How PeOpIe Pick Foods

As consumers wheel their shopping carts
down the supermarket aisles, the wheels are
trning in their heads as they consider what
matters most o them in choosing foods, A
Better Homes and Gardens/ BrandSparck Inter-
national poll, released late last month, gives
a derailed look at their thinking,

The chart here displays the Tctors that
matter most to respondents when deciding
whether to buy a new food. While many care
that the food is generically “healthy,” the
polling (fielded October-December) found
less interest in some specific aspects of that.
Just over half said it's important (17 percent

% saying each factor is extremely or
very important to them when considering
purchase of a new food or beverage
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“extremely,” 36 percent "verv") that a new
Food be "low in sodium/salt.” Fewer attached
such importance to "free of preservatives”
116 percent “extremely,” 53 percent "very™)
or "cholesterol free” (15 percent “extreme-
Iy," 31 percent “very"). Likewise, just over
one in five said it's important o them (6
percent “extremely,” 15 percent “very”) that
a new food product be “organic.”

The low ranking for new "organic” foods
reflects wariness toward the whole category.
Filly-lwo percent of respondents don't buy
organic, Of this cohort, 59 percent “don’™t
trust thatall pt‘nducm laleled as organic are
actually organic™; 35 percent “do not believe
that organic fuud products are better for my
health.” Consumers may also feel they're sat-
isfying their wish to eat healthier by avoiding
food that's Blatantly unhealthy. Along those
lines, 69 percent are "trying to cat healthier
snacks”; GO percent are “concerned about the
amount of fat in my diet.”

With a majority (57 percent) saying they
arve “irying to reduce the amount of processed
foods that [ eonsume,” froitis a natural alter
native, When respondents were asked to cite
the Truits that “are particularly impaortant wo
youl from a nutritional standpoint,” bananas
got the most votes (71 percent). Apples (66

percent), oranges (61

percent), strawberries

(59 percent) and blue-
berries (54 percent)

say they'll continue

buying private-label

goods even after the

When purchasing
packaged foods, con-

surmners claim 1o be in-
terested in precisely
what the product contains, Thus, 67 percent
said they are “paying more attention to food
labels,” Asked to cite specific elements thae
are important to them, respondents gave
the most mentions to caleium (65 percent),
whale grain (64 percent), fiber (63 percent),
Vitamin D (59 percent), Vicamin C (59 per-
cent), protein (57 percent) and anti-oxidants
(56 percent),

Another part of the report makes it clear
that consuwmers are way heyond regarding
private-label products as a cheap-bui-tacky
last resort, Fifty-ning percentagreed that ®pri-
vate-label /store-brand products are just as
good as brand-name products”; 66 percent
said such products “are usually extremely
good value for the money.”

That helps explain why 56 percent saicd
thev've bought more of these ilems in the
past 12 months. Buc this isn't a behavior thar
will go away once the recession has ended.
In one telling indication of how entrenched
the category is, 63 percent of the respon-
dents agreed (including 19 percent “com-
pletely™) that they “expect to purchase pri-
vatelabel /store-brand produoces even after the
economy rebonnds,”

also scored well,
ECONOMY recovers
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Americans Remain
A People Who Join

As far back as Tocqueville, absarvers of
life in this country have noted Americans’
proclivity for joining “voluntary associa-
tions." Despite talk in recent years of peo-
ple “howling alone,” Americans continue

Yo of MENand | |- whoreport
belonging to each kind of group’
51%
RELIGIOUS 61%
I -1 HEALTH/SPORT/
12% COUNTRY CLUB
_‘:"195"“% NEIGHBORHOOD GROUP
I 0% HOBBY/GARDEN/
13% COMPUTER CLUB
[ I .
% SOCIAL CLUB
7% | ireRARVART/STUDY GROUP

1086

i 3&% FRATERNAL GROUP (E.G., ELKS)
¥ S AR Hposdens gt 5.

[0 be joiners. A report released last manth
by AARP gives an indication of the Kinds
of organizations that appeal to men and
wanen age 29-plus.

GM, Super Bowl, Etc.

* The federal bailout/quasi-takeover of
General Motors continues to be unpopu-
lar: 30 percent of respondents approve
of it, 65 percent disapprove. (MBC Mews/
Wall Streef Journal)

« Farty-five percent say they or immedi-
ate family have donated money to relief
efforts in Haiti. (KRC Research)

« Asked to say which “superhera” power
they'd most like to have, 35 percent chose
“ability to read peoples minds.” “Ability
to fly" ran second (21 per- :
cent), trailed by “ability to
hecome invisible" {19 per-
cant), "super-strength” (13
percent) and “X-ray vision"
(3 percent), (Vanify Fair/60 Minutes)

* I an onling poll, 43 percent of prospec:
tive Super Bowl viewers say they will be
online via Wi-Fi during the game; 44 per-
cent say they'll be surfing the Web during
halftime rather than watching the show.
{Wi-Fi Alliance/Wakefield Research)
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