
This is the fourth in a series of five Fast Facts 
focused on diving into key consumption and 
purchase shifts brought on by COVID-19.

Sustainability has experienced rapid growth over  
the last few decades as consumer awareness improves.  
With COVID-19, our definition and interest in sustainability 
has expanded to encompass environment, community and 
nutrition. Consumers are taking action, actively seeking 
sustainable initiatives and claims on their products.
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FAST FACTS

Sustainable Nutrition  
in a Global Pandemic

Percentage of consumers who say that they have become more attentive 
to sustainability claims made by brands as a result of COVID-191, 2

Percentage of consumers who want safety assurance on the handling  
of food and drink products as a result of COVD-193

Food safety has taken priority for some 
consumers when considering packaging.

Percentage of consumers that believe packaging keeps food safe  
during the COVID-19 crisis2

COVID-19 has amplified the already growing 
sustainability concerns held by consumers 
prior to the pandemic.

Attitudes towards packaging have  
been re-evaluated as hygiene and safety 
become top of mind.

COVID-19 has expanded consumer interest  
to more areas of sustainability.

of Italian consumers report that the 
COVID-19 outbreak has made them worry 
about the safety of unpackaged food4

of French adults think it’s more 
important to protect food 
hygiene than it is to minimise 
plastic packaging waste4

France 

47%

Italy 

49%

United Kingdom 

63%
of UK consumers prefer to buy 
products with packaging that 
will protect the contents from 
COVID-19 contamination4

Australia

Indonesia

China

68%

74%

71%

1. Consumers are making conscious attempts to reduce food waste

3. �Impact of sustainability to product quality and nutrition  
is further highlighted

2. COVID-19 drove attention to supporting communities

of Canadian consumers 
would like to see 

retailers and brands 
help provide products to 
hospitals and other key 

workers who are helping 
address Coronavirus2

of Polish consumers 
are shopping more 

from local businesses 
since the start of the 
COVID-19 outbreak6

of Vietnamese consumers 
would like to see retailers 

and brands donate to 
community-funded 

safety net programs (like 
programs for furloughed 
foodservice workers) in 
response to COVID-192

of Mexican consumers 
have made attempts to 
reduce food waste more 

frequently in the last 
month as a result  

of COVID-192

of German  
consumers look out for 
Non-GMO claims when 
buying food, drinks or 

supplements7

of Filipino consumers 
resolve to plan meals 

ahead to make use of all 
ingredients and  

avoid waste after  
the pandemic5

of Japanese consumers 
say they will pay more 
attention to products 

containing natural 
ingredients as a result  

of COVID-192

of Chinese internet 
users aged 18-49 agree 
reducing product waste 

is more important  
than reducing  

packaging waste5

of Chinese consumers 
say they will pay more 
attention to products 

containing natural 
ingredients as a result  

of COVID-192
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Consumers want to know more about  
how companies are being sustainable.

of Chinese consumers would like 
brands/products and retailers to 
provide more information about 
environmental pledges using 
Blockchain technology7

of Indonesian consumers would like 
to know more information about 
initiatives on environmental pollution 
from brands/products and retailers7

of Mexican consumers would  
like brands/products and retailers  
to provide more information  
about environmental pledges  
using QR Codes7

of global consumers research the 
environmental pledges of brands / 
manufactures / retailers8

58%
of American consumers 
would like to see Non GMO 
claims on dairy products7

74%
of South Korea consumers 
would like to see claims of 
a reduced or non-existent 
carbon footprint on dairy 
products7

Consumers are interested in  
sustainable dairy.

60%
of Japanese consumers 
would like to see claims of 
reduced/no carbon footprint 
on dairy products7

73%
of Mexican consumers 
would like to see claims 
of initiatives around 
the ethical treatment 
of farmers on dairy 
products7

63%
of Chinese consumers 
would like to see claims  
of packaging with  
recycled content on  
dairy products7
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Opportunities
COVID-19 has highlighted the fragile 
nature of our earth, accelerating the 
already growing consumer awareness 
of sustainability around the world. 
While attitudes towards packaging 
have been re-evaluated, as hygiene 
and safety become top of mind, 
consumers are finding new ways of 
leading more sustainable lifestyles as 
a result of COVID-19. 

Consumers are interested in 
sustainable dairy and want to see 
what manufacturers are doing.  
Brands should respond to consumer 
decision making that is increasingly 
based on the multiple facets of 
sustainability, including environmental, 
community and nutrition. On-package 
sustainability claims, as well as the use 
of technology such as blockchain and 
QR codes, can help consumers feel 
better about the decisions they make.

Want to learn more about our sustainability priorities?

Fonterra Co-operative Group Limited and its group members involved in the manufacture or sale of NZMP branded products 
(‘Fonterra’) has provided this ‘NZMP Fast Facts’ for informational purposes only. It does not constitute recommendations 
or advice for the purposes of making financial decisions regarding trading in dairy products or commodities, or dealing in 
financial instruments relating to dairy commodities. Although every effort is made to ensure the accuracy of reproducing and 
interpreting such information, no warranty or representation of such is made and Fonterra shall have no liability in respect of 
any reliance placed on such information in the formulation of any business decision.

Disclaimer:

Click Here
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