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what to believe. You just can’t take
it all in —so you eat
what you’re used to.

1 in 2 bakery
consumers say they W4
trust food and drink
producers less than

they used to

Clean is more
important to consumers
in bread than any

other food category

Simple
ingredient
messaging on

pack will continue
to resonate with

consumers
(Mintel, 2019)
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More than 6 in 10 bakery consumers say
they always read the ingredients list.

It varies depending on the application
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Sliced Bread Artisanal-Style Cakes, Muffins, Scones
and Toast : and Doughnuts
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Pastries and Cookies and Breakfast Biscuits
Croissants Sweet Biscuits and Filled Biscuits

CONSUMERS ASSOCIATE CLEAN WITH:

Made with real More natural , Made without
ingredients . artificial additives
' b e, or preservatives

Consumers
want cleaner

bakery products

but they aren’t willing
to trade-off on taste
or shelf-life

Clean label .
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Consumers believe
cleaner products offer
connect clean label benefits — but they’re

to concerned about the
and

Consumers
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