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6th
This sixth annual nationwide survey

examines consumer attitudes and

perceptions on health and nutrition 

issues that may impact the food and

healthcare industries. Provided by the

United Soybean Board (USB) to serve as

an important resource for both markets,

this report covers:

USB offers this survey, along with many

other resources, to assist food and

healthcare professionals in making sound

business decisions related to the usage 

of soy. This study also provides useful

information for customers and clients.

Conducted by an independent research

firm, the study includes 1,028 random

telephone surveys, providing a sample

that is consistent with the total

American population. The study’s margin

of error is +/- 3.1 percent and has a

confidence level of 95 percent.

• Consumer nutrition attitudes and the effects on purchasing decisions

• Impact of nutrition attitudes on dining and grocery choices

• Impact of media coverage on nutrition attitudes

• Consumer perceptions of trans fatty acids and hydrogenation

• Consumer perceptions of the terms “biotechnology” and 

“genetically modified”

• Consumer awareness and use of soy products



CONCERN ABOUT NUTRITIONAL CONTENT OF FOOD

AMERICANS CHANGING EATING HABITS DUE TO NUTRITION

N UT R I T IONAL  

C ONCE R N S

AN D  H AB I T S

• Most Americans (88 percent) remain

concerned about the nutritional content 

of their food.

• The number of consumers who have changed

their eating habits in the past three to five 

years due to concern about nutrition rose

significantly, from 60 percent in 1998 to 

71 percent in 1999. During 1996 and 1997 

the number remained at 73 percent before

dipping to 60 percent in 1998.

D I E TA RY  C H A N G E S  

I N  E AT I N G  H A B I T S

• More consumers (87 percent) reported changing their eating habits due 

to specific health concerns compared to 64 percent in 1998.

• These specific health concerns included weight loss (29 percent in 

1999 vs. 21 percent in 1998), high cholesterol (19 percent in 1999 vs. 

14 percent in 1998), heart condition (18 percent in 1999 vs. 12 percent

in 1998), diabetes (10 percent in 1999 vs. 6 percent in 1998) and

cancer (8 percent in 1999 vs. 3 percent in 1998).

• When asked what specific changes were made to

their eating habits, reducing fat topped the list at

49 percent. While this number increased from

1998 (44 percent), other dietary changes

dropped. Most significant was the decrease in

eating less red meat, down from 26 percent in

1998 to 17 percent in 1999. 

SPECIFIC DIETARY CHANGES



IMPORTANCE OF NUTRITION IN SELECTING GROCERIES AND RESTAURANTS

AMERICANS RECALLING HEALTH AND NUTRITION STORIES

M E D I A  S O U R C E S  A N D  

N U T R I T I O N A L  I N F O R M AT I O N

• The percentage of Americans recalling stories on health and

nutrition issues has significantly decreased from 68 percent in 

1998 to 58 percent in 1999.

• The number of consumers changing their cooking/eating habits

because of news or research-related topics remains steady at about

51 percent.

• Half of consumers (49 percent) get their health and nutrition

information from magazines. Twenty-eight percent reported

newspapers as a source of nutritional and health information.

• Television as a source for information decreased significantly 

in 1999. Network TV news as a source of information decreased

from 41 percent in 1998 to 35 percent in 1999, while weekly TV

news programs decreased as a source of information from 22

percent in 1998 to 17 percent in 1999.

G R O C E RY  A N D  D I N I N G  C H O I C E S

• Consumers are more concerned about nutrition when choosing

grocery items in comparison to choosing a restaurant.

• Eighty-six percent of consumers consider nutrition either very

or somewhat important when choosing grocery items, up from

66 percent in 1998. Five percent of consumers are not

concerned about nutrition when they purchase groceries.

• When asked what part of the Nutrition Facts label

consumers pay attention to most, 20 percent said they look

at total fat content, followed by saturated fat content 

(14 percent), calories (13 percent) and sodium (10 percent).



AWARE OF TERMS BIOTECHNOLOGY AND GENETICALLY MODIFIED

UNWILLING TO PURCHASE PRODUCTS WITH LABEL CONTAINING

TERMS BIOTECHNOLOGY OR GENETICALLY MODIFIED

C O N S U M E R

P E R C E P T I O N S  O F

C O O K I N G  O I L S

• More consumers (89 percent)

perceive soybean oil as being

healthier than any other oil.

Olive (87 percent) and canola 

(86 percent) followed soybean oil

in consumer perception of healthy

cooking oils. However, most

Americans (78 percent) are

unaware that vegetable oil is often

synonymous with soybean oil.

• One-third of consumers use

vegetable oil most often, at 

32 percent. Canola oil, used the

second most frequently in 1998

(21 percent), dropped to third at

19 percent in 1999. Twenty-five

percent of consumers use olive

oil, making it the second-most

used oil.

C O N S U M E R  

P E R C E P T I O N S  

O F  G E N E T I C A L LY

M O D I F I E D  F O O D ,

B I O T E C H N O L O G Y  

A N D  L A B E L I N G

• Consumers are not widely aware of the

terms "biotechnology" and "genetically

modified." Thirty-six percent of consumers

have heard of the term biotechnology 

being used to describe food or food

products.  More consumers (42 percent) are

aware of the term genetically modified. 

• These numbers are a significant decrease

from 1998, when 41 percent of consumers

were aware of the term biotechnology and

48 percent were aware of the term

genetically modified when used to describe

food or food products.

• Consumers continue to view biotechnology

more favorably than genetically modified.

When asked if they would continue to

purchase a product with these terms on the

label, 71 percent said yes or maybe to the

term biotechnology, while 58 percent said yes

or maybe to the term genetically modified.

• Of those consumers unlikely to puchase

products with biotechnology or genetically

modified on the label, 36 percent and 

41 percent, respectively, indicated that they

were unsure of the safety and health of

these products.



C O N S U M E R  P E R C E P T I O N S  

O F  T H E  H E A LT H I N E S S  O F

S O Y  A N D  S O Y  P R O D U C T S

• The number of consumers who perceive soy and 

soy products as very healthy increased significantly to 

71 percent from 67 percent in 1998 and 59 percent in 1997.

• Forty percent of consumers are aware of specific health

benefits of soy, such as reducing the risk of heart disease 

(14 percent), lowering cholesterol (10 percent), reducing the

risk of breast cancer (8 percent) and prostate cancer 

(5 percent) and relieving or reducing the symptoms of

menopause (7 percent). 

C O N S U M E R  AWA R E N E S S  

A N D  P E R C E P T I O N S  O F  

S O Y  P R O D U C T S

• Consumers report they are eating more soy products. Of those

who have tried soy products, 68 percent report using them

regularly. Twenty-four percent report using soy products once 

a week or more, compared to 15 percent in 1998. More

consumers also report that they eat soy occasionally, about 

once a week.

• The three products that ranked highest in consumer awareness

are tofu (78 percent), soy veggie burgers (72 percent) and soy

milk (63 percent). 

• Tofu and soy veggie burgers continue to receive the highest level of

trial among consumers at 43 percent and 38 percent, respectively.

PERCENTAGE OF AMERICANS WHO CONSIDER SOY PRODUCTS TO BE HEALTHY

PERCENTAGE OF AMERICANS WHO USE SOY OR SOY PROTEIN

PRODUCTS ONCE A WEEK OR MORE



C O N S U M E R  

P E R C E P T I O N S  O F  

T R A N S FAT  A N D

H Y D RO G E N AT I O N

• Similar to results in 1998, over half 

of consumers are aware of trans fatty

acids (58 percent) and hydrogenation

(54 percent). Fifty-three percent

understand what the term trans fatty

acids represents and 64 percent are

familiar with the term hydrogenation.

• Most consumers view hydrogenation

either neutrally or positively 

(56 percent), while 44 percent view

the term negatively.

• Consumers seem to be confused 

about the healthiness of trans fatty acids.

Forty-five percent think of trans fatty

acids as somewhat or very healthy while

55 percent view it as somewhat

unhealthy or very unhealthy.

• Consumers are also split between their

likeliness to purchase a product with

trans fatty acids listed on the Nutrition

Facts label. Forty-five percent are either

very likely or somewhat likely to

purchase a product with a trans fatty

listing on the label and 55 percent would

be somewhat or very unlikely to do so.

This split also seems to indicate

confusion among consumers about the

term trans fatty acids.


