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Cargill's proprietary study reveals consumer perceptions and purchase behaviors
around fats & oils in packaged foods.
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* Data not collected for this category in 2013.

SUSTAINABILITY MAT
. o ‘ more likely to purchase
8 6 % check for sustainable criteria V 8 6 % sustainably sourced products

PURCHASE IMPACT

Factors that impact purchase decisions of packaged foods Bl Amount of fat Il Type of oil
GENERAL BY BY
POPULATION GENERATION INCOME LEVEL
609% 64%
59%
()
53% 65% 0%l 559
48% 49%

GenZ Boomers <$35K $35K-75K $75K+

A ®
© 2024 Cargill, Incorporated. All Rights Reserved. ca r g’ I I



