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SHROOM BOOM,
KAVA CLIMB
AND
SUGAR SCRUTINY

May Webinar - Based on Q1 Data



About Brightfield Group
Brightfield Group’s AI-driven consumer insights and social listening help marketing
and innovation teams see the person behind the trend. 

Informed by predictive AI integrated with survey and social media data, our data
has the answers innovators need to make decisions confidently. 
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WELLNESS SURVEY & SOCIAL LISTENING
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Most Trendy Least Trendy

Wellness Attitudinal and Behavioral Segmentation of U.S. Adults



SHROOM
BOOM



Functional Mushrooms are EVERYWHERE! And it
seems they can help with anything!



Tracking the Shrooms Boom in Social Media the last 2 Years

From Brightfield Wellness Social Listening Portal

Functional Mushrooms

Volume of these posts are round the same as B-12 and Protein bars, Cacao, and Hummus 



Chaga Mushroom Cordyceps Lion's Mane Reishi Mushrooms Mushroom Coffee

Mushroom Supplement
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Functional Mushrooms Starting to Mainstream 
Purchasing Mushrooms as an Ingredient, as a Supplement or Mushroom Coffee

% of Americans buying each mushroom in the past 3 months

Q1 2024,
Majority are
39% are
Better Way
Believers

In Q1 2023, Majority (41%)
were Wellness Seekers

Source: Brightfield Group - Quarterly Consumer Wellness Survey 

Functional Mushrooms



51% 
male

44% are
Millennials

Almost Even Split in Income: 
39% are upper income and 31%
middle, 30% lower income

Word of Mouth and Viral Buzz are Triggering Use

Functional Mushrooms

Source: Brightfield Group - Q1 2024 Consumer Wellness Survey 

Who are Functional Mushroom Purchasers?

Friends and Media Trigger Trial New Use Not Replacement 

Replacing 
Other supplements
OTC Meds
Psychoactive Substances
Prescriptions
Alcohol 
CBD



Functional Mushrooms

There’s shroom for that...

Source: Brightfield Group - Q1 2024 Consumer Wellness Survey 

 Better Way Believers are using for general wellbeing while Trendy Enthusiasts and Wellness
Seekers are finding more specific use cases beyond general wellbeing

Trendy Enthusiasts/Wellness Seekers Better Way Believers

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

For general wellbeing

Improve brain heath and mental decline

Provide energy

Help me relax/chill out

Help with concentration and focus

Improve Sleep

Improve Appearance

Sexual Health

Reasons for Use



Lion’s Mane most used. Tea and coffee are top forms
Purchasing is mostly on Amazon

Functional Mushrooms

Source: Brightfield Group - Q1 2024 Consumer Wellness Survey 



More Functional Mushroom Data in the Portal

Don’t forget we have lots of vice research including
extensive research on psilocybin (psychedelic

mushrooms), cannabis and kratom

Also a big study on hemp-derived THC coming out
soon  



KAVA: 
WILL IT TAKE
OFF



What is Kava?
Herb in the pepper family. The root of the plant is used to produce a drink with sedative, anesthetic, and euphoriant
properties. 
Native to the islands of the western Pacific where they have used kava for thousands of years as a medicine and for ritual
purposes.
Kava is promoted as a dietary supplement for anxiety, insomnia, and other conditions. Like alcohol, kava is a depressant,
meaning it slows down your central nervous system.
Kava is heavily regulated in the United Kingdom, Australia, Canada and beyond. And though it’s legal in the U.S., that doesn’t
necessarily mean it’s safe.
Possible link to a risk of severe liver injury.

Kava

https://en.wikipedia.org/wiki/Root
https://en.wikipedia.org/wiki/Sedative
https://en.wikipedia.org/wiki/Anesthetic
https://en.wikipedia.org/wiki/Euphoria
https://my.clevelandclinic.org/health/articles/21202-nervous-system


Kava

Kava first caught our attention back in 2021 when we first started to see it growing in social listening. We
looked at our Trendy Enthusiasts who are our most innovative target and saw growth also among them. Google

Trends showed tentative validation in late 2023. We have confirmed slow increase in sales among partners.



Kava

Kava Bars are becoming Popular and more kava products hit the market



Kava

Stuck in the emerging phase with Trendy Enthusiasts and Wellness Seekers.
Social Seems to be declining while use and sales are increasing. 

Source: Brightfield Group - Q1 2024 Consumer Wellness Survey 



Ingredients in Kava Posts Conditions in Kava Posts

Ingredients and Conditions in Kava Posts



Kava Purchasers Gen Pop
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Cannabis

Tobacco

Alcohol

CBD

Hemp Derived THC

Psilocybin

Kratom

Current Kava Purchasers are Stressed and are turning to substances for relief

75% of kava purchasers say
they are consuming less

alcohol vs. 58% of gen pop 

Kava Purchasers - P6M Use

Conditions

Source: Brightfield Group - Q1 2024 Consumer Wellness Survey 



Gen Pop Anxiety Gen Z Anxiety Millennial Anxiety
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Where will it go next? We think UP but slowly

Need to grow beyond trendy wellness population
More accessible, mainstream brands 
Need to educate on best use (dose) 
Need to understand/explain the possible liver issues

BC people are stressed and looking for options. A steady
80% of Americans agree they are trying to reduce stress  

Hurdles to overcome



PROTEIN  FOCUS 
MAINSTREAMING



Looking For High Protein Claims On Products
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Pinterest Trends: High Protein Meals
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Source: Brightfield Group Quarterly Wellness Consumer Study

In late 2023, the 30g trend surged a focus on protein on social

Steady Third of Consumers Focused on Protein - Growing among Women

May 2023 May 2024

Nov 2024

Source: Brightfield Group Quarterly Wellness Consumer Study

High Protein Diets Social Conversations 

Source: Brightfield Group Social Listening

Protein

Growth Rate of Important Label Claims 
Q1 2023 v. Q1 2024 By Gender



Better Way Believers Wellness Seekers Trendy Enthusiasts

0

5

10

15

20

25

30

Q3' 23 Q4' 23 Q1' 24

Old School Favorites like Cottage Cheese were trendy last year - now mainstreaming 

Source: Brightfield Group SnapShots

Source: Brightfield Group Quarterly Wellness Survey 

Past 3 Month Purchasing: Cottage Cheese

Protein



Similar boom in social media convos around eggs. Consumers are finding new and
interesting ways to include eggs in their diet and use it as a substitute 

Ingredients Mentioned in Posts about
Eggs in Past 6 Months

Source: Brightfield Group Social Listening

Source: Brightfield Group Social Listening

Protein



Protein Sources We are Watching
Chickpeas & Aquafaba Insect Protein Cicadas Anyone?

Source: Brightfield Group Social Listening

Source: Brightfield Group Social Listening

Pinterest Trends: Chickpeas

May 2023

May 2024



Female Male
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Source: Brightfield Group Quarterly Wellness Survey 

High Fiber Diets Social Conversations 

Source: Brightfield Group Social Listening

High Fiber Diets Seem to be Making a Comeback 

High Fiber Past 5 Years Search on Google

May 2019

May 2024



GLUCOSE
TRACKING
CRAZE



Overweight
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In our study, a steady 13% of Americans Adults say they have diabetes
BUT more people are identifying as overweight 

A more recent analysis of NHANES data from 2021 found that 40% of US
adults aged 18 to 44 are insulin-resistant based on HOMA-IR measurements. 

Glucose



Glucose
Fueled by desire to be in tune with your body and avoid peaks and crashes 



No sugar added No high-fructose corn syrup
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Glucose

Americans are consistently seeking out lower sugar options 

Ingredient Importance in Food and Bev

Source: Brightfield Group Quarterly Wellness Survey 

Perimenopause
No sugar added 51%

47% of women in perimenopause are looking for products that say low sugar compared to 39% of Gen Pop 



Apple Cider Vinegar Ingredient Purchase P3M
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Glucose

Apple Cider Vinegar as an ingredient is rising, again 

Source: Brightfield Group Quarterly Wellness Survey 

Source: Brightfield Group Social Listening



TUNE IN NEXT
TIME

REVISITING
THE OZEMPIC
CRAZE



https://app.screencastify.com/v3/watch/BZ5nMdT6r8JpFmqOqT3m


Click here to see our past
trend reports!

https://www.brightfieldgroup.com/resources
https://www.brightfieldgroup.com/resources

