IMPACT of INFLATION
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48% of consumers said cost and value for their
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59% of consumers
believe products have
too short of
shelf life and

In recent years, food
waste is something that
has become a major
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due to ethical, are contributing
environmental and to food
economic changes. waste.

Top reasons 3/4 of consumers would be happy to purchase products with
an extended shelf life, if the product:
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