2014 Foob & HEALTH SURVEY

The Pulse of America’s Diet:
From Beliefs to Behaviors




An online survey was conducted with 1,005 Americans about their health, diet,

influences on food selection, and related knowledge and beliefs.

A This report presents the results of an online survey of 1,005 Americans ages 18 to 80.

A Many of the questions have been asked in prior Food and Health Surveys, allowing for
trend analysis. Some new topics were included in the questionnaire also.

A Fielding took place from March 26 to April 7, 2014
A The duration of the survey was 28 minutes, on average.

A The results were weighted to ensure that they are reflective of the American population
ages 18 to 80, as seen in the 2013 Current Population Survey. Specifically, they were
weighted by age, education, gender, race/ethnicity, and region.

A The survey was conducted by Greenwald & Associates, using Research Now’s consumer
panel.

Note: Percentages may not add to 100% or to totals shown due to rounding. /\
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Consistent with previous years, nine out of ten Americans describe themselves as

being (excellent/very good/good) healthy.

How would you describe your own health in general?

m2014 w2013 2012

Who is more likely to describe their own health
as excellent or very good?

A Highestincome

42% 43% 479 A College grads

31% 300 31%

18% 19% 18%

7% 7% 8%
2% 2% 2%

Excellent Very Good Good Fair Poor

2014 n=1,005; 2013 n=1,006; 2012 n=1,057
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In 2014, half of all Americans have given a lof of thought to the healthfulness of

foods and beverages they consume.

Over the past year, how much thought have you given to the healthfulness of the foods and beverages

you consume?
m 2014 w2013 2012
Nine of out ten Americans have given at least a little
thought to the healthfulness of the foods and
3 56% 58% beverages they consume

51%

Who is more likely to have given a lot of thought to
the healthfulness of what they consume?

40% 40%

A College grads
A Women
A Lower BMI

6%
2% 1% 1%

Alot Alittle None Not sure

2014 n=1,005; 2013 n=1,006; 2012 n=1,057
Arrows indicate significant (.95 level) differences vs. prior year(s); color of arrow indicates comparison year.
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More than four out of five Americans have made an effort to eat more fruits and

vegetables. The least popular action is to cut back on full fat dairy.

Over the past year, which of the following, if any, have you made an effort to do?

M Began in Past Year Doing for More Than a Year

Who is more likely to eat more fruits and
vegetables?

AWomen
A Excellent or good health

Eat more fruits and vegetables 31% 51% 83% §
Cut calories by drinking water, low and no calorie beverages 26% 53% 79%
Eat more foods with whole grains 2% 49% 72% §
Cut back on foods higher in added sugars 25% 45% 70% §
Cut back on foods higher in salt 20% 46% 67%
Consume smaller portions 30% 36% ¥ 66% ¥

Cut back on foods higher in solid fats 21% 42% 62%

Compare sodium in foods like soup, bread, and frozen meals, and choose the foods

) 19% 40% 58%
with lower numbers

Balance calories to manage my weight 22% 35% 57% Who is more likely to cut back on full fat dairy?

A Silent, Boomer, & Generation X
A College grads

Cut back on full fat dairy and replace with a low- or no-fat alternative 15% 40% 55% §

2014 n=1,005; Arrows indicate significant (.95 level) differences vs. 2013, /
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The majority say that spending time with loved ones is more important than having a healthful

diet. On the other hand, two out of five feel that having an active social life is less important
than eating a healthful diet.

If you had to compare the importance of the following to the importance of having a healthful diet, would you
say...?

Less important than a healthful diet About the same m More important than a healthful diet

Spending enough time with your loved ones | 11% 37%
Minimizing stress | 9% 49%

Having a healthy financial situation 16% 46%
Getting enough exercise 6% 61%

Feeling fulfilled in your job 27% 46%

Having an active social life 40% 42% 15%

2014 n=1,005
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Certain consumers place more emphasis on these goals than others. Millennials,

for instance, are more likely to rank job fulfillment ahead of a healthful diet.

More Important Than a Healthful Diet

Who is more likely to see these as more
important than a healthful diet?

A Women

Spending enough time with your loved ones 50% A Consumersimpacted by taste and price

A Less than college degree
A No kids
A Consumersimpacted by taste and convenience

Minimizing stress

Having a healthy financial situation

Getting enough exercise A Those in better health

Feeling fulfilled in your job A Millennials

Having an active social life A Consumersimpacted by price and convenience

International Food Information Council Foundation 2014 Food & Health Survey V 8




Four out of five Americans are trying to lose weight or maintain their current

weight. One in five are not doing anything for their weight.

Which of the following best describes what you are currently doing
regarding your weight?

2014 2013 2012

549 0% 55%

20%

3% 3% 3%

| am trying to lose weight | am trying to maintain my | am trying to gain weight | am currently not doing
weight anything regarding my weight

2014 n=1,005; 2013 n=1,006; 2012 n=1,057
Arrows indicate significant (.95 level) differences vs. prior year(s); color of arrow indicates comparison year.
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The majority of Americans report trying to lose or maintain weight. When asked what methods

they will use for weight management, four out of five say they would eat smaller portions, and
three-quarters would track and increase their physical activity.

How likely do you think you would be to use or continue using each of the
following methods of weight management in the next year?

Trying to Lose or Maintain Weight 2014
(n=803)

Which of the following best describes what you are m Very lkely Somewhat lkely

currently doing regarding your weight?
Eating smaller portions of what you now

eat

Tracking and increasing the amount of 0 0 0
Trying to lose weight - 54% time you are physically active 39% 38% 7%
Eating smaller, more frequent meals or

Trying to mainj[ain - 3504 snacks
weight

40% 41% 81%

33% 41% 74%

Tracking and limiting the number of
calories in the foods you eat

31% 36% 66%
Trying to gain weight I 3%

Eating meals or snacks less frequently 36% 62%
. . .
Not d0|ng anythlng . 18% Substituting lower calorie foods for full 279 139% 609
calorie alternatives g 0 0

2014 n=1,005
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Consumers in general think that tracking and increasing physical activity and eating smaller

portions are the most effective weight management strategies for the average person.

In general, which ONE of the following weight management strategies do you believe is the
MOST effective for the average person?

Tracking and increasing the amount of time you are

0,
physically active 27%

Eating smaller portions of what you now eat 26%

Eating smaller, more frequent meals or snacks

Tracking and limiting the number of calories in the foods
you eat

Substituting lower calorie foods for full calorie
alternatives

Eating meals or snacks less frequently

2014 n=1,005
International Food Information Council Foundation 2014 Food & Health Survey V 1




Slightly more than two out of five Americans think about calories often or always,

while a quarter of Americans think about calories rarely or never.

How often do you think about the number of calories you consume?

w2014 w2013

Who is more likely to think about calories?

A College grads
AWomen
A Excellent or good health

0
32% 20% 30% 31%

Always Often Sometimes Rarely Never

2014 n=1,005; 2013 n=1,006
Arrows indicate significant (.95 level) differences vs. 2013.
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Less than a third understand that all sources of calories influence weight gain equally. Two out

of five believe that carbohydrates or sugars are the most likely to cause weight gain.

What source of calories are the most likely to cause weight gain?

Sugars
Carbohydrates
1% 16% 15% Fats
40% 1% 1% Protein
31%
30% 29%  All sources same
Not sure
2007 2008 2009 2010 2011 2012 2013 2014

2014 n=1,005
International Food Information Council Foundation 2014 Food & Health Survey V 13



More than half of all Americans have given a lot of thought to the amount of physical

activity they get. Compared to 2013, twice as many say they have not thought about
physical activity at all in 2014.

Over the past year, how much thought have you given to
the amount of physical activity you get?

2014 w2013 2012

0 Who is more likely to have given
60% 61% alot of thought to the amount of physical activity
they get?

A College grads
A Women

AHighincome
A Consumers impacted by
35% 37% 33% healthfulness and sustainability
1+
8%
- % 5%
- <5 T
A lot Alittle None Not sure

2014 n=1,005; 2013 n=1,006; 2012 n=1,057
Arrows indicate significant (.95 level) differences vs. prior year(s); color of arrow indicates comparison year.
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Almost half of Americans have increased their physical activity in the past two years. Among those who did increase

activity, the most reported reasons include seeing a change in the way clothes fit, a change in weight, and a change
in health.

Did you increase the amount of physical activity you get because of any
of the following?

Increased physical activity
In the past two years, have you increased the 2014 (n=506)
amount of physical activity you get?

You saw a change in the way your clothes
fit

You saw a change in your weight
Yes 48%

You saw a change in your overall health
and well-being

No - 47% You received encouragement from friends,
family or coworkers

You received encouragement from a health
professional

75%
75%

74%

Not sure I 5%

You started using a mobile app or personal
tracker

2014 n=1,005
International Food Information Council Foundation 2014 Food & Health Survey V 15
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Taste, price, and healthfulness continue to drive food selection.

How much of an impact do the following have

on your decision to buy foods and beverages?
(% Rating 4 to 5 on 5-point scale, from No Impact to A Great Impact)

: 909%
88% 87% 86% 87% 87j%/89,/_°/_. ° ——Taste

v v

85% 84% .

79%

Healthfulness

74% 73%

12% 70% —<—(onvenience
64% 2 Sustainability
58%
55% 55% 26% 26%
52% 23% 51% ¥
48%
2006 2007 2008 2009 2010 2011 2012 2013 2014

2014 n=1,005
Arrows indicate significant (.95 level) differences vs. 2013.
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The increase in healthfulness impact is most pronounced among

younger consumers and men.

Healthfulness Impact by Age

65-30 @ 77%

73% @ —® 74%
0 -64
70% &= 50 _® oy
650 @ 35-19 66%
%
55%
2013 2014

Green linesindicate significant (.95 level) differences vs. 2013.

Healthfulness Impact by Gender

—® 76%
72% o \N()men
65%
W
56%
2013 2014

Healthfulness Impact by Education

/ .

d

73% o= et
/ o7

61% al (ollege

\es5

2013 2014

\—s
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Three-quarters of Americans now believe that processed foods can help food stay fresh longer,

which is consistent with 2012 findings. Only half of Americans believe that processed foods can
contain nutrients needed for a healthful diet.

In general, to what extent do you agree or disagree with
the following statements about processed foods?

W Agree Strongly Agree Somewhat
2014 19% 56% 75% § 13
Food processing can help foods stay 2013 (;W 080%
fresh longer - -
% m 58% 74%
) 2014 53% 63%
Some processed foods can provide 5013 550 65%
affordable, nutritious options
2012 53% 59%
_ _ 2014 42% 54%
Food processing can help improve 2013 44% 549%
foodsafety ,, 41% 49%
2014 41% 50%

Processed foods can contain the

Not Asked
nutrients | need for a healthful diet 2013 | NotAske

2012 | Not Asked

2014 n=503 (Split Sample); 2013 n=1,006; 2012 n=1,057
Arrows indicate significant (.95 level) differences vs. prior year(s); comparison year is labeled.
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Significantly more Americans agree with the statements about packaged foods,

when compared to the food processing statements.

Split Sample Test: Processed vs. Packaged

W Agree Strongly Agree Somewhat
Food processing can help foods stay fresh longer 19% 56% 75%
Food packaging can help foods stay fresh longer 49% 88%
Some processed foods can provide affordable, nutritious options 53% 63%
Some packaged foods can provide affordable, nutritious options _ 59% 85%
Food processing can help improve food safety - 42% 54%
Food packaging can help improve food safety 51% 82%
Processed foods can contain the nutrients | need for a healthful diet 41% 50%
Packaged foods can contain the nutrients | need for a healthful diet - 56% 77%

Processed n=>503; Packaged n=502
Green indicates significant (.95 level) differences vs. split sample comparison,
International Food Information Council Foundation 2014 Food & Health Survey 20



Most consumers perceive a difference between processed and packaged foods. Six

in ten are more likely to choose packaged.

To what extent do you agree or disagree with the following statements?

M Agree Strongly Agree Somewhat

There is no difference between something described as a
"processed food" and something described as a "packaged
food."

22%  30%

| would be more likely to buy a food described as "packaged"

0, 0 0
than one described as "processed.” 220 39% 61%

2014 n=1,005

International Food Information Council Foundation 2014 Food & Health Survey
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Two-thirds of Americans look at the expiration date, which is a substantial drop from 2013.

Expiration date and Nutrition Facts panel continue to be the most reviewed information when
deciding to purchase food or beverages.

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

Expiration date 82%

Nutrition Facts panel

Ingredients list

Servings size and amount per container = 2014
(alorie and other nutrition information 42:{‘5’% m 2013
35% &
Brand name 539
Cooking instructions/preparation time 32% 3 45%
Statements about nutrition benefits 30% ¥ 439%
Country of origin labeling 2620/8% On average, consumers consider 4 of
these elements in purchase decisions
Statements about absence of certain food ingredients 2020/30%
: 18% ¥
Statements about health benefits 299%

2014 n=1,005; 2013 n=1,006
Arrows indicate significant (.95 level) differences vs. 2013.
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The percentage of Americans reviewing the expiration date, serving sizes, brand names, cooking

instructions, and statements about benefits have decreased since 2013.

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

2007 2008 2009 2010 201 2012 2013 2014

(n=1,0000 (n=1,0000 (n=1,064) (n=1,006) (n=1,0000 (n=1,057) (n=1,006) (n=1,005)
Expiration date 69% 69% 67% 66% 63% 76% 82% 66%
Nutrition Facts panel 66% 63% 69% 68% 68% 66% 67% 65%
Ingredients list 59% 51% 49% 47% 49% 51% 52% 52%
Servings size and amount per container 50% 55% 44%
Calorie and other nutrition information 48% 45% 42%
Brand name 44% 40% 50% 50% 50% 46% 53% 35%
Cooking instructions/preparation time 33% 45% 45% 32%
Statements about nutrition benefits 44% 43% 29% 29% 31% 42% 43% 30%
Country of origin labeling 29% 26%

Statement about the absence of certain food
ingredients

Statements about health benefits 28% 27% 20% 22% 24% 30% 29% 18%

Green indicates significantly higher (.95 level) percentage vs. 2014.
International Food Information Council Foundation 2014 Food & Health Survey % 23
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Appreciation for the Nutrition Facts panel is nearly universal for all the ingredients

specifically asked about.

How helpful, if at all, is the following information on the Nutrition Facts panel in your
decisions to buy foods and beverages?

W Very helpful Somewhat helpful

Calories 75% 21% 97%

Total fat 68% 27% 96%
Sugars 72% 23% 95%

Sodium 66% 28% 95%

Protein 63% 30% 93%
Fiber 59% 33% 92%
Saturated fat 61% 30% 91%
Total carbohydrates 61% 30% 91%
Trans fat 60% 31% 91%

Unsaturated fat 51% 37% 88%

Uses the Nutrition Facts panel: 2014 n=671

International Food Information Council Foundation 2014 Food & Health Survey
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Three out of five Americans recognize the MyPlate graphic, with more than a third of all

Americans report knowing something (a lot/ a fair amount) about it.

How familiar are you, if at all, with the following graphic?

Who is most likely to say they have seen
.. W 2014 = 2013 the MyPlate graphic?
A College grads
A Women

M Plate 0
y 38% 36%
32%
28%
21% 21%
9% 8%
- 3% 3%
[
| have seen it and know a | have seenitand know a | have seenit, butknow  |have never seen it Not sure
lot about it fair amount about it very little about it before

2014 n=1,005; 2013 n=1,006
International Food Information Council Foundation 2014 Food & Health Survey % 25



Americans are most likely to trust that health professionals will provide accurate

information about weight loss, physical activity, and nutrition.

Which one of these sources would you trust the most to provide accurate information about
the following issues?

Nutrition Physical Activity Weight Loss

Health professionals | 50% Health professionals | 53% Health professionals | 59%

Health-focused websites - 15% Health-focused websites - 17% Health-focused websites - 14%
Scientific journals . 11% Friends and family . 11% Friends and family . 9%
Government agencies . 0% Scientific journals . 0% Scientific journals l 7%
Food manufacturers I 5% TV personalities I 3% Government agencies I 3%
Friends and family I 5% Government agencies I 3% TV personalities I 3%
TV personalities | 2% News media I 3% News media | 2%
News media | 2% Social media | 1% Social media | 19%
Social media | 1% Food manufacturers | < 5% Food manufacturers | 1%

2014 n=1,005 [
International Food Information Council Foundation 2014 Food & Health Survey 26



On the other hand, Americans trust the U.S. government the most when it comes

to food safety, food ingredients, and the way foods are produced and farmed.

Which one of these sources would you trust the most to provide accurate information about
the following issues?

The Ways Foods and Beverages are

Food Safety Food Ingredients Farmed and Produced
Government agencies [N 39% Government agencies [l 26% Government agencies [ 28%
Health professionals  [l| 17% Food manufacturers [l 21% scientific journals | 17%
Scientific journals - 14% Health professionals - 16% Health-focused websites . 13%
Health-focused websites  [Jl| 13% Health-focused websites [} 14% Health professionals [l 12%
Newsmedia [ 5% Scientificjournals [l 12% News media [l 12%
Food manufacturers [ 5% Friends and family || 5% Food manufacturers [l 10%
Friends and family || 49 News media | 3% Friends and family [ 5%
TV personalities | 2% TV personalities | 1% TV personalities | 2%
Social media | 1% Social media | 1% Social media | 2%

2014 n=1,005 [\
International Food Information Council Foundation 2014 Food & Health Survey 27



Three in four Americans have not had an emotional conversation about food and

beverage choices in the last six months.

In the last 6 months, have you had an emotional conversation with someone about food and beverage choices?

No - | have not Not Sure
had any 3%
conversations

about food &
beverage choices
27%
Yes
23%

No - | have talked
about food &
beverage choices,
but the talks were
not emotional
47%

2014 n=1,005

International Food Information Council Foundation 2014 Food & Health Survey
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y>)
Nearly a quarter of consumers have had recent emotional conversations '?0/‘/@

about food. Who are they?

WHO ARETHEY?

A" Those who have had emotional conversations about food are younger on average (about 43), more likely to be female, and more likely to have kids in the
household (35% vs. 27% of those who didn’t have emotional conversations and 22% of those who didn’t have any conversations about food).

A They are also much more likely to be trying to lose weight (71% vs. 54% and 40% of the two comparison groups) and to report having made an effort to
cut added sugars, salt, solid fats, and full-fat dairy, and to eat smaller portions and balance their calories.

WHAT CONCERNS THEM?

A These consumers are clearly passionate about food and have put a great deal of thought into the products they buy and consume. They are more likely
than other consumers to have put a lot of thought into the healthfulness, ingredients, sustainability, and safety of their foods and beverages, as well as the
ways food is farmed and produced and the amount of physical activity they get. For example, two-thirds of this group have thought a lot about food
ingredients, while only 45% of those who don’t have emotional conversations and 22% of those who don't discuss food can say the same.

A Thereis also more planning put into all meal occasions for these consumers — 65% put a lot of thought into dinner, 32% put a lot of thought into lunch,
and 26% put a lot of thought into both breakfast and snacks.

HOW DOES THIS IMPACT THEIR BEHAVIOR?

A" In comparison to the average consumer, this group’s purchasing decisions are heavily influenced by the healthfulness of the food and beverages. 86% of
these consumers report healthfulness as having an important impact, ahead of price (which is similarly rated by only 70%) and just shy of taste (92%).
Those who do not have emotional food conversations are less likely to rate healthfulness as this impactful and only about half of those who report not
having conversations about food say the same.

A While fewer cite sustainability as impacting purchasing decisions (47%), this group is also more likely to cite this as a factor.

A More specifically, more than half of those who have had emotional conversations about food say that they consider 18 different food components when
making a decision about purchasing a food. They are especially likely to be looking for fiber, calcium, and protein and especially likely to avoid or limit
added sugars or sugars in general, high fructose corn syrup, saturated fats, and preservatives. In comparison, there is no food component that is considered
during purchasing by more than half of those who do not have emotional food conversations.

A This group is also more likely to use nutritional information when eating out at restaurants — about two-thirds say they use it in general and a quarter
report using it reqularly.

A Finally, these consumers are more likely to use health claims on labels when making purchasing decisions and to use labels that indicate that a product is
natural, organic, antibiotic-free, hormone-free, and eco-friendly.

International Food Information Council Foundation 2014 Food & Health Survey 29
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At least three out of five Americans spend some time planning each of their meals. Nine out of

ten Americans spend some time planning dinner, making it the most planned meal.

How much thought, if any, would you say you typically devote
to planning the following?

mAlot Alittle
Breakfast - 49% 65%
Lunch - 59% 79%
Who is more likely to have given
a lot of thought to planning dinner?
A Excellent or Good Health

Snacks - 48% 65%
2014 n=1,005
International Food Information Council Foundation 2014 Food & Health Survey V 31




Three out of five Americans make shopping lists on a reqular basis to help plan what they eat, and

half of Americans use coupons or in-store discounts. With about one out of ten reporting, the least
popular method for planning meals is using a mobile application.

Which of the following, if any, do you use on a reqular basis specifically in order to help you plan what you will eat and drink?
(Select all that apply.)

AGE
18-34 35-49 50-64 65-80

Shopping list 59% 53% 59% 62% 68%

Coupons 47% 52% 56% 59%

In-store discount 43% 46% 52% 60%

Recipes 40% 47% 51% 44%

Budget N%  40%  36%  31%

Meal plan 26% 25% 23% 18%

Mobile apps 20% 12% 7% 2%
Something else 3% 6% 3% 1%
None of the above 16% 8% 9% 12%

2014 n=1,005
Significant (.95 level) differences between age groups are shown with green/red font. Percentages in
red are significantly lower than the percentage in green.
International Food Information Council Foundation 2014 Food & Health Survey 32



Half of Americans at least sometimes use nutrition information to decide what to

have when eating out.

How, if at all, have you used nutrition information (like calorie counts) when eating out at restaurants?

| will not eat something when eating out without first

; S : 2%
checking the nutritional information
51% of consumers use nutrition

13% mformgtmn in restaurants at least
sometimes

| will reqularly use nutrition information to decide what
to have when eating out

[ will sometimes use nutrition information to decide

0
what to have when eating out 35%

[ have noticed nutrition information before, but haven't

0,
paid any attention to it 23%

| have not noticed or seen any nutrition information
when eating out at restaurants

2014 n=1,005
International Food Information Council Foundation 2014 Food & Health Survey V 33
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Half of consumers use nutrition information when eating out. 4’0%

Who are they?

A Those who pay attention to nutrition information when eating out are more likely to be married, female, and more highly educated. They are also more
likely to be trying to lose weight (64% vs. 44%).

WHAT INFORMATION DO THEY PAY ATTENTION TO?

A Consumers who look for nutrition information in restaurants are logically high information seekers in general. But what information do they seek in
particular?

A Nearly eight in ten of these consumers look at the Nutrition Facts panel when shopping for foods and beverages (true of only 50% of their counterparts).
They are also more likely to look at the ingredients list, servings size/amount per container, calorie and nutritional icons or graphics, statements about
nutritional benefits, country of origin labeling, and statements about the absence of certain ingredients.

A Inaddition, 44% have not only seen the MyPlate graphic but also know a fair amount about it. In comparison, this is true for only 30% of their
counterparts who don't look for nutrition information in restaurants.

A Calories are clearly important — 61% of this subgroup think about the number of calories they consume “always” or “often” (20% say they always think
about it). Similarly 60% of this group state that they try to limit the calories they consume.

A They also put a great deal more planning into every meal of the day. More than six in ten have thought a lot about dinner, for instance, while only 42% of
their counterparts do the same. A similar proportion (62%) report having put a lot of thought in the past year into the healthfulness of the foods and
beverages they consume and 54% have put a lot of thought into food ingredients.

HOW DOES THIS IMPACT THEIR PURCHASING?

A These consumers are both more likely to say that they believe health claims on labels (and those presented in the media) and that they often use these
claims to make purchasing decisions.

A Healthfulness of the foods and beverages in general is also more likely to have an impact on this group. 42% suggest that it has a “great impact” on their
decision.

A These consumers are also more likely to report buying foods labeled as natural, organic, hormone-free, antibiotic-free, eco-friendly, or having added
nutrients.

International Food Information Council Foundation 2014 Food & Health Survey 34
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Nearly nine out of ten Americans have given some (a lot/a little) thought to the ingredients in

their foods and beverages in the past year, with two out of five giving a /ot of thought to the
ingredients.

Over the past year, how much thought have you given to
the ingredients in your foods and beverages?

w2014 W 2013 2012

Who is more likely to have given a lot of
thought to ingredients?
A Consumers impacted by
0
47% 49% 459 healthfulness and
43% 43% 0 419 sustainability
0 A Consumers not impacted by
convenience

1% 1% 1%

Alot Alittle None Not sure

2014 n=1,005; 2013 n=1,006; 2012 n=1,057
Arrows indicate significant (.95 level) differences vs. prior year(s); color of arrow indicates comparison year.
International Food Information Council Foundation 2014 Food & Health Survey 36




The vast majority of Americans believe they would be able to find information

about ingredients in their food if there was something they wanted to know.

Please indicate how much you agree or disagree with the following statement:

If there was something | wanted to know about an ingredient in my food, | think | would be able to find the
information.

strongly ot sure

Somewhat disagree 4% 86% of consumers strongly or somewhat
5% agree

disagree
5%

Strongly agree
50%

Somewhat agree
36%

2014 n=1,005
International Food Information Council Foundation 2014 Food & Health Survey V/ 37




Calories, sodium, whole grains, sugars and fiber are the most common food components

that Americans have considered in the past twelve months.

Thinking back about the past twelve months, when making decisions about buying packaged food or

beverages, have you ever considered whether or not they contain the following?
(% Yes)

Calories 70%
Sodium/Salt 62% ¥
Whole grains 62% ¥
Sugars in general 60% ¥
Fiber 60% ¥
Protein 58% &
New  Added sugars 56%
Trans fats 56%
Saturated fats 54%
Fats/oils 53%
High-fructose corn syrup 52%
(affeine 45% ¥
Preservatives 43%
(alcium 42% ¥
Mono- and Poly- unsaturated fats 39%
NEW  Aspartame 37%
Monosodium glutamate (MSG) 37%

New  Fructose 36% A
2014 n=1,005; Arrows indicate significant (.95 level) differences vs. 2013.
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Less than one in five Americans has considered Omega-6, Omega-9, acesulfame potassium, or

flavonoids when purchasing foods or beverages in the past twelve months.

Thinking back about the past twelve months, when making decisions about buying packaged food or

beverages, have you ever considered whether or not they contain the following?

Complex carbohydrates
NEW  Saccharin
Refined carbohydrates
NEW  Glucose
NEW  Sucrose
Potassium
Omega-3 fats
NEw  Sucralose
Probiotics
NEW  Stevia
Food colors
NEW  Soy
Gluten
NEW  Lactose
Omega-6 fats
Omega-9 fats
NEW Acesulfame potassium
Flavonoids
2014 n=1,005; Arrows indicate significant (.95 level) differences vs, 2013.

(% Yes)

31%
31%
30%
30%
30%
21% &
21% ¥
26%
25%
24%
24%
21%
20%
20%
17% &
16% &
12%
9%

International Food Information Council Foundation 2014 Food & Health Survey
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Half of all Americans make an effort to avoid sugars and salts, while slightly more

than half of Americans try to consume fiber and whole grains.

To what extent do you try to consume or avoid the following?

% Try to limit or avoid entirely % Try to get a certain amount or as much as possible
2% Fiber R 53% ¢
T 4% Whole grains B 5%
2% Protein A 50% &
2% Calcium B 36% ¢
3% Omega-3 fats L 21% &
4% Potassium B 19% 8
2% Probiotics B 18%
48% Calories B 13%
3% Omega-6 fats b 1%
2% Omega-9 fats B 10%
16% Complex carbohydrates L 10%
¥ 31% (affeine L 9%
39% Fats/oils L 8%
26% Mono/poly unsaturated fats [ 7%
11% Soy B 7%
¥ 50% Sugars in general bl 5%
53% Sodium/salt b 4%

4% Flavonoids B 3%
2014 n=1,005; Arrows indicate significant (.95 level) differences vs, 2013.
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More than a third of Americans try to avoid preservatives, saturated fats,

trans fats, added sugars, and high-fructose corn syrup.

To what extent do you try to consume or avoid the following?

% Try to limit or avoid entirely % Try to get a certain amount or as much as possible
51% Added sugars L 2%
49% Trans fats L 2% ¥
48% High fructose corn syrup | 1%
47% Saturated Fats L 2%
37% Preservatives i 2%
33% Monosodium glutamate (MSG)  <.5%
33% Aspartame | 1%
30% Fructose L 2%
27% Saccharin | 1%
T 24% Refined carbohydrates B 3%
24% Glucose b 2%
24% Sucrose I 1%
21% Sucralose | 1%
21% Food colors | 1%
16% Stevia b 3%
15% Lactose L 2%
13% Gluten b 3%
8% Acesulfame potassium | 1%

2014 n=1,005; Arrows indicate significant (.95 level) differences vs, 2013.
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Most Americans agree that it's important to consume enough protein in their diet, and that

protein can help build muscle. Three-quarters believe that protein is part of a balanced diet, it
can enhance recovery from exercise, and it helps people feel full.

To what extent do you agree or disagree with the
following statements about protein?

m Agree strongly Agree somewhat

|t is important to get enough protein in the diet 31% 91%

Protein helps build muscle 32% 87%

Foods and beverages that contain protein are a part of a

0 0
balanced diet 36% 78%

Protein can enhance recovery from exercise 37% 76%
Protein helps people feel full 38% 72%
High protein diets can help with weight loss 41% 63%

Packaged foods can be a good source of protein 36% 45%

2014 n=1,005
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Among those who are trying to consume protein, more than four out of five get protein from

poultry, eggs, nuts & seeds, and fish. The least likely source of protein is soy, with only one in
four reporting it as a source.

Earlier you stated that you are trying to ensure you consume at least a certain amount of protein. What sources
of protein are you trying to consume? (Select all that apply.)

Poultry 88%
Eggs 85%
Nuts & seeds 84%
Fish 80%
Beans & lequmes 72%
Milk & dairy 71%
Beef 70%
Pork 56%

Soy 26%

Tries to consume at least a certain amount of protein; 2014 n=531
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More than two-thirds report peanut butter and other nut butters as specific food products they

consume to get protein. Meat alternatives are the least likely source with less than a quarter of
Americans reporting.

Thinking now about more specific food products, which of the following do you consume specifically in order to
get protein? (Select all that apply.)

Peanut butter & other nut butters 70%
Protein bars

Greek yogurt

Regular yoqurt
Luncheon/deli meat
Protein shakes or beverages
Sausage

Breakfast sandwich

Meat alternatives

Other sources

Tries to consume at least a certain amount of protein; 2014 n=531
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The most common reasons for not consuming more protein include already

getting enough protein, and foods with protein are more expensive.

To what extent, if at all, are each of the following reasons why you do not consume more protein than you do

now?
Major reason Minor reason
Already get enough protein 21% 22% 44%
Foods with protein are sometime more expensive 10% 28% 38%
Higher protein foods often have a lot of unhealthful components 5% 20% 25%
| don't know which foods contain protein 5% 18% 24%
It takes too much time to prepare foods with protein 4% 18% 22%
Foods with protein spoil if not used quickly  F4% 17% 21%
Consuming protein is not importanttome 4% 15% 18%
| am not sure how to prepare foods with protein 3% 14% 17%
Foods that I like that contain protein are hard to incorp. in meals 3% 13% 16%

2014 n=1,005
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