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Better folate than never: people are becoming more conscious of which foods are good for them

Consumers chew the fat over nutrition

Rochelle Burbury

Although food and beverage packaged
goods manufacturers may not yet
realise it, nutrition is the order of the
day among Australian consumers.

Even snacking has taken a
nutritious turn among the adult
population. Although people rank
hunger, taste, craving and
convenience as the top reasons for
snacking, they have forgone the
chocolate bars and salty snacks.

Sixty-two per cent of people are
snacking on fruit, 24 per cent on
cereal, 22 per cent on cheese and 19
per cent on bread and toast,
according to a new study.

And 95 per cent were aware of

fibre and calcium and 90 per cent
were aware of vitamin C.

Knowledge of nutrition, however,
did not completely translate into
buying behaviour. The most popular
brands purchased on a weekly basis
were Coca-Cola (35 per cent), Tip
Top (31 per cent), Kellogg®s (28 per
cent), Arnott’s (25 per cent) and
Cadbury (23 per cent).

The least-recognised brands were
Attiki (94 per cent), Mother Earth
and Riga (both 29 per cent) and
Lowans (90 per cent).

Males, in particular, were still
concerned about the taste and price
of food. Sixty-four per cent of men
rated the nutritional yalue of food
important, compared to 78 per cent

of women. The third annual Eating
Habits and Nutritional Value in
Australia study was conducted by
Good Business Sense using 1,200
face-to-face interviews in NSW,
Victoria, Queensland and Western
Australia, plus four focus groups.

““All people like to have a
balanced life in the nineties,”” Good
Business Sense managing director
Ms Anne Roze said.

“‘People want balanced food but
they don’t want to be bombarded
with one brand that has more fibre
but they want to see how it
contributes to their overali dietary
intake.

““That’s the hardest message to
convey to consumers.””
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