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International Food Information Council
and Foundation Consumer Research:
Food Labeling

Food & Health Survey: Consumer Attitudes toward
Food, Nutrition, and Health (2006-2009)

Food Label Quantitative Web Survey and Experiment
(2008)

Food Label Ethnographic and Focus Group Research
(2006)

Qualified Health Claims Consumer Research Project —
Focus Groups and Web Survey and Experiment (2005)

Food Label & Calorie Research: Qualitative Research
Findings (2004)

Impact of Trans Fat Label Information on Consumer
Food Choices (2003)

http://ific.org/research ,quq 004 & Health Survey
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FOUNDATION

Methodology

Population

Data Collection Period

Sample Size (Error)

Data Weighting*

Methodology

Web Survey

Representative Sample of Americans Aged 18+

February 19-March 11, 2009

n=1,064
(+ 3.0 for 2009)
(+ 4.4 among 2009, 2008, 2007, 2006)

Data Weighted on Age, Gender, Income, Education and
Race

*Weighting is a widely accepted statistical technique that is used to ensure that the
distribution of the sample reflects that of the population on key demographics. With any data
collection method, even when the outgoing sample is balanced to the Census, some
populations are more likely than others to respond.
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Confused and Conflicted:
How Consumers View Food News,
Labels, and Other Food Information

Eeod and Healthrinreormaien SoUrces
Eeod Caneling
Pietary: Guldance and VyERyranmid
Purchasing Infliuencers
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Consters Are lpiaresisd g Faec
siplel mleziliar i reiion ANP
Are Seafenlne for Cansisiant cirlcl/or
RES|HVENVIESSagEs:

Reading or hearing about the
relationship between food
and health is of interest to

me*

| feel that food and health
information is confusing and
conflicting

| am more interested in
hearing about what TO eat,
rather than what NOT to eat 13% 56%

B Disagree M Neither O Agree

(n=1064)

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




Solreas of lafarmziion Gifellrc
Constimears' Eaoel ziplel Flezlin Preiei)eas

Media (includes TV, newspaper,
magazine, Internet, and radio)

65%

Food label 61%

Friends/Family

Health professional (e.g., doctor, nurse,
physician assistant, pharmacist, etc.)
Grocery store, drug store, or specialty

store

Product manufacturer communications

(i.e., Web sites, advertising, etc.)

Health Association
Dietitian

Government official/Agency

42%

13%

9%

8%

5%

What three sources of information do you use most often to guide your food, nutrition,
and food safety practices? Select three. (n=1064)

NOTE: Responses less than five percent not shown
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Food Labeling
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Cornsumears’ Hegariee Use of e rmeiien
o ife Foogel cipel Bavarac)e Paeiceic)e

Nutrition Facts panel 69%

Expiration date 67%

Brand name 50% A '08/'07/'06

Ingredients list 49%

Size of product 43% W '08/'06

Statements about health benefits 20%

Country of origin labeling 17%

Organic** 13%Y 06

Allergen labeling 11% A '08/°07

Health symbol or health icon 10%

None of the above 6%

What information do you look for on the food or beverage package when deciding to purchase or
eat a food or beverage? Select all that apply. (n=1064)

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




The Nutrition Facts panel:
When do they look at it?

MORE
New items

ltems with front claims

ltems with similar front claims

ltems with same price points

ltems requested by another adult
with a health concern

ltems requested by children

Items with changed recipes,
like sauce or flavorings

INTERNATIONAL
FoOD
INFORMATION
COUNCIL

FOUNDATION

"Something I haven't tried...1
probably would look at it and
say, 'OK, let's see..."™
—Roberta

“1 look at the NFP when I
already think the product
might be high in fat.” -Tiffany

LESS

Routine items

Single ingredient products
(e.g., milk or eggs)

Items requested by other
healthy adults

Discount items

Food Label Consumer Research
Phase | Findings: Ethnographic Interviews (2006)




Constfears’ Hagorice Use o
Ipifofrrettion o ine Nutrilon Faeis ozlfe!

Calories 75%
Total Fat 69% Y '06
SIELES 61%V '08
Trans Fat 57%V '07/ A 06
Sodium 56%
Saturated Fat 56%
Serving size 54% V '06
Calories from fat 52%
Number of servings per package 48% V¥V '08/'06
Carbohydrates 45% V¥ '06
Fiber 44% V¥ '08
Cholesterol 42% V¥V '07/06
Protein 39% A '07
Vitamins and minerals 31% V¥ '06
Calcium 22% Y '06
Potassium 13% VY '08/'06

(IF USE) Which of the following information, if any, do you use on the Nutrition Facts panel? Select
all that apply. (n=763)

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




VERAEEWNAINECESHHEVE
KeWIer g EereiniEATREURITG)
Czllorlas Triay Spotlle Gt gar Daly.

(@)V/] CEE—
estimate

47% 63 percent
Unaware A 06 responded

26% but
estimated
¥ '07/'06

Incorrectly.
A '08/°'07/06
Estimate Under-

correctly estimate
11% 16%
V¥ '08 A 06

As far as you know, how many calories should a person of
your age, weight, and height consume per day? (n=1064)

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




Approaches to Improving

Consumers’ Use of Food and
Health Information on the Label

Please dialinrtertheraudiorportion:
(866) 8317-9789




Three primary challenges limiting
consumers’ ability to use the NFP to
make healthful, balanced choices

1.Consumers find the serving size
iInformation misleading.

2.Consumers do not consider their
consumption of foods and beverages in
the context of their dally intake.

3.Consumers do not realize information to
help them interpret daily context exists on
Ni%is the current NFP.

INFORMATION
COUNCIL
Food Label Consumer Research

Phases I-1ll (2006-2008)




Desired NFP Improvements

Based on the primary challenges limiting consumers’
ability to use the NFP, three desired improvements
were identified:

1. Clarify serving size.

lllustrate that serving size is not arbitrary and increase
consumers’ ability to comprehend how serving size relates to the
entire NFP.

Call attention to daily intake.

Encourage consumers to think about all the foods and nutrients
that make up a balanced diet.

INTERNATIONAL : Slmpllfy % Dally Value.
Nl Improve %DV use and comprehension.
COUNCIL

Food Label Consumer Research

Phases I-1ll (2006-2008)




In Summary...

The mention of a government body, like the
FDA, in a highly used area of the NFP, such as
a header in the main body of the grid, increases
trust in the information provided, particularly
serving size.

Moving the location of calories into the main
body of the NFP encourages greater use.

Adding the %DV of calories helps consumers
consider a product within the context of their
daily diet.

Moving the information in the current footnote

Into an easily referenced column in the main

body of the NFP (3" column) greatly increases
o R consumers’ ability to evaluate a product.

FOOD
INFORMATION
COUNCIL
Food Label Consumer Research

FOUNDATION Phase 1l Findings: Web Survey




Continuum of Nutrition Information
on Food Packages

SMART
CHOICES
PROGRAM

12 CALORIES | SERVINGS , o o

PER SERVING PER PACKAGE

Each portion contains:

Calories Sugars  Fat  Setwates  Salt
139 6.0, 3.69 1.0, 0.2

) , . heart-check mark meat
T4 Ts % 34 3 Amodcon Heart Assodiation The
tocdd cxlleria for safuraled )y m
of an adult's guideline daily amount fat and chalestarol for -@_MM.‘)! 4
hasalttty PROPla CwoT 00 2 17\ Solution

I ! @puni
( 4l
Each 3/4 cup (30g) serving provides these percentages | =

of the GDA based on a 2,000 calorie diet hanicheckmark.arg

Nutrition Facts

Calarias 260 Calories from Fat 120
e —————————————

% Daity Valse®

Total Fat 13g 20%
Saturaled Fat 5g 254
Trans Fal 2g

Cholesterol 30mg 10%

*Percent Daily Value afe based on & 2,000 calode diet,
Your Dty Values may be higher or lower depending on
‘your calons nesds.




Initial Consumer Response to
Front-of-Pack Labeling

Evaluation of front-of-pack systems are
limited.

Hannaford Brothers

Conducted a one-year evaluation of their Guiding
Stars program

Tesco
Research on fact-based GDA labeling
European Food Information Councill
Study of European systems
FDA qualitative and quantitative research
|IOM Research

2009 Food & Health Survey




Constfears’ Hagorice Use o
Ieifaretilan o irie e reciaris Ll

Type of fat/oil 66%

Sweeteners 62%

Natural ingredients 49%

Order of ingredients on list 47%
Artificial ingredients 44%
Preservatives 44%
Vitamins/minerals 36%
Caffeine 30%

Flavors/spices 23%

Length of ingredients list 20%
Food colors 16%

Allergens 16%

Ability to pronounce ingredient name(s) 12%

(IF USE INGREDIENT INFORMATION) What, specifically, are you looking for when it comes to
using the ingredients portion of food and beverage packages? Select all that apply. (n=518)

NOTE: “Other” response (five percent) not shown
2009 Food & Health Survey




Dietary Guidance and

MyPyramid




U S, Dlaiziry Gllelzirics cigiel Togls

Nutrition Facts
Serving Size 1 cup (228g)
Saervings Par Container 2

Amount Par Serving
Calorlas 260 Calories from Fat 120
)

Total Fat 13g ;
—E i Fat 5 250
Trans Fat 2g

Dietary Guidelines
for Americans
2008

Dietary Fiber0g 0%

_ Sugars8q 00000000

Protaln i

B

VitaminA4% e Milamin © 2%
Calcium 15% . Iron 49
* Percent Daily Values are based an a 2,000 calarie Set,

Wour Daily Values may be higher ar lower depending an
your calone needs:

— Celoses 2000 2500
Lessthan  65g 80y

Less than 20y 254
Leas than

FIJUNI]_\"‘I'I[IN 2009 FOOd & Health Survey




EAmNERRAVIERHE
Dlgtzify Glelallrlas far Amlerlicalr)s

| have never
heard of | know a lot

them. 28% about them,
4%

| know a fair
amount
about them,
19%

| have heard

of them, but |
know very
little about
them, 48%

Which of the following best describes your familiarity with the “Dietary Guidelines for Americans,”
which are the US government-approved, food and nutrition guidelines? (n=1064)*

*Total does not add to 100 percent due to rounding
2009 Food & Health Survey




VIERNAATIIEICERSIEIE
=eunnll e wWida IV PVreinsliel

| have never
heard of it | know a lot

16% about it 8%

| know a fair
| have heard amount about
of it, but know it 42%
very little
about it 34%

Which of the following best describes your familiarity with the government's
Food Pyramid, called MyPyramid? (n=1064)

2009 Food & Health Survey




@RE@UAHERCIATNENCARS
REPBIRNESIRGNVRYIEmIGE

Changed my diet to lose weight 12%

Changed my diet or my family's diet
to eat healthier based on the 1%
recommendation from MyPyramid

Visited the MyPyramid Web site 8%

Used the tools on the MyPyramid
Web site to plan or assess my diet

7%

None of the above 72%

(IF HEARD OF) In which of the following ways, if any, have you used MyPyramid?
Select all that apply. (n=897)

2009 Food & Health Survey




Solfess of Cofpiziet Wit IV Py renle

At a doctor's office or health
clinic
Ina TV, newspaper, or
magazine story

In a grocery store

On afood or beverage
package

On the MyPyramid Web site

| have not seen any
iInformation

35%

32%

22%

21%

31%a 08

Where, if at all, have you seen MyPyramid information? Select all that apply. (n=1064)

NOTE: Responses less than five percent not shown

2009 Food & Health Survey
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JiEsterSilisesN Ui eER@ne
EACICINRIIUERCIRENPUNCIASES)
Prica lficresiseas to g Al slie)n

Taste

Healthfulness

Convenience

53% 87%

74% A 06

26%

V'07 A’06

B Some Impact O Great Impact

How much of an impact do the following have on your decision to buy foods and beverages?

(n=1064)
2009 Food & Health Survey




Communicating Nutrition and Health on
Food Labels: In Summary...

The food label contains many pieces of
iInformation that can help consumers make
healthful choices.

Many factors and influencers, not just
labeling, impact consumers’ food choices.

There Is variation between what
consumers’ say they like and what they will
do with the information.

Transparency on how labeling systems are
derived Is important. This includes criteria.




Communicating Nutrition and Health on
Food Labels: Future Considerations

Need to be aware of goals (short- vs. long-
term) and potential for unintended
conseguences of consumer attempts to
Interpret and use information.

Consumer research Is necessary to ensure
that new approaches help achieve goals.

Any nutrition information must be
accompanied by appropriate consumer
education.







“Consumer Attlitudes toward Eunctionail
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Food & Health Survey Report
Avalilable on IFIC.org and
Foundation Publications Store!

e Executive Sumiman/is availanple at
RittRE/WAWWEAITTC. Org/researchyieedanadhealthisuney. clim

EuUllFREpOKE IS availiakle fer purchase at
Rttp:/AWAWAWLIHCPURS. orgisenViet/Detal?ne =4

Data liakles and Comparauvedioplie are availanie
e purchase: at

RttRE//AWAWAWLITICPURS: Org/SEVIel/Detail Zne=46
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CPE Credit

* Registered Dietitians can download a
Certificate of Completion for ONE
CPE credit at:

http://www.ific.org/research/foodandheathsurvey.cfm

2009 Food & Health Survey
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For more information:
Intermationall Eeod Infermatieon CouncilftEeoundation

1100 Connecticut Avenue NV Suiie 430
\Washingien, D€ 20086
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INTERNATIONAL
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