Eating at Home?

Global Consumers Crave Foreign Fare and Handmade Care
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Eating at Home?

Global Consumers Crave Foreign Fare and Handmade Care

New York, NY - Global tastes are diverse and nowhere is that more prevalent than in the
kitchens and dining rooms of homes all around the world. When asked about their interest in
a variety of unique food products to be eaten at home, global consumers indicated a wide
array of interests, reflective of increased accessibility to food options as well as a broader
acceptance of different types of food. These are the latest findings of a study conducted by

Ipsos InnoQuest.

“We live in a world of greater food choice, with a heavier emphasis on health, freshness and
variety. But that also means that consumers are more willing to experiment with different
types of foods, including some that might be considered unique or foreign to their traditional
family meals,” says Lauren Demar, Global CEO, Ipsos InnoQuest. “Our most recent study on
the topic found that globally, consumers are most interested in foods from different regions

and cultures as well as artisanal foods which have a handmade quality.”

When asked about their interests for at-home dining and food preparation, overall, global

consumers expressed a keen interest in a number of food types:

e 45% expressed interest in foods from different regions or cultures

e 44% stated an interest in artisanal foods
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e 41% expressed a desire for retro or vintage foods

Do-it-yourself food kits and restaurant brands found in grocery stores met with lukewarm
response, with 36% and 23% of global consumers expressing interest, respectively. And,
despite the current trend of celebrity chefs putting their names on products from canned
soup to pasta sauces to marinades, only 17% of global consumers showed an interest in food

products by famous chefs.

Not surprisingly, different at-home dining options find their hot spots in different markets.
Foods from different regions or cultures draw the most interest from consumers in the UK,
Australia and Germany (70%, 61% and 60% respectively), while artisanal foods gain the most
attention from consumers in Italy, Poland and Sweden (70%, 69% and 69% respectively). For
products associated with famous chefs, they are bound to get more traction in India, China
and Singapore (37%, 29% and 29% respectively) where a larger percentage of respondents

indicated an interest in such products.

“The varying levels of interest in packaged food options indicate that what may be exotic in
one part of the world, may be rather pedestrian in another,” says Demar. “For food marketers
looking to develop new ideas and launch products in new markets, it is essential that they
identify the size of the opportunity early on, taking into consideration local tastes, eating

patterns and customs.”
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These are the findings from a study conducted by Ipsos Marketing via the Ipsos Global @dvisor
International Omnibus, an online survey of citizens around the world. A total of 19,883 adults from
26 countries were polled. The countries included Argentina, Australia, Belgium, Brazil, Canada,
China, France, Germany, Great Britain, Hungary, India, Indonesia, Italy, Japan, Malaysia, Mexico,
Poland, Russia, Saudi Arabia, Singapore, South Africa, South Korea, Spain, Sweden, Turkey and the
United States of America.

Complimentary access to the data in this report for each of the 26 countries is available upon

request from Ipsos InnoQuest.
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