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Based on Q1 2025 Data
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WELLNESS CPG STUDY

Surveys + Social: The Brightfield Difference

Brightfield Group’s Al-Driven consumer insights empowers marketers and product developers to innovate & brand with
confidence.

lgnite Your Innovation Journey with Al-Driven Consumer Insights
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Wellness CPG Study: Consumer Insights + Social Listening Dashboard

Al-Driven Social Listening

Consumer Insights |
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Comprehensive Consumer Insights | Forward-Looking Social Listening

« Quarterly Survey of 5,000+ US Adult Consumers « Total conversations spanning 20 million+ mentions of keywords

« Census-Balanced & Unique consumers each quarter to allow associated with wellness from Twitter(X), Instagram, TikTok -
combining of quarters for higher sample size updated weekly

« Survey includes robust Behavioral, Attitudinal, Lifestyle insights & « Pre-trained Dimensions capture conversations about Conditions,
product usage for over 150 categories Need States, Products, Sub-Products, Flavors and Ingredients

« Segmentation developed to explore by consumer attitudes and « Verbatim mentions link to actual post to explore context & posters
priorities « Al-Trained Persona Predictions allow filtering by Gender, Age,

/' Persona 5
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Today’s Agenda

e How do the trends stack up in the data?

Natural®
Products
EXPO WEST"

Expo West Recap

@ BRIGHTFIELD GROUP



As Always: Samples Samples Everywhere!!

Caveats and Comments

e Snapshot of what we saw and tasted
(couldn’t see/taste everything!)

e Agree with other Expo recaps which
have highlighted similar themes of less
“groundbreaking” innovation (e.g.
plant-based seafood) and more
“iterations on traditional”

Source: Brightfield Group; Wellness Social Listening & Quarterly Survey; March 2025
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HYDRATION:
WE THOUGHT
THAT IT WAS
FIZZLING OUT
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We thought hydration was peaking in late 2023

From our webinar in early 2024

In 2020 the New York Times proclaimed, August 2023
“Everyone’s resolution is to drink more

water,” viewing hydration as a health and : : ;
2 According to TikIok, Americans

TI ME wellness panacea. Are Very, Very Thirsty

Divinking water is impossible to come by in Eure THE Ol S0 (FO0S

Ehe New ork Eimes

a complaint on social media. Well-hydrated Europeans have

respotided with eve rolls from every corner of the continent.

STANLEY’S TARGET
COLLABORATION SPARKS IN-
STORE AND SOCIAL MEDIA FRENZY

Stanley is trending again following the recent release of a
Valentine's Day collaboration with Target
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Source: Brightfield Group:; Wellness Social Listening & Quarterly Survey: March 2025
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o
. Hydration continued to grow and now seems saturated

Countless “Hydration” focused powders and beverages.... almost felt like overload. The trend this year was how hydration is not
enough, and the products were often pairing hydration with another benefit/ingredient.

% of Consumers who are in the Hydration Need State
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Source: Brightfield Group; Wellness Social Listening & Quarterly Survey: March 2025
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Hydration

Consumers are also increasingly reporting the purchase of hydration related products, notably Sports
Drinks, Electrolyte Waters, and Coconut Water

Consumer reported Purchase (P3M) of Hydration products

Q12025 % change YoY
Sports Drinks +23 64%
Electrolyte Water | +16.71%
Coconut Water | +12.98%
Flavored Still Water | +20.78%
Cold-pressed Juice | -0.48%
Prebiotic/Probiotic Soda +37.28%
lonized / Alkaline Water -1.81%
Aloe Water +17.24%
Hydration powder (Liquid IV) | +12.11%
Energy Enhanced Waters | -1.64%
Pre-Workout Drinks/Powders | +14.27%
Super Green Drinks/Powders (i.e Athletic Greens) | +12.30%
Agua Fresca | -5.22%
Post Workout / Recovery Drinks | +16.27%
Pre-Workout Supplement | +37.55%
Herb / Botanical infused water +26.56%
Cactus Water +23.43%
0% 5% 10% 15% 20%
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Source: Brightfield Group; Wellness Consumer Insights; Q1 2025
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Hydration + Ingredients: Where to go from here? Finding
Innovation Opportunities in Social Conversations

Ingredient Mentions in Hydration Conversations

Overall conversations about Hydration on Social Media are on the
rise, showing steady growth starting from Nov 2024

@ Hydraticn
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Innovation

Opportunities

Proceed with Caution,
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Source: Brightfield Group; Wellness Social Listening & Quarterly Survey; March 2025

or, Monitor

High Growth

Low SOV

SOV = Share of Voice (volume)
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@
In Q1 2025 66% of
. ® respondents fell into the
.. Energy Need State

Energy Need State
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Consumer Reported P3M Purchase

Energy Drinks/Energy Boosting Drinks 14.90%

Energy Shots 5.60%

Energy Enhanced Waters 4.00%

Caffeinated Gum 2.10%

Energy Oral Pouches/Grinds 1.60%

0% 5% 10% 15% 20%

o 52.2% of Americans agree they often feel tired
and sluggish, up from 50.9% in Q4 2023.

o 47.7% of Americans agree they often rely on
products or supplements to give them an energy
boost, up from 43.7% in Q4 2023. (Brightfield
Group Q1 2025)

Q12024 Q2 2024 Q3 2024 Q4 2024

Source: Brightfield Group; Wellnhess Social Listening & Quarterly Survey; March 2025

Q12025 12
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Energy Re-booted: Consumers want Calmer Energy & Focus

Energy Products were everywhere at Expo, with many differentiating by “cleaner”, and “calmer” attributes. The data supports this evolution within the
energy category.

Consumers continue to rely on energy products to keep up with their busy lifestyles, but their preferences are shifting toward smarter, more health-
focused options.Once dominated by high-caffeine, high-sugar formulas, the energy drink market is now seeing a rise in products made with cleaner
ingredients and better-for-you (BFY) energy sources. Today’s consumers want a steady, sustained boost—without the crash or jitters often associated
with traditional energy drinks. They're also increasingly linking energy with mental clarity and focus, seeking products that help them feel sharper and

more alert.

] ™ lvirtue p
. S 1111::;5_';.-'- L3230
gnency | WS e || & ¥
.!"':r':-.: _-.'_:::'::i : > | Z 3 __;__-_I\l.."-_
=

_ 13
(@ BRIGHTFIELD GROUP

Source: Brightfield Group; Wellness Consumer Insights; Q1 2025
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Energy Consumers increasingly look for products that help
them feel sharper and less jittery

Brightfield Group asked consumers of select “energy” categories about “improvement areas and “reason for purchase”

Purchase Reason: Makes me feel sharper @ Improvement Area: Jittery Feeling

35%
30%
25%
20%
15%
10%

5%

0%

Q12023 Q2 2023 Q3 2023 Q4 2023 Q12024 Q2 2024 Q3 2024 Q4 2024 Q1 2025
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Source: Brightfield Group; Wellness Consumer Insights; Q1 2025
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Posts about Energy are ticking up on social media, with new ingredients
popping up that move beyond caffeine.

Social Discussions: Growth of Posts about Energy

Posts by Need State Highest Growth | Highest Volume Monihly | Weeky  Dail “Energy” Ingredients that are established “Energy” Ingredients to Watch
Energy
oo Ingredients (1) Ingredients (D) = O
[tindgvoli= Top Indices Top Trending Maost Popular Top Indices Top Trending
5.5%
Caffeing 1.9% Mad h46.4
" Magnesium 1.7% Ginseng 504 6
2 B0
8 Vitamin C 1.4% B-12 480.2
5
E Probiotics / Prebiotics 1.0% Shilajit AT1.0
w O . - »
. Vitamin D 0.8% Biotin 437.9
Zinc 0.7% Caffeine MT.T
o Sweeteners 0.5% B-6 402 5
Turmeric 0.5% Electrolytes 3418
Whey 0.3%
Glucose 3412
Mar  Apr May Jun Jul Aug Sep Oct MNov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct MNov Dec Jan Fab Vitamin E 0.3%
2023 2023 2023 2023 2023 2023 2023 2023 2023 2023 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2025 2025 . GlUtEthiDnE 3243

Source: Brightfield Group Wellness Social Listening
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WOMEN'S
HEALTH
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Hormone Health & PMS

Penmenapause /| Menopause
0 50%
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All Stages
Condition Share of Voice Actual Growth Growth Rate Sentiment
Score
Endometriosis 0.76% 0.47% 72.90% 75.05
FPMS 2.60% 0.82% 37.47% 8279
P ( }'\ l } . F'] ( ) Y ‘:} Perimenopause / Menopause 5.03% 0.93% 20.43% 8737
-4 5 e ; FPCOS 2.31% -0.26% -10.40% 7957
Libido Boost

Thaily Aalamci

Source: Brightfield Group; Wellness Social Listening & Quarterly Survey; March 2025

Libido Boosting

Products for Women'’s Health were on display at Expo:

Need ranged from Perimenopause support, PMS symptom relief,
hormone balancing, and libido boosting

In social conversations about “Conditions”,
women'’s health conditions like Endometriosis,
PMS and Perimenopause all showed growth over

the past year.

At 5% Share of Voice (SOV), Perimenopause is on
par with mentions of Obesity.

Download the Q4 2024 Wellness
Webinar report for more in-depth -I 7
insights about perimenopause!


https://content.brightfieldgroup.com/january-2025-brightfield-group-wellness-webinar-0
https://content.brightfieldgroup.com/january-2025-brightfield-group-wellness-webinar-0
https://content.brightfieldgroup.com/january-2025-brightfield-group-wellness-webinar-0
https://www.brightfieldgroup.com/social-listening
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Survey Respondents: Women in Perimenopause face a
larger variety of conditions than other women

Google Trends: Searches for Perimenopause

The topic of perimenopause is expected to continue gaining traction for several reasons:
¢ Increased awareness and discussions around the topic

e Millennials and Gen X'ers aging into perimenopause Dbl sttt
¢ Increased awareness of under-represented symptoms contributing to more women
being aware that they may be experiencing perimenopause earlier
¢ Increased medical attention (although still limited)
SPECIAL
e Menopause reoliion
o - —I—I—-
o R 'll: I |I|”||I @ ||I L |'I-l|ﬂ'r-|-
Menstruating Perimenopause Post Menopause
Owver-indexing Conditions: Over-indexing Conditions: Over-indexing Conditions:
_ Eﬂﬂﬂﬁ'ﬂtﬂﬂﬂﬁ Insulin H.Eﬁﬂiﬂﬂﬂ, Dlgﬂﬁ'l'hl'ﬂ HI:| h Cholesteral, Cancer, Heart diseasa
Acne, ADHD, Crohn's, Dysphagia, Celiac Condition, Lactose Intalerant / Allergic to Cardiovascular disease, Hypertension,

disease / Gluten sensitivity, Nut Allergy Dairy, Migraines, PMS/women's health, Glaucoma. Arthritis, Dmhr

Joint F'r]in Ir|’r|.-:|||"||‘|‘| |r|| i, 14 Jisease,

Severe/chronic pain, Post-Traumatic Stress

Disarder (PTSD), Multiple Sclerosis, Nausea,

Eczema / Psoriasis, Insomnia, Fibromyalgia,
Obesity, Depression, Anxiety

spina ! .:: ord I r|_| ur '_-,-'. -::I verweight

Over-Indexing Conditions by Women'’s Life Stages

Source: Brightfield Group; Wellness Social Listening & Quarterly Survey; March 2025 and
Google Trends
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GLP-1 AT EXPO:
= SUPPORTING
_+ el THE JOURNEY
- SNACKING,
SUPPLEMENTS
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GLP-1s/ Semaglutide Injections

16 million people reported using semaglutide in the P6M

@ Semaglutide Injections @ Prescription Weight Loss Pills w Health
GLP-1 pills are coming, and they could

(o)
6% revolutionize weight-loss treatment
BX=o
4%
NEWS  Videe Live  Shows~  Shop  iif e
o oo

Compound versions of some weight loss drugs
2% to be restricted

ABC Mews' Dr. Tara Marula shares what patients need to know.

1% By Katle Kindstan GMA 0 3% a2 &
0%
Q4 '23 Q1 24 Q2 '24 Q3 24 Q4' 24 Ql' 25
20
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Source: Brightfield Group; Wellness Social Listening & Quarterly Survey; March 2025
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GLP-1s/ Semaglutide Injections

Beyond the Fad: Semaglutide Injections continue to hold steady
with steady growth in social conversations

Conversations about Semaglutide Overtime on Social Media

Semaglutide Injections (wegovy, ozempic, rybelsus)

0.14%
0.12%

0.10%

Share of Yoice

0.08%

0.06%

0.04%
Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct MNov Dec Jan Feb Mar
2023 2023 2023 2023 2023 2023 2023 2023 2023 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2025 2025 2025

@ B R | G H T F | E |_ D G R O U P Source: Brightfield Group; Wellness Social Listening; March 2025


https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening

Expo West: Products positioned for mimicking the GLP-1 effect
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Gaining weight when | stop

Long term affects

’ Getting enough protein
“Getting enough fiber

Ongoing digestive issues

Getting enough daily vitamins
Not enjoying food like | used to

Not eating enough for my body

Not feeling like eating

Not being able to drink much alcohol

Other

GLPs?

0%

10%

20%

30%

40%

50%

@ Expo West: Products positioned for support to the GLP-1
users’ journey - validated by consumers’ concerns and

LY experiences

Which of the following concerns you while taking

Have you turned to any products to help with your
GLP-1 Journey?

:a d G""";‘" i Supplements/vitamins 43.7%
- »' iihioic 8
- P Protein bars/shakes 40.4%

L 4
_ Fiber supplement/fiber rich foods

grunsdaily Portion size snacks
ea’ Sponsored
Nuts/seeds

| Ozemplc s
New Bestie

, + 1% incraass in haalthy gul BRCTAFE #

- 5% reduation in risk of mild cognitiee impairment

Smaller portions available at restaurants

Single serve frozen meals

Other

T5% reduction in iremunity =demaging (ree radicals

+BT% thickar hair snd roils Less filling alcoholic beverages

I g
Y improved skin health
W

Nutrient dense food

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

Q60 Q 7 [

grunsdaily New Packaging, Same
Delicious Gummy Inside!

Source: Brightfield Group; Wellness Social Listening & Quarterly Survey; March 2025
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Who are the GLP-1 Users?

549% are Female Increase in X an.d Z, Becoming more
up from 52% in Q4 and decrease in middle income but
Millennials

still high income
dominant

(N
lﬂ_{] BRI G HTFIELD GROUP Source: Brightfield Group; Wellness Social Listening & Quarterly Survey; March 2025
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PROTEIN, EVER
HEARD OF IT?
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Q1 2025 - About one third of consumers are focused on Protein, and

one fifth of consumers are focused on high fiber
Important Label Claims ® Track Daily Consumption

Low sugar 35.6%

Never Rarel Sometimes Often
High protein 33.4% ® Y ®

Low sodium 29 0%
Sugar-Free 26.3% Calories
Low fat 25 7%

MNone 24 8%

Low Calorie 23 1%

Low carb 22.0%
Hormone Free 13.1% Fiber
Gluten Free 11.2%
Flant-based 9.4%
Lactose Free 5.8% Protein

Dairy Free 6.3% 27

0% 20% 40% 60% 80%

Source: Brightfield Group:; Wellness Social Listening & Quarterly Survey: March 2025
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Protein continues to grow. Fiber starting to uptick

2 percentage point increase in consumers saying they are looking for products that say high in fiber

High Fiber and High Protein Conversations Over Time Label Claims

@ High Fiber @High Protein

0.35%
0.30% /f""—“'\——-—-"“\\.\#_,,_\‘/
0.25%

3 @ High fiber

g 020%

S High protein

@

2 0.15%

w

00s% o T~ Q1 Q2 @3 a4 a1 Q2 Q3
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0.00%
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QD B R | G H T I: | E I_ D G R O U P Source: Brightfield Group; Wellness Social Listening; March 2025
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The Shroom Boom at
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Expo continues to
2 bring mushrooms
mainstream

funglas. :
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Functional Mushrooms Starting to Mainstream

Purchasing Mushrooms as an Ingredient, as a Supplement or Mushroom Coffee
@ Chaga Mushroom @© Cordyceps © Lion's Mane Reishi Mushrooms @ Mushroom Coffee

@ Mushroom Supplement
3.5%
3.0%
2.5%
2.0% A
1.5%
1.0%

% of Americans buying each mushroom in the past 3 months

0.5%

Source: Brightfield Group - Quarterly Consumer Wellness Survey

0.0%

Q123 Q2 '23 Q3 '23 Q4 '23 Q124 Q2 24 Q3 24 Q4 '24 Q125

In early 2023, Majority segment

(41%) were Wellness Seekers S,gnahng mushrooms are

.’ "% becoming more “mainstream” o . ol
: ghtfield Group; Wellness Socia ' g_& Quarterly Survey; March 2025
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@ BRIGHTFIELD GROUP
Tracking the Shroom Boom in Social Media the last two years

Conversations about Functional Mushrooms skyrocketed in 2023 and have started to pick up again toward the end of
2024 into 2025.

# Chaga Mushroom @ Cordyceps @ Lion's Mane @ Reishi Mushrooms. @ Turkey's Tail ®Mushroom Cofles @ Mushroom Supplement (Retshi, Chaga. Cordyceps, Lio's Mane Eic)
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Top Need States: Established Trends Analyzing Conversations about Functional | Growing Need States: Innovation Opportunities to Watch
Mushrooms + Need States
Need State Share of Voice Need State Actual Growth Growth Rate
- Established Trends show how Functional -
Holistic Wellngss 43 39% Mushrooms are already being discussed
) with Holistic Wellness, Brain/Mental Health Relaxation 6.53% 86.57%
Brain/Mental Health 26 73% . . .
| and Immunlty topping the CfDnversatlons. Energy 12 999%, 69.64%
Immunity 25.48% Growing Need States shed light on where
Energy 27 18% Brands may want to innovate or position Focus 2.42% 55 57%
Functional Health 18.19% moving forward. Areas like Relaxation, Women's Health 1.01% 53.3%%
Energy, Focus and Women’s Health may
help functional mushrooms brands stay Digestive Health 4.39% 47 36%
relevant and meet consumers’ unmet needs.

Source: Brightfield Group; Wellness Social Listening; Feb 2025
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Sustainably harvested

'. Late 2024, we thought there
... might be something bubbling "
" up with sea products wehn we
went to BevNet Live

Ocean’s secret stash of plant-based
hutrients, with our exclusive Sea-biotics

@ BRIGHTFIELD GROUP



.. Fast Forward to ExpoWest: Sea-Based Products
. e spanned supplements to snacks -
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Spirulina - Heats up in 2024

Social Conversation Over Time

@ BRIGHTFIELD GROUP

Spirulina is surging in functional drinks—powering
detox shots, smoothies, and plant-based blends. _ \
Packed with natural energy, antioxidants, and immune s
support, it's often mixed with ginger, turmeric,
moringa, and coconut water for a health + flavor
boost. A go-to in green smoothies and cold-pressed
juices targeting weight loss and inflammation. Big with
health-conscious, clean-label seekers—especially
Millennials (41.4%) and Gen X (37.0%). Gender split is
even; Gen Z and Boomers trail behind.
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Source: Brightfield Group; Wellness Social Listening & Quarterly Survey: March 2025

Source: Brightfield Group; Wellness Social Listening & Quarterly Survey: March 2025 36
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Other Sea Adjacent Ingredients Trying to Find their Place

/ Algae or Seaweed \ / Krill Qil \ / Chlorophyll \
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Al el cemween) i besiing [bes el sieeriy Krill Oil conversations remain small and have been Chlorophyll eonversations dropped in 2024

throughout 2024, while social conversations have > Oéosla;zlLeh::/jvti:lhedr:c‘;\i’ra::shI\/gv:i?;owu::;:sioii‘c‘i. d(ﬁce while purchasing increased going into 2024 and
remained somewhat flat. & ’ P has remained steady

has remained more steady

Source: Brightfield Group; Wellnhess Social Listening; March 2025
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@ BRIGHTFIELD GROUP

Prebiotic Soda grew 37.3% in
purchase incidence YoY

Prebiotic Soda or Drink Mix

Social Volume % @ Survey Volume % Trend Score

Purchase Incidence (Past Quarter) 5.5%

Purchase Incidence (% Chg. Yago) 37.3%

AO&RDADDM

PE FSI cu " E nﬂs % é Social Share of Voice (Past Quarter)  0.01%
%1 g BILLI()N + g = Social Share of Voice (% Chg. Yago)  32.9%
Wl . = >
(¥ o
DEAL FOR POPPI SODA & =
(Generation @
01 Q2 Q3 04 01 Q2 Q3 04 01 #* Trend score driving factor: Purchase Incidence
Generation £ 2023 2023 2023 2023 2024 2024 2024 2024 2025 Growth Rafe YoY is 37.3%

Millennial

Generation X

Baby Boomer

Silent Generation

Source: Brightfield Group; Wellness Social Listening & Quarterly Survey: March 2025
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OTHER THINGS
WE SPOTTED




Cognitive Health

Products positioned for brain health featured a variety of
ingredients such as lion's mane, DHA, and Omegas. While still
niche, 13% of consumers fell into the cognitive health need state
in Q1 2025, and 73% of respondents agreeing with the statement
“l am currently focused on sharpening my mind and avoiding
mental decline”.
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New Plant-Based Sources for Shacks

ARIBGE Y ypgppRulT CRACE
“':":"um“tn PTLL T

Expo products featured new varieties for plant-based snacks,
often pulling inspiration from exotic fruits and other cultures
e.g. jackfruit, breadfuit, and waterlily seeds.

Longevity

Products positioned for longevity typically fell into the
supplements area with Urolithin and NAD featured as a key
- ingredient. In the survey, 24% of respondents said that “living a
long time” was an important aspect of what they considered 42
“healthy aging”.

-

Source: Brightfield Group; Wellness Social Listening & Quarterly Survey: March 2025
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Any Questions?
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New! Wellhess CPG Monthly Subscription

The Wellness CPG Platform includes consumer insights sourced from syndicated
consumer surveys and social listening to help brands:
e Expand Consumer Reach: Understand your customers and what they want out of
their products
e Unlock Sales Opportunities: Tie your target consumer segment in with your retail
and channel strategy
o Secure a Competitive Edge: Leverage a unique blend of social listening and
consumer survey data to outperform the market.

Subscribe for monthly access and receive:
e Onboarding with Account Manager + Weekly Office Hours to help guide you
e Licenses for up to 5 team members

o Flexible dashboard views to zero in on your category and consumer segments

Price: $2k/month (50% off when you sign up in April!)

Schedule a Demo

Click to see a demo video of the platform!

Consumers

Conversations | Social Listening

Sign up for the Monthly Option!
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https://www.loom.com/share/21980dc8f2ac402fba1c0c4e310cc658?sid=67141506-23eb-4f0f-82a9-abc4e1dcad28
https://content.brightfieldgroup.com/wellness-monthly-subscription
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Click here to see our p
trend reports!



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

