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Overview

The food industry is navigating dual pressures: intensifying supply chain constraints
and rapidly evolving consumer demands for healthier, tech-integrated choices.
These challenges are compounded by consumer uncertainty around income growth
and squeezed savings, while brands contend with fierce competition and market
volatility. Yet this evolving landscape also presents compelling opportunities.
Demographic shifts are giving rise to niche customer segments, unlocking potential
for innovative stock-keeping units (SKUs) and new channel propositions tailored to
emerging needs.

As businesses pursue diversification and industries reconfigure to stay ahead of
the curve, new value pools are beginning to emerge. Simultaneously, evolving
consumer preferences, behaviours and purchasing power will redefine where value
is generated and where it diminishes in the decade ahead. Our recent research
outlines how the reinvented global food ecosystem — what we refer to as the ‘How
we feed’ domain - is poised to address both human and business needs, with
companies combining their own capabilities and engaging with ecosystem partners
in new ways.

By 2035, the ‘Feed’ domain in India could achieve a baseline gross value added
(GVA) of USD 1.3 trillion, unlocking substantial growth opportunities for
businesses.! To gain deeper insights into how consumer preferences are shaping the
future of the food industry, our latest ‘Voice of the Consumer’ survey engaged over
21,000 participants across 28 countries, including 1,031 participants from India.

Our research indicates that consumers are prioritising nutrition, affordability and
sustainability — embracing local produce, digital grocery platforms and wellness
technologies. Climate concerns are rising, yet taste, price and nutritional value
remain key drivers of buying decisions. The growing use of healthcare apps and
openness to generative Al (GenAl) signal a new era of personalised wellness. As
anxiety grows around food safety, waste, and additives, consumers are calling for
greater transparency and trust from brands.

Interestingly, while more than half of the consumers surveyed believe that
government and public health bodies should take the lead in promoting healthier
food choices, the recent Goods and Services Tax (GST) reforms appear to align with
these expectations for stronger regulatory action.

The reforms have reduced indirect taxes on essential food items, while significantly
increasing the GST on carbonated, caffeinated, and energy drinks from 28% to
40%.2

1 PwC, Value in motion
2 GST revamp introduces 40% tax rate: What are sin goods and why they are in highest slab? All you need
to know


https://www.pwc.in/value-in-motion.html
https://timesofindia.indiatimes.com/business/india-business/gst-revamp-introduces-40-tax-rate-what-are-sin-goods-and-why-they-are-in-highest-slab-all-you-need-to-know/articleshow/123693531.cms
https://timesofindia.indiatimes.com/business/india-business/gst-revamp-introduces-40-tax-rate-what-are-sin-goods-and-why-they-are-in-highest-slab-all-you-need-to-know/articleshow/123693531.cms
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The convergence of these factors is unlocking opportunities for both established
players and new entrants. For instance, technology companies, traditionally outside
the food business, can help address growing concerns around pesticide usage by
enabling Al-driven precision agriculture that minimises chemical use. Companies
developing wearable technology are empowering users to monitor their nutritional
habits, diets and calorie intake. Likewise, healthcare providers are foraying into
innovative nutrition solutions. For example, one of India’s oldest pharmaceutical
companies offers a diverse range of nutritional products for people of various age
groups and with different types of medical conditions.

This evolution signals a shift in value creation, as companies increasingly transcend
traditional industry boundaries. By harnessing innovation and ecosystem
partnerships, they are tapping into other growth domains to deliver differentiated
value propositions. Going forward, we can expect new areas of convergence in the
food industry to meet rising consumer aspirations around food safety, quality and

nutritional value.




PwC’s Voice of the Consumer 2025: India perspective

PwC 6

India research
findings at a glance
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Cost-conscious consumers are adopting saving
behaviours

63% of consumers in our survey were concerned about

the cost of food. Among those who were extremely, very

or somewhat concerned about food prices, almost half are
prioritising shopping in different stores to maximise savings
through offers, switching to discount stores and seeking
promotions to offset the increased food costs. Further, 44%
of consumers are choosing to buy in bulk, while an equal
percentage of consumers are growing their own food.

Food choices remain rooted in culture

74% of consumers stated that their food choices were deeply
rooted in cultural heritage and longstanding traditions. This
suggests that companies that provide functional heritage foods
(e.g. aam panna and jeera-flavoured drinks) which appeal to
culture, tradition and nostalgia will have an edge.

Taste trumps price, nutrition is also a key driver
of food choices

Globally, for consumers, value (price, promotional offers,
rewards) is the most important factor when choosing food
items. In India, however, quality (i.e. taste of product) dictates
which food items consumers are going to buy. Indeed, 40%

of consumers ranked taste among the top three factors when
selecting food items, while 39% ranked price and 38% listed
high nutritional value as their top three decision-making
factors.

Amid growing food safety concerns, higher
nutritional value is the primary reason to switch
brands

84% of consumers surveyed were extremely or very concerned
about food safety. Respondents also expressed concerns

over ultra-processed foods, pesticide use, and the levels of
additives and preservatives in food. Health benefits, including
higher nutritional value, were in fact cited by consumers as
the primary driver for switching brands, followed by better
taste and better value for money. Interestingly, half of the
consumers believe that food producers and manufacturers are
responsible for incentivising healthy and nutritious eating.
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Convenience is fast reshaping consumer habits

More than 70% of consumers have used supermarkets for
grocery shopping in the last year, 60% have used local
retailers and 55% have used an on-demand grocery delivery
platform. Moreover, 46% are buying ready-to-eat meals, 41%
are ordering takeout, and 38% are eating out at least once a
week.

With the implementation of the GST reforms, dining out is set
to become more pocket-friendly. The GST on restaurant meals
has been standardised at 5%, a reduction from the previous
tiered rates of 12% to 18%, which varied by restaurant
category.®

80% of consumers now use at least one
healthcare app or wearable technology

80% of consumers are using healthcare apps or wearable
technologies to monitor exercise, weight loss, and mental
health and wellbeing. Globally, 70% of consumers are using
these technologies. In India, 60% of consumers are open to
using GenAl to create personalised diet plans and 56% are
open to using it for meal planning. This signals a unique
opportunity for companies to create a holistic wellness
ecosystem merging food, health and technology.

Nearly half of the consumers prefer to buy food
with sustainable packaging

92% of consumers said they were worried about climate
change, with almost 47% admitting to worrying daily.
Reducing their personal food waste (62%) and cutting down
on personal consumption (60%) were the most common
actions taken by consumers to cut down their impact on
climate change. Further, 49% of consumers said they avoided
buying products that were produced in a way that was
harmful to the environment, while 49% said they preferred
foods with sustainable packaging. Indian consumers seem

to be more environmentally conscious than their global
counterparts, with 73% of them (vs 44% globally) expressing
their willingness to pay more to support environmental
sustainability in food production.

Our research indicates that Indian consumers are increasingly
cost-conscious, culturally rooted and tech-empowered. As
health and nutrition take centre stage in consumer priorities,
food and beverage brands are under intensifying scrutiny,
risking a widening trust deficit. To remain relevant, brands
must align their business models with value-driven choices,
simultaneously prioritising innovation in nutrition.

3 New GST rates: How much will you save on your next restaurant bill?


https://www.ndtv.com/food/revised-gst-rates-on-restaurants-dining-out-just-got-cheaper-9215542
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Key insights

1) Cost of living crunch is reshaping
consumer behaviour

Consumers globally agreed that cost of living would have the greatest impact on
their country over the next year. Latin America was an exception, with consumers
in the region citing economic instability as the biggest risk. Environmental damage
and economic instability due to climate change are also top of mind for Indian
consumers. In our 2024 survey,* Indian consumers ranked climate change as the
topmost risk to the country, followed by health risks and inflation.

Threats/risks consumers believe could have the greatest impact on their country in the next 12 months

Q: Which of the following potential threats/risks do you feel could have the greatest impact on your country in the next 12

months?
Cost of living (e.g. cost of everyday items, bills) 15% _
Environmental damage (e.g. air pollution, water quality) 15% _
Climate change (e.g. more extreme weather conditions) 15% _
Economic instability due to climate change 13% e
Health risk (e.g. pandemics, chronic illness, medicine 11% _
shortage, mental health conditions) o
Technology risks (e.g. cyberattacks, hacking, developments _
in Al) 12%

Social inequality (e.g. inequality stemming from income, 8% _
gender, race or ethnicity) 0
Food insecurity (e.g. unpredictable availability of food,

inconsistent access to nutritious food) 4% _

Geopolitical conflicts (e.g. resource and trade disputes, shift in 6%
political landscape, war or terrorism) 0

B Ranked 1-3

| don’t know | 2% Ranked 1

In our research, 32% of consumers said they were ‘financially coping’, while 7%
mentioned that they were financially insecure and struggling to pay bills. The GST
relief is significant for families that previously faced fluctuations in vegetable prices
and food inflation. With the revised GST rates, household budgets are likely to

become more manageable.’

Consumers nonetheless are adopting money-saving behaviours such as shopping

at different stores, switching to products with discounts or using coupons and
promotions. Brands need to respond by institutionalising regular promotional cycles
and enhancing loyalty programmes. These mechanisms not only support short-
term conversion but also foster long-term consumer retention in a volatile pricing
landscape.

4 PwC, Voice of the Consumer Survey 2024: Insights from India
5 Sitharaman & co just slashed your food bill with GST 2.0


https://www.pwc.in/industries/retail-and-consumer/voice-of-the-consumer-survey-2024india-perspective.html
https://economictimes.indiatimes.com/industry/cons-products/food/gst-new-rates-kitchen-essentials-dairy-milk-paneer-roti-revised-gst-rates-food-sitharaman-co-just-slashed-your-household-bill/articleshow/123682803.cms?from=mdr
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Current financial situation

PwC

Q: Which of the following best describes your current financial situation?

My household can pay all bills every month,

and has enough left over for savings, _ 60% ———» “financially secure’

holidays, entertainment, etc.

My household can pay all bills every month,

but has very little/nothing left over for savings, _ 32%

holidays, entertainment, etc.

v

“financially coping’

B
My household struggles to pay all/some bills . 6%
every month °
— ‘financially insecure’
My household cannot pay the bills most of the I 1%
time °
—

| don’t know I 1%

Steps to offset the effects of increased food costs

Q: You've noted that you're concerned about the cost of food. What actions, if any, are you taking to reduce or offset the

effects of food cost?

Shopping in different stores to maximise offers
Switching to discount/store-branded products
Using coupons or shopping for promotions more

Buying in bulk

Growing my own food (e.g. starting a vegetable garden or
growing herbs at home)

Planning my meals ahead of time to reduce impulse spending

Using up the food in my refrigerator/store cupboard before
buying more

Looking for alternative, cheaper ingredients or product
replacements

Shopping for items that may be reduced in price because they
are close to their use-by date

Using the support of food banks/local charities

None of the above

——— 23%

1%
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Key takeaway

Brands must recalibrate their value propositions to better maintaining relevance and driving volume. Moreover, with
serve a consumer base that is increasingly cost-sensitive. climate concerns top of mind for consumers, brands should
With nearly 40% of consumers identifying as financially actively promote their climate and sustainability efforts,
coping or insecure, affordability is no longer a differentiator especially through social media. This is the primary channel
— it is a baseline expectation. Strategic pricing, value-driven through which consumers in our study said that they learned

product portfolios, and targeted promotions will be critical in about such initiatives.

‘|||Il Case in point

In the fast-moving consumer goods
(FMCG) space, brands have introduced
smaller, more affordable access packs

to cater to price-sensitive consumers,
particularly in upmarket categories such
as cheese and premium biscuits.
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2) Taste, price and growing nutritional
awareness are driving food choices

Taste, price and nutritional value are the primary factors when purchasing products.
Health benefits, such as added vitamins, minerals and higher nutritional value, have
emerged as the leading factor influencing consumers to switch food brands. This
signals a growing demand for functional foods that support wellness goals. Taste
and value for money are other key reasons consumers switch brands, reinforcing the
importance for companies to deliver both sensory satisfaction and affordability.

Most important factors when choosing which food items to buy

Q: When you're choosing which food items to buy, which factors are most important to you?

Product taste Comm.
High nutritional value 13% _
From a brand | trust 14% _
It is organic 12% _
Clear nutritional information on packaging 5% _
Environmentally friendly packaging 5% _
Products that have added supplements =~ 4% _
Produced/grown locally =~ 4% _
Produced with ethical practices = 3% _
Specific dietary needs =~ 4% _
Part of a food trend = 4% -
Promotional offers 2‘-

Collecting points/rewards via a loyalty programme 20/-
B Ranked 1-3

Other Ranked 1
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Factors which would encourage you to switch to a different food brand

Q: Which of the following factors, if any, would encourage you to switch from a food brand you usually buy to a different brand?

Health benefits (e.g. added vitamins/mineral, higher nutritional . _
value) 21%
Reputation for high quality or being a trusted brand 11% _

Positive reviews or recommendations from family and/or
friends

Innovative product (e.g. unique or exotic flavours) = 5% -

Evidence of a positive impact and/or contribution to e _

(0]

society/environment

Opportunity to try out new or international culinary foods = 5% -

Itis a local brand = 5% -
Reputation as a trendsetter, leading the way with new -

products/offerings
Engaging digital content (e.g. social media, digital advertising, 3ty-
well-known influencers) ?

3%

Promotional offers 3%

B Ranked 1-3

None of the above Ranked 1
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Key takeaway

The fact that traditional brand equity drivers such as perceived value. They can also invest in nutrient-rich
reputation and word-of-mouth rank lower indicates a shift innovation which in turn opens up possibilities for

in consumer priorities toward product-led differentiation. collaboration with cross-industry players to capture emerging
To remain competitive, brands should clearly communicate value in this segment.

health credentials and ensure pricing strategies reflect

R e9q Proteina” a7 N Case in point

N Leading FMCG players have introduced

'&\‘mmm & SEPARAR PARA %rcm ‘ \

dwtotdormte edulcorantes:  E41Y (IEBS »\\ or acquired brands targeting older
ni e roteinas, en un envase A _CRy : : "

e v e 0°C y $8°C. \R\\ segments, with more nutritious/

functional ingredients and clearly

: . 5 A 3 established wellness benefits. Grocery
e - chains too have rolled out nutritious

: ' health-focused private label options

and wellness aisles. Consumer focus on
health and nutrition is evidenced by the
fact that sales of no-sugar and low-sugar
drinks have doubled in India in 2024.°

4 -

R eigerde entre 0°C y +8°C y

nal/
- “utritio s [0
\ Informacion e, médio
\ 3 \Ja\oteS““m

\alot energético/ Energid
Grasas \ipidos

=

6 The Economic Times, Let there be lite


https://economictimes.indiatimes.com/industry/cons-products/food/let-there-be-lite-indias-new-motto-as-sweet-spot-shifts-to-low-no-sugar-drinks/articleshow/118461356.cms
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Concerns around food

3) Food safety concerns outweigh cost constraints

Consumer expectations around greater food safety underscore the need for
companies in the food industry to explore synergies with those in the health and
wellness industry. In our research, concerns around food safety, nutritional value,
food processing and pesticide use outweighed cost considerations.

Q: How concerned, if at all, are you about the following?

The safety of my food

The nutritional value of my food

Health risks associated with
ultra-processed foods

Use of pesticides in my food

The levels of additives or preservatives
in my food

The amout of food | waste

The cost of my food

Having access to enough food
The carbon footprint of my food

The traceability of my food

. Extremely concerned

DO e T s 6% 2%
DG ws % %
D e
DR s % %
e mw 29% 10%
. Very concerned Somewhat concerned Not at all concerned
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Responsibility for encouraging healthy and nutritious eating

Q: Who holds the primary responsibility to encourage and incentivise healthy and nutritious eating?

The government and public health organisations

Me, the consumer

Food producers/manufacturers

Schools and educational institutions

Retailers/grocery stores

Media and influencers

Restaurants/food service providers

| don’t know
1%

Globally, consumers tend to take personal responsibility for healthy and nutritious
eating. In India, however, 54% of consumers believe the government and public
health organisations are responsible for driving healthy eating. This is followed
closely by personal responsibility (53%) and food producers and manufacturers

. Ranked 1-3
}1% Ranked 1

(51%).

The GST rate cuts are expected to encourage healthier eating habits. Ultra high
temperature milk will now be tax-free (down from 5%), while condensed milk,
butter, ghee, paneer, and cheese have moved down from 12% to 5% or nil in some
cases, ensuring daily nutrition remains tax-free. Dry fruits and diabetic foods have

15

also seen a reduction from 12% to 5% in a bid to promote healthier dietary habits.”

7 GST 2.0 gets the green light: What gets cheaper and costlier from September 227


https://economictimes.indiatimes.com/news/economy/policy/gst-2-0-gets-the-green-light-what-gets-cheaper-and-costlier-from-september-22/articleshow/123681657.cms?from=mdr
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Contribution of big food/beverage companies to improving health of consumers

Q: In your opinion, how could big food/beverage companies contribute to improving the health and wellness of consumers?

Increase nutrition in their core product offerings

Provide more products targeted to specific health requirements

Highlight/emphasise more nutritious choices through focused
marketing

Inform/educate consumers about health and nutrition
Offer more lower calorie products

Sponsor/create initiatives that encourage healthier lifestyles

Sponsor/create initiatives that encourage healthier eating and
more movement

Adapt products to reflect local/cultural tastes

Offer a wider range of serving/portion sizes

Provide me with tailored nutrition advice/recipe ideas based on
my personal data

Meet their climate goals

| don’t know 3%

When asked how major food and beverage companies can contribute to consumer
health and wellness, consumers recommended that they should increase nutrition
in their core product offerings, offer specific health-related products, and focus on
marketing more nutritious choices. Companies could therefore look at enhancing
the nutritional profiles of traditional products while also maintaining taste and
affordability — the key drivers of consumer choices.
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Expected changes in food consumed across specific categories

Q: Do you expect any change over the next six months in the amount you eat from the following categories?

No change I do not buy
this category

Fresh produce (fruits 2% I4% 16% 38% 0%

and vegetables)

Vitamins and supplements 3% I 5% 25% 24% _ 5%

Dairy products 3%l 6% 20% 26% 1%

Grains and pasta (e.g. rice, 2%' 9% 32% 22% 1%

pasta, quinoa)

Fresh poultry 2%l 8% 20% | 18% 1%

Snacks (e.g. chips, nuts, . 17% 28% 18% 1%

snack bars)

Fresh seafood sl 7% 25%  18% | &0% 17%

Prepared foods (e.g. deli items, % 14% 26% | 19% 6%

ready-to-eat meals)

Non-alcoholic beverages - 14% 31% 15% 7%

(e.g. soft drinks, juices)

Packaged foods (e.g. canned -

goods, frozen meals, condiments) 19% 26% 15%

9%

10% 20% @ 12% 32%

Fresh red meat . 10% 24% 16% _ 20%

Alcoholic beverages (e.g. beer,
wine, spirits) -

B significantly decrease Slightly decrease Slightly increase [l Significantly increase

Consumers’ growing focus on nutrition is reflected in their shift towards fresh foods
— 78% of consumers plan to increase their intake of fresh produce over the next six
months. Rising interest in vitamins, supplements and dairy products further signals
the need for brands to pivot toward health-centric portfolios.
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Key takeaway

As concerns around food safety, nutritional integrity, and
the presence of ultra-processed ingredients and pesticides
intensify, brands must respond with a commitment to
transparency through clean labelling, credible certifications,
and clear communication of product benefits. This approach
will help address immediate health anxieties and build long-
term brand trust in a market increasingly driven by informed

choices.

8 The rising trend of smart snacking
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Moreover, consumers are increasingly expecting major food
and beverage companies to play a proactive role in promoting
public health. This marks a clear shift for brands: from

broad wellness messaging to targeted product innovation
and focused marketing that emphasises nutritional choices.
By aligning offerings and communication with these
expectations, brands can strengthen consumer trust and
position themselves as everyday health partners.

'|"| ) Casein point

Low-calorie and low-fat snacks are
seeing significant growth as millets are
being increasingly used in India. In fact,
one in five snacks being consumed is a
healthy snack — low calorie, low fat or
focused on gut health.®

Consequently, companies are launching
organic ranges or acquiring such brands.
In addition, they are actively upgrading
their packaging with QR codes, enabling
end-to-end traceability for both
processed foods and packaged fresh
produce. The QR codes also provide
access to reports from independent test
labs confirming that products are free of
pesticides.


https://timesofindia.indiatimes.com/life-style/health-fitness/wellness/rising-trend-of-smart-snacking-in-india-healthier-choices-nutritional-benefits/articleshow/116042454.cms
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4) Convenience is a growing area for value creation

The Indian retail landscape is witnessing a convergence of traditional and digital
shopping channels. Consumers are availing of both in-store experiences and
on-demand delivery platforms to optimise convenience and value. With 34% of
consumers gravitating towards discount retailers, brands must innovate across both
physical and digital touchpoints to deliver cost-effective solutions that align with
evolving shopping habits.

Shopping for groceries in the last year

Q: Where have you shopped for grocery items in the last year?

Supermarket/large grocery retailer (large retailer offering a wide variety of _ 709,

food/household products organised into sections)

Local/convenience retailer (small retailer offering a limited range of everyday 0
items, including groceries) _ 60%
On-demand grocery delivery platforms (digital service typically accessible via

a web/mobile app that enables consumers to order grocery items for home _ 55%

delivery within a short time frame)

Specialty food retailer (retailer that specialises in a specific category, such as 0
bakery, ethnic grocery retailer, butcher) _ 37%
Discount retailer (retailer offering groceries at lower prices) _ 34%

Farmers’ market (market where local farmers and producers sell fresh _ 0
produce, meats, dairy products, etc., directly to consumers) 31%

Food subscription box services (regularly scheduled delivery of specific types 0
of groceries, such as snacks and specialty foods) _ 28%

Meal-kit delivery services (digital service that ships pre-portioned ingredients 0
and recipes for home-cooked meals to users’ homes) _ 21%

Warehouse club/wholesale retailer (membership-based retailer that sells 0
groceries and other goods in bulk quantities at discounted prices) _ 20%
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Use of healthcare apps or wearable technology

PwC

Q: Do you use healthcare apps (mobile applications that provide users with health-related information and services) or

wearable technology (e.g. fitness trackers, smartwatches) for any of the following reasons/activities?

Exercise instruction and monitoring

Dieting, weight loss and healthy eating

Mental health and wellbeing

Sleep tracking

Communicate remotely with healthcare services

Women’s health

Advanced real-time monitoring that provides me with
personalised nutrition recommendations

Managing chronic conditions

| don’t use any healthcare apps or wearable technology

Other

Digital health technologies are becoming central to personal wellness routines,
with over 80% of consumers using at least one healthcare app or wearable. The
most common use cases — exercise tracking, dieting, weight management, and

1%

20

healthy eating — are complemented by a growing interest in mental health and sleep

monitoring. A majority of users reported changes in daily habits owing to the use of

such technology, with nearly half experiencing significant transformation.
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Comfort with GenAl performing activities

Q: Which of the following activities would you be comfortable allowing GenAlI to perform?

Creating personalised nutrition and diet plans

Creating personal training and exercise
regimes based on my vital statistics

Supporting meal planning and menu suggestions

Supporting grocery and food budgeting
based on current habits

Connecting with smart kitchen appliances
to suggest meal ideas and recipes based on
ingredients currently on-hand

Providing predictive grocery shopping
lists based on previous ordering/habits

Providing a medical diagnosis and/
or treatment recommendations

None of the above .

Tech-savvy consumers are also reimagining the home food experience, leveraging
GenAl to enhance their health and wellness journeys. Key areas of interest include
personalised diet plans, customised training regimes based on vital statistics, and

Al-supported meal planning and menu suggestions.
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Key takeaway

There is a palpable shift towards proactive, tech-enabled
health management. For brands in the health, wellness, and
nutrition space, the opportunity lies in integrating with digital
ecosystems and offering personalised solutions. Consumers’

comfort with using GenAl also signals a growing appetite

PwC 22

for precision wellness solutions powered by intelligent
technology. By integrating GenAl into consumer-facing
platforms and enabling experiences that are tailored to
individual health goals and lifestyle preferences, brands can
drive engagement, differentiation, trust and loyalty.

'|"|' Case in point

Aleading digital health and wellness
company has partnered with an on-
demand grocery delivery company

to let users order meals that align

with dietary advice provided by its Al
coach. The integration is available to
smart subscribers and allows direct meal
ordering recommendations through the
app. It represents a clear omnichannel
integration of nutritional advice with
on-demand delivery.
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5) Climate change is top of mind, but purchase impact is low

Although a majority of consumers are worried about climate change, climate and
sustainability initiatives rank low when it comes to choosing food or switching to

a new brand. Over half of the consumers are not regularly seeking information on
food brands’ climate and sustainability efforts, and a further 11% rarely or never
seek this information. At a personal level, however, consumers are taking proactive
steps to reduce their impact on climate change. Reducing personal food waste and
cutting down on personal consumption were the most common actions taken to this
end.

Actions taken to reduce impact of food on climate change

Q: Have you taken any of the following actions to reduce your impact on climate change with the food that you buy and eat?

Reduce my personal food waste
| buy only what | need

| try to eat what is in season

| avoid buying food products that are produced in a way that is
harmful to the environment

| buy foods that use sustainable packaging

| buy food that is locally produced

| am eating differently

| buy foods that are clearly labelled with sustainable certification

| am growing my own food

| am reducing online purchasing to reduce carbon emissions related
to transport

| do not undertake any of the specific actions listed to reduce my
impact on climate change

2%
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Most important sustainability practices when buying food products

Q: When you buy food products, which of the following sustainable practices are most important to you?

The product is free of pesticides 20%

The manufacturer supports local environmental initiatives 11% _
The product uses minimal or environmentally friendly packaging 11% _
The product is made locally in the country 15% _

The manufacturer has a reputation for ethical practices = 8%

The product has a low carbon footprint or benefits from carbon offset o7
(]

programmes

The product is Fairtrade certified 6%

The manufacturer supports fair wages and good working conditions 4%
(]
for all employees

The manufacturer has a reputation for diversity and inclusion practices = 8%

The product originates from land that has not been deforested 59,

None of these are important to me when buying food products I 1% M Ranked 1-3
1% Ranked 1

Pesticide-free products, supporting environmental initiatives and environment-
friendly packaging were listed as the most important sustainability practices for
food purchases. Additionally, 73% of consumers surveyed said they would be willing
to pay more for their food to support and improve the health of the land. This
reflects a growing alignment between consumer values and sustainable agriculture.
For brands, this presents a clear opportunity to differentiate themselves through
transparent sustainability commitments, backed by credible sourcing and impact
narratives. Communicating the environmental value embedded in pricing can help
justify premiums and build long-term brand equity in a purpose-driven market.

Environmental responsibility therefore is no longer a peripheral issue. It is becoming
a core expectation. Brands must move beyond compliance and actively demonstrate
their commitment to sustainability through transparent practices, measurable
impact and consistent communication.
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Reasons for buying locally produced foods

Q: You have noted that you typically buy food that is locally produced. What are the main reasons for that choice?

I think it is important to contribute to the local economy 14% _
| think locally produced products are higher quality 13% _
It is easy for me to find local products 13% _
| want to support local manufacturers and retailers 13% _
Local food offers connection to the local community 7%_
| take pride in buying local and believe it reflects 8%
well on my priorities °
| am concerned about the climate and my 7%
food’s carbon footprint °
other | 0% B Ranked 1-3
Ranked 1

While globally consumers prioritise price over local production, the Indian
consumer is more willing to pay a premium for locally produced foods. As per our
survey results, 53% of Indian respondents (compared to 44% globally) prefer locally
produced food even if it is more expensive.

Perceptions of better health, higher quality and a desire to support the local
economy are drawing consumers to locally produced foods. This preference reflects
a convergence of personal wellness and community impact. Brands should respond
by strengthening local sourcing strategies and communicating the health and
quality benefits of local products.
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Key takeaway

While taste, price, nutritional value and trust in the brand influential consideration. Brands have an opportunity to shape
remain the dominant factors influencing food choices, consumer preferences by integrating sustainability narratives
sustainability is emerging as a secondary but increasingly into product marketing.

‘|"|' Case in point

In the recent past, several mainstream
brands have launched campaigns on
water positive processing, EV delivery,
pollution-free logistics, circular
economy, plastic neutrality and tree
planting per product sale. Online
grocery platforms have announced
initiatives to source local produce first
wherever available, ensuring higher
value for local farmers.

Recently, a mainstream brand
launched a social media campaign
highlighting its recyclable packaging
and plastic waste collection efforts
in India. The campaign directly ties
environmental consciousness to
product consumption — appealing

to national pride and individual
responsibility.

'

. »

?
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Adopting a domain-
based approach

Our research sends a clear message. Consumer preferences are evolving rapidly,

and companies must reinvent to meet growing demands for health and safety,
transparency, convenience and affordability. A domain-based approach built

on collaboration with ecosystem partners and innovative delivery formats is
imperative. The following are three actions that can help companies make a domain-
based play:°®

Engage with adjacent industries

The food industry is dynamic and increasingly intersects with other areas. Our
analysis shows that the top-performing consumer packaged goods companies
are 1.2 times as likely as others to engage with adjacent industries, such as waste
management, healthcare and logistics.!

By interacting closely with service providers, suppliers and logistics partners,
companies can better cater to consumer demand for hyper-personalisation and
convenience while finding innovative ways to cut costs. Boosting supply chain
transparency improved margins for a UK retailer through reduced food waste and
optimised inventory costs.!!

Cross-sector collaborations can enable companies to capture new value pools.
Consider the value that can be seized by brands due to the growing consumer focus
on nutrition. It is the top recommendation from consumers in our research, with

a majority suggesting that food and beverage companies should increase nutrition
in their core product offerings. Forward-thinking manufacturers are investing

in research and development to cut down sugar content in their products while
reducing the cost of ingredients.!?

By collaborating with technology companies, food and beverage brands can
integrate diverse expertise, from biotechnology to data analytics, to create
innovative solutions. Partnerships with HealthTech organisations could enable Al-
driven personalised dietary recommendations; leveraging Al-led simulations can
help with material discovery and ingredient formulation.

There is also much value to be unlocked in the personalised nutrition space.
Nutrition companies are leveraging genetic testing and data analytics to offer
tailored dietary plans. Food and beverage companies have the potential to evolve
into lifestyle ecosystems by helping consumers choose products aligned with their
health goals.

9 This section is largely based on research by PwC’s Research and Insights Hub.
10 PwC'’s Voice of the Consumer 2025

11 Ibid.

12 Ibid.


https://www.pwc.com/gx/en/issues/c-suite-insights/voice-of-the-consumer-survey.html
https://ingredients.12
https://costs.11
https://logistics.10
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Focus on Al-driven and agile co-innovation

Businesses must enhance their offerings to deliver both affordability and added
value. Focus on innovation will be imperative in new product launches. Creating
agile feedback loops with customers and key stakeholders could improve the
innovation-to-sales ratio. Leveraging Al for faster iterations and deploying Al
algorithms for smarter optimisation will reduce the need for prototyping, enabling
companies to quickly adapt to market demands.

Apart from product development, packaging is another area where innovation is
essential. It’s important to note that consumers in our study listed buying products
with environment-friendly packaging among their top sustainability practices.
Therefore, companies could look at packaging solutions that reflect the healthier
composition of products, ensuring they are appealing and informative. Moreover,
brands could consider rolling out smart packaging, for instance, a QR code that
allows a user to validate the safety of the product and access more curated content
about the brand, ingredients and sourcing.

To sustain and foster a culture of co-innovation, brands could develop platforms to
recognise and celebrate contributions from customers, ecosystem partners, internal
teams and digital platforms that enable internal and external stakeholders to share
and engage in innovation-focused discussions.

Design service-based models

New models, such as subscription and on-demand services, could cater to
consumers’ desire for personalisation and convenience. Companies could offer
curated food subscriptions that support their health goals and also collaborate with
health insurance companies to jointly offer tailored wellness insurance plans at
discounted prices, helping customers benefit from their lifestyle choices. The power
of robotics, Al, big data, ML, automation, digital twins and other manufacturing
technologies can be leveraged to design and manufacture products. Through such
commercially viable ‘as-a-service’ models, companies can offer curated food and
beverages on a subscription basis.
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About the survey

In January and February 2025, PwC surveyed 21,075
consumers across 28 countries and territories: Australia;
Brazil; Canada; China; Egypt; France; Germany; Hong Kong,
SAR; Hungary; India; Indonesia; Ireland; Malaysia; Mexico;
the Netherlands; the Philippines; Poland; Qatar; Romania;
Saudi Arabia; Singapore; South Africa; Spain; Thailand;

the United Arab Emirates; Ukraine; the United States; and
Vietnam. The respondents were at least 18 years old and
were asked about a range of topics relating to consumer food
consumption and trends, including grocery shopping and

Representation across key demographics

Gender
55% 45%
Male Female

Home location

Large city

67 %
19%
9%
5%

Suburban area
near a large city

Small city or town

Rural/farming area

PwC

food choices, the future of health, emerging technology, and
climate and sustainability issues.

Interviews with industry executives took place in May 2025.

PwC Research, PwC’s global centre of excellence for market
research and insight, conducted this survey.

The survey of 1,031 Indian consumers included different
age groups and represented working and non-working

populations.
Age
38%
25% 25%
7%
3% 2%
. | —
18-24 25-34 35-44 45-54 55-64 65+
Generation
3%
GenZ
12% .
Millennial
Gen X
45% Older generations
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1,031 consumer responses from all over India covering 21 states and 2 union territories

Agartala Kolhapur
Ahmedabad Kolkata
Bengaluru Meerut
e o
Bhubaneshwar Mumbai
Chandigarh ° Nagpur
°
. °
Chennai Patna
' °
® °
Delhi NCR ° ° Pune
L °
Dhanbad ¢ . Rajkot
. .
°
Guwahati ° Ranchi
°
Hyderabad L] Salem
°
)
Imphal S Shillong
ltanagar Siliguri
o ®
Jaipur Udaipur
Jalandhar < Visakhapatnam

Kochi
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