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Marketplace dynamics drove retail gains
The meat and deli departments are the MVPs of the grocery store

Dollar and unit sales growth 52 weeks ending 3/29/2026

L

Total store Frozen
Dollar sales $964B  $88B
Dollars vs. YA +3.1% +2.0%
Units vs. YA +0.8% +0.1%

Source: Circana, Integrated Fresh, Total US, MULO+, 52 weeks ending 3/29/2026
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Grocery Dairy Produce Meat Deli Bakery Seafood

$263B $106B $97B $113B $56B  $49B $9B
+3.0% +0.9% +2.4% +6.5% +3.0% +0.7% +2.7%
+0.5% +1.3% +1.3% +1.6% +2.1% -1.4% -0.2%

Dairy

$90.0B +0.7% +1.7%

Protein quest drives growth L-52 week sales Dollarsvs. YA Units vs. YA
o - q q a
o 4 g 0y Dairy dollar sales Dairy unit sales
e i R, $92B 24.0B
g AR $86B $908 23.58
\ $798 $81B 2o 23.0823'55

Dairy dynamics
4 99.4% households buyi
A 72 annual trips/buyer

A 2.9 units/trip
A 211 units/buyer/year
A $725 per buyerl/year

Source: Circana, Household Panelws@ 3/22/2026
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$69B $6 22,582 48
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2020 2021 2022 2023 2024 2025 L-52 2020 2021 2022 2023 2024 2025 L-52

wks wks
Winning categories in absolute YOY unit growth
Yogurt | $13B Cottage cheese | $2B Eggs | $14B
o~ 4.6B units 639M units 2.8B units
y +214M @ +73M Sppfs +8M
e +4.9% +12.9% « © +1.8%
4

Source: Circana, Integrated Fresh, Total US, MULO+, 52 weeks ending 3/29/2026
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Viral fame paid off for cottage cheese

The most Googled recipe delivered doubigit gains for all components

Sales and shopping dynamics

Dollar Pound | Households| Trips
sales vs. | salesvs.| buying vs. vs. YA
YA YA YA

+19.4%| +15.1%| @ (]
+14.7%| +3.1% | @ (1 ]
+17.3%| +12.6%| @ (s }

Source: Google Trends | Circana, Integrated Fresh, Total U\8.e.5226/2026
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Real ingredients, protein, functional benefits, low carb and animal welfar,

GREEK

STYLE

ASPBERR | s
i £ A
{ et |

MORE REAL

FRUITTHAN

ANY OTHER
YOGURT

Pictures: 210 Analytics
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Bakery $49.3B +0.7%  -1.4%

Mixed results L-52 week sales Dollars vs. YA  Units vs. YA

Bakery dollar sales Bakery unit sales

.1B13.1B13.1B
sa5p $49B $49B$498 $49B 13.18 12.9B12.9B12 7B12 78

Perimeter bakery dynamics

4» 96.7% households buyi
“ 32 annual trips/buyer 2020 2021 2022 2023 2024 2025 L-52 2020 2021 2022 2023 2024 2025 L-52
wks wks
1.4 units/tri . . : : :
“’ P Winning categories in YOY absolute unit growth (all perimeter vs. aisle)
A 44 units/buyer/year Cake | $6.5B Muffins| $1.78 Pastries | $2.1B  Donuts | $1.9B
838M units ... 359M units 3}; 437M units _' 638M units|
A $208 per buyer/year & 264M 5 210M (D, +153M f VI
Source: Circana, Household Panelyse 3/22/2026 == +3.3% \ +6.2% L‘:,'" +3.6% +3 6%

IDDBA Trends 2026: From Brie to Brioche® Source: Circana, Integrated Fresh, Total US, MULO+, 52 weeks ending 3/29/2026

Innovation helped drive growth for donuts
Product size, holidays, pop culture, flavors and packaging conflguratlons

Pictures: 210 Analytics
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Deli meat $8.6B +0.3% -1.9%

Ongoing pressure L-52 week sales Dollarsvs. YA Units vs. YA
Deli meat dollar sales Deli meat unit sales
$9.28$9.2B 1.52B1.528
$8.7B 142813681 308, pop1.258
$8.58 ~ $8.5B $8.6B
R e $80E;
Deli meat dynamics H H
.1 94.0% households buyi
‘ : - 2020 2021 2022 2023 2024 2025 L-52
A 11.2 annual trips/buyer 2020 2021 2022 2023 2024 2025 tvisz 020 2021 2022 2023 2024 2025 Wls(ss

$ 1.4 units/tri
0 P Winning categories in YOY absolute unit growth

“ 15.7 units/buyer/year Grab & go ham | $776M Grab & go pepperoni | $72M Grab & go turkey | $1.0B
A $104 per buyer/year A 127M units &, 19M units 136.6M units

@ +8.2M +3.2M ({{ +1.5M
Source: Circana, Household Panelyse 3/22/2026 +7.0% +20.5% W . 9 +1.1%

IDDBA Trends 2026: From Brie to Brioche© Source: Circana, Integrated Fresh, Total US, MULO+, 52 weeks ending 3/29/2026 9

Grab & go is delivering growth for deli meat
Innovations in snacking and convenience drive new/different engagemel|

Pictures: 210 Analytics
IDDBA Trends 2026: From Brie to Brioche©
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Deli cheese $9.1B +4.0% +2.6%
Growth powerhouse L-52 week sales Dollars vs. YA Units vs. YA
Deli cheese dollar sales Deli cheese unit sales
$9.08$9-1B  1.58B1 578
$8.7B 1.55p1-568
$8.5B
$8.3B 1518
$8.08 1 50B
- . $7 SB 1 48B
Deli cheese dynamics
@ 79.8% households buyi
. 2020 2021 2022 2023 2024 2025 L-52 2020 2021 2022 2023 2024 2025 L-52
A 12.3 annual trips/buyer NG oo
4 1.4 units/trip Winning categories in YOY absolute unit growth
. Specialty Specialty Specialty
A 16.8 units/buyer/year Mozzarella| $1.0B Hispanic| $929M Parmesan| $595M
‘ $104 per buyer/year 205M units 167M units 81M units
g.! +14M < +11M < +8M
Source: Gircana, Household Paneinse 3/2212026 1 -‘l +7.0% +6.9% +11.2%

IDDBA Trends 2026: From Brie to Brioche© Source: Circana, Integrated Fresh, Total US, MULO+, 52 weeks ending 3/29/2026 11

Grab & go and specialty cheese gained big

Capitalize on the excellent cres®erchandising opportunities in cheese

"" tﬁ -a -
‘ i u?u;uuw

Top specialty cheese gaurchases:
A Fresh basil, arugula and cilantro
i A Salami

Pictures: 210 Analytics < A Naan

IDDBA Trends 2026: From Brie to Brioche© A SpeC|aIty paSta
Circana, Integrated Fresh, Total U.S.w&2 4/19/2026
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Deli prepared $31.7B  +3.7%

Replacing restaurant trips ~ L-52 week sales Dollars vs. YA

+3.3%

Units vs. YA

$30B $31B $32B
B $29B

$24B 4.2
$20B 3.7B

Deli prepared dynamics

Deli prepared dollar sales Deli prepared unit sales

B 4.4B 4.5B 4.7 4.8B 4.9B

A 94.6% households buyi
A 12.3 annual trips/buyer

wks wks
® 1.5 units/tri . _ .
0 P Winning categories in YOY absolute unit growth
‘ 60.4 unlts/buyer/year Entrees| $9.2B Sandwiches | $3.9B Appetizers | $2.5B Prep. meat | $6.5|
A $104 per buver/vear 1.1B units e 682M units 372M units 48 964M unit
SB[ yery f& +52.6M +49 ™ +231M P +19.8M
Source: Circana, Household Panelns® 3/22/2026 [ o +49% ‘ +7 9% +66% Y. +21%
IDDBA Trends 2026: From Brie to Brioche© Source: Circana, Integrated Fresh, Total US, MULO+, 52 weeks ending 3/29/2026 13

2020 2021 2022 2023 2024 2025 L-52 2020 2021 2022 2023 2024 2025 L-52

Everything is working for delprepared

Readyto-heat, readyto-cook and readyo-eat innovation is

Pictures: 210 Analytics

To % y )
IDDBA Trends 2026: From Brie to Brioche© /&

o Publix ©

Try our new pork belly bumt ends. Get de . See more

driving growth
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Deli Is stepping up as a restaurant replacement
LiQa | 62dzi 3INBI GFraagsS yR @t dzS

1 8 % Reasons for purchasing dedrepared foods more often

47% Great tasting food
47% Great value

of consumers are purchasing - - -
33% Timesaving convenience

deli-prepared food and meals

more often than last year 31% Ability to select exactly what | like
30% Replacing restaurant meals/food
% more often: 30% Better prices and promotions than before
33% Gen Z 27% Replacing items/meals | typically cook from scratch

25% Millennials
13% Gen X
8% Boomers

26% Ability to purchase just as much as | need

23% Buy different things for different people

19% New consumption occasion, like breakfast or lunch

29% Welkoff 18% Store added new items/expanded assortment
T 15% No specific reason, simply buying more

IDDBA Trends 2026: From Brie to Brioche© 15
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IDDBA Trends 2026: From Brie to Brioche© 16
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Spending with
Purpose

Sustained inflation is prompting consumers to
balance valueseeking behaviors with selective
splurges, creating a bifurcated marketplace
that rewards both sharp value execution and
well-timed premium offers.

¢c2RlI&8Qa 02al0 2F tAQAyYy3

The average price per unit for all food/beverages is 40% more than in 2019

/| 2y OSNY | o62dzi (2RIFeQa Oz2ai 2F tAQDAY

8% 40% SYA)

Not concerned m Somewhat concerned m Very concerned

Average price per unit:

Total foodbev. Deli Dairy Bakery = St
$4.32 $6.27 $3.79 $3.91
+2.3% +1.0% -2.5% +2.3%

Source: Circana, Integrated Fresh, Total U.S., MUMDe.5219/2026

IDDBA Trends 2026: From Brie to Brioche©
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Spending patterns vary widely based on finances
The more financial pressure, the more focus on price and promotions

Description of financial situation

NVAZ N4
S
17% 28%
Comfortable Secure Getting by Tight Struggling
Money is not a Income covers Have to budget Cutting back on Behind on bills

concern

what we need and

carefully not to

non-essentials to
make ends meet

extra for savings I overspend

and struggle to
afford basics I

IDDBA Trends 2026: From Brie to Brioche©

Driving most of the change

19

Meal dollars are on the move
More price and healtldriven shopping in the past two years

Grocery shopping habits compared with 2 years ago

( } A 2,
s am| L B0
10% 27% 23% 12% 29%
Little tono More price  More health & More convenience More of all
change driven nutrition driven driven three
P e g@g ° P . @®@ . P . g@g . g@g . D e
19

17% 5%

IDDBA Trends 2026: From Brie to Brioche©

20

10



6/2/2026

Spending patterns vary widely based on finances
The more financial pressure, the more focus on price and promotions

Top 3 purchase factors when buying yogurt (or similar dairy item)

NV N4 \4

Comfortable Secure Getting by Tight Struggling
Flavor/taste Flavor/taste Flavor/taste Price Price
Nutrition Nutrition Price Flavor/taste Promotion
Brand Price Nutrition Promotion Flavor/taste

21
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Spending is more intentional
Focused on stretching the food dollar

Food/mealrelated habits compared to last year (% do more):

% 0 T s v s

% Do/buy more than last yea

49% Reviewing what items are on sale (gr or in-store)

48% Planning meals and creating shopping lists E
. . . Review sales 40% 59%

46% Cooking from scratch versus sermi fully-prepared items

Plan meals

22% Entertaining guests at home versus meeting at a bar/restaurant B tea e els) 4

200/ St SoNJ GAY3I K2fARF&aZ adzOK | EaCUlKGUCHEe

Holidays

0 : > . : . 3

20% Celebrating special occasions (birthdays, anniversaries, etc.) St e A

19% Buying restaurant food (on premise, takeout or delivery)

18% Buying prepared foods from the grocery store deli

IDDBA Trends 2026: From Brie to Brioche© 22
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Promotions continue to wield powe
While even more are focused on essentials

Promotional research (% occasionally & frequently)

Unit trade efficiency
(% any merch)

i

Dairy aisle
9.8% | +4.1% vs. YA

Bakery department
8.9% |-6.4% vs. YA

7O(y 85% Deli department
compare dairy, check focus on 7.6% |-2.9% vs. YA
bakery and deli promotions buying only Source: Circan,Itgrted Fresh,Toal US, MULO 3119125
promotionsacross  at theirmain what and
different stores store pre-trip how much
pre-trip they need
IDDBA Trends 2026: From Brie to Brioche© 23

Highlight the value of deli/lhomeprepared meals

Different price points can be a way to upsell

IDDBA Trends 2026: From Brie to Brioche© 24
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Integrate bulk and packaged offerings
Ensure pack size variety for different occasions, household sizes and bu

IDDBA Trends 2026: From Brie to Brioche© Pictures: 210 Analytics 25

Help consumers with meal planning to be on the list
Interest in steady meal days peaks among generations juggling kids and careers

Interest in steady deli food promotional daysuch as
pizza deals on Friday and sushi discounts on Wednesday

45%

Somewhat (23%) or
very (22%) interested

Er— [E—
e L T

Interested by generation
44% Gen Z

53% Millennials

50% Gen X

35% Boomers

IDDBA Trends 2026: From Brie to Brioche© 26
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Holidays will increasingly be a time to spend with
guests instead of in the kitchen

Interest in holiday meals with a variety of sizes, such as
turkey/ham, sides and desserts for Thanksgiving

81n 10

are somewhat (57%) or
very (23%) interested

Very interested by generation
32% Gen Z

28% Millennials

20% Gen X

15% Boomers

IDDBA Trends 2026: From Brie to Brioche© 27

Easy holiday entertaining is another opportunity
Especially with 22% of consumers entertaining at home more often

% Getting
*| distracted

from smalltalk [ /7,
« by party food. Cﬁ”

Part,y FOOdi 3f‘o.r)
B \fix and mtch seress e
chilled and frozen

party food-

IDDBA Trends 2026: From Brie to Brioche© Pictures: 210 Analytics 28
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Budget balancing leads to afiround change
No elimination, but recalibrating the what, how much and where

Grocery moneysaving measures (% of shoppers):

- Nlaeis. \ A
9 €. . Zhaan
64% 62%
What groceries How much you buy
39% you buy (items and pack size)

eat out at or
order in from
restaurants less often

B S e
K \"a e
N

67%
Where you purchase What brands of
your groceries \ groceries you buy
IDDBA Trends 2026: From Brie to Brioche© 29

Pack size strategies vary widely

Household size and income/financial situation have the greatest impact

Changes to pack size strategies due to inflation (% of shoppers)

[ / [ )
o 7

e__
45% 95%
nv
buysmaller packagefor  buylarger bulk/family BeTLleE
a lower price point packsto save over time VA

52 52

35% 62% 65% 38%

IDDBA Trends 2026: From Brie to Brioche© 30
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Private brand popularity
lllustrated by aboveaverage growth

Purchasing private brands in the past year (% of shoppers)

O O

42% 11% 47%

aremore likely arelesslikely to saybest priceis
to purchase purchase store more important
store brands brands than brand

IDDBA Trends 2026: From Brie to Brioche©

Deli units vs. year ago
33.2% Private brand share
+1.8% vs. YA

Bakery units vs. year ago
49.2% Private brand share
-1.2% vs. YA

Dairy units vs. year ago
47.7% Private brand share
+1.1% vs. YA

Source: Circana, Integrated Fresh, Total US, MUL®,e52/19/26

Valueforward channels are winning
Younger consumers are driving the switch to value and convenience

Channels shopped Gen Z
60% Supermarket/grocery store 45%
57% Supercenter/mass 55%
32% Club stores 31%
34% Discount/dollar stores 37%
17% Specialty/organic stores 29%
11% Drug stores 17%
15% Convenience stores/gas stations 28%
13% Online 19%

11%CF NXYSNEQ YINJ]Sia 18%
6% TikTok Shop or other social media sh  17%
5% Other (bodegas, corner stores, etc.) 14%

IDDBA Trends 2026: From Brie to Brioche©

Boomers

70%
54%
24%
31%
11%
6%
5%
6%
8%
0%
0%

+overindex  +under index

32

16
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Channel shifts are echoed in sales shares
Online sales drove much of the total food and beverage growth in the past year

Dollar channel share total food and beverages

2022 L-52 weeks Dairy Deli Bakery
Traditional grocery 42.8% 39.0% 43.8%  36.3% 43.4%
Mass & Supercenter 20.6% 21.1% 24.4% 8.2% 20.0%
Club 12.6%  13.5% 11.7%  12.2% 10.8%
Discount grocery 6.9% 6.9% 8.6% 4.9% 7.4%
Specialty stores 4.0% 4.1% 0.6% 31.5% 7.1%
Online 3.2% 5.4% 4.7% 2.4% 3.9%
Health/organic specialty 2.1% 2.1% 2.2% 2.7% 2.1%
Other 7.8% 8.3% 4.1% 1.9% 5.3%

Source: Circana, Integrated Fresh, Total US, MULO+, 52 weeks ending 3/29/202€ |+ Over index -+ Under index

IDDBA Trends 2026: From Brie to Brioche© 33

The best news:

Plenty of reasons to splurge a little, led by brands and special occasions

O Reasons to splurge a little on dairy, deli or bakery (% of all shoppers)

92 /0 42% For a brand | like

can be persuaded 42% For a special occasion (birthdays, movie/date nights, etc.)

to spend a bit more 41% For my altime favorite

than planned 34% C2NJ I K2f ARIFe 6a2iKSNQRa 51 &z
32% To do something nice for myself

30%LF AGQa + fAGHES KSFEGKASNI
29% To do something nice for someone else/gifting

19% Replacing a restaurant meal that would have cost more
19% Portion/pack size that | wanted

10%LF AGQa LINRPRAzOSR Y2NB adzadl Ay

IDDBA Trends 2026: From Brie to Brioche© 34
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Optimize permissibility for everyday indulgences
Big role for functional and global beverages and snack occasions

Pictures: 210 Analytics

IDDBA Trends 2026: From Brie to Brioche© 35

Optimizing sales during special occasions and holidays
Seasonal classics in different formats can drive additional purchases

Rcsmnr{ml ins
centrepieces,
from our chefs
table 1o yours.

BRIE &
CRANBERRY

IDDBA Trends 2026: From Brie to Brioche© Pictures: 210 Analytics
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Capturing the whole cart
Mix-and-match meal solutions from appetizers to desserts

Pictures: 210 Analytics

IDDBA Trends 2026: From Brie to Brioche©

Optimize engagement with secondary holidays
CNRY {ld tIIiINARO1 Q4 5@ (2 aSNNE

Pictures: 210 Analytics

IDDBA Trends 2026: From Brie to Brioche© 38
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Summer is evolving into its own season
Opportunity to tie into events and grilling season

Pictures: 210 Analytics

DDBA Trends 2026: From Brie to Brioche© 39

A New Chapter

After 30 years of Boomers representing the
majority share of spending, Gen Z and
Millennials are poised to take over iryears.
This affects everything from the what and
where to appliances used, dishes prepared an
the focus on convenience and sustainability.

20
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hdzNJ G gK2¢ Aa OKIFIy3IAy3d N
A frightening reality? Millennials will qualify for AARP-h years

Gen Z <27 yrs Millennials 28-45 Gen X 4660 Boomers 61-79 Silent 80+

! ! |

Small, but fast Career progression has Boomers are still the majority
growing share of led to rising incomes. spenders in most categories, but
retail spending becoming fewer and mostly-2
Most likely to have kids at people households
Very different home, resulting in larger
from Millennials households
IDDBA Trends 2026: From Brie to Brioche© 41

Boomers are still the majority spender at retail, but for how long?
Gen Z and Millennials combined (<45 years old) matetsxnd Boomers

To understand the trends, we have to Share of unit sales by generation
1. Who is generating the sales today? food/bev | _store
Gen Z 5.0% 4.9% 5.1%
2. Who is driving the growth fueling sales Millennials ~ 27.5% 27.4% 27.6%
tomorrow? Gen X 32.4% 32.8% 31.8%
3. Wh he diff i thei Boomers 33.4% 33.2% 33.6%
. at are the di .erences |r.1 their . Silert Gen = o 8%
approach to buying groceries/making
meals? Source: Circana, Integrated Fresh, Receipt Panel, Total U&. 3219/2026
IDDBA Trends 2026: From Brie to Brioche© 42
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Gen Z is fueling sales growth
Gen Z and Millennials are fueling growth; Silent generation spending is down

To understand the trends, we have to
understand thewho

1. Who is generating the sales today?

2. Who is driving the growth fueling
sales tomorrow?

3. What are the differences in their
approach to buying groceries/making
meals?

IDDBA Trends 2026: From Brie to Brioche©

Unit sales growth by generation

Total Dry Total
food/bev | grocery | perishables

Gen Z +6.2% +5.2% +8.3%
Millennials ~ +0.9% +0.0% +2.6%
Gen X +0.2% -0.7% +2.0%
Boomers +2.2% +1.5% +3.7%
Silent Gen  -8.3% -10.3% -4.8%

Source: Circana, Integrated Fresh, Household Panel, Total WS:. $219/2026

43

Combined market and demographic forces will result in

360° of change

To understand the trends, we have to
understand thewho

1. Who is driving sales today?

2. Who is driving the growth fueling
sales tomorrow?

3. What are the differences in their
approach to buying
groceries/making meals?

IDDBA Trends 2026: From Brie to Brioche©

Gen Z over index for:

A Meal adventures/global cuisines, resulting i

different items/brands purchased

A Interest in speedy meals and lunchbox
solutions

A Readyto-heat and readyto-cook

A Functional health benefits

A Production claims like organic, all natural,
non-GMO, gras$ed, etc.

A Sustainability influence on purchase

A Retailers and brands who align with their
values

A Ovetindex for supercenters, clubs and onlin

44
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C2NJ SEF YL SX /20d6GF3S8S OKSS

Or tortillas vs. centestore bread: sales momentum lies with Gen Z & Millennials

Share of unit sales and YOY unit growth by generation

Cottage cheese Processed cheese Tortillas/wraps Centerstore bread

@“
(
|\ \

Share of  YOY Share of  YOY Share of  YOY Share of  YOY
units growth units growth units growth units growth
Gen ZzZ 2.2% +50.8% 3.7% +8.6% 4.8% +133% 3.1% +34.0%
Millennials 22.8% |+14.0% 28.0% -3.1% 38.0% +7.7% 28.0% -1.2%
Gen X 30.1% |+15.6% 31.1% -5.6% 29.4% +6.8% 29.1% -1.8%
Boomers 39.7% |+10.3% 33.4% -3.1% 25.4% +3.8% 35.5% -2.8%
Silent Generation 5.2% +3.1% 3.7% -12.9% 2.3% +1.3% 4.3% -20.2%
IDDBA Trends 2026: From Brie to Brioche© 45

Different generations, different tone of voice
Meme culture is infiltrating marketing and packaging

Pictures: 210 Analytics

IDDBA Trends 2026: From Brie to Brioche© 46
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All-time favorite meal reflects cuisine shakeup
Move to more global cuisines while comfort meals look different

All -time favorite meal (size of font reflects frequency of mention)

Shrimp Alfredo
Chicken and rice

Chicken wings Breakfast
Barbecue Salad e a
Mac & Cheese

Fried chicken Pancakes
Mashed potatoes Roast Shrimp pasta

Pasta e Chicken Alfredo Fish/seafood

Nachos Salmon  Fried rice Pork
Eggs Indian unch Crab legs

= L
reo 0[] ZZ@Meatloal Chicken
urger 0Thai gylckenanddumphngs
Lasagna S&?afood PR otstar " Sandwiches
Sushi  Thanksgiving dinner
Spaghetti chilItalian Ramen
Mexican/LATAM

Dinner Chicken Parmesan

Eggplant Parmesan

The font size corresponds to the number of mentions

IDDBA Trends 2026: From Brie to Brioche©

Fun facts
A No oneaged 60+mentioned:

A Pho
A Ramen
A Mac & cheese
A No oneunder 25mentioned:
A Pork/roast
A Meatloaf
A Chicken and dumplings

Leading to growing crossover and global offerings
Economic pressure can lead to some exploration trepidation

Pictures: 210 Analytics

IDDBA Trends 2026: From Brie to Brioche©
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Hybrid meals are on the rise
Compared to 2023, fewer Boomers cook from scratch

Description of meals typically prepared at home

S 3
e I : :
Cooking mostly from Mix of scratchcooked and Mostly semi and fullyprepared
scratch i semi and fullyprepared items:  items (may just need reheating)
VY 42% 49% 9%
38% Gen Z i /7549%Gen Z 9% Gen Z
V 48% Boomers 5 illennials 9%Boomers

enZz :

41% Boomers
IDDBA Trends 2026: From Brie to Brioche©
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The average time spent on meals decreases along with age

Preparing dinner:

6 /7%

of meals takdess than 30
minutes to make

54%

of consumerdlre confident
preparing all sorts of foods and
cuisines

Source: 210 Analytics | January 2026
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Stores can be a helping hand
9F aAy3 (K {

Pictures: 210 Analytics
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Digital is dominant in meal inspiratio
Substantial generational gaps

Sources of meal or snack inspiration Meal/snack inspiration

: GenZz
0,
Routine meals/snacks that | have regulary 46%| 2 Skl e
Social media, like Instagram, YouTube and TikJok 34%| 38% Search engines
Google search/search enginep 34%) Millennials
Recipe websites, like Allrecipes and Epicuridus 33%| 44% Social media
: : * e 36% Routine meals
Personal network, including family/friend 28%)
Grocery store sources, like apps, meal displays and rec|pes 28%) Gen X .
49% Routine meals
TV or streaming cooking shows and food channgls 27%) 37% Recipe websites
Printed sources, like cookbooks and magazirjes 23%) Boomers
Al tools, like ChatGPT and Grgk 13% 60% Routine meals
Influencers | 12% 29% Printed resources
0% 10% 20% 30% 40% 50%
IDDBA Trends 2026: From Brie to Brioche© 52
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Al is making rapid inroads in meal planning
Used by more than onquarter of Gen Z consumers

13%

of shoppers use Al tools,
such as ChatGPT, Grok or
Gemini to help with meal
planning

How can | help, Alicja?

27% Gen Z
19% Millennials
11% Gen X

4% Boomers
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Al structurally under represents many categories
When asking Al why, it points the body of evidence online used as guidance

In charge of the grocery shopping list 'L @gad aK2LILISNRa A
69% Myself (on paper, phone, app, etc.) treats like donuts, cookies, cupcakes, etc.
%
28% Combined effort of household members 28% 24%

12% Al input (ChatGPT, Gemini, Copilot, etc. H 8%
10% Mealkplanning/subscription app [ ]
8% 52y Qi NBIFffe dzaSky

Less Aboutthe More uUnsure
often same often

. Q:Is there an Al bias to avoid baked treats/desserts when

p %‘ creating shopping lists?
“a

W

A: Yes, there is a very real bias because the training data ske

toward publicK S| f G K 3dzA RSt Ay S& GKlI
narratives (similar for ChatGPT, Grok, Gemini, etc.)

i
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Younger consumers seek help
The need for speed is evpresent
Importance of time -saving shortcuts when preparing meals
% very important (x%)
Weekday meals Weekend meals EakiEy TR
51% 50% Gen Z 42%  39%
] Millennials  42%  34%
34% Gen X 36%  27%
28% _—
229 Boomers 22%  18%
15%,
Weekday Weeken
Welloff 43%  41%
Not  Somewhat Very Not Somewhat Very Struggling 24%  23%
important important important important important important
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Crossmerchandising can help save time
While inspiring trial and larger basket sizes

Dinner delivered
inasfastasan
hour*

What's for dinner?

.

No-cook & ready to eat Viewall

A 5 ©& 8 @

Shop  Mylems  AskSpaky  Sevces  Account

Pictures: 210 Analytics
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Meal interest shows future opportunities for deli
Different sizes, different formats, different cuisines

Interest by grocery deli prepared option (% somewhat or very interested)

S ST D

1-person Multi -person Hot food Salad bar Sushi
ready-to-cook ready-to-cook  bar

51% Gen Z 49% Gen Z 51% Gen Z 50% Gen Z 49% Gen Z
47% Millennials 47% Millennials  47% Millennials  44% Millennials  42% Millennials
31% Gen X 34% Gen X 38% Gen X 34% Gen X 30% Gen X
31% Boomers 21% Boomers 21% Boomers 22% Boomers 14% Boomers
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High interest in grocery deli prepared delivery
While the fultservice counter has split importance

Interest in deli food delivery through 3 ™ Importance of full -service counter for deli
party services such as DoorDash or Uber Eats meat and cheese
43% 48%
33%
24% 48% Gen Z 2504 27%
~ | 45% Millennials
33% Gen X
16% Boomers
Nol/little "o 0e %, N0 Not important Somewhat Very important
interest of interest atall Velte )

Share of dollar sales generated by the fglérvice counter
Deli cheese: Deli meat:

15% in 2021 11%2 weeks 58.6% in 2021  50.4% in £52 weeks

Source: Circana, Integrated Fresh, Total U.S., MULO+, 52 weeks ending 4/19/202
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Younger consumers love exploring new cuisines
They also want to see innovations more frequently

59%

of consumers love exploring
new foods and cuisines

66% Gen Z
68% Millennials
58% Gen Z
46% Boomers

64% Financially welbff
49% Financially pressured

Pictures: 210 Analytics
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Frequency of wanting to see new items
and flavors in bakery/deli

19% Never, | buy what | buy
29% Seasonally
28% Monthly
18% Weekly
6% Daily

Top desired frequency:
A Gen Z: Monthly
A Millennials: Monthly

A Gen X: Seasonally
A Boomers: Seasonally

Unique and trendy ingredients resonate with Gen Z
Opportunity to leverage LTOs as a fhal focus group .

Choice of a free pretzel bite sample

Regular Spicy dill pickle

28%

39% Gen Z
35% Millennials
21% Gen X
17% Boomers

IDDBA Trends 2026: From Brie to Brioche©

Smoothie King just dropped a Grillo's Pickles
SMOOTHIE and the fast food world has gone off the

'S MANE
LION'S 44

s one a try? On May 16th for A
le Day you can get a 40z sample for

Pickle B
Smoothie "
S i nons il

1200

Vietnames<

= =

EGG CU FFE
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Highlight new and trending items in all areas
In-store displays, on the shelf, ggack and in the ad

TRANSPORT b- ——
YOUR TASTE s % LS
P
. B, ,

)=

o

Pictures: 210 Analytics
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Exploration is reflected in cuisine interest & sales growth
Some have populatiowide interest; others have a large generational divide

Desired cuisine types in heand-eat/ready-to-eat deli foods Overindexing cuisines by generation
35% Pizza Gen Z: Millennials:
0, il I I o o
A TSt e L [ prltyae
1 1 g 0, - 0, g
30% BBQ/smokehouse 32% Sushi 39% Mexu_:an
30% Sandwiches, subs, wraps, paninis, etc. 27% Korean 28% Sushi
30% Chinese 22% Poke 22% Korean
28% Comfort/homestyle (mac & cheese, meatloaf, pot roast, etc.) 16% Bobdiev 18% Bobdiev.

26% American (hot dogs, burgers, etc.)
26% Salads/salad bars

24% Breakfast/brunch (burritos, egg sandwiches, etc.) Top unit growth categories:

22% Mediterranean +7.0% Sushi

20% Japanese/Sushi +12.4%Chicken wings

17% Thai +10.6%American protein entrée
16% Korean +23.8%Seafood entrees

14% Indian +15.7%talian deli sandwiches
13% Hawaiian/poke +8.0% Grilled chicken

12% Middle Eastern +55.4%Mexican entrees

11% Vietnamese Source: Circana, Integrated Fresh, Total U.8:.624/19/2026

In order of unit sales

10% Made-to-order boba tea and smoothies
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Being known for retail foodservice delivers
Six to seven in 10 shoppers will divert to different stores for a great deli

If a grocery store has a great deli prepared
FT22Ra 2FFSNRAYy3IZ OFy Al

57%

drive further than the closest store
down from 63% in 2023

65%

32 G2 F ai2NB 6KSNB
buy groceries; down from 70% in 2023

Pictures: 210 Analytics el

e 2dz
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Discovery spans online and-store sources
Social media tops among Gen Z

Discovering new foods in the past year
36% In-store
35% YouTube
34% Facebook
34% Friends and family showing me
26% Instagram
25% TikTok
15% Online (ads, subscription boxes, etc.)
15% Ads on TV/streaming
9% Influencers
8% Specialty store
8% Other social media platforms
5% Instacart,GoPuff Shipt etc. ads

Pictures: 210 Analytics
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Discovery by generatio

GenZ
56% YouTube
52% TikTok

Millennials
44% YouTube

40% Instagram

Gen X
41% Facebook
36% In-store

Boomers
45% In-store
39% Friends & family
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