
This report looks at the following areas:

•• Factors influencing consumers’ eating choices
•• Brand strategies and opportunities within healthy eating approaches
•• Consumers’ daily food breakdowns
•• Food and drink nutrition selection criteria
•• Desired BFY attributes
•• Consumers’ definitions of “healthy”
•• Attitudes toward healthy eating

Consumers’ high-reaching pandemic-era resolutions were somewhat short-
lived: four in 10 say that they’ve gone back to their former eating habits, and
another one in three say that the pandemic made it harder to know where to
find credible health and nutrition information. To further complicate consumer
confidence, developing good habits is a challenge bigger than knowing where
to find trustworthy wellness information – balancing mental health along with
budgets adds mess to consumers’ plates beyond extra calories or macros.

The biggest challenge to brands is the still ongoing presence of inflation,
wearing on consumers wanting to make quality healthful choices yet pressured
to make concessions in preferred purchase. Over half of consumers admit
they’ve had to make compromises – a number that skews higher among those
who feel less financially secure, and will likely grow.

Brands can position themselves within the evolving wellness landscape as
supporters of consumers’ holistic balance – putting mental health at the
forefront within the changing face of dieting while providing nutrition that
supports consumers’ needs as they evolve through each life stage.
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“Diet has become a four-
letter word, but that doesn’t
mean it’s lost its grip.
Consciously rejecting diet
culture, while a start, is a slow
process that is still susceptible
to the mental health pitfalls of
falling off track.”
– Adriana Chychula, Analyst
– Food, Drink and Nutrition
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• Enflamed concerns about inflation will shave focus off
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Figure 11: Ranked concern about inflation, by current financial
situation, 2022

• More than half have already cut back on food spending
Figure 12: Attitudes toward select healthy eating responses,
by current financial situation, 2022

• Weight – and weight stigma – influence how “good”
consumers feel
Figure 13: Self-reported body mass index, 2022

• Mental health takes a bigger role in consumer approach to
physical health
Figure 14: Attitudes toward eating, 2022

• Consumer perception of “healthy” diet overwhelming
includes animal products
Figure 15: Attitudes toward eating, 2022

• Federal government assists in supporting nation’s health

• Brands tap into genetic testing to personalize healthy diets
with convenience
Figure 16: ZOE Instagram post, 2022

• General Mills helps consumers ditch the diet baggage
Figure 17: Related social media search terms for “diet” or
dieting,” 2019-22

• Brands using clean label messaging to align with honesty,
trust
Figure 18: “Clean label” product introductions, 2022

• Functional ingredients in funky places open door for
creativity
Figure 19: Functional product introductions, 2022

• Supplements made from food take “food as medicine”
literally
Figure 20: Daily Gem Instagram post, 2022

• Consumers still view health through weight maintenance
and restriction

• Mental health can’t be separated from the equation
• Generational differences revealed in perspectives and calls

to action

• Consumers increasingly filling gaps in diet with snacks
Figure 21: Typical food intake, 2022

• Snacking gains steam among older consumers

COMPETITIVE STRATEGIES AND MARKET OPPORTUNITIES

CONSUMER FAST FACTS

DAILY FOOD INTAKE BREAKDOWN
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Figure 22: Typical food intake, by age, 2021-22
• Help steadfast label readers to plan varied healthful meals

Figure 23: Typical food intake, by label-reading frequency,
2022

• Encourage adventurous consumers to play with their food
Figure 24: Typical food intake, by food and drink consumer
segmentation, 2022

• Consumers twice as likely to cut back than indulge
Figure 25: Changes in eating habits, 2022

• Active seekers of better habits are under 55
Figure 26: Changes in eating habits, by age, 2022

• Consumers lean on labels to decide what not to eat
Figure 27: Consumer label reading frequency, by changes in
consumer eating habits, 2022

• Playing a brand role in the wellness village can help BFY
seekers
Figure 28: Reasons for more restrictive eating habits, 2022

• Reasons for restriction evolve with age
Figure 29: Reasons for more restrictive eating habits, by age,
2022

• Simplify parents’ BFY efforts
Figure 30: Reasons for more restrictive eating habits, by
parental status, 2022

• Coach for balance with BFY relaxers
Figure 31: Reasons for less-restrictive eating habits, 2022

• Connect fiber’s benefits to broader health goals
Figure 32: Food and drink nutrition criteria, 2022

• Work on protein communications with older consumers
Figure 33: Food and drink nutrition criteria, by age, 2022

• Reach dads with benefit-added food and drink products
Figure 34: Food and drink nutrition criteria, by parental status,
by gender, 2022

• BFY interests reveal pain points – and opportunity
Figure 35: Interest in BFY product features, 2022
Figure 36: Function-forward product introductions, 2022

• Support consumer brain health via convenient formats

CHANGES IN EATING HABITS

REASONS FOR CHANGES TO EATING

FOOD/DRINK NUTRITION CRITERIA

BFY BENEFITS SOUGHT
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Figure 37: Interest in BFY product features, by food and drink
consumer segmentation, 2022
Figure 38: Convenient product introductions featuring
cognitive functionality, 2022

• Empower older consumers’ wellness pursuits
Figure 39: Interest in BFY product features, by age, 2022

• Managing desires for indulgence is consumers’ priority
Figure 40: Healthy eating ideals, 2022

• Younger consumers ditching traditional health standards
Figure 41: Healthy eating ideals, by age, 2022

• Parents’ vision of health looks beyond limits to indulgence
Figure 42: Healthy eating ideals, by parental status, 2022

• Consumers are split on many issues – but not animal
products
Figure 43: Attitudes toward eating, 2022

• Leverage credibility in social content to guide younger
consumers
Figure 44: Attitudes toward eating, by age, 2022

• Value-forward personalized messaging can help parents
stay on track
Figure 45: Attitudes toward healthy eating, by parental status,
2022

• Data sources
• Consumer survey data
• Consumer qualitative research
• Abbreviations and terms
• Abbreviations
• Terms

Figure 46: Attitudes toward food and drink, by food and drink
consumer segmentation, 2022

HEALTHY EATING GOALS

HEALTHY EATING ATTITUDES

APPENDIX – DATA SOURCES AND ABBREVIATIONS

APPENDIX – THE CONSUMER
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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