
� Eating out, social gatherings & travel are the top three areas impacted the mo� by gluten free & allergy friendly life�yles.

� 3 out of 4 consumers managing gluten free and allergy 
friendly life�yles prefer the availability of gluten-free 
menus and/or allergy menu charts when deciding on their 
re�aurant de�ination.

� Over one-half of consumers managing gluten free and 
allergy friendly life�yles eat out more now in re�aurants on 
a weekly basis than in 2007.

2007: 2,654 Responses 2017: 16,100 Responses

WEEKLY - 56%

MONTHLY - 31%

QUARTERLY - 8%

NEVER - 2%DAILY - 3%

LANDMARK RESEARCH FINDINGS

GLUTEN FREE & ALLERGEN FRIENDLY
LIFESTYLES: PAST, PRESENT & FUTURE

Ten years ago, thousands of consumers and businesses across the globe shared their 
experiences about gluten free and food allergy life�yles through groundbreaking 
research. So the que�ion naturally arises: Ten years later – where are we? 
 
This innovative �udy focuses on quality of life; gluten free and allergy friendly 
products; eating out, re�aurants and travel as well as overall progress and future 
change. Over 16,000 consumers impacted by celiac / coeliac disease,  gluten free 
diets and food allergies participated in the research representing all 50 US �ates 
and 35+ countries.
 
The global market research is funded & sponsored exclusively by Gluten Free Passport 
and Gluten Free Media Group.
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� Over the pa� 10 years, TASTE 
remains the #1 priority for consumers 
in the US and worldwide when buying 
gluten free and allergy friendly 
products.

TASTE LABELED GLUTEN FREE
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Gluten Free Passport is a global food & travel education company and innovators in the gluten free and food allergy market since 2005. They are the 
creators of the multi-award winning Let’s Eat Out series of mobile apps, country travel kits, language translation cards and books, tru�ed by cu�omers 
in 60-plus countries. The firm also fo�ers change worldwide through speaking engagements, quality certifications, food service, training, promotion and 
consulting solutions with U.S. and international clients. Visit GlutenFreePassport.com for more information. 

Find them on social media at GFAFPassport:

Gluten Free Media Group (GFMG) is the leading US integrated marketing company dedicated to promoting the gluten free and allergen friendly (GFAF) 
life�yle. Since 2007, GFMG has been helping the public learn about GFAF food and life�yle options, and currently has a captive audience of more than 
three million consumers. Through The Gluten Free & Allergen Friendly Expos and Find Me Gluten Free, GFMG connects thousands of brands to its fiercely 
loyal and educated audience. The company offers marketing solutions through consumer expo tours, university educational conferences, mobiles apps, 
website, e-newsletters, blogger outrea� and social media interaction. Visit gfafexpo.com or findmeglutenfree.com for more information.

Find them on social media at GFAFExpo:

2007: 2,767 Responses 2017: 16,100 Responses

AVAILABILITY OF GLUTEN FREE / ALLERGY FRIENDLY MEALS AND SNACKS

EATING IN RESTAURANTS

MANAGING A GLUTEN / ALLERGIC REACTION

2007: 85%

2017: 91%

2007: 89%

2017: 86%

2007: 48%

2017: 36%

COMMUNICATION IN FOREIGN LANGUAGES

AIRLINE TRAVEL

HOTELS AND ACCOMMODATIONS

2007: 45%

2017: 32%

2007: 57%

2017: 31%

2007: 53%

2017: 26%

� Top travel concerns for consumers managing gluten free and allergy friendly life�yles continue to be the availability of 
special meals and snacks as well as eating out in re�aurants.
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� Based on 10 year research trends, consumers managing gluten free and allergy friendly life�yles continue to be extremely 
loyal and discerning cu�omers. Providing safe meals the fir� time equals loyal repeat cu�omers and increased revenues.

� Although progress has been made in public awareness, 
during the pa� 10 years, there are �ill additional areas for 
improvement across the global community. 

Increased training for re�aurants, food service and travel 
providers as well as wider selection and more food choices 
are the top two priorities in the next 1–2 years for consumers 
managing gluten free and allergy friendly life�yles.

INCREASED TRAINING FOR RESTAURANTS AND TRAVEL PROVIDERS

WIDER SELECTION AND MORE FOOD CHOICES

LOWER PRICES

BETTER TASTING PRODUCTS
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or FindMeGlutenFree:

For additional market research findings and 
inquiries, please contact Jen at 
Jen@glutenfreemg.com


