,007) Q3. Please indicate how much you trust the following types of businesses in the food and beverage industry to do what is right.Note: 9pt scale where 1=Do not trust them at all & 
9=Trust them a great deal / Q13. How well do you think [F&B SECTOR] products are able to deliver on each of the following? Note: 7pt scale where 1=Does not deliver at all & 7=Completely delivers this 

Helps Grow 
the Economy

Takes a Stand 
For Beliefs

Provides Environmentally 
Sustainable Options

Actively Educates 
Consumers About Health

Appropriately Engages in 
Social and Political Issues

ɺ ɺ ɺ ɺ ɺ

ɺ ɺ ɺ ɺ ɺ

ɺ ɺ ɺ ɺ ɺ

הּ Grocery Stores

הּ Non-Alcohol Bev

הּ Food Manufacturers

הּ Plant Based
Meat Producers







(According to Nielsen panel data, 2019)
7% 5$ 3$

24% 22%
03$

22$
32%

26%

25$ 3/$
56%

General 

Consumers

FlexitariansVegans/ 

Vegetarians

18 42

;:'
of US meat-alternative 
buyers also purchase meat

38

12

Base: Total (n=13,007) Q3. Please indicate how much you trust the following types of businesses in the food and beverage industry to do what is right.
Note: 9pt scale where 1=Do not trust them at all & 9=Trust them a great deal.

nqpi/vgto"itqyvj"coqpi"rncpv/dcugf"ogcv"dtcpfu"
oc{"dg"nkokvgf"cu"eqtg"eqpuwogtu"ncem"uwѵekgpv"vtwuv

Edelman Net Trust Score ί Trusters

ί Neutral

ί Distrusters

ί Donʇt Know



agree plant-based 
meat producers 
embrace a natural 
way of living

Affordability27%

Craveability16$

Appeal to Family/Friends28%

Familiarity/Comfort18$

Ability34%

Strengths of Plant -Based Ygcmpguugu"qh"Rncpv/Dcugf

Healthy Options43%

Dlaq`bhmf ` M`stq`k V`x ne Khuhmf31$

Purpose42%

Innovation30$

Provides Sustainable Products41%

Taking a Stand for Beliefs30$

Organic/Natural40%

42%

49'
agree plant-based 
meat producers 
deliver craveability

39
Base: Total (13,007) Q9. To what extent do you agree with the following statements in regards to[F&B SECTOR]?  Note: 7pt scale where 1=Strongly disagree and 7=Strongly agree Q12. How well do you think 
[F&B SECTOR] products are able to deliver on each of the following? Note: 7pt scale where 1=Does not deliver at all & 7=Completely delivers this
Q13. How well do you think [F&B SECTOR] products are able to deliver on each of the following? Note: 7pt scale where 1=Does not deliver at all & 7=Completely delivers this 

vjg"rncpv/dcugf"ogcv"kpfwuvt{"ku"uggp"cu"igpgtcnn{"
fgnkxgtkpi"rwtrqug"ykvjqwv"uwduvcpeg



68'

@mc+ Sgdxŝqd Mns B`rt`kkx Ekdwhs`qh`m9 

Over Half of them are eating meat-free lunches/dinners 
at least a few times a week

Unlike veganism/vegetarianism which 
is predominant among younger audiences, 
flexitarianism is consistent across generations

Base: Total (13,007) Q1. To what extent do you agree or disagree with the following statements? Note: 7pt scale where 1=completely disagree and 7=completely agree / Q2. How important are the following 
issues to you, personally? Note: 7pt scale where 1=Not at all important and 7=Extremely important /Q5. For each of the following, please rate the extent to which you agree with one side versus the other or if 
you agree with both equally. Note: 11pt slider scale / Q6. To what extent do you agree or disagree with each of the following statements about the food and beverage industry? Note: 7pt scale where 
1=completely disagree and 7=completely agree./ D8. How frequently do you do each of the following activities? Flexitarians are defined as those who eat both meat-free lunches/dinners and eat meat-
inclusive meals at least once a week

of Global Consumers are Flexitarians
While 56% of Flexitarians rank 
animal welfare as an important 
issueʐ

ʐonly 03$say itʇs morally 
wrong to eat animal-based 
products

7;'
believe they 
should be able 
to eat whatever 
they want, 

including animals

92'
donʇt believe 

they have to make 
changes to their 
life to stay healthy

62%

are not willing 
to pay more for 
healthier options

40

gѲgevkxgn{"oguucikpi"vq"Ƞgzkvctkcpu"ogcpu"
godtcekpi"cpf"uwrrqtvkpi"yjq"vjg{"cntgcf{"ctg







jqog"eqqmkpi"ycu"cntgcf{"rqkugf"hqt"c"eqogdcem.
uqekcn"fkuvcpekpi"jcu"uggogf"vq"ceegngtcvg"kv

43

U.S.55$

China65%

U.K.35$

Germany44%

*Source: Statista, December 2019 / May 2020

ÀSource: McKinsey & Co, Global Consumer Sentiment During the Coronavirus Crisis, May 8, 2020

D{"Fgegodgt"423;."vjg"Oclqtkv{"qh"Eqpuwogtu"
Ygtg"Eqqmkpi"cv"Jqog"5-"Rgt"Yggm,

U.S. U.K.

ChinaGermany

Since COVID-19, People Are Cooking 
From Home Even More Frequently:*

And, Many Only Expect to Increase
Vjgkt"Jqog"Eqqmkpi"Kp"Vjg"Hwvwtg<Ȃ

54$

46$

33%

South Africa

Canada

Spain40%

Italy28$

France

Netherlands16$

6/$ 68$

80% 51%



yjkng"owej"qh"vjg"oqvkxcvkqp"vq"eqqm"cv"jqog"
eqogu"htqo"vjg"hwpevkqpcn"ickpuȅ

44

62% 93'
agree that home cooking 
is healthier, a 2 to 3x 
increase compared to fast 
casual or casual dining

Source: Mintel, Healthy Dining Trends, 
March 2020

cite saving money as a  
major reason to cook 
more from home

Source: Mintel, Cooking in America, 
October 2019

Home Cooking is a Way to Watch 
the Waist and the Wallet



like to take their 
time and browse 
products while 

grocery shopping

Base: Total (n=13,007) Q1. To what extent do you agree or disagree with the following statements? Note: 7pt scale where 1=completely disagree and 7=completely agree / Q5. For each of the following, 
please rate the extent to which you agree with one side versus the other or if you agree with both equally. Note: 11pt slider scale / D2. To what extent do each of the following statements describe your 
typical grocery shopping habits? / D6. Which of the following best describes how you feel about cooking?

Oqtg"Vjcp"c"Lqd"
vq"Dg"Fqpg For the Love of Cooking C"Etgcvkxg"QwvngvGxgp"Hqqf"Ujqrrkpi"Ecp"Dtkpi"Lq{

of consumers donʇt 
believe cooking 
is solely functional

70%

enjoy cooking, and 
1-in-5 consider 

cooking a passion

like being creative 
in the kitchen

93' 41% 78'

ȅcp"kpetgcug"kp"jqog"eqqmkpi"kupǽv"lwuv"cdqwv"jgcnvj"qt"wvknkv{<"
vjg{"ctg"cnuq"nqqmkpi"cv"eqqmkpi"cu"cp"gzrtguukqp"qh"lq{

45





vjg"oquv"qxgtyjgnokpi"dcttkgtu"vq"jqog"eqqmkpi"
ctg"vjg"qpgu"vjcv"ctg"lwuv"ǿnkxkpi"oqfgtp"nkhgȀ

50%

of consumers are the 
only ones responsible for 

food prep in their HH

37%

of parents agree their day to day 
lives can be overwhelmingly busy

Base: Total (n=13,007) Q1. To what extent do you agree or disagree with the following statements? Note: 7pt scale where 1=completely disagree and 7=completely agree.
D3. What is your role in preparing food for your household? / D10. Which of the following best describes your current employment? / D12. Who lives in your household with you?

9/kp/32"
lhkkdmmh`krwork full-time 

and over half have kids under 18

Balancing Work & Family Dwu{"UejgfwnguWp/Ujctgf"Tgurqpukdknkvkgu

Work Full-Time69%

Have Children Under 1844$

47







Base: Total (n=13,007) Q5. For each of the following, please rate the extent to which you agree with one side versus the othe r o r if you agree with both equally. Note: 11pt slider scale.

people overall favor # shoplocal Ǻa preference 
that will most likely continue to grow as we 
navigate covid -19 impact

agree that people should 
only buy from F&B 
companies headquartered 
in their own country

66'
believe consumers 
should be encouraged 
to buy from companies 
across the planet 

(with younger audiences, like 
Gen Z and Millennials, and liberals 
being most interested in globalism)

48'

50

53$ ne Dtqnod`m bnmrtldqr r`x sgdx sqx sn atx eqnl knb`k bnlo`mhdr vgdmdudq 
onrrhakd- Vhsg sgd BNUHC,08 rgtscnvmr+ bnmrtldqr `qd khjdkx sn qd,kd`qm vg`sŝr 
`u`hk`akd sn sgdl knb`kkx `mc adbnld lnqd dmf`fdc vhsg knb`k atrhmdrrdr sn 
rtoonqs sgdhq bnlltmhsx-

Rntqbd9 Lhmsdk+ BNUHC,089 Sgd Knmfdq,sdql Hlokhb`shnmr enq Dtqnod`m Bnmrtldqr+ @oqhk 1/1/



Base: Total (n=13,007) Q1. To what extent do you agree or disagree with the following statements? Note: 7pt scale where 1=com pletely disagree and 7=completely agree.
Q2. How important are the following issues to you, personally? Note: 7pt scale where 1=not at all important and 7=extremely i mpo rtant

yet

cpf"kpvgpvkqp"kupǽv"cnyc{u"
cnkipgf"vq"ewttgpv"dgjcxkqt

rtghgtgpegu"vqyctf"nqecn"qt"inqdcn"ujqrrkpi"ctg"oqtg"
c"tguwnv"qh"vjg"geqpqo{"vjcp"qh"rgtuqpcn"xcnwgu

Economic 
Stability Rtkeg"Ugpukvkxkv{

Qpn{4:'
agree they shop local as 
much as possible, even 
if it costs more

55%
feel that the economy 
needs to be one of the 
top two priorities

51



Base: Total (n=13,007) Q4: Please rate the extent to which you think each of the following statements describes a big/well-established food and beverage company 
or a small/start-up food and beverage company? Note: 7pt slider scale. 

05$

20%

11$

20$

11$

52%

49%

34$

32$

43%

21$

20$

22$

25%

35%

Satisfies Modern Day Consumers

Satisfies the Consumer of the Future

Innovates for a Better Future

Uses Resources/Production for Good

Makes a Real Difference in the World

Millennials are 13$lnqd khjdkx 
to say big companies are better 
at using resources/production for 
good and 18$lnqd khjdkx 
to say big companies make a real 
difference in the world.

Older generations are 
more pessimistic about 
big companies satisfying 
the needs of current and 

future consumers.

looking to the future of F&B, people see a role for 
both small and large companies

Uocnn"Eqorcp{ Dki"Eqorcp{

52

Dqvj



Big Company

0/$

00$

31%

33%

48$

45$

Creates Profitable Innovations for Shareholders

Cares only about the bottom line

Rl`kk atrhmdrr hr rshkk ` atrhmdrr enq Fdm Y bnmrtldqr9 sgdx rdd rl`kk 
bnlo`mhdr `r lnqd oqnehs,enbtrdc bnlo`qdc sn fdmdq`k bnmrtldqr

Base: Total (n=13,007) Q2. How important are the following issues to you, personally? Note: 7pt scale where 1=Not at all important and 7=Extremely important / Q4: Please rate the extent 
to which you think each of the following statements describes a big/well-established food and beverage company or a small/start-up food and beverage company? Note: 7pt slider scale. 

as long as concerns about capitalism and 
perceived greed are addressed Ǻespecially 
pertaining to big companies

Small CompanyEqtrqtcvg"Itggf

58'
Believe That Addressing 
Corporate Greed is a 
Top Priority

53

Dqvj







Nmkx ` pt`qsdq '16$( ne TR bnmrtldqr r`x sgdxŝud otqbg`rdc 
fqnbdqhdr nmkhmd hmrsd`c ne hm,odqrnm adb`trd ne BNUHC,08+ 
bnlo`qdc sn g`ke '38$( ne Bghmdrd bnmrtldqr+ 15$ne TJ 
bnmrtldqr+ `mc 7$ ne Fdql`m bnmrtldqr-

Rntqbd9 Rs`shrs`+ Rs`sd ne Gd`ksg+ L`x 2+ 1/1/

pq"
ejcpig

In the past three months, there has been* 

c"-9rr"
kpetgcug
in trust in grocery/
supermarket

in trust in digital food
delivery services

gxgp"kp"c"ǿuvc{"cv"jqogȀ"yqtnf."oquv"
choose in -person groceries over online

Never see themselves exclusively 
buying groceries online

US consumers who do all their 
grocery shopping in store  

Source: Mintel, Cooking in America, October 2019

94'

48%

56
Base: Total (13,007) Q6. To what extent do you agree or disagree with each of the following statements about the food and beverage industry? Note: 7pt scale where 1=Completely disagree and 
7=Completely agree. / D2. To what extent do each of the following statements describe your typical grocery shopping habits?
*Source: 2020 Edelman Trust Barometer Spring Update, May 2020



58%
Tech Considerers

31%
Tech Enthusiasts

33'
Tech Avoiders

More likely male, higher 
income, and urban

Enjoys browsing for options 
+ highly informed

More likely to have food 
restrictions

Exercises regularly and 
takes supplements

More likely female, 
suburban/rural, and 

lower income

More functional 
and reluctant 

relationship with food

Watches live TV and 
reads print media

More apolitical 
or undecided

only a third of people have 
integrated tech fully into their lives
Vgejpqnqi{"Kpvgitcvkqp"Dtgcmfqyp

57Base: Total (n=13,007) Q1. To what extent do you agree or disagree with the following statements? Note: 7pt scale where 1=com pletely disagree and 7=completely agree.



What happens when you merge one of 
the most trusted categories with one 
of the least trusted ?

Fqnbdqx DMSR9 

33

Chfhs`k DMSR9 

02

Base: Total (13,007) Q3. Please indicate how much you trust the following types of businesses in the food and beverage industry to do what is right.Note: 9pt scale where 1=Do not trust them at all & 9=Trust them 
a great deal / Q11. How easily can you think of specific examples of [F&B SECTOR] that fit the descriptions below? Note: 7pt scale where 1=CanŚt think of any examples and 7=Can easily think of many examples

While people are drawn to grocery because of the familiarity and 
access to new and exciting food options ʃdigital has an opportunity 
to show a forward vision or lead more with values

fkikvcn"ujqrrkpi"oc{"dg"cdng"vq"enqug"vjg"
icr"d{"ȟnnkpi"kp"yjgtg"itqegt{"ncemu"

Uvtgpivju"qh"Itqegt{."Vjtgcvu"vq"Fkikvcn

Weakness of Grocery, Opportunities for Digital

Comfort28$

Novelty21$

Competence2/$

Withstanding25%

Connections14$

Values-Based13$
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A strong brand foundation & identity

Supported by relevant proof points 
from functional to aspirational

Ability Integrity OtqonrdCdodmc`ahkhsx

Sqtrs rs`qsr sn s`jd rg`od `mc cddodm
`bqnrr hmsdqm`k `mc dwsdqm`k `tchdmbdr

Constant adapting and adjusting
based on external influences

Consistent action, commitment & transparency
across stakeholders and supply chain

What aq`mc `qbgdsxodr create the strongest 
foundation for brands?

What functional and aspirational oqnne onhmsr
are most effective in building trust for each?

How far away is each category from being able 
to sq`mrk`sd sqtrs hmsn `bshnm?

What dwsdqm`k hmektdmbdr have the biggest 
impact on consumer relationships with 
different categories?

to put our recipe into 
action, we looked at the 
key categories across 
Food & Beverage through 
four specific lenses:

1.

2.

3.

4.
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4:
DMSR

28$Ability

16$Integrity

27% Dependability

23$Purpose

Table Stakes:
Ʒ Variety

Ʒ Taste

Ʒ Convenience

Ʒ Familiarity

Ʒ Products that make 
people happy

Ʒ Responsible employer

Ʒ Best products

Ʒ Addresses complaints

Indirect Drivers:
Ʒ Simple/clean ingredients

Ʒ Organic/natural

Ʒ Locally-sourced

Ʒ Appropriate risk taking

China46

Italy46

Mexico27

Spain32

Australia2/

United States29

Canada18

South Africa28

United Kingdom1/

Ireland17

Netherlands06

Germany15

France0

Gfgnocp"Pgv"Vtwuv"Ueqtgu

People most trust food 
brands that have a 
foundation 
or identity built onʐ

ʐwhich can be 
demonstrated through 
meaningful oqnne 
onhmsrsuch asʐ

ʐand acknowledges some of these core dwsdqm`khmektdmbdr

food manufacturers
Comfort Co-Creation

Differentiators:
Ʒ Access to product info

Ʒ Stands behind products

Ʒ Healthy options

Ʒ Proactively solves problems

Inspiration

Overindex to Food Manufacturers global ENTS (120+)

Underindexto Food Manufacturers global ENTS (8˽0)

Swcnkv{"hqqf"ku"
eqpukfgtgf"c"
tkijv."pqv"c"
rtkxkngig

Brands are 
being pushed 

to listen more, 
talk less

Constant novelty 
is challenging 
the familiar

Grey indicates that identity is oversaturated in the market.

Country-specific ENTS for Total F&B
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DMSR

37$Ability

36% Integrity

26$Dependability

3/$Purpose

Table Stakes:
Ʒ Familiarity

Ʒ Stands behind products

Ʒ Treats customers fairly

Ʒ Healthy options

Ʒ Taste

Ʒ Grows economy

Ʒ Appeals to friends/family

Ʒ Convenient

Ʒ Wide array of products

Differentiators:
Ʒ Respects local communities

Ʒ Supplier ethics

Ʒ Addresses consumer concerns

Ʒ Provides best products

Indirect Drivers:
Ʒ Takes a stand

Ʒ Educates consumers

Ʒ Proactively solves problems

Ʒ Responsible employer

Ʒ Takes appropriate risks

Ʒ Innovation

China51

Mexico42

Italy53

United States40

Spain4/

Canada37

South Africa46

Netherlands28

Ireland27

Australia26

Germany34

United Kingdom22

France11

People most trust 
grocery/supermarkets 
that have a foundation 
or identity built onʐ

ʐwhich can be 
demonstrated through 
meaningful oqnne 
onhmsr such asʐ

ʐand acknowledges some of these core dwsdqm`khmektdmbdr

grocery/supermarkets
Comfort Bnlodsdmbd

Overindexto Grocery/Supermarkets global ENTS (120+)

Underindexto Grocery/Supermarkets global ENTS (8˽0)

Culture has 
outpaced the 

status quo

Fkikvcn"yqpǽv"
ykp"cnqpg."
owuv"ujqy"
kpvgitcvkqp

Pcvkqpcn"qt"nqecn"
eqoowpkv{"
gpicigogpv"ku"

mg{

Grey indicates that identity is oversaturated in the market. Seeing as all impactful identities are 
oversaturated, Grocery should look to create and defend new and disruptive identities.Edelman Net Trust Scores

Country-specific ENTS for Total F&B
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34
DMSR

18$Ability

14$Integrity

25% Dependability

25$Purpose

Table Stakes:
Ʒ Takes a stand

Ʒ Sustainability

Ʒ Healthy options

Ʒ Trendiness

Ʒ Organic/Natural

Differentiators:
Ʒ Addresses consumer complaints

Ʒ Admits fault honestly

Indirect Drivers:
Ʒ Access to information

Ʒ Versatility

Ʒ Taste

Ʒ Places people over profits

China4/

Mexico26

United States07

South Africa16

United Kingdom03

Spain11

Netherlands0/

Ireland8

Italy7

Australia5

Canada2

France-6

Germany,5

People most trust 
plant-based meat 
producers that have 
a foundation or 
identity built onʐ

ʐwhich can be 
demonstrated through 
meaningful proof 
points such asʐ

ʐand acknowledges some of these core dwsdqm`k hmektdmbdr

rncpv/dcugf"ogcv"rtqfwegtu
Withstanding Values-Based

Overindexto Plant-based Meat Producers global ENTS (120+)

Underindexto Plant-based Meat Producers global ENTS (8˽0)

Cfcrvkpi"
vqHngzkvctkcp"
dgjcxkqtuku"
mg{"vq"uweeguu

Health drives 
the category 
more than 

animal rights

Ogcv"ujqtvcigu"
oc{"ejcpig"
vjg"pcttcvkxg

Grey indicates that identity is oversaturated in the market.Edelman Net Trust Scores

Country-specific ENTS for Total F&B





70

20
ENTS

31$Ability

15$Integrity

18$Dependability

26% Purpose

Table Stakes:
Ʒ Taste

Ʒ Grows economy

Ʒ Makes people happy

Ʒ Use of tech

Ʒ Innovates

Ʒ Stands behind products

Ʒ Embraces new + exciting

Ʒ Understand customers

Ʒ Provides best products

Differentiators:
Ʒ Supplier ethics

Ʒ Proactively solves problems

Indirect Drivers:
Ʒ Responsible employer

Ʒ Educates consumers

Competence Individuality

People most trust 
alcoholic beverage 
brands that have 
a foundation or 
identity built onʐ

ʐwhich can be 
demonstrated through 
meaningful oqnne 
onhmsr such asʐ

ʐand acknowledges some of these core external influences

cneqjqnke"dgxgtcigu Comfort Withstanding

China44

Canada17

Mexico12

South Africa23

Italy12

Australia10

United States08

United Kingdom18

Spain02

Germany0/

Ireland8

Netherlands9

France3

Overindexto Alcoholic Beverages global ENTS (120+)

Underindexto Alcoholic Beverages global ENTS (8˽0)

People want 
comfort, while 
still prioritizing 

health

Ujtkpmkpi"
kpvgtguv"kp"
etchv"cpf"
rtgokwo

\gtq/cneqjqn"
eqpvkpwgu"vq"
ftkxg"

eqpukfgtcvkqp

Grey indicates that identity is oversaturated in the market.Edelman Net Trust Scores

Country-specific ENTS for Total F&B
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54
DMSR

33$Ability

2/$Integrity

33% Dependability

24$Purpose

Table Stakes:
Ʒ Taste

Ʒ Stands behind products

Ʒ Grows economy

Ʒ Makes people happy

Ʒ Convenience

Ʒ Familiarity

Ʒ Variety

Ʒ Understands customers

Differentiators:
Ʒ Treats people fairly

Ʒ Best products

Ʒ Simple/clean ingredients

Ʒ Addresses consumer complaints

Indirect Drivers:
Ʒ Affordability

Ʒ Uses tech

China47

Mexico44

South Africa33

Italy37

United States25

Australia33

Canada20

Spain30

United Kingdom14

Netherlands24

Germany11

Ireland19

France0/

People most trust 
non-alcoholic 
beverage brands that 
have a foundation 
or identity built onʐ

ʐwhich can be 
demonstrated through 
meaningful proof 
points such asʐ

ʐand acknowledges some of these core dwsdqm`k hmektdmbdr

pqpcneqjqnke"dgxgtcigu
Competence Individuality

Comfort Novelty

Withstanding Values-Based

Overindexto Non-Alcoholic Beverages global ENTS (120+)

Underindexto Non-Alcoholic Beverages global ENTS (8˽0)

Fortification + 
benefit drives 

brand trial

People look for 
unexpected and 

descriptive 
flavors

Rgqrng"godtceg"
dgxgtcigu"vjcv"
godtceg"
kpfkxkfwcnu

Grey indicates that identity is oversaturated in the market.Gfgnocp"Pgv"Vtwuv"Ueqtgu

Country-specific ENTS for Total F&B












