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BUILDING A MORE INFORMED AND INCLUSIVE FOOD CULTURE
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At this point in 2024, misinformation feels like it’s spreading to 
every aspect of our lives — even the food we eat. There’s so 
much nutrition content flooding social media that it’s tough to 
know what is true and what isn’t. Potentially dangerous food 
trends like raw milk are gaining momentum, while nourishing 
cuisines from certain cultures are being labeled as “unclean.” 
Even more concerning is that people in the U.S. don't seem to 
know which sources to trust, even though science-backed 
advice is plentiful. The country appears to be caught up in a food 
infodemic, where the gap between evidence-based guidance 
and people's eating habits is widening rapidly. 

The Food Infodemic Report by The Ajinomoto Group —created in 
partnership with YouGov — is a snapshot of the beliefs, trends, 
fears, and widespread confusion about eating in the age of social 
media. Along with the surprising datapoints collected from 
3,000+ people in the U.S., are science-based facts and expert 
resources to encourage more informed eating habits. Just like 
the public has been enlightened on topics like eggs, healthy fats, 
and gluten, we believe that science can change minds on a large 
scale. By fighting food misinformation with real facts and real 
understanding, The Ajinomoto Group hopes to change the 
trajectory of this food infodemic and create a more informed, 
more inclusive food culture in the United States. 

Few companies in the food world understand the implications of 
misinformation better than The Ajinomoto Group. In 1968, the 
New England Journal of Medicine coined the term “Chinese 
Restaurant Syndrome,” sparking decades of fear, myths, and 
anti-Asian xenophobia about monosodium glutamate (MSG), 
Ajinomoto’s signature product. Over the years, our company 
championed science, facts, and flavor to enlighten people all 
over the world, but the impact of that single piece of 
misinformation can still be seen in the findings of this report. 
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& METHODOLOGY
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e x p l o r a t i o n
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I S  f o o d  a n d  n u t r i t i o n  
m i s i n f o r m a t i o n  w i d e n i n g   
t h e  g a p  b e t w e e n  s c i e n c e   
a n d  c u l t u r e ? 

W h a t  a r e  t h e  i m p l i c a t i o n s  
o f  p e o p l e ' s  i n a b i l i t y   t o  
d i s t i n g u i s h  f o o d  m y t h s  f r o m  
e v i d e n c e - b a s e d   f a c t s ? 

W h a t  e f f e c t s  h a s  
m i s i n f o r m a t i o n  h a d  o n  
p e o p l e ’ s   f o o d  c h o i c e s ,  
b e h a v i o r s ,  a n d  l i v e s ?   

The Ajinomoto Group conducted a nationwide survey to 
understand the complicated state of eating in the U.S. and 
identify actions to bring people back to food as a source of joy, 
exploration, and cultural connection. The findings from the study 
have resulted in The Food Infodemic Report. 

The Ajinomoto Group fielded a 15-minute online 
survey in partnership with independent research 
firm, YouGov. 


The survey was fielded from April 24-26, 2024 
among a representative sample of 3,034 U.S. 
General Consumers with a margin of error of 
+1.79% at the 95% level of confidence. The figures 
have been weighted and are representative of all 
U.S. adults (aged 18+).
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Misinformation, 
especially on social 
media, is creating a 
food culture of fear 
and confusion.

Without trusted, 
evidence-based 
sources, people are 
adopting unscientific 
eating habits that 
can be unsafe.
Wild claims and baseless fearmongering get shared 
faster than facts can keep up. 


Chemicals are demonized. Ingredients with long 
names are avoided. And it’s gotten to the point 
where over 1 in 10 people in the U.S. (14%) think 
cheese gives you nightmares. These may seem 
outrageous, but 71 % of respondents admit to 
adopting food beliefs and behaviors that aren’t 
grounded in science.


Instead of relying on experts, people are getting 
their eating advice from the loudest voices on 
social. 


Even as the majority of respondents admit they’ve 
likely fallen victim to food misinformation (55%), 
they’re more likely to put garlic up their nose 
(30%) than regularly check if a social influencer is 
qualified (25%).  

For many people, food and nutrition has gotten 
more confusing than ever.  


Over 2 in 5 respondents (43%) have never felt 
more uncertain about their food choices, and over 
half don’t really know who to believe when it comes 
to proper nutrition (55%).







This confusion leads 
to avoidance of 
unfamiliar foods and 
stigmatization of 
cuisines and 
cultures. 

Decades after the baseless term “Chinese Restaurant 
Syndrome” was printed in the New England Journal of 
Medicine (NEJM),  26% of respondents avoid 
restaurants that use MSG – with 20% of respondents 
avoiding Chinese foods entirely due to MSG concerns. 
The lingering stigma from NEJM impacts foods and 
people alike. 29% of Asian respondents have 
experienced stigma from “Chinese Restaurant 
Syndrome.” Sadly, our brand knows all too well the 
impact that misinformation has on marginalized 
communities, and for 50+ years, we’ve been using 
facts to set the record straight. 


It’s time to bring science back to the table. Food is 
meant to be a source of joy, wellness, and cultural 
connection – not fear. 


Nearly 9 in 10 respondents (87%) believe the food they 
eat is very personal – indicating that food makes up a 
core part of their identity.


77% of respondents say trying new foods brings them 
joy. People in the U.S. see food as a way to connect 
cultures – both their own heritage (63%) and other 
cultures (81%).

The people most affected by food misinformation? 
Oftentimes it’s communities of color.  


Among those who believe they’ve been victims of food 
misinformation, 54% agree that their eating habits 
have also become less adventurous because of food 
safety concerns. Nearly half of respondents from 
communities of color have personally been (or seen 
others) ridiculed because of food from their culture or 
heritage, and 54% have seen misinformation online 
attacking a beloved food from their culture or heritage, 
nearly twice as likely as White respondents. 

Ajinomoto has been 
dealing with the fallout 
of food myths since 
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Oat milk vs almond 
milk, No red meat, only 
white meat, No carbs, 
low carbs, high 
protein, low fat... 
and the list goes on! It's honestly overwhelming 
and confusing. I feel like I get so frustrated just 
planning meals. I don't know what's healthy and 
what's not healthy anymore. The struggle is REAL.

“

“

G e n  X  P A R E N T


b a s e d  i n  t h e  
n o r t h e a s t

A Food 

Infodemic 

is Growing
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have never felt more 

uncertain about their 

food choices (43%)

Food  is  a bas ic  human  need ,  
yet  i t  seems  to  be  gett ing  
more  and  more  confus ing .  
G iven  the  overwhelming  
amount  of  informat ion  –  
both  true  and  untrue  –   
i t ’ s  understandable  that  
people  don ’t  know  who   
to  trust. 
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T O T A L  R E S P O N D E N T S

4 3 %

Gen  z

5 1 %
Mil l e n N i a l s

5 1 %
GEN  x

3 7 %
BOO M E R S +

3 5 %

For  younger  
generat ions,   
the  i ssue  i s  even   
more  s ign if icant

55% of respondents don’t  

know who to believe 

anymore when it comes  

to proper nutrition

1 in 4 respondents  

would go to a social 

media influencer over a 

government organization 

for nutrition 

information (24%)



T O T A L  R E S P O N D E N T S

55%

G e n  z

60%
M i l l e n i a l s

59%
G E N  x

53%
B O O M E R S +

50%

Any generation can fall for food misinformation, 
but younger, more online groups appear more 
susceptible. 

55%
or over half of people 
in the u.s. believe  
they have likely been a 
victim of food and 
nutrition misinformation
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MISINFORMATION MAKES 
IT HARD TO BELIEVE 
WHAT iS  ACTUALLY SAFE/
UNSAFE TO FEED MY 
CHILDREN. 
Information is so much more available these days, 
both right and wrong.

M I L L E N N I A L  P A R E N T


b a s e d  i n  t h e   
W E S T

“
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Note: Low Income defined as having a 
household income under $40K, Middle  
Income as having a household income  
$40K to $79.9K, and High Income as  
having a household income $80K+.

if you thought 
this was a 
specific problem 
for a specific 
type of person, 
you’ll see that 
anyone can be  
a victim of 
misinformation. 
  
our data  
suggests food 
misinformation 
thrives across  
all demographics.

E D U C AT I O N

I N C O M E

P O L I T I C A L  PA R T Y

G E N D E R

52%

55%

55%

53%

51%

55%

55%

57%

of those without a High School Diploma

of Low-Income Respondents

of Democrats

of Men

R A C E

57%
Black

55%
Hispanic

55%
White

49%
Asian

of those with Post-Graduate degrees

‘I have most 
likely been a 
victim of food 
and nutrition 
misinformation’

of High-Income Respondents

of Republicans

of Women

55%
OF

RESPONDEN TS

AGREE
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T h e r e ’ s  s o  m u c h  
c o n t r a d i c t i n g   
c o n t e n t  t h at   
p e o p l e  h ave  b e g u n  
t r u s t i n g  t h e i r   
o w n  i n t u i t i o n  ove r  
e v i d e n c e - b as e d  
s o u r c e s .  

6 0 %
of respondents rely on their  
intuition and personal knowledge  
to assess food claims they  
see on social media, rather  
than evidence-based sources 

7 1 %
The number jumps to 71% for Gen Z

6 7 %
and 67% for Millennials    
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S O C I A L  M E D I A H AS  
B E C O M E  A G O -T O  
S O U R C E  F O R  F O O D  
I N F O R M AT I O N ,  B U T  
A NY O N E  C A N  P O S T  A 
VI D E O  a n d  S P R E A D  
T H E I R  O P I N I O N S

P. 16

Have seen contradicting 

food advice on social  

media (69%)

ONCE A FEARLESS 
FOODIE, I FELL VICTIM TO 
ONLINE GLUTEN MYTHS. “
Docuseries and forums convinced me wheat was 
evil. I ditched my favorite foods, feeling isolated 
and restricted. One day, I discovered the truth - a 
website debunked the gluten hoax... food 
misinformation stole a year of joy.

G e n  z  m a n


b a s e d  i n  t h e  
n o r t h e a s t

FACT-FREE

DIETS
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30%
O f  r e s p o n d e n t s   h a v e  
t r i e d  o r  w o u l d  c o n s i d e r  
t r y i n g  p u t t i n g  g a r l i c  
i n  t h e i r  n o s e  f o r  
c o n g e s t i o n  r e l i e f  V S

%25
O f  r e s p o n d e n t s   
r e g u l a r l y  c h e c k   
t o  m a k e  s u r e  a n  
i n f l u e n c e r  i s  
q u a l i f i e d  b e f o r e  
l i s t e n i n g  t o  
t h e i r  a d v i c e

P e o p l e  i n  t h e  U. S .  a r e  
m o r e  l i k e ly t o  p u t  
ga r l i c  u p  t h e i r  n o s e  
t h a n  c h e c k  i f  a s o c i a l  
i n f l u e n c e r  i s  
q ua l i f i e d  
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A s  c r e d i b l e  s o u r c e s  o f  
n u t r i t i o n  i n f o r m at i o n  g e t  
ov e r p o w e r e d  by u n f o u n d e d  
c o n t e n t,  p e o p l e  a r e  e at i n g  
u p  w h at e v e r  t h e i r  s o c i a l  
f e e d s  s e rv e  t h e m .

57%
o f  R E S P O N D E N T S  c h a n g e d  
t h e i r   e a t i n g   b e h a v i o r s   b a s e d  
o n   s o m e t h i n g  t h e y   s a w  o n  
s o c i a l   m e d i a   


In fact, 1 in 4 even stopped eating a food they love 
based on information from social media.

T O T A L  R E S P O N D E N T S

5 7 %

G e n  z

8 3 %
M i l l e n i a l s

7 0 %
G E N  x

5 2 %
B O O M E R S +

3 7 %

26%
Online News Sites

5%
Medical Journals

4%
Government Websites

S O U R C E S

Traditional sources of food 
and nutrition information have 
fallen by the wayside.

ONLY A  third  
of respondents 
reference more 
reliable sources 
at least on a 
weekly basis
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In response, people have 

developed some odd, 

misinformed eating 

habits. The effects of a 

growing food infodemic 

are moving in a 

perplexing direction. 

of respondents have taken on

new beliefs AND behaviors that 
aren’t grounded in science



52%
of these people 
frequently get their food 
information via social    

BY 

D R . J e s s  S t e i e r


D r P H , M P H , P M P 

eating habits can get downright 
dangerous. Just look at the raw milk 
craze right now. According to the CDC, 
people who drink raw milk are 840 
times more likely to contract a 
foodborne illness than those who drink 
pasteurized milk.

“ When science is 
ignored in favor  
of fearmongering 
trends, 



FACT: All food contains chemicals because 
nutrients like protein and fiber are made of 
chemical compounds.

FACT: Even bananas contain difficult-to-
pronounce compounds like phenolics, 
carotenoids, and phytosterols.

%
of respondents avoid buying 
foods made with ingredients 
they can’t pronounce

56%
of respondents avoid eating

or drinking anything that 
contains chemicals

P e o p l e  i n  t h e  U . S .  a p p e a r  t o  b e  u n n e c e s s a r i ly av o i d i n g  
f o o d s  b a s e d  o n  ov e r s i m p l i f i e d ,  u n s c i e n t i f i c  b e l i e f s .

P. 2
2

I OFTEN FEEL 
PRESSURED TO ADHERE 
TO SPECIFIC DIETARY 
TRENDS, EVEN IF THEY 
DON'T ALIGN WITH 
MY PREFERENCES OR 
NUTRITIONAL NEEDS.

Food misinformation in media has made me wary 
of certain food groups, leading to restrictive 
eating habits and fear of trying new foods. 

G e n  z  m a l e


b a s e d  i n  t h e  s o u t h

THE INFODEMIC

IMPACT

“
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64%
60%

W o u l d  av o i d  

c o n s u m i n g  

D i hyd r o g e n  M o n ox i d e  

( a k a wat e r )

B e l i e ve  s p i c y f o o d  

c a n  c au s e  s to m ac h  

u l c e r s

T h e   A m e r i c a n  
C o l l e g e  o f   
G a s t r o e n t e r o l o g y  
n o t e s   t h a t   u l c e r s  
a r e  “ n o t  c a u s e d  b y  
s p i c y   f o o d s  o r  a  
r i c h  d i e t . ” 

T H E  S C I E N C E  S A Y S :

D i h y d r o g e n  m o n o x i d e  
i s  t h e   c h e m i c a l  
n a m e  f o r  w a t e r .  

T H E  S C I E N C E  S A Y S :

From H2O to  
MSG, people  
have been 
adopting  
eating habits  
and beliefs  
that are at 
odds with 
science. 

P
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46%
H ave  t r i e d  o r  w o u l d  

c o n s i d e r  t ry i n g  

r e m ov i n g  a l l  c a r b s  

f r o m  t h e i r  d i e t

T H E  S C I E N C E  S A Y S :

D i e t a r y  G u i d e l i n e s  
f o r   A m e r i c a n s   2 0 2 0 -
2 0 2 5   r e c o m m e n d  t h a t  
c a r b s  m a k e  
u p   4 5 - 6 5 %  o f  t o t a l  
d a i l y  c a l o r i e s  
f o r   t h o s e  a g e s  2  
a n d  o v e r .

22%
H ave  t r i e d  o r  w o u l d  

c o n s i d e r  t ry i n g  t h e  

r aw  m e at  d i e t

T H E  S C I E N C E  S A Y S :

T h e   F D A   s t r o n g l y  
a d v i s e s  a g a i n s t   
c o n s u m p t i o n  o f  r a w  
m e a t  d u e  t o   
f o o d b o r n e  i l l n e s s e s ,  
w h i c h  s i c k e n   1  i n  6  
p e o p l e  i n  t h e  U . S .  
e a c h  y e a r .  

62%
O f  t h o s e  w h o  t h i n k  

M S G  i s  u n sa f e  c a n ’ t  

r e c a l l  w h e r e  t h e y 

h e a r d  t h at

T H E  S C I E N C E  S A Y S :

T h e  U . S .  F o o d  a n d   
D r u g  A d m i n i s t r a t i o n   
( F D A )  h a s  c l a s s i f i e d  
M S G  a s  a  f o o d   
i n g r e d i e n t  t h a t ' s  
g e n e r a l l y  r e c o g n i z e d   
a s  s a f e .
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Adopting and 

perpetuating 

unscientific food 

beliefs goes beyond 

compromised health  

and nutrition.  

It breeds mistrust  

and confusion that  

can have a tremendous 

impact on individuals  

and on communities, 

especially communities  

of color. 

With mistrust 
and confusion, 
comes the 
avoidance of  
unfamiliar foods  
and skepticism  
of culturally  
rich dishes.
The Ajinomoto Group knows this well. In 1968, the 
New England Journal of Medicine coined the term 
“Chinese Restaurant Syndrome,” sparking decades 
of fear, myths, and anti-Asian xenophobia about 
monosodium glutamate (MSG), The Ajinomoto 
Group’s signature product. 







“ I'm Chinese American, and my family owned a 
Chinese restaurant when I was growing up.

G e n  X  W O M A N


b a s e d  i n  t h e  W E S T

I've had other 
students claim to 
have headaches and 
accuse me/my family 
of putting MSG in 
food.

BY 

a misinformation 

origin story



ASIAN RESPONDENTS  

(29%) have experienced 

stigma from Chinese 

Restaurant Syndrome

P. 2
8

(a debunked syndrome said 
to affect susceptible persons eating 
food heavily seasoned with MSG)

“MSG is a cultural bridge that’s been 
connecting diverse traditions and  
enhancing flavors for over 100 years. 

Despite this rich 

history, myths fueled  

by xenophobia and 

misinformation have led 

people in the U.S. to 

avoid Chinese cuisine 

entirely.”  

- Kay Liu, Chef

respondents avoid

Chinese food because  
they worry about MSG

BY 



t h e  i m pa c t  o f  w i d e s p r e a d  m i s i n f o r m at i o n   
g o e s  d e e p e r  -  i t  l i m i t s  p e o p l e ’ s  a b i l i t y  
t o  s av o r  f o o d  f r e e ly.

For people who believe they have been  
victims of food misinformation,

54%
a g r e e  t h a t  t h e i r   
e a t i n g  h a b i t s   
h a v e  b e c o m e  l e s s  
a d v e n t u r o u s  b e c a u s e  
t h e y ’ r e  w o r r i e d  
a b o u t  w h i c h  f o o d s   
a r e  s a f e  t o  e a t

34%
of respondents have tried to avoid  
specific diverse cuisines in an  
effort to be healthier.

P. 12
P. 3

0

t o t a l  r e s p o n d e n t s

3 8 %

a s i a n

5 2 %
b l a c k

4 6 %
H I S P A N I C

4 6 %
O T H E R

4 4 %
w h i t e

3 3 %

U N I N F O R M E D  O P I N I O N S  
O F T E N  R E S U LT  I N  F O O D  
S H A M I N G ,  E S P E C I A L LY 
F O R  C O M M U N I T I E S  O F  
C O L O R  A N D  T H E I R  
B E L OV E D  C U I S I N E S .

o f   R E S P O N D E N T S   
F R O M  C O M M U N I T I E S   
O F  C O L O R  H A V E  S E E N  
M I S I N F O R M A T I O N   
O N L I N E  A T T A C K I N G  
B E L O V E D  F O O D  F R O M  
T H E I R  C U L T U R E  O R  
H E R I T A G E ;  T H I S  I S  
T W I C E  A S  L I K E L Y  A S  
W H I T E  R E S P O N D E N T S

54%

from communities of color have personally been, or have 
seen others be, insulted or ridiculed because of food from 

their culture or heritage

RESPONDENTS

BY 
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DESP ITE  THE  
M IS INFORMED  FEAR   
AND  CONFUS ION ,   
PEOPLE  IN  THE  U. S .  
AGREE :  EXPLOR ING   
NEW  FOOD  IS  A SOURCE  
OF  HAPP INESS .

WHAT FOOD

MEANS

“ It made me ashamed before,  
but now that I am older, 

G e n  z  a s i a n  m a n


b a s e d  i n  t h e  
n o r t h e a s t

I am proud to have 
food from my own 
culture in my meals 
and lunch boxes  
I take to work.



81 %

Total Respondents 81%, Black 87%, Hispanic 85%, 
Asian 84%, White 79%.

BY 

of RESPONDENTS Say  
that food allows  
them to learn  
about or experience  
other cultures



T O T A L  R E S P O N D E N T S

7 7 %

HIS P A N I C

8 0 %
ASI A N

7 8 %
BLA C K

7 6 %
WHI T E

7 6 %

(77%) of RESPONDENTS say 
trying new foods bringS 

them joy

Trying different cuisines is one of the easiest ways 
for people in the U.S. to explore new cultures and 
connect with their own identity.   

OVER


3 IN 4
OVER


3 IN 4
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87%

63%

of respondents say food  
choices are very personal

Total Respondents 87%, Black 89%, White 88%,  
Hispanic 83%, Asian 81% 



of respondents say that food is a way  
for them to connect with their heritage

Total Respondents 63%, Hispanic 80%, Asian 78%,  
Black 73%, White 55%

Food should nourish 
us and connect us.  
To make the best 
food choices, we 
can’t dismiss 
scientific evidence  
in favor of trending 
anecdote.

Trusting health 
authorities and 
following evidence-
based nutrition 
guidance 

“
from credible nutrition professionals is key to 
making smart dietary choices. This doesn't just 
benefit us individually — it strengthens our entire 
community and helps preserve our cultural food 
traditions. By relying on science, we can ensure 
we're making decisions that keep us all healthier 
and safer in the long run.

C h a r l o t t e  M a r t i n


M S ,  R D N

MAKING EVIDENCE-BASED 

FOOD DECISIONS IS NOT 

ONLY GOOD FOR US, BUT 

ALSO FOR OUR COMMUNITIES 

AND FOR OUR CULTURE.
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taking

ACTION
With people in the U.S. feeling more confused than 

ever and not knowing who to turn to, join us in helping 
to create a more informed and inclusive food culture.   

Let’s spark conversations to debunk food myths, 
overturn stigma, and inspire thoughtful  

food exploration.

VERIFY SOURCES 
ON SOCIAL MEDIA
Look beyond anecdote and opinion to check 
that your sources are using current, evidence-
based information. When in doubt, don’t share!

review 
credentials
Rely on registered dietitians (RDs) for sound 
nutrition advice; find the right RD for you at 
EatRight.org.

ASK QUESTIONS
If you see something that sounds questionable 
(Quick detox! Secret remedy!), respectfully ask 
where the information is coming from.

CROSS-CHECK WITH 
TRUSTED SOURCES
There are many health and nutrition sites 
offering information based on reviews of 
evidence: FDA.gov, Nutrition.gov, and CDC.gov, 
to name a few.

Reflect on y o ur 
f o od beliefs
Where did they come from? Are they worth 
sticking to? Consider trying something new – 
you might surprise yourself.

AC T I O N S  F OR  A  M ORE  I N F ORMED  A ND  
I N C L U S I VE  F O OD  C U LT URE
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AGE

gENERATION

REGION

INCOME

EDUCATION

RACE

GENDER CHILDREN UNDER 18

MARITAL STATUS

18-34

GEN Z

MIDWEST

LESS THAN $40,000

GRADUATED HIGH  
SCHOOL OR LESS

MALE YES

MARRIED / IN RELATIONSHIP

35-54

MILLENNIALS

NORTHEAST

$40,000-$79,000

SOME COLLEGE OR 
VOCATIONAL SCHOOL / 
TECHNICAL SCHOOL

FEMALE NO

NOT MARRIED / IN 
RELATIONSHIP / OTHER

55+

GEN X

SOUTH

$80,000+

GRADUATED COLLEGE

BOOMERS+

WEST

PREFER NOT TO SAY

POST-GRADUATE DEGREE

30%

17%

21%

33%

40%

49% 24%

52%

29%

28%

18%

27%

31%

51% 76%

48%

40%

23%

38%

26%

18%

32%

24%

14%

11%

WHITE 62%

HISPANIC 16%

BLACK / AFRICAN AMERICAN 12%

ASIAN AMERICAN 6%

OTHER 5%

AUDIENCE 
DEMOGRAPHICS

Among N=3,034 general consumers 
fielded to be representative of the U.S.

For over 100 years, The Ajinomoto Group has been committed to 
advancing the science of food and promoting evidence-based 

nutrition through ongoing research and partnerships.     

Visit KnowMSG.com and follow Know MSG (@Know_MSG) on 
Instagram and TikToK (@KnowMSG) to join the conversation.
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