
This report looks at the following areas:

•• Consumer eating habits, use of nutritional labels, and attitudes toward
ingredients.

•• Sought out, avoided and awareness of ingredients
•• Interest in emerging ingredients
•• Label and ingredient attitudes and behaviors
•• Reasons for ingredient avoidance

The share of new product introductions featuring broader health-related
ingredient and formulation claims have seen a slow, perhaps temporary,
decline. Still, consumers are still looking for cues from brands that demonstrate
cleaner, more wholesome qualities. With the costs of goods and services
universally higher, and consumers pressured to make budgetary choices, BFY
efforts may take a back seat. Yet, health and perceptions of food and drink
value are inherently connected suggesting that there may be no better time to
reinforce “what’s good” is worth the investment.

Yet, the barrage of information from both credible sources and “loud voices” is
likely compounding the matter of whether particular foods, drinks and,
therefore, ingredients contribute or detract from health. Despite recent
updates to nutrition facts labels, consumers are still looking for more clarity that
brands can provide, albeit perhaps away from the label.

Consumer confusion – in labels, ingredients and health, even among well-
known ingredients is somewhat divisive: while many of the usual high-profile
suspects like pesticides, sugar, HFCS and sodium are widely avoided, about a
quarter or more take no official stance on these often-demonized ingredients,
neither seeking out or avoiding.

The evolving ideals of typical health suggest the need for reframing: older
consumers equate health ideals with limiting the bad, and younger consumers
want to add the good. Fulfilling both can be powerful. Technology can play a
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clear role in addressing consumer questions as well as working toward
streamlined communications on packaging, avoiding claim creep that can be
counterproductive.
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Figure 11: Share of new product launches in the beverages
super-category, by claim category, rolling years 2019-2022

• …while “organic” and “non-GMO” claims slow
Figure 12: Share of new product launches in the beverages
super-category, by claim, rolling years 2019-2022

• 12Weary consumers relax focus on healthy eating
Figure 13: Eating habits, 2019-22

• Consumers at any level of affluence are feeling the pinch
Figure 14: Attitudes toward select healthy eating responses,
by current financial situation, 2022

• Yet, dietary restrictions outweigh loosened choices
Figure 15: Changes in eating habits, 2022

• Wellness “influencers” point to changes ahead; need for
tailored messaging
Figure 16: Reasons for avoiding some ingredients, by
generation, 2022

• “Free-from” formulations meet convenient, fun applications
• Influencers are sharing more than just recipes
• Free froms go from BFY to “better for us” paired with

environmental, ethical features
• Next gen BFY seekers can narrow the label knowledge gap

with tech

• Brands focus on “free from” pesticides, GMOs and artificial
colors for maximum reach
Figure 17: Avoidance/seeking of pesticides, GMOs, artificial
colors, 2022

• Raise the bar on fiber, sodium with trending health benefits
Figure 18: Avoidance/seeking of fiber and sodium, 2022

• Tackle sugar woes with natural sweetener education
Figure 19: Avoidance/seeking of sweeteners, 2022

• Brands can refresh notions of allergens with ties to specialty
diets
Figure 20: Avoidance/seeking of allergens, FODMAP,
nightshades, 2022

• Mushrooms, botanicals and MCT oils, oh my
Figure 21: interest in mushrooms, botanicals, MCT oil, 2022
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• Next level holistic functionality in adaptogens and
nootropics
Figure 22: interest in adaptogens and nootropics, 2022

• Demand is high for improved labels and clarity on
ingredient quality

• Strong generational differences in eating habits and
priorities shape the types of claims, products and formats
they seek

• Attitudes towards specific ingredients show opportunities
for some…and the need for more information for many

• Label reading is prevalent, but not enough to educate
Figure 23: Attention to nutrition label, 2022

• Let the label lead parents beyond nutrition to meal planning
hacks
Figure 24: Attention to nutrition label, by parental status, 2022

• Doctor’s advice and food intolerances are core drivers for
avoidance of ingredients
Figure 25: Reasons for avoiding ingredients, 2022

• Younger adults crowdsource what not to eat
Figure 26: Reasons for avoiding ingredients, by generation,
2022

• Half of US adults want more clear-cut communication
Figure 27: labeling and ingredient attitudes, 2022
Figure 28: Function-forward products, 2022

• Need for clarity is universal
Figure 29: labeling and ingredient attitudes, by generation,
2022

• Nearly a quarter take no stance on high-profile ingredient
“offenders”
Figure 30: mainstream ingredients sought or avoided, 2022

• Accessibility is a barrier to lower-income consumers
Figure 31: mainstream Ingredients avoided, by household
income, 2022

THE CONSUMER – FAST FACTS

ATTENTION TO NUTRITION LABELS

REASONS FOR INGREDIENT AVOIDANCE

CONSUMER LABELING AND INGREDIENTS ATTITUDES

MAINSTREAM INGREDIENTS SOUGHT OR AVOIDED
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• Lack of information, awareness contributes to ambiguity
Figure 32: secondary ingredients sought or avoided, 2022

• Informed Millennials are avoiders
Figure 33: Secondary ingredients avoided or unknown, by
generation, 2022

• Despite the demonization of sugars, consumers still in the
dark about alternatives
Figure 34: alternative sweeteners sought or avoided, 2022

• Millennials reshaping the sweetener world
Figure 35: Seek out sweeteners, by generation, 2022

• Connect the dots between buzzy ingredients, antioxidants
Figure 36: Interest in emerging ingredients, 2022

• Gen Z and Millennials put the fun in functional
Figure 37: Interest in emerging ingredients, by generation,
2022
Figure 38: Functional product introductions, 2022

• Data sources
• Consumer survey data
• Abbreviations and terms
• Abbreviations

SECONDARY INGREDIENTS SOUGHT AND AVOIDED

ALTERNATIVE SWEETENERS SOUGHT AND AVOIDED

INTEREST IN EMERGING INGREDIENTS

APPENDIX – DATA SOURCES AND ABBREVIATIONS
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perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster
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