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General Attitudes toward
Health and Nutrition




The Majority of Consumers Believe They
Have Some Control Over Their Health
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How much control would you say you have over your own health? (n=1005)
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| Significantincrease/decrease from 2007 Foods for Health
Consumer Trending Survey



Americans’ Top Health Concerns

Cardiovascular
di 48%
isease

Weight 31% J\

Includes heart disease,
- blood pressure,
cholesterol, and stroke

Cancer 24%
Diabetes _ 17%
Nutrition/Diet _ 16%
Exercise _ 14%

Please list your top two or three health concerns, in order of importance to you.
(unaided, multiple responses) (n=1005)
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Consumers Overwhelmingly Believe that Food &
Nutrition Play a Role in Improving Overall Health
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Nutrition
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To what extent does each factor play a role in maintaining or improving overall health? (n=1005)
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| Significantincrease/decrease from 2007 Foods for Health

Consumer Trending Survey



A Little Over Half of Americans
View Their Diet as Healthful.

Not At All Extremely
Healthful Healthful
3% 6%
Not Very
Healthful
19%

Somewhat
Neither mEELT]
Healthful Nor 51%
Unhealthful
21%

How would you rate the healthfulness of your overall diet? Again, by “diet”, we mean everything you
consume, including foods; beverages; and vitamin, mineral, and other dietary supplements.
(n=1064)
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The Majority of Americans Report
Making a Change to Improve The
Healthfulness of Their Diet.

Over the past six months, have you made any changes in an effort
to improve the healthfulness of your diet? (n=1064)
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Improving Health and Losing Weight
Are Top Drivers of Dietary Change.

To Improve overall well-being 64%

To improve physical health 61%

To lose weight 61% '08/'07

Because of a specific health

o 30% '07/'06
condition

To maintain my weight 17% 08

(IF MADE DIETARY CHANGES OVER PAST SIX MONTHS) For which of the following reasons
are you trying to improve the healthfulness of your diet? Select all that apply. (n=684)

NOTE: “Other” response (one percent) not shown
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Many Consumers Report Changing
Types and Amount of Food Eaten to
Improve the Healthfulness of Diet.

Changing the types _ of foods
and/or food components | eat 79%

Changing the amount _ of food | eat 69%

Changing how often | eat

Changing my use of dietary
supplements 19%

Counting calories 17%

(IF MADE DIETARY CHANGES OVER PAST SIX MONTHS) Which of the following changes have
you made in the past six months to improve the healthfulness of your diet? Select all that apply.
(n=684)

NOTE: “Other” response (four percent) not shown

2009 Food & Health Survey




Consumers Report Trying to Eat
More Vegetables and Frults.

| eat more_of a specific type of
food and/or food component

64%

Vegetables (includes salad) 60%
Fruits/Fruit juice 53%
Protein 11%

Whole grains 9%
Fish/Seafood 9%
Fiber [] 7%
Chicken/Poultry [] 7%

(IF MADE CHANGES) What changes have you made to the types of foods and/or food
components you eat? (n=539)
(IF EAT MORE) Specify what foods and/or food components. (n=347)

NOTE: Responses less than five percent not shown
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Consumers Report Trying to Eat
Less of Foods They Perceive to be
High in Fat and Sugar.

| eat less of a specific type of 1 76%
food and/or food component

Highinfat T 22%
High In sugar ] 18%
Junk food/snacks ] 13%
Candy/Sweets/Chocolate ] 13%
Red meat/Beef ] 12%
High in carbohydrates 1] 11%
Fast food/Takeout ] 11%
Fried foods [] 10%
Soda/Soft drinks [] 8%
Bread [ 7%
Starches [] 6%
High in sodium [ 5%

(IF MADE CHANGES) What changes have you made to the types of foods and/or food
components you eat? (n=539)
(IF EAT LESS) Specify what foods and/or food components. (n=411)

NOTE: Responses less than five percent not shown
2009 Food & Health Survey




Awareness of and Interest In
Foods/Food Components for Health




The Majority of Americans Agree that Certain Foods
Have Health Benefits Beyond Basic Nutrition

Somewhat
disagree
3%

Strongly

6% agree
otk 36%
ontkno
{Know > 89%

Strongly
agree
53%

Now a few questions about food. Each time we use the word “food,” we are referring to
everything people eat, including fruits, vegetables, grains, meats, dairy, as well as beverages,
herbs, spices and dietary supplements.

Do you disagree or agree that certain foods have health benefits beyond basic nutrition?
(n=1005)
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| Significant increase/decrease from 2007 Foods for Health
Consumer Trending Survey



The Majority of Americans Can Name a
Specific Food and Its Associated Benefit

92% can name a food and
Its assoclated benefit

(stable from 92% in 2007, 91% in 2005;
up from 84% in 2002, 82% in 2000, and 77% in 1998)

What is the (first/second/third) food or food component that comes to mind that is thought
to have health benefits beyond basic nutrition? (n=1005)

And, what type of health benefit (beyond basic nutrition) is that food component good for?
(n=927)

2009 IFIC Functional Foods/
Foods for Health
Consumer Trending Survey



The Majority of Consumers, 68-85%, Agree that
Foods and Beverages Can Provide Benefits

e Improve health, Including heart (85%); bone (82%);
?ye (;3%); circulatory (78%); and digestive health
81%

e Contribute to a healthy body weight (81%) or
provide you with a feeling of fullness for a longer
period of time (73%)

« Maintain overall health and wellness (82%)

* Improve physical energy or stamina (82%); mental
performance (72%); overall appearance (73%)

« Contribute to healthy growth and development in
children (83%)

To what extent do you agree or disagree that some specific

foods or beverages can provide the following benefits? 2009 IFIC Functional Foods/
Foods for Health

(Split Sample)* Consumer Trending Survey



Consumption of Certain Food
Component/Health Benefit Pairs

1] !#

2009 IFIC Functional Foods/
Foods for Health
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Top Potentially Beneficial Components
Sought for Adults and Children

Percent Ranked 1 st-3rd

Adults

Fiber (37 percent)

Children

Calcium (39 percent)

Whole grains (34 percent) Vitamin C (31 percent)

Protein (28 percent) Whole grains (26 percent)

(25 percent)

Calcium (26 percent) Protein

(19 percent) Fiber
Vitamin D

Antioxidants (19 percent)

Vitamin C (19 percent)

Omega-3s/DHA (10 percent)

(18 percent)

Antioxidants (13 percent)

When choosing food or beverages for yourself, which of the following potentially beneficial
components, if any, are you looking for? Rank top three. (n=1064)

(IF HAVE CHILD/CHILDREN) When choosing food or beverages for your child/children, which of

the following potentially beneficial components, if any, are you looking for? Rank top three. (n=325)

NOTE: Responses less than five percent not shown
2009 Food & Health Survey




Americans Remain Highly Interested in Learning
More about Foods with Added Benefits

Somewhat
interested
41%

| Not very Very
mtereosted interested
8% 43%
Not at all
Interested
6%
Don't know
1%

> 8506+

In general, how interested are you in learning more about foods

that have health benefits beyond basic nutrition? (n=1005)

*Individual percentages do not add up to 85 percent due to rounding

2009 IFIC Functional Foods/
Foods for Health
Consumer Trending Survey



Taste Still the Number One
Factor Influencing Purchases;
Price Increases to an All-Timmélidlgh

Taste 34% 53% 87%

Price 31%

Healthfulness

Convenience

‘07 '06

E Some Impact O Great Impact

How much of an impact do the following have on your decision to buy foods and beverages? (n=1064)

/| Significant increase/decrease from year indicated 2009 Food & Health Survey




he World of Nutrition, As We See It Today

Nutrition
Labeling and
Communication
Food
Processing

and Production

Health &
Wellness




The Definition of “Healthy” or a
Healthful Diet is Expanding

 Key Concepts

— To be healthful, foods must be good for you and the
environment

— Local and organic tastes better / is better for you / makes you
feel like a good person

— Fewer ingredients = more wholesome
— USDA “Know Your Farmer” program

« Key Players

— The Strategic Alliance for Healthy Food and Activity

Environments (coalition of nutrition and physical activity
advocates)

— California

— Michael Pollan, Eric Schlosser, Take Part Media (Food, Inc.)
— Alice Waters

— Food Network



Interest in and Perception of
Food and Health Information

Reading or hearing about the

relationship between food and 0 0
health is of interest to me* 10 /0 67 A)

| feel that food and health
information is confusing and 29% 42%

conflicting

| am more interested in 0 0
hearing about what TO eat, 13 /0 56 A)

ther th hat NOT t t : .
R mDisagree WNeither  OAgree

(n=1064)

*Total does not add to 100 percent due to rounding
/ Significant increase/decrease from year indicated 2009 Food & Health Survey




Findings: Who & What to Believe?

Consumers say there Is no single or clear
recognized authority on the health benefits of
good nutrition.

IMPLICATION:

Consumers need clear and consistent
communication and messages to build
their trust.



Effective and Harmonized Communication Is
KEY in Relaying Your Message




In Summary

Consumers are seeking to improve their
health through food and nutrition.

Consumer interest in food and their
awareness of diet and health relationships

IS at an all-time high; a healthful diet includes
more than simple food choice.

Many consumers are eating these foods and
still more are interested in including them in to
improve the healthfulness of their diet.

The challenge: Motivating consumers to act
and sustain beneficial lifestyle changes.



In Summary

Capitalize on consumers’ desire to improve
their health through food and nutrition.

Embrace consumers’ interest in food, where it
comes from, and how It Is made.

~oster an open and transparent dialogue.

_isten to learn and understand; look for
common ground.

Share some good stories; share your story.

Acknowledge that there Is a seat for everyone
at the dinner table; make sure you show up.



Thank You!

For more information:
Wendy Reinhardt Kapsak, MS, RD
reinhardt@ific.org

International Food Information Council and

The Foundation
1100 Connecticut Avenue NW, Suite 430

Washington, DC 20036
Web: http://[foodinsight.org
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