
Closing the Consumer Trust Gap Through Oil and Protein Choice

According to recent research, consumers’ 
trust in a food brand is second only to taste 
in influencing their purchase decisions; 
ahead of factors such as price and clean 
labels1. Although consumers want to trust 
the brand names behind the food they 
provide to their families, there appears 
to be a gap in that delivery. Only 52% of 
consumers say they trust the food industry 
and only 42% say they trust large food 
brands to do the right thing2.

As marketers, we focus heavily on building 
and maintaining this trust through 
heightened transparency. According to 
Hartman Group, reducing environmental 
impact is the most important factor in 
building consumer trust (40% of consumers), 
followed closely by which ingredients a 
company uses (34%) and where it sources 
those ingredients (31%)3. Consumers want 
to recognize the ingredients, know where 
their food comes from and how it’s made. 
Unfortunately, the transparency box is often 
checked with a blanket avoidance of GMOs 
and allergens or a shortened ingredient list. 
We encourage food brands to take a more 
engaged look at transparency to ensure they 
build consumer trust.

SELECTING OILS & PROTEINS THAT MINIMIZE 
ENVIRONMENTAL IMPACT

Production relative to necessary inputs is an 
excellent way to measure crop sustainability.  
Among protein sources, soybeans are the 
most efficient source of protein production 
with 350 pounds of edible protein per acre, 
approximately 75% more than corn and 
other legumes, and 600% more than meat4. 
Similarly, soybeans require 62% less water 
than eggs, 72% less than nuts and 84% less 
than beef per tonne of production. Further, 
only 10% of soybean acreage requires 
irrigation, compared to as much as 27% for 
dry beans and 37% for peanuts4.

ALIGNING FOOD BUSINESSES WITH 
U.S. FARMERS HELPS BUILD TRUST AND 
TRANSPARENCY

Reinforcing your brands’ connection to 
agriculture may help your company build 
trust with consumers. While consumer trust 
in food and agriculture has been on the rise in 
the past few years, trust in agriculture needs 
to be established first. Seventy percent of 
people who work in the agriculture industry 
indicate a high level of trust in the food they 
consume compared to 60% of consumers with 
parents that are connected to ag and 50% 
who are not connected to ag9. In short, the 
more consumers know about the agriculture 
practices behind a brand, the greater their 
knowledge about the food they consume, and 



in turn the greater trust they’ll have in the 
brand.

Aligning with U.S. farmers is also good for 
business. Seventy-three percent of consumers 
believe it’s important to support domestic 
agriculture by buying products grown by U.S. 
farmers and 63% say they’d be more likely 
to purchase products labeled as “100% U.S. 
Grown.”10 More specifically, consumers show 
strong support for U.S. grown soy, as 48% 
of consumers recognize U.S. grown soy as a 
sustainable crop and 51% are more likely to 
purchase products made with soybean oil 
from U.S. grown soybeans if made aware of 
that fact10.

TAKE ACTION

The United Soybean Board is dedicated 
to supporting U.S. farmers’ efforts to 
sustainably meet the demands of a growing 
food marketplace.  To learn more about the 
sustainability of various oilseeds and protein 
sources and what U.S. grown soybean oil and 
protein can do for your business, contact John 
Jansen at jjansen@unitedsoybean.org.
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