
THE POTENTIAL FOR PRODUCERS

MILLENNIAL TASTES 

Consumers are open to paying more for healthy foods with 
young consumers the most willing to pay a premium

To help producers meet the growing demand for mobile, healthy and individual 
food and beverage experiences, SIG has developed combismile – an innovative 
on-the-go packaging solution. Discover more at combismile.com

Percentage of consumers very willing to pay premium:

Percentage sales change between 2012-2014:

Source: Nielsen, Global Health and Wellness Report, 2015

Healthy food categories 
are seeing the strongest 
growth in global sales

SIG conducted ethnographic research in China, which showed 
three key health concerns for consumers:

+5%
-1%

+2%
Healthy Indulgent

Semi-healthy

85% think the most impor-
tant thing for packaging is 
to keep products fresh
Source: Stora Enso, What Consumers Value in 
Packaging, 2017

“I want 
fresh products”

85%

59% think food products 
with fewer ingredients 
are healthier 
Source: Mintel, Organic Trends, 2016

“I don’t want 
chemicals in my body”

59%

42% actively seek drink 
products that improve 
their health
Source: GlobalData, Top Trends in Soft Drinks, 2017

“I would like 
to stay healthy”

42%

74% of consumers actively 
use food/drinks to improve 
their health and use 
time-saving products 
and services
Source: GlobalData, The Latest Consumer & 
Innovation Trends in Beverages, 2015

74%

Millennials 
consume more 
fresh fruits and 
vegetables at 2.7 
servings per day
Source: Food Dive, Millennials actually are 
eating their vegetables, 2017

42% 
of Millennials look for 
whole food ingredients 
in snacks such as 
real fruit pieces
Source: Welch, Snacking Trends Report, 2017

+$31bn
Fortified/functional 
products showed the 
fastest growth in 
2016 within global 
health and wellness 
food and beverages
Source: Euromonitor International, 
Health & Wellness System, 2016

2.7

WHAT CONSUMERS WANT

THE SIG SOLUTION

Source: Nielsen, Global Health and Wellness Report, 2015

Generation Z 
(under 20)

Millennials 
(21-34)

Generation X 
(35-49)

Baby Boomers 
(50-64)

31%
29%

26%
23%
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Supported by market research

IN BRIEF
Consumers, particularly Millennials, want to eat more healthfully 
but there is still room for occasional indulgent treats. That’s why 
healthy food products should not only offer nutritional quality 
but great taste and premium value. They also need to be 
convenient and easy to consume, anywhere and anytime, 
to meet the demands of today’s on-the-go lifestyles. 

THE REAL VALUE 
OF HEALTHY 
EATING

HEALTHSTYLE


