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The Food Consumer



How can we link environmental 
changes, demand driven behavior, 

performance, old times of 
marketing and empowerment of 

consumers?



2 – The World Faces Environmental Changes

Widening of markets/internationalization; fast rate of 
technology change and progress; deregulation; increasing 

competition; communication revolution (technology); 
sociocultural changes; consumerist movement; 

environmental and green marketing; ethics behavior; 
societal marketing (inclusion) and other changes and 

trends...

1 – The Wild Sales Era

Architect of consumption; advertising and sales, 
aggressive selling (push strategy); new products for sales 

and profit; short term goals; manipulative; confined 
marketing orientation; lack of measurement; problematic 
relationships; don´t listen; structured towards promotion, 

selling and mass consumption driven product-lines 

3 – The New Era of Consumer Sovereignity

Well being; experiences and rewards; the choice is free 
and individual; supply exceeds demand (choice); NGO´s 

(countervailing power); increasing public attention; 
more professional purchase behavior; new and growing 

expectations 

4 – A New Strategic Behavior (Demand Driven)

Based on paying attention and collecting information; 
analysis and quick reaction to environmental changes; 

long range approach/satisfaction and well being of buyers; 
integrated organization; problem solution–based 

approach: new ways to solve existing needs; “from trying 
to sell to helping to buy”; 

dynamic and harmonic; decentralized and with 
delegation; corporate social responsibility; smooth and 

collaborative network; knowledge generation and 
dissemination; measurement (accountable marketing) 

5 – Performance of Demand Driven Companies

Company gives contribution to improving exchange of 
goods and services; promotes access and inclusion; 

strenght of demand and democracy; positive side effects 
of production and products; satisfied consumers, 

repeated purchases; sustainable competitive advantage 
and  growth / share / profitability 

Soource: The Consumer´s Kingdom



How can we build questions to raise 
ideas and issues about our capacity 

of understanding and satisfying 
consumers?



Consumer´s Kingdom 14 Questions…

1. How to pay attention and collect information about the consumers?

2. How to pay attention and collect information about the competitors?

3. How to pay attention and collect information about the environment?

4. How to have a deep analysis and quick reaction of environmental changes?

5. How to do a long-range approach valuing satisfaction and well being of buyers?

6. How to build an integrated organization, dynamic and decentralized?

7. How to move using a problem-solution-based approach?



Consumer´s Kingdom 14 Questions…

8. How to continuously search for new ways to solve existing needs?

9. How to build a corporate social responsibility method?

10. How to have a collaborative network with suppliers, distributors and service providers?

11. How to have a strong focus on market segmentation?

12. How to induce knowledge generation and dissemination?

13. How to measure marketing activities ?

14. How to do the “lock in” strategy (loyalty of consumers?



Source: Kotler
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Consumers Buying Decision Process

Stage of the process How Does it Happen? How can companies use it? Questions to ask consumers...

1 – Buying Needs
Identification

2 - Information
Search

Personal values and needs 
associated with the external 
influences, make the current 
situation different of the desired 
situation, thus a need appears.

Apply the most frequent and 
efficient stimulus
The package must communicate 
these values, acting as a “mini 
out-door.”

What need is satisfied by consuming this 
product?
Are these needs evident?
In what extent are the target-consumers 
involved with the product?

The search is done through 
internal sources
(memory, knowledge) and 
external sources 
(market and personal 
relations).

Identify how the consumer searches 
for information and on which 
sources. 
The company must work on the 
sources that mostly influence 
consumers.

What product or brand does the consumer 
have in mind?
Is the consumer motivated to search for 
external sources
What are those sources?
Which are the most searched attributes?



3 - Alternatives
Evaluation

4 – Buying
Decision

5 - After-buying
behavior

The consumer will 
choose the strongest 
alternative having the criteria 
that he 
or she most values.

The company must identify,  which 
attributes are most valued 
How to reposition attributes, 
repositioning competitors, changing 
also the analysis  of the attributes

Does the consumer evaluate and compare?
Which alternatives and criteria? 
Can they be changed?
What is the result of the alternatives’ 
evaluation?
Are the alternatives really different? 

Decisions are taken related to 
the purchase itself, where to 
buy, when to buy and what to 
buy and, finally, how to pay.

Sales place 
Alternative channels

Will the consumer spend time and energy to 
find the best alternative?
Where does the consumer prefer to buy the 
product (channel) and at what moment?

Comparison between the 
expectations and the  performance 
of the product.  From extreme 
satisfaction and 
positive word-of-mouth 
to legal action against 
the company.

Keep open communication
Research to monitor the consumer 
satisfaction.

Is the consumer satisfied?
What are the reasons of this 
satisfaction/dissatisfaction? 
Are these discussed with other consumers?
Is there any intention of repeating the 
purchase?

Stage of the process How Does it Happen? How can companies use it? Questions to ask consumers...



What is the amount of resources used
(water, air, energy)?

Recycling and reverse logistics are possible?

How to do disposure and retrieval of waste?

Which certifications will be needed?

Can we offer compensations programs?

Is it improving quality of life?

Is it healthier?

Is it linked to the movement of smaller
portions avoiding waste?

What is the impact of transport, logical
systems and usage of infrastructure?

Which are the most important groups and
NGO’s to be, in some way, linked to the
company?

How to link to these groups?

Environmental/Green Consumerist Social and Others
(ethics/rights/regulatory)

Developing Offers in Tune with Consumer Movements…

Is the offer bringing long-term satisfaction?

Is it designed for well being of buyers?

Is it technology based or just to promote marketing
and sales?

Is it designed to over consumption?

Does it bring a balance equilibrium buyer seller?

The functional value is clear?

Is need satisfaction considered as a first objective of
the offer?

Will consumers perceive this?

Is the new offer a solution to simplify procedures?

Which are the most important groups and NGO’s to
be, in some way, linked to the company?

How to link to these groups?

Is the offer promoting social development?

Is the offer promoting inclusion?

Is it promoting local communities development?

What are the economic or people side effects?

Can it apply for fair trade?

Is the company controlling the behavior and practices
of its suppliers?

Does it have a clear, written and will communicated
“corporate social responsibility” policy?

Employees satisfaction and well being is considered?

Which are the most important groups and NGO’s to
be, in some way, linked to the company?

How to link to these groups?

Is the offer taking care of all ethic concerns?

Is it adjusted to the institutional (regulatory)
environment (”rules of the game”) of the country or
region?



Could we have a creative A-Z list of 
issues in food marketing, that could 

help us to raise ideas for our 
company?































































































Resume of the "ABC of the Food Consumer"

Attributes The Opportunities to the Companies

A – Authenticity and
Aging

✓ Take care in the launch of new products, following the needs of the target market.
✓ Be authentic, recognize mistakes with honesty and respect the consumer (in recalls).
✓ Take additional care when dealing with the aging consumer.

B – Beauty
✓ Care about the appearance of the food. Work hard at the sales place.
✓ Introduce attractive packaging.

C – Convenient and
Citzenship

✓ Produce products that involve easy handling and practical packages.
✓ Choose proper distribution channels for fast and easy purchase.
✓ Involve in social actions creating a closer contact with the community.

D – Diversity
✓ Provide diverse options.
✓ Attract with colored, different, funny and mainly educative products.
✓ The consumers want to have fun and knowledge (information).



The opportunities to the companies

Attributes The Opportunities to the Companies

E – Exotic and
Environment

✓ Introduce different national and regional cuisines with exotic characteristics.
✓ This is linked to the desire of fun during meal time.
✓ Gradual valorization of the environment, creating opportunities for actions of sustainability. Products

with certificates of environmental preservation (e.g., ISO 14000).

F – Functional
✓ Add to the products’ functional characteristics, such as weight reducers and energizers. “The food will

be the medicine”.

G – Guarantee ✓ Honor the commitments with the consumer, such as recalls, or aspects related to quality or safety.

H – Harmony and
Healthy

✓ Equilibrium of the communication, price, products and distribution channels actions.
✓ Products with a lower level of sugar or cholesterol, healthy products, fitness driven products.

Resume of the "ABC of the Food Consumer"



The opportunities to the companies

Attributes The Opportunities to the Companies

I – Innovation and
individualization

✓ Intensify the launch of new products; innovative products, that really represent new solutions.
✓ Target individual products, smaller packages to consumers who live alone.

J – Jobs
✓ Products that can generate jobs, with brands and stamps for small producers, or “job-friendly

product.”

L – Labeling ✓ Label as a very important source of information.

M – Meal Solutions
✓ Offer real solutions to final consumer’s desires.
✓ Growth of food outside home.

N-Nostalgic
✓ As opposite, offer products that bring back special moments of a generation that compose the target

market.

Resume of the "ABC of the Food Consumer"



Attributes The opportunities to the companies

Attributes The Opportunities to the Companies

O- Organic ✓ Growing market segment, people searching for more natural products.

P- Practical and Price
✓ Practical products for day-to-day use, which have quick preparation time and are easy to open.

Variable price is fundamental in the decision’s moment.

Q- Quality ✓ Basic requisite to operate in any market.

R- Reliability ✓ The food quality, sources and method of preparation have to be reliable in the consumer’s mind.

S- Services ✓ Offer services that really add value to consumer.

T- Tradition and
Traceability

✓ Maintenance of its traditional product line.
✓ Arguments of age and time in the market transmitting trust.
✓ Register all the product’s history, from the farm to the final consumer.

Resume of the "ABC of the Food Consumer"



Attributes The opportunities to the companies

Attributes The Opportunities to the Companies

U- Uniformity ✓ Consumer is not willing to accept variations in the product.

V- Value ✓ Add value to the food, at the lowest cost, bringing the concept of “best value”

W- World-Wide ✓ Explore the chances to use new media sources.

X- Xenophobia ✓ Valorization of the domestic jobs and domestic production. Local sourcing

Y- Young ✓ Some consumers want to be and to feel young, live longer and live healthier.

Z- Zzzzz (Speed)
✓ The company cannot be slow. Speed is fundamental. Search on web, have new ideas, be alert to the

new opportunities, be ahead of competitors, surprise them and the consumers.

Resume of the "ABC of the Food Consumer"
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