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The Functional Trend Goes Mainstream

Functional food is no longer niche. Nearly 75% of global consumers are aware of functional
foods/beverages (i.e., provides a health benefit beyond nutrition)—and more than half are
intferested. While interest is high across the board, younger consumers are driving this trend.

“Many driving forces (a rise in chronic disease, a rapidly aging population, information
access, consumers taking conftrol, the pursuit of wellness, efc.) are converging with today’s
biggest food and beverage trends (holistic health, gut health, mood food, the power of
plant, etc.) to fuel growing consumer engagement in functional foods and beverages.” —
Cali Amos, Director of Human Insights

Interest in Functional Foods/Beverages

Extremely Interested/Interested

18-29 Year Olds 59%
30-39 Year Olds 57%

40-49 Year Olds 53%

50+ Year Olds
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Consumers Want it All

Opportunities in offering functional benefits are endless, with consumers seeking a wide-range of health benefits from
foods and beverages, including emerging areas like healthy aging, appearance, detoxification, etc.

Mood is a prime example. While ‘mood food’ seemed fringe a few years ago, it's now ranking ahead of foundational
functional food benefits like weight management and heart health.

Top 10 Benefits Consumers Seek
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Young Consumers Want to
Look and Feel Their Best

Younger consumers stand out as significantly more interested (~10 pts ahead of total) in many
functional food benetfits, including: mood, appearance, stress reduction, and relaxation.

Top 5 Differences in Benefit Drivers

18-29 Year Olds vs. Total
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The Original Medicine Returns

High costs, drug shortages, and safety concerns around prescription medication
has fueled the resurgence of food as medicine, and continues to drive
consumer interest in medicinal ingredients (e.g., furmeric, probiofics, efc.)

Foods/Beverages are the preferred medicine, ahead of prescriptions and
supplements, in ferms of effectiveness and safety.

58% of global consumers
always or usually choose

foods/beverages that provide
protective, preventative
health benefits

How effective are each of the

following for freating health issues?

Extremely/Very Effective

Foods/Beverages 71%
Prescription Medicine 62%

Supplements 50%
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Ingredient-Powered Products

We continue to see ingredients with strong functional benefit ties (e.g., furmeric, collagen,
ginger, etc.) showcased front-of-pack across the grocery store.

While consumers are most interested in well-known, basic ingredients like Vitamin C, calcium,
Vitamin D, protein, etc.—these more emerging ‘kitchen medicine’ ingredients are starting to
go mainstream with high consumer interest.
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Emerging Ingredients of Interest DRAM

Extremely Interested/Interested

Mushroom Cola

Probiotics 66%

Turmeric 61%

Botanicals 51%

Adaptogens 43%

Adaptogenic Sparkling Cola
12 FL OZ (355 mlL)
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WANT TO LEARN MORE? CHECK OUT OUR REPORT: “FUNCTIONAL BENEFITS:
THE NEXT NUTRITION FRONTIER AND INGREDIENTS CONSUMERS SEEK”

“Today's consumers believe strongly in the healing power of foods and « Consumer engagement in the ‘food as medicine’ frend, including
beverages. A desire for control over their health shows up as strong inferest and belief in foods/beverages having medicinal or
iInterest in functional benefits as well as a more-traditional approach at curative benefits

home Iin using foods and ingredients for both prevention and to

« Ingredient Opportunities: dozens of ingredients with functional
potential and how interested consumers are in each, including
caffeine, turmeric, CBD, ginger, prebiotics, collagen, adaptogens,
etc.

address specific health issues.” — Angela Johnson, Dietary and
Nuftrition Insights Manager, MS, RD

This report takes a deeper look at functional foods and beverages

(globally, regionally, and across 25 individual markets) to help our * and much more!
clients better understand shopper motivations and attifudes so they
can connect with consumers more powerfully and more profitably. Markets Included:

Some of the many topics addressed in the report include:  North America: USA and Canada

« Consumer interest in functional foods and beverages, including e Latin America: Brazil and Mexico

which markets and demos are driving the functionality trend
. « Europe: France, Germany, UK, and Poland
Which groups most often choose foods/beverages for health

benefits, and which look for benefits on labels « Middle East & Africa: Saudi Arabia, Turkey, Nigeria, and Egypt
-  How often key groups choose foods and beverages for each of * South Asia: India and Pakistan
20+ beneitits, including immunity, digestion, energy, weight, . East Asia Pacific: Australia, China, Hong Kong, Indonesia, Japan,
heart health, mood, satiety, sleep, and many more Philippines, Thailand, South Korea, Malaysia, Taiwan, and Vietnam
« The importance of functional benefits in choosing snacks and
beverages
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Explore More Topics with the
HealthFocus Global Report Library

Deep-Diving Macro Trends Shaping the Food and Beverage Landscape—
Delivering Critical Insights Globally, Regionally, and across 25 Markets
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Click here for a full report list and contact info@healthfocus.com for more information.
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THE GO-TO RESOURCE FOR
FORECASTING THE FUTURE

We look forward to parthering with your tfeam 1o
make our data actionable for you and provide
meaningful insights to boost your success. For more
InNformation, contact us at info@healthfocus.com.
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