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What?

UPCYCLED FOOD
uses ingredients that otherwise would not have 

gone to human consumption, and their utilization 
has a positive impact on the environment.  
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Annual Net $ Benefit Potential of Food Waste Solutions

Source:
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Annual Net $ Benefit Potential of Food Waste Solutions

Source:
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FOOD RECOVERY HIERARCHY
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Online Survey completed by a “gen pop” national panel

Respondents N=507

Fielded February, 2021

METHODOLOGY

Mattson longitudinal study to understand consumers’ 
perceptions of Food Waste and Upcycled Food. 

Source: Mattson 2021 Study on Food Waste
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CONSUMER AWARENESS 

Are you familiar with the….

food waste prevention movement

term “upcycling”

Yes No Not sure

Versus 2019, 
slight uptick in the 

number of consumers 
who recognize the 
term UPCYCLING.

★

Also slight uptick in 
those who are aware of 

the food waste 
prevention movement

★

Source: Mattson 2021 Study on Food Waste
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Extremely big issue

Somewhat of an issue

Not really an issue

No issue at all 

Q: Food waste as an issue in the United States is...

70%

29%

99% of consumers saw 
food waste as an issue!

Almost ZERO people who feel 
food waste isn’t important

★

Source: Mattson 2021 Study on Food Waste



9

66%  The behavior of my company/where I work 
 can directly impact food waste. 

43%   I aim to buy food/beverage
 products that use upcycled 
 ingredients.

7%         I really don’t worry about the amount of food I throw away.
4%         There is nothing I can do to help with food waste. 

25% 75%50% 100%
Agree

Q: How much do you agree with these statements...

95%   It is important to do my part to reduce food waste.
92%   Food waste is a global issue that needs to be addressed. 
90%   My behavior can directly impact food waste. 

From 2019, slight increase in those who aim to 
buy MORE products with upcycled ingredients

Source: Mattson 2021 Study on Food Waste
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Source: ReFED 2016 Roadmap 

REALITY

Individual households

Grocery stores

Restaurants & Foodservice 

Food manufacturing

Farms

25%

43%

13%

16%

2%  

Restaurants & Foodservice

CONSUMER PERCEPTION

Which area 
contributes 
the most to 
food waste?

Individual households

Grocery stores

Food manufacturing

Farms

39%

20%

19%

12%

10%

Source: Mattson 2021 Study on Food Waste

THE CONSUMER DISCONNECT ...

95% of consumers think it’s important to 
do their part to reduce food waste, however 

they don’t realize they are the largest cause of food waste.  

Source: Mattson 2021 Study on Food Waste

https://www.refed.com/downloads/ReFED_Report_2016.pdf
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Almost everyone we surveyed plans to buy more 
upcycled food/beverage products in the next year.



12

MATTSON
1st Associate Member of the UFA 
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Historic
Cheese-making + Soymilk waste
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Recent Launches
Cranberry Seeds
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Recent Launches
Danone Yogurt SKU

“These California-grown Meyer lemons 
in Good Save™ are rescued fruit”
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Recent Launches
Callebaut Whole Fruit Chocolate

What makes WholeFruit 
Chocolate unique?

Not only does it have a unique 
sensory and nutritional profile, 
it is also the most impactful 
chocolate since it valorizes a 
fruit that used to be 
partially discarded as waste.
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343 Hatch Drive 
Foster City, CA 94404

650.574.8824
Contact@MattsonCo.com

Thank you.


