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EVALUATING FOOD/DRINK SUGAR CONTENT
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Consumers taking a long view when it comes to sugar’s
health concerns

Figure 37: Reasons for limiting sugar, October 2020
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Sugar alternatives with a BFY claim appeal to younger
consumers

Figure 38: Reasons for limiting sugar, by age, October 2020
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SWEETENER CONCERN BY CATEGORY

Natural, BFY sweeteners may improve consumers’ negative
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Figure 41: Sweetener concern by category, October 2020
Young people’s sweetener concern notably in juice, energy
drinks

Figure 42: Sweetener concern by category, by age, October
2020

ATTITUDES TOWARD SUGAR/SWEETENERS

Consumers look to avoid sweeteners, particularly artificial
ones

Figure 43: Attitudes toward sugar/sweeteners, October 2020
Dads much more likely to accept “natural sugars”

Figure 44: Attitudes toward health and sugar/sweeteners, by
parental status, by gender, October 2020

Natural alternatives will face price sensitivity challenges in
the recession

Figure 45: Attitudes toward use of sugar alternatives, by
household income, October 2020
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Data sources
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Abbreviations

APPENDIX - THE MARKET

Figure 46: Total US retail sales and forecast of sugar and

alternative sweeteners, at inflation-adjusted prices, 2015-25
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