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VALUE DIMENSIONS BEYOND PRICE

Quality reflects the primacy of personal food standards 
and eating aspirations (e.g., freshness, health and 
nutrition, ethics)

Relevance refers to deliberations about needs versus 
wants, necessity versus indulgence, alignment with 
household preferences, utility, and potential for waste 

Experience captures the importance of dimensions such 
as pleasure, novelty, variety, and discovery

Convenience embodies not only traditional criteria such 
as speed, ease, and accessibility but also contemporary 
expectations around engagement, flexibility, experience, 
and relevance

85%
of U.S. shoppers 
place a high priority 
on getting good 
value

http://www.fmi.org/


Consumers Are 
Engaging With  

Sustainability at 
Retail

Source: FMI, Sustainability in the Food Industry 2023





Sustainability is Directly Tied to Transparency



What Do 
Sustainability 

& 
Transparency 
Look Like in 

Action?



And Now…
A Deeper Dive
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