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About CCA
Representing all things coconut, the Coconut 
Coalition of the Americas provides one unified 
voice 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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Jun Lao

CCA MEMBERS
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CCA SUPPORTS THE ENTIRE 
COCONUT INDUSTRY

FIGHT MISINFORMATION

REMOVE THE
COCONUT ALLERGEN 

CLASSIFICATION FROM THE 
TREE NUT CATEGORY

ESTABLISH QUALITY 
STANDARDS

WORKING TOWARD A 
MORE SUSTAINABLE 
INDUSTRY

CCA is 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.  

Coconuts aren’t nuts. They are drupes, 
but the FDA for allergen purposes has 

misclassified them under FALCPA as a 
tree nut. CCA is engaging with top 

immunologists, food allergy 
associations, trade groups, HCPs and

consumers to correct this.

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

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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ITC INSIGHTS:
2021 FUNCTIONAL 
FOOD AND BEVERAGE
CONSUMER SURVEY
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96% 
OF FUNCTIONAL FOOD AND
BEVERAGE CONSUMERS ARE
FAMILIAR WITH COCONUT AS
A FUNCTIONAL INGREDIENT.

~ITC Insights 2021 Functional 
Food  & Beverage 
Consumer Survey
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ITC  Insights: 2021 C onsum er Food Survey

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

8Note: Regular consumers indicated they use daily/weekly n=174, irregular consumers indicated occasional/monthly use n=367. Question: “Which of the following best 
describes how frequently you are eating this functional ingredient as part of your regular diet (in foods or beverages, not as dietary supplements)?”

COCONUT CONSUMPTION
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ITC  Insights: 2021 C onsum er Food Survey

KEY ITC INSIGHTS:
• Regular consumers of coconut are looking to include fortified ingredients into their diets (42% vs. 22% irregular/total)
• Purchasing natural & organic is higher in coconut consumers than all other ingredient users

9Note: Regular consumers indicated using functional ingredient at least weekly n=174, irregular consumers n=367. Question: “Please read the following statements and 
select ALL that apply”

COCONUT CONSUMER PROFILE
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ITC  Insights: 2021 C onsum er Food Survey

FUNCTIONAL FOOD USER OCCASIONS

KEY ITC INSIGHT:
• Coconut consumers seek 

breakfast followed by dinner as 
the meal of choice for food with 
functional benefits

Note: Coconut consumers n=541. Question: “What are the specific use occasions where you are most likely to be looking for a food with functional benefits?” Do not look 
for functional foods specifically 3%, other 1%.
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ITC  Insights: 2021 C onsum er Food Survey

FUNCTIONAL FOOD TYPES

KEY ITC INSIGHTS
• All coconut consumers predictably 

favor fruits and vegetables as 
their source of functional benefits, 
especially irregular consumers

• Regular consumers over-index for  
smoothies and fortified milk 
alternatives

Note: Regular consumers indicated using functional ingredient at least weekly n=174, irregular consumers n=367. Question: “What are the specific types of food that you are 
most likely to look to include ingredients with a functional benefit?” Survey participants were screened to focus primarily on those with some interest in functional food (less 
than 5% don’t specifically look for functional food). 
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ITC  Insights: 2021 C onsum er Food Survey

SPECIALTY DIETS

Note: Coconut consumers n=541, all respondents n=1000. Question: “Do you currently follow any specialty diets? (check all that apply)”

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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ITC  Insights: 2021 C onsum er Food Survey

KEY ITC INSIGHTS:
• Regular consumers of coconut 

recognize diverse benefits, leading 
with energy, while irregular 
consumers are most likely to be 
familiar with hearth health (28%) 
followed by energy boosting (22%)

• A significant portion of irregular 
users note that they are not sure of 
the health benefits but have heard 
that coconut is healthy

13Note: Regular consumers indicated using functional ingredient at least daily/weekly n=174, irregular consumers n=367. Question: “What benefits are you looking for 
when you choose to eat foods that are fortified with coconut?”

BENEFITS OF COCONUT
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ITC  Insights: 2021 C onsum er Food Survey

KEY ITC INSIGHT:
• There is a significant portion of 

non-consumers in the 
population that have heard of 
coconut's health benefits

14Note: Consumers who have heard of coconut but are not consuming them n=420. Question: “What have you heard are the benefits of eating foods containing coconut?” 
65% of respondents say they are not familiar with benefits. 

BELIEVED BENEFITS OF COCONUT
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ITC  Insights: 2021 C onsum er Food Survey

KEY ITC INSIGHT:
• When asked unaided what foods consumers associated with coconut functional benefits, 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

15Note: Answered by n=600 who consume coconut, unaided open text response. Question: “What foods are you currently purchasing for their functional coconut benefits?”

COCONUT FOOD FORMATS: UNAIDED
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ITC  Insights: 2021 C onsum er Food Survey

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

16Note: Regular consumers indicated using functional ingredient at least daily/weekly n=174, irregular consumers n=367. Question: “What types of food do you purchase 
where you are aware of/concerned with the coconut content?”

COCONUT FOOD FORMATS - AIDED
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ITC  Insights: 2021 C onsum er Food Survey

KEY ITC INSIGHTS:
• 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 
regarding coconut’s benefits

17Note: Regular consumers indicated using functional ingredient at least daily/weekly n=174, irregular consumers n=367. Question: “What nutritional components are you 
looking for when you purchase/have you heard are associated with coconut products??”

NUTRITIONAL COMPONENTS OF COCONUT
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ITC  Insights: 2021 C onsum er Food Survey

KEY ITC INSIGHTS:
• For all consumers, product 

quality resonates strongly, 
but there are differences in 
that irregular consumers 
also look to price 
and consistency as drivers

18Note: Regular consumers indicated using functional ingredient at least daily/weekly n=174, irregular consumers n=367. Question: “What factors most influence your 
decisions regarding which functional foods containing coconut to purchase?”

COCONUT PURCHASE INFLUENCE
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ITC  Insights: 2021 C onsum er Food Survey

KEY ITC INSIGHTS:
• 43% of regular consumers view coconut oil as very healthy vs. 13% of irregular consumers 
• These irregular consumers are mostly neutral (60%) indicating a necessary tipping point that should be 

approached in messaging

19Note: Regular consumers indicated using functional ingredient at least daily/weekly n=94, irregular consumers n=115. Question: “What is your opinion regarding the 
healthfulness of Medium Chain Triglycerides (MCTs) and coconut oil when used in moderation?”

MCTS AND COCONUT OIL USE
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Poll Time!
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