








2017 has been a year of positive change at IFIC. We placed more focus and resources into our communications 
capabilities resulting in rapid growth in our social influence as well as earned media. Our in-house experts 
balanced the science communication dialogue by serving as resources to numerous mainstream media outlets. 
We look forward to continue growing our channels and influencer networks in 2018.

Silvia Dumitrescu, MBA,  VP Communications Megan Meyer, PhD, Director Science Communications
Kami Guiden, Manager, Digital Communications Alyssa Ardolino, RD, Coordinator, Nutrition Communications



Å

Digital Media 

ÅGarnered over 1.25B 
impressions in 2017

ÅExpanded the number of media 
placements, resulting in 
increased overall IFIC mentions 
(see chart)

ÅConducted 17desk side 
meetings and calls with top-tier 
journalists, resulting in15IFIC 
in-house expert placements
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Earned Media: Desk Side Outcomes

. 4 articles 

in Martha 
Stewart

2 articles 

in Shape

Desk side meetings and outreach to top-tier lifestyle outlets, such as Martha Stewart and 
Shapeȟ ÈÁÖÅ ÒÁÐÉÄÌÙ ÒÅÓÕÌÔÅÄ ÉÎ )&)# ÅØÐÅÒÔ ÐÌÁÃÅÍÅÎÔÓȢ )&4ȭÓ Food Technology Magazine will 
feature IFIC research data in the prominent Food Snapshot section by the end of the year.



Fad diets and food safety are of constant interest in the media. As a result of our 
outreach to journalists, IFIC is now a go-to source for reporters to gain credible 

information on the science behind these popular topics. 

Earned Media: Fad Diets & Food Safety



In March 2017, a new type of coffee ÃÁÌÌÅÄ Ȱ"ÌÁÃË )ÎÓÏÍÎÉÁȟȱ labeled as the 
Ȱ×ÏÒÌÄȭÓ ÓÔÒÏÎÇÅÓÔ ÃÕÐ ÏÆ ÃÏÆÆÅÅȱ was featured in the news with specific 
caffeine recommendations.

IFIC was placed alongside the FDA as a resource for daily caffeine 
recommendations.

Earned Media: Caffeine



IFIC Authored Content

For the first time, IFIC secured an op-ed in Wired
discussing reproducibility in science.

IFIC serves as an on-going contributor to the 

Huffington Post. We authored 9 articles on 
topics such as food science, food production, 
food wasteÁÎÄ ÍÉÎÄÆÕÌ ÅÁÔÉÎÇ ÁÓ ×ÅÌÌ ÁÓ )&)#ȭÓ 
consumer research. 



Social Media 
Å Grew social media 

channels to over 250K 
followers
Å 115% growth in one year

Å Achieved over 200M social 
media impressions in 2017
Å 81% growth in one year

Å Strengthened 
relationships with key  
social influencers to 
ÂÒÏÁÄÅÎ )&)#ȭÓ ÒÅÁÃÈ
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2.7x placements of the 2016 Food & Health Survey 

2017 Food & Health Survey



Media Experts
Å7Å ÁÒÅ ÃÏÎÓÔÁÎÔÌÙ ÕÐÄÁÔÉÎÇ )&)#ȭÓ ÅØÐÅÒÔ ÄÁÔÁÂÁÓÅ ÏÆ ÓÅÖÅÒÁÌ 

hundred independent scientists, nutritionists and healthcare 
professionals.

ÅIn 2017 we have added new experts with backgrounds in: 
ÅAgricultural practices

ÅAnimal welfare

ÅBirth to 24 nutrition 

ÅDietary guidance

ÅDietary patterns

ÅFood allergens 

ÅFood ingredients

ÅFood safety

ÅFood science 

ÅMacronutrients and micronutrients 

ÅWeight management 



Issues Management & Rapid Response
Using a streamlined issues management strategy, we monitor the media 
environment daily for member specific issues. Our communications team works 
closely with  LSI directors  to issue custom notifications, produce crisis 
management resources, deploy social content and connect journalists to 
experts.  

Our rapid response capabilities have become stronger in the new structure, 
reducing turn-around time from 48 hours to less than 24 hours from the time 
crisis management thresholds are reached. 

2017 Highlights:
19 rapid responses to studies, reports, books & documentaries
6 proactive responses promoting new science and research
Over 3.4M social media impressions and over 20Ksocial engagements



Issues Management Highlights 

May 2017: HeymanMB,Abrams SAApril 2017: Paseet al.March 2017: Michaet al.

July 2017: Azad et al.

January 2017: Pascualet al.

July 2017: KleanUpKraftReport 

Oct 2017: Peeterset al.

Aug 2017: What the Health

Oct 2017: Reuters Report Oct 2017: Clean Label Project

March 2017: Dirty Dozen March 2017: Karl et al.

July 2017: Estruchet al. 

January 2017: Furman et al. 

Aug 2017: Tang et al.

June 2017: Michael Ruhlman

http://www.foodinsight.org/low-calorie-sweeteners-artificial-sugar-weight-gain
http://www.foodinsight.org/low-calorie-sweeteners-artificial-sugar-weight-gain




Conduct consumer research that elevates IFIC/IFIC 
Foundation as a consumer insights leader, generates 
media coverage, expands partnerships and drives 
strategy for communications programs.

Alexandra Lewin-Zwerdling, PhD, MPA, VP Research and Partnerships
Liz Sanders, RDN, MPH, Director, Research and Partnerships



Leveraging Member & Partner Research Needs
The IFIC research team is implementing an action-oriented approach to fully leverage 
member and partner research needs. 



Providing Value for Diverse Audiences



Å 12thÁÎÎÕÁÌ ÉÎÖÅÓÔÉÇÁÔÉÏÎ ÉÎÔÏ !ÍÅÒÉÃÁÎȭÓ ÂÅÌÉÅÆÓȟ ÐÅÒÃÅÐÔÉÏÎÓ  ÁÎÄ 
behaviors on a variety of food and nutrition topics
Å Surveyed 1,002 Americans ages 18-80
Å Fielded March 10th -29th, 2017
Å Took approximately 22 min to complete
Å Results weighted to reflect general population

Å Garnered over 275 media placements, including CNN and Washington 
Post 

See IFIC Communications Annual Report for more details

Å Investigated food habits and trends, as well as important issues 
regarding consumer confusion, perceptions of healthfulness, food 
values and other key topics

2017 Food & Health Survey



Å IFIC Foundation collaborated with AARP Foundation to 
commission an oversample that included over 700 Americans 
between ages 50 and 80

Å Uncovered differences in nutrition knowledge and purchasing 
behaviors between older adults and other subgroups

Å Resulted in a ongoing relationship with large, respected public 
health organization

2017 Food & Health Survey

AARP Foundation Oversample



Commissioned two  additional analyses of the 2017 Food & 
Health Survey data:

Å Special analysis of foodies, based on a consumer profile 
analysis of purchase drivers 

Å Released content series with a special focus on the 
nutrition knowledge and purchasing behaviors of low-
income older adults

2017 Food & Health Survey

Sub-Analyses



Agricultural Utilization Research Institute
American Bakers Association
BASF Regulatory Conference
BPIA Sustainability Conference
Calorie Control Council Annual Meeting
Coca Cola LNCS Strategic Partner Workshop
FDA Center for Food Safety and Applied Nutrition
Global Food Forum: Protein Trends & Technologies Seminar
GoodstoneCommunications Group
Grocery Manufacturers Association
Institute for Shortening and Edible Oils
Institute of Food Technologists
International Association for Food Protection

2017 Food & Health Survey

External Presentations



Mars North American Food Policy Group
National Association of Science and Technology Centers
National Grocers Association
Purdue University Department of Nutrition Science
Root Cause Coalition Summit 
SNAC International
Society for Nutrition Education and Behavior
Tufts Friedman School of Nutrition
USDA My Plate Partners
World Pork Expo 
ȣ ÁÎÄ ÓÅÖÅÒÁÌ ÁÄÄÉÔÉÏÎÁÌ ÍÅÍÂÅÒ ÂÒÉÅÆÉÎÇÓ ÔÈÒÏÕÇÈÏÕÔ ΨΦΧέ

2017 Food & Health Survey

External Presentations



Clean Label
Å Working with the Food Ingredient Safety LSI, 

we conductedtwo focus groups with millennial
and generation z consumers

Å Discussion centered on perceptions of clean 
label, acceptable trade-offs in food attributes, 
and purchasing behaviors

Å Initial findings, proprietary to the Food 
Ingredient LSI, will serve as a springboard for a 
nationally representative survey of millennial 
and generation z consumers



Understanding Health Coaches Forum
Å Hosted a forum for IFIC members and stakeholders on 

understanding the influence of health coaches on food and 
nutrition decisions

Å Served as a springboard for a qualitative study of health 
coaches as nutrition messengers

Forecasting Food Values
Å Included questions in recent, nationally representative 

consumer surveyon purchasing drivers and future food trends
Å Findings will be published in IFT magazine 

Additional 2017 Research



Forecasting Food Values

Importance of Food labels in Purchasing Decisions
Å Nearly two thirds (60%) of consumers felt that purchasing clean, no 

artificial ingredient labeled foods was very important
Å Less than half (39%) felt this way about foods labeled organic

Å Over half of consumers felt that natural, clean, raised without antibiotics 
and statements about nutrition benefits were very important food labels 
when grocery shopping

Future Consumer Priorities
Å Over half of consumers felt that natural, clean, and raised without 

antibiotics would become more important to them personally in the next 
five years

Å About one in seven (15%) of consumers felt that foods labeled as organic 
and foods labeled as no sugar added would become less important to 
them personally in the next five years



Å Invited to present Food & Health Survey insights on consumer 
ÐÅÒÃÅÐÔÉÏÎÓ ÏÆ ȰÈÅÁÌÔÈÙȱ ÁÔ ÁÎ &$! ÐÕÂÌÉÃ ÆÏÒÕÍ ÏÎ ÕÓÅ ÏÆ ÔÈÅ ÔÅÒÍ 
ȰÈÅÁÌÔÈÙȱ ÉÎ ÆÏÏÄ labeling

Å Submitted public comments to government agencies based on 
findings from the Food & Health Survey and other IFIC Foundation 
research. These comments addressed: 

Å 5ÓÅ ÏÆ ÔÈÅ 4ÅÒÍ Ȱ(ÅÁÌÔÈÙȱ ÉÎ &ÏÏÄ ,ÁÂÅÌÉÎÇ ɉ&$!Ɋ
Å Draft HHS Strategic Plan 2018-2022 
Å &$!ȭÓ "ÉÏÔÅÃÈÎÏÌÏÇÙ %ÄÕÃÁÔÉÏÎ ÁÎÄ /ÕÔÒÅÁÃÈ )ÎÉÔÉÁÔÉÖÅ
Å USDA AMS National Bioengineered Food Disclosure Standard

Public Affairs Engagement



Å The IFIC research team is actively pursuing partnerships with a 
variety of public health stakeholders, such as:
Å AARP Foundation
Å Chamber of Commerce Foundation
Å American Diabetes Association
Å Feeding America
Å National Consumers League

Å IFIC Foundation will be collaborating with AARP Foundation 
in 2018 on two research projects focused on 50+ shopping 
habits and dietary perceptions 

Å Held invite-only Food & Health Survey briefing for 
prospective and current public health partners

Emerging Partnerships





Raise awareness and clarify misperceptions regarding 
the safety and benefits of modern agricultural 
technology and sustainable food systems.

Tamika D. Sims, PhD| Silvia Dumitrescu, MBA

Abbott Nutrition
Bayer CropScience
Dow AgroSciences

Mars
Cargill
Coca-Cola

Subway
Zoetis

ElinoreWhite, Zoetis
Joseph Kelsay, Dow AgroSciences



Thisyear, we produced a variety of resource pages, infographics and 
articles focused on farm animal care, animal antibiotic use, antibiotic 
resistance, and animal processing for meat and poultry products. 

4ÈÉÓ ÙÅÁÒȭÓ ÔÒÉÌÏÇÙ 
series focused on farm 

animal welfare and 
meat productionwas 

among one of the most 
successful campaigns 

for the Ag Tech LSI

This year we more than 
doubled our content 
focused on animal 

welfare.

Our Ȱ!ÎÉÍÁÌ 7ÅÌÆÁÒÅȱ 
Trilogy  specifically 

helped us garner top tier 
social media impressions 

and engagements

5 Million
Social Media 
Impressions 

can be 
attributed to 

Animal 
Welfare 

Our Animal 
Welfare 

resources 
gained 16,ooo
social media 
engagements



Our infographics 
and memes 
gained us a 

tectonic amount 
of engagement 

this year



~40% of Ag 
Tech Resource 

page views 
come from Ag 
Input pieces

Ag Input 
themed pieces 

gained 2.5 
Million media 
impressions

We focused on a variety of topics linked to agricultural inputs including 
pollinator populations, precision agriculture, conventional versus organic 
produce consumption, and IARC Monograph Reports.

The majority of our Issues 
Management focus is linked to 

Agricultural Inputs. 

Our focus on Ag Inputs has 
garneredprime opportunities to 
ÂÅ Á ȰÌÏÕÄ ÖÏÉÃÅȱ ÏÎ ÓÏÃÉÁÌ 

channels about Ag Input safety 
and science.



Our focus on 
precision 

agriculture and 
farmers markets 
were also among 

top viewed 
pages in 2017

Ag Input  issues 
management 

pieces collected
~1 Million media 
impressions in 

2017



Our data shows, that more 
than  50% of consumers 

want to make sustainable 
food/bevpurchases. 

Thus, in addition to 
focusing on the science 
and safety of GMOs, we 
strategized to link GMOs 

to sustainability more 
often in our resources.

To highlight the use ofbiotechnology for food production, we produced 
resources that outlined the fundamentals of genetic modification. Additionally, 
we described how this technology could be used to thwart pests and contribute 
to a sustainable food supply. 

Our focus on GMOs and 
Sustainability gained 
the Ag Tech LSI top 

social media 
impressions and 

engagements  for more 
than ~60% of the year

5 MillionSocial 
Media 

Impressions can 
be attributed to 
GMO science 

and 
sustainability

Our GMO and 
Sustainability 

resources 
gained 16,ooo
social media 
engagements

GMOs & Sustainability



In March 2017, before the 
movie launched, we had 
an exclusive interview 

with the director of Ȱ&ÏÏÄ 
%ÖÏÌÕÔÉÏÎȟȱ 3ÃÏÔÔ 

Hamilton Kennedy.  The 
video we created helped 
us to further promote our 
GMO education resources 

and debunk inaccurate 
media coverage.

4ÈÅ ȰFood Journeyȱ 
infographic, ag 

technology article in 
honor of Ȱ)ÎÔÅÒÎÁÔÉÏÎÁÌ 

Women and Girls In 
Science Dayȟȱ ÁÎÄ ÏÕÒ 
GMOs Guide Resource 

Pageexceptionally 
elevated  our 

engagement numbers 
this year.

Ag Tech Issues Management



4ÈÉÓ ÙÅÁÒȭÓ Ȱ&ÏÏÄ 3ÁÆÅÔÙ 
-ÏÎÔÈȱwas honored by 
IFIC  with a new resource 

page and infographic Ȱ3ÐÉÎ 
ÔÈÅ 3ÐÈÅÒÅ ÏÆ 3ÁÆÅÔÙȢȱ 

These resources aided in 
making September a 

premier month in  Ag Tech 
social engagements and 

impressions. 

Almost 50% of 
our resource 
development 
was dedicated 
to food safety

To aid in consumer understandingof food safety, we developed several 
resources that addressed safe food handling, foodborne illness and safety 
measures used by farmers and food processors. 

~6 Million
Social Media 

Impressions can 
be attributed to 
our food safety 

resources

Food Safety



Food safety is a chief 
focus for this LSI. We 
educate consumers 

about safe food 
handling, food 

processing, foodborne 
illness, and the safety of 

modern agricultural 
practices.

Food Safety Resources



Our top project this year was the 2017 Farm Tour. IFIC Foundation hosted 
bloggers from around the country to focus on issues related to parenting, 
cooking, specialty diets and lifestyles. We were also joined by two reporters, 
including one from Thomson Reuters. 

A list of IFIC Foundation Firsts:

1. First time hosting parent, 
lifestyle and foodie bloggers

2. First time getting reporters 
from major news outlets to come 

on our farm tour

3. First time our event was held at  
Fair Oaks, where we met the 

ÆÁÒÍȭÓ ÃÏ-founder, Sue McCloskey

For our 2017 Farm 
Tour, wegarnered 

triple the social 
impressions in 

comparison to our 
2015 event that 

only hosted 
Registered 
Dieticians 1.7M Social 

Impressions

315 Social 
Engagements

2017 Farm Tour Event



Bloggers posted 
extensively about 

#farminsight17 over 
1.5 days on various 

social media 
channels. 

2017 Farm Tour Event

http://www.momables.com/
http://www.momables.com/
http://celiacandthebeast.com/
http://celiacandthebeast.com/
https://lifeanchored.com/
https://lifeanchored.com/
http://familyfoodie.com/
http://familyfoodie.com/


Ag Tech by the Numbers: Web

Age Gender
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Similarto last year, our readers are primarily female. 
We have a notable number of millennial readers for our Ag Tech content.



Ag Tech by the Numbers: Social
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Age Gender

Our readers on social media are almost an even split between male and 
female. Millennials engage with our Ag Tech content most frequently on 
social media. 



Thisyear, !Ç 4ÅÃÈ ÆÏÒÕÍÓ ÆÏÃÕÓÅÄ ÏÎ  ÆÏÏÄ ÐÒÏÄÕÃÔÉÏÎ ÁÎÄ ÌÁÂÅÌÓ ×ÉÔÈ ÏÕÒ Ȱ#ÌÅÁÎ 
Label: Industry Insights and Opportunitiesȱ &ÏÒÕÍ ÁÎÄ ÆÏÏÄ ÓÁÆÅÔÙ ÔÅÃÈÎÏÌÏÇÙ ×ÉÔÈ 
our Ȱ7ÈÏÌÅ 'ÅÎÏÍÅ Sequencing Applications: Industry and Food Safety )ÎÓÉÇÈÔÓȱ 
Forum.

2017 Ag Tech Forums

In the spring, Ag Tech LSI and 
Forum members had the 
opportunity to learn more 
ÁÂÏÕÔ ÃÏÎÓÕÍÅÒÓȭ ÄÅÓÉÒÅ for 
Ȱ#ÌÅÁÎ ,ÁÂÅÌÓȱ- simple 

ingredients, fewer ingredients 
listed/used in products, and 
more information on where 

food comes from and how it is 
produced.

Our fall Forum session  gave 
attendees the opportunity to 

hear from a USDA/FSISofficial 
and a leading genomics 

academicabout the scientific 
technology of whole genome 
sequencing as it is used for 

food safety measures.



With the help of our IFIC communications team, we gained placement in a 
variety of media outlets focused on animal health, food safety, and lifestyle. 



Regulatory Comment Submissions

Using data from our 2016 and 2017 Food and Health Surveys, we submitted 
comments to the USDAas they worked to develop a proposed rule for 
bioengineered disclosure requirements. We also submitted comments to the FDA
regarding an education initiative about GMOs. 



This year we had the opportunity to attend and present at a number of industry 
conferences giving us visibility as a trusted resource on consumer perceptions 
about food safety, sustainability, agricultural inputs and animal welfare. 

Conference Exposure



We continue to work with a number of groups to strategically share 
messages on food safety, agricultural inputs, GMOs, animal welfare and 
sustainability. 

Partnerships



This year we wereable to get the Food "ÉÏÔÅÃÈÎÏÌÏÇÙȡ ! #ÏÍÍÕÎÉÃÁÔÏÒȭÓ Guide 
translated into Turkish, making the Guide available in 9 different languages. 

Biotechnology Communicators Guide
ȣ.Ï× ÉÎ 4ÕÒËÉÓÈ

)&)# &ÏÕÎÄÁÔÉÏÎȭÓ 
Ȱ&ÏÏÄ 

Biotechnology: A 
#ÏÍÍÕÎÉÃÁÔÏÒȭÓ 

Guide to Improving 
5ÎÄÅÒÓÔÁÎÄÉÎÇȱ ) 

snow available in 9 
languages

Arabic 
Bahasa Indonesia  

English
French 

Mandarin Chinese 
Russian 
Spanish 

Vietnamese 
Turkish




