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Ingredient Issues
Ȱ%ÓÐÅÃÉÁÌÌÙ )ÍÐÏÒÔÁÎÔȱ
in Choosing Foods to Eat, 2016

Source:  PackagedFactsNational Consumer Survey, April 2016
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2012 2013 2014 2015

Watching Diet # of Adults (000) 117,245 121,048122,672122,198

% of Adults 51.3% 52.3% 52.4% 51.6%

Purchasing High-Protein Foods 
in Relation to Watching Diet

# of Adults(000) 27,232 29,961 31,146 35,175

% of Adults 11.9% 12.9% 13.3% 14.9%

Adults Purchasing High Protein Foods in Relation to Watching Diet

Source:   Compiled by Packaged Facts from Fall 2015 Simmons NCS, Experian Marketing Services
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HighProtein Foods for Watching Diet

Graduate Degree 151

Homemaker 134

Condo or Co-Op 133

Undergrad Degree (Only) 129

Female 124

Household Income: $150K+ 124

Asian 122

# People in HH: Two 120

Source:   Compiled by Packaged Facts from Fall 2015 Simmons NCS, Experian Marketing Services

Demographic Indicators for Purchasing
Protein Products, 2015
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Source:   Compiled by Packaged Facts from Fall 2015 Simmons NCS, Experian Marketing Services

Demographic Indicators for Purchasing
Protein Products, 2015

Nutrition Bars

Graduate Degree 153

Household Income: $150K+ 143

Undergrad Degree (Only) 135

Age 25-34 133

Asian 129

Age 35-44 121

HH Income: $100K-$149K 121
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Source:   Compiled by Packaged Facts from Fall 2015 Simmons NCS, Experian Marketing Services

Demographic Indicators for Purchasing
Protein Products, 2015

Protein Shakes

Condo or Co-Op 168

Undergrad Degree (Only) 148

Age 25-34 147

Age 18-24 142

HH Income: $150K+ 141

Graduate Degree 137

Employed Adults in HH: 2 133

HH Income: $100K-$149K 130
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Millennials More Likely to Seek Protein

Protein Psychographics:  U.S. Adults Overall vs. 18-34 and 35+ Age Brackets, 2015

Source:  PackagedFacts, Food Formulation and Ingredient Trends: Plant Proteins(February 2016)

Age 18-34 Age 35+

Somewhat Strongly Somewhat Strongly
Agree Agree Agree Agree

I seek out plenty of

33.9% 33.7% 38.8% 23.1%protein in my diet

I have cut back

25.8 19.5 28.8 17.6on meat consumption

I seek out vegetarian
23.4 19.8 17.8 10.4

sources of protein

I am vegetarian/vegan 15.5 12.6 6.2 6.6



Strongly 
Disagree

Strongly 
Agree

Am concerned about poultry and animals being given growth hormones 6.9% 33.2%

Am concerned about poultry and animals being given antibiotics for 
production reasons

6.4 31.9

I prefer to meet my protein needs from meat, fish, and poultry 3.8 31.2

Food safety/contamination is a major concern for me with fresh meat/poultry 6.4 28.0

Am concerned about poultry and animals being fed gm ingredients 9.8 25.1

Read the labels of meat and poultry products carefully 9.8 23.0

Over the last few years I've been eating less red meat than previously 13.7 20.4

Consuming more vegetarian sources of protein is muchbetter for 
environment

8.5 17.7

Am eating more meatless/vegetarian meals these days 29.6 13.5

Over the last few years I've been eating less poultry than previously 23.9 10.4

At home I often eat meat alternatives made of vegetarian ingredients 46.9 9.1

When eating out I often eat meat alternatives 45.2 8.1

I avoid meat 49.2 6.0

Source:  PackagedFacts, Meat & Poultry:  U.S. Market Trends & Opportunities (December 2015)

Consumer Attitudes:  Meat and Meatless, 2015



packaged foods
competitive landscape



{ƻǳǊŎŜΥ  5ŀǘŀƳƻƴƛǘƻǊΩǎ tǊƻŘǳŎǘ [ŀǳƴŎƘAnalytics; Prepared Foods(September 2015)
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borderless competition





outflanked on indulgence



differentiation challenge 









Male
18-34

Female 
8-34

% Point
Difference

Male
50+

Female
50+

% Point
Difference

Healthy fats and oils 37% 54% 16% 44% 62% 18%

High protein 45% 45% 0% 36% 43% 7%

Organic 44% 39% -5% 18% 31% 14%

High fiber 40% 38% -2% 43% 49% 6%

Non-GMO 29% 38% 8% 27% 42% 15%

Nothing artificial 29% 37% 7% 38% 49% 11%

Low/reduced sodium 23% 34% 11% 42% 47% 5%

Low/reduced sugar 27% 32% 5% 41% 49% 8%

Low/reduced fat 23% 32% 9% 35% 41% 7%

Low saturated fat 27% 32% 4% 41% 47% 6%

Bold flavor 30% 29% -1% 25% 19% -5%

Low carb 23% 21% -2% 27% 30% 3%

Gluten/wheat free 20% 15% -4% 9% 13% 4%

Ancient grains 16% 9% -7% 7% 15% 8%

Natural 57% 57% 0% 38% 51% 13%

AVG % PT DIF 5% AVG % PT DIF 9%

)ÎÇÒÅÄÉÅÎÔ )ÓÓÕÅÓ Ȱ%ÓÐÅÃÉÁÌÌÙ )ÍÐÏÒÔÁÎÔȱ ÉÎ #ÈÏÏÓÉÎÇ &ÏÏÄÓ ÔÏ %ÁÔȟ ΤΡΣΨ

Source:  PackagedFactsNational Consumer Survey, April 2016
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clean label



Hemp offers a broader array of amino acids 
than other plant proteins, and is also 
promoted for being more easily digested. 

Less familiar than hemp is sacha inchi, referred 
to as the Inca nut or Inca peanut,  Typical 
applications include smoothies, bars, desserts 
and baked goods. 

international



global dimension







foodservice dimension



Quick serve and fast casual restaurant trends reflect and reinforce the 
alternative protein trend with the success of plant-based concepts including 
Native Foods Café and Veggie Grill.

Both chains highlight plant-based meat alternatives and protein derived from 
wheat, peas, soy, supergrains and nuts. 



2005 2007 2009 2011 2013 2015 % Growth

PORK 17.9% 21.0% 22.4% 24.2% 26.7% 28.8% 10.9%

PULLED PORK 4.4% 6.5% 8.4% 10.5% 12.1% 13.3% 8.9%

EGG 27.3% 28.6% 28.6% 30.0% 30.9% 32.0% 4.7%

SAUSAGE 16.9% 17.9% 18.6% 18.5% 19.4% 20.9% 4.0%

Sandwich Proteins:  Top Gainers in Menu Penetration, 2005-2015

Source:  Datassential MenuTrends



Ingredient
Ingredient 
Type

% Protein1
% of U.S. 
Menus

% Menu Growth 
(timeframe)

Black beans
Pulse/Bean/Le
gume

8.90% 29% +4% (over 4 years)

Tofu Soy 8.9 18 +8% (over 4 years)

Hummus
Processed 
chickpeas

7.9 11 43% (over 4 years)

Lentils
Pulse/Bean/Le
gume

9 8 +23% (since 2010)

Edamame Soy 11.9 8 +46% (over 4 years)

Quinoa Ancient grain 4.4 6 +400% (since 2010)

Chickpeas
Pulse/Bean/Le
gume

8.9 5 +63% (over 4 years)

Pumpkin seed Seed 18.6 4 +100% (since 2010)

Falafel
Processed 
chickpeas

13.3 3 +32% (since 2010)

Flax Seed 18.3 1 +100% (since 2010)

Chia Seed 16.5 <1 >100% (over 4 years)

Plant Protein Ingredients:
Protein Content, U.S. Menu Penetration and Growth Rates 

Sources:  Protein content from USDA Agricultural Research Service, National Nutrient Database for Standard Reference, 
Release 28.  http://Ndb.nal.usda.gov, viewed December 18, 2015. Datassential Menu Trends.

http://ndb.nal.usda.gov/


conclusion



in the long run, greater growth for alternative proteins

ü increased awareness and demand for dietary protein 

ü the greater affordability of vegetarian protein options  

ü heightened interest in flexitarian, vegetarian and vegan lifestyles

ü growing list of health benefits associated with plant-based diets

ü the clean label movement

ü concerns related to meat production and consumption, including
environmental and economic sustainability, the presence of
antibiotic and hormone residues, and inhumane treatment of
animals

Consumer drivers:



ȣ ÔÈÏÕÇÈ ÓÔÉÌÌ ÉÎ ÔÈÅ ÃÏÎÔÅØÔ ÏÆ ÔÈÅ ×ÁÎÔ-it-all consumer


