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Packing Company

Animal fats: The naturally healthy
alternative to artificial trans fats

For Immediate Release

Led by Millennials, Americans Warming to Healthy Animal Fats,
Coast Packing/Ipsos Research Consumer Survey Reveals

One Year After Original Baseline Study, Findings Show Changing
Attitudes and Behavior - Especially Among Those 18-34

VERNON, Calif. (October 24, 2016) - Affirming that changes in how we eat aren’t part of
some food fad, a new consumer survey from Coast Packing Company and Ipsos Research
indicates that younger Americans are even more receptive to including animal fats in their
diet than they were a year ago -- and are acting accordingly.

And millennials - those ages 18 to 34 -- are not alone: overall, 13 percent of all survey
respondents are open to animal fats, up from 9 percent a year ago, and 9 percent say their
consumption has increased, compared with 6 percent in 2015.

Among millennials, attitudes have changed significantly. In this year’s study, 24 percent
say they are receptive to animal fats, a marked increase over the 15 percent who held that
position last year. In terms of what members of the youngest demographic are actually
eating, it’s a similar story: 20 percent of millennials report having increased their intake of
animal fats - a hefty jump over 2015, when that figure stood at 13 percent.

As in the original baseline study - conducted in November 2015 - this new survey of 1,000
adults examined how attitudes about animal fats in the American diet have changed in
recent years, and how consumption patterns may be changing as well. Respondents were
asked whether they were more or less open to animal fats, and whether those views
extended to actual behavior. Coast Packing is the number one supplier of animal fat
shortenings in the Western United States.

According to U.S. Census Bureau data, millennials are now the nation’s largest generation
and include some 75.4 million people. Forty-one percent eat out at least twice a week,
compared to 37 percent of Baby Boomers and a like number of Gen Xers, per a study from
foodservice research firm Technomic. Millennials spends 15 percent more of their
discretionary income on experiences than other demographic groups.


http://www.coastpacking.com/

“This year’s results show both more openness to animal fat consumption and higher stated
consumption of animal fats since the last time Coast and Ipsos posed these questions,” said
Eric R. Gustafson, CEO, Coast Packing. “Clearly, healthy animal fats like lard and beef tallow
are back, proving that last year’s survey was not an aberration. Everything old is new
again, or so the expression goes. And that’s true in spades for one hugely influential
segment of the population that may not quite remember the old days. In today's foodie
culture, taste is on par with health concerns — and nutritious animal fats deliver both.

“As we said a year ago, while we're heartened to see this generational shift, we recognize
that traditional ways of thinking and eating don’t change overnight,” Gustafson said. “It’s
important to recognize first and foremost the natural makeup of both lard and tallow.
Neither contains the artificial trans fats you find in hydrogenated shortenings. We believe
strongly that these products are best when minimally processed, which is consistent with
the whole movement in food and cooking right now.”

In analyzing the reasons behind the change in attitudes, Gustafson cited a recent Journal of
the American Medical Association (JAMA) Internal Medicine study implicating the sugar
industry for manipulating information to shift responsibility for heart disease away from
sugar and toward saturated fat intake. “That’s just one example among many that have
emerged in recent years, indicating that, when it comes to healthy animal fats, Americans
have been sold a bill of goods,” he said. “Perceptive journalists, commentators and
consumers are finally paying attention, as our survey indicates.”

According to the survey, those in the 18-34 age bracket are still twice as open to animal fats
as the next oldest group (35-54) - 24 percent to 12 percent - but the numbers have
increased for both groups. Millennials are eight times as open as those 55 and over (3
percent). Behavior does indeed follow attitudes: by a wide margin, those 18-34 continue to
lead the charge back to animal fats. Fully 20 percent say their consumption has increased -
dramatically higher than those 35-54 (9 percent) and those 55+ (1 percent). Thirty-two
percent of those 18-34 say they have reduced their intake of animal fats, vs. 35 percent of
those 35-54 and 51 percent of those 55+.

Age remains the most decisive differentiator among the various demographic filters, the
survey found. Flipping the age bracket around, a greater percentage of those 55 and up
were less open to animal fats (40 percent) than any other age group, almost double the
response from millennials. Those 35-54 were most set in their ways, with 61 percent
indicating that there had been no change in their attitudes in recent years.

According to the Coast/Ipsos study, the gender divide is pronounced: 18 percent of men
are now more open to animal fats, compared to 8 percent of women. Here, too
consumption patterns generally track attitudes. Nearly three times as many men reported
an increase in their consumption of animal fats (14 percent), vs. 5 percent of women.
Conversely, 43 percent of women reported cutting back on animal fats, vs. 37 percent of
men.
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About the Survey

The Coast Packing/Ipsos study was fielded from Oct. 2-5, 2016. Ipsos eNation surveys consist of a
minimum of 1,000 completes with adults 18 years of age or older in the contiguous United States.
The sample includes individuals selected from the online segment of Ipsos’ iSay/Ampario Panel,
and is balanced to be representative of the general population based upon region, gender, age, and
household income data from the U.S. Census Bureau. Results have a margin of error of +/- 3
percentage points. For a copy of the survey results, please email
admin@edgecommunicationsinc.com.

About Coast Packing Company

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number one
supplier of animal fat shortenings - particularly lard and beef tallow -- in the Western United States.
The company sells to major manufacturers, distributors, retailers, smaller food service operations
and leading bakeries. The company participates actively in various ethnic markets - from Hispanic
retail chains, with its VIVA brand, to various Asian specialty markets. Based in Vernon, Calif., Coast
Packing Company is regional, national and, increasingly, global. In some cases, supplier
relationships are multigenerational, extending back 50 years and more.

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us via
social media on Facebook at www.facebook.com/coastpackingco, Twitter @coastpackingco and
Pinterest www.pinterest.com/coastpackingco.
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