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Confidence in food and confidence in food technology are at a similar 
level. Less than half of Europeans say they have confidence in food and 
food technology.
In 2021 we see a noticeable peak in confidence. It is likely that this peak can be 
attributed to the experience during the COVID-19 pandemic and the lockdowns in place  
throughout Europe. During the COVID lockdowns, there were instances where 
supermarkets experienced shortages of certain food items due to increased demand 
and disruptions in the supply chain. However, these shortages were often mitigated in 
short time periods and essential goods became available quickly after. 
Another possible explanation is that during lockdowns consumers spent more time 
preparing their own food, which led to a closer connection to the food they consumed, 
leading to a higher level of trust.
Nevertheless, in 2022 the peak tapered off, and the confidence level was back at the 
2020 level.



There is a very strong relationship between being open to innovations 
in food and confidence in the integrity of the food system. 
Of those consumers that are open to innovations, 63% express confidence in food 
technology and 64% express confidence in food.



In general, European consumers have a more positive view on food 
than on food technology. 
The differences are small though. Food is more often associated with taste, safety 
and health. Food technology. however, is more often associated with sustainability.



People have the most confidence in the food system producing tasty food. 
This is something that consumers can easily ascertain themselves. 
However, when it comes to the sustainability of food or its authenticity, 
consumers cannot determine this themselves and must rely on other 
information, such as packaging and labels. And since this information and the 
parties providing it are not broadly trusted, confidence in the sustainability of 
food is the lowest of all aspects (health, taste, safety, authenticity).

Consumers would like to understand more about the longer-term effects of food 
on their  health. This is particularly the case for highly processed food. Particularly, 
more health-conscious consumers believe that ultra-processed foods contribute 
to obesity, diabetes, and other lifestyle-related health issues and that they will 
cause health issues later in life. However, they want to know more about which 
products are related to these diseases and why.

When making the distinction between technological innovation in food (such as 
cultivated meat or plant-based protein) and technological innovation in 
production (such as aquaponics or vertical farming), it becomes clear that the 
barriers are mostly against innovation in food itself (e.g. ingredients used), rather 
than innovation in the way food is produced.

The barriers against innovation in food itself seem to be related in part with a 
lack of knowledge. For many consumers, a lack of knowledge is linked to a lack 
of trust.
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https://www.sciencedirect.com/science/article/pii/S0306919220300828
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1 Restaurants and caterers were only added to the study 
in 2022, therefore there is no data from previous years.













Near vs. distant
Consumers tend to trust individual people rather than anonymous organisations. 
They reason, ‘if we can look someone in the eyes then we can decide whether or 
not this person is trustworthy.’ When a person represents an organisation in the 
food chain (e.g. a farm, or a retailer), the likeability factor can be a strong motive 
to support this person’s business.

Large vs. small
Consumers tend to trust smaller organisations more than larger organisations. 
They generally found smaller companies easier to sympathise with and consumer 
perception is that that smaller companies care more and have to work harder. On 
the other hand, consumers feel that larger organisations have greater financial 
means to invest in quality control and in general, they work to higher standards. 
However, consumers agree that both small and large companies can neither be 
trusted or distrusted completely.

Led by monetary interests
Consumers believe that whenever an organisation is primarily led by (or is believed 
to be led by) financial goals, there is the risk of placing financial goals above the 
interest of the public.





https://www.eitfood.eu/reports/trust-report-2021


http://www.eitfood.eu/projects/consumerobservatory
mailto:co@eitfood.eu%E2%80%8B



	Default Section
	Slide 1: EIT Food Consumer Observatory
	Slide 2: Contents

	Intro
	Slide 3: 1. Foreword, introduction and key takeaways
	Slide 4: Foreword
	Slide 5: Building trust in the food system is an essential prerequisite to making it more sustainable
	Slide 6: Key Takeaways (I)
	Slide 7: Key Takeaways (II)

	Status of sust and healthy diets
	Slide 8: 2. The pursuit of sustainable and healthy diets
	Slide 9: The pursuit of sustainable and healthy diets
	Slide 10: Intention to live sustainably has been declining since 2020 but seems to have little impact on sustainability of diets 
	Slide 11: There is a gap between being motivated to live sustainably and making sustainable food choices 
	Slide 12
	Slide 13
	Slide 14

	New products and tech
	Slide 15: 3. Openness of Europeans to new products and technologies 
	Slide 16: Openness of Europeans to new products and technologies 
	Slide 17
	Slide 18
	Slide 19: What we know from previous research1

	Integrity of food and food tech
	Slide 20: 4. Confidence in the integrity of food and food tech
	Slide 21: Confidence in the integrity of food and food tech
	Slide 22
	Slide 23
	Slide 24
	Slide 25: What we know from previous research1

	Trust in actors
	Slide 26: 5. Trust in actors in the food system
	Slide 27: Trust in actors in the food system
	Slide 28: Farmers are the most trusted actors in the food system, all other parties can substantially improve their trustworthiness
	Slide 29: Openness and caring are primary points for improvement across all actors in the food system
	Slide 30: Farmers are the most trusted out of the five food chain actors
	Slide 31
	Slide 32: Decline in trust in retailers, who could play a more active role in influencing consumers choice for the better 
	Slide 33
	Slide 34: Restaurants and caterers1 receive below average trust, small increase in openness 
	Slide 35
	Slide 36: Manufacturers are not highly trusted and are under public scrutiny 
	Slide 37
	Slide 38: Authorities are seen as important but not doing a good job 
	Slide 39
	Slide 40: What we know from previous research1

	Appendix
	Slide 41: 6. Appendix
	Slide 42: Reference EIT Food Trust Report 20211
	Slide 43: About the EIT Food Consumer Observatory
	Slide 44


