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OUR VISION
A global environment where

science informs food decisions.

OUR MISSION

We serve the public good by
effectively communicating
science-based information
about food safety, nutrition
and sustainable food systems.

IFIC PROGRAM PLATFORMS

To demonstrate IFIC's thought leadership
In action, we:

= Deliver best-in-class research and
consumer insights to inform food,
nutrition and health stakeholders.

= Promote science communication
to positively impact consumer behavior
and public health.

= Convene critical thought leaders to
advance the food systems dialogue and
science-based decision-making.
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ABOUT IFIC GOVERNANCE

IFIC is governed by a Board of Trustees, the majority of whom are from public
academic institutions, along with an Assembly that includes government liaisons.

ABOUT IFIC FUNDING SUPPORT

IFIC is supported primarily through grants and contributions from the broad-based
food, beverage, and agricultural industry. IFIC does not lobby and does not represent
any product, company, or industry.

ABOUT WENDY REINHARDT KAPSAK, MS, RDN

More than 25 years working in food, nutrition and agriculture. Worked at IFIC from
2000-2012. From 2012-2016, served in various roles at what is now know as Bayer Crop
Science. Served as President & CEO of the Produce for Better Health Foundation from
2017-2022. Returned to IFIC as President & CEO in 2023.
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IFIC Food & Health Survey SURVEY

2024 IFIC
Food & Health
SURVEY

2024 marked the 19t consecutive year of the 2024 |IEIC

IFIC Food & Health Survey, making it one of the Food & Health
most influential and widely referenced annual SURVEY
consumer surveys in the U.S. for academic
researchers, healthcare professionals, industry
stakeholders, media, and policymakers.

Since 2006, IFIC has surveyed Americans about
their food behaviors, beliefs, and perceptions.

IFIC's annual survey American consumers to
understand perceptions, beliefs, and behaviors
surrounding food and food-purchasing

decisions.

DOWNLOAD THE SURVEYS Taste remains the top purchase driver, followed by price. Happiness, stress, and health status vary widely by income.
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https://foodinsight.org/2023-food-and-health-survey/

Taste remains the top purchase driver, followed by price.
The impact of convenience is down from 2023.

Baby Boomers, those with higher household incomes, and Asian Americans are most likely to find
healthfulhess impactful.

Food and Beverage Purchase Drivers Over Time
(% reporting imypact of 4 or 5 out of a 5-point sadle)

Taste

Healthfulness
Convenience §

Environmental
Sustainability*

0%
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

2024 [FIC
Food & Health [TREND] G5 Howmuch of an imypact do the following have onyour decision to buy foods and beverages? (n=3,000)
SURWVEY Note: Prior to 2019, “Environmental Sustainability” was phrased as “Sustainability”




8 in 10 Americans consider if a food is processed prior to
purchasing it.

Among those who consider if a food is processed, most say they avoid processed foods at least sometimes.

Considers if a Food is Processed Prior to Purchase

Action Taken

After Consideration

26%

Tries to avoid
processed foods

79% 37%
Yes

Sometimes avoids
processed foods

16%
Does not avoid
processed foods

2024 [FIC
‘i®1 Food & Health [TRENDJ G6 When shopping for foods and beverages, do you consider whether the food is processed before purchasing that product ? (n=3,000)
SURVEY




1in 3 Americans are familiar with the term
“ultraprocessed food.”

Younger generations and college graduates, as well as those with higher household income, children
under 18 years, in excellent or very good self-reported health, and who have followed a specific eating style
iNn the past year are most likely to be familiar with the term “ultraprocessed food.”

Familiarity with the Term "Ultraprocessed Food" “Yes”
by Subgroucs
Total | 32%
Genz i 39%
Yes 32% Millennial P 42%
Gen X 1 30%
Boomer 21%
HHLD Inc. <$35K 26%
HHLD Inc. $35K-$74K 129%
HHLD Inc. $75K+ N 40%
No 52% |
Men 1 33%
Women L 31%
Married 33%
Single ' 31%
White | 329%
Not sure 16% Hispanic i 36%
Black/African American 25%
Asian American 1 30%

2024 1FIC
Food & Health G7 Are you familiar with the temn “ultraprocessedfood’? (n=3,000)
SURVEY




Monthly
IFIC Spotlight Surveys

IFIC generates monthly consumer insights
through our Spotlight Surveys.

Each month, we engage 1,000 Americans to
measure knowledge, attitudes, and beliefs
about timely and relevant topics in food. Our
Spotlight Surveys align with the topics of our
monthly expert webinar series, educational
resources, messaging, and content
development.

DOWNLOAD THE SURVEYS

on foodinsight.org

2024 IFIC
SPOTLIGHT
SURVEY

More than half of Americans (56%) replace traditional meals with
snacking or by eating smaller meals, according to the

2024 IFIC Food & Health Survey. Emerging as its own eating pattern,
snacking has become increasingly popular among consumers, especially
Gen Z, Millennials, women, and those whose relationship status is single.

While r s have struggled to formally define the word snack, nearly all
tell us that when they eat or drink something between meals, to them, it isa
ity that widespread agreement emerges around food and nutrition, this

othing outcompetes taste and price: they want to
equire affordability—the foundational elements
ing healthfulness. To the matter of taste, most

eir associated snacking
associated with snacking

potlight Survey: Americon Consurmer Percepti
mer mindset related to snacking.

IFIC commissioned this I
Snacking to study U.

urce: 2024 1FIC Spotig

2024 |FIC
SPOTLIGHT
SURVEY

International
Food Information
Council

CONNECT
WITH US!

© IO

[ljifeXe]ge] foodinsight.org

B O X in]

@foodinsight International Food
Information Council

24 International Food Information Council

IMPLICATIONS

&

More Americans say they snack in the afternoon and
evening, but morning snacks get highest net healthy rating.

Net healthy rating of snacks steadily declines throughout the day from Morning (+34%) to Late-Night ( +1%).

%

20041F1C oo
SPOTLIGHT *
SURVEY s



https://foodinsight.org/2023-food-and-health-survey/

Eating more fruits/veggies viewed as most important to eat healthier.
Balonas variety, and nnoderation are also seenas criticdl practices for imparoving diet.

Eat more fruits and vegetables
Practice balance, variety and moderation
Eat less sugar
Eat smaller portions
Eat fewer processed foods
Eat more protein
Eat fewer carbohydrates

Eat less saturated fat Those under age 45 are less likely to say
Reduce how much sodium you eat Practice balance, variety and moderation.

Eat more whole grains
Eat whole foods
Eat more plant-based foods
Eat less meat
Eat less dairy ﬂ

Eat more low-fat dairy |E2 520
Not sure m First Choice m Second Choice

Q2. What do you believe are the most

important actions you can take to eat International
ier? i i . . . Food Information
qussli?;:;' Ofte;iit top 2, withlbeingthe  gq,rce: 2024 IFIC Spotlight Survey: Public Perceptions of Processed Foods Celriel]




Very few Americans say they never eat processed foods.

More than 3 in 4 say they eat themat least some of the time

m Yes, a lot of the time
m Yes, some of the time
m Yes, but rarely

m No, never

» Don't know/Not sure

International
. . . Food Information
Q5. In general, do you consume Source: 2024 IFIC Spotlight Survey: Public Perceptions of Processed Foods w01 QELTE
processed foods?




More than half believe processed foods can be part of a
healthy diet.

More than1 in 4 do not believe processed foods can be part of a healthy diet.

mYes
m NO

= Don't Know

Q1. In general, do you believe International
that processed foods can be part of a . . . Food Information
hean'iy diet? P Source: 2024 IFIC Spotlight Survey: Public Perceptions of Processed Foods Y 1 cELmel



Convenience, affordability, shelf-life and taste are viewed
as the most positive aspects of processed foods.

45%
%
36%
24% 23%
20%
16% 16% 15% 14 149
% %

I I I Io Io I I I

Convenience Affordability Shelf-life Taste Quality of Nutrition Safety Impacton Impact on Fortlflcatlon Portion size Fits my/my Impacton Impacton None
ingredients health food waste management family's global food environment
enrlchment dietary supply

What would you say are positive of nutrients preferences International
aspects of processed foods, if any? Toed
Select all that apply.

PROCESSED FOOD | SEPTEMBER 2022 | FOODINSIGHT.ORG '“f°"“at'°ﬂ

Council




Impact on health, ingredient quality and nutrition are
viewed as the most negative aspects of processed food.

44%
33%
31%
20% 0 )
19%  19% 189 18%
14% 14% 3%
11% 0
10% 9%
I I 7%
Impact on  Quality of Nutrition Taste Safety Impacton Impacton Fortification Impacton Affordability Portion size Shelf-life  Fits my/my Convenience None
health ingredients environment food waste or global food management family's
enrichment supply dietary
of nutrients preferences v01
Internatlonal
What would you say are negative
i 2
aspects of processed foods, if any? PROCESSED FOOD | SEPTEMBER 2022 | FOODINSIGHT.ORG '“IP"“""“‘

Select all that apply.




7 in 10 are unsure if they explain what a processed food is.
Those with a college degree are more likely to say they could explain it clearly.

m Yes, | could explain it clearly

= Yes, but I'm not sure | fully
understand what it is

m No, | don't think | could explain it

Q12. Do you feel you could explain to

Food Information

a friend or family member what International
a processed food is? . . . . . Y .
Select the best response. Source: 2024 IFIC Spotlight Survey: Public Perceptions of Processed Foods cELmel



The ingredients list is the most common reference point for
deciding whether a food is processed.

49%
46%
41%
34%
0
26% 25% 25%
10%
|
I look at the list of | consider the form | look at the I look at if/how the | consider its I look at the icons or | look at the brand Other Don’t know
ingredients of the food (e.g., Nutriton Facts label food is packaged location in the  claims on the front name
fresh produce, shelf- grocery store (e.g.,  of the package
stable items) center aisles,
perimeter of store) 01
International
How would you decide whether a rof?) "
food or beverage is processed? PROCESSED FOOD | SEPTEMBER 2022 | FOODINSIGHT.ORG e rmation

Select all that apply.



When considering potential health risks associated with
packaged food and beverages, 3 in 10 Americans do not
consider the amount, presence, or number of ingredients.

More Americans consider the presence of an ingredient (31%) to be most important when considering
potential health risks than the amount of an ingredient (21%) or number of ingredients (16%).

B The amount of an ingredient in a packaged food or beverage
m The presence of an ingredient in a packaged food or beverage
B The number of ingredients in a packaged food or beverage

m | do not consider any of these

SPOTLIGHT

Y 1 2024 |FIC Q7. When considering the potential health risks associated with packaged foods and beverages, which of the following do consider the most important? (n=1000)
SURVEY Source: 2024 |IFIC Spotlight Survey: American Perceptions of Food Ingredient Safety
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When it comes to the type of information about the
safety of food ingredients that Americans want more of,
facts and practical actions are more desired than science.

One in seven (14%) do not want more information about the safety of food ingredients.

m More facts | can learn to keep me and
my loved ones safe

m More science | can read to keep me
and my loved ones safe

m More practical actions | can take to
keep me and my loved ones safe

m | do not want more information about
the safety of food ingredients

SURVEY Source: 2024 |IFIC Spotlight Survey: American Perceptions of Food Ingredient Safety

2024 |FIC Q10. What type of information about the safety of food ingredients would you want more of? (n=1000)
SPOTLIGHT

17



8 in 10 Americans say it seems like recommendations
about what to eat and drink are always changing.

Just over 1in 10 (12%) do not feel like food recommendations are always changing.

mVYes
m No

m Unsure

2024 |FIC Q5. Does it seem like recommendations about what to eat and drink are always changing? (n=1000)
SPOTLIGHT
SURVEY Source: 2024 |IFIC Spotlight Survey: Americans' Trust In Food & Nutrition Science
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Many feel confused, frustrated, doubtful, and/or stressed
about their food choices due to the perception that dietary
recommendations seem like they are always changing.

Still, approximately one-third report feeling curious (35%) and 14% feel inspired.

43%
35%
33%
30%
22%
14 %
10 %
4%
Confused Curious Frustrated Doubtful Stressed Inspired Fearful Other (specify)

(n=808; FILTER: those who say it seems like recommmendations for what to eat and drink are always changing)

SPOTLIGHT

Y 1 2024 IEIC Q6. You indicated that dietary recommendations seem like they are always changing. How does this make you feel about your food choices? Select all that apply.
SURVEY Source: 2024 |IFIC Spotlight Survey: Americans' Trust In Food & Nutrition Science
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Two-thirds of Americans say they are more likely to trust
food advice if it comes from a registered dietitian.

Food advice is also more likely to be trusted if it cites scientific evidence and/or is simple and easy to follow.
Food advice is less likely to be trusted if it shocks or scares or if it is shared widely on social media.

I am more likely to trust food advice if... Net Agreement

= Completely Agree = Somewhat Agree = Neither Agree Nor Disagree = Somewhat Disagree = Completely Disagree
2024 |IFIC Q9. How much do you agree or disagree with the following statements? Please rate your level of agreement on a scale of 1-5. (n=1000)
“I ammore likely to trust foodaavice if...”
SPOTLIGHT Y
SURVEY Source: 2024 |IFIC Spotlight Survey: Americans' Trust In Food & Nutrition Science
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Among potential sources of food information, the most
trusted are food and nutrition scientists, medical
doctors/nurses, and registered dietitians.

More Americans trust their friends and family for food information (29%) than trust government agencies (23%)
television news (15%), or newspapers (10%).

55%
51%
4 1%
29% 29%
0
23% 22%
0
o 5% 13%
0 12% 12%
10 % 10%
l l l —
Food and Medical Doctors/ Registered Farmers Friends and U.S. Government  Chefs Academics/ Television Non-Profit Representatives Reps from Newspapers Social Media Other (specify)
Nutrition Nurses Dietitians Family Agencies Professors  news/media Organizations from Food Agricultural  (print and/or  Influencers
Scientists Members Companies  Companies online)
. ich sources of information do you trust to inform you about food, nutrition, and/or diet? Select a at apply. (n=
2024 IFIC Q2. Which f information do you trust to inf bout food, nutrit d/or diet? Select all that apply. (n=1000
SPOTLIGHT
SURVEY Source: 2024 |IFIC Spotlight Survey: Americans' Trust In Food & Nutrition Science

21



VIEW IFIC WEBINAR PORTFOLIO
International on ific.org
Food Information _
Council | A
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Monthly IFIC
Spotlight Surveys,
Expert Webinars,
Content Series

2024 IFIC
SPOTLIGHT
SURVEY

American Consumer |
Perceptions of
Sodium in the Diet

SURVEY

=
2024 IFIC \\
SPOTLIGHT |\

"
Public Perceptions of \\\'\% b
Pesticides & i VRS
Produce Consumpt s :
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2024 IFIC
SPOTLIGHT
SURVEY

American Perceptions
of Food Ingredient
Safety

2024 Topics:

- January: Processed Foods

- February: Low- & No-Calorie Sweeteners
- March: Caffeine

- April: Pesticides

- May: Dairy Consumption Trends

- June: IFIC Food & Health Survey

- July: Sodium

- August: Snacking

- September: Food Ingredient Safety

- October: Trust in Food & Nutrition Science
- November: Seed Oils

- December: Front-of-Pack Labeling

2024 IFIC
SPOTLIGHT
SURVEY

American Consumer o
Perceptions of 4
Snacking p

2024 IFIC il l
SPOTLIGHT »
SURVEY ‘ . £

’ )

. L
‘3:: g > SPOITLIGH T
Americans’ Trust In b _ S URVE
Food & Nutrition v N UKV EY

Science
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https://foodinsight.org/category/consumer-research/
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IFIC Science Communication
Content Hub

- Welcome & User Guide
« Guidance Document

- Shareable Graphics / Images

. . « Consumer Research
Understanding & Interpreting Food

& Health Scientific Studies — - Expert Webinars

Guidance For Food & Nutrition Communicators * Additional ResourcesEEGUIEE

« Third-party Organizations

MARCH 2024 « Related Publications & Select References
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SERVING YOU FROM THE CENTER OF
SCIENCE, FOOD & THE CONSUMER

THANK
YOU

Wendy Reinhardt Kapsak, MS, RDN
President & CEO, IFIC
wendy@ific.org | (703) 862-4070
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