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5 Allergen-Free products – especiall y those without wheat, soy, fish, shell fish, or 
milk – carry a price premium. Even so, they’re currently growing faster than 

allergen-containing items, but cost remains the greatest concern regarding 

allergen management.

Allergen-Free Products Command a Price Premium

Households wi th food allergies & intolerances over -index in purchasing products 
that are Clean Label , Better For, Organic, Vegan, etc.

Households With Food Allergies Tend To Follow 
More Health-Focused Diets In General3

2 Gen Z indexes highest for the top 2 reported allergies (Dai ry and Peanut) as well  
as for Lactose Intolerance. Gen Z’s spending power is expected to grow to $12 

tri llion by 2030 – making them the l argest generation in terms of spending.

Younger Generations Are Leading Growth In 
Allergen Foods

4
The Number of Allergen-Free Items Has Dropped in 
Recent Years
Availability is one of the greatest concerns regarding allergen and intolerance 
management. The number of Allergen-Free UPCs selling have declined over the 

past four years, reducing selection variety despite ongoing consumer interest.

Key 
Findings

1 The #1 and #2 allergies reported by one-thi rd of all ergy -affected households are 
Dairy and Peanut. The most common intolerances are Lactose Intolerance and 

Gluten Sensiti vi ty.

Dairy, Peanuts, And Gluten Are The Most Common 
Reactive Ingredients
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“Gen  Z househo lds  with all erg ies  are more l ikely  to seek  out  or avo id bran ds b ase d on 

trust .  Prov idi ng tran spa ren t, cl ear , and  thoroug h la beli ng i s e ssenti al to  earn l oya lty  fro m these 

concern ed shopp ers  who cann ot aff ord  buy ing mis takes.”  

- Kathy Risch, SVP, Shopper Insights & Thought Leadership, Acosta Group

Dairy Free, 29%

Peanut Free, 19%

Gluten Free, 19%

Shellfish Free, 17%

Tree Nut Free, 13%

Fish Free, 11%

Wheat Free, 9%

Soy Free, 9%

Egg Free, 8%

Vegetarian, 7%

Corn Free, 7%

Vegan, 6%

3

Gen Z Indexes High In Allergies 
and Intolerances

Types of Diets Followed in Households

4-in-5 Gen Z Consumers 
with Food Allergies or Intolerances 
follow a specia lized food diet

✓ Dairy Free, Peanut Free, and 

Gluten Free are the top allergen 

diets followed in households. 

✓ Gen Z reports the highest rates of 

dairy and peanut allergies, as well 

as lactose intolerance, among all 

groups surveyed.

Logo is distorted and Copyright is out of date

Acos ta Group Shopper Community Survey April 2025

Gen Z
39%

follo w a  Da iry-f ree  Die t

Gen Z
33% 

follo w a  Pean ut -f ree  Die t
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$ Share Index vs. $ Share of Food & Beverage

Households with food 

allergies spend 16% more 

on Food & Beverage 

than households without 

food allergies
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Any Food Allergies & Intolerances No Food Allergies & IntolerancesHouseholds with…

40% more on Better For

32% more on Organic

Dollars per buyer
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NielsenIQ Homescan Panel; Health Shopper Survey – Households with Ailments; Product Insight stated claims, 52 w eeks ending December 27, 2025

Households With Food Allergies Are More Careful to Follow 
Specific Diets or Healthy Eating
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“As  a regis tered d ieti t ia n, I un dersta nd how ove rwhe lmi ng foo d al lergie s can b e. Cle ar, 

s trai ghtf orwa rd l abe lin g is  essen tial  so  peop le d on’t have to wor ry a bout h idde n in gre die nts.  When  

man ufac turers  make a lle rge n in formatio n easy to f in d, i t  streng thens  trust  and h elp s consumers 

fee l safer  in the grocery ai sl e.”  - Hannah Polk, Registered Dietician, NIQ

5

✓ Cost and Availability are amongst the two greatest concerns regarding allergen 

and intolerance management. 

✓ 55% of Gen X surveyed noted cost as a key concern, while 33% of Millennials 

surveyed noted stress and anxiety as a key concern.  

48%

42%

40%

35%

32%

32%

31%

29%

23%

17%

The cost of foods that fit our dietary needs

The availability of foods that fit our dietary needs

The variety of foods that fit our dietary needs

Dining out safely

Avoiding cross-contamination

Understanding food labels

Finding safe products

Awareness of family/friends

Stress/anxiety due to dietary needs

Emergency preparedness

Household Dietary Concerns 

Acos ta Group Shopper Community Survey April 2025

Allergen-Free UPCs have declined over the past four years, reducing the selection 

variety despite ongoing consumer interest – most notably for Gluten Free offerings.

The Number of Allergen-Free Items Has Dropped 

# UPCs of Selling Change vs. 4YA

Gluten 
Free

  5,907 UPCs

Dairy 
Free

  2,005 UPCs

Peanut 
Free

  986 UPCs

Lactose 
Free

  610 UPCs
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NielsenIQ Discover, Product Insight, 52 weeks ending December 27, 2025

Challenges in Food Allergy or Intolerance Management
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6

Consumers Pay a Price Premium for Allergen-Free Products
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$7.52
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Wheat Egg Soy Fish Shellfish Milk Tree Nuts Peanuts

Contains Allergen Stated Free From Allergen Stated

205 110 144 138 122 189 103 103

-1.0% 2.5% -1.6% -2.6% -1.4% 0.9% -0.2% 4.7% -1.8% 5.7% 0.1% 1.3% -1.8% 3.6% -0.6% 2.5%

Price Index

Unit Sales % 

Change

✓ Allergen-free products—

especially those without 

wheat, soy, fish, shellfish, 
or milk—often cost more, yet 

they’re growing faster than 

items containing these 

allergens. 

✓ Consumers are actively 

seeking and willing to pay a 

premium for options that help 

them avoid severe-reaction 

ingredients.
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Average Unit Price – 
Contains Allergens vs. Free From Allergens 
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NielsenIQ Discover, Product Insight, 52 weeks ending December 27, 2025
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Methodology:

Acosta Shopper research  for this study was conducted March 28 -Apri l  10,  2025, with 598 members of 
Acosta Group’s proprietary Shopper Community in households with food or  beverage allergies  and/or 
intolerances. Acosta Group's  Shopper Community is comprised of  over 40,000 demographically  diverse 
shoppers across the U.S.  and is the company’s proprietary  community for survey engagement.  

NIQ Product  Insight examines ingredient lists,  warning statements, label c laims, and certi f ications to 
determine the inherent att ributes of  each item. These advanced at tributes are then combined with market 
measurement and panel data to uncover trends and insights across categories and demographic groups .
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Acos ta Group Shopper Community Survey April 2025

Consumers Turn Most to Medical Professionals, Product 
Websites, and Friends/Family for Food Allergy Guidance

Gen X and Boo mers we re amongst those that  se ek out me dical pro fessions most

Gen Z leve rage s the  pro duct website  or retai ler we bsite most

Gen Z and Mil le nnials  lev erage so cial  m edia most

46%
Medical 

Profess ional s

38%
Product 

Websit e

29%
Frie nds /

Famil y

25%
Social  

Media

10%
Ret ail er 

App

20%
Media

Adverti si ng

23%
In-S tore 

Adverti si ng

25%
Ret ail er 

Websit e
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