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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.

GLP-1 Medications, Artificial
Intelligence and Food
Technology in 2025
Science and policy experts
identify trends that will shape
the global food system in the
year ahead.
READ NOW!

CREDIT: Image generated using arti4cial intelligence

Americans Struggle to
Eat Healthy
Purdue’s Consumer Food
Insights Report reveals a
gap between consumers’
nutrition goals and their
actual eating habits,
highlighting taste and
affordability as key
barriers. READ NOW!

 

Sam’s Club Sets New Standard for
Ingredients Transparency
Driven by member insights, the
brand’s “Made Without” program
removes artificial colors, sweeteners,
and more from nearly all Member’s
Mark foods.
READ NOW!

CREDIT: Sam’s Club / Walmart Inc.

What the Strengthening
Organic Enforcement Rule
Means for Product Developers
The new rule expands who must
be certified, tightens
documentation requirements
and increases oversight of
imported organic ingredients.
SEE INFOGRAPHIC

CREDIT: Getty Images
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New Products
Showcasing Sweets & Snacks Expo Winners
 

This spring saw the National Confectioners Association (NCA) announce winners of the 2025 Most Innovative New
Product Awards during NCA’s annual Sweets & Snacks Expo in Indianapolis.

"The Most Innovative New Product Awards are a celebration of the creativity and ingenuity that keeps people
coming back to the candy and snack aisles," said John Downs, NCA president & CEO. "Consumers turn to
confectionery and snack products to add a little sweet or salty touch to special occasions and everyday moments.
This year's MINPA winners are outstanding examples of the ways in which the confectionery and snack industries
are delivering products to meet consumers where they want to be met."

This year, more than 400 products were submitted for consideration in a variety of categories, with retail leaders
specializing serving as judges.

Trophy Time
Sweets & Snacks Expo announces 2025 “Most Innovative New Product Awards”

Best in Show: Belle's Gourmet Popcorn Matcha Latte Popcorn

Small Business Innovator: Nomad Snacks Pad Thai Flavored Ready-to-eat Popcorn

Chocolate: Pop & Sol Coconut Flaked White Chocolate Covered Cashews

Gourmet/Premium Confections: Mattigan's Dubai Style Chocolate Spread

Gum & Mints: breathROX Popping Breath Mints – Blue Raspberry

Gummy Candy: Nerds Juicy Gummy Clusters – Strawberry Punch

Non-Chocolate Candy: Juicy Drop® Gummy Mystery Cube 5oz Original Flavor

Novelty/Licensed: Ezee Freezee Freeze-n-Peel Strawberry Pop

Seasonal: Amos Tastysounds JinglePop Graffiti

Meat Snacks: Bavarian Meats Original Lil' Landjaeger Individually Wrapped Stick

Salty Snacks: Belle's Gourmet Popcorn Dubai Chocolate Popcorn

Savory Snacks: Snak Club Ramen flavored Snack Mix

Sweet Snacks: Chunk Nibbles Toffee Sweet & Salty Clusters

Baked Goods: Trashy Gourmet Shortbread Cookies with Mini Strawberry Boba from Molly Bz Cookies

About the National Confectioners Association (NCA)

The National Confectioners Association is the voice of the U.S. confectionery industry. Our member companies create
moments of joy with chocolate, candy, gum, and mints, drive $54 billion in retail sales, and add a little sweetness to
life. NCA champions policies that help candy makers and other stakeholders in this unique category thrive while
reminding consumers that chocolate and candy are treats. Learn more at CandyUSA.com or follow NCA on
Facebook, X, and Instagram.

 

The Most Innovative New Product Awards Winners are:
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prepared
FOODS
WEBINAR July22,2025at2:00PMEDT

BoostFlavourand
FunctionalityinPlant-
BasedBeverages
WithBio-BasedSolutions

SPEAKERS:

MonicaGarces
Market
Development
Manager
Jungbunzlauer

EmilyHutchinson
TechnicalSupport
Specialist
Jungbunzlauer

SPONSOREDBY

Jungbunzlauer

Demandforplant-basedbeveragesisrising,drivenbyhealth,
environmental,anddietarytrends.Yet,challengesaroundtaste,
texture,stability,andnutritionremain.

Inthiswebinar,we'llexplorekeyformulationhurdlesandshare
actionablesolutionstohelpyoucreatesuperiorplant-based
drinks.DiscoverhowJungbunzlauer'sbio-basedingredientscan
enhanceflavour,improvefunctionality,andmeetevolvingconsumer
expectations.Joinustogainvaluableinsightsandpracticalstrategies
fordevelopingbeveragesthatarebothenjoyableandsustainable.

LearningObjectives:
•UnderstandhowJungbunzlauer'smultifunctionalmineralsalts
cansolvekeyformulationchallengesinplant-basedformulations.
•Exploreclean-labelstrategiesformaskingoff-notesand
improvingtasteinplant-basedformulations.
Learnhowbiogumscanoptimisemouthfeel,improve
suspension,andenhancetheoverallstabilityofplant-based
drinks.

Discoverhowtoboostthenutritionalvalueofdairyalternatives
usingJungbunzlauer'shighlybioavailableorganicmineralsalts.
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SUSTAINABILITYTRENDS

Choose The

Annual Sustainable Market Share Index shows CPG
products marketed with sustainable attributes increased
market share by 2.6 percentage points since last year.

Social Ingredient

This May saw PepsiCo PepsiCo re7ne its long-term sustainability goals under its pep+ (PepsiCo Positive) initiative. It expands its ingredient purchasing goal and
expects to source regenerative agriculture ingredients from as much as 10 million acres of land by 2030. Credit: PepsiCo Inc.

The 2024 Sustainable Market Share Index™ (SMSI), an annual research initiative at the NYU Stern Center for
Sustainable Business (CSB) in partnership with Circana LLC, shows US consumer packaged goods (CPG) products
with sustainable attributes marketed on the package enjoy 23.8% market share, up from 21.2% in the previous year.

For the first time, CSB also conducted the methodology on two European markets, the United Kingdom and
Germany, to find a significantly higher market share in both countries.

Key findings include:

In 2024, the United States’ market share of sustainable products was 23.8% (excludes private label/store
brand purchases). The share of sustainable products and private label products are both steadily
increasing at the expense of conventional products.

The UK and German sustainable markets largely outweigh the U.S. share. In the UK, sustainable products
make up 36.8% of the market share, and in Germany, 42.0%.

Products marketed as sustainable achieved a five-year CAGR of 12.4%, growing 2.3 times faster than
conventionally marketed products and outpacing the total U.S. market’s 6.8% CAGR.

Sustainable products in the U.S. still enjoy a significant price premium, costing an average of 26.6% more
than their conventional counterparts. However, the price premium has stabilized, largely unchanged
throughout the recent inflationary period. Moreover, the average price premium across all categories is at
or below 5% in the European markets studied.

“Sustainability isn’t just a trend; it’s a business imperative,” said Joan Driggs, vice president of Content and
Thought Leadership at Circana. “This research demonstrates that products marketed as sustainable are not only
performing well but outpacing conventional goods in growth, proving their value for consumers and the bottom line
alike.”

CPG products marketed as sustainable in the U.S. have been steadily gaining market share, driving growth faster
than conventionally marketed alternatives. However, the research reveals that current U.S. market performance
falls significantly behind European counterparts studied. The gap highlights immense potential for innovation and
investment in sustainable offerings to align with evolving consumer preferences.

“We continue to see sustainable products outpace the growth of conventional, with veteran brands adopting
sustainable claims on legacy products and driving category shifts,” said Randi Kronthal-Sacco, senior scholar at the
NYU Stern CSB, who leads the research initiative. “We are encouraged to see that even with continued inflation,
price premiums remain stable and sustainable products continue to eat into the market share of conventional
products. We are also thrilled to finally bring the research methodology to Europe, where we see the U.K. and
German market share dwarf that of the U.S.”

The study underscores the advantages of capitalizing on sustainability-marketed products, which are proven
drivers of value. Findings show that these products have enjoyed faster growth rates and higher price premiums,
while also fostering stronger consumer loyalty. For U.S. retailers and manufacturers, bridging the sustainability gap
offers a route to expanded market share and long-term profitability.

To learn more actionable insights on sustainable product growth, download the Sustainability: The CPG Growth
Opportunity research report.

 

Market share of sustainable products in the U.S. has increased by 9.2 percentage points since 2013.

19 of the 36 individual categories analyzed in the U.S. have seen a +10 percent point increase in the
sustainable market share since first analyzed in 2013.

About Circana

Circana is a leader in providing technology, AI, and data to fast-moving consumer packaged goods companies,
durables manufacturers, and retailers seeking to optimize their businesses. Circana’s predictive analytics and
technology empower clients to measure their market share, understand the underlying consumer behavior driving it,
and accelerate their growth. Circana’s Liquid Data® technology platform is powered by an expansive, high-quality
data set and intelligent algorithms trained on six decades of domain expertise. With Circana, clients can take
immediate action to future-proof and evolve their growth strategies amid an increasingly complex, fast-paced, and
ever-changing economy. Learn more at circana.com

About NYU Stern Center for Sustainable Business

The NYU Stern Center for Sustainable Business (CSB) was founded on the principle that sustainable business is good
business. We provide education, conduct research, and influence industry practice by proving the financial value of
sustainability for business management and performance. At CSB, we aim to equip future and current corporate
leaders with updated business frameworks that embrace proactive and innovative mainstreaming of sustainability,
resulting in competitive advantage and resiliency for their companies as well as a positive impact for society. The
Sustainable Market Share Index is an annual research initiative to analyze the purchasing behaviors for consumer
packaged goods marketed as sustainable.

Learn more at stern.nyu.edu/sustainability or follow us on LinkedIn @NYU Stern Center for Sustainable Business
and Twitter @NYUSternCSB.
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SUSTAINABILITYTRENDS

Stop
Food
Waste
Upcycled Food Month
targets industry,
consumers with
upcycling education,
innovation.

New Twist on Snacking: Pipsnacks uses upcycled corn >our as key ingredient. Credit: Pipsnacks LLC

The Upcycled Food Association (UFA), an organization that
represents global food leaders and businesses working to stop
food waste at all levels of the supply chain, promoted June as
Upcycled Food Month.

Globally, 30-40% of food produced is lost or wasted, valued at
nearly $1 trillion USD. In 2023 just in the United States, more than
70M tons of food did not reach human consumption, says ReFED,
an organization working across the food system to reduce food
loss and waste.

“Upcycling food is an inspiring and innovative way food companies
and every eater can stop food waste and take action on climate,"
said Amanda Oenbring, CEO of the Upcycled Food Association.

Upcycling has the annual potential to reduce 5.56M Metric Tons
CO2e (total emissions) and particularly reduce 71k Metric Tons CH4
(highly potent methane - food waste is a top source) as well as
save 557B gallons of water by diverting 1.94M Tons of food in the
U.S. alone as measured by ReFED.

UFA members Planet FWD and Matriark Foods worked together on Life Cycle Assessment (LCA) measurement to
find that each carton of Matriark upcycled sauce diverts 0.4 lbs of tomatoes from landfill and saves 50 gallons of
water, with total diversion of over 84,000 lbs of vegetables reaching human nutrition across their product range in
2023.

Matriark Foods is one of more than 100 companies that have certified more than 600 ingredients or products in 12
countries as Upcycled Certified, part of the family of standards administered by Where Food Comes From.
Upcycled Certified continues to grow market presence with particular growth in pet products and snacks with
certification reaching new audiences such as cosmetics, and home and personal care. An updated version of the
standard debuted June 1, 2025 and total waste diverted since launch is now 1.35M Tons annually, enough to fill
over 270M grocery bags.

Global companies of all sizes are growing the upcycled movement since UFA began in 2019. In 2021, the inaugural
year of certification, Del Monte Foods launched the industry's first canned vegetable products to be Upcycled
Certified and this year expanded to certify all JOYBA Bubble Teas, now made with upcycled sweetened syrups,
reclaiming 265 tons of syrup during the past year.

NielsenIQ found upcycled and Upcycled Certified to be a “growth driver,” among the fastest growing U.S. product
claims in recent measures and SPINS found U.S. Upcycled Certified product sales grew 42% in 2024.

UFA also hosted a series of publicly available webinars throughout June:

Webinar: “Upcycling Food Waste: Trends and Predictions” with a collaborative discussion involving ReFED, Where
Food Comes From, and Pipcorn Heirloom Snacks.

Virtual Symposium: The Upcycled Food Foundation (UFF), UFA’s 501(c)(3) nonprofit, held a Global Scientific
Research Community event. Students and academic researchers presented quantitative and qualitative upcycled
food innovation findings.

Webinar: UFA members Del Monte,Planet FWD and Matriark Foods discussed about how good sustainability data
can be a brand's purchase differentiator.

Webinar: UFA joined RTI Innovation Advisors and food systems experts to discuss the importance of global
environmental, social and economic impacts of stopping food waste and how upcycled food is a key solution.

UFA leaders also marked Upcycled Day (June 24) and attended ReFED’s annual Food Waste Solutions Summit in
Seattle. They celebrated the reintroduction of the NO TIME TO Waste Act in bipartisan U.S. federal legislation,
which points to UFA’s definition of upcycled food.

UFA members continue to chart a collaborative course for global food systems change. UFA members represent all
food channel sectors including retailers (such as Misfits Market), processors (such as The Spare Food Co.) and
ingredient suppliers (such as ICL Food Specialties).

To learn more about Upcycled Food Month, register for webinars and explore resources, visit
upcycledfoodmonth.org

For interviews or more information, please contact Amanda Oenbring, UFA’s CEO at marketing@upcycledfood.org

About the Upcycled Food Association (UFA) and Upcycled Food Foundation (UFF):

UFA is a 501(c)(6) global membership-based trade association accelerating the upcycled food economy and
unleashing innovation to stop food waste. By promoting industry collaboration, research, and education, UFA and
UFF support worldwide leaders building a food system in which all food is elevated to its highest and best use.
Learn more at upcycledfood.org.
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FIBER & DIGESTIVE HEALTHTRENDS

Feed the Need

(for Education)
Danone North America survey highlights
need for ongoing digestive health education.

Credit: metamorworks / Getty Images

A late 2024 survey from Danone North America found that 84% of Americans have become more interested in
foods or products that support gut health in the past several years, a trend that aligns with the rapid growth of the
category, with the global probiotics market expected to reach $119.5 billion by 2030.

However, while Google searches for “gut health” have more than doubled in the last three years, the survey found
41% of consumers remain unaware of the gut microbiome, and 50% don't realize it can impact gut health.1 The
survey also shed light on several persistent myths that could be making it difficult for consumers to navigate and
best leverage gut health promoting products in an increasingly crowded category.

For the record, Danone, White Plains, N.Y., and Louisville, Colo., is a leading player in the US food and beverage
market including biotic ingredients. This includes the company’s 2006 launch of Activia probiotic yogurt.

“Our mission at Danone North America is to bring health through food to as many people as possible, and research
continues to suggest that gut health and the gut microbiome are important pieces of that puzzle in some
incredibly far-reaching ways,” said Miguel Freitas, PhD, vice president of nutrition and scientific affairs at Danone
North America. “That's why it's important for us to not only help fund research that continues to unlock the power
of the gut microbiome, but also to keep a pulse on consumer understanding and sentiment to help us identify and
address knowledge gaps in this area and in turn empower consumers with science-backed information they can
use in pursuit of their individual health goals.”

Survey Findings

Conducted as a follow-up to a survey the company commissioned in 2021, Danone said its latest polling revealed
that, although awareness around the gut microbiome has increased slightly, there remains significant work to be
done on the education front.

Half of Americans are unaware that the gut microbiome can impact gut health, and even more do not realize that
it may impact several other top health and wellness priorities for U.S. consumers, including: immune health (56%,
down just 1% from 2021), mental well-being (63%, down 4%), healthy aging (54%) and sleep quality (61%).

Seventy-three percent do not know the gut microbiome is established within the first few years of life.

And most have difficulty identifying the eating habits and diets that best promote gut health. Only one in 10
consumers can correctly identify a Flexitarian eating pattern (which emphasizes plant-based foods while also
incorporating nutrient-rich animal foods) as a diet that best promotes gut health as compared to more restrictive
diets like keto and paleo.

Encouragingly, the survey did reveal that more consumers are becoming aware of biotics, which have been shown
to support gut health and the gut microbiome. Most Americans are familiar with probiotics (88%, up 4% from 2021)
and prebiotics (76%, up 11%) and 60% are familiar with postbiotics (up 11%).

Top Microbiome Myths

Kristie Leigh, registered dietitian and director of nutrition and scientific affairs at Danone North America, helps
bust several persistent myths that could be making it difficult for consumers to choose the right products in
pursuit of better gut health.

Myth #1: All fermented foods and beverages contain probiotics. Nearly half of consumers who are familiar with
probiotics (49%) assume all fermented foods and beverages provide them, down just 3% from 2021.

Fact: Fermented foods and beverages, like kombucha, sauerkraut or sourdough bread, may contain bacteria as part
of the fermentation process, but that doesn't mean they contain probiotics. Many fermented foods and beverages
undergo processes like pasteurization and baking that kill the live microbes, probiotic or not. Grocery shoppers
should check a product label to ensure it contains a live probiotic strain.

Myth #2: All "live and active cultures" are probiotics. Forty-four percent of consumers familiar with probiotics
believe all "live and active cultures" qualify (down 3% from 2021).

Fact: Not all bacteria are created equal. Even if a product contains live cultures, those cultures may not have been
studied and shown to support health, which is what would make them a probiotic.

Myth #3: Probiotic supplements are equivalent to probiotics in food. Forty-five percent of consumers familiar with
probiotics still believe that probiotic supplements are equivalent to probiotics in food (down 2% since 2021).

Fact: Foods are often considered a better vehicle for probiotics compared to supplements because they buffer
stomach acidity, which can help probiotics reach the intestine. This includes dairy foods like yogurt.

Myth #4: Prebiotics and probiotics do the same thing for your body. Seventy-one percent of those familiar with
probiotics think prebiotics do the same thing for your body (down 4% since 2021).

Fact: While both probiotics and prebiotics can support gut health, they do so by doing distinctly different things.
Probiotics are live microorganisms that have been studied and shown to provide a health benefit, while prebiotics
are dietary fibers that work as food for the good bacteria already in the gut. Both have a unique role, and both are
important for gut health and gut microbiome support.

Danone notes that its commitment to continuing to advance the field of gut health and the gut microbiome is
evident with initiatives such as the Danone North America Fellowship Grant program, which has awarded over
$500,000 to support studies on probiotics and human health since 2017. In 2024, for example, this program
awarded $25,000 each to Evan Chrisler of the University of Wisconsin-Madison and Arushana Maknojia of Baylor
College of Medicine to support research that aims to advance probiotic and prebiotic development. Chrisler's
research looks at how the timing and type of probiotic consumption affect metabolism and immunity, while
Maknojia's examines the way gut microbes influence blood cell production.

Reference Note:

1 KRC Research conducted the 2024 DANONE Microbiome study using an online survey of n=1,008 U.S. adults 18 and older. The study was

fielded between December 18 to December 20, 2024
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