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Professional Certificate in Food Marketing and Consumer Behaviour

Data Analytics for Food Consumer Behaviour

A/B Testing refers to a method of comparing two versions of a product, service, or marketing campaign to
determine which one performs better, often used in data analytics for food consumer behaviour to evaluate
the effectiveness of different marketing strategies. Related terms include randomized controlled trials and
split testing. A/B testing can be applied to various aspects of food marketing, such as packaging design,
advertising, and pricing, to identify the most effective approach. For instance, a food company may use A/B
testing to compare the sales of two different packaging designs for a new product, and then use the results
to inform future packaging decisions.

Acceptance and Commitment Therapy (ACT) is a type of psychotherapy that focuses on helping individuals
develop psychological flexibility and acceptance of difficult emotions, thoughts, and experiences. In the
context of food consumer behaviour, ACT can be used to help individuals develop a healthier relationship
with food and eating, by increasing mindfulness and self-acceptance. For example, an ACT-based
intervention may help individuals with eating disorders to develop a more balanced and flexible approach
to eating, by teaching them to accept and tolerate difficult emotions and thoughts related to food.

Adaptive Sampling is a statistical method used to select a subset of data points from a larger dataset, often
used in data analytics for food consumer behaviour to identify patterns and trends. Related terms include
stratified sampling and cluster sampling. Adaptive sampling can be applied to various types of data, such as
customer surveys, sales data, and social media posts, to gain insights into consumer behaviour and
preferences. For instance, a food company may use adaptive sampling to analyze customer feedback data
and identify areas for improvement in their products and services.

Affect refers to a person's emotional state or feeling, often used in the context of food consumer behaviour
to understand how emotions influence food choices and consumption. Related terms include mood and
attitude. Affect can play a significant role in shaping consumer behaviour, as people are more likely to
choose foods that evoke positive emotions and avoid foods that evoke negative emotions. For example, a
food company may use affect-based marketing strategies to create positive emotional associations with
their brand and products.

Affordability refers to the financial ability of consumers to purchase food products, often used in the
context of food consumer behaviour to understand how pricing and income levels affect food choices.
Related terms include cost and value. Affordability can be a significant factor in food consumer behaviour,
as people may prioritize affordable food options over healthier or more sustainable options. For instance, a
food company may use pricing strategies to make their products more affordable and competitive in the
market.
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Alternative Food Networks (AFNs) refer to non-traditional food systems that prioritize local and sustainable
food production and consumption. Related terms include community-supported agriculture and organic
farming. AFNs can provide consumers with alternative options for accessing fresh, healthy, and sustainable
food, and can also support local economies and communities. For example, a community-supported
agriculture program may allow consumers to purchase fresh produce directly from local farmers, promoting
local food systems and sustainable agriculture.

Anthropology is the study of human cultures, societies, and behaviours, often used in the context of food
consumer behaviour to understand the cultural and social factors that influence food choices. Related terms
include cultural anthropology and social anthropology. Anthropology can provide valuable insights into the
complex and multifaceted nature of food consumer behaviour, highlighting the importance of cultural and
social context in shaping food preferences and practices. For instance, an anthropological study of food
culture in a particular society may reveal the significance of traditional foods and meals in shaping social
identity and community bonds.

Attitude refers to a person's evaluative judgement or opinion about a food product or brand, often used in
the context of food consumer behaviour to understand how attitudes influence purchasing decisions.
Related terms include belief and intention. Attitudes can be influenced by various factors, such as personal
experiences, social norms, and marketing messages, and can play a significant role in shaping consumer
behaviour. For example, a food company may use marketing campaigns to create positive attitudes towards
their brand and products, highlighting their quality, sustainability, and health benefits.

Authentication is the process of verifying the identity or origin of a food product, often used in the context
of food consumer behaviour to ensure the authenticity and quality of food products. Related terms include
certification and labeling. Authentication can be important for consumers who prioritize factors such as
sustainability, animal welfare, and fair trade, and can also help to prevent food fraud and mislabeling. For
instance, a food company may use certification schemes to verify the authenticity of their products, such as
organic or fair trade certifications.

Automatic Processing refers to the unconscious or automatic processing of information, often used in the
context of food consumer behaviour to understand how consumers process and respond to marketing
messages and food cues. Related terms include implicit processing and explicit processing. Automatic
processing can play a significant role in shaping consumer behaviour, as people may not always be aware of
the factors that influence their food choices. For example, a food company may use marketing strategies
that appeal to consumers' automatic processing, such as using appealing images or slogans to create
positive associations with their brand and products.

Availability Heuristic refers to the cognitive bias that occurs when people overestimate the importance or
likelihood of information that is readily available, often used in the context of food consumer behaviour to
understand how consumers perceive and respond to food-related information. Related terms include
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representativeness heuristic and anchoring heuristic. Availability heuristic can influence consumer
behaviour, as people may overestimate the risks or benefits of certain foods based on readily available
information. For instance, a food company may use marketing campaigns to create positive associations
with their brand and products, highlighting their safety, quality, and health benefits.

Behavioural Economics is the study of how psychological, social, and emotional factors influence economic
decisions, often used in the context of food consumer behaviour to understand how consumers make food
choices and respond to marketing messages. Related terms include choice architecture and nudge theory.
Behavioural economics can provide valuable insights into the complex and multifaceted nature of food
consumer behaviour, highlighting the importance of psychological and social factors in shaping food
preferences and practices. For example, a food company may use behavioural economics principles to
design marketing campaigns that "nudge" consumers towards healthier or more sustainable food choices.

Big Data refers to the large and complex datasets that are generated by various sources, such as social
media, customer surveys, and sales data, often used in the context of food consumer behaviour to gain
insights into consumer preferences and behaviour. Related terms include data analytics and machine
learning. Big data can provide valuable insights into consumer behaviour, allowing companies to identify
patterns and trends that can inform marketing strategies and product development. For instance, a food
company may use big data analytics to analyze customer feedback data and identify areas for improvement
in their products and services.

Biometric Data refers to the physical or biological characteristics of individuals, such as fingerprints, facial
recognition, or iris scans, often used in the context of food consumer behaviour to understand how
biometric data can be used to personalize marketing messages and improve consumer experiences. Related
terms include physiological measures and neuroscientific methods. Biometric data can provide valuable
insights into consumer behaviour, allowing companies to create more personalized and effective marketing
campaigns. For example, a food company may use biometric data to create personalized nutrition plans or
meal recommendations based on individual consumers' physiological characteristics and dietary needs.

Brand Equity refers to the value of a brand, often used in the context of food consumer behaviour to
understand how brand reputation, loyalty, and awareness influence consumer purchasing decisions. Related
terms include brand identity and brand image. Brand equity can be a significant factor in food consumer
behaviour, as people may prioritize brands that they trust, recognize, and prefer. For instance, a food
company may use marketing campaigns to create positive brand associations, highlighting their quality,
sustainability, and social responsibility.

Business Model refers to the strategic plan or framework that a company uses to create and deliver value to
customers, often used in the context of food consumer behaviour to understand how companies can create
sustainable and profitable business models that meet consumer needs and preferences. Related terms
include value proposition and revenue stream. Business models can be designed to prioritize factors such as

Read online: https://certificates.lspm.org.uk/glossaries/6480100/data-
analytics-for-food-consumer-behaviour

London School of Planning and Management · 26 Jul 2026



G LO S S A RY

sustainability, social responsibility, and customer satisfaction, and can play a significant role in shaping
consumer behaviour and preferences. For example, a food company may use a business model that
prioritizes sustainability and social responsibility, such as a subscription-based service that delivers fresh,
locally sourced produce to customers.

Certification refers to the process of verifying that a food product or company meets certain standards or
criteria, often used in the context of food consumer behaviour to ensure the quality and safety of food
products. Related terms include labeling and accreditation. Certification can be important for consumers
who prioritize factors such as sustainability, animal welfare, and fair trade, and can also help to prevent food
fraud and mislabeling. For instance, a food company may use certification schemes to verify the quality and
safety of their products, such as organic or fair trade certifications.

Choice Architecture refers to the design of the environment or context in which consumers make choices,
often used in the context of food consumer behaviour to understand how the presentation and framing of
food options can influence consumer decisions. Related terms include nudge theory and behavioural
economics. Choice architecture can play a significant role in shaping consumer behaviour, as people may be
influenced by the way in which food options are presented and framed. For example, a food company may
use choice architecture principles to design menus or packaging that "nudge" consumers towards healthier
or more sustainable food choices.

Clean Label refers to the transparency and simplicity of food labeling, often used in the context of food
consumer behaviour to understand how consumers respond to clear and concise labeling information.
Related terms include simple ingredients and natural products. Clean labeling can be important for
consumers who prioritize factors such as health, sustainability, and transparency, and can also help to build
trust and loyalty between consumers and food companies. For instance, a food company may use clean
labeling to highlight the simplicity and naturalness of their ingredients, creating positive associations with
their brand and products.

Cognitive Bias refers to the systematic errors or distortions in thinking and decision-making, often used in
the context of food consumer behaviour to understand how cognitive biases influence consumer
perceptions and choices. Related terms include heuristics and biases. Cognitive biases can play a significant
role in shaping consumer behaviour, as people may be influenced by mental shortcuts or rules of thumb
that can lead to errors or distortions in thinking. For example, a food company may use marketing
campaigns to create positive associations with their brand and products, highlighting their quality,
sustainability, and health benefits, while also being aware of the potential cognitive biases that may
influence consumer perceptions.

Cohort Analysis refers to the study of groups of people who share similar characteristics or experiences,
often used in the context of food consumer behaviour to understand how consumer preferences and
behaviour change over time. Related terms include panel data and longitudinal study. Cohort analysis can
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provide valuable insights into consumer behaviour, allowing companies to identify patterns and trends that
can inform marketing strategies and product development. For instance, a food company may use cohort
analysis to study the purchasing habits and preferences of different age groups or demographic segments,
identifying opportunities to tailor their products and marketing campaigns to specific consumer groups.

Consumer Behaviour refers to the study of how consumers make purchasing decisions and interact with
products and services, often used in the context of food consumer behaviour to understand how consumers
choose, consume, and dispose of food products. Related terms include marketing research and consumer
psychology. Consumer behaviour can be influenced by a wide range of factors, including personal
characteristics, social norms, cultural values, and marketing messages. For example, a food company may
use consumer behaviour research to understand how consumers respond to different marketing campaigns,
packaging designs, and product formulations.

Consumer Insights refer to the understanding of consumer needs, preferences, and behaviour, often used in
the context of food consumer behaviour to inform marketing strategies and product development. Related
terms include market research and consumer intelligence. Consumer insights can be gained through various
methods, including surveys, focus groups, and social media analytics, and can provide valuable information
about consumer preferences, attitudes, and behaviour. For instance, a food company may use consumer
insights to develop new products or marketing campaigns that meet the evolving needs and preferences of
their target consumers.

Content Marketing refers to the creation and distribution of valuable, relevant, and consistent content to
attract and retain a clearly defined audience, often used in the context of food consumer behaviour to
engage consumers and build brand awareness. Related terms include inbound marketing and storytelling.
Content marketing can be an effective way to connect with consumers and build trust and loyalty, as people
are more likely to engage with brands that provide valuable and relevant information. For example, a food
company may use content marketing to create recipes, cooking tips, and nutritional advice that showcase
their products and expertise, while also providing value to consumers.

Convenience Food refers to the easy and quick preparation of food products, often used in the context of
food consumer behaviour to understand how convenience influences consumer purchasing decisions and
consumption patterns. Related terms include ready-to-eat and processed foods. Convenience foods can be
popular among consumers who prioritize ease and speed in their food choices, but can also be associated
with negative health and environmental impacts. For instance, a food company may use convenience-based
marketing strategies to appeal to busy consumers, highlighting the ease and speed of their products, while
also emphasizing their health and sustainability benefits.

Critical Discourse Analysis (CDA) is a methodology used to analyze and critique the language and
communication used in social and cultural contexts, often used in the context of food consumer behaviour
to understand how language and discourse shape consumer perceptions and behaviour. Related terms
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include discourse analysis and critical theory. CDA can provide valuable insights into the power dynamics
and social structures that shape consumer behaviour, highlighting the importance of language and
communication in shaping consumer attitudes and preferences. For example, a CDA study of food
marketing campaigns may reveal how language and imagery are used to create positive or negative
associations with certain foods or brands.

Cross-Cultural Comparison refers to the study of similarities and differences between cultures, often used in
the context of food consumer behaviour to understand how cultural factors influence consumer preferences
and behaviour. Related terms include cultural anthropology and comparative research. Cross-cultural
comparisons can provide valuable insights into the complex and multifaceted nature of food consumer
behaviour, highlighting the importance of cultural context in shaping food preferences and practices. For
instance, a cross-cultural comparison of food culture in different societies may reveal the significance of
traditional foods and meals in shaping social identity and community bonds.

Customer Journey refers to the series of interactions and experiences that a customer has with a brand or
product, often used in the context of food consumer behaviour to understand how consumers engage with
food companies and products over time. Related terms include touchpoints and experience mapping.
Customer journey mapping can provide valuable insights into consumer behaviour, allowing companies to
identify areas for improvement and optimization in their marketing strategies and customer experiences.
For example, a food company may use customer journey mapping to understand how consumers interact
with their brand and products, from awareness and consideration to purchase and loyalty.

Data Analytics refers to the process of analyzing and interpreting data to gain insights and inform decision-
making, often used in the context of food consumer behaviour to understand consumer preferences and
behaviour. Related terms include data science and business intelligence. Data analytics can be applied to
various types of data, including customer surveys, sales data, and social media posts, to gain insights into
consumer behaviour and preferences. For instance, a food company may use data analytics to analyze
customer feedback data and identify areas for improvement in their products and services.

Data Mining refers to the process of discovering patterns and relationships in large datasets, often used in
the context of food consumer behaviour to identify trends and insights that can inform marketing strategies
and product development. Related terms include machine learning and predictive analytics. Data mining
can be applied to various types of data, including customer surveys, sales data, and social media posts, to
gain insights into consumer behaviour and preferences. For example, a food company may use data mining
to identify patterns in customer purchasing behaviour, such as the frequency and timing of purchases, to
inform marketing campaigns and product development.

Digital Marketing refers to the use of digital channels and platforms to promote and sell products or
services, often used in the context of food consumer behaviour to engage consumers and build brand
awareness. Related terms include online marketing and social media marketing. Digital marketing can be an
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effective way to connect with consumers and build trust and loyalty, as people are increasingly using digital
channels to interact with brands and products. For instance, a food company may use digital marketing to
create social media campaigns, email newsletters, and online advertising that showcase their products and
expertise, while also providing value to consumers.

Discrete Choice Experiment (DCE) is a methodology used to analyze consumer preferences and behaviour,
often used in the context of food consumer behaviour to understand how consumers make trade-offs
between different attributes and features of food products. Related terms include conjoint analysis and
stated preference. DCE can provide valuable insights into consumer behaviour, allowing companies to
identify the most important attributes and features that drive consumer preferences and purchasing
decisions. For example, a DCE study of food packaging may reveal the importance of factors such as
sustainability, convenience, and nutritional content in shaping consumer preferences.

Eating Behaviour refers to the patterns and habits of food consumption, often used in the context of food
consumer behaviour to understand how consumers choose, consume, and dispose of food products.
Related terms include food choice and nutrition. Eating behaviour can be influenced by a wide range of
factors, including personal characteristics, social norms, cultural values, and environmental factors. For
instance, a food company may use eating behaviour research to understand how consumers respond to
different marketing campaigns, packaging designs, and product formulations.

Emotional Appeal refers to the use of emotions to influence consumer behaviour and decision-making,
often used in the context of food consumer behaviour to create positive associations with food products
and brands. Related terms include emotional marketing and sentiment analysis. Emotional appeal can be an
effective way to connect with consumers and build trust and loyalty, as people are more likely to engage
with brands that evoke positive emotions and create meaningful experiences. For example, a food company
may use emotional appeal to create marketing campaigns that highlight the joy, convenience, and
satisfaction of their products, while also emphasizing their quality, sustainability, and health benefits.

Ethnographic Research refers to the study of people and cultures in their natural environments, often used
in the context of food consumer behaviour to understand how consumers interact with food products and
brands in their daily lives. Related terms include qualitative research and participant observation.
Ethnographic research can provide valuable insights into consumer behaviour, highlighting the importance
of cultural and social context in shaping food preferences and practices. For instance, an ethnographic study
of food culture in a particular society may reveal the significance of traditional foods and meals in shaping
social identity and community bonds.

Experimental Design refers to the methodology used to test hypotheses and evaluate the effects of
different variables on consumer behaviour, often used in the context of food consumer behaviour to
understand how different factors influence consumer preferences and purchasing decisions. Related terms
include randomized controlled trials and quasi-experiment. Experimental design can be applied to various
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aspects of food marketing, such as packaging design, advertising, and pricing, to identify the most effective
approaches. For example, a food company may use experimental design to test the effectiveness of
different marketing campaigns or packaging designs on consumer behaviour.

Extrinsic Cues refer to the external factors that influence consumer behaviour, such as packaging, pricing,
and marketing messages, often used in the context of food consumer behaviour to understand how
extrinsic cues shape consumer perceptions and preferences. Related terms include intrinsic cues and
sensory attributes. Extrinsic cues can play a significant role in shaping consumer behaviour, as people may
be influenced by the way in which food products are presented and marketed. For instance, a food
company may use extrinsic cues such as packaging design and pricing to create positive associations with
their brand and products.

Food Culture refers to the shared values, beliefs, and practices related to food and eating, often used in the
context of food consumer behaviour to understand how cultural factors influence consumer preferences
and behaviour. Related terms include cuisine and gastronomy. Food culture can be an important factor in
shaping consumer behaviour, as people may prioritize traditional foods and meals that are meaningful and
significant to their cultural identity. For example, a food company may use food culture research to
understand how consumers respond to different types of cuisine or cooking methods, and to develop
products and marketing campaigns that appeal to diverse cultural groups.

Food Neophobia refers to the fear or reluctance to try new foods, often used in the context of food
consumer behaviour to understand how neophobia influences consumer preferences and behaviour.
Related terms include food adventurism and novelty-seeking. Food neophobia can be a significant factor in
shaping consumer behaviour, as people may be hesitant to try new or unfamiliar foods. For instance, a food
company may use marketing campaigns to create positive associations with new or exotic foods,
highlighting their quality, safety, and nutritional benefits.

Food Safety refers to the handling, preparation, and storage of food to prevent contamination and
foodborne illness, often used in the context of food consumer behaviour to understand how consumers
perceive and respond to food safety risks. Related terms include food hygiene and quality control. Food
safety can be an important factor in shaping consumer behaviour, as people may prioritize food products
and brands that are perceived as safe and trustworthy. For example, a food company may use food safety
research to understand how consumers respond to different food safety risks and to develop products and
marketing campaigns that emphasize safety and quality.

Food Systems refer to the networks and processes that produce, distribute, and consume food, often used
in the context of food consumer behaviour to understand how food systems influence consumer
preferences and behaviour. Related terms include food policy and sustainable agriculture. Food systems can
be an important factor in shaping consumer behaviour, as people may prioritize food products and brands
that are perceived as sustainable, equitable, and just. For instance, a food company may use food systems
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research to understand how consumers respond to different types of food production and distribution, and
to develop products and marketing campaigns that emphasize sustainability and social responsibility.

Freshness refers to the perceived or actual quality and freshness of food products, often used in the context
of food consumer behaviour to understand how freshness influences consumer preferences and behaviour.
Related terms include shelf-life and expiration date. Freshness can be an important factor in shaping
consumer behaviour, as people may prioritize food products that are perceived as fresh, healthy, and of
high quality. For example, a food company may use freshness research to understand how consumers
respond to different types of packaging and storage methods, and to develop products and marketing
campaigns that emphasize freshness and quality.

Functional Food refers to the food products that provide additional health benefits beyond basic nutrition,
often used in the context of food consumer behaviour to understand how functional foods influence
consumer preferences and behaviour. Related terms include nutraceuticals and supplements. Functional
foods can be an important factor in shaping consumer behaviour, as people may prioritize food products
that are perceived as healthy, nutritious, and beneficial to their well-being. For instance, a food company
may use functional food research to understand how consumers respond to different types of functional
ingredients and health claims, and to develop products and marketing campaigns that emphasize health
and wellness benefits.

Gastronomy refers to the study of the relationship between food, culture, and society, often used in the
context of food consumer behaviour to understand how cultural and social factors influence consumer
preferences and behaviour. Related terms include cuisine and food culture. Gastronomy can provide
valuable insights into consumer behaviour, highlighting the importance of cultural and social context in
shaping food preferences and practices. For example, a gastronomy study of food culture in a particular
society may reveal the significance of traditional foods and meals in shaping social identity and community
bonds.

Genetically Modified Organisms (GMOs) refer to the organisms that have been genetically engineered to
possess specific traits or characteristics, often used in the context of food consumer behaviour to
understand how consumers perceive and respond to GMOs. Related terms include biotechnology and
genetic engineering. GMOs can be a controversial topic in food consumer behaviour, as some consumers
may prioritize non-GMO or organic products due to concerns about safety, sustainability, and
environmental impact. For instance, a food company may use GMO research to understand how consumers
respond to different types of GMO labeling and marketing campaigns, and to develop products and
marketing campaigns that emphasize safety, quality, and sustainability.

Green Marketing refers to the use of environmental and sustainability claims to promote and sell products
or services, often used in the context of food consumer behaviour to understand how green marketing
influences consumer preferences and behaviour. Related terms include eco-labeling and sustainable
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marketing. Green marketing can be an effective way to connect with consumers who prioritize
environmental and social responsibility, as people are increasingly seeking out products and brands that are
perceived as sustainable and eco-friendly. For example, a food company may use green marketing to create
packaging and labeling that emphasizes sustainability, recyclability, and environmental benefits, while also
highlighting the quality and health benefits of their products.

Health Claims refer to the statements or assertions made about the health benefits of food products, often
used in the context of food consumer behaviour to understand how health claims influence consumer
preferences and behaviour. Related terms include nutrition labeling and functional food. Health claims can
be an important factor in shaping consumer behaviour, as people may prioritize food products that are
perceived as healthy, nutritious, and beneficial to their well-being. For instance, a food company may use
health claim research to understand how consumers respond to different types of health claims and
labeling, and to develop products and marketing campaigns that emphasize health and wellness benefits.

In-Store Marketing refers to the use of marketing strategies and tactics within retail stores to promote and
sell products, often used in the context of food consumer behaviour to understand how in-store marketing
influences consumer preferences and behaviour. Related terms include point-of-purchase and shelf
management. In-store marketing can be an effective way to connect with consumers and influence
purchasing decisions, as people are often making impulse purchases or seeking out specific products while
shopping. For example, a food company may use in-store marketing to create eye-catching packaging,
signage, and displays that highlight their products and promotions, while also emphasizing quality,
convenience, and value.

Intrinsic Cues refer to the internal factors that influence consumer behaviour, such as taste, texture, and
aroma, often used in the context of food consumer behaviour to understand how intrinsic cues shape
consumer perceptions and preferences. Related terms include extrinsic cues and sensory attributes. Intrinsic
cues can play a significant role in shaping consumer behaviour, as people may prioritize food products that
are perceived as delicious, fresh, and of high quality. For instance, a food company may use intrinsic cue
research to understand how consumers respond to different types of ingredients, cooking methods, and
sensory attributes, and to develop products and marketing campaigns that emphasize taste, quality, and
satisfaction.

Labeling refers to the process of providing information about food products, such as ingredients, nutrition,
and allergens, often used in the context of food consumer behaviour to understand how labeling influences
consumer preferences and behaviour. Related terms include certification and regulation. Labeling can be an
important factor in shaping consumer behaviour, as people may prioritize food products that are perceived
as safe, healthy, and transparent. For example, a food company may use labeling research to understand
how consumers respond to different types of labeling and certification schemes, and to develop products
and marketing campaigns that emphasize safety, quality, and transparency.
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Lifestyle Segmentation refers to the process of dividing consumers into groups based on their lifestyle,
values, and preferences, often used in the context of food consumer behaviour to understand how lifestyle
influences consumer preferences and behaviour. Related terms include psychographic segmentation and
demographic segmentation. Lifestyle segmentation can provide valuable insights into consumer behaviour,
allowing companies to identify and target specific consumer groups with tailored marketing campaigns and
product offerings. For instance, a food company may use lifestyle segmentation to understand how
consumers respond to different types of products and marketing campaigns, and to develop products and
marketing campaigns that appeal to specific lifestyle segments.

Meal Solution refers to the food products or services that provide a convenient and complete meal or snack
solution, often used in the context of food consumer behaviour to understand how meal solutions influence
consumer preferences and behaviour. Related terms include convenience food and prepared meals. Meal
solutions can be an important factor in shaping consumer behaviour, as people may prioritize food
products that are perceived as convenient, easy to prepare, and satisfying. For example, a food company
may use meal solution research to understand how consumers respond to different types of meal solutions,
and to develop products and marketing campaigns that emphasize convenience, quality, and satisfaction.

Mindful Eating refers to the practice of paying attention to the experience of eating and savoring food,
often used in the context of food consumer behaviour to understand how mindful eating influences
consumer preferences and behaviour. Related terms include intuitive eating and conscious consumption.
Mindful eating can be an important factor in shaping consumer behaviour, as people may prioritize food
products that are perceived as healthy, nutritious, and enjoyable to eat. For instance, a food company may
use mindful eating research to understand how consumers respond to different types of food products and
marketing campaigns, and to develop products and marketing campaigns that emphasize health, wellness,
and enjoyment.

Mobile Marketing refers to the use of mobile devices and platforms to promote and sell products or
services, often used in the context of food consumer behaviour to understand how mobile marketing
influences consumer preferences and behaviour. Related terms include digital marketing and social media
marketing. Mobile marketing can be an effective way to connect with consumers and influence purchasing
decisions, as people are increasingly using mobile devices to interact with brands and products. For
example, a food company may use mobile marketing to create mobile-only promotions, apps, and games
that engage consumers and provide value, while also emphasizing quality, convenience, and satisfaction.

Multivariate Analysis refers to the statistical method used to analyze and understand the relationships
between multiple variables, often used in the context of food consumer behaviour to understand how
consumer preferences and behaviour are influenced by multiple factors. Related terms include regression
analysis and factor analysis. Multivariate analysis can provide valuable insights into consumer behaviour,
allowing companies to identify the most important factors that drive consumer preferences and purchasing
decisions. For instance, a food company may use multivariate analysis to understand how consumers
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respond to different types of marketing campaigns, packaging designs, and product formulations, and to
develop products and marketing campaigns that emphasize quality, convenience, and value.

Natural Food refers to the food products that are perceived as natural, wholesome, and minimally
processed, often used in the context of food consumer behaviour to understand how natural food
influences consumer preferences and behaviour. Related terms include organic food and clean labeling.
Natural food can be an important factor in shaping consumer behaviour, as people may prioritize food
products that are perceived as healthy, sustainable, and environmentally friendly. For example, a food
company may use natural food research to understand how consumers respond to different types of natural
and organic products, and to develop products and marketing campaigns that emphasize naturalness,
quality, and sustainability.

Neuroscience refers to the study of the brain and nervous system, often used in the context of food
consumer behaviour to understand how neuroscience influences consumer preferences and behaviour.
Related terms include neuromarketing and consumer neuroscience. Neuroscience can provide valuable
insights into consumer behaviour, highlighting the importance of cognitive and emotional factors in
shaping food preferences and practices. For instance, a neuroscience study of food consumer behaviour
may reveal the neural mechanisms underlying food preferences, cravings, and addiction.

Nutrition Labeling refers to the process of providing information about the nutritional content of food
products, often used in the context of food consumer behaviour to understand how nutrition labeling
influences consumer preferences and behaviour. Related terms include labeling and regulation. Nutrition
labeling can be an important factor in shaping consumer behaviour, as people may prioritize food products
that are perceived as healthy, nutritious, and transparent. For example, a food company may use nutrition
labeling research to understand how consumers respond to different types of nutrition labeling and
certification schemes, and to develop products and marketing campaigns that emphasize health, wellness,
and transparency.

Omnichannel Marketing refers to the use of multiple channels and platforms to promote and sell products
or services, often used in the context of food consumer behaviour to understand how omnichannel
marketing influences consumer preferences and behaviour. Related terms include multichannel marketing
and integrated marketing. Omnichannel marketing can be an effective way to connect with consumers and
influence purchasing decisions, as people are increasingly using multiple channels and platforms to interact
with brands and products. For example, a food company may use omnichannel marketing to create
seamless and integrated experiences across online and offline channels, emphasizing quality, convenience,
and value.

Organic Food refers to the food products that are produced and certified according to organic standards,
often used in the context of food consumer behaviour to understand how organic food influences
consumer preferences and behaviour. Related terms include natural food and sustainable agriculture.
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Organic food can be an important factor in shaping consumer behaviour, as people may prioritize food
products that are perceived as healthy, sustainable, and environmentally friendly. For instance, a food
company may use organic food research to understand how consumers respond to different types of
organic products, and to develop products and marketing campaigns that emphasize organicness, quality,
and sustainability.

Packaging Design refers to the process of creating and designing the packaging of food products, often
used in the context of food consumer behaviour to understand how packaging design influences consumer
preferences and behaviour. Related terms include labeling and branding. Packaging design can be an
important factor in shaping consumer behaviour, as people may prioritize food products that are perceived
as attractive, convenient, and sustainable. For example, a food company may use packaging design research
to understand how consumers respond to different types of packaging materials, shapes, and designs, and
to develop products and marketing campaigns that emphasize quality, convenience, and sustainability.

Personalization refers to the process of tailoring products or services to individual consumers or groups,
often used in the context of food consumer behaviour to understand how personalization influences
consumer preferences and behaviour. Related terms include customization and targeted marketing.
Personalization can be an effective way to connect with consumers and influence purchasing decisions, as
people are increasingly seeking out products and experiences that are tailored to their individual needs and
preferences. For example, a food company may use personalization to create customized meal plans,
product recommendations, and marketing campaigns that emphasize quality, convenience, and relevance.

Place-Based Marketing refers to the use of marketing strategies and tactics that are tailored to specific
geographic locations or regions, often used in the context of food consumer behaviour to understand how
place-based marketing influences consumer preferences and behaviour. Related terms include local
marketing and regional marketing. Place-based marketing can be an effective

Read online: https://certificates.lspm.org.uk/glossaries/6480100/data-
analytics-for-food-consumer-behaviour

London School of Planning and Management · 26 Jul 2026


