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The International Fresh Produce Association (IFPA) is the
leading global trade association representing companies
in the fresh produce and floral supply chains.
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Research Purposes
& Objectives

The IFPA performs a Global Intelligence Consumer Tracking Study on an annual
basis to understand and trend consumer behavior and motivations when
purchasing fresh fruit and vegetables.

Research is conducted in seven (7) unique geographic areas:

« United States

« Australia

* Brazil
 China

« Germany
« UK

e South Korea

This report summarizes the findings in Brazil with 753 consumers.

Margin of Error:

Overall, the sample size has a margin of error of +/- 1.4% at a 95% level of confidence; or +/-
3.6% for Brazil.
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Methodology and
Sample Composition

A total of 753 Brazil based surveys were conducted for the study from December 3 - 18,
2024. Participants were sourced from leading online research panels.

To qualify for study inclusion, respondents were screened to meet the following
qualifications:

« Age 18 -78

* Primary or shared responsibility for purchasing groceries for household
* Purchase groceries once a month or more often

* Reside within Brazil

* Does not work in a competitive industry

All research was carried out in compliance with all relevant legal and ethical
requirements within Brazil and in compliance with ISO 20252:2019.
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Fresh fruits and vegetables remain the dominant way Brazilians
are intaking their fruits and vegetables. While there have been
some positive trends in fruit and vegetable consumption in the
Brazil, there is still room for improvement. Brazilians are still not
eating an average of 4 cups of fruit and vegetables a day.
Although Brazilians clearly see the importance of fruit and
vegetable for themselves and their children.
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Fresh fruits and vegetables represent about half of all fruit and vegetable
intake among Brazilians.

Average Percentage of Fruit Intake by Type Average Percentage of Vegetable Intake by Type
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95% of Brazilians ate the same or more fruits and vegetables compared to
the previous year.

Fruit & Vegetable Consumption Compared To Previous Year
6%

31%

63%

“ More ® About the same " Less
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Fruit and vegetable intake satisfied functional needs.

Healthy lifestyle Part of eating habit Satisfy hunger Maintain weight

QGG
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Brazilians to underestimate the number of recommended servings for
fruits & vegetables.

2024 Perceived Average
Number of Servings
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Half of snacks for Brazilian children are fruits and vegetables.

% of Children Snacks that are fruits/vegetables
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Health is important to Brazilians and they are creatures of habit.

Health is one of the most . I love cooking and
I'm a creature of habit, and . . .
important factors in deciding . P experimenting with new
which foods | eat stick to the food | know I like recipes

K

Quick and easy meals are
important to me
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Brazilians strongly agree that it is important for children to eat fruits & veggies.

Important for Children to follow guidelines for fruits and vegetables
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21% of Brazilian parents allow children to cook with them at age 8 or older.

2024
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In Brazil, fruits and veggies are making it to the center of the plate.

Meal

Side Dish Snack
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More than half of Brazilian adults are replacing meals with a snack on a
regular basis.

2024
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Fruit & vegetables maintain their popularity with being
a popular choice for snacks.

Likelihood of Choosing a Snack
% Extremely / Very Likely
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Fruit Vegetables Dairy like High in protein Cookie or cake Flavored Snacks like  Confectionary or
cheese, yogurt, (protein bar, beverage, like chips, pretzels candy
or cottage shake) soda, energy, orveggie chips
cheese coffee
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for eating fruits and vegetables

with snacking.

Provide Nutrition Sustain Energy
(Daily/Weekly) (Daily/Weekly)

2024

Support Mood
(Daily/Weekly)

INTERNATIONAL

FRESH ..
PROOUCE

ASSOCIATION

Manage Stress

(Daily/Weekly) How often do you choose a
snack based on the
following:
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