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NEXT GEN CONSUMERS
The Rise of Consumer Food Consciousness &
its Impact on the Agri-food Value Chain

From the farm gate to the dinner plate, our food system is experiencing an unprecedented rate of
change and shifting consumer preferences are driving this evolution. Propelled by five macro forces and
a global rise in food consciousness, the next generations of consumers are completely transforming the
way they relate to brands, products and the environment.

Macro Forces Leading to Global Food Consciousness
Across the globe, consumers are experiencing:
• Rising economic and food security across nations
• Growing education and literacy rates
• Expanding global distribution networks and access to products
• Increasing access to information through the Internet
• Rising brand competition leading to innovation and an increase in product choices
Combined, these 5 macro forces are leading to a rise in “Food Consciousness” not only across
continents, but across all generations.
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For the Next Gen Consumers study, Aimpoint Research analyzed global dynamics, consumer and
industry trends, and we conducted our own proprietary research on
consumer preferences and drivers. While there are some nuances
between generations, it is not just younger generations driving these
changes. As we see a rise in Consumer Food Consciousness
globally, all generations are experiencing a shift.
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It’s ‘AND’ not ‘OR’
The next generation of consumers are expecting “AND” not “OR” when it comes to the products and
food they choose to purchase. The consumer desires of the past have become table stakes, and a
new set of emerging needs and values are transforming the agri-food value chain.

Core Consumer Trends
Manifesting in the Marketplace
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Four core consumer trends are manifesting
in the marketplace: Holistic Health, Social &
Environmental Impact, Personalization and
Convenience.
Organizations across the agri-food value
chain will need to align with these emerging
needs and values. Establishing shared
values and trust will allow companies to gain
share of wallet and maintain a competitive
advantage in a highly competitive industry.

What’s Next?
In an industry that’s transforming rapidly, the entire food system will need to determine how to maintain
relevance in dynamic times. Manufacturers, distributors, food processors, growers and all businesses
involved in the agri-food value chain will need to be vigilant, adaptable, innovative and proactive when it
comes to building relationships and meeting consumer demands.
Organizations will have to increasingly communicate shared values through their products and prepare
for dramatically increased requirements regarding efficiency, sustainability, traceability and data.
Consumers and supply chains will demand far more accountability on the farm, generating increased
pricing pressure on premium products. Consumer demands will require complete transparency and
traceability from all organizations in the supply chain, creating visibility from field to shelf. Manufacturers
will need to proactively innovate to differentiate themselves in the supply chain and enhance tracking,
management software and technologies to support marketing claims.

About Aimpoint Research
Aimpoint Research is a global, strategic intelligence firm offering your
organization a competitive advantage by blending best practices from Military
Intelligence disciplines with innovative research methodologies and superior
analysis. We provide unprecedented insight into the marketplace dynamics
impacting your success. Aimpoint Research has extensive experience serving
clients throughout the entire agri-food value chain. Learn more at
www.aimpointresearch.com or send a note to info@aimpointresearch.com.
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