
Private and Confidental 
1 

The Digital Consumer of the Future 
Jarrod Payne 
Account Director 
Millward Brown  



Private and Confidental 
2 

H O W  W E  B U Y  

FOOD 

H O W  W E  M A K E  

~ food ~ 
DECISIONS 

~  H O W  W E  ~  

FOOD 
p r e p a r e  



Private and Confidental 
3 

H O W  W E  M A K E  

~ food ~ 
DECISIONS 



Private and Confidental 
4 

OECD Agrigultural estimates, MLA Australia Tracker 
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TNS connected life 2015 
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MLA global tracker 2016 
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