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INNOVATION
IS THE ART
OF THINKING
OUT OF THE
BOX
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Design Thinking is a human
centred approach to innovation that draws
from the designer’s toolkit to
integrate the needs of people,
the possibilities of technology,
and the requirements for

business success.”
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People
QXX Desirability

Innovation has be needed or

E % wanted
=+
<p
> = . Success
g 8 . Zone ;
- AT Business Technical
= = Viability Feasibility
=1=k '
X=, <Z,: : Innovation needs to Innovation has to be
: make sense for the realisable
company
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New Model of Innovation for Sustainability
Five Overlapping Circles including:

* People: Do consumers want/desire/need it?
* Business: Can we monitor it?
* Technology: Can we build it?

e Society: Is it socially responsible? i.e. not
use exploitative supply chains, build
communities, trade fairly, etc.

* Planet: Is it good for the planet? i.e. not
exploit resources, use clean energy,
evaluate product lifecycle, etc.
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Currently, Start-ups adopt Design Thinking in the first stages of development of their great

Lo
N
& idea, to fit the problem and obtain quick feedback from the market. In next steps, they use
= lean manufacturing, MVP (minimum viable product) and agile as quick growing
= methodologies
i
p
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What’s Design Thinking?

Design thinking is a non-linear, iterative process that teams use to understand
users/costumers or in our case consumers, challenge assumptions, redefine problems
and create innovative solutions to prototype and test.

@ @ @ o e

Involving five phases—Empathize, Define, Ideate, Prototype, and
Test—it is most useful to tackle problems that are ill-defined or unknown
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DESIGN THINKING: A NON-LINEAR PROCESS

LSNN L ea m a bo ut u s ef s t h r o u g h t est n g AU R R
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§ s‘s‘ Empathlse tO hdp = TeStS Cl'eate new \\\\\\\\\\\\\\\\\ \'S
§ § define the problem ideas for the project 3 §
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s § ! |
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Learn from prototypes §

§ » to spark new ideas &
~ Tests reveal insights that redefine the problem sireiatt?

Source: interaction-design.org
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More information: https://www.heliossolutions.co/blog/5-key-elements-design-thinking/
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OBJECTIVES IN EACH STEP IN DESIGN THINKING

Clearly articulate the
problem you want to
solve

Design a (series of)
prototype(s) to test all or
part of your solution

Engage in a
short-cycle testing
process to refine and
improve your
solution

FOOD INNOVATION
AND THE CONSUMER

PROTOTYPE
Develop a deep Brainstorm potential "
understanding of the solutions, select, and

challenge develop your solution /
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https://dschool.stanford.edu/resources/design-thinking-bootleg

Watching users, capture
quotes, behaviours and
other notes that reflect
their experience.

Empathy is the foundation of human-centred
design. The problems we are trying to solve
are rarely what we own, they’re those of
particular users. We need to build empathy
for our users by learning their values. To Interview them, to
empathize, we: reveal deeper insights
into their beliefs and

values.

- Observe. View users and their behaviour
in the context of their lives

- Engage. Interact with and interview users
through both scheduled and short
‘intercept’ encounters

00D INNOVATION
AND THE CONSUMER

Immerse yourself in
specific environments
to understand first-
hand who you’re
designing for.

Funded by
the European Union

- Immerse. Wear your users’ shoes.
Experience what they experience for a
mile or two
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‘BUYER PERSONA

[0 TR

6 6

S5 ai® wd O O

DEMOGRAPHICS PROFESSIONAL ROLES PURCHASING HABITS VALUES AND GOALS BUYING DECISION

4 - 11 April 2025

Persona Etapa de Crear > Fase de Mapear (Cliente)

CARACTERISTICAS DEMOGRAFICAS/COMUNIDAD ' NECESIDADES/MOTIVAC#H?

Cudl es su edad? ;Como es su familia? ;Cual es su trabajo? ;Cual es ' Cules son sus i © motivaciones en el
su nivel cultural? ;Con quién tiene mas confianza? ;Cuién es la
persona en la que se apoya?

10 - 31 March 2025 | FACE-TO-FACE

PERSONA

' '
---------------------------------------- - Nombre. ¥
Nuestro usuario es el tipico que...
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MOMENTO/ESCENARIO

Cudlesel o donde le sit
) Disenado por Dothink Lab ©
[f::h'"k www.dothinklab.com
: ©  Copyright® Ideas S.L Todos los derechos reservados. Proyecto: l

Buyer Persona

UNIVERSITAT NP T HELLENIC REPUBLIC
) POLITECNICA %Acg}iigms National and Kapodistrian ® @ Funded by
F the European Union

DE VALENCIA UNIVERSIDADE DO FORTO University of Athens

BLENDED INTENSIVE PROGRAM | ONLINE

ADBERTA




OOD INNOVATION
AND THE CONSUMER

Te)
N
o
~
=
g
<
—
—
1
<
u
-
b
(=]
L
41
2
L
Te)
N
o
N
L=
=
@
=
—
™
1
(=)
—
i
£
wd
4
(-]
=
g
(-4
(L]
-}
o
=8
Ll
—
n
4
1]
=
£
[=]
2]
=]
<
1]
wd
(-]

Capture the

Outside World.
What he/she...?

<

Hear?
What friends say
What family say _....-
_What bess7peers say
1 What influencers say

Think and Feel?
What really matters
Worries/Aspirations?

See?
--===""""Environment
Social Media-._

Websites Explore Inside

~ the Mind.
Hovg does she/he ....?

Magazines
What the markets offers

~“Capture frustrations

_Say and Do? and challenges.
tud :;;;LH"'——”
Pains < Gains *“
Fears Wants/Needs
Frustrations Measure of success
Obstacles Goals 4

Empathy Map Source: https://obaninternational.com/blog/empathy-mapping/
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:10 - 31 March 2025 | FACE-TO-FACE
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Insights: Factors Influencing Food Intake

e Time
* Money

* Taste prefrences-
salt, sugar, and
calories

« Visual Exposure

* Oral Exposure

* Peer Eating Habits

* Matching familiar
characteristics
(saltiness, temp.,

time, fat)
e Celebrations

* To raise serotonin
levels.

* To raise serotonin
levels

» Foods connected
to positive/happy
contexts.

« Flavor preferences

produce a satiety

that is emotionally

e Attitudes about
consumption

» Health concerns

e Familiar foods

* Knowledg/ Skills

Cognitions

satisfying
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EMPATHY TOOLS

Interaccion Moodboard

Constructiva

Inmersion
cognitiva

Mapa de
actores

Mapa
Mental

Usuarios
Extremos

Observacion
encubierta

iQue,
Como,
Porqué?

SCAMPER Mundo
Café

Toolkit

Sugiere
una

Preparacion
dela
entrevista

Mapa de
empatia

Mapa del

Presente,

Mapa del
Futuro

Grupos de
enfoque o
"“focus
groups"

Técnica de
los 5
porqué

http://www.designthinking.es/inicio/index.php?fase=empatiza

UNIVERSITAT
POLITECNICA
DE VALENCIA

[MAPoORTO

F ., FACULDADE DE CIENCIAS
UNIVERSIDADE DO PORTO

AbBERTA

Benchmarking Brief Busqueda en Medios

" Buzz Reports Cliente Misterioso Desafio de Diserio

Entrevista Cualitativa

m Foto-Video Etnagratia @E%%

ﬂgm Key Facts d@l Mapa de Empatia % ﬁﬁ
Matriz 2x2

Entrevista Experto

i .. 71 Focus Group
Insights Cluster {C;"TF) Investigacion Remota

Matriz de Necesidades

S5f=t- i  Matriz de Tendencias A5 Metafora Problema

G)a)
| ; e
Persona Perspectiva 360 ’ Poems
)
ﬂ \"ﬁ Point of View Safari _" Shadowing

Stakeholders Map

Dy
=7
3

https://dothinklab.com/conoce/herramientas/crear/
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http://www.designthinking.es/inicio/index.php?fase=empatiza
https://dothinklab.com/conoce/herramientas/crear/

* The define mode is when we unpack our empathy findings
into needs and insights and scope a meaningful challenge. Insight

* Based on our understanding of users and their
environments, come up with an actionable problem
statement: our Point Of View.
(/ Need
* More than simply defining the problem, our Point of View
a unique design vision that is framed by our specific users.

OOD INNOVATION
AND THE CONSUMER

* Understanding the meaningful challenge at hand and the User
user insights we can leverage is fundamental to creating a
successful solution.

ADBERTA
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n
S [User (especify who)] needs [ User necessity/desire/want (verb)] because
T [INSIGHT (emotional or surprising)]
=
—
L]
e . . DEFINE a Problem Statement:
2 USERS NEEDS Surprising  _ 1
> .8 (\(T (verb) INSIGHTS
o 8 pecif f ——=
Ll o+ &
F Z : § NEEDS TO —
DR S inawa
1 way that makes them FEEL
53
Z = insight/meaning
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DEFINE TOOLS

Perfil de Mapa de Moodboard
usuario interaccion
de

TIES

Historias
compartidas

Mapa de Actividades . Como
empatia de podriamos...7
reactivacion o "HMW
questions”

Insights Toolkit

|

Sugiere
una

http://www.designthinking.es/inicio/index.php?fase=define
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Saturay
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"Clustering”
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http://www.designthinking.es/inicio/index.php?fase=define

* I|deate is the mode in which we generate radical design alternatives. Ideation is a process of
“going wide” in terms of concepts and outcomes—a mode of “flaring” instead of “focus”.

* The goal of ideation is to explore a wide solution space—both a large quantity and broad
diversity of ideas.

* From this vast repository of ideas, we can build prototypes to test with users.
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Brainstorming Etapa de Crear > Fase de Construir (Idear)

viaje

que -

=
==

) Dissfuds por Dothink Lab @
‘ fz“'”k/" www dothinklab com

Jo 2 & st shal " o [mta ]

AND THE CONSUMER

&

FOOD INNOVATION

P
V4

Brainstorming Source: https://dothinklab.com/conoce/herramientas/crear/

o)
N
o
~N
=
a
<
—
—
1
-
o
-
b
(=]
7
1]
-
I8
To)
N
o
~N
(=
=
@
=
—
™
o
—
i
&
wd
=
o
=
g
[+3
(]
=]
(-3
-8
Ly
=
7]
r 4
1]
=
£
Q
1)
Q
4
l
wd
(]

AbBERTA

UNIVERSITAT PORTO HELLENIC REPUBLIC
POLITECNICA T FAULDADE DE ciEnciAs National and Kapodistrian @ 0 e
University of Athens

DE VALENCIA ( ; UNIVERSIDADE DO PORTO

Funded by
the European Union

BY NC



Flor de Loto Etapa de Crear > Fase de Construir (Idear)

n
o
CO\, ({Como podemos crear experiencias de viaje
— . para empaparse de la cultura local?
—~ : :
< - -
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1 . N
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i : ’
2 - -
s : :
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Lotus flower Source: https://dothinklab.com/conoce/herramientas/crear/flor-de-loto/
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10 Cocreacion Etapa de Crear > Fase de Construir (Idear)
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Mapa
Mental
Prototipado
en bruln

Consejo de
Sabios
Flor de Loto
Toolkit

Cuentos

SCAMPER

Customer
Journey

AVERTA

2 UNIVERSITAT
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DE VALENCIA

‘F . FACULDADE DE CIENCIAS
C UNIVERSIDADE DO PORTO
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Serviee Blusprint

Brainstorming

o
f Business Madel Canvas

o
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* Prototyping gets ideas out of our head and into the world.

PROTOTYPE * A prototype can be anything that takes a physical form—a wall of post-its, a role-
playing activity, an object (real, virtual or with Lego). In early stages, keep
prototypes inexpensive and low resolution to learn quickly and explore
possibilities.

* Prototypes are most successful when people (the design team, users, and others)
can experience and interact with them. They're a great way to start a
conversation. What we learn from interactions between prototypes and users
drives deeper empathy and shapes successful solutions.
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CREATIVE PROTOTYPES

PROTOTYPE VS REALITY

OOD INNOVATION
AND THE CONSUMER
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PROTOTYPE TOOLS
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Testing is our chance to gather feedback, refine
solutions, and continue to learn about our users.

The test step is an iterative mode in which we place
low-resolution prototypes in the appropriate context
of our user’s life.

00D INNOVATION
AND THE CONSUMER

“Prototype as if we know we are right, but test as if
we know we are wrong”.
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TEST TOOLS
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SENSORY ANALYSIS
scientific method to evoke, measure, analyze and interpret the perceptions
of human senses (sight, hearing, smell, feeling, taste)

CONSUMER TESTING analytical hedonic

4 - 11 April 2025

Source: Hoehl, K. etal., 2015

controlled uncontrolled

@ & selected, trained test persons consumers
—4

X considered, careful, product affec.tive, emotional, preference &
inconstant,

reproducible, .
1 ? p / reliable, objective properties subjective acceptance

10 - 31 March 2025 | FACE-TO-FACE

<
e
o
E
L
y 4
-
(=]
=t
=

AND THE CONSUMER

w
z
il a - a
o Projective Mapping
= Sensory profile s = ot
(L] Consumer perception | <
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BOOKS, LINKS & RESOURCES

Build Once, Sell Twice: The Productization Playbook by Jack Butcher
Change by Design by Tim Brown

Creative Confidence by Tom Kelley and David Kelley

Creative Engineering by John E. Arnold

David Kelley: From Design to Design Thinking by Maria Camacho
Good to Great by Jim Collins

Homo Deus: A Brief History of Tomorrow by Yuval Noah Harari
Ideo’s David Kelley on “Design Thinking”

Interview with David Kelley by Alex Pang

Religion for Atheists by Alain de Botton

Sapiens: A Brief History of Humankind by Yuval Noah Harari

The Art of Innovation by Tom Kelley

The Ten Faces of Innovation by Tom Kelley

The Roots of IDEQ's Design Thinking Process by Dexter Francis
DOTHINKLAB: https://dothinklab.com/conoce/herramientas/
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Some examples of the latest food innovation
trends (from Innova Market Insights, 2025)
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INNOVA
MARKET
INSIGHTS

. quality brands added value
Trend 1. Ingredients and Beyond

As the demand for added value becomes standard, elevating quality beyond ingredients is key

Ingredients and

- Finding the Star Ingredient

- How to Stand Out?

Beyond

Developing a Coherent Narrative around Quality

The New Standard: Protein Everywhere

4

z
©
-
=
©
Z
-
a
©

Quality of product is the most important

G Q < factor for consumers in food and beverage brands
J Glus
' S -
CHOCOLATE o —
PUDDING | = Obstacles
e o o Easy to replicate
A\ A/

- < « Lacking identity
Australia, Sep 2024 Germany, Sep 2024

Ireland,
Aug 2024

US, Sep 2024

Sources: Innova Lifestyle & Attitude Survey 2024 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Atkins

AND THE CONSUMER

BLENDED INTENSIVE PROGRAM | ONLINE: 10 - 31 March 2025 | FACE-TO-FACE: 4 - 11 April 2025

Examining quality through the consumer lens

What is quality for consumers?

Advertisement J
Type of store % { /
777777777 50%
{shelfite | ao% v
30%
Sensory aspects 20% J
; v
Safety Health benefits J
<@
Processing methods Ingredient sourcing = - -
(P

United States, May 2024

ces: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); B.T.R Nation
Q: Which of the following criteria do you use to assess the quality of food and beverage?

(Innova Market Insights, 2025)
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INNOVA
MARKET
INSIGHTS
.. personalization ingredients functional nutrition
Trend 2. Precision Wellness

Information culture raises the bar by challenging brands to meet targeted nutritional needs, at any life stage

Top Targeted Nutrition Approaches*

s

year-over-year growth in F&B and
+1 8% supplements with a women-related claim
(Global, YoY MAT" Jun 2024 vs MAT" Jun 2023)

Precision

Balanced Age-specific Gender-specific
Nutrition Nutrition Nutrition

Wellness

INDIA'S 1st
ENERGY BAR
FOR WOMEN /

—
onamnmn Jaes

=

f

Lifestyle-based Conditi Pt Performance
Nutrition Nutrition Nutrition @

8=
. India, Mar 2024

Sources: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Innova Database;
NutriZoe
Note *Q:Which of the following targeted nutrition is more desirable to you?; MAT: Moving Annual Total

AND THE CONSUMER

BLENDED INTENSIVE PROGRAM | ONLINE: 10 - 31 March 2025 | FACE-TO-FACE: 4 - 11 April 2025

Opportunity gaps in targeted nutrition approaches

How is an opportunity gap defined?
When the level of desire for a targeted nutrition approach is higher than the actual purchasing behaviors*

E} Lifestyle-based nutrition (? Performance nutrition

J. oo i Premium

VITAL Bl =

Next-level of === PURSUIT" Low Calorie

o
=
E
(=
&
=
(=]
o
=,

Targeting 3
. S () vitaminC
Nestlé targets ] =
GLP-1 users g (4) Electrolytes
with protein- . &
rich Vital o e piode he /o 2 Refreshing
Pursuit product & =" § Flavours
line L — 3302 L‘IQ,{( Dietary Free
United States, Oct 2024 C—

Sources: Innova Trends Survey 2025 (Average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US), MILKish,
ee. Applied Nutrition
Notes:  SDifference between percentages in the following questions: “Which type of targeted nutriion have you purchased in the past 12 months?* and “Which of
the following targeted nutsition is most desirable to you?"

(Innova Market Insights, 2025)
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INNOVA
MARKET
INSIGHTS

. . unexpected flavor fusions mash-ups
Trend 3. Flavors: Wildly Inventive
W i I d I y . Consumers crave the extraordinary, prompting companies to delight them with surprising mash-ups that deliver the “wow” effect

of consumers globally say:

“I am looking for crazy creations that provide me
with the ultimate indulgent experience.”

Inventive HBRA LECERES

stectia Galldia @

-
-
-
E
(=
&
=
(=]
o

\=,

T
HAmendro

Pursuing the “wow” effect

»

/’Q@.,?

Top Taste & Texture Attributes

“Which taste & texture attributes make the food

N
and beverage experience impressive to you?” - = j%/,é
& T e
™) &Mme“dm by
Ry

1 March 2025 | FACE-TO-FACE: 4 - 11 April 2025

40% 31% E—

Rich Flavor/Taste Flavor Combinations

AND THE CONSUMER

Delivering the perfect combination that consumers desire through mash-ups

1

INNOVA i
MARKET 12
* INSIGHTS

Which type ofcrose category mach ups interests you the most? Sources: Innova Trends Survey 2025 (Average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US), Estrella Galicia

36 kY479 Snack & main course mash-up 32‘@

wocH: 88 Mok

COOKIE DOUGH

Netherlands, Aug 2024 Thailand, Sep 2024 United States, Sep 2024
Lemon pie cookie dough mochi with High-protein tempeh snacks Cinnamon sugar flavored thick cut bacon
an ice cream filling coated with cinnamon sugar rub

Sources: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); O-Right CJ
Newsroom; Innova Database

(Innova Market Insights, 2025)
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INNOVA
} mlslllg'ﬂs digestive health fiber probiotics

Trend 4. Gut Health: Flourish From Within

ding the microbiome creates a space for the next ingredient to step into the spotlight: fiber

ing awareness of f

year-over-year growth in F&B with a

digestive/gut health claim
(Global, YoY MAT’ Jun 2024 vs MAT’ Jun 2023)

Flourish

From Within

Digestive/ Gut Health
is the health aspect mostly driving
purchase of functional F&B

Recoup Gut Healthy
Hydration Prebiotic Sparkling
Beverage

“packed with 3 grams of
prebiotic fiber”

United States, Oct 2024

Source: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Innova Database;
Note: Recoup Wellness " x :
Q: Whatare your main concerns related to your physical health?; For which of the following physical health aspects have you purchased functional
food and beverage in the past 12 months?

AND THE CONSUMER

0 - 31 March 2025 | FACE-TO-FACE: 4 - 11 April 2025

Ingredients are on the horizon for gut health innovations

4
o
-
E
i
<
=
=
=
=

e Top Ingredients in functional F&B for gut health . . . . .
g ping g Innovations in gut health are expanding across various categories
= P - @ )
z +227% CAGR* Sweet biscuits/cookies +135% CAGR* Cereal & energy bars +47% CAGR* Coffee
s - e ®
. - FRANK&OLI ¥ - D ’
g “Infused with g 'Y Al
0 o ‘ ) & ¢ .
e +24 /0 probiotics to
(L] support immune KETO gnercoer) (S ¥ SPROUTED
° . and gut health.” COCONUT & CASHEW PN ° . X Organic Coffee
year-over-year growth in new gut health. Rreql ql ocanin [t i
- s  turmeric QY moo!
[+ 1 snack products - e O i
- % with a probiotic inclusion \ 4 # . 7 .
' - " S SUPPOR' m .
w (Global, YoY MAT' Jun 2023 — MAT Jun 2024) %rg;r“ i uur'ﬁ;'ﬂ'." ¥ d 5} U - ' v"fl?) !'" g @
2 e | S e TS g
7)) = United States, Jul 2024
z United States, May 2024 L . United States, Jun 2024 “Sprouting reduces antinutrients such as
[TT] Slovakia, Mar 2024 “Chicory root fiber is packed with gut- phytic acid and tannins, increases
. . ey beneficial prebiotics, which can improve bioavailability (digestibility) and converts
= Source: Innava Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Innova Database NNOVA R “Rich in fiber for good digestion.” digestion.” starches to sugar (prebiotics)."
z Note:  Q:Which ingredient are you looking for in functional food and beverages for gut health? A ekl :
(= Sources: Innova Database, Resist Nutrition Bars INNOVA =
m Note: *Average annuial growth in subcategory laur.ches tracked with a digestive/gut health claim (Glabal, CAGR Oct 2022-Sep 2024) INSIGHTS 2
= (Innova Market Insights, 2025)
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INNOVA
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INSIGHTS

naturalness clean label sourcing

Trend 5. Plant Based: Rethinking Plants

o ®
Ret h I n kI n g E 2 ¥ The intense buzz of plant-based alternatives has quieted, rerouting consumer's natural pursuits to plants in real and recognizable form

P I : Top features associated to the term
a n t s Lack of perceived naturalness as growing Plant-based
key barrier for plant-based products f Q
Why would you not consider -
buying 100% plant-based products? 42% 35%
Too processed/artificial Healthy Natural

1 March 2025 | FACE-TO-FACE: 4 - 11 April 2025

ingredients 8.100% natural ingredients
o 2 Ingredients: Water, soy
2024 2025 XA protein, rapeseed oil,
P 0 2 flour (rice, beans),
#3 3 spices, beetroot
#5 | concentrate, yeast
: - extract, cultures, sugar
barrier barrier cane, salt vitamin BA2
1 .
o Switzerland, Jun 2024
H H H . H i Source: Innova Meat, Dairy & Alternative Protein Survey 2024 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, -
™ Strlppmg it back: Companles explore acleaner approach to plant based UK, US); Innova Trends Survey 2024 & 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, 19

US); Innova Database; Planted

Lurpak introduced plant-based:

average annual growth in vegan/plant-based B Offering consumers a dairy-free
F&B with a natural claim alternative with a minimal
(Global, CAGR MAT" Jun 2020 — MAT" Jun 2024) ingredients list

b
=
-
E
=
z
Z
(=]
o

\=

AND THE CONSUMER

14 Aug 2024
———
“With pure natural = =
ingredients and SSRaT e Illlﬁlll'u'm?mﬂ FAVA
an oat base.” e More than 80% of what's in these puffs
I just Canadian fava beans.Top it off
Za with some other clearngredients, and
pl,m s, d You've g0t these awesome Pufs.
< ant o Snack Natural, Regret
Greece, Nothing. Functional Snacking
Jul 2024 4 Wade Easy!

Source: Innova Database; Arla; Green Queen; Eimhurst1925

(Innova Market Insights, 2025)
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Climate

Adaption

Price sensitivity & climate change: Looking at the consequences for consumers

a %o
.1;{ Price isthe top F&B aspect most affected by climate change according to consumers globally
F =

If the price of the product increases, | would...

Stop/ Reduce Buying It still Buy It

-
==n Chocolate Q Coffee @g

Nestlé aims to strengthen
coffee supply chain with
new high-yielding Arabica }

NE\ variety _
Nestle

Sep 2024 Jul 2024

Source: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Choviva; Nestlé INNOVA
Note Q: To what extent do you think the following aspects of food and beverage products are affected by climate change?; Whatwill you do if the
price of the following products increases due to the impact of climate change on product sourcing or production? (Select all that apply) -

Chocolate confectionary, Coffee
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climate sensitivity altematives resilience

Trend 6. Sustainability: Climate Adaption

Brands and consumers must find balance between personal values and product choices to get ahead of an everchanging climate

B Tangible Impact in Food & Beverage

q\ Chocolate

od Coffee
S

Coffee concerns:

Volatile supplies, extreme
weather and soaring prices weigh
heavy on the sector

Aug 2024

Coatings and fillings: Cargill
chocolate facility tackles cocoa
sector challenges

Aug 2024

Olive Oil

\ @ Orange Juice 48% @

: Orange juice crisis:
IFF explores citrus product
reformulation with alternative
fruits

Olive oil prices climb as
Almost half of consumers globally production falls to lowest levels in
are very or extremely aware of the a decade

impact of climate change
Jun 2024 May 2024

INNOVA
MARKET
¢ INSIGHTS |

Sources: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Food Ingredient
Note:  First(D): (2: @) @)

Q: To what extend are you aware of the impact of climate change?

(Innova Market Insights, 2025)
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appearance collagen skin health
Trend 7. Taste the Glow

With the cosmetic industry booming, now is the time to bring beauty-enhancing features into food

:" 1in5

consumers globally have purchased F&B to improve
physical appearance/beauty in the last year

Taste

year-over-year growth in new F&B and

supplement launches with a beauty claim*
(Global, YoY MAT" Jun 2023 — MAT' Jun 2024)

the Glow

Make beauty a ritual as you
sip towards radiant skin and
stronger hair.

Top Opportunity Areas

#1 Facial skin wex e on o
COLLAGEN it i
k#BIOIIN
Ha | r 1 ::nllmn‘ collagen intake
MONTH g i Sk
&L iesiy
Body skin

MONTHS

- 31 March 2025 | FACE-TO-FACE: 4 - 11 April 2025

India, Apr 2024

AND THE CONSUMER

BLENDED INTENSIVE PROGRAM | ONLINE

ces: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Innova Database
Beauty claims include F&B and supplement launches tracked with skin health positioning and/or with (“for beauty” "rejuvenate your skin" “skin rejuvenation” *beauty
boosting” “glowing skin" "skin health” “your skin glow” “better skin® "hair" *beautiful skin" “everyday beauty” “health and beauty” “beauty and health® *Glow from the
inside")-("angel hair’} in product description, claims features and extra notes Q: To what extent do the following physical appearance aspects concem you?

1

Younger generations drive purchase in F&B for skin health

hasing functional F&B for skin health

growth in new F&B and supplement launches © 3
Generational Differences

with a skin claim
(Global, CAGR MAT' Jun 2019 = MAT" Jun 2024)

Generation Z 27%

Millennials 25%

Z
=
-
=
Q
z
Z
(=]
o

-
collagen skin

absoplion firmny v purest ‘;j

r

Generation X 17%

gaa skin = 3 é'p B2
Uflony modlusigony ' United States, ?; Boomers 13%

Aug 2024

Sources: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Innova Database;
The Purest

ET
Note:  Q:For which of the following physical health aspects have you purchased functional food and beverage in the past 12 months? (responses for skin = ( .
Innova Market Insights, 2025)
Y | ,
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authenticity vintage heritage

Trend 8. Food Culture: Tradition Reinvented

In a world constantly evolving, consumers wish to rediscover the flavors of their culinary heritage, embracing authenticity and tradition

[ ] L] >§> -
Tra d It I o n Nearly 1 in 2 consumers globally find the following values important in their diet

#E

- My tradition Your tradition
Rel nve nted Food that express my heritage Diversity of food cultures
hand-ginished
“This butternut squash
pasta sauce is made in
Italy, based on
. a traditional recipe,
Handmade like grandma made with beautifully
it. Every cake s full of love and authentic flavors of

earthy squash, rich
Italian cheese, herbs

Germany, Jul 2024 and spices.”

US, Sep 2024

31 March 2025 | FACE-TO-FACE: 4 - 11 April 2025

AND THE CONSUMER

Sources: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Innova Database;
. Py . Note: RUF
LEVEragl ng trad ition to connect to the nosta Iglc consumer *Q: To what extent are the following values important to you in your diet? — Tradition, Diversity

1

“I would like to see more of the
65% old and traditional recipes

4
o
-
E
i
<
=
=
=
=,

appear on supermarket shelves”
mems
eanut
Pakova navratan ST %:utt:r&jolly
. = & . -,
korma. Traditional mﬁ'!cﬁw% relive the days of pb&j’s

recipe. Premium
quality. 100%
natural.

|

India, Aug 2024

e

CHOCOLATE

NAVRATAN CANDIES

Sources: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Innova Database;
M&M's
Note: Q: To what extent do you agree with the following statements?

(Innova Market Insights, 2025)
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mental health wellness vitamins
Trend 9. Mood Food: Mindful Choices t ‘

As consumers prioritize their mental and emotional wellbeing, brands are crafting innovations that connect with their feelings

High attention of consumers ‘@" } Low association between

M i n dfu I N towards Mental Health mental health & functional F&B
Goal:

Fulfilling the Opportunity Gap

Mental aspects for which consumers
purchase functional food:

-

Choices

e

36%

of consumers globally say

Feeling #2 Stress & anxiety

mema”y/em()t,iona”y “Enriched with ashwagandha, which
well is the primary supports the body’s resistance x "
health goal to stress.” #3 Tired & fatigue

Poland, Mar 2024

1 March 2025 | FACE-TO-FACE: 4 - 11 April 2025

Sources: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Innova Database;
Nutrition Insight; Cadence

*-<-=- Q:Whatare your main concerns related to your mental health? For which of the following mental health aspects have you purchased functional
food and beverage in the past 12 months?

AND THE CONSUMER

0-

Opportunities to utilize vitamins for demonstrating mood-enhancing benefits

Top 5 ingredients desired in

functional F&B for mental health of new food and beverage launches tracked with a

brain claim contain a vitamin B ingredient
(Global, % share MAT" Jun 2022 — MAT" Jun 2024)

1 Vitamin B6, B9, B1

Contains magnesium and vitamin B6: “powerful

=
-
S
(=)
r 4
£
(=]
(=]
(=)

B } combo for physical and mental calmness.”
2 Vitamin D
3
MENTAL CLARITY & PROMOTES LEARNING
FOCUS MEMORY
: { STRESS MANAGEMENT } [ T o & J
Strawbert
> Lavender”

Aug 2024

Sources: Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Innova Database
Notes:  Q:Which ingredients are you looking forin functional food and beverage for mental health?

(Innova Market Insights, 2025)
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. technology personalization ideation
Trend 10. Al: Bytes to Bites

Brands are beginning to unlock the full power of Al, moving from infinite capabilities to concrete applications that el experiences

year-over-year growth in F&B with an
artificial intelligence-related claim
(Global, YoY MAT' Jun 2024 vs MAT' Jun 2023)

_
=
Consumer sentiment towards Al —

Not aware Curious

Nanorizz

25%

._ ,/f///n—/,]/;»r /fu/ wpee ‘/‘/’r A 7,’,'/

readly-To orink Truil, wine mix

The beverage market is currently the leader in providing communication to e Germany, Mar 2024
consumers in the use of Al

AND THE CONSUMER

Sources: Innova Database; Innova Trends Survey 2025 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US);

: . Katlenburger
growth in new launches with an Note:  Q:How do you feel about food and beverage that are created by Al?

s, INNOVA

10 - 31 March 2025 | FACE-TO-FACE: 4 - 11 April 2025

(Global, CAGR Jul 2021-Jun 2024)

Al Energy Drink is a
new venture from Jack
Owoc, the original
founder and creator of
the Bang Energy
Drink, and it aligns
itself with the

B relentless pace of

~  artificial intelligence
_technology
innovation

Peptistrong Recover Sparkling Drink
With Lemon And Lime Flavor

Oct 2024

b
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Developed by Al: The new product is
billed as a first-of-its-kind to contain
PeptiStrong — a plant-based bioactive
peptide formulated to promote muscle
strength, endurance, recovery, retention
and overall performance in aging men
and women.

Sources: Innova Database, Ai Eneray, Nuritas
Note:  *Growing from a small base

(Innova Market Insights, 2025)
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