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Wizard of Lightbulb Moments:
🌾Gut Health Is Driving a Nutrient Into the Mainstream

Consumer interest in fi ber has surged, with gut health searches up 5,000% 
in fi ve years.

The deeper signal: this isn't a social media fad. Consumers are increasingly 
linking fi ber to long-term health, digesƟ on, and disease prevenƟ on, 

making it a daily wellness priority rather than a niche nutriƟ on claim. As awareness grows, 
expect fi ber to move beyond cereals into beverages, snacks, and everyday foods.

Is fi ber becoming the next protein in product innovaƟ on?

Here is a glimpse of this trend:

Fiber's Rise
August 2026

Source: Google ConƟ nue reading arƟ cle here

Quarterly Spotlight Trend

Intelligence + Analysis = Foresights

How Fibre Went From ForgoƩ en Nutrient To Consumer Obsession

37% of operators see growing 
demand for high-fi ber foods.

Fiber drinks expected to 
grow 7.8% annually through 

2034.

31% of consumers acƟ vely 
seek higher-fi ber foods.

Nearly 7 in 10 consumers 
want more fi ber.

According to data cited from Google Trends, NIQ, AƩ est, and Innova Market Insights, 
consumer interest in fi ber and gut health has accelerated signifi cantly. Google Trends data 
shows searches related to gut health and high-fi ber foods increased by 5,000% over the 
past fi ve years. 

On social media, the TikTok hashtag “fi bremaxxing” has generated 150 million views, 
refl ecƟ ng heightened visibility around fi ber-focused eaƟ ng behaviors. NIQ data found 
that 78% of consumers in Western Europe and 77% in Eastern Europe now view high-
fi ber claims posiƟ vely. In the UK, AƩ est survey data showed 47.5% of consumers acƟ vely 
aƩ empted to increase fi ber intake within the prior three months. However, social 
media appears to play a smaller direct moƟ vaƟ onal role, with UK data showing 52% of 
consumers had not encountered the trend on TikTok and only 7.3% said social media 
directly moƟ vated their behavior. 

Instead, the primary drivers cited were improving 
general health (62.9%) and gut health specifi cally 
(59.8%). Innova Market Insights reported that 
high-fi ber product claims have been growing at 
a 5.4% compound annual growth rate since 2020 
across product launches including cereals, snacks, 
and soŌ  drinks.

When you’re ready to get ahead of 
trends, let's connect

wwww.culinaryƟ des.com

https://www.culinarytides.com/
https://www.foodnavigator.com/Article/2026/04/21/fibreboom-why-highfibre-foods-are-the-next-megatrend/?utm_source=newsletter_daily&utm_medium=email&utm_campaign=24-Apr-2026&cid=DM1272665&bid=970898894
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The market research report analyzes the global fi ber drinks market from 2025 to 2034, esƟ maƟ ng the market at $8.2 
billion in 2025 and projecƟ ng it to reach $15.3 billion by 2034, refl ecƟ ng a 7.8% compound annual growth rate (CAGR). 
Asia Pacifi c represented the largest regional market with 42.5% of global revenue, followed by North America (28.3%), 
Europe (19.2%), LaƟ n America (6.8%), and the Middle East and Africa (3.2%). 

By product type, soluble fi ber drinks accounted for the largest share at 38.2%, followed by insoluble fi ber drinks (24.5%), 
prebioƟ c fi ber drinks (22.1%), funcƟ onal fi ber drinks (12.8%), and other formulaƟ ons (2.4%). The report idenƟ fi es health-
conscious Millennials and GeneraƟ on Z as key consumer groups, with 
women accounƟ ng for approximately 58% of fi ber drink consumpƟ on, 
while adults aged 35–55 demonstrated strong engagement due to 
increasing interest in prevenƟ ve health and chronic disease management. 

The analysis aƩ ributes market growth to increasing consumer awareness 
of digesƟ ve health, greater adopƟ on of plant-based and funcƟ onal 
beverages, expanding e-commerce availability, conƟ nued product 
innovaƟ on in ready-to-drink formats, and beverages formulated with 
complementary ingredients such as probioƟ cs, omega-3 faƩ y acids, plant 
proteins, and micronutrients.

Wizard of Lightbulb Moments: 
🥤 FuncƟ onal Beverages Find Their Next Growth Engine

The global fi ber drinks market is projected to nearly double by 2034.

The deeper signal: fi ber is evolving from a food ingredient into a beverage plaƞ orm. Consumers 
increasingly want convenient, prevenƟ ve wellness soluƟ ons, and beverages off er an easy way to deliver 

daily fi ber alongside probioƟ cs, protein, and other funcƟ onal ingredients. As health rouƟ nes become more portable, 
fi ber is poised to become a standard feature in everyday drinks.

Will fi ber become the next must-have ingredient in funcƟ onal beverages?

Here is a glimpse of this trend:

Wizard of Lightbulb Moments:
🌿 Health Benefi ts Are Becoming the New Baseline

Research shows consumers increasingly seek foods with added protein, fi ber, vitamins, and other 
funcƟ onal benefi ts.

The deeper signal: consumers aren't looking for a single "super ingredient"—they're building a porƞ olio of 
everyday health benefi ts. Flavor, quality, and aff ordability sƟ ll lead purchasing decisions, but products that quietly deliver 
meaningful nutriƟ on will have a growing advantage. FuncƟ onal benefi ts are becoming expected, not excepƟ onal.

Is your product delivering health benefi ts consumers can fi t into everyday life?

Here is a glimpse of this trend:

ConƟ nue reading arƟ cle here

Source: Market Intelo

Fiber Drinks Market Research Report 2034

https://marketintelo.com/report/fiber-drinks-market
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The Ipsos Consumer Tracker examined evolving U.S. consumer aƫ  tudes toward food, health, and purchasing prioriƟ es 
across mulƟ ple 2026 survey waves. Compared with the previous year, 43% of consumers reported seeking foods and 
beverages with increased protein, 37% sought products with reduced sugar or sugar alternaƟ ves, 31% looked for foods 
higher in fi ber, 29% prioriƟ zed sustainable ingredients, and 26% sought products containing probioƟ cs. 

Despite increasing emphasis on hydraƟ on, fi ber, and protein within public health 
messaging and GLP-1-related dietary behaviors. When selecƟ ng foods, consumers 
ranked fl avor (50%) as their most important purchase driver, followed by quality of 
ingredients and aff ordability. 

Among adults aged 18–34, aff ordability ranked as the second most important 
consideraƟ on, while among consumers aged 55 and older, 61% idenƟ fi ed ingredient 
quality as their highest priority, compared with 50% of consumers overall who selected 
fl avor. FuncƟ onal benefi ts, such as added protein or fi ber, were cited by 13% of 
consumers as a primary purchase consideraƟ on.

Wizard of Lightbulb Moments:
💪 NutriƟ on Is ShiŌ ing From Single Benefi ts to Smart CombinaƟ ons

Consumer demand for high-protein and high-fi ber menu opƟ ons conƟ nues to grow.

The deeper signal: protein and fi ber are no longer compeƟ ng for aƩ enƟ on—they're becoming 
complementary. Protein supports saƟ ety, while fi ber contributes to gut health and overall wellness. As 
consumers look for foods that deliver mulƟ ple benefi ts, expect more products and menus to combine 

these nutrients in convenient, everyday formats.

Is your next innovaƟ on delivering one benefi t—or both?

Here is a glimpse of this trend:

Sources: Ipsos, Technomic

When you’re ready to get ahead of trends, let's connect  wwww.culinaryƟ des.com

ConƟ nue reading arƟ cle here
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ConƟ nue reading arƟ cle here

Food And Beverage: EssenƟ al Data And Insights

More Consumers Seek High-Protein, High-Fiber Foods As Health Trends ShiŌ 
When asked about the importance of restaurants off ering high-protein dishes, 32% of consumers said it was moderately 
important, 22% very important, 14% extremely important, 19% slightly important, and 13% not important at all. 

The report also found growing interest in dietary fi ber. Regarding restaurants off ering high-fi ber dishes, 35% of 
consumers rated them as moderately important, 19% very important, 10% extremely important, 20% slightly important, 
and 15% not important at all. Overall, 27% of consumers said they had increased their 
fi ber intake during the past year, while 67% reported no change and 6% said they were 
consuming less. Fiber consumpƟ on increased among 29% of adults aged 35 and older, 
compared with 22% of consumers aged 18–34. 

For high-fi ber foods, 37% of operators observed increased customer interest, compared 
with 6% reporƟ ng lower demand. The report noted that approximately 95% of Americans 
consume less than the recommended daily amount of fi ber, averaging only about 58% of 
recommended intake, contribuƟ ng to increased interest in fi ber-focused menu items and beverages. 

https://www.culinarytides.com/
https://www.ipsos.com/en-us/food-and-beverage-essential-data-and-insights
https://cspdailynews.com/foodservice/more-consumers-seek-high-protein-high-fiber-foods-health-trends-shift
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Sources: Hartman, Lumina Intelligence ConƟ nue reading arƟ cle here

Fibre Over Protein? Danone On Changing Consumer Demands In FuncƟ onal Foods

Others track the past. We track what’s Next.

Most forecasters track the past instead of the forces shaping the future.  We know how frustraƟ ng it is to piece together 
data that misses the full picture.

Culinary Tides turns noise into strategic foresight.  This empowers you to stop reacƟ ng to change and start anƟ cipaƟ ng 
it.  You’ll navigate trends confi dently, outpace compeƟ tors, and lighten your workload.

Wizard of Lightbulb Moments:
🌾 The FuncƟ onal Food ConversaƟ on Is Expanding

Nearly seven in ten consumers are acƟ vely trying to increase their fi ber intake.

The deeper signal: fi ber is following the path protein once took—from a niche nutriƟ on benefi t to a 
mainstream purchase driver. As consumers become more engaged with gut health and read labels more 

closely, demand will shiŌ  from simply adding fi ber to clearly communicaƟ ng its benefi ts in everyday foods and beverages.

Is fi ber becoming the next ingredient consumers acƟ vely seek?

Here is a glimpse of this trend:

Hartman Group data prepared for Danone in 2026 found that nearly 7 in 10 consumers are acƟ vely trying to increase 
their fi ber intake. Despite this interest, 2024 research found that nearly 25% of Americans remain unsure what prebioƟ c 
fi bers are, and more than one-third are uncertain how fi ber supports gut health. 

Lumina Intelligence reported that 38% of consumers sought gut health informaƟ on in 2025, while 29% reported 
using foods, funcƟ onal beverages, or supplements to support gut health. Regional diff erences were also noted, with 
consumers in Asian markets such as China, Malaysia, and South Korea 
showing stronger familiarity with funcƟ onal ingredients, while consumers 
in Southern and ConƟ nental Europe oŌ en favor minimally processed 
foods. 

Even so, approximately 60% of French consumers and 63% of Italian 
consumers reported purchasing foods with added benefi ts. The arƟ cle 
also notes that more than 20% of label readers acƟ vely check fi ber 
content, indicaƟ ng increasing engagement with fi ber-related claims at 
point of purchase.

https://www.dairyreporter.com/Article/2026/04/10/danone-on-fibre-gut-health-and-clean-label-functional-foods/
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The 2026/27 ShiŌ ing Sands Trends Report Has Launched

Thousands of predicƟ ons exist.
We turned them into direcƟ on you can use.

The 2026/27 ShiŌ ing Sands Yearly Trends Report from Culinary Tides, Inc. disƟ lls 
overwhelming trend noise into clear, connected foresight—so you understand why 
trends are happening, where they’re headed, and how to navigate them.

 Get your copy

When you’re ready to get ahead of trends, let's connect  wwww.culinaryƟ des.com

https://www.culinarytides.com/
https://culinarytides.com/trends-report



