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WHAT'S TRENDING

FOOD SCIENCE—FOR EYES & EARS
Want to listen to industry news and views on the way to work? Catch
a quick video on a lunchbreak? Prepared Foods now goes anywhere—
and everywhere—to cover critical topics.

Better Beverages

PepsiCo’s new Pepsi
Prebiotic Cola includes 5g
of cane sugar, has 30
calories, and contains no
artificial sweeteners. It also
delivers the added
functional ingredient of 3g

NO 58 | 30 caores | 5G sucar | 3G FER™

]

of prebiotic fiber.
READ NOW!

Java Time
Private label processor Westrock

Coffee Company opened a new

525,000-sq.-ft. production facility in

Conway, Ark. The new site Is

equipped to produce millions of
single-serve cups dally.
READ NOW!

Tariffs Impact Food Costs, Prices

New US tariffs could certainly impact the
cost of food and beverages, argues the
National Restaurant Association (NRA).
NRA President & CEO Michelle Korsmo
sald these changes could increase the
prices for popular restaurant items such
as coffee and hamburgers and raise prices
for many other needed menu ingredients.
READ NOW!

- Hot Take: New Flavor
—LIMITED Enivjon 0le m The sandwich cracker brand Lance

“NashuL

w2 M introduced its first new flavor in nearly four

o | years: a limited-edition Lance Nashville

Hot. Lance says it features a “punch of

creamy cheddar, bold heat and a dill pickle

| zing” In every bite between Lance’s

. .~ traditional “Toast Chee” Cheddar crackers.
S ——— | READ NOW!
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Start your search today

Find everything you need, right here!
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New Products

Meet the Spooky Season Fans Celebrating “Summerween”

Fueling the Rise of Summerween

Mars Incorporated, Newark, N.J., said it was going all in on “Summerween”
and introducing its 2025 Halloween candies line-up in late July to retailers.
New offerings include M&M’S Milk Chocolate Pumpkin Pie and a M&M’S
Halloween Blend, Snickers Pumpkins, Twix and Snickers “Ghoulish Green”
candies and Skittles Shriekers.
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“Summerween is a movement and Mars is matching that energy—making
sure your favorite Halloween products are on shelf whenever you're ready to
celebrate,” said Tim LeBel, Mars chief Halloween officer and president of
sales. “We're inspired by the fans reshaping tradition and we’re ready to

P e celebrate alongside them with more than 90 products in our 2025
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Candy and Cookie

The Hershey Company collaborated with Mondeléz International, Inc. for two crunchy, creamy treats combining the
companies’ Reese’s and Oreo brands. One offering is the Reese’s Oreo Cup, which combines milk chocolate and
white creme peanut butter cups with Oreo cookie crumbs.

"At REESE'S, we're obsessed with pushing the boundaries of what chocolate and peanut butter can become — and
our fans fuel that fire," said Dan Mohnshine, vice president, U.S. Confection Marketing, The Hershey Company. "This
isn't just another product launch — it's two legendary brands coming together to create something absolutely
unprecedented that'll blow minds and taste buds everywhere."

Sweet Snacking

Mars, Incorporated, Newark, N.J., tapped the nostalgic flavor of
peanut butter and jelly sandwiches for its latest product offering:
M&M'S PB&J chocolate candies. The company closed July with a
lunch special promotion including the candies, a collectible,
limited-edition lunch box and a promotion featuring popular TV
mom actress, Kim Rhodes.

"Fun is what makes M&M'S such a beloved brand, and sometimes
that means taking a trip down memory lane to relive the simpler
times that made us all smile," said Martin Terwilliger, vice
president of marketing, Mars Wrigley North America.

M&M'S Peanut Butter & Jelly is available at retailers nationwide and
online at MMS.com in Single (1.630z.), Share (2.830z.) and Sharing
Stand Up Pouch (8.60z) sizes.
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Fashionable Flavor!

After a limited-edition launch last year, Lindt & Springli (USA) came back this July with its Lindt Dubai Chocolate
Bar. The offering combines Lindt milk chocolate with a filling made from pistachio paste containing 45%
pistachios, crunchy kadayif, almonds and hazelnuts. Bars are available at Walmart, Target, Walgreens, Kroger,
Albertson's, Meijer, Publix, Stop & Shop, Hannaford, Hy-Vee and other retailers.

“After our handmade limited-edition bars sold out in a matter of days in December 2024, it was our mission to
create a refined recipe using state-of-the-art technology,” said Ann Czaja, Lindt master chocolatier. “We keep a
close eye on flavor trends and are proud to invite consumers across America to taste our newest luxurious
creation!”
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Mindful Sweet Treat

Hormel Foods Corp. extended its Justin's spreads and snacks brand with Peanut Caramel Nougat Chocolate Candy
Bars in two varieties: Dark Chocolate and Milk Chocolate. Both are offered in a 1.40z single-serve format with an
MSRP of $2.49-$2.79, and 4.20z multi-serve pouches containing six individually-wrapped, mini-size bars with an
MSRP of $6.79-$7.49. The candy bars debuted this summer at Sprouts Farmers Market, with additional retailers
following throughout the year, including Whole Foods Market in August.

"As consumer demand for simple ingredient treats grows, we're delighted to provide both new and loyal fans alike
with a new way to enjoy Justin's organic chocolate treats in nostalgic and beloved formats," said Jenny Burns,
senior director of brand equity at Justin's. "We've seen strong retailer interest for the candy bars from our long-
time retail partners like Sprouts and Whole Foods, and are looking forward to partnering with them and others to
offer shoppers another permissible indulgence they've been craving."

Nostalgic Flavor

Mars Inc., Newark N.J., extended its popular TWIX line with new
nostalgic flavor: snickerdoodle cookie. TWIX Snickerdoodle
offers crunchy cookie, gooey caramel and smooth milk
chocolate along with a cinnamon-sugar swirl of snickerdoodle-
flavored caramel, the company says. TWIX Snickerdoodle hit
shelves nationwide in July in Single (1.40z) and Share (2.80z)
sizes.

"Because TWIX is the iconic brand of two, we're always looking |
for ways to double down on flavor," said Martin Terwilliger, W AT _ adificl P TN
marketing vice president, Mars Wrigley North America. "TWIX B i\ NN i sy
Snickerdoodle gives fans a new twist on the layers they already
love. It's the perfect balance of familiar and trendy flavors, and

we know it's going to be a fan favorite.”

Chocolate—Plus

The Hershey Company, Hershey, Pa., greeted summer with a new, limited-time Hershey’s Milk Chocolate with
Caramel bar with a caramel center.

"The combination of our signature milk chocolate with golden caramel transforms the classic Heshey’s bar into
something extraordinary — it's tradition reimagined with just the right touch of indulgence," said Kyle Webster,
senior associate brand manager, at The Hershey Company. "We're delighting s'mores lovers everywhere with a
delicious twist to nights by the campfire and the addition of melty caramel to HERSHEY'S Milk Chocolate."
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FULLY COOKED

There’s a lot to
love about the
convenience of our
Ancient Grains

LOVE THE GOODNESS!
Heart Healthy * Diabetes-friendly « Wholesome & Filling

LOVE THE BENEFITS!

Nutritious * Rich in Fiber * Loaded with Antioxidants

furmanosfs.com/contact-us



https://furanosfs.com/
https://digitaledition.preparedfoods.com/september-2025/emagazine-help-guide/
https://bnp.dragonforms.com/loading.do?pk=RSIGN&r=&returnurl=http%3A%2F%2Fwww.preparedfoods.com%2Fuser%2Fpostlogin%3Fredirect%3D%2Femagazine&omedasite=BNP6408_PREPAR541login
https://www.dropbox.com/scl/fi/7oq3ny8im0el7ogcttp1o/PF-Sept-2024.pdf?rlkey=583k14r2e9x3ogldnstmygbq1&st=oj1m8r8x&dl=1
https://digitaledition.preparedfoods.com/september-2025/table-of-contents/
https://www.preparedfoods.com/

i TOC

New Products

PROTEIN
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Protein—Plus

The Hershey Company’s ONE Brands protein bar business
Hershey's Double Chocolate bar with 18¢ of protein and 1¢g
chips.

partnered with Hershey’s chocolate for a ONE x
of sugar. It includes real Hershey's cocoa and chocolate

"The ONE x Hershey's Double Chocolate flavored protein bar isn't just another convenient and nutritious snack—it
unlocks a sweet, satisfying and unforgettable flavor experience that only ONE can offer," said Deanna Lyons, brand

manager at ONE Brands.
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REESE'S PEANUT BUTTERY CREME
WITH ORED COOKIE CRUMBS

Sweet Duo

Lovely Day for Ice Cream

Van Leeuwen Ice Cream LLC, Brooklyn, NY., partnered
with global alcoholic beverage maker Diageo for a co-
branded line with Guinness beer. Inspired by the classic
"Lovely Day for a Guinness"” ads of the 1950s, the
limited-edition ice cream pays homage to that same
legacy. Pint cartons say the offering is Guinness flavored
ice cream with chocolate chunks.

“At Van Leeuwen, we're all about making good ice cream
that makes you feel good - and what better way to do
that than with Guinness?” said Ben Van Leeuwen, CEO
and co-founder. “Their bold, smooth flavor is a perfect
match for our rich French-style ice cream, and this
collab felt like the kind of lovely-day indulgence that
summer calls for.”

]
=,
LIMITED
EDNTION

The Hershey Company partnered with Mondel&z International, Inc. to put two big brands together with the Oreo
Reese’s Cookie. Each cookie features signature Oreo chocolate sandwich cookies filled with a Reese’s peanut
buttery creme with Oreo cookie crumbs. Oreo Reese’s Cookies were available nationwide starting September 2025,
while supplies last, and will return to shelves as part of the OREO brand's portfolio in January 2026.

"At OREO, we're always striving to break into the cultural conversation with unexpected and delicious partnerships
for fans,” said Michelle Deignan, vice president, the Oreo brand, US. “As a 110+ year-old brand, we're constantly

looking for ways to disrupt the snacking market.”

4

BECAUSE

MWD REAL

WORKS"™

Better
Ingredients,
Backed by

Nature.

farmRich

Fh”l“-l'l OWHED SINCE 1977

CHOCOLATE
BROWNIE BITES

IN A SWEET CRISPY BREADING

satisfy a
covered

T
COORKIE STRAIGH
AFROH THE UFPSIDE DDWN/

Frozen Fun

Rich Products Corp., Buffalo, N.Y., extended its Farm Rich brand
with three frozen snacks suitable for microwave, air fryer or
oven. Included are new Chocolate Brownie Bites that have a
fudgy brownie bite center and chocolate crumb coating.

"QOur latest innovations deliver everything we love in a snack:
bold flavors, convenience and real ingredients," said Kelly
Rabinowitz, director of marketing, Frozen Retail Brands at Rich
Products. "Whether you're craving heat, comfort or looking to

chocolate sweet tooth, we have summer snacking
for the whole family.”
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Celebrating Stranger Things

Mondelé&z International, Inc., East Hanover, N.J., created a special CHIPS AHOY! cookie to celebrate this November’s
return of the Duffer Brothers' Stranger Things series. Officials say the CHIPS AHQY! x Stranger Things Limited-
Edition Cookie is “inspired by the Upside Down, a dark alternate dimension that has played a key role throughout
every season of Stranger Things.” The cookies feature a new CHIPS AHOY! chocolatey base, fudge chips and a red

strawberry-flavored filling.

Beginning on August 11, fans could find the CHIPS AHOY! x
nationwide, starting at $5.79. In addition to the traditional

Stranger Things Limited-Edition Cookie at retailers
tray, the cookies also are available in two-count portion

packs. This fall, the award-winning series returns with its fifth and final season. Stranger Things 5 will release on

Netflix across three premiere dates with four episodes on

Fun with Flavor

Jeni’s Splendid Ice Creams, Columbus, Ohio,
greeted summer with a range of new offerings. It
partnered with artist Cj Hendry in mid-August for a
provocative exploration of color and flavor in a New
York City pop-up ice cream shop experience. Its
limited edition OPAQUE was a jet black ice cream
made with black cocoa, espresso fudge, and
balsamic cherry.

Jeni's also celebrated national ice cream month
(June) with a new "Super Fun Times” summer
collection with as many as six new offerings.
Included was a Toasted S'mores variety with
“toasty vanilla bean marshmallow ice cream with
gooey milk chocolate and graham cracker cookies.”

November 26.

ICE CREAM

Better Bars

= NEw e Nature's Bakery, Pasadena, Calif. (Mars Incorporated), extended its

ﬂll': :'llﬂ namesake brand with Hearty Bars soft-baked bars that are vegan,
nut-free, and “thoughtfully made to support a balanced, on-the-go
lifestyle,” the company says. They come in Blueberry and Chocolate
NAT= nEs NAT = Itl? Chip varieties with whole grains, real fruit, Rainforest Alliance
BAKERY BAKERY Certified™ cocoa, 9¢ of plant-based protein from fava bean and
SHEARTY BARZ ZHEARTY BARZ

"With Hearty

WUT  NOWIGHFRUCTOSE PLANT  OMRY  [VERMEIED : : . . .
FREE  CORNSYRUP  BASED  ppep S taste and thoughtful ingredients which sets us apart in this space.”

Small Size, Big Flavor

Sindoni North America, Miami, used the 2025 Summer Fancy

Food Show to introduce Pirucream Bites with the crunchy
texture of a thin rolled wafer around a smooth, creamy
center. They come in three flavors: Chocolate Hazelnut,
Double Chocolate, and Coconut Créme.

“Pirucream Bites represent an exciting evolution for our
brand,” said Jonathan Sanchez, CEQ of Sindoni North
America. “We've taken our delicious heritage recipe and
adapted it for today’s lifestyle, with the same quality of
everyday indulgence. With this new line, we’re opening the
door to entirely new retail conversations across the U.S.”
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sunflower sources.

Bars, we aimed to create a delicious, soft-baked snack

made with plant-powered protein that's suitable for all ages and
stages,” said Pilar Arellano, senior vice president of marketing at
Nature's Bakery. "Our oven-baked recipe combines ingredients like
fava bean and sunflower protein paired with delicious chocolate chips
and real blueberries, so we've crafted a bar that delivers on texture,
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Mini Pie, Max Flavor

Sara Lee Frozen Bakery, Oak Brook, Ill., introduced Cyrus
O'Leary's Mini Cream Pies in six flavors for foodservice
and convenience store operators. The 4-inch, single-
serve pies come with whipped topping and a layer of
filling over a pressed, graham crust. Varieties include
Banana Cream, Chocolate Cream, Coconut Cream,
Lemon Cream, Strawberry Shortcake Cream and
Tiramisu Cream.

"Foodservice and convenience store operators can boost
sales by offering small, satisfying, grab-and-go treats,"
said Ryan Morris, senior brand manager of foodservice at
Sara Lee Frozen Bakery. "Whether rewarding themselves
after a long day or taking a moment to relish in
something sweet, consumers will appreciate the
perfectly portioned indulgence of Cyrus O'Leary Mini
Cream Pies."
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Unilever United States Inc., Englewood Cliffs, N.J., partnered with The Hershey Company for a three-item Breyers
Campfire Collection of S'mores treats featuring marshmallow, Hershey’s milk chocolate and crunchy graham
cracker. Offerings include ice cream in a 480z Tub as well as pints. There's also a S'mores Bar and a S'mores

Sandwich.

"Many people assume that the marshmallow-roasted taste of s'mores can only be found around a firepit. Breyers
found a way to take the most beloved part of camping — the s'mores — and make it accessible to anyone,
anywhere," said Bentley King, US Head of Ice Cream Marketing Operations at Unilever.

It’s a Big Deal

General Mills, Minneapolis, extended its Pillsbury line
with BIG COOKIES Cookie Dough, described as “more
than three times the size of Pillsbury’s classic cookie.”
Three flavors include S’'mores, Chocolate Chunk Salted
Caramel, and Double Chocolate Cherry. They debuted at
Walmart in May and rolled out to retailers nationwide for
a MSRP of $5.99.

“Larger, bakery-style cookies are trending right now, so
we knew it was time to bring those big flavors home,”
said Michelle Odland, business unit director for Pillsbury.
“Perfect for anytime indulgence, Pillsbury BIG COOKIES
help you fulfill a craving within minutes.”
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CONSUMER INSIGHTS

Innova finds only one-third of
consumers limit “demonized”
bad-for-you ingredients.

Demonization doesn't have to be a death sentence for an ingredient or product because consumers may not pay
much attention to ingredients. New research from Innova Market Insights shows that only 36% of North American
consumers describe their approach to healthy eating as limiting ingredients that are bad for them. Many also don't
check ingredient lists on packaging.

So, although tracking cultural conversations around demonized ingredients is essential, immediate action to
remove them from the food supply is not always necessary.

Ultra-processed foods (UPFs) are among the top types of demonized foods, as are many of the ingredients used in
processing. Again, the volume of media and social media buzz may not mean that manufacturers need to
reformulate.

Consumers do not have a clear understanding of food processing. Public health experts continue to debate the
definition and safety versus harm of UPFs so consumer confusion is not surprising. About half of consumers
surveyed in the US and Canada report eating UPFs no more than once a week; an unlikely reality given how
available these products are, and how well they tend to sell. North American participants in a recent Innova survey
note that they consume UPFs because they are affordable and taste good (41% each). Affordability and taste are
two major purchase drivers for food and beverage products.
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PhytoPin® is pine phytosterols produced from the Les Landes
forest in Southwest France by a vertically integrated
manufacturer providing complete traceability. PhytoPin is >99%
sterol isomers and is comprised of 75% Beta-sitosterol and just
under 90% Beta-sitosterol and Beta-Sitostanol. It also contains
about 12% campesterol and campestanol. This leaves <3% other
sterol isomers in the product. Because of this, PhytoPin is an
extremely efficient source of beneficial plant sterols with a high
potency for meeting approved health claims.

Heart Health
Prostate Health
Hair Loss

Non GMO
Clinically Proven

94090 Roxlor International
L L 1013 Centre Road, Suite 106, Wilmington, DE 19805

ROXLOR p. 302-778-4166 | f.302-999-8155
e. info@roxlor.com | www.roxlor.com

The terms "natural" and "clean" can suggest freedom from demonized ingredients such as artificial sweeteners,
additives, and preservatives. Because these terms do not have regulated or agreed-upon definitions, they cannot
be relied upon to indicate whether a product contains demonized ingredients. Also, 37% of North American
consumers surveyed by Innova would compromise on natural flavors for a product to taste good.

"Our research shows that affordability and enjoyment are strong drivers of food choice, while demonized
ingredients are not a major concern for most consumers,” says Lu Ann Williams, global insights director at Innova
Market Insights.

"The current US political landscape and weakened regulatory environment are poised to ramp up demonization of
ingredients like seed oils, artificial colors, preservatives, and artificial sweeteners. But reduced government
regulation could lead to an increase in a more harmful consequence, less protection against foodborne illnesses."

Innova is a global leader in market intelligence for CPG, including food, beverage, beauty, personal care, and
household products. Learn more about its related research on ultra-processed foods at
https:/www.innovamarketinsights.com/reports/ultra-processed-foods-global-consumer-trends-and-attitudes/
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Protein ingredients, products proliferate to
satisfy consumer interests across all categories.

What is the most popular nutrient in 2025? Protein. What was among the favorites in 20247 Protein. How about
2023 and 20227 Protein and protein.

It’s easy to be jealous of protein, the nutrient that most captivates American consumers year in and year out. US
consumers associate protein with health and wellness, which is a top priority. They also link protein with desirable
benefits such as energy, stamina, and weight management. And if some protein is good, US consumers consider
more to be better.
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Protein and Innova’s Top Trends

Each year, Innova Market Insights resets its Top 10 Trends for
food and beverage products in the coming year. We base these gﬂ%}‘@ %’g@* %’Fg}’@"
trends on several considerations—including global macro level :
forces, consumer trends, and changes in the food and beverage
marketplace.

For 2025, our No. 1 trend is “Ingredients and Beyond—-Elevating “m:(:gm
Standards.” The trend captures the importance of ingredients
such as protein to enhance product quality and value—
especially in the eyes of consumers. Quality in ingredients and
products ranks as the top consideration for consumers, with
protein as an ingredient that connotes quality.

We see an emphasis on protein and protein
content in both name brands and private label
products. This demonstrates solid movement in
private label to match their branded
counterparts’ product quality attributes,
including protein content.

Our No. 2 trend, “Precision Wellness,” also
embraces protein. Precision wellness
incorporates several factors—including
personalized approaches to health and
functional nutrition; as well as individually
selected ingredients, like protein. In pursuing
personalized wellness, consumers consider
their own health priorities, including consuming
more protein, as the foundation for diet
planning. Protein always seems to be a
personal health priority, regardless of stage of
life, health status, lifestyle, generation, or
gender.

US Consumers Want More

Innova consumer trends surveys demonstrate how protein resonates l§9
with US consumers. When asked what type of diet they follow, one- ;B§
quarter of US consumers—including more men than women—name a m' “—Tcgas
high-protein diet. Protein also appeals across generations. That said, o

younger generations more than older (and especially more than
Boomers) say they follow a high-protein diet. Income level also impacts
protein intake. US consumers at a mid-high- or high-income level are
more likely to report following a high-protein diet than are consumers
at middle- or lower-income levels.

US consumers also focus on protein as an essential ingredient. Two in
five North American consumers we surveyed name protein as the most
important ingredient. They strive to consume enough protein
particularly to help them build muscle and manage their weight.

We drilled down in our survey questions to examine the types of
protein preferred by US consumers. Most consumers choose familiar A : \ET W07
meat and dairy protein sources, although we spotted growing consumer i |
interest in dairy alternatives and meat substitutes. The dairy alternative
bases that are most familiar to and popular among consumers—
including rice, oat, almond, and coconut—are not particularly high in
protein. Some dairy alternatives contain added protein, often pea
protein. Consumers say they replace meat most often with eggs, fish,
and seafood. However, they also report being willing to buy meat
substitutes and dairy alternatives that have familiar ingredients.

Other features in meat substitutes and dairy alternatives could appeal to
consumers in the US. The US consumers we surveyed are looking for lower
prices, better flavor, and texture improvements. Reduced sugar also
\ resonates with consumers. Noticeable proportions of consumers read labels
and expect plant-based alternatives to offer comparable nutrition to their
animal-based counterparts.
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Data collected as part of our 24x7 monitoring of new product launches show
that protein claims are the most prevalent claims in plant-based, dairy, and

egg-based products. We even see protein claims emerging in limited-edition
and seasonal product launches.
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Despite the enduring popularity of protein, we observe that launches with
protein ingredients—with or without a protein claim—are growing more slowly
than food and beverage launches overall. Furthermore, incorporation of
protein ingredients into new product launches may have peaked. This could
be the sign of a mature and stable marketplace with saturation in protein
penetration across categories.

Still, protein ingredients help drive product innovation. This is especially true with meat and dairy products, meat
substitutes and dairy alternatives, ready meals, side dishes, and sports nutrition offerings.

Popular dairy protein ingredients are whey protein, which also can be produced via precision fermentation, and
casein protein. Whey and casein protein appeal particularly in sports nutrition products, where they aid in muscle
repair and muscle building. Egg protein, mainly in the form of egg albumen or egg albumen powder, is most often
used in bakery and confectionery launches.

Plant-protein ingredients are experiencing solid growth and have been the most widely used protein ingredients.
This is partly in response to consumer demand for healthier and more sustainable protein options. Plant proteins
often appear as protein enhancements or as replacements for animal protein in products with plant-related claims
such as plant-based, vegetarian, and vegan. Soy protein and wheat protein are the most commonly used
alternatives. We also see growth in textured proteins from wheat, pea, and vegetables that provide a meat-like
consistency to ground meat substitute products.

Technology and Protein Ingredients

Manufacturers can turn to precision fermentation to generate
specific protein ingredients. Moreover, this technological
process is promoted as a more efficient and sustainable
protein production method. Among the animal-free proteins
that can be produced via precision fermentation are beta-
lactoglobulin as a whey protein alternative; alpha-lactalbumin
for infant formula; the egg protein replacements ovalbumin
and ovomucoid; and heme proteins that provide meat-like
color and flavor, collagen, and gelatin.

Cultured protein, including mycoprotein, represents a newer
type of protein ingredient. US product launches with
mycoprotein are limited to one meat substitutes processor.
Success of this ingredient will require wider use and adoption.
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Protein and Package Claims

It is not surprising that “high / source of protein” is
: iy the top US claim on food and beverage launches
l with added protein ingredients. US consumers are
highly interested in protein and are likely to
respond to labels calling out this nutrient. An
important claim pairing features a protein claim
plus a plant-based lifestyle claim such as vegan or
vegetarian.

AT = Informed followers of vegan and vegetarian diets
Fy“D recognize the challenge of consuming enough
o protein so guidance toward protein sources could
be appealing and reassuring.

Several other claims often appear on products with a protein claim. Sugar-related claims are on the rise, especially
for dairy, dairy alternatives, and other categories with both protein and sweetness. Gluten-free claims may appear
on products with a protein claim—as gluten-free often is paired with other health-related claims.

Limited-edition and seasonal launches with protein claims, especially in confectionery and bakery, demonstrate
that protein is important to consumers during all occasions throughout the year.

Challenges and Opportunities

Innova’s No. 5 trend for 2025, “Plant-based-Rethinking Plants,” reflects consumer sentiment toward plant-based
products that imitate their meat counterparts. Plant-based continues to evolve—shifting from substitutes and
alternatives for meat and dairy—to new concepts that embrace whole plant ingredients. Because many plant foods
are not high in protein, manufacturers may need to reformulate products in a way that honors the plant and yet
delivers enough protein to qualify for a protein claim. Beans, peas, and lentils are among the higher protein plant
ingredients that could be incorporated into plant-based offerings.

US survey participants stress the importance of and desire for naturalness, a clean label, and responsible sourcing.
They also are concerned about ultra-processed foods. This puts pressure on companies to embrace simpler, plant-
based formulations and whole food alternatives to animal protein foods. Of course, good taste and an attractive
price point also are important to today’s consumer.

Protein enhancement presents both challenges and opportunities. The impact of protein ingredients on taste and
texture continues to be a challenge. Addition of clear protein ingredients to clear beverage products broadens the
potential for protein claims.

Consumers who are not accustomed to clear protein ingredients may need to be educated on how carbonates and
sports drinks can be a protein source.

As consumers seek personalized nutrition, they are likely to look for protein solutions to their health and lifestyle
needs. Industry players will need to tailor protein solutions to various target populations.

And finally, technology is positioned to change the marketplace for products featuring protein. Our No. 10 trend,
“Al-Bytes to Bites,” highlights how artificial intelligence (Al) and technological innovation change how we live and
what we eat. Al has begun to reshape product innovation and production—from ingredient sources to ingredient
combinations, flavor development, production, and labeling. The future holds opportunities for Al to disrupt the
protein marketplace with new products, new protein ingredients, and new personalized and precision nutrition
protein solutions.

Lu Ann Williams is Global Insights Director at Innova Market Insights, provider of market research services including the Innova Database. With more
than 25 years’ experience in the food industry, Lu Ann is a trend expert and frequent public speaker at events worldwide. She leads a team of
analysts and works with global clients. Contact her at luann.williams@innovami.com
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