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to understand why trust changes
and how to change it , we looked
to Edelman Trust Management
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when it comes to trusting companies to do what is right,
people have mixed opinions across the industry
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Grocery/ Coffeeshops/ Non-Alc Sit-Down Food Mfrs Alc Bev Mfrs Digital Food Plant-based Fast Food
Farmers Food Retailers Cafes Beverage Mfrs Chain Restaurants Delivery Meat Producers Restaurants
& Fishers Services

. 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
* eat drlnk tlvust [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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Grocery/ Coffeeshops/ Non-Alc Sit-Down Food Mfrs Alc Bev Mfrs Digital Food Plant-based Fast Food
Farmers Food Retailers Cafes Beverage Mfrs Chain Restaurants Delivery Meat Producers Restaurants
& Fishers Services

. 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
* eat drlnk tlvust [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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What is the Most Important Issue For F&B Companies Specifically to Focus On?

D 40 Those over 55 are more likely than

. General Consumers to believe food
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ceeguu-vqg- c companies 28% while Millennials are
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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 /
’ eat drink tlvust 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
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Q2. How important are the following issues to you, personally? Note: 7pt scale where 1=Not at all important and 7=Extremely i mportant / Q6. To what extent do you
’ eat drink tl‘llSt 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.
i Political swing is self -reported regardless of party affiliation.
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* eat l'ln tl'llSt. 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.



some sectors engage better than others
with mixed results
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Home Cooking is a Way to Watch
the Waist and the Walllet
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people overall favor # shoplocal Aa preference
that will most likely continue to grow as we
navigate covid -19 impact
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’ t d (] k tl‘ll t 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.
ea rln S . 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



looking to the future of F&B, people see a role for
both small and large companies
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as long as concerns about capitalism and
perceived greed are addressed Aespecially
pertaining to big companies
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only a third of people have
Integrated tech fully into their lives
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While people are drawn to grocery because of the familiarity and
access to new and exciting food options| digital has an opportunity
to show a forward vision or lead more with values

T Weakness of Grocery, Opportunities for Digital
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to put our recipe into

A strong brand foundati on gde

action, we looked at the
key CategO”eS acrOSS Supported by relevant pr.oof.oi
Food &Beverage through from functional to aspiratifon:

four specific lenses: - -
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Constant adapting and adjusting
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