MINTEL

Better for you Eating Trends - US - November 2019

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Report Price: £3254.83 | $4395.00 | €3662.99

"The vast majority of consumers report eating foods they
feel to be healthy at least some of the time, but opinions
and attitudes on what a healthy diet is vary greatly. Brands
making better-for-you claims need to stay on the pulse of
trending diets, yet not lose sight of the tried-and-true,
traditional ideas surrounding healthy eating."

- Karen Formanski, Health and Wellness Analyst

This report looks at the following areas:
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Healthy eating crosses the mind of most consumers, and better-for-you brands are well positioned to
assist consumers in reaching their goals. However, healthy diets are subjective, and brands are
challenged to please a consumer base with varied and shifting preferences. Brands can reach a wider
audience with an overarching message of fresh, real ingredients, along with options curated to specific
dietary concerns.
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Eating healthy crosses the mind of most
Figure 17: Eating habits, September 2019

Perspective on habits shifts with age and gender
Figure 18: Eating habits, by age and gender, September 2019

Parents are a key demographic
Figure 19: Eating habits, by parental status, September 2019

Eating Behaviors

Consumers more influenced by good habits than bad ones
Figure 20: Influence of others on eating behaviors, by age, September 2019

Eating strategies vary with age
Figure 21: Eating behaviors, by age, September 2019

Healthy Eating Motivations

Traditional motivations drive healthy eating
Figure 22: Healthy eating motivations, September 2019

Women driven by weight management to eat healthy
Figure 23: Select healthy eating motivations, by age, September 2019

Younger consumers seeking more holistic benefits
Figure 24: Select healthy eating motivations, by age, September 2019

Older adults have more traditional motivations
Figure 25: Select healthy eating motivations, by age, September 2019
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Pre-prepped veggies are in demand
Figure 26: Usage of prepared foods, September 2019

Moms and dads seek different shortcuts
Figure 27: Usage of prepared foods, by parental status, September 2019
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Many have neutral opinion on health of common diets
Vegetable-focused diets don health halo
Figure 28: Opinions on diet trends, September 2019

Low-carb maintains a positive image
Figure 29: Incidence of low/no/reduced carb claims, in product launches by select categories, 2014-18

Specialized diets appeal more to younger consumers
Figure 30: Opinions on diet trends, by age and gender, September 2019

Healthy Eating Inspiration

Word of mouth is the way to the cart
Figure 31: Inspiration for discovering healthy foods and beverages, September 2019

Women more engaged in seeking healthy foods
Figure 32: Inspiration for discovering healthy foods and beverages, by gender September 2019
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Social media engagement crucial for younger adults, especially women
Figure 33: Inspiration from social media and food bloggers, by age, September 2019

Attitudes toward Healthy Eating

The importance of produce is one factor most can agree on
Figure 34: Attitudes toward healthy eating, September 2019

Healthy diets are subjective
Figure 35: Select attitudes on healthy diets, September 2019

Consumers are confident, aware of changing needs
Figure 36: Select attitudes on healthy diets, September 2019

Parents strive to be a positive influence
Figure 37: Important to eat healthy to be a good influence on others, by parental status, September 2019
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Appendix - The Consumer
Figure 38: Correspondence Analysis - Symmetrical map — Opinions on diet trends, September 2019

Figure 39: Opinions on diet trends, November 2019
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