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From TikTok Shop to
seed oils: How
influencers are
changing what we buy
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# toluna

We believe you can
AMPLIFY the IMPACT of
your Insights by
adhering to the
following principles...

At Toluna, we've

built our company
around these principles
that will help grow your
brand and business.



Utilize Validation Research and Learning Research # toluna

together to transform your insights and get a more complete ..o
view of any problem or opportunity
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Layer In Al Solutions that Augment * toluna
Your Team’s Intelligence, rather
than replacing or disrupting it

Example

Our conversational Al solution
makes it faster and easier for any
INnsight professional to dig deeper
INnto consumer needs, desires,
preferences, and motivations

Powered by our proprietary QProbe &
SmartCloud technologies
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Use agile learning tools
to economically

optimize learning

“e Solutions Latest news: We expanded our Norms database 1o over 20,000 records #)

for your category 4 N\ - Eee
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Example

On demand custom
research published
through our
TolunaStart platform
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A combination
that delivers
greater business
impact.




We build and deliver insight programs with the world’s leading brands, # toluna
to drive business impact
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That’'s why we built
# tolunastart

- the single insights
source every
company needs.




# toluna

Over to Dan for
the latest Trends
Report

Come and find us at Booth 420
INn the networking area



The New Consumer



,_’ The New Consumer

— Launched in 2019 by longtime business
journalist Dan Frommer

— Exploring how and why people spend
their time and money

— Analysis, research, trends, and
advisory services

— newconsumer.com



Coefficient — Coefficient Capital
Capital

— Launched in 2018 by Franklin Isacson
and Andrew Goletka

— Investments in digitally powered
consumer brands

— Focus on transformational consumer
shifts

— coefficientcap.com



Coefficient Capital Portfolio

EXIT

Personalized
pet nutrition
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Low-carb
breakfast innovator
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Functional energy
beverage company
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Cooking solutions for
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SESAME

Direct-to-patient
healthcare
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Pasta sauce for the
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functional hydration
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Next-generation
restaurant brand
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Autonomous, robotic
last-mile delivery

Hawthorne

Personalized men’s
personal care
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Innovative
wellness brand
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Science-backed
personalized nutrition
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Global plant-based
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Consumer Trends Report

— Today, key points from our latest
Consumer Trends reports

— We look for profound changes in the
consumer landscape and what matters most
for the years ahead

— View the full report and previous reports:
newconsumer.com/trends



Consumer Trends Survey

— A big part of our research is our proprietary
Consumer Trends Survey

— We’ve now conducted 12 surveys of 3,000+
US consumers, most recently in February 2025

— Powered by Toluna, “delivering real-time
consumer insights at the speed of the on-
demand economy” tolunacorporate.com



There’s a new meme-y mandate
that’s entered mass culture:
Make America Healthy Again



Most Americans plan to prioritize their
health and wellness over the next year
Percentage of ‘The top priority’ and ‘A high priority’

responses by generation: Over the next year, how do
you plan to prioritize your health and wellness?

100%

75% 72% L 73% 74%

50%

25%

0%
Gen.Z Millennials Gen. X Boomers+

Data: Consumer Trends Survey, powered by toluna* (n=3294) The New Consumer | Coefficient



Americans say they’re most concerned
about their weight, sleep, and stress

Percentage of responses: What aspects of your health are
you most concerned about? (Choose up to three.)

My weight

My sleep

Stress

Mental health

The type of food | eat
Frequency of exercise
Chronic medical condition
Daily activity levels
Immunity / my immune system
The amount of food | eat
Nothing

37%

32%
31%

28%
24% e\ 40% of Gen. Z

20%
20%
20%
16%
14%

0% 10% 20% 30% 40% 50%

Data: Consumer Trends Survey, powered by toluna* (n=3294) Not all responses shown. The New Consumer | Coefficient



‘Make America Healthy Again’ is in the
news, in a big way

Percentage of monitored online news articles mentioning
‘Make America Healthy Again’ or ‘MAHA’

4%

Trump 2024 election and /\

inauguration, including
‘MAHA’ US Health Secretary

K\ Robert F. Kennedy Jr.
2%

2020 election cycle

3%

1%

0%
1/20 5/20 9/20 1/21 5/21 9/21 1/22 5/22 9/22 1/23 5/23 9/23 1/24 5/24 9/24 1/25

Data: GDELT, The New Consumer analysis. Monthly average. Search limited to US-based, English-language publications. The New Consumer | Coefficie
Y y ¢ guage |



The MAHA basics:

—  “To fully address the growing health crisis in
America, we must re-direct our national focus ...

toward understanding and drastical

y lowering

chronic disease rates and ending chil

dhood chronic

disease.” —White House Executive Order, Feb. 2025

— MAHA is also connected to specific,
health trends, such as avoiding seed

often niche
oils (which some

think are harmful), promoting the consumption of
raw milk, and skepticism around vaccines.



About 40% of Americans say they’re
aware of the MAHA movement

Percentage of responses: Over the past few months, have
you seen, read, or heard any news or discussion about a
movement called MAHA - Make America Healthy Again?

75%
58%
o " 52% 54%

50% 49% 49%
25%
0%

Yes No Yes No Yes No Yes No Yes No Yes No

Gen.Z Millennials Gen. X Boomers+ Democrats Republicans

Data: Consumer Trends Survey, powered by toluna* (n=3294) “lI don’t know” responses not shown. The New Consumer | Coefficient



Most Americans think the government
should be more involved in our health

Percentage of responses: When it comes to Americans’
health, do you think the US government should be more
involved or less involved than it currently is?
5%

61% 60% 579% 60%

50%

25%

12%

0%
More Less More Less More Less More Less More Less More Less
Gen.Z Millennials Gen. X Boomers+ Democrats  Republicans

Data: Consumer Trends Survey, powered by toluna* (n=3294) “About the same” and “l don’t know” responses not shown. The New Consumer | Coefficient



What are consumers’ top food-health
concerns? Processing, contamination

Which of the following are you most concerned about
regarding the food you eat? (Choose up to five.)

Processed and ultra-processed foods 30%
Contaminated foods, e.g. E.coli, salmonella, listeria 29%

Artificial additives 27%
Pesticides in food 26%

Plastic chemicals or microplastics in food

Artificial sweeteners

Infectious diseases, e.g. bird flu

Use of antibiotics and hormones in food production

Misleading product claims

GMOs

Environmental impact of food production

Seed oils as an ingredient or cooking oil

17% 14% of Gen. Z
9% (\_/

6%
0% 10% 20% 30% 40% 50%

Data: Consumer Trends Survey, powered by toluna* (n=3294) Not all responses shown. 7% chose “None of these.” The New Consumer | Coefficient



Most Americans believe the
government has a responsibility to
regulate ultra-processed food

Percentage of responses: Does the US government have a
responsibility to regulate ultra-processed food?

5% % o 70%
64% 68% 64% 65%

50%

25%

0%
Yes No Yes No Yes No Yes No Yes No Yes No
Gen.Z Millennials Gen. X Boomers+ Republicans  Democrats

Data: Consumer Trends Survey, powered by toluna* (n=3452) “l don’t know” responses not shown. December 2024 survey. The New Consumer | Coefficient



Will Americans be healthier in four years?
That’s largely a political question

In four years, do you think the average American will be
physically more healthy or less healthy than today?

Democrats Republicans

Much more healthy
Somewhat more healthy 37%
About the same 35%
Somewhat less healthy

Much less healthy

0% 25% 50% 0% 25% 50%

Data: Consumer Trends Survey, powered by toluna* (n=3294) The New Consumer | Coefficient
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Food is for fuel,
food is for fun.



We asked 3,000+ Americans what they
want to consume more of this year...

Percentage of respondents writing in each specific term
(Submit three.)

Vegetables 45%

Fruits 33%
Protein
Water (\
Fish
Meat 8% Same top five
Fiber 7% items as the last
Vitamins 7% two years
Chicken 6%
Salad 6%
0% 10% 20% 30% 40% 50% 60% 70%

Data: Consumer Trends Survey, powered by toluna* Analyzed by Claude to combine similar words and typos. (n=3294) The New Consumer | Coefficient



..and what they want to consume less

of this year
Percentage of respondents writing in each specific term
(Submit three.)
Sugar 47%
Fat (\
Salt
Soda Down from ~60%
Candy last year
Carbs 10%
Alcohol 9%
Bread 9%
Red Meat 8%
Chips 8%
0% 10% 20% 30% 40% 50% 60% 70%

Data: Consumer Trends Survey, powered by toluna* Analyzed by Claude to combine similar words and typos. (n=3294) The New Consumer | Coefficient



Americans are increasingly searching
for foods with protein and fiber

Indexed Google web search volume, US, trailing 12-month
average

100
Foods with protein

75

Foods with fiber
50

25

0
1/14 11/15 11/16 /7 11/18 11/19 11/20 1/21 1/22 11/23 1/24

Data: Google Trends, The New Consumer analysis. The New Consumer ‘ Coefficie



But what US consumers are really
looking for is “‘hot honey’

Indexed Google web search volume, US, trailing 12-month

average
75
Hot honey
50
25 Foods with protein

Foods with fiber

0
1/14 11/15 11/16 /7 11/18 11/19 11/20 1/21 1/22 11/23 1/24

Data: Google Trends, The New Consumer analysis. The New Consumer 1 Coefficient



We count macros and watch sugars,
but\'vy?alsoﬁne up for bagels
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Photo: Dan Frommer / The New Consumer The New Consumer g:(,;;f/iacm



Data: Consumer Trends Survey, powered by toluna* (n=3452)

Most people say it’s at least somewhat
important to their mental health to treat
themselves with food

Percentage of responses: How important is it to your mental
health to treat yourself with food?

33% «—— Higheramong Gen. Z,
Millennials, and GLP-1users

Very important
Somewhat important
A little important
Not at all important

| don’t know

0% 25% 50% 75%

The New Consumer | Coefficient



60% of Gen. Z has waited in lineto eat a
specific food over the past year

Percentage of responses: Have you waited or stood in line
for 30 minutes or more to eat a specific food or at a specific
restaurant over the past year?

100%

86%

75%

50%

25%

0%
Yes No Yes No Yes No Yes No
Gen.Z Millennials Gen. X Boomers+

Data: Consumer Trends Survey, powered by toluna* (n=3452) The New Consumer | Coefficient



Almost everyone who waited in line for
a specific food said it was worth it

Percentage of responses: You said you waited in line to eat
a specific food or at a specific restaurant. Was it worth it?

Yes, and I'd do it again 4%
Yes, but | wouldn't do it again

No

| don't know

0% 25% 50% 75% 100%

Data: Consumer Trends Survey, powered by toluna* (n=1131) The New Consumer | Coefficient



Younger consumers are more likely to be
doing it (at least partly) for The ’Gram

If you indulge in a fun food experience, how likely are you to
post a photo or video of it on social media?

Gen. Z and
Millennials

Very likely 27%
Somewhat likely 33%
Not likely 36%

| don't know 4%

0% 25% 50%

Data: Consumer Trends Survey, powered by toluna* (n=3452)

Gen. X, Boomers,
and older

16%

0% 25% 50% 15% 100%

The New Consumer
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We asked our Consumer Trends
Survey panel of more than 3,400
Americans to rank 22 foods on how
healthy they thought they were, and
how happy they made them to consume.



The Consumer Trends 2025 Food Feelings Matrix

Very happy
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Very healthy

Very unhealthy

Very unhappy

Data: Consumer Trends Survey, powered by toluna* (n=3452) The New Consumer | Coefficient



The Consumer Trends 2025 Food Feelings Matrix

Icecream Pizza
Pastries‘ . ‘
Pancakes ’

Blended café

Regular soda

Chog

@

Bagel

Prebiotic soda

drinks .
’ Energy
drinks

Very unhealthy
Diet soda

Data: Consumer Trends Survey, powered by toluna* (n=3452)

Very happy

olate Steak Rotisserie
chicken
I
‘ Coffee .Smoothies Salad w/
‘ Cottage cheese vinaigrette
’ ‘Sushi Protein bars
Matcha Very healthy
Very unhappy
The New Consumer | Coeffici

ent



The Consumer Trends 2025 Food Feelings Matrix

Very happy

Icecream Pizza Chogolate Steak Rotisserie

Pasta chicken
Eggs

Very unhealthy Very healthy

Very unhappy




The Consumer Trends 2025 Food Feelings Matrix

Very happy
Rotisserie
chicken
Eggs
Salad w/
Cottage cheese vinaigrette

Protein bars

Very unhealthy

Very healthy

Very unhappy



The Consumer Trends 2025 Food Feelings Matrix

Very happy

Regular soda

Prebiotic soda

Very unhealthy Energy Very healthy
Diet soda drinks

Very unhappy




The Consumer Trends 2025 Food Feelings Matrix

Very happy
Steak: Men

Ste¢ak: Women Salad: Women

Cottage cheese: Women

Salad: Men
Cottage cheese: Men

Very unhealthy Very healthy

Very unhappy
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Seed oils have emerged
as a hot topic among the
health-concerned.

Is this real science or
TikTok science?



We’re deep in the influencer era when it
comes to health knowledge and policy

Percentage of responses: Which, if any, of the following
people are you aware of?

Elon Musk 87%
Robert F. Kennedy, Jr. 82%
Joe Rogan
Bryan Johnson 8%
Dr. Andrew Huberman T 14% among
Michael Pollan 1% Gen. Z males
Dr. Peter Attia 5%
Tim Ferriss 5%
Dr. Rhonda Patrick 5%
0% 25% 50% 5% 100%

Data: Consumer Trends Survey, powered by toluna* (n=3294) Not all responses shown. The New Consumer | Coefficient



~Half of younger consumers consider
themselves very informed about health

Percentage of ‘Extremely’ and ‘Very informed’ responses:
How informed do you consider yourself when it comes to new
developments, research, and advice in health and wellness?

5% Among those aware of Dr. Andrew Huberman,

host of the health- and science-focused
“Huberman Lab” podcast, 57% consider

50% 47% 41% themselves “extremely” or “very” informed

33%

25%

19%

0%
Gen.Z Millennials Gen. X Boomers+

Data: Consumer Trends Survey, powered by toluna* (n=3294) The New Consumer | Coefficient



The seed oil basics:

— Inexpensive “seed oils” (soybean, canola, vegetable,
etc.) have been increasingly discussed as being
toxic, inflammatory, and even blamed for America’s
health crisis and the rise in chronic disease

— Seed oils are everywhere, but especially in
processed, packaged food and fried food that’s
already not particularly healthy

— Health and wellness influencers — ranging in
credibility and reach — are the loudest voices here



The anti-seed oil thinking:

— People who think seed oils are “toxic” cite claims such
as that their omega-6 fatty acids cause excessive
inflammation

— They believe industrial processing of seed oils creates
harmful compounds and oxidation that damage cells

— They claim that seed oils supposedly contribute to
chronic diseases like heart disease, obesity, and cancer
due to both their composition and processing methods



The scientist’s rebuttal:

— Zoe’s chief scientist Sarah Berry, whose research focus
includes the impact of different fats and oils on
cardiovascular health, says it’s “absolute nonsense”

— In alengthy podcast episode, she debunks the most

common claims, citing scientific research

— For example: Some seed oils, in some quantities, can
actually be helpful; omega-6 fatty acids don’t cause
inflammation; and processing oils doesn’t create toxins



The seed oil situation:

— The US FDA considers seed oils generally safe

— We'll see if the government changes its stance under
health secretary RFK Jr., who's said that “seed oils are
one of the most unhealthy ingredients that we have”

— The truth is that, in an era where influencers are often
more trusted than institutions, it’s hard for consumers
to really know

— There’s a lot of noise here, and there’s not much room
for detail or nuance on TikTok or Reels



The seed oil phenomenon has relatively
low awareness but high intent

Percentage of responses:

| am aware of...
Drinking water without fluoride 44%
Tracking blood glucose levels 42%
Prescription GLP-1 medications for weight loss 38%

Avoiding microplastics 36%

Non-prescription GLP-1 gummies or supplements
Consuming raw / unpasteurized milk

Analyzing stool for gut health

Avoiding seed oils
15%
1%

0% 25% 50%

Consuming tallow
Consuming colostrum

Data: Consumer Trends Survey, powered by toluna* (n=3294)

Among those aware, % ‘extremely’
or ‘very’ interested in participating

69%

41%
0% 25% 50% 15%

The New Consumer | Coefficient



Those who consider themselves
‘extremely informed’ about health research
have more negative views on seed oils

“Seed oils are toxic and | never “Seed oils are pretty bad and | try
knowingly consume them” to avoid them whenever possible”
% T% 27% 17%
24% 0 0 0
‘Extremely informed’  Overall ‘Extremely informed’ Overall
“Seed oils are fine in moderation “There is no evidence that seed oils are
and | don’t pay much attention to harmful and | don’t pay any attention to
whether they’re in my food” whether they’re in my food”
% 34% 11% 16%
21% 0 0 o
‘Extremely informed’ Overall ‘Extremely informed’ Overall
Data: Consumer Trends Survey, powered by toluna (n=3294) Survey panelists were provided a brief explanation of seed oils and

the controversy for context. “l don’t know” responses not shown



The seed oil upshot:

— Some brands have capitalized on the trend, such as
the salad chain Sweetgreen, which has marketed “no
seed oils” in certain products, and True Food Kitchen,
with a “Proudly 100% seed oil-free” banner on its site

— The share of searches containing “seed o0il” on
Instacart grew 68% last year, and “tallow” tripled

— Seed QOil Scout, an app for finding seed oil-free
restaurants, is consistently the no. 3 top-grossing
food app on the US iPhone App Store



The seed oil upsell:

—  Would consumers spend more to avoid seed oils? One
reason they are so popular is because they’re cheap

— In our survey, 9% of consumers said they would spend
“a lot more” on an equivalent food item to avoid
consuming seed oils, 31% “a little more,” 44% would
not spend more, and 16% didn’t know

— Among those who think seed oils are “toxic,” 40%
would spend “a lot more” and another 40% said “a
little more” — 16% said they wouldn’t spend more
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TikTok Shop is huge: A massive
marketplace bolted onto
a giant entertainment platform.



~60% of Gen. Z consumers aware of
TikTok say they use it every day

Percentage of ‘Daily’ responses by generation, among
those aware of TikTok: How often do you use TikTok?

100%

75%

62%

50%

25%

0%
Gen.”Z Millennials Gen. X Boomers+

Data: Consumer Trends Survey, powered by toluna* (n=2864) The New Consumer | Coefficient



Half of TikTok active users say they’ve
already made a TikTok Shop purchase

Awareness: Conversion:
of consumers who say they use of consumers who say they use
TikTok once a month or more say TikTok once a month or more say
they are aware of TikTok Shop, they have already made a purchase
which only launched in late 2023 (It’s 57% among daily TikTok users.)

Data: Consumer Trends Survey, powered by toluna* (n=1663, 1217) Self-identified monthly and daily active users. The New Consumer

Coefficient



Americans continue to spend more and
more on TikTok Shop

Indexed US monthly spending on TikTok Shop —
Earnest Analytics

1,250
Dec. 2024:196% year-over-year growth N

1,000

750

500

250

0
9/23 10/23 11/23 12/23 1/24 2/24 3/24 4/24 5/24 6/24 7T/24 8/24 9/24 10/24 11/24 12/24

Data: Earnest Analytics Orion transaction data. 100 indexed to spend in September 2023. The New Consumer

Coefficie



TikTok Shop is already bigger than
Shein, Sephora, and home shopping TV

Indexed US quarterly spending at TikTok Shop, Shein,
Sephora, and Qurate — Earnest Analytics

20 TikTok Shop
200
Sephora
150
Shein
100
Qurate
50 (HSN & QVC)
0

Q120Q2 Q3 Q4Q121Q2 Q3 Q4Q122Q2 Q3 Q4Q1°23Q2 Q3 Q4Q124Q2 Q3 Q4

Data: Earnest Analytics Orion transaction data. 100 indexed to Tik Tok Shop spend in Q12024. The New Consumer | Coefficient



TikTok Shop users buy clothing, beauty,
and more cheap (and often random) stuff

Percentage of responses: What categories or products did
you buy from TikTok Shop?

45%
44%

Fashion, clothing, and accessories
Beauty and personal care
Electronics and accessories
Home and kitchen goods

Food and drinks

Toys, kids, and baby

Arts and crafts

Books, music, and entertainment
Sports and outdoors

Collectibles

Other 4%

0% 10% 20% 30% 40% 50%

Data: Consumer Trends Survey, powered by toluna* (n=549) Among those who say they’ve purchased from TikTok Shop. The New Consumer | Coefficient



Popular products on TikTok Shop
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Average TikTok Average transactions
Shop order: per customer:

$35 5.3

over the 12-month period ending November 2024,
according to Earnest Analytics

Data: Earnest Analytics Orion transaction data The New Consumer | Coefficient



Sephora shoppers are already spending
the same amount at TikTok Shop

Indexed monthly spending at Sephora and TikTok Shop,
among US Sephora customers — Earnest Analytics

500 Oct. 2023: Oct. 2024:
72% Sephora 51% Sephora
400 28% TikTok Shop 49% TikTok Shop \

300

TikTok Shop

200

100

Sephora

0
1/23 3/23 5/23 7/23 9/23  11/23 1/24 3/24 5/24 /24 9/24

Data: Earnest Analytics Orion transaction data. 100 indexed to spend among Sephora customers in January 2023. The New Consumer | Coefficient
Sephora shopper cohort includes those who have purchased at Sephora since 2022.



Almost all TikTok Shop customers said
they’d make another purchase

Satisfaction: Retention:
of consumers who say they have of consumers who say they have
made a purchase from TikTok made a purchase from TikTok
Shop say their purchases have Shop say they would make another
generally lived up to expectations, purchase in the future

in terms of quality

Data: Consumer Trends Survey, powered by toluna* (n=549)

Integration:

of consumers who say they have
made a purchase from TikTok Shop

say it felt like a natural extension of
the TikTok experience

The New Consumer | Coefficient
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Access all Consumer Trends reports:
newconsumer.com/trends

Become a member today:
newconsumer.com/subscribe

Questions, suggestions, advice:
dan@newconsumer.com




Now it's time for...




# toluna

Copyright © Toluna

All rights reserved. Nothing from this report is allowed to be multiplied, to be stored
in an automated file, or to be made public electronically, mechanical, by
photocopies, recording or any other manner, without written consent of Toluna.
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