INSIGHTS
RN N @ NOW
S W . Inspire. Innovate. Win.

78

Ultra-Processed

Foods

What Are Consumers
| Really Saying?

Navigating the Ultra-Processed Food
Challenge
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Making it easy for people to
develop a healthy of
using your product in specific
moments In their lives.




How often do you consider the
level of processing when
making a food decision?

(Always, sometimes, rarely, never)



Ultra-Processed
NOVA Food Classification System

Greek Yogurt

Strawberry
onthe M!(W

Source: Carlos A. Monteiro, 2009

INSIGHTSNOW.COM



LIVE
Ultra-processed foods
» A global threat to
' O By
"t '&..
f‘ : .
.
o
-
.
> DR. MARC SIEGEL | FOX NEWS MEDICAL CO
FOX ) 3 RA-PRC D FOODS A
NEws AD I A A i\ ) A\ K
jchannel
R e 20 A § AN OB ;

‘Iwant

‘We're with you Jenni Hermoso' a
fabulou >

Spain’s #MeToo moment O

&

Monday

[t IDIC he ° _wy 28 August 2023
hall‘! é‘ fogrg £2.03for subscribers
The letters s
and diaries

of Amy %
Winehouse ®c |

Guardlan

Newspaper of the year

Ml wl=F-

Is| Our [Food [l
Killing|[Us[?

A primer for the 2= century

4
®
%'
§
™ :

e
- .
o g
4,#};:"’{
&;;- - B = : 'lﬁ"v i
¥ sﬁ"';’ N ) ] 7L T §>4
i 4 .~ - %
<, = % b -
> e =, -
- j/ ;‘{ =3 - -
A .
SN 'y - p
3 i ) ' ”
‘ X
s



How IS the social
conversation about
Ultra-Processed Foods
Impacting food choice
behaviors?
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@ Research B The Plan
Questions Quali/Quant

Identify different segments of consumers based on Ap p roac h
their thoughts, behaviors and beliefs regarding their Qu al a‘t SC al e

health and wellness and what they eat. _
Online survey

Explore what actions consumers are taking to cope

with their health and wellness concerns, including what N=1000 (Gen Z, Millennials, Gen X,

foods and ingredients they are avoiding and what they BouhiEls)

are seeking to change about their diet/how they eat. 5 Key open-ended questions
Understand what consumers know about ultra Utilized a protected Al to help analyze
processed foods (UPF) and how they define UPFs. open end responses
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Clean Label
Enthusiasts™

Tracking their behavior since 2017

Consumers defined as being Clean Label
Enthusiasts:

« Look at ingredients on the front and back
labels

« Have specific attitudes & beliefs about
ingredients that contribute to a clean label

« Buy products they perceive as being
clean label

INSIGHTSNOW.COM




Almost half of participants are concerned

about consuming processed foods
What are your health and wellness concerns about foods and beverages?

45%

36%

32% 329
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Three ‘macro’ behavior segments emerging

What are your health and wellness concerns about foods and beverages?

Fat
Concerns ¢

Processed &
Artificial Ingredient

Sugar
Nutrition Label Readers Sugar_ggesteners Clean Label Seekers -
32% 7 26%
i 46% CLE
0) Carbohvdrat 4 \fy‘{gjghtGam
40% CLE arbo ',:‘f a es%@alonég/)
\ A
\ R
\D |
Diabet';éws , ¥ _
Pres@tiveé
Salt ;
Concerns '
Salt
Price_Q__haIity
P Natural:~ Organic
Nutrition \ 36% CLE
Concerned Fresh_Cleanliness Fresh & Natural Nutrition L
Natural | 8% Have no
—_— 0) |
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People are avoiding sugar, sweeteners and pre-

packaged foods

When shopping, are there any specific foods, beverages or ingredients you try to avoid buying?

% of Specific Mentions

Sugar & Sweeteners | R /2%
Sugary Beverages [ 25%
Carbohydrates || NNEGE 23%

Pre-packaged Foods
Sugary Snacks
Junk Food

Artificial Ingredients
Salt

Fatty Foods

High Calories

Dyes & Colors
Meat

Unnatural Foods
Chemicals

Gluten

Frozen Foods
Dairy

Chips

Canned Food
Hormones

Seafood

Nothing

19%
N 10
I 15
I 12%

12%
10%
10%
I 8%
7%
6%
W 5%
5%
4%
4%
3%
3%
N 3%
1%
14%
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Nutrition Label Readers
32%

Hig ':galories

Fatt?i—'%ods ?

Pre.packaged.Foods

/

Canned.Food

» @,Q_E’.X

Natural Nutrition

Seekers — 34%

Frozen:Foods

Da|ry

ArtificalFlavors_Ingr

= |

Clean L
26%

Chemicals

Dyes_Colors

Hormones

el Seekers -



Three definitions emerge for UPF

What do you think the phrase "ultra-processed foods" means?

Clean Label Construct
(Aligns with Nutritional Label

Readers
33% Bad.for.you.and.Unhealthy )
%"-'-':.—_-_-._

% of Specific Mentions Unnatural

Extra Processing

Artificial Ingredients

) Altered.From:Natural-form—
Added Chemicals 18%
Unhealthy 17% " X
R Lo Natural Nutritional Construct.. -
nnatura . . e \
° (Aligns with Natural Nutritional Label Having.Art
Altered from Natural Form 16% Readers) Loss.of Nutritional'Value :
Long Shelf Life 14% - '
. FlavoriEnhanced __ i
Preservatives 11% NG e L
. Preserve:ShelfLife
Loss of Nutritional Value 6% el ,
High in Salt 9 { ) ,.;::'_:::'-'
g . 5% - Being.High.in.Sugar

3

Packa@;EﬂDds

Flavor Enhanced 4% / / :
High in Fat [ 4% | |

High in Sugar . 4% as?"'Food - | u Being.LIigh.in. Fat
Packaged Food I 2% _
Fast Food | 1% Free-From Construct
| don't know - 11% Being. High.in. Salt (Aligns with Nutritional

Label Readers)
INSIGHTSNOW.COM



Less confidence in defining UPFs when
associated with nutrient bad actors

What do you think the phrase "ultra-processed foods" means?
Those confident describe UPF as
unnatural, altered, losing its

Unnatural
nutritional value, and unhealthy

Bad for.you.and.Unhealthy

Altered. From~NaturaI form— / i-aving.Ad_ﬂchemicals
\ Hawng Artlflc lIngredients

Loss.of. Nutntlonal Value

Flavor@anced — g

S PresarieShalfLie '
: . / Being.High.in.Sugar
Packag\g/ﬁ;{@ds ' ’ /

\\@Wod - - /" Being.High.in.Fat

Those less confident describe UPF ~ Being.High.in Salt

in more simplistic terms
INSIGHTSNOW.COM



Aspiring to eat healthier by eating more plant-
based, vegetables, organics and fruit

What changes would you like to make (or wish you could make) to your diet or the foods you eat?

% of Specific Mentions

Eat Healthier Food _ 32%

Reduce Carbs 18%

Plant Based Diet - 14%

Eat More Vegetables 13%

Eat Less Sugar 12%

More Organic Foods - 12%
More Fruits - 7%

Avoid Processed - 7%

Less Fat . 5%

More Protein 4%
Smaller Portions 3%
Less Salt I 3%
Less Meat I 2%
More Water 2%
Nothing

INSIGHTSNOW.COM

Organic.Foods

Healthier.Food /
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Believe positive diet changes empower their
health and well-being

Why do you want to make these changes?

- _ To.live:longta\mm‘
% of Specific Mentions "WMore.Energy

38% / .'::::::j:_. \:I:I::;\
28% ":3:::._
270 yﬁronicmseases
0 [}

23% AvoidDiabetes

To Improve Health
To Improve Well-Being

To Feel Healthier

To Feel Better

Weight Management 12%

To Live Longer 10% AvoidLongTe;

Want More Energy

Avoid Diabetes 2%

Avoid Long-term Issues 2%
Avoid Chronic lliness 2% -
0 Mana@’eight

Nothing 40%
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Four Key Take Aways

Qualitative at Scale Opportunity 1:
Learnings Design for

Behavioral Impact

Opportunity 2: Opportunity 3:
Innovate Against Seize Control of the
Aspirations, Not Fears Ultra-Processed Foods Narrative

InsightsNow.com



Qualitative at Scale
Learnings




Qual-At-Scale Learnings for
Topic Modeling

Text Cleaning &
Pre-Processing

Putting text into a
format suitable for
analysis

Topic
Discovery

Understanding
what’s being said
In the data

Text
Classification

Assigning
probabilities and
human refinement

Network
Analysis

Revealing
connections
between the topics



Opportunity 1:
Design for
Behavioral Impact




Design for Behavioral Impact
Three Emerging Behavioral Segments

34 0/0 Natural

Nutrition Seekers
[ ]

-@}

260/0 Clean

Label Seekers

32 (yo Nutrition

| Label Readers

-
b
‘ 0y
i
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38%
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Evolution of Health and Wellness

C(_)nc_el'ns . _ _ 340/0 Natural
Insights into Coping Mechanisms & Behaviors

260/0 Clean

Label Seekers

Nutritiorl Seeker

32 0/0 Nutrition

Label Readers

Natural Nutrition

*NOT Altered from Natural Form
*NO Loss of Nutritional Value
*NOT Flavor Enhanced
Clean Label «Natural & Organic Claims

*Ingredient Lists (Simple, Natural, Not
Artificial, Not Chemical, Minimally
Processed)

Free-From and Low-In

*Nutritional Claims
* Nutritional Label
*Nutritional Apps (e.g.Yuka)

INSIGHTSNOW.COM



Evolution of Health and Wellness

Concerns
Insights into Coping Mechanisms & Behaviors

HOW TO READ A FOOD LABEL

Which is more

If living with high cholesterol, pay close o
attention to the fat, sugar, and calorie lines Cereal u n d e rstan d ab I e’;
W50  Honey Nut -
mons
SERVING CALORIES 8/100
INFORMATION The amount of [ )
Servings in oae energy you get
eriire package Nutrition Facts oo is , - -
i Negatives ICN IS MOore
2 Serving Size 10 pieces (60g)
each serving Additives [ J
Amount per sfrving @L
Calories 220 |* % pawvvawue trusted?
% Daily Value® The amount Sugar @ .
TOTALFAT e = a nutrient @
The amount of Saturated Fat 0.5g 4% )
Trans Fat Og contributes to your Calories ®
satursted (bad) SholasteolSmg 2% total daily diet &
and unsaturated Sodm - 4 - -
i) Total Carbohydrate 419 5% based on a 2,000 Sodium W h h I I l
i Dietary Fiber 4 14% - -
Fgood) SIS e calorie a day diet & I C IS O re
in one serving Includes Og Added Sugars 0%
Protein 2g Positives
Vitamin D 0.Amct 0%
NUTRIENTS ST = TOTAL SUGARS + i Fiber ® u S efu I to ad d re SS
eynemsin | e 2| aooeosuars _
one serving of e — o The amount of Protein h Ith &
it Deaen KD various nea
product naturally ® ol Q® Q
and how much is = = I I
\ _/ wellness

INSIGHTSNOW.COM

concerns?



Evolution of Health and Wellness

Concerns
Behavioral Impact through Behavioral Scoring

Nutrition Facts

Serving Size 1 oz. (28g/About 15 chips)

Viewing the brand
Is this “processed food”

Amount Per Serving

an avoidance? e Reading nutrition facts
Total Fat 63 9%
Satursied Fel 19 % What levels are
et rmrr tolerable?

Monounsaturated Fat 3.5

Reading product e —
: Potasslum 70mg 2%
claims 'l'o::l“ Carbohydrate 19g %
Is this “All Natural” claim S %
believable? 'm_
Vitamin A 0% . Vitamin C 0%

FUORED MULTIGARINY DA Calcium 0% . Iron 2%

Vitamin E 6% . Thiamin 2%

INGREDIENTS: Whole Corn. § acior Cancla Riboflavin 2% . Niacin 2%

. . . * ; rSugar | | ViaminBe4% ¢  Phosphorus 6%

Reading ingredient s B e o Eeanres. | | e v n

INSIGHTSNOW.COM

Maltodextrin (Made From Corn), Cheddar Cheese

* Porcent Dally Values are based on a 2,000 calotie

| ab el S (Milk, Cheese Cultures, Salt, Enzymes), Dextrose, diet. Your dally values may be higher or lower
Buttermilk, Onion Powder, Whey, Yeast Extract, depending on your calone needs
’ . Romanc Cheese (Part Skim Cow's Milk, Cheese Calorles: 2000 2,500
What's perceived as Cultres, S, Enymes), Whey roton Concentats, | | ToTFar—Cows 88980
Corn Oil, Spices (ncluding Jalapefio Pepper), Citric Sat ":u lf: o 205 259
Clea.rlf> Acid, Paprika Extracts, and Lactic Acid Sodum Lossthan  2.400mg 2,400mg
. CONTAINS WHEAT AND MILK INGREDIENTS, Potassium 3500mg 3,500mg
Total Cartonydrase 3009 a75g
Diatary Foer 59 309
Calorios per gram:

Fat0 + Camohydmio 4 <+ Protoin 4




Behavioral Scoring Examples

Culinary Design for Clean Label

S0.00 85.08

B
@
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Claims Relevance and Disruption

Equally relevant, but won’t have same behavioral impact

96%

Non GMO

Fast Yes Slow Yes

Nudge Disrupt

Fast Yes Slow Yes

0% 20% 40% 60% 80% 100%

Culinary Design for Clean Label
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Culinary Design for Clean Label

Proteins

90.00 85.38

81.13
79.25
76.
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Q 7000 64.62 64.62
(@] : : : 62.74 61.32
U) 60.00 56.13
D 50.00 48.11 47.17 45.75
O 41.98 41.35 40.38
ilﬁ 40.00 35.85
% 30.00
20.00
@
Q 1000
0.00
@ O O X N O N x@ x@ 3 < 2\ N N x@ N
& N & N N N F W ® & S © &F & S N
N Q2 S
o @Q i eQ \oQ oQ \zQ be O & @0* > Q,OQ’ AQ > N cPQ
< ) O > > O ¢ <@ J & 4 S & @ 3
R & o P 8 NS &S RS & R &2 & & )
O S N > ) N & <& 5
O N < 2 o N N N 9
S O Q A\ L\ QO )
S S S O NS
$ 3\ <
N P N
<@ °
Qb
>
o
oF



Culinary Design for Clean Label

100.00
90.00 86.06
81.25 80.66 79.25
@ 80.00 75.94 75.94 74.53 74.06
| -
(@)
o 7000 65.38
(V]
—  60.00
Q 51.42
O 5000 44.81
© 43.40
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@© 3000
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Claims Relevance and Disruption

Equally relevant, but won’t have same behavioral impact

oo [ENNBS%IIIIIN3% 96%

Fast Yes Slow Yes
Nudge Disrupt
Fast Yes Slow Yes

0% 20% 40% 60% 380% 100%



Opportunity 2:
Innovate Against
Aspirations, Not Fears




Impact on Food Behaviors

What to change in your diet?

32% Eat healthier

(12% more organic,
7% less processed)

Why change?

% of Specific Mentions

To Improve Health

To Improve Well-Being 28%

To Feel Healthier 27%

[=]
(=]

To Feel Better

Weight Management

To Live Longer

INSIGHTSNOW.COM

38%

1 4(%) More plant-based

(13% more vegetables,
7% more fruits)

Only 6%

avoid diabetes,
long term illness
or chronic illness



Impact on Food Behaviors
Behavioral Scores to Identify Behavioral Whitespace

Aspirational Gaps Between What

People are Doing and Aspire to Do
Better

|dentifying the Largest Behavioral Gaps

29% of shoppers don't achieve their
Price/Value aspirations

L + « 68% of shoppers aspire

to good Price/Value
"% In an ideal world, what

gualities do you consider

$2E Of ACITEVER in making food and
39% of shoppers are
acting today on all their
Price/Value aspirations
Thinking of the way you
actually shop today.

INSIGHTSNOW.COM

Total USA Gen Pop — Primary Shoppers




|dentifying the Largest Behavioral Gaps

Price/Value

Example

* Good price
* Goodvalue

Price/Value

0%

29% of shoppers don’t achieve

10% 20% 30%

their Price/Value aspirations

40%

T
Size of Achievement

39% of shoppers are
acting today on all their
Price/Value aspirations
Thinking of the way you
actually shop today.

50%

60%

70%

Size of Desire

® < 68% of shoppers aspire

to good Price/Value

In an ideal world, what
qualities do you consider
in making food and
beverage buying
decisions?



Total USA Gen Pop — Primary Shoppers

Price/Value

Quality

Real Food

Nutrition Facts

Fresh

Not Fake Food

Simple Food
Sustainable Source
Healthy

Great tasting/Delicious
Convenience

Sustainable Packaging
Free From

Easy to prepare
Nutritious

Available where | normally shop
Novelty

Neighborhood

Animal Welfare

High Protein

Is something my whole family enjoys
Safety

Diets

Animal Free
Store/Private Label Brand

0%

® @
@ J
&
® ®
®
® @
@ ®
®
@
® ®
& ®
®
® @
®
@
®
@
®
r—_
10% 20% 30% 40% 50% 60% 70%

80%

33



Opportunity 3:
Seize Control of the
Ultra-Processed Foods Narrative



How confident are you in your understanding of what
"UItra'processed foods" mean') ‘Foods that have been processed

more than once.”

“Processed to the point where

they no longer resemble their 1 9 O/
original form” O

| don’t know, or “l have no idea whatsoever.”
3 1 % it’s very
: confusing
“Foods that are made with | am confident |
synthetic components rather than know what it
real, whole foods” means M o) St h ave some
doubts about their

“Foods that can lead to health un d erStan d N g Of

problems like obesity and _ “ .

B — u I t 'a p FoOCcess Frozen dinners, fast foods,

things that are premade”

foods

“Its usually packaged, made to
last a long time, and made to

5 O% taste good, but its not really

. healthy. “
| think 1 know, but ealthy.
| have some

doubts “Food that is made with fats,

sugars salt and unidentifiable
ingredients”

“More processed in a factory or
machine with more sodium to

INSIGHTSNOW.COM preserve it.”



To be trusted, brands must stand
up for something...

Say what you’re going to do...
AND

Do what you’re going to say!

INSIGHTSNOW.COM



Dave Lundahl, PhD

Chief Executive Officer
Dave.lundahl@insightsnow.com

VISIT

Stand 507
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You’re invited to join our May Webinar!

Are you GLP-1 Friendly? _,:_:‘ -.‘21#“
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it Ay
Applying behavior frameworks to 4{, ;.. 'i'

the Voice of Consumer to 4 #,p;l "-.:: y
understand the language of GLP-1 79 gy
food experiences

https://bit.ly/4jGwhcb



You’re invited to join our May Webinar!

Are you GLP-1 Friendly?

Applying behavior frameworks to
the Voice of Consumer to
understand the language of GLP-1
food experiences

https:/bit.ly/4jGwhcb



