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“Despite consumers’ interest in eating healthier, they also
want food that tastes good. While government, food
manufacturers and restaurants try to provide healthier
options to Americans, these organizations are up against
several challenges, especially regarding how to market
low/no/reduced sodium items.”

— Emily Krol, Health and Wellness Analyst

In this report we answer the key questions:

BUY THIS

= Consumers believe they should be responsible for choosing food and drink, but many REPORT NOW
recent rulings have impacted availability of certain products. What is the impact of
government regulation on consumer choices?

- Consumers want food that tastes good, but know that high-sodium contents are VISIT:
unhealthy. How can restaurants and packaged foods companies reduce sodium content store. minte| .com
without alienating people who want great-tasting food?

= The jury is still out regarding how bad sodium really is, especially for those who do not
suffer from hypertension or high blood pressure. How will this affect consumer CALL
perceptions of low-sodium products? EMEA

+44 (0) 20 7606 4533

According to the Centers for Disease Control and Prevention (CDC) about 90% of Americans over the
age of two consume too much sodium, which increases the risk for high blood pressure. High blood
pressure increases the risk for heart disease and stroke. Brazil
Therefore, limiting sodium in one’s diet is becoming increasingly important, not only to stay healthy 0800 095 9094
and disease free, but also to avoid unnecessary weight gain.
Americas
Most sodium consumption comes from processed foods and restaurant fare. Manufacturers and + 1 (312) 943 5250
restaurant owners have an opportunity to create lower-sodium products that will be healthier for
customers. Additionally, there is opportunity for alternatives to traditional table salt in cooking.
APAC

The purpose of this report is to look at how demographic shifts affect demand for reduced-sodium +61 (0) 2 8284 8100
products. The report will also explore how and why consumers limit sodium in their diet, and offer
solutions based on these reasons. Consumer opinions regarding who should be responsible for
imposing sodium restrictions are also included. EMAIL:

oxygen@mintel.com
Marketing low/no/reduced-sodium products presents a challenge to marketers in that sometimes
consumers are turned off by such claims due to a taste consideration. Therefore, current marketing
strategies are explored and recommendations offered for how to continue to market these products.

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Strategies to save money when grocery shopping
Figure 39: Saving strategies when grocery shopping, by limiting vs. not limiting sodium, November 2012
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Figure 44: Product used to limit sodium intake, by gender and age, November 2012
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Those who use salt alternatives also use a variety of products
Figure 48: Product used to limit sodium intake, by ways to limit sodium, November 2012
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Older women most likely to prefer to cook at home to control sodium

Figure 49: Attitudes toward sodium, by gender and age, November 2012

Educate lower household incomes who are concerned about sodium intake
Figure 50: Attitudes toward sodium, by household income, November 2012

Brands have an opportunity to educate consumers who are confused
Figure 51: Attitudes toward sodium, by sodium restriction responsibility, November 2012

Nonsodium limiters not concerned with amount of sodium in their diet
Figure 52: Attitudes toward sodium, by sodium limiters, November 2012
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Older respondents most likely to watch diet for salt intake
Figure 53: Salinity monitor spoon
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Food products purchased when dieting
Figure 55: Diet food products, by age, April 2011-June 2012
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Figure 56: Diet food products, by household income, April 2011-June 2012

People watching their diet for salt intake eat healthier
Figure 57: Attitudes/opinions about food and diet, all vs. those watching diet for salt intake, April 2011-June 2012

Sodium limiters healthier than nonsodium limiters
Figure 58: Agreement with attitudes toward health, by sodium limiters, November 2012

Race and Hispanic Origin
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Other ethnicities most likely to be currently watching sodium
Figure 59: Reasons for limiting sodium, by race/Hispanic origin, November 2012
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Figure 62: Attitudes toward sodium, by race/Hispanic origin, November 2012
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Figure 63: Target clusters, November 2012
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Cluster characteristic tables
Figure 64: Reasons for limiting sodium, by target clusters, November 2012
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Cluster demographics
Figure 71: Target clusters, by demographic, November 2012

Cluster methodology
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Appendix: Other Useful Consumer Tables

Sodium limiters
Figure 72: Reasons for limiting sodium, by gender and age, November 2012

Figure 73: Reasons for limiting sodium, by employment, November 2012
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Figure 75: Reasons for limiting sodium, by sodium limiters, November 2012
Sodium limiting behaviors
Figure 76: Ways to limit sodium, by age, November 2012
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Figure 79: Product used to limit sodium intake, by ways to limit sodium, November 2012
Figure 80: Product used to limit sodium intake, by ways to limit sodium, November 2012
Figure 81: Product used to limit sodium intake, by ways to limit sodium, November 2012

Shopping habits of sodium limiters
Figure 82: Retailers and channels most often shopped for food/drink, by reasons for limiting sodium, November 2012

Usage of sodium-limiting products
Figure 83: Product used to limit sodium intake, by race/Hispanic origin, November 2012
Figure 84: Product used to limit sodium intake, by sodium limiters, November 2012
Interest in sodium-limiting products
Figure 85: Product not used, but would be interested in trying to limit sodium intake, by gender, November 2012
Figure 86: Product used to limit sodium intake, by age, November 2012
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Attitudes toward sodium
Figure 89: Attitudes toward sodium, by gender, November 2012
Figure 90: Attitudes toward sodium, by age, November 2012
Figure 91: Attitudes toward sodium, by generation, November 2012
Figure 92: Attitudes/opinions about food, by gender, April 2011-June 2012
New product introduction claims
Figure 93: The 30 most common claims associated with food launches, 2007-12

Figure 94: The 30 most common claims associated with drink launches, 2007-12
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