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Abstract
Nowadays consumers have new expectations and have embraced what began simply as a new trend. Due to increased consumer

demand, companies needed to implement more effective strategies that would garner greater consumer attention. In this way, digital
marketing has revolutionized food markets.

This article aims to expose some of the future trends in food products consumption and food marketing and expected to contrib-

ute to academic community through the indication of some topics that are less explored in the food products consumption thematic.
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Introduction

This article aims to expose some of the future trends in the

Food products consumers demand for more information (pro-

strategies of marketing food products. Moreover, this work expect-

changed over time. They are increasingly adept at shopping online,

tion thematic. Furthermore, this study is divided in four parts: the

duction mode, origin, other consumers’ opinion) about the products that they intent to buy. Consumer’s buying behaviour trend has
looking for convenience [1], time savings [2], privacy [3], variety of
products, price and product quality [4].

In Europe in the year 2017, 81, 22% of the total population have

access to Internet, and 14% of the European population purchase
food or groceries online, this value represents an increase of 2%
compared to 2016 [5]. The online search for information or online
purchase of food products may be one of the changes in the consumption patterns.

Consumers' preferences for shopping on the Internet may de-

pend on the product type and with respect to e-commerce the
impact of site quality on loyalty and purchase intentions depends

on the particular product category [6]. Information and order ser-

vices, privacy, quality of products, site quality are attributes valued
by consumers [7].

ed to contribute to academic community through the indication of

some topics that are less explored in the food products consumpfirst part is a short introduction to the thematic; the second part

make a state of art about global markets of food products; the third
part introduces digital marketing and commerce of the same products; and finally, in the fourth part, conclusions are exposed.
Market food trends

Global markets of food products
The way retailers react to these demands for information by

consumers will vary significantly across cultures, countries, chains
and products. Several factors affect the consumer’s decisions to act
responsibly [8].

Retailers may accept and adopt contemporary trends in food

consumption if they perceive them to improve sales and customer
satisfaction. However, consumers and retailers differ in the way

they select and process information and make decisions about

product attributes because they have different attitudes, different
buying policies and different goals [9].
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The perception of value depends on the degree to which cus-

marketing strategy must be holistic and appropriate to the mar-

competitive advantage for a retailer [10]. However, retailers have

important since it allows information sharing between consumers

tomers believe that the product will contribute to fulfilling their

goals. Creating value for consumers is a very important source of

strong beliefs about those aspects of their business demonstrated
by experience as being important for obtaining the goals and profits they are looking for [11]. Contemporary trends will affect food
demand in the future and is conditioned by the level of involvement in promotion by retailers as well as the size and the economic

value of the segments of concerned consumers [12]. According to
Foodeurope [13] the food and beverage industry is the largest em-

ployer, occupying 15% of employment, totalling 4.2 million people;
integrates 287 thousand companies; exports EUR 76.2 billion, representing 16.5% of the world market share. Imports € 63 million
and contributes with 1.9% of European Gross Value Added.

In addition to the economic and social impact, the sector's

growth is also an opportunity for the development of rural areas
and agriculture, considering Europe's food shortages [14].

keting objectives but also the human resources available to put
this strategy in practice [17]. For companies, digital marketing is

and between consumers and companies in real time; it also allows

companies to have metrics to understand if the used strategy is

having success or not; and it enables companies to used innovative
technologies to communicate with consumers [18,19]. Some of the
most important companies in food industry, such as McDonalds
and Coca-Cola, are using Internet to promote and communicate

with their target. To do this, they are using companies’ websites,
social media pages and mobile applications [20].

Several authors point that e-commerce of food products is an-

other trend in these products’ consumption [21-25]. In the figure

1, we can see that the online purchase rate of food or groceries
products in six European relevant economies is increasing considerably. This reality is a change in the food consumption patterns.

Globalization and trade liberalization have brought new play-

ers representing growth opportunities in countries such as East-

ern Europe, India, China and Brazil. However, the difficulties faced
by European companies in placing products on third markets, in

particular the existence of customs and other barriers, which make
products more expensive, affect their competitiveness [13].

In addition to the effects of globalization, there have also been

changes in the way consumers perceive food and what they expect
from it, notably in terms of quality, variety, safety and price. Also,

companies are changing how they market their products in order
to better satisfy consumers' needs [15].

In the recent evolution of the sector there is a disparity in the

market, which places side by side the large distribution chains with
a high negotiating capacity, allowing them to reduce margins, select products and producers, against a very fragmented agricultural
and business fabric [16].

Digital Marketing and E-commerce of food products
Digital Marketing strategies intent make sales, but also devel-

op conversational activities with clients and retain clients for the
maximum period of time possible. In order to have success, digital

Figure 2: E-commerce purchase rate of food or groceries in
Europe by country.
Source: retrieved from statista, 2017

Conclusion
Today, digitization influences the way companies do business.

Due to the globalization of markets and the increasingly conscious
consumer demand, new business lines have been developed, such
as digital marketing, which currently has many efficient tools that
support business activities and offer several advantages.
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