Focus on

brand trust

Building customer trust in food

Now more than ever, consumers have
numerous options when it comes to where to
buy their food. With such a competitive food
industry, brand differentiation is important

to remain top of mind for buying decisions.
Sustainability—often the key differentiator in a
crowded marketplace—is a driver of consumer
loyalty.? Trends show that consumers want

to know more than just the nutritional
information—they want to know the food’s
origin, when it was grown and how.?

How are you innovating your
company to stay ahead of the curve?
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Consumers are becoming more “sustainable-conscious”

Driven by recent sustainability awareness efforts, consumer
attention to the matter is growing. Recently, 78% of people
surveyed were willing to change food consumption habits
to reduce their environmental impact.?

Companies are moving beyond compliance

The bar is rising for both safety and quality. Food
companies are setting their own independent standards
and programs for food safety and freshness, beyond
those needed to be compliant.

Brand loyalty doesn’t exist without the presence
of food quality and safety

In fact, 20% of shoppers actually switched brands after a
product recall.* Consumers, along with other key players in
the food system, want more details and visibility about the
food they consume in order to make informed decisions.



Blockchain for the food system Full transparency
Top-to-bottom visibility into the food chain enables brands to quickly
and proactively manage damaged products without disrupting the

A digital food supply chain powered by entire supply chain.

blockchain enables full transparency so
that consumers, retailers, manufacturers
and suppliers all have confidence and
trust in the companies that we purchase
and consume our food from.

Competitive advantage

When consumers and supply chain partners know that brands are
transparent about the quality and origin of their foods, it builds
brand equity and trust, creating differentiation.

Food confidence and trust

By tracking each step of the food supply chain and sharing data
on an immutable ledger, participants can ensure the promised
quality of goods is indisputable.

“Consumers don’t just buy on brand name anymore. They buy on brand attributes.®”
Peggy O’Shea-Kochenbach, Food & Health Specialist

How IBM Food Trust addresses brand trust For more information contact your IBM
representative or visit ibm.com/food
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With the Trace module, supply chain members can securely and transparently
trace food products upstream and downstream to provide the food details
consumers and partners demand.

The Consumer module shares the journey of food by connecting shoppers
to specific, permissioned information that helps influence buying decisions,
such as origin, quality and sustainability practices.

With the Documents module, users can prove sustainability and provenance
with ease by securely managing certificates throughout the entire supply chain.

IBM Food Trust™
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