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ABOUT THE STUDY
In February 2016, Havas Worldwide 
partnered with Market Probe 
International to survey 11,976 men 
and women aged 18+ in 37 markets: 

Argentina, Australia, Belgium, Bosnia, 
Brazil, Cambodia, Canada, China, 
Colombia, Croatia, the Czech Republic, 
Estonia, France, Germany, India, Ireland, 
Italy, Japan, Laos, Latvia, Lithuania,
Mexico, Myanmar, the Netherlands,

the Philippines, Portugal, Russia, 
Saudi Arabia, Serbia, Singapore, 
Slovenia, South Africa, Spain, Turkey, 
the United Arab Emirates, the United 
Kingdom, and the United States. 

The survey sample 
was made up of 20% 
leading-edge PROSUMERS 

and 80% 
MAINSTREAM 
consumers. 

Who are Prosumers?
Prosumers are today’s leading influencers and market drivers—and they’ve been a focus 
of Havas Worldwide studies for more than a decade. Beyond their own economic impact, 
Prosumers are important because they influence the brand choices and consumption 
behaviors of others. What Prosumers are doing today, mainstream consumers will likely be 
doing 6 to 18 months from now. Learn more at mag.havasww.com/prosumer-report/.

Prosumer and mainstream respondents 
are segmented into the above generations.  

Note: Some figures do not add up 
to 100 percent due to rounding.

MILLENNIALS 
ages 18–34

GEN XERS  

ages 35–54
BOOMERS 

ages 55+
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For our earliest ancestors, food 
and diet were straightforward 
propositions: They ate whatever they 
could get their hands on, instinctively 
trying to take in however many 
calories they needed to survive 
and reproduce. For 21st-century 
humans, our diets are about so much 
more. Yes, food still provides the 
nourishment we require to survive 
and procreate, but it takes up 
a much bigger space in our lives. 
It’s about lifestyle, about the economy 
and employment, about citizenship 
and stewardship, and, of course, 
about health and longevity. What we 
eat—and choose not to eat—is a daily 
testament to who we are and how 
we are choosing to live our lives. 

The Era of 
Food Concern

(% agreeing strongly/somewhat)
4 / 4 5

What I eat says a lot 

about who I am 

70%  
PROSUMER  

58%  
MAINSTREAM

62%  

MILLENNIALS  

61% 

GEN XERS

56%
BOOMERS



For marketers, there would seem to be an infinite range of ways 
to build meaningful connections between consumers and food 
brands. After all, food is a highly personal product that must be 
consumed by every person on the planet multiple times per day. 
And yet those opportunities to build connections are largely being 
missed. Whereas in the past the food industry created beloved 
brands that accompanied people throughout their lives, today the 
category is rife with distrust and confusion. Many people seeking 
the benefits of smarter food choices don’t feel confident in the 
products—or information—the major food companies provide. 
In our newest global study, fewer than 4 in 10 respondents said 
they trust the food industry to provide them with healthful food. 

And levels of trust are even lower in many countries—dipping to 
28 percent in Belgium and Japan, to around 20 percent in France, 
Germany, Lithuania, and Russia, and to a dismal 9 percent in 
the Czech Republic. The industry is also struggling to meet the 
broader emerging needs of people and the planet. While Google 
strives to provide universal Internet access and help with the 
migrant crisis, food brands are still talking about snacking. Some 
smaller brands are responding to the world’s problems, but the 
giants seem stuck in self-protective mode—for the most part 
responding to criticisms (e.g., marketing to children, excess sugar 
and salt) rather than taking the lead in driving meaningful change. 

I trust the food industry to provide consumers with healthful food 

PROSUMER MAINSTREAM MILLENNIALS GEN XERS BOOMERS
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46% 36% 38% 36% 33%

(% agreeing strongly/
somewhat)



In two of our previous Prosumer Reports, Building Brands That 
Matter and Project: Superbrand, we saw that brand equity is 
driven by quality and trust. It comes as no surprise then that so 
many major food and beverage brands have been facing a steady 
decrease in their attractiveness to consumers. In 2015, for the first 
time in decades, McDonald’s closed more stores than it opened 
in the US, as it struggled to keep up with new competitors and 
changing tastes. Kellogg’s has been experiencing sales declines 
for a number of years, as health– and time–conscious consumers 
have begun to avoid the cereal aisle. And these brands are far 
from alone: It’s estimated that the top 25 US food and beverage 
companies have lost an equivalent of $18 billion in market share 
since 2009. We’re seeing a similar pattern of decreasing brand 
equity in Europe as well. 

Further evidence of this loss of equity: We asked respondents 
to rank six criteria (price, place of origin, nutritional value, 
ingredients, visual appeal, brand name) in terms of how important 
each is in their food-purchasing decisions. Brand name came in 
dead last, with just 13 percent of respondents ranking it first or 
second in importance. Fewer than 1 in 4 included it among their 
top three criteria. What matter now are nutritional value and 
ingredients—and it’s clear that people no longer feel they can 
assume a product is good for them simply because of 
the name attached to it.

Please rank each of these criteria in 

terms of how important it is in your 

food-purchasing choices.

PERCENT RANKING AS #1: 

PERCENT RANKING AS #1 OR #2: 

PLACE OF 
ORIGIN 

VISUAL 
APPEAL

BRAND 
NAME

PLACE OF 
ORIGIN 

VISUAL 
APPEAL

BRAND 
NAME

NUTRITIONAL 
VALUE 

PRICE INGREDIENTS

NUTRITIONAL 
VALUE 

INGREDIENTS PRICE

   8%    7%    6%

20%  17%  13%

30% 26% 23%

52% 52% 45%
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http://www.havas.com/insights/studies/actualites/brand-relevance
http://www.havas.com/insights/studies/actualites/brand-relevance
http://www.havas.com/insights/studies/actualites/project-superbrand-10-truths-reshaping-the-corporate-world
http://www.cbsnews.com/news/mcdonalds-to-shrink-in-u-s/
http://www.statista.com/topics/1808/kellogg-company/
http://fortune.com/2015/05/21/the-war-on-big-food/


Grocery shoppers have become conditioned to questioning 
food claims. And who can blame them? That spaghetti and 
meatballs dinner you ate? Judging from news headlines over 
the past couple of years, the “beef” in the meatballs may 
actually have been horsemeat, the “Italian olive oil” you used 
may not have been from Italy or even predominately olive oil, 
and the “Parmesan cheese” you sprinkled on top may actually 
have been wood pulp. Bon appétit!

A brand’s claims mean little now if they can’t be independently 
verified. Popular products marketed as “all natural” have 
been found to contain everything from artificial preservatives 
and thickening agents to potentially carcinogenic chemicals. 
Unclear labeling, regulatory loopholes, and duplicitous 
practices have turned many consumers into food detectives—and 
BS detectors—and it’s beginning to have an impact. As shoppers 
pay more attention to packaging labels, they’ve started pressuring 
companies to remove unpopular ingredients. And more and 
more brands are responding to the pressure, regardless of 
whether they agree that an ingredient is unsafe. Euromonitor 
International reports that the use of high-fructose corn syrup 
in packaged foods and drinks fell 17 percent in North America 
between 2009 and 2014, not because of any proven health 
hazard but simply because consumers decided they didn’t 
want it in their diets.

Consumers’ new role as food “checkers” and their proven 
influence on food companies have created a real sense of 
empowerment. Eight in 10 Prosumers globally—and two-thirds 
of mainstream consumers—now believe consumers should 
have the power to change food policies. This reflects an 
erosion of trust in governmental oversight, as well as the 
increasingly proactive nature of the modern shopper.

7 / 4 5
(% agreeing strongly/somewhat)

Consumers should have the 

power to change food policies 

MAINSTREAM

PROSUMER

80%

66%

http://blog.euromonitor.com/2015/08/is-fructose-the-new-trans-fats.html


Big Food as 
Public Enemy
As people grow more concerned about what’s in the products 
they eat, we’re seeing the category shift to some extent away from 
emotion-based purchases (impulse buying) to a more rational and 
studied approach. We’re also seeing an emerging paradox that 
should be of great concern to food companies: Even as people 
are becoming increasingly obsessed with food, their relationships 
with food brands are weakening. Rather than being lauded as 
the providers of food innovations and cherished products, food 
companies are being blamed for major health issues, including 
rising rates of obesity, diabetes, and cardiovascular disease. 

Food concerns aren’t simply a personal issue, they’re a social one. 
Nearly three-quarters of our respondents believe that junk food 
and unhealthful diets are among the greatest threats facing our 
species. We’ve seen entire civilizations, such as the Maya and 
the Sumerians, disappear because their mistreated ecosystems 
could no longer support their populations. So it’s not too much 
of a stretch to believe that our poor diets and the harm modern 
food industries are inflicting upon our planet are cause for 
concern.

Junk food/unhealthful diets are one of 

the greatest threats facing our species 

PROSUMER  77%

MAINSTREAM  71%

(% agreeing strongly/somewhat)
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What does this mean for the future of food? It means an evolving 
relationship in which people will be asserting more power—
individually and collectively—over the foods and beverages 
they consume. It means food will become further politicized, 
as governments seek to regulate (and tax) unhealthful products, 

as the battles over ingredient labeling continue, and as more 
people seek to align their diets with their sociopolitical views. 
And it means food producers and manufacturers will need to 
enter into a new form of partnership with consumers—or risk 
being replaced on shopping lists.

This report covers five primary trends:

TREND 1: ME, MY BODY, AND THE PLANET 
Health, food, and the environment have always been interconnected, 
but those links became increasingly obscured as more people lived 
far removed from agriculture. As the consequences of the modern 
diet become better understood, people are taking a more holistic—
and proactive—view of food and its impact.

TREND 2: LOCAL IS THE NEW ORGANIC 
Over the past decade, calls to “buy local” have intensified, 
as new consumers seek to support nearby producers and 
merchants and keep retail profits closer to home. In the 
food category, “buy local” is about optimizing freshness and 
health, protecting the planet, and feeling closer to the land. 

TREND 3: RAW PLEASURE 
In our increasingly artificial world, truly natural products 
have become almost an exotic indulgence. For the new consumer, 
eating nature-made, unadulterated foods is more than a pathway 
to health. It confers pleasure and even a sense of status.

TREND 4: #FOODPORN IS A TOTAL TURN-ON 
From obsessively Instagramming their meals to marathoning 
food TV, new consumers—millennials especially—are enthusiastic 
foodies. That’s having an impact in an array of categories, including 
media and travel.

TREND 5: SOCIAL EATING IS BACK 
After decades spent speeding up food preparation and 
perfecting the art of eating on the run, people are seeking 
a return to the romance and traditions of communal dining.



ME, 
MY BODY, 
AND THE 

PLANET 

TREND 1



Food is killing us. And we have no one to blame but ourselves.

Leave it to humans to turn a substance that’s essential to 
life into something that threatens our entire species. Each 
year, unhealthful diets contribute to more than 11.3 million 
deaths globally. And obesity rates have risen so high they’re 
costing the global economy some $2 trillion per year.

Food is also making us sick in more immediate ways. Nearly 1 in 10 
people on the planet fall ill due to a food-borne disease each 
year, with some 420,000 dying as a result. Outbreaks of E. coli, 
listeria, and other illness-inducing bacteria (or the presence of 
other contaminants) routinely affect chain restaurants (Jack in the 
Box, Taco Bell, Chipotle), packaged food brands (Odwalla juices, 
Jensen Farms, Dole), and even national product lines (Chilean 
grapes, Chinese milk, Irish pork). These incidents are having an 
impact: Nearly three-quarters of our global sample (73 percent) 
worry that our food supply is becoming increasingly unsafe.

8 of the 10 leading causes of death in the US—including coronary
heart disease, stroke, some types of cancer, and diabetes 
mellitus—are related to diet and alcohol. [US Surgeon General]

TREND 1  ME, MY BODY, AND THE PLANET 

I worry that our food supply is becoming 

increasingly contaminated/unsafe 

1 1  / 4 5

PROSUMER  82%

MAINSTREAM  71%

(% agreeing strongly/somewhat)

http://www.consumersinternational.org/news-and-media/news/2015/05/survey-wha2015/
http://www.consumersinternational.org/news-and-media/news/2015/05/survey-wha2015/
http://www.mckinsey.com/industries/healthcare-systems-and-services/our-insights/how-the-world-could-better-fight-obesity
http://www.nytimes.com/1993/02/06/business/company-news-jack-in-the-box-s-worst-nightmare.html
http://www.nytimes.com/1993/02/06/business/company-news-jack-in-the-box-s-worst-nightmare.html
http://www.nbcnews.com/id/16035176/ns/health-infectious_diseases/t/taco-bell-acts-after-e-coli-outbreak/
http://www.fda.gov/Food/RecallsOutbreaksEmergencies/Outbreaks/ucm470410.htm
http://www.foodsafetynews.com/2009/09/meaningful-outbreak-4-odwalla-apple-juice-e-coli-o157h7-outbreak/#.Vx0O6fkrJD8
http://www.foodsafetynews.com/2015/02/settlement-reached-in-2011-cantaloupe-linked-listeria-outbreak/#.Vx0PFPkrJD8
http://www.cdc.gov/listeria/outbreaks/bagged-salads-01-16/
http://www.nytimes.com/1989/03/15/us/chilean-fruit-pulled-from-shelves-as-us-widens-inquiry-on-poison.html
http://www.nytimes.com/1989/03/15/us/chilean-fruit-pulled-from-shelves-as-us-widens-inquiry-on-poison.html
http://www.forbes.com/sites/yanzhonghuang/2014/07/16/the-2008-milk-scandal-revisited/#5d656fda4428
http://www.theguardian.com/uk/2008/dec/09/irish-pork-dioxins-food-scare


Throw in the fact that we’re constantly being 
told the foods we love are bad for us (the World 
Health Organization recently reported that 
processed meats cause cancer), and it’s easy to 
see why people are worried about what they’re 
putting in their bodies.

A Tipping Point
The good news in all this bad news: We seem to 
have reached a tipping point at which people no 
longer can ignore the consequences of their poor 
food choices. In a global survey Havas conducted 
in 2010, just under two-thirds of the total sample 
(65 percent) agreed they were more aware of the 
nutritional value of the foods they ate than they 
used to be. As of 2016, that figure has jumped to 
74 percent. Prosumers, as usual, are leading the 
way, with their agreement levels increasing from 
76 percent in 2010 to 85 percent in 2016. Levels 
of agreement also are substantially higher in a 
number of emerging markets, including Cambodia, 
Colombia, Myanmar, Turkey, the Philippines, 
India, and South Africa.

I am much more aware of the nutritional/health 

value of the food I eat than I used to be  

1 2 / 4 5
(% agreeing strongly/somewhat)

PROSUMER

85%

71%
MAINSTREAM

http://www.cancer.org/cancer/news/news/world-health-organization-says-processed-meat-causes-cancer
http://www.slideshare.net/HavasWorldwide/havas-ww-prosumer-report-health-and-wellness-powerpoint-deck


This heightened awareness of nutrition signals a general faith in 
food efficacy. Around 9 in 10 Prosumers and 8 in 10 mainstream 
consumers believe food can be as effective as medicine in 
maintaining overall health. Around the same percentages believe 
that most diseases and illnesses can be prevented by a healthful 
diet. Of course, not everyone who recognizes the benefits of a 

healthful diet has the willpower to stay away from foods in the 
“bad” column, and so fewer than half the global sample believe 
the things they personally eat and drink will help them live longer. 
And 1 in 5 millennials actually think the foods and beverages 
they consume will hasten their deaths.

Food is as effective as medicine in 

maintaining one’s overall health 

A healthy diet prevents 

most disease and illness
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PROSUMER
MAINSTREAM

(% agreeing strongly/somewhat)

87%89%

79%79%



Help me to 

live longer 

Cause me to 

die younger 

Have no effect 

on my life 

expectancy

I believe the foods and beverages I regularly consume will… 
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PROSUMER
MAINSTREAM
MILLENNIALS
GEN XERS
BOOMERS

(% agreeing strongly/somewhat)

30%

 

39%

 

36%

 

38%

 

43%

18%

 

17%

 

21%

 

16%

 

9%

52% 

44% 

44% 

46% 

48%



(% agreeing strongly/somewhat)

More than 8 in 10 respondents believe it’s their responsibility 
to carefully choose what they eat in order to stay healthy. 
And around a quarter of the sample—including a third of 
millennials—make use of one or more digital devices to help 
keep their diets on track. For most people, eating better comes 
down to embracing some foods while minimizing or avoiding 
others. Around half the Prosumers surveyed make it a point 
to incorporate so-called superfoods such as mangosteen and 
flaxseed into their diets. The current juicing boom is evidence 
that people are getting serious about consuming more fruits 

and vegetables—and letting Mother Nature serve as a natural 
alternative to the modern medicine chest. Even more popular 
is the omission of specific foods and ingredients. Around three-
quarters of respondents worry about the artificial ingredients 
in what they eat, and nearly two-thirds avoid eating GMO foods 
as much as possible. Sugar also has emerged as a nutritional 
bogeyman, with a majority of those surveyed believing it to
be as detrimental to health as cigarettes. 

I have used one or more digital devices 

to help me monitor my food intake and 

make healthful food choices 

It’s my responsibility to carefully choose 

what I eat to avoid disease/illness 
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PROSUMER  

89% 80%
MAINSTREAM  

37%

23%

23%

11%

33%

PROSUMER
MAINSTREAM
MILLENNIALS
GEN XERS
BOOMERS

http://www.foodrepublic.com/2014/01/15/green-is-the-new-gold-the-raw-facts-on-how-juicing-is-taking-over-our-lives/


I worry about the impact 
the artificial ingredients I eat 
and drink have on my health 

I avoid eating genetically 
modified foods (GMOs) 
as much as possible 

Sugar is as bad for one’s health as cigarettesI make it a point to 
incorporate superfoods 
(e.g., mangosteen, açaí, 
flaxseed) into my diet 

1 6 / 4 5
PROSUMER MAINSTREAM MILLENNIALS GEN XERS BOOMERS (% agreeing strongly/somewhat)

83%

71%

71%

62%

64%

54%

49% 

34%

40% 

36%

27%



Eating for 
the Planet
In recent studies, we’ve monitored the growing 
movement toward collective health. More 
people have begun to understand that their 
personal health has a social and economic 
impact on their communities. And now more 
of us are seeing that our personal diets also 
have an impact on the planet that supports 
us. Whether we choose a diet that’s plant-
based or meat-based, whether we opt for 
produce that’s local and in season or shipped 
in from faraway lands, whether we purchase 
organically grown foods or live mostly 
on highly processed fast food, whether we 
support food companies that are doing good 
for the world—each of these decisions 
makes a difference to the health of the 
planet just as surely as it impacts our 
own individual health. 

I pay attention to food ethics (e.g., buying 

cage-free eggs, avoiding products from 

companies whose politics I don’t support) 

PROSUMER

62% 50%

MAINSTREAM

17 / 4 5
(% agreeing strongly/somewhat)



We should eat less meat to...
preserve our health protect the planet 

How to feed 8 billion people without further degrading the 
environment is an issue that is slowly but surely entering the public 
consciousness. It’s all part of the movement toward more mindful 
consumption. In our new survey, half of mainstream consumers 
and 6 in 10 Prosumers said they are paying attention to food 
ethics. This can mean anything from buying cage-free eggs 
to avoiding products made by companies employing 
environmentally harmful practices. 

There appears to be a growing consensus that meat-based diets 
are a mistake. People are beginning to understand not only the 
unhealthfulness but also the planetary costs of eating meat—for 
instance, that a typical hamburger requires 500 gallons of water 
to produce—and so are increasingly open to the idea of reducing, 

if not completely eliminating, their meat consumption. More than 
half the global sample (54 percent) believe people should eat 
less meat for health reasons, and nearly as many (47 percent) 
believe we should do so to protect the planet. The females in our 
sample were significantly more willing than the males to reduce 
their meat consumption. It’s worth noting that these anti-meat 
sentiments were every bit as strong in such meat-eating (and 
meat-producing) capitals as Argentina, Brazil, and the US. Already, 
nearly a quarter of the sample (22 percent) describe their diets 
as vegan, vegetarian, or pescatarian (yes to fish, no to meat and 
poultry). Companies are responding by producing an array of 
meat alternatives. Startups in the space include Modern Meadow 
(vegan meat and leather), Beyond Meat (meat from vegetal 
protein), and Muufri (animal-free milk). 

1 8 / 4 5
PROSUMER MAINSTREAMMALE FEMALE (% agreeing strongly/somewhat)

51 61 43 5358 53 50 46

http://www.modernmeadow.com/#home-1
http://beyondmeat.com/
http://www.muufri.com/


What do our growing food fears and our desire to eat more 
mindfully mean for the future of the food industry? Most 
important, food companies need to prove themselves worthy 
of consumers’ trust and show that their products are good for 
both the end user and the planet. People want to see more 
brands taking the lead in removing unwanted ingredients from 
their product lines, and in refining production techniques and 
supply lines to be more sustainable. After announcing plans to 

eliminate artificial flavors and colors from their cereals, Kellogg’s 
and General Mills joined Mars and Campbell’s in agreeing to start 
labeling products containing GMOs. Transparency is vital, and 
there will continue to be an eager audience for apps and guides 
that let people evaluate brands before they buy. The Fooducate 
app lets shoppers compare the healthfulness of popular brands, 
while Shop Ethical! gives the lowdown on the environmental and 
social records of the companies behind major brands. Also 
on the rise: “ugly produce” and waste-based cooking, as more 
restaurants and brands work to address the huge problem of 
food waste.

“WE MAY FIND IN THE LONG RUN THAT TINNED FOOD 
IS A DEADLIER WEAPON THAN THE MACHINE-GUN.” 

—GEORGE ORWELL

1 9 / 4 5

http://www.fooducate.com/
http://www.ethical.org.au/3.4.2/get-involved/resources/shop-ethical-app/
http://www.npr.org/sections/thesalt/2016/03/07/469530045/from-ugly-to-hip-misfit-fruits-and-veggies-coming-to-whole-foods
http://www.pastemagazine.com/articles/2015/05/6-chefs-who-fight-food-waste-with-trash-cooking.html


TREND 2

LOCAL IS THE NEW ORGANIC



21 / 4 5

In our Prosumer Report on superbrands, we saw that “quality” 
is the most important thing people want from brands. In the 
food category over the past couple of decades, perceptions of 
higher quality gradually moved beyond the premium category 
to include organics. Organically produced foods are considered 
healthier, purer, and kinder to the land than their chemical-
laden counterparts. And people who insisted on organics 
were able to feel a bit superior to other shoppers—more 
educated about the dangers of modern farming practices 
and less willing to expose their families to pesticides and 
other undesirable chemicals.

Organics fall short in two important ways, however: They don’t 
necessarily deliver value to the local community, and getting them 
from farm to plate can put a strain on the environment. Enter: 
local. Locally produced foods—organic or not—support local 
economies, tend to be fresher and more nutritious, and (whether 
the belief is justified or not) are widely deemed safer than foods 
shipped in from afar. Over the past few years, “locally grown” has 
begun to supplant “organic” in the hearts of mindful consumers, 
who want to feel that the foods they purchase have the best 
possible social impact. In our newest study, nearly a third of the 
sample described their usual diet as “locally grown/produced,” 

I’m willing to pay more for locally 

grown/produced food products

I make an effort to avoid 
foods that are out of season

TREND 2  LOCAL IS THE NEW ORGANIC PROSUMER
MAINSTREAM

(% agreeing strongly/somewhat)

48%

55%

PROSUMER

72%

60%
MAINSTREAM

60%

72%

http://www.havas.com/insights/studies/actualites/project-superbrand-10-truths-reshaping-the-corporate-world


compared with just 18 percent who described it as “organic.” 
Moreover, 7 in 10 Prosumers and 6 in 10 mainstream consumers 
said they’re willing to pay more for foods that are produced locally. 
And around half of both groups are making an effort to avoid 
foods that are out of season—a major shift, given how accustomed 
we’ve become to buying fruits and vegetables from distant 
locations regardless of the time of year.

This push for locally grown food can be seen in the rapid 
proliferation of farmers’ markets (up 160 percent in the US 
between 2006 and 2014), the success of Whole Foods and similar 
retailers, and the rise of backyard farming. It’s also very much 
evident in the boom in urban agriculture. The United Nations 
Development Program (UNDP) estimates that urban agriculture 
delivered up to one-fifth of the food produced in 1993. In the four 
years since The Wall Street Journal predicted that the future of 
agriculture would be in cities, “vertical farming”—growing crops 
in urban high-rise greenhouses—has gained traction around the 
world. In Linköping, Sweden, a 12-story triangular building under 
construction will be one of the tallest vertical farms in the world. 
In Chicago, an old meatpacking facility has been transformed 
into a farm where vegetables are grown on floating rafts and are 
nourished by waste from fish tanks nearby. In recession-battered 
Detroit, farming has expanded all around the metro area and 
is being lauded as a way to help get the city back on its feet. 

By bypassing intermediaries and long-haul transportation, 
urban agriculture moves food much closer to the end user, both 
physically and psychologically. That psychological connection 
accounts for a big part of the appeal of local. After decades of 
moving farther away from food production, people are craving 
a more authentic, nature-based relationship with the foods 
they eat and want to feel connected to the farms and other 
points of origin of their personal food supply chains. A majority 
of those surveyed—and 6 in 10 Prosumers—prefer to buy from 
local producers rather than from a supermarket. In France—a 
country serious about its food and known for its environmental 
consciousness—three-quarters of Prosumers and 63 percent of 
the mainstream would opt to buy from a local producer over a 
larger retail outlet. With local, trust and familiarity are returned 
to the purchase equation.

2 2 / 4 5

http://www.fao.org/fileadmin/templates/FCIT/PDF/UPA_-WBpaper-Final_October_2008.pdf
http://www.wsj.com/articles/SB10000872396390443855804577602960672985508
http://www.hortidaily.com/article/13878/Sweden-Plantagon-to-build-unique-vertical-greenhouse-for-urban-agriculture
http://www.hortidaily.com/article/13878/Sweden-Plantagon-to-build-unique-vertical-greenhouse-for-urban-agriculture
http://plantchicago.org/
http://plantchicago.org/
http://www.dailydetroit.com/2015/07/06/10-detroit-urban-farms-rooting-goodness-into-the-city/


I prefer to buy from a local producer 

rather than a supermarket

Buying local has another sizable advantage: It allows consumers 
to push back against the forces of globalization and 
homogenization. A majority of those surveyed worry that 
fast food has killed local food and culture. By going local, they 
feel reconnected to their local lands and weather patterns. 
As more people join the “foodie” culture, there’s a growing 
appreciation for the subtle flavor differences afforded by 
varied soil compositions and growing conditions. 

Fast food has killed local food and culture (% agreeing strongly/somewhat)

PROSUMER

62%

56%
MAINSTREAM

60%  51%  



In the US, food travels an average of 1,500 miles before it reaches 
a diner’s plate. In addition to the environmental consequences, 
this means produce tends to be less flavorful because it’s either 
picked early and allowed to ripen in transit or is consumed well 
past the peak of freshness. More and more, people will reject this 
intermediary-based system in favor of distribution networks that 
allow them to connect directly with producers. It’s already begun 
to happen: In Europe, The Food Assembly is a collective of 
networks that link the public directly to small-scale producers 
of high-quality foods. Begun in London in 2014, the collective has 
now spread across Europe, with more than 700 assemblies in 
six countries. In the US, Relay Foods lets members order from 
more than 200 local farms and food vendors and delivers their 
selections to their home or a nearby pickup point. Whether you’re 
purchasing bread, beef, or broccoli, you can find out all about who 
produces it and how on the website. We’re also seeing the growth 

of platforms that allow people to cook for one another, bypassing 
restaurants and other commercial food preparers. In France, for 
instance, Comuneat is an online platform that connects cooking 
enthusiasts with people who want to eat their food. A member 
can find a neighbor willing to prepare a specific dish and can 
then pick it up for dinner on the way home from work. 

It’s become abundantly clear that the new consumer is not 
satisfied with the modern system of food distribution, which 
has succeeded so well in disconnecting people from nature and 
producers. Big Food brands must work to reestablish the sense of 
community, seasonality, and authenticity that has been lost for so 
long. Meeting these growing consumer demands will require more 
than establishing a line or two of organic products. It will mean 
creating more truly local products (not just in name or packaging 
but in ingredients), finding ways to connect consumers to local 
food producers, and helping customers feel more of a primal 
connection to the foods they eat.
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https://thefoodassembly.com/en
https://www.relayfoods.com/welcome
https://www.comuneat.fr/


RAW 
PLEASURE

TREND 
3



There was a time when the pleasure hits we derived from food 
were tied to richness, exoticism, and high calorie counts. Think 
about the theater of a flambéed Baked Alaska or the decadence 
of a Triple Pork Poutine. Today, luxury in the food category 
is linked more to health than to hedonism. Freshly prepared 
wheatgrass juice, grass-fed beef, and the like have become the 
new indulgences, allowing people to feel good about themselves 
and even a little bit superior to those who consume only widely 
available, highly processed foods.

We asked respondents which of 15 terms described their usual 
diets. It’s telling that the number-one choice was “balanced,” 

followed by “healthful.” Despite all the media hype over 
specialized diets, people are discovering that the best diet 
typically is a varied one that includes a healthful balance of the 
different food groups. A majority of respondents agreed that the 
food tribes we hear so much about—from vegetarian and paleo 
to gluten-free—are “nonsense,” promoted by celebrities but not 
as beneficial as eating all things in moderation. This attitude is 
in keeping with the finding from our 2012 global survey that 
75 percent of Prosumers and 63 percent of the mainstream try 
to “listen” more to their bodies than they used to. It’s all about 
getting back in touch—and in sync—with nature rather than 
fighting it with artificial ingredients and ways of living.

TREND 3  RAW PLEASURE
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“IF YOU TRULY GET IN TOUCH WITH A PIECE OF CARROT, 
YOU GET IN TOUCH WITH THE SOIL, THE RAIN, THE SUNSHINE. 

YOU GET IN TOUCH WITH MOTHER EARTH…” —THICH NHAT HANH 

http://www.havas.com/insights/studies/actualites/my-body,-myself,-our-problem-health-and-wellness-in-modern-times


Which of these terms 

describe your usual diet? 
(CHOOSE ALL THAT APPLY)
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MILLENNIALS
GEN XERS
BOOMERS

51
55

22
29
3557

23
30
35

47
50
56

16
19
21

16
12
10

18
18
16

19
14
14

Balanced
Locally grown/
produced

6
6
5

12
11
8

7
8
9

Gluten-freeVegetarian Raw

Healthful Low-fat

6
5
3

Dairy-free

Low-calorie

5
6
3

5
4
2

Pescatarian Vegan

4
3
3

Paleo

12
12
11

None of these 

Organic Highly processedUnhealthful



just a fad, 
promoted by 
celebrities 

nonsense—we should 
all eat everything in 
moderation 

 
Our survey makes it clear that people are deriving pleasure 
from eating in a way that’s closer to what nature intended. And 
yet we also know that the push for convenience and time-savers 
is stronger than ever. So brands will need to make it as easy as 
possible for people to consume the raw and minimally processed 

foods they feel good about eating. Stepping into the breach 
are a growing number of companies offering such products as 
cold-pressed juices (Suja Juice, Urban Remedy), nutritious meal 
boxes (Purple Carrot, Green Chef), and healthful snacking 
subscription boxes (NatureBox, Vegan Cuts). We’re also seeing 
many more startups combining the health benefits of plant-based 
diets with the convenience of fast food. Among them: Zoë’s 
Kitchen, Loving Hut Express, and Maoz Vegetarian.

Food tribes such as vegan, paleo, and gluten free are... 
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PROSUMER
MAINSTREAM

(% agreeing strongly/somewhat)

60%  57%  52%  49%  

http://www.sujajuice.com/about/
https://www.urbanremedy.com/
https://thepurplecarrot.com/
https://greenchef.com/home
https://naturebox.com/homev2/
http://vegancuts.com/snackbox
http://zoeskitchen.com/home.aspx
http://zoeskitchen.com/home.aspx
http://express.lovinghut.co.uk/uk-loving-hut-express/home/
http://www.maozusa.com/


TREND 
4
#FOODPORN IS 
A TOTAL TURN-ON



Never before has a generation of young people been as 
obsessed with food as millennials are. Food is now a rich source 
of entertainment, a hobby, and a craft. A survey by Eventbrite 
found that nearly half of polled 18- to 34-year-olds in the US 
had attended five or more wine, beer, or food events in the 
previous 12 months.

In our latest research, a majority of millennials and nearly 
two-thirds of Prosumers identified themselves as foodies. 
Most millennials and Prosumers count dining in restaurants 
as a favorite social activity and consider food shopping one 
of their favorite chores.

TREND 4  #FOODPORN IS A TOTAL TURN-ON

“THE DISCOVERY OF A NEW DISH DOES MORE FOR THE HAPPINESS 
OF THE HUMAN RACE THAN THE DISCOVERY OF A STAR.” 

—JEAN ANTHELME BRILLAT-SAVARIN 
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http://www.beveragedaily.com/Markets/The-rise-of-festivals-A-route-to-reach-the-millennial-generation


For younger people especially, food is a source of status and 
conversational currency. Dining in restaurants used to be a social 
experience because of the conversations one had at the table. 
Now the social interaction is just as likely to be online, as people 
“check in” to the restaurant on Facebook or Foursquare, post 
photos of their meals on Instagram, and review the experience 
on Yelp or TripAdvisor. Research by Havas PR in 2015 found that 

44 percent of millennials had posted a food or drink photo 
on social media. The so-called Instagram effect has grown so 
powerful that some restaurants, including the Chili’s chain in 
the US, have changed their décor and menus so the food will 
photograph better. A cartoon circulating online speaks volumes: 
It shows a waiter anxiously asking a customer, “Is everything OK? 
You haven’t photographed your food.”
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PROSUMER MAINSTREAM MILLENNIALS GEN XERS BOOMERS

Dining in restaurants 
is one of my favorite 
social activities 

I enjoy food shopping 
and consider it one of 
my favorite chores

I consider myself a 
foodie—a real lover 
of gourmet eating 
and/or cooking 

(% agreeing strongly/somewhat)

63 69 6143 49 4052 56 5345 51 4334 44 34

http://us.havaspr.com/storage/HavasPR_FoodTrends_September2015.pdf
http://adage.com/article/cmo-strategy/chili-s-tweaks-food-instagram/298625/
http://www.spectator.co.uk/comic/food-6/
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Which of these do you do 

at least a few times a year? 
(CHOOSE ALL THAT APPLY)

PROSUMER
MAINSTREAM

Watch cooking 
shows on TV 

Attend a 
dinner party 

Purchase food 
items online 

Read cookbooks or 
cooking magazines 

Attend a cooking class 
(online or in person) 

Visit food-oriented/
cooking websites 

Host a dinner 
party in my home 

Share recipes online 

Purchase cookware/
a kitchen gadget None of these 

69%

32%

53%

14%

64%

60%

34%

58%

66%

3%

56% 41%

8%

48%

48% 40%

54%

10%18%

18%
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Is Food the New Sex?
With the proliferation of hashtags such as #foodporn and 
#foodgasm, it might come as no surprise that around half the 
mainstream and 6 in 10 Prosumers agree that eating can be as 

pleasurable as sex. Or that a third of our sample would opt 
for an excellent dinner at a restaurant over sex. At 42 percent, 
women were even more likely to choose dinner over sex. 
An additional 31 percent of women chose the neutral option 
(neither agree nor disagree), which means that fewer than 
1 in 4 women would opt for sex over a great dinner.

Eating can be as pleasurable as sex

PROSUMER MAINSTREAM MILLENNIALS GEN XERS BOOMERS

58% 

46% 

54% 

49%

42%
MALE FEMALE

46%  51%  

35% 

34% 

35% 

30%

35%

MALE FEMALE

26%  42%  

(% agreeing strongly/somewhat)

Given the choice between sex and an excellent 
dinner at a restaurant, I would choose the dinner
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Part of the allure of food, especially for Prosumers 
and millennials, is that it offers endless opportunities 
for experimentation and new experiences. Around 
8 in 10 Prosumers and 7 in 10 millennials say they like 
to experiment with new food flavors and ingredients. 
A majority of both groups also enjoy trying “exotic” 
foods and claim to be more adventurous eaters than 
they used to be. Evidence of this trend can be seen 
in restaurants and on store shelves, as brands add 
exotic ingredients (juniper, yuzu, epazote, asafetida) 
and pairings (lemongrass + ginger, balsamic + fig, 
anise + fennel) from around the globe. Further 
evidence is in the growth of specialty food shops 
dedicated to exploring and celebrating single 
ingredients, such as olive oil, vinegar, honey, or salt. 
These shops typically offer tastings, sampler packs, 
and sometimes monthly shipments to encourage 
learning and experimentation. In the US, the O’Live 
a Little store sells extra-virgin olive oils infused with 
flavors such as bacon, basil and lemongrass, and 
jalapeno. There are also plenty of options for people 
who want to indulge in exoticism while still buying 
locally. Canada’s The Salt Cellar, for instance, offers 
a wide variety of infused and smoked sea salts that 
are locally sourced.

I like to experiment with new 

food flavors and ingredients

(% agreeing strongly/
somewhat)

81% 60% 70% 65% 54% 

PROSUMER MAINSTREAM MILLENNIALS GEN XERS BOOMERS

https://www.olivealittle.com/
https://www.olivealittle.com/
https://thesaltcellar.ca/


The explosion in foodism has proved a boon for brands in a variety 
of categories, with opportunities extending from food products 
themselves to food travel, food media, and food education. 
We’ll continue to see the development of apps that help foodies 
discover new foods and recipes (Yummly, Foodgawker), connect 
with fellow enthusiasts (Cookpad, Kitchenbowl), find their next 
favorite restaurant (Matchbook, Tastemade), or hunt down the 
best local ingredients (Farmstand, Locavore). There are even 
apps such as Vibrantly and FancyCam to help you take your 
food photography to the next level.

On the Big Food front, being part of foodie conversations on social 
media is a must, as is creating more sophisticated flavor profiles 
and featuring ingredients that address the twin pulls of exoticism 
and localism. With more than 8 million followers on Instagram, 
Starbucks does #foodporn right, with a steady stream of tantalizing 
images of its beverage and food offerings. Take a walk through a 
US supermarket and you’ll see ingredients and flavor combinations 
that would have been all but unheard of a decade ago, from Lay’s 
Wasabi Ginger Potato Chips to Blue Hill’s Parsnip Yogurt and 
Coolhaus’s Balsamic Fig & Mascarpone Ice Cream. Expect to see 
an increase in spices and seasonings that satisfy cravings 
for the new, while also addressing specific health concerns.

I enjoy trying 
“exotic” foods 

I am a more adventurous 
eater than I used to be 
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PROSUMER MAINSTREAM MILLENNIALS GEN XERS BOOMERS (% agreeing strongly/somewhat)

69% 

51% 

58% 

53% 

43%

65% 

46% 

61% 

48%

36%

http://www.yummly.com/
https://foodgawker.com/
https://cookpad.com/us
http://www.kitchenbowl.com/
http://matchbook.co/
https://www.tastemade.com/
http://www.farmstandapp.com/
http://www.getlocavore.com/
https://itunes.apple.com/us/app/vibrantly-pretty-food-photography/id666528082?mt=8
http://fancycamapp.com/


TREND 
5
SOCIAL 
EATING 
IS BACK
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In our 2015 report The Modern Nomad, we revealed the tension 
many people are feeling between wanting to speed up and also 
to slow down. When it comes to food, this tension is beginning 
to fade. Yes, people are still seeking convenience and kitchen 
shortcuts, but there’s a much stronger longing to slow down 
and savor meals—for the sake of both health and sociability. 

Almost 90 percent of Prosumers surveyed—and 80 percent of 
the mainstream—believe that taking the time to enjoy one’s food 
is essential to good health. Most respondents admit to feeling 
rushed during meals, and there’s widespread admiration for 
those cultures that continue to take longer lunch breaks and 
sit down to a good meal in the company of others. 

TREND 5  SOCIAL EATING IS BACK

Taking the time to enjoy one’s 

food is essential to good health 

PROSUMER
MAINSTREAM
MILLENNIALS
GEN XERS
BOOMERS

(% agreeing strongly/somewhat)

80%  

89%  

82%  

80%  

84%  

http://www.havas.com/insights/studies/actualites/the-modern-nomad-connect-me-if-you-can
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I admire cultures where people take 
longer lunch breaks to eat a good 
meal in the company of others 

It’s important to eat at least one 
meal a day with one’s family 

Most of my meals feel rushed; I’d like 
to slow down and enjoy them more 

I don’t like to linger over a meal; I’d rather eat 
quickly and get back to whatever I was doing 

PROSUMER MAINSTREAM MILLENNIALS GEN XERS BOOMERS (% agreeing strongly/somewhat)

85% 

71% 

78% 

75% 

69%

57% 

52% 

57% 

52% 

39%

90% 

83% 

82% 

86% 

82%

30% 

31% 

31% 

28% 

25%



Statistics reveal that Americans eat one in five meals in their 
cars and fewer than five meals in total with their families during 
the week, and yet two-thirds of Americans admire cultures in 
which people take longer, more convivial lunch breaks, and nearly 
three-quarters think it’s very important to eat at least one meal 
a day with family. When the nation known for TV dinners 
and fast-food drive-throughs starts waxing nostalgic about 
multicourse family dinners and communal dining, you know 
the modern modes of living simply are not working out.

While for some countries the idea of lingering over meals remains 
an aspiration, for others it is a deeply ingrained part of the 

culture. In many Mexican cities, townspeople will eat together 
with friends and family in central areas such as parks or town 
squares. In Cambodia, villagers spread out colorful mats and bring 
food to share with loved ones in a sort of potluck. For countries 
without such traditions—or where the traditions are weakening—
social media and apps are attempting to fill the breach. Begun 
in Paris in 2010, Colunching is a communal dining concept that 
has quickly spread to 18 countries. Strangers come together at a 
restaurant to enjoy a good meal and meet new people. The point, 
according to its website, is “to reinvent the tradition of civilized 
dining, with shared moments of conviviality that promote the 
art of conversation and culinary pleasures.”

It’s difficult to imagine a wide-scale return to Old World dining 
customs, but we’re sure to see brands responding to this consumer 
longing in a variety of ways. Already, restaurants are redesigning 
their spaces to encourage strangers to sit together. The head 
architect of Chipman Design Architecture in the US reports 

that 85 percent of the firm’s casual and fast-casual restaurant 
clients now ask them to design communal spaces. But more than 
that, we have seen an immense number of startups capitalizing 
on the “alone together” concept. VizEat and Eatwith are among a 
growing number of companies that offer travelers the opportunity 
to share a meal with a local resident in his or her home. 
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http://www.theatlantic.com/health/archive/2014/07/the-importance-of-eating-together/374256/
http://harpers.org/archive/2014/07/good-pilgrims/
http://tompost.org/2013/07/19/what-happens-when-differing-cultures-eat-together/
http://www.colunching.com
http://www.theatlantic.com/health/archive/2014/03/alone-together-the-return-of-communal-restaurant-tables/284481/
https://www.vizeat.com
https://www.eatwith.com/


We also expect to see an increase in cooking classes, as 
people think more about entertaining or simply dining at home. 
Two-thirds of our global respondents believe that young people 
today know very little about cooking, despite knowing a good 
deal about food. In Boston, nonprofit organization Haley House 
has created Take Back the Kitchen, a cooking, nutrition, and 

gardening program that empowers urban youth and their 
families to take charge of their health and well-being through 
experiential learning. A growing number of other organizations, 
including Rouxbe and Taste of Home, are teaching cooking 
techniques online.

Young people today know a lot about food but very little about cooking 
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(% agreeing strongly/somewhat)

75% 65% 68% 64% 62%

PROSUMER MAINSTREAM MILLENNIALS GEN XERS BOOMERS

http://haleyhouse.org/what-we-do/tbk/
http://rouxbe.com/cooking-courses
https://www.tohcookingschool.com/


FOOD 
RESONATES DIFFERENTLY BY 

CULTURE
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These cultures are traditionally more connected to nature and take a more holistic and balanced approach to life. People in these 
cultures are more likely to tinker with their diets to improve their health than are those in the social-food markets and therefore are 
more apt to belong to food tribes, especially those linked to sustainable consumption. In countries such as India and Laos, people 
view nature as a source of joy and excitement. When it comes to food, they believe taste and naturalness go hand in hand, and they 
enjoy experimenting with natural ingredients, trying unusual dishes, and incorporating superfoods into their diets. These are the 
markets most prone to believing in the therapeutic/preventive powers of food. For them, food is medicine.

In some cultures—especially in warmer areas such as the Mediterranean—food is one of life’s great pleasures. People in France, 
Mexico, Spain, and other food-focused markets consider dining a leisure activity that brings families and friends together through 
shared experiences. Even today, the French refuse to give up their three-course meals and thus spend an average of two hours a 
day around the table. Argentinians religiously spend their weekends with loved ones at long-lasting asados (barbecues). In such 
cultures, taking time to truly enjoy food is seen not only as a social necessity, but also as the natural path to maintaining health. It’s 
all about savoring one’s meals, exploring interesting flavor combinations, and achieving balance. The sense that there are “good” 
and “bad” foods is less pervasive in social-food countries. 

Food Is Social 
EXAMPLES: FRANCE, ARGENTINA, BRAZIL, MEXICO, 
ITALY, SPAIN, COLOMBIA, PORTUGAL, RUSSIA, TURKEY

Food Is Nature 
EXAMPLES: INDIA, CHINA, LAOS, PHILIPPINES,
MYANMAR, CAMBODIA, SAUDI ARABIA, UAE

1.

2.
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“HE SHOWED THE WORDS CHOCOLATE CAKE TO A GROUP OF AMERICANS 
AND RECORDED THEIR WORD ASSOCIATIONS. GUILT WAS THE TOP RESPONSE. 

IF THAT STRIKES YOU AS UNEXCEPTIONAL, CONSIDER THE RESPONSE 
OF FRENCH EATERS TO THE SAME PROMPT: CELEBRATION.”  

—MICHAEL POLLAN, IN DEFENSE OF FOOD: AN EATER’S MANIFESTO

In these cultures, food is a source of worry, uncertainty, and guilt. The emergence of low-nutrient, highly processed foods has led to 
soaring rates of obesity in many of these markets and has sparked negative associations with food in general. People living in fretful 
food cultures are heavy consumers of vitamins and other food supplements because they don’t believe that the foods they eat are 
sufficient to prevent illness and promote longevity. Within this study, they are the markets least likely to believe a healthful diet can 
prevent most disease and illness or that food is as effective as medicine in maintaining overall health. And so a lot of their thinking 
about food centers on avoidance and remorse rather than anything positive. The rushed, nonsocial nature of their food occasions 
is also harming their relationship with food. Many of the people in these countries look with envy upon those cultures that enjoy a 
slower and more sociable approach to dining.

Food Is Fretful
EXAMPLES: US, UK, GERMANY, BELGIUM, JAPAN

3.
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10 Food Trends on Our Radar for 2016 

Souping (juicing 
without all the waste)

Fermentation Heirloom fruits and 
vegetables (including 
“survival” seed packs)

Clean labels Specialty teas 
(including matcha)

Hyperlocal sourcing 
(on-site restaurant 
and market gardens)

Wheat-free flours Probiotics and 
gut health

Turmeric and other 
anti-inflammatory 
spices

“Free from” foods
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Prosumer Reports is a series of thought leadership publications by Havas Worldwide—part of a global initiative to share information 

and insights, including our own proprietary research, across the Havas Worldwide network of agencies and client companies. Havas 

Worldwide is one of the world’s leading communications networks. It was Cresta’s Network of the Year four years in a row and was the 

first to be named Global Agency of the Year by both Advertising Age and Campaign in the same year. Committed to collaboration, 

Havas brings together experts across creative, media, and data to provide the most integrated offering on the market. In 75 countries, 

120 cities, and 316 offices, all 11,500 employees work with best-in-class partners to create, share, and learn. Headquartered in New York, 

Havas Worldwide is the largest unit of Havas Group, a world leader in communications (Euronext Paris SA: HAV.PA).

http://mag.havasww.com/prosumer-report/

Follow us on Twitter @prosumer_report.

 Or contact Matt Weiss, global chief 

marketing officer, Havas Worldwide, 

at matt.weiss@havasww.com. 
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