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1 Introduction to Consumer Behaviour 
and Overview of the Global Food and 
Drink Sector

Chapter Objectives

Upon reading this chapter the reader should be able 
to:

•	 define consumer behaviour and be aware of its 
key influences, as well as understand its multi-
disciplinary nature;

•	 explain the characteristics of agricultural 
products;

•	 describe the trends and overview of the food and 
drink sector, globally, including production, dis-
tribution, consumption and disposal.

Introduction

Every day, all around the world, people consume 
untold amounts of food and drink. The food and 
drink market is huge and always growing so it is 
no surprise that we study consumer behaviour in 
food and drink in great detail. Consumer behaviour 
in food and drink is a relatively new field of study. 
Global food and drink is a huge sector. Food is a 
basic need and no human being can live without it. 
We have to eat and drink in order to survive, but we 
also take pleasure in choosing and consuming food 
and drink products. The significance of the food 
and drink sector, therefore, cannot be understated. 
Consumer behaviour in food and drink are those 
activities people undertake when obtaining, prepar-
ing, consuming and disposing of food and drink.

At the end of the 1950s, businesses understood 
that to be successful they needed not only to un-
derstand consumer behaviour but also to use that 
knowledge to market their products and services in 
accordance with the buyer’s needs. It was the begin-
ning of modern marketing (Schiffman et al., 2012). 
Marketers are interested in understanding consum-
er behaviour in order to enable them to profitably 

satisfy the customer’s needs, wants and desires. The 
study of consumer behaviour in food and drink 
is crucial to agribusinesses as it helps them to ef-
fectively target customers, improve products and 
services and, consequently, gain a competitive ad-
vantage. Understanding consumer behaviour can 
enable businesses to know how and why consumers 
will either choose or not choose to purchase their 
product. By understanding consumer behaviour, 
businesses can market their products more effec-
tively and efficiently.

In many countries the average household spends 
a large portion of their income on food and drink, 
whether from supermarkets, restaurants, open mar-
kets or shops. In the UK, food is the largest item of 
household expenditure for low- income households 
after housing, fuel and power costs. In 2015, Defra 
(2014) estimated the percentage of spend on food 
(food and non- alcoholic drinks) for UK households 
with the lowest 20% of income at 16%, and for all 
households in the UK at 10.7%. Between 2007 and 
2014, food prices overall (including non- alcoholic 
drinks) rose by 8.6% in real terms in the UK (Defra, 
2014). In Kenya, 45% of consumption expenditure 
is on food and drink. In some developing countries, 
the expenditure on food and drink account for 
nearly 50%, or more, of total expenditure. A higher 
rate of expenditure on food and drink is considered 
an indication of poverty because not much is left for 
other necessities, including clothing and shelter, as 
well as recreation or luxury items (Kihanya, 2016).

In this chapter we define the concept of con-
sumer behaviour, highlight the factors that influ-
ence the consumer decision- making process, and 
also provide an overview of the food and drink 
sector globally. The study of consumer behaviour 
is important for businesses to enable them to un-
derstand consumer needs, wants and desires, and 
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to achieve customer satisfaction. Consumers often 
repeat purchases of food and drink, but still there 
are some general trends. We will show and explain 
some global trends in the food and drink industry 
including production, consumption and wastage.

The connection between consumer behaviour 
and global food and drink trends is not a straight-
forward matter. Nevertheless, the understanding of 
trends in global food consumption, production and 
wastage has business implications. It may reveal 
business and innovation opportunities. By high-
lighting the key trends across different countries or 
regions, businesses can have an idea of consumer 
behaviour as well as potential opportunities and 
perhaps threats in those localities.

Defining Consumer Behaviour

Many definitions of consumer behaviour have 
been put forward. Solomon et  al. (2006) define 
consumer behaviour as the study of the processes 
involved when individuals or groups select, pur-
chase, use or dispose of products, services, ideas 
or experiences to satisfy needs and desires. The 
needs and desires which consumers seek to sat-
isfy vary. They may range from hunger and thirst, 
love, status, or even spiritual fulfilment. Kardes 
et al. (2011, p. 7) define it as ‘all activities associ-
ated with the purchase, use and disposal of goods 
and services, including the consumer’s emotional, 
mental and behavioural responses that precede 
or follow these activities’. In our view, consum-
er behaviour refers to the actions and decision 
processes of individuals as well as organizations 
or groups who purchase goods and services for 
their consumption. Blackwell et  al. (2006, p. 4) 
define it as the activities people undertake when 
obtaining, consuming and disposing of products 
and services. With reference to food and drink, it 
is common for consumers to buy them ready for 
consumption, for instance from a fast- food outlet. 
It is also perhaps even more common for consum-
ers to buy the ingredients such as raw cabbage, 
salt and cooking oil and to use them to prepare 
the food at home. The preparation stage is there-
fore important. Accordingly, consumer behaviour 
in food and drink is those activities people under-
take when obtaining, preparing, consuming and 
disposing of food and drink.

From these definitions we see that consumer 
behaviour involves activities and processes which 

occur before, during and after purchase or obtain-
ing. Figure 1.1 illustrates the domain of consumer 
behaviour. Consumers are not just individual con-
sumers or persons but also groups and bodies such 
as clubs, societies, governments, households and 
organizations. Also, it is not just about purchase 
of products but also all the different forms of ac-
quiring products, services, ideas and experiences. 
Searching for information about a product or ser-
vice and evaluating the alternatives are normally 
considered a part of obtaining. Acquiring a prod-
uct could take many forms including: purchasing, 
as in buying a loaf of bread or a carton of milk; 
producing, as in producing fruits and vegetables 
from a garden or farm; or inheriting, as in inher-
iting from parents a piece of land or a food shop 
etc. Likewise, consumption can take many forms 
including devouring, nurturing, wearing, displaying 
etc. Consumption generally refers to the ways in 
which people use the products they acquire or buy. 
Consuming is not about the purchasing decisions; 
it is about usage: consumer behaviour happens 
with or without persuasion. Sometimes consum-
ers use products differently to how the manufac-
turer intended, for instance using a brush such as a 
toothbrush to scrub surfaces rather than brushing 
teeth. Disposing could take different forms such as 
throwing away, recycling or depleting. With the in-
creasing interest in taking care of the environment, 
disposal of products and packaging is a topic that 
has attracted global attention. The way products 
are disposed of could have implications for mar-
keting. For instance, trading in a used car can be 
a major boost for the sale of a new one. Likewise, 
some drink companies reward with money the re-
turn of glass bottles after use. All these (acquiring, 
consuming, disposing) reflect the domains of con-
sumer behaviour.

The abbreviation ‘5WH’ could be applied to 
guide the understanding of consumer behaviour. 
5WH represents six questions, as follows: What? 
Who? Why? When? Where? How? Addressing each 
of these necessitates a comprehensive understand-
ing of the consumer.

Accordingly, to understand consumer behaviour 
in the context of purchasing a product involves the 
understanding of:

•	what consumers buy (including what features or 
attributes they look for in a product);

•	who buys it (what kinds of consumer buy it);

•	why they buy it, i.e. what benefits they seek;
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•	when they buy it;

•	where they buy it;

•	 how they buy it as well as how often they buy 
or use it. This normally also includes the under-
standing of how often they replace the product 
as well as how they dispose of the product. The 
disposal can take many forms such as storing the 
product, throwing or giving it away, selling it, 
renting it or lending it out.

The answers to all these questions (5WH) are im-
portant since marketers must match production to 
frequency with which consumers buy replacements.

Consumer behaviour – a multidisciplinary 
subject

Consumer behaviour is informed by theories and 
knowledge from many disciplines. The under-
standing of the consumer’s needs, wants and de-
sires, and the understanding of the consumer’s 
decision- making process and its influences requires 
knowledge from varied disciplines (see Fig.  1.2). 
Accordingly, the study of consumer behaviour is 

informed by many disciplines including: econom-
ics (study of allocation of scarce resources and 
supply and demand); sociology (study of group be-
haviour); anthropology (study of culture and their 
developments and of the influence of society on the 
individual); and psychology (study of mental pro-
cesses or the way people think).

Economics was the traditional basis of consumer 
behaviour, hence it was grounded on economic the-
ory. Economic theory is based on the notion that 
in the purchase of goods and services, individuals 
act rationally to maximize their benefits or satis-
faction. However, it was later discovered that con-
sumers may not always act ‘rationally’. Consumers 
do sometimes purchase impulsively – without hav-
ing to analyse rigorously all the options and not 
necessarily going by the one that may maximize 
the benefits. Apart from the economic factor, the 
consumer is influenced by many more factors in-
cluding family and friends, advertisers, role mod-
els, relationships, mood situation and emotion. 
Therefore, the models of consumer behaviour 
are not limited to economic theory; they combine 
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Fig. 1.1. Domain of consumer behaviour. (Adapted from Arnould et al., 2004.)
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cognitive and emotional aspects of consumer deci-
sion making.

Why Study Consumer Behaviour?

Studying consumer behaviour is useful for many 
reasons. Organizations stay in business by attract-
ing and retaining customers. Therefore, by under-
standing the consumer and consumer behaviour, it 
is likely that the organization will more effectively 
attract and retain consumers. Knowledge of con-
sumer behaviour is relevant to both profit and 
not- for- profit organizations. It is useful in any job 
where the mission includes satisfaction of human 
needs and wants. It is also important to groups and 
organizations seeking to influence public policies 
that affect consumers’ rights. It is worth noting that 
everyone is a consumer. Therefore, knowledge of 
consumer behaviour makes you a better- informed 
consumer.

Likewise, it is important to note that a satisfied 
customer is the most important ingredient in the 
success of an organization. For an organization to 
satisfy its customers, it really needs to have a good 
understanding of them. All marketing decisions are 
based on assumptions and knowledge of consumer 
behaviour (Hawkins and Mothersbaugh, 2007).

Introduction to Influences on Consumer 
Behaviour

On a daily basis, consumers are faced with many in-
fluences on their behaviour. These range from soci-
ological, psychological and situational factors such 
as weather conditions and firms’ marketing efforts, 

such as hefty discounts. For instance, Muslim con-
sumers are more comfortable with buying halal 
meat, consistent with their culture. Physiological 
needs such as hunger and thirst motivate consumers 
to buy food and drink. Situational factors such as 
weather conditions promote consumption of par-
ticular food items; for instance, ice creams are in 
high demand when the weather is hot.

Here we classify the key influences on consumer 
behaviour into five main categories: individual in-
fluences (those factors that are inherent in a con-
sumer); group influences (caused by others in the 
society); situational influences (temporary condi-
tions that affect consumer behaviour, e.g. moods 
and time pressure); firms’ marketing efforts (ema-
nating from controllable variables, elements of 
marketing mix); and individual characteristics 
such as gender and age. Figure  1.3 summarizes 
the key influences on consumer behaviour. They 
can impact on any one stage of the consumer’s 
decision- making process: need recognition, in-
formation search, evaluation of alternatives, pur-
chase and post- purchase behaviour. They impact 
on one or more stages of the consumer decision- 
making process. These key influences on consum-
er behaviour will be discussed in detail in the later 
chapters of this book.

Characteristics of Food and Drink 
Products

Compared to industrial products or non- food 
items, food and drink, or rather agricultural prod-
ucts, tend to have unique characteristics, as follows:

Economics: the study of supply and
demand, and allocation of scarce

resources

Sociology: the study of how groups
influence behaviour 

Anthropology: the study of human
cultures

Psychology: the study of individual
thought processes

Study of actual
behaviour of
consumers

Consumer
behaviour

theory

Fig. 1.2. Disciplines informing the theories of consumer behaviour. (Adapted from Blythe, 2014)
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Seasonal effects. Certain products are demanded 
mostly during selected periods of the year. These 
include products like Brussels sprouts and tur-
keys (Christmas) and pumpkins (Halloween), for 
example.

Large production variations. Weather and en-
vironmental factors have a great influence on the 
size of a crop during any given year. Changes and 

inconsistency in weather mean that production of 
certain agricultural products is always changing.

Increasing productivity and nutritional levels. 
Scientific advances and increasing technology allow 
farmers to produce more of a crop on a given amount 
of land. Through genetically modified foods, produc-
ers have managed to produce products with increased 
nutritional advantages as well as pest- resistant crops.
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6 Chapter 1

Geographical concentration and varying pro-
duction costs. Certain products grow more effec-
tively in different parts of the world. Bananas and 
plantains could be grown in Europe but at much 
higher costs than in Uganda where climates are 
warmer. Oranges are grown in warmer climates, 
so they are only produced in certain parts of the 
world, so there are higher transportation costs.

Derived demand. Farmers require supplies in or-
der to produce agricultural products; these include 
fertilizers, seeds, tools and machinery. An increase 
in market demand for a particular crop or food 
products usually causes an increased demand for 
inputs supplied to farmers. Many different factors 
affect the production of agricultural products. For 
these reasons, agricultural products aren’t always 
reliable; yields are inconsistent so there are many 
reasons why production can vary.

Scattered production. Most agricultural prod-
ucts are produced by many farmers. This could be 
in a whole country or region. The producers are 
therefore scattered in different parts of the region 
or country. There is therefore a tendency to use 
middlemen who collect the produce from various 
farmers and assemble it in one location for eventual 
marketing or they deliver it to market themselves.

Perishability. Food products such as fruits and 
vegetables are perishable. They go bad quickly. This 
characteristic has implications for marketing. Food 
products normally should be supplied to market as 
quickly as possible. Also, the supply chain tends to 
be dominated by the use of special cold storage to 
keep the food safe and fresh. Although fruits and 
vegetables go bad quickly, other food products such 
as dried grains of maize, rice and wheat may take 
relatively longer.

Bulkiness. Food and drink products such as 
fruits, potatoes, juices etc. tend to be quite weighty 
and bulky. They consequently increase the transport 
and storage costs, sometimes rising higher than the 
value of the product.

Quality and quantity (or size) variation. Farm 
produce such as mangoes or avocados may vary in 
quality and size depending on factors such as the 
variety and quantity of nutrients available in the 
land where the crop was grown (e.g. due to the 
nature of fertilizers and manures used), the season, 
climate, quality of seeds etc.

Continuous consumption. Food is a basic need. 
Human beings can’t live without it. A continuous 
supply of foods such as grains, meat, fruits and veg-
etables is therefore necessary.

Inelastic demand. As food is a basic need, it must 
be consumed irrespective of the price, otherwise 
life won’t be sustained. Also, food obeys the law 
of diminishing returns – even if plentiful food is 
made available to a consumer, there is a limit to 
the amount that the consumer is able to consume. 
Accordingly, the demand for food tends not to de-
crease or increase in accordance with the rise or fall 
of prices.

Price fluctuation. As there are many factors 
which affect the production of agricultural prod-
ucts, some of which (such as weather) are beyond 
the control of the farmers, there tend to be vari-
ations in the supply of food and drink products. 
The prices therefore tend to go down during glut 
periods and up when there has been a drought or a 
shortage. The food market is characterized by price 
fluctuations time and again.

Overview of the Global Agri-food Sector

Global production of food and drink

Technology advancement has dramatically allowed 
food and drink industries to produce greater quan-
tities of food and at a faster rate. Two hundred 
years ago, the main industry was the production of 
food. Most food was produced locally. Over 90% 
of the population lived on farms and produced food 
for themselves. Although the population and con-
sumer demand have continued to grow, only 2% 
of the population still work in the food industries 
as producers. The majority of people in develop-
ing countries still live in rural areas. Most of them 
depend on agriculture for their livelihoods. These 
days, there are more than 570 million farms in the 
world (Lowder et al., 2016).

The majority of the world’s farms are small. 
According to Lowder et al. (2016), farms of less 
than one hectare account for 72% of all farms but 
only occupy 8% of the whole agricultural land. 
Farms of between one and two hectares account 
for 12% of all farms but operate with only 4% of 
the world’s agricultural land. Also, farms of two 
to five hectares account for 10% of the total and 
represent 7% of the agricultural land. Farm sizes 
larger than five hectares account for only 6% of 
the total but represent 81% of the world’s agri-
cultural land.

Global crop yields grew by 115% between 
1967 and 2007 (Foresight, 2011). However, ag-
ricultural land increased by only 8%. In 2011, 
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total agricultural land globally was approximately 
4600 million hectares (Foresight, 2011). Going 
forward, the forecast is that land will be lost to 
urbanization, desertification, salinization and sea 
level rise, although some options may arise for salt- 
tolerant crops or aquaculture.

The most important food source for human con-
sumption in the world is cereals and the main ones 
are wheat, rice, barley, maize, rye, oats and millet. 
Table 1.1 shows the global production of the main 
cereals. Nevertheless, livestock and biofuel produc-
tion will most likely grow at a faster rate than crop 
production, perhaps due to factors such as rising 
incomes (hence higher demand) and urbanization 
(FAO, 2015). Furthermore, global livestock produc-
tion is considered the largest user of agricultural 
land (FAO, 2015).

Looking at the global livestock sector, the main 
livestock produced are cattle, sheep, goats and 
pigs. Table 1.2 shows the top five global livestock 
produced. While the value of livestock production 
has shown an increasing trend in the Americas and 
Asia, this is not the case for other regions. The val-
ue of livestock production in Oceania, Africa and 
Europe has largely stagnated or shown very slight 
change during the period 2000–2014.

Organic agriculture has continued to expand 
during the last few years, and industry experts are 
reckoning on steady growth of 6% or higher. In 
2016, the USA had 2.7 million acres under organic 
crops and 2.3 million acres under organic pasture 
or rangeland (Agricultural Marketing Research 
Centres, 2017).

Considering the consumption of livestock prod-
ucts, eggs are the most consumed products, fol-
lowed by milk. The world’s per capita meat and 
milk consumption is on the rise, and more so in 
China and India. The growth is projected to con-
tinue, at least in the next 30 years (Ranganathan, 
2013). Even in other regions such as the European 
Union, North America, Brazil and Russia, the 
growth of both meat and milk is projected to re-
main high. This is of concern given that these foods 
are more resource- intensive to produce than plant- 
based diets (Ranganathan, 2013).

Trade and distribution of food and drink 
globally

The scale of food and agricultural trade today is 
unprecedented. Between 1965 and 2015, a period 
of half a century, the value of international flows 
has increased around five- fold in real terms (FAO, 
2015). The expansion varies across regions, with 
developed countries registering higher volumes. 
Europe is the leading region in terms of both export 
and import value (Table 1.3).

The food system is globalized and interconnected 
(Foresight, 2011). This means that economic dis-
ruptions in one geographical region can quickly 
be transmitted to others. Likewise, supply shocks 
in one region can be compensated for by produc-
ers elsewhere. Food industries rely on fleets of 
boats, trains, trucks and planes to deliver food to 
warehouses and subsequently to the consumer. 
Refrigerated transport has allowed the food in-
dustries to distribute perishable items, for example 
meat, eggs and milk. Also, new developments ena-
bling, for instance, the production of frozen juice 
concentrate has made shipping drinks more widely 
used. Meanwhile, free- trade policy and increasing 
consumer demand have boosted the amount of 
food and drink distribution in the world.

As the transport network has matured, trade be-
tween countries has become common, especially in 
the food and drink industry. Also the free- trade pol-
icy in some countries has encouraged trade quantity 

Table 1.1. Global production of the main cereals in 
2016. (From FAO, 2018.)

Item Tonnes

Barley 141,277,993

Maize 1,060,107,470

Maize, green 18,098,707

Millet 28,357,451

Oats 22,991,780

Rice, paddy 740,961,445

Rye 12,944,096

Wheat 749,460,077

Table 1.2. Global live animal production: top 5 in 2013. 
(From FAO, 2015.)

2000 (’000 heads) 2013 (’000 heads)

Cattle 1,302,895 1,494,349

Sheep 1,059,082 1,172,833

Goats 751,632 1,005,603

Pigs 856,241 977,021

Buffalo 164,114 199,784
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globally. Trade provides more opportunities for 
customers to choose products to satisfy their needs.

According to FAO (2015), during the period 
2000–2014, Europe and Asia were the leading ex-
porters of agricultural crop and livestock merchan-
dise. This is followed by the Americas. Oceania and 
Africa registered only marginal exports of crops 
and livestock in monetary terms.

State of undernourishment globally

Undernourishment refers to a state of inability to 
acquire enough food. This state has to be for at 
least a year for it to be considered as undernour-
ishment. Enough food refers to the level of food 
that is sufficient to meet dietary energy require-
ments. According to the Food and Agricultural 
Organization (FAO, 2015), about 793 million 
people in the world are undernourished. This is 
just over one in every nine people. They lack suf-
ficient food for conducting an active and healthy 
life. Africa has the highest proportion of under-
nourished population (Table  1.4). The number of 
undernourished people, globally, is, fortunately, 
declining. Nevertheless, this is a significant number 

and an indication of opportunities for enhancing 
consumer access to or acquisition of food.

In 2011, the population of hungry people in the 
world was estimated at 925 million. An additional 
one billion people were estimated to suffer from 
‘hidden hunger’; that is, they have access to suffi-
cient macronutrients but do not have enough vita-
mins and minerals (Foresight, 2011).

Global food dietary patterns and health 
consciousness

Throughout the world, a major change in dietary 
patterns is occurring, towards different diets. 
Accompanying these changes in food consumption 
is the element of health- consciousness. More and 
more consumers are aware of and interested in a 
healthy lifestyle concomitant with increasing lev-
els of literacy in health and wellbeing. Moreover, 
the increase in obesity and chronic disease compels 
consumers to be more cautious of the kind of food 
they consume.

Besides, an important improvement in food 
consumption has been the rising calorie intake 
per person with an estimated increase of 539 
kcal/person/day – from 2411 to 2950 between 
1960 and 2015. In developing countries, this rate 
has increased dramatically by 849 kcal/person/
day from 2111 to 2860 between 1960 and 2015 
(Kearney, 2010). These increases are attributable 
to both socio- economic and food supply factors. 
The attributable socio- economic factors are: trade 
policies, urbanization, market liberalization, in-
creased incomes/affordability, women’s employ-
ment and consumer attitudes. The attributable 
supply factors are: changes in food retail char-
acterized by the rise in supermarkets, year- round 
availability of food, long product shelf life, inten-
sive food production methods and food industry 
marketing (Kearney, 2010).

Global food loss and waste

FAO (2011) estimates that global food loss and 
waste is approximately 1.3 billion tons annually 
– or roughly one third of all food produced for 
human consumption. Hence, there is a significant 
quantity difference between the amount of food 
produced and that actually consumed. In addi-
tion to supply chain performance improvements, 
a change in consumer behaviour at post- purchase 
stage may perhaps mitigate this situation.

Table 1.3. Exports and imports of food in 2012. (From 
FAO, 2015.)

Export value (million 
US$)

Import value
(million US$)

Europe 403 418

Asia 160 264

Americas 266 159

Africa 29 64

Oceania 45 14

Table 1.4. Prevalence of undernourishment (%). (From 
FAO, 2015.)

1990–92 2014–16

World 18.6 10.8

Developing countries 23.3 12.9

Africa 27.6 19.8

Asia 23.6 12.1

Latin America and the 
Caribbean

14.7 5.5

Oceania 15.7 14.2
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There is a direct relationship between the state 
of development of supply chains and post- harvest 
losses in these countries. Less- developed coun-
tries have poorer supply chains. As a result, food 
is wasted and also post- harvest losses occur due 
to a lack of technology and an inability to over-
come situations such as bad weather. Post- harvest 
losses of maize in East and southern Africa range 
from 5% to 35% (World Bank/FAO/NRI, 2011). 
Because smallholder farmers produce much of 
the output intended for consumption in develop-
ing countries, these losses have a direct impact on 
households and the economy.

In the developed world, waste occurs primarily at 
the retail and household levels. US losses total 26% 
of the food supply, just at the retail and consum-
er levels, and losses in the UK total 22% of food 
brought into homes (Hodges et al., 2011).

From Fig.  1.4, we see that the per capita food 
wasted by consumers in Europe and North America 
is 95–115 kg/year, while in sub- Saharan Africa and 
South/South- east Asia it is only 6–11 kg/year.

The US Environmental Protection Agency’s food 
recovery hierarchy (Fig. 1.5) presents the order of 
priority that individuals and organizations ideally 
should follow to prevent and divert wasted food. 
The approaches higher in the hierarchy should be 
considered first, as this will create the most ben-
efits for the environment, society and the economy. 
Accordingly, the top priority for addressing wasted 
food is source reduction. This means that busi-
nesses and individuals should buy only that food 
which they need. If food wastage at source cannot 

be avoided, the excess should be donated or resold 
to people in need. Food that is unsuitable for eat-
ing can be used for animal feed or industrial uses, 
or composted. Only food that cannot be put to the 
above uses should end up in landfill.

Disparity between global food production and 
consumption

There is a disparity between the quantities of food 
produced in the world and what people should be 
eating for their health if they are to live a healthy 
lifestyle. For a healthy life, as recommended by 
Harvard’s Healthy Eating Plate model, the food 
people eat should comprise 50% fruit and vegeta-
bles. In contrast, only 11% of food produced glob-
ally are fruit and vegetables. On the flip side, while 
only 20% of what consumers should be eating 
should be cereals and starches, the production of 
these foods, globally, accounts for more than dou-
ble (47%) the amount that the world needs.

Similarly, global agriculture currently produces 12 
servings of grains, 5 of fruits and vegetables, 3 of oil 
and fat, 3 of protein, 1 of milk and 4 of sugar per 
person per day. But in order to provide a nutritionally 
balanced diet, global agriculture production should 
produce 8 servings of whole grains, 15 servings of 
fruit and vegetables, 1 serving of oil, 5 servings of 
protein and 1 serving of milk per person per day (KC 
et al., 2018). This data therefore shows that the world 
currently overproduces grains, fats and sugars while 
greatly underproducing fruits and vegetables and, 
to a smaller extent, proteins. The research further 
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reveals that fruits currently make up only 28% of 
global fruit and vegetable production; yet according 
to the Harvard Healthy Eating Plate model, the total 
fruit and vegetable servings should comprise about 
40% fruit and 60% vegetables.

The findings reveal that current agricultural pro-
duction fails to provide the mixture of foods needed 
for the world’s population to have the type of bal-
anced diet recommended by nutritionists. The dispar-
ity between what is produced and what is required 
poses a challenge because if there isn’t sufficient 
production of the right types of foods for health at a 
global level, then there is a reduced chance that popu-
lations will adopt a healthy diet (Fig. 1.6).

Technological advancements in food and 
drink globally

New technology has developed a new page for the 
food and drink industry. Over 200 years ago there 

were a lot of limitations in terms of the range of hu-
man activity. At that time, people lived on the farm 
and produced food by themselves. Sophisticated 
transport and storage facilities were unavailable. 
Today, advancements in technology have expand-
ed the range of activities and provide more choice 
to customers. Furthermore, there is pressure from 
growing populations and, increasingly, wealthy 
developing- country consumers who want higher- 
quality diets (Motes, 2011). The advancement in 
technology has enabled extended food life and ex-
panded the area of distribution. For example, the 
use of refrigerated vehicles and planes preserves the 
food. Also, HPP (high- pressure process) has made 
a contribution to food hygiene, while avoiding poi-
sons or germs in the food production process, which 
would endanger health. In this process, machines 
using very high pressure to inactivate most patho-
gens and some enzymes in the food. Non- thermal 
methods of food preservation such as HPP have 

Fig. 1.5. Food recovery hierarchy. (US Environmental Protection Agency, 2018.)
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advantages over thermal methods because they are 
not associated with the destruction of vitamins or 
flavour (Hiperbaric, 2018).

Furthermore, the continuing growth in manu-
facturing increases carbon emissions, thereby con-
tributing to global warming and climate change. 
Climate change is expected to continue to affect 
the production of agricultural products; it will also 
become a big challenge for the farming industry. 
Nevertheless, the use of technologies such as green-
houses has benefits in enabling producers to con-
trol the temperature and humidity, allowing crops 
such as vegetables to grow all year round. Also, the 
greenhouse provides safety in some natural disaster 
situations. On the other hand, the disadvantages of 
the greenhouse include their building costs and the 
costs of maintaining the temperature, which can be 
extremely high.

Despite the many benefits of the agricultural 
sector, especially by providing food for the ever- 
growing human population, there has been some 
mistakes as the sector grows and modernizes, in-
cluding: concerns about environmental degra-
dation; exposure to health hazards from food 
contaminants; animal abuses; and some economic 

concentration across the value chain to the detri-
ment of smaller family- orientated operations and 
rural areas (Motes, 2011).

Summary

Consumer behaviour in food and drink are those ac-
tivities which people undertake when obtaining, pre-
paring, consuming and disposing of food and drink. 
Consumer behaviour involves activities and process-
es which occur before, during and after purchase or 
obtaining. All marketing decisions are based on as-
sumptions and knowledge of consumer behaviour.

The study of consumer behaviour is informed by 
many disciplines including economics, sociology, 
anthropology and psychology. Consumer behav-
iour is influenced by many factors ranging from 
sociological, psychological and situational factors. 
These factors impact on the consumer decision- 
making process. The consumer decision- making 
process normally comprises five stages: need rec-
ognition, information search, evaluation of alterna-
tives, purchase and post- purchase behaviour.

Unlike other products, food and drink are as-
sociated with unique characteristics. These are: 

Sugar

Milk & milk products

Proteins

Oils & fats

Vegetables & fruits

Whole grains

0 2 4 6 8 10 12 14 16
Number of dietary servings / person / day

Recommended diet by HHEP

Actual production based on FAO data

18

Fig. 1.6. Disparity between what people should be eating and what is produced in the world. (From KC et al., 2018.)
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seasonal effects, large production variations in sup-
ply, increasing productivity and nutritional levels, 
geographic concentration and varying production 
costs, scattered production, derived demand, per-
ishable products, bulky products, quality and quan-
tity variation, continuous consumption, inelastic 
demand and price fluctuation.

Technology advancement has dramatically al-
lowed the food and drink industries to produce 
greater quantities of food at a faster rate. This has 
also expanded the range of activities and provid-
ed more choice to customers. The majority of the 
world’s farms are small with less than one hectare 
(72% of all farms), but surprisingly, they only oc-
cupy a very small proportion (8%) of global ag-
ricultural land. The most important food source 
for human consumption in the world is cereals. 
However, global livestock production is considered 
the largest user of agricultural land. Organic agri-
culture has continued to expand during the last few 
years and the growth is expected to continue. The 
food system is globalized and interconnected. More 
and more consumers are aware of and interested 
in a healthy lifestyle concomitant with increasing 
levels of literacy in health and wellbeing. There are 
significant food losses and waste across the value 
chain. Hence, there is a significant quantity differ-
ence between the amount of food produced and 
that which is actually consumed. In addition to 
supply chain performance improvements, a change 
in consumer behaviour at post- purchase stage may 
perhaps mitigate this situation.

Discussion Questions

1. Why is it important to understand consumers' 
behaviour regarding food and drink?
2. What can we learn from global trends of pro-
duction and consumption of food and drink 
products?
3. What are the implications of the various charac-
teristics of food and drink to marketing?
4. What can we learn from global trends relating to 
food distribution, undernutrition, and disposal and 
wastage of food and drink?
5. What should be done to address the disparity 
between the types and quantities of foods produced 
vis-à- vis the types and quantities of food required 
by the world’s population?
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