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ףּ  ︣ ṇ  

 

 

 

 
 

 צּ

פּצּ  
 

 

 

 
ḱ  ֿב ךּ ḭ ḭ

ḭ ḭ ḭ ḭ צּ  4 לּךּ

︣Ḯ 

ḱ ︣ ︡ ךּ ︣Ḯ ṇ ḭ  3  1 

ṕ36% Ṗּצḭ1 ︡ ṇ ךּ נּ ףּ ḭ

ṇ פּ ḭ ḭ ḭ ︣ צּ שּ︡ ︡ ךּ כֿ

צּ ︡ ︡ Ḯ 

ḱ  3  2ṕ64% Ṗּצḭ ︣

ךּ נּ ךּ ︣Ḯּל ḭ Ṋ ṕ84% Ṗ ṕ72% Ṗ

ךּ ︡ Ḯ 

ḱ ּצ ḭ ḭ שּ ︡ ךּ ḭ ḭ

︣ ︡ ךּ כֿ ḭ ṇ ︡ ךּ ︣Ḯ 

ḱ ṇ אל טּצּ ︣Ḯ טּצּ ḭּט ךּ

ךּ ︡ לּ ḭ אל ךּ ṇ צּ אל

ךּ נּ ךּ ṕ45% Ṗ ︣Ḯ 

 
 

 

 

 

ḭ צּ טּ ︣ ︡  

ךּלּכḮֿלּ ךּ︡ טּ Ḯ ḭṡ ṇ ṇ  

Ṣ ︣ צּ צּ ךּ לּ נּ ︡  Ḵפּלּ

לּ שּךּ פּ צּ ךּ ︣Ḯ 
 

Å   Ḳ צּ ףּ ṕ ︡ḭ  

ḭ ḭ ḭ צּ  

Ṗḭךּ צּ ךּ ︣Ḯ ṕU.S. Census BureauṖ ḭ  

35 ךּ  ︣

︡ ךּ ︣Ḯ 

Å     Ḳ ḭ ḭ 

2 ḭ ḭּצ לּ ףּ ḭ  
︡ ךּ ︣Ḯ ṕWorld Health OrganizationṖ 

ḭ2020 צּ 73% ḭ2001  
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פ60%ּ ︣ ︡ ךּ ︣Ḯ ףּ ךּףּ  

ḭ 4 3 צּ ︣Ḯ שּ צּ  

טּ ḭ ךּ ︣Ḯ ḭךּ

צּ שּ אל לּ ︡

Ḯ 
 

Å  ︡ Ḳ ︣ לּ  

ךּ ︣Ḯ ḭךּ אל ︠  

︡ḭ ︡ ךּ ︣Ḯ ḭ ṇ Global Health and 

Ingredient- Sentiment Survey  ( ףּ ︣ ṇ

Ṗ ḭ צ70%ּ ḭ ḭ ṇ ḭ

לּ תּ ךּ נּ

ךּ ︣Ḯ 

 

Å  ּצ Ḳ ︡ ḭ  צּ

︡ ךּ ︣ טּ ︡ḭ  

ṇ קּ לּ ︡ Ḯ ḭ  

ךּ ךּ ︣Ḯ ṇ ךּףּ ḭ אל  

ṕ צּ ︡ Ṗṡ קּ Ṣ ṡּט  

קּ Ṣ ︡ ḭ 44% ︡ Ḯ  

4 ṕ3  73%Ṗ ḭ צּ כֿ לּ אל ḭ ḭ ︡  

︡ פּ ︡ ךּ ךּ ךּ ︣Ḯ 
 

ṡ ךּ ḭצּ︣ וֹ ︡

Ṣ ṇ ḭStrategic Health and Wellness Insightṕs 

ḱ Ṗ ṇḭAndrew Mandzy ךּ ︣Ḯ 

ṡ ḭ ךּ ︡ ךּ אל צּ  

פּ אל כֿ ︡ ךּ ︣Ḯ ︡ ḭ  

אל ︠ כֿ ךּ ︣Ḯ  

ḭ ︣ וֹ  

פּקּ ךּ ḭ ︣ כֿ ךּ ︣Ṣ 

 

ṇ ךּ  
 

כֿ ḭ צּ ךּ  

ḭ ṇ פ63ּ  

ךּ ךּ ︣Ḯ  

ḭ ךּקּ ṇ

כֿלּ  צּ קּ ḭ

ḭשּ ṇ

ṇ ṇ פּ︡ קּ

Ḯ ṇ צּ

טּ  ḭ

 

צּ שּ ︣Ḯאל

 ḭ ḭשּ

שּ

︣Ḯ

טּצּךּ ḭ  

נּ טּצּ ︣Ḯ

ךּ  

ךּ ךּ ḭ ףּ  ḭ

נּ ︣  

צּ ︣Ḯ 

צּ אל ךּ ḭ  

ṇ Retail Measurement 

לּ ︣ ḭ  Services and Wellness Tracṕk    

שּ פּ ︡ Ḯ 3 2ṕ68%Ṗ ḭ 

ṡ שּ︡ ךּ צּ ךּ ךּ שּ ףּ

Ṣṡךּ שּ Ṣ ṡּט Ṣ︡ ךּ ︣Ḯ

ṇ כֿ וֹ ךּ ︣Ḯ ṕFMCGṖ

4 ךּ ḭצּ︣ לּ שּ

שּקּ ךּ ︣Ḯ 
 

ṇ Global Health and Ingredient-Sentiment Surveyṕ ףּ  

︣ ṇ ) ḭ ṇ פ63ּ  

3 פּ ḭ אל ךּ ḱ ︡  

צּ לּ ︢ ךּ פּ ︡ ︡ Ḯ ṇ ḭ צּ  

︡ ךּ ḭ ︣ ṇ ḭ אל ךּ  

צּ ṇ ︡ ךּ פּ ︡ ︡ Ḯ  

צּ ךּ פּ ︣ ḭ22 ︣  

ךּ ︡ ︡ Ḯ 

ṇ ףּ Ṗ ṇ  

אל  

ךּ ︣Ḯ 



ףּ  ︣ ṇ  

 

 

 

 
 

Ḳ  
 

 
︡ ךּ וֹ טּ Ḯ  

ṇṕCDCṖּף ṇ ṕEAACIṖ פּ ḭ  

︣ ṇ צּ ︡ ךּ כֿ צּ  

︡ ךּ ︣Ḯ ḭCDC 1997 פּ 2011 ḭ  

ṇּצ 50% ︡ ︡ Ḯ ḭEAACI  

ṇ ︡ 10 7  

︡ Ḯאל ḭFood Allergy Research & EducationṕFAREṖ ḭ1,500  

צּ ṇ טּ ︡ ךּ ︣ḮEAACI  

ṇ וֹ ךּ ṇ 1,700  

︣Ḯ ṇ אל  

ךּ כḭֿצּ צּ ︣ ḭ ṇ  

ṇ ︣ כֿ כֿ ︡ ךּ ︣Ḯ 

 
טּצּ ︡  

︡ ︣Ḯ ṇ ḭ1 ︣ ṇ 

צּ ךּ נּ  

36% ︡ Ḯ ṇ לּ

ךּ ףּ ︣ ṇ ḭ

12% ︡ Ḯ 

 
ṇ ṇ ḭ וֹ כֿ צּ  

ךּ כֿ ︡ ךּ ︣Ḯ ḭ 

2016 6 11 52 ךּ צּ

21.9%ḭ ךּ צּ 30.3%ḭ ךּ

צּ 6.1% ︡ ︡ Ḯ ḭ2016 5 8  

52 ךּ צּ 2 ṕ34.2%Ṗ ︡ ︡ 

Ḯ ḭ ṇ Wellness Tracṕk Ṗ ṇ  

ḭ2016 7 30 52 וֹףּ צּ ךּ ךּ

ṇ אל 75.7%ḭ צּ

ךּ ךּ 9.5%ḭ צּ ךּ ךּ

15.2% ︡ Ḯ ︣ ṕ ḭךּ  

︡ Ṗ ךּ ḭ צּ 4.8% ︡ ︡ Ḯ 

 
צּ 1  3   

︡  ךּ
 
 
 

︣ ṇ  

ךּצּ ︡  

 
 
 
 

36% 
 

 

 

 
 
 

50% 
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42% 
 
 

 
 

 
 
 

34% 
 

 

 

 
 

 
31% 

 

 

 

 

 
22% 

 
 

ṇ  
 
 
 
 
 
 

1. ṇ אל ךּ ︣Ḯ ḭ אל  
ṕ Ṗ ︡ ḭ ṇ אלקּ ךּ  

︡ ךּ ︣Ḯ ḭ ︣Ḯ 

Ḳ ṇ .Global Health and Ingredient- 

Sentiment Surveṕy ּף ︣  
ṇ Ṗḭ2016 1  

Ḳ 
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אל Ḳ 
ṇ פֿ 

 
 

3 2ṕ64%Ṗּצḭ  

︣ ךּ נּ ךּ ︣Ḯ אל ךּ  

טּ ︣Ḯ Ṋ 8 ṕ84%Ṗ ḭ  

︣ ךּ נּ ︡ Ḯּל ḭ פּ  

ṇ ︡ ṕ48%ṖḮ  

ךּ נּ ṕ72%Ṗ ḭשּ  

ךּ ︡ ךּ ︡ ṕ19%ḭ 14%ṖḮ 

ךּ נּ ḭ לּ ḭ ṇ  

צ44%ּ ךּ ךּ ︣Ḯ 
 

ḭ ṕ31%Ṗ ṕ26%Ṗ ︣ צּ ︣Ḯ

אל ḭ 5 1 צּ ṕ 19%Ṗ

︣ ךּ נּ ךּ ︣Ḯ 

אל Ḳ

ṇ  

פֿ  



ףּ  ︣ ṇ  

 

 

    
20%    
36%    
39%  24   

    

 

    
    
    

8%    
    

 

 
 
 
 

אל ךּ  
 

︣ ךּ ︡  

 
 

 ṇ  Ṋ    
 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 קּ
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

.*. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

ṇ  

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

ḭךּ  

ṇ  
 

 

 
Ṋ ṇ ךּ  ṇ ṇ 

 

10% 9% 7% 
5% 2% 1% 
8% 6% 4% 

14% 4% 2% 
7% 2% 4% 

 

 
 
 
 
 
 
 
 

Ḳ ṇ .Global Health and Ingredient-Sentiment  Surveṕy ּף ︣ ṇ Ṗḭ2016 1  
 

*. ︡ ḭצּ קּ ḭ ḭ כֿ טּצּ  


