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Figure 33: Types of functional foods purchased, by region, July 2004

Figure 34: Types of functional foods purchased, by presence of children and marital status, July 2004
Reasons for purchasing functional foods

Figure 35: Reasons functional foods purchased, July 2004

Figure 36: Reasons functional foods purchased, by gender, July 2004

Figure 37: Reasons functional foods purchased, by age, July 2004

Figure 38: Reasons functional foods purchased, by income, July 2004

Figure 39: Reasons functional foods purchased, by presence of children and marital status, July 2004
Figure 40: Reasons functional foods purchased, by region, July 2004

Reasons for not purchasing functional foods

Figure 41: Reasons functional foods not purchased, July 2004

Figure 42: Reasons functional foods not purchased, by gender, July 2004

Figure 43: Reasons functional foods not purchased, by level of educational attainment, July 2004

Summary

FUTURE & FORECAST

FUTURE TRENDS

Health-consciousness and convenience have become mindsets
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Figure 44: Forecast of total U.S. retail sales of functional foods, at current and constant prices, 2004-2009
Graph 3: Total U.S. sales of functional foods, 1999-2004, and forecast for 2004-2009, at current prices
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NEW PRODUCT BRIEFS

International Veterinary Sciences: Champ! Hip & Joint Bone Support Pebbles
Kraft Foods North America: NUTrition Mix

GFA Brands: Smart Balance Omega Plus Buttery Spread
Gardenburger: Frozen Meal Entrees

General Mills: Berry Burst Cheerios

Natural Ovens: Carb Conscious Bread

EuroPharma: Body Confident Skin Cell Defense

Ecco Bella Botanicals: Health by Chocolate Edible Beauty Bar

Heart Beat Foods: Smart Balance

Kraft Foods North America: Post Healthy Classics Fruit & Bran Cereal
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