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Youth,	Gender	Play	Big	Part	in	Openness	to	Healthy	Animal	Fats,	

Fourth	Annual	Coast	Packing/Ipsos	Survey	Reveals	
	

In	Latest	Study,	Consumers	Speak	Out,	Show	Nuanced	Understanding	of	Fat’s	Role;		
	‘Humans	Evolved	to	Eat	Animal	Fats’		

	
VERNON,	Calif.	(November	1,	2018)	–	“Fat	is	a	necessary	part	of	a	diet.”	“Animal	fats	are	
better	for	you	than	synthetic	fat.”	“Humans	evolved	to	eat	animal	fats.”			
	
So	say	respondents	in	the	fourth	annual	Coast	Packing	Company/Ipsos	Animal	Fats	Study,	
examining	openness	to,	and	consumption	of,	animal	fats.		Among	the	findings	in	this	latest	
iteration	of	the	consumer	survey	from	Ipsos	Research	and	Coast,	the	number	one	supplier	
of	animal	fat	shortenings	in	the	Western	United	States:	consumers	recognize	that	not	all	
fats	are	created	equal	or	play	an	identical	role	in	a	balanced	diet.	
	
As	in	the	original	baseline	study,	conducted	in	November	2015,	the	2018	edition	polled	
1,000	adults	nationwide	on	their	attitudes	and	consumption	patterns	around	animal	fats.		
Respondents	were	asked	whether	they	were	more	or	less	open	to	animal	fats,	and	whether	
those	views	extended	to	actual	behavior.		New	this	year	was	a	question	aimed	at	eliciting	
verbatim	responses	from	a	subset	of	the	sample:	“Why	are	you	more	open	to	animal	fats	in	
your	diet?”			
	
According	to	the	study,	more	men	than	women	are	open	to	animal	fats,	a	trend	mirrored	in	
their	consumption	patterns.		Likewise,	animal	fat	friendliness	continues	to	be	a	function	of	
age;	millennials	are	both	more	open	to	animal	fats	in	their	diet	and	more	likely	to	be	
consumers:	
	

o Younger	respondents	are	three	times	more	open	to	animal	fats	than	their	elders	(18	percent	
for	18-34	year-olds,	compared	to	6	percent	for	those	ages	35+) 

o Men	are	almost	twice	as	open	to	animal	fats	(13	percent,	to	7	percent	for	women) 
o Americans	with	children	in	the	household	are	significantly	more	open	to	animal	fats	(14	

percent,	compared	to	Americans	without	children	in	their	household,	at	8	percent) 
o Consumption	of	animal	fats	among	respondents	ages	18-34	has	increased	by	almost	three	

times	(at	14	percent)	over	that	among	Americans	ages	35+	(at	5	percent) 



o Consumption	of	animal	fats	by	men	has	increased	by	almost	three	times	(at	11	percent)	the	
rate	of	consumption	among	women	(at	4	percent) 

o As	with	greater	openness	to	animal	fats,	consumption	of	animal	fats	among	Americans	with	
children	in	their	household	has	increased	by	a	factor	of	nearly	two	(at	11	percent),	
compared	to	6	percent	among	Americans	without	children	at	home 

	
Verbatim	feedback,	which	skewed	toward	men	and	younger	respondents,	revealed	a	range	
of	insights	about	increased	openness	to	animal	fats:	
	

o “I've	come	to	realize	that	health	is	more	complicated	and	there	are	good	fats	that	are	
important	to	keep	in	our	diets.”	

o “[Animal	fats]	are	better	for	me	than	fake	fats.”		
o “I	think	animal	fat	is	healthier	than	many	plant-based	fats.”	
o “Less	evidence	to	show	they	are	harmful.”			
o “In	the	past	I	thought	animal	fat	would	make	me	FAT	but	today	I	know	that	it	will	not…”		
o “I	think	the	most	important	thing	is	to	eat	quality	food	no	matter	what	it	is.	“		
o “The	lie	about	saturated	fats	and	animal	fats	being	the	cause	of	heart	disease	has	finally	

been	exposed.	They	are	healthier.”				
o “Because,	why	not???”		

	
“As	the	latest	Coast/Ipsos	survey	shows,	consumers	increasingly	get	it	–	they	understand	
that	animal	fats	are	a	net	positive	for	health	and	well	being,”	said	Eric	R.	Gustafson,	CEO,	
Coast	Packing.		“We	were	especially	pleased	by	the	insights	and	thoughtfulness	expressed	
in	the	verbatim	responses.		Today’s	consumers	clearly	value	authenticity	and	want	food	
that	is	made	with	integrity	and	respect	for	culinary	traditions.		That’s	why	the	natural	
makeup	of	both	lard	and	tallow	matter	so	much.		Neither	contains	the	artificial	trans	fats	
found	in	hydrogenated	shortenings.		These	products	are	best	when	minimally	processed,	
which	is	consistent	with	the	entire	thrust	of	food	and	cooking	right	now.”			
	
Foodies	have	been	signaling	as	much	all	year.		According	to	Fine	Dining	Lovers	in	its	report,	
“12	Food	Industry	Trends	for	2018”,	“It	seems	Deep	Fried	is	making	a	big	come	back	for	
2018.”			Nodding	in	agreement	is	LoveFood.com,	which	includes	lard	among	the	“24	Foods	
You	Need	to	Try	in	2018”.		Or,	as	forecasters	predicted	at	“The	Next	Big	Bite”	event,	held	in	
New	York	on	October	1,	“[in	the	coming	year],	lard	and	cooking	with	real	fat	will	get	new	
respect.”	
	
About	the	Survey	
The	Coast	Packing/Ipsos	study	was	fielded	from	Sept.	14-20,	2018.		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	
Now	marking	its	96th	year	in	business,	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	diverse	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.		Coast	is	a	founding	member	of	the	Healthy	Fats	Coalition	
(http://www.healthyfatscoalition.org/).	
	
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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