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Nancy Crane, M.P.H, R.D., Expert I&g&tory Review“S%%ist, Division of 
Nutrition Labeling and Programs (H&&3’@  

./ CII 

Office of Science 
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This meeting was held at the request of r&presenta&es of& Ca1iforni.a Walnut comission (cwc) to conti~.~‘di$c;ldsions abobt a h&alth cl$3~;;~ition s&-“&c-.-dn”‘. ^ I. .’ ’ 
behalf of the CWC. This petition requ&tkd that FDh;‘autbo&c’ a health claim ibout the 
relationship between the consumption of walnuts and reduced risk of coron’ary heart disease on the label or in the labeii.g of‘“&-le‘b; &6;&&lia &;jir;;;;~s. s * i .‘_I. Z^ ,a., 

At this meeting, CW’Crepresontatives &cussed the results of a telephone survey that was conducted for the cwc: This -ay test~~.la;l~~~~~~~~~~~~~~~~~~~~ heilth && abdut 

nuts that FDA had discussed at a previous meeting. In addition, CWC and FDA 
representatives discussed issues pertaining to the ‘design of consumer studies and to the 
evaluation of whether a claim is misleading. 

/S/ 

Nancy T. Crane, M.P.H., RD. 

cc: FDA meeting participants 
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Background & Purpose 

l Test a new health claim for “nuts” that is being considered by the FDA ‘“_ 

which states that walnuts and other non-specified nuts potentially 
reduce the risk of heart disease: 

Some nuts, including walnuts, as part of a diet low in saturatedfat and 
cholesterol, may reduce the risk of he&t disease. FDA evaluated the data 
and determined that, although there is scient$c evidence supporting the 
claim, the evidence is not conclusive. gee nutrition information for total 
fat and saturatedfat content. 



l A survey was conducted among a  nationa lly  representative sample o f i , 
500 primary grocery shoppers 

- The questionnaire  was developed to test consumer reaction to the health  
claim in terms of: 

0 Understandabil ity 
a  Nut(s) the c laim  is referring to 
l Purchase interest (walnuts and other nuts) 
l Believability  
l Meaningfulness 
l Etc. 



Methodology 

l A total of 500 interviews were completed via the telephone 

0 Consumers were screened for: 

- Primary grocery shopper 
- 21-70yearsofage L 
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Conclusio s & Recommendations 

l Although 76% of the consumers mentioned that the health claim is 
either “extremely” or “very clear and easy to understand”, 
statement is potentially misleading. 

- 3 1% of the respondents believe that the health claim is referring to “all 
types of nuts” 

- 28% are not sure which nut(s) the claim is referring to 

- When asked which nut(s) the claim is not referring to, 62% of the men and 1 1 
women played back that “it applies to all nuts” i ., d_ , 
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l Furthermore, when given the choice, over one-half of the consumers 
would rather be given separate claims for individual nuts (i.e. a 
separate claim for pecans, a separate claim for walnuts, etc.) rather 
than the blanket statement that they were read - “some nuts, including 
walnuts,” - 51% vs. 44% 
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* Health messages should continue to be secondary supports in the nut 
category 

- Nuts are most likely to be used for “snacking” and “cooking/baking” 

- 48% of the consumers mentioned that the health claim was only 
“somewhat meaningful”, with polarization among top-2 box an bottom-2 , 
box ratings - 24% “extremely/very meaningful” vs. 27% “not very/not at 
all meaningful” 

Walnut purchase interest was not affected by the health claim “1 
:  

; . .  ‘2 

l 47% “definitely” or “probably would buy walnuts” 

/’ 
l 46% played back top-2 box purchase interest in 2000 A&U findings (without a 

health claim) 



l The health claim does tiot generate strong believability scores -- 47% 
-2 box (extremely/very believable) 

- Short of our norm of 60%+ based upon 3,000+ studies 

: 
: 

, ‘. 

: 
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Detailed Findings 

Type of Nuts Purchased in the Past Year 
l Snack nuts (i.e. peanuts and cashews) are purchased most often: 

- Peanuts 
- Cashews 
- Walnuts 
- Pecans 
- Almonds 
- Pistachios 
- Macadamia nuts 
- Hazelnuts/filberts 
- Brazil nuts 
- Pine nuts 
- None 

L 

‘. 

69% < 
_^ 

52% ‘.$ ., 
52% 
45% 

,: 

43% 
30%: 
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22%: 
17% / 
14% 
12q 
7% ; 



How Often Various Nuts are Bought 

0 In line with previous findings, peanuts and cashews are bo 
frequently than any other nut 

- 73% and 64% purchase them 3 times a year or more 

_ 

* Of note, walnut purchase frequency has remained mtire’or less static 
with findings fkom a previously conducted Attitude & Usage study 
(fielded in 2000) 

2000 2003 
/ *0 0 / 0 

Twice a year or less 
Three times a year or more 

42 47 
58 53 
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How Nuts are Used (in general) 

l Nuts are primarily used “as a snack” (72%) and “as an ingredient in 
cooking/baking” (54%) 

- Health is secondary, as less than 1 in 20 use them “as a healthy addition to 
my diet” and “as a way of reducing cholesterol” 

As a snack 
As an ingredient in cooking/baking 
To serve to guests 
As an ingredient in everyday meals 
As a healthy addition to my diet 
To serve with alcoholic drinks 
As a way of reducing cholesterol 

Total 
% 
72 
54 
8 
6 
4 
2 
1 



Awareness of Health Benefits Associated 
with Nuts (in general) 
l The vast majority of the primary grocery shoppers are reportedly 

aware of health benefits associated with any nuts (63%) 

- Three-quarters of them singled out Almonds, Peanuts, Pecans and 
Walnuts, while about one-half of the respondents mentioned every other 
nut as having health benefits 

Total 
% - 

Peanuts 76 
Almonds 75 ’ 

I 
Walnuts 73 
Pecans 72 
Cashews 59 
Pistachios 55 
Hazelnuts/filberts 51 
Macadamia nuts 49 
Pine nuts ’ 48 
Brazil nuts 47 
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Reaction to the Health Claim 

0 More than three-quarters of the respondents were reportedly not 
confked by the health statement 

Total 

Extremely clear and easy to understand 

Very clear and easy to understand 

% - 
24 

\ 
/ 

76 
52 

Only somewhat clear and easy to understand I 18 

Not very clear and easy to understand 3 

Not at all clear and easy to understand 1 



Is the Health Claim Endorsing One 
Particular Nut 

l Most of the respondents believe that the health claim they were read is 
endorsing more than one particular nut (57%) 

- On the other hand, over 9 in 10 of those who feel that the claim is 
referring to only one nut believe that it is for walnuts (92%) 



What Nut/Nuts is the:Health Claim i I 
Referring To 

l Indicative of some confkion, 3 1% of the respondents believe that the 
health claim is endorsing “all types of nuts”, while 28% are not sure 
which nut the claim is referring to: 

A11 types of nuts (in general) 
Walnuts 
Peanuts 
Almonds 
Pecans 
Cashews 
Don’t know 

Total 
% - 
31 
23 
9 
8 
6 
4 

28 
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Nut/Nuts the Health Cl&m Does Not Apply 
To 

r * 
,o. -’ . 

0 Further evidence that the health claim  is m isleading - when asked 
which nut/nuts the health claim  does rlo - apply to, 62%  mentioned that 
it “refers to all types of nuts” 
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Purchase Intent for Walnuts Based on the 
Health ‘Claim 

l As mentioned previously, walnut purchase interest is not significantly 
impacted by the health claim, as top-2 box purchase intent scores 
(definitely/probably would buy walnuts) have remained static vis-&vis 
findings Tom the 2000 A&U study 

2000 A&U i 2003 Total 
% - % - 

Definitely would buy walnuts 
l2 \46 22\ 

Probably would buy walnuts 34 ’ 25’ 47 

Might or might not buy walnuts 37 21 

Probably would not buy walnuts 15 17 

Definitely would not buy walnuts 2 12 
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How Mean ful is the e&h Claim 

l Notably, and possibly due to.the vagueness of the statement, the health 
claim is not particularly meaningtil, as nearly one-ha1 
consumers are “on the fence”, while polarization exists between the 1 ‘- 
top-2 and bottom-2 box 

Total 
% - 

Extremely meaningful 
Very meaningful 

Somewhat meaningful 48 

Not very meaningful 
Not at all meaningful 

4 
\ 

20- 24 

16\ 
II- 27 
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Believab ity of the Health Claim 

l Less than one-half of the primary grocery shoppers played back that : 

the health claim is believable (47% top-2 box) - lower than our 
,I j ( -3 , _ 

normative goal of 60% or higher’based upon our database of 3,000+ 
: 

2, 
studies 

Completely believable 

Total 
% - 

13\ 

Very believable 

Somewhat believable 44 

Not very believable 5 

Not at all believable 3 



Likeiihoo-d of Buying/Eating More Nuts 
(than currently) ased on the Health Claim 

l In line with findings indicating that the health claim is only “somewhat 
meaningful”, more than one-half of the respondents playe,d back that 
they would be “neither more nor less likely” to buy/eat more nuts after 
hearing the health claim 

Total : 
% 

, : 

‘I 
- 

Much more likely 
Somewhat more likely 

Neither more nor less likely 

Somewhat less likely 
Much less likely 

10 
22 

57 

3 
7 

: _:,_ 
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Would it be Clearer to Have Separate I 
Health Claim  .Statetiehk for’ Specific Nuts 
or is the Current Health Claim  
l Finally, most of the consumers agree that separate health claims for 

specific nuts (i.e. a separate claim  for pecans, a separate claim  for 
walnuts, etc.) would be more clear than an overall statement covering 
“some nuts, including walnuts” 

Total 
%  - 

; Separate health .cfaims would be clearer 51 

Current health claim  is clear enough 44 
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Backtiound & Pubose 

The California Walnut Commission would like to conduCt a study among a national 
representative sample of primary groceryshoppers in order’@ ~t$t‘,a~newhealth claim for ; “,‘,~, +,a_ ) /, ,r ““A> _I./*, 
“nuts” which is being ‘considered ‘by the FDA.“‘~~‘~~~~~~~~~~~ walnuts and other non- , (, I,“,_ ;4~<*@“&\ .,+**yyf*>~4~A~ .r** .“‘,-i I, _ s r ,, 
specified nuts are cited fornieir’ab%ty to potentalijy ~~~~~~~~~~ of heart &se,ase. 

1 . 
The 

health claim tested’in~this’research is ‘as follows: 

Some nuts, including walnuts, as part of a diet low in saturate’d yat and 
cholesterol, may red&e the risk of heart disease. ‘2?2%4’evalu&;if % d$a and determined that, altj-‘h ij-e-e is ~scj;n~r& ~r;;~~n~e ‘&j&-i;&& “crorim, & 

evidence is not conclusive. See nutritioh infoLmatibn for total fat aid $&ii&’ 
fat content. 

t,y .<?.. ,,, ~\a<* ,_(_, .I .“.. (““,. .l‘,“(,~,‘A.,, h.2 . . / i-r I d,” ̂ . .’ 
As part of the research, the CWCwouti P%e “to determme the understanclab~~rty of the 

” 
“̂ .,. .Ix . _I *u.; .._. ‘/,,. ~ 

health cl&m, as well’as its ‘iufhr&ice among consun&&n terms of purchase interest - not 
only for walnuts, but other nuts-(in general). _~-“-__ _ ~~;~“.L-..~&~~~*.~-yi. r~+“ib++ae+~:““..~. I -. &-c&L’” iI_ , , -( ,, .c- -2 ” 

” .- d_‘. I 
Specifically, the foliowing areas ofinves&$on ‘were covered in the research: 

Pre-Health Claim Exposure 

Type of nut(s) purchased in the past year 
Frequency of purchasing speci%nut(s) i 
Favorite nut How nuts tie used.(in geneial) ,‘, ” .~ .. * _ (. ‘- . 

Awareness of any health benefits associated with nuts 
Specific health benefits’ aware of. * .. . “‘-” ‘* ’ - 
Nut(s) that provide health benefits 

,. 

Nut that provides the most heaith benefits 

Post-Health Claim Exnosure 

4 

0 

4 

4 

4 

0 

4 

4 

4 

l 

4 

Understandability of the health claim ., >- l”‘.l -..-.s l-ilsx 4 “+,.p*” . ..* >,.*.r;*,. qa. \rt-rri:r...“.~,I,. _” _, “,,I_ .,,,i”” (.> _I. ,1 V.‘\‘i” 
Main idea/other ideas that health claun IS trying to commumcate 
Nut/nuts the, claimis endorsmg ” 
Nut/nuts the claim”.does not apply to 
Walnut purchase intent 
Other nuts (aside from walnuts) purchase intent ’ 
Type of nut(s) most likely to buy ’ 
Whether the health claim is meaningful 
Believability of the health Claim ~ ” 
Likelihood of eatmg/buying more nuts after hearing h&&h claim 
Demographics 

3 



Methoddlow 
. : 

A total of 500 interviews were ,campleted via the telephone among primaq groee~‘ _) 
shoppers 21- 70 years of age. T@ sample was‘ drank, @ tie a Ii& &that @as‘ repksentative 
of the United States. The inie&iews were condticte~from June 26” to ik,eT?2nd, 2003. ,_I ,.I# /. .I 
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Management Overview .T “* , 

Despite the fact that the majority of the consumers do ,not -feel the health clai& is 8 ,’ ,%,,L ‘.&+n ,, i I(, ..a”*.,. i -, confusing, as 76% mentlbned that it is eider “~~~~~~I~‘“=~~~~~~~ ‘Cigar and easy to _. 

understand”, the statement is potentially misleading.’ Speci’f$cally;’ 3”I% of .the total sample believes that the claiM i$ sr&.++i.io “&f ,G,, dfn;Ls”pingeie&y;; g&&’ fgv;T j 

were not sure which&t(s) it was refer&g to. S~ilarly~~hen’~ked‘&ich~nut (or nuts)’ \ ,.i -a4 “a.. x ,” ;.,, / .,;.. 4”. ;‘:..,bA,r&x~r 4:s t 
the statement is not referring’&, ‘~~~.oP~~,consumkrs;in fact, played back that it 

; 

to all nuts, as tiell. 
applies ( *“.,a ;d “y, >.:a\’ ,..( : 

As such, most of the men’a& women felt that-it would be clearer to 
have separate health claims for specific nuts (i.e.” a sep-arate he9thclaim”for”pkcans, a 
separate health claim for walnuts, etc.) rather than a blanket statement covering “some 
nuts, including walnuts” (5 1% vs. 44%j. ” ; ’ ’ 

“._ ..,_ >,: ,.;. ,.,,. /‘ <_ ‘..‘.,L 

Another area of concern regarding the health claim is-t& ,perception that it is not very 
meaningful, as nearly one-half of the consumers are ‘Gbivalent towa$.te el@rn-(48% - ‘” 2al., I” 
somewhat meaningfU), with the remainder .of.~t&~consr&ers polarized - 24% to& box i “. “__;s. 
extremely/very meaningful vs.. 27%“botto&2” box’- not very/not at all’ ‘meaningful. 
Furthermore, the claim does not meet our norm for credilbiit), &s over two-fi&hs‘ of the 
respondents played back that it is only “son&what r!neaningfU”~ while &$2”box .. _” _” 
playbacks (completely/very believable) are modest’.(47%) ~d’belo~ our a&on standard 
of 60%+ for this measure. 

,,.” 

,. / .._ 1 ” _. 
Interestingly, the top-2 box purchase intent scores for walnuts> (definitely/probably would 
buy) are more or less unchanged’from an Auitudc and usage stdy conducted three years ago for walnuts (2003 _ 470,0 +$. zoci@- $#To) -,,,i;ld~~~~ir;g”~~at;z~s ciai,ti (+A& $4&$.-&~ 

purchase intent. These findings su@ort that food l&chase decisions are n&e~due too’ ’ 
taste and intended use. 

* 6 
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TvDe of Nuts Purchased iin t& Past’Year ” 

Not surprisingly, snack puts are purchased niost often in tl!i& past .y&r,’ as +egiy 7 -in l 

10 of the consumer’s have bought peanuts (69%)); Gh& o~~;~~n$&hai;e ‘purchased 
cashews (52%). “ & tlii .&$@“time, howe&, STs‘$‘the primary grocerj Shoppers 
have reportedly purchased walriuts’iti the c&t $&r, ‘&&ilk at somewhat low& levels, 
more than two-fifIhs have alSo b&i&t \ l$xtis‘ a$$ ‘&&oq$ (@% &d. a&, respectively), tith 3 in 1o mentiblling ~is;tachio~ ‘i3@q- ,(“’ ::,--P. “’ .’ ‘I 

Almonds 
_.” 

‘43 ’ “. 
,. 

Macadamia nuts 

Hazelnuts/filberts 
., 

17 

Brazil nuts 

Pine nuts 

14 

12 

None 7 
I 

,‘BM~. 1 (500) ” 

i II. 



How Often Various Nuts are Bowht 

0 Moreover, not only do peanuts and cashews achieve the highest household penetration in the nut category, they’re also bought 
more frequently. Accordingly, both peanuts and cashews are reportedly bought 3+ times a year (73% and 64%, respectively), 
while on the other hand, at least about one-half of the consumers purchase the other nuts (including walnuts - 47%) twice a year or 
less. 

Walnuts 
z 

Almonds 
“/ 

47 

Brazil 
Nuts 

!g 

72 

Pecans Pine Nuts 
g “/o 

Pistachios 
3 

50 57 

I 25 18 

Twice a 
year or 
less 

24 3 - 4 
times a 
yea 

27 

5 times a 
year or 
more 

26 16 

Don’t 
know 

, 

Mean 

BASE* 
I 

(260) t (84) I (110) I (344) 
: particular nut in the past year. 

(215) (69) (258) (17) ..^ 
*Includes those who purchased 1 ‘, 

T‘, . i _i 

:.’ 

.? 
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Notably, walnut purchase frequency is more. or less in line’ with findings 
fi-om a previously conducted walnut Attitude and Usa@ study (fielded’& “. 
2000), where over 4’ in 10 of *the c‘k$iiSeiS Yebort&d that hey ‘b;iijr walnuts 
twice a year or less, while over one-half l&chased ‘them more fkquently. _ ,, _. 1. .: _ - l.^i 4, a.‘ 1~a*. “““‘%.X/ _f. >._ L-‘IIA^:L .P.~~,:.. .,. “. _,_ ,-I 
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F a v o ri te  T v D e  o f N u t 

e  C o n s i s te n t w i th  p a s t y e a r p u rc h a s i n g  p a tte rn s , c a s h e w s  a re  s i n g l e d & t ‘a & ’ “fa v o ri te  ‘* *  I 
n u t” b y  ro u g h l y  o n e -q u a rte r o f th e  re s p o n d e n ts  (2 6 % ), fo l i o w e d .b y  p e a n u ts  (1 7 6 /o ).’ In  
a d d i ti ,o n , h o w e v e r a t ‘l o w e r l e v e l s , a b o u t 1 ~  i n , l o ” o f th e  c o < n s u m e rs  m e n ti o n e d  th a t th e y  
p re fe r th e  fo l l o w i n g  n u ts  _  p e c a n s  (1 3 % ), a l h o n d s  (1 2 % ); + & $ ~ -“(~ ;) -‘g r i d  . 
p i s ta c h i o s  (8 % ), w i th  m a c a d a m i a  n u ts ; b & i 1  n u ts  a n d ‘h ti e l n u ts 1 fi l b e &  e l i c i ti n g  , _ ..^  ,.., ,x .i  “4 6 . .* _  _ ,I 
l o w e r p l a y b a c k  (2 %  2 % ‘a n d ”l  % T re s p e c tl v e l y ). 

.” V ” ‘ . (_  ‘,“..,“^ _ . _ l .,l (.,*  ..r .* ,, I j  “I/, 

C a s h e w s  

“- “. T o ta l  ’ 
%  - 

2 6  

P e a n u ts  1 7  

P e c a n s  1 3  ” 

A l m o n d s  1 2  

W a l n u ts  9  

M a c a d a m i a  n u ts  2  

2  

H a z e l n u ts /fi l b e rts  

P i n e  n u ts  

2  

N o n e  

B A S E *  
* In c l u d e s  th o s e  w h o  p u rc h a s e d  n u ts  i n  th e  p a s t y e a r. 

8  

(4 6 5 ) 
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How Nuts are Used (in Peheralj 

e Nuts are primarily used “as a snack” “(72%) and “as an iugredien~in &king&king’ 
(54%). 

- Other uses at lower levels include - “‘to serve to guests” (8%), “as an ’ 
ingredient ‘in everyday meals” (6%), .‘5s -a healm addition to my diet” 
(4%), with 2% mentioning that they “serve them GithPalSoholid drinks” “,.. il “̂  and 1% who use them “as, a way of reduking cholesterol” - ‘wefl%&w’the 
aforementioned tastelredi’be driven uses: ” Of ~‘note, these &dings are 
consistent with existing prometional’ CamIGiigns donducted’ ‘by various 
commodities, whereby the “health” message (albeit importantj is 
secondary to “taste” and “versatility’? 

As a snack 

Total 
% - 

72 

As an ingredient in cooking/baking . 54 

To serve to guests 

As an ingredient in everyday meals ’ 6 ^’ ” 

As a healthy addition to my diet 4 

To serve with alcoholic drinks 2 

As a way of reducing cholesterol 1 

t 
I 

BASE* 1 (465) 
*Includes those who purchased nuts m-the- paSt year. ’ ‘. ’ 
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Awareness pf Health Benefits Associated With Nuti (in Peaeralj _ -._., 8~ . . .vi.e.x</ *, %^, r; ” .” w,“~‘-.elll. . . I *,,. 1)1 *cIIxx_ /,,, ,_,. ,>_i ,‘““I1*leesl ^ ,, , ) 

l Importantly, the vast majority of fhe primary grocery shoppers are reportedly aware 
of health benefits a&&ted g,tli :xi~g (in”&%i&dj - 63%:” ’ 

.~ .,, , -t,^i ,“._ .,., II.. 

. ( “,. 

Total 
% - 

Yes 63 
_ ,I ,. s, 

No 37 
,- .gAsE” 

(500)  

1  (, -, 3  > “/ .,I -,.., ) ,,, (... i .,*. “. 
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Nuts that Provide Smkified‘Be&h Be&fits 

0 Notably, three-quarters of the respondents aware of health bkefiis provid&i+$y ‘&ti~s ‘- 
singled out almonds (73%), peanirts (76%); pecans (;?!!%) ‘&a ‘w&n& (7~~~~~‘wtiie- ‘. 
about 5 in 10 believe that all ofthi: other nuts‘ also’lk!&ide specific ge&h benefits. 

Peanuts 

Almonds 

76 
.,, ,, 

75 

Walnuts 

Pine nuts 48 

Brazil nuts 47 

None 4 
I 

BASE* I 
315”, I. I ‘, 

*Includes those who are -aware of health benefits associ$ed titi;puts. _, ~ ,_ 

14 
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Nut that P rovides the M ost He~K’&r%fhs 
,.‘ ,.‘. 

e Nearly one-third of the respondents singled & t”alti&$~ &  ‘providing the &&i health’ ’ 
benefits of all tie ‘riu6 (3T%j,‘ &ii6 “i @  i0 m e&oneb peanuts (20% ). A t loti& 
levels, walnuts were played back ‘by 1’3%‘c$‘$$‘ ‘6$&&e&, as having m ore health ,,.” .‘ ,, “. ~ : .._( _ 
benefits, while all jf the other nuts -elicited m e&i&s” <i i&s &k 1 in 1,O of’t$e 

Brazil nuts 

Pistachios 

M acadam ia nuts 

Hazelnuts/filberts 

None 
“),, _“, ,. ., , /, . . *: _, 

12 

9 
*In&ides those iyho are aware of health benefits &soG&d wiq specific nuts. _)” 



Reaction to the Health Claim / I. ,-. * ._- . ,. 

l More than ,three quarters of the primary grocery shoppers were reportedly not 
confused by the he&h statement, as 76% found it to be either “~$e~ely” or “very 
clear and easy to understand”, while at lower levels, about one-fif&i found Something 
about th? $&xn%( tom b& c&&sing (22oid -- 

- ..” ,,,, .“ii* ix _,.. li ‘““soGig~atinot vev/i6w~i~‘;;‘re& ;..d.. 
, 

easy to understand”). 
-: 

understand 

to understand 

understand ,.. _ __- ._ 

, . 

16 



Is the Health Claim EndorsinP One Particular Nut /,j_- ./ ,,., a, ,,_. .” :- , 

l In addition, most of the consumers believe that the he&h”claim they were reading is 
endorsing more than one particular nut (57%). 

- 

I  

, .v  >. 
:  

17 



Walnuts 
^ . . ,  1 

92 

Almonds 
.,.._ .#, ,,, , 

2 

Peanuts . 9 1 
,. 

Pecans 1 

‘-’ . ,- 
(-&her-.-. .__ .-. ._ ___,.-_ -./ _” “Y 1 

Don’t know 1 
, , ,  .  ,  .a 

,BASE? I  cm “,.. 
*Includes those who think sbtemetit is end&G?g”~diie p~k&kr nut. 

.,_-. . . ._,._ _ , . “I, . . , I.I . ) % 

,” ,> , ‘SW “I. 



l Interestingly, 3 in JO of the respondents perceive the heahh@m to be’referringto ah ‘* 
types of nuts (in general) - 3 1%, while at. simii& ,level”i; -.& ai6 ‘-;cGiiiiGG‘%  of -. 

confusion, 28% of the consumers are not sure which nut(s) the claim apf&s’i& ’ “ij, 
the other hand, nearly one-quarter of the men and women;s@led out walnuts (23%), _~.., ,. 
while at lowerlevels, fewer than 1 in 10 of the respondents mentioned that the health **,,s vri ,.l‘*e &, (,_c + /_ %  .._i: ,,,H& ,._ ” 
claim referred to peanuts (9%), ‘almonds’ “(8%); pe&ins’ ‘(6%), cashews (4%), ,_ .*.,w *,. ,,*_ “e>d ,.“I , _n,i 7.L hazelnuts,filbetis (2g); B;aiil”Kuis oog; ‘-~;di~ti~~~titi .(2%), pine nuts (2”/o) tid I - I 

pistachios (2%). 
., : ,, 

Total 
%  - 

All types of nuts (in general) 
I 

3i- .“-I 
i 

Walnuts 23 .~ .’ 

Peanuts 

Almonds 

.-.*. ,,/_ .LX. 
9 

8 

Pecans 6 

Cashews ’ 

Hazelnuts/filberts 

Brazil nuts 

Macadamia nuts 

Pine nuts 

Pistachios 

O ther 

Don’t know 

19 



, 

o Moreover, and further evidence that the h@h claim’is sqcgwhat mislekding, when asked which nut .(& nuts).‘the statement d&e< -&applftO, ----&-~ k--.-g I() of *e 
respondents mentioned that it refers to all t$gy of~~~~‘ilC;Z~~~;,~~i~ikl’~~~ i in ‘jb( 

of the men and women specified tiy specific i&t: ’ .’ 

Peanuts 6 

Macadamia nuts ” 
I 

6 

Pine nuts 5 

Cashews 

Pistachios 

,. _^ 
5 

,. 
5 

Almonds 4 

Brazil nuts 
, 

4 

Pecans 

Hazelnuts/filberts 

3 
. 1 x ,.,, 

3 .,-” 

Walnuts 
~“. , 

1 

Other 16 

None, it applies to all nuts 62 
I 

“B”ASE I (500) 



Purchase Intent for Wdnuti Base& on ‘IfIik H&iltli ‘~&ii” _“_..” ,b., “,, 

o Notably, walnut purchase interest is not significantly impacted by the health claim,~aS’ ” 
roughly one-half of the respondents mentioned ‘that they “d~~nitel~.br”“~~~~~bi~“ 
would buy walnuts” _” ,“_ ., based upon the statement they &Ge just read (47%):~ 
Accordingly, these levels are more or less in line with findings from an Attitude biid 
Usage study conducted in X@O, tihere top-2 box purcbase~intent Was 46%. ” . 

Definitely would buy walnuts 

2000 A&U-To&l -‘.. ” ’ . 2003 Total 
“li _  i . . . i. ., ,‘.V__, 1 .j 11., .( 

% - % - 

12 I 22 Y 

Probably would buy walnuts L 
546 547 

34 -! 25 J 

Might or might not buy 
walnuts 

37 21 

Probably would not buy 
walnuts 

15 17 

Definitely would not buy 
walnuts 

2 12 

Don’t know w 2 
I 

BASE:‘ 1 
I 

(600) (500) 



. 

o In contrast to the previ<us tidings concerning only walnuts? the lie&h’s&tient 
appears to have a moi-e ~p&ivk imp&t on the iG<i‘Cai&goi$ (in geikdj &?okr”v ‘& ” s ..1x . ..’ _) d i 

10 of the consumers either “deEriitely” or ~ghat;ij iiroUU ‘Giy nuts” (;lr;i& G&G ’ 
walnuts) after hearing the claim (71% top-2 box). 

Definitely would buy nuts 35 
I 

Probably would buy nuts 36 ” 

’ 

, ” , “. ,x ,..._ *<_ /._ “_ . _  

22 



--e ..- 

o When asked to Single out which nut (or nuts) they’d be most likeli to buY,*z$F$y 4 in _,._ ^.“x_I^‘ I”“.. (. .I” _ _,,I..I 
10 mentioned walnuts (37%), while roughly 2~ iii <lO reported that they would &is 6& / ,*1”. likely to purchase peanuts (28b;/o), cashews e~%~,“,~~~~~~~~~~“~~pec~:s Trfgy. ._I(\ . \. - j 

Walnuts 37 ,’ 

Peanuts 

Cashews 

28 

26 

Almonds 

Pecans 18 

Pistachios 

Macadamia nuts 

Hazelnuts/filberts 

Pine nuts 

Other 

None 

8 

13 

BA$E (500) ,.. ,.” ,^, j. \ ., __ _“,) ,_ / 

i3 



----a ,- 

24 



. 

._ 4B -. 

Believabilitv of Claims Made in the Health Cl&m . ., 

o Adding to the confusion’ created by the he&h statement, less -than one-half bf the primary grbcery shippers’ .$.‘.d back &at” .&& tlGti:-Lik “yri~/&4+; q(‘.& _ 
completely,very believable), ti.ti ne.ll an ‘eq~ numb;i GEg. K-&&4 “drai-i;i bi”; d6e” 

only “somewhat b&evable” (44%). !. ” ‘” 
. _.x 

m  Notably, these believability ratings are kw&titi our kxmative goal of ‘,. /. .I ,” A* I-c1 60% or higher based upon our datib&C~f3.0OO+ studi& ‘( ” ‘- -(_ ‘- (” . . . . 

I Very believable 

Somewhat-believable 

Not very believable 

Not at all believable 

Don’t know 

25 



they would be “neither more nor less likelf”C bUf/eaf &G ‘nuts based upon the 
claims made in the health statement that they were reid. of ” noie; ‘.tiowever, 

significantly more consumers would be motivated t0 buy7e3 inore tiuts’t.& I&s iiuts a*er being exposed to thy he‘dh claim (32% top-2btii ‘i;s: ‘ro~;bGti6~~~.~~G~)~ l,li. *.r *.*. I* c ,^ 
,.._ --_ 

Much more likely 

Total 
% - 

10 

Somewhat more likely 

t 

I 

BASE 1 (500) ,“_, .,. ,, _,. ., 



. 

- e 

e Finally, most of the respondents feel that separate health &&s ‘for specific nuts (i.e. ‘. . +, ,-, ,_ ,~, ,,. I ,,,;.. L. ‘W. . .,. ,b~., i I a specific health chiim for pecans, ‘a specific health claun for walnuts, etc.)‘Gouldbe .. j 
more clear than a blanket statement covering “some nutS,~~~inCiudi~~~‘~~~~~~‘~‘“~(5’l”/o~ * ._ 
vs. 44%). 

m Accordingly, cross-tabulations will be conducted. to see if those ~who felt 
that the claim was “clear and easy to understand’ prefa’the current claim 
or would like to see separate ones. 

? 
_’ 

‘- -” ,I- .;.:.y-,.,. ,,,“,,l. ,,, ..,/ .j ,. 

Total 
% - 

Separate health claims woiUbe clearer 51 . 

Previous health clauri “is clear enough 44 

No Preference 4 

Don’t know 
__ , / ,. 

1 
I 

BASE 1 (500) _ .,. , 

,- 27 



rose research 
Boca Raton, FL 

I.D.# 
Study # 2338‘ 

j June, 2003 

HEALTH CLAIM STUDY . 

Hello; my name ‘i’s’ 
‘_ . ‘., . .~ ” j.^. ““.*“.2”’ .- _ 

and*‘pm’ calling from ruse reiearch, a 
nationally known market research firm”and were condu&ng a survey about’ food 
products. This is not a sales call. Your responses will bekept strictly confidential and it 
will only take about 10 minutes. 

1. Are you the female head of household? 

Yes 
No 

C7) -1 ( ) -2 _ I, - . II . . . .( 
I 

2. Who in your household is primarily responsible for’grocery shopping? ’ ^, . 
Me ( )’ 
Someone else (IF NOT SPEAKING TO Tl3E 

(WRITE IN) PRIMARY GROCERY SHOPPI%, 
ASK ‘TO SPEkK TO’ TI?E‘-Pli%tS~l4 ” ’ ” 
WHO IS. -IF THAT-PERSON IS NOT 
HOME, ASK FOR BETTER TIME TO 
CALL BACK. OTHERWISE, 
TIr+NK 8i Tl$U@@T~.) 

3. .,) (I-2 ,I,, *,,a.. ,, Which of the following groups includes your’ agelF’A$e you:.. (READ .LIST’, ’ 
CHECK ONE ONLY) 

. . s ? ^ , (_ _ 

Under 21 
21-24 
25 - 34 
35 -44 
4s - 54 
55 - 64 
65-70 
Over 70 

146 
( )-1 (TALLY &TERMINATE) ’ 
.( )-2 _ 
( )-3 
( 1-4 
( I-5 
( I-6 
( )-7 ( )i8 ,(TAx”y.“KERw.TE), 

i . 



4. Which of the following nuts, if any, have you purchased in the past y~y? _, (READ ““,. 
CHOICES, CHECK ALLmAT APPLY) ’ ‘~ ’ ’ 

Bought i? Past year 

FOR EACH NVI’ PURCHA$ED .IJV% PAST FA?F(5 “@  4.4, ASK Q.5 ’ ., // , ,, _ < “, 1, .i 

5. How often do you purchase (INSERT NUT(S) MENTIONED IN ‘Q.?)? (READ CHOICES, CHECK o’wEe(jmy F(.jR EAcH m *m~i~mB~~c.~ .,I. ._,_ ,. \ 
%. “;~ ,:” _” - $ ~ , 

0.5 &$! 
Q& 

Purchass 
Almonds 

Qs 
m 
Often 

Pixchase 
Q&g 

( j-1 

( I-2 

Qs 
&& 
Q& 

!EiE 

( I-1 

( I-2 

( j-3 

0.5 
How 
Q& 

Purchase 
Pine Nuts 

( J-1 

( j-2 

( I-3 

p,s &g Q&Q 
Purchase 
Pistachio 

iu How 
Qfm E?l.&a 

Macada 
rma 

( j-1 

0.5 
lis?2i 
Q&&l 

PlmhaS~ 
’ Peanuti 

( I-1 

0.5 
EQE 
Often 

Purchase 
Cashews 

( j-1 

( I-2 

( I-3 

QA 
!3QYi 
Q&Q 

Purchasa 
HadFilb 

( I-1 

( I-2 

( I-3 

0.5 
!jQJy 
Q&Q 

Purchase 
&aJlJ 

( j-1 

( j-2 

( I-3 

! pecans 

( I-1 

( I-2 

( I-3 

Twice 
a year 
or less 

3-4 
times 
a year 

5 
times 
a year 
or 
more 

( I-1 

( I-2 

( l-3 

( I-1 

( j-2 

( j-3 



6. 
)a 

Which one nut do you consider to be your favorite? (READ EACH NUT 
PURCHASED IN THE PAST YEAR IN 4.4 AND CHECIS ONE ONLY) 

,  

7. And, how do you use nuts (in general - i.e. for what purpose or usage occasions 
do you use them)? (DO NOTRBAD .Cl$OICES, CE@CR ALL Tl%AT”APPLY ’ 
AND/OR WRlTE IN ANSWER) . . I_ ._, ,, ..,,,,, _. . -,- 

As a snack ( j-1 
As an ingredient in cooking/baking ( l-2 
To serve to guests ( )-3 
To serve ‘with alcoholic drinks ’ ( )-4 
As an ingredient in everyday meals -c j-5 
As’s healthy addition-to my diet ( M 

8. 

. As a way of reducing choiesterol ( )-7 - Other (specify) (. )1”,;; % 

Other (specify) ( )-9 
Other (specify) ( j-0 1 

i “̂ >.~ ,, ,,, 
Are you aware of any health benefits associated with nuts, in general? 

Yes 
No 

’ ( )-1 (ASK Q;9) ‘. 
( J-2 (SKIP TO HEALTH CLAIM AFTBR Q.lOB) 



9. What health benefits are you aware of that nuts offer? (PROBE:) Are you aware 
of any other health benefits? (PROBE F.OR ‘SPECIFI%S) 

10a. Which specific nuts provide this/these health benefits? (READ CHOICES, 
CHECKALL.TEIA;T APPLY) . ’ ’ 

lob. And, which one nut do you think has the most health benefits? (READ NUTS 
MENTIOl’jED~~ Q.lOaAND CHECKONEO,NLY) ’ ” ,). ., I 

O.i& ” O.lOb 
CHECK ALL THAT CHECK ONE 

APPLY ONLY 

Almonds 
Brazil nuts 
Cashews 

Walnuts 
Other (specify) 

‘ /- ._ 
Now, I’d like to read to you a health claim. After 1’m”finished; I’m going to ask you a 
few questions about it. If you wouldlike, Ican read it.to you more than once. ’ 

Some nuts, including walnuts, as part of a diet low in* saturated fat and cholesterol, may 
reduce the ris,k of heart disease. FDA evaluated the data and d&emike&h&’ &ho&h 1 
there is scientijk evidence supporting the claim, the evidence is not conclusive. See 

’ nutrition information for total fat and saturatedfat content. 

‘, 



11. 
“.‘ I .;, 2  I _:__. 

Do you think the statement I just read to you is . : ; (READ CHOICES; ‘CH&K 
ON-E ON+Y) 

,- 

Extremely clear and extremely easy to understand 
Very clear and very easy to understand 
Only somewhat clear and somewhat easy to understand 
Not very clear and not very easy to understand 
Not at all clear and not at all easy to understand 

( l-1 
( I-2 

I i-z* 
‘( ,:,: .,,_ 

*ASK Q. 12 

12. You said that .tl& stat”ement is (INSERT ANSWER PRO&IQ.1 1). Why do you 
I feel this way? (PROBE:) What makes it difficult to understand? (PROBEFOR : spEcrmcs) :- ‘.:‘, yap “.,,$i‘i~~~ ,-. :>: I 

f 

13. In your opinion, what is the one main idea they are trying to get across in this 
statement? (RECORD ONE THOUGHT) : - ) -_ 



.  .  a .  “, “^“, ._  _ _  .- .  , ;  1  - .-  . I  

1 4 . W h a t e lse  is th is‘statement  t ry ing to  c o m m u n i c a te  to  you?  ( P R O B E :) A n y th ing  
e lse?  ( P R O B E  F O R  S P E C IFICS ) 

1 5 . A n d , d o  you  th ink  th is  s tatement  is endors ing  any  o n e  pa r t icular n u t?  

Y e s  (  ) -1  ( A S K ”Q .16 )  
N o  (  ) -2  ( S K IP  T O  Q .17 )  
D o n ’t k n o w  (DO  N O T  R E A D )  (  ) -3  ( S K IP  T O  4 .17 )  

1 6 . W h ich o n e  n u t d o  you  th ink  th is  c laim  is endo rs ing?’ “(DO  .NO T  R E A D  L IS T , 
C H E C K  O ? ‘E  O N L Y ) ” ,_ )  ^  

:  m’ * _  - o, . -* . .  .” ._ .  - . :  _ . a  ._ ,  

C H E C K ‘O N E  O N L Y  

P e a n u ts 



17. What nuts/other nuts do you think this health claim is refertins to? (DO NOT 
READ L&T, CL&& ALLTi%AT APPLY) 

Macadamia nuts ( I-0 Peanufs ,, _ , ,. ,, _.,_\, 
( l-1 

Pecans 
Pine nuts 
Pistachios 

( j-8 
( j-9 

. . ;,_.., ‘ .,_ , */ “.I ._, . . ,jNl ,*.._I*_ lib- i:*.““y*** ,e~***::j” 1_1.,  n* ,-+ ” “>q *- ..,a _<// ,>,& ,/n . ,i, -* “G” , ,;, L  <h” *r” ,.., . , * , ,,, _  , .~ 

18. And, what nut or nuts, if any, do you think this claim does not apply to? (DO 
NOT READ LIST, CHECK ALL THAT APPLY.‘. DO*” NOTE ALLOW 
RESPONDENT TO MENTION A NUTTPIE?Y ALREADY @EL:~i*CLAI&I ’ [- 
REF’ERS TO IN Q’s. 16 OR 17) 

Q.lf’ :’ 
CHECK ALL THAT APPLY 

Pecans 
Pine nuts ’ , 
Pistachios 
Walnuts 
Other 

,,_l .., .,.(ipecrf%,r 

( )-5 
( j-8 
( j-9 
( ‘ )-3 ; 
( )-x I 

. 
None, it applies to all nuts ( I-1 

‘_ 



Some nuts, including walnuts, as part of a diet low in satyr-etep fat and cholest~rO1, may 
reduce the risk of heart disease. FDA evaluated the data and det&m@ed that: tiltho@h 
there is sCienti@ evidence supporting the clair& the evidence is not conclusive.. See ,. L pa,irii$,.L vr.*,#*:,,>*i^&* ,j ,I .,. I);“.e‘r%rn-. sn((, 4 I i-2 * I-a 
nutrition information for totcilfa)‘and &turatelz”~~~~~~~ent~ 

‘, I 

19. Based on this statement, if you were food shopping today and walnuts were 
available at a reasonable price, how likely would yoube to-buy them? Would you 
say you . ..? (REP CIX$ES,“CHECK OF CX4LY) ‘“’ ’ 

Definitely would buy walnuts 
Probably would’buy walnuts 

0-I”. ‘, ,, 

Might or might not’buy walnuts 
{;i-i~ _,: 
( l-3 

Probably would not buy walnuts 
,. 

Definitely w0Uid kk i;u’y walnuts ’ 
‘( l-4 
( I-5 

20. Aside from walnuts, how likeiy would you’& to”buy %y”type of nutafter hearings ’ ’ _ 
this statement? ,Would you say you ‘. , .“?” _ ,. ._.“‘,, @Ag CIIQICBS CIIBCK +O$z .” ‘. ‘. 
ONLY) . ., ., 

Definitely would buy nuts - .‘ ” 
‘L / 

Probably would”buynuts - ~ ‘. ‘. 

i_ ( >y,i - 

Might or might not buy nuts 
( I-2 
( l-3 

Probably would”not buy nuts ( l-4 _ j,_L __.,l .,~“.ii>...~,~ ii* _^,., a 4 \I, c._- _.I. “.b “._ (I’ll ,,.. ~” .: -.-.\*.x ,I ._...; I ‘.~ ,. _” -, -- .” 
Definitely would not%ry nuts ( l-5 

,‘..‘.‘l “..j 



_* 
0 

21. .(_,_ -,a, ., ..,,. What type of nut, or nuts, would you be most likely t’d btiy‘gfler hearmg t&is statement? @o NOT REm~c*oIcEs, CHEi3K~~.~~~~~~~.““‘.‘” _ .x & 

I I I 

None (DO NOT READ) 
I 

,, ( 1-y ._ S_^Z 2 ,” . ,_. : 
22. Why would you be most likely to buy (I&ERT”NUT &$EN”l?‘r;dNIjDJN ‘“QX)? - (PROBE:) Are there any other reasons? (pRoBE ,FG~.~FEcm~s~:u~ % 1*. .I’, j.., ,,- .-. 

- 
- 

* 

23. 
How meaningful is this c*aim to .you?‘ ^ / x. )1 VOouldAyo;u say tcgi.ii *;;;.* :?” ,..S.” mm”” :* ;-, Ill.,% . . 1 --r.v< .I., _ 

CHOICES, CHECK ONE ONLY) ‘“’ ’ 
XI .,. ,,I , ” I. 

Extreme19 meatiirigful 
,^. ‘_ 

( l-1 
Very meaningful ( I-2 
Somewhat meaningful’ 
Not very meaningful 
Not at all me&ingful- 



25. 

26. 

And, how believable- are the claims made ‘in the. statement”that I just” read ‘to ‘you’ ’ 
again? Would you say that they are.. . ? @ ... g.$(jfcEs; .cmcR qm . . _ I 

ONLY) 

Completely believable 
Very believable 

(‘)-i‘,‘~ :, ;’ 

( I-2 
Somewhat believable ( )-3 
Not verybelievable ( )-4 
Not at all believable 3 

(ASK Q.25) . ..1^” 
” ( )-5 . 

What do you find hard to ‘believe -. 

SPECIFICS) ” -’ 
2 _,_,“̂  

,? (pRbBg:) ‘AnLt[iir;ig easer ,.,smpRo& Fax I -I 

Based on the statement,that I just read to you, how likely would you be to buy and 
eat more nuts that you do now ? Would you say that you would be.. .? (READ cHoIcEs ;‘ icHEz3~R.~~^~~~~.*~~~““~~~ . ,, & ,I.. > *, c ,.., IS,_ -+ , , I 

\ 
.” ” ( ‘$1 ‘- ’ “% 

I ,..I j *. , ._ 
Much more likely 
Somewhat more likely 

( j-2 -,“*’ , ” I 

Neither more ‘nor less likely ( )-3 
Somewhat less likely 
Much less likely 

, 

Finally, just a few questions for classification‘purposes only. 

Some high school orless ” ( -“)-I’ 
Completed high school ( P ” 
Some college 
Completed edllege _ 

_ _, (. 1-3: * 
( )-4 

Post graduate ( )-5 
Trade/technicaI school ( )L6 ” , _ .< 



I 

28. 

0 

29. 

30. 

31. 

I_. 
Inc luding yourself, what is  the total number of people liv ing in” your household? 
(DO NOT READ) 

O ne (  )-1 (SKIP T O  Q . 31) 
Two (  I-2 
Three (  )-3 
Four (  j-4’ 
F ive or more (  I-5 
Refused (  j-6 

Do you have any children 18 or younger liv ing in your household? . 

Yes (  j-1 
No (  )-2 (SKIP T O  Q . 31) 

W hich of these age groups inc ludes  the age(s) of your child/children? (READ LIST) 

Under 4 
4-8 

(  1-l ,, ,(.j”, I -, _&, .” 

I i-t” 

‘se -2, .i ,^ -, I . _/_ 

9- 12 
13 -  15 (  )I4 

---  16 -  17 . . . 
- -‘-I I-5, _._. __ .” L ,.. . ,_” 

W hich of the following groups inc ludes  your total annual household income 
before taxes? (READ CHQICFS) 

Under $15,000 (  l-1 
$15,000 -  $24,999 (  I-2 
$25,000 -‘$34,999 (  )-3 
$35,000’%4,999 (  l-y? 
$45,000 -  “$54,499” (  )-5 
$55,000 qh54;99!9 ” “( 3-6’ 

$65,000 -“$84,999 o-7 .I^  -* 
$85,000 -  $99,999 (  )-8‘ ; 
$100,000 or more (  j-9 

PHONE NU$@ER: .., _ ,,; .‘ .‘ 

Thank you and remember, your -opinion counts! 


