
TREND ONE

A MORE PROACTIVE 
APPROACH TO NOURISHING 
THEIR BODY AND MIND
Consumers are now making increasingly educated and 
mindful decisions toward foods and beverages that promote 
physical, mental and emotional wellness. They want more 
from their food, and are seeking inherently nutritious, 
functional foods and beverages that provide benefits like 
sustained energy, satiety and immunity, while prioritizing 
foods that contain nutrients like fiber, protein, healthy fats, 
vitamins and minerals. 

TENSIONS TO SOLVE
Consumers are:
• Increasingly linking mental and emotional health to

physical well-being.

• Increasingly seeking balanced, real-food nutrition that
focuses on quality (vs. quantity) of calories via wholesome,
nutrient-dense foods and beverages that promote satiety
and energy throughout the day.

• Making connections between immunity and overall health
and wellness, including maintaining a healthy weight,
getting proper sleep and managing stress.

• Turning to indulgences that cater to emotional health
management, raising the bar for “permissible indulgences.”

PROOF POINTS 

• 80% of consumers say they are planning to eat and drink
more healthfully compared to 73% prior to the pandemic.1

• 50%+ of global consumers claim they are currently
suffering from moderate, high or extreme levels of stress.2

• 31% of consumers are purchasing more items tailored for
their health.3 

PROOF POINTS (CONT.) 

• 46% of global consumers say they are willing to pay
more for products that have superior function or
performance benefits.4

OPPORTUNITIES
Satisfy consumer demand by:
• Developing products and solutions designed to optimize

physical health and mental wellness at every stage of life.

• Developing nutrient-dense, inherently functional solutions
for foods, beverages and supplements.

• Focusing on foods, beverages and supplements that
support immune function.

• Creating permissibly indulgent options for mental well-
being.

• Exploring modular portion sizing and formats that cater to
multiple eating occasions across the day.

• Considering sensory aspects that signal energy, nostalgia
or comfort: citrus and bright colors for energy, vanilla and
warm or earthy colors for comfort, etc.

From heightened anxiety and stress, to changes in social connectivity, to a more holistic approach 
to wellness, consumer needs are transforming at a rapid pace. 
Understanding foundational macrotrends, human tensions and consumer behavior is key to 
ensuring a sustainable future for your business. Through our proprietary OutsideVoiceSM consumer 
insights platform, we’ve identified five global trends that will shape the food industry in 2021. 

TOP FIVE GLOBAL TRENDS THAT WILL 
SHAPE THE FOOD INDUSTRY IN 2021

1 ADM OutsideVoiceSM

2 Euromonitor International as Reported in “Health by Generation:  
  Understanding Healthy Lifestyles and Behaviors”
3 ADM OutsideVoiceSM

4 Nielsen Quality and Efficacy May Beat Out Price Sensitivity Concerns



TREND TWO

SUSTAINABILITY 
TAKES CENTER STAGE
As communities grapple with how individual behavior impacts 
collective health and social wellness, consumer awareness of 
the connection between the food system and the environment 
has accelerated, increasing demand for companies to 
demonstrate their commitment to responsible sourcing and 
operating standards. In 2021, we expect consumers to make 
more purchasing decisions based on their values.

TENSIONS TO SOLVE
Consumers are:
• Looking for food that is both good for the world and good

for their families.

• Understanding their personal impact on others and the
environment.

• Becoming more knowledgeable about our food system,
especially in the areas of labor issues, environmental
contamination, water quality and deforestation.

• Being drawn to brands that have similar values to
their own.

PROOF POINTS 

• 65% of global consumers try to have a positive impact on
the environment through their everyday actions.5

• 46% of global respondents said they found claims of
“sustainably produced” trustworthy when used on
product labels.5

• 47% of global consumers think that by 2025, climate
change will impact their life more than before.5

• 90% of global consumers want brands to do everything
they can to protect the well-being and financial security of
their employees.6 

OPPORTUNITIES
Satisfy consumer demand by:
• Linking the farm and farmers to the final product.

• Working with natural color and flavor suppliers, like ADM,
who have long-standing vertically integrated supply chains.

• Promoting the social and human aspects of sustainability,
such as social justice, employee welfare and community
engagement.

• Exploring clean labeling, reusable packaging and supply
chain transparency.

5 Euromonitor International Lifestyles Survey. Fielded in Jan-Feb 2020. Reported in  
   “From Sustainability to Purpose: New Values Driving Purpose-led Innovation”
6   Edelman Trust Barometer
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TENSIONS TO SOLVE
Consumers are:
• Increasingly linking gut health and the microbiome

to metabolic health, immune system support and
emotional well-being.

• Becoming more focused on weight, not just because
of its COVID-19 morbidity factor, but because stay-at-
home restrictions, lack of exercise and emotional eating
negatively impact weight and overall health.

• Demonstrating awareness of how food choices contribute
to how they feel. As such, they are looking for added
functionality to further manage stress, sleep and energy.

• Seeking focused, more personalized approaches to gut
health that meet their specific needs.

PROOF POINTS 

• About 1/4 of global consumers suffer from digestive health
issues. Of those, half claim that it has a moderate or severe
impact on their overall health.7

• 46% of global consumers say they are willing to pay more
for products that have superior function or performance
benefits.4

• Close to 1/3 of consumers say they have become more
conscious about their weight, compared to only 21% prior
to the pandemic.8

• More than 50% of global consumers claim they are
currently suffering from moderate, high or extreme levels
of stress.9

• In the U.S., consumers are already using foods and
beverages to manage microbiome health. 59% are using
functional foods; 51% are using functional beverages; 57%
are using supplements.10

OPPORTUNITIES
Satisfy consumer demand by:
• Developing new products with functional solutions

that target the broader benefits of microbiome health,
including immune system support, metabolic wellness,
emotional well-being and energy management.

• Exploring emerging functional ingredients, including
botanicals, probiotics, adaptogens, nootropics and fiber.

• Focusing on the connection between food and wellness by
offering products in low-risk formats that invite consumers
to experiment.

• Creating sensory solutions that help elicit immediate relief,
like the warm and calming aspects of natural ingredients,
such as ginger, cayenne and turmeric.
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TREND THREE

THE GUT MICROBIOME 
EMERGES AS THE 
GATEWAY TO WELLNESS
The pandemic has heightened the awareness of the digestive 
system and its connection to holistic well-being, including 
physical, mental and emotional health. Of particular interest 
is the microbiome’s ability to provide immune system 
support, address weight management and influence 
emotional well-being—all growing concerns that gained 
momentum over the course of 2020. 

8 ADM OutsideVoiceSM

9 Euromonitor International as Reported in “Health by Generation:  
  Understanding Healthy Lifestyles and Behaviors”
10 The Hartman Group. Functional Food & Beverage and Supplements April 2020.
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TREND FOUR

PLANT-BASED FOOD 
BOOM EXPANDS  
BEYOND THE BUN
Protein continues to be held in high regard by consumers and 
many of them are experimenting with plant-based options to 
meet their health and wellness, sustainability, food safety and 
convenience preferences. Exciting new center-of-plate, 
plant-based options that expand beyond burgers into whole-
muscle and convenience formats will drive category growth 
and excitement among flexitarians. New developments in the 
dairy aisle will focus on enhanced nutritional profiles and 
improved sensory characteristics.  

TENSIONS TO SOLVE
Consumers are:
• Adopting a flexitarian lifestyle without sacrificing taste

or consumption rituals by replacing some of their dietary
intake with plant-based alternatives.

• Understanding the link between their food and
environmental issues and questioning the sustainability
of the current industrial foods system.

• Experimenting with new options as they cook more
at home.

• Showing preference for locally sourced, plant-based
products and ingredients.

PROOF POINTS 

• 71% of global consumers say “plant-based” concepts and
claims are appealing to them.11

• 65% of global consumers say they are eating more plant-
based foods and beverages.12

• 47% of global consumers want plant-based products with
enhanced health benefits.14

• 36% of U.S. consumers that buy meat or dairy alternatives
do so because of reasons associated with discovery.13

• Consumer interest in new product innovation globally
includes:14

• 32% in turkey alternatives
• 30.8% in shellfish alternatives
• 34% in convenience formats

OPPORTUNITIES
Satisfy consumer demand by:
• Offering plant-based meat alternatives in convenience

formats and culinary innovations that fit consumer
lifestyles and inspire discovery.

• Providing nutrient-dense solutions that offer more than
just protein through the addition of vitamins, minerals or
other functional health ingredients.

• Creating authentic culinary experiences that leverage
natural colors and flavors to attract flexitarians.

• Committing to clean label and sustainable sourcing for
shorter labels that include desired plant protein types,
natural colors and flavors.

• Focusing on supply chain safety.
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11  GlobalData 2019Q3 Consumer Survey
12 VegNews: 65 Percent of Global Consumers are Making “Seismic  
    Shift” to Plant-based Foods
13 The Hartman Group’s Food + Technology 2019 Syndicated Study.
14 ADM OutsideVoiceSM



TREND FIVE

TRANSPARENCY BUILDS 
CONSUMER TRUST
Beyond clean label, consumers are now seeking higher-
quality products that demonstrate transparency throughout 
their lifecycles—including where they are from, how they are 
made, who they are made by and how they are packaged. 
The events of 2020 are accelerating this shift as consumers 
are becoming increasingly aware of supply chain issues that 
could potentially impact the health and safety of both 
themselves, employees and their local community.

TENSIONS TO SOLVE
Consumers are:
• Wanting safe products for themselves and their families, as

well as the people throughout the supply chain.

• Demanding products with fewer ingredients that are as
close to nature as possible. Attributes such as fresh, whole,
local and seasonal are just as important as what’s not on
the label.

• Desiring greater transparency and cultural authenticity
with both local and locale narratives.

• Expecting traceability, from seed to table.

PROOF POINTS 

• 73% of consumers globally agree that they feel more
positively about companies that are transparent about 
where and how products were made, raised or grown.15

• 52% of global consumers only buy from companies and
brands they trust completely.16

• 26% of global consumers are closely looking for the
country of origin on food and drink labels.17

• 32% of global consumers buy sustainably produced items.18

OPPORTUNITIES
Satisfy consumer demand by:
• Creating an ownable narrative—a consumer-facing story—

around provenance, origin connection, closeness to nature
and growers.

• Formulating with closer-to-nature ingredients to achieve
consumer preferred flavors, colors and nutrients.

• Providing verifiable transparency as part of innovation.

• Accommodating traceability throughout the entire
supply chain.

• Highlighting purity, safety and wellness standards.

15 Nielsen What’s In Our Food and On Our Mind
16 Euromonitor International Lifestyles Survey, 2020.
17 Euromonitor International Health + Nutrition Survey, fielded February 2020 as reported in  
  “Local Vs Global: How Ingredient Trends Reflect Cultural Shifts”
18 Euromonitor International Lifestyles Survey, Fielded Jan-Feb 2020.
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ARCHER DANIELS MIDLAND COMPANY DISCLAIMS ANY AND ALL WARRANTIES, WHETHER EXPRESS OR IMPLIED, AND SPECIFICALLY DISCLAIMS THE IMPLIED WARRANTIES 
OF MERCHANTABILITY, FITNESS FOR A PARTICULAR PURPOSE, AND NON-INFRINGEMENT. OUR RESPONSIBILITY FOR ANY CLAIM IS LIMITED TO THE PURCHASE PRICE OF 
MATERIAL PURCHASED FROM US. CUSTOMERS ARE RESPONSIBLE FOR OBTAINING ANY LICENSES OR OTHER RIGHTS THAT MAY BE NECESSARY TO MAKE, USE, OR SELL 
PRODUCTS CONTAINING OUR INGREDIENTS. ANY CLAIMS MADE BY CUSTOMERS REGARDING INGREDIENT TRAITS MUST BE BASED ON THE SCIENTIFIC STANDARD AND 
REGULATORY/ LEGISLATIVE REQUIREMENTS OF THE COUNTRY IN WHICH THE FINAL PRODUCTS ARE OFFERED FOR SALE.

For additional information, contact us at media@adm.com.




