
Next Generation Ingredient Branding 
 

Results of the first representative consumer study in the D/A/CH region 
 



NEXT GENERATION INGREDIENT BRAND 
STUDY - SET UP 

BRAIND conducted the first ever research study, analyzing 
the impact of 110 Ingredient Brands on the buying decision 
of 1.800 consumers in the D/A/CH region to find out: 
 
•  How much are consumers aware of Ingredient Brands? 
•  How important are Ingredient Brands for them? 
•  How do Ingredient Brands influence their buying 

decision? 
 

We analyzed three groups of Ingredient Brands:  
 
•  30 Well-known Ingredient Brands from other industries 
•  50 Ingredient Brands from the Outdoor/Textile Industry 
•  30 Ingredient Brands representing a business standard, a 

sustainable or ethical production, a certification or a 
secure transaction 

 



KEY FACTS FROM THE STUDY 

①  The majority of the participants declared, that they perceive 
a product that carries a well-known Ingredient Brand of 
higher quality. 

②  A similar large number declared a product, which contains a 
well known Ingredient Brand as more innovative. 

③  Almost three quarter declared, that they would buy 
additional products of the same Ingredient Brand, if they 
have previously made a positive experience with that brand. 
 

④  A surprising high amount of all Participants declared, that 
they are willing to pay more for a product, which contains a 
well-known Ingredient Brand. 
 

⑤  Next Generation Ingredient Brand? Many participants 
considered Ingredient Brands representing a business 
standard, a sustainable or ethical production, a certification 
or a secure transaction as more or equally important for 
them in the future. 

 



NEXT GENERATION INGREDIENT BRAND 
STUDY RESULTS 
 

91% declared a product, which 
contains a well known Ingredient 
Brand as more innovative. 91% 

 MORE 
INNOVATIVE 



NEXT GENERATION INGREDIENT BRAND 
STUDY RESULTS 
 

90% of the participants 
declared, that they perceive a 
product that carries a well-
known Ingredient Brand of 
higher quality. 

90% 
 HIGHER 
QUALITY 



NEXT GENERATION INGREDIENT BRAND 
STUDY RESULTS 
 

Almost three quarter declared, 
that they would buy additional 
products of the same Ingredient 
Brand, if they have previously 
made a positive experience with 
that brand. 

73% 
 BUY MORE 
PRODUCTS 



NEXT GENERATION INGREDIENT BRAND 
STUDY RESULTS 
 

70% of the people filling in this 
survey are committed to 
recommend a certain Ingredient 
Brand, if they have previously 
made positive experiences with 
it. 

70% 
RECOMMENDATION 



NEXT GENERATION INGREDIENT BRAND 
STUDY RESULTS 
 

Almost 2/3 of all participants 
declared, that they are willing to 
pay more for a product, which 
contains a well known Ingredient 
Brand. 

63% 
 MORE MONEY 



NEXT GENERATION INGREDIENT BRAND  
STUDY RESULTS - SUMMARY 
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NEXT GENERATION INGREDIENT BRAND 
STUDY – RESULTS 

Of all participants considered 
Ingredient Brands representing  
a business standard, a sustainable 
or ethical production, a certification 
or a secure transaction important  
for them. 

49% 
IMPORTANT 



Of all participants considered 
Ingredient Brands representing a 
business standard, a sustainable or 
ethical production, a certification 
or a secure transaction as more or 
equally important for them in the 
future. 
  

93% 
 

MORE OR 
EQUALLY 

IMPORTANT IN 
THE FUTURE! 

NEXT GENERATION  
INGREDIENT BRAND STUDY – RESULTS 



FIND OUT MORE 

 
If you are interested in further details of the study or 
if you would like to use or publish the provided 
information, please contact us at info@braind.co. 
 
We are also happy to discuss your Ingredient 
Branding opportunity with you.  
 
 
 
The entire content of this study, including text, graphics, and images and their 
layout is protected by copyright law. Any reproduction, technical or other 
manipulation or modification, translation, publication or other use of the 
materials is prohibited without the explicit prior written consent of BRAIND.  
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