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"When seeking better-for-you foods, consumers avoid
certain elements in their diets, chiefly artificial ingredients

of all forms, and express a general distrust of genetically
modified ingredients. At the same time, many consumers

are seeking foods with added health attributes, namely
protein, fiber, and whole grains."

- William Roberts, Jr Senior Food & Drink Analyst

This report looks at the following areas:

• Obesity, overweight statistics increase
• Traits consumers are avoiding
• Generations avoiding artificial
• Trust of on-pack claims

This Report assesses consumer attitudes and behaviors regarding foods positioned as better-for-you,
seeking to establish what consumers mean by BFY and related topics, specifically “natural.” This Report
features topics and issues also addressed in the previous Mintel Reports Free-from Food Trends – US,
May 2015 and The Organic Shopper – US, March 2015.

Not addressed specifically in this Report, but discussed in their relationship to BFY food trends, are
topics relating to Gluten-free Foods – US, October 2015, Healthy Dining Trends – US, March 2016, and
Diet Trends – US, October 2016.
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Consumer qualitative research

Abbreviations and terms

Abbreviations

Figure 75: Permissible foods, June 2016

Figure 76: Correspondence analysis – Food descriptions, June 2016

Correspondence Analysis Methodology
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