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Mintel is the expert in what
consumers want and why.

As the world’s leading market intelligence agency, our analysis of
consumers, markets, new products and competitive landscapes
provides a unique perspective on global and local economies. Since
1972, our predictive analytics and expert recommendations have
enabled our clients to make better business decisions faster.

Our purpose is to help businesses and people grow.
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Recognize a shift in
consumer discovery

Consumers are open to new flavors
and ingredients, but the way they
are learning about innovation is
shifting.

Foodservice exposure isn't always
the primary discovery source,
especially as consumers are
increasing their retail purchases,
and cutting back on dining out
during the recession.
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Go beyond
the basics

Think bigger than big cities like
Chicago and New York when
considering regional flavor
innovation opportunities.

Consumers are interested in hyper-
local flavors and ingredients and
are recognizing the nuances
between various regional cuisines,
though this is largely untapped by
brands and operators.
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Make new flavors
approachable

Familiar formats and cuisines go a
long way in encouraging consumer
trial. Regional and international
flavor innovation should consider
the current climate with a focus on
comfort foods and value.




ADJUSTING TO OUR
“NEXT NORMAL”




“New” is static, “next” is always looking forward

L 1

But “next” has a more complex meaning, it
suggests movement forward. It means “the
thing/person/situation that follows the current
thing/person/situation.” And that’s what our
current state of affairs is, because of COVID-19.

Since the progression of the disease remains
unknown, there are many more “next normals”
that will challenge us until the virus is resolved.

Marcia Mogelonsky, Mintel
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What consumers miss most suggests what brands
can add to consumers' lives

US: behaviors looking forward to once current social distancing measures are relaxed,
June 25-July 7, 2020

42%
37% 359
23% 23% 20%
0 o
18% 16% 15%
Spending time Going to a Going on a Going back to Going to the Being able to go Going out to a Getting back to  Going back to
in-person with restaurant vacation my usual movies outdoors (eg live event (eg work/school my usual
friends or family shopping routine parks, paths, concert, exercise routine

beaches) theater, sports)

MINTEL

Base: 2,000 US internet users aged 18+
Source: Lightspeed/Mintel



Transportive flavors can take people where
they can’t physically go

Provides comfort to consumers who are longing
to go out or travel

Offers a value-for-money appeal that is recession-proof

try routm: .
it is leghdE= e

-Paulo Coelho

Brands can be emboldened by consumers’ already
adventurous tastes

Create experiences through flavor and aroma,

Build connections with authentic ingredients and .
packaging and a connection to the local people

MINTEL



At-home drinkers are a bit stuck in their ways

Alcoholic beverage attitudes and behaviors

With the lion’s share of alcoholic May 2020

beverage occasion dramatically shifted
to at home consumption, consumers are

likely to be looking for some flavor and | stick to my go-to drinks when _ 529%
. . ] . consuming alcohol at home
recipe inspiration.

While the depth and diversity of the ook f°£iﬁ§§ﬂ§ {E‘ﬁfk?“at e - 28%
market indicates that while drinkers

have their go to beverages, they are . _

moving around within those categories preter o e 2% | 2~
suggesting that variety is still appealing.

MINTEL
Base: 1,389 internet users aged 22+ who have consumed alcohol in the past three months
Source: Lightspeed/Mintel



Channel the on premise experience, at home

EXPERIENCE OR INTEREST IN TIER TWO FLAVORS, MAY 2020
Innovation can also help to

fill the void with packaged Mango o =
options that allow for flavor Coconut e R ——
and product exploration Coffee & I T ——
wherever the setting. Blueberry 0% - oou

Passionfruit % 7 S
While consumers have the Pear % . | S
most positive experience Tangerine 4% - ¥%
with tropica[ f[avors, interest Kiwi % . 33% |
is salient with trending Cucumber 9% %%
flavors that consumers may Apricot e % |
expect to find on cocktail Maple 14" £/ S
menus like cucumber, maple Lavender I |

and lavender.
m | have tried it and liked it u | haven't tried it, but am interested

"How would you describe your experience with, and interest in, the following flavors when it comes to alcoholic beverages?" MINTEL
Base: 1,389 internet users aged 22+ who have consumed alcohol in the past three months

SOURCE: LIGHTSPEED/MINTEL



onsumers agree - . of US u R ,consu:merﬁ
iences are more. .. hat thew' ‘ e _t mgs’that remn)d them of
% » \ 2l ' 1410/ possible [ fherr.past (eg CFnldhood

Base: 1,000 internet consumers age 18+
Source: Lightspeed/Mintel




Time travel: General Mills brings back nostalgic ’80s flavors

OO

General Mills, the fan-favorite
cereal maker, is kicking it old
school, with Cocoa Puffs
delivering more chocolatey taste,
Cookie Crisp bringing more
chocolate chip cookie taste,

Trix reviving its classic six fruity
shapes and Golden Grahams
taking us back to its retro
recipe - honey is back!
-General Mills Press Release

Source: businesswire.com
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Diners seek comfort, now more than ever

Comfort foods, seasonal flavors and local items appeal to diners.

59% 47% 34%

of US diners say comfort of US diners say seasonal of US diners say locally
foods (eg macaroni and flavors appeal to them on sourced ingredients appeal to
cheese, fried chicken) appeal restaurant menus them on restaurant menus

to them on restaurant menus

Base: 1,897 internet users aged 18+ who order food from restaurants H

Source: Lightspeed/Mintel



Flavor experimizv ’ ial is he
" 56% . 49%

’ of US consumers say they of US s
sometimes try new flavors; experiment with ne
J 23% say they go out of their flavors in snacks
way to try new flavors o~ .

_ N 4
¢ A & \ /;’f' ”,
e N -

4 N
Base: 2,000 internet users aged 18+; 1,606 internet users aged 18+ who consumed select snacks in the past three months; 1,876 internet u
18+ who have dined out in the past three months

Source: Lightspeed/Mintel
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Bridge the unfamiliar and the familiar

Consumers are most likely to try new flavors in familiar formats.

US: "What types of food or drinks would you be most likely to try a new flavor in?", Aug 2020

0
62% 61% 59%
51% 49% 49%
38%
30%
r T T T T T T T _ 1
Snacks Appetizers (eg Dessert Sandwich Pizza Dips/condiments Alcoholic Non-alcoholic Other
chicken wings, beverages” beverages
nachos)
MIiNTEL

Base: 2,000 internet users aged 18+; “1903 internet users aged 21+
Source: Lightspeed/Mintel



Go-to flavors work well as a base for flavor innovation

US consumers love the classics, not only because
many are routine pantry staples and are familiar but
also likely based on value added product availability.

Innovation that merges classics with new
complimentary flavors can feel new while
remaining approachable to the conservative
consumer.

While consumers lean into the familiar, and may be
more inclined to do so as a result of the events of
2020, consumers were already seeking ways to
explore and will likely continue to do so, but
perhaps a little more conservatively.

Current Protein Flavors
March 2020
%
67

Barbecue _
Garlic T G 1
Teriyaki I 40

Honey mustard maassssssssssssssm—mmn 38
Pepper/peppercorn IEmEESmSS———————— 35

Mesquite — 34
Buffalo ne—— 33

Citrus (eg lemon, lime) T 29

Maple T 27
Bourbon s ??
Beer msssssmm 16

None of the above mm 5

"Which of the following flavors do you currently eat when it comes to proteins (eg meat, meat alternatives)? Please select all that apply."

Base: 1,985 internet users aged 18+ who have consumed proteins in the past three months

Source: Lightspeed/Mintel
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What’s next? Move hot and spicy flavors beyond the basics

_ Experience and Interest in Flavors
Although trial and awareness of March 2020

secondary flavors may fall short of
flavors like Cajun, chipotle and
jalapeno, this new crop of flavors
that deliver heat in varying degrees
with some flavor complexity show
promise.

Flavors like salsa verde, sriracha,
hot honey, chimichurri, Nashville hot
and peri-peri have stronger interest
in future trial than prior trial.

m Any prior trial = Any future interest

"How would you describe your experience with and interest in the following flavors when it comes to proteins (eg meat, meat alternatives)?" — NET Any trial/Interest
Base: 1,985 internet users aged 18+ who have consumed proteins in the past three months
Source: Lightspeed/Mintel
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Millennials are interested in regionally inspired "Nashville hot"

Millennials are.more likely than other generations to have tried Nashville
hot across a range of categories.

DIPS/SAUCES SNACKS PROTEINS
of US Millennial sauce/dip of US Millennial snackers of US Millennial protein
consumers have tried have tried "Nashville hot" consumers have tried
"Nashville hot" and liked it; and liked it; 26% would like “Nashville hot" and liked
21% would like to try it to try it it; 24% would like to try it
Base: 1,820 internet users aged 18+ who have used dips and sauces in the past three months; 1,921 internet users aged 18+ who have consumed m
snacks in the past three months; 1,985 internet users aged 18+ who have consumed proteins in the past three months ~

Source: Lightspeed/Mintel



But other generations show'interest in trial

Regional flavors like Nashville hot have cross-generational appeal. But just seven
food products launched in the past three years contain this flavor.

DIPS/SAUCES SNACKS PROTEINS
of US Gen Z sauce/dip of US Gen X snackers would of US Baby Boomer protein
consumers would like to try like to try "Nashville hot" consumers would like to try
"Nashville hot" dips/sauces snacks “Nashville hot" proteins
Base: 1,820 internet users aged 18+ who have used dips and sauces in the past three months; 1,921 internet users aged 18+ who have consumed m

snacks in; the past three months; 1,985 internet users aged 18+ who have consumed proteins.in the past three months
Source::Lightspeed/Mintel



Traveling Through Taste Buds

Consumers already show awareness and interest in various US regional cuisines:
87% of consumers show interest in any type of regional BBQ.

US: experience with, and interest in, the American cuisines, Aug 2020

Tex-Mex (eg nachos, fajitas) 94%
Texas BBQ (eg slow cooked brisket, sausage) 94%
New England (eg chowder, lobster roll) 93%
Southwestern (eg tamale pie, chile con carne) 93%
Mid-Atlantic (eg crab cakes) 92%
Kansas City BBQ (ie thick, sweet sauce, burnt ends) 91%
Memphis BBQ (ie dry rub, pork ribs) 90%
North Carolina BBQ (ie vinegar, spice based, pulled pork) 88%
South Carolina BBQ (ie mustard-based sauces, pulled pork) 88%
Alabama BBQ (ie white sauce, smoked chicken)
® Awareness ® Any interest
MIiNTEL

Base: 2,000 internet users aged 18+
Source: Lightspeed/Mintel



Road trip searches are on the rise

Americans began researching road trips during the early months of the COVID-19 pandemic,

and searches peaked in mid-late June 2020.

” Sep 8, 2019-Aug 30, 2020

ip,

Google searches for “road tr
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Road trips have emerged as a way to travel

within our circumstances

COVID-19 restrictions highlight new travel opportunities.

FORGET THE DESTINATION A Try
1§ ALL ABOUT THE DETOY

Escape
from zozo

of road tripping, camy |3,_*
1 12t S

1S |ust a

) a : V

| Road trips are hot ﬂ‘m
family escapes. *
|\ W
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Thrillist

Thrillist released a guide to road
trips, saying that while summer may
not have turned out how we expected
it to be, "we can still satisfy our urge
for IRL exploration from the safety of
our cars.”

Eater

Food website Eater similarly created
a guide to breaking free from the
monotony of quarantine told
through six stories.

VRBO

The popular vacation rental website
VRBO promotes road trips and
staycations as safe travel options
during COVID-19.
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Regional flavors have been used to shake up

In retail, regionally differentiated
flavors began popping up in barbecue
sauces at the beginning of the last

decade and have taken off since then.

More recently, retail pizzas have
begun to explore regional styles.

These products begin with something
familiar and add a level of specificity
to make the category feel new again.

mature categories

Texas-Style BBQ Sauce

Detroit-Style Pizza

MINTEL


https://www.gnpd.com/sinatra/recordpage/6492657
https://www.gnpd.com/sinatra/recordpage/3953651

Snacks are especially fruitful for flavor variation

38% of US consumers who have increased their salty snack consumption in the past year have
done so because of a better variety of flavors available.

Mid-Atlantic Midwest Southern
Chesapeake Bay Crab Spice Flavored Deep Dish Pizza Flavored Nashville Style Hot Chicken Flavored
Potato Chips Potato Chips Potato Chips

MINTEL


https://www.gnpd.com/sinatra/recordpage/5765709
https://www.gnpd.com/sinatra/recordpage/6830657
https://www.gnpd.com/sinatra/recordpage/5356717

Regional also appears in internationally inspired food and drink

Consumers can't necessarily travel far right now, but this doesn't mean
they aren't also missing international flavor exploration.

lasloy
raincoast
crispecotte

THE BRAZILIAN BITE FOR CHEESE LVERS!

S B
A

Forno de Minas Frozen Baked Cheese Market District Ciabatta Bread "respects Lesley Stowe Raincoast Crispcotti
Sticks are described as a "traditional all the finest in Italian baking Pineapple and Thai Basil Crackers "are
and regionally inspired comfort food." traditions.” It explains that ciabatta is inspired by the exotic flavors of the
native to the Apulia region of Italy. Pacific Rim region,"” with a combination

of pineapple, mango and Thai basil.

MINTEL



Exotic food and drink bring numerous rewards

Consuming world cuisine can leave a deep impression. Such exotic flavours make us feel
closer to new cultures, excite our daily lives and inspire new purchase patterns

A SUBSTITUTE FOR TRAVEL ENCOURAGES AFFORDABLE
EXPERIENCE EXPERIMENTATION EXCITEMENT
o/ 0 0
(o) 0 (o)
of Canadian adults say that of Italian adults say travelling of UK respondents say world
internationally inspired encourages them to try a new cuisine meals are an
foods are a good way to flavour* (eg getting to know inexpensive way to inject
experience other cultures new cuisines) some excitement into the day

Base: Canada: 2,000 internet users aged 18+; Italy: 1,000 internet users aged 16+; UK: 1,775 internet users aged 16+ who have eaten world
cuisines at home in the last three months

Source: Lightspeed/Mintel


https://reports.mintel.com/display/976414/

Tap into quirky combinations of savory and salty flavors

The blurring of sweet and salty
flavours has been evident in China
and Japan over recent years, and
38% of US frozen treat consumers,
particularly affluent consumers, find
salty flavours appealing.

Japanese launches can provide
inspiration. Akagi Nyugyo has
released a popsicle that tastes like
an omelette; the suggested topping
is soy sauce. Fast food chain First
Kitchen has launched a French fry
dish topped with ice cream, »
chocolate sauce and sprinkles. First Kitchen French fry dish Akagi Nyugyo's Garigari-kun
(Japan) omelette flavour (Japan)

—

MINTEL

Source: First Kitchen; Japan Today


https://japantoday.com/category/features/new-products/garigari-kun-releases-new-egg-omelette-flavored-popsicle

Celebrating ingredients and people can connect
the drink to the place of origin

Celebrating authentic
local ingredients

To convey authenticity, the
recipe should be as similar
as possible to the one
where the drink was
founded. Using the same
ingredients can achieve
this consistency.

Celebrating people

With 65% of US travelers
liking travel activities where
they can meet local people,
transportive drinks can make
consumers feel connected to
a far-off place by describing
how the people there make
the drink special.

THE COLA THAT GIVES BACK.

Karma Drinks credits its kola nut
growers in advertising

MINTEL
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Recognize a shift in
consumer discovery

Consumers are open to new flavors
and ingredients, but the way they
are learning about innovation is
shifting.

Foodservice exposure isn't always
the primary discovery source,
especially as consumers are
increasing their retail purchases,
and cutting back on dining out
during the recession.

Go beyond the basics

Think bigger than big cities like
Chicago and New York when
considering regional flavor
innovation opportunities.

Consumers are interested in hyper-
local flavors and ingredients and
are recognizing the nuances
between various regional cuisines,
though this is largely untapped by
brands and operators.
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Make new flavors
approachable

Familiar formats and cuisines go a
long way in encouraging consumer
trial. Regional and international
flavor innovation should consider
the current climate with a focus on
comfort foods and value.
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Thank you!

|

Stephanie Mattucci
Associate Director, Food Science

The world’s leading market
intelligence agency

Our expert analysis of the highest quality data and
market research will help you grow your business.

MINTEL

Experts in what
consumers want
and why




