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Quarterly Spotlight Trend

Intelligence + Analysis = Foresights

Wizard of Lightbulb Moments:
@) Consumers aren’t looking for comfort—they’re craving new

experiences! The drive to explore bold and exciting flavors is stronger than
ever, and we’re seeing this in the rise of unique blends.

47% very open and 41%
somewhat open to trying
new snacks

From sweet heat to globally inspired fusions, flavor exploration is fueling O
innovation in the snack world. It’s clear: blends are the new face of flavor, satisfying
adventurous palates and pushing boundaries. ) &

Here is a glimpse of this trend: 50% use snacks as key

ingredients in no-prep

dinners
Consumers Willing to Try New Snacking Flavors O

A YouGov poll of 1,000 U.S. adults reveals distinct preferences in American snacking
habits. When exploring new snack options, Americans show a strong preference for salty

48% enjoy crunchy snacks,
snacks (71%), closely followed by sweet snacks (70%).

36% opt for fresh foods, 24%

I L . . N . prefer spicy options
The survey also highlights a growing interest in unconventional flavor combinations, with

47% very open and 41% somewhat open to trying new snacks.

Some of the top flavor combinations American consumers are willing to try include sweet O
and smoky blends (e.g., barbecue and brown sugar, or Chipotle and maple) at 61%, and
savory and herbal blends (e.g., rosemary and
sea salt, or basil and parmesan) at 54%. B [ Price remains the top factor
! for 32% of consumers when
Brand reputation (28%), packaging (18%), and ; - purchasing snacks
sustainable production practices (14%) were ek ]
also noted as influential factors. The survey,
conducted from July 26-27, was weighted by
age, gender, political affiliation, education lev-
el, and region to ensure representative results.

Continue reading article here Find out how Culinary Tides, Inc. can
help you navigate trends.
| www.culinarytides.com|

Source: YouGov
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Wizard of Lightbulb Moments:
Snacking is no longer just an act—it’s becoming an essential part of how we eat! Consumers are weaving
snacks into their meals, and snacks are stepping up to meet the moment.

As they take on a more central role in daily eating, healthful options are rising to the top, proving that
snacks can be both satisfying and nutritious. & %

Here is a glimpse of this trend:

e & &

US Snack Index: Snacking As An Art, Not An Act

According to PepsiCo In the US, 80% of Americans have only 30 minutes or less to pre-
pare and enjoy meals, a time crunch felt most acutely by younger generations (85%).
Looking ahead to 2024, 60% of consumers anticipate these time demands to increase
further.

As a result, Americans are shifting towards “no-prep dinners” centered around fa-
vorite snack products. According to the Index, the average American has just 52 total
minutes per day for meal preparation, eating, and enjoyment.

A third of respondents have even less time, allocating less than 30 minutes a day for these activities. More consumers
are incorporating their favorite snack products into meals, a trend that has increased by 35% compared to previous
years.

Over 50% use snacks as key ingredients in no-prep dinners at least once a week, with over a third doing so multiple times
weekly. The primary reasons cited for this trend are a desire for specific snacks (51%) and being too busy to cook (44%).

Continue reading article here

Wizard of Lightbulb Moments:
Consumers are snacking more, not just for convenience, but because snacks are replacing traditional
meals. To meet these evolving habits, snacks need to do more than just satisfy cravings—they need to
deliver functional benefits like energy, immunity support, or gut health.

Snacks are stepping up to play a bigger role in our daily lives. 10! O

Here is a glimpse of this trend:
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IFIC Releases Latest Spotlight Survey On Snacking Habits

According to the 2024 IFIC Food & Health Survey, 74% of Americans snack at least once a day, with over half (56%) re-
placing traditional meals with snacks or smaller meals.

The latest IFIC Spotlight Survey shows that most Americans (89%) define a snack as “eating or drinking something be-
tween meals,” while fewer than 1 in 10 refer to it as “grazing,” a “mini meal,” a “treat,” or “picking.”

Additionally, 48% enjoy crunchy snacks, 36% opt for fresh foods, and 24% prefer spicy options. Over half of consumers
(58%) seek fruit in their snacks, followed by 43% who look for protein and grains, 35% who prefer dairy, and 28% who
choose vegetables.

Source: PepsiCo, IFIC
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Snacking tends to be spontaneous for two-thirds (66%) of consumers, while 11% plan their snacks, and 22% do a combi-
nation of both. Nearly half (49%) do not count calories for their typical snack. About 45% snack to satisfy hunger between
meals, while 32% snack for an energy boost, and 41% see it as an indulgent treat or an additional reward.

| Furthermore, 56% choose snacks based on how well they satisfy hunger, and 45% base
| their choices on satisfying a specific taste. Consumers also purchase snacks for conve-
nience (34%), energy-boosting benefits (23%), and out of habit (22%). Only 15% of con-
sumers prioritize health when choosing a snack.

| Continue reading article here |

Wizard of Lightbulb Moments:
Price is definitely top of mind for today’s snackers, but it’s taste and flavor that remain the number one
driver. Consumers may be seeking value, but they’re not willing to compromise on bold, global flavors.

The key to winning in this space? Deliver exciting flavors at a price that feels just right. @ ) ®

Here is a glimpse of this trend:
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Price-Conscious Snackers Seek Value, Global Flavors In-Store

In response to rising grocery prices over the past year, consumers have made adjustments to their budgets. According
to 84.51’s 2024 Consumer Digest Snacking Trends report, 68% of consumers are actively searching for sales, deals, and
coupons, while 55% are cutting back on non-essential items like snacks and candy.

Price remains the top factor for 32% of consumers when purchasing snacks, followed by quality (15%) and flavor (13%).
Despite these budget-conscious behaviors, 85% of consumers continue to buy snacks from grocery stores, with 60% also
shopping at mass retailers, emphasizing the importance of physical stores in attracting snack buyers.

Snacking frequency has also increased, with 27% of consumers now snacking multiple times
daily, a 12% increase from the previous year.

Taste and flavor are the most important factors for 75% of consumers, followed by cravings
(55%) and convenience (46%). However, nutritional aspects like high protein and low sugar are

less significant, with only 29% and 24% of consumers considering them priorities.

Yet, 28% of shoppers admit they don’t always check ingredient labels, reinforcing the influence

of taste in snack choices. Continue reading article here

Wizard of Lightbulb Moments:
The surge in snacking isn’t just a retail story—it’s reshaping food service too. Restaurants need to rethink

how they position menu items as snack-sized portions become a key driver.

With convenience stores and retail food service stepping up their game, the competition is fierce. It’s
time for restaurants to adapt and innovate in the snacking space. 10! & ®

Here is a glimpse of this trend: C?
Sources: 84.51

Find out how Culinary Tides, Inc. can help you navigate trends wwww.culinarytides.com
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No End in Sight to Surge in Snacking, Expert Says

The surge in snacking shows no signs of slowing down, as consumers’ preference for snacks has expanded into a trend
that covers all hours of the day, according to technomic.

In households with children under the age of 12, snacking now accounts for 24% of eating occasions at limited-service
restaurants, representing a 4 percentage-point increase from 2017 to 2023. Meanwhile, traditional meal occasions are
experiencing declines, with dinner down by 6 percentage points and lunch by 2 points, while breakfast has seen a rise of
5 points.

Convenience stores are facing new competitors in this evolving snack space. Tech-
nomic’s October 2023 data highlights Generation Alpha’s adventurousness when it
comes to trying new flavors, with 49% of this young demographic classified as adven-
turous, 33% as somewhat adventurous, and 17% as not adventurous. The willingness -
to try global flavors shows a similar pattern, with 49% adventurous, 28% somewhat :
adventurous, and 23% not adventurous.

Continue reading article here

Sources: Technomic

Culinary Tides, Inc.
TURNING CHAOS INTO STRATEGY

Culinary Tides, Inc. doesn’t just address your immediate needs; we envision the future. Instead of passively reacting
to industry trends and changes, Culinary Tides, Inc. challenges brands to proactively navigate a trend’s lifecycle and
landscape. Don’t pay for overlapping sources that will be underleveraged. Invest in insights that produce lightbulb
moments.

We're always available to set up an exploratory initial meeting and discuss your needs and goals, even if you're
just investigating the options available for the future. Based on that discussion, we’ll develop an in-depth proposal
customized to your business and needs, for when you’re ready.

Interested? We offer a simple process:
1. Schedule 1-hour Capabilities meeting to demonstrate our analytics
2. Review a tailored proposal
3. Start receiving monthly / quarterly reports and stay a step ahead

Schedule Now
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Below is a complete list of our services.

Think Tank Services

Workshops & Training

Bespoke Services (Ad Hoc)

Streaming Intelligence:

(Ongoing Data Collection &
Organization)

Emerging Trends
Competitive Intelligence
Technology Launches
Economic Forecasting
Government Legislation
Quantitative Research:
Industry, Trend, Survey,
Behavioral, Clinical Health

Application Services:
(Think Tank Contract)

Anticipatory Intelligence
Trend Origin, Longevity, &
Trajectory Reports

Trend Profiling

Collaborative Concept
Development

Current Concept Refinement
Foodservice / Retail Category
Gap Analysis

Whitespace ldentification &
Navigation

Brainstorming Sessions
Technical Product
Reformulations

B2B Presentation Materials
Conference Booth Marketing /
Sales Materials

Conference Competitive
Intelligence

Speaking Engagements:

Internal, External, B2B

Workshops:
e Ideation

e Current Concept Review
e Strategy Review

Corporate Training:
¢ Introduction to Foresights

¢ Advanced Foresights

Predictive Analytics:
(Chaos & Military)

e Action Reaction Maps
e Affinity Scales

¢ Fault Fix Trees

e Gap Analysis

¢ Link Diagrams

e Longevity Charts

¢ Navigation Tables

e Pathway Analysis

¢ Quadrant Analysis
e STEEP Analysis

e Timeline Diagrams
e Time-Link Diagrams

e Al (assist)

Anticipatory Intelligence
Trend Origin, Longevity, &
Trajectory Reports

Trend Profiling

Collaborative Concept
Development

Current Concept Refinement
Foodservice / Retail Category
Gap Analysis

Whitespace Navigation
Brainstorming Sessions
Technical Product
Reformulations

B2B Presentation Materials
Conference Booth Marketing /
Sales Materials

Conference Competitor
Intelligence

Speaking Engagements:
Internal, External, B2B

Find out how Culinary Tides, Inc. can help you navigate trends|wwww.culinarytides.com
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