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DAYTIME &

DAYPART
DISRUPTION

A MATTSON

The COVID-19 Pandemic created a new normal for
lunch, thanks to the advent of WFH. Yup, working
from home has wreaked havoc on restaurant
lunches.

With people able to live a more flexible life, given
work-from-home trends, they’re seeking flexibility
in what they eat, when.

Weekday restaurant lunches used to be a critically
profitable daypart for QSR and other
food-away-from-home operators, including
non-commercial caterers.

It's now a fraction of what it used to be. And the
biggest growth is in new occasions that have
sprouted up at both ends of the day to replace the
old-school 3-meals-a-day of breakfast, lunch, and
dinner.
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TIPPING TREND: LUNCH TRAFFIC LOSSES

e N
Foodservice traffic time of day trends
Operators need to find ways to attract consumers
during the middle of the day in order to reverse trends

Total Day Traffic Share Pt. Chg. vs. 2019
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Source: Circana, CREST® commercial foodservice, 12ME Dec.
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If the middle of the day is soft,

guess what operators are focusing on?
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MORNING SNACK & PM TREAT OCCASIONS RISE

4 ) 4 )
Morning Meal Traffic Distribution C-Store Daypart
® Breakfast ® Morning Snack “ Brunch Traffic Distribution
55 m 2023
Mo, I 5
AM Snack - 0.7% s ’
NEW Lunch [N 25%
14 Dinner [N 17%
G ROW I N G o P.M. Snack 34%

DAYPARTS

PM Treats
Can Recover

Morning Snack
Can Recover

Lost Lunch $$ Lost Lunch

$$

Sources: Circana, CREST® 12ME March 2024, Morning meal = breakfast/a.m. snack/brunch,; Circana ReCount Fall 2023c
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TIPPING TREND: MORNING SNACK & PM TREAT OCCASIONS RISE

NEW,
GROWING
DAYPARTS

Snack innovation among
traditional QSR as well as
new snack and treat-focused S 2
concepts T mae %marazm”
fide o c l.'s “‘.'.
R rBl TYlE ¥

Sources: Circana, CREST® 12ME March 2024, Morning meal = breakfast/a.m. snack/brunch; Circana ReCount Fall 2023

A MATTSON




/.
TIPPING TREND: MORNING SNACK & EVENING TREAT OCCASIONS RISE

NEW SNACK OCCASIONS

SPROUT ACROSS THE CLOCK.

Source: Circana, June 2024

A MATTSON

Consumers are
gravitating toward
cheaper dayparts:

They are shifting
toward the morning
meal and P.M. snack

because these
dayparts have an
average check
$3-5 lower than
lunch or dinner.
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TIPPING TREND: MORNING SNACK & EVENING TREAT OCCASIONS RISE

NEW CHAINS FOCUS ON PM (usually sweet!) SNACKS

ey
“ PUP CUPS

crumbl

cookies

101 new stores in ‘24 Braved NYC in ‘24 55 new stores in ‘24
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TIPPING TREND: MORNING SNACK & PM TREAT OCCASIONS RISE

NEW CHAINS FOCUS ON PM PICK-ME-UP SNACKS IN DRINK FORM

80 stores Selling Nestlé’'s CoffeeMate Takes
“Dirty” Soda Beverage Treat to CPG

A MATTSON 10
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TIPPING TREND: MORNING SNACK & EVENING TREAT OCCASIONS RISE

MANY CHAINS FOCUS ON SNACKS IN BREAKFAST & DRINK FORM
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24-HOUR A DAY SNACKIFICATION

SNACKIFICATION OF MAIN MEALS

WHY?
Making a snack into a meal or
augmenting a meal with a snack, isn’t
new. Chips and a sandwich are a
lunchbox staple. Now consumers do
more of this throughout the day.

HOW MUCH?
From March 2024, 37% of main
meals contained a snack item vs.
299% in 2010.

WHO?

e Nearly all generations consume
more snacks at breakfast than
they did in the past.

e At lunch, consuming snacks
instead of a real lunch has grown
for 10+ years

WHY?
e They’re looking for ways to cut more
time from meal prep
e They’re looking to save money at
each meal
e Shack provide more functionality
than before

K _4‘ i
YOUNGER GENS BUT ALSO MORE GENERATIONS ARE SNACKING MORE AND EATING FEWER LARGE MEALS.

Sources: Circana From ‘Snackification’ to Indulgence: A Look at the Biggest Trends in Snacking
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TIPPING TREND: NEW FLUIDITY IN EATING AT HOME WHILE WFH
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Q: Uber Uber

What else is enabling people to
walk away from burger, pasta,
chicken, and taco MEALs etc. in A Friday

the middle of the day? sl-unch
plurge

A busy any
day dinner
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TIPPING TREND: SNACKIFICATION POWERS WFH ACROSS THE CLOCK

PROTEIN

for 5+ years the food
industry has been creating
protein-driven products
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TIPPING TREND: SNACKIFICATION

PROTEIN COFFEE

=
|+ FUNCTIONAL SNACK
| i ACROSS THE DAY
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~a MATTSON 15


http://www.youtube.com/watch?v=_rXrJ4tiONo

WEIGHT

HEALIH

A MATTSON

For years, being overweight was the fault of the
eater, the lazy exercise-avoider, and the junk food
addict.

Now that we have obesity medications that work on
the hormonal issues that cause weight gain, we
know it's not the dieter’s fault. It's genetics.

Weight is something that most of us have little
control over, similar to our mental health. And that's
why we're talking about Weight Health.

It's a new approach to understanding the disease of
obesity and empathizing with the people who suffer
from it.

The discussion around weight will never be the
same again.

source: www.weightwatchers.com/
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http://www.weightwatchers.com/
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TIPPING TREND: WEIGHT WATCHERS REPOSITIONING

DEFINITION

Weight health

The degree to which your
weight impacts your
health and quality of life.

Everyone
deserves weight
health

Weight and health are deeply linked—but most

#1 #2 #3

0 “ " , s D
people are having the wrong conversation about it. Ws not the same as a “heaithy weight. Everyone’s path can look different. [ et a vecam sport.
It's not about a certain size or a number on the scale. No one has an ideal weight based on their It could be weight loss, weight maintenance, or We talk about this with weight loss and it's true
It's about weight health. And that looks different for height. It just not a thing. That's why we don't even weight gain. No matter the route, weight here too. Even though your journey—and
i . . love BMI as a measure of, well, anything. That i R ultimate end-point—might be different, you
everyone. You won't find weight health in the SRl ESE YERDS heatthis the/goal P 8 9 b
S SN said, it's still used for certain things because the unlock your best weight health when people
dictionary. But you will find it right here at medical field hasn't come up with a better metric have your back.
WeightWatchers®. yet.

A MATTSON 17
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BODY POSITIVITY

WEIGHT HEALTH SEEKS TO NORMALIZE ALL HEALTHY BODIES
@

HISTORY

e BMI chart was developed between 1830 and 1850. BMI Chart

e BMI is old, irrelevant, and will become history

e Original intent was NOT medical assessment; but to study
the "average man" as part of work in "social physics"

e Despite widespread use, BMI has faced criticism for its
limitations in measuring overall health and its potential
contribution to weight-related discrimination
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TODAY

e Obesity is a disease state. People are not obese. They
have obesity.

a
£
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TIPPING TREND: BODY POSITIVITY

WEIGHT HEALTH SEEKS TO NORMALIZE ALL BODY TYPES

Ehe New Aork Times Spicn I
Lizzo Embraces ‘Body

Neutrality’

T'he singer Lizzo, who has a new swim line, has moved on from

our own experiences,” Tess Holliday, a model and

A MATTSON 19



2025 MACRO MOVEMENT #2 // WEIGHT HEALTH
TIPPING TREND: BODY POSITIVITY

WEIGHT HEALTH SEEKS TO

VICTORIA'S SECRET

FASHION SHOW

IS THIS GOOD FOR
BODY POSITIVITY
OR NOT?

Ya MATTSON
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TIPPING TREND: BODY POSITIVITY

GLP-1S ALONE CANNOT CHANGE BROADER WEIGHT BIAS

The
|:| Harvard
Gazette

How ‘Ozempic shaming’
illuminates complexities

SPECIAL of treating weight
" SHAME BLAME " problems
GHT LQSS' REVOLUTION
S &5 -, willpower, details research into destructive effects
a2 of stigma around body size

Obesity physician says it's not simply lack of

Christina Pazzanese | Harvard Staff Writer

February 5, 2024 = 8 min read

7
M MATTSON
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GLP-1S EVOLVE

GLP-1 OBESITY MEDICATIONS LIKE OZEMPIC AND WEGOVY
ARE ONLY GOING TO BECOME MORE PREVALENT.

KOSHER

0.41%
[ ) GLP-1 USER
HALAL 2028
0.49% ESTIMATE
ALLERGY OF 5
GLP-1 USER ANY KIND 8%
2025 6.2% GLP-1 USER
6% 2028
VEGAN HIGH ESTIMATE

1% 0
COMPLETELY 18 /0
AVOID GLUTEN

4% MEDICAL
6% OPTIONAL

VEGETARIAN

4%
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TIPPING TREND: GLP-1S EVOLVE

-
" [ ) . ’ ' GLP-1s mimic the action of the hormone GLP-1, which your stomach
- y releases after eating. It does a lot:

Increases insulin, which lowers blood sugar levels

Reduces sugar in the liver

Slows digestion, which helps you feel full longer and eat less.

Reduces appetite, to help with reducing food intake and craving

e Consumers will have to learn how to maintain results
e Weight gain will happen when going off GLP-1s
e Patients will eventually have to go off due to many reasons:
o  Met their weight loss goals
» % o Insurance stops covering the cost
. ] ' . ‘. 1 o  Successfully cured a co-condition (cardiac, diabetes)

A MATTSON 23
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THE NEW DYNAMICS OF WEIGHT LOSS

WEIGHT LOSS

GLP-1s as a first choice
Bariatric surgeries decrease

Crash diets a thing of the
past (pills replace them)

A MATTSON

WE ENVISION

OPPORTUNITIES IN:

New brands coming to market

Legacy brands focusing
on Weight Health

Lots of supplements claiming to
improve GLP-1 naturally

Huge increase in fiber-fortified foods
and beverages

Lots of education on how to keep
your GLP-1s hormone levels high

WEIGHT
MAINTENANCE &

e e e

WEIGHT HEALTH

New lifestyles include:
Clean & Lean Protein
Fruits & Vegetables
Personalized Vitamins/Mins

Portion right-sizing

24



A MATTSON

/.
o FACTORS DRIVING PORTION SHRINKAGE

-

.

01.

Millions of people
on GLP-1 drugs,
eating much less.

~

J

4 )

02.

Most Generations
are snacking more
and eating less
large meals.

Snackification.

- J

-

03.

Inflation across the
food system means
smaller sizes on
restaurant plates.

N

04.

40% of food goes
to waste, US Gov't
is finally going to
address it.

Portion size will
play a role.

05.

LEAN & LONE
Kitchen

= Smaller
Households

= The need for
smaller pack sizes

. J
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TIPPING TREND: GLP-1PARTNER PRODUCTS

(

Nutr system’

LeaNn

+CUISIne

Healthy
hoice.

FACTOR_

<
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YOUR PARTNER IN
WEIGHT LOSS

Lose up 1018 pounds over 12 weeks with Lean

“As part of a calorie-restricted dvet with regular eworcise
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TIPPING TRENDS WHAT’S OUT THERE

+ NEW DYNAMICS OF WEIGHT LOSS

+ GLP-1s EVOLVE, GLP-1s NATURALLY?

Curb cravings &

e LEAN

+Ccuisine

appetite naturally

+5 FACTORS
OF PORTION
SHRINKAGE

T =
EISEEE awiveny

+ PORTION SHRINKAGE, FOR WEIGHT HEALTH

S = | S I \iEiGHT HEALTH

BODY POSITIVITY

+ GLP-1PARTNER PRODUCTS

A MATTSON 27


https://pendulumlife.com/

WHAT’S OUT THERE

/.
TIPPING TRENDS: RESTAURANTS COURT GLP-1 USERS

+ GLP-1s EVOLVE, GLP-1s NATURALLY? <+ GLP-1PARTNER PRODUCTS ‘Al B cnne &
SMOOTHIE Jﬁ tmers
Oct. 29, 2024 KNG A

taking prescription GLP-1 medications, such as Ozempic, to help them achieve
their weight goals.

Created in partnership with Molly Kimball — a registered dietitian with Ochsner
Health, a nonprofit healthcare provider in the Gulf South — the Smoothie King
GLP-1 Support Menu features high-protein smoothies with 20 grams of protein or

more. They are rich in fiber and have zero grams of added sugar.

"When developing this menu, it was important to offer blends with a thoughtful

balance of nutrient-dense, high-protein, fiber-rich foods to support satiety and
muscle mass," Kimball said in a company press release. "We were also mindful of
sugar — each smoothie on the menu contains zero grams of added sugar. From a

new Gladiator GLP-1 with 45 grams of protein to the Power Meal Slim GLP-1 with ﬁ?&ﬂffngvﬁ#ﬁﬁﬁng"}?mg{TT{EGISTERED

7 grams of fiber, the featured smoothies incorporate essential ingredients to
support the effectiveness of GLP-1 and promote overall metabolic health for all

individuals, whether they're taking GLP-1 medications or just looking for a WITH PROTEIN,
hydrating, protein-rich smoothie option." M THIE T UPP R FIBER AND...
Smoothie King CEO Wan Kim said the company prides itself on providing the YUUH GI_P-I HBUTINE

nutritional resources desired by customers.

) EaEkall
Smoothie King has created five smoothies designed for the millions of Americans LP ]
- >

"Our smoothies are more than just a delicious treat — they're a power-packed
meal on the go to help our guests stay on track with their goals," he said in the
release.

A MATTSON 28
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TIPPING TRENDS: ASSUAGING FEAR OF GLP-1 REBOUND

“Most people regain some of the
weight they lost after stopping the REGAIN
meds. However, physical activity and a POPULARITY/
balanced diet may help you keep some BETTER NOOM?
weight off.”

- Healthline, Nov. 2024

HOW TO AVOID OZEMPIC REBOUND

Avoid Carbohydrates

Eat lean or plant-based proteins

Drink no-fat/low-fat milk

Stick to non-starchy vegetables

Understand triggers that lead to emotional and stress eating
Positive self talk

A MATTSON

WHAT’S NEXT?

CASUAL
DINING
RESTAURANTS
WILL HAVE
SMALLER
PORTIONS



https://www.healthline.com/health/how-to-keep-weight-off-after-semaglutide
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TIPPING TRENDS: RESTAURANTS FINALLY GET SERIOUS ABOUT NUTRITION

HEALTHY IS IN

e 41% find it somewhat important that
restaurants offer healthy menu options, and
33% very important

e 53% actively look for restaurants that
offer healthier options

e 36% are willing to pay more for organic or
sustainably sourced dishes

e 55% are motivated by health benefits to
choose healthy/organic items at a restaurant

)

Health-Conscious Dllllllg e 43% wish more restaurants offered

and Dry January: What high-protein meals
Diners Really Want in . ey ot

° o interested in Dry January participate
2025 [Sutvey Results] . OF RESPONDENTS because of the physical and mental health
e s e g b 5 o 8 ACTIVELY LOOK FOR benefits
conscious dining insights in 2025. RESTAU RANTS THAT
) vessa zuuncn OFFER HEALTHIER e 25% say that creative ingredients/flavor

OPTIONS make a mocktail most appealing

Source: Toast Tab, n=850

A MATTSON 30
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TIPPING TRENDS: RESTAURANTS FINALLY GET SERIOUS ABOUT NUTRITION

HEALTHY IS IN

How important it is for guests to see healthy options on a restaurant
menu
50
45 g g
0 £ § S £ £
g 2
3 30 m ™
L : &
g
gzo . § E E
R 15 L g
T F YTy : £
Notimportant at all Not very important Neutral Somewhat important Very important
Importance level

Source details ® 2029y @ 30-39yrs @ 4049yrs @ 50-59yrs @ 60-69yrs @ TO+yrs

Toast asked 850 respondents in a blind survey how important they think it is for restaurants to offer healthy Data powered by DthSt
options on their menu

Source: Toast Tab, n=850

A MATTSON

The younger,
the more
critical to
menu healthy
items.
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THE

ECONOMIGS
OF EATING

A MATTSON

After nearly 5 years of inflationary pressure, food
prices are starting to stabilize.

But Americans are still feeling the financial
pinch.

In the face of higher prices, consumers have
changed their behavior. They’re trading down on
branded items, changing where they shop, and
cutting out some categories altogether.

When consumers start feeling more wiggle room,
will they snap back into old habits? Or will some of
those newly discovered tips, tricks, and tradeoffs
stick around?

32



// THE ECONOMICS OF EATING

CONSUMERS ARE KEENLY AWARE OF THIS JUMP.

Q: How have prices for the following expenses changed in the
past 12 months for you and your household?

M Decreased alot ODecreased a little ONo change B increased a little W Increased a lot

51
FOOD AND BEVERAGE PRICES ARE
36 32
33 31

Insurance

UP. WAY UP.

From 2019-2023, food and beverage Entertainment and Leisure
prices rose by Healthcare I 44

[
25% s [
: n

|

. Education 46
That’s 5 points more than the
Consumer Price Index (CPI) as a whole, Childcare l 53
and even outpaced rising housing costs. Weighted Proportion (%)

\_ J

Sources: USDA Economic Research Service (ERS),; Purdue University Consumer Food Insights, May 2024
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TIPPING TREND: EXPLORING BRAND OPTIONS

WITH RISING PRICES, CONSUMERS STARTED
EXPERIMENTING WITH NEW, LESS PREMIUM
BRANDS - OR WITH NO BRANDS AT ALL.

% of respondents (could select up to 3)

Little or no change
Sought out more sales and discounts
Bought fewer non-essential foods like ice cream

Switched to cheaper brands |

Switched to generic brand | ]

Used more coupons
Shopped at cheaper stores

Spent less on other goods like clothes or

of all consumers who noticed an increase in
the cost of food and beverages have swapped
to new products or
brands that are less expensive.

Bought more bulk foods
Bought fewer premium foods like meat or fruit
Bought more staple foods like pasta or beans

Spent more time searching better prices online

0% 10% 20% 30%
Sources: Purdue University Consumer Food Insights, May 2024; IFIC Food and Health Survey, 2024
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TIPPING TREND: EXPLORING BRAND OPTIONS

SOME OF THE FASTEST GROWING
FOOD AND BEVERAGE BRANDS These tr_ades also may hav_e changed
LEAD WITH AFFORDABILITY. private label perceptions.

% that agree with the following statements about private label food:

I am buying more

1] private-label
1| products now than

I did last year

The quality is just
as good or better
than name brand

One of the least expensive RTD

alcohol products in the US!

Sources: Retail Brew, 2023; Ipsos Survey, Aug 2024

A MATTSON
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TIPPING TREND: TRIMMING THE FAT

WHEN CONSUMERS AREN'T TRADING
DOWN ON BRAND, THEY'RE TRIMMING
THE FAT IN THEIR SHOPPING CARTS.

About are...

Purchasing Purchasing
low-cost lower-cost
ingredients meats or cuts

Buying only

essentials

Sources: Deloitte ConsumerSignals Report, Nov 2024; Purdue University Consumer Food Insights, May 2024

A MATTSON

DIFFERENT GENERATIONS

are stretching their food dollars
in different ways.

Gen X +
Boomers

4% 4 More likely to seek out
sales and discounts

Gen Z +
Millennials
More likely to buy bulk

foods or staples like
pasta or beans

36
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TIPPING TREND: TRIMMING THE FAT

MANY OF TIKTOK’S BIGGEST 2024 FOOD TRENDS BUILT
ON LOW-COST INGREDIENTS AND PANTRY STAPLES

P Aps
sol fin a'llyt ried thjv irallraw

? cir'ot saladjp " “

0:00 / <) H

0:00 / 1:06 ® O H 0:0 D O H
DENSE BEAN SALAD COTTAGE CHEESE CARROT SALAD
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https://v19.tiktokcdn-us.com/8c6b80adcc3c81d1d18a4054d486bcb4/6752e28e/video/tos/useast2a/tos-useast2a-ve-0068c001-euttp/okJAetImQEegAA5jPG0RSleAQJI3gA2JeVEPH8/?a=1233&bti=NDU3ZjAwOg%3D%3D&ch=0&cr=3&dr=0&lr=tiktok_m&cd=0%7C0%7C1%7C&cv=1&br=3400&bt=1700&cs=0&ds=3&ft=4KLxRMzm8Zmo0RS3qb4jV01uQpWrKsd.&mime_type=video_mp4&qs=0&rc=OTM0Zzs1NDMzZDw0ZWQ0NEBpajp1Zjw6ZmQzbDMzZjczM0AtXi41LTMwXjAxNGFjYC81YSNrcWZycjQwMjZgLS1kMWNzcw%3D%3D&vvpl=1&l=202412060539392554144145724B00C1D8&btag=e000b8000
https://v19.tiktokcdn-us.com/8c6b80adcc3c81d1d18a4054d486bcb4/6752e28e/video/tos/useast2a/tos-useast2a-ve-0068c001-euttp/okJAetImQEegAA5jPG0RSleAQJI3gA2JeVEPH8/?a=1233&bti=NDU3ZjAwOg%3D%3D&ch=0&cr=3&dr=0&lr=tiktok_m&cd=0%7C0%7C1%7C&cv=1&br=3400&bt=1700&cs=0&ds=3&ft=4KLxRMzm8Zmo0RS3qb4jV01uQpWrKsd.&mime_type=video_mp4&qs=0&rc=OTM0Zzs1NDMzZDw0ZWQ0NEBpajp1Zjw6ZmQzbDMzZjczM0AtXi41LTMwXjAxNGFjYC81YSNrcWZycjQwMjZgLS1kMWNzcw%3D%3D&vvpl=1&l=202412060539392554144145724B00C1D8&btag=e000b8000
https://v45.tiktokcdn-us.com/c67166a6b615aec403ccb88c3fc88bd5/6752e2b4/video/tos/useast5/tos-useast5-ve-0068c001-tx/o4UnkTQTKfhREBnwiEnD6ulAD9SgNVIIfgb8RG/?a=1233&bti=NDU3ZjAwOg%3D%3D&ch=0&cr=3&dr=0&lr=tiktok_m&cd=0%7C0%7C1%7C&cv=1&br=2452&bt=1226&cs=0&ds=3&ft=4KLxRMzm8Zmo0RS3qb4jVdXbQpWrKsd.&mime_type=video_mp4&qs=0&rc=NzZlNTYzPGUzOjQ8NTllZkBpam94Njc6ZnJrazMzZzczNEA1Yi4wNV4xNjYxYS4uLTYvYSNncHNycjRfZzNgLS1kMS9zcw%3D%3D&vvpl=1&l=20241206053939E0787B4E2B620C00E9C5&btag=e0008d000
https://v45.tiktokcdn-us.com/c67166a6b615aec403ccb88c3fc88bd5/6752e2b4/video/tos/useast5/tos-useast5-ve-0068c001-tx/o4UnkTQTKfhREBnwiEnD6ulAD9SgNVIIfgb8RG/?a=1233&bti=NDU3ZjAwOg%3D%3D&ch=0&cr=3&dr=0&lr=tiktok_m&cd=0%7C0%7C1%7C&cv=1&br=2452&bt=1226&cs=0&ds=3&ft=4KLxRMzm8Zmo0RS3qb4jVdXbQpWrKsd.&mime_type=video_mp4&qs=0&rc=NzZlNTYzPGUzOjQ8NTllZkBpam94Njc6ZnJrazMzZzczNEA1Yi4wNV4xNjYxYS4uLTYvYSNncHNycjRfZzNgLS1kMS9zcw%3D%3D&vvpl=1&l=20241206053939E0787B4E2B620C00E9C5&btag=e0008d000
https://v45.tiktokcdn-us.com/1a2d2aa60cb4ad3922b4171c0dffd6cc/6752e3da/video/tos/useast5/tos-useast5-ve-0068c001-tx/ocRhRAhtLpQFPiEzdKifBAwZBZnUJbIOIMB0C5/?a=1233&bti=NDU3ZjAwOg%3D%3D&ch=0&cr=3&dr=0&lr=tiktok_m&cd=0%7C0%7C1%7C&cv=1&br=3052&bt=1526&cs=0&ds=3&ft=4KLxRMzm8Zmo0543qb4jV4ebQpWrKsd.&mime_type=video_mp4&qs=0&rc=OWg4NThlPDQ7NzdpZDM5NUBpajR4N245cnZwczMzZzczNEBiLS01Ll8vXmExM19eMF9hYSNhLzY0MmRzNjVgLS1kMS9zcw%3D%3D&vvpl=1&l=202412060544242BE728A7FF9E1A011856&btag=e00095000
https://v45.tiktokcdn-us.com/1a2d2aa60cb4ad3922b4171c0dffd6cc/6752e3da/video/tos/useast5/tos-useast5-ve-0068c001-tx/ocRhRAhtLpQFPiEzdKifBAwZBZnUJbIOIMB0C5/?a=1233&bti=NDU3ZjAwOg%3D%3D&ch=0&cr=3&dr=0&lr=tiktok_m&cd=0%7C0%7C1%7C&cv=1&br=3052&bt=1526&cs=0&ds=3&ft=4KLxRMzm8Zmo0543qb4jV4ebQpWrKsd.&mime_type=video_mp4&qs=0&rc=OWg4NThlPDQ7NzdpZDM5NUBpajR4N245cnZwczMzZzczNEBiLS01Ll8vXmExM19eMF9hYSNhLzY0MmRzNjVgLS1kMS9zcw%3D%3D&vvpl=1&l=202412060544242BE728A7FF9E1A011856&btag=e00095000

.
TIPPING TREND: TRIMMING THE FAT

CUTTING DOWN ON NON-ESSENTIALS
MAY BE CONTRIBUTING TO THE
ALCOHOL INDUSTRY'’S SLUMP

“As economic constraints
have taken effect, IWSR's
Bevtrac consumer research
shows that consumers
have diverted spending
from alcohol to household

essentials - fuelling a
marked decline in per capita
alcohol consumption, which

fell below pre-pandemic

levels.”

- Richard Halstead,
COO Consumer Research, IWSR

o §

Sources: IWSR Beverage Alcohol Market Report, Aug 2024; Wine & Spirits Wholesalers of America, Oct 2024 Report

A MATTSON

Wine sales
decreased by -8%
from 2023 to 2024...

...but sales of
prosecco increased
by +4.7%, which
IWSR attributes to its
affordability
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TIPPING TREND: CHANNEL SURFING

IN RESPONSE TO HIGHER PRICES,
CONSUMERS ARE SHIFTING WHERE THEY
SHOP - ESPECIALLY YOUNGER CONSUMERS.

ALDI s/:vers

Our
BEST-EST,

AWESOME-EST, ‘¢

can’t find

ANYWHERE
ELSE-EST

deals

% that shopped at cheaper store in response to inflation

Boomer+

Gen X

Millennial

Gen Z

0% 5% 10% 15% 20% 25%

Sources: Purdue University Consumer Food Insights, May 2024; McKinsey Report, "Consumers: Spending more to buy less,” Feb 2024

A MATTSON

" IMPACT ON SALES GROWT

Change in Grocery unit sales, 2022-2023

-49% or less
-1% - 4%
-1% - 4%

VALUE +4% or more

+49% or more

\
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TIPPING TREND: CHANNEL SURFING

CONSUMERS ARE WILLING TO SPEND EXTRA TIME
TO MAKE SURE THEY'RE GETTING THE BEST PRICE.

“As someone who’s very
price-conscious and struggling
with increasing prices, I've
really been working hard to
look for sales and promotions
at various stores. I shop

around at multiple websites
and multiple stores to try and
get the best deals and save the
most money that I can, which
sometimes results in forgoing
certain items.”

- Female, Millennial

Sources: McKinsey Report, "An update on consumer sentiment,” Aug 2024; RRD, 2024 CPG and Grocery Consumer Report

A MATTSON

of consumers are

0 open to changing
0 stores for

greater savings

Quickest
love story ever: |- - -

The fastest growing
chain in the US is
the discount chain
Aldi, with 109 new
openings in 2023.
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TIPPING TREND: FAST CASUAL ON THE RISE

CONSUMERS CONTINUE TO CRAVE FOOD AWAY
FROM HOME DESPITE ECONOMIC CONCERNS

Diners eat out for the
C— ~ experience more so
.S. food expenditures, 1960-2023 g
P than the food itself

Trillion dollars

28
Total f !
24 otal food ”/
20-
: /‘\‘
1.6 /
: //
i _“Food away Atmosphere
' ~~ from home
/
0.8 Socialization
0.4 Food at home
$ Special occasions
0.0 =
) () J = A > ) o D Q > High quality food
R o & &P I rpo S S q,& gh quality
Year
. i A x < The chance to
Note: Values are in nominal dollars, not adjusted for inflation. explore new cuisines
S Source: USDA, Economic Research Service, Food Expenditure Series. )

0% 20% 40% 60% 80%
Sources: USDA Economic Research Service (ERS); US Foods Diner Dispatch, 2024
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TIPPING TREND: FAST CASUAL ON THE RISE

WITH TIGHT HOUSEHOLD
BUDGETS, FAST CASUAL
PROVIDES A FUN, SOCIAL
EXPERIENCE WITHOUT
BREAKING THE BANK

Fast casual is benefitting
from shifting behaviors due
to economic constraints

TRADING DOWN

FAST CASUAL IS BOTH

from casual dining

LARGE AND GROWING

% OF
PEOPLE IFMA 2024

WHO DINE | GROWTH

HERE ESTIMATE

S\
SNAS (0 FASTCASUAL
DINING 69% 0.0% . Bl ¥ Y

SN TOP FASTEST GROWING FAST {9
el 55% 1.3% CASUAL CHAINS INCLUDE: |

the. @
FAST
Helnit
(QSR) I

'BURGER GRILL

CASUAL

TRADING UP

from fast food (QSR)

Sources: US Foods Diner Dispatch, 2024 & IFMA 2024 Growth Projections; Yelp, "Top 50 Fastest Growing Brands”; Nation’s Restaurant News

A MATTSON
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TIPPING TREND: FAST CASUAL ON THE RISE

THANKS TO FAST CASUAL - AND WITH AN
ASSIST FROM QSR AND CASUAL DINING -

MALLS ARE BACK

Restaurants emerge as
the new anchor for mall
visits in 2024

The Cheesecake Factory and newcomer Din Tai
Fung top the most popular mall brands

Malls are quietly
making a comeback

Sources: Yelp, "Evolution of the Mall”; Restaurant Business Magazine

A MATTSON

17 of the top 25

most popular mall brands
are in the food category

Restaurant types with the highest
growth in mall locations, 2019 - 2024

Bubble tea 113%

Waffles 77%

54%

Vegan

42%

Beer bar

Filipino food 36%

0% 25% 50% 75% 100% 125%
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TIPPING TREND: A TURNING TIDE MEANS SPLURGING

AFTER NEARLY 5 YEARS OF INFLATION
AFFECTING FOOD AND BEVERAGE PRICES,
BOTH AT AND AWAY FROM HOME,

THE TIDE IS TURNING

US Food Inflation Rate

12.5%
10.0%
7.5%

5.0%

Food away
25 from home

== Food athome

0.0% ==

-2.5%
2017 2018 2019 2020 2021 2022 2023 2024

Sources: US Bureau of Labor Statistics, Consumer Price Index; Deloitte ConsumerSignals Report, Nov 2024

A MATTSON

Consumers finally

have breathing room
Change from Oct 2023 to Oct 2024

+IPTS
+10PTS

+12PTS
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TIPPING TREND: A TURNING TIDE MEANS SPLURGING

THE FIRST PLACE CONSUMERS ARE SPENDING THOSE EXTRA DOLLARS?
FOOD AND BEVERAGE.

% of respondents who made their last splurge purchase in a given category

Food and beverage
Clothing and accessories
Personal care

Electronics and accessories
Health and wellness

Toys and hobbies

Home and kitchen

0% 10% 20% 30% 40%

Source: Deloitte ConsumerSignals Report, Nov 2024
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TIPPING TREND: A TURNING TIDE MEANS SPLURGING

DISCRETIONARY CATEGORIES THAT HAVE
STRUGGLED UNDER INFLATIONARY CUTBACKS
STAND TO GAIN THE MOST

Q2 2024 - Q3 2024

Fresh produce

Meat and dairy

Center-store/shelf-stable
groceries

Nonalcoholic beverages

“Retail sales in 2025 could see some overall
normalization following a volatile five-year
period. The pandemic affected consumer
health, consumer spending behaviors and
supply chains. While some impacts of the
past half-decade will linger into 2025, Fitch
expects much of the recent volatility to
dissipate. Consumers will return to
longer-term trends, such as the quest for
value and a focus on experiences like travel
and dining out, rather than goods.”

Meals at QSRs

Alcoholic beverages

Meal at a sit-down
restaurant

Food delivery from an app

5 0 5 10 15 - Fitch Ratings

Sources: McKinsey, "The state of consumer spending in 2024”; Fitch Ratings, "US Retail & Restaurant Outlook 2025”
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FOOD FUELS

FUTURE
HEALTH

A MATTSON

Consumers feel empowered to proactively shape
their health and longevity with both food and
functional ingredients that enhance vitality,
adaptability, and overall quality of life.

Since they’re not getting help from their Dr,, it's
DIY.
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HEALTHSPAN

TODAY WE LIVE UP TO 20% OF OUR LIVES IN AN UNHEALTHY STATE

LIFESPAN W E R
= the number of years you live ﬁk ?L i‘ &@ * R ﬁ\ m i&‘ "

Non-Optimized Healthspan S Age Related Disease
HEALTHSPAN : 'i u-\ 4]‘ ﬁg H‘
= the years you live in good health, .fi\ ZI
free from disease, serious illnesses Optimize Your Healthspan T

Disease

AVERAGE HEALTHSPAN VS. AVERAGE LIFESPAN IN THE US (IN YEARS)

FOCUS

= quality —not quantity- of life

A‘ M ATTSO N Image Source: tennantproducts.com 48
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HEALTHSPAN

FOODFOR S Self-actualization
Desire to accomplish everything that one can, to become the most that one can be

e Esteem needs
f ., Self-confidence and independence, respect and acknowledgment from others

Friendships, family, social groups, community, intimacy

v Safety needs
Protection, stability and well-being, health and financial security
FOOD FOR | Physiological needs
FUEL Food, water, breathing, homeostasis, sexual reproduction

A MATTSON

49



2025 MACRO MOVEMENT #4 // FOOD FUELS FUTURE HEALTH

TIPPING TREND: HEALTHSPAN

e Uses science and technology to
optimize health:

o Brain

o Mood

o  Performance
o  Longevity

o Gaming

e Content does NOT come from
traditional sources of medicine
expertise

e Content is peer-to-peer, from
Podcasts, TikTok, Instagram,
YouTube, Alternative Providers

e Influencers drive purchase of foods,
drinks, supplements

Ya MATTSON

TOOLS TO
IMPROVE

FITNESS

3 Huberman Lab

Huberman Lab

The Huberman Lab podcast discusses
science and science-based tools for

everyday ... "Applying Growth Mindset -...
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TIPPING TREND: HEALTHSPAN

APPROACHES TO INCREASING HEALTHSPAN

PREVENTIVE MENTAL HEALTH &
HEALTHCARE COGNITIVE FITNESS

LIFESTYLE
CHOICES

COMMUNITY AND PERSONALIZED MIND-BODY

TECHNOLOGICAL
INTEGRATION

SOCIAL CONNECTIONS MEDICINE PRACTICES

A MATTSON 51



/
TIPPING TREND: HEALTHSPAN

AMONG HIGH INCOME HOUSEHOLDS, HEALTHFULNESS HAS
SURPASSED PRICE AS THEIR PRIMARY PURCHASE DRIVER

Convenience

Environmental
Sustainability*

0%
Less than $20,000 1o less $35,00010 less $50,000 to less $75,000 10 less $100,000 to less $150,000 and
$20,000 than $35,000 than $50,000 than $75,000 than $100,000 than $150,000 above

Source: IFIC 2024
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TIPPING TREND: HEALTHSPAN

VER 3 IN 4 SIGNIFICANTZE](I:/E[:{ATE IMPACT
|

Americans believe their
food choices impact their Y B
mental/emotional well-being s [l

No impact . 6% &

Not sure I 3%

Source: IFIC 2024

A MATTSON
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TIPPING TREND: HEALTHSPAN

MORE PEOPLE TRUST NUTRITION CONTENT FROM
SOCIAL MEDIA, LESS SO FROM GOVERNMENT AGENCIES

TRUST CONTENT ABOUT
FOOD/NUTRITION
ON SOCIAL MEDIA

Trust a lot Trust a little

Source: IFIC 2024

A MATTSON

TRUST A LOT/LITTLE

19%
. .

Do not trust It depends on
the social
media platform

MILLENNIAL TRUST IN
FOOD/NUTRITION INFORMATION FROM

GOVERNMENT AGENCIES IS DECLINING

2022

m2024

©  459E%
2%

Not sure : :
Cen Z Millennial Gen X Boomer

+2% -14% -7% +1%

- A\
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TIPPING TREND: HEALTHSPAN

MMMMMM

DON'T DIE SUMMIT
HEALTH-HACKING

What Will You Do When CONFERENCE
You Grow Younger?

FILTEROPTIX BLUE

BLUEPRINT LABS: BRYAN JOHNSON EIGHT SLEEP BIOHM GUT TEST LIGHT GLASSES

~a MATTSON
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TIPPING TREND: HEALTHSPAN

INCREASING HEALTHSPAN — HEALTH-HACKING
HEALTH-HACKING = HUMAN ENHANCEMENT THROUGH DIET AND LIFESTYLE

ELIMINATION DIETS FOCUS ON SLEEP USE OF NOOTROPICS

Whole30, Intermittent Fasting & RELAXATION Caffeine, Terpenes,
Not more, but better Curcumin, Ashwagandha

CHICKPEAS

N wmartson E SIS
\  PRUULLY e L
\ I]E\IEL[]PIi/ L
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TIPPING TREND: FUNCTIONAL FOODS

THE GLOBAL MARKET FOR
FUNCTIONAL FOODS & BEVERAGES IS VALUED AT

9281°BILLION

AND IS EXPECTED TO REACH

BY 2028

Source: Food Navigator 2024
A MATTSON
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TIPPING TREND: FUNCTIONAL FOODS

CURRENTLY, THERE IS NO STANDARDIZED
DEFINITION FOR A FUNCTIONAL FOOD.

It generally refers to food and beverages that are
enriched with functional nutrients that add to the
basic nutrition of the product such as:

Protein

Vitamins & Minerals
Pre and Probiotics
Fiber

Etc.

~a MATTSON 58
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TIPPING TREND: FUNCTIONAL FOODS

WOMEN AND MEN TEND TO FAVOR PRODUCTS WITH
DIFFERENT FUNCTIONAL NUTRIENTS

COLLAGEN / VITAMINS / PROBIOTICS | ADDED PROTEIN / OMEGA-3S / NOOTROPICS

Sources: Mintel, Food Navigator 2024

~a MATTSON 59
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TIPPING TREND: FUNCTIONAL FOODS

CONSUMERS ARE
LOOKING TO CONSUME

BEST SELLING FUNCTIONAL MORE PROTEIN AND FIBER
INGREDIENT CATEGORIES .

ANNUAL §
GROWTH

Protein Fiber Vitamin D

Sources: |FT Magazine 2024, IFIC 2024

~a MATTSON


https://www.ift.org/news-and-publications/food-technology-magazine/issues/2024/april/features/top-10-functional-food-trends-reinventing--wellness

/
FUNCTIONAL FOODS

ORIGINAL

ORIGINAL
Tt S

Kids

oatmilknoe

wil
Pediatricions

PROTEIN + DHA +
PREBIOTICS +
VITAMINS & MINERALS

A MATTSON

PROTEIN +

ASHWAGANDHA

;x

8: @

000K

NETW1.27.7 O (T84g)

COMPLETE PROTEIN
(ALL ESSENTIAL AAS)

MISSION E

WGHTY M
A &

INTRODUGTORY NUT ALLERGENS

| 4
B Belly

m-msﬂuw

COLLAGEN + GRAIN-FREE
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TIPPING TREND: FOOD OR SUPPLEMENT?

The American wellnhess
market has reached

94808

and is growing at

9-10%

per year

MILLENNIALS ARE
DRIVING THIS GROWTH

American Millennials spend more on
fitness than their college tuition!

Source: McKinsey Wellness Study, 2024

~a MATTSON
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FOOD OR SUPPLEMENT?

AS WELLNESS MOMENTUM GROWS, THE LINE
BETWEEN FOODS AND SUPPLEMENTS IS BLURRING.

( MILLENNIALS ARE SEEKING TRADITIONAL \
SUPPLEMENT BENEFITS IN FOODS/BEVERAGES

% of Millennials that Desire This Benefit in Food/Beverage

Colieie

o ™
M‘-»NK\(“\
— c)"f

° Energy/less fatigue

SUPPLEMENT

Weight loss/weight management

Emotional/mental health

Digestive health/gut health

0% 10% 20% 30% 40% 50%

Sources: IFIC Food & Health Survey 2024

A MATTSON 63



/
TIPPING TREND: FOOD OR SUPPLEMENT?

WITHIN FOOD AND BEVERAGE, FUNCTIONAL PRODUCTS ARE DRIVING GROWTH

HEALTH CONCERNS ARE THE GROWING MOTIVATORS FOR

CONSUMERS FOLLOWING A SPECIFIC EATING PATTERN OR DIET

Motivations for Following a Specific Eating Pattern or Diet

| wanted to feel better and
have more energy

| wanted to lose weight

| wanted to improve my
physical appearance

| wanted to protect my long-
term health/prevent future

| wanted to prevent wweight
gain

| wanted to better manage a
health condition

| wanted to improve my

relationship with food . = increased

0% 10% 20% 30% 40% 50%

\

J/

Sources: IFIC Food & Health Survey 2024, Mintel

A MATTSON

SEEKING DIFFERENT

PROBIOTICS

OMEGA-3S

NOOTROPICS
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TIPPING TREND: FOOD OR SUPPLEMENT?

WITHIN SUPPLEMENTS, FOOD FORM PRODUCTS ARE DRIVING GROWTH

- ¥ 1
i}
GUMMIES ARE BOTH i I
| e @

LARGE AND GROWING

¥

Women's -
Multi & e :

TR ﬁfz
bl
0 s e o |

pRsac)

L s
"
 SSSR—— .

Supplement Performance by Format

of current frequent supplement

Gummies 24.3% 12.1% -
users purchased gummies as

Capsules 14.5% 2.0% their first supplement

Pill Pack 1.4% 45.6%

Sources: Nutrition Business Journal, 2023
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TIPPING TREND: FOOD OR SUPPLEMENT? WHAT'S OUTTHERE

FOOD/SUPPLEMENT BOUNDARY PRODUCTS ARE SHOWING UP ACROSS CATEGORIES

RARE3IRD

Meet the founder: Rarebird's
Jeffrey Dietrich taps into PX to

s the caffeine

October 27,2023 Eiwine Watson

[}

deliver coffee with a kick, minus

A MATTSON
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TIPPING TREND: FOOD OR SUPPLEMENT? WHAT'S OUTTHERE

CHOCOLATE PRODUCTS ARE A SNAPSHOT OF
FOOD/SUPPLEMENT BOUNDARY NEED STATES

et  ENERGY/FATIGUE \ EMOTIONAL/MENTAL HEALTH e WPy DIGESTIVE/GUT HEALTH [

AWAKE *2
+ AWAKE
CAFFEINATED CHOCOLATE BARS

ZEN

NNNNNNNNNNN IOCOLATE

61%
CACAO

COCONUT MILK
with Redabd » Chamarnile
Calining' | Adeptogenic”
Botanical Supslemant

Net Wi 10 (30 @) Em——

+ CAREFREE CHOCOLATE .
STABILIZE STRESS BARS S + SUNBIOTICS
PROBIOTIC CHOCOLATE BARS

+ ALICE
BRAIN BOOSTING MUSHROOM CHOCOLATE

Ya MATTSON 67
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TIPPING TREND: FUNCTIONAL FOODS

BEYOND CAFFEINE: FUNCTIONAL ENERGY DRINKS

-
HEE
‘i; 3
i %)
~
-+

3

_w_
-~
g\

-\—\‘—<ﬁ4\u

;2 ©F
B>~

«f]

2t

f

+

CAFFEINE + CAFFEINE +
ELECTROLYTES L-THEANINE +
VITAMIN C

Sources: Spins 2023 Mixing Things Up: How to Find Disruption in Beverage

A MATTSON

ROCKST: ROCKSHAR \CKSBR
FOCU: FOCUS ‘OCUS

NERGY & MENTALB  5\gRGy & MENTAL BOOST ¥ &MENTAL BOOST

3%‘:;“ | "ﬁ'&"‘ - “ m{ll
Mhmnnnnl L\E.‘:;m 1Ak %"”""ml

CAFFEINE +
LION'S MANE MUSHROOM

L

POP & BOTTLE

i i

VANILLA
COLD BREW

Oat Milk Latte

“COLLAGEN

+ +
COFFEE + COLLAGEN COFFEE + MACA

©

FUNCTIONAL
RTD COFFEE
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FUNCTIONAL FOODS

ADAPTOGENS & NOOTROPICS FOR RELAXATION

\-

SLERRY GIRL
MOGCKTAIL

’ infused sparkling water

& 8FL0Z m7Ml.; ’ ‘ | ; T
D.mvsm‘ . A moment
12 fl 0z (355 ml) 340
Mt S - e ———
MAGNESIUM + L-THEANINE REISHI MUSHROOM + ASHWAGANDHA + MAGNESIUM + SOUR CHERRY JUICE
ESSENTIAL AMINO ACIDS L-THEANINE
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TIPPING TREND: GUT HEALTH

THE GLOBAL MARKET
FOR DIGESTIVE HEALTH
PRODUCTS IS VALUED AT

5 $52B
AND IS EXPECTED TO GROW BY
o . . +8%

" | ‘ OVER THE NEXT 5 YEARS

Sources: Food Navigator Oct 2024
~a MATTSON 70



i
GUT HEALTH

WHY ARE FUNCTIONAL FOODS FOR GUT HEALTH TRENDING?

Consumers now understand the link between good
gut health and good physical and mental health.

New research supporting the Gut-Brain Axis, how our
diet influences brain function through our gut microbiota,
shows that our gut affects our mental health in

3 key ways:

1. The Microbiome’s Influence on Mental State
2. Nutrient Deficiencies Influence Our Emotions
3. Blood Sugar’s Affects on Mood Stability

Sources: Forbes November 2024
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TIPPING TREND: GUT HEALTH

According to a meta-analysis study published in BMC Psychiatry

WAS ASSOCIATED WITH
ODDS OF

SUCH AS STRESS AND DEPRESSION




/
TIPPING TREND: GUT HEALTH

PREBIOTICS AND PROBIOTICS: THE HERO INGREDIENTS FOR GOOD GUT HEALTH
.' T g AT \
(&8 "J IR 1\ VIR “g "“ \7 \

9/." . \ . ‘ |

)/ ' \.

Y N ,\‘ ﬂ ' ‘ 3& i(. |
% - i ' 3 - 4 \ :

‘ \

&"'

\.

PREBIOTIC; ~ PROBIOTIC: |
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GUT HEALTH

FUNCTIONAL FOODS FOR GUT HEALTH ARE ON THE RISE

Prebiotic Soda Purchasers

Gender @
Other 0.5%

Income Level @

Lower
Middle IEEEEEE————— 33.1%
Upper 423%

Sources: Bevnet Functional Beverages Q2 2024
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TIPPING TREND: GUT HEALTH

E: ‘, &y e - | - Y . v;: :? 5 v ) ‘ m;;::jl. w‘
o - ) i ’ 'q -.“.‘\ l: .‘: j. _. \ '. I\
+
PREBIUTIE FIBER ACV LIVE PROBIOTIC PREBIOTIC FIBER
LIVE PROBIOTIC

+
PREBIOTIC FIBER
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TIPPING TREND: GUT HEALTH

OLIPOP
46 SUGAR
96 FIBER

A MATTSON

THE SCIENCE BEHIND
SUGAR-TO-FIBER

A probiotic that turns sugar into fiber -
built with genetic engineering by a team
of microbiologist

The Solution
Sugar-to-Fiber takes some of that extra sugar you don’t need
and turns it into a beneficial prebiotic fiber called levan.

It does this by producing an enzyme called levansucrase, which
takes a common form of dietary sugar called sucrose - also
known as table sugar - and converts it into levan fiber.

The Result
The result is unique: your microbiome gets more of what it
needs and less of what it doesn’t, all without changing your diet.
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TIPPING TREND: GUT HEALTH

WANT GOOD GUT HEALTH? LEAVE THE EMULSIFIERS BEHIND

DIETARY EMULSIFIERS

WHY?
Emulsifiers disrupt the microbiota and strip the protective mucus
layer from the gut barrier.

This increases inflammation and gut permeability.

WHAT? WHERE?
Polysorbate-80 Ice cream Sauces
Carboxymethylcellulose Whipping cream Plant-based milk
Carrageenan Frosting Margarine
Bars Bread
Mayonnaise

Sources: Microbiome Journal “"Direct impact of commonly used dietary emulsifiers on human gut microbiota” 2021c

A MATTSON

“Carboxymethylcellulose and
polysorbate 80 induced a lasting
detrimental impact on microbiota

composition and function.

Particularly stark detrimental
impacts were observed in response to
various carrageenans and gums, which
altered microbiota density, composition,
and expression of pro-inflammatory
molecules.”
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TIPPING TREND: THE NEW CLEAN LABEL

INGREDIENTS
Oat base (water, oats), low erucic acid
rapeseed oil. Contains 2% or less of:
dipotassium phosphate, calcium
carbonate, tricalcium phosphate, sea
salt, dicalcium phosphate, DHA algal oil,
sodium ascorbate (antioxidant),
tocopherols (antioxidant), riboflavin,
vitamin A, vitamin D2, vitamin B12.

A MATTSON

INGREDIENTS
Oatmilk (water, oats),
sea salt, citrus zest fiber

Uy
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TIPPING TREND: THE NEW CLEAN LABEL

THE “"CLEANEST INGREDIENT"” DECKS

UltraSimple™ Ingredients.
Unbeatable Taste.

xug:mnc coi’fee, organic alnond milk, o : - , :
st

75 || SSALES
. )m 52 WEEKS

No Weird Ingredients. Ever.

4

NO REFINED SUGAR SWEETENER-FREE

NO NATURAL FLAVORS

NO REFINED SUGAR
NO GUMS

NO FLAVORINGS

NO SOY LECITHIN COLD-FILLED

NO ESSENCES

Sources: BevNet Nov 2024
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TIPPING TREND: THE NEW CLEAN LABEL

WHAT CAN I EAT?

Top 7 Harmful
Ingredients in Food

THE BIBLICAL NUTRITIONIST

A MATTSON

Ingredients To Avoid In Processed Food

Acesulfame Potassium
Artificial Flavors
Aspartame (Nutrasweet)
Autolyzed Yeast Extract
Azodicarbonamide
BHA

BHT

Bleached Flour

Blue 1

Calcium Peroxide
Calcium Propionate
Canola Oil

Caramel Color
Carrageenan

Cellulose

Citric Acid

Corn Qil

Corn Syrup
Cottonseed Oil

DATEM

Dextrose
Dimethylpolysiloxane
Enriched Flour

Erythritol

Fructose or Fructose Syrup
Gellan Gum

Guar Gum

High Fructose Comn Syrup
Hydrolyzed Proteins
Locust Bean Gum
Maltodextrin
Methylparaben
Monoglycerides and Diglycerides
Monosodium Glutamate
Natural Favors

Neotame

Potassium Benzoate
Partially Hydrogenated Oils
Propyl Gallate
Propylparaben

Red3

Red 40

Sodium Benzoate
Sodium Nitrate
Sodium Nitrite
Sodium Phosphate
Soybean Oil

Soy Protein Isolate
Sucralose (Splenda)
Stevia Extract (rebaudioside
AorrebA)
Synthetic Vitamins
TBHQ

Titanium Dioxide
Vanillin

Yeast Extract
Yellow 5

Yellow 6

FOOD BABE

\ani Hari

WORST DAILY GUT INGREDIENT
~_ TOXIC

Nutrasweet
Aspartame

Splenda
High Fructose Corn Syrup

Toxic!

Warning,

80
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TIPPING TREND: THE NEW CLEAN LABEL

SEED OILS: THE NEW BOOGIEMAN?

@@ Mayo Clinic Press

The pros and cons of seed oils,.and how to incorporate them
in your diet

& The New York Times
What Are Seed Qils and Are They Actually Bad For You?

To their many vocal detractors, they're referred to as “the hateful eight.” Canola oil, corn
oil, sunflower oil and other refined oils made...

seed oil provides dietary fat — which is essential for vitamin absorption as well as the
creation and function of the body's cells. “All fats...

7 hours ago Jul 9, 2024
ﬂ Politico m Newsweek
A world without seed oils and pesticides? The food industry, Seed Oil vs Saturated Fat: Which Is Worse, According_to
braces for RFK Jr. era. Nutritionists?

Kennedy has promised to take aim at the food and pharmaceutical industries in a

Nutrition experts are divided on whether saturated fat or unsaturated seed oils (such as
Trump administration. Interest groups are already pushing...

sunflower, canola and grape seed oil) contribute towards heart disease...
2 weeks ago Sep 2,2024

[ The Food Institute
Seed Oils are Under Fire: The Health Debate is Heating Up

Thanks in part to influencers, seed oils are considered detrimental to human health.
Thus, food brands seem destined to further transition...

Jul 16, 2024

& Popular Science

What science actually says about seed oils

Seed oils are terrible for your health—even toxic! Cooking oils derived from seeds cause
everything from heart disease to inflammation to fatigue to bad skin.

Aug 5,2024

A MATTSON
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TIPPING TREND: THE NEW CLEAN LABEL

SEED OILS ON SOCIAL MEDIA

At risk of throwing a rock into the nutrition
pond, can somebody point me to an article
showing that seed oils are bad *independent of
caloric load*, tendency to be combined with
processed foods, etc.?

To be clear: | don’t eat seed oils because | don’t
like the taste. Olive oil, and butter for me thank
you. Would love to see some data. Thanks
much nutritionistas.

Osst 11230 Q5K it ™ R

g Andrew D. Huberman, Ph.D. @ - 12/10/24

Do NOT Cook with This!!!

2 Dr. Eric Berg DC @
» 12.9M subscribers

D> 910.6K

n,ﬁg

7/

M MATTSON A ‘ -


https://www.youtube.com/watch?v=hmkoFDMAvkc
https://www.tiktok.com/@paulsaladinomd2/video/7219691591605161259

\

WHAT ARE SEED OILS?

/
THE NEW CLEAN LABEL

Refined plant-based
vegetable oils, including:

e Cottonseed
e Soybean

e Safflower

e Grapeseed
e Rice bran b’

e FEtc.

| -
- '-,'
Sources: New York Times “Are Seed Oils Actually Bad for You?” November 2024

A MATTSON
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2025 MACRO MOVEMENT #4 // FOOD FUELS FUTURE HEALTH

TIPPING TREND: THE NEW CLEAN LABEL

@High levels of omega-6 fatty acids relative to

omega-3 fatty acids may drive up chronic
[health] conditions by increasing
inflammation in the body”

“If you want to
reduce your
consumption of seed
oils, do so by
eating fewer
ultra processed
foods.. that would
likely be a
health win.”

“We're eating more of these oils because ‘
they're used in ultra processed and fast foods, @
which make up a larger share of our diets today
than in past decades”

1
| <&~ Dr. Gardner
/

Sources: New York Times "Are Seed Oils Actually Bad for You?” November 2024 c
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https://www.nytimes.com/2024/05/06/well/eat/ultraprocessed-foods-harmful-health.html
https://www.nytimes.com/2024/05/06/well/eat/ultraprocessed-foods-harmful-health.html

/
TIPPING TREND: THE NEW CLEAN LABEL

WHAT ARE ULTRA-PROCESSED FOODS?

NOVA CLASSIFICATION:
"Ultra-processed foods are industrial
formulations made entirely or
mostly from substances extracted
from foods (oils, fats, sugar, starch,
and proteins), derived from food
constituents (hydrogenated fats and
modified starch), or synthesized in
laboratories from food substrates or
other organic sources (flavor
enhancers, colors, and several food
additives used to make the product
hyper-palatable).

Doritzs

NACHO
ESE

Manufacturing techniques include

extrusion, moulding and
preprocessing by frying. Beverages
may be ultra-processed.”

A MATTSON

BVE! GANIMAG
N Macaroni &
Y Cheddar Flavor

i @
KOREAN BBQ-STYLE CHICKEN E Annies
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TIPPING TREND: ULTRA-PROCESSED FOODS

and as well

as are most
likely to be familiar with

ultra processed foods

AMERICANS ARE FAMILIAR bysubgroiips

Total — 32%

WITH THE TERM
“ULTRA-PROCESSED FO0D” o

HHLD Inc. <$35K | D6%
HHLD Inc. $35K-$74K 129%
HHLD Inc. $75K+ - 40%

A MATTSON
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TIPPING TREND: ULTRA-PROCESSED FOODS

ARE ALL ULTRA-PROCESSED FOODS BAD

New research shows that only 2 categories of food were
associated with greater health risks:

e Sugar-sweetened drinks
e Processed meat

Whereas, some categories of UPFs were associated with
reduced risks for cardiovascular disease, including:

Breakfast Cereals

Sweetened & Flavored Yogurts
Frozen Yogurts & Ice Cream
Popcorn & Crackers

A MATTSON

€he New Hork Eimes

Are Some Ultraprocessed Foods

Worse Than Others?

A new study may offer the biggest clues yet.

P Listen to this article - 6:49 min Learn more % sharefullarticie 2> [] [ o2
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TIPPING TREND: ULTRA-PROCESSED FOODS

THE NEW DIETARY GUIDELINES WILL NOT TACKLE UFPs?

AS THE ULTRA-PROCESSED FOOD CATEGORY IS BROAD,
IF'YOU RECOMMEND AVOIDING THEM
YOU MAY BE ELIMINATING SOME FOODS THAT ARE BENEFICIAL

Sources: New York Times "Why The Dietary Guidelines May Not Tackle Ultraprocessed Foods” 2024c
A MATTSON
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TIPPING TREND: ULTRA-PROCESSED FOODS

Although a general recommendation for UPFs
may not be in the near future, specific food
additives may be banned under the incoming
Trump administration.

“Process and guardrails matter
only if the person in authority cares
about process and guardrails...”
the Trump administration is likely to

“find ways to push the edges to be
more disruptive more quickly”

- Stuart Pape

Sources: Kennedy’s Vow to Take on Big Food Could Alienate His Now G.O.P. Allies” NYT Nov 17 2024, NBC News September 2024

M. MATTSON 89
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TIPPING TREND: ULTRA-PROCESSED FOODS

California is leading the way on this,
passing the “California School
Safety Act” this September,
outlawing

Yellow #6
Red #40
Blue #1
Blue #2
Green #3

From drinks and snacks served at
public schools statewide, to go
into effect in December 2027

Sources: NBC News September 2024

A MATTSON 90
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TIPPING TREND: ULTRA-PROCESSED FOODS

CALIFORNIA GOVERNOR ORDERS CRACKDOWN ON

ULTRA PROCESSED FOODS AND FOOD DYES

‘ Sacramento, California - Building on the nation-leading nutrition and healtm
standards established in California, Governor Gavin Newsom issued an
executive order today to continue investigating the adverse health effects of
synthetic food dyes and increase access to affordable, healthy foods.
“Ultra-processed foods” are known to pose a health risk to individuals, and
today’s efforts are designed to support affordable, healthy living and reduce the
growing impact of chronic illnesses on Californians.

"The food we eat shouldn’t make us sick with disease or lead to lifelong
consequences. California has been a leader for years in creating
healthy and delicious school meals, and removing harmful ingredients
and chemicals from food. We’re going to work with the industry,
consumers and experts to crack down on ultra-processed foods, and
create a healthier future for every Californian.”

- Governor Gavin Newsom /

. \ -

Source: https://www.gov.ca.gov/2025/01/03

~a MATTSON



WOMEN WIELD

POWER

A MATTSON

Our Women Wield Wage Power movement highlights

the growing economic influence of women in
reshaping the food and beverage industry. As
primary decision-makers in household spending,
women are driving innovation and pushing brands
to cater to their needs, from nutrient-fortified foods
supporting women’s health to dining and
entertainment experiences designed specifically for
them.

Women-led brands are leading the way,
addressing women’s preferences while inspiring
future female leadership. This ongoing movement
underscores the pivotal role women play in shaping
the future of food and beverage.

92



2025 MACRO MOVEMENT #5 // WOMEN WIELD POWER
TIPPING TREND: THE SUPER (WOMEN) CONSUMERS

WOMEN IN CHARGE

.\

e |

In 2024, female CEOs at
large U.S. public companies
outpaced their male

counterparts in median
compensation, earning $16.4 Women-led brands are at the . Forbes categorized

million compared to $15.6 | forefront of innovation in the women over 50 as

million for men. food and beverage industry. N “super consumers”

> because they are the wealthiest

However, men continue to These brands not only cater to and most active generation in
dominate the CEO ranks, women'’s specific needsdbut also history—they account for
outnumbering women by a pave the way for future 27% of all consumer

ratio of 17 to 1. female leaders in the sector. spending. =

Ya MATTSON



https://www.nextgenpurpose.com/blog/empowering-women-in-food-breaking-barriers-and-shaping-the-future
https://www.nextgenpurpose.com/blog/empowering-women-in-food-breaking-barriers-and-shaping-the-future
https://www.nextgenpurpose.com/blog/empowering-women-in-food-breaking-barriers-and-shaping-the-future
https://www.nextgenpurpose.com/blog/empowering-women-in-food-breaking-barriers-and-shaping-the-future
https://www.nextgenpurpose.com/blog/empowering-women-in-food-breaking-barriers-and-shaping-the-future
https://www.nextgenpurpose.com/blog/empowering-women-in-food-breaking-barriers-and-shaping-the-future
https://www.nextgenpurpose.com/blog/empowering-women-in-food-breaking-barriers-and-shaping-the-future
https://www.prnewswire.com/news-releases/at-large-us-companies-female-ceos-earn-more-than-male-ceos-302274218.html
https://www.prnewswire.com/news-releases/at-large-us-companies-female-ceos-earn-more-than-male-ceos-302274218.html
https://www.prnewswire.com/news-releases/at-large-us-companies-female-ceos-earn-more-than-male-ceos-302274218.html
https://www.prnewswire.com/news-releases/at-large-us-companies-female-ceos-earn-more-than-male-ceos-302274218.html
https://www.prnewswire.com/news-releases/at-large-us-companies-female-ceos-earn-more-than-male-ceos-302274218.html
https://www.smallbizgenius.net/knowledge-base/male-vs-female-ceo-statistics/#:~:text=Male%20vs%20Female%20CEO%20Statistics,by%20approximately%2017%20to%20one.
https://www.smallbizgenius.net/knowledge-base/male-vs-female-ceo-statistics/#:~:text=Male%20vs%20Female%20CEO%20Statistics,by%20approximately%2017%20to%20one.
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TIPPING TREND: TAILORED NUTRITION

THE RISE OF WOMEN-CENTRIC PRODUCT INNOVATION

PLANT-ISH / NINA CURTIS

Nina Curtis, a former competitive bodybuilder turned vegan
chef, is a trailblazer in the plant-based culinary movement.
Known for her work as a chef, wellness consultant, and
lecturer, she has developed wellness programs, led culinary
operations, and created stunning seed-to-table recipes that
highlight the beauty and benefits of plant-based eating.

Women's unique
health concerns and
what we put into our
bodies are becoming
a focal point for
innovation, reflecting
their dominant
influence on market
priorities.

As the former Director and Executive Chef of Adventist
Health's Vitaliz Café, she championed plant-based cuisine
and education, inspiring many to embrace healthier
lifestyles. She was named one of the 25 Top Women in
Foodservice and Hospitality for 2024

J

- INSPIRO TEQUILA / MARA SMITH

Mara Smith, founder of Inspiro Tequila, is a trailblazer in the
spirits industry. Working with a female distiller, she created
an additive-free, zero-sugar tequila, designed to fit into
active lifestyles while appealing to modern tastes of women.

Beyond redefining tequila, Mara is dedicated to empowering
women through the Inspiro Purple Bicycle Project, which
provides financial support, mentorship, and inspiration to
female founders, helping them overcome barriers and
pursue their entrepreneurial dreams.

A MATTSON


https://inspirotequila.com/
https://www.chefninacurtis.com/
https://www.instagram.com/reel/DBjYHYHgmPr/?igsh=cjdnemoyNzcxdm01
https://www.instagram.com/reel/DBjYHYHgmPr/?igsh=cjdnemoyNzcxdm01
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TIPPING TREND: FEMALE LEADERSHIP

WOMEN-LED BRANDS AS INNOVATION DRIVERS

"There's nothing out there for me, maybe Ml make my own .

:
T
~ A 0 oy

'
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1,, e 30 1 “Go where you don’t
1 u{‘ belong, because
" someday you will.”
- The McBride Sisters

JENI BRITTUN / JENI'S ICE CREAMS

REVOLUTIONIZED THE ICE CREAM INDUSTRY,
FOREVER CHANGING THE WAY ICE CREAM IS MADE

Ya MATTSON

¥ MELISSA BEN-ISHAY

BAKED BY MELISSA

STEPHANIE IZARh
CHEF/OWNER
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https://www.tasteswoon.com/pages/our-story
https://www.boltpr.com/blog/top-women-led-food-and-beverage-brands
https://www.mcbridesisters.com/pages/story
https://stephanieizard.com/about/

/
TIPPING TREND: CURATED EXPERIENCES

WOMEN'’S INFLUENCE ON DINING, ENTERTAINMENT, AND SOCIAL

J‘U a "" Q
SPORTS BAR & RESTAURANT & PDX

HOTEL ZENA

Part hotel and part art gallery,
step inside and discover work that
celebrates the contributions and
courage of women

Home Shop Menu Blog AboutUs Contact

The sports bar o P
that’'s 100% oy | HOTEL ZENA
o ’ —— ' WASHINGTON DC
dedlcated to Social trends like "Girl Dinner" reflect Abod cituralHlubin'the eart of 00
how a women are redefining dinin
Women's sports. experiences and influencinggculturagl

norms around food consumption.

A MATTSON 9


https://www.tasteofhome.com/article/girl-dinner/
https://www.tasteofhome.com/article/girl-dinner/
https://www.tasteofhome.com/article/girl-dinner/
https://www.tasteofhome.com/article/girl-dinner/
https://www.tiktok.com/@whatsupwithgirldinner/video/7365833452542758187?_r=1&_t=8rj9GTXcHD4
https://www.tiktok.com/@whatsupwithgirldinner/video/7365833452542758187?_r=1&_t=8rj9GTXcHD4
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TIPPING TREND: WELLNESS PIONEERS

WOMEN AS DRIVERS OF HEALTH AND WELLNESS TRENDS

NORMALIZING MENOPAUSE ( )
y HotPause

b | HeoaltA.
How Does Menopause Affect Women in the

Workplace? Menopause requires support. Like, a lot. CRUNCHY HYDRA‘I‘IUN
! : : A

Why It’s Tin;;r’ll)‘:Address bl el el
y holistically-minded consumers
seeking balance in life, health and
mental wellness; want to feel
refreshed & hydrated at end of
day - "very gentle energy”

Ehe New dlork Times
A Movement to Make Workplaces
‘Menopause Friendly’

What is a menopa friendly workplace? Women in cities like

ling in Britai

. A GROUNDBREAKING FILM
THI [M] LG\ TO SHRED THE SILENCE ON
MENOPAUSE.

~a MATTSON 97


https://youtu.be/GjWFIb7WdWQ?feature=shared
https://youtu.be/GjWFIb7WdWQ?feature=shared
https://www.foodnavigator.com/Article/2024/02/28/could-a-plant-based-diet-prevent-chronic-diseases-in-women/

/
WELLNESS PIONEERS

The women's health
and beauty
supplements market
grew from $65.57
billion in 2023 to
$71.60 billion in
2024

DIGITAL
HEALTH
TOOLS

Source: McKinsey Future of Wellness Survey, Aug 2023

A MATTSON

Over 1 in 3 women in
the U.S. take
supplements for
digestive health, with
a 21% increase
in probiotic use
since 2020

CLEAN LABEL
INGREDIENTS/
TRANSPARENCY

4 )
Women spend more on products related to menopause and pregnancy than
on other health products.
Women's health products purchased in the US, by type,' % of female respondents (n = 1,099)
Menstrual-care Sexual-health Period- or fertility- Menopause Pregnancy/post- Fertility
products products tracking apps products partum products devices
\ J
A

e il ' ‘ /@ 4
ik [ JALAPENO '\ e
i “ \ Q% oip -

NUTRISNACKS BOX WINGREEN FARMS
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https://blog.gwi.com/trends/womens-health-trends/
https://blog.gwi.com/trends/womens-health-trends/
https://blog.gwi.com/trends/womens-health-trends/
https://blog.gwi.com/trends/womens-health-trends/
https://blog.gwi.com/trends/womens-health-trends/
https://blog.gwi.com/trends/womens-health-trends/
https://blog.gwi.com/trends/womens-health-trends/
https://www.foodtechbiz.com/opinion/clean-label-ingredients-a-paradigm-shift-towards-healthier-and-transparent-food-choices
https://www.foodtechbiz.com/opinion/clean-label-ingredients-a-paradigm-shift-towards-healthier-and-transparent-food-choices
https://www.foodtechbiz.com/opinion/clean-label-ingredients-a-paradigm-shift-towards-healthier-and-transparent-food-choices
https://www.mckinsey.com/featured-insights/sustainable-inclusive-growth/charts/womens-wellness-market-poised-for-growth

/
TIPPING TREND: WOMEN-DRIVEN BRANDS

EMPOWERING WOMEN THROUGH PURPOSE-DRIVEN
BRANDING, INFLUENCING, AND MARKETING

Brands are increasingly
aligning with women'’s values,
focusing on empowerment,
inclusivity, and sustainability.

Purpose-driven messaging
resonates deeply with women,
who often prefer to support
companies that reflect their values
and contribute to societal change.

Women licensed brands are also
desired in the food and drink
industry.

W
D NICKEL

When life gives me lemons, I put on my cute little apron,
make a beautiful meringue and pie life right in the face!

Sources: Prepared Foods Article, Nov 2024
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https://www.instagram.com/reel/DC1kXT9Riea/?igsh=dmE4dzk1dmxyMXRq
https://www.instagram.com/reel/DC1kXT9Riea/?igsh=dmE4dzk1dmxyMXRq
https://www.preparedfoods.com/articles/129985-key-food-and-beverage-trends-shaping-wellness-sustainability-and-innovation-in-2025

2025 MACRO MOVEMENT #5 // WOMEN WIELD POWER

TIPPING TREND: LITTLE LUXURIES / JUST FOR ME

- Z | :
< \‘ GROCERIES ) PRODUCT REVIEWS & RECOMMENDATIO! > &
A { LF
S 4B
» 5
- A h N
.

8 Summer Little Luxuries
— for $5 or Less! — to Pick
Up at Whole Foods

By Stephanie Ganz
Published Jul 5,2023

A behavior spawned
by high inflation,
when consumers
indulge in a e
premium taste or ELEVATED
INGREDIENTS

experience to
counterbalance the
budget sacrifices
they are making
elsewhere.

Little Luxuries: Easy Ways to Add
Life

Small Pleasures to Your Daily

Ya MATTSON 100


https://www.instagram.com/designthusiasm/#

WHAT’S OUT THERE

WOMEN WIELD POWER

;Wm- : i  mr—— e e m
4564 DiBihD .

Optimize Metabolism. Lose Weight.

% L CALIEIy
[ MHigh Protein X ﬁtz G.i« FARMS® . ONLY WATURAL INGREDIENTS
W \ Chobani ¢
~ Creations. /.,

Apple Pie a la Mode :
gt

+ LITTLE LUXURIES + PLANT-BASED MILKS + “DESSERT” YOGURTS + EATLIKE A QUEEN AT HOME

+ BEST
MEAL-REPLACEMENT
SHAKE FOR WEIGHT LOSS

101
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RE-MIXED

SENSORY
EXPERIENGES

M MATTSON

"Re-Mixed Sensory Experiences" reflects a
dynamic shift towards creating sensory-rich,
deeply personal, and culturally resonant culinary
moments that captivate consumers through
authenticity, creativity, and the unexpected.

This movement celebrates the merging of
tradition and innovation, inviting consumers to
rediscover the familiar while exploring the
extraordinary.

102
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TIPPING TREND: THIRD CULTURE FLAVORS

THE FLAVOR OF MULTICULTURAL AMERICA,

WHERE DIVERSE TRADITIONS UNITE IN HARMONY.

THE KEY IS COMBINING CULINARY CULTURES THAT SHARE
SOME FLAVOR PROFILES OR INGREDIENTS- OR DON'T- AND
THEN ELEVATING THEM IN UNEXPECTED WAYS

¥

I’

60GI & WAFFLES

@ SEQULTACO CHIGAGD |
DAN DAN LASAGNA ® SEOULTACD CHIAGD

T

A MATTSON
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\ / = : . 3

The trend is boosting growth in
the food industry, especially in
frozen Asian entrees and
appetizers, which experienced
a 14% sales increase
in one yearn.

This growth opens
new opportunities for
restaurants and food brands
to offer diverse flavors and
attract customers looking
for authentic fusion dining
experiences.



https://www.tryperdiem.com/post/the-future-is-fusion-why-third-culture-cuisine-is-here-to-stay-in-america
https://www.tryperdiem.com/post/the-future-is-fusion-why-third-culture-cuisine-is-here-to-stay-in-america
https://www.tryperdiem.com/post/the-future-is-fusion-why-third-culture-cuisine-is-here-to-stay-in-america
https://www.washingtonpost.com/food/2024/03/12/jerk-chow-mein-third-culture-jon-kung/
https://www.instagram.com/seoultaco/reel/C6wj18UvZOO/
https://www.instagram.com/seoultaco/reel/C6wj18UvZOO/
https://www.instagram.com/seoultaco/reel/C6wj18UvZOO/
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine
https://www.finedininglovers.com/article/third-culture-cuisine

2025 MACRO MOVEMENT #6 // RE-MIXED SENSORY EXPERIENCES
TIPPING TREND: ROOTS REIMAGINED

A PERSONAL EVOLUTION OF HERITAGE, WHERE TRADITION MEETS INNOVATION

A celebration of chefs
blending the flavors of
their ancestral roots with
modern creativity, crafting

dishes that honor their past
while embracing a bold,
boundary-pushing future.

KOGI BBQ IN LA

Ya MATTSON

Culinary boundaries are fading
as restaurants experiment
with bold flavor combinations,
like Korean BBQ tacos or
Thai-inspired pizzas.

Fusion cuisine entices
adventurous diners eager

for fresh, innovative " CRISPY CHICKEN HOT HONEY

experiences. ~ VINDALOO SANDWICH @ MOPHO

Fermented and
spiced sauces remain a
crave-worthy condiment,
packing a bold punch of

flavor.



https://www.today.com/food/trends/2024-food-drink-trends-predictions-rcna130278
https://www.today.com/food/trends/2024-food-drink-trends-predictions-rcna130278
https://www.today.com/food/trends/2024-food-drink-trends-predictions-rcna130278
https://www.today.com/food/trends/2024-food-drink-trends-predictions-rcna130278
https://www.today.com/food/trends/2024-food-drink-trends-predictions-rcna130278
https://www.instagram.com/reel/Cbgi-Tms4iA/?igsh=MWQyZ3o4a3h1NnVmMA==
https://foodchainmagazine.com/news/the-7-most-popular-fusion-cuisines-in-the-us-a-culinary-journey/
https://www.mophonola.com/

/
TIPPING TREND: ERA ENVY

A DESIRE TO RECONNECT WITH SIMPLER, MORE AUTHENTIC TIMES,

OFTEN SEEN AS MORE WHOLESOME OR COMFORTING.

Era Envy is a name we've
given to the nostalgic
longing for the culinary
culture of a past era,

driven by a desire to
reconnect with the
simplicity, authenticity,
and comfort perceived
in those times.

~a MATTSON

crumbl

NEW Strawberry Shortcake
Single Layer
Family Sized Coke Two Tiered

Comfort
foods
evolve with
more

premium,
portable and
over-the-top

options.

7 al e A Lot of the
o }“ oppeal comes
/ P rcia down to
nostodgiox To
howe eoten
King's Howodian
rolls as o child
is to love King's
Howaiion rolls
o5 an Odult!

MeaxwousE
RUTTER

BON APPETIT | KING'S HAWAIIAN

MICROWAYE
or OVEN


https://www.foodandwine.com/jelly-collection-by-jell-o-inflatable-furniture-8708255
https://www.bonappetit.com/story/kings-hawaiian-rolls

/.
TIPPING TREND: COLLAB CULTURE

UNEXPECTED PARTNERSHIPS THAT CAPTURE CONSUMER
IMAGINATION AND DRIVE SOCIAL MEDIA ENGAGEMENT.

__,.533’@ S - O Voseses Vwuiel K o "Collab Culture" speaks to
\, { ,’J/jy OREo ' the idea that today’s
\\Q{/J R U= b 2\ ¢ : consumers are part of a
£ — /= i : culture where unexpected
~ ! - ? = b ' e partnerships are the norm,
driving excitement and
innovation.

z > A N
@
BACARD

~a MATTSON 106
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TIPPING TREND: BIG BRANDS GONE WILD

MAJOR BRANDS STEPPING FAR OUTSIDE THEIR COMFORT
ZONES WITH BOLD ACTIVATIONS OR IMMERSIVE EXPERIENCES

"Chili's fans have been dreaming about the Triple Dipper all year,
so we decided to interpret that dream in the most literal way
possible with a set that fully embodies this fan favorite...”



https://www.mediapost.com/publications/article/401272/chilis-holiday-merch-drop-features-triple-dipper.html?utm_source=newsletter&utm_medium=email&utm_content=readmore&utm_campaign=136461&hashid=84k0yxk9Q0-nbs4RcEVVeQ
https://www.adweek.com/brand-marketing/odd-couples-why-unlikely-brand-collaborations/?utm_source=postup&utm_medium=email&utm_campaign=Adweek_Daily_Newsletter_240918054628&recip_id=1173874&lyt_id=1173874

//
TIPPING TREND: BIG BRANDS GONE WILD

FLICKS AND “"TIKS"” INSPIRE FOOD TRENDS

o L L

¥ THE SERIES y = | ] HULU’S HUGELY
FOR WATCH PARTIES, | 4 == z L N ER{;&TQHEEB&E\FP AS

DINNERS AND NOW , ; == , NN
THEIR OWN LINE OF . S A 2 WELL, VIEWERS LIKE

- LR @ 0 SEE 0UT AND

SROGERYTENS g S 4 6.‘\&" :' DISCOVER THE

~ 7 —_— ' FEATURED LOCAL

t“”*\ CHICAGD
RESTAURANTS

COWBOY BUTTER BACK AND BARS.

ON MENUS AND BLOGS N TIIE BEAR

SQUID GAMES
(NETFLIX)
INSPIRES A
- WAVE OF
cookEs KOREAN SOJU
BASED
COCKTAIL
RECIPES

~a MATTSON
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TIPPING TREND: HIGH-LOW DINING

PLAYFUL DISHES THAT BLEND SOPHISTICATION AND NOSTALGIA

" (Chain)

High/Low Dining
juxtaposes luxury
ingredients and  Festivalsized
refined techniques pizza bashed Sy

. Domino’s Signature
with comfort food Garlic Oil Blend
classics. !

SR SHAKE = SHACK
It's a memorable yet Cavies
accessible dining Dill-Whipped
experience. Marsop e
Exclusively at ChainFEST —y
10.524 Los Ange'es | chainfest.com s ] BLACK TRUFFLE BURGER WITH GRUYERE

A MATTSON 109


https://www.tiktok.com/@foodiehand/video/7404644039993216286
https://www.tiktok.com/@foodiehand/video/7404644039993216286
https://www.truff.com/products/truff-buffalo-sauce?variant=41158786777222

/
TIPPING TREND: HIGH-LOW DINING

EH I ER CITIES ~ MAPS OPENINGS NEIGHBORHOODS

SAN FRANCISCO

Smoky, Savory, and Unexpectedly
Flavored Desserts Around San
Francisco

For anyone indifferent to chocolate and cream

by | Jan 27,2023, 12:00pm PST | 0 Comments

~a MATTSON

Oyster ice cream at Aphotic

The menu at Aphotic, SoMa’s moody new tasting menu restaurant, is fish and

seafood-centric, which led to this playful dessert. Fresh oysters get cooked in
milk, cream, and sugar, then the mixture is blended and frozen into ice cream
that tastes a bit like the ocean. The decision to serve the ice cream, adorned
with mignonette “air”, on oyster shells adds to the mind-bending qualities of
this dessert.

110


https://sf.eater.com/2023/3/29/23661964/aphotic-new-restaurant-seafood-san-francisco

/
FOOD FEELINGS = EXPERIENTIAL

IT'S NOT ABOUT HOW IT LOOKS, TASTE, OR SMELLS.
IT'S ABOUT HOW IT MAKES YOU FEEL.

L
TRENDING SNACK FLAVORS
LB PCYA
9

Qryill

CHILIS, CHURRO AND HORCHATA EMERGE BUFFALD
AS POPULAR BEV FLAVORS Q Wis I I I y
’ ‘ B:.‘I‘F\;I[\:Ihﬂ ﬁ];“_/[ cH‘(’]Jg(;E\TE CAJUN BOLD AND ZESTY TOFFEE

Source: Source: Circana, SupplyTrack total foodservice, 12ME March 2024 vs. YA
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https://www.foodnavigator-usa.com/Article/2024/09/12/tajin-is-what-sriracha-was-a-couple-of-years-ago-imbibe-flavorist-on-global-tastes-impacting-rtd-beverages
https://www.foodnavigator-usa.com/Article/2024/09/12/tajin-is-what-sriracha-was-a-couple-of-years-ago-imbibe-flavorist-on-global-tastes-impacting-rtd-beverages
https://www.foodnavigator-usa.com/Article/2024/09/12/tajin-is-what-sriracha-was-a-couple-of-years-ago-imbibe-flavorist-on-global-tastes-impacting-rtd-beverages
https://www.foodnavigator-usa.com/Article/2024/09/12/tajin-is-what-sriracha-was-a-couple-of-years-ago-imbibe-flavorist-on-global-tastes-impacting-rtd-beverages
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TIPPING TREND: FOOD FEELINGS = EXPERIENTIAL

PEOPLE NO LONGER DINE OUT SOLELY
FOR SUSTENANCE; THEY SEEK
MEMORABLE EXPERIENGES THAT THEY

CAN SHARE ON SOCIAL MEDIA AND
WITH FRIENDS AND FAMILY.

- ENTEGRA, 12/23

A MATTSON

@ v WSS :
Diners eat out for the experience
more so than the food itself

High quality food

The chance to
plore new cuisines




WHAT’S OUT THERE

RE-MIXED SENSORY EXPERIENCES

//y;facw;abct
o7 CINNADUST

THICK CUT BACSN

TURALLY
HARDWOOD

v
swoxes . Black Sabel
CINNADUST

THICK CBT Bacon

\(e\,ln’s =i Baskin-Robbins' Brie My

Guest is the November
5 hin BR 2024 Flavor of the Month
CILANTRO LIME CHICKEN . - Y ond it's an unconventional
ice cream treat inspired
by favorite cheeseboard
flavors.

ol
“\\X:()REVEAL

NILLA
COOKIE DQUGH POPKIT

This unconventional
release combines brie and
burrata-flavored ice
creams with pieces of
almonds and pistachios,
plus swirls of apricot.

~a MATTSON



2025 MAGRO MOVEMENT #7

THE'LEAN &

LONE KITCHEN

A MATTSON

For decades, the food and beverage industry has
catered to a traditional idea of the American
household — think 'family-size' portions and kitchen
appliances built for the long haul. But here’s the
thing: that classic picture of a married couple with
2.5 kids and a white picket fence? It’s fading into
the past.

Today, households look very different. Families are
smaller, single-person households are at an all-time
high, and people are redefining what 'home' and
'mealtime’ really mean. It's time for food and
beverage innovation to reflect these shifting
dynamics — because the way we live is changing,
and what we eat should change with it.
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TIPPING TREND: THE LONE KITCHEN

1PERSON

U.S. HOUSEHOLDS IN 2020

CONSISTED OF

&> . Dy

CES NN
¥ Source: U.S. Census Bureau 2023 -
Y T PR Y A T U

~a MATTSON 115


https://www.census.gov/library/stories/2023/06/more-than-a-quarter-all-households-have-one-person.html
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TIPPING TREND: THE LONE KITCHEN

NATIONAL TRENDS FOR SOCIAL CONNECTION

Joinpoints
Years at which
statistically significant

changes to the slope 215
1 4 of the trendlines occur 200

6%

OF AMERICANS REPORTED
FEELING VERY ATTACHED
TO THEIR LOCAL COMMUNITY

Social Isolation Household Family Companionship
an increase of Social Engagement a decrease of

24 hours per month adecrease of 14 hours per month

Companionship refers to shared leisure for the
5 hours per month sake of enjoymant and Intrinsic satisfaction

ANNUAL DAILY AVERAGE IN MIN

2003 2003

Social Engagement Non-Household Family | Social Engagement
with Friends Social Engagement with Others

a decrease of a decrease of a decrease of

20 hours per month 6.5 hours per month 10 hours per month

Source: U.S. Surgeon General Epidemic of Loneliness and Isolation

A MATTSON


https://www.hhs.gov/sites/default/files/surgeon-general-social-connection-advisory.pdf

/
TIPPING TREND: THE LONE KITCHEN

POOR SOCIAL
RELATIONSHIPS <, LACKING SOCIAL CONNECTION IS AS DANGEROUS
ARE ASSOCIATED =" ASSMOKING UP T0 15 CIGARETTES A DAY

WIT H No effect Confidence intervals
Lacking
0 TS Social Connection
+ 2 9 /0 [ Smoking up to 15 cigarettes daily
RISK OF HEART 3 Drinking 6 alcoholic drinks daily
DIS E AS E & - Physical inactivity
[ Obesity
=TS Air pollution
+ 3 2 % 0 01 02 03 04 05 06 07 08
Mortality Comparison: Odds (InOR)
RISK OF STROKE
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https://www.hhs.gov/sites/default/files/surgeon-general-social-connection-advisory.pdf

/
TIPPING TREND: THE LONE KITCHEN

PEOPLE ARE NOW FINDING CONNECTION ONLINE THROUGH SHARING FOOD

L ® O

[homemade] Gochujang chicken and sticky rice m
N e
- - @ r/food @

24M Members
with Kenji and Deb

SHARING VIRAL RECIPES ON SOCIAL MEDIA LISTENING TO PODCASTS SHARING FOOD WITH YOUR ONLINE COMMUNITY

A MATTSON 118



https://www.tiktok.com/@munchwithdes/video/7445420986360646958

/
TIPPING TREND: THE LONE KITCHEN

ACTIVITIES HAVE CHANGED TO ACCOMMODATE THE SOLO LIFESTYLE

( N ( N\ (

FRUGAL TRAVELER ‘
Thinking About a Solo Cruise? E
Here's What to Know.

As solo cruising becomes more popular, pricing and cabin types
are changing. Deals can be found, especially with advance

planning, but it takes a little know-how.

Morocco for Solo Travelers: Fes, the
Sahara & Marrakech

11 days | 14 days with Essaouira & Marrakech
extension

1 8. 8.8 8

SOLO TRAVEL
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2025 MACRO MOVEMENT #7 /7 THE LEAN & LONE KITCHEN
TIPPING TREND: ZILLENNIAL HOUSING CRISIS

NN 7ILLENNIALS

A BETWEEN GEN Z
‘ & MILLENNIALS

TODAY, THEY'RE
27 - 32 YEARS OLD.

Ya MATTSON
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ZILLENNIAL HOUSING CRISIS

MILLENNIAL HOMEOWNERSHIP IS LAGGING BEHIND

Despite consistent growth, homeownership rates for millennials still lag between five and seven
percentage points behind Gen X and baby boomers at the same point in time for each generation.

80%
o Baby
Boomers
60
Start of 2008 Financial
50 Crisis for Baby Boomers
40
30 '14Millennials
20 Years into adulthood
5 10 15 20 25 30 35 40

Source: IPUMS-CPS, University of Minnesota. Chart by Adrian Nesta.
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TIPPING TREND: ZILLENNIAL HOUSING CRISIS

THE US IS EXPERIENCING A GENERATIONAL HOUSING CRISIS

oy = FORTUNE

SUCCESS- YOUNG ADULTS

DISCOURSE  REAL ESTATE

Sorry, millennials, you're Millennials and Gen Z say it’s harder to buy
never getting a gOOd home a house and get promoted than it was for

their parents

BY JANE THIER AND SYDNEY LAKE
November 9, 2023 at 5:00 AM PST

Medium
SnEws :

The Future of Homeownership

Millennials priced out of homeownership are for Gen-Z

feehng the pressure Because let’s be honest, We Might Be F***ed

"Start Here" takes a look at the factors behind the ongoing housing crisis.

By Brad Mielke. Jen “' and lvan Pereira 0 X =5 & @ Janice - Follow

November 24, 2023, 3:12 AM { d Tminread Aug 18, 2023

A MATTSON
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TIPPING TREND: ZILLENNIAL HOUSING CRISIS

MANY FACTORS ARE CONVERGING TO MAKE
HOMEOWNERSHIP MUCH MORE DIFFICULT

= High mortgage rates
= Elevated home prices
= Housing shortage

= Boomer lock-up

A MATTSON 123
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TIPPING TREND: ZILLENNIAL HOUSING CRISIS

4 )

EXISTING HOUSING UNITS RELATIVE TO
POPULATION DEMAND IN THE U.S.

Annually; 1982-2022

America is
short around

3.2 MILLION

Deficit |

homes

3.2m
s Seattle NYC Bay Area
140,000 500,000 686,000
] units units units
. . J

Source: Hines Analysis of Census Bureau and Moody’s Data. Chart by Axios.
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TIPPING TREND: ZILLENNIAL HOUSING CRISIS

OWNERSHIP RATES OF 3 BEDROOM+ HOMES

BOOMERS ARE
LOCKING UP HOMES
AT RECORD RATES

More than half have paid off their
mortgages

EMPTY

20% NESTERS

High interest rates makes purchasing in 10%
another location unachievable

Historically difficult for young families to FAMILIES

enter the housing market 0%
2012 2024

Source: Redfin
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TIPPING TREND: ZILLENNIAL HOUSING CRISIS

CONSTRUCTION SPEED HAS DECREASED SIGNIFICANTLY

IT'S TAKING LONGER TO ADD HOUSING INVENTORY

Average construction
time for a
single-family home has

Average time for
permit authorization
for a single-family

increased by home has increased by

From 1976 to 2022

Source: Home Builders Institute
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ZILLENNIAL HOUSING CRISIS

Average probability of owning a primary residence at some point in the future

50%

40%

30%

20%

2016 2018 2020 2022 2024
\.

Source: New York Fed Survey of Consumer Expectations

A MATTSON

3/4

of renters say that
obtaining a mortgage
is somewhat or
very difficult
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TIPPING TREND: THE ZILLENNIAL HOME

RENTING IS
NO LONGER JUST A
TRANSITIONAL PHASE

FOR MANY YOUNG
AMERICANS

~a MATTSON
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TIPPING TREND: THE ZILLENNIAL HOME

AND THE MODERN FAMILY IS SMALLER THAN EVER BEFORE

THE AVERAGE FAMILY SIZE IS NOW CLOSER T0 3 THAN 4

1960 1970 1980 1990 2000 2010 2022

Source: US Census Bureau
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TIPPING TREND: THE ZILLENNIAL HOME

THE AVERAGE YOUNG FAMILY'S KITCHEN
IS NOT LIKE YOUR MOM’S KITCHEN

Average
single-family home

2299 1t

Sources: US Census Bureau; Rent Cafe

X MATTSON o 130
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TIPPING TREND: THE ZILLENNIAL HOME

ZILLENNIALS HAVE UNIQUE KITCHEN APPLIANCE NEEDS

TRADITIONAL OVEN COUNTERTOP OVEN
MASSIVE, SLOW TO HEAT = MULTI FUNCTION = YES

~a MATTSON 131
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TIPPING TREND: THE ZILLENNIAL HOME

Small footprint v
Multifunction v
Energy bill savings v

LI

BECOME OBSOLETE

"l OF GEN Z BRITS BELIEVE
2 THE KITCHEN OVEN WILL
-
“ AFTER OWNING AN AIR FRYER
-

~a MATTSON
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TIPPING TREND: THE ZILLENNIAL HOME

THE ZILLENNIAL HOUSEHOLD CAN'T EASILY STOCK UP ON PRODUCTS

A MATTSON 133
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TIPPING TREND: THE ZILLENNIAL HOME

MINIMAL STORAGE — ECO-FRIENDLY

PROUDLY
DEVELOPED

=

60 loads of
laundry per
refill pouch

+ JOI MATTSON

quarts of 7 quarts
oat milk of almond

+ BLUELAND | milk
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TIPPING TREND: THE ZILLENNIAL HOME

PACKAGING PORTIONING IS CRITICAL

AT EETTIY e
new! salmon bowl 4

v
Honey sesame ", -

saimon

ET WY Q807 fo3om)

+ TAYLOR FARMS B -+ SCOTT & JON'S
1 SERVING SINGLE SERVE

A MATTSON

e Consider modern household size
e Single serve meals

e If more than a couple of portions,
make it convenient

TIRAMISU

made with italian mascarpone

6-30Z (850) GLASSES o=

= NETWT 1807 (1120815100 [ | S—

’, T, ‘I -/ x g ’ ‘
+ DESSERT ITALIANO ' + BIBIGO
6 INDIVIDUALLY
PACKAGED SERVINGS SINGLE SERVE MANDU
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TIPPING TREND: THE ZILLENNIAL HOME

"Avom’tf‘

S tl,U or mots'[cm

™ Devil's Food

_CLASSIC
DESSERT
FORTWO 7,

BAKING MIX FOR 27
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TIPPING TREND: THE ZILLENNIAL HOME

, + 600D EGGS
= . SMALL COMPLETE
+ HELLO FRESH + FACTOR THANKSGIVING DINNER
MEAL KITS FOR ONE MEAL DELIVERY FOR ONE (4 SERVINGS)

~a MATTSON 137
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TIPPING TREND: THE ZILLENNIAL HOME

-

BRUNCH MEAL KIT
FOR ONE?

A MATTSON 138



We are living in an era of blurred boundaries. Lines
that once appeared fixed and unchangeable are now

being redefined.

B L R R E D Work and home. Family and friend. Performance
and play.
This new, more fluid approach to daily life is
reshaping consumers’ food choices. There is an
opportunity to innovate in the open spaces

where rigid boundaries once stood.
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// BLURRED BOUNDARIES

BLURRED BOUNDARIES SHIFT
US FROM OR... TOAND.

Sources: USDA Economic Research Service (ERS); Purdue University Consumer Food Insights, May 2024
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// BLURRED BOUNDARIES

+ WORK & HOME + FRIENDS & FAMILY + PERFORMANCE & PLAY
= THE WALL STREET JOURNAL

= FOl‘beS = €he New ork Times —
il

Remote Work: The ot e G il
ru; mg al e Lym?

Blurring Of Business What Relationships Would You Want if You o B *
Believed They Were Possible? :ﬁf:f,f}ff;f}fig:ﬁgggf:Z:lﬁ':; p

And Personal Life Rhaina Cohen makes a case for expanding the role of friendship in our lives.

Consumers aren’t thinking about clear-cut categories when
- - -p» they choose what to buy. Inspiration can come from anywhere
- it’s about getting what you want, when you want it.

141

Sources: USDA Economic Research Service (ERS),; Purdue University Consumer Food Insights, May 2024
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TIPPING TREND: HIGH-LOW DINING

FOR YOUNGER AMERICANS, FOOD IS A STATUS SYMBOL

WITH EACH PASSING GENERATION,
AMERICANS ARE ACCUMULATING
LESS WEALTH

Average Net Worth at Age 30

$200,000
$150,000
$100,000

$50,000

S0
Baby Boomers  Gen X Millennials

Sources: Forbes; Delish, Oct 2024

A MATTSON

With traditional luxury items out of reach...

-

N

“It's;a form of affordable. affluence.

We’re now, getting into this phenomenon of food not as
a basic need but as a luxury experience.”

- Andrea Hernandez, Author

142



/
TIPPING TREND: HIGH-LOW DINING

FOOD AND BEVERAGE IS NOW CONSUMERS’ )

TOP SPLURGE CATEGORY
~

Splurge categories

% of respondents who made their last splurge purchase in a given category

Food and beverage
Clothing and accessories
Personal care

Electronics and accessories
Health and wellness

Toys and hobbies

Home and kitchen

“What should be the blandest of content
is now pinging my lifestyle envy.”

0% 10% 20% 30% 40%

g

Sources: Deloitte ConsumerSignals Report, Nov 2024; Cosmopolitan, Nov 2024
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- Krista Diamond, Cosmopolitan



https://www.tiktok.com/@shellykowatch/video/7376648914272865579
https://www.tiktok.com/@shellykowatch/video/7376648914272865579
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TIPPING TREND: HIGH-LOW DINING

THIS DESIRE FOR AFFORDABLE LUXURY RESULTS
IN CPG OFFERINGS INSPIRED BY FINE DINING...

A MATTSON 144
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TIPPING TREND: HIGH-LOW DINING

... FINE DINING OFFERINGS INSPIRED BY AFFORDABLE CLASSICS ...

$28 PER CHICKEN NUGGET

Golden Daurenki caviar
Coqodaq, New York City

$100 BAKED POTATO

Petrossian Osetra Caviar,
Jamon Iberico de Bellota,
Sour Cream, Gold Leaf

sun s s, oo s ovonco [ AR YLA° b ¢ @ B RS mEs $A7 FRIED POULTRY
RS0 ¥ il ) : X ; A Buttermilk fried game hen,
pickles, brown butter cornbread,
pineapple hot honey

Liholiho, San Francisco

~a MATTSON
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TIPPING TREND: HIGH-LOW DINING

... AND ELEVATED OFFERINGS AT QSR AND FAST CASUAL RESTAURANTS

SHAKE == SHACK

Festival-sized
pizza brushed with
Domino’s Signature

Garlic Oil Blend

oooooooooooooooooooo

Smoked Salmon

W S AN S
CLOBSTER GRILLED CHEESE

MELTING MIX OF LOBSTER, CRAB & A CREAMY HERB SAUCE,

Dill-Whipped TOASTED SOURDOUGH, SIDE OF FRIES, SALAD, OR COLESLAW BLACK TRUFFLE BURGER WITH GRUYERE

Marscapone

Exclusively at ChainFEST
10.5.24 Los Ang

ie'es | chainfest.com

|
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https://www.tiktok.com/@foodiehand/video/7404644039993216286
https://www.tiktok.com/@foodiehand/video/7404644039993216286

/
TIPPING TREND: THE FUR BABY

VR VUL S THE (HUMAN) FAMILY
THE HOME HAD

TW0 COMPONENTS

Beeton’s Book of Home Pets, 1861

—FULLY JOININ
THE FAMILY

! DO YOU CONSIDER ANY OF YOUR PETS TO BE A PART OF YOUR FAMILY?\

Yes, but NOT as
much as a human No
member

e
e

-

Yes, as much as a
human member

46% 3%

Sources: Pew Research, Jul 2023
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NEW AT MATTSON IN 2025, HAVING PILOTED CLIENT PROJECTS IN 2024

Va

_____ < NOW OFFERING **
~ . INNOVATION -
N
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TIPPING TREND: THE FUR BABY

The pandemic supercharged pet ownership

of pet owners acquired pets
during the pandemic

PEOPLE WITH PETS REPORTED BETTER COVID-19 RELATED FEELINGS

Decreased No Change Increased
Feeling lonely 66% 29% 5%
Feeling isolated 64% 28% 8%
Anxiety 58% 33% 9%
Depression 57% 39% 5%
Feeling overwhelmed 47% 43% 10%
Maintain regular schedule 16% 58% 26%
Ability to cope with uncertainty 15% 55% 30%
Give purpose/meaning 7% 39% 54%
Compassion towards myself 6% 63% 31%
\ J

OWNERS ARE WILLING TO MAKE MAJOR SACRIFICES FOR THEIR PETS

Lifestyle Sacrifices Made by Dog Owners

Lived on a tighter budget to afford
their dogs' expenses

Moved from an apartment to a house
so their dog would have a yard

Stayed at a dog they dislikes
because it allowed them to work

remotely or had a dog-friendly office
Broke up with a significant other who
didn't like their dog

0.0% 10.0% 20.0% 30.0% 40.0%

Sources: American Pet Products Association; Kogan et. al, "The Psychosocial Influence of Companion Animals on Positive and Negative Affect during the COVID-19 Pandemic Forbes,” Jul 2021; Forbes Advisor Survey

A MATTSON
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TIPPING TREND: THE FUR BABY

THIS BLURRING OF THE LINE BETWEEN HUMAN AND PET
HAS CREATED A NEW PHENOMENON: THE FUR BABY.

CEETERIERY 1o veates: iy 22,202
How to Throw a

Dog Breed Reveal
Party

By Embark Editors

Crunch Level = Soft

Our signature Black & White Biscuit dipped in dark carob and “_Younger mi"en_r‘ials tend to dOte on_their pets as
unsweetened vanilla that gives your pup a bag of beautiful bites! lf they Were Chlldl‘en and al‘e mOSt |IkE|y tO blur
the line between humans and animals, treating
pets as their fur babies. They throw parties for

their pets, dress them up for special occasions
and post about them on social media”

- Daniel Levine, Trends Expert
Sources: Newsweek, Nov 2024

A MATTSON
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TIPPING TREND: THE FUR BABY

MANY YOUNGER AMERICANS ARE CHOOSING PETS OVER CHILDREN

MILLENNIALS ARE LESS LIKELY TO LIVE
WITH A SPOUSE AND CHILD

% of 28-32 year olds living
with spouse and child

Millennial
(2019)

Gen X
(2003)

Boomer
(1987)

Silent
(1968)

0% 20% 40% 60%

MILLENNIALS ARE THE LARGEST
SEGMENT OF PET OWNERS

Pet Ownership Breakdown
by Generation

32%
! 27%
Y %
14% 2:: 0 o
GenZ Millennials  Gen X Boomers

Emerging as a
growing segment

\ J/

\

Sources: Pew Research Center, May 2020; American Pet Products Association,; The Harris Poll, 2024

A MATTSON

KEY CONSTRAINTS ARE
. DRIVING THIS CHANGE

Top Reasons for Having Pets
Over Children
Gen Z/Millennials

#1 Pets are easier to take care
of than children

#2 Pets are less of a financial
strain than children

#3 Pets are less of a
responsibility than
children

#4 1 am not in the right part of
my life to take care of a
child

#5 1 prefer to choose to be
child-free
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TIPPING TREND: THE FUR BABY

FUR BABIES HAVE BECOME PART OF CELEBRITY CULTURE

5 Facing Charges Over Shooting Of Lady
Gaga's Dog Walker And Theft Of French
Bulldogs

Russell Brand's Cat Video
] Raae N
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https://www.usmagazine.com/entertainment/news/kirk-herbstreit-cries-pays-tribute-to-dog-ben-on-espn-college-gameday/
https://lefty.io/blog/the-top-pet-influencers-of-2024

/
TIPPING TREND: THE FUR BABY

MORE PETS + MORE HUMANIZATION = MORE SPENDING

Total U.S. Pet Industry Expenditures (in billions of dollars)

MORE AMERICANS OWN PETS
THAN EVER BEFORE

of Americans own pets
versus jUSt 560/0 in 1988 2018 2019 2020 2021 2022

66%

Sources: American Pet Products Association
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TIPPING TREND: THE FUR BABY

THE HUMANIZATION OF PET FOOD IS PROPELLING THE GROWTH OF NEW FORMATS

.

REFRIGERATED AND FROZEN PET FOOD IS DRIVING

Pet Food Growth by Format and Channel

40%

30%

20%

10%

0%

GROWTH, THOUGH FROM A SMALLER BASE

35%

29%

12%

i ./

Refrigerated Frozen Shelf-stable

$ Sales Growth 52 WE 6/29/24

B Pet Retail All Other Channels

Within shelf-stable, more
premium and humanized
products are driving growth

100% freeze dried +7.5%

Kibble “plus” +3.7%

Traditional kibble -1.8%

Sources: Nielsen IQ, KibbleCon 2024

A MATTSON
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TIPPING TREND: THE FUR BABY WHAT'S OUT THERE

BOTH NEW AND ESTABLISHED BRANDS ARE
SHOWING UP IN THESE GROWING FORMATS

' SMALLS

ﬁfresh pet
) FRESHLY %ﬁ

\ A ROASTED MEALS 7

Smooth Bird

ETHIC.
SUlTA"lAIL' 'OUICED

Q
O For strong muscies and jorts

8% |, 22, |

NETWT
5518 (2.49 k)

+ REFRIGERATED + FROZEN

T ——

A MATTSON 155

+KIBBLE “PLUS”




/ :
TIPPING TREND: THE FUR BABY WHAT'S OUT THERE

HUMAN FUNCTIONAL HEALTH TRENDS ARE
ALSO MAKING THEIR WAY INTO PET PRODUCTS

,,if‘:"u:%.:" R
P s Y
5UPP0RTS DIGESTIVE REGULAR|py s ' : ‘ Gl
StrellaLab o\ Ry
VEI’KQ
PUMPKIN 5

PRO

"WEIGHT
ANAGEMENT

_FOR DOGS  EPURIN CALMING

E{

o
HIGH FIBER SUPPLEMENT

+ GUT HEALTH

Sources: American Pet Products Association

+ WEIGHT HEALTH

+ MENTAL HEALTH

+ EMERGING INGREDIENTS
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TIPPING TREND: FOOD OR SUPPLEMENT?

The American wellnhess
market has reached

94808

and is growing at

9-10%

per year

MILLENNIALS ARE
DRIVING THIS GROWTH

American Millennials spend more on
fitness than their college tuition!

Source: McKinsey Wellness Study, 2024
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FOOD OR SUPPLEMENT?

AS WELLNESS MOMENTUM GROWS, THE LINE
BETWEEN FOODS AND SUPPLEMENTS IS BLURRING.

( MILLENNIALS ARE SEEKING TRADITIONAL \
SUPPLEMENT BENEFITS IN FOODS/BEVERAGES

% of Millennials that Desire This Benefit in Food/Beverage

Colieie

o ™
M‘-»NK\(“\
— c)"f

° Energy/less fatigue

SUPPLEMENT

Weight loss/weight management

Emotional/mental health

Digestive health/gut health

0% 10% 20% 30% 40% 50%

Sources: IFIC Food & Health Survey 2024
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TIPPING TREND: FOOD OR SUPPLEMENT?

WITHIN FOOD AND BEVERAGE, FUNCTIONAL PRODUCTS ARE DRIVING GROWTH

HEALTH CONCERNS ARE THE GROWING MOTIVATORS FOR

CONSUMERS FOLLOWING A SPECIFIC EATING PATTERN OR DIET

Motivations for Following a Specific Eating Pattern or Diet

| wanted to feel better and
have more energy

| wanted to lose weight

| wanted to improve my
physical appearance

| wanted to protect my long-
term health/prevent future

| wanted to prevent wweight
gain

| wanted to better manage a
health condition

| wanted to improve my

relationship with food . = increased

0% 10% 20% 30% 40% 50%

\

J/

Sources: IFIC Food & Health Survey 2024, Mintel
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SEEKING DIFFERENT

PROBIOTICS

OMEGA-3S

NOOTROPICS
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TIPPING TREND: FOOD OR SUPPLEMENT?

WITHIN SUPPLEMENTS, FOOD FORM PRODUCTS ARE DRIVING GROWTH

- ¥ 1
i}
GUMMIES ARE BOTH i I
| e @

LARGE AND GROWING

¥

Women's -
Multi & e :

TR ﬁfz
bl
0 s e o |

pRsac)

L s
"
 SSSR—— .

Supplement Performance by Format

of current frequent supplement

Gummies 24.3% 12.1% -
users purchased gummies as

Capsules 14.5% 2.0% their first supplement

Pill Pack 1.4% 45.6%

Sources: Nutrition Business Journal, 2023
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TIPPING TREND: FOOD OR SUPPLEMENT? WHAT'S OUTTHERE

FOOD/SUPPLEMENT BOUNDARY PRODUCTS ARE SHOWING UP ACROSS CATEGORIES

RARE3IRD

Meet the founder: Rarebird's
Jeffrey Dietrich taps into PX to

s the caffeine

October 27,2023 Eiwine Watson

[}

deliver coffee with a kick, minus

A MATTSON



/ :
TIPPING TREND: FOOD OR SUPPLEMENT? WHAT'S OUTTHERE

CHOCOLATE PRODUCTS ARE A SNAPSHOT OF
FOOD/SUPPLEMENT BOUNDARY NEED STATES

et  ENERGY/FATIGUE \ EMOTIONAL/MENTAL HEALTH e WPy DIGESTIVE/GUT HEALTH [

AWAKE *2
+ AWAKE
CAFFEINATED CHOCOLATE BARS

ZEN

NNNNNNNNNNN IOCOLATE

61%
CACAO

COCONUT MILK
with Redabd » Chamarnile
Calining' | Adeptogenic”
Botanical Supslemant

Net Wi 10 (30 @) Em——

+ CAREFREE CHOCOLATE .
STABILIZE STRESS BARS S + SUNBIOTICS
PROBIOTIC CHOCOLATE BARS

+ ALICE
BRAIN BOOSTING MUSHROOM CHOCOLATE
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