
© Mintel International Group Limited

FDA-Approved Health Claims - US - April 2003

Contents

INTRODUCTION & ABBREVIATIONS
INTRODUCTION
OTHER RELEVANT REPORTS
DEFINITION
Health claims
Foods included in the study
ABBREVIATIONS
EXECUTIVE SUMMARY
MORE THAN A $44 BILLION MARKET
SIX MAJOR SEGMENTS
AGING BABY BOOMERS HAVE MORE HEALTH ISSUES
WOMEN'S HEALTH GETS MORE ATTENTION
FDA LABELS MAY REDUCE FOOD FADS AND CONFUSION
LINKS BETWEEN DIET AND HEALTH
MAJOR PLAYERS HAVE TOP SELLERS
ADVERTISING AND PROMOTION
SUPERMARKETS TOP OTHER CHANNELS FOR DISTRIBUTION
CONSUMERS LOOK FOR FOODS TO DEAL WITH HEALTH SITUATIONS
64% SAY LABELING HELPS WITH PURCHASE DECISION
WOMEN'S ISSUES WILL DEMAND NEW SOLUTIONS
FORECAST FOR FDA FOODS
MARKET DRIVERS
AGING POPULATION LOOKING TO PREVENT ONSET OF DISEASE
Figure 1 U.S. generations, 2000 Census
Figure 2 U.S. population projections, by age, 2000-2010
WOMEN'S HEALTH GAINS ATTENTION
Figure 3 Deaths and percentage of total deaths for the 10 leading causes of death, by sex, 2000
LINKS BETWEEN DIET AND HEALTH
FDA BACKING REDUCES SKEPTICISM
MARKET SIZE & TRENDS
Figure 4 Total U.S. retail sales of selected foods eligible for FDA-approved health claim labeling, at current and
constant prices, 1997-2002
Graph 1 Total U.S. retail sales of selected foods eligible for FDA-approved health claim labeling, at current and
constant prices, 1997-2002
MARKET SEGMENTATION
OVERVIEW
Figure 5 Correlation between food group segments and FDA-approved health claims
Figure 6 Sales of FDA-approved health claims food market through all channels (excluding Wal-Mart),
segmented by food group, 2000 & 2002
Graph 2 Market share sales of FDA-approved health claims food market, segmented by food group, 2002
DAIRY PRODUCTS
Figure 7 Sales of dairy products eligible for FDA-approved health claims, 1997-2002
Figure 8 Sales of dairy products eligible for FDA-approved health claims, by subsegment, through food, drug, and
mass merchandisers (excluding Wal-Mart), 1997-2002
FRUIT/VEGETABLE JUICE
Figure 9 Sales of fruit/vegetable juice eligible for FDA-approved health claims, 1997-2002



GRAINS/CEREAL
Figure 10 Sales of grains/cereal products eligible for FDA-approved health claims, 1997-2002
Figure 11 Sales of grain products eligible for FDA-approved health claims, by subsegment, through food, drug,
and mass merchandisers (excluding Wal-Mart), 1997-2002
SOY-BASED FOODS
Figure 12 Sales of soy-based food products eligible for FDA-approved health claims, 1997-2002
CANNED FISH
Figure 13 Sales of canned fish eligible for FDA-approved health claims, 1997-2002
GUM
Figure 14 Sales of gum eligible for FDA-approved health claims, 1997-2002
SUPPLY STRUCTURE
COMPANIES AND BRANDS
Figure 15 Manufacturer sales of foods with FDA-approved health claims, through food, drug, health food stores,
and mass merchandisers (excluding Wal-Mart) in the U.S., 2000 & 2002
DAIRY PRODUCTS
Figure 16 Manufacturer brand sales of dairy products with FDA-approved health claims through food, drug, and
mass merchandisers (excluding Wal-Mart) in the U.S., 2000 & 2002 (Part 1)
FRUIT/VEGETABLE JUICE
Figure 17 Manufacturer brand sales of fruit/vegetable juices, concentrates, and drinks with FDA-approved health
claims through food, drug, and mass merchandisers (excluding Wal-Mart) in the U.S., 2000 & 2002
GRAIN/CEREAL PRODUCTS
Figure 18 Manufacturer brand sales of grain/cereal products with FDA-approved health claims through food,
drug, and mass merchandisers (excluding Wal-Mart) in the U.S., 2000 & 2002
SOY-BASED FOOD PRODUCTS
Figure 19 Manufacturer brand sales of soy-based food products with FDA-approved health claims through food,
drug, and mass merchandisers (excluding Wal-Mart; including health food channel) in the U.S., 2000 & 2002
CANNED FISH
Figure 20 Manufacturer brand sales of canned fish with FDA-approved health claims through food, drug, and
mass merchandisers (excluding Wal-Mart) in the U.S., 2000 & 2002
SUGARLESS GUM
Figure 21 Manufacturer brand sales of sugarless gum products with FDA-approved health claims through all
channels (excluding Wal-Mart and warehouse clubs) in the U.S., 2000 & 2002
MAJOR MANUFACTURERS
Kraft Foods Inc./Nabisco Food Group
PepsiCo
Coca-Cola Co.
Kellogg Co.
General Mills Co.
Ocean Spray
Welch's
Cadbury Schweppes
Del Monte Foods/StarKist Seafood Co.
Campbell's Co.
Dean Foods
ADVERTISING & PROMOTION
INTRODUCTION
Dean Foods/White Wave
Campbell's
Nestlè/PowerBar
Kraft
Coca-Cola
RETAIL DISTRIBUTION
Figure 22 U.S. retail sales of foods eligible for FDA-approved health claims, by channel (excluding Wal-Mart),
2000 & 2002



SUPERMARKETS
Figure 23 U.S. supermarket sales of foods eligible for FDA-approved health claim labeling, 1997-2002
THE CONSUMER
INTRODUCTION
LOOKING FOR FOODS WITH SPECIFIC HEALTH CLAIMS
Figure 24 Percentage of respondents actively looking for foods to help/prevent specific conditions, March 2003
Figure 25 Percentage of respondents actively looking for foods to help/prevent specific conditions, by sex, March
2003
Figure 26 Percentage of respondents actively looking for foods to help/prevent specific conditions, by age, March
2003
Figure 27 Percentage of respondents actively looking for foods to help/prevent specific conditions, by
race/ethnicity, March 2003
FOOD VS. SUPPLEMENTS FOR PREVENTION
Figure 28 Use of foods vs. supplements to prevent specific conditions, 2002
ASSOCIATION OF SPECIFIC FOODS AND SPECIFIC CLAIMS
Figure 29 Association of specific ingredients with specific health benefits, 2002
DIETARY CHANGES OVER FOUR YEARS
Figure 30 Types of food eaten over past year and four-year trend, 2002
THE FDA AND HEALTH CLAIMS
Figure 31 Awareness of FDA involvement in health claims, March 2003
Figure 32 Awareness of FDA involvement in health claims, by age, March 2003
MAKING IT EASTER TO MAKE PURCHASE DECISIONS
Figure 33 Effect of printed health claims on purchase decision-making, March 2003
Figure 34 Effect of printed health claims on purchase decision-making, by sex, March 2003
Figure 35 Effect of printed health claims on purchase decision-making, by age, March 2003
Figure 36 Effect of printed health claims on purchase decision-making, by race/ethnicity, March 2003
CONCLUSIONS
FUTURE & FORECAST
FUTURE TRENDS
Older consumers look for ways to improve health and diet
Women and their health
Figure 37 Overview of attitudes and opinions about doctors and medicine, by sex, April 2001-May 2002
Eating well to feel well
There will always be skeptics
MARKET FORECAST
Figure 38 Forecast of U.S. retail sales of foods eligible for FDA-approved health claim labeling, at current and
constant prices, 2002-2007
Graph 3 U.S retail sales and forecast sales of foods eligible for FDA-approved health claim labeling, at current
prices, 1997-2007
Figure 39 Forecast of U.S. retail sales of dairy products eligible for FDA-approved health claims, at current and
constant prices, 2002-2007
Figure 40 Forecast of U.S. retail sales of fruit/vegetable juice eligible for FDA-approved health claims, at current
and constant prices, 2002-2007
Figure 41 Forecast of U.S. retail sales of grains/cereal products eligible for FDA-approved health claims, at
current and constant prices, 2002-2007
Figure 42 Forecast of U.S. retail sales of soy based food products eligible for FDA-approved health claims, at
current and constant prices, 2002-2007
Figure 43 Forecast of U.S. retail sales of canned fish eligible for FDA-approved health claims, at current and
constant prices, 2002-2007
Figure 44 Forecast of U.S. retail sales of gum eligible for FDA-approved health claims, at current and constant
prices, 2002-2007
Forecast Factors
APPENDIX: TRADE ASSOCIATIONS
APPENDIX: Research Methodology
CONSUMER RESEARCH



Sampling & Weighting
Presentation & Definition
Further Analysis
TRADE RESEARCH
Informal trade research
Formal trade research
DESK & INTERNET RESEARCH
SOURCES
DEFINITIONS
FORECASTS
APPENDIX: WHAT IS MINTEL?
MINTEL PUBLICATIONS
MINTEL SERVIC e S
Product retrieval
Retail audits
Tailored research
Global New Products Database
RESEARCH SUPPORT/CONSULTANCY/MIC
The Mintel Information Centre (MiC)
PR Research

04/2003  


