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Toluna makes it easy
o make faster,
smarter decisions

Expertise and Service

We incorporate our best thinking into our
platform and can offer custom
consultancy service when needed.

Technology

Cutting-edge research
capabilities through our
Toluna Start platform and
ongoing tech innovation.

- Global Consumer Panel

The world’s largest social voting community.
More than 40 million strong.
/0+ markets.

toluna’* Tolunacorporate.com



toluna

The industry’s most advanced end-to-end, real-fime consumer intelligence program.

Toluna Start technology makes it possible to work seamlessly - the way you've always
wanted to access insights.

1. Plafform Login 2. Create your survey 3. Target Respondents from 4. Analyze and
our Integrated Panel Share Results

toluna’* Tolunacorporate.com
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Order Details

E.L.F. COSMETICS
Buffing Foundation Brush

Qty: 1 $7.00

COSRX

Travel Size Advanced Snail 96 Mucin
Power Essence

Qty: 1 FREE

Buy 1 Get 1 Free-Add 2 to cart! Plus Free
Shipping when you buy 4 Mix & Match
Minis products

1@ $5.55

E.L.F. COSMETICS
O FACE Satin Lipstick

Color: Dirty Talk (nude pink)

Qty: 1 $9.00

E.L.F. COSMETICS

Halo Glow Liquid Filter
Color: 2 Fair/Light

Qty:1  $14.00

E.L.F. COSMETICS
Halo Glow Liquid Filter
Color: 1 Fair
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Shop Favorites Stores
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Hair Qil
Size: 1.5 0z/ 45 mL

innisfree $19.00
Intensive Hydrating Toner with Green
Tea Seed

Add to Basket QTY: 1

Rare Beauty by Selena Gome220.00
Soft Pinch Liquid Blush
Color: Bliss

samples
QTY: 1

HUDA BEAUTY Lip Contour 2.0FREE
Automatic Matte Lip Pencil

VIEW FULL SIZE QTY: 1
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Cara Community Stores
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Rare Beauty by Selena Gome223.00
Warm Wishes Effortless

Bronzer Sticks

Color: Power Boost

Out Of Stock

Notify Me QTY:1

SEPHORA COLLECTION $6.00
Eyeliner Pencil To Go
Color: 11 Pure White

Out Of Stock

Notify Me QTY: 1

Urban Decay $15.00
Mini All Nighter Long-Lasting Makeup
Setting Spray

Size: Mini Size - 10z/ 30 mL

Add to Basket QTY: 1

Rare Beauty by Selena Gome220.00
Perfect Strokes Universal

Volumizing Mascara

Color: Black

Add to Basket QTY: 1

Charlotte Tilbury $29.00
Eyeliner - Pillow Talk Collection
Color: Pillow Talk
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Cara Community Stores
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Last purchased Nov 21, 2022
Black and White

View order Set reminder

Visit the BLAAROOM Store i A& ¥y 3,453
6 Pieces Powder Puff Face Makeup Velour Soft Triangle
Powder Puffs - for Loose Powder Mineral Powder Body
Powder Wet Dry Cosmetic Foundation Sponge Makeup Tool

in Powder Puffs by BLAAROOM
i

BLAAROOM BLAAROOM BLAAROOM

€L Aroom

Color: Black and White
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Last purchased Jun 20, 2022
Black

View order Set reminder

Visit the Veken Store 16,631
6 Set of Various Colored Packing Cubes in 4 Sizes (Extra
Large, Large, Medium, Small), Veken Packing Cubes for Travel
Accessories Travel Essentials, Luggage Organizer Bags for
Carry on Suitcases

in Travel Packing Organizers by Veken
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MUDEELA Pots and Pans Organizer for Cabinet 8-Ti...

$22.99 /prime

Visit the Joseph Joseph Store ' 14,509
Joseph Joseph - 85149 Joseph Joseph CupboardStore
Cabinet Door Pan Lid Organizer, Gray, 4 count (pack of 1)

FAR:tealE® in Home Cabinet Accessories

th

( T VIEW 360° }

Get a $50 Amazon Gift Card instantly upon
approval for the Amazon Rewards Visa Card. Nt O
annual fee.

()
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Last purchased Jan 22, 2023
-Lavender Mist , 400z

View order Set reminder

Visit the Simple Modern Store 1,587
Simple Modern 40 oz Tumbler with Handle and Straw Lid |
Insulated Reusable Stainless Steel Water Bottle Travel Mug
Iced Coffee Cup | Valentines Gifts Him & Her | Trek Collection
| 400z | Lavender Mist

i

Color: -Lavender Mist
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,—’ The New Consumer

— Launched in 2019 by longtime business
journalist Dan Frommer

— Exploring how and why people spend
their time and money

— Reporting, analysis, and research for
anyone who cares what’s next

— 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
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Personalized Cooking solutions for Sustainable, functional Personalized men’s Global plant-based
pet nutrition the new consumer hydration personal care dairy leader

MAGIC

SPOON HODINKEE SESAME

Low-carb Content-driven Direct-to-patient Next-generation Innovative Clinical
breakfast innovator marketplace healthcare restaurant brand wellness brand nutritional formulas

lemme  katefarms



Consumer Trends Report

— Our goal remains to highlight the profound
changes in the consumer landscape and what
matters most for the years ahead

— Special thanks to Earnest Analytics for
spending data: earnestanalytics.com

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



Consumer Trends Survey

— We’ve now conducted five surveys of 3,000+ US
consumers, most recently in November 2022

— For a closer look at Gen. Z, our survey panel
again includes 15- to 18-year-olds

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



The new consumer has
voted with their attention,
and the winner is TikTok.



The average American spends about 13
hours per day using technology and media

Activate’s average estimated daily media and tech
consumption in hours and minutes

Video

5h17m
Audio 2h 48m

Gaming

Messaging and social media

(includes social video) Th 33m

Other: Web browsing, reading,

. 1h 39m
live events, etc.

O 1h 2h 3h 4h 5h 6h

Data: Activate Technology & Media Outlook 2023. Includes multitasking during other activities, which leads to a “32-hour™ day. The New Consumer | Coefficient



Half of younger Americans say they
‘live online’

Percentage of ‘Strongly’ or ‘somewhat’ agree responses by generation: How
strongly do you agree or disagree with the following statement: | live online

75%

% 51%
50% 50%
36%
25%
18%
0% -_
Gen. Z Millennials Gen. X Boomers

Data: Consumer Trends Survey, powered by toluna* (n=3159) The New Consumer ‘ Coefficient



More Gen. Z and Millennials say they feel
most like themselves ‘online’ than ‘offline

Percentage of responses by generation:
Where do you feel most like yourself?

100%

75% 71%

49% 527%

50% 46%

25%
10%

0%
Online Offline Online Offline Online Offline Online Offline
Gen. Z Millennials Gen. X Boomers

Data: Consumer Trends Survey, powered by toluna* (n=3112) The New Consumer | Coefficient



Do Americans want to spend more
or less time online? Yes.

Percentage of responses by generation: Do you wish you spent more or less
time online? (Includes ‘much’ and ‘a bit’ more and less.)

50%

40%

35% . o
33% 34 32%

30%

20%

10%

0%
More Less More Less More Less More Less
Gen. Z Millennials Gen. X Boomers

Data: Consumer Trends Survey, powered by toluna* (n=3159. Remaining responses do not want time spent online to change.) The New Consumer | Coefficient



Social media apps maintain product-
market fit with robust engagement rates

Percentage of active Android installs that opened app every
day in Q32022

Instagram 41%

Facebook

TikTok

Snapchat 27%

YouTube 21%

Twitter 19%
0% 10% 20% 30% 40% 50%

Data: Sensor Tower Consumer Intelligence. Based on global usage of each app’s Android version. The New Consumer ‘ Coefficient



Data: Meta/Facebook

Facebook is still the most popular with

around 2 billion daily active users

Facebook daily active users

2.0 billion

1.5 billion

1.0 billion

0.5 billion

0.0 billion

12

13

14

‘15

16

17

18

19

20

21

22

The New Consumer ‘ Coefficient



Since 2018, TikTok has been downloaded
the most — around 4 billion times

Estimated cumulative global downloads from Apple’s iOS
App Store and Google Play — Sensor Tower

4 billion

TikTok

Facebook
3 billion

Instagram
2 billion
1 billion Twitter

O billion =
1/18 7/18 1/19 7/19 1/20 7/20 1/21 7/21 1/22 7/22 11/22

Data: Sensor Tower. TikTok includes Douyin on iOS in China. Excludes third-party Android marketplaces. The New Consumer | Coefficient



TikTok is most popular with younger
consumers

Percentage responses by generation: Do you use TikTok?

75%

64%
54%
50%
37%
25%
14%
0% -_
Gen. Z Millennials Gen. X Boomers

Data: Consumer Trends Survey, powered by toluna* (n=3159) The New Consumer ‘ Coefficient



TikTok’s addictive short-form videos
drive ~100 minutes of app usage per day

Average daily minutes spent in-app, Android users only,
during Q3 2022

TikTok
YouTube

Facebook

Instagram o2

Twitter

Snapchat 20
0 25 50 75 100

Data: Sensor Tower Consumer Intelligence. Based on global usage of each app’s Android version. The New Consumer ‘ Coefficient



Almost 30% of TikTok users on Android
open the app every day

Percentage of active TikTok for Android installs by number
of days used each month, on average, in Q3 2022

30%
29% open TikTok

20% every day per month

6% open TikTok
10% f one day per month

0%
1day 4 7 10 13 Alldays-12 -9 -6 -3 All days

Data: Sensor Tower Consumer Intelligence. Based on global usage of each app’s Android version. The New Consumer | Coefficient



TikTok’s top uses: Mindless entertainment
and comic relief, but also much more

Percentage of responses: For which of the following
purposes do you use TikTok? (Choose all that apply.)

Mindless entertainment 43%
Comic relief 41%
Listening to music 21 %
It’s my primary form of entertainment 25%
Keeping up with friends 24%
Discovering new products to purchase 23%
Keeping up with specific creators 22%
Keeping up with the news 22%
Second-screen while doing other activities 21%
Second-screen while also watching TV 20%
Education/learning 20%
Keeping up with brands 20%
0% 25% o0% 15%

Data: Consumer Trends Survey, powered by toluna* (n=1368, among Tik Tok users) The New Consumer | Coefficient



TikTok enables niche content but
covers most mainstream genres

Percentage of responses: What topics do you see on your
TikTok?

Music 092 %
General comedy 48%
Dance videos 42 %
Cooking / Baking / Food A41%
Celebrities
Fashion
Beauty / Makeup
Pop culture
Gaming 33%
Mental health and wellness 30%
Fitness / Exercise 30%
Current events 29%

0% 25% 50% 15%

Data: Consumer Trends Survey, powered by toluna* (n=1368, among Tik Tok users) The New Consumer | Coefficient



Half of TikTok users say it makes them feel
happy — few say ‘inadequate’ or ‘stressed’

Percentage of responses: How does TikTok make you feel?
(Choose all that apply.)

53%
1%

Happy
Amused

More culturally aware
More globally aware

Successful
Smarter 18%
Inadequate 1%
Stressed 7%
Sad 6%
Angry 5%
0% 25% 50% 75%

Data: Consumer Trends Survey, powered by toluna* (n=1368, among Tik Tok users) The New Consumer | Coefficient



TikTok drives music discovery but also
food trends and purchasing

Percentage of responses: Which, if any, of the following
have you done because of a TikTok video?

Listened to a new song 44%
Prepared a food or beverage recipe
Developed a new interest
Followed a new brand
Became a fan of a new musical artist
Purchased a product
Started saying a new phrase or using a new term/word 22%

Worn a specific outfit / dressed in a specific style 17%

Visited a place in my city or nearby 17%

| have not done anything because of a TikTok video 16%

Traveled to another city or country 12%
0% 25% 50% 5%

Data: Consumer Trends Survey, powered by toluna* (n=1368, among TikTok users) The New Consumer | Coefficient



Gen. Z also discovers beauty products
differently: On TikTok and YouTube

Percentage of responses by generation: Where do you
primarily discover beauty or personal care products?

Gen.Z Millennials and older
In-store 23% In-store 4 3%
TikTok 19% From friends
YouTube On brand websites 8%
From friends Other online source 8%
Instagram YouTube 1%
On brand websites | don’t know 7%
| don’t know Instagram 5%
Other social media TikTok 4%
Other online source Other social media || 3%
0% 10% 20% 30% 40% 50% 0% 10% 20% 30% 40% 50%

Data: Consumer Trends Survey, powered by toluna* (n=461, 1908. Among people who use beauty or personal care products.) 'he New Consumer | Coefficient



Most Gen. Z and Millennial TikTok users
say they’d choose TikTok over TV

Percentage of responses, among TikTok users, by generation: If you could only
watch TikTok or traditional TV/streaming shows, which would you choose?

100%

82%

5% 66% 69%

53%

50%

237

0%
TikTok TV TikTok TV TikTok TV TikTok TV
Gen. ”Z Millennials Gen. X Boomers

Data: Consumer Trends Survey, powered by toluna* (n=1368, among TikTok users) The New Consumer | Coefficient



Gen. Z wouldn’t want to live without
TikTok — for everyone else, it’s Facebook

Percentage of responses by generation: If you were trapped on a deserted
island and could choose to access only one social media network for
entertainment purposes, which would it be?

Gen.”Z Millennials and older

TikTok 26% Facebook 53%
Instagram 217% TikTok 7% € 17% of
Facebook Instagram 10% Millennials
Snapchat Twitter (_\ 18% of

Twitter Pinterest Millennials

Reddit Reddit

Other / None 9% Other / None 14%
0% 10% 20% 30% 40% 50% 60% 0% 10% 20% 30% 40% 50% 60%

Data: Consumer Trends Survey, powered by toluna* (n=3273) Question inspired by Mark Mahaney’s prior research. The New Consumer | Coefficient



YouTube is arguably underrated in the
future-of-TV conversation

Percentage of responses: If you were trapped on a deserted island and could
choose to access only one streaming video platform, which would it be?

YouTube 27%

26%

Netflix

Amazon Prime Video
Hulu

Disney+ 5%

TikTok

HBO Max

None / Other

1%

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

Data: Consumer Trends Survey, powered by toluna* (n=327/3) Questioninspired by Mark Mahaney's prior research. The New Consumer | Coefficient



YouTube is impressively popular across
generations

Percentage of responses: If you were trapped on a deserted island and could
choose to access only one streaming video platform, which would it be?

50%

40%

35%

30% 27% 56% 27% 27% 28%
20%

10%

0%
YouTube Netflix YouTube Netflix YouTube Netflix YouTube Netflix
Gen. ”Z Millennials Gen. X Boomers

Data: Consumer Trends Survey, powered by toluna* (n=3159. Other streamers not displayed.) The New Consumer | Coefficient
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There’s excitement around brands
founded by celebrities and creators.
Do they have a special advantage?



Rising customer acquisition costs have
challenged e-commerce economics

Change in customer acquisition costs observed by Common
Thread Collective’s network of e-commerce merchants

100%

75%
Apple’s i0S privacy
changes launch )

50%

295%

0%
1/4/21  3/1/21 4/26/21 6/21/21 8/16/21 10/11/21 12/6/21 1/31/22 3/28/22 5/23/22 T7/18/22 9/12/22 1/7/22

Data: Common Thread Collective / Statlas. Indexed to the week of Jan. 4, 2021. 'he New Consumer | Coefficient



Celebrity-founded brands have widely
proliferated — here’s just 40 current ones

Apparel Beauty and wellness Spirits Food and CPG
skiies SIP. KYLE lemme 818 S,

TEQUILA CASAMIGOS

LLLMTY F FABLETICS Rare Beauty rhode De Soi GoodLEeS

GOOD AMERICAN 9%8;»» goop KKW BEAUTY TEREMANA &W Q?,faﬂ" Made by,

pOMANE - KINLO N oo %
INAMORATA ym Y KEYS PROPER T Toriadl

EEEEEEEE TWELVE Snnygi COOKIES

llllllllllll
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Why so many celebrity-founded brands?

Many actors, musicians, athletes, and other celebs
want to be more than ‘talent’” — they're already
entrepreneurial and want to be multi-hyphenates

Social media allows celebs (and brands) to build
direct relationships with customers at scale

Their outsized followings drive attention and
traffic, which could make growth more efficient

Equity can have real value: A solid exit can generate
generational wealth the way a commercial gig can’t



Many younger consumers say they
prefer celebrity-founded brands

Percentage of ‘strongly’ and ‘somewhat’ agree responses by generation: | like
celebrity-founded brands more than non-celebrity-founded brands.

5%

50%

389, 40%
25% 21%
8%
0%
Gen. Z Millennials Gen. X Boomers

Data: Consumer Trends Survey, powered by toluna* (n=3273) The New Consumer ‘ Coefficient



Preference for celebrity-founded brands
also skews urban and higher-income

Percentage of ‘strongly’ and ‘somewhat’ agree responses: | like celebrity-
founded brands more than non-celebrity-founded brands.

75% 15%

50% 50% 46%
40%

25% 22% 20% 25% 22%

0% 0%

Urban Suburban  Rural < $50K $50K-75K $75K-100K $100-150K > $150K

Data: Consumer Trends Survey, powered by toluna* (n=3273) The New Consumer | Coefficient



It matters if a consumer likes or dislikes
the brand’s celebrity founder

Percentage of responses: If a celebrity were to start a
brand, how would that impact your decision to purchase?

Celebrity you like ..dislike ...feel indifferently about
50%

29%
26%

25%

17%

0%
More likely  Less likely More likely  Less likely More likely  Less likely

Data: Consumer Trends Survey, powered by toluna* (n=32/73. Remaining responses: “Would not impact™ purchase likelihood.) The New Consumer | Coefficient



Consumer preference for celebrity
brands varies by category

Percentage of responses: | would be more likely to purchase
if a celebrity were to start or promote a brand in...

28%
21%

Apparel / clothing
Beauty / personal care
23%
22%
20%

Restaurant / packaged food
Beverages
Supplements / vitamins

Alcohol 20%
Cleaning supplies 20%
Pet food 19%

17%
15%
0% 10% 20% 30% 40% 50%

Furniture
Baby food

Data: Consumer Trends Survey, powered by toluna* (n=3273) The New Consumer | Coefficient



Half of liquor store owners say they
intentionally stock celebrity brands

Percentage of responses: Do you intentionally stock any of
the following types of products?

Locally made products 65%
Celebrity-owned alcohol brands
Health-conscious drinks

Organic / natural products

Non-alcoholic products

Brands owned by underrepresented 26%
groups (e.g. women-owned) i

0% 15% 30% 45% 60% 15%

Data: Drizly BevAlc Insights 2022 Retail Report. Based on a poll of “more than 250” liquor store owners or managers. The New Consumer | Coefficient



Celebrity-founded beauty and personal
care brands have greater Instagram
engagement than the competition

3% 3%

Instagram engagement rate for a group of Instagram engagement rate for a group of
23 celebrity-founded beauty and 548 beauty and personal care brands
personal care brands. without celebrity founders.

Engagement rate reflects the average number of comments and likes per post,
as a percentage of total follower count. Measured over 12 recent posts per brand in Nov. 2022.

Data: Charm.io, analysis by The New Consumer and Coefficient Capital. 'he New Consumel ‘ Coeff



Skims, Kim Kardashian’s apparel brand,
is holding its own among top peers

Year-over-year change in US consumer direct credit and
debit card sales, as measured by Earnest Analytics

150%

Skims
100%
Alo Yoga
50%
Lululemon
0%
Q2 ‘21 Q3 Q4 Q122 Q2 Q3

Data: Earnest Analytics. Excludes purchases made via third-party retailers. 'The New Consumer | Coef



Skims, Kim Kardashian’s apparel brand,
is holding its own among top peers

Skims, which sells a variety of women’s clothing, from bras and underwear to
loungewear and shapewear, is growing rapidly — roughly doubling year over
year — according to Earnest Analytics’ analysis of US consumer card spending.

Average transaction size Avg. orders per customer

Skims $103.16

1.1

Alo Yoga $153.16 1.2

Lululemon $116.72 1.4

Spanx $131.78

$0 $50 $100 $150 $200 O 1 2

Data: Earnest Analytics. 2022 spending through October. Excludes purchases made via third-party retailers.

Total avg. 2022 spend YTD

$183.41

$162.38

$142.71
$0 $50 $100 $150 $200

The New Consumer ‘ Coefficient



Celebrity-founded brands have promise

— but within limitations
270 290

of consumers say they agree: ifa of consumers say they agree:
celebrity is an investor or backer of celebrity-founded brands only make
a brand, | trust the brand more. sense if the celebrity has expertise in

the products they are selling.

Data: Consumer Trends Survey, powered by toluna* (n=3273) The New Consumer | Coefficient
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Health and wellness will be
an even greater consumer focus
coming out of the COVID-19 pandemic.



Most Americans plan to prioritize their
health and wellness over the next year

Percentage of responses by generation: Over the past 3 years and the next 12
months, made / plan to make health and wellness ‘the top’ or ‘a high’ priority

100%

5% 69% 71% % s

64%

90%

25%

0%
Last 3y Next12m Last 3y Next12m Last 3y Next12m Last 3y Next12m
Gen. ”Z Millennials Gen. X Boomers

Data: Consumer Trends Survey, powered by toluna* (n=3159) The New Consumer | Coefficient



Wealthier consumers are also more
likely to say they’ll prioritize their health

Percentage of responses by household income: Over the next 12 months, plan
to make health and wellness a ‘the top’ or “a high’ priority in their life

100%

83%
13% 5%
% 67% 66%

90%

25%

0%
< $50K $50K-75K $75K-100K $100-150K > $150K

Data: Consumer Trends Survey, powered by toluna* (n=32/3) The New Consumer ‘ Coefficient



Americans say they’re most concerned
about their weight and mental health

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

My weight 37%
Mental health
Amount of stress

Quality of sleep

Amount of sleep
The type of food | eat 23%
Frequency of exercise 21%
20%
20%
Immunity / my immune system 18%
0% 10% 20% 30% 40% 50%

Daily activity levels
Chronic medical condition

Data: Consumer Trends Survey, powered by toluna* (n=3273) The New Consumer | Coefficient



Younger consumers in particular say
they’re concerned about mental health

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

Gen. Z and Millennials Gen. X and older

Mental health 40% My weight 40%

Amount of stress 34% Quality of sleep
My weight Amount of stress
Quality of sleep Chronic condition

Amount of sleep Amount of sleep

Mental health 24%

The type of food | eat

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

Data: Consumer Trends Survey, powered by toluna* (n=3273) The New Consumer | Coefficient



Older Americans generally say they
feel better about their mental health

Percentage of ‘Good’ or better responses by generation:
How would you rate your mental health these days?

100% 96%
86%
5%

75% 1%

69%

50%

25%

0%
Gen. Z Millennial Gen. X Boomer Silent

Data: Consumer Trends Survey, powered by toluna* (n=32/3) The New Consumer ‘ Coefficient



More than 1/3 of Gen. Z and Millennials —
especially men — say they’re very lonely

Percentage of ‘Extremely’ and ‘very lonely’ responses by generation and
gender identity: How would you rate your loneliness these days?

50%

1% A%

40%

30%

30%

20%

10% 9% 8% 9% 49

0%
Male Female Male Female Male Female Male Female Male Female
Gen.Z Millennials Gen. X Boomers Silent

Data: Consumer Trends Survey, powered by toluna* (n=3273) The New Consumer | Coefficient



Top priorities: Exercise, diet, and
lifestyle changes

Percentage of responses: Which lifestyle changes have you
already made or plan to make over the next 12 months?

Exercise more 48%
Eat more vegetables and/or plant-based foods 39%
Eat less processed foods 38%
Sleep more 35%
Take more or different vitamins/supplements 29%
Start to track my exercise/activity/steps 23% 25% of
Drink less alcohol 19% «———— Millennials
Start to practice meditation or mindfulness 18%
Start to track my body metrics (e.g., heart rate) 15% Also: 11% of Gen. Z
Start attending therapy 13% ¥~ — 23%o0fGen.Z selected “explore
Explore medical or recreational cannabis 1% micro-dosing”
Cut back on seed oils 9% (psychedelics, etc.)
0% 25% o0% 15%

Data: Consumer Trends Survey, powered by toluna* (n=3273) The New Consumer ‘ Coefficient



‘Food as medicine’ is a key trend we’re
watching (and investing in)

Purchasing trends of wellness-oriented menu items at
merchants that use Square technology

Turmeric latte Mocktail Acai bowl Avocado toast Green juice
100 100 100 100 100
75 75 75 75 75
50 o0 o0 50 50
25 25 25 25 25
0 0] 0 0] o)
197 18 19 20 21 22 7 18 19 20 21 ‘22 97 118 119 20 21 22 17 18 19 20 21 ‘22 17 118 19 20 21 22
Data: Square. Share of all food and drink transactions at businesses that use Square technology that mention the named 'he New Consumer | Coefficient

product, indexed to 100, where 100 is the maximum for purchases of the named product over the period displayed.



Doctors have had their hands full, but
remain influential over consumers’ diets

6%

of consumers say that if a doctor were to
make nutrition recommendations, they
are at least somewhat likely to follow
those recommendations.

Data: Consumer Trends Survey, powered by toluna* (n=3273)

0%

of consumers say that if a doctor were
to recommend a food or beverage
brand, they are at least somewhat
likely to purchase and eat/drink
products from that brand.

The New Consumer | C
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Access all Consumer Trends reports:

newconsumer.com/trends

Become a member for exclusive deep-dives:

newconsumer.com/subscribe

Questions or feedback:

dan@newconsumer.com



