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2 Park Advisors - https://www.state.gov/wp-content/uploads/2019/05/Weapons-of-Mass-Distraction-Foreign-State-Sponsored-Disinformation-in-the-Digital-Age.pdf

3 https://www.pewresearch.org/fact-tank/2020/07/24/a-look-at-the-americans-who-believe-there-is-some-truth-to-the-conspiracy-theory-that-covid-19-was-plann

“…False news travels farther, faster, deeper

and more broadly than the truth in every 

category of information and sometimes by 

an order of magnitude.”

Sinan Aral, head of MIT’s Initiative on the Digital Economy

https://www.state.gov/wp-content/uploads/2019/05/Weapons-of-Mass-Distraction-Foreign-State-Sponsored-Disinformation-in-the-Digital-Age.pdf
https://www.pewresearch.org/fact-tank/2020/07/24/a-look-at-the-americans-who-believe-there-is-some-truth-to-the-conspiracy-theory-that-covid-19-was-plann
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Search engines*

Traditional media

Owned media

Social media

2021 Edelman Trust Barometer. COM_MCL. When looking for general news and information, how much would you trust each type of source for general news and information? 9-point scale; 

top 4 box, trust. Question asked of half of the sample. General population, 22-mkt avg.

*From 2012-2015, “Online Search Engines” were included as a media type. In 2016, this was changed to “Search Engines.”

• Percent trust in each source for general news and information

Trust in all information sources at record lows 
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Countries
+/- Jan 2020 to 

May 2020
+/- May 2020 to Jan 

2021

China +11 -17

Germany +18 -15

France +18 -13

Canada +11 -12

Mexico +12 -11

UK +6 -8

S. Korea +2 -6

U.S. +9 -5

Saudi Arabia +9 -1

India +3 -1

Japan -5 2

67

76

64

Jan 2020 May 2020 Jan 2021

2021 Edelman Trust Barometer. TRU_IND. [FOOD AND BEVERAGE] Please indicate how much you trust businesses in each of the following industries to do what is right. 9-point scale; top 4 box, trust. 
Industries shown to half of the sample. General population, 11-mkt avg.

Distrust

(1-49)

Neutral

(50-59)

Trust

(60-100)
Change, wave to wave
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Global 11, trust in food and beverage
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However, it has 
since decreased 
12 pts. – the 
largest of any 
sector measured

Trust in the Food and Beverage sector has 
decreased, despite surging at the 
beginning of the pandemic

Trust 
increased 9 

pts. from 
Jan. - May 

2020
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• Percent trust in the food and beverage sector vs. trust in business

2021 Edelman Trust Barometer. TRU_IND. [FOOD AND BEVERAGE] Please indicate how much you trust businesses in each of the following industries to do what is right. 9-point scale; top 4 box, trust. Industries 
shown to half of the sample. TRU_INS. [BUSINESS] Below is a list of institutions. For each one, please indicate how much you trust that institution to do what is right. 9-point scale; top 4 box, trust. General 
population, 22-mkt avg.
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2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Food and beverage 
sector

Business in general

Distrust

(1-49)

Neutral

(50-59)

Trust

(60-100)
Change, 2020 to 2021

- 0

+

+1

-2

Change, 
2020-2021

Global 22

The decline of trust in the Food and Beverage sector is at 
odds with increasing trust in businesses
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Definitions are important



Production, Distribution, Consumption, & Food Waste are Now 
B2C Issues

“The prevailing narrative is one many 
people call a “feed the world” or 
“productivist” narrative, which 
focuses on the quantity of food and 
calories produced.” 

1
0



Confusion is not new to nutrition…
Consumers have access to unlimited information, but sometimes the information is confusing or misleading. The same outlet 

might publish multiple articles on the same topic – like orange juice and sugar – with conflicting insights or recommendations.
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2 Park Advisors - https://www.state.gov/wp-content/uploads/2019/05/Weapons-of-Mass-Distraction-Foreign-State-Sponsored-Disinformation-in-the-Digital-Age.pdf
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…but the impact of a false narrative is

of consumers will buy or 
boycott based on a brand’s 
response to current social 

issues.

Social Media: A false story 
reaches 1,500 people

faster than a factual story

60%
6x

https://www.state.gov/wp-content/uploads/2019/05/Weapons-of-Mass-Distraction-Foreign-State-Sponsored-Disinformation-in-the-Digital-Age.pdf
https://www.pewresearch.org/fact-tank/2020/07/24/a-look-at-the-americans-who-believe-there-is-some-truth-to-the-conspiracy-theory-that-covid-19-was-plann
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This means we have an opportunity to combat 
misleading or inaccurate information by…

1. Go direct to consumers

2. Find friends

3. Communicate early

https://www.state.gov/wp-content/uploads/2019/05/Weapons-of-Mass-Distraction-Foreign-State-Sponsored-Disinformation-in-the-Digital-Age.pdf
https://www.pewresearch.org/fact-tank/2020/07/24/a-look-at-the-americans-who-believe-there-is-some-truth-to-the-conspiracy-theory-that-covid-19-was-plann
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Staying ahead



Alliance for 
Food and 
Farming



Alliance for Food and Farming
Who We Are

A non-profit organization formed in 1989 which represents organic 
and conventional farmers. Alliance contributors are limited to 
farmers of fruits and vegetables, companies that sell, market or ship 
fruits and vegetables or organizations that represent produce 
farmers.



Alliance for Food and Farming

Our Mission:  To deliver credible information about the safety of 

all fruits and vegetables.

Our Goal: To positively impact consumption and support 

consumer choice by reassuring them  about the safety of all produce 

so facts, not fear, can guide shopping choices.



Our Core Messages

• Choice: Choose organic and/or conventional 
produce. Both are safe and can be eaten with 
confidence.

• Consumption: Decades of studies show that 
a diet rich in organic and conventional fruits 
and vegetables leads to better health and a 
longer life.



Our Audience

• Consumers (with an emphasis on moms/parents)

• Media

• Bloggers

• Nutritionists and Dietitians

Everyone!



Measuring the Quality of Our Content
“Dirty Dozen” List

Safe Fruits and Veggies Campaign
• Among the objectives:  Reduce the adverse impact of campaigns, such as 

the “Dirty Dozen” list, that inaccurately disparage the more accessible and 
affordable forms of produce.



“Dirty Dozen” List Messaging 

Safefruitsandveggies.com provides support for this 
messaging: 

➢The “Dirty Dozen” list lacks scientific credibility and has been 
shown to negatively impact consumers and public health because it 
discourages consumption of fruits and vegetables.  



When We Launched Website in 2010
99.8% of DD List Coverage Was Unbalanced

Media outlets, like these, simply publicized “Dirty Dozen” list 

as presented.  



Today

Continual outreach and sharing of science based produce safety 
information has resulted in overall “Dirty Dozen” coverage 

declining significantly.  Today, 60% of the media/blogger 
coverage is now balanced or carries AFF messaging

exclusively.  

99.8% 40%



AFF Has Achieved “One-Sided” Coverage



Major Outlets Still Covering in 2021

Most Were Balanced or Carried AFF Messaging Exclusively



EWG Targets Citrus in 2021
Minimized Impact

• Citrus did not become a headline/focus despite EWG’s promotional 
efforts.

• Existing campaign with strategies, tactics and networks in-place 
benefits and successfully protects targeted commodities, reassures 
consumers about safety.



Safefruitsandveggies.com
An Information Resource

Website was developed with experts in toxicology, 
nutrition, medicine, risk analysis, farming.



Toxicological Analysis
Pesticide Residue Calculator 

Personal Chemical Exposure Program, University of 
California

Key Findings:  A man, woman, teenager or child could eat 

hundreds to thousands of servings of a fruit or veggie in a day 
and still not have any health effects from pesticide residues even if 
that produce item had the highest pesticide residue recorded by 
USDA.



Pesticide Residue Calculator
Your Result



Published:  Food and Chemical Toxicology

Key Finding:
20,000 cancer cases could be prevented annually if 
half of Americans increased their fruit and vegetable 
consumption by a single serving each day.

Authors: Reiss R., Johnston J., Tucker K., DeSesso J., Keen C., 



Published: Journal of Toxicology
Lead Author:  Dr. Carl Winter, UC Davis

An Analysis of “Dirty Dozen” List Methodology
Key Findings:

➢Substitution of organic forms of the twelve commodities for conventional 
forms does not result in any appreciable reduction of consumer risks.

➢The methodology used to rank commodities with respect to pesticide risks 
lacks scientific credibility.



Published:  Nutrition Today
Lead Author: Dr. Britt Burton-Freeman, IIT 

Key Finding: 
Misleading messaging which inaccurately describes certain fruits 
and vegetables as having “higher” pesticide residues results in 
low income shoppers reporting that they would be less likely to 
purchase ANY fruits and vegetables – organic or conventional.

500 Low Income Consumers Surveyed in Greater Chicago Area.



And Much More

➢Blog posts covering a range of topics including new studies, 
nutrition, health and safety.

➢Videos

➢Nutrition Information

➢ Safety Standards with information on laws and regulations 
governing the approval and use of organic and conventional 
pesticides.

➢ Surveys among consumers and influencers

➢Webpage for dietitians

➢Washing and handling advice



“Dirty Dozen” Response

➢Continual push of website content through multiple outreach 
tactics to all target audiences.

➢Network of  credible influencers to broaden that outreach and 
disseminate our messaging.



EWG Targets Citrus in 2021
AFF Response

• Advanced warning to industry/preparation assistance.

• 3rd party spokespersons; Acquired statement from toxicologist on 
safety of citrus/EWG claims.

• Alerted network of nutrition communicators and provided citrus 
safety messaging.



EWG Targets Citrus in 2021
AFF Response

• Inclusion of citrus-related health studies in outreach tactics.

• Inclusion of toxicologist statement on citrus safety in national press 
release.

• Provided ongoing media updates to citrus industry



Odds Stacked Against Us

Two against 60

$225,000 versus $14+ million

And, yet against those odds, our team is winning.



Thank You to Our Supporters!

Safefruitsandveggies.com
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Thank you!


