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Behavior-Focused 

Food Design

Making it easy for people to 

develop a healthy habit of 

using your product in specific 

moments in their lives.



INSIGHTSNOW.COM

How often do you consider the 

level of processing when 

making a food decision? 

(Always, sometimes, rarely, never) 
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Ultra-Processed
NOVA Food Classification System

Source: Carlos A. Monteiro, 2009 
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Ultra-

Processed 

Foods

GLP-1

JAN 7, 2025

Are Some Ultra-Processed Foods OK? 

New Study Has Answers.
The Wall Street Journal

JAN 6, 2025

Why is the American Diet So Deadly?
The New Yorker

Source: Google Analytics

Social Media TrendsHow is the social 

conversation about 

Ultra-Processed Foods

impacting food choice 

behaviors? 



Research

Questions

The Plan
Quali/Quant 

Approach 

Qual at Scale
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Online survey

N=1000 (Gen Z, Millennials, Gen X, 

Boomers)

5 Key open-ended questions

Utilized a protected AI to help analyze 

open end responses

Identify different segments of consumers based on 

their thoughts, behaviors and beliefs regarding their 

health and wellness and what they eat.

Explore what actions consumers are taking to cope 

with their health and wellness concerns, including what 

foods and ingredients they are avoiding and what they 

are seeking to change about their diet/how they eat.

Understand what consumers know about ultra 

processed foods (UPF) and how they define UPFs.
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Clean Label 
Enthusiasts™
Tracking their behavior since 2017

Consumers defined as being Clean Label 

Enthusiasts:

• Look at ingredients on the front and back 

labels

• Have specific attitudes & beliefs about 

ingredients that contribute to a clean label

• Buy products they perceive as being 

clean label
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Almost half of participants are concerned 
about consuming processed foods

45%

36%

32% 32%

17%
14%

11% 10%
7% 7% 7% 6% 5% 5%

3% 3% 3%

8%

What are your health and wellness concerns about foods and beverages?
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Three ‘macro’ behavior segments emerging 
What are your health and wellness concerns about foods and beverages?

Sugar 

Concerns

Salt

Concerns

Affordable 

Nutrition 

Concerned Fresh & 

Natural 

Concerned

Processed & 

Artificial Ingredient  

Concerns

8% Have no 

concerns

Nutrition Label Readers 

32%

Clean Label Seekers -

26%

Natural Nutrition 

Seekers – 34% 

40% CLE
46% CLE

36% CLE

Fat 

Concerns
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People are avoiding sugar, sweeteners and pre-
packaged foods
When shopping, are there any specific foods, beverages or ingredients you try to avoid buying? 

42%

25%

23%

19%

19%

18%

12%

12%

10%

10%

8%

7%

6%

5%

5%

4%

4%

3%

3%

3%

1%

14%

Sugar & Sweeteners

Sugary Beverages

Carbohydrates

Pre-packaged Foods

Sugary Snacks

Junk Food

Artificial Ingredients

Salt

Fatty Foods

High Calories

Dyes & Colors

Meat

Unnatural Foods

Chemicals

Gluten

Frozen Foods

Dairy

Chips

Canned Food

Hormones

Seafood

Nothing

% of Specific Mentions

Salt, Meat, Unnatural Foods, Gluten, Chips, Seafood & Nothing have been removed from the network due to 

poor clustering stability

Nutrition Label Readers 

32%

Clean Label Seekers -

26%Natural Nutrition 

Seekers – 34% 
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Three definitions emerge for UPF
What do you think the phrase "ultra-processed foods" means?

33%

27%

18%

17%

16%

16%

14%

11%

6%

5%

4%

4%

4%

2%

1%

11%

Extra Processing

Artificial Ingredients

Added Chemicals

Unhealthy

Unnatural

Altered from Natural Form

Long Shelf Life

Preservatives

Loss of Nutritional Value

High in Salt

Flavor Enhanced

High in Fat

High in Sugar

Packaged Food

Fast Food

I don't know

% of Specific Mentions
Clean Label Construct
(Aligns with Nutritional Label 

Readers)

Free-From Construct
(Aligns with Nutritional 

Label Readers)

Natural Nutritional Construct
(Aligns with Natural Nutritional Label 

Readers)
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33%

27%

18%

17%

16%

16%

14%

11%

6%

5%

4%

4%

4%

2%

1%

11%

Extra Processing

Artificial Ingredients

Added Chemicals

Unhealthy

Unnatural

Altered from Natural Form

Long Shelf Life

Preservatives

Loss of Nutritional Value

High in Salt

Flavor Enhanced

High in Fat

High in Sugar

Packaged Food

Fast Food

I don't know

% of Specific Mentions

Those less confident describe UPF 

in more simplistic terms

Less confidence in defining UPFs when 
associated with nutrient bad actors
What do you think the phrase "ultra-processed foods" means? 

Those confident describe UPF as 

unnatural, altered, losing its 

nutritional value, and unhealthy
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Aspiring to eat healthier by eating more plant-
based, vegetables, organics and fruit
What changes would you like to make (or wish you could make) to your diet or the foods you eat? 

32%

18%

14%

13%

12%

12%

7%

7%

5%

4%

3%

3%

2%

2%

41%

Eat Healthier Food

Reduce Carbs

Plant Based Diet

Eat More Vegetables

Eat Less Sugar

More Organic Foods

More Fruits

Avoid Processed

Less Fat

More Protein

Smaller Portions

Less Salt

Less Meat

More Water

Nothing

% of Specific Mentions

More Protein, More Water, & Nothing have been removed from the network due to poor clustering stability
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Believe positive diet changes empower their 
health and well-being
Why do you want to make these changes? 

38%

28%

27%

23%

12%

10%

3%

2%

2%

2%

40%

To Improve Health

To Improve Well-Being

To Feel Healthier

To Feel Better

Weight Management

To Live Longer

Want More Energy

Avoid Diabetes

Avoid Long-term Issues

Avoid Chronic Illness

Nothing

% of Specific Mentions
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Four Key Take Aways
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Qualitative at Scale 
Learnings



Qual-At-Scale Learnings for 
Topic Modeling

Text Cleaning & 

Pre-Processing
Topic 

Discovery

Network 

Analysis
Text 

Classification

Putting text into a 

format suitable for 

analysis

Understanding 

what’s being said 

in the data

Revealing 

connections 

between the topics

Assigning 

probabilities and 

human refinement
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Opportunity 1: 

Design for 

Behavioral Impact
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Design for Behavioral Impact
Three Emerging Behavioral Segments

38% 
Clean Label Enthusiasts
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Evolution of Health and Wellness 
Concerns
Insights into Coping Mechanisms & Behaviors
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Evolution of Health and Wellness 
Concerns
Insights into Coping Mechanisms & Behaviors

Which is more 

understandable?

Which is more 

trusted?Vs

Which is more 

useful to address 

various health & 

wellness 

concerns?
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Evolution of Health and Wellness 
Concerns
Behavioral Impact through Behavioral Scoring

Reading ingredient 

labels

What’s perceived as 

clean?

Reading product 

claims

Is this “All Natural” claim 

believable?

Reading nutrition facts

What levels are 

tolerable?

Viewing the brand

Is this “processed food” 

an avoidance?
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Behavioral Scoring Examples



Culinary Design for Clean Label

85.38
81.13 79.25

76.89

64.62 64.62 62.74 61.32
56.13

48.11 47.17 45.75
41.98 41.35 40.38

35.85

0.00

10.00

20.00

30.00

40.00

50.00

60.00

70.00

80.00

90.00

C
le

a
n
 L

a
b
e
l 
S

c
o
re

Proteins



Culinary Design for Clean Label
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280% 20% 40% 60% 80% 100%

Minimally processed

Non GMO 96%

95%
Nudge Disrupt

Equally relevant, but won’t have same behavioral impact

Claims Relevance and Disruption

13%
Slow Yes

83%
Fast Yes

68%
Fast Yes

27%
Slow Yes
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Opportunity 2: 

Innovate Against 

Aspirations, Not Fears 
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Impact on Food Behaviors

14% More plant-based

What to change in your diet?

32% Eat healthier

(13% more vegetables, 

7% more fruits) 
(12% more organic, 

7% less processed) 

Only 6% 
avoid diabetes, 

long term illness 

or chronic illness

Why change?
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Impact on Food Behaviors
Behavioral Scores to Identify Behavioral Whitespace

Aspirational Gaps Between What 

People are Doing and Aspire to Do 

Better



Identifying the Largest Behavioral Gaps

0% 10% 20% 30% 40% 50% 60% 70%

Price/Value

Size of Desire

68% of shoppers aspire 
to good Price/Value 
In an ideal world, what 
qualities do you consider 
in making food and 
beverage buying 
decisions?

Behavioral Gap

29% of shoppers don’t achieve 

their Price/Value aspirations

Price/Value 

Example
• Good price
• Good value

Size of Achievement

39% of shoppers are 
acting today on all their 
Price/Value aspirations
Thinking of the way you 
actually shop today.
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Total USA Gen Pop – Primary Shoppers

0% 10% 20% 30% 40% 50% 60% 70% 80%

Store/Private Label Brand

Animal Free

Diets

Safety

Is something my whole family enjoys

High Protein

Animal Welfare

Neighborhood

Novelty

Available where I normally shop

Nutritious

Easy to prepare

Free From

Sustainable Packaging

Convenience

Great tasting/Delicious

Healthy

Sustainable Source

Simple Food

Not Fake Food

Fresh

Nutrition Facts

Real Food

Quality

Price/Value
Quality

Sustainable Source

Real Food
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Opportunity 3: 

Seize Control of the 

Ultra-Processed Foods Narrative 
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I don’t know, or 
it’s very 

confusing

I think I know, but 
I  have some 

doubts

I am confident I 
know what it 

means

31%

19%

50%

Most have some 

doubts about their 

understanding of 

ultra-process 

foods

“Processed to the point where 

they no longer resemble their 

original form”

“Foods that are made with 

synthetic components rather than 

real, whole foods”

“Foods that can lead to health 

problems like obesity and 

diabetes”

“More processed in a factory or 

machine with more sodium to 

preserve it.”

“Food that is made with fats, 

sugars salt and unidentifiable 

ingredients”

“Its usually packaged, made to 

last a long time, and made to 

taste good, but its not really 

healthy. “

“Frozen dinners, fast foods, 

things that are premade”

“Foods that have been processed 

more than once.”

“I have no idea whatsoever.”

How confident are you in your understanding of what 
"ultra-processed foods" mean?
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To be trusted, brands must stand 

up for something…

Say what you’re going to do… 

AND

Do what you’re going to say!
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Internal

Questions?

Dave Lundahl, PhD
Chief Executive Officer

Dave.lundahl@insightsnow.com

VISIT

Stand 507



You’re invited to join our May Webinar!

Are you GLP-1 Friendly?

Applying behavior frameworks to 

the Voice of Consumer to 

understand the language of GLP-1 

food experiences

https://bit.ly/4jGwhcb


