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The International Food Information Council (IFIC)
Foundation’s 2019 Food and Health Survey marks the
14th time the IFIC Foundation has surveyed American
consumers to understand their perceptions, beliefs
and behaviors around food and food-purchasing
decisions.

This year, the survey continues an examination of
issues related to health and diet, food components,
food production and food safety. It also explores new
topics, such as food allergies and plant-based diets.

This report represents a supplement to the main
study, produced in partnership with the American
Institute for Cancer Research, and focuses on how
cancer prevention influences food choices among Gen
X consumers.
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® Online survey of 1,022 Gen X Americans (ages
40 to 55). Survey fielded from March 22 to April
9, 2019. The survey took approximately 21
minutes to complete.

* The results were weighted to ensure that they
are reflective of the American population ages
40 to 55, as seen in the 2018 Current Population
Survey. Specifically, they were weighted by
education, gender, race/ethnicity and region.

® The survey was conducted by Greenwald &
Associates, using Dynata’s consumer panel
(previously known as ResearchNow).
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Executive Summary

Key Findings
This year’s 2019 Food and Health Survey seeks to understand
consumers’ perceptions and behaviors around food and food- Some of the more compelling findings of the Food and Health
purchasing decisions. Survey’s Special Report on Gen X Consumers include:
This Special Report on Gen X Consumers also focuses on the * Most Gen X consumers believe lifestyle choices can influence
following cancer-related topics: the risk of developing cancer. While heart disease and diabetes

are more likely to be seen as influenced by lifestyle, nearly six in
ten Gen X consumers think lifestyle choices can have at least
some impact on the risk of developing cancer. A third believe it
* Cancer prevention as a food/beverage purchase driver can have a great influence on the risk. Regular and sustained

e Trusted sources for cancer-related information physical activity, eating a diet high in fruits/veggies, and lowering
one’s weight/BMI are seen as most impactful.

* Perceptions related to the impact of lifestyle and diet
changes on cancer prevention

* Perceived health impact of different protein sources

* Nearly half of all Gen X consumers say their purchases are
impacted by whether a food/beverage might reduce their risk
of developing cancer. That said, cancer prevention is not unique
as a purchase driver—prevention of heart disease, diabetes, and
the other health conditions all influence consumers similarly.
Women, African Americans, and those in better health are all
more likely to be impacted by cancer prevention when making
purchases (vs. their respective counterparts).
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* Findings are presented for all Gen X respondents. Additional
insights are provided based on how findings vary by different
types of demographic groups such as by race, gender and
income.



Executive Summary

Key Findings (continued)

The cancer-prevention purchase driver is linked to other
drivers, such as healthfulness, environmental sustainability,
recognizing ingredients, and trust in brands. Seventy-six
percent of Gen X consumers who are greatly influenced by cancer
prevention also consider healthfulness a driver (vs. just 33% of
those for whom cancer prevention is not a driver). That said, this
still leaves a sizeable share who are significantly impacted by the
idea of cancer prevention but who are not the typical health-
minded consumer.

A majority of Gen Xers who are greatly impacted by desire for
cancer prevention say their diet has changed significantly over
the past ten years. While only about four in ten of all consumers,
and four in ten Gen X consumers specifically, report having an
extremely or very different diet vs. ten years ago, 57% of those
greatly impacted by the desire for cancer prevention report this
to be the case.

Health care professionals and cancer-focused health
organizations are by far the most trusted source for learning
about potential links between diet and cancer risk. Not
surprisingly, health care professionals (such as a PCPs) are most
trusted for information related to diet and cancer risk (31%).
Interestingly though, health organizations that focus on cancer,
such as the American Institute for Cancer Research, are nearly as
trusted: 27% say they would consider this source the most
trustworthy.

Gen Xers are more focused on weight loss than other
generations. Gen X consumers are more likely than those
younger or older to be following a diet with the purpose of losing
weight (64% vs. 51% of the general population) or to improve
their physical appearance (53% vs. 40%). Also, of those not
currently seeking health benefits from food, Gen X is more
interested in weight loss than other generations (41% vs. 34%).
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Demographics
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Demographics

Gender Household Income
Male 48% Less than $35,000 28%
Female 52 $35,000 to $49,999 11
Other <0.5 $50,000 to $74,999 13
$75,000 to $99,999 14
$100,000 to $149,999 13
$150,000 and above 19
Age Don't know <0.5
18 to 34 0% Prefer not to answer 1
35 to 49 54
50 to 64 46
650 80 0 Education
Less than high school 3%
Race/Ethnicity Graduated high school 33
White 66% Some college 15
Hispanic/Latino/Spanish descent 19 AA degree/technical/vocational 12
Black or African American 14 Bachelor's degree 22
Asian or Pacific Islander 7 Graduate/professional degree 15
Other 3
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Demographics

US Region Marital Status
Northeast 17% Married 53%
South 38 Single, never married 22
West 24 Divorced or separated 14
Midwest 21 Living with partner 9
Widowed 2
Other <0.5
Type of Location _
Children’s Ages
Suburban 52%
Urban 23 Newborn to 2 years old 3%
Rural 15 3 to 5 years old 5
Small town 9 6 to 8 years old 6
9 to 17 years old 27
18 or older 39
BMI Score Do not have any children 36
Normal or Low 31% Prefer not to say 1
Overweight 32
Obese 34
Prefer not to answer height/weight 2
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Demographics

Medical Conditions Consumers Are Multiple responses accepted

Currently Being Treated for
High blood pressure 25%
High cholesterol 21%
Stress/Anxiety/Depression 18%
Overweight/obesity 12%
Diabetes 9%
Gastrointestinal disorders 7%
Cancer/cancer survivor 3%
Heart disease 2%
Muscle strength/mobility 2%
Stroke 2%
Attention deficit hyperactivity disorder (ADHD) 1%
Osteoporosis 1%
None of the above 46%
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Beliefs About Cancer-Protective Diets
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Consumers See Differences in Impact of Lifestyle

Regular and sustained physical activity is seen as the most impactful for reducing the risk of cancer, followed closely by a diet high
in fruits and vegetables.

Perceived Impact of Lifestyle Changes To Reduce Risk 58%

of those without a non-
100% communicable disease

mCancer mHeart Disease Type 2 Diabetes are more likely to believe
[v)
90% that eating a diet high in
80% fruits and vegetables

reduces someone’s risk of
developing cancer vs.

60% 43% of those with a non-
50% communicable disease.
40% .
Gen Xers are more likely
30% than their younger
20% counterparts to believe
that regular and
10% l sustained activity,
0% lowering one’s weight

70%

Eating a diet high  Regular and Lowering your Reducing red and Reducing sugar Reducing alcohol Eating a diet rich None of the above and eating_ a dietrichin
in fruits and  sustained physical ~ weight/BMI processed meat  consumption consumption in whole grains whole grains reduces
vegetables activity consumption someone’s risk of

developing cancer.

Q22: Which of the following lifestyle changes do you think would reduce someone’s risk of developing cancer? Select all that apply. (n=1,022)
Q23: Which of the following lifestyle changes do you think would reduce someone’s risk of developing heart disease? Select all that apply. (n=1,022) 11
Q24: Which of the following lifestyle changes do you think would reduce someone’s risk of developing type 2 diabetes? Select all that apply. (n=1,022)
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Purchase Decisions Are Impacted Similarly

Half of Gen X consumers say that reducing the risk of developing heart disease has at least some impact on their purchasing
decisions.

Impact on Purchase Decision

W5 - A great impact w4 3 m2 W 1-Noimpact African Americans’ food and

beverage purchase decisions are
more impacted by the possible risk
reduction of all diseases compared with
Gen Xers overall.

Whether the food/beverage might reduce my risk of
developing heart disease

Women'’s food and beverage
purchase decisions are more impacted
by the possible risk reduction of all
diseases compared with men.

Whether the food/beverage might reduce my risk of a health
condition other than cancer, heart disease, or diabetes

Whether the food/beverage might reduce my risk of
developing cancer

560/0 and 550/0

of those who rate their health as
excellent/very good say risk reduction of
heart disease and cancer, respectively,
has some/a great impact on their food
and beverage purchase decisions vs. 41%
and 37% of those in fair/poor health.

Whether the food/beverage might reduce my risk of
developing type 2 diabetes

0% 20% 40% 60% 80% 100%
12

Q25: How much of an impact do the following have on your decision to buy certain foods and beverages? (n=1,022)
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Lifestyle Seen as Less Impactful for Cancer Risk

Over four in ten believe lifestyle choices can have a great influence on the risk of developing heart disease or diabetes, while only
one-third believe they have a great impact on the risk of developing cancer.

Influence Lifestyle Choices Have On ...

B 5 - Agreat influence m4 3 m2 B 1- No influence

740/0 and 730/0

of Gen Xers believe that
lifestyle choices have some/a
great influence on heart
disease and type 2 diabetes,
respectively, vs. 65% and
62%, respectively, of their
younger counterparts.

Risk of developing heart disease

Risk of developing type 2 diabetes -
Those who say cancer risk

has a great impact on their
food/beverage purchase
decision are more likely than
those who say it has little to no
impact to believe that
lifestyle choices have
some/a great influence on
all three diseases.

Risk of developing cancer

0% 20% 40% 60% 80% 100%

13

Q26: How much of an influence do you think lifestyle choices can actually have on the following? (n=1,022)
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Health Care Professionals Are the Most Trusted Source

They are followed by health organizations focused on cancer and more distantly by health-focused website[s].
Most Trusted Source for Learning About Links Between Diet and the Risk of Developing Cancer

Health care professional (e.g., your primary care physician) [

Health organizations focused on cancer (e.g., American Institute for Cancer Research (AICR)
Health-focused website (e.g., WebMD, Mayo Clinic)

Registered Dietitian Nutritionist (RDN)

Government agency (USDA, EPA, FDA, NCI or CDC)

Friend or family member

Health insurance providers

A food company or manufacturer

Retailer (e.g., a supermarket)

Other

Would not trust anyone

0% 10% 20% 30% 40%

14

Q27: If you wanted to learn more about the potential links between diet and the risk of developing cancer, what source would you trust the most? Select only one. (n=1,022)
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Plant-Based Proteins Are Top 3 Positive Impact

Older consumers are even more likely than Gen Xers to believe that these top sources of protein sources have a somewhat
positive/positive impact on health in general.

Those who say cancer risk has a great

Impact on Health in General impact on their food/beverage purchases
are more likely to indicate that all
W 5 - A positive impact m4 3 m2 W 1 - Negative impact plant-based proteins have a

positive/somewhat positive impact on
health in general compared with those
who say cancer risk has little to no impact
on their decisions.

74%0 ond 76%

of those who rate their health as
excellent/very good say that beans and
legumes and pulses, respectively, have a
positive/somewhat positive impact on health
in general vs. 63% and 65% of those who
rate their health as fair/poor.

430/0 and 670/0

of Gen Xers believe that red meat and
processed meat, respectively, have a
somewhat negative/negative impact vs.
32% and 50%, respectively, of their

0% 20% 40% 60% 80% 100% | Younger counterparts.

Nuts and seeds

Beans and legumes, not including soy

Pulses (e.g., chickpeas, lentils, peas, beans)

Seafood (e.g., fish, shellfish, roe)

Poultry (e.g., chicken, turkey)

Plant-based “dairy” (e.g., soy milk or yogurt, vegan “cheese”)

Soy foods (e.g., tofu, tempeh, edamame)

Dairy (e.g., milk, yogurt and cheese derived from animals)
Red meat (e.g., beef, pork, lamb)

Processed meat (e.g., bacon, deli meats, sausage)

15

Q28: What kind of an impact do you believe consuming the following protein sources has on your health in general? (n=1,022)
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Primary Purchase Drivers

2019 IFIC Food and Health Survey: Special Report on Gen X Consumers FOO D | N S | G HTO RG



Gen Xers View Themselves in Good Health

Despite nearly half of Gen Xers rating their health as excellent or very good, two in three are classified as overweight or obese.

Self-Reported Health Status

489%0

of consumers indicate their health
is excellent or very good.

Excellent

57%

of consumers who say cancer risk
has a great impact on their food
and beverage purchases say they
are in excellent/good health,
compared with 40% of those who
say it has little to no impact.

Very good

Good

Fair
57%

of consumers with an income of
$35k+ rate their health as
excellent or very good, compared
with 26% of consumers with an
income of less than $35k.

Poor

0% 10% 20% 30% 40%

17
Q1: How would you describe your own health, in general? (n=1,022)
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Brand Trust and Ingredients Are Impactful

Three in ten consumers say that recognizing the ingredients and trust in the brand have a great impact.

Impact of Brand Trust and Recognizable Ingredients

85% 60%

of consumers who say cancer risk has a W5 - A great impact m4 3 2 W 1 - Noimpact of consumers with children under
great impact on their food and beverage the age of 18 say convenience has
purchase decisions indicate that trust in Taste some/a great impact on them, vs.
the brand has some/a great impact on 50% of consumers without

them, compared with 60% who say it has children under the age of 18.

little to no impact.

Your trust in the brand

Price

Recognizing the ingredients that go into the product

Healthfulness

70%

of consumers in excellent/very good Convenience
health indicate that recognizing
ingredients has some/a great impact on convenience has some/a great
them, compared with 53% of those in : : 1 | | impact on them, vs. 50% of non-
fair/poor health. Hispanic whites.

0% 20% 40% 60% 80% 100%

66%

of African Americans say
Environmental Sustainability

Q8: How much of an impact do the following have on your decision to buy foods and beverages? (n=1,022) 18
Q9: How much of an impact does the following have on your decision to buy foods and beverages? (n=1,022)
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Diets and Eating and Shopping Patterns
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One in Three Followed a Diet in the Past Year

The most common eating patterns/diets among Gen Xers include intermittent fasting and clean eating, similar to the general
population.

Followed a Diet in Past Year? Type of Diet Followed

Intermittent fasting
Clean eating*
Gluten-free diet
Low-carb diet

Ketogenic or high-fat diet
Weight-loss plan
Mediterranean diet
Plant-based diet*
Flexitarian*

Vegetarian or vegan diet
Paleo Diet

Whole 30

Cleanse

DASH diet
Low-FODMAP*

Other

2
N
N
BN

0, 0
Q33: Have you followed any specific eating pattern or diet at any time in the past year? Select all that apply. (n=1,022) 10% 15% 20

*Indicates new diet added in 2019
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Motivators for Adopting a Specific Diet

Wanting to lose weight, improve appearance, and to feel better/have more energy are top reasons for why people adopted a new
diet.

Motivators for Adopting a New Diet
(Of those who followed a specific eating pattern in the past year)

70%

of women say they
adopted a diet to lose
weight, vs. 55% of men.

I wanted to lose weight
I wanted to feel better and have more energy

I wanted to improve my physical appearance

640/0 and 530/0

of Gen Xers who diet do
so to lose weight or
improve their physical
appearance, respectively
(vs. 51% and 40% of all
consumers in general).

I wanted to protect my long-term health/prevent future health conditions
I wanted to prevent weight gain
I wanted to improve my health so I can have more independence in life

A conversation with or diagnosis from a health care professional

A conversation with a friend or family member

A news article, blog post, or study that discussed the effects of my selected eating
patterns

Other

0% 20% 40% 60% 80%

Q34: Which of the following motivated you to make an effort to adopt a new eating pattern/diet? Select all that apply. (Of those who followed a specific eating pattern in past year, n=355)

21
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Four in Ten Say Their Diet Has Changed

However, a quarter indicate their diet is not too different or not at all different.

How different is your overall diet now versus what it
looked like 10 years ago?

. _ . _ 51% and 47%
) E i of Hispanic/Latino and African

Extremely different _ 40% American Gen Xers say that their diet is

: : 5 Extremely/ extremely/very different compared with

Very different _ Very different 35% of non-Hispanic white Gen Xers.

Somewhat different _ 57%

| : : of consumers who say cancer risk has

Not too different - 250/ a great impact on their food and
: ; : Not too different/ beverage purchase decisions say their
. : : : . diet is extremely/very different from 10
Not at all different . Not at all different years ago, vs. 25% of who say it has

: little/no impact.
0% 20% 40%

22

Q6: How different is your overall diet now versus what it looked like 10 years ago? (n=1,022)
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Three in Four Report Having a Better Diet Now

Limiting sugar intake and eating fewer carbs are the top ways in which consumers’ diets have changed.

Ways in Which Diet Has Changed

(Of those who say their diet is extremely or very different from 10 years ago)

Limiting sugar intake

Eating less carbohydrates

Eating more fruits and vegetables
Better and healthier diet in general
Eating healthier protein sources*

830/0 and 780/0

of non-Hispanic white and African
American Gen Xers, respectively,

| 76%

Watching and paying more attention to what you eat* [N | Net: Trends Healthier |: report having a better diet compared
Eating more fresh, organic, less processed foods [N : . : with 59% of Hispanic/Latino Gen
Eating smaller portions or fewer unnecessary snacks I Xers.
Eating less unhealthy fats |
Eating less "junk" and fast food |NEGTNEG i
Switched to a vegetarian or vegan diet [N ; ; ;
Eating fewer calories [ 5 5 5
Used to be a healthier person in general | IR 11% 85% _ _
Eating more unhealthy fats and sugars N © | Net: Trends Less Healthy E of consumers with an income of
Do not have the funds or time to make healthy choices [l : : : : : $75k+ report having a better diet
Change in general: diet is not better nor worse compared with 68% of consumers
Changed diet due to health issues* ! with an income of $35k-74k.
Very little change ; ; ; ; ;
Other |
Don't know ! ; ; ; ; ;
0% 5% 10% 15% 20% 25%
*Response text abridged 23

Q7: In what ways is your diet different from what it looked like 10 years ago? Please give as much detail as possible. (Of those who's diet is different, n=399)
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Over One-Third Have Never Seen MyPlate

Female consumers and consumers with children under 18 years are particularly familiar with the icon.

Familiarity With the MyPlate Graphic

57%
have seen the MyPlate
) ) graphic.
I have seen it and know a lot about it
I have seen it and know a fair amount 430/0

about it of women know at least a fair amount

about the MyPlate graphic, compared

I have seen it but know very little about it with 27% of men.

I have never seen it before

439%

of Gen Xers with children under 18
years report they know at least a fair
amount about the MyPlate graphic,

- : - compared with 31% of those without
0% 20% 40% children under the age of 18.

Not sure

24
Q2: How familiar are you, if at all, with the following graphic? (n=1,022)
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Sugars Seen as Top Source for Weight Gain

However, over a quarter believe calories from all sources impact weight the same.

Source of Calories Most Likely To Cause Weight Gain

27%

of Gen Xers with children under
the age of 18 indicate
carbohydrates are the most likely
to cause weight gain compared
with 20% of those without
children under the age of 18.

Calories from sugars

Calories from carbohydrates

Calories from fats

31%

of those with an income of
$75k+ say that sugars are most
likely to cause weight gain
compared with 21% of those
with an income below $35k.

Calories from protein

Calories from all sources have the same
impact on weight gain

Not sure

0% 20% 40%

25

Q3: What source of calories is the most likely to cause weight gain? (n=1,022)
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Over Three in Five: Unfamiliar With Mindful Eating

However, over half are interested in learning more about mindful or intuitive eating.

Familiarity and Interest in "Mindful or Intuitive Eating”

40%
Mindful or Intuitive Eating
NET familiarity: 38% 449%%

30% NET interest: 52% of Gen Xers who rate their health as
excellent/very good are familiar with
the concept compared with 29% of
Gen Xers who rate their health as

20% fair/poor.

. 459%
10% of women are familiar with the
concept compared with 31% of men.
0%
I have heard of it, and I am I have heard of it, but I do I have not heard of it, but I am I have not heard of it, and I do
interested in learning more not want to learn more interested in learning more not want to learn more

26

Q32: Which of the following best describes your familiarity and interest in the practice of "mindful or intuitive eating”? (n=1,022)
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Nearly Two In Five Rarely or Never Limit
Distractions When Eating

One in five say they always pay attention to the flavors and textures of their food as they eat.

Eating Patterns Related to
Mindful/Intuitive Eating

Gen Xers who say cancer risk
has a great impact on their food
and beverage purchase
decisions are more likely than their

H Always H Often Sometimes M Rarely M Never Not sure

I stop eating when I've had enough but not

t h
00 muc counterparts to state that they
always or often follow all eating
I pay close attention to the flavors and patterns.
textures of my food as I eat
53%

I stop myselffrom eating if I'm not hungry of Hispanic/Latino consumers state

they often or always stop
themselves from eating if they are
not hungry compared with 39% of
non-Hispanic whites.

I try to limit distractions when I am eating
a meal or snack

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

27
Q29: How often do you do the following? (n=1,022)
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Nearly Six in Ten Snack at Least Once a Day

Being hungry or thirsty and craving sweet and/or salty snacks are top reasons why people snack. Those with non-communicable
diseases are more likely than their counterparts to say they crave salty snacks.

Frequency of Snacking Reasons for Snacking
(Of those who snack)

Lam hungry or thrsty
il —— 1

I crave satty snacks

ot of boredom N
I need eneroy |

It is too long until my next meal _

It is a habit of mine _
Snacks are a treat/reward for me | D

Snacks are easily available to me/convenient _
I want something nutritious _

In response to negative emotions like feeling sad or anxious [N

Multiple times a day

Once a day

A few days a week

Once a week or less

Never In response to positive emotions like feeling happy or excited .
: . . As a way to procrastinate l
0% 20% 40% Other fj . . .
0% 10% 20% 30% 40% 50%
Q30: In a typical week, how often do you snack in addition to your main meals? (n=1,022) 28

Q31: Which of the following are the most common reasons why you choose to snack? Please select your top 3 reasons. (Of those who snack ever, n=1,000)
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Picky Eaters Are a Challenge for Parents

Only 14% say they experienced few to no barriers in introducing foods.

Biggest Challenge When Introducing Foods to Children as Infants
(Of those who have a child under 9 years)

Overcoming picky eating

Knowing what foods my child liked

Knowing what foods are the healthiest for my child at that age
Affording nutritious food

Knowing when to feed my child

Knowing how much to feed my child

Having adequate time to feed my child

Other

I experienced few to no barriers

I have not yet introduced foods to my infant

0% 10% 20% 30% 40%

Q35: What was the biggest challenge that you experienced when starting to introduce foods to your children as infant(s)? (Of those who have children under 9 years, n=129)

29
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Majority of Consumers Shop In-Person At Least
Once a Week

Only 10% grocery shop online at least once a week.
Grocery Shopping Patterns

B Multiple times a week mOnce a week = Several times a month BOnce a month mLess than once a month = Never

g g g g g g 76%
of those with a household
shop in-person weekly, vs.
: : ; : ; : ; ; : : : 64% of those with less than
seereresteceeeeeeennneenenes eeveeees Y JOTTTRRN SRR ; $35K

70°/o At least once a week

Online

0% 20% 40% 60% 80% 100%

30
Q10: How often do you buy groceries...? (n=1,022)
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Plant-Based Diets
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Consumers Are Familiar With Plant-Based Diets

Two-thirds of Gen Xers are familiar with plant-based diets; however, this is significantly less than the overall population (73%).

Familiarity and Interest in Plant-Based Diets

60%
71%
50% : .
Plant-Based Diets of consumers who rate their
it health as excellent/very good say
)
0 NET famlllarlty' 37 /o that they have heard of plant-

40% NET interest: 52% based diets compared with 60%

who rate their health as fair/poor.

30%

70%

20% of consumers with an income of
$75k+ say that they have heard
of plant-based diets compared

10% with 62% who have an income
below $35k.

0%

I have heard of it, and I am I have heard of it, but I do I have not heard of it, but I I have not heard of it, and I
interested in learning more  not want to learn more am interested in learning  do not want to learn more
more

32
Q12: Which of the following best describes your familiarity and interest with "plant-based diets”? (n=1,022)
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Consumers Split on Definition of "Plant-Based”

Similar shares of Gen Xers say a plant-based diet is either a vegan diet or one that emphasizes minimally processed foods with
limited animal consumption.

Definition of Plant-Based Diets
(Of those who have heard of plant-based diets)

A diet that emphasizes minimally-processed
foods that come from plants, with limited
consumption of animal meat, eggs, and dairy

A vegan diet in which you avoid all animal
products, including eggs and dairy

38%
of women believe it is a

vegan diet compared
with 26% of men.

A vegetarian diet in which you avoid eating
animal meat

A diet in which you try to get as many fruits and
vegetables as possible, with no limit on
consuming animal meat, eggs, and dairy

Other

Not sure

0% 20% 40%

*Question text abridged
Q13: Which of the following best matches how you would define a "plant-based diet”? Please select only one answer. (Of those who have heard of plant-based diets, n=716) 33
Q14: In your opinion, if someone is following a plant-based diet, would it be acceptable for them to eat a plant-based food product that was grown in a lab? (Of those who have heard of plant-based diets, n=716)
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One in Four Eat More Plant-Based Protein This Year

Over one-third eat plant-based protein at least once a day.

Consumption of Animal vs. Change in Consumption of Protein Sources in
Plant-Based Protein the Past 12 Months

. Animal Protein : . R O
More than 3 timesa [l u : 499% . . : [ ® Animal Protein : :
: 0 eat animal protein at : : o :
day Plant-based Protein : P : Eat much more now Plant-based Protein : 12% eat much/somewhat :
I IeaStonceaday Eat somewhat more [N i more animal protein now :

2-3 times a day gececccnedreccecscercrserdececceeccacsennnnns . now : vs. 12 months ago.

D | 5370 catplntbased
: protein at least once a day. :  Eatthe same amount

..............................................

—— Eat somewhat less

now

Once a day

..............................................

: 24% eat much/somewhat
: more plant-based protein :
! now vs. 12 months ago.

..............................................

A few times a week

Once a week or less Eat much less now

Never consume Never consume

Not sure Not sure

0% 10% 20% 30% 40% 50% 0% 10% 20% 30% 40% 50%

Q41: How often do you consume animal protein (e.g., meat, fish, poultry, dairy, eggs) and plant-based protein (e.g., soy/tofu, nuts, beans and legumes) on average? (n=1,022) 34
Q42. Thinking about the last 12 months, how has your consumption of animal protein (e.g., meat, fish, poultry, dairy, eggs) and plant-based protein (e.g., soy/tofu, nuts, beans and legumes) changed? (n=1,022)
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Holidays and Eating Out Believed To Be Most Difficult

Times To Follow Plant-Based Diets
Half also believe buying food on a budget would be difficult.

Ease of Completing Activities for Those on Plant-Based Diets

Net:
(Somewhat/
m 1 - Very difficult m2 3 m4 m5 - Very easy Very Difficult)
Stick with it through the holidays - 58% 62%
N | ' | ' o of women think it would be
Find things to eat at restaurants | _ 58% somewhat/very difficult to stick with a
: ; . ' plant-based diet through the holidays,
Buy food/groceries on a budget - 51% vs. 53% of men.
Get all the protein they need from plant-based | : _ 479%
foods without eating animal meat/products | : , : , 0 o
| - ' - ' 57%
Get all of the vitamins and nutrients they need _ 39% of consumers who say cancer risk has
: : : ’ little to no impact on their
Cook for themselves and family members _ 36% food/beverage purchases believe it
5 : 5 : would be somewhat/very difficult to
Find recipes that taste good _ 36% get all the protein they need, vs. 40%
. ’ ' ’ ; ' ; ’ . ’ . of those who say it has a great
0% 20% 40% 60% 80% 100% impact.

35
Q15: How easy do you think it would be for someone following a plant-based diet to...? (n=1,022)
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Nutrients and Desired Health
Benefits
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One in Four Consumers Seek Health Benefits From Food

Weight loss, energy, and heart health are the most sought-after benefits; Gen Xers are more likely to seek heart-health benefits
compared with consumers in general.

Seek Health Benefits From Foods? Top Sought-After Health Benefits
(Of those who seek health benefits from foods)

Weight loss/weight management I
Energy
Heart/Cardiovascular health
m Yes, I actively seek out foods or Digestive health
follow a diet for health benefits Muscle health/strength NN
m No, but I try to eat healthy in Immune function NI @&
general Brain function* _
No, health benefits are not a Bone health - I
factor in my food choices Lowering inflammation NG :
Not sure Cancer protection/prevention I
Emotional/mental health _
Diabetes management* NN E
Athletic/sports performance NN
Other |
None of the above B .
0% 20% 40% 60%
*Response text abridged
Q36: Do you seek out certain foods or follow a particular diet because of the health benefits that those foods/diet provide? (n=1,022) 37

Q39: Which of the following health benefits are you seeking to get from foods or nutrients? Select all that apply. (Of those who seek health benefits from foods, n=247)
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Interest in Weight Loss, Heart Health, Energy Benefits

Of those not actively seeking out health benefits from food, Gen Xers are more interested in weight loss than the overall population.

Seek Health Benefits From Foods? Interest in Certain Health Benefits
(Of those who do not seek health benefits from food)

Weight loss/weight management
Heart/Cardiovascular health
Energy

Brain function*

Digestive health

Cancer protection/prevention
Muscle health/strength

Immune function
Emotional/mental health
Diabetes management*

m Yes, I actively seek out foods or
follow a diet for health benefits

m No, but I try to eat healthy in
general

No, health benefits are not a
factor in my food choices

Not sure
Bone health
Lowering inflammation
Athletic/sports performance
Other
None of the above . . ; .
0% 20% 40% 60%
*Response text abridged
Q36: Do you seek out certain foods or follow a particular diet because of the health benefits that those foods/diet provide? (n=1,022) 38

Q40: Which of the following health benefits would you be most interested in getting from foods or nutrients? Please select the top 3 benefits (Of those who do not seek health benefits from foods, n=775)
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Fiber and Whole Grains Are Healthy to Gen Xers

Women especially find Omega-3s, pro-and prebiotics, and unsaturated fats to be healthy compared with men.

Perceived Healthfulness of Foods

m Healthy ® Neither healthy nor unhealthy Unaware ® Unhealthy

Fiber

% Healthy by Gender

Whole grains

Protein from plant sources B Men Women

Omega-3 fatty acids

Omega-3s
Probiotics

irv¥
Dairy Probiotics

Prebiotics
Enriched refined grains Prebiotics
Unsaturated fats E : 5
Unsaturated _ :
Animal protein fats

Fortified foods : : : : _
sociur [

0% 20% 40% 60% 80% 100%

Q37: How would you rate the healthfulness of each of the following? (n=1,022) 39
*Indicates new addition to list starting in 2019

0% 20% 40% 60% 80% 100%
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Desired Consumption Mirrors Healthfulness

Older consumers more often than younger ones indicate that they try to consume fiber and whole grains.

Consume or Avoid the Following

®mTry to consume  ® Neither - Just try to be aware = Don't consider Not sure  mTry to limit or avoid
% Try to Consume by Impact of
Cancer Risk on Food and
Beverage Purchase Decisions

Fiber

Whole grains
Omega-3 fatty acids

Protein from plant sources B Great Impact

Fiber

Probiotics M Little/No Impact

Dairy
Animal protein Whole grains

Enriched refined grains

Prebiotics
Omega-3s

Unsaturated fats

Fortified foods 0% 20% 40% 60% 80% 100%

sodur [

0% 20% 40% 60% 80% 100%

40

Q38: Do you generally try to consume or avoid the following? (n=1,022)
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One Iin Four Understand "Nutrient Density”

One-third have not heard of it but want to learn more; younger consumers are more familiar with the concept.

Familiarity and Interest in Nutrient Density

40%
20 Nutrient-Density
° NET Understand: 23%
20%
) . l I
0%
I understand the concept and I understand the conceptbut I have heard of the concept, I have not heard of the I have not heard of the
often apply it when shopping don't often apply it when but I don't understand what it concept, but I'm interested in concept, and I do not want to
shopping means learning more learn more

41

Q43: Which of the following best describes your familiarity and interest in the concept of “"nutrient density”? (n=1,022)
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Sugars and Sweeteners
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Consumers Take Multiple Actions To Limit Sugar

A higher percentage of Gen Xers, compared with their younger counterparts, report reducing the amount of carbs they consume
and consuming smaller portions in order to limit/avoid sugars.

. - Actions Taken To Limit/Avoid Sugars
Limiting/Avoiding (Of those limiting/avoiding sugars)

Sugars in Diet

Drinking water instead of caloric beverages
Eliminating certain foods and beverages from my diet

Reducing the amount of carbs I consume

Consume smaller portions

78%

Are trying to
limit/avoid
sugars

No longer adding table sugar to foods and beverages

Using the Nutrition Facts label to choose products with less sugar*

Reducing the number of calories I consume each day

Using low-calorie sweeteners instead of adding sugar

Switching from full-calorie beverages to low- and no-calorie options
Ordering or purchasing "sugar-free" options when available

Other

mAvoid = Limit Not avoiding/limiting

Q44: Are you trying to limit or avoid sugars in your diet? (n=1,022) 0 0/ 0 20 0/ (0] 40 0/ 0 60 0/ (0] 8 0 0/ (o]
Q45: What action(s) are you taking to limit or avoid sugars? Check all that apply. (Of those limiting/avoiding sugars, n=806) 43
*Response text has been abridged
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Nearly One-Third Prefer Low/No-Cal Sweeteners

However, Gen Xers are more likely than their younger counterparts to say that they do not use any type of sugar or low/no calorie
Sweetener.

Perceived Benefits of Using

Low/No-Calorie Sweeteners
(Of those who use low/no-calorie sweeteners)

Sweeteners Likely To Use

Consume less sugar

Lose weight
Consume fewer total calories

30906

Manage diabetes or control blood sugar

Use low/no Maintain my weight
calorie
sweeteners Consume an appropriate amount of sugar
Consume an appropriate amount of total calories
Reduce carbohydrate intake
Improve or maintain dental health
M Any type of sugar (table sugar, honey, maple syrup) Other :

B Low/no calorie sweeteners (aspartame, sucralose, stevia)
I don't use any type of sugar or low/no-calorie sweeteners

None of the above -

0% 20% 40%

Q46: Which of the following are you more likely to use to sweeten foods andy/or beverages? (n=1,022) 44
Q49: Which of the following, if any, do you believe consuming low/no-calorie sweeteners helps you do? (Select top answer.) (Of those who use low/no-calorie sweeteners, n=317)
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Not Needing To Add Sweetness Is Top Reason

Consumers who avoid both sugars and low/no-cal sweeteners think that both can be unhealthy.

Reasons For Not Using Sugar Reasons For Not Using Low/No-Calorie Sweetener
(Of those who don’t use sugar or low/no-calorie sweetener) (Of those who don’t use sugar or low/no-calorie sweetener)

I don't need to add sweetness

I don't want the extra calories I don't need to add sweetness

I think sugar is unhealthy
I think low-calorie sweeteners are unhealthy

I think it helps me lose/maintain weight

I don't like the taste of low-calorie
sweeteners

To reduce my carbohydrate intake

I consume sugar in packaged foods and beverages, | .
but dont add more myself | I consume low- or no-calorie sweeteners in
packaged foods and beverages, but don't

add more myself |

To manage diabetes or control blood sugar

Improve or maintain my dental health

Advice from my healthcare professional

Advice from my healthcare professional S ' : o
W Major Reason W Major Reason
I follow a diet that forbids low and no

I follow a diet that forbids sugar ) :
O Minor Reason 5 calorie sweeteners

OMinor Reason
I don't like the taste of sugar : : : : : : : : : : :
0% 20% 40% 60% 80% 100%
0% 20% 40% 60% 80% 100%
Q47: Why don't you use any type of sugar (ex. Table sugar, honey, maple syrup) to sweeten your foods and/or beverages? (Of those who don't use sugar or low/no-calorie sweeteners, n=350) 45
Q48: Why don't you use any type of low or no calorie sweeteners (ex. Aspartame, Sucralose, stevia leaf extract) to sweeten your foods and/or beverages? (Of those who don't use sugar or low/no-calorie sweetener, n=350)
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Food Production
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Knowing Where Food Comes From Is Important

More than half say knowing where their food comes from is highly important; nearly half say the same about knowing a
manufacturer has a commitment to environmental sustainability.

Important Factors When Purchasing Food
% Top 2 (Very Important

|5 - Very important 4 3 m?2 B 1 - Not at all important /Important) by Race
Knowing where the food comes from = Non-Hispanic Whites African American
Knowing that the manufacturer has a | Knowing where the food _
commitment to producing food in an comes from
environmentally sustainable way
Knowing that the food was produced with Knowing that the

animal welfare in mind manufacturer has a
commitment to producing
food in an environmentally
Being able to access information about how sustainable way
my food is produced
Being able to access
information about how my

food is produced |

Knowing the food was produced using
modern farming technologies

0% 20% 40% 60% 80% 100% 0%  20%  40%  60%

47

Q50: How important are the following factors in your decision to purchase a food or beverage? (n=1,022)

2019 IFIC Food and Health Survey: Special Report on Gen X Consumers FOODINSIGHT.ORG



Taste/Cleanliness Are Key for Restaurant Choice

Cleanliness, past experience and customer service are significantly more important to Gen Xers who say cancer risk has a great
impact on their food and beverage purchase decisions compared with the general population.

Important Factors When Choosing a Restaurant or Cafeteria

m5- Very important W4 3 m2  m1-Notatall important % Top 2

(Very Important/Important)
by Impact of Cancer Risk on Food
and Beverage Purchase Decisions

B Great Impact Little/No Impact

Food quality / taste
Cleanliness
Cleanliness

Past experience

Customer service

) ] ) Past experience
Menu with options for a range of diets (e.g.,

vegetarian, low-carb, paleo)

Awareness of food allergies and ability to

accommodate Customer service

Menu labeling (e.g., calorie counts)

; _ , _ , 0% 20% 40% 60% 80% 100%
0% 20% 40% 60% 80% 100%
48

Q51: How important are the following factors when it comes to choosing a restaurant or cafeteria? (n=1,022)
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Over Half Say Sustainability Is Important

Labeled as being “locally grown” is the top indicator for perceived environmental sustainability.

Perceived Factors To Know if a Product Is

Importance of Environmental Produced in an Environmentally Sustainable Way
Sustainability in Food Products Purchased (Of those who say it’s important their food be produced sustainably)

Labeled as being locally grown

58% Labeled as sustainably sourced

of those with an
income below $35k

Recyclable packaging

52%

say it is .
Important very/somewhat Labeled as organic

important to them vs. Labeled as non-GMO/not bioengineered

49% of those with an (BE)

income of $75k+.

Minimal packaging

Other
mVery important
Neither important nor unimportant
= Not very important

® Not at all important 0% 10% 20% 30% 40% 50% 60%

mDon't know enough

Q52: How important is it to you that the food products you purchase or consume are produced in an environmentally sustainable way? (n=1,022)
Q53: You mentioned that it is important to you that food products are produced in an environmentally sustainable way. When shopping for foods and beverages, which of the following do you 49
look for as a way to know that a product is produced in an environmentally sustainable way? Select all that apply. (Of those who say it’s important their food be produced sustainably, n=530)
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Sustainability of Food Choices Is Difficult To Know

A greater share of women strongly/somewhat agree that it is hard to know whether their food choices are environmentally friendly.

Agree or Disagree:

“It is hard for consumers to know whether the food

choices they make are environmentally

Agree strongly

Somewhat agree

Neither agree nor
disagree

Somewhat disagree

Disagree strongly

sustainable.”

0% 20% 40%

62%

Strongly /
Somewhat agree

11%

Somewhat /
Strongly disagree

Agree or Disagree:
“If it was easier to know whether my food choices were environmentally
sustainable, it would have a greater influence on the choices I make.”

(Of those who agree it is hard to know)

Agree strongly

Somewhat agree

Neither agree nor
disagree

Somewhat disagree

Disagree strongly

Q4. Do you agree or disagree with the following statement? "It is hard for consumers to know whether the food choices they make are environmentally sustainable.” (n=1,022)

Q5. Do you agree or disagree with the following statement? "If it was easier to know whether my food choices were environmentally sustainable, it would have a greater influence on the choices I make.” (Of those who agree it is hard to know, n=670)

0% 20% 40%

62%

Strongly /
Somewhat agree

14%

Somewhat /
Strongly disagree
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One in Five Have Heard of Regenerative Ag

Gen Xers are less likely than their younger counterparts to have heard of regenerative agriculture.

Familiarity and Interest in Regenerative Agriculture
60%

50% Regenerative Agriculture
NET familiarity: 20% 47%

40% NET interest: 51% of women have not heard of it,
but are interested in learning
more—vs. 37% of men.

30%

56%
of consumers who say cancer

20% risk has little to no impact on
their food/beverage have not
heard of regenerative

10% agriculture and don't want to
learn more, vs. 29% of those
who say it has a great impact.

0%
I have heard of it, and I am I have heard of it, but I do I have not heard of it, but I I have not heard of it, and I
interested in learning more not want to learn more am interested in learning  do not want to learn more
more

51

Q54: Which of the following best describes your familiarity and interest in the practices of "regenerative agriculture”? (n=1,022)
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How Context Influences the Consumer

Despite identical nutritional info, details including freshness, “all natural” description, familiarity, and environmental sustainability
influence perception.
If Two Products Have the Same Nutrition Facts Panel, Which Is Healthier?

g = @ Highly likely that Product A healthier @ Highly likely that Product B healthier
Nutrition Facts gnly likely ghly likely

Serving Size 1 container (200g) @ Somewhat likely that Product A healthier Somewhat likely that Product B healthier

Amount Per Serving
Calories
Calories from Fat

Product A is a fresh product and Product B is frozen

Total Fat 1.59

Saturated Fat 1g

Trans Fat0g Product A is described as “all natural” on the label and Product B is not
Chelesterol 10mg

Sodium 85mg
Potassium 260mag Product A has ingredients that you are familiar with and Product B

Total Carbohydrate 330 includes ingredients that are less familiar
Dietary Fiber Og

Sugars 109 Product A is produced in a more environmentally sustainable way than
o Product B

Vitamin A
Vitamin C
Calcium
Iron
Vitamin D Product A is a bioengineered (BE) food and Product B is not

* Percent Daily Valuss are based on a 2,000

calarie diet, bioengineered

Product A is produced using newer technology than Product B

40% 20% 0% 20% 40%

52

Q11: Imagine you came across two food products that had the exact same Nutrition Facts panel. Would any of the following details lead you to believe that one of the products was more likely to be healthier? (n=1,022)
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Labeling Is More Important When Shopping

Half of consumers say that none of the labeling information is important when eating away from home.

Influence of Labels on Purchasing Behavior

60%
m Shopping for food and beverages ® Eating away from home

50%

40%

30%

20%

- . . I

N/A N/A
0% / /
Natural No added Raised without ~ Non-"GMQO" Pesticide-free  Locally-sourced Organic Recyclable  Environmentally  Sustainably Made inaway  None of the
hormones or antibiotics packaging friendly sourced that minimizes above
steroids food waste
Q55: Which of the following, if any, do you do on a regular basis (that is, most times when you shop for foods and beverages)? Select all that apply. Buy foods and beverages because they are advertised on the label as...(Split Sample A, n=504) 53

Q56. Which of the following, if any, do you do on a regular basis (that is, most times when you eat away from home)? Select all that apply. Eat at restaurants because they advertised their foods and beverages as...(Split Sample B, n=518)
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Gen Xers Are Less Confident Than Gen Pop

While half of Gen Xers are confident in purchasing meat, poultry, eqgg and milk products, the general population is more likely to be
more confident than Gen Xers.

Change in Confidence Since
Regulation of Antibiotics

Two years ago, the US Food and Drug Administration
prohibited growth-promotion uses of antibiotics and
now only allows antibiotics to fight illness in animals
producing food...

How does this change impact your level of confidence 5 1 o/o 550/0

in purchasing meat, poultry, egg, and milk products? of women say that they are a
Are you...? More lot/somewhat more confident
Confident in purchasing meat, poultry,
egg, and milk products,
compared with 45% of men.

H A lot more confident

m Somewhat more confident

m No change

® Somewhat less confident

m A lot less confident

Q57: Two years ago, the US Food and Drug Administration prohibited growth-promotion uses of antibiotics and now only allows antibiotics to fight illness in animals producing food... 54
How does this change impact your level of confidence in purchasing meat, poultry, egg, and milk products? Are you...? (n=1,022)
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Connect with us

@foodinsight
Foodinsight.org

£ OG
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