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AI and Food Products
• Beneficial Impacts on Consumers

– Choice enhancement / simplification
– Preference matching

• Information provision
• New product development

• Location

– Food safety, Traceability, Environmental quality, etc.

• Potential Challenges
– Concerns about new technologies
– Personalization leading to adverse outcomes (spending, obesity, etc.)

– Privacy concerns 
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Choice for Consumers
• Simplifying choice, more personalized choice

– Make choice “easier” (“cognitive misers”; system I vs II processing)
– Food options are increased – reduce effort in selection / evaluation 
– Understanding personal preferences helps in creating new products

• Preference matching
– Identify food products that are desirable (taste, diet, health, etc.)
– Similar to Netflix, Spotify

• Location
– Machine Learning to identify ideal locations for new restaurants, using 

mobile phone GPS data 
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Choice for Consumers
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Choices for Consumers
Wall Street Journal
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Choices for Consumers
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Improved outcomes for consumers

https://arxiv.org/abs/1801.07826
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Choice for Consumers
• Creating products / information for choice simplification 

and preference matching:
– Less reliance on traditional surveys and sensory panels

– Change in advertising, information provision

• More reliance on sensors, bio-physical information (bio-
sensors, eye tracking)

• More reliance on sentiment analysis and large data 

structures (social media, GPS, etc.)
• More reliance on provision of tailored heuristic information
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Improving outcomes for consumers

• Food Safety
– AI / sentiment analysis / search data to identify food 

safety outbreaks

• Traceability
• Environmental improvements
• Animal welfare
• Dietary choices
• Country / Region of Origin preferences
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Improved outcomes for consumers
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Food Processing

Improved outcomes for consumers
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Improved outcomes for consumers
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Challenges

• New products / technologies
– Food Neophobia  

• Consumption effects
– Health outcomes / Obesity
– Expenditure / Financial

• Privacy concerns 
– Fallout from privacy breaches
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Consumers and New Products (Frewer et al, 
Trends in Food Science & Technology 2011)
• Perceived personal benefits and risks (health, financial, animal 

welfare, etc.)
• Perceived social benefits and risks
• Distribution of benefits (consumer, industry)
• Ethical questions (animal welfare, privacy)
• Perceived regulatory effectiveness (trust)

• Cognitive / emotional aspects
• Controllability
• Familiarity
• Uncertainty



ales.ualberta.ca

Challenges

Goddard et al, 2018. P. 2.
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Challenges

Henry An, et al, 2019. 
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Challenges

• Data analytics for tracking and profiling consumers
• Geo-targeting
• Culture coding: targeting by ethnicity and race
• Cross device tracking and real time personal advertising
• In store surveillance and point of purchase prompting
• Micro-moment messaging
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Challenges - Privacy
• Jin, G. 2018. Artificial Intelligence and Consumer Privacy. 

NBER Working paper No. 24253. 
www.nber.org/papers/w24253.

• Incomplete information about future data use
• Externalities

• Uncompensated effects on third parties
• Identify theft, blackmail, etc. 
• Impact on consumers

• Commitment
• Will data collectors maintain commitments to data security?
• Trust
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Conclusions
• Significant potential benefits to consumer from AI / 

ML applications to food
– Private benefits
– Public benefits

• But concerns over privacy, potential adverse social 
outcomes, and the “unknown”
– Trust, commitment, regulatory policy. 

• “I just don’t want my food to be smarter than I am”
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