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Consumers
prioritise food
safety
DNV GL�s global ViewPoint survey finds
consumers are more concerned about food safety and health than
environmental considerations
onsumers are significantly more

context or recent scandals, there seems to

Only 19 per cent of consumers use QR

concerned about food safety

be less interest in issues such as reduced

codes on packaging regularly but this

than

environmental

greenhouse gas emissions (10 per cent),

would rise to 65 per cent if it was perceived

considerations, according to certification

human rights (13 per cent) and animal

to offer insight into a product’s origin and

body DNV GL’s ViewPoint survey.

welfare (16 per cent).

verification of food safety standards being

A total of 4,500 consumers from across the

“Food safety is still top of the agenda for

globe

food

consumers," said Joy Franks-Laing, global

Consumers are even willing to pay more for

C

met.
were

purchasing

asked
habits,

about
with

their

results

food and beverage manager at DNV GL

products that they trust. If the product

indicating a strong preference for factors

the

Business Assurance. "However, the survey

information is verified or if the product or

impacting the individual consumer.

results seem to indicate that while food and

manufacturer is certified to a food safety

beverage manufacturers and retailers may

standard, 69 per cent are willing to pay

According to DNV GL, food safety (55 per

have invested considerably in protecting

more.

cent of respondents) and health issues (53

consumers, they are not 100 per cent

per cent) are regarded more important than
wider

external

factors,

such

as

convinced that all products are safe to
consume."

environment (38 per cent) and social
aspects (35 per cent).
Wider issues such as the environment or
social aspects, with the exception of waste

at the manufacturer level. The survey
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is instant through an engaging QR code

The survey was conducted in March 2020
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