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) The New Consumer

’ — Launched in 2019 by longtime
business journalist Dan Frommer

— Where consumer operators, founders,
and investors get the real read on
what’s happening

— Original reporting, proprietary data,
sharp analysis

— newconsumer.com
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Consumer Trends Report

— We focus on profound, long-term shifts in
consumer behavior

— Special thanks to our insights partner
Instacart for exclusive online grocery data:
instacart.com

— View the latest and our previous reports:
newconsumer.com/trends


http://instacart.com
https://newconsumer.com/trends

Consumer Trends Survey

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

— We've now conducted 16 surveys of 3,000+
US consumers, most recently in June 2026

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


http://tolunacorporate.com

How do Americans want to eat,
drink, and live this year?

We asked 3,000.



More Americans would rather feel
25% healthier than earn 25% more money

Percentage of responses: If you could only choose one, would
you rather feel 25% healthier or earn 25% more money?

(5%
° 65%

509 50% 51% 499,

297

0%

Health Wealth Health Wealth Health Wealth  Health Wealth
Gen. 7/ Millennials Gen. X Boomers+
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient

Excludes “I don’t know” responses.



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.)

34%

My weight

My sleep 30%

29%

o, &~ >~ Topresponse for
20%
Gen. Z and

Millennials (33%)

Stress

Mental health

The type of food | eat 18%
0% 10% 20% 30% 40% 50%
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient

Not all responses shown.



US consumers’ top food concerns:
Processed foods and unwanted additives

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

Processed and ultra-processed foods 38%

Artificial additives 33%

Pesticides in food 30%

Plastic chemicals or microplastics 30%

Artificial sweeteners 28%

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

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient
Not all responses shown.



38% of Gen. Z and Millennials consider
themselves in ‘optimization mode’

Would you say you’re in ‘optimization mode’, actively making
choices to improve energy, appearance, and long-term health?

Gen. Z and Millennials Gen. Xand Older
Yes, definitely 38%
Somewhat 42% A44%
Not really
No, that’s not me
| don’t know
0% 25% 50% 0% 25% 50%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



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

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

31%

= TN

13% Up from 19% last year,
9% (\ zooming past fruit to no. 2
9%

39 Fiber cracks the top 5,
59, up ~2x from 7% last year

5%
0% 10% 20% 30% 40% 50%

Vegetables
Protein
Fruit

Water
Fiber

Fish

Meat
Chicken
Vitamins
Salad

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient
Analyzed by Claude Opus 4.6 to combine similar words and typos.



..and what they want to consume less
of this year

Percentage of respondents writing in each specific term

(Submit three.)
Sugar 45%
Salt 18%
Soda
Fat (\
Carbs 12%
Candy 39, Soda is mentioned
Bread 79, 3x as often as
Chips 5% Alcohol (4%),
ranked no. 12
Pasta
Sweets
0% 10% 20% 30% 40% 50%
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient

Analyzed by Claude Opus 4.6 to combine similar words and typos.
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Don’t even think for
a second that we’ve reached
peak protein.



Search queries for ‘protein’ just set
another all-time record

Indexed Google web search volume for ‘protein’, US only
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Data: Google Trends The New Consumer ‘ Coefficient



A quarter of Americans think they’re
not consuming enough protein

Percentage of ‘No’ responses: Do you feel like you’re
getting enough protein in your diet?

Gen. ”Z 20 %
Millennials 20 %
Gen. X 28%
Boomers+
Men
Women 29%
GLP-1Users 19%
0% 10% 20% 30% 40% 50%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



65% of Gen. Z and Millennials say they’re
actively trying to consume more protein

Percentage of ‘Yes’ responses: Do you consider yourself
someone who is actively trying to get more protein in your diet?

65%
65%

Gen. Z
Millennials
Gen. X
Boomers+

Men 56%
Women 53%

GLP-1Users 3%
0% 25% 50% 75%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



Most people trying to get more protein
started in the past year

Percentage of responses: How long have you been actively
trying to get more protein in your diet?

Gen. Z and Millennials Gen. X and older
Less than 6 months 32% 24%

6-12 months 34% 20 %

1-2 years

More than 2 years 30%
| don’t know
0% 25% 50% 0% 25% 50%
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by =# toluna (n=1627) The New Consumer ‘ Coefficient

Among those who say they are actively trying to get more protein in their diets.



Instacart’s largest growth categories
for 2025 were protein-coded

Categories ranked by the highest absolute increase in item
share, US Instacart baskets in 2025

1 Greek &Icelandic yogurt 6 Proteindrinks

2 Protein bars 7 Chocolate candies

3 Spring water 8 Probiotic and prebiotic drinks
4 Hass avocado O Cottage cheese

5 Sourdough bread 10 Ground beef

instacart



Younger consumers are more likely to
connect protein intake to better health

Percentage of responses: Overall, how much do you believe
getting more protein actually improves people’s health?

Gen. Z and Millennials Gen. Xand older
A lot 48%
Some A7 %
Not much
Not at all
| don’t know
0% 25% 50% 0% 25% 50%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



92% of Gen. Z and Millennials intentionally
consume high-protein foods at least daily

‘About 1x per day’ or more: How often do you consume foods
or drinks mainly because they are high in protein?

50%
54%

Gen. Z
Millennials
Gen. X
Boomers+

Men 47 %
Women 42%

GLP-1Users 58%
0% 25% 50% 75%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



Younger consumers and GLP-1users are
more likely to have specific protein goals

Percentage of ‘Yes’ responses: Do you have a specific number
in mind for how much protein you aim to eat each day?

36%
38%

Gen. ”Z
Millennials
Gen. X
Boomers+

Men 29%

Women

GLP-1Users 56%
0% 25% 50% 75%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



Americans don’t really know how much
protein they’re supposed to get

Write-in responses: About how many grams of protein per

day do you think a person like you should eat?
12%

10%
8%
6%
4%

2%

S

0% . . e
Og 50g 100g 150¢g 200g

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by = toluna (n=2949) The New Consumer ‘ Coefficient
Guideline ranges based on US HHS + USDA Dietary Guidelines (2020-2025 and 2025-2030) and CDC average weights.



https://cdn.realfood.gov/DGA.pdf
https://www.cdc.gov/nchs/fastats/body-measurements.htm

Americans don’t really know how much
protein they’re supposed to get

Write-in responses: About how many grams of protein per

day do you think a person like you should eat?
12%

667% wrote in Previous US RDA New US guidelines
10% 90gorless ~60-75g/day K—\ imply ~90-150g/day
—1 ———  formany adults;
8% 16% of responses are

in this range
6%

4% wrote in
201g+

IR \ D IQ

50g 100g 150¢g 200g

4% —1

2%

0%

toluna


https://cdn.realfood.gov/DGA.pdf
https://www.cdc.gov/nchs/fastats/body-measurements.htm

Younger consumers have noticed
protein mania at higher rates

Have you noticed brands adding protein to more foods or
drinks or promoting their protein content more?

Gen. Z and Millennials Gen. Xand older
Yes, definitely 467 32%
Yes, somewhat 35%
No, | haven’t noticed that 30%
| don’t know 3%
0% 25% 50% 0% 25% 50%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



Younger consumers are more excited
to have high-protein options

Percentage of responses: How do you feel about the amount
of high-protein foods and drinks on the market today?

Gen. Z and Millennials Gen. X and older

39% 25%
31%

| like having more high-protein options
It feels like the right amount 32%
More products than | need

Protein is being added to too many products

| don’t know 14%

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

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



We asked our Consumer Trends Survey
panel of 3,000 Americans to rate
18 food and beverage items on
how natural it feels to add protein to them,
and how interested they are in trying a
high-protein version of each product.



The Consumer Trends 2026 Protein Feelings Matrix

Very interested in trying

o o9

Very natural to add protein

o,

Very unnatural to add protein .. @

@

Very uninterested in trying

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by = toluna (n=3000) The New Consumer ‘ Coefficient
Excludes “l don’t know” responses.



The Consumer Trends 2026 Protein Feelings Matrix

Very interested in trying

Chocolate Breakfast cereal

Snack bars

Ice cream Pasta
Gummy candy  Chips Water \’ ‘* Milk

Soda \Popcorn
Very unnatural to add protein \\‘\’ 0

Coffee
/ Ketchup or other

Beer condiments

Energy drinks

&Dretzels Very natural to add protein

Coffee creamer/
cold foam

RTD cocktails

Very uninterested in trying

toluna



Protein Feelings: Gen. Z & Millennials vs. older

Red = Gen. Z and Millennials Very interested in trying

Blue = Gen. X and older Younger consumers
/—‘ think it’s more natural
to add protein to more
o0 ~ products, and are
““ more interested in
B

' trying those products

Very unnatural to add protein Very natural to add protein

Very uninterested in trying

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by = toluna (n=3000) The New Consumer ‘ Coefficient
Excludes “l don’t know” responses.



Protein Feelings: Gen. Z & Millennials vs. older

Red = Gen. Z and Millennials
Blue = Gen. X and older

Very interested in trying

Chips: \founger ChOCOIate: Younger

Gummy candy: Younger

‘ “ Water: Younger

Coffee: Younger

Very natural to add protein

Chips: Older ' Q.. Chg
ater.

‘ Coffee: Older

Gummy candy: Older

olate: Older
er



Protein Feelings: GLP-1users

Red = GLP-1users (current) Very interested in trying

Blue = Overall GLP-1users thinkit’s
more natural to add
protein to more

. products, and are
more interested in

trying those products

Very natural to add protein

Very unnatural to add protein

@

Very uninterested in trying

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by = toluna (n=3000, 244) The New Consumer ‘ Coefficient
Excludes “l don’t know” responses. GLP-1sample excludes inattentive respondents.



What’s influencing protein consumption?
Some sources are generational — not all

Gen. Z and Millennials

My own research or personal experimentation 32%

Friends or family 32%

Food, beverage, or supplement brands 29%

A doctor or other medical professional 23%

Social media creators or influencers 20%

A fitness trainer, coach, or gym/fitness community 18%

Product labels or nutrition guidance on packaging 17%

0% 10% 20% 30% 40%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000)
Q: “Who or what has influenced your thinking about how much protein you should be eating?”

Gen. X and older

0%

10%

28%

24%

26%

13%

20% 30% 40%

The New Consumer ‘ Coefficient



What’s influencing protein consumption?
Some sources are generational — not all

Gen. Z and Millennials Gen. X and older

A dietitian or nutritionist 16%

A tracking app or wearable 16%

The “food pyramid” or other US government guidelines 16%

Podcasts, books, or online articles 15%

An Al chatbot or Al tool 15%

A specific diet or eating approach 14%

No one in particular / | haven’t been influenced 13% 31%

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

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient
Q: “Who or what has influenced your thinking about how much protein you should be eating?”



A quarter of Americans also think
they’re not consuming enough fiber

Percentage of ‘No’ responses: Do you feel like you’re
getting enough fiber in your diet?

Gen. Z
Millennials
Gen. X
Boomers+

24%
21 %
30%

Men
Women

28%

GLP-1Users 217
0% 10% 20% 30% 40% 50%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient
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Younger consumers don't just
drink ditferently — they
identify through beverages.



71% of Gen. Z and Millennials say they
‘love’ trying different beverages

Percentage of ‘l love...’ responses: How much would you
say you love trying and drinking different beverages?

75% 70% 127
55%
50%
30%
25%
0%
Gen. ”Z Millennials Gen. X Boomers+

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient

‘[ love...” responses combines ‘| love beverages more than most people’ and ‘| love beverages a lot’.



95% of Gen. Z and Millennials say
beverages are part of their personality

Percentage of ‘Very much’ and ‘Somewhat’ responses: My
favorite beverages are part of how | express my personality...

5%

59%

50%

50%
R . . -

Gen. ”Z Millennials Gen. X Boomers+

35%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



Data: ¥instacart

Instacart’s top-growing beverages
Include protein, prebiotics, and energy

Top 10 beverage categories by absolute and relative
increase in item share, US Instacart baskets in 2025

Top-growing: Absolute increase in item share
1

© 00 N O O W N

o

Spring water

Protein drinks

Probiotic and prebiotic drinks
Energy drinks

Coconut water

Distilled water

Juice shots

Other soda

Fruit flavored soda

Instant coffee

Fast-growing: Relative increase in item share

© 00 N O 6 B WO N =

o

Variety pack soda
Tapioca pearls

Slushie drinks

Matcha powder
Powdered energy drinks
Bottled oolong tea

Other juice

Blueberry juice

Energy shots

Aloe vera juice

The New Consumer ‘ Coefficient



For younger consumers, beverageis an

emotional journey

“Trying new beveragesisa
fun part of my routine”

59% 32%

“| often choose beverages based on how they

make me feel — energy, calm, focus, etc.”

70% 48%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000)

Percentages combine ‘Agree strongly’ and ‘Agree somewhat’ responses.

“lI sometimes buy a beverage because the
packaging/branding catches my eye”

Agree:

61% 30%

Gen. Z and Millennials Gen. X and Older

“I’m willing to pay more for a beverage that
feels special or premium?

62% 41%

The New Consumer ‘ Coefficient



Retall still leads, but younger consumers
also discover new beverages online

Percentage of responses: Where do you most often discover
new beverage brands or products?

Gen. Z and Millennials Gen. X and older

At a grocery store or convenience store 50% 55%
Social media

Friends or family recommendations

At a restaurant or cafe

Ads or marketing from brands

Sampling at stores or events

Delivery apps or online grocery platforms
Online articles, newsletters, or reviews

| don’t really discover new beverages

15%
19%

0% 25% 50% 0% 25% 50% 5%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



‘Functional’ beverages appeal more to
younger consumers, especially Millennials

‘Extremely’ and ‘Very’ responses: How interested are you in
consuming beverages with ‘functional’ benefits?

(5%
063%
54%
o)
50% 44%
295% 21%
0% -_
Gen. ”Z Millennials Gen. X Boomers+
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient

Functional beverages described as those with “calming or relaxing effects, or ingredients that support gut health.”



Consumers want a wide range of benefits
from beverages

Percentage of responses: Which, if any, of the following benefits
would you be most interested in getting from a beverage?

Hydration / electrolytes 39%
Energy
High protein

Calming / relaxation

35%
24%
23%

Immune support 23%
Better sleep 22%
Probiotics 21%
Focus / mental clarity 19%
Weight management / metabolism 18%
Prebiotics 12%
0% 10% 20% 30% 40% 50%
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient

“None of these” and “Other” responses not shown.



What are early-adopter beverage
consumers now buying on Instacart?

Top Instacart beverage categories by relative difference in
item share: Beverage ‘early adopters’ vs. everyone else

1 CBDdrinks 6 Leafyerba mate

2 Bottled oolong tea [ Otherjuice

3 Redtea 8 DBottled herbal tea
4 Probiotic and prebiotic drinks O Coffee substitutes

5 Bottled yerba mate 10 Pressed juices

instacart



The rise of matcha is the cafe story of
the 2020s

Monthly share of itemized transactions at Square
merchants containing specific flavors/ingredients

4%

Matcha

0%
1/20 7/20 1/20  7/21  1/22 7/22 1/23 7/23 1/24 7/24 1/25 7/25 1/26



Nearly half of consumers check labels for
sugar or sweeteners ‘Often’ or ‘Always’

Percentage of responses: When buying packaged beverages,
how often do you check the label for sugar or sweeteners?

26%
20% (\

Higher among

Always
Often

| 22%
Sometimes women, Boomers+,
Rarely high earners, and
GLP-1users
Never
| don’t know 2%
0% 10% 20% 30% 40% 50%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



Younger consumers are more likely to
trust alternative sweeteners

In general, compared to sugar, do you think non-sugar
sweeteners used in foods and drinks are...

Healthier than sugar About as healthy It depends Less healthy

Millennials 31% 23% 24% 22%

Gen. X

0% 10% 20% 30% 40% 50% 60% 10% 80% 90% 100%

Gen. Z

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient
Excludes “Don’t know” responses.



Younger consumers rate almost every

sweetener as healthier

Net healthiness differential: For each of the following
sweeteners, how healthy or unhealthy do you consider it?

Gen. Z Millennials Gen. X
Honey 57% (4% 19%
Monk fruit 42 60% 1%
Cane sugar 21%
Stevia 16% 206%
Sugar -17% -13% -28%
Sucralose (Splenda) 9% -25%
Allulose 8% -24%
Erythritol 2% -30%
Aspartame (Equal) o% -1% -42%
High-fructose corn syrup -24% -2 % -64%

-100% -0% 100% -100% -0% 100% -100% -0% 100%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000)
Net score: % rating ‘healthy’ minus % rating ‘unhealthy’, among those familiar enough to rate. Select sweeteners shown.

Boomers+
r 84%
44%
-1%
0%
-28%
-38%

-46%

-54%

-57%

-75%

-100% -0% 100%

The New Consumer ‘ Coefficient



Younger consumers are totally fine with
non-sugar-sweetened beverages

When choosing a beverage like soda, flavored water, or
ready-to-drink tea, which do you generally prefer?

Sugar Eitherisfine Non-sugar sweeteners Unsweetened

Millennials 40% 13%
Boomers+ 26% 11% 40%

0% 10% 20% 30% 40% 50% 60% 10% 80% 90% 100%

Gen. Z

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient
Excludes “Don’t know” responses.
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Online grocery shopping is
experiencing another
inflection point in growth.



Most people actually like shopping for
groceries

Percentage of ‘Like’ and ‘Dislike’ responses: How much do
you like shopping for groceries?

100%
(5% 537
75% 69% 55,
50%
29%
7% 6% 90/0 100/0
0%
Like Dislike Like Dislike Like Dislike Like Dislike
Gen. ”Z Millennials Gen. X Boomers+
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient

Combines “Very much” and “Somewhat” responses for Like and Dislike. “Neither like nor dislike” responses not shown.



Most Americans still do most of their
grocery shopping in physical retail stores

Thinking about a typical month, how much of your total grocery
spending happens online versus in-store?

All or almost all of my grocery spending is in-store 56%
A small portion of my grocery spending is online

Some of my grocery spending is online

Most of my grocery spending is online

All or almost all of my grocery spending is online 4%

0% 10% 20% 30% 40% 50% 60%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient



US online grocery spending passed
$128 billion in 2025, up 23% from 2024

Monthly US online grocery sales — Brick Meets Click

grocery shopping survey
$15 billion

COVID growth spike = Second inflection point /'\
$10 billion (

$5 billion

$0 billion
8/19 1/20 6/21 12/21 6/22 12/22 6/23 12/23 6/24 12/24 6/25 12/25

Data: Brick Meets Click Grocery Shopping Survey. Includes delivery, pickup, and ship-to-home. Some months missing in 2019-2020.  The New Consumer ‘ Coefficient



https://www.brickmeetsclick.com/

Online grocery growth accelerated in
2025 after years of treading water

Year over year change in monthly US online grocery sales
— Brick Meets Click grocery shopping survey

40%

20%

0%

-20%
1/22 /22 1/23 /23 1/24 /24 1/25 /25 12/25

Data: Brick Meets Click Grocery Shopping Survey. Includes delivery, store pickup, and ship-to-home. The New Consumer ‘ Coefficient


https://www.brickmeetsclick.com/

Online grocery spending is growing
across all incomes, led by lower earners

Indexed US online grocery spending growth by income
segment — Consumer Edge

110%
<$40k
105% $40k-$100k
$100k-$150k
$150k+
100%
95%

12/23 2/24 4/24 6/24 8/24 10/24 12/24 2/25 4/25 6/25 8/25 10/25 12/25

Data: Consumer Edge card transaction data. US only. Trailing 12 months, indexed to 100 in Dec. 2023. Reflects online spending The New Consumer ‘ Coefficient
among a subset of grocers. Does not include Walmart, Target, Costco, Amazon, and other superstores or clubs.



The shift to digital is driving billions to
hew grocery models

Indexed US consumer spending at Thrive Market,
Hungryroot, and CookUnity — Consumer Edge

300 _
Thrive Market
250 Hungryroot
(Disclosed $700 million
200 in 2025 sales)
CookUnity
150
100
50
O

1/23 4/23 1/23 10/23 1/24 4/24 7/24 10/24 1/25 4/25 7/25 10/25

Data: Consumer Edge card transaction data. US only. Trailing 12 months. All indexed to 100 = Hungryroot spend in January 2023. The New Consumer ‘ Coefficient



The more you shop online for groceries,

the more you love it

“Online grocery shopping is a great value”
Agree:

67% 41%

Active online grocery Mostly in-store
shoppers grocery shoppers

“Online grocery shopping is convenient”
Agree:

34% 67%

Active online grocery Mostly in-store
shoppers grocery shoppers

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000)

“Online grocery shopping is overpriced”
Agree:

34% 47%

Active online grocery Mostly in-store
shoppers grocery shoppers

“l generally trust the groceries that | buy online”
Agree:

77% 46%

Active online grocery Mostly in-store
shoppers grocery shoppers

The New Consumer ‘ Coefficient

Active online grocery = some, most, or all grocery spending online. Mostly in-store = all/almost all in-store or a small portion online.



Most people think grocers should have to
charge the same prices online as in-store

‘Online grocers should be required to charge the same prices
as in-store for the same products’

100%

16%

5% g4y 697% 65%

50%

25%

10% 127

975 6%

0%
Agree Disagree Agree Disagree Agree Disagree Agree Disagree
Gen Z Millennials Gen X Boomers+
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient

Combines “Strongly” and “Somewhat” responses for Agree and Disagree. “Neutral” responses not shown.



Younger consumers are more accepting
of personalized pricing

‘Online grocers should be allowed to charge some shoppers
more for the same products based on their shopping behavior’

100%
15% 68%
8%
°0% - 42% 40% 4%
25%
10%
0%
Agree Disagree Agree Disagree Agree Disagree Agree Disagree
Gen Z Millennials Gen X Boomers+
Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient

Combines “Strongly” and “Somewhat” responses for Agree and Disagree. “Neutral” responses not shown.



48% of Gen. Z and Millennials plan to
increase their online grocery spend

Percentage of responses: Over the next year, do you expect
the share of your grocery spending that happens online to...

Gen. Z and Millennials Gen. X and older

Increase a lot
Increase a little

Stay about the same 38% 59%
Decrease alittle

Decrease a lot

0% 25% 50% 0% 25% 50% 5%

Data: The New Consumer and Coefficient Capital Consumer Trends Survey, powered by ## toluna (n=3000) The New Consumer ‘ Coefficient
Excludes “l don’t know / | don’t shop for groceries” responses (~6%).
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