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OUR VISION

A global environment where To demonstrate IFIC's thought leadership
science informs food decisions.

INn action, we:

®* Deliver actionable research and
consumer insights, elevating the
consumer voice and enhancing
communication effectiveness.

OUR MISSION

We serve the public good by * Promote science communication,
effectively communicating positively impacting public health.
science-based information ® Convene critical thought leaders,
about food safety nutrition advancing the food systems dialogue
and sustainable fC’)Od systems and science-based decision-making.
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IFIC
FOOD & HEALTH

SURVEY

ANNUAL

SURVEY

Since 2006, IFIC has conducted its
annual flagship survey of Americans
about their food behaviors, beliefs,
and perceptions.

2026 marks the 21st consecutive year of
the IFIC Food & Health Survey, making it
one of the most influential and widely
referenced annual consumer surveys in
the U.S. for academic researchers,
healthcare professionals, industry
stakeholders, media, and policymakers.

IFIC
FOOD & HEALTH
SURVEY

2026 IFIC
Food & Health Survey

An annual survey of American consumers to understand
perceptions, beliefs, and behaviors surrounding food and
food-purchasing decisions. 2026 marks the 21°t consecutive
year that the International Food Information Council (IFIC)
has commissioned the IFIC Food & Health Survey.

Access All 20 Years of the
IFIC FOOD & HEALTH SURVEY online



https://ific.org/research/?research-type=ific-food-health-survey
https://ific.org/research/?research-type=ific-food-health-survey

IFIC
SPOTLIGHT

SURVEY

MONTHLY
IFIC SPOTLIGHT
SURVEYS

IFIC generates monthly consumer insights
through IFIC Spotlight Surveys.

Each month, we engage 1,000 Americans
to measure knowledge, attitudes, and
beliefs about timely and relevant topics in
food and ingredient safety as well as
nutrition and health.

IFIC Spotlight Surveys align with the topics of
our monthly IFIC Expert Webinars, educational
resources and toolkits, as well as our social
media messaging and content development.

SPOTLIGHT
SURVEY

Americans’
Perceptions of the
Dietary Guidelines
for Americans

May 2026


https://ific.org/research/?research-type=ific-spotlight-surveys
https://ific.org/research/?research-type=ific-spotlight-surveys
https://ific.org/research/?research-type=ific-spotlight-surveys

International
Food Information
Council

IFIC SPECIAL &
COMMISSIONED

IFIC addresses the more complex and
critical food topics through its Special &
Commissioned Research Projects
Program.

IFIC uses these consumer insights to inform the
content and delivery of IFIC's education and
communication programs. In doing so, IFIC shares
the voice of the consumer to advance dialogue
among key nutrition and food safety stakeholders
in academia, government, public health, industry,
nutrition education, and science communication.
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Access IFIC COMMISSIONED
RESEARCH online


https://ific.org/research/?research-type=commissioned-research
https://ific.org/research/?research-type=commissioned-research
https://ific.org/research/?research-type=commissioned-research

IFIC
FOOD & HEALTH
SURVEY

A Focus On
Dietary Guidance
& Processed Food

An annual survey of American consumers to understand
perceptions, beliefs, and behaviors surrounding food and
food-purchasing decisions. 2026 marks the 215t consecutive
year that the International Food Information Council (IFIC)
has commissioned the IFIC Food & Health Survey.



More than four in ten Americans say they know at least a fair amount

about the Dietary Guidelines for Americans.

At 42%, familiarity with the Dietary Guidelines for Americans remains above 2011 levels (32%) but below 2021 (46%).
The 2011, 2021, and 2026 IFIC Food & Health Surveys were each fielded within four months of a new Dietary Guidelines release.

Knowledge Of The Dietary Guidelines For Americans
Americans who report knowing a lot/fair amount

DGA 2020-2025 released
December 20, 2020
DGA 2025-2030 released

2010 DGA released 1 ) January 7,2026
January 11, 2011 f 52% ‘
(o]
2005 DGA released L) 46% 46% 47% 44
January 12, 2005 ) 41% w%
23%

2009 2010 2011 2020 2021 2022 2023 2024 2025 2026

..

16-Year Trend 6-Year Trend
1 42%in 2026 42% in 2026

18-Year Trend
1t 42%in 2026

Know a lot/fair amount Know a lot/fair amount
vs. 32% in 2011 Vs. 46% in 2021

Know a lot/fair amount
vs. 23% in 2009

FOOD & HEALTH (US government-approved food and nutrition guidelines)? (n=3005)

Y 1 IFIC [TREND 2009-20011/2020-2026] \Which of the following best describes your familiarity with the "Dietary Guidelines for Americans*
SURVEY Note: Arrows indicate statistical significance vs. the previous year (chart) or year noted (callout box).



Within three months of its debut, more than eight in ten Americans

report having seen the new Food Pyramid.

Awareness of the new Food Pyramid reached 83% in 2026, exceeding reported awareness of MyPlate in 2024 (76%)
and 2025 (77%).

Familiarity With The New Food Pyramid

Food Pyramid released

Americans who report having seen the new Food Pyramid graphic January 7,2026
1 ]
[0)
MyPlate released 1 83%
June 2, 2011
1
3 65% 3
61% 63% 62%

59% 58% 59% 60% 59%

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026
%" 6 W

10-Year Trend
1 83% in 2026

5-Year Trend

1 83% in 2026
Had seen MyPlate
vs. 65% in 2017

Had seen MyPlate
vs. 62% in 2022

IFIC [TREND 2013-2025; NEW 2026] How familiar are you, if at all, with the following graphic? (n=3005) [Food Pyramid graphic shown in 2026]
FOOD & HEALTH Note: Results from 2013-2025 reflect MyPlate; 2026 reflects the new Food Pyramid. Five- and 10-year comparisons are between the two graphics.
SURVEY Note: Arrows indicate statistical significance vs. the previous year (chart) or year noted (callout box).

Note: The 2026 IFIC Food & Health Survey was fielded March 22-April 8, 2026.



With respect to key dietary guidance messages, half of Americans say

they made an effort to eat vegetables and fruits throughout the day
and eat real food in the past twelve months.

More than four in ten say they tried to limit added sugars (44%) and/or eat the right amount (43%) in the past twelve months.
About one in three say they tried to limit highly processed foods (36%), while one in four tried to prioritize protein at every

meal (28%) and/or limit alcoholic beverages (25%). About two in ten tried to limit refined carbohydrates (22%), focus on whole
grains (20%), consume dairy (20%), and/or incorporate healthy fats (18%).

Dietary Guidance Efforts Made By Americans In The Past 12 Months
Eat vegetables and fruits throughout the day 50%

Eat real food 49%

Limit added sugars 44%

Eat the right amount for you 43%

Limit highly processed foods

36%

Prioritize protein foods at every meal

28%

Limit alcoholic beverages

25%

Limit refined carbohydrates

22%

Focus on whole grains 20%

Consume dairy 20% ;e,"-‘;}:,,
Incorporate healthy fats _ 18% %#‘:
o :‘
None of the above 6% =
IFIC =
FOOD & HEALTH [NEW 2026] Over the past 12 months, which of the following, if any, have you made an effort to do? Select all that apply. (n=3005) —
SURVEY Note: U.S. respondents selected from the key messages reproduced verbatim from the Dietary Guidelines for Americans, 2025-2030.



https://cdn.realfood.gov/DGA.pdf
https://cdn.realfood.gov/DGA.pdf
https://cdn.realfood.gov/DGA.pdf

Among Americans who made a dietary guidance-related effort in the
past twelve months, eating fruits and vegetables throughout the day
was most often reported to have the greatest impact on their health.

Nearly two in ten (19%) say eating fruits and vegetables throughout the day had the greatest impact on their health, while
slightly fewer cite eating the right amount (16%), eating real food (16%), and limiting added sugars (13%).

Dietary Action With Greatest Impact Overall Health

Among Americans who made the effort in the past 12 months

Eat vegetables and fruits throughout the day

19%

Eat the right amount for you

16%

Eat real food 16%

—
"éII
X

Limit added sugars

Limit highly processed foods

9%

Limit alcoholic beverages 8%

Prioritize protein foods at every meal 8%

Limit refined carbohydrates

3
X

Consume dairy

N
X

Focus on whole grains

NN
N
N

Incorporate healthy fats

N

O\O

1
o

u(: ¢
[

@

Totals may not add up or equal 100% due to rounding

::F(;gD & HEALTH [NEW 2026] Of the actions you made an effort to do in the past 12 months, which one do you believe has had the greatest impact on your overall health? Select one.
SURVEY (n=2812; FILTER: Made an effort to do in past 12 months)

Note: U.S. respondents selected from the key messages reproduced verbatim from the Dietary Guidelines for Americans, 2025-2030.



https://cdn.realfood.gov/DGA.pdf
https://cdn.realfood.gov/DGA.pdf
https://cdn.realfood.gov/DGA.pdf

Among Americans who made a dietary guidance-related effort in the
past twelve months, consuming dairy was the easiest to maintain.

While consuming dairy was reported as the easiest dietary guidance-related effort to do consistently, limiting refined
carbohydrates, added sugars, and highly processed foods, as well as eating the right amount were the most difficult.

Ease Of Maintaining Dietary Guidance Efforts By Americans
Among those who made the effort in the past 12 months

m\Very easy m Somewhat easy m Somewhat difficult m Very difficult | have not been able to do this consistently

% Easy
Consume dairy (n=590) 54% 33% 10% 3% 87%
Focus on whole grains (n=623) 15% 4% 80%
Eat vegetables and fruits throughout the day (n=1526) 16% 3% 79%
Eat real food (n=1470) 15% 4% 79%
Prioritize protein foods at every meal (n=870) 16% 4% 78%
Incorporate healthy fats (n=534) 19% 2% 76%

Limit alcoholic beverages (n=785) 8% 74%

Eat the right amount for you (n=1329) 24% 7% 66%
Limit highly processed foods (n=1118) 24% 6% 62%
Limit added sugars (n=1340) 21% 10% 60% -
- For Americans
Limit refined carbohydrates (n=711) 22% 10% 58% = 1 PR
Totals may not add up or equal 100% due to rounding % Easy = Very easy + Somewhat easy .-‘g: ’
==
IFIC [NEW 2026] Of the actions you made an effort to do in the past 12 months, how easy or difficult has it been to do each consistently?
FOOD & HEALTH (FILTER: Made an effort to do in the past 12 months) _E
SURVEY Note: U.S. respondents selected from the key messages reproduced verbatim from the Dietary Guidelines for Americans, 2025-2030.

Note: Sample sizes are provided for each reported dietary effort made in the past 12 months.


https://cdn.realfood.gov/DGA.pdf
https://cdn.realfood.gov/DGA.pdf
https://cdn.realfood.gov/DGA.pdf

“Fresh” retakes the top spot in how Americans define a healthy food,
while “Low in sugar” falls out of the top three for the first time.

Compared with 2025, more Americans use “Natural,” “Fresh,” and/or “Produced in a way that is environmentally
sustainable” to define a healthy food. Fewer use “Good source of protein,” “Low in sugar,” “Low sodium,” “Low carbohydrate,”
and/or “Low in saturated fat.” Ingredient- and processing-related considerations have risen the most since 2022.

n u " U

Criteria Americans Use To Define A Healthy Food Criteria Americans Use To Define A Healthy Food
Top 10 Bottom 10
Fresh _ 40% 1 Organic - 20%
Good source of protein _ 33% & (e.g., monounsatu ratggcz)c: ;%T;Sisaftzfaatltezyf;attss)l - 20%
(e.g?gg;i;f;?;?:é:iiins _ 31%  (+4% from 2022) Good source of whole grains - 19%
Low in sugar _ 29% § Low in saturated fat - 18% ¥
Natural _ 28% 1t Low in total fat - 17% (-4% from 2022)
Limited or no artificial ingredie_nts _ 27% (+10% from 2022) Limited number of ingredients - 16% (+7% from 2022)
or preservatives
Minimal or no processing _ 26%  (+6% from 2022) Low calorie - 16%
Good source of fiber _ 26% Non-GMO - 14%
Low sodium 24% § Low carbohydrate - 2% & (-6% from 2022)

Contains fruits or vegetables
(or includes these ingredients)

Produced in a way that is

(o) _CO, . .
24% (-5% from 2022) environmentally sustainable

7% B (-4% from 2022)

IFIC [TREND 2022-2026] \Which of the following best define a healthy food to you? Please select up to 5 choices (n=3005)
FOOD & HEALTH Note: Arrows indicate statistical significance vs. 2025. Differences in parentheses indicate statistical significance vs. 2022.
SURVEY Note: Respondents had 19 items to choose from in 2022 and 20 items in 2026. “Good source of whole grains” was added in 2023.

Note: “Other” (<0.5%) and “None of the above” (1%) are not shown.




Americans increasingly consider ingredient- and processing-related
criteria for defining a healthy food.

Compared to 2022, the three biggest changes among criteria Americans use to define a healthy food are “Limited or no
artificial ingredients or preservatives” (+10%), “Limited number of ingredients” (+7%), and “Minimal or no processing” (+6%).

Ingredient- & Processing-Related Criteria Used To Define A Healthy Food

Percent selecting as a top 5 criteria to define a healthy food

Ll
28%

#6 Limited or no artificial ingredients or preservatives
(Up 10 spots, +10% from 2022)

#7 Minimal or no processing
(Up 3 spots, +6% from 2022)

#10 Minimal or no processing

#16 Limited or no artificial ingredients or preservatives #16 Limited number of ingredients

(Up 3 spots, +7% from 2022)

1 14%
13% 13%
9%
#19 Limited number of ingredients
2022 2023 2024 2025 2026
IFIC . . ) .
[TREND 2022-2026] \Which of the following best define a healthy food to you? Please select up to 5 choices (n=3005) B
FOOD & HEALTH . o S S . . . S . o s —
SURVEY Note: Arrows indicate statistical significance vs. the previous year. Differences in parentheses indicate statistical significance vs. 2022. S
Note: # indicates each item’s rank among 19 items in 2022 and 20 items in 2026, based on the share of respondents who selected each item.



Nearly three in four Americans consider whether food is processed
before buying it, down from 2025.

In 2026, 73% say processing factors into their food purchase decisions, down from 80% in 2025. More than four in ten (43%)
either consider processing but do not avoid processed foods (19%) or do not consider processing when buying food (24%),

while just 3% are unsure what qualifies as processed.

Considers Whether Food Is Processed Prior To Purchase

Yes, and | always avoid processed foods* 13%

73% &

Consider the processed
status of food before

41% § purchasing it

80% in 2025
79% in 2024
76% in 2023

Yes, and | sometimes avoid processed foods

Yes, but | don't avoid processed foods 19% §

No, | don't consider it 24% 1t

I'm not sure what is considered a processed food 3%

FOOD & HEALTH Note: Arrows indicate statistical significance vs. 2025.

Y 1 IFIC [TREND 2023-2026] \When shopping for foods and beverages, do you consider whether the food is processed before purchasing that product? (n=3005)
SURVEY *Edited in 2025 to include “always”




More than half of Americans are familiar with the term “ultraprocessed
food,” an 8-point jJump from 2025 and a 20-point jump from 2024.

Familiarity with the term “ultraprocessed food” continues to rise, with 52% of Americans reporting familiarity compared with
33% reporting unfamiliarity. Meanwhile, uncertainty remains steady, with 15% saying they are not sure (16% in 2024 and 2025).

Familiarity With The Term “Ultraprocessed Food” 3-Year Trend
1}
1 52%
44%
52% t
Are familiar with term = No 32%
“ultraprocessed food”
44% in 2025 1 Not sure
32% in 2024 2024 2025 2026

SURVEY Note: Arrows in the chart indicate statistical significance vs. previous year.

IFIC
*O’ FOOD & HEALTH [TREND 2024-2026] Are you familiar with the term “ultraprocessed food”? (n=3005)



Among Americans who are familiar with the term “ultraprocessed
food,” at least half would look to the ingredients list and/or the
Nutrition Facts label to decide whether a food is ultraprocessed.

Compared with 2025, more Americans say they would use an Al assistant (23%), use their own judgement (23%), or consult a
friend or family member (11%) to determine whether a food is ultraprocessed.

Approaches To Identifying Ultraprocessed Food

Of those familiar with the term "ultraprocessed food"

Look at the ingredients list 56%

Look at the Nutrition Facts label 51%

Look for specific statements on the front of the package

25%
Ask Google, ChatGPT, Siri, or Alexa 23% ®  (+5% from 2025)

| just know what an “ultraprocessed food” is when | see it 23% ® (+12% from 2025)

Look at the type of packaging* 19%

Look for an official definition of “ultraprocessed” 19%

Look for specific symbols on the front of the package 17%

Ask a food professional (e.g., registered dietitian, food scientist)

— —
R R
EE-

Look at a food app (i.e., MyFitness Pal, Noom, Yuka)
Look at the location in the store where it is sold 1%

Ask a friend or family member M% *  (+3% from 2025)

Not sure 3%

IFIC [TREND 2025-2026] How would you decide whether a food is “ultraprocessed”? Select all that apply. (n=1573; FILTER: familiar with the term “ultraprocessed food”)
FOOD & HEALTH . R L o
SURVEY Note: Arrows and parenthesis indicate statistically significant changes vs. 2025.

*New item 2026




Americans are more likely to say packaged foods and processed foods

can be part of a healthy diet than junk foods, highly processed foods,
or ultraprocessed foods.

More than seven in ten Americans (71%) say packaged foods can be part of a healthy diet, and half (49%) say the same of
processed foods. Fewer say junk foods (36%), highly processed foods (33%), and ultraprocessed foods (29%) can fit.

Can The Following Foods Be Part Of A Healthy Diet?

m Definitely can m Probably can Probably cannot m Definitely cannot Not sure Net Can

Packaged foods 20% 52% +48%
Processed foods 12% 37% +4%
sunicioods [

Highly processed foods -26%
Ultraprocessed foods -24%

Totals may not add up or equal 100% due to rounding

Net Can = (Definitely Can + Probably Can) - (Definitely Cannot + Probably Cannot)

IFIC

YO‘ gggeE&YHEALTH [NEW 2026] In your opinion, can foods in the following categories be part of a healthy diet, at least occasionally? (n=3005)



For the first time in the 21-year history of the IFIC Food & Health Survey,
convenience surpasses healthfulness as a top purchase driver.

Taste (88%) and price (78%) continue to have the greatest impact on food and beverage purchase decisions in 2026, while
convenience ranks ahead of healthfulness (61% vs. 56%) and environmental sustainability remains the least influential (30%).

Food & Beverage Purchase Drivers Over Time
Americans reporting an impact of 4 or 5 on a 5-pt scale

/——\ — Taste t
\/\/

Price
64% —— 61%
58% \/\m

48%

Healthfulness

Environmental

Sustainability 1
2006 2007 2008 2009 2010 201M 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026
IFIC [TREND 2006-2026] How much of an impact do the following have on your decision to buy foods and beverages? (n=3005) e
FOOD & HEALTH Note: Responses were rated on a 1-5 scale, where 1= “No impact”and 5 = “A great impact” e
SURVEY Note: Arrows indicate statistical significance vs. 2025
*In 2019, “Sustainability” was changed to “Environmental Sustainability”




Higher-income Americans place greater emphasis on taste and
healthfulness and less on price and convenience.

The influence of taste and healthfulness increases as household income rises, while price and convenience become less
influential. Among households earning $100,000 or more, healthfulness surpasses convenience, unlike the overall population.

Food & Beverage Purchase Drivers By Annual Household Income
Americans reporting an impact of 4 or 5 on a 5-pt scale

_E3— .o, = —&  Taste
()
-
—— —=3 .
M Price
. . 68% Healthfulness
63% ea% 62% Sl o4% 61%
‘ 4- Environmental
i l v Sustainability
<$20,000 $20,000 - $34,999 $35,000 - $49,999 $50,000 - $74,999 $75,000 - $99,999 $100,000 - $149,999 $150,000+

IFIC
FOOD & HEALTH [TREND 2006-2026] How much of an impact do the following have on your decision to buy foods and beverages? (n=3005)
SURVEY Note: Responses were rated on a 1-5 scale, where 1= “No impact”and 5 = “A great impact”




Special & Commissioned
IFIC Consumer Research

IFIC addresses the more complex and critical food
topics through its Special & Commissioned Research
Projects Program.

IFIC uses these consumer insights to inform the content
and delivery of IFIC’s education and communication
programs. In doing so, IFIC shares the voice of the
consumer to advance dialogue among key nutrition and
food safety stakeholders in academia, government,
public health, industry, nutrition education, and science
communication.

DOWNLOAD THE SURVEYS
on ific.org

|
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Trust, Tensions
& Tradeoffs:

Perspectives On
Food Choices From
Parents & Caregivers

May 2026

10‘ Faod insrmation

Digital Discourse On
Processed Foods:
Insights From Consumer
& Key Opinion Leader
Commentary

Food Information

International
Council

Processed Foods In Context:
An Analysis Of Consumer
Purchasing Patterns, Food
Classification Approaches,
Nutrition Density & Price



https://ific.org/research/?research-type=commissioned-research
https://ific.org/research/?research-type=ific-spotlight-surveys
https://ific.org/research/?research-type=commissioned-research

CONFIDENTIAL EMBARGOED DRAFT

Eight in ten Americans report eating less healthfully than they

intended at least sometimes during the past month.

One-quarter (25%) say they always (4%) or often (21%) ate less healthfully than they intended during the past month while
two in ten (20%) report having done so rarely (18%) or never (2%).

Frequency Of Eating Less Healthfully Than Intended In The Past Month

Always 4%
25%

20%
Never I 2%

International
Food Information . .
A2. In the past month, how often did you eat less healthfully than you intended? (n=2002)

Say they always or often eat less
healthfully than intended

Say they rarely or never eat less
healthfully than intended

Council
22



CONFIDENTIAL EMBARGOED DRAFT

Among those who report eating less healthfully than intended, the
most common reported barriers are wanting comfort food, taste
preferences, cost and convenience of healthier options, and time.

Barriers To Eating As Healthfully As Intended

If ate less healthfully than intended at least sometimes during the past month

Wanting comfort food 49%

Taste preferences 38%

Cost of healthier options 37%

Lack of time 31%

27%

Heathier options are not as convenient
Family/social situations when | am eating 26%

26%

Feeling stressed

Needing foods/meals that my family/kids will eat 21%

Availability or access to healthier options 15%

14%

Not knowing what to buy/eat

13%

—E
Z

Healthy foods don't keep me full as long
Not being a good cook/not knowing how to cook a healthy meal

Allergy or other food-related restrictions

Food Information X : ; : ;
A3. What usually gets in the way of you eating as healthfully as you intend? Please select all that apply. (n=1598; FILTER: Eats less healthfully than intended at least Sometimes)

International
'O‘ A2. In the past month, how often did you eat less healthfully than you intended? (n=2002)
Council

NOTE: “Other” (1%) and “None of the above” (2%) results not shown for A3

23



CONFIDENTIAL EMBARGOED DRAFT

Among Americans who typically eat meals and snacks at home,
healthfulness leads earlier in the day eating locations (breakfast and
lunch), while satisfaction drives dinner and evening choices.

Reasons For Food Choices Made By Meal Occasion
If typically eats that meal or snack with food from home

ﬂ Satisfaction

45%

7479 Convenience

37%
‘ Familiarity

' 32%
29%

Healthfulness

(¢)
29% 26% 28% 6%
23%
Energy
Breakfast Morning snack Lunch Afternoon snack Dinner Evening snack
(n=1441) (n=497) (n=1339) (n=692) (n=1660) (n=778)

International
w 1 Food Ir_lformatlon Al4. Other than taste or price, what are the top reasons you choose the foods or beverages you consume for different meals? Please select up to 3 for each row.
Council (n-sizes shown for each eating occasion; FILTER: Typically eats food from home for that eating occasion)

24



CONFIDENTIAL EMBARGOED DRAFT

Among Americans who typically eat meals and snacks at home,
most spend fifteen minutes or less preparing them, except dinner.

One in three (34%) spend less than five minutes or no time preparing breakfast, compared with two in ten (19%) for lunch

and just 4% for dinner.

Time Spent Preparing Each Eating Occasion At Home
If typically eats that meal or snack with food from home

7%

8%

85%
15 mins

or less
74%

15 mins
or less
62%

15 mins
or less

89%
15 mins
or less

86%
15 mins
or less

1% 15%
15 mins
3% or less

® More than 60 minutes

B 46 to 60 minutes

m 31 to 45 minutes

16 to 30 minutes

H5to15 minutes

H Less than 5 minutes

m No time, it is usually ready-to-eat

Breakfast Morning snack Lunch Afternoon snack Dinner Evening snack
(n=1443) (n=500) (n=13406) (n=1661) (n=787)
International . . . . . .
Food Information AI5. On a typical weekday, how much total time is spent preparing each of the following for everyone in your household?
Council Please do not include food purchased from a restaurant, fast-food place, etc. (n-sizes shown for each eating occasion; FILTER: Typically eats food from home for that eating occasion)
NOTE: Totals may not add up or equal 100% due to rounding.

25



CONFIDENTIAL EMBARGOED DRAFT

In general, the more processed Americans believe a food or beverage

is, the less healthy they rate it.

Protein/energy bars are an exception: Although six in ten (60%) consider them highly or moderately processed, half (51%)
rate them as healthy.

Perceived Level Of Processing

Percent rating 4 or 5 on 5-point scale

Pizza from the grocery store (ready to bake or frozen)

(@]

International

Food Information

Council

Frozen single-serve meal
Breakfast cereal (ready-to-eat)
Pre-packaged or sliced breads

Crackers

Protein/energy bars

Granola bars

Flavored yogurt

Canned fruits and vegetables
Dairy milk

Rice

Frozen fruits and vegetables
Plain yogurt

Plain oatmeal

Nuts and seeds

Fresh fruits and vegetables

C4. How processed do you believe each of these foods or beverages is? (n=2002)

31%
30%
24%
21%

18%
16%

39%

70%
64%
60%

58%

54%

53%

75%

Perceived Healthfulness
Percent rating 4 or 5 on 5-point scale

14%

17%

28%
25%

26%

51%
45%
45%

44%

61%

55%

68%

79%

78%

83%

89%

C3. How healthful do you believe each of these foods or beverages are? (Note: some food categories can vary, so do your best to respond to a typical product of this type.) (h=2002)
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CONFIDENTIAL EMBARGOED DRAFT

Perceptions of healthfulness vary depending on whether a food is
eaten on its own or as part of a meal.

At least twice as many consider tortilla chips (36% vs. 18%) and boxed pasta (58% vs. 23%) healthy when eaten as part of a meal
rather than on their own.

Perceived Healthfulness Of Individual Foods Vs. Those Foods As Part Of A Meal

5% 7%

5-Very healthy 18% 5 - Very healthy
9% Say tortilla chips is a healthy
food on its own

) 23%
16% Say boxed pasta is a healthy
food on its own

58%
42% Say a meal with boxed pasta,

steamed broccoli florets, and
chicken is healthy

36% .

27% Say a meal with tortilla chips,

fresh salsa, guacamole, and
ground beef is healthy

% 45%

43%

31% 24%

14% m Tortilla chips 8% ® Boxed pasta
B A portion of tortilla chips with fresh 1-Not at all healthy 1%
0

salsa, guacamole, and ground beef

A portion of boxed pasta with steamed

1- Not at all healthy
broccoli florets and chicken mixed

F

International

w 1 Food Ir_lformatlon C5/C7. How healthy do you believe this food is on its own? (Assume this would be a typical serving/portion.) (n=2002)
Council C6/C8. How healthy do you believe this is as a meal? (Assume this would be a typical serving/portion.) (n=2002)
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Eight in ten Americans agree that it is hard to know what to believe
about nutrition information because it seems to keep changing.

Overall agreement has risen from 71% in 2022, and the share who strongly agree has climbed to 30%, up from 24% in 2012.
Meanwhile, fewer Americans strongly disagree (4%, down from 7% in 2022) and are unsure (3%, down from 6% in 2022 and

5% in 2012).

“Because nutrition information seems to keep changing, it’s hard to know what to believe”

30%
Strongly agree 28% 79% 1}

(0)
I 24% Agree

49% 1 71% in 2022
Somewhat agree 43%
15% m 2025
L 4% u 2012

4% ¥
7%

B 4%

3% 4
Not sure 6%
5%

IFIC [TREND 2012/2022/2025] G29 To what extent do you agree or disagree with the following statement regarding food and health information?
FOOD & HEALTH . P ; ; - 2
Because nutrition information seems to keep changing, it's hard to know what to believe” (n=3000)

SURVEY Note: Arrows indicate statistical significance vs. 2022.

Somewhat disagree

Strongly disagree

O
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Americans find it harder to consistently eat healthy than doing their

taxes, exercising regularly, getting eight hours of sleep every night,
finding the perfect gift, and preparing Thanksgiving dinner.

More Americans find it harder to learn a foreign language than to consistently eat a healthful diet.

Difficulty Of Eating Healthy Compared To Other Tasks

B Eating Healthy Consistently*a B Other Task

72% 74%
58%
54%

56% 57%
46%
0 42% 44%
28% 26%

Eating healthy consistentlyr Eating healthy consistently* Eating healthy consistently* Eating healthy consistently* Eating healthy consistently* Eating healthy consistently*

VS. VS. VS. VS. VS. VS.
Doing your own taxes+ Exercising regularlyt Finding the perfect gift Cooking Thanksgiving Cetting 8 hours of sleep  Learning a foreign language
dinner for family every night
+8% +16% +44% +48% +12% +14%
IFIC [TREND 2012/2025] G30 Which do you think is harder to do well? (n~1000 each; FILTER: Split sample, each survey taker randomly assigned to respond to two pairs).
* Abridged from “Consistently eating a healthful diet”
FOOD & HEALTH " Abridged from “Figuring out what you should and shouldn’t eat in order to be healthier”
SURVEY * Abridged from “Figuring out how to do your own taxes”

t Abridged from “Consistently being physically active for at least 30 minutes per day five days per week” 29



International
Food Information
Council

THANK

Wendy Reinhardt Kapsak, MS, RDN
IFIC President & CEO
wendy@ific.org X @ific_insights | 0 m International Food Information Council

ifiC.O rg | Explore the latest research, insights, and resources



https://ific.org/
https://x.com/FoodInsight
https://www.facebook.com/InternationalFoodInformationCouncil
https://www.instagram.com/foodinsight/
https://www.linkedin.com/company/international-food-information-council-foundation
mailto:wendy@ific.org

	Board Meeting
	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8: More than four in ten Americans say they know at least a fair amount about the Dietary Guidelines for Americans.
	Slide 9: Within three months of its debut, more than eight in ten Americans report having seen the new Food Pyramid.
	Slide 10
	Slide 11
	Slide 12: Among Americans who made a dietary guidance-related effort in the past twelve months, consuming dairy was the easiest to maintain. 
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18: Americans are more likely to say packaged foods and processed foods can be part of a healthy diet than junk foods, highly processed foods, or ultraprocessed foods.
	Slide 19
	Slide 20
	Slide 21
	Slide 22: Eight in ten Americans report eating less healthfully than they intended at least sometimes during the past month.

	Slide 23: Among those who report eating less healthfully than intended, the most common reported barriers are wanting comfort food, taste preferences, cost and convenience of healthier options, and time.
	Slide 24: Among Americans who typically eat meals and snacks at home, healthfulness leads earlier in the day eating locations (breakfast and lunch), while satisfaction drives dinner and evening choices.
	Slide 25: Among Americans who typically eat meals and snacks at home, most spend fifteen minutes or less preparing them, except dinner.
	Slide 26: In general, the more processed Americans believe a food or beverage is, the less healthy they rate it.
	Slide 27
	Slide 28: Eight in ten Americans agree that it is hard to know what to believe about nutrition information because it seems to keep changing. 
	Slide 29: Americans find it harder to consistently eat healthy than doing their taxes, exercising regularly, getting eight hours of sleep every night, finding the perfect gift, and preparing Thanksgiving dinner.
	Slide 34


