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on fresh food
Consumer

TRENDS |  Nov 21, 2023

Consumers love fresh food, but grocery retailers are not always on the same page about needs and preferences. This series

highlights the drivers and discrepancies in consumer versus grocer survey data.

Listen to article

Of all the food available at the local grocery store, why is there such a focus on fresh food? According to a Deloitte survey: 

Nine out of 10 respondents say fresh food makes them happy 

91 percent believe a wholesome diet includes fresh food

8 in 10 consumers believe fresh food is more sustainable than processed food

83 percent think fresh food minimizes the risk of chronic health conditions and disease; the same number believe it can

help with weight loss 

Fresh food can be both a doorway of opportunity and a fulcrum for change. However, to realize those opportunities and

navigate change, consumers and retailers should be on the same page—which, according to the recent Deloitte survey data, is

not always the case. 

Purchase drivers for fresh food

Although in�ation for food-at-home has eased somewhat, price continues to lead the purchase drivers (and has done so for

several years). Other drivers, such as personal health and wellness, convenience, and food waste, have remained resilient

through recent changes and turbulence. 

Comparing the executive and consumer survey data provides reason to think the decline in importance for the following drivers

isn't wholly shared by grocery retailers. 
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These purchase drivers may still play a role in helping grocers di�erentiate themselves from the competition. Take both locally

sourced and environmental sustainability as examples. Though they may not be the �nal deciding factors in a purchase, 80

percent said they prefer food retailers that source food from local farms.

Paying the price, even at a premium

With easing in�ation, more consumers are willing to pay a premium for the best fresh food (68 percent), which is 7 percentage

points more than last year and marks a return to near-2021 levels. Grocery retailers are more skeptical, with survey answers

suggesting only 19 percent of their consumers would pay more for sustainable fresh food at an implied average premium of just

12 percent. 



Consumers aren't alone in their perceptions of unnecessarily high prices. A combined 85 percent of grocery retail executives said

either "several" or "most of them" were raising prices more than needed with the purpose of increasing pro�ts. Ten percent of

these said their food suppliers were raising prices to keep up with rising costs.

The sustainability agenda

Consumers and retailers di�er in which part of the value chain they consider most responsible for maintaining and improving

the environmental sustainability of food. Consumers point to food producers, such as farmers, ranchers, and �shermen,

whereas more grocery retailers believe responsibility resides with the government. Perhaps most notably, consumers and

retailers are also skewed on the centrality of their own roles.



You may also be interested in

Fresh food as medicine

Eight in 10 respondents to the Deloitte survey say they actively seek foods that o�er nutrition pro�les personalized to their

needs, up 3 percentage points year over year and an impressive 18 percentage points higher than in 2021.  Similarly, nearly two-

thirds believe fresh food can act like medicine (64 percent). 

However, it takes a system to put food as medicine into action. Forty-six percent of consumers would use an app from their

grocer to help make healthier food choices. And it looks like grocers will be there to meet them—8 in 10 grocery retailers are

investing in digital functionality to help consumers make healthier choices; more than half of this group said the investment was

signi�cant.

Go Deeper

Learn more about consumer preferences for fresh foods: 

Fresh food at the intersection of trust and transparency, Deloitte Insights / Danny Edsall, et al., 2023. 

Footnote:

1. Fresh food as medicine for the heartburn of high prices, Deloitte Insights / Daniel Edsall, et al., 2022.
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#ConsumerMoves #In�ation #ConsumerSignals

Did you �nd this insight useful?

https://www2.deloitte.com/us/en/insights/industry/retail-distribution/fresh-food-trends-produce-traceability-concerns.html?id=us:2em:3pa:society:eng:di:100923


Top �ndings from our High-Impact HR
Operating Model research

This infographic displays how the traditional

HR operating model must evolve into a mo…

Understanding OSMs: A focus on
signals

This video breaks down what is meant by

signals in the context of decision intelligence.

Better support your teams through
better performance management…

This tool can help you take e�ective steps to

propel teamwork and enable team…

Excited about your rewards o�erings?
Tell your workers why.

Organizations shouldn't leave employees to

draw their own conclusions about how and…

The Talent Acquisition Maturity
Model: What level is your org?

Use this tool to navigate the 4 levels of TA

maturity. Understand where you stand and…

2 big reasons why you need to
address workforce experience

It's about making every worker a driver of

change and a builder of productivity.
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