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Produce for Better Health Foundation 
Produce for Better Health Foundation (PBH) is a non-profit 
501 (c) (3) consumer education foundation whose mission is to 
motivate Americans to eat more fruit and vegetables to improve 
public health. PBH partners with government agencies like CDC, 
non-profit organizations, health professionals, educators, and 
members of the fruit and vegetable industry to promote increased 
consumption of fruit and vegetables. We leverage private indus-
try and public sector resources, influence policy makers, motivate 
key consumer influencers, and promote fruit and vegetables 
directly to consumers. 

We’re on 
a Mission!

Fruits & Veggies—More Matters® 
Managed by PBH, Fruits & Veggies—More Matters is the nation’s 
largest public-private fruit and vegetable nutrition education 
initiative. The foundation of Fruits & Veggies—More Matters is 
a brand logo and messaging designed to motivate Americans to 
eat more fruit and vegetables. Fruits & Veggies—More Matters 
materials and messages are widely featured in print, on websites, 
and on social media platforms like Facebook, Twitter, Pinterest, 
YouTube, and blogs. Since its inception in 2007, it is estimated that 
the Fruits & Veggies—More Matters logo has been seen an average 
of 108 times by every American. 
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Executive Summary
For several years, recommendations in public health policy have 
encouraged an increase in fruit and vegetable consumption by 
adults and children in the US.1, 2 The health benefits of increasing 
fruit and vegetable consumption continue to grow3, despite 
the daily intake of fruits and vegetables remaining well below 
recommended levels for most Americans.4, 5

Since 1991, Produce for Better Health Foundation (PBH) has 
been dedicated to producing a healthier America through 
increased fruit and vegetable consumption. PBH, Centers for 
Disease Control and Prevention (CDC), and other national 
partners launched a call to action, Fruits & Veggies—More 
Matters, in March of 2007. Fruits & Veggies—More Matters is a 
branded social marketing campaign that replaced the previous 
national 5 A Day program6 as the rallying cry to deliver the 

benefits of fruits and vegetables to consumers in a way that is 
designed to change and sustain their behavior over the long 
term. Fruits & Veggies—More Matters was developed with 
moms as the primary target audience.7 It was further tested 
with male and female adults, Caucasian, Hispanic and African 
Americans, and was found equally appealing among all groups. 

As part of a comprehensive research plan for Fruits & Veggies—
More Matters, that includes both process and evaluation 
components, PBH conducted a baseline survey and subsequent 
annual follow-up surveys to identify psychosocial factors 
associated with fruit and vegetable consumption of moms as it 
relates to their own consumption and their behavior with their 
families. 

Baseline results indicated that moms value the importance 
of fruits and vegetables in the diet, believe that as a mom it is 
important to include them in family meals, and say that they 
intend to do so, although fewer think it will be easy. The most 
common barriers were different likes and dislikes of family 
members, and difficulty including them when at restaurants. 
Respondents also said it was more difficult to include fruits 
and vegetables at meals where they are not traditionally served, 
when away from home, and in the context of their everyday 
responsibilities. 

Key findings over time indicate that moms continue to strongly 
believe in the benefits of fruits and vegetables and continue to 
be concerned that their families are not consuming enough of 
them. The 2008-2009 recession had a significant negative impact 
on moms’ attitude and behavior regarding fruits and vegetables. 
In addition, while the Internet remains the top preferred source 
of information regarding fruits and vegetables, family members 
were becoming more influential, while other sources were 
becoming less so.

Providing moms with practical information to increase their 
family’s consumption of fruits and vegetables, especially while 
on a budget, will help them follow through with their intentions. 
PBH’s consumer website, MoreMatters.org, developed 
specifically with moms in mind, continues to be a growing, 
reliable source of information for this audience. Insight gleaned 
from the annual surveys, outlined in this report, assist PBH in 
our effort to reach moms; we also hope that it helps you in your 
effort to increase fruit and vegetable consumption.
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Key Trends
Behavior-based interventions that apply various behavior 
theories or constructs have demonstrated success at influencing 
fruit and vegetable consumption among adults and children.8-11 
Perceived obstacles (including social, personal and economic 
challenges), intrinsic and or extrinsic motivation, normative 
beliefs, confidence in coping with barriers to change behavior 
(self-efficacy), and self-management are all examples of constructs 
that are used to effect change in fruit and vegetable intake. 

In an effort to understand these various factors related to fruit 
and vegetable consumption among moms, a 2007 baseline 
survey was conducted with Generation X (Gen X) moms, born 
between 1965 and 1979. Gen X moms were chosen, in part, 
because they were especially involved in their families’ health 
and were concerned with disease prevention and holistic health. 
They actively sought information, especially regarding family 
health and well-being. Additionally, they tended to be very 
influential on their spouse or significant other as well as their 
parents.12 

Generation Y (Gen Y) moms, born between 1980 and 1990, were 
included beginning in 2010. However, given that Gen X and Gen 
Y moms continue to age, as do their children, PBH reanalyzed 

the data to compare year to year only those moms with children 
ages 10 and under. Throughout this document, therefore, moms 
will be referenced as those with children ages 10 and under, 
regardless of when the moms were born. For more information 
about methodology and demographics, see Appendix A and B.
Moms’ responses to questions about various factors related to 
fruit and vegetable consumption are outlined below.

Attitudes
The majority of moms have traditionally felt that they and their 
families eat too little fruit and vegetables, but it appears this 
trend may be changing. Whether because of perceived or actual 
consumption, more moms are beginning to believe their families 
eat just enough fruit and vegetables, even though there is still 
great room for improvement (Chart 1). Moms personal attitudes 
towards eating fruits and vegetables have remained fairly 
consistent since 2007, though more moms indicate that they find 
eating fruits and vegetables enjoyable, but also a chore (Chart 2). 
When asked about fruit separately from vegetables, we find that 
vegetables are less popular among moms than fruit consistently 
over time (Chart 3).

Chart 1: Moms’ Perception about Family’s Fruit & Vegetable Consumption

Which of these statements best represents your family’s eating habits for each of the following?
(Include fresh, canned, frozen, dried, and 100% juice)

54%

43%

3%

“We eat too much”
“We eat just enough”
“We eat too little”

56%

42%

2%

(n=896)
2007

(n=803)
2008

(n=761)
2009

2%

44%

53%

%
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FRUIT VEGETABLES

48%

47%

5%

53%*

43%

4%

(n=1037)
2010

(n=1270)
2011

(n=700)
2012

5%*

45%

50%* 50%

45%

5%

45%

49%

6%

(n=700)
2013

(n=265)
2014

62%

37%

1%

62%

36%

2%

(n=896)
2007

(n=803)
2008

(n=761)
2009

1%

37%

62% 63%

34%

3%

57%*

41%*

2%

(n=1037)
2010

(n=1270)
2011

(n=700)
2012

2%

35%

63% 62%

35%

3%

59%

38%

3%

(n=700)
2013

(n=265)
2014

*Represents statistically signi�cant difference from previous year.

Responses do not equal 100% because mid-point in 5-point Likert Scale was omitted.
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Intention  
Between the 2007 baseline and 2008 follow-up survey, moms 
were showing higher purchase intention (Chart 4). However, in 
2009 and 2010, moms were showing lower purchase intention, 
which was probably directly related to the economic climate and 
related pressures occurring during the recession. After three 
years of stability, between 2011-2013, moms intention 

Chart 2:  Moms’ Personal Attitudes About Fruits & Vegetables

Please rate your level of agreement or disagreement with the following statements:

Chart 3: Moms’ Attitudes Toward Eating Fruits & Vegetables

Which of the following best describes your attitude toward eating fruits and vegetables?

I mostly eat vegetables because 
I feel I have to eat vegetables

I mostly eat vegetables because
I feel I want to eat vegetables

I feel I have to eat vegetables AND 
I feel I want to eat vegetables

I don’t feel I have to eat 
vegetables AND I don’t feel
I want to eat vegetables

1%

33%

55%

12%

1%

44%

23%I mostly eat fruit because
I feel I have to eat fruit

I mostly eat fruit because
I feel I want to eat fruit

I feel I have to eat fruit AND
I feel I want to eat fruit

I don’t feel I have to eat 
fruit AND I don’t feel I want 
to eat fruit

% Respondents % Respondents

2%

35%

52%

11% 2009 (n=757)

2014 (n=265)

40%

39%

2%

19%

FRUIT VEGETABLES

33%

to include more fruits and vegetables in meals and snacks 
dropped significantly in 2014. This is consistent with responses 
to a separate series of questions about behavioral intentions, 
where moms reported that getting their family to eat more fruits 
and vegetables was not among their most pressing concerns in 
2014 (Chart 5). 

“For me, eating more fruits and 
vegetables each day is enjoyable.”

“As a mom, it is important that I 
include fruits and vegetables in my 

family’s meals and snacks.”

*Represents statistically 
signi�cant difference from 

previous year.

Responses do not equal 100% 
because mid-point in 5-point 

Likert Scale was omitted.

“For me, eating more fruits and 
vegetables each day is a chore.”

49%

45%*
53%

52%

51%

47%

50%*
60%20%

25%*
24%
24%
24%

26%
31%*

28%

75%

73%

76%

75%

73%

69%

68%

66%

88%

92%

89%

92%

90%

91%

93%

91%

2009 (n=761)

2008 (n=803)

2007 (n=896)

2010 (n=1037)

2011 (n=1270)

2012 (n=700)

2013 (n=700)

2014 (n=265)

Agree Disagree

2%
2%

1%
3%
2%
3%
2%
2%

9%
6%
5%
8%

6%
7%
7%
7%

% Respondents
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Chart 4: Moms’ Intentions about Fruit & Vegetable 
Purchases

Please rate your level of agreement or 
disagreement with the following statement: 

“In the next 3 months, I intend to include more fruits 
and vegetables in my family’s meals and snacks.”

4%

5%

4%

% Respondents

Agree Disagree

2014 (n=265)

2013 (n=700)

2012 (n=700)

2011 (n=1270)

2010 (n=1037)

2009 (n=761)

2008 (n=803)

2007 (n=896)

79%

72%*

76%

77%*

69%

69%*

78%*

69%

4%*

7%

3%

4%

6%*

*Represents statistically signi�cant difference from previous year.

Responses do not equal 100% because mid-point in 5-point 
Likert Scale was omitted.

Chart 5: Moms’ Level of Motivation About 
Introducing More Fruits & Vegetables

Please indicate your agreement or disagreement 
with these statements:

54%*
63%*

55%

% Respondents

Agree Disagree

18%

21%

21%

64%*

75%*
70%

12%

14%

12%

45%*
62%*

53%

21%

26%

23%

“I am not strongly motivated to try 
and feed my family more fruits and 

vegetables because I know that 
they already get enough”

“Getting my family to eat more 
fruits and vegetables than they do 
already is not worth the struggle”

“Getting my family to eat more fruits 
and vegetables is not among my 
most pressing concerns around 

ensuring their health and welfare”

2014 (n=265) 2011 (n=1270) 2008 (n=803)

*Represents statistically signi�cant difference from previous year.

Responses do not equal 100% because mid-point in 5-point Likert Scale was omitted.

. . . moms 

reported that 

getting their 

family to eat 

more fruits and 

vegetables was not 

among their most 

pressing concerns 

in 2014.
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Self-Efficacy
In the 2007 baseline study, higher levels of self-efficacy were 
reported for including fruit and vegetables at meals where 
they are traditionally served (e.g. vegetables at dinner, fruit at 
breakfast). Levels of self-efficacy were lower and showed more 
variability for meals where they are not traditionally served (e.g. 
vegetables at breakfast), when eating in situations away from 
home, or in the context of common daily situations of moms, 
such as running errands or taking children to activities. By 2009, 
however, moms were increasingly finding it harder to get their 
family to eat fruits and vegetables during all eating occasions 
(Chart 6). This is likely a result of the difficult economic period, 

Chart 6: Moms’ Ability to Increase Family Fruit & Vegetable Consumption Throughout the Day

How easy is it for you to get your family to eat fruits and vegetables at the following times?

Fruit VegetAbles

since it trended back up a bit in all situations by 2011. This 
question was asked each year from 2007-2011 for all eating 
occasions, and will be asked again in 2015. 

One particular area of interest was showing steady improvement 
and was therefore asked in 2012-2014. Moms’ level of reported 
ease in getting their family to eat fruits and vegetables at 
restaurants and quick service restaurants has shown steady 
improvement over time (Chart 7). This coincides with the 
addition of fruit in quick service restaurants during this period of 
time and the expansion of healthy entrées on restaurant menus.13 

At breakfast

At lunch

At dinner

At snacks

At school

At work (self)

At a restaurant

At a fast food 
establishment**

80%

81%
75%*
77%

68%
68%

81%
77%

83%

63%*
67%*

79%

67%

71%

70%

29%
30%

22%

19%

80%

79%

64%

80%

69%

73%*

37%*

25%

59%*

31%

% of Respondents Who Answered “Easy”

2009 (n=761)

2008 (n=803)

2007 (n=896)

2010 (n=1037)

2011 (n=1270)

82%

77%

75%*

82%

65%

80%

67%

72%

35%

26%

13%

14%*
8%

83%

75%*
82%

41%
43%

46%
45%

52%
55%

11%

9%

54%

51%

19%*

48%

75%

41%*

43%

54%

42%*

17%*

45%*

34%*

39%*

49%*

46%

47%

43%

44%

52%

40%

41%

81%*

52%

18%

13%

*Represents statistically 
signi�cant difference from 

previous year.

**Not inluded as an 
option in 2007.



Moms’ Attitudes and Beliefs Related to Fruit & Vegetable Consumption ∙ 2007-2014 9

Chart 7: Moms’ Ease in Getting Family to Eat Fruits & Vegetables When Eating Out

How easy is it for you to get your family to eat fruits and vegetables at the following times?

% Respondents % Respondents

Easy Not Easy

At a Restaurant

At a Fast Food Establishment**

30%
31%

37%*
35%

29% 2009 (n=761)

2008 (n=803)

2007 (n=896)

2010 (n=1037)

2011 (n=1270)

2012 (n=700)

2013 (n=700)

2014 (n=265)

45%*
46%
44%

19%
22%

25%
26%

28%
25%

30%

FRUIT

30%

25%

24%*
37%

35%

39%

40%

41%

47%

46%

45%

50%

47%

49%

53%

43%
47%

42%*
44%

46%

53%*
61%*

42%*

9%
11%

17%*
13%

17%
9%*

15%*

VEGETABLES

28%*
18%

19%*
26%

27%

23%

26%

24%

69%

70%*
60%

67%

63%

66%*
72%

Easy Not Easy

*Represents statistically 
signi�cant difference from 

previous year.

Responses do not equal 100% 
because mid-point in 5-point 

Likert Scale was omitted.

**Not included as an option
in 2007.

Moms level of 

reported ease 

in getting their 

family to eat fruits 

and vegetables at 

restaurants and quick 

service restaurants 

has shown steady 

improvement over 

time. This coincides 

with the addition of 

fruit in quick service 

restaurants during 

this period of time 

and the expansion of 

healthy entrées on 

restaurant menus.13 
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Beliefs & Social Support
Generally moms indicate they would like to be able to include 
a variety of fruits and vegetables in their families’ meals and 
snacks, and they feel they know how to prepare fruits and 
vegetables in different ways though they remain interested in 
knowing how to prepare fruits and vegetables in new ways. In 
years when more moms responded that they didn’t know how 

to prepare fruits and vegetables in different ways, such as year 
2008 and 2011, we also saw a greater interest in knowing how 
to prepare them in new ways (Chart 8). Combined, this is likely 
an indication that moms wanted to move more toward action 
and realized that they needed to know more about fruits and 
vegetables in order to do so. 

Chart 9: Sense of Social Support In Efforts to Increase Family Fruit & Vegetable Consumption

Please rate whether you agree or disagree with the following statements:

% Respondents

“I do not have the support I need to 
include fruit and vegetables in my 

family’s meals and snacks.”

“My spouse/partner believes it is 
important that our children include fruits 

and vegetables at meals and snacks.”

2009 (n=761)

2008 (n=803)

2007 (n=896)

2010 (n=1037)

2011 (n=1270)

2012 (n=700)

2013 (n=700)

2014 (n=265)

60%

66%*
57%

62%

59%*
53%*

66%

70%

12%*
6%*

11%

10%

9%

11%*
8%

10%72%
77%

66%*
71%

73%
68%*

77%*
62%*

11%
16%*

23%*
19%
19%

23%*
15%*

20%

Agree Disagree

*Represents statistically signi�cant difference from previous year.

Responses do not equal 100% because mid-point in 5-point Likert Scale was omitted.

Chart 8: Moms’ Attitudes toward Fruits & Vegetables

Please rate your level of agreement or disagreement with the following statements:

% Respondents

“I would like to be able to include a 
greater variety of fruits and vegetables 

in my family’s meals.”

“I am interested in knowing how
to prepare fruits and vegetables in 

different ways.”

85%
80%
79%

87%*

*Represents statistically signi�cant 
difference from previous year.

Responses do not equal 100% 
because mid-point in 5-point Likert 

Scale was omitted.

2009 (n=761)

2008 (n=803)

2007 (n=896)

2010 (n=1037)

2011 (n=1270)

2012 (n=700)

2013 (n=700)

2014 (n=265)

80%*
88%*

80%* 2%

2%

6%*
3%

4%*
2%

4%

77%*
79%

71%*
82%*

70%

73%
77%

73% 6%

8%

10%*
6%

11%*
6%

6%

10%

Agree Disagree

“I don’t know how to prepare fruits and 
vegetables in different ways.”

42%

44%

45%

44%

47%

42%

40%*
51%23%

33%*
29%
27%

32%*
30%
30%
28%
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Please rate your level of agreement or disagreement with the following statements:

Chart 10: Moms’ Perception of Key Fruit & Vegetable Benefit Statements

A diet that includes fruits and 
vegetables may help your children 

avoid obesity

New, colorful and fun ways of eating can 
be introduced to your family with the 

variety of available fruits and vegetables

A diet with more fruits and vegetables 
promotes your family's overall health and

may prevent disease, now and for the future

It's not just fresh — canned, dried, 100% 
juice or frozen fruits and vegetables are all 
sources of healthy nutrition for your family

Fruits and vegetables can provide your
family with a wide range of valuable nutrients 

like �ber, vitamins, and potassium

More fruits and vegetables plus
more physical activity means the

family can be at its best

A diet that includes fruits and 
vegetables may help promote well-being 

of mind and body

% Respondents

*Represents statistically signi�cant 
difference from previous year.

Responses do not equal 100% 
because mid-point in 5-point Likert 

Scale was omitted.

2010 (n=1037)

2007 (n=896)

2014 (n=265) 2%

2%

2%

Agree Disagree

3%

2%

1%

1%

2%

1%

9%

7%

5%

2%

2%

1%

2%

1%

1%

1%

2%

1%

90%

90%

92%

78%*
87%*

79%

90%

91%

93%

66%

71%

72%

92%

93%

94%

89%

92%

93%

90%

91%

93%

Generally moms indicate they have the support they need to 
include fruits and vegetables in their families’ meals and snacks, 
and their spouse/partner believes it is important to do so (Chart 
9). Worth noting is that in years when fewer moms felt like 
their spouse believed it was important to feed the children fruits 
and vegetables (2009, 2012 and 2014), these were also the years 
moms reported not having the support they needed to include 
more fruits and vegetables in meals and snacks, suggesting 
that dads are an important social support in some households. 
Conversely, years when moms felt they had the most support to 
include fruits and vegetables in meals and snacks were also the 
years they reported that their spouse thought it was important 
(2008 and 2013). 

An open-ended question was asked in 2010 to better understand 
what moms meant by ‘support’ if they indicated that they needed 
it. In response, moms reported that they were lacking spousal/
family support, had various dislikes of fruit or vegetables within 
the family, needed different ideas/recipes, cost reduction or 
financial support, and more time. This open-ended question 
helped frame future questions in the annual survey to 
understand barriers to consumption (see  page 21 on Barriers). 

Perceived Benefits
The perception of fruits and 
vegetables and various health 
and nutrition issues can be 
seen in Chart 10. Agreement 
scores, for the most part, 
have been stable since 2007 
with respect to health and 
nutrition issues, with only one 
exception.
 
A decrease in agreement that 
‘new, colorful and fun ways 
of eating can be introduced 
to your family with the 
variety of available fruits and 
vegetables.’ This could be, 
in part, because Produce for 
Better Health Foundation 
didn’t focus on eating a variety 
of colorful fruits and vegetables 
as much upon introduction of 
the Fruits & Veggies—More 
Matters campaign. 



Produce for Better Health Foundation12

Chart 11: Moms’ Perceived Disease-Prevention 
Benefits of Fruits & Vegetables

Which of the following do you believe consuming 
fruits and vegetables may be beneficial for preventing? 
(Please select all that apply.)

Questions pertaining to diseases that fruits and vegetables may 
be beneficial for preventing (Chart 11) and which components 
of fruits and vegetables provide health benefits (Chart 12) 
were part of the 2009-2012 survey. In 2012, the addition of 
the option ‘premature death’ impacted responses to all other 
categories (Chart 11) despite the fact that respondents could 
select ‘all that applied’ and were not limited in their number of 
choices. Regardless, the role that fruits and vegetables play in 
preventing weight gain and heart disease ranked higher than 
their prevention of any other disease state. 

A recent review of the health benefits of fruits and vegetables 
in a number of disease states suggests that benefits continue to 
grow.3 Diseases with convincing or probable evidence of a health 
benefit have been those primarily communicated by PBH to 
consumers. A summary of these health benefits includes:

Convincing evidence that increasing the consumption of 
fruit reduces the risk of hypertension, coronary heart disease 
and stroke.

% Respondents

Overweight and obesity

Weight gain

Heart disease

High blood pressure

Diabetes

Cancer

Eye disease

Depression

Alzheimer’s disease

Arthritis

Measles

Premature death**

None of the above

2011 (n=1270)

2010 (n=1037)
2009 (n=761)

2012 (n=700)

73%

90%

88%

87%

69%

89%

87%

86%

72%

84%

82%*
77%

63%

76%

74%*
66%

56%

75%*
70%*

64%

49%

67%*
62%

59%

37%

54%*
66%*

59%

29%

46%*
41%

39%

19%

36%*
31%*

24%

18%

30%*
26%

23%

5%

9%

9%

8%

30%

0
0
0

7%

3%

5%

6%

*Represents statistically 
signi�cant difference from 

previous year.

** Premature death was not 
offered as an option in 

2009-2011.

Probable evidence that
• The risk of cancer in general is inversely associated with fruit  
   and vegetable consumption.
• There is no influence of increased consumption on the risk of  
   type 2 diabetes mellitus, independent of overweight.
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Chart 12: Moms’ Perception of Healthy Components 
Associated with Fruits & Vegetables

Which of the following components of fruits and 
vegetables do you believe may provide health benefits?
(Please select all that apply.) 

Chart 13: Moms’ Reported Reasons Why 
They Eat Fruits & Vegetables

Please select up to three of the most important reasons 
why you, yourself, eat fruits and vegetables.

Possible evidence that
• Increased consumption of vegetables and fruit may prevent  
   body weight gain, perhaps indirectly reducing the incidence of  
   type 2 diabetes mellitus, since overweight is the most  
   important risk factor for this disease.
• Increasing the consumption of vegetables and fruit lowers  
   the risk of certain eye diseases, dementia, and the risk of  
   osteoporosis.
• An increase in vegetable and fruit consumption may contribute  
   to the prevention of asthma, chronic obstructive pulmonary  
   disease, and rheumatoid arthritis.

Possible evidence regarding an association between the 
consumption of vegetables and fruit and irritable bowel diseases, 
glaucoma, and diabetic retinopathy.

Vitamins, antioxidants, fiber and minerals were the components 
that moms thought provided the greatest health benefits (Chart 
12). Water and protein were seen as beneficial components over 
time, while the term ‘phytonutrients’ lagged behind the others 
as a component in fruits and vegetables that seemed to provide 
health benefits.

The high level of agreement about the benefits of consuming 
fruits and vegetables is consistent with observations from other 
studies showing that fruits and vegetables are recognized as 
part of a healthy eating pattern.14, 15 Thus, there is an inherent 
advantage that can be leveraged in messages and programs 
without the challenge of having to convince about benefits. 
In terms of consumption, knowledge of health benefits and 
recommendations are an important mediating variable in 
children’s and mother’s intake of fruits and vegetables.16 Further, 
positive attitudes and beliefs about the relationship of consumption 
of fruits and vegetables to disease prevention have predicted 
intake of children, of moms and of adults in general.16-19 

When asked for the most important reasons why moms eat 
fruits and vegetables themselves, the primary reasons remained 
consistent between 2012 and 2014 (Chart 13). These included 
to stay healthy, that fruits and vegetables are part of a balanced 
diet, and they like the taste. In 2014, Moms cited losing weight 
significantly less often as an important reason they eat fruits and 
vegetables. 

% Respondents

Vitamins

Antioxidants

Fiber

Minerals

Water

Protein

Phytonutrients

None of the above

2011 (n=1270)

2010 (n=1037)

2009 (n=761)

2012 (n=700)

91%

93%

92%

93%

81%

84%

81%*
85%

82%

84%*
78%*

84%

68%

67%

65%*
70%

59%*
61%

54%*
64%

50%*
44%

41%

45%

29%*
34%*
30%

33%

3%*
1%

1%

3%

*Represents statistically 
signi�cant difference from 

previous year.

4%

% Respondents

To stay healthy

Part of a balanced diet

Like the taste

To lose weight

To feel well

To get energy

To prevent disease

To prevent weight gain

To manage illness

Other

2012 (n=700)

2014 (n=265)

79%

79%

58%

54%

50%

49%

16%*
24%

26%

22%

20%

21%

18%

16%

16%

13%

4%

1%
0

*Represents statistically 
signi�cant difference from 

previous year.
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All Forms
A recent literature review noted earlier, that summarized the 
health benefits of fruits and vegetables, was not specific to 
populations only eating fresh produce.3 All forms of fruits and 
vegetables provide much needed nutrients that are currently 
under-consumed in the United States, including folate, 
magnesium, potassium, dietary fiber, and vitamins A, C, and 
K.2 All forms of fruits and vegetables also contain various 
phytochemicals that are thought to play an important role in 
disease prevention.20-25

Perception of Healthy 
Despite the health benefits of eating more fruits and vegetables, 
however, canned, dried, and frozen fruits and vegetables are not 
perceived by moms as healthy as fresh (Chart 10, pg 11). In fact, 
moms view that frozen, 100% juice, dried, and canned fruits 
and vegetables are less healthy than fresh produce has continued 
to grow over time (Chart 14). This despite the fact that the US 
Dietary Guidelines emphasize fresh, frozen, canned and dried 
fruits and vegetables, as do the Fruits & Veggies—More Matters 
brand Guidelines, whose criteria for products that can carry 
the Fruits & Veggies—More Matters brand were developed by 
CDC.26 Additionally, Walmart and Disney’s grading systems 
that include all forms of fruits and vegetables have received 
recognition by the Let’s Move initiative at LetsMove.gov.27, 28 

Other forces existed between 2007 and 2014 that could be a 
factor in the negative perceptions about packaged fruits and 
vegetables. These included greater emphasis on fresh fruits and 
vegetables in the Special Supplemental Nutrition Program for 
Women, Infants and Children (WIC) and through expansion of 
the USDA Fresh Fruit & Vegetable Program in schools.29, 30 
Simultaneously, supermarket shelf-labeling programs were 
expanding, especially NuVal.31 These programs rank foods 
according to algorithms and any fruit or vegetable that has 
added sodium or added sugar is scored significantly lower than 
their fresh counterparts, despite the fact that these products 
still contain beneficial flavonoids, carotenoids, fiber, vitamins, 
minerals and other phytochemicals that work synergistically to 
benefit health. These algorithms rely only on ‘nutrients’ and give 
no credit to the ‘food’ that is provided. More focus on organic 
and locally grown produce has also fueled interest in fresh and 
avoiding anything ‘processed.’32 Finally, moms report that their 
families simply prefer fresh (Chart 15, 16).

Chart 14: Moms’ Perceived Healthfulness of 
Different Forms of Fruits & Vegetables

In general, how healthy do you consider the following 
foods to be?

% Respondents

Fresh fruit
or vegetables

Frozen fruit
or vegetables

100% fruit or
vegetable juice

Dried fruit
or vegetables

Canned fruit
or vegetables

94% 2%

2%

2%

1%

1%

3%

1%

0%

10%*
4%

5%

3%

4%
3%

2%

2%

13%

10%

7%

4%

4%

4%

3%

3%

15%*
9%

10%

6%

6%

6%

4%

4%

96%

96%

98%

98%*
96%

98%

99%

69%*
80%

76%*
85%

82%

83%*
87%*

83%

62%

65%*
73%*

80%

82%

80%

82%

79%

49%*
59%

59%*
73%

72%

69%*
75%*

68%

25%*
40%

39%*
50%

50%

51%

53%*
48% 13%

11%
13%
16%

14%
23%*
22%

31%*

2009 (n=761)

2008 (n=803)

2007 (n=896)

2010 (n=1037)

2011 (n=1270)

2012 (n=700)

2013 (n=700)

2014 (n=265)

Healthy Not Healthy

*Represents statistically 
signi�cant difference from 

previous year.

Responses do not equal 100% 
because mid-point in 5-point 

Likert Scale was omitted.
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No doubt expansion of fresh produce is a very positive step 
forward. However, if moms on tight budgets perceive that being 
a ‘good mom’ means providing only fresh, organic, locally grown 
produce, and if this is too difficult to do, it’s possible that some 
moms pay less attention or give up completely as it’s one more 
thing to add to the list of things that ‘good moms’ do. In fact, 
moms feel relieved to know that canned, frozen, dried, and 
100% juiced fruits and vegetables help them meet their dietary 
goals.7 They feel more empowered and that they can actually eat 
the recommended amount of fruits and vegetables. Simply put, 
eating any form of fruit and vegetable is helpful in the effort to 
improve the American diet. 

Concern over a decline in canned and frozen fruit and vegetable 
consumption, in part, led the Can Manufacturers Institute to 
launch a Cans Get You Cooking campaign in early 2013 and 
the Frozen Food Roundtable to launch a similar campaign to 
promote frozen fruits and vegetables in 2014.33, 34 The full impact 
of these efforts remains to be seen.

Purchase Drivers A question was added to the annual survey in 
2012 to learn more about purchase drivers and usage of different 
forms of fruits and vegetables (Chart 15, 16). Convenience, 
shelf-life, and cost are key purchase drivers of non-fresh fruit 
and vegetables. Healthy, tastes good, good snack and family 
preferences were the main reasons moms purchased fresh 
produce.

Chart 15: Moms’ Reasons for Purchasing Various   
Forms of Fruit, 2012

Why do you purchase fresh, frozen, canned, dried, and 
100% fruit juice? (Please select all that apply.)

. . . moms feel 
relieved to know 
that canned, frozen, 
dried, and 100% 
juiced fruits and 
vegetables help them 
meet their dietary 
goals.7  They feel 
more empowered 
and that they can 
actually eat the 
recommended 
amount of fruits and 
vegetables.

Healthy

My family
likes them

Quick to
prepare

Quality

Variety

Use in
Recipes

Keep well

Cost

Easy to
use

Tastes
good

Good
snack

Canned fruit (n=349)

Dried fruit (n=265)
100% fruit juice (n=390)Frozen fruit (n=267)

Fresh fruit (n=379)

Note:  This question was only asked of those respondents who 
reported keeping the form of fruit in question available in their homes.% Respondents

Other

90%

40%

28%

44%

66%

83%

39%

52%

51%

72%

79%

27%

45%

69%

22%

79%

36%

59%

43%

78%

53%

52%

73%

43%

39%

47%

19%

17%

19%

30%

37%

28%

31%

25%

27%

34%

43%

61%

23%

22%

20%

28%

44%

15%

15%

16%

53%

30%

27%

5%

12%

58%

66%

40%

31%

3%

3%

2%

2%

0
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Chart 16: Moms’ Reasons for Purchasing Various   
Forms of Vegetables, 2012

Why do you purchase fresh, frozen, canned, dried, and 
100% vegetable juice? (Please select all that apply.)

Cost
50%

62%

22%

19%

19%

Healthy

My family
likes them

Quick to
prepare

Quality

Variety

Keep well

Easy to
use

Tastes
good

Good
snack

Canned vegetables (n=377)

Dried vegetables (n=142)

100% vegetable juice (n=248)Frozen vegetables (n=372)

Fresh vegetables (n=380)

% Respondents

Other

54%
91%

24%

28%

67%

79%

44%

39%

27%

54%

48%

71%

49%

49%

24%

49%

75%

74%

37%

52%

26%

15%

21%

28%

32%

32%

30%

22%

18%

30%

21%

21%

73%

75%

Use in
recipes

51%

47%

44%

35%

20%

14%

35%

25%

1%

0
2%

7%

3%

73%

72%

23%

36%

7%

7%

29%

26%

Note: This question was only asked of those respondents who reported keeping the form of vegetable 
in question available in their homes.

Chart 17:  Moms’ Reported Use of Various Forms of 
Fruits & Vegetables, 2014

How do you use fresh, frozen, canned, dried, and 
100% fruit and vegetable juice?

VEGETABLES

% Respondents % Respondents

Fresh    Frozen    Canned    Dried    100% Juice Fresh    Frozen    Canned    100% Juice

(n=93) (n=84) (n=90) (n=85) (n=89)(n=67) (n=90) (n=94) (n=55)

Snacks

Dessert

Smoothies/Beverages

Fruit Salads

As is

Baking

Side dish

On cereal

In salads

Added to sauces/salsas

Trail mix

Other

Snacks

Dessert

Smoothies/Beverages

As is

Baking

Side dish

In salads

Casseroles

Soups/stews

Stir-fry

Add to sauces/salsas

Other

75%

39%

43%

28%

90%

34%

-

29%

26%

-

1%

32%

34%

86%

17%

25%

22%

5%

-

1%

-

7%

64%

28%

13%

29%

63%

15%

27%

-

6%

-

0

84%

-

-

-

-

38%

7%

44%

39%

53%

1%

-

-

28%

4%

95%

-

-

-

-

-

2%

9% 11% 6% 0 3%

45%

2%

12%

60%

18%

78%

71%

33%

54%

47%

28%

0

-

-

-

-

-

89%

13%

44%

51%

51%

16%

2%

-

-

-

-

-

84%

10%

40%

53%

15%

19%

1%

-

-

42%

63%

-

-

-

-

37%

-

31%

3%

FRUIT

Empty boxes indicate that the category was not presented to the respondent.

VEGETABLES

% Respondents % Respondents

Fresh    Frozen    Canned    Dried    100% Juice Fresh    Frozen    Canned    100% Juice

(n=93) (n=84) (n=90) (n=85) (n=89)(n=67) (n=90) (n=94) (n=55)

Snacks

Dessert

Smoothies/Beverages

Fruit Salads

As is

Baking

Side dish

On cereal

In salads

Added to sauces/salsas

Trail mix

Other

Snacks

Dessert

Smoothies/Beverages

As is

Baking

Side dish

In salads

Casseroles

Soups/stews

Stir-fry

Add to sauces/salsas

Other

75%

39%

43%

28%

90%

34%

-

29%

26%

-

1%

32%

34%

86%

17%

25%

22%

5%

-

1%

-

7%

64%

28%

13%

29%

63%

15%

27%

-

6%

-

0

84%

-

-

-

-

38%

7%

44%

39%

53%

1%

-

-

28%

4%

95%

-

-

-

-

-

2%

9% 11% 6% 0 3%

45%

2%

12%

60%

18%

78%

71%

33%

54%

47%

28%

0

-

-

-

-

-

89%

13%

44%

51%

51%

16%

2%

-

-

-

-

-

84%

10%

40%

53%

15%

19%

1%

-

-

42%

63%

-

-

-

-

37%

-

31%

3%

FRUIT

Empty boxes indicate that the category was not presented to the respondent.
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Chart 18: Moms’ Reported Frequency of Fruit & Vegetable Purchases, 2012

How often do you go to the store to purchase the following?

% Respondents % Respondents

Daily

Number of respondents will vary as this question 
was only asked to those respondents who 

reported keeping the form of fruit or vegetable in 
question available in their homes. 

4%

2%

2%

3%

5%

86%

28%

38%

29%

56%

9%

46%

47%

42%

34%

24%
0

13%

26%

5%

Weekly

Monthly

A few times
a year

Canned fruit (n=349)

Frozen fruit (n=267)

Dried fruit (n=265)

100% fruit juice (n=390)

Fresh fruit (n=379)

Pre-cut or pre-washed 
fresh fruit (n=274)

Fruit purees (n=164)

Freeze-dried fruit (n=138)

Fruit in plastic cups (n=296)

7%

6%

5%

3%

1%

2%

8%

3%

4%

2%

6%

3%

33%

51%

28%

42%

29%

27%

38%

46%

31%

16%

29%

9%

Canned vegetables (n=377)

Frozen vegetables (n=372)

Dried vegetables (n=142)

100% vegetable juice (n=248)

Fresh vegetables (n=380)

Vegetable purees (n=140)

Pre-cut or pre-washed 
fresh vegetables (n=348)

Freeze-dried vegetables (n=117)

78%

50%

48%

29%

42%

44%

51%

27%

17%

41%

44%

29%

38%

29%

36%

37%

1%

8%

6%

35%

17%

23%

11%

30%

Uses As shown in Chart 17, frozen fruit is primarily used by 
moms in smoothies/beverages, followed by desserts and as a 
snack. Canned fruit was primarily used as a snack or as is. Dried 
fruit was primarily used as a snack, followed by use in trail mix 
or on cereal. Fruit juice is primarily consumed as is. Fresh fruit is 
primarily consumed as is or as a snack.

Frozen vegetables are primarily consumed as a side dish, 
followed by use in soups/stews, stir-fries and casseroles. Canned 
vegetables are primarily used as a side dish, followed by use 
in soups/stews and casseroles. Fresh vegetables are primarily 
consumed as a side dish, in salads, or as is, but also in soups/
stews, stir-fry, and as a snack.

Fruit VegetAbles

Purchase Frequency Fresh and fresh-cut fruit and vegetables 
and 100% fruit juice are the most likely forms of fruit and 
vegetable to be purchased weekly (Chart 18), and there is very 
little reported wastage for all forms of fruits and vegetables 
(Chart 19). Promoting the healthfulness, wide variety, and 
convenience of different forms of fruits and vegetables, and 
demonstrating creative ways to include different forms in meals 
and snacks will help moms carry out their intentions to include 
more fruits and vegetables in their families’ diets.
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Chart 19: Moms’ Reported Fruit & Vegetable Wastage, 2012

How much of the various forms of fruits and vegetables that you buy do you throw out?

5%

19%

46%

% Respondents % Respondents

None

Number of respondents will vary as this question was only asked to those respondents who reported keeping the form of fruit or vegetable in question available in their homes. 

One-tenth
or less

One quarter
or less

One third
or less

One half
or less

More than
one-half

Canned fruit (n=349)

Frozen fruit (n=267)

Dried fruit (n=265)

100% fruit juice (n=390)

Fresh fruit (n=379)

Pre-cut or pre-washed 
fresh fruit (n=274)

Fruit purees (n=164)

Freeze-dried fruit (n=138)

Canned vegetables (n=377)

Frozen vegetables (n=372)

Dried vegetables (n=142)

100% vegetables juice (n=248)

Fresh vegetables (n=380)

Vegetable purees (n=140)

Pre-cut or pre-washed 
fresh vegetables (n=348)

Freeze-dried vegetables (n=117)

23%

67%

76%

66%

86%

59%

44%

50%

56%

23%

18%

20%

12%

20%

34%

23%

16%

6%

3%

8%

2%

12%

15%

14%

4%

2%

1%

4%

1%

5%

5%

7%

1%

1%

0 0
1%

1%

3%

1%

2%

0
1%

1%

1%

0

1%
2%

4%

21%

63%

67%

48%

69%

27%
52%

47%

50%

30%

26%

27%

21%

27%

31%

22%

4%

5%

12%

6%

12%

12%

7%

1%

2%

8%

1%

3%

6%

1%

1%

4%

3%

3%

2%

1%

1%

1%

0
0
0

0
3%

2%

VegetAblesFruit
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Availability in the Home
Availability of fruits and vegetables in the home has been 
associated with higher intakes, particularly in children.35-38 It 
has been suggested that availability may be a determinant of 
consumption by making choosing fruits and vegetables easy, 
stimulating consumption through visual cues, and increasing 
preference through consistent exposure.35 Encouraging a home 
environment that facilitates choosing fruits and vegetables is 
a practical way to promote consumption. Furthermore, food 
familiarity has been shown to be a predictor of consumption 
and making fruits and vegetables available at all eating occasions 
will cultivate eating patterns that include them.39

Fruit

Please rate the availability of fruits and vegetables in your home.

Chart 20: Moms’ Reported Availability of Different Forms of Fruits & Vegetables in the Home

VegetAbles

The majority of moms indicated that fruits and vegetables 
generally were always or almost always available in the home 
(Chart 20). Between 2007 and 2014, general fruit and vegetable 
availability in the home declined.  There were no significant 
differences in availability of fresh fruit and vegetables, dried 
fruit, or 100% vegetable juice over that time.  However, there 
was a significant decrease in canned fruit and vegetables, 100% 
fruit juice, and frozen vegetables.  There was also a significant 
increase in availability of dried vegetables and frozen fruit at 
home. 

Fruit

94%
93%

94%

95%

96%

95%

94%*
97%

89%

91%

90%

92%

94%*
91%

91%

93%

73%

72%*
81%

83%

87%*
82%

79%

81%

56%

54%

64%

65%

69%

71%

69%

71%

49%

48%

47%

48%

47%

42%

43%*
37%

37%

34%*
41%

44%

45%

45%

42%

39%

% Respondents (available) *Represents statistically signi�cant difference from previous year. 

2009 (n=761)

2008 (n=803)

2007 (n=896)

2010 (n=1037)

2011 (n=1270)

2012 (n=700)

2013 (n=700)

2014 (n=265)

In General

Fresh

100% Juice

Canned

Frozen

Dried

% Respondents (available)

94%

94%

94%*
97%

96%

96%

96%

98%

82%

87%

86%

91%

90%

91%

89%

89%

84%

86%

86%

89%

92%

89%

86%

88%

72%

70%*
78%

78%*
83%

80%

80%

80%

27%

23%*
40%*

32%*
40%

36%*
25%

25%

15%

12%*
20%

17%

21%

19%*
12%

10%
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What reasons best describe why various forms of fruits and vegetables are not usually available in your home? 
(Please select all that apply.)

Chart 21: Moms’ Reported Factors Associated with Non-availability of Fruits & Vegetables in the Home, 2012

In 2012 a question was asked about why a particular form of 
fruit or vegetable was not available in the home (Chart 21). 
For moms who said they didn’t have fresh or fresh-cut fruit 
and vegetables in the home, it was primarily because they were 
believed to be too expensive despite the fact that these seemed 
most preferred by families. The open-ended ‘other’ category 
elicited responses primarily about how fresh fruit and vegetables 
spoil too quickly or take too long to prepare. 

Moms had particular concern about canned fruits and 
vegetables, stating that they were less healthy, and had added 
preservatives or artificial ingredients. The open-ended ‘other’ 
category about why canned fruit or vegetables were not available 
elicited responses primarily about the added sugar and sodium, 
or how they preferred fresh fruits and vegetables.

If frozen fruit was not in the home, it was primarily because 
they were believed to be too expensive or they simply didn’t use 
them. When asked if there were other reasons, some moms said 
they didn’t like added sugar or the “mushiness” of thawed frozen 
fruit. If frozen vegetables were not in the home, it was primarily 
because they didn’t like them, were too expensive, or believed to 
be less healthy. A small number of moms indicated that they 
had limited freezer space.

VegetAblesFruit

Fresh             Frozen  Canned

78% 65% 34% 14% 45% 35% 26% 56% 21%

6% 12% 32% 19% 12% 25% 32% 14% 35%

6% 7% 21% 20% 13% 39% 22% 9% 21%

6% 1% 13% 1% 1% 7% 18% 0 18%

3% 5% 1% 0 1% 3% 7% 2% 2%

0 16% 12% 44% 32% 17% 13% 15% 10%

1% 7% 6% 30% 23% 7% 8% 18% 9%

0 11% 15% 53% 36% 18% 9% 31% 7%

17% 11% 7% 8% 8% 3% 5% 14% 9%

0 0 0 0 1% 0 10% 0 0 0 0 0 0 010%

Fruit in
Plastic cups Dried

Freeze-
dried

100%
juice

Fruit
purees

% Respondents

(n=89) (n=161) (n=151) (n=144) (n=146) (n=147) (n=155) (n=115) (n=163)

Frozen  Canned

68% 68% 25% 7% 26% 23% 27% 11%

10% 17% 20% 19% 30% 33% 17% 41%

17% 9% 30% 31% 27% 16% 56% 38%

14% 3% 8% 1% 16% 16% 1% 23%

2% 1% 2% 0 7% 17% 2% 4%

0 14% 11% 43% 12% 10% 8% 8%

1% 6% 7% 22% 6% 6% 6% 5%

2% 8% 23% 54% 12% 7% 6% 2%

14% 10% 13% 12% 6% 3% 7% 3%

10% 9%

Dried
Freeze-
dried

100%
juice

Vegetable
purees

Note:  This question was only asked if the product was not available in their homes.
% Respondents

(n=105) (n=145) (n=122) (n=144) (n=161) (n=156) (n=170) (n=167)

Too expensive

Don’t use

Don’t like

Don’t know how to use

Not available

Added preservatives

Artificial ingredients

Less healthy

Other

Never heard of before

Fresh-
cut Fresh       

Fresh-
cut
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If dried fruit was not available in the home, it was largely due 
to disliking them and finding them too expensive. If dried 
vegetables were not available, it was because they don’t use them, 
don’t like them, or find them too expensive. 

For those moms who did not have 100% fruit juice available in 
the home, it was largely because it was considered expensive or 
less healthy. A smaller number sited ‘too high in carbohydrates’ 
as a reason. For those who did not purchase vegetable juice, 
disliking them was the primary reason. For the 7% who cited 
‘other reasons,’ concerns about sodium content were expressed.

Factors identified as most important to moms when shopping 
for fruits and vegetables remained relatively stable between 2012 
and 2014, with cost, freshness, taste, and family preferences as 
top factors of importance (Chart 22). 

Barriers
Between 2007-2009, questions about barriers to eating more 
fruits and vegetables varied slightly from year to year in an 
effort to better understand obstacles. The question remained 
fairly consistent since 2010 (Chart 23). The primary barrier to 
including more fruits and vegetables in family meals was the 

different likes and dislikes of family members. In a qualitative 
sub-study investigating barriers to increasing intake of fruits 
and vegetables in an intervention study, women participants 
both anticipated and reported that children and male partners 
were obstructive to their efforts.40 Moms will prepare only those 
fruits and vegetables that the family likes which may limit the 
variety served if children are picky eaters or the husband or 
significant other does not like fruit or vegetables. Furthermore, 
the conflict with family members over eating or even just trying 
a fruit or vegetable may seem overwhelming. Providing support, 
encouraging perseverance, and offering practical suggestions, 
especially from the experience of others, can assist moms in their 
efforts. Additionally, moms may benefit from knowing they are 
not alone and that the most important thing is to keep trying. 

Other top barriers included needing ideas about new ways to 
prepare fruits and vegetables, followed by concern over cost 
of fruit, and spoilage (Chart 23). In other studies, cost is also 
reported as a barrier to healthful eating, including fruits and 
vegetables, especially for low income populations.41-47 However, 
analysis by the USDA Economic Research Service (ERS) and 
others indicate that the total recommended cups of fruits and 
vegetables each day can be purchased for $2.50, or 50 cents per 
cup.48-50  In fact, when measured on the basis of edible weight or 
average portion size, grains, vegetables, fruit, and dairy foods 
are less expensive than most protein foods and foods high 
in saturated fat, added sugars, and/or sodium.51 Only when 
measured on price per calorie were healthy foods higher priced, 
not surprising since healthy foods like fruits and vegetables are 
lower in calories. 

When moms were asked what would be most useful to help 
them eat more fruits and vegetables, their perceived useful tips 
remained relatively stable between 2012 and 2014 in terms 
of order. In both years, moms responded that learning some 
cost savings tips and having a greater variety of recipes would 
be most helpful (Chart 24). Two more tips were included as 
potential responses in 2014, including having more organics 
available and making them less time-consuming. Respondents 
could select all that applied, so a comparison between the two 
years is useful though not an exact comparison. Having a variety 
of recipes and new serving suggestions were down significantly 
in 2014 from 2012, though this still ranked as one of the top 
responses about what would aid them in eating more fruits 
and vegetables. For moms who used recipes, when asked about 
where they would normally go to find them, they continued to 
site cookbooks less frequently and the Internet more frequently 
over time (Chart 25). Then, for moms who cited the Internet 

When shopping for fruits and vegetables, these factors are 
most important to me. (Please rank your top 3 choices.)

Chart 22: Moms’ Reported Factors of Importance   
When Shopping for Fruits & Vegetables 

% Respondents

Cost

Freshness

Taste

Convenient to use

Locally grown

Seasonality

Country of origin

A speci�c brand

Other

2012 (n=699)

2014 (n=265)

63%

64%

60%

58%

56%

59%

Healthy
33%

31%

Family preferences
39%

40%

15%

14%

13%

14%

12%

12%

4%

5%

1%

1%

3%

1%
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Chart 23: Moms’ Perceived Barriers to Increased 
Fruit & Vegetable Consumption

Please indicate your level of agreement or disagreement 
in relation to how difficult each is for you personally to 
include fruits and vegetables in meals and snacks.

Fruit is not
appetizing

I forget to
buy them**

Vegetables are
not appetizing

Vegetables are time consuming
to purchase and prepare

Fruit is time consuming
to purchase and prepare

Quality fruits and vegetables are
not available in local stores

I’m enticed by other foods instead**

Vegetables are too expensive

There is not a good range of fruits and 
vegetables available in restaurants

They go bad before I can eat them**

Fruit is too expensive

I need ideas about new ways to 
prepare fruits and vegetables

Members of my family have different 
fruit and vegetable likes and dislikes

% Respondents

*Represents statistically signi�cant difference from previous year.

**Not included as an option in 2010.

Responses do not equal 100% because mid-point in 5-point Likert Scale was omitted.

2012 (n=700)

2010 (n=1037)

2014 (n=265)

4%*
8%

8%
79%

84%

81%

63%

65%

66%

65%

67%

46%

50%*
55%

56%

57%*
64%

49%

52%

56%

34%

32%

34%

33%*
39%

26%

32%

28%

28%

34%

28%

26%*
31%

19%

23%

22%

19%

19%*
15%

Agree Disagree

15%

14%

16%

17%

15%

19%

22%

21%

20%

17%

14%

23%

21%

19%

37%

39%

40%

39%*
30%

44%

38%*
46%

48%*
37%

50%

48%*
40%

52%

49%

50%

57%

53%*
63%

What would be most useful to help you eat more fruits 
and vegetables. (Please select all that apply.)

Chart 24: Perceived Most Useful Tips to Help Moms  
Eat Fruits & Vegetables

% Respondents

Learning some 
cost saving tips

Having a greater
variety of recipes

Knowing how 
to store them

Knowing what’s
in season

Learning new
cooking techniques

Having new
serving suggestions

Being able to sample them in 
a grocery store before I buy

Having more
organics available
Making them less

time-consuming to use

Other

2012 (n=700)

2014 (n=260)

0 20

*Represents statistically 
signi�cant difference 

between years.

49%

53%

39%*
47%

38%

35%

36%

38%

36%

33%

22%*
34%

21%

26%

18%

N/A

N/A
28%

7%

8%

Where do you normally go to find recipes? 
(Please select all that apply.)

Chart 25: Moms’ Reported Sources of Information to  
Find Recipes

% Respondents

Internet

Cookbooks

Friends 
and Family

Magazines

I improvise/
experiment

Grocery Store

Other

2012 (n=540)

2010 (n=880)

2014 (n=209)

0 20*Represents statistically 
signi�cant difference from 

previous year.

89%*
74%*

82%

51%*
63%

71%

46%*
29%*

65%

43%

50%

30%*
42%

11%

11%

3%

N/A

N/A

N/A

0
3%
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as a source for recipes, an open ended question about which 
websites they visited shows increased popularity of Pinterest 
and Food.com and a decreased use of allrecipes.com over time 
(Chart 26). Other responses were primarily single mentions of 
other sources, primarily websites or blogs. 

Finally, because time was identified as a key barrier to increased 
fruit and vegetable consumption, a question to understand how 
much time moms spend making a dinner meal was included 
in the survey. Responses remained fairly stable over time, with 
an average of 60% of moms reporting spending 30 minutes or 
less making a dinner meal in 2010, 2012, and 2014. In 2014, 
significantly more moms responded that they spent less time (10 
minutes) making the dinner meal and significantly fewer moms 
responded that they spent more time (more than 60 minutes) 
making the meal (Chart 27). 

Chart 26: Websites Used by Moms to Find Recipes

% Respondents

allrecipes.com

Foodnetwork.com/
foodtv

pinterest.com

google, yahoo, bing

recipes.com

Food.com

cooks.com/
cook.com

Betty Crocker

kraftfood.com

Epicurious.com

Taste of Home

Other

2012 (n=468)

2010 (n=725)

2014 (n=186)

*Represents statistically signi�cant difference 
from previous year.

Note: This question was only asked of those 
who, in Chart 25, indicated they used the 

internet to �nd recipes.

19%*
26%*

19%

16%

18%

17%

10%*
1%

0
8%

12%

11%

6%

10%

6%

4%*
1%

0
4%

5%

3%

3%

4%

5%

3%

5%

7%

3%

1%

4%

2%

1%

0
23%*

15%*
30%

What websites do you normally visit to find recipes? 
(Open-ended question.)

On average, how much time do you spend making a 
dinner meal?

Chart 27: Moms’ Reported Time Spent Making a
Dinner Meal

% Respondents

Less than 
10 minutes

10 minutes

20 minutes

30 minutes

45 minutes

60 minutes

More than 
60 minutes

2012 (n=700)

2010 (n=1037)

2014 (n=265)

0 20*Represents statistically 
signi�cant difference from 

previous year.

1%

0
1%

5%*
2%

3%

0.0 0.2

14%

13%

14%

44%

43%

43%

26%

27%

28%

9%

10%

9%

1%*
4%

2%

Sources of Information
In 2007, the Internet was selected by 74% of respondents as 
either their first, second or third choice of where they would 
go to obtain information about fruits and vegetables. By 2014, 
the Internet remained the preferred source of information for 
79% of respondents, but family was becoming more influential, 
while magazines, books, schools, and government agencies were 
becoming less influential (Chart 28). This isn’t unexpected as 
more information is available electronically. The steep decline 
in schools and government agencies as a source of information 
in recent years is likely a result of shrinking budgets in these 
locations due to the recession that were not felt for a couple of 
years after federal stimulus funds were released in 2009. 

The active use of the Internet to obtain information about 
fruits and vegetables by moms is why PBH developed a website, 
MoreMatters.org, specifically for this audience. Continued 
promotion and expanded use of this site and leveraging social 
media marketing are inexpensive ways to reach moms with 
information that they need.
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If you wanted information about how to get your family 
to eat more fruits and vegetables, where would you go 
to obtain it? (Please rank your top 3 choices.)

Chart 28: Moms’ Sources of Information About How 
to Get Their Family to Eat More Fruits & Vegetables

The active use of the 

Internet to obtain 

information about 

fruits and vegetables 

by moms is why PBH 

developed a website, 

MoreMatters.org, 

specifically for this 

audience. 

% Respondents

Internet

Magazines

Healthcare
provider

Family

Books

Nutritionist/
Dietitian

Friend

Supermarket

Television

School

Government
Agency

Newspaper

*Represents statistically signi�cant 
difference from previous year.

79%

2009 (n=761)

2008 (n=803)

2007 (n=896)

2010 (n=1037)

2011 (n=1270)

2012 (n=700)

2013 (n=700)

2014 (n=265)

82%*
76%*

82%

79%

77%

74%

72%

30%

32%

31%*
37%*

31%

29%*
46%

47%

29%

31%

31%

35%

35%

39%*
25%*

32%

39%*
30%

34%*
26%*

35%

31%*
24%

27%

24%

28%

25%*
35%*

28%

30%

33%

30%

27%

27%

28%*
33%

32%*
38%*

26%

24%

25%

27%*
22%

19%*
24%*

18%*
26%

25%

19%

22%

23%*
15%

13%*
17%*

25%*
20%

11%

10%*
15%*

10%

12%

10%

10%

11%

2%*
5%*

22%

19%*
24%*

18%*
26%

4%

3%*
22%

19%*
24%*

19%*
26%

25%

2%

4%
1%*

3%

3%

4%

5%

4%

25%
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Moms Varied Approaches
The Fruits & Veggies—More Matters campaign has provided 
moms with various suggested approaches to encourage their 
families’ consumption of fruits and vegetables. Moms have tried 
several of these different approaches with varying success 
(Chart 29). The approaches most successful include setting out 
a fruit bowl, involving children in growing, selecting, or 
preparing fruits and vegetables, having vegetables cut up and 
ready to eat in the refrigerator, and hiding them in other foods. 
One of the approaches tried the least, providing a tangible 
reward like stickers, seems to be moderately successful as 
well. The least successful approach seems to be serving a new 
vegetable or vegetable dish multiple times and encouraging 
their child to taste it before ‘giving up.’ 

Which of the following approaches have you tried to encourage your family to eat more 
fruits and vegetables? (Please select all that apply.)

Chart 29: Moms’ Approaches to Increasing Their Family’s Fruit & Vegetable 
Consumption, 2012

Involve my children in growing our own 
fruits and vegetables

Involve my children in selecting and preparing fruits and
vegetables when I purchase them

Have vegetables cut up and ready to eat
in the refrigerator

Hide vegetables in other foods
(sauces, meatloaves, etc.)

Provide a tangible reward (like stickers) when your child
tastes a new fruit or fruit dish

Set a good example by eating fruits and
vegetables myself

Try the same fruit raw instead of cooked
or cooked instead of raw

Serve a new fruit or fruit recipe multiple times and
encourage your child/children to taste it before “giving up”

Serve a new fruit or fruit recipe and encourage 
your child/children to taste it

Provide a tangible reward (like stickers) when your child
tastes a new vegetable or vegetable dish

Try different recipes

Try the same vegetable raw instead of cooked
or cooked instead of raw

Serve a new vegetable or vegetable recipe and encourage
your child/children to taste it

Serve a new vegetable or vegetable dish multiple times and
encourage your child/children to taste it before “giving up”

Set out a fruit bowl

% Respondents

Have tried & found very succesfulHave tried

73%

72%

65%

62%

59% 32%

55%

43%

28%

55%

52% 8%

50%

49%

48%

44%

44% 7%

43%

39%

35%

32% 37%

44%

31%

59%

35%

28%

25%

71%

The approaches 

most successful 

include setting 

out a fruit bowl, 

involving children in 

growing, selecting, or 

preparing fruits and 

vegetables, having 

vegetables cut up 

and ready to eat in 

the refrigerator, and 

hiding them in other 

foods . . . The least 

successful approach 

seems to be serving 

a new vegetable 

or vegetable dish 

multiple times and 

encouraging their 

child to taste it 

before ‘giving up.’ 
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Picking Your Battles
When asked about major ‘battles’ with their children, moms 
reported that getting their children to eat their vegetables was 
the main item that had intensified in 7 years (Chart 30). Other 
battles that increased during that time included time playing 
on the computer, not eating enough fruit, and time spent on 
the phone. The only ‘battle’ that significantly decreased was 
bickering. Moms reported that getting their children ready for 
school on time and having them keep their room clean appeared 
less of a battle though this change was not significantly different 
between 2007 and 2014. 

Communications Methods
As shown in Chart 31, moms report that supermarket flyers, 
newspaper ads, and signs on supermarket displays rank slightly 

What would be your response to the following 
communication methods regarding a type of food 
that you or someone in your household may enjoy?

Chart 31: Moms’ Responses to Communication 
Methods Regarding Food

% Respondents

Sign on supermarket display

Supermarket �yer/newspaper ad

Television news segment

Television commercial

Facebook/Twitter/social media post

Radio news segment

Radio commercial

Billboard

Internet advertisement

Text message

2012 (n=598)

2014 (n=265)

QR code

*Represents statistically 
signi�cant difference between 

years.

Percentages represent those 
who would stop, scan, listen, 

absorb information, do 
additional research, or 

purchase the product minus 
those who would completely 
ignore the communication.

67%

69%

64%*
73%

62%*
69%

58%

62%

32%*
18%

26%*
34%

22%*
30%

11%*
23%

9%*
21%

8%

5%

-45%*
-35%

As a parent, to what extent are the following situa-
tions a “battle” between you and your child(ren)?

Chart 30: Moms’ Reported “Battles” with Their 
Children

% Respondents

Keeping their room(s) clean

Eating their vegetables

Bickering with each other

Getting to bed at a reasonable hour

Watching too much TV

Eating too many sweets

Getting ready for school on time

Playing on the computer

Doing homework

Eating their fruit

2007 (n=896)

2014 (n=258)

Table manners

Taking baths/showers

Time spent on their cell phones (2014)

Talking on the phone (2007)

Wearing appropriate clothing
*Represents statistically 

signi�cant difference 
between years.

42%

48%

38%*
29%

35%*
46%

32%

31%

31%

29%

31%

29%

29%

35%

25%*
14%

24%

27%

18%*
12%

18%

15%

17%

13%

15%*
8%

9%
9%

A great extent

higher than television, and much higher than radio, Internet 
advertisements, billboards, and social media in terms of which 
communication method they find most effective when it comes 
to making a food decision. In terms of overall net scores, 
however, the only positive increase between 2012 and 2014 was 
in the area of social media.

In details not shown here, 46% of moms reported that they 
would stop and consider signs on supermarket displays in 2014, 
up significantly from 38% who reported this in 2012. Fewer 
of them (5%), however, said they would actually purchase the 
product or try the suggestion in the message, down significantly 
from 9% in 2012. Since most fruits and vegetables consumed 
in the U.S. are primarily purchased through grocery stores 
and supermarkets continue to be the most effective food 
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communication method to influence mom’s purchases, retailers 
are key to increasing fruit and vegetable sales and consumption.

Nearly half of all moms are likely to ignore a message when 
delivered through a billboard, Internet ad, or QR code. With new 
hands-free technology like Google glasses, however, the use of 
QR codes could increase substantially in the future. Continued 
use of new communications technologies bodes well, as seen by 
significantly fewer moms who reported ignoring a social media 
post in 2014 (34%) than in 2012 (41%). 

Fruits & Veggies—More Matters
Fruits & Veggies—More Matters was launched in March of 
2007 with the support of many stakeholders (see Appendix 
C). This section describes Fruits & Veggies—More Matters 
awareness, its purchasing and motivational impact, how 
consumers became aware of the campaign, and opinions 
about the campaign’s website. In summary,

·  Among moms, total “definite” awareness of the 
   Fruits & Veggies—More Matters campaign grew from 
   11% in early February, 2007 prior to the March, 2007 
   campaign launch to 31% in 2014 seven years later.

·  56% of moms said they were more likely to purchase 
   a product with the Fruits & Veggies—More Matters logo 
   on it, up from 39% since 2009 when this question was first   
   asked.

·  Of those who were aware of the Fruits & Veggies—More  
   Matters logo, 36% of moms in 2014 said it motivates them to  
   help their family eat more fruits and vegetables, up from 24%  
   in 2007.

·  Of those who were aware of the Fruits & Veggies—More  
   Matters logo, 64% of moms said that if they saw the Fruits &  
   Veggies—More Matters logo on a product it would mean that  
   the product was healthy, 56% said it meant that the food was  
   nutritious, and 62% said that it provides a serving of fruit and/ 
   or vegetable.

·  For those familiar with Fruits & Veggies—More Matters, most  
   became familiar with it through supermarkets.

Which of the following statements best describes your 
level of familiarity with Fruits & Veggies—More Matters?

Chart 32: Moms’ Awareness of the 
Fruits & Veggies—More Matters Logo

·  A new question was added in 2013 to better understand  
   how moms perceive Fruits & Veggies—More Matters. Moms  
   particularly appreciate the campaign as a reminder to eat more  
   fruits and vegetables and to live a healthy lifestyle. It is also  
   perceived to be relevant.

Awareness Among moms, total “definite” awareness of the 
Fruits & Veggies—More Matters campaign grew from 11% in 
2007 prior to the campaign launch to 31% in 2014 seven years 
later (Chart 32). The noticeable decline in 2009 is likely due 
largely to the negative impact of the economy which took much 
focus off of healthy eating altogether. People were also shopping 
less frequently, and therefore less exposed to one of the primary 
places where they could learn about the campaign and they were 
shopping in larger “discount” stores that were not promoting 
Fruits & Veggies—More Matters as much as other supermarkets. 
Also, the relatively high awareness of the campaign two months 
prior to the March, 2007 launch is likely a combination of some 
retailers and growers/processors including the logo in-store and 
on-package, since licensing use of the Fruits & Veggies—More 
Matters logo to prepare for the launch started in mid-2006. Of 
course, there are also those who are convinced they’ve seen it, 
but have not. 

*Represents statistically 
signi�cant difference from 

previous year.

Responses do not equal 100% 
because mid-point in 5-point 

Likert Scale was omitted.

2009 (n=761)

2008 (n=803)

2007 (n=896)

2010 (n=1037)

2011 (n=1270)

2012 (n=700)

2013 (n=700)

2014 (n=295)

66%

?%

*Represents top 2 box scores in 5-point Likert Scale.
*Represents statistically signi�cant difference between years.

2009
(n=761)

2010
(n=1037)

2011
(n=1270)

2012
(n=700)

2013
(n=700)

2014
(n=265)

13%*

19%*

2007
(n=896)

2008
(n=803)

11%

19%*

24%*
22%

26%

31%

% Total “Definite” Awareness
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Moms who were 

familiar with the 

Fruits & Veggies— 

More Matters campaign 

largely learned of it 

through supermarkets, 

TV, food packages, the 

Internet, and through 

schools.

How well do you believe Fruits & Veggies—More Matters 
motivates you to help yourself and/or your family to eat 
more fruits and vegetables? (Only asked of those familiar with 

Fruits & Veggies—More Matters.)

Chart 34: How Well Fruits & Veggies—More Matters 
Motivates Moms

% Respondents Very or Extremely Motivated

*Represents top 2 box scores in 5-point Likert Scale.
*Represents statistically signi�cant difference between years.

2009
(n=241)

2008
(n=433)

2007
(n=299)

2010
(n=459)

2011
(n=609)

2012
(n=352)

2013
(n=268)

2014
(n=170)

24%

20%

33%*

42%*

31%*

36%

41%

36%

How does seeing the Fruits & Veggies—More Matters 
logo affect your decision to purchase the product?
(Only asked of those familiar with Fruits & Veggies—More Matters.)

Chart 33: Moms’ Likelihood of Purchasing Products 
Carrying the Fruits & Veggies—More Matters Logo

% Respondents more likely to purchase product

*Represents top 2 box scores in 5-point Likert Scale.
*Represents statistically signi�cant difference between years.

2009
(n=241)

2010
(n=459)

2011
(n=609)

2012
(n=352)

2013
(n=368)

2014
(n=134)

39%

48%* 46% 45%
49%

56%

Purchasing Impact When moms in the 2014 annual survey 
were asked how seeing the Fruits & Veggies—More Matters logo 
affects their decision to purchase a product, 56% said they were 
more likely to purchase the product vs. 39% when this question 
was first asked in 2009 (Chart 33). 

Motivational Impact Of those who were aware of the Fruits & 
Veggies—More Matters logo, when asked how well it motivates 
them to help their family eat more fruits and vegetables, motivation 
levels have increased from 24% in 2007 to 36% in 2014 (Chart 
34). When these same moms were asked what use of the Fruits & 
Veggies—More Matters logo on a product means to them, they 
said that it means it was healthy (64%), nutritious (56%), and 
provides a serving of fruit and/or vegetable (62%) (Chart 35). 

Sources of Information Moms who were familiar with the 
Fruits & Veggies—More Matters campaign largely learned of 
it through supermarkets, TV, food packages, the Internet, and 
through schools (Chart 36). Supermarket promotions, the logo 
on qualifying food packages, and the Internet have been strong 
campaign pushes since the launch in 2007. This is consistent with 
growth in the cumulative number of products carrying the Fruits 
& Veggies—More Matters logo, (Chart 37), and the increasing 
number of websites that link to MoreMatters.org (Chart 38).
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If you see the  Fruits & Veggies—More Matters logo on a 
product, what does it say to you about the product?
(Only asked to those extremely/very/somewhat motivated by the logo.)

Chart 35: Moms’ Association with the  
Fruits & Veggies—More Matters Brand

Where did you see or hear of Fruits & Veggies—More Matters? 
(Please select all that apply.) 
(Only asked to those have definitely seen or heard about the logo.)

Chart 36: How Moms Have Become Familiar with 
the Fruits & Veggies—More Matters Logo

% Respondents

Supermarket display

Magazines

TV

Food Package

Ads

Internet

School

Health care provider

Brochure

2009 (n=241)

2007 (n=299)

2011 (n=609)

2013 (n=368)

35%

38%

34%*
29%

24%

23%

19%*
35%

20%

19%

17%*
32%

24%

27%*
19%*

12%

23%

19%

18%

22%

17%*
11%

13%

16%*
11%*

6%

7%

13%

11%*
4%

5%

6%

9%

6%

4%

14%

*Represents statistically 
signi�cant difference from 

previous year.

Responses do not equal 100% 
because mid-point in 5-point 

Likert Scale was omitted.

Chart 37: Number of Fruits & Veggies—More Matters 
Approved Labels
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Chart 38: All Site Referrals to 
FruitsAndVeggiesMoreMatters.org
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2011 (n=477)
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64%*
77%*

67%

73%*
67%

62%

56%
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54%*

63%
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69%*
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54%

3%

3%

3%

1%

5%

2%

1%

1%

0
0



Produce for Better Health Foundation30

Please rate your level of agreement or disagreement with the 
following statements regarding Fruits & Veggies—More Matters

Chart 39: Moms’ Feelings About the
Fruits & Veggies—More Matters Logo

% Respondents

“It reminds me that I need to
eat more fruit and vegetables.”

“It is relevant to me.”

“It makes me want to live
a healthy lifestyle.”

“I �nd it appealing.”

“It is trustworthy.”

*Represents statistically signi�cant difference from previous year.

Responses do not equal 100% because mid-point in 5-point Likert Scale was omitted.

Agree Disagree

76%

78%

65%*

75%

64%

70%

67%

69%

60%

64% 2%

4%

2%

6%*

3%

6%*

2%

3%

3%

6%*

2013 (n=609)

2014 (n=368)

Brand Affinity A new question was added in 2013 to better 
understand moms’ affinity to the Fruits & Veggies—More 
Matters brand. Moms particularly appreciate the campaign as a 
reminder to eat more fruits and vegetables and to live a healthy 
lifestyle. It is also perceived to be relevant (Chart 39).

Demographics of 
Internet Users

Percent of adults who use the Internet, e-mail, or 

access the Internet via a mobile device.

Source: The Pew Research Center’s Internet Project Survey, 
Jan 9-26, 2014. (n=2008 adults)

totAl ADults                         87%

rAce/ethnicity                         

Age

householD incoMe

eDucAtionAl AttAinMent

Men                         87%

Women 86%

White                         85%

African-American 81%

hispanic 83%

18-29                         97%

30-49 93%

50-64 88%

65+  57%

less than $30,000/year                            77%

$30,000-$49,000 85%

$50,000-$74,000 93%

$75,000+ 99%

high school graduate or less                                                   76%

some college                                                    91%

college+ 97%
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Applications
Moms appreciate the importance of more fruits and vegetables 
in the diet, and recognize the relationship of fruit and vegetable 
consumption to health and well-being, for themselves and their 
families. Attitudes towards including more fruits and vegetables 
continue to be positive over time, with the majority of moms 
saying that it is important and that they intend to include more 
in their families’ meals and snacks. 
 
Between 2007 and 2014 moms say that eating fruits and 
vegetables personally is enjoyable, with fruit more enjoyable 
than vegetables, though they say it has become more of a chore. 
Moms have also reported that getting their children to eat their 
vegetables and fruit is significantly more of a battle in 2014 than 
it was in 2007, which might also explain a slight lessening in her 
motivation to serve more over that period of time, that ‘it is not 
worth the struggle.’ 

Additionally, intentions are likely to be negatively impacted 
during difficult economic periods as moms shift priority away 
from healthy eating. While understandable, supermarkets, 
restaurants, and health professionals can take steps to help 
moms feed fruit and vegetables to their families without putting 
undue pressure on the family budget. Ideas include:

Supermarkets
• Emphasize double coupons on fruit and vegetables
• Demonstrate a quick-to-prepare and inexpensive vegetable  
   based entrée, like chili, vegetable soup, or taco salad 
• Market a 10 for $10 sale on canned fruit and vegetables
   
Restaurants and Quick Service Restaurants
• Market a different spin on Meatless Mondays by promoting a  
   Vegetable Platter — pick your 5 favorite vegetables for $5 
• Create and market a “Sensational Saturday Salad” where the  
   price is half-off or is two for one
• Create a “Parent’s Meal Deal” to complement the “Kids Meal”  
   and replace a fruit or vegetable as the default instead of fries

Health Professionals
• Emphasize how in-season fresh fruit and vegetables are  
   budget-friendly, especially when they can be used within a  
   few days of purchase, and demonstrate how to wash and store  
   various fresh produce items to extend their shelf-life

• Encourage canned, frozen, dried and 100% fruit or vegetable  
   juice, depending on the meal occasion.  For example, use  
   frozen fruit in a smoothie or for baking; canned or frozen  
   vegetables or 100% vegetable juice in soups to save on cooking  
   time or enhance nutrition; canned or dried fruit on salads or  
   baking; and 100% fruit juice as a quick serving when on the go 
• Continue to emphasize to moms the many positive reasons to  
   feed her family fruits and vegetables 

Other barriers to including more fruits and vegetables, such as 
different preferences within the family or lack of a good range 
in restaurants, reflect moms need for practical information, 
suggestions and tips that she can easily implement. Solutions to 
address different family preferences without also being a short-
order cook could be as simple as having different salad dressings 
on the dinner table; offering salad ingredients in separate bowls 
so that each family member can add their favorite items to their 
own salad; or offering various herbs or spices at the dinner table 
for family members to flavor their vegetables. When dining 
out, visiting restaurants that have salad bars would allow family 
members to build their own salads as well. Meanwhile, more 
and more restaurants are offering a greater number of fruits and 
vegetables on menus that help make it easier for moms to get her 
family to eat them.

Learning from other moms’ various approaches to increasing 
their families’ fruit and vegetable consumption can also prove 
useful. Often the approaches that are reportedly most successful 
are not the ones currently tried by many moms. For example, 
setting out a fruit bowl, involving children in growing, selecting, 
or preparing fruits and vegetables, having vegetables cut up and 
ready to eat, hiding fruits and vegetables in other foods, and 
providing tangible rewards when a child tries a new dish are the 
most successful approaches, yet no more than half of all moms 
have tried these approaches. 

In general, moms are primed for action-oriented messages that 
will help them follow through with preparing and serving more 
fruits and vegetables to their families. Continuing to provide 
actionable messages to moms through MoreMatters.org, social 
media, health care providers, nutritionists, dietitians, supermarkets  
and other media outlets will be important to assist moms in their 
effort to provide healthy, happy homes for their families.
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Appendix A.  

Methodology  
OnResearch, Inc (Ontario, Canada), fielded all surveys. An 
initial online survey was conducted in October of 2006 with 
500 moms for the purpose of preparing for the public relations 
launch and the baseline survey. Using 2006 survey responses, a 
preliminary baseline survey questionnaire was developed and 
pilot-tested with 73 GenX moms with one or more children 
under the age of 18 living in the home, who were recruited 
either in grocery stores (n=5) or on the former 5 A Day website 
(n=67). Items were analyzed using principal components factor 
analysis to identify 1 or 2 salient items to be included on the 
questionnaire for each construct. Items loading highest on a 
factor were selected for inclusion. 

Most questions were answered using a 5 point Likert scale, 
with several questions that required open-ended responses. 
The Theory of Planned Behavior was used as a framework 
to ascertain psychosocial factors (social norms, perceived 
behavioral control, attitudes and intentions) related to 
consumption of fruits and vegetables.52 Other constructs from 
Social Learning Theory that have been associated with fruit 
and vegetable intake in the scientific literature including self-
efficacy and social support  were also included.53, 54 Finally, other 
questions assessed perceptions about fruits and vegetables and 
awareness of recommendations for intake. 

In an effort to understand various factors related to fruit and 
vegetable consumption among moms, a 2007 baseline survey 
was fielded online February 2-9, 2007 prior to the March 19, 
2007 launch of the Fruits & Veggies--More Matters campaign. 
This baseline survey was conducted with Generation X (Gen X) 
moms, born between 1965 and 1979. Annual on-line follow-up 
surveys were conducted January 15-January 31 from 2008-2013. 
Generation Y (Gen Y) moms, born between 1980 and 1990, were 
included beginning in 2010. However, given that Gen X and Gen 
Y moms continue to age, as do their children, PBH reanalyzed 
data for this report to compare year to year only those moms 
with children ages 10 and under, regardless of when the mother 
was born. 

A rolling survey was begun in 2014 to allow for moms to 
be surveyed weekly to measure real-time changes throughout 
the year. A total of 265 moms were surveyed between 

In each study, 

a total of nearly 

20,000 were asked 

to participate . . . 

Survey participants 

receive rewards from 

the panel company 

for participating in 

surveys sent to them.
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Women
only

Women
only

Women
only

Women
only

Women
only

Women
only

Women
only

Women
only

Methodology

All respondents were residents of the United States. The online survey was conducted via an online panel.

MethoDology

resPonDent criteriA

Wave

Fielding
Period

December 12 2013 - 
February 10 2014 

(n=265), 
remaining 335 to 

be collected weekly 
through nov 2014

n=265 n=700

18 years old 
and older

Moms with 
children 10 

years old and 
younger

Moms with 
children 10 

years old and 
younger

Moms with 
children 10 

years old and 
younger

Moms with 
children 10 

years old and 
younger

Moms with 
children 10 

years old and 
younger

Moms with 
children 10 

years old and 
younger

Moms with 
children 10 

years old and 
younger

Moms with 
children 10 

years old and 
younger

generation X - 
born between 

1965 and 
1979 

generation y - 
born between 

1980 and 
1990

generation X - 
born between 

1965 and 1979 
generation y - 
born between 

1980 and 1990

generation X - 
born between 

1965 and 1979 
generation y - 
born between 

1980 and 1990

generation X - 
born between 

1965 and 1979

generation X - 
born between 

1965 and 1979

generation X - 
born between 

1965 and 1981

18 years old 
and older

n=700 n=1270 n=1037

3.7% 
(19/20 times)

3.7% 
(19/20 times)

2.7% 
(19/20 times)

3% 
(19/20 times)

3.6% 
(19/20 times)

3.5% 
(19/20 times)

3.3% 
(19/20 times)

6% 
(19/20 times)

n=761 n=803 n=896

January 16-28 
2013

January 23-31 
2012

January 14-31 
2011

January 15-29 
2010

January 16-22 
2009

January 18-22 
2008

February 2-9 
2007

sample
size

confidence
level

(within year)

Age

Additional
criteria

2014 2013 2012 2011 2010 2009 2008 2007

gender

December 12, 2013 and February 10, 2014 for the purposes of 
this report. It was felt that this sample size was large enough 
to provide a comparison with prior years, but also allowed for 
seasonal comparisons moving forward. 

For all surveys, the sample was drawn from membership 
lists of survey panels for online companies who partner with 
OnResearch, Inc. Potential respondents who met inclusion 
criteria were invited via email to participate in the survey. 
The specifications included females whose date of birth is 

between 1965 and 1990, with at least one child age 10 or less. 
The email invitation did not specify the survey was about fruits 
and vegetables, and the order of the questions was carefully 
considered to minimize bias in responses. In each study, a 
total of nearly 20,000 were asked to participate. Access to the 
survey was terminated once the planned sample was reached. 
Survey participants receive rewards from the panel company 
for participating in surveys sent to them. Results of each survey 
were tabulated by OnResearch, Inc.
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MAritAl
stAtus

sPouse’s
eDucAtion

2013
%

2010
%

2008
%

2014
%

2011
%

2012
%

2009
%

2007
%

Married/living 
with someone

Did not finish high school

some graduate work

separated/divorced

some college

trade/vocational school

81%

2%

4%

9%

20%

4%

73%

4%

6%

7%

24%

2%

73% 83% 82% 89% 89% 88%

5% 4% 4% 3% 1% 1%

2% 3% 2% 3% 6% 4%

11% 7% 7% 7% 2% 7%

26% 23% 26% 27% 22% 22%

3% 3% 3% 4% 3% 4%

single

high school graduate

completed graduate work

Widowed

college graduate

10%

17%

21%

-

31%

19%

19%

15%

1%

30%

13% 9% 11% 3% 4% 5%

28% 21% 22% 21% 9% 10%

11% 13% 12% 14% 21% 21%

3% 1% <1% <1% <1% <1%

36% 33% 31% 28% 38% 37%

% %% %% %

Work outsiDe 
the hoMe

no

yes, Full-time

38%

45%

36%

40%

53% 56% 55% 46% 32% 32%

28% 26% 26% 34% 46% 47%

yes, Part-time 17% 24% 19% 18% 18% 21% 22% 22%

%% %

%% %ethnicity

White/caucasian

Mixed race

hispanic/latino

69%

2%

10%

68%

2%

12%

78% 79% 76% 85% 84% 83%

2% - - - - -

6% 6% 10% 5% 4% 4%

black/African American

other

Asian/Pacific islander

8%

1%

10%

12%

1%

5%

8% 8% 7% 4% 4% 4%

1% 1% 2% 1% 2% 2%

5% 6% 5% 5% 6% 7%

%% %

%

% %

%

%

%

%

%

% %

%

%

Appendix B. Demographics

Respondent Profile: Moms with Children 10 and Under
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2013
%

2010
%

2008
%

2014
%

2011
%

2012
%

2009
%

2007
%

genDer

Age

Female

18-24

55+

35-44

100% 100%

3% 6%

- -

38% 47%

100% 100% 100%

1% 9% -

- - -

41% 45% 67%

100% 100% 100%

17% - -

11% - -

27% 63% 51%

Male

25-34

45-54

nA nA

53% 45%

6% 2%

nA nA nA

50% 46% 33%

8% - -

nA nA nA

25% 37% 49%

21% - -

householD
incoMe

oWn eDucAtion

less than $25,000

Did not finish high school

$50,000 - $74,999

some college

19% 17%

1% 2%

14% 24%

23% 30%

25% 18% 4%

2% 2% <1%

18% 23% 21%

24% 33% 22%

16% 7% 3%

1% 1% 1%

26% 31% 22%

33% 29% 20%

$25,000 - $49,999

high school graduate

31% 27%

11% 16%

25% 31% 10%

11% 19% 9%

31% 25% 14%

23% 19% 5%

$75,000 - $99,999

college graduate

completed graduate work

12% 16%

38% 33%

20% 11%

4% 15% 26%

39% 30% 38%

16% 9% 22%

14% 19% 25%

27% 33% 44%

8% 12% 21%

$100,000 or more

some graduate work

trade/vocational school

24% 15%

4% 5%

2% 3%

21% 13% 39%

6% 4% 6%

2% 3% 3%

13% 18% 36%

4% 3% 7%

3% 3% 2%

Moms with Children 10 and Under
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Appendix C.  

About Fruits & Veggies—More Matters
Recommendations for fruit and vegetable intake have increased 
due to research suggesting numerous potential benefits of fruit 
and vegetable consumption to prevent chronic diseases. The 
increased importance of fruit and vegetable consumption is 
illustrated by the inclusion of fruits and vegetables in the 
Dietary Guidelines for Americans, 2010 as one of the “food 
groups to encourage” and in updated recommendations for 
fruit and vegetable intake that ‘half your plate’ should consist 
of fruit and vegetables in the new ChooseMyPlate graphic.2, 55 
This change represented an increase for most people from the 
previous recommendation of 5-9 servings a day.

The 5 A Day for Better Health Program (“5 A Day”) was a state-
wide social marketing program begun by the California Depart-
ment of Health Services in 1988 to promote increased fruit and 
vegetable consumption. The national 5 A Day program began 
in 1991 as a public-private partnership between the National 
Cancer Institute (NCI) and Produce for Better Health Founda-
tion (PBH). As lead health authority, NCI determined health 
statements and nutrient criteria for products which could carry 
the brand logo, and PBH coordinated private-sector activities. 
In 2005, NCI transferred lead health authority to the Centers for 
Disease Control and Prevention (CDC). 

Awareness of recommendations for fruit and vegetable con-
sumption increased over time. In 1991, 8% of individuals 
reported being aware that fruit and vegetable intake should be 
at least 5 servings a day.56 In 2004, that percentage had increased 
to 40%.57 However, this heightened awareness had not translated 
into behavior change. Between 1994 and 2005, the proportion 
of adults eating 5 or more servings of fruits and vegetables per 
day remained virtually unchanged (24.6% vs. 25.0%, respective-
ly) with an estimated decrease of 0.22 servings per day among 
adults.58, 59  

In light of new dietary recommendations, PBH, CDC, and other 
partners recognized the need to establish a new identity for 5 A 
Day with the ability to sustain itself into the future, generate a 
brand that would provide an emotional or inspirational connec-
tion with consumers, and transfer 5 A Day equity—increased 

awareness of fruit and vegetable recommendations and the net-
work for promoting consumption—to a new program identity, 
which is now Fruits & Veggies—More Matters®. 

The Fruits & Veggies—More Matters® brand was developed 
based on comprehensive formative research with consumers. 
While specifically developed with moms as the primary target 
audience, the Fruits & Veggies—More Matters® message tested 
well with men, women and people of different ages, incomes, 
and ethnicities. Moms preferred a nurturing tone rather than 
a preaching, frightening, or bullying one. The most effective 
approach in motivating moms was to be her ally, sending a 
message that promotes their responsibility as family caretaker. 
Fruits & Veggies—More Matters® brand appeals to moms’ sense 
of responsibility to take care of her family in a strong, simple, 
and positive manner. Moms feel they can help their families eat 
more fruits and vegetables when they know that various forms 
(frozen, canned, dried, 100% juice, fresh) all help meet daily 
fruit and vegetable requirements.7 For time-starved moms, 
providing simple serving suggestions, tips, and recipes was also 
identified as important. 

Ultimately the Fruits & Veggies—More Matters slogan and 
graphic are seen as positive reminders to eat more fruits and 
vegetables by the broader consumer audience. It reminds them 
of the known health benefits of consuming fruits and vegetables 
and encourages them to eat more. 

Effectively replacing 5 A Day, Fruits & Veggies—More Matters 
was launched in March 2007 with the support of many stake-
holders, including growers, supermarket retailers, state depart-
ments of health, CDC, and others.



Moms’ Attitudes and Beliefs Related to Fruit & Vegetable Consumption ∙ 2007-2014 37

References
1. U.S. Department of Health and Human Services. Office of  
    Disease Prevention and Health Promotion. Healthy  
    People 2020. Washington, DC. Available at 
    http://healthypeople.gov/2020/topicsobjectives2020/ 
    objectiveslist.aspx?topicId=29#146172. Accessed March 31,  
    2014.

2. U.S. Department of Agriculture and U.S. Department of  
    Health and Human Services. Dietary Guidelines for Americans,  
    2010. 7th Edition, Washington, DC: U.S. Government Printing  
    Office; 2010; 35.

3. Boeing H, Bechthold A, Bub A, et al. Critical review:  
    vegetables and fruit in the prevention of chronic diseases. Eur  
    J Nutr 2012; 51:637-663.

4. State of the plate: 2010 study on America’s consumption  
    of fruits and vegetables, 2010. Produce for Better Health  
    Foundation Web site. http://www.pbhfoundation.org/pdfs/ 
    about/res/pbh_res/stateplate.pdf.  Accessed March 31, 2014.

5. Kimmons J, Gillespie C, Seymour J, et al. Fruit and vegetable  
    intake among adolescents and adults in the United States:   
    Percentage meeting individualized recommendations.  
    Medscape J Med 2009; 11:26. 

6. Stables GJ, Subar AF, Patterson BH, et al. Changes in  
    vegetables and fruit consumption and awareness among US  
    adults: Results of the 1991 and 1997 5 A Day for Better Health  
    Program surveys. J Am Diet Assoc 2002; 102:809-817. 

7. Pivonka E, Seymour J, McKenna J, et al. Development of the  
    behaviorally focused Fruits & Veggies—More Matters public  
    health initiative. J Am Diet Assoc 2011; 111:1570-1577.

8. Thomson CA , Ravia J A systematic review of behavioral  
    interventions to promote intake of fruit and vegetables. J Am  
    Diet Assoc 2011; 111, 1523-1535.

9. Pomerleau J, Lock K, Knai C et al. Interventions designed  
    to increase adult fruit and vegetable intake can be effective: a  
    systematic review of the literature. J Nutr 2005; 135, 2486-2495.

10. Knai C, Pomerleau J, Lock K et al. Getting children to  
      eat more fruit and vegetables: a systematic review. Prev Med  
      2006; 42, 85-95.

11. Delgado-Noguera M, Tort S, Martinez-Zapata MJ et al.  
      Primary school interventions to promote fruit and vegetable  
      consumption: a systematic review and meta-analysis. Prev  
      Med 2011; 53, 3-9.

12. GFK/Roper Report, “Health and Well Being,” April 2007,  
       #14. 

13. Halperin M. Adding fruit to your menus. QSR Magazine,  
      September 2011. Accessed April 18, 2014. 

14. Yeh MC, Ickes SB, Lowenstein LM, et al. Understanding  
       barriers and facilitators of fruit and vegetable consumption  
       among a diverse multi-ethnic population in the USA. Health  
       Promot Int 2009; 23(1):42-51. 

15. Paquette MC. Perceptions of healthy eating: state of  
       knowledge and research gaps. Can J Public Health 2005; 96   
       Suppl 3:S15-9, S16-21. 

16. Gibson EL, Wardle J, Watts CJ. Fruit and vegetable  
       consumption, nutritional knowledge and beliefs in moms  
       and children. Appetite 1998; 31(2):205-8. 

17. Boutelle KN, Birkeland RW, Hanna PJ, et al. Associations  
       between maternal concern for healthful eating and maternal  
       eating behaviors, home food availability, and adolescent  
       eating behaviors. J Nutr Educ Behav 2007; 39(5):248-56. 

18. Satia JA, Kristal AR, Patterson RE, et al. Psychosocial factors  
       and dietary habits associated with vegetable consumption.  
       Nutrition 2002; 18:247-254. 

19. Wardle J, Parmenter K, Waller J. Nutrition knowledge and  
       food intake. Appetite 2000; 34(3): 269-275.



Produce for Better Health Foundation38

20. Khurana S, Venkataraman K, Hollingsworth A, et al.  
       Polyphenols: benefits to the cardiovascular system in health  
       and in aging. Nutrients 2013; 5(10): 3779–3827. doi:  
       10.3390/nu5103779. 

21. Liu RH. Dietary bioactive compounds and their  
       health implications. J Food Sci 2013; 78 Suppl 1: A18-25.  
       doi:10.1111/1750-3841.12101. 

22. Liu RH. Health-promoting components of fruits and  
       vegetables in the diet. Adv Nutr 2013; 4(3): 384S-92S. doi:  
       10.3945/an.112.003517. 

23. Scalbert A, Manach C, Morand C, et al. Dietary polyphenols  
       and the prevention of diseases. Crit Rev Food Sci Nutr 2005;  
       45: 287-306. doi: 10.1080/1040869059096.

24. Skinner M, Hunter D, eds. Bioactives in Fruit: Health Benefits  
       and Functional Foods. UK: Wiley-Blackwell; 2013. 

25. Alasalvar C, Shahidi F, eds. Dried Fruits: Phytochemicals 
       and Health Effects. UK: Wiley-Blackwell; 2013. 

26. Fruits & Veggies—More Matters Brand Guidelines,  
       Produce for Better Health Foundation, accessed April  
       18, 2014, http://www.pbhfoundation.org/pdfs/licensing/ 
       guid/2013BrandGuidelinesFINALwithbookmarks.pdf 

27. How Foods Qualify as Great For You, accessed April 18, 2014  
       at http://corporate.walmart.com/global-responsibility/ 
       hunger-nutrition/great-for-you 

28. Disney Nutrition Guideline Criteria, accessed April 18, 2014  
       at http://thewaltdisneycompany.com/sites/default/files/ 
       MOHL_Nutrition_Criteria_2012.pdf 

29. USDA finalizes changes to the WIC program, expanding  
       access to healthy fruits and vegetables, whole grains, and  
       low-fat dairy for women, infants, and children. Release No.  
       0031.14. Accessed April 18, 2014 at http://www.usda.gov/ 
       wps/portal/usda/usdahome?contentid=2014/02/0031.xml 

30. Fresh fruit and vegetable program. http://www.fns.usda.gov/ffvp 

31. Nuval at www.nuval.com/ 

32. Onken KA, Brenard JC, Pesek JD. Comparing willingness  
       to pay for organic, natural, locally grown, and state  
       marketing program promoted foods in the mid-atlantic  
       region. Agr Resource Econ Review. 2011; 40(1):33-47. 

33. http://cansgetyoucooking.com/ 

34. http://www.affi.org/about-us/affiliated-organizations/frozen- 
       food-roundtable 

35. Jago R, Baranowski T, Baranowski JC. Fruit and vegetable  
       availability: a micro environmental mediating variable?  
       Public Health Nutr 2007; 10(7):681-9. 

36. Gallaway MS, Jago R, Baranowski T, et al. Psychosocial  
       and demographic predictors of fruit, juice and vegetable  
       consumption among 11-14-year old Boy Scouts. Public  
       Health Nutr 2007; 10(12):1508-14. 

37. Young EM, Fors SW, Hayes DM. Associations between  
       perceived parent behaviors and middle school student fruit  
       and vegetable consumption. J Nutr Educ Behav 2004;  
       37(1):2-8. 

38. Pearson N, Biddle SJ, Gorely T. Family correlates of fruit and  
       vegetable consumption in children and adolescents:  a  
       systematic review. Public Health Nutr 2009; 12(2): 267-83.

39. Dazeley P, Houston-Price C, Hill C. Should healthy eating  
       programmes incorporate interaction with foods in different  
       sensory modalities? A review of the evidence. Br J Nutr 2012;  
       108, 769-777. 

40. John JH, Ziebland S. Reported barriers to eating more fruit  
       and vegetables before and after participation in a  
       randomized controlled trial: a qualitative study. Health Educ  
       Res 2004; 19(2): 165-174. 

41. Havas S, Treiman K, Langenberg P, et al. Factors associated  
       with fruit and vegetable consumption among women  
       participating in WIC. J Am Diet Assoc 1998; 98:1141-1148. 

42. Eikenberry N, Smith C. Healthful eating: Perceptions,  
       motivations, barriers, and promoters in low-income  
       Minnesota communities. J Am Diet Assoc 2004; 104 
       1158-1161.



Moms’ Attitudes and Beliefs Related to Fruit & Vegetable Consumption ∙ 2007-2014 39

43. Drewnowski A. The cost of US foods as related to their  
       nutritive value. Am J Clin Nutr 2010; 92(5):1181-8.

44. Monsivais P, Aggarwal A, Drewnowski A. Following federal  
       guidelines to increase nutrient consumption may lead to  
       higher food costs for consumers. Health Affairs 2011; 30 (8): 
       1471-1477.

45. Rao M, Afshin A, Singh G, Mozaffarian D. Do healthier  
       foods and diet patterns cost more than less healthy  
       options? A systematic review and meta-analysis. BMJ 
       Open 2013;3:e004277. Doi:10.1135/bmjopen-2013-004277.

46. Cassady D, Jetter KM, Culp J. Is price a barrier to eating  
       more fruits and vegetables for low-income families? J Am  
       Diet Assoc 2007; 107:1909-1915. 

47. Stewart H, Blisard N. Are lower income households willing  
       and able to budget for fruits and vegetables? Economic  
       Research Report Number 54, USDA, January, 2008. 

48. Stewart H, Hyman J, Frazao E, et al. Can low-income  
       Americans afford to satisfy MyPyramid fruit and vegetable  
       guidelines? J Nutr Educ Behav 2011; 43:173-179.

49. Bishop K, Wootan M. Healthy bargains: fruits and vegetables  
       are nutritious and economical. Center for Science in the  
       Public Interest, 2013: http://cspinet.org/healthybargains.pdf.  
       Accessed April 18, 2014.

50. The cost of the recommended daily servings of fresh  
       produce. Produce Marketing Association, 2010, 
       www.pma.com. Accessed April 18, 2014.

51. Carlson A, Frazao E. Are healthy foods really more  
       expensive? It depends on how you measure the price. 
       EIB-96, U.S. Department of Agriculture, Economic Research  
       Service, May 2012.

52. Francis JJ, Eccles MP, Johnston M, et al. Constructing  
       questionnaires based on the theory of planned behavior: a  
       manual for health services researchers. May, 2004  http:// 
       www-unix.oit.umass.edu/~aizen/tpb.html. Accessed July 6,  
       2006.

53. Van Duyn MA, Kristal AR, Dodd K, et al. Association of  
       awareness, intrapersonal and interpersonal factors, and  
       stage of dietary change with fruit and vegetable  
       consumption: a national survey. Am J Health Promot 2001;  
       16(2):69-78. 

54. Fuemmeler BF, Masse LC, Yaroch AL, et al. Psychosocial  
       mediation of fruit and vegetable consumption in the body  
       and soul effectiveness trial. Health Psychol 2006;  
       25(4):474-83. 

55. http://www.choosemyplate.gov/downloads/mini_poster_ 
       English_final.pdf 

56. Stables GJ, Subar AF, Patterson BH, et al. Changes in  
       vegetables and fruit consumption and awareness among US  
       adults: Results of the 1991 and 1997 5 A Day for Better  
       Health Program surveys. J Am Diet Assoc 2002; 102:809-817.

57. NCI 5 A Day Attitude and Behavioral Tracking, National  
       Omnibus Survey Results: November 2004. Unpublished  
       data, reported by Porter Novelli for the National Cancer  
       Institute.

58. Behavioral Risk Factor Surveillance System, National Center  
       for Chronic Disease Prevention & Health Promotion,  
       Centers for Disease Control, 2005. http://apps.nccd.cdc. 
       gov/brfss/display asp?cat=FV&yr=2005&qkey=4415&state=US.  
       Accessed February 10, 2010.

59. Blanck H, Gillespie C, Kimmons JE, et al. Trends in fruit  
       and vegetable consumption among U.S. men and women,  
       1994-2005. Prev Chronic Dis. 2008;5(2). http://www.cdc.gov/ 
       pcd/issues/2008/apr/07_0049.htm. Accessed February 22,  
       2010. 



©2014 Produce for Better Health Foundation
1565-0314

ReseARCH AnD PUBliCAtion FUnDeD By:


	Table of Contents
	Executive Summary
	Key Trends
	Attitudes
	Intention
	Self-Efficacy
	Beliefs & Social Support
	Perceived Benefits
	All Forms
	Availability in the Home
	Barriers
	Sources of Information
	Moms Varied Approaches
	Picking Your Battles
	Communications Methods
	Fruits & Veggies—More Matters
	Demographics ofInternet Users

	Applications
	Appendix A. Methodology
	Appendix B. Demographics
	Appendix C. About Fruits & Veggies—More Matters
	References

