f Foodservice

Moving from
Survival to Bold
Innovation
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Pandemic created an inflection point, leading to
reassessed priorities

Sourcing goods, services, entertainment, information in
new ways

45% don’t want to go back to how they lived pre-pandemic
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Revenge spending
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Brand loyalty shattered

75% tried new behavior, 39%
abandoned trusted brands

Ongoing search for brands that
align with new, evolving values
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New behavior driven by “enjoyment”
— cost effectiveness, personally
rewarding follow

Increased at home food prep,

entertaining iIs both a challenge and
opportunity
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Returning to hospitality
Consumer-centric iInnovation

Avoid “all you have to do”...
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Post-pandemic
Approach

to Health &
Wellness




The pandemic made all
consumers “near-sighted”
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As It recedes, long-distance vision
returns...focus on long-term health,
wellness




New focus on mental,
emotional health

Sleep, cognition, stress




Of Gen Z report their mental
health as very good or excellent

Of Gen Z exhibited elevated
depressive symptoms
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Share of Gen Z reporting COVID made it
more difficult to...

Have fun

P2 Maintain mental health

ANy Be happy
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Need intuitive health claims

Functional foods continue to
flourish...speak plainly to
consumers

Science important, but
supporting not lead statements ¢



Eliminate friction in healthy
eating

Most consumers want balance
— not sacrifice

Food Insights That Matter






KEY TRENDS:

Food as medicine

Increased gut/ Immunity link

Aging-related functional benefiiggm

Sustainable, traceability, sourcing

— all link into health/ wellness

- NOW

Whole ingredients, readable
iIngredient lists
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Operation-centric vs consumer-
centric innovation/ solutions

Decline of goodwill — “my turn”
mentality
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Robotics back and front of ho



Phygital reality
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State of the
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Rise in off-premise Is driving more thoughtful development

Renewed focus on packaging — sustainability, integrity,
security
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Traveling through tastebuds

Permissible indulgence
Dayparts continue to meld
Authenticity = truthfulness,
Foods that excite/ inspire
Hunt for uniqueness
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Global takes on American classics
Health & wellness, functionality
Flavors: bold, sour, spicy

Visually engaging
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Borderless cuisine

multi-packs, portion control

sized,

Bite

No slowdown of bowl growth

prep, complex vending

Fresh

Restaurant quality at retall

Snack evolution and expansion
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MENU MATTERS

— Food Insights That Matter ==

Maeve Webster
President

www.menumatters.com

0: 802-430-7085

c: 312-420-7085
maeve@menumatters.com
www.linkedin.com/in/maevewebster/
instagram.com/menu.matters
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