KEY TREND 1: DIGESTIVE WELLNESS DIVERSIFIES

-

Sirong consumer need: A third of people hove digesive discomfort of any one time and
people are ahwoys mothvaled o mprove taeir digesive wellness, pomicularly over 40s,
seqilors and women,

Crowded marker: Consemers can choose from o huge range of digesive wellness
options, fhanks to diverstty of consumer views about healh ond o sirong MPD ociviby.
Digesiive plus: Messoges such as ‘probicic’ or "high fibre’ are common in the
supermarket and hove ceased jo be a point of diference. Brands must go beyond and
combing digestve benelits with other motvators such as more protein or less sugar, o
fibre for befter blood sugar.

The biggest ‘go beyond® opportunity is the emergent gul-brain connection,
addressing mood & mind. Already some bionds are succeeding wilh this. II's o
connechion that con produce growth in g way that cloims sech as ‘high filbre’ can o
longer do. Produds that deliver a benefil people can feel will do best.

KEY TREND 2: CARBS - BETTER & FEWER
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Innovation keeps brands relevant: Companies in corb cotegonies are skitful of
rednventing thelr products so they skay ralevant ko diverse and changing consumer beliels
about food and health, and fuel for sports and everyday life.

Fermission to indulge: Anything companies con do fo add o he health hale of prodiscts
ond give consumens “pormission fo Indulge” In carbs will be wolcomed by consumers.

An emergent trend of better blood sugar contral offers o growth appodumnity kor
brands that can use ‘bettor corbs’ and,for Innowato with protioin and fats.

Welght wellness, digesive wellness and simply Teeling belter’ diive consumer chaolos.
The trend toweards fewer carbs in recent years has slowed and demaond has siobilised.

KEY TREND 3: PLANTS MADE CONVENIENT

Strategies
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A long-term growth opportunity: Consumess wiont fo cof more plonts, with their
naaturally healiby halo - poriiculory vegelabdes — and RIPD hal makes them mone
comvenlont s a path o suocnss,

Wide appeal: Mosl people are omnivores, and they wonl more comentenl
vegetablos - s not just flexnarans.

Food explorers: RIFD foams om creobke prodiscts with nlerasing Hovoues that apgeal
to the: mamy consumors who wank new cepoiences

Botanicals quietly and steadily growing as an opportunity: Moarry bring fogether
a strong hoalh halo with science bosed bencfits.

KEY TREND 4: ANIMAL PROTEIN POWERS ON

Strategies
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Demand for animal profeins is strong and growing: This is paicularly The cose

for diiny, with s powerful noturally- hoolhy halo. Dairy businesses hove secolled o
redrventing radmional koods, rom Greek yoghu o cheese snocks, ko deliver dairy’s
nutriicnal honedits

Strong sustoinability posifioning: Doiry and ofher animal proten producens ane
driving towards betor susiainabiliey, with messages such as “gross fed” ghing consumers
"permission o indulge’. Gnass fed conneds o people’s wish for “good for me ond good
fior the plonet’

Swecess in convenlence: Animol profeins In comvendent foms ore a winning formela, as
saen by the growth of cheess snacking brands and the suege in sales of meat spocks.
Omnivare appeal: For P0% of consumens, T's nol an “aither,/or” cholos bobween animal
and plonl proleins - they eal both, depending on the meal ocoasion and Their pesonal
health bolicks. The number of meat reducors 18 plaleouing after 10 yoars of growh



