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About CCA

Representing all things coconut, the Coconut
Coalition of the Americas provides one unifi
oice for the fast-growing coconut industry.

Founded in mid-2017, largely to challenge negative
perceptions about coconut products including
coconut oil, CCA has grown to encompass
stakeholders across many coconut product
categories.

CCA's membership is comprised of companies
from around the world, across the coconut products
value chain, including suppliers, processors, brand
holders, retailers and service companies with a
stake in and dedicated to upholding sound and
credible science, responsible communications and
sustainable and transparent practices around

coconut products.
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CCA SUPPORTS THE ENTIRE
COCONUT INDUSTRY

FIGHT MISINFORMATION
CCAs unified and vocal in challenging
misinformation about coconut oil's
saturated fats. CCA has supported and
promoted highly-accredited research
that has been acknowledged by
mainstream publications and experts.

REMOVE THE

COCONUT ALLERGEN
CLASSIFICATION FROM THE
TREE NUT CATEGORY

Coconuts aren't nuts. They are drupes,

but the FDA for allergen purposes has

misclassified them under FALCPA as a

ee nut. CCA is engaging with top

immunologists, food allergy
associations, trade groups, HCPs and
consumers to correct this.
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ESTABLISH QUALITY
STANDARDS

Not all coconut is equal and trust is
critical to protecting the industry.
CCA has developed a VCO coconut
il verification program to help
establish confidence in compliance
and the consistency of an
unadulterated supply chain

WORKING TOWARD A
MORE SUSTAINABLE
INDUSTRY

In 2021, CCA fielded a
benchmarking survey to establish a
baseline for industry measurement
against the UN Sustainability Goals
and is proactively working across
the supply chain in communicating
and supporting continuous
improvement
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COCONUT CONSUMPTION

g KEY ITC INSIGHT:
* 18% of all respondents are regular consumers of coconut and another 45% are irregular consumers

All Coconut Consumers
V—%\

Regular
consumers

Irregular
consumers

32% 68%

Daily Weekly Monthly Occasionally
1% 21% 24% 43%
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COCONUT CONSUMER PROFILE ncreppeNT
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@ ke imc nsicHTs:
+"Regular consumers of coconut are looking to include fortified ingredients into their diets (42% vs. 22% irregularftotal)
« Purchasing natural & organic is higher in coconut consumers than all other ingredient users
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FUNCTIONAL FOOD USER OCCASIONS

@ KEY ITC INSIGHT:
+ Coconut consumers seek °
breakfast followed by dinner as L
the meal of choice for food with ': I ‘
functional benefits
Breakfast Dinner Lunch
66% 59% 53%

%)

Afternoon Morning
snack snack
30% 24%
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FUNCTIONAL FOOD TYPES

. FrashFrutsard Vagges
KEY ITC INSIGHTS Fatifedgransand wrab
+ All coconut consumers predictably
favor fruits and vegetables as
their source of functional benefits, Nuthind Bas
especially irregular consumers

Smoohies

« Regular consumers over-index for Te
smoothies and fortified milk Fatifedddryprodids
alternatives ot
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SPECIALTY DIETS

KEY ITC INSIGHT:

40% of coconut consumers state they follow a specialty diet, and of those, keto and vegetarian are neck and

neck as the top diet choice
« Gluten-free also ranked high with coconut consumers, which makes sense because of the popularity of

coconut flour
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BENEFITS OF COCONUT

(@ KEY ITC INSIGHTS: Bomsingereray
+" Regular consumers of coconut
recognize diverse benefits, leading Hoat hanth

with energy, while irregular
consumers are most likely to be
familiar with hearth health (28%)
followed by energy boosting (22%)
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BELIEVED BENEFITS OF COCONUT
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KEY ITC INSIGHT: Notsue, jid foarditat t isteathy
+ There is a significant portion of

non-consumers in the — ]

population that have heard of
coconut's health benefits Wagh Maragamant
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COCONUT FOOD FORMATS: UNAIDED INGREDOENT
TANGPARENCY
55 CENTER
KEY ITC INSIGHT:
+When asked unaided what foods consumers associated with coconut functional benefis, the top response
was for coconut oil at 16%, followed by coconut water at 13% and coconut milk at 12% indicating it is
preferred in a raw rather than ingredient included format
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() KEY ITC INSIGHTS:
* Co

COCONUT FOOD FORMATS - AIDED

conut water and milk are the most popular format in this survey with use by 59% and 58% of regular coconut consumers
* Coconut oil s close at 54% regular consumers who out-use irregular consumers for all product formats except snacks
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g KEY ITC INSIGHTS:

regarding coconut's benefits

NUTRITIONAL COMPONENTS OF COCONUT

+"Regular consumers of coconut are looking for a wider array of nutritional components led by its use as a
dairy substitute when purchasing coconut products, whereas irregular consumers are largely uneducated
fi
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COCONUT PURCHASE INFLUENCE INGREDOENT
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MCTS AND COCONUT OIL USE 'r'&‘fx%%ﬁ’&cv
£(a) KEY ITC INSIGHTS:
+43% of regular consumers view coconut oil as very healthy vs. 13% of irregular consumers

* These imegular consumers are mostly neutral (60%) indicating a necessary tipping point that should be
approached in messaging
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