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EXECUTIVE SUMMARY: THE 7 STRUCTURAL THEMES OF JUNE
2026

Theme 1: Local Capacity Is Becoming a Competitive Moat, Not Just an Operations Choice

F&B resilience is shifting from global reach to regional control. Aldi, Purina and Diageo are all investing
in local supplier depth, manufacturing and automated warehousing, signaling a broader move to place
capacity closer to demand and reduce exposure to freight, labour and geopolitical volatility.

For midstream manufacturers and processors, this makes capacity depth a source of competitive
advantage. Players with stronger regional manufacturing networks, inventory control, quality
systems and logistics capabilities will be better positioned to support retailer service levels, respond
to demand shifts and manage SKU complexity. Local capacity also improves demand visibility for
upstream ingredient, packaging and automation suppliers, while giving retailers greater confidence
in supply continuity.

Theme 2: M&A Is Becoming the Fastest Route to Category Control

Category control is increasingly being bought through the capabilities that sit behind claims, scale
and availability. Recent moves by Heartland, IFF, Lactalis, Arla-DMK and Campbell’'s show
companies using M&A and strategic stakes to secure sugar-reduction platforms, functional nutrition
access, dairy scale, ingredient systems and manufacturing capacity behind high-growth brands.

For F&B players, this raises the strategic value of assets that sit behind claims, quality and
availability. Manufacturing networks, reformulation know-how, ingredient systems and supply-chain
control are becoming the infrastructure through which companies defend categories and accelerate
innovation. However, these deals also increase execution risk, particularly around integration, plant
optimization, procurement synergies, quality systems and retailer service continuity

Theme 3: Ingredient Trust and Compliance Are Becoming Demand-Side Risks

Compliance is becoming a gatekeeper for category participation, not just a technical control. Recent
activity across Cibo Vita, Divilly’s, soluble coffee, Debut/Oterra, Phytolon and Raaw Energy shows
that import assurance, allergen labeling, traceability, color reformulation and pathogen control are all
moving closer to commercial risk.

Trust is becoming a prerequisite for category participation. Retailers and regulators are pushing
accountability deeper into sourcing, processing and documentation, which means manufacturers
need stronger proof systems before products reach the shelf. Advanced traceability, supplier
verification, reformulation readiness and food-safety controls can become a source of advantage,
while weaker systems increase exposure to recalls, delistings, import scrutiny and loss of retailer
confidence.

Theme 4: Alternative Ingredients Are Becoming Strategic Insurance Against Commodity
Volatility

Alternative ingredients are becoming supply insurance, not just sustainability stories. Recent moves
by Cargill/Voyage Foods, ADM, Meatly and Ayana Bio/Brevel show companies reducing
dependence on volatile cocoa, animal-protein systems and climate-exposed crops through
diversified proteins, cultivated inputs and controlled biomanufacturing.
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Ingredient innovation is becoming a hedge against structural supply instability. Climate pressure,
crop disease, animal-protein volatility and commodity inflation are making single-source dependency
harder to defend. Alternative cocoa systems, diversified proteins, cultivated inputs and fermentation-
derived bioactives give manufacturers more room to manage cost shocks, protect availability and
preserve sensory quality. Over time, formulation optionality could become as important as
procurement scale in determining category resilience.

Theme 5: Leadership, Governance and Portfolio Reset Are Rising Execution Risks

Governance is becoming a test of whether F&B companies can turn strategy resets into operating
performance. Tyson, Raisio, Glacier and Kinisla show boards and owners tightening leadership,
finance discipline, brand identity and investment priorities as cost pressure, category shifts and
portfolio complexity raise the execution bar.

The pressure will flow directly into the operating base. Manufacturing reviews, plant utilization
targets, procurement discipline, integration programmes and productivity initiatives are likely to
become more central to value creation. The risk is that strategic resets remain boardroom narratives;
the opportunity is that disciplined execution can translate them into stronger margins, better service
levels, clearer category focus and more credible growth stories for retailers and investors.

Theme 6: Nutrition Claims Are Becoming the New Margin-Control Layer

Nutrition is moving from a claim layer to a margin architecture for F&B growth. Companies are using
protein, digestive access, sugar reduction and child-focused wellness to stretch categories into
higher-value occasions, defend premium pricing and make health benefits more commercially
specific. Recent moves by Nestlé/Helaina, Lune & Wild, Kraft, FrieslandCampina, Kerry, Myprotein
and Amai show this shift playing out across bioactive proteins, children’s nutrition, lactose-free dairy,
whey protein, lactase enzymes, licensed protein formats and sweet-protein-led sugar reduction.
Health positioning is becoming more specific, science-backed and commercially disciplined. The next
wave of nutrition-led growth will depend on the ability to make claims credible, scalable and
affordable without weakening taste or safety. This raises the value of manufacturers with strong
formulation science, regulatory defensibility, sensory capability and quality control, while pressuring
players that lack validation systems or struggle to execute claims at scale.

Theme 7: Automation and Packaging Tech Are Becoming Margin-Protection Infrastructure

Margin protection is moving from pricing power to operational control. Recent moves by Rockwell,
PPM and Key, DS Smith and Nestlé Philippines show companies using automation, energy
intelligence, shelf-life packaging and circularity pilots to reduce cost leakage across energy, labour,
yield, waste and packaging compliance.

The strategic value is no longer limited to efficiency savings. Automation and packaging technology
are becoming resilience infrastructure that helps manufacturers improve throughput, reduce shrink,
extend freshness and support sustainability claims with stronger evidence. As input inflation, labour
pressure and retailer sustainability expectations persist, companies with better control over energy,
yield, waste, quality and packaging performance will be better positioned to defend margins without
relying only on price increases.
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THEME 1:

Local Capacity Is Becoming A Competitive Moat, Not Just An
Operations Choice
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1. Ferrero Opens $75M Nutella Peanut Line as U.S. Production
Becomes Brand Strategy

Food Manufacturing | Read Article

Ferrero North America opened a new Nutella Peanut production line at its Franklin Park, Illinois
plant as part of a $75m expansion project. The line will produce Nutella Peanut, the first new flavour
in the Nutella brand’s history and the first Nutella product manufactured in the U.S. Nutella Peanut
was developed for American consumers by combining Nutella’s cocoa-hazelnut profile with roasted
peanut flavour. The investment follows Ferrero’s broader North American expansion across
confectionery, biscuits, snacks, and breakfast-adjacent categories.

SO WHAT: Ferrero’s Nutella investment shows that local production is becoming part of brand
localization strategy. Manufacturers, co-packers and ingredient suppliers that can support U.S.-
specific flavour adaptation, flexible scale-up and reliable domestic supply will be better positioned
as growth partners, not just production vendors. As global brands link manufacturing footprint with
consumer relevance, midstream players should treat local capacity as a commercialization
advantage that enables faster innovation, stronger retailer responsiveness and lower execution
risk.

NOW WHAT — FutureBridge: If you run a confectionery or spreads business, decide now
whether your U.S. innovation pipeline can ship without domestic flavor and manufacturing support;
the brands that pair local capacity with local taste are about to compress your speed-to-shelf
advantage. Pick one high-velocity SKU and model the landed cost and launch-speed delta of
producing it domestically versus importing, then set a capex go/no-go threshold for this planning
cycle. FutureBridge's Market Opportunity Assessment sizes the U.S. demand and capacity gap by
format; our OSINT capability reads the capex, hiring and rollout signals at localizing rivals so you
know whether peers are committing or waiting; and Consumomics tells you which U.S. taste and
format demand is durable enough to justify the line before your localization window closes.

2. Applied Nutrition Targets $30M U.S. Revenue Uplift Through
Nutrablend Acquisition

Food Manufacture | Read Article

Applied Nutrition agreed to acquire U.S. sports nutrition manufacturer Nutrablend for $16m, adding
a manufacturing and warehouse facility in Buffalo, New York, plus design and R&D capabilities. The
company expects all U.S. production to move to Buffalo and said the deal could add around $30m in
revenue in FY27. Applied Nutrition expects revenue of about £148m for the financial year ending 31
July 2026. It has also signed a Mondeléz licensing agreement for Sour Patch Kids and Swedish Fish
sports nutrition products. Initial stocking is planned in 2,200 Walmart stores and 1,300 GNC
corporate stores from August 2026, linking domestic manufacturing to imminent U.S. retail scale-up.

SO WHAT: The deal links local capacity to branded retail execution. Applied Nutrition is not simply
buying manufacturing assets; it is creating a U.S. fulfilment platform for licensed sports nutrition
sold through Walmart, GNC and other national retailers. Retail partners benefit because domestic
manufacturing can reduce out-of-stocks, improve replenishment and support faster response to
flavour trends, while contract manufacturers face pressure as scaled brands shift from outsourced
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dependence to asset ownership. At sector level, local capacity is becoming a competitive moat in
functional nutrition because manufacturing location now affects speed-to-shelf, working capital,
compliance readiness and customer confidence. The expected $30m FY27 revenue contribution
shows operational localization can translate directly into top-line acceleration, making capacity a
revenue enabler, not merely a cost center.

NOW WHAT — FutureBridge: If you supply contract manufacturing to functional-nutrition brands,
audit your customer concentration now: scaled brands are buying their own U.S. assets, and your
largest accounts may be your next lost volume. Identify which of your top contracts carry insourcing
risk within 18 months and decide whether to defend them with capacity co-investment or pivot to
earlier-stage brands. FutureBridge's Consumomics quantifies which flavor and format demand is
durable enough to anchor that retention or pivot decision; our OSINT capability reads the
equipment orders, facility filings and hiring signals that flag which of your accounts are tooling up to
insource, so you commit capital to the volume that will actually stick.

3. Purina Opens $550M Ohio Pet Food Factory to Reinforce U.S.
Manufacturing Depth

Food Manufacture | Read Arficle

Nestlé Purina PetCare opened a new pet food factory in Batavia, Ohio, representing a $550m
investment. The facility is Purina’s first ground-up factory construction since 1975 and its 24th U.S.
factory. The site is already producing dry cat and dog food under brands including Purina Pro Plan,
Purina ONE and Dog Chow. Purina said the factory currently employs more than 340 associates
and is expected to grow to more than 500 employees when fully operational. The plant is near
Cincinnati, a region with more than 300 food and flavoring companies. The investment expands
Purina’s domestic manufacturing network and adds capacity for national pet food brands where
premiumization, pet humanization and reliable availability remain key.

SO WHAT: Pet food scale is increasingly tied to domestic manufacturing depth, labour access and
proximity to supplier ecosystems. Retailers benefit because large local factories improve product
availability across high-turnover pet food brands, while ingredient, packaging and logistics suppliers
gain regional demand from a $550m facility. Competitors are affected because Purina is
strengthening supply reliability in a category where consumers are highly brand loyal and
premiumization depends on consistent shelf presence. At sector level, the investment shows local
capacity is becoming a strategic moat in pet food. The Batavia facility’s location near food and
flavoring companies adds ecosystem advantages beyond the plant itself. For midstream players,
capacity, talent and supplier density now influence growth as much as brand strength.

NOW WHAT — FutureBridge: If you supply ingredients, packaging, or co-manufacturing into pet
food, target the supplier ecosystem forming around new domestic plants like Batavia before
incumbents lock the contracts. Map which of your capabilities fit a $550M facility's qualified-vendor
list and start the qualification clock now, because approval cycles run longer than the plant's ramp.
FutureBridge's Market Opportunity Assessment sizes the regional ingredient and packaging
demand pull; our OSINT capability reads permit filings, equipment orders and supplier linkages at
new plants, so you see which ecosystems are forming and pursue the right ones first.
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4. Aldi Signs £5BN UK Supplier Agreements to Lock in Domestic
Food Capacity

Food Manufacture | Read Article

Aldi signed long-term supplier agreements worth £5bn with UK farming and food production
partners, typically running for two years or more. The agreements cover fresh produce, dairy, meat
and eggs. Aldi said it aims to source 50% of domestic produce through long-term agreements by the
end of next year. The retailer cited AC Goatham & Son’s dedicated Aldi Orchard as one example of
its supplier partnerships and separately highlighted a £1.1bn commitment to UK egg production over
five years. The agreements are designed to give suppliers demand visibility and investment
confidence while giving Aldi greater control over domestic sourcing. The move extends the
discounter’s UK supply-chain strategy, linking affordability, British sourcing and supply security
across fresh categories and price stability.

SO WHAT: Retailers are converting supplier contracts into resilience infrastructure. UK farmers
and processors gain demand visibility, while Aldi secures domestic supply in categories exposed to
cost volatility, labour pressure and food-security scrutiny. Competing retailers are affected because
long-term agreements can lock up strategic supply before shortages become visible, while
consumers may benefit from greater price stability and availability in essential categories. At sector
level, Aldi’'s £5bn commitment shows local capacity is no longer only a provenance claim; it is a
margin and availability strategy that protects discounter price architecture. For midstream suppliers,
long-term contracts can support investment in farms, facilities and productivity, but may also
increase dependence on a powerful retail customer. Category control is shifting upstream into
contracted domestic supply.

NOW WHAT — FutureBridge: If you process or manufacture for UK retail, decide whether to
pursue long-term volume commitments yourself before discounters contract away the available
domestic supply in your category. Model your customer-concentration risk: a single £5bn-scale
buyer locking up capacity can either secure your utilization or trap you as a price-taker, so set the
floor terms you will accept before negotiating. FutureBridge's Competitive Intelligence tracks which
categories are being contracted first; our OSINT capability reads supplier agreements, farm
investments and sourcing shifts as they surface, giving your commercial team the runway to lock
favorable terms ahead of the squeeze.

5. DMK Invests €55M in Edewecht to Expand Whey Protein and
Dairy Infrastructure

Just Food | Read Article

DMK Group is investing about €55m in its Edewecht dairy plant in Germany. The programme
includes around €26m for a WPC80 whey protein concentrate facility with capacity of up to 7,000
tons, about €15m for packaging and logistics, and approximately €15m for drying tower upgrades
and energy-efficiency measures. Planned measures include electrification, heat-pump usage and
waste-heat recovery. The capex comes alongside DMK'’s broader strategic repositioning and
planned merger with Arla. The investment strengthens Edewecht’s role in value-added dairy
ingredients, especially whey protein concentrates for nutrition and functional food applications, while
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improving logistics and energy productivity. The programme shifts capital toward higher-value
protein, operational efficiency and infrastructure resilience rather than conventional dairy output
within Europe’s consolidated dairy network and portfolio mix.

SO WHAT: Dairy capacity is being upgraded around protein ingredients, energy efficiency and
logistics rather than only commodity milk processing. Ingredient customers are affected because
WPC80 capacity supports sports nutrition, medical nutrition, infant nutrition and functional foods,
while processors gain higher-value whey streams that improve margin resilience versus commodity
dairy. Farmers are affected because processing upgrades can strengthen milk-pool value within
cooperatives. At sector level, DMK’s €55m investment shows local capacity becomes a competitive
moat when tied to protein extraction and energy productivity. The move supports Arla-DMK logic,
where scale must be backed by modern assets. For midstream players, capacity quality matters as
much as volume because ingredient capability, logistics efficiency and lower energy exposure
capture more value from rising protein demand.

6. Anheuser-Busch Invests $5.8M in Virginia Brewery to Link
Capacity and Workforce Readiness

Food Engineering | Read Article

Anheuser-Busch is investing $5.8m in its Williamsburg, Virginia brewery to support Michelob ULTRA
production and fund a new technical skills training center. The investment is part of its Brewing
Futures initiative, through which Anheuser-Busch is investing $600m in U.S. operations across 2025
and 2026. The Williamsburg center is one of 15 being opened nationwide to train employees in
technical fundamentals, digital tools, management systems and mechanical and electrical systems.
The company plans to upskill more than 90% of its manufacturing workforce over five years.
Anheuser-Busch has operated in Williamsburg for more than 50 years and invested nearly $50m
there over the past five years.

SO WHAT: Local capacity is increasingly defined by both manufacturing assets and workforce
capability. Beverage manufacturers, co-packers and ingredient partners that invest in technical
training, digital readiness and operational flexibility can strengthen their role as resilient supply
partners. As production systems become more automated and specialized, workforce readiness
becomes a competitive moat that supports quality, service levels and faster scale-up. Midstream
players should treat upskilling as part of manufacturing resilience.

7. Barilla Invests Nearly $170M to Expand U.S. Pasta Capacity in
New York

Food Manufacturing | Read Article

Barilla announced plans to expand its Avon, New York facility through a project valued at nearly
$170m. The first $145m phase will add a 52,000-square-foot main building and a warehouse facility.
The building will accommodate new production and three packaging lines, while a second phase will
add another production line. Barilla expects the full project to create more than 90 jobs. New York’s
economic development agency offered tax incentives worth up to $2.75m. The first phase is
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expected to be completed by March 2028. Barilla established its Avon operations in 2007 and also
operates a facility in lowa, reinforcing its U.S. manufacturing footprint.

SO WHAT: The non-obvious read on Barilla is that mature center-store staples, not just premium
categories, now justify domestic capacity as a commercial weapon. Pasta makers gain service
levels, lower supply-chain exposure, and faster customer response from local production; retailers
gain availability, promotional confidence, and mix flexibility. The second-order effect: as freight
volatility and retailer service demands rise, importers and single-site players become the disruption
risk in their own categories. For a center-store executive, footprint is no longer an operations line
item; it is a category-leadership decision. In staples, the company closest to demand wins
continuity, and continuity wins the shelf.

NOW WHAT — FutureBridge: If you make center-store staples, stress-test your domestic footprint
against freight volatility and tightening retailer service expectations before your import or single-site
exposure becomes a stockout liability. Quantify the service-level and freight cost you would recover
by adding regional capacity and set the volume threshold that justifies the build. FutureBridge's
Market Opportunity Assessment models landed cost and resilience under each footprint scenario;
our OSINT capability reads permit, incentive and packaging-line investment signals at competing
plants so you can defend the capex case to your board with numbers and a real read on rival
capacity, not instinct.

8. Symrise Opens Northwest Arkansas Food Studio to Move
Innovation Closer to Customers

Food Engineering | Read Article

Symrise opened its Northwest Arkansas Food Studio, a purpose-built culinary and customer
collaboration space designed to accelerate innovation and strengthen customer partnerships. The
facility had a soft launch in 2025 and was formally introduced through open house events in April
2026. Symrise said the studio will help customers respond to evolving consumer expectations and
dietary guidelines, including demand for simpler ingredients, reduced sodium and sugar, and
protein-forward solutions. The studio is located near major food manufacturers and retailers and
includes a modern kitchen and presentation space for tasting demonstrations and concept iteration.
Symrise positioned it as a culinary-first collaboration destination rather than a traditional lab.

SO WHAT: The non-obvious move here is that Symrise is competing on proximity to the
customer's R&D, not proximity to raw materials; the food studio is a lock-in mechanism, not a
factory. Ingredient suppliers that sit next to major CPG and retail buyers compress development
cycles and embed themselves in the customer's innovation calendar. The second-order effect: co-
creation speed becomes the switching cost, and suppliers shipping samples from a distance lose
accounts they used to win on price. For an ingredient executive, local capacity now means
application labs and prototyping kitchens, not just production lines. The supplier who co-creates
fastest owns the customer's pipeline.
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9. Suntory Oceania Opens $13M New Zealand Warehouse to Build
Beverage Network Resilience

Food & Beverage Industry News | Read Article

Suntory Oceania opened a new $13M warehouse at its Wiri manufacturing site in Auckland, New
Zealand. The warehouse increases on-site storage from about 1,000 pallet spaces to more than
4,300 and became operational in May 2026. Suntory said the investment supports its expanding
multi-beverage operations across spirits, ready-to-drink products, juice, water, soft drinks, coffee,
energy drinks, and sports drinks. The project included environmental measures such as reuse of
crushed concrete and roof provisions for future solar installation. Bringing storage on site is
expected to reduce transport movements and double handling.

SO WHAT: Logistics capacity is becoming a strategic extension of beverage manufacturing.
Manufacturers, co-packers and supply-chain partners that can integrate production, warehousing
and distribution will be better positioned to support multi-category portfolios and retailer service
expectations. As beverage formats and channels become more complex, on-site storage and
stronger inventory visibility can reduce handling costs, improve replenishment speed and protect
customer service. Midstream players should treat warehousing as part of resilience and
commercialization capability, not only a back-end logistics function.

10. Lotus Plans €250M Capex to Keep Biscoff Capacity Ahead of
Demand

Just-Food | Read Article

Lotus Bakeries plans to expand factory capacity to meet rising demand for Biscoff. Public snippets
indicate the company plans approximately €250m in capital expenditure across 2026 and 2027,
slightly above the €240m invested over 2024 and 2025. The investment follows strong global
momentum for Biscoff, which has expanded from a niche biscuit into a broader platform across
biscuits, spreads, desserts and foodservice collaborations. Biscoff has gained visibility through
international retail expansion, social media and foodservice partnerships. The factory expansion
reflects the need to keep capacity aligned with demand and avoid supply constraints. Lotus is
turning brand momentum into physical manufacturing infrastructure to protect availability and
growth.

SO WHAT: Viral demand only becomes durable growth when supported by manufacturing depth.
Biscuit and snack manufacturers, co-packers and ingredient partners that can provide rapid
capacity expansion, flexible scale-up and reliable supply will be better positioned to capture brand
momentum before it becomes a constraint. As high-demand brands convert consumer heat into
infrastructure, midstream players should treat capacity planning as part of brand strategy, enabling
stronger shelf availability, retailer confidence and repeatable, margin-accretive volume.
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11. FrieslandCampina Invests €90M to Expand High-Value Whey
Protein Capacity

Just-Food | Read Article

FrieslandCampina announced an investment of more than €90m in whey protein production in the
Netherlands. The programme is designed to accelerate growth in high-value whey proteins and
optimize the cooperative’s ingredients production network. Using internally sourced whey,
FrieslandCampina aims to expand capacity for protein ingredients used in performance nutrition,
active nutrition, early-life nutrition and medical nutrition. The investment comes as demand for dairy
proteins rises sharply, supported by protein-fortified foods, sports nutrition and consumers using
GLP-1 medications who seek muscle-preserving protein. The move reinforces FrieslandCampina’s
position in a constrained but fast-growing dairy ingredient segment.

SO WHAT: Dairy ingredient capacity is becoming a strategic moat as protein demand outpaces
processing capability. Dairy processors, ingredient suppliers and food manufacturers with secure
access to high-quality whey proteins will be better positioned to capture growth in functional
nutrition and protein-led claims. As whey shifts from by-product to high-value growth ingredient,
asset ownership and local processing depth can protect supply reliability, pricing power and
customer relevance. Midstream players should treat dairy protein infrastructure as a core growth
capability, not only a processing investment.

12. ABF Ingredients Plans Wisconsin Ohly Site to Localize Yeast-
Based Ingredient Growth

Food Manufacture | Read Article

ABF Ingredients said it intends to purchase land in Wisconsin to support growth of its Ohly brand.
Onhly supplies specialty yeast extracts, yeast-based products and flavour solutions, and operates
across 17 countries on six continents. The Wisconsin investment will reinforce ABF Ingredients’
long-term commitment to the North American market and support Ohly’s continued expansion. Food
Engineering later reported the project includes an initial investment of more than $65m to construct
a new Ohly facility employing nearly 30 team members. The move gives ABF Ingredients additional
local production capability in a strategic ingredient category serving food, biotechnology, health and
animal nutrition customers.

SO WHAT: Ingredient localization is becoming a strategic lever for customer proximity and
formulation speed. Ingredient suppliers, food manufacturers, and co-packers that build regional
capacity for yeast extracts, flavor systems and clean-label solutions can better support taste,
sodium reduction and savoury innovation in North America. As global ingredient players move
assets closer to demand, local infrastructure becomes a signal of future customer priorities and
margin pools. Midstream players should treat regional specialty-ingredient capacity as a growth
and resilience advantage, not only a supply-chain decision.

NOW WHAT — FutureBridge: If you formulate for taste, savory depth, or sodium reduction,
decide whether localized yeast-extract supply changes your clean-label sourcing strategy, because
closer ingredient capacity shortens your reformulation runway and de-risks supply. Identify which
products are most exposed to sodium-reduction or clean-label pressure and qualify a North
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American yeast-extract source before regulatory or retailer deadlines force a rushed reformulation.
FutureBridge's Technology Scouting benchmarks yeast-based and competing flavor systems on
taste parity and production fit; our OSINT capability reads permit, hiring and customer-linkage
signals at new ingredient sites so you know which localized supply is real and ready before you
commit your reformulation to it.

13. Diageo Opens $415M Alabama Plant to Strengthen North
American Beverage Supply

Food Manufacturing | Read Article

Diageo opened a $415m manufacturing and warehousing facility in Hope Hull, Alabama, near
Montgomery. The 360,000-square-foot site is designed to support production and warehousing for
Diageo’s North American beverage alcohol portfolio. Public reporting indicates the facility will
employ around 100 full-time workers and create about 750 construction jobs. The site includes
advanced manufacturing features such as automated guided vehicles, high-speed bottling lines,
electric boilers, water and energy metering, and energy-efficient technology. The facility is intended
to bring Diageo brands closer to customers across the U.S. South and support a more resilient
supply-chain network.

SO WHAT: Diageo’s Alabama plant shows that local capacity is becoming a supply-chain
resilience tool for beverage alcohol. Spirits and ready-to-drink beverage companies are affected
because regional manufacturing can reduce logistics complexity and improve customer service.
Retailers and distributors benefit from improved proximity, availability and responsiveness. Local
communities gain employment and industrial investment. Competitors face a stronger Diageo
supply network in a strategically important U.S. region. At the sector level, this fits the local-
capacity theme because facility location now influences cost, service levels and sustainability
performance. Thus, manufacturing footprint should be treated as a commercial decision: the right
site can protect growth, reduce disruption and improve route-to-market economics.

14. Kerry Expands Irish Biotech Hub to Scale Lactase Enzyme
Production

Food Engineering | Read Article

Kerry expanded its biotechnology manufacturing facility in Carrigaline, County Cork, Ireland, to
increase industrial-scale production of lactase enzymes. The facility supports Kerry’s integrated
enzyme capabilities and is designed to help dairy producers scale lactose-free and sugar-reduced
dairy products more reliably. Kerry said the expansion strengthens its ability to meet growing global
demand for lactase enzymes. Lactase is used to break down lactose in dairy products, supporting
lactose-free claims while maintaining dairy taste and functionality. The investment connects
biotechnology manufacturing capacity with customer demand for digestive-friendly and reduced-
sugar dairy applications. The site strengthens Kerry’s position in enzyme-led dairy innovation.
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SO WHAT: Claim-led dairy growth increasingly depends on secure ingredient infrastructure. Dairy
manufacturers, ingredient suppliers and co-packers that can access reliable enzyme capacity will
be better positioned to scale lactose-free, sugar-reduced and digestive-health formats. As nutrition
claims become harder to execute without industrial biotech support, critical enzyme supply can
become a source of innovation speed, supply resilience and margin protection. Midstream players
should treat enzyme capacity as a strategic growth capability, not only a formulation input.

15. Stream Realty Launches F&B Manufacturing Platform as Site
Selection Becomes Strategic

Food Engineering | Read Article

Stream Realty Partners launched a Manufacturing, Food & Beverage and Distribution platform to
support complex production and distribution facilities. The platform covers strategy, site selection,
capital planning, facility execution, supply-chain analysis, labour and location analytics, incentives,
energy, sustainability and infrastructure planning. It targets sectors including food processing, cold
storage, manufacturing and automated distribution. Stream positioned the platform around
throughput, labour availability, automation readiness and infrastructure needs across the full facility
lifecycle. The launch reflects growing demand from food and beverage companies for specialized
real estate support as manufacturing and distribution decisions become more complex. Food
companies increasingly need sites that can support energy-intensive operations, refrigeration,
wastewater, automation, labour access and regional logistics across regional production networks
and facilities nationwide efficiently.

SO WHAT: Manufacturing real estate is becoming part of food companies’ competitive strategy.
Processors, cold-chain operators and distributors are affected because site choice now determines
labour access, energy cost, automation readiness, incentives and speed to market. Ingredient
suppliers and co-packers are affected because new manufacturing corridors can shift regional
demand and customer proximity, while retailers feel the impact through service levels and supply
resilience. At sector level, Stream’s launch shows local capacity decisions are moving from
operations teams to board-level growth planning. Food companies can no longer evaluate plants
only on rent, land or construction cost. The strategic question is whether a site can support future
throughput, automation, sustainability compliance and labour availability, making location a
commercially critical margin and growth lever.

16. Gelatys Opens $8M Florida Facility to Scale U.S. Gelato
Manufacturing

Food Engineering | Read Article

Gelatys opened a new $8m production facility in Fort Myers, Florida, spanning more than 30,000
square feet on 1.5 acres. The company said the new equipment can produce in one hour what
previously took a full day. Founded in 2016 as a two-kiosk Miami concept, Gelatys has expanded to
more than 5,000 locations across 26 states. Retail partners include Whole Foods, Sprouts,
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Wegmans, H-E-B, The Fresh Market and Kroger banners. The facility is expected to create about 75
jobs, in addition to roughly 50 employees in Miami. The investment gives Gelatys greater
manufacturing control as it scales premium gelato across national retail and supports grocery
customers requiring consistent quality, replenishment, service levels and production reliability across
more frozen dessert aisles.

SO WHAT: Small premium food brands are using local capacity to move from regional novelty to
national retail relevance. Retailers benefit because Gelatys can offer differentiated frozen desserts
with stronger supply reliability, while suppliers may see new demand for dairy inputs, inclusions,
packaging and cold-chain services. For Gelatys, manufacturing control improves throughput,
quality assurance and replenishment performance across grocery customers. At sector level, the
$8m investment shows manufacturing scale is the bridge between premium brand equity and
national grocery execution. Emerging brands without controlled capacity can face out-of-stocks,
inconsistent quality and retailer expansion limits. For midstream food manufacturers, local
production assets can convert consumer pull into revenue scale because premiumization alone
cannot secure shelf space in frozen categories and cold-chain operational depth.

17. PepsiCo Plans Nearly $600M India Investment to Build Food
Manufacturing Scale

Food Manufacture | Read Article

PepsiCo plans to invest close to US$600m in Indian operations by 2030, with reported investment of
US$591m focused on food manufacturing capacity. The programme includes major facilities in
Madhya Pradesh, Assam and Tamil Nadu, alongside broader supply-chain and production capability
expansion. PepsiCo India reported profit after tax of US$103.8m and total revenue of US$1.12bn for
the 12 months to December 2025. The company is targeting central and southern India as part of a
wider manufacturing and market expansion strategy. The investment supports locally produced food
products and deepens regional supply-chain integration, including sourcing, packaging, logistics and
employment. PepsiCo is using capex to strengthen India as both a demand and manufacturing
platform, rather than relying on distant supply networks or imports.

SO WHAT: India is becoming a priority manufacturing and demand-growth node for global snack
and beverage companies. Suppliers, co-packers, farmers, logistics providers and packaging
players are affected because PepsiCo’s investment can reshape regional sourcing and industrial
capacity. Competitors are affected because new facilities can improve PepsiCo’s speed, cost
position and availability across high-growth Indian states, while consumers gain broader access to
packaged foods tailored to local tastes and channels. At sector level, the investment shows
multinationals are building local capacity in high-growth markets to reduce supply friction and
capture regional consumption growth. For midstream players, emerging-market capacity is
becoming a competitive moat because early localization can create structural advantages in cost,
distribution, innovation speed and customer access and durable retailer service reliability.
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18. Actus and Darigold Partner to Expand Specialty Dairy Protein
Production

FoodBev | Read Article

Actus Nutrition and dairy cooperative Darigold finalized a strategic partnership to expand production
of milk proteins and specialty dairy ingredients. Under the agreement, Actus will purchase and
operate Darigold’s milk protein plant in Jerome, Idaho, while continuing to receive milk from
Darigold’s member-owners and offer employment to current Jerome employees. Actus also intends
to invest in the facility to expand manufacturing capabilities for high-value milk protein products.
Darigold will supply high-value whey products from its Sunnyside, Washington facility to Actus under
a long-term commercial agreement. The partnership links cooperative milk supply with specialty
protein manufacturing and commercial scale.

SO WHAT: The Actus-Darigold partnership shows how dairy protein capacity is being reorganized
around specialization. Dairy farmers are affected because cooperative milk can be channeled into
higher-value protein ingredients. Nutrition companies are affected because supply of milk proteins
and whey ingredients remains strategically constrained. Actus benefits by gaining another Jerome
facility and long-term supply access, while Darigold benefits from specialty ingredient monetization.
At the sector level, this fits the local-capacity theme because protein demand is forcing new
ownership and partnership models around dairy processing assets. Leaders should see this as a
template: cooperatives and ingredient specialists can unlock more value together than through
conventional commodity dairy processing alone.

19. SunOpta Invests $25M to Expand Better-for-You Fruit Snack
Capacity

FoodBev | Read Article

SunOpta opened an expanded production line for better-for-you fruit snacks at its Omak,
Washington facility. The expansion represents an investment of more than $25m and is expected to
increase fruit snack production capacity by 25%. SunOpta said demand for better-for-you fruit
shacks continues to accelerate, and the new line positions the company to meet that momentum.
The Omak site employs more than 260 people and produces fruit snacks sold across retail, club,
foodservice and e-commerce channels. SunOpta operates seven manufacturing plants across six
markets, with fruit snack production on both North American coasts.

SO WHAT: SunOpta’s fruit snack expansion shows how local capacity supports better-for-you
snacking growth. Snack manufacturers are affected because demand for real-fruit, no-artificial-
colour and health-positioned snacks requires scalable, reliable production. Retailers benefit from
more capacity in a category that fits lunchbox, family and better-for-you occasions. Competitors
face a stronger SunOpta manufacturing platform with broader channel reach. At the sector level,
this fits the local-capacity theme because growth categories need physical production depth to
convert demand into sales. Leaders should not separate health-led snacking strategy from footprint
decisions. In better-for-you categories, capacity constraints can quickly limit retailer expansion,
service levels and share capture.
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THEME 2:

M&A Is Becoming The Fastest Route To Category Control
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20. Heartland Moves to Acquire Equal and Whole Earth to
Consolidate Sugar-Reduction Claims

Food Engineering | Read Article

Heartland Food Products Group, the maker of Splenda, agreed to acquire the Americas business of
Whole Earth Brands, including Equal, Whole Earth, Swerve and Chuker sweetener brands.
Financial terms were not disclosed. The deal expands Heartland’s position across low-calorie, no-
calorie, natural and better-for-you sweetener solutions in tabletop, foodservice, beverage, retail and
B2B channels. Heartland said the transaction strengthens its manufacturing, formulation, R&D and
distribution platform, while also supporting next-generation sweetener technologies and U.S.-grown
stevia initiatives.

SO WHAT: Sugar reduction is becoming a controlled platform rather than a fragmented ingredient
claim. Beverage makers, foodservice operators, retailers and private-label formulators are affected
because access to trusted sweetener brands, formulation support and supply reliability can
influence both reformulation economics and consumer acceptance. At the sector level, sweetener
consolidation shows that health-led claims can become defensible commercial infrastructure when
combined with manufacturing scale and brand ownership.

NOW WHAT — FutureBridge: If you formulate with sweeteners, reassess your supplier
dependence now, because consolidation around trusted sweetener brands can reset your pricing,
formulation support, and supply security in one deal. Decide whether to diversify across stevia,
allulose, and blended systems or deepen a partnership before a consolidated owner gains leverage
over your reformulation economics. FutureBridge's Company Genomics maps which show which
sweetener technologies are patent-defensible; Consumomics scores which sugar-reduction claims
and sweetener trust signals actually drive demand, so your R&D and sourcing teams choose the
system that protects both your claim and your cost position.

21. IFF Sells $3.1BN Food Ingredients Unit to CVC as Portfolio
Control Shifts to Private Capital

Food Engineering | Read Article

IFF agreed to sell its Food Ingredients business to funds advised by CVC Capital Partners for
$4.3bn. IFF will retain an approximately 10% minority stake valued at about $200m. The divested
unit generated nearly $3.1bn in annual sales and about $430m in EBITDA in 2025. Its portfolio
covers texturants, emulsifiers, plant-based solutions and specialty ingredients used across
packaged food, dairy, bakery, meat alternatives and convenience applications. IFF expects around
$3.8bn in net cash proceeds and plans to use the funds for debt reduction, share repurchases and
reinvestment. The transaction is expected to close by Q2 2027, subject to customary regulatory
approvals and closing conditions. The deal follows IFF’s broader portfolio simplification agenda after
earlier transactions and balance-sheet pressure. By selling a major food ingredients platform, IFF is
narrowing strategic focus while private capital gains control of a large midstream formulation asset
base.

SO WHAT: Specialty ingredients are being actively separated, repriced and professionalized rather
than passively held inside diversified ingredient groups. Private-label and branded food companies
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may face different innovation access depending on how CVC positions the business for value
creation. At the sector level, this transaction shows that M&A and carve-outs are becoming central
tools for category control in food ingredients. Private capital can reshape asset portfolios faster
than public companies constrained by debt, earnings expectations and strategic complexity. For
midstream markets, the implication is that control of formulation-critical ingredients may
increasingly shift through financial ownership rather than organic R&D. Ingredient buyers need to
monitor post-carve-out pricing, supply security and commercial prioritization more closely. This deal
could reset competitive behavior.

NOW WHAT — FutureBridge: If you buy texturants, emulsifiers, or plant-based systems from
carve-out targets, build a sourcing contingency now, because private owners reprice and
reprioritize formulation-critical ingredients faster than public companies, and your specs are
exposed. Identify which of your formulations depend on the divested unit and qualify a second
source before post-deal pricing or supply terms shift. FutureBridge's TerraCaptus maps where the
deal's IP-backed value sits so your sourcing team knows which ingredients face repricing risk;
Company Genomics benchmarks viable alternative suppliers on patent-backed capability so you
qualify substitutes that actually match your specs.

22. Lactalis Acquires Protein Works to Add D2C Functional
Nutrition to Dairy Scale

Food Manufacture | Read Article

Lactalis acquired UK sports nutrition and protein brand Protein Works for an undisclosed sum.
Protein Works was founded in 2012 by Mark Coxhead and built a direct-to-consumer platform
across protein shakes, supplements, snacks and active nutrition formats. The company now
generates around £55m in annual revenue and serves approximately 3m customers. YFM Equity
Partners backed Protein Works in 2019 and said the exit delivered a 10.8x cash multiple, with
revenue growing from £13m to £55m during its holding period. Protein Works’ employees and
Liverpool manufacturing site will move to Lactalis, while the brand identity is expected to be
preserved. The acquisition gives Lactalis a stronger position in consumer-facing protein nutrition
beyond traditional dairy categories.

SO WHAT: Dairy majors are using acquisitions to buy consumer relationships, first-party demand
signals and branded protein formats rather than relying only on commodity dairy processing.
Lactalis gains exposure to higher-margin active nutrition, while Protein Works gains dairy scale,
manufacturing support and potential international distribution. Sports nutrition brands, supplement
manufacturers and retailers are affected as protein moves from specialist channels into mainstream
consumption across powders, bars, ready-to-drink formats and wellness snacks. At sector level,
the deal shows nutrition M&A is about controlling both ingredient economics and consumer
demand. For midstream players, strategic value now lies in connecting dairy inputs to branded,
repeat-purchase occasions that reduce exposure to milk commodity cycles.

NOW WHAT — FutureBridge: If you process dairy, decide whether to push downstream into
branded, repeat-purchase nutrition formats now, because majors are buying first-party demand and
consumer relationships to escape milk commodity cycles, and the attractive brand targets are being
taken. Assess whether to acquire or build a D2C functional-nutrition presence before exposure to
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commodity swings compresses your margin further. FutureBridge's Consumomics scores active-
nutrition demand by occasion and channel so your corporate development team targets the brand
whose demand converts your dairy inputs into durable revenue; Company Genomics profiles
candidate targets on capability and IP fit so you buy a business that is built to last, not just a brand
and a following.

23. Arla and DMK Set Post-Merger Vision for Europe’s Largest
Dairy Cooperative

Just Food | Read Arficle

Arla Foods and DMK Group set out their post-merger vision after securing approvals to combine
under the Arla name. The merger creates one of Europe’s largest dairy cooperatives, bringing
together about 11,200 dairy farmers across seven countries. The combined group is expected to
strengthen scale across milk processing, branded dairy, ingredients and nutritional applications.
Both companies framed the transaction around resilience, investment capacity, competitiveness and
long-term value creation for farmer owners. The merger comes as European dairy faces cost
volatility, sustainability pressure, shifting consumer demand and increasing competition in value-
added dairy ingredients. Arla and DMK have complementary footprints and product capabilities,
which can support greater efficiency and stronger customer reach.

SO WHAT: European dairy consolidation is moving beyond defensive scale-building toward
category control across milk pools, processing capacity, ingredients and branded nutrition. Farmers
are affected because cooperative size can influence milk pricing, investment allocation and
exposure to global dairy demand, while retailers and ingredient customers gain a larger platform
capable of shaping supply security, product availability and innovation priorities. Competitors face a
stronger Arla-DMK platform with capital to invest across cheese, fresh dairy, whey proteins and
nutrition applications. At sector level, the deal shows dairy M&A is becoming a tool for structural
resilience, not just cost synergy. Midstream dairy players without scale may face rising pressure to
specialize, partner or consolidate as category control shifts toward integrated platforms.

NOW WHAT — FutureBridge: If you are a midstream dairy player without scale, decide your path
now: specialize, partner, or consolidate, because an integrated Arla-DMK platform with capital to
deploy will squeeze undifferentiated processors on price and innovation. Pick the high-value niche
or partnership you can defend in protein, infant, or medical nutrition before category control
concentrates further. FutureBridge's TerraCaptus maps where the merged platform's capability
gaps and your own IP advantages sit; Company Genomics benchmarks your genome against the
combined platform's so your strategy team chooses a defensible position rather than competing
head-on for scale you cannot win.

24. Plukon Acquires Avimosa to Deepen Poultry Control in Spain
Just Food | Read Article

Plukon Food Group reached an agreement to acquire 100% of Avicola Moraleja, known as
Avimosa, a Spanish poultry company with operations in Madrid and Toledo. Financial terms were
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not disclosed. The deal extends Plukon’s poultry footprint in Spain and strengthens its regional
production base. Avimosa brings local market knowledge, poultry processing capability and
customer relationships that can support Plukon’s broader European expansion strategy. Plukon
highlighted Avimosa’s quality orientation, animal welfare approach and regional expertise as
strategic fit factors. The acquisition follows Plukon’s broader pattern of expanding through targeted
deals across European poultry markets. By adding another Spanish operation, Plukon increases
density in a geography where regional sourcing, fresh supply and retailer relationships matter. The
transaction gives the company more control over local capacity and strengthens its ability to serve
Spanish poultry demand. It also adds another operating platform to Plukon’s European protein
network.

SO WHAT: Poultry consolidation is becoming a route to regional category control, not just volume
expansion. Retailers and foodservice buyers benefit from larger platforms that can offer supply
continuity, welfare compliance and customer-specific production, while farmers and regional
processors may face shifting bargaining power and customer access. Plukon’s acquisition-led
strategy shows poultry platforms are building market density to improve logistics, specification
control and resilience. At sector level, the deal reinforces M&A as the fastest route to controlling
regional protein capacity because organic expansion requires time, permits, labour and customer
acquisition. For protein players, regional scale and compliance capability are becoming strategic
barriers, increasing the likelihood that smaller poultry companies will become acquisition targets
across Europe.

25. Ferrero Brings Back Wonka as Acquired Brand IP Becomes a
Seasonal Growth Platform

Food Manufacturing | Read Article

Ferrero announced the return of the Wonka candy brand after more than eight years off shelves.
Ferrero has owned Wonka since acquiring Nestlé’s U.S. candy business in 2018. The relaunch will
be executed through a collaboration with Netflix and is expected to begin with 10 seasonal and
limited-edition products across chocolate, confections, ice cream and cereal. The rollout will cover
the U.S., UK, France, Germany and Italy. The partnership aligns with Netflix's Roald Dahl content
plans, including a Charlie and the Chocolate Factory-inspired reality show and an animated film
planned for release next year. Ferrero is repositioning Wonka as a cross-category entertainment-
linked platform.

SO WHAT: Dormant brand IP can become a multi-category growth platform when paired with the
right manufacturing, licensing and retail execution. Confectionery manufacturers, co-packers and
ingredient partners that can support limited-edition formats, seasonal innovation and cross-
category extensions will be better positioned to capture impulse-led growth. As retailers seek
promotional theatre and differentiated traffic drivers, midstream players should treat brand
reactivation as a commercialization opportunity, helping convert acquired equity into scalable,
retailer-ready products across candy, cereal, frozen and seasonal formats.
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26. Nutriment Buys Again in Germany as Raw Pet Food Platforms
Consolidate Regionally

Just-Food | Read Article

Nutriment, a premium pet food group known for acquisition-led expansion, made another purchase
in Germany. Public access to the article was limited, but the headline and available reporting
position the deal as another German move by an acquisitive pet food platform. Nutriment has been
building scale in premium, natural and raw pet food, with Germany representing a strategically
relevant market because of its large pet population, specialist retail base and demand for premium
pet nutrition. The transaction appears to extend Nutriment’s regional footprint through inorganic
growth rather than organic brand development. Financial terms and detailed target information were
not visible, but the core signal is continued consolidation in premium pet food.

SO WHAT: Nutriment's German acquisition activity shows how premium pet food is moving from
fragmented regional brands toward controlled multi-market platforms. Pet food manufacturers are
affected because scale buyers can consolidate production, sourcing and specialist retail access
faster than independents. Retailers and distributors benefit from more consistent assortment,
supply reliability and platform-backed commercial execution. Competitors face a faster roll-up
model in raw, natural and premium pet formats. At the sector level, this fits the M&A theme
because category control is being built through repeated bolt-on acquisitions. Leaders should view
pet food M&A as a race for regional density, manufacturing credibility and trusted nutrition
positioning before the market becomes more consolidated.

27. Orkla Buys Phoenix Brands to Deepen Control of UK Sweet
Inclusions

Just-Food | Read Article

Orkla acquired UK-based B2B biscuits supplier Phoenix Brands through Orchard Foods Valley, a
subsidiary of Orkla Food Ingredients. Phoenix Brands produces biscuits and baked inclusions for
bakery, dairy and confectionery customers. The company operates from a production site in
Wolverhampton and has a focused position in sweet inclusions. Orkla said the acquisition
strengthens its sweet inclusions position and supports further development of UK manufacturing
capabilities. Financial terms were not disclosed. Former owner and managing director Andy
Richards is expected to remain involved to support continuity. The deal gives Orkla additional
production capability and customer access in a category where texture, indulgence and baked
components are important to product innovation.

SO WHAT: Orkla’s acquisition shows that B2B ingredient platforms are becoming attractive M&A
targets when they control niche capabilities and customer relationships. Bakery, dairy and
confectionery manufacturers are affected because sweet inclusions can shape product
differentiation, indulgence cues and premiumization. Ingredient suppliers face greater consolidation
as larger groups acquire technical capability and manufacturing access. Retailers are indirectly
affected because private-label and branded innovation depend on reliable access to distinctive
inclusions. At the sector level, the deal reinforces that M&A is not only about consumer brands; it is
increasingly about owning midstream ingredients that make finished products more differentiated.
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28. Danone Exits Lifeway Stake as Failed Kefir Control Battle
Becomes Portfolio Reset

Just-Food | Read Article

Danone moved to sell its stake in Lifeway Foods, ending a long and strained relationship with the
U.S. kefir producer. Danone invested in Lifeway in 1999 and reportedly held around 22.7% to 23%
of the company. The decision follows earlier all-cash takeover offers from Danone that Lifeway
rejected. Public reporting noted that Danone’s stake sale was valued at about $67.4m, marking a full
exit from the U.S. kefir company. The divestment closes a chapter of attempted control, board
tension and strategic disagreement. Lifeway remains a leading U.S. kefir manufacturer, while
Danone is exiting a minority holding that did not become full ownership.

SO WHAT: Minority stakes only create strategic value when they translate into influence, access or
control. For dairy manufacturers, ingredient suppliers and investors, Danone’s Lifeway exit highlights
the risk of passive exposure in high-growth categories without decision rights. As fermented dairy
remains fragmented and innovation-led, midstream players should assess whether partnerships,
equity stakes or acquisition targets provide real category leverage. Capital tied to minority positions
can become stranded if it does not improve governance influence, supply access or
commercialization control.

29. Cal-Maine Buys Van’s as Egg Giant Diversifies into Gluten-Free
Prepared Foods

Food Manufacturing | Read Article

Cal-Maine Foods acquired certain assets of the Van’s Foods brand from Sara Lee Frozen Bakery.
Van’s is known for frozen waffles and pancakes, including gluten-free and protein varieties. Cal-
Maine said Van’s holds the leading market position in gluten-free waffles. The transaction supports
Cal-Maine’s effort to diversify beyond shell eggs and expand into prepared foods. The company
expects the acquisition to increase annual sales volume in prepared foods by about 10%. Financial
terms were not disclosed. Cal-Maine CEO Sherman Miller said Van'’s is a complementary addition
that expands the company’s consumer-facing retail reach. Sara Lee Frozen Bakery said the sale
sharpens its focus on core brands.

SO WHAT: M&A is becoming a route for commaodity-exposed producers to move up the value chain
into branded, prepared and claim-led categories. Egg processors, ingredient suppliers and co-
packers should view deals like Cal-Maine’s Van’s acquisition as a signal that raw material control
alone is no longer enough to protect margins. As volatility pressures commodity economics,
midstream players that can acquire or partner into consumer-facing formats will be better positioned
to capture value, stabilize demand and convert input strength into differentiated retail propositions.
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30. Miiller Buys Berief as Dairy Majors Acquire Plant-Based
Optionality
Just-Food | Read Article

German dairy group Theo Miiller agreed to acquire Berief Food, a German plant-based foods and
beverages company. Muller said the deal is intended to expand its presence in the dynamically
growing market for plant-based foods and drinks. Berief is a family-owned business from Beckum
with a portfolio that includes plant-based dairy alternatives and tofu. Public reporting indicates Berief
will continue to operate largely independently while benefiting from Miiller's scale. The acquisition
gives Muller broader plant-based capability and manufacturing expertise adjacent to conventional
dairy. MUller already markets vegan yogurts and desserts in Germany, but Berief adds a wider plant-
based platform. Financial terms were not disclosed.

SO WHAT: Miiller's Berief acquisition shows that dairy majors are using M&A to buy optionality in
plant-based categories. Dairy processors are affected because plant-based demand, while uneven,
remains relevant to long-term portfolio diversification. Plant-based competitors face large dairy
companies with scale, distribution and operating discipline. Retailers may benefit from stronger
supply reliability behind acquired plant-based brands. At the sector level, the deal fits M&A because
Muiller is buying manufacturing expertise and category access faster than it could build them
internally. This should be seen as a pragmatic hedge: dairy companies do not need to abandon core
dairy to participate in plant-based growth, but they may need credible assets before the category
consolidates further.

31. Bel Buys Brainiac as Functional Kids’ Snacks Become
Acquisition Targets

Just-Food | Read Article

Bel Group acquired Ingenuity Foods’ Brainiac and Little Brainiac brands, U.S. products positioned
around brain health. The brands include children-focused snacks and vitamins designed to support
better-for-you snacking. Public reporting states that Bel expects the acquisition to complement its
GoGo squeeZ platform while strengthening its broader family snacking portfolio. Financial terms
were not disclosed. Brainiac gives Bel a claim-led children’s nutrition asset in a category where
parents increasingly seek snacks that combine convenience, taste and functional benefits. The
transaction fits Bel's broader move beyond traditional cheese into portable, family-focused nutrition
and snacking. Brainiac adds explicit brain-health positioning to Bel’s household platform.

SO WHAT: Bel’s Brainiac acquisition shows that functional kids’ snacks are becoming buyable
category-control assets. Large dairy and snacking companies are affected because demand is
shifting from simple convenience to claims around growth, cognition and better-for-you eating.
Retailers may gain premium family-snacking opportunities, while competitors face Bel's ability to
combine Brainiac’s claims with GoGo squeeZ distribution and family brand trust. At the sector level,
this fits M&A because claims-led nutrition platforms are increasingly acquired rather than built
slowly. Industry players should read this as a signal that health-positioned snack brands with
credible household penetration may become strategic targets. The key question is whether
acquired claims are trusted and expandable.
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32. Campbell Buys 49% of Rao’s Sauce Maker to Secure Control
Over a Billion-Dollar Brand

Food Engineering | Read Article

The Campbell’'s Company completed the acquisition of a 49% stake in La Regina, the privately held
company that manufactures Rao’s Homemade tomato-based jarred sauces. Public reporting
indicates Campbell paid $286m for the minority interest and gained an option to acquire the
remaining 51%. Campbell acquired the Rao’s brand in 2024 through its $2.7bn acquisition of Sovos
Brands, but La Regina remained a key manufacturing partner. Rao’s has become a major premium
growth platform for Campbell, with reported annual sales above $1bn. The stake deepens
Campbell’s control over quality, capacity, innovation and supply continuity for the brand.

SO WHAT: Campbell’s La Regina stake shows that M&A is being used to control critical supply
nodes, not just consumer-facing brands. Sauce manufacturers are affected because premium
brand growth increasingly depends on manufacturing assurance, recipe protection and capacity
access. Retailers are affected because stronger supply control can improve Rao’s availability and
innovation cadence. Competitors are affected because Campbell is tightening its grip on one of the
fastest-growing premium sauce platforms. At the sector level, this fits the M&A theme because
category control now extends upstream into production partnerships. The key question is where
high-growth brands depend on external manufacturing partners and whether minority stakes,
options or acquisitions are needed to protect value.

NOW WHAT — FutureBridge: Map your own fastest-growing brands against the contract
manufacturers they depend on and decide which production nodes you can no longer afford to
leave unowned; Campbell just paid up to secure exactly that for Rao's. Where a high-growth SKU
rides on a single external plant, choose this cycle between a supply contract, a minority stake with
options, or outright acquisition before a rival ties up the capacity. FutureBridge's OSINT reads
capacity filings, equipment orders and hiring signals at your key co-manufacturers; Consumomics
confirms which of your brands carry demand durable enough to justify owning the production, so
you act on a control gap before it becomes a supply crisis.

33. Fortifi Acquires Deighton to Expand Modular Food Processing
Equipment Capabilities

Food Engineering | Read Article

Fortifi Food Processing Solutions signed a definitive agreement to acquire Deighton Manufacturing
Ltd, a UK-based provider of forming, portioning, coating and frying equipment. Deighton’s
equipment supports food processors in applications requiring flexible, modular and lower-throughput
processing solutions. Fortifi said the acquisition expands its ability to offer complete food processing
solutions for customers of different sizes and production needs. The deal also strengthens Fortifi’s
geographic coverage across the UK and Europe, while supporting growth in markets such as Latin
America, India and Southeast Asia. The acquisition broadens Fortifi's equipment platform beyond
large-scale integrated processing systems.
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SO WHAT: Fortifi's Deighton acquisition shows that equipment makers are consolidating capability
to serve fragmented processor needs. Food manufacturers are affected because flexible, modular
equipment is increasingly important for smaller runs, product variety and regional production.
Equipment competitors are affected because Fortifi is building a broader full-line platform that can
serve both large and smaller processors. At the sector level, this fits the M&A theme because
category control is being built through technology ownership. Industry players should view
processing-equipment M&A as strategically relevant: the vendors controlling modular automation
can influence productivity, labour efficiency and product flexibility across the food manufacturing
base. Processing capability is becoming a consolidating asset class.

34. Biospringer Buys PTX Fermentation Assets to Move Beyond
Yeast-Based Ingredients

Food Ingredients First | Read Article

Biospringer by Lesaffre expanded its fermentation capabilities by acquiring bacterial fermentation
technologies and intellectual property from PTX Food Corp. The transaction gives Biospringer
access to capabilities beyond its traditional yeast-based ingredient platform. The acquired assets
include technologies linked to bacterial fermentation and the Bioenhance product line. Biospringer
said the move strengthens its ability to develop tailored ingredient solutions for food manufacturers.
The acquisition combines Biospringer’s global industrial fermentation network with additional
microbial expertise. The deal supports the company’s ambition to broaden from yeast extracts into a
wider set of next-generation fermented ingredients for taste, functionality and food innovation.

SO WHAT: Biospringer’s acquisition shows that fermentation capability itself is becoming a
category-control asset. Ingredient suppliers are affected because customers increasingly need
microbial platforms that can deliver taste, preservation, nutrition or functionality beyond
conventional ingredients. Food manufacturers are affected because fermentation-derived solutions
may support cleaner labels, natural positioning and formulation flexibility. Competitors are affected
because Biospringer is expanding from yeast into bacterial fermentation, broadening its technical
addressable market. At the sector level, this fits the M&A theme because companies are buying
technology platforms, not just product lines. Leaders should watch fermentation IP and strain
capability as strategic control points in the next generation of food ingredients.

35. Arla Acquires Brancourts to Capture Australia’s Cottage
Cheese Protein Boom

Food Ingredients First | Read Article

Arla Foods agreed to acquire Australian cottage cheese producer Brancourts through its Arla Foods
Mayer Australia joint venture. Brancourts is a historic Australian dairy company, founded more than
130 years ago, with products including cottage cheese, sour cream and sweetened condensed milk.
Arla said the acquisition strengthens its presence in Australia and supports plans to expand local
production capacity. The deal targets a fast-growing cottage cheese market, which Food Ingredients
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First reported has grown by more than 40% due to health and protein trends. The transaction gives
Arla a local brand and manufacturing base in a protein-led dairy category.

SO WHAT: Arla’s Brancourts acquisition shows how dairy groups are using M&A to enter high-
growth protein occasions quickly. Dairy competitors are affected because cottage cheese has
moved from a niche product into a protein-rich, social-media-amplified category. Retailers are
affected because Arla can strengthen local supply and innovation in a fast-moving dairy segment.
Brancourts’ family ownership ending also shows how legacy local brands can become strategic
assets for global players. At the sector level, this fits the M&A theme because category control is
being acquired through local brand ownership and production access. Industry leaders should
identify where protein-led demand justifies buying regional specialists rather than building from
scratch.

36. Ingredion Moves to Acquire Tate & Lyle as Specialty
Ingredients Consolidate Around Health

Food Business News | Read Article

Ingredion agreed to acquire Tate & Lyle in an all-cash transaction valuing the UK ingredients
company at approximately £2.7bn in equity value and about £3.7bn enterprise value. Tate & Lyle
shareholders are set to receive 595p per share plus a dividend of up to 20p, representing a
significant premium to the pre-announcement share price. The deal combines Ingredion’s starches,
sweeteners and ingredient solutions with Tate & Lyle’s strengths in mouthfeel, sweetening and
fortification. The combined business is expected to target growth in healthier, functional and better-
for-you foods, including sugar reduction, texture improvement and nutrition enhancement.

SO WHAT: Ingredion’s Tate & Lyle deal shows that specialty ingredients are consolidating around
health, reformulation and functionality. Food manufacturers are affected because fewer, larger
ingredient platforms may control more of the technology needed for sugar reduction, fiber, texture
and nutrient fortification. Competitors are affected because the combined company will have
broader customer access and application capability. Investors are affected because the deal
removes another historic UK-listed food company from public markets. At the sector level, this fits
the M&A theme because control of functional ingredient systems is being acquired, not built slowly.
It is important to monitor whether ingredient consolidation improves innovation access or increases
pricing and dependency risk.

37. Arla-DMK Merger Creates a Larger European Dairy Cooperative
Platform

Food Ingredients First | Read Article

Arla Foods and DMK Group cleared a key regulatory hurdle for their merger, creating a larger
farmer-owned dairy cooperative across Europe. The deal significantly expands the combined
group’s scale in European milk production and processing. Food Ingredients First reported that the
merger reflects accelerating dairy consolidation driven by sustainability costs, volatile markets and
the need for larger investment capacity. Reuters also reported that the European Commission
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approved Arla’s acquisition of DMK and DOC without conditions, finding no significant competition
concerns in raw milk procurement or dairy product supply, including private-label goods across
northern Europe. The companies will unite under the Arla name.

SO WHAT: The Arla-DMK merger shows that European dairy cooperatives are consolidating to
protect scale, investment capacity and farmer resilience. Farmers are affected because larger
cooperative platforms can improve access to markets, processing assets and sustainability
investment. Retailers are affected because the enlarged platform may strengthen supply continuity
across branded and private-label dairy. Competitors are affected because scale can improve
efficiency, innovation and customer relevance. At the sector level, this fits the M&A theme because
category control is being pursued through cooperative consolidation. M&A should be viewed as a
response to structural pressure: sustainability costs, protein demand and volatile milk economics
increasingly favor larger, better-capitalized platforms.

38. Burts and Radnor Hills Form Canny Snacks to Pair Premium
Crisps with Drinks Distribution

Food and Drink Technology | Read Article

Radnor Hills backed a new venture called Canny Snacks, which secured the sales, marketing and
distribution rights for the Burts Snacks brand. The transition began on 1 June 2026. Europe Snacks
will continue manufacturing Burts crisps in Plymouth, using real Devon ingredients, while Canny
Snacks will focus on growth, commercial execution and distribution. The venture is supported by
Radnor Hills’ drinks infrastructure, customer relationships and operational capabilities. Leadership
includes Tom Carne, Radnor Hills founder and CEO William Watkins, and former Yeo Valley CEO
Adrian Carne. The structure separates manufacturing from sales, marketing and distribution control.

SO WHAT: The Burts-Canny Snacks structure shows that category growth can come from
commercial route-to-market control, not only ownership of manufacturing. Snack brands are
affected because distribution, account access and impulse-channel execution can determine
growth as much as product quality. Beverage players are affected because Radnor Hills is moving
beyond drinks into adjacent snacking using existing infrastructure. Retailers benefit from a
combined impulse-food-and-drink capability. This article partly overlaps with M&A and local
capacity, but its sharper strategic logic is channel control. CEOs should track whether commercial-
rights models become more common where brands need stronger sales execution, but existing
manufacturing remains viable.

39. Corrupac Coipsa Acquires Chilean Plant to Double Corrugated
Capacity
The Packaging Portal | Read Article

Corrupac Coipsa completed the acquisition of a corrugated board plant in Graneros, Chile, from
International Paper. The site becomes Corrupac Coipsa’s 11th facility in Chile, adding to its existing
network of 10 plants. The company said the deal will double Corrupac’s production capacity and
strengthen its presence across mass consumer goods, protein, fruit, retail and logistics markets. The
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Graneros plant has operated since 1999 and has historically supplied industrial and agricultural
customers in Chile’s south-central region. Corrupac said the integration will improve coverage,
flexibility and service continuity for customers.

SO WHAT: Corrupac Coipsa’s acquisition shows that packaging players are using M&A to secure
capacity, geographic coverage and customer access. Food, protein, fruit and retail customers are
affected because corrugated supply reliability directly influences shipping, merchandising and
export readiness. Competitors are affected because Corrupac is strengthening its footprint in Chile
and adding capacity in strategic end-markets. At the sector level, this fits the M&A theme because
category control is being built through manufacturing assets, not only commercial relationships. It
becomes important to monitor packaging consolidation because capacity ownership can reshape
pricing, service levels and customer bargaining power in markets where corrugated demand is tied
to agriculture, retail and logistics growth.

29 FutureBridge



THEME 3:

Ingredient Trust And Compliance Are Becoming Demand-Side Risks
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40. Cibo Vita Faces ITC Import Probe as Snack Compliance
Becomes Commercial Risk

Just Food | Read Article

The U.S. International Trade Commission opened an investigation into certain confectionery imports
linked to Cibo Vita following a patent complaint. Cibo Vita is a U.S.-based snack manufacturer
behind Nature’s Garden and supplies dried fruit, nuts, trail mixes and confectionery products to
supermarkets, warehouse clubs, retail chains, specialty shops and convenience stores. Its portfolio
is positioned around health-conscious snacking and carries multiple certifications, making supplier
assurance important for branded and private-label buyers. The investigation does not establish
wrongdoing, but it creates a commercial risk signal around imported snack components, patent
rights and retailer confidence.

SO WHAT: For a major snack platform, this is not primarily an innovation issue; it is a customer-
risk and margin-protection issue. Retailers and private-label buyers are tightening supplier
assurance because a patent, import or certification problem can interrupt supply, slow category
resets and create reputational exposure. Co-manufacturers and import-dependent brands are
affected because procurement now has to govern IP, trade routes and claim substantiation, not just
cost and quality. At sector level, compliance is becoming a demand-side risk because retailer
confidence determines shelf access. The boardroom concern is whether snack suppliers can prove
legal resilience before buyers shift volume elsewhere. Midstream companies with weak visibility
into import routes or patent exposure may quickly lose negotiation leverage and pricing power.

NOW WHAT — FutureBridge: Audit your own import routes, patent exposure and claim
substantiation now, before a retailer asks you to prove legal resilience and you cannot; an ITC or
certification problem can interrupt your supply and cost you shelf space overnight. Add IP and
trade-route governance to your supplier qualification this quarter rather than treating it as a back-
office issue. FutureBridge's OSINT tracks ITC filings and supplier-level compliance signals;
TerraCaptus maps your patent exposure against the disputed IP so your team knows whether a
probe like Cibo Vita's could pull your products into scope before it threatens your retailer
relationships and pricing power.

41. Divilly’s Recalls Crumbed Ham as Undeclared Gluten Turns
Labeling into Trust Risk

Food Manufacture | Read Article

Irish meat producer Divilly’s recalled Divilly Brothers No Added Nitrite Crumbed Ham due to
undeclared allergen risk. The affected product came in 90g packs with batch code 20163983 and a
use-by date of 4 June 2026. The issue was the presence of wheat, or gluten, which was not
declared on the label. This created a possible health risk for consumers with wheat allergy, gluten
intolerance or coeliac disease. The Food Safety Authority of Ireland issued an allergy alert and
advised affected consumers not to eat the product. The recall highlights the sensitivity of allergen
labeling in processed meat, especially for products carrying cleaner-label claims such as “no added
nitrite.”
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SO WHAT: Divilly’s recall shows how one labeling failure can convert an ingredient issue into a
demand-side trust risk. Meat manufacturers are affected because processed products increasingly
carry cleaner-label or health-adjacent claims, making undeclared allergens more reputationally
damaging. Retailers are affected because allergen recalls disrupt shelf availability and force
customer communication even when the issue originates with suppliers. Consumers with coeliac
disease, gluten intolerance or wheat allergy face direct health risk. At the sector level, food safety,
allergen control and label accuracy are now commercial capabilities. Industry leaders should not
view labeling as a technical back-office process. Supplier qualification must increasingly assess
label governance, batch control and allergen systems.

42. Debut and Oterra Partner on Red 40 Alternative as Synthetic
Colour Reformulation Accelerates

Food Engineering | Read Article

Debut and Oterra announced a multi-million-dollar collaboration to develop and scale a natural
alternative to artificial red colors for food and beverage applications. Debut brings Al-powered
biotechnology and precision fermentation capabilities, while Oterra brings natural colour formulation
and global food and beverage customer access. The partnership targets a biotech alternative to Red
40, one of the most widely used synthetic red dyes. The announcement comes as regulatory and
consumer pressure around artificial colors intensifies in the U.S., including proposed restrictions and
phase-out discussions. The companies aim to create a natural, vibrant and stable colour solution
suitable for commercial food and beverage use.

SO WHAT: The Debut-Oterra partnership shows that colour reformulation is becoming a
compliance and trust issue, not only an ingredient swap. Food and beverage manufacturers are
affected because synthetic dye scrutiny can force faster reformulation across snacks,
confectionery, beverages and children’s products. Retailers are affected because they may prefer
products with cleaner colour systems to reduce reputational risk. Ingredient suppliers are affected
because natural colors must now match artificial colors on stability, cost and performance. At the
sector level, this fits the ingredient trust theme because regulatory pressure can quickly reshape
demand. Artificial colour exposure should be treated as a portfolio risk requiring technology options
before rules or retailer standards tighten.

43. Soluble Coffee Enters EUDR Scope as Compliance Gaps Close
Around Deforestation Rules

Food Navigator | Read Article

The European Commission proposed including soluble coffee within the scope of the EU
Deforestation Regulation as part of its simplification review package. The proposal would add
soluble coffee under CN code 2101 11 to the list of relevant products. FoodNavigator reported that
the move closes a compliance gap, meaning instant coffee imports could trigger mandatory EUDR
due diligence. The review also rejects a negligible-risk category, keeping low, standard and high-risk
tiers. Other changes include IT system and database updates, inclusion of palm oil derivatives and
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exclusion of leather. The measure tightens traceability expectations for coffee-derived products
entering the EU market.

SO WHAT: Adding soluble coffee to EUDR scope shows that compliance boundaries are
tightening around processed ingredients, not only raw commodities. Coffee manufacturers,
importers and retailers are affected because instant coffee may now require deforestation due
diligence and traceability documentation. Ingredient suppliers are affected because compliance
requirements will extend deeper into processed product flows. At the sector level, this fits the
ingredient trust theme because regulatory compliance is becoming a demand-side gatekeeper. A
product may have consumer demand but still face market-access risk if sourcing evidence is weak.
Leaders should treat EUDR readiness as a commercial continuity issue, especially for coffee,
cocoa, soy, palm and cattle-linked supply chains.

NOW WHAT — FutureBridge: Treat EUDR readiness as a market-access deadline, not a
paperwork task, and audit your own traceability evidence now across coffee, cocoa, soy, palm and
cattle-linked inputs, including processed forms like soluble coffee that just came into scope. Where
your sourcing documentation is weak, fix it before the compliance gate closes and your product
loses EU shelf access regardless of demand. FutureBridge's Competitive Intelligence tracks EUDR
scope changes and supplier exposure; our OSINT capability reads trade-flow and supplier-level
sourcing signals so your compliance team knows which of your ingredients gets pulled into scope
next and can prepare the evidence in time.

44. Phytolon Raises $23.6M as Natural Food Colors Gain
Regulatory Momentum

Food Ingredients First | Read Article

Phytolon secured $23.6m in Series B funding to commercialize its fermentation-based natural food
colors in the U.S. The financing follows FDA approval of the company’s first natural colorant,
Beetroot Red, produced using baker’s yeast. The round was led by an undisclosed strategic investor
and included existing investors such as Millennium Foodtech, NextGen Nutrition, Colorcon Ventures
and Yossi Ackerman. Phytolon’s technology uses fermentation to create natural pigment ingredients
with improved stability, cost-in-use and supply-chain advantages. The company is targeting rising
demand for natural food dyes as consumers and regulators scrutinize artificial ingredients more
closely.

SO WHAT: Phytolon’s funding shows that natural colors are moving from niche clean-label
ingredients into strategic reformulation infrastructure. Food manufacturers are affected because
synthetic dye scrutiny is rising across confectionery, snacks, bakery and beverages. Retailers are
affected because dye-free and natural-colour positioning can influence trust, especially in children’s
products. Ingredient suppliers are affected because natural colors must deliver industrial
performance, not just label appeal. At the sector level, this fits the ingredient trust theme because
artificial colour exposure is becoming a reputational and regulatory risk. Industry players should
monitor fermentation-derived colour platforms because they may solve the historic trade-off
between natural positioning and performance stability. Colour systems are becoming compliance-
sensitive margin enablers.
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45. FSA Meat Inspection Charges Found Unlawful, Raising
Regulatory Cost Risk

Food Safety News | Read Article

A High Court judge ruled that the way the UK Food Standards Agency charged the meat industry for
official controls was unlawful. The judgement found that at least some costs were unlawfully
included in the calculation of both the FSA’s main hourly rate and enforcement rate. The ruling also
noted that FSA cost data slides did not contain enough detail to assess whether the charges were
lawful. The article did not provide a full financial impact, but the decision challenges how official
meat-inspection costs were allocated to industry. The case puts a spotlight on transparency in
regulatory charging systems.

SO WHAT: The ruling shows that compliance cost structures are becoming a governance risk for
regulated food categories. Meat processors are affected because inspection charges directly
influence operating costs and margin predictability. Regulators are affected because cost-recovery
models must be transparent, auditable and legally defensible. Retailers and customers are
indirectly affected because disputed regulatory costs can influence supplier pricing and investment
decisions. At the sector level, this fits the compliance theme because the issue is no longer only
whether companies comply, but whether the cost of compliance is fairly calculated. Industry leaders
should monitor inspection fee exposure and ensure regulatory cost assumptions are built into
pricing, contracts and margin planning.

46. Popsicle Recall Shows Allergen and Dye Controls Remain
Manufacturing Weak Points

Food Safety News | Read Article

De Dios’s Ice Pops Il recalled 3.70z D’'DIOSES FRUIT POPS popsicles because they may contain
undeclared milk, Yellow #5, Red #40, pecans and pistachios. The recalled products were distributed
to grocery stores in New Jersey, New York, Pennsylvania and Connecticut. The recall applied to all
units of listed flavors produced before updated allergen-control procedures were implemented
before April 27, 2026. The FDA inspection found that existing manufacturing processes required
improvements to prevent allergen cross-contact. The company implemented corrected processes
and new instructions as directed by FDA. No illnesses had been reported at the time.

SO WHAT: SKU complexity is becoming a compliance risk, even in small-format frozen snacks.
Frozen novelty manufacturers, co-packers and ingredient partners must ensure allergen
segregation, colour controls and label accuracy keep pace with multi-flavour production. Regional
recalls can still damage retailer confidence, create consumer safety exposure and increase
execution costs. Midstream players should treat food-safety controls as part of scale readiness,
ensuring process updates, formulation changes and packaging claims are tightly governed as
portfolios expand.
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47. Raaw Energy Expands Pet Food Recall After Listeria Test
Results

Food Safety News | Read Article

Raaw Energy expanded the recall of dog food products produced between July 17, 2025, and
December 23, 2025, due to possible Listeria contamination. Another affected batch date was March
31, 2026, for Beef and Turkey Medley. The products were sold frozen in clear plastic tubes,
packaged in cardboard boxes, and distributed to customers across CT, DE, MA, MD, NH, NJ, NY,
PA and VA. Testing by the New Jersey Department of Agriculture found Listeria monocytogenes in
some finished products. Raaw Energy temporarily stopped all dog food production effective May 21,
2026, to evaluate issues and take corrective actions.

SO WHAT: Raaw Energy’s recall shows that pet food safety is also a human food safety issue. Pet
owners can be exposed to Listeria through contaminated food, bowls, utensils, countertops or
infected pets. Raw and frozen pet food brands are affected because minimal processing, batch
variability and home handling can create pathogen risk. Retailers and direct-to-consumer sellers
are affected because recalls can undermine trust in premium raw feeding propositions. At the
sector level, this fits the compliance theme because pet food safety now requires production
controls, environmental sanitation and batch testing comparable to human food expectations.

48. SkinnyDipped Almond Bites Recall Shows Co-Manufacturing
Allergen Exposure

FDA | Read Article

Bazzini LLC of Allentown, Pennsylvania, voluntarily recalled certain lots of SkinnyDipped Dark
Chocolate Coconut Almond Bites because they may contain undeclared peanuts. FDA posted the
company announcement on May 27, 2026. Bazzini is a co-manufacturer used by SkinnyDipped. The
affected products were distributed nationwide and sold through retailers, with some also provided as
complimentary samples. The recalled products include individually wrapped bites sold in multiple
package formats and lot codes, with best-by dates in December 2026. The company said the recall
was taken out of caution and limited to identified products; no other SkinnyDipped products were
affected.

SO WHAT: This recall shows how co-manufacturing can transfer allergen risk to consumer brands.
SkinnyDipped is affected because the consumer-facing brand bears trust exposure even though
Bazzini is the manufacturing operator. Retailers are affected because nationwide distribution
increases recall complexity and consumer communication needs. Co-manufacturers are affected
because allergen controls, lot coding and segregation systems become commercial qualification
criteria. At the sector level, this fits the ingredient trust theme because outsourcing production does
not outsource accountability. Leaders should evaluate co-manufacturing partners not only on cost
and capacity, but on allergen-control maturity, recall traceability and brand-risk implications.
Premium snack brands can lose trust quickly from one undeclared allergen event.
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THEME 4:

Alternative Ingredients Are Becoming Strategic Insurance Against
Commodity Volatility
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49. Kale Foods Acquires Farsodlarna to Build Swedish Crop-Based
Meat Alternatives

Just Food | Read Article

Kale Foods acquired Swedish plant-based brand Farsodlarna from Novax, adding meat alternatives
made from Swedish crops including sweet lupin beans, grey peas, field beans and rapeseed.
Farsodlarna’s portfolio includes mince, meatballs, burgers and kebab-style products. The brand
joins Kale Foods’ plant-based platform, which includes Astrid & Aporna and Lily & Hanna’s.
Financial terms were not disclosed, and integration is expected to begin immediately. The deal gives
Kale Foods a local-crop proposition rather than relying on imported soy or generic pea protein.
Farsodlarna’s positioning supports sustainability, Swedish sourcing and regional agriculture
narratives. The acquisition comes as plant-based meat brands face pressure to improve taste, cost,
consumer trust and supply-chain resilience through clearer ingredient provenance and regional
sourcing in Europe at scale.

SO WHAT: This is less about plant-based novelty and more about rebuilding category credibility
through input control, provenance and cost resilience. Swedish farmers are affected because lupin,
peas, field beans and rapeseed can move into higher-value food applications, while plant-based
processors gain a route to reduce imported protein exposure. Retailers are affected because local-
crop meat alternatives can offer clearer sourcing stories at a time when consumers question ultra-
processing, price and trust. At sector level, Kale Foods’ acquisition suggests the next plant-based
phase depends on regional ingredient systems, not abstract meat substitution. The boardroom
issue is whether alternative-protein assets can protect margins and retailer relevance. Midstream

manufacturers that control crop-backed supply may outperform brands relying on generic
formulation claims alone today.

50. Cargill and Voyage Foods Launch NextCoa as Cocoa Volatility
Forces Ingredient Diversification

Food Manufacturing | Read Article

Cargill and Voyage Foods announced plans to introduce NextCoa, a cocoa-free chocolate
alternative, to the U.S. market. NextCoa is made from grape seeds and other plant-based
ingredients and is designed for chocolate bars, snack coatings, baked goods, ice cream and
confectionery applications. The platform includes mild and dark mild varieties. The companies said
NextCoa can offer more reliable supply and greater price stability amid cocoa price volatility. It is
vegan, Kosher pareve, Halal-suitable and made without major allergens. The companies also said it
cuts the carbon footprint of conventional chocolate by two-thirds. Cargill stressed that NextCoa
expands choice rather than replacing chocolate.

SO WHAT: Alternative cocoa systems are becoming strategic insurance against commaodity
volatility. Confectionery, bakery, snack and ice cream manufacturers, co-packers and ingredient
suppliers that can offer cocoa-reduction, cocoa-extension or cocoa-alternative solutions will be
better positioned to protect margins and maintain product availability. As cocoa price swings
pressure pricing and promotion planning, formulation flexibility becomes a competitive advantage.
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Midstream players should treat alternative ingredients not only as a sustainability lever, but as a
resilience tool for supply reliability, cost stability and customer continuity.

NOW WHAT — FutureBridge: Stress-test your own cocoa exposure now and identify which
applications can absorb a cocoa-free or cocoa-reduced system without losing consumers, because
price volatility is structural and your margin needs the insurance. If your reformulation runway is
longer than your next cocoa price cycle, start the qualification work this quarter rather than waiting
for the next spike. FutureBridge's Technology Scouting benchmarks cocoa alternatives like
NextCoa on taste parity and production compatibility; Company Genomics maps which competitors
have already filed IP around cocoa-free formulations, so your R&D team knows whether you are
catching up or still ahead before you commit to a route.

51. ADM Launches Eight Soy and Pea Protein Ingredients to
Diversify Protein Formulation

Food Ingredients First | Read Article

ADM launched eight new soy- and pea-based plant protein ingredients across North America and
Europe. The lineup includes soy protein isolates, soy protein concentrates, textured soy proteins
and pea flour. The ingredients are designed for applications including meat alternatives, dairy
alternatives, beverages, bakery, snacks and specialized nutrition. ADM said the expansion reflects
growing customer demand for diverse protein sources, formulation flexibility and clean-label appeal.
Some products are regionally sourced to support European customers. The launch broadens ADM’s
plant-based protein portfolio at a time when manufacturers are moving beyond meat alternatives
into broader protein fortification and hybrid formulation strategies.

SO WHAT: ADM’s launch shows that plant proteins are becoming formulation infrastructure, not
only meat-alternative ingredients. Food manufacturers are affected because soy and pea proteins
can support protein claims across beverages, bakery, snacks, dairy alternatives and nutrition
products. Ingredient competitors are affected because ADM is broadening its application-specific
portfolio and regional sourcing options. Retailers are affected because protein diversification can
support better-for-you innovation across multiple aisles. At the sector level, this fits the alternative-
ingredients theme because plant proteins can reduce dependence on animal proteins and provide
flexibility against commaodity volatility. Players should view plant protein not as a single category
bet, but as a cross-category tool for nutrition, cost and resilience.

NOW WHAT — FutureBridge: Treat plant protein as a cross-category tool for nutrition, cost and
resilience, and decide now where soy and pea proteins can cut your animal-protein dependence
and hedge commodity volatility across your portfolio. Pick the two or three formats, beverages,
bakery, snacks or nutrition, where a protein claim drives real demand and build them into your
innovation pipeline this cycle. FutureBridge's Consumomics scores protein demand by format and
occasion so your team invests behind the applications consumers reward; our OSINT capability
reads competitor launch and ingredient-adoption signals, so you know which formats rivals are
already moving on before you build your pipeline.
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52. Meatly Plans 20,000-Litre Cultivated Meat Site as Pet Food
Becomes Scale Testbed

Just-Food | Read Article

UK-cultivated meat company Meatly plans to build a production facility in London after raising
£10.4m, or about $14.16m, in Series A funding. The planned facility is expected to include a 20,000-
litre pilot site, described in public reporting as Europe’s largest cultivated meat production facility.
Investors include Oyster Bay Venture Capital, Clean Growth Fund and JamJar Investments. Meatly
focuses on cultivated meat for pet food, producing meat from animal cells without raising or
slaughtering animals. Public reporting indicates the facility is intended to support product launches
targeted for 2027. The company is positioning pet food as a practical route because pets consume
significant meat-volumes.

SO WHAT: Meatly’s funding and facility plan show that cultivated meat may commercialize first
through pet food rather than human food. Pet food manufacturers are affected because cultivated
ingredients could provide animal protein without conventional livestock exposure. Investors are
affected because pet food may offer a more realistic testbed for scale, regulation and consumer
acceptance than restaurants or supermarkets. Conventional meat suppliers are affected because
pet food is a meaningful demand channel for animal protein inputs. At the sector level, cultivated
meat is being used as insurance against animal-protein volatility, sustainability pressure and supply
constraints. Industry should treat pet food as a proving ground for alternative protein economics,
safety and trust.

53. Maple Leaf Revives Yves Veggie Cuisine as Plant-Based Resets
Around Familiar Brands

Just-Food | Read Article

Maple Leaf Foods moved to relaunch Yves Veggie Cuisine, a Canadian plant-based meat brand
that had been discontinued by Hain Celestial Group. Public reporting indicates Maple Leaf plans to
bring several Yves products back to Canadian shelves, including sliced meat alternatives and
ground products. Yves was founded in Canada in 1985 and has long been associated with plant-
based meat alternatives. The relaunch adds to Maple Leaf’s existing plant-based portfolio, which
includes LightLife and Field Roast. The company framed the move as a sign of confidence in plant-
based despite category softness. Yves gives Maple Leaf a legacy Canadian brand with consumer
recognition and potential value-oriented positioning.

SO WHAT: Maple Leaf’s Yves revival shows that plant-based meat is moving from hype-led
expansion to selective brand rebuilding. Plant-based manufacturers are affected because legacy
brands with consumer recognition may recover better than unfamiliar premium startups. Retailers
are affected because relaunching known SKUs can reduce risk versus introducing entirely new
ranges. Conventional meat companies are affected because Maple Leaf is maintaining alternative-
protein optionality while remaining a major meat processor. At the sector level, plant-based remains
a strategic hedge, but the playbook is changing. Leaders should not read category softness as
category death. The sharper question is which brands, price points and formats still solve
consumer needs and justify shelf space.
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54. Plant-Based Functional Foods Review Highlights Health
Potential and Adoption Barriers

Science Direct | Read Article

The ScienceDirect article examines advances in plant-based functional foods, focusing on emerging
trends, nutritional potential and health implications. The review highlights growing interest in plant-
based products designed to provide benefits beyond basic nutrition, including bioactive compounds,
fiber, proteins and sustainability-linked attributes. It also points to key barriers, including consistent
bioactive delivery, safety and regulatory differences, sensory acceptance and consumer trust. The
paper synthesizes recent evidence on how plant-based functional foods can support human health
while aligning with environmental and ethical consumption trends. The article positions plant-based
functional foods as a developing area requiring stronger science, formulation and market validation.

SO WHAT: The review shows that plant-based functional foods are moving from lifestyle products
toward evidence-based nutrition platforms. Food manufacturers are affected because consumers
increasingly expect plant-based products to deliver health benefits, not just animal-free positioning.
Ingredient suppliers are affected because bioactives, proteins and fibers require validated
functionality and consistent delivery. Regulators and retailers are affected because health claims
must be credible and category-specific. At the sector level, this fits the alternative-ingredients
theme because plant-based systems can reduce reliance on animal and commodity inputs while
creating new health propositions. Industry players should avoid treating plant-based as a single

category. The opportunity is in targeted functional platforms with measurable benefits and credible
claims.

55. Oshi Raises $3M and Launches Whitefish as Plant-Based
Seafood Targets Whole-Cut Adoption

Food Ingredients First | Read Article

U.S.-based food-tech startup Oshi secured a $3m strategic investment and launched a new plant-
based Whitefish product line. The company aims to replace industrial fishing with whole-cut plant-
based seafood that delivers authentic taste, texture and sustainability benefits. Oshi’s technology is
designed to mimic the flaky texture and sensory profile of conventional fish. Public reporting noted
that the company has seen strong year-over-year revenue growth and is preparing broader retail
expansion. The new Whitefish line adds to Oshi’s alternative seafood platform and supports its
ambition to move beyond niche vegan products into more mainstream seafood occasions.

SO WHAT: Alternative seafood is moving from sustainability-led novelty to sensory-led execution.
Seafood processors, co-packers and ingredient suppliers that can deliver whole-cut texture, flake,
mild taste and scalable production will be better positioned to compete in high-value seafood
applications. As wild-catch and aquaculture systems face supply and volatility risks, plant-based
seafood can become a resilience lever if quality matches consumer expectations. Midstream

players should treat sensory performance and scale-up capability as the unlock for alternative
seafood adoption.
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56. Steakholder Foods Prepares Perfecta Launch as Whole-Cut
Plant-Based Meat Resets Premium Alt-Protein

Food Ingredients First | Read Arficle

Steakholder Foods announced plans to launch its Perfecta plant-based meat line in the U.S. later in
2026. The line will include whole-cut steak, chicken and seafood formats. Steakholder uses 3D-
printing technology to replicate conventional meat textures and create a more premium plant-based
eating experience. Perfecta is positioned as a next-generation platform targeting taste, texture and
repeat purchase, which have been key barriers for the plant-based meat category. The U.S. rollout
is intended to test whether higher-quality whole-cut formats can win consumers beyond early
adopters. The launch builds on Steakholder’s broader alternative protein technology platform.

SO WHAT: Perfecta’s launch shows that plant-based meat is moving from imitation patties toward
more sophisticated whole-cut experiences. Alternative protein companies are affected because
future growth depends on quality, not hype. Retailers are affected because better whole-cut
formats could refresh a plant-based category that has faced demand softness. Conventional meat
companies are affected because premium analogues could compete in higher-value usage
occasions if sensory performance improves. At the sector level, this fits the alternative-ingredients
theme because plant-based meat remains strategic insurance against animal-protein volatility, but
only if products meet mainstream expectations.

57. Ayana Bio and Brevel Scale Plant Cell Fermentation to Stabilize
Bioactive Ingredient Supply

Nutrition Insight | Read Article

Ayana Bio and Israeli food-tech company Brevel entered a joint development partnership to scale
iluminated fermentation for plant-cell-derived bioactives. The project is supported by US$1.25m
from the BIRD Foundation and sits within a broader US$7.5m grant pool across seven binational
projects. Combined public and private investment across the cohort is expected to reach US$20m.
Ayana Bio cultivates plant cells indoors to produce standardized botanical ingredients without
growing plants in the ground. Brevel contributes an illuminated fermentation platform already scaled
to 5,000L commercial volume. The partnership targets standardized, contaminant-free plant
ingredients for nutrition, wellness, food, beverage, sports nutrition, animal care and skin care
markets.

SO WHAT: Botanical bioactives are shifting from farm-dependent sourcing to controlled
biomanufacturing. Ingredient suppliers, nutrition companies and F&B manufacturers that can
leverage fermentation-based production will be better positioned to secure consistency, traceability
and scalable quality for premium health claims. As climate variability, contamination risk and crop
volatility challenge traditional botanical supply chains, plant-cell fermentation becomes a resilience
and differentiation lever. Midstream players should treat bioactive manufacturing capability as
strategic insurance for clinically credible, claim-led nutrition growth.
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THEME 5:

Leadership, Governance And Portfolio Reset Are Rising Execution
Risk
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58. Pure Foods Tasmania Appoints CEO and MD to Drive
Operational Reset and Retail Growth

Food & Beverage Industry News | Read Article

Pure Foods Tasmania appointed Robert Knight as chief executive officer and managing director,
effective 1 July 2026. Knight joined the board in October 2024 and relocated from Melbourne to
Hobart in June 2025 to become sales and marketing director. Since then, he has worked on
customer growth, cost control and acquisition activity. The company said Knight helped expand its
presence in Coles stores from about 300 outlets to around 800, re-established Costco as a
customer, relaunched Potato & Gravy, and secured Tasmanian Paté distribution in Drakes
supermarkets. He was also involved in the acquisitions of Elato and Brilliant Food Australia.

SO WHAT: Pure Foods Tasmania’s appointment shows how leadership changes are being used to
connect retail expansion, cost control and acquisition integration. Regional food manufacturers are
affected because growth increasingly requires leaders who can manage retailer relationships, local
brand equity and operational discipline simultaneously. Retailers are affected because stronger
leadership can improve supplier reliability, range execution and customer growth. Investors are
affected because CEO appointments signal whether a company can convert strategic reset into
financial performance. At the sector level, execution risk is rising in smaller food platforms trying to
scale through retail distribution and acquisitions. Leadership selection should be treated as a value-
creation lever, not an administrative decision.

59. Nestlé Appoints Gordon Yule to Lead UK&I Nutrition and
Health Business

Food Manufacture | Read Article

Nestlé appointed Gordon Yule as business executive officer of its new Nutrition & Health business in
the UK and Ireland, effective immediately. The unit brings together nutrition and health science
teams across infant nutrition, medical nutrition, adult nutrition, women’s health, weight management,
active lifestyles and healthy longevity. Yule previously led integration of Bountiful brands, including
Nature’s Bounty and Solgar, after Nestlé acquired them in 2021. Nestlé said NH Science is the
fastest-growing medical nutrition company in the UK and Ireland, while Solgar remains a leading
premium vitamin brand. The appointment creates clearer leadership accountability for a portfolio
spanning supplements, medical nutrition and consumer health, signaling Nestlé is organizing health-
related categories under focused governance rather than separate product silos for growth.

SO WHAT: This update suggests an execution-risk and portfolio-control signal. Nestlé is putting
leadership accountability over a health platform that spans infant nutrition, medical nutrition,
supplements, weight management and active lifestyles, where science, claims, regulation and
channel strategy must align. Competitors are affected because integrated governance can improve
speed of investment, claim consistency and cross-category commercial execution. Retailers and
pharmacy channels are affected because Nestlé can offer broader health solutions rather than
isolated brands. At sector level, the concern is whether nutrition portfolios can convert demand into
profitable growth without compliance missteps or brand fragmentation. For midstream players,
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governance discipline may matter as much as innovation in health-led categories this quarter
globally.

60. Tyson Names Jeff Schomburger CEO as Beef Headwinds
Raise Governance Stakes

Food Manufacture | Read Article

Tyson Foods named Jeff Schomburger as president and CEO, effective 4 October 2026. He
succeeds Donnie King, who spent 43 years with Tyson and will remain on the board. Schomburger
has served on Tyson’s board since 2016, became lead independent director in 2025 and sat on
committees including Strategy and Acquisition. He previously spent 35 years at Procter & Gamble,
including as global sales officer. The appointment gives Tyson a leader with packaged-goods
commercial experience and board-level familiarity as it manages volatility across beef, chicken and
prepared foods. The transition comes as Tyson faces pressure to improve commodity-exposed
protein performance while growing branded and value-added segments, making customer
management, portfolio discipline and commercial execution more central to the leadership agenda
overall.

SO WHAT: Tyson’s leadership change is not just succession; it is an execution-risk signal for large
protein platforms. Investors, retailers, livestock suppliers and foodservice buyers are affected
because Tyson must manage beef margin stress, chicken recovery, prepared-foods growth and
productivity at the same time. Schomburger’s packaged-goods background may sharpen focus on
customer relationships, pricing discipline, branded mix and portfolio prioritization. Plant networks
and employees are affected because leadership shifts can influence capital allocation, facility
decisions and productivity programs. At sector level, beef, poultry and prepared foods now run on
different margin cycles, so processing scale alone is insufficient. The boardroom concern is
whether protein companies can govern volatility, customer concentration and operational
complexity without letting size dilute execution discipline monthly.

61. Toms Capital Stake in McCormick Raises Governance
Pressure Around Condiments Deal

Just Food | Read Article

Toms Capital, the activist hedge fund led by Benjamin Pass, reportedly built a significant stake in
McCormick as the company is linked to a proposed transaction involving Unilever’'s food business,
including condiments and sauces assets. Reports have framed the potential combination as a large-
scale condiments deal, with scrutiny around valuation, shareholder reaction and strategic fit. The
size of Toms Capital’s stake and its intentions were not publicly disclosed. McCormick already
operates across spices, seasonings, sauces and condiments, so any major acquisition could
reshape category exposure and capital allocation. The activist presence may increase scrutiny of
deal price, leverage, synergy assumptions and management credibility before transaction details are
finalised, making governance risk part of the M&A process for boards now.
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SO WHAT: For industry, this is not only an M&A story but a governance, valuation and investor-
confidence test. McCormick shareholders are affected because a large transaction could alter
leverage, earnings profile and strategic focus, while Unilever investors watch whether divestment
terms support portfolio simplification. Condiment competitors and retailers are affected because a
major combination could reshape brand concentration, pricing power and shelf negotiations across
sauces, seasonings and condiments. At sector level, category-control M&A now carries execution
risk from capital markets, not just regulators and operators. Activists can challenge synergy
credibility, balance-sheet discipline and management timing. The boardroom concern is whether
food companies can pursue portfolio reset without losing investor trust before value creation is
proven publicly in equity markets.

62. Asahi Names Nigel Parsons CEO of Europe & International
Unit

Food & Beverage Industry News | Read Article

Asahi Group Holdings appointed Nigel Parsons as CEO of Asahi Europe & International, effective in
the second half of 2026. Parsons joined Asahi Beverages in 2021, previously served as CEO of
Asahi Lifestyle Beverages and later became chief commercial officer for Oceania. He succeeds
Drago Constantinescu, who is leaving at the end of June, with CFO Andrew Bailey acting as interim
CEO. Asanhi cited Parsons’ commercial leadership, organizational transformation experience and
multi-category FMCG background. The appointment places a commercially focused leader into a
major international beverage role covering beer and beverage assets across multiple geographies.
The transition comes as global beverage companies manage mature-market pressure,
premiumization, cost inflation and route-to-market complexity across European and international
markets and partner expectations globally.

SO WHAT: For beverage companies, this update suggests an execution and portfolio-discipline
signal. Parsons brings commercial leadership, multi-category FMCG experience and organizational
transformation capability from Asahi’s Oceania business, which could sharpen pricing, channel
investment, customer management and accountability across Europe & International. Retailers,
distributors and brand partners may see tighter execution around premium beer, non-alcoholic
beverages and market-specific growth priorities. Competitors are affected because a more
commercially disciplined Asahi could intensify pressure in premium beer, accelerate route-to-
market optimization and raise expectations on service consistency. At sector level, the appointment
shows beverage portfolios need leaders who can protect margins while managing inflation,
fragmented channels and continuous portfolio reset.
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63. Raisio CEO Exit Raises Governance Risk During Portfolio
Transition

Just-Food | Read Article

Raisio CEO Pasi Flinkman will leave the Finnish food group after around two years in the role,
according to accessible Just-Food reporting. The company’s board has started a search for his
successor. Raisio owns brands such as Elovena and operates in food and ingredient categories tied
to oats, plant-based products and healthier eating. The leadership change comes as many food
companies reassess portfolio focus, cost structures and growth opportunities in health-led and plant-
based categories. Public article access was limited, so detailed reasons for Flinkman’s departure
were not visible in the accessible snippet. However, the departure creates a governance signal
around strategy continuity and execution pace.

SO WHAT: Raisio’s CEO departure highlights execution risk created by leadership turnover in food
companies with health, grain and plant-based exposure. Investors are affected because the CEO
search can create uncertainty around strategy, capital allocation and portfolio priorities. Employees
and customers are affected because leadership transitions may delay product innovation, cost
programs and market expansion. Competitors may benefit if execution pauses in oats, plant-based
and better-for-you foods. At the sector level, portfolio reset requires continuity and conviction.
Leaders should recognize that leadership disruption can be strategic risk, especially when
categories already face demand volatility and margin pressure. The board must decide whether the
next leader should simplify, accelerate or reposition the business.

64. Glacier Appoints New CFO as Private-Label Ice Cream
Platform Enters Scale Phase

Food Manufacture | Read Article

Glacier appointed Tunc Tezel as group chief financial officer, succeeding interim CFO Serkan
Cagatay. Glacier is one of Europe’s leading private-label and co-manufactured ice cream and frozen
dessert producers. Tezel brings more than 20 years of international finance leadership across
consumer businesses, including Gillette/P&G, BAT, Pladis and Ontex. He has led integrations,
operational performance programs and profitability improvement across European markets. Glacier
was formed through the merger of Gelato d’ltalia and Ysco, backed by Afendis Capital Management
and Davidson Kempner Capital Management. Following completion in 2025, the company reported
revenue of €582m. Tezel joins as Glacier targets further international growth.

SO WHAT: Glacier's CFO appointment shows that finance leadership is becoming central to
scaling private-label manufacturing platforms. Retailers are affected because stronger finance and
integration leadership can improve cost discipline, service reliability and investment capacity across
frozen dessert supply. Competitors are affected because Glacier is professionalizing management
around a large European platform. Investors are affected because CFO quality will influence
integration, profitability, cash conversion and expansion. At the sector level, private-label
consolidation only creates value if management converts scale into margin. This should be viewed
as a governance signal: after platforms are built through mergers, the next phase depends on
disciplined finance, operational control and profitability improvement.
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65. Nomad Foods Appoints Former Publicis CMO to Rebuild
Frozen Food Brand Momentum

Food Manufacture | Read Article

Nomad Foods appointed Justin Billingsley as chief marketing officer, effective immediately.
Billingsley previously served as global CMO at Publicis Groupe and has experience across brands
including Unilever, Nokia, Orange and Coca-Cola. At Nomad, he will lead a strengthened marketing
function spanning brand and portfolio strategy, communications, R&D and innovation. Nomad owns
major European frozen food brands including Birds Eye, iglo, Findus, Ledo and Frikom. The
company said Billingsley will focus on stronger commercial outcomes and long-term brand equity.
The appointment comes as frozen food companies face cost pressure, changing consumer
expectations and the need to protect brand relevance in competitive retail environments.

SO WHAT: Nomad’s CMO appointment shows that marketing leadership is becoming a portfolio-
reset tool, not just a communications function. Frozen food manufacturers are affected because
brand equity, innovation and consumer relevance are critical when inflation and private-label
competition pressure volumes. Retailers are affected because stronger brand marketing can
influence category traffic and premium frozen-food positioning. Competitors may face sharper
consumer segmentation, innovation and cross-market brand activation from Nomad. At the sector
level, execution risk now includes whether management can rebuild demand, not only manage
costs. Industry leaders should view marketing leadership as part of strategic governance,
especially in mature categories where brands must justify price premiums and regain volume
momentum.

66. Inghams Appoints Grant Douglas CFO to Sharpen Capital
Allocation and Earnings Quality

Food & Beverage Industry News | Read Article

Inghams Group appointed Grant Douglas as chief financial officer, effective October 2026, following
an external recruitment process. Douglas brings more than 25 years of finance leadership and
professional services experience across Australia and the U.S. His background includes operational
performance improvement, capital allocation, business integration, capital markets, M&A, and
investor and board engagement. He most recently served as CFO of Brickworks Limited, after
joining the company in 2011 and holding senior roles including executive vice president finance for
Brickworks North America. Current chief financial and commercial officer Gary Mallett will step down
on 30 September 2026 after seven years.

SO WHAT: Inghams’ CFO appointment shows that finance leadership is becoming central to food
manufacturing execution. Poultry processors are affected because earnings quality, consistency
and returns depend on disciplined capital allocation across volatile input, labour and customer
environments. Investors are affected because CFO capability influences confidence in margin
recovery, integration and performance transparency. Retailers and customers are indirectly
affected because stronger financial governance can support better service reliability and
investment discipline. At the sector level, this fits the leadership and governance theme because
execution risk increasingly sits in how companies allocate capital and protect returns.
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67. Heineken Names Will Rice Beavertown MD to Drive the Brand’s
Next Growth Phase

Food Manufacture | Read Article

Heineken named Will Rice, its UK on-trade sales director, as the new managing director of
Beavertown Brewery. Rice will take up the role on 1 June 2026. Heineken said he will lead the next
phase of Beavertown’s growth, underpinned by the continued success of Neck Qil, the brewery’s
flagship beer. Former managing director Jochen Van Esch will leave the role after three years and
return to Heineken Group. The leadership change forms part of broader senior leadership
movements within Heineken UK, including changes to its on-trade sales leadership. Beavertown
remains a key craft beer growth platform within Heineken’s portfolio.

Brickworks North America. Current chief financial and commercial officer Gary Mallett will step down
on 30 September 2026 after seven years.

SO WHAT: Beavertown’s leadership change shows how large brewers are professionalizing
acquired craft brands without abandoning their growth identity. Beer companies are affected
because craft platforms need both brand authenticity and disciplined sales execution. On-trade
customers are affected because Rice’s sales background may sharpen channel growth and
account focus. Competitors are affected because Heineken is putting commercial leadership
behind one of its most visible craft assets. At the sector level, this fits the leadership and
governance theme because acquired brands require careful execution after integration. The risk is
that corporate discipline improves distribution but weakens brand edge.

68. Orior Names Peter Miiller CEO as Swiss Food Group Seeks
Leadership Stability

Just-Food | Read Article

Swiss food group Orior appointed former Migros executive Dr Peter Miiller as its new chief executive
officer. He will succeed Monika Friedli-Walser, who had been leading the company in a dual role for
around a year. Public article access was limited, but available reporting confirms the CEO
appointment and succession. Orior operates across food and beverage categories and has been
working through portfolio, operational and market pressures. The appointment gives the company a
dedicated CEO after a period of interim or dual leadership. Miller's Migros background brings retail
and food-sector experience to a company that needs leadership continuity and clearer execution
focus.

SO WHAT: Orior's CEO appointment highlights the importance of stable leadership during portfolio
and operating transitions. Food manufacturers are affected because execution can stall when
leadership roles are temporary or split. Investors are affected because permanent CEO
appointments can clarify accountability and strategy direction. Customers and retail partners are
affected because leadership stability can improve confidence in supply, innovation and commercial
priorities. At the sector level, this fits the leadership and governance theme because food
companies facing margin, portfolio or growth pressure need dedicated management focus.
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69. Kinisla Rebrand and €300M Investment Signal Portfolio Reset
in Irish Dairy

Food Ingredients First| Read Article

Kerry Dairy Ireland rebranded as Kinisla and unveiled a €300m five-year investment programme.
The business, known for brands including Cheestrings, said the investment will support growth
across consumer foods and nutritional ingredients. The plan focuses on manufacturing capability,
innovation and sustainability, including Scope 1 and Scope 2 emissions reduction and expansion of
the Evolve RegenDairy programme. Public reporting notes the business recorded €1.4bn turnover in
2025 and is moving toward full Kerry Co-op ownership by 2035 after a 70% stake was acquired last
year. The new identity reflects Irish roots, farming heritage and a broader growth platform.

SO WHAT: Kinisla’s rebrand shows that dairy portfolio reset is becoming a governance and capital-
allocation issue. Farmers are affected because cooperative ownership and investment priorities
shape long-term milk value. Customers are affected because manufacturing and innovation
investment can support higher-value dairy ingredients and branded snacking. Competitors are
affected because Kinisla is positioning itself beyond commodity dairy toward nutrition, sustainability
and consumer growth. At the sector level, this fits the leadership and portfolio-reset theme because
identity, ownership and investment are being aligned around future value creation. Leaders should
view rebranding as credible only when tied to capex, sustainability and category strategy. The test
is whether €300m converts into profitable growth.

70. General Mills Names Erasmo Nuzzi UK&I MD to Lead Its
Largest Regional Market

FoodBev | Read Article

General Mills appointed Erasmo Nuzzi as managing director for the UK and Ireland. Public reporting
says Nuzzi brings more than 20 years of international food industry experience and has held
multiple leadership roles since joining General Mills in 2003. He will lead the company’s largest
market within its Europe, Australia and North Asia unit. His previous experience includes platform
and channel marketing leadership, with exposure across foodservice and consumer brand growth.
The appointment gives General Mills a long-tenured internal leader to manage a strategically
important regional market. The UK and Ireland business includes established categories where
brand relevance, channel execution and pricing discipline are critical.

SO WHAT: General Mills’ appointment shows that regional leadership is becoming more important
as mature markets become harder to grow. Branded food companies are affected because the UK
and Ireland require disciplined channel management, value communication and retailer negotiation.
Retailers are affected because new leadership can influence promotional strategy, innovation
priorities and category support. Competitors are affected because General Mills is placing an
experienced internal operator over a major region. At the sector level, this fits the leadership and
governance theme because market-level execution increasingly determines whether global brands
can defend share.
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THEME 6:

Nutrition Claims Are Becoming The New Margin-Control Layer
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71. Lune & Wild Raises £2M to Scale Premium Children’s Nutrition
into Retail

Just Food | Read Article

UK children’s food brand Lune & Wild secured new funding to expand production and grow retail
presence. The company raised a £2m Series A round led by Guinness Ventures, with participation
from investors including Dr Rupy Aujla and Doug Struthers. Lune & Wild focuses on organic, freshly
prepared meals for babies and children, positioning itself around premium nutrition, convenience
and cleaner-label family food. The funding is intended to support manufacturing scale-up, retail
distribution expansion and stronger positioning in the premium children’s nutrition segment.

SO WHAT: Children’s nutrition is moving from small-batch founder brands into a more scalable
retail margin pool. Retailers and food manufacturers are affected because premium baby and
children’s meals can command higher price points than conventional ambient baby food, while also
supporting wellness-led shelf differentiation. At the sector level, this signals that nutrition claims are
no longer just brand storytelling; they are becoming a margin-control layer tied to ingredient quality,
trust, refrigeration, formulation and retail availability.

72. Tate & Lyle Expands BioHarvest Partnership to Build Next-
Generation Sweetener Pipeline

Food Ingredients First | Read Article

Tate & Lyle expanded its collaboration with BioHarvest Sciences to accelerate development of next-
generation plant-based sweetener molecules. The expanded programme builds on a 2024
agreement and uses BioHarvest’s Botanical Synthesis platform to develop multiple non-GMO,
scalable sweetening solutions. The partnership aims to create sweeteners tailored to different food
and beverage applications, balancing taste, cost, labelling and sugar-reduction needs. Tate & Lyle
positioned the move as part of its broader science-led ingredient innovation strategy. The
collaboration supports customer demand for reduced-sugar products that do not rely only on
traditional high-intensity sweeteners or artificial alternatives.

SO WHAT: Tate & Lyle’s expanded BioHarvest partnership shows that sugar reduction is
becoming a portfolio innovation problem, not a single-ingredient problem. Food and beverage
manufacturers are affected because different applications require different sweetness profiles,
mouthfeel and labelling trade-offs. Ingredient suppliers are affected because customers
increasingly need tailored systems that can balance clean label, cost and sensory quality. At the
sector level, this fits the nutrition-claims theme because sugar reduction is becoming a
commercially valuable health claim. The next-generation sweeteners should be viewed as strategic
infrastructure for healthier product portfolios. The winners will not be companies with one hero
ingredient, but those with adaptable platforms across beverages, snacks, dairy and confectionery.
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73. Nestlé Partners with Helaina to Advance Bioactive Proteins in
Early-Life Nutrition

Food Business News | Read Article

Nestlé entered a multi-year partnership with U.S. biotech startup Helaina to advance research on
bioactive proteins for early-life nutrition. Helaina is known for producing bioactive proteins, including
human lactoferrin, using fermentation technology. The collaboration will focus on understanding how
new bioactive proteins support early-life development, including interactions with the gut microbiome
and immune system. Helaina had previously raised $20m in Series A funding, $4.6m before that
round and $45m in Series B funding in 2024. The partnership gives Nestlé access to a science-led
platform that could strengthen its infant and early-life nutrition pipeline.

SO WHAT: Nestlé’s Helaina partnership shows that early-life nutrition is moving toward bioactive,
science-backed claims that go beyond standard macro-nutrition. Infant nutrition companies are
affected because differentiation increasingly depends on clinical credibility, ingredient scalability
and trust in safety. Biotech ingredient firms are affected because large CPG partnerships can
validate precision-fermentation platforms and accelerate commercialization. At the sector level, this
fits the nutrition-claims theme because health benefits are becoming more specific, defensible and
science-led. Leaders should view bioactive proteins as potential margin-control assets in premium
infant nutrition. However, the execution risk is high: claims must be clinically credible, regulatory-
compliant and produced consistently at scale.

74. WK Kellogg Uses SPOONS Packaging to Turn Cereal Nutrition
into a Shopper Decision Tool

Food Business News | Read Article

WK Kellogg rolled out SPOONS, an on-pack nutrition framework designed to help shoppers identify
and choose cereals according to nutrition priorities. The framework highlights attributes such as
fiber, protein and single-digit sugar across classic brands, including Kellogg’s Raisin Bran and
Frosted Mini-Wheats. The company said the initiative is part of its broader cereal transformation
agenda. SPOONS is designed to make nutrition information more visible and easier to understand
at the shelf. The packaging initiative comes as cereal brands face rising pressure from consumers,
regulators and retailers to address sugar, artificial dyes and nutrient density.

SO WHAT: WK Kellogg’s SPOONS framework shows that nutrition claims are moving from back-
panel detail to front-of-pack commercial architecture. Cereal brands are affected because shoppers
increasingly compare fiber, protein and sugar content quickly at shelf. Retailers are affected
because clearer nutrition cues may support category navigation and help defend cereal relevance.
Competitors are affected because packaging can become a tool for claim-led repositioning without
changing every formulation immediately. At the sector level, this fits the nutrition-claims theme
because cereal growth depends on making health benefits legible and credible. The risk is that
clearer labels also expose weaker SKUs.
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75. Kraft Launches Lactose-Free Cheese as Dietary Access
Becomes Dairy’s Next Growth Lever

Food Engineering | Read Article

Kraft Natural Cheese, owned by Lactalis USA, launched a lactose-free cheese line across three
formats: Mild Cheddar Shredded Cheese, Mozzarella Shredded Cheese and Mozzarella String
Cheese. The products use real dairy and added lactase to deliver 0g lactose while preserving the
taste and texture associated with Kraft cheese. The shredded formats target recipe use through
resealable pouches, while the string cheese is designed for on-the-go snacking in 12 individually
wrapped portions. The range is available through select national retailers, with broader distribution
expected. Kraft is using a mainstream dairy brand to serve dietary-sensitive consumers without
moving them into non-dairy alternatives.

SO WHAT: For dairy players, lactose-free cheese is not just an innovation launch; it is a category-
protection move. Lactose intolerance can push consumers toward plant-based alternatives unless
real-dairy brands create inclusive formats that preserve familiarity and velocity. Retailers benefit
because lactose-free cheese allows them to serve dietary-sensitive shoppers without sacrificing
mainstream brand trust. Enzyme and ingredient suppliers also gain relevance as lactase-enabled
products create premiumization inside mature dairy. At sector level, the strategic issue is margin
control through claim-based segmentation. Lactose-free protects existing dairy occasions while
opening higher-value access points for consumers who may otherwise exit the category.

76. Myprotein Launches Bounty Whey as Licensed Protein Moves
into Mainstream Snacking

Food Manufacture | Read Article

Myprotein expanded its partnership with Mars Wrigley by launching a Bounty-flavored Impact Whey
Protein powder. The product follows previous Snickers and Mars whey launches and contains 20g
of whey protein per serving at 113 calories. Myprotein said THG Nutrition’s licensing strategy is
accelerating beyond direct-to-consumer into omnichannel and multi-category formats. The company
reported selling more than 43m licensed products in FY25 and expects sell-in of more than 60m
licensed units in 2026. The Bounty whey is sold in 15-serving packs for £16.99 and 31-serving
packs for £30.99. Government officials have urged farmers to increase production and self-
sufficiency despite severe resource constraints.

SO WHAT: Protein is being repositioned from gym supplementation into branded snack-led
consumption. Mars Wrigley gains relevance in wellness-led occasions, while Myprotein benefits
from mainstream taste cues that reduce trial barriers. For the broader sector, the move shows how
licensed flavour equity can protect margins in commoditizing protein powders by shifting
competition away from grams of protein alone toward brand familiarity, indulgence and repeatable
consumption.
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77. Ella’s Kitchen Extends into Older Toddler Snacks as Kids’
Nutrition Moves Beyond Baby Food

Food Manufacture | Read Article

Ella’s Kitchen launched Ella’s Kitchen Kids, a new snacking range for children aged 18 months and
above. The range includes Crunchy Stix in Cheese + Onion, Tomato + Basil and Pesto flavors, and
Wild Crackers in Tomato + Oregano, Pea + Basil and Carrot + Rosemary. The products target older
toddlers whose taste preferences and independence are evolving beyond traditional baby food. The
snacks are positioned for lunchboxes, picky plates and picnics, giving parents a convenient
alternative to mainstream children’s snacks. The move extends Ella’s Kitchen from baby and toddler
meals into a broader children’s nutrition platform, using brand trust, playful formats and better-for-
you cues.

SO WHAT: Ella’s Kitchen is using trust in baby food to capture the next stage of children’s
snacking. Retailers are affected because the launch bridges the baby aisle and mainstream kids’
snacks, expanding basket value among parents who already trust the brand. Competitors in
children’s snacks face pressure because age-specific positioning, flavour variety and healthier cues
raise expectations for young-family products. Ingredient and co-manufacturing partners must
support ambient stability, bolder flavors and parent-approved nutritional positioning. At the sector
level, the move shows that nutrition claims are extending across life stages. Leaders should treat
early-life nutrition brands as platforms with repeat-purchase runway across meals, snacks and
lunchbox occasions.

78. Maggi Enters Ready Meals as Convenience Brands Add
Protein and Health Cues

Food Manufacture | Read Article

Nestlé-owned Maggi entered ready meals with Maggi Global Kitchen, its first single-serve
microwavable meal range. The six-SKU lineup includes Spaghetti Bolognese with Beef, Chicken
Tikka Masala with Rice and Lentils, Teriyaki Noodles with Chicken, Mushroom Risotto with Chicken,
Sweet and Sour Chicken with Rice, and Chickpea Korma with Rice. Each 260g meal is designed to
be microwaved in two minutes. The range is positioned around global flavors, convenience, low
saturated fat and source-of-protein credentials. The launch extends Maggi beyond seasonings,
soups and noodles into heat-and-eat meals, using household trust and flavour equity to enter a
higher-convenience eating occasion.

SO WHAT: Maggi’s ready-meal launch shows how legacy flavour brands are entering convenience
formats with nutrition-supporting claims. Retailers are affected because familiar brands can reduce
trial barriers in ready meals, a category often dominated by private label and specialist suppliers.
Ready-meal manufacturers face stronger competition from Nestlé’s scale, cuisine recognition and
household brand equity. Ingredient suppliers also benefit as protein cues, low-saturated-fat claims
and global flavour systems become more important. At the sector level, convenience is no longer
enough on its own; ready meals increasingly need a claim stack combining speed, taste, portion
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control and nutritional reassurance. Industry players should assess where trusted ambient brands
can stretch into prepared meals.

79. Amai Wins Singapore Approval for Sweelin as Sweet Proteins
Move Toward Commercial Scale

Food Ingredients First | Read Article

Amai Proteins secured approval from the Singapore Food Agency for sweelin, its flagship sweet
protein, to be used as a sweetening agent in food and beverage products. The approval follows FDA
GRAS clearance in the U.S., expanding the company’s regulatory footprint across two strategically
important markets. Sweelin is positioned as a precision-fermentation-derived sweet protein capable
of enabling up to 70% sugar reduction while maintaining taste, functionality and scalability. The
product targets food and beverage manufacturers looking for sugar-reduction tools that can support
metabolic-health positioning without compromising sweetness. The approval gives Amai a stronger
platform to engage commercial partners across Asia.

SO WHAT: Sweet proteins just crossed the line that kills most food-tech: a regulator said yes. That
changes the calculus for every beverage, confectionery and packaged-food maker carrying a
sugar-reduction roadmap. The second-order effect is competitive layering: stevia and monk fruit
suppliers now face a protein-based rival that competes on taste parity, not just calorie math, and
GLP-1-driven demand is rewarding low-sugar claims with premium pricing. The contrarian read is
that regulatory clearance, not sensory performance, is becoming the gating asset in sweetener
selection, because a great-tasting molecule you cannot legally sell is worthless. Treat sugar
reduction as a margin and claims weapon, not a compliance chore.
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THEME 7:

Automation And Packaging Tech Are Becoming Margin-Protection
Infrastructure
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80. Al Refrigeration Optimization Cuts Frozen Fry Energy Use by
17%

Food Manufacturing | Read Article

Rockwell Automation deployed Actemium’s RtCOP Al solution on a PlantPAx distributed control
system for a large frozen French fry producer. The system optimizes refrigeration assets, including
compressors, condensers and evaporators, in real time. Rockwell said the deployment increased
energy efficiency by 17% and delivered approximately $130,000 in annual savings per site. The
article noted that industrial refrigeration can account for up to 70% of electricity consumption in
frozen food manufacturing plants. RtCOP uses Al-driven optimization to adjust refrigeration
operations continuously instead of relying only on fixed settings or manual intervention. The
deployment shows how control-system upgrades can reduce one of frozen processing’s largest cost
lines while maintaining process performance, product quality and plant reliability without requiring a
full production redesign.

SO WHAT: Refrigeration has quietly become the single biggest line item standing between a
frozen processor and its margin, and Al controls just turned it into a lever you can pull. A 17% cut
and a $130,000 annual saving per site sounds modest until you multiply it across a high-volume
network and a decade of volatile utility prices. The second-order effect is competitive: rivals who
retrofit get a structural cost-per-case advantage that compounds every time power prices spike,
while laggards eat the spread. The non-obvious point is that this is no longer a sustainability project
with a soft payback; it is operating leverage with a hard one. In energy-intensive frozen categories,
the cost stack is now a software problem.

81. PPM and Key Debut Integrated Potato Chip Line to Reduce
Labour, Oil and Yield Losses

Food Engineering | Read Article

PPM Technologies and Key Technology introduced a fully integrated potato chip processing line
combining frying, seasoning, product handling and optical sorting. The line includes PPM’s
BatchWright batch fryer and CookWright continuous fryer, alongside Key’s COMPASS optical sorter.
The system is designed to manage raw material variability, labour shortages and high-volume
coordination. Features include advanced oil filtration, clean-in-place systems, quick-release
changeovers in as few as five minutes and Key’s Discovery software for yield, reject-rate and
upstream-equipment analysis. The line integrates processing and inspection steps often managed
separately in snack manufacturing. It aims to improve consistency, throughput and visibility across
potato chip production while addressing oil use, labour input, changeover time and rejected product
through connected equipment, inspection and production analytics performance.

SO WHAT: The chip line is no longer a row of machines you bolt together; it is becoming a single
integrated system where hardware, inspection and analytics are sold as one margin engine. That
matters because in snacks, raw-material variability, oil management, labour and defect rates are
exactly where margin leaks, and an integrated line attacks all four at once. The second-order effect
hits private-label processors hardest: retailers now expect consistent quality, five-minute
changeovers and competitive pricing simultaneously, and only connected lines deliver all three.
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The contrarian read is that the competitive moat is shifting from who has the cheapest line to who
has the most responsive one. Flexibility just became a cost-of-entry, not a differentiator.

82. OAL Secures £5M Loan to Commercialize Fenceless Robotics
for Food Lines

Food Manufacture | Read Article

Robotics and automation specialist OAL secured a £5m innovation loan from Innovate UK. The loan
will support a five-year programme to commercialize and roll out fenceless robotics for food
manufacturing production lines. Fenceless robotics refers to compact robotic systems designed to
work safely alongside people without traditional guarding or cages. OAL’s technology is intended for
manufacturers that need automation but face space constraints, labour pressure or high product-
changeover complexity. The funding gives OAL capital to move the technology from development
toward broader deployment. For food manufacturers, the technology could support repetitive
handling, precision work, safety and flexible production without requiring full line redesign.

SO WHAT: Most automation pitches assume a greenfield plant; fenceless robotics assume the
messy, space-constrained brownfield factory you actually run. That is the real unlock: the barrier to
automation has never been the robot, it has been the cage, the floor space and the integration cost
that only big new plants could absorb. Human-adjacent systems collapse that barrier for mid-sized
manufacturers wrestling with labour scarcity and rising SKU complexity. The second-order effect is
competitive timing: the first wave of adopters who fit robotics into existing lines, not new buildings,
get productivity gains without capex-heavy expansion. The open question is integration without
output disruption. Whoever solves that retrofit problem owns the margin advantage.

83. GEA Launches PowerPak 5000 as Modular Thermoforming
Becomes Margin Infrastructure

Food Engineering | Read Article

GEA launched the PowerPak 5000, a thermoforming packaging machine for medium-sized food
producers needing multiple pack sizes, reliable daily operation and scalable automation. The system
replaces former midsize GEA thermoformer models and supports meat, poultry, seafood, dairy,
bakery, ready meals and plant-based applications. It can run MAP, vacuum, skin and steam
packaging formats. The machine includes SmartControl for centralized operation, connectivity for
condition monitoring through InsightPartner, mobile notifications for alarms and KPlIs, and
Changeover Assist for guided product transitions. Ilts modular design allows processors to add
technologies such as PowerHeat, Powerdet and PowerLabel. PowerHeat can reduce energy
consumption by 25% to 30% in relevant applications.

SO WHAT: Packaging equipment used to be a procurement decision; modular thermoforming turns
it into a margin decision. For mid-sized processors, the squeeze is real: more pack formats,
sustainable materials and customer-specific sizes, all without the downtime that eats throughput.
The second-order effect is who you can serve: converters and co-packers with fast guided
changeovers can profitably run both branded and private-label customers off the same line, while
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rigid setups must choose. The contrarian point is that the savings are not in the machine speed;
they are in everything around it, the changeover errors, the energy, the waste and the dependence
on scarce specialist operators. Modular packaging is a flexibility bet, and flexibility is where the
margin now lives.

84. Volkmann Launches Containment Bulk Bag Unloader to
Automate Hazardous Ingredient Handling

Food Engineering | Read Article

Volkmann USA introduced a containment bulk bag unloader designed as a closed, sealed system.
The equipment allows one operator to transfer toxic, ignitable, allergenic and other hazardous
materials from bulk bags, sacks and flexible intermediate bulk containers into downstream
processes safely and automatically. The system is designed to reduce dangerous material contact,
workplace dust release and contamination risk from environmental exposure. It is positioned for
allergenic products such as gluten, peanuts and soy. The station includes dust-tight docking and a
built-in glove box, allowing operators to access the bag and spout while isolated from the material. It
can integrate with Volkmann pneumatic vacuum conveyors.

SO WHAT: The expensive risk in ingredient handling is not the dust; it is the recall, the line
shutdown and the lost customer qualification that follow a cross-contact event. Containment
automation reframes material handling as risk insurance with a measurable premium. Allergen-
sensitive categories feel this first: as retailer and regulatory expectations on gluten, peanut and soy
containment tighten, open handling becomes a liability you carry on every shift. The second-order
effect is commercial, not operational: closed systems strengthen the supplier-qualification story you
tell customers, which protects revenue, not just workers. The contrarian read is that the cheapest
containment upgrade is still cheaper than one recall. Treat this as margin protection, not
housekeeping.

85. Queensland Launches $30M Fund to Push Farm Technology
into Commercial Use

Food & Beverage Industry News | Read Article

The Queensland Government launched the $30m Sowing the Seeds of Farming Innovation Fund to
support on-farm technology and innovation across the state’s agriculture sector. The fund is
designed to support commercially viable innovations that improve productivity, resilience and
profitability across Queensland’s primary industries. It will back businesses with strong Queensland
connections and potential sector-wide benefits. Eligible areas include automation, robotics, digital
agriculture, sustainability solutions, remote monitoring, supply-chain innovation and advanced
production technologies. The programme supports Queensland’s ambition to strengthen agricultural
productivity and competitiveness, while helping practical technologies move faster from
development into real-world farm deployment.

SO WHAT: Most processors treat the farm gate as someone else's problem; this fund is a signal
that your raw-material reliability is being re-engineered upstream, whether you are watching or not.
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Public money pushing agtech from research into commercial use means the productivity and
resilience gains will show up first in the regions and crops that get funded, not evenly across your
supply base. The second-order effect is sourcing asymmetry: ingredient quality, cost stability and
sustainability credentials will increasingly diverge by the technology adoption rate of your growers.
The contrarian point is that competitive advantage in midstream food now starts before the
ingredient reaches your plant, in the fields you do not own. Supply resilience is becoming an
upstream intelligence problem.

86. Kinari Turns Plant Waste into Plastic Alternative as Packaging
Materials Shift Toward Circularity

Free York | Read Article

Panasonic’s Ml Division developed Kinari, a plant-based plastic alternative that uses non-food waste
inputs such as coffee grounds, sake residue and reclaimed wood from overgrown forests. The
material has been in development since 2015 and is designed to mimic natural materials while
reducing petroleum resin use. Kinari is compatible with existing manufacturing processes, requires
no water during production and can be recycled into new Kinari products. The article notes that
Kinari can decompose in compost within nine months. Asahi has used the material for reusable
tumblers, ECOALF for buttons and fasteners, and schools in Kyoto for lunch boxes and
sustainability education.

SO WHAT: The packaging sustainability conversation just moved from the lab to the loading dock:
the materials that win will be the ones that drop into existing lines, not the ones that demand new
capex. Kinari's plant-waste polymer matters precisely because it competes on manufacturability
and low water use, not just green credentials. For food and beverage companies, the second-order
effect is a sorting problem: alternatives that require costly equipment changes will stall regardless
of their end-of-life story, while process-compatible ones scale fast. The contrarian read is that cost-
in-use and line compatibility, not recyclability claims, decide which substitutes actually displace
petroleum plastics. Evaluate alternatives like an operator, not an activist.

87. Juice Separation Technologies Become a Value-Capture Tool,
Not Just a Processing Step

Food Engineering | Read Article

Food Engineering examined the evolving role of separation in juice processing, highlighting how
multiple separation steps can be integrated into a cohesive process. Separation technologies such
as membrane filtration, clarification, concentration and component recovery help processors extract
more value from the same raw material input. The article noted that separation can support quality,
consistency and efficiency while enabling processors to manage different juice fractions more
strategically. In some cases, processors can capture additional value by separating high-value
components, reducing waste or improving process control. The role of separation is expanding from
basic clarification into a more sophisticated productivity and value-recovery function.
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SO WHAT: Separation has been treated as plumbing; the smart juice processors now treat it as a
profit center. The logic is brutally simple: the same expensive, perishable, variable fruit input can
yield more sellable value if you extract and fractionate it better. That reframes a capex line as a
yield-and-mix decision. The second-order effect is product strategy: better separation unlocks
premium fractions and differentiated juice components that command higher margins than
commodity juice. The contrarian point is that in a category defined by raw-material cost and waste,
the cheapest source of new margin is not buying cheaper fruit; it is getting more out of the fruit you
already buy. Value recovery is a new yield game.

88. CTK Bio Launches Compostable Wraps as Sustainable
Packaging Moves into Operations

Packaging Strategies | Read Article

CTK Bio Canada launched Earth Edition home-compostable pallet wrap and food wrap solutions.
The products are designed to provide businesses with sustainable alternatives to conventional
stretch films while maintaining operational performance. Reported features include aggressive two-
sided cling, high tensile strength, secure load stabilization and independent home-compostable
certification. The range includes multiple sizes, with custom options available on request. CTK Bio
positioned the launch as a response to growing demand for sustainable packaging that does not
require major process changes. The company focuses on next-generation biomaterials and
sustainable manufacturing technologies for industrial and food packaging applications.

SO WHAT: Sustainable packaging used to be judged on its environmental story; now it lives or
dies on whether it survives a forklift and a cold warehouse. CTK Bio's pallet and food wrap matters
because it claims to preserve strength and cling, the operational properties that decide whether a
sustainable material is usable or just shelfware. For manufacturers and distributors, the second-
order effect is embedded cost: wrap is woven into logistics, storage and shipping workflows, so a
switch that degrades performance creates load failures and damage that dwarf the material
savings. The contrarian read is that the fastest-scaling sustainable materials are the ones that
change nothing about how your warehouse runs. Performance compatibility, not certification, is the
adoption gate. Sustainable materials will scale fastest where they do not require costly changes to
lines, warehouses or handling systems.

89. Thai Coconut Adds Sidel Aseptic PET Line to Scale Global
Coconut Beverage Exports

Packaging Strategies | Read Article

Thai Coconut adopted a complete aseptic PET production line from Sidel to expand exports of
coconut beverages. The line is designed to produce both still and carbonated coconut drinks while
supporting product safety, operational efficiency and packaging appeal. The system includes
Aseptic Combi Predis technology, integrating preform sterilization, blow moulding, filling and
capping in one process. Public reporting indicates the line can operate at 45,000 bottles per hour
and supports different 350ml bottle formats. Predis dry preform decontamination reduces water and
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chemical consumption. The system also includes real-time performance monitoring and is designed
to meet international requirements, including export readiness for the U.S.

SO WHAT: Packaging is usually framed as a format choice; aseptic PET reframes it as a passport.
The line technology you install determines which export markets you can legally and safely serve,
what shelf life you can promise importers and how differentiated your pack looks on a foreign shelf.
For beverage manufacturers, the second-order effect is competitive positioning: PET with strong
aseptic systems can take share from cans and cartons precisely because it travels further and
ships cheaper. The contrarian point is that the constraint on export growth is often not demand or
branding; it is whether your packaging meets the destination's safety and shelf-life bar. Aseptic
capacity is market access dressed up as capex.

90. Mark Andy Launches SmartPress to Cut Label Press Lead
Times in Half

Packaging South Asia | Read Article

Mark Andy launched its SmartPress Program, offering application-ready press configurations across
its Pro Series, E5 and P7 platforms. The programme is designed to cut press delivery time from 16
weeks to eight weeks. SmartPress configurations are optimized for labels, film plus label, and shrink
plus label applications, with optional packages including hot air drying, UV curing, sheeting,
conveying, cold foil, extended-run features and quick-changeover options. Mark Andy said the
programme helps converters start production sooner, improve ROl and avoid overspending on
unnecessary capabilities. Early customers highlighted faster lead times and simpler planning.

SO WHAT: The hidden cost of a custom press is not the engineering; it is the months of revenue
you do not earn while it is being built. SmartPress attacks that gap by making time-to-production
the competitive variable. For converters, the second-order effect is responsiveness: faster ramp-up
means you can say yes to a brand owner's new SKU, promotion or packaging change while a
custom-equipped rival is still commissioning. The contrarian read is that the industry has over-
indexed on bespoke capability when standardized, production-ready configurations now serve most
growth applications at a fraction of the lead time and project risk. Speed to first salable roll is the
margin lever converters keep underpricing.

91. Sidel Showcases Digital and Aseptic Line Technologies at
ProPak Asia

Packaging South Asia | Read Article

Sidel used ProPak Asia 2026 in Bangkok to showcase complete line solutions, digital services and
equipment for food, beverage and personal care manufacturers. The company highlighted Predis
Aseptic X4, EvoBLOW Laser, integrated digital services and multi-format packaging capabilities.
Sidel said its technologies support increased efficiency, flexibility and sustainability in production
operations. EvoBLOW Laser replaces traditional ovens with laser heating for PET bottle blowing,
supporting lighter bottle designs, more efficient material use and lower energy consumption. Predis
Aseptic X4 targets sensitive beverage applications with enhanced food safety, simpler operations

62 FutureBridge


https://packagingsouthasia.com/type-of-packaging/labels/mark-andy-launches-smartpress-program/
https://packagingsouthasia.com/application/sidel-at-propak-asia-2026/

and stronger line performance. Sidel also showcased predictive maintenance and real-time
optimization tools.

SO WHAT: A trade-show booth is rarely strategy, but Sidel's pitch carries a real signal: packaging
lines are being sold as lifetime productivity systems, not machines you buy once and forget. For
beverage and food manufacturers, the consequence is that line flexibility, aseptic safety and digital
optimization now set the speed at which you can answer SKU complexity and demand swings. The
second-order effect lands in emerging markets, where scalable lines let producers grow without
sacrificing uptime or safety, and on competitors, who must now compete on lifecycle performance,
not sticker price. The contrarian point is that the cheapest line on day one is often the most
expensive over ten years once energy, downtime and maintenance are counted. Buy the operating
cost, not the machine.

92. Heidelberg Die-Cutter Helps Cardbox Double U.S. Folding
Carton Output

The Packaging Portal | Read Article

Cardbox Packaging confirmed it is expanding production output in the U.S. with a new Heidelberg
Promatrix 106 CSB die-cutter. The unit includes inline blanking and is designed to work with
Cardbox’s existing tooling. Cardbox said the upgrade allows the company to skip an additional
finishing step on large orders, reducing costs without sacrificing precision. The investment is
expected to double output and strengthen the company’s ability to serve both short-run and large-
scale production needs. The move adds finishing automation to Cardbox’s U.S. packaging
operations and improves throughput in folding carton production.

SO WHAT: Doubling output without rebuilding the plant is the most underrated move in packaging,
and Cardbox just showed where it hides: in the finishing steps everyone ignores. Die-cutting and
blanking are classic chokepoints that cap throughput and inflate labour cost, yet they get less
capital attention than the press. For converters, the second-order effect is order flexibility: relieving
the finishing bottleneck lets you deliver faster and take on jobs a constrained rival must decline.
The contrarian read is that the biggest capacity gains often come not from buying a bigger press
but from killing the non-value-added manual steps around it. Find your bottleneck before you buy
speed you cannot use.

93. ProAmpac and Ozzi Launch Moisture-Absorbent Film for
Powder Products

Packaging Insights | Read Article

ProAmpac and Ozzi launched ProActive Intelligence Moisture Protect MP-1000, an active
packaging film for moisture-sensitive powder products. The patent-pending film integrates Aptar
CSP Technologies’ 3-Phase Activ-Polymer, which adsorbs residual moisture from package
headspace. The technology is designed to protect flavour, prevent unwanted odors and extend shelf
life without loose desiccant packets. ProAmpac said the film maintains package barrier performance
and integrates into existing packaging lines. Ozzi said the solution helped solve taste and odor
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issues in stick packs while simplifying the packaging system. MP-1000 is suitable for food, health
and wellness applications sensitive to moisture.

SO WHAT: Active packaging is quietly shifting from keeping product in the pack to keeping product
good, and for powders that distinction is worth repeat purchase. MP-1000 builds moisture control
into the film itself, attacking the flavour, odor and shelf-life degradation that erodes consumer trust
in a single bad experience. For co-packers, the second-order effect is simplification: building
absorption into the film removes loose desiccants, a source of complexity, waste and failure points.
For retailers, it means fewer complaints, returns and damaged stock. The contrarian point is that in
powders, the packaging is part of the product performance, and a cheap film that lets product
clump is the most expensive packaging you can buy. Material science is now a retention lever.

94. Canovation and Canpack Move Resealable Aluminum Cans
Toward Pilot Launch

Packaging Insights | Read Article

Canovation and Canpack partnered to accelerate commercial readiness of Canovation’s CanReseal
resealable aluminum can technology. The collaboration combines Canovation’s proprietary
resealable can-end system with Canpack’s manufacturing expertise and global industry reach. The
companies aim to align technical and manufacturing requirements for pilot-scale production and
market introduction. Canovation will also continue working with Stolle Machinery, which provides
engineering, tooling and manufacturing equipment support. CanReseal is designed to work with
existing can-making and filling infrastructure while enabling resealability. The companies said the
solution supports consumer convenience and circularity by leveraging aluminum’s recyclability and
value retention.

SO WHAT: Convenience used to be a marketing claim; resealable cans turn it into a materials-
engineering problem with a circularity bonus. The Canovation-Canpack work matters because it
tries to add reseal utility without abandoning aluminum's recycling advantage, which is the rare
case where consumer benefit and circularity point the same way. For brands, the second-order
effect is occasion expansion: a resealable can opens multi-serve and on-the-go usage that a one-
shot can, supporting premiumization. The catch is feasibility: commercial success depends on
compatibility with existing filling infrastructure and recycling streams. The contrarian read is that the
winner will not be the cleverest closure; it will be the one that adds the least cost and line
disruption. Convenience that breaks your line is not convenience.

95. DS Smith Develops Fiber Tray to Protect Fresh Produce for
45+ Days

Packaging Insights | Read Article

DS Smith supplied its fiber-based Closed-Type Tray for transatlantic freight of kiwis and other fresh
produce to the Greek market. The tray is designed to optimize product quality and freshness for
more than 45 days. It uses lightweight materials to improve loading capacity and weighs 10kg
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including body, base and lid. The integrated lid has die-cut ventilation holes, while reinforced
corners improve durability without added material reinforcement. Producers can place atmosphere-
and temperature-controlled bags inside the sealed trays before export. DS Smith used Circular
Design Metrics to assess recyclability, material efficiency, carbon footprint and supply-chain
optimization.

SO WHAT: Most fiber packaging is a like-for-like plastic swap; a tray that protects produce for 45-
plus days is something else, an engineered logistics asset. DS Smith is pushing fiber into the
hardest job in the cold chain: keeping quality intact across long-distance freight while staying
recyclable. For exporters, the second-order effect is shrink: better transport protection cuts
damage, waste and the margin that rots in transit. For competitors, it raises the bar, because fiber
is now being engineered for ventilation, durability and automated forming, not just sustainability
optics. The contrarian point is that sustainable packaging must be judged under real freight stress,
not on its material label. Protection and recyclability have to win together or the format fails.

96. Siegwerk Launches Heat-Seal Lacquers to Support Recyclable
Packaging Conversion

Packaging Insights | Read Article

Siegwerk launched Cirkit Novaseal, a heat-sealing lacquers portfolio within its Cirkit coatings brand.
The range is designed for fiber-based and flexible packaging applications and aims to support
recyclable and circular packaging systems. Siegwerk said the portfolio brings together its heat-
sealing expertise and circular economy strategy, integrating technology from its Allinova acquisition.
Cirkit Novaseal is designed to deliver consistent sealing, hot-tack performance and bond strength
across different packaging applications. The range includes options for gravure and flexographic
printing, multiple sealing temperature requirements, low seal-initiation temperatures, high-speed
packaging lines and strong bonds at low coating weights.

SO WHAT: The dirty secret of recyclable packaging is that the substrate swap is the easy part;
making it seal reliably at line speed is where projects quietly die. Siegwerk's Cirkit Novaseal targets
exactly that gap, because recyclable fiber and mono-material films still need dependable hot tack
and bond strength to avoid leaks. For converters, the second-order effect is throughput risk: a
recyclable format that seals poorly slows the line or scraps product, wiping out the sustainability
win. For brand owners, weak seals mean leakage, waste and quality complaints. The contrarian
read is that enabling chemistry, not the headline substrate, decides whether circular packaging is
operationally real. Recyclability that will not run is a press release, not a product.

97. Borro Scales QR-Based Reusable Cup Deposits Across
Europe

Packaging Insights | Read Article

Borro, a reusable cup deposit start-up, is expanding into Germany, France and the Netherlands
after raising €1.3m. The company provides a QR-based deposit system that links reusable cups to a
consumer bank card. When consumers return cups at collection points, deposits are refunded
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automatically. The system is already used at Belgian football clubs Club Brugge and KV Mechelen
and has joined PSG Labs, Paris Saint-Germain’s innovation programme. Borro chose QR codes
instead of RFID to reduce cost and rollout complexity. The company says it can deploy a stadium in
a week, compared with three to six months for some RFID systems.

SO WHAT: Reuse systems do not fail on the cup; they fail on the friction. Borro's expansion is a
signal that QR-based deposits scale only when refunds are fast, returns are simple and venues can
process volume, which is a payment and logistics problem dressed as a packaging one. For event
operators and the brands that pour through them, the second-order effect is operational: reusable
systems force new return, cleaning and data workflows into a high-throughput environment. For
packaging providers, QR-based models may undercut chip-based ones on cost and deployment.
The contrarian point is that reuse is becoming auditable infrastructure, which regulators will
increasingly lean on, so the choice is not whether reuse comes to your venues but on whose
system. Friction, not material, decides who wins.

98. Nestlé Philippines Tests Sachet Reverse Vending with
Robinsons Supermarket

Packaging Insights | Read Article

Nestlé Philippines, Restore Solutions and Robinsons Supermarket launched reverse vending
machines for sachets in four Robinsons stores. Consumers can drop clean and dry sachets into
Smart Eco-llection Bins, earn Ecobin points and redeem rewards. The collected sachets are
recycled into materials such as furniture boards. Nestlé said the initiative connects manufacturer,
retailer and upcycler in a circularity value chain. Robinsons said it is the first retailer in the
Philippines to introduce sachet reverse vending machines. The programme targets plastic sachet
waste, a major packaging challenge because sachets are widely used, single-use and difficult to
recycle.

SO WHAT: Sachets are the backbone of emerging-market affordability and a growing reputational
time bomb, and Nestle's pilot is an admission that the fix is not a better sachet but a collection
system. The hard truth is that circularity here depends on retailer participation and consumer
behavior, not material redesign alone. For manufacturers, the second-order effect is market
access: as waste scrutiny rises, regulators and retailers may restrict formats that lack credible
recovery pathways, putting affordable-pack volume at risk. For retailers, reverse-vending turns
stores into circularity nodes; for upcyclers, reliable collection unlocks feedstock. The contrarian
read is that sachet strategy is now a market-access decision, not a packaging one. The cheapest
format becomes the costliest liability without a recovery plan.

99. Can Sustainability Claims Be Verified? Ball Pushes Evidence-
Led Aluminum Packaging

Packaging Insights | Read Article

Ball Corporation emphasized the need for substantiated sustainability claims in aluminum packaging
as regulation and customer expectations intensify. Packaging Insights interviewed Predrag Ozmo,
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Ball’s sustainability director, who said sustainability communication must prioritize proof over broad
claims. Ball highlighted measurable claims, transparent baselines, recognized standards and third-
party validation. The company avoids vague terms such as “infinitely recyclable,” preferring more
precise wording around aluminum’s circularity. Ball said it is the first can manufacturer to have all
plants globally certified by the Aluminium Stewardship Initiative standard. It also targets a 55%
emissions reduction by 2030, validated by the Science Based Targets initiative.

SO WHAT: A sustainability claim used to be a marketing asset; under PPWR, EPR and green-
claims rules it is becoming a regulated liability you must prove or pull. Ball's evidence-led push
signals that verified data, not generic recyclability language, is now the currency of packaging
claims. For brands, the second-order effect is exposure: unsubstantiated claims invite
greenwashing penalties and retailer pushback that hit both margin and trust. For suppliers, the
demand shifts toward auditable data over vague assurances. The contrarian point is that the ability
to substantiate a claim is becoming as commercially valuable as the material itself, because in a
customer negotiation or a regulator's inbox, proof beats promise. Your claims are now part of your
compliance risk register.

100. Huhtamaki Fiber Lids Help Hesburger Cut 41,000KG of Plastic
Annually

Packaging Insights | Read Article

Huhtamaki developed fiber-based beverage cup lids for Finnish fast-food chain Hesburger. The lids
are suitable for hot and cold drinks due to heat and moisture resistance. They are manufactured at
Huhtamaki’s Foodservice site in Alf, Germany, and made from renewable, plant-based fibers.
Huhtamaki said the lids are compostable, recyclable and free from plastic coatings. The redesign
improves lid fit, tightens the spout and reduces leak risk. Hesburger began development with
Huhtamaki in 2025 after introducing earlier fiber lids and expects the switch to reduce plastic use by
41,000kg per year.

SO WHAT: Cutting 41,000 kg of plastic sounds like a sustainability story, but the real lesson is
operational: the lid only counts if it does not leak. Huhtamaki and Hesburger show that plastic
reduction in foodservice succeeds through functional redesign, not a straight material swap,
because a fiber lid still has to seal hot and cold drinks and fit cleanly. For quick-service operators,
the second-order effect is customer experience: a poorly performing lid drives spills, complaints
and outright rejection of the sustainable format. For suppliers, the bar is moisture resistance and fit,
not just compostability. The contrarian read is that sustainability scales only when service
performance holds, and a leaky green lid sets the whole agenda back. Performance is the
precondition, not the trade-off.
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TL-1. FDA Bakery Warnings Show Allergens and Sanitation Are
Now Commercial Trust Risks

Food Safety News | Read Article

The FDA issued warning letters to bakeries in New Jersey and California after inspections found
significant food safety violations. The issues included allergen-control failures, sanitation problems,
pest activity, preventive-control deficiencies and labeling weaknesses. The agency found undeclared
sesame in rolls, signs of rodents and other insanitary conditions that could cause food to be
adulterated under federal law. The warning letters show that bakery compliance failures can span
both ingredient labeling and facility hygiene.

SO WHAT: Bakery compliance is moving beyond routine inspection risk into retailer and consumer
trust risk. Allergen errors, sanitation failures and pest activity can undermine shelf confidence faster
than pricing or innovation can repair it, especially in categories where private label and branded
suppliers depend on repeat purchase. Bakery processors should treat allergen control, sanitation
and labeling as commercial continuity systems, not just QA documentation.

TL-2. EU Plans Brazil Meat Export Ban Over Antimicrobial
Compliance

Food Safety News | Read Article

The European Union plans to ban meat exports from Brazil because Brazil was omitted from a list of
countries authorized to export food-producing animals and animal products to the EU. The rules are
scheduled to apply from September 3, 2026. Countries on the approved list must demonstrate
compliance with EU requirements on antimicrobial use in food-producing animals. Food Safety
News reported that Brazil’s absence from the authorized list would affect animal-product trade into
the EU. The article’s visible content did not provide detailed product volumes or company-level
exposure, but the policy signal is clear: antimicrobial compliance is becoming a market-access
condition.

SO WHAT: Animal-protein trade is being governed upstream, before the product reaches the
border. Antimicrobial-use compliance is becoming a market-access filter, meaning exporters must
prove production-system integrity before demand can become revenue. This creates advantage for
approved origins and raises sourcing risk for importers, retailers and foodservice buyers that rely
on countries exposed to regulatory trust gaps.

TL-3. FDA Import Alerts Tighten Around Colors, Pesticides and
Salmonella

Food Safety News | Read Article

Food Safety News reported that the FDA stepped up enforcement on imported foods related to
colors, pesticides and Salmonella. The agency uses import alerts to enforce U.S. food safety
regulations for food from foreign countries and updates or modifies the alerts as needed. The
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article’s visible content confirms that FDA import alerts are being used as an enforcement
mechanism for overseas suppliers entering the U.S. market. Although full details were subscriber-
limited, the headline indicates a focus on colour additives, pesticide residues and Salmonella
contamination. These are three high-risk areas because they combine regulatory compliance, food
safety and ingredient-trust exposure.

SO WHAT: Imported food risk is shifting from occasional shipment disruption to a structural
supplier-qualification issue. Colors, pesticide residues and Salmonella sit at the intersection of
formulation, food safety and regulatory trust, so a weak overseas supplier can create detention risk,
recall risk and customer-service risk at the same time. Importers and manufacturers need to know
not only what they buy, but which countries, suppliers and product categories are most exposed to
enforcement action.

TL-4. FDA Investigates Listeria and Cyclospora Outbreaks as
Sources Remain Unknown

Food Safety News | Read Article

Federal officials are investigating two new foodborne iliness outbreaks, one involving Listeria and
another involving Cyclospora. The FDA had not identified a source for either pathogen at the time of
reporting. The Cyclospora outbreak involved seven patients, and traceback activity had also begun.
The article also noted continuing Salmonella investigations linked to moringa supplement capsules,
including an outbreak involving MOGO-brand moringa powder capsules that sickened 18 people
across 14 states and hospitalized seven.

SO WHAT: Outbreak uncertainty can expose a category before a source is named. Manufacturers,
retailers and supplement companies can be pulled into traceback, customer communication and
product-handling decisions even when attribution remains unclear. Traceability speed is therefore
becoming as important as contamination prevention, because the companies that isolate exposure
fastest will protect retailer trust while slower systems remain commercially exposed.

TL-5. FDA Warns Consumers After Imperial Nougat Refuses Full
Recall

Food Safety News | Read Article

The FDA warned consumers with milk, wheat or tree nut allergies not to eat certain Imperial-brand
cookies and candies made by Imperial Nougat Co. The affected products included Imperial
Chocolate Covered Chickpea Cookies with undeclared milk, Chickpea Cookies with undeclared
wheat, Coconut Cookies with undeclared pistachio and Persian Nougats with undeclared wheat.
FDA inspected Imperial Nougat on April 30, 2026, and recommended a recall on May 5. The
company notified one customer on May 12 to remove products from shelves but did not notify other
customers or issue a public press release, prompting FDA to issue its own alert.

SO WHAT: Recall governance is becoming part of brand credibility. The commercial damage
increases when a company narrows communication, delays public notice or fails to align with
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regulators after a labeling failure. In allergen-sensitive categories, the real risk is not only the
undeclared ingredient; it is whether the company can show retailers and consumers that it can act
decisively when trust breaks.

TL-6. Chemical Additive Reviews Become a Reformulation Risk
Signal

FDA | Read Report

FDA finalized its proactive post-market assessment program for food chemicals and launched
reassessments of BHT and ADA, requesting data on their use and safety. The program creates an
annual process to monitor safety signals, prioritize chemicals for review, conduct scientific
assessments and communicate findings, with comments due July 13, 2026.

SO WHAT: The strategic shift is not that BHT and ADA are under review; it is that legacy additives
now carry a rolling regulatory option that can be exercised at any time. Approval is no longer a
permanent asset, and retailers or activists may move faster than the FDA once an ingredient enters
the review pipeline. Reformulation capacity, substitute validation and consumer-acceptable claim
transitions are becoming scarce resources, turning additive exposure into a portfolio-risk issue
rather than a compliance footnote.

NOW WHAT: FutureBridge: Map every product against the FDA's review pipeline now and rank
your SKUs by additive exposure and reformulation difficulty, then pre-qualify clean-label substitutes
for BHT and ADA before competitors corner the supply and lock R&D capacity ahead of the rush.
The reformulation you sequence first should be the one carrying the most demand risk, not just the
nearest regulatory deadline. FutureBridge Consumomics tells you which of your SKUs carry the
highest consumer trust dependency on the affected additives, so you reformulate by demand
exposure rather than calendar order; OSINT tracks the agency's review cadence, petition filings,
and which suppliers are quietly repositioning, so you see the next target before it is named;
Technology Scouting benchmarks emerging preservative and dough-conditioning alternatives on
cost, shelf life, and scalability. Your sharpest early read is the second batch of additives FDA
queues: that list tells you how fast your own reformulation runway needs to compress.

TL-7. Infant Formula Protein Quality Moves from Draft Guidance to
Compliance Baseline

FDA | Read Report

FDA issued final guidance for infant formula manufacturers and testing laboratories on Protein
Efficiency Ratio studies. The guidance explains how to design, conduct, evaluate, and report PER
rat bioassay studies to demonstrate that new infant formula meets FDA'’s protein-quality requirement
before entering the U.S. market.

SO WHAT: Infant formula innovation is becoming slower for companies without defensible
evidence systems and faster for those that build them early. New proteins, alternative ingredients,
reformulated recipes and imported formulas now need stronger premarket study design, lab
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execution and documentation before reaching the U.S. market. This creates opportunity for
ingredient suppliers with validated dairy, whey, plant or specialty protein systems, but raises the
entry barrier for weaker formulation platforms.

TL-8. Food Policy Shifts from Compliance Checklists to Public-
Health Accountability

Institute of Food Technologists | Read Report

IFT says U.S. food policy is evolving quickly after a House Energy & Commerce hearing on food
regulation and oversight. Key signals include tighter scrutiny of GRAS substances, front-of-pack
labeling, infant and child protections, additives, synthetic dyes, ultra-processed foods, FDA oversight
capacity, food authenticity and supplement transparency.

SO WHAT: Food regulation is moving into product design, ingredient selection and claims strategy.
GRAS substances, additives, synthetic dyes, front-of-pack labeling, infant and child protections,
authenticity and supplement transparency are converging into a broader public-health
accountability agenda. Companies that wait for final rules will be forced into reactive reformulation,
while those with stronger evidence files and cleaner ingredient pathways can turn regulatory
readiness into retailer and consumer advantage.

TL-9. MOAH Controls Turn Packaging and Processing
Contamination into a Compliance Priority

European Commission | Read Report

EU Member States supported draft rules on 13 May 2026 to set maximum levels for mineral oil
aromatic hydrocarbons in food, update sampling and analysis requirements, and strengthen
monitoring. Adoption is targeted for October 2026, creating a clearer enforcement path for MOAH
contamination across food and food-contact supply chains.

SO WHAT: MOAH is becoming a cross-functional market-access risk because contamination can
enter through packaging, lubricants, additives, processing aids, storage, equipment or
environmental exposure. Responsibility will not sit neatly with QA,; it will cut across procurement,
operations, packaging and supplier assurance. Infant formula, bakery, cereals, confectionery, oils
and dry packaged foods should treat MOAH readiness as a future customer-access requirement
before formal limits create a compliance scramble.

NOW WHAT: FutureBridge: Audit your exposure to MOAH across packaging, lubricants,
processing aids, additives and storage systems now, then triage by category where consumer
vulnerability, dry-food concentration or EU exposure makes the risk commercially material. Start
supplier evidence requests before October adoption tightens testing capacity and forces late-stage
reformulation or packaging changes under pressure. FutureBridge Technology Scouting
benchmarks low-migration packaging, lubricant and processing-aid alternatives online compatibility,
cost and contamination risk; OSINT tracks EU adoption timelines, member-state enforcement
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signals, competitor testing moves and supplier declarations; Company Genomics maps which
packaging and ingredient suppliers are best positioned to support compliant transition. The near-
term gauge is testing-capacity availability and supplier declaration quality; weak responses now
signal which partners become liabilities later.

TL-10. FAIR Labels Act Targets Alt-Protein's Borrowed Vocabulary

Congress | Read Report

Bipartisan legislation introduced in the House and Senate on May 4-5, 2026, would require food
products using conventional meat and dairy terms such as burger, sausage, cheese, and milk to
clearly disclose when the product is made from plant-based, cultivated, or fermentation-derived
ingredients rather than conventional animal products. The FAIR Labels Act, formally the Food
Authenticity and Integrity in Retailing Labels Act, mandates front-of-package disclosure for all such
products. The bill carries support from conventional meat and dairy industry groups and reflects
ongoing political tension over consumer transparency as alternative protein products continue to lean
on legacy food category terminology to drive trial.

SO WHAT: The dispute is not only about transparent labeling; it is about who owns the consumer
language of food. Alt-protein growth has depended on terms such as burger, sausage, cheese and
milk to lower the trial barrier, and front-of-pack disclosure would weaken that borrowed equity at the
point of choice. Brands with standalone identity and clear product benefits can survive the shift,
while mimicry-led products risk losing conversion, shelf productivity and investor appeal.

NOW WHAT: FutureBridge: Audit every product label and claim against the FAIR Labels
disclosure requirements now and quantify the trial risk if mimicry-based positioning is forced into
plain front-of-package language, then accelerate investment in standalone brand identity and
product attributes that do not depend on borrowed category terms, because that equity is what
survives the rule. If you are screening alt-protein assets, reprice any target whose growth rests on
borrowed vocabulary rather than defensible differentiation. FutureBridge Consumomics measures
how disclosure language actually shifts purchase intent and trial across consumer segments, so
you redesign packaging on demand evidence rather than instinct; Company Genomics maps the
competitive and patent positioning across plant-based, cultivated, and fermentation players so you
see who is genuinely defensible and who is exposed; TerraCaptus validates whether a target's
growth thesis is IP-backed or just a category-mimicry brand story before you commit capital. Your
relabeling clock is set by the bill's committee progress and state-level copycat measures; let that
momentum, not optimism, drive your timeline.
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TL-11. Cargill Pauses Beef Production as Labour Dispute Exposes
Protein Margin Fragility
Just-Food | Read Article

Cargill paused beef production at its Fort Morgan, Colorado plant after locking out more than 1,700
unionized workers on 20 May 2026. Reuters reporting noted that Cargill had already halted cattle
slaughtering at the facility since 23 April and redirected cattle to other processing plants. The lockout
followed failed contract negotiations with Teamsters Local 455. Cargill said workers had rejected a
contract proposal it considered fair, while the union said employees wanted a $1 hourly raise in the
first year and a shorter three-year contract because of beef industry volatility. Cargill said Fort
Morgan operations had become economically unviable because facility costs exceeded returns amid
high cattle costs.

SO WHAT: High beef prices do not automatically mean profitable beef processing. Cargill's Fort
Morgan disruption shows how cattle costs, wage pressure and plant economics can collide until
volume becomes uneconomic to run. Protein buyers should not read retail price strength as supply-
chain health; plant utilization, labor agreements and livestock availability now decide whether
processors can convert demand into margin

TL-12. Animal Protein Outlook Splits Between Beef Scarcity and
Dairy Recovery

USDA ERS | Read Report

USDA'’s May Livestock, Dairy and Poultry Outlook cut 2026 beef production by 243m pounds to
25.547bn pounds, raised cattle-price expectations and projected higher beef imports. Dairy
assumptions improved, with 2026 cows projected at 9.620m head and stronger cheese and dry whey
exports.

SO WHAT: Beef remains scarce and price-supportive, while dairy is recovering through herd
expansion, cheese demand and dry whey exports. Processors and ingredient buyers need species-
level pricing logic because beef, dairy, poultry and pork are moving through different supply,
demand and margin cycles.

FutureBridge Contrarian POV: “Protein inflation” is too blunt a lens. The boardroom issue is
divergence: beef scarcity may protect price, while dairy recovery may create value-added protein
growth opportunities.
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TL-13. Animal Protein Availability Remains Plentiful, but Mix Shift
Matters

USDA ERS | Read Report

USDA ERS projects U.S. per capita availability of beef, pork, broilers and turkey at 228.8 pounds in
2026, rising to 229.4 pounds in 2027. Eggs are projected at 22.5 dozen per person in 2026 and 22.9
dozen in 2027. Broilers remain the largest animal-protein category.

SO WHAT: Plentiful protein does not mean easy margins. Growth is concentrated in broilers and
recovering eggs, while beef remains structurally tighter and more exposed to price pressure. Value
may shift toward chicken capacity, prepared poultry, private-label protein formats and flexible
product architectures rather than broad meat expansion.

FutureBridge Contrarian POV: Plentiful protein does not mean easy margins. If growth is
concentrated in broilers while beef remains structurally tight, value may shift toward chicken capacity,
prepared poultry and private-label protein formats rather than broad meat expansion. Use
FutureBridge OSINT to track broiler output, beef supply, pork availability, egg recovery, retail pricing
and food-service menu signals. Build a protein-mix dashboard showing where volume, price and
consumer substitution are shifting across chicken, beef, pork, turkey and eggs for processors,
retailers and ingredient buyers.

TL-14. EFSA African swine fever report, May 2026: Animal disease
is becoming a manufacturing-network risk.

EFSA | Read Report

EFSA reported on May 21, 2026, that African swine fever outbreaks increased across the EU in
2025, with domestic pig outbreaks up 76% and wild boar outbreaks up 44% versus 2024. EFSA also
noted record surveillance levels, including over 518,000 domestic pig samples and 618,000 wild boar
samples.

SO WHAT: ASF should not be treated only as a biosecurity problem; it is a stress test for
manufacturing flexibility. Outbreaks can disrupt slaughter availability, regional sourcing, frozen
inventory, export eligibility, carcass balance and plant utilization. A pork-heavy product system
becomes commercially exposed when disease risk travels faster than recipes, procurement contracts
and processing networks can adapt.

FutureBridge Contrarian POV: ASF should not be treated only as a biosecurity issue. It is a
manufacturing resilience stress test. The more strategic response is not simply “more surveillance,”
but flexible plant design, multi-species processing capability, frozen buffer strategies, alternative
protein formats, and recipe architectures that can shift between pork, poultry, beef, and plant proteins
without losing consumer acceptance.
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TL-15. Australian Beef Seasonal Outlook 2026

Rabobank | Read Report

Rabobank says favorable seasons have lifted Australia’s cattle inventory to a likely cyclical peak,
driving record slaughter and beef production in 2026. Strong global demand, led by U.S. import
needs, is supporting record export prices and historically high finished-cattle prices, though inflation
and seasonal deterioration remain key risks.

SO WHAT: Australia’s strong cattle cycle is both a supply opportunity and a weather-sensitive
margin risk. Record slaughter and U.S.-led import demand support export economics today, but
seasonal deterioration can quickly turn throughput strength into forced liquidation, cold-chain
pressure and pricing volatility. Buyers should treat Australian beef as a dynamic sourcing window,
not a stable long-term hedge.

TL-16. Cheese Becomes the Priority Outlet for a Flat EU Milk Pool

USDA FAS | Read Report

USDA FAS forecasts EU milk deliveries at 152.8 MMT in 2026, just 0.1% above 2025, despite cow
numbers falling 0.7%. Cheese production is expected to reach 11 MMT, up 0.8%, while butter, SMP
and WMP decline as processors allocate limited milk toward higher-value demand and export
opportunities through 2026 cycle.

SO WHAT: A flat EU milk pool is forcing sharper product-mix decisions. Cheese is absorbing the
stronger economics, while butter, SMP and WMP become more exposed to weaker production and
trade pressure. This will affect whey availability, dairy solids pricing, bakery inputs, confectionery
formulas and protein-led innovation through 2026.

TL-17. Livestock, Dairy, and Poultry Outlook: May 2026

USDA ERS | Read Report

USDA’s May LDP Outlook lowered 2026 beef production by 243 million pounds to 25.547 billion
pounds, citing slower cattle marketings. It raised cattle-price expectations, projected 2027 beef
output down 0.9%, lifted the dairy herd to 9.620 million head, and adjusted broiler and egg outlooks
as production recovery remains uneven across proteins.

SO WHAT: The protein stack is splitting between structurally tight beef and more expandable dairy,
poultry and pork supply. Procurement, pricing and customer pass-through need to be managed by
protein type because each species carries a different mix of feed, disease, export and volume risk.
Companies using one broad animal-protein inflation assumption will miss where substitution,
pricing power and margin pressure are actually moving.
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TL-18. Commodity Risk Broadens Across the Full Input Basket

Rabobank | Read Article

Rabobank’s May ACMR, “No passage, no pasta,” replaced the April commodity-risk view and
covered wheat, corn, soybeans, soy products, palm oil, sugar, coffee, cocoa, cotton and dairy. The
report keeps focus on multi-commodity pressure rather than one isolated input.

SO WHAT: The biggest risk may not be a single commodity spike; it may be moderate pressure
across several inputs at once. Wheat, sugar, coffee, cocoa, oils, dairy, packaging, freight and
energy are increasingly moving through connected cost lines, making siloed hedging and
procurement dashboards inadequate. Margin leakage becomes harder to pass through when
multiple inputs rise together but none looks large enough to trigger a full pricing reset on its own.

NOW WHAT: FutureBridge: Build a cross-commaodity exposure map by business unit and
customer contract, then rank where simultaneous pressure across wheat, sugar, cocoa, oils, dairy,
freight and packaging would break margin before the next pricing window opens. Do not wait for
one dramatic spike; the hidden risk is cumulative cost creep across ingredients that consumers and
retailers will resist absorbing. FutureBridge OSINT tracks commodity movement, freight exposure,
supplier announcements and customer pass-through windows; TerraCaptus identifies substitution,
processing and capacity signals that indicate where competitors are building sourcing advantage;
Consumomics tests where consumers will accept price increases, pack-size changes or ingredient
substitutions. Your near-term gauge is the spread between input inflation and customer reset
timing; where that gap widens, margin damage is already accumulating.

TL-19. North American Agribusiness Enters a Fragmented Cost
Cycle
Rabobank | Read Article

Rabobank’s Q2 2026 North American Agribusiness Quarterly flags cost-led inflation, uneven demand
and commodity divergence. Energy, logistics and processing costs are rising, wheat is tightening,
cattle remain constrained, while corn, soybeans, poultry and dairy show relatively stronger supply.

SO WHAT: North American agribusiness is entering a cost cycle where exposure matters more
than macro direction. Energy, logistics and processing costs are rising, wheat and cattle are
constrained, while corn, soybeans, poultry and dairy are better supplied. Companies with stronger
contracts, diversified sourcing and exposure to expanding categories can outperform even when
headline inflation remains uncomfortable.
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TL-20. FAO Food Prices Look Stable, but Commodity Divergence Is
Widening

FAO | Read Report

FAQ’s May 2026 Food Price Index averaged 130.8 points, broadly stable versus April. The headline
stability masked divergence: cereals rose 2.6%, sugar rose 7.5%, vegetable oils fell 4.6%, dairy
declined 0.5%, and meat was almost unchanged.

SO WHAT: Headline food-price stability is becoming misleading. Cereals and sugar are tightening
while oils and dairy are easing, which means margin pressure depends on the exact input basket
rather than the global index. Processors need commodity-level dashboards because stable
averages can hide category-specific cost shocks during customer negotiations and monthly pricing
cycles.

TL-21. Energy Shock Pushes UK Food Manufacturing Back into
Margin Defence

FDF | Read Report

FDF’s Q1 2026 State of Industry report says the Iran conflict triggered an energy-led external shock
for UK food and drink manufacturers. Costs rose across energy, diesel, transport, plastic packaging
and chemicals; supply chains saw four-to-six-week delays; and FDF forecasts food inflation reaching
9-10% by December 2026.

SO WHAT: UK food manufacturing is moving back into margin defence before consumer demand
has fully recovered. Energy, diesel, transport, plastic packaging and chemicals are rising together,
while weak volumes limit the ability to pass costs through. The strategic question is no longer
whether inflation exists; it is which costs can be passed on, which must be absorbed and which
require reformulation, pack resizing or value-tier migration.

NOW WHAT: FutureBridge: Run a plant-by-plant margin defence review immediately, separating
energy, diesel, freight, plastics, chemicals and packaging exposure by contract expiry and
customer reset window. Prioritize the SKUs where weak volumes make price pass-through least
likely, because those are the products that need reformulation, pack architecture or sourcing
changes first. FutureBridge OSINT tracks energy hedge roll-offs, supplier surcharges, freight
delays, packaging inputs and retailer price-reset windows; Consumomics identifies where
consumers will tolerate price increases, smaller packs, private-label switching or value-tier
migration; Technology Scouting benchmarks energy-efficiency, packaging-lightweighting and
formulation options that reduce cost without eroding quality. The near-term gauge is the spread
between producer input inflation and retailer price acceptance; if it widens, margin defence must
shift from pricing to operating redesign.
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TL-22. Freight and Input Shocks Reprice Global Grain Resilience

AMIS | Read Article

AMIS’s June Market Monitor presents first forecasts for the new marketing season, with lower wheat,
maize and rice production, while soybeans are expected to reach records. Strait of Hormuz
disruption is lifting energy, fertilizer and freight costs, with rerouting, higher bunker prices and longer
voyages reshaping agricultural trade economics.

SO WHAT: Grain risk is moving from physical availability to delivered-cost resilience. Wheat, maize
and rice may still be tradable, but energy, fertilizer, bunker fuel, rerouting and longer voyages are
changing which origins are truly competitive. Processors relying on long-haul imports or single-
origin sourcing should treat logistics volatility as a margin risk, not a temporary surcharge.

TL-23. Fragmented Cost Pressure Rewrites North American
Agribusiness Strategy

Rabobank | Read Report

Rabobank’s Q2 outlook says North American agribusiness is facing renewed inflation driven by
energy, logistics, fertilizer and chemicals rather than demand. Food and beverage inflation is
expected at 4%—8% in 2026, while wheat tightens from drought and frost, and corn and soybeans
remain better supplied.

SO WHAT: The operating environment is becoming too fragmented for one broad commodity view.
Cost pressure is persistent, demand is uneven and category performance will depend on exposure
to wheat, protein, energy, packaging and consumer trade-down. Advantage will go to processors
that adjust pricing, sourcing, inventory, product mix and customer contracts faster than competitors
as input shocks diverge.

TL-24. Energy-Led Producer Inflation Reopens UK Manufacturing
Cost Pressure

ONS | Read Report

ONS reported UK producer input prices rose 7.7% year over year in April 2026, up from 5.3% in
March, while factory-gate output prices rose 4.0%. Crude oil drove input inflation, and refined
petroleum products drove output inflation, with import prices rising 8.0% annually during April 2026.

SO WHAT: Energy-led producer inflation is reopening margin pressure before food manufacturers
have recovered volume strength. Imported inputs, chemicals, metals and packaging-linked costs
are rising faster than factory-gate prices, limiting pass-through headroom. Suppliers that reduce
volatility, protect continuity and support affordability will gain leverage with customers under
renewed cost pressure.
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TL-25. Sugar Outlook Expands from Current Year to 2026/27 Reset

USDA ERS | Read Report

USDA ERS’s May Sugar and Sweeteners Outlook updated official 2025/26 and 2026/27 U.S. and
Mexico sugar and sweetener supply-use projections. May WASDE projected U.S. 2026/27 sugar
production at 8.810m short tons, raw value, below 2025/26.

SO WHAT: Sugar risk is extending beyond near-term beet recovery into a forward planning
problem. Beverage, confectionery, bakery, cereal, sauces, dairy and snack processors need to
manage sugar as cost exposure, formulation dependency, claims constraint and pricing risk at the
same time. Sweetener strategy is becoming a commercial architecture question, not only a
procurement line item.

NOW WHAT: FutureBridge: Build 2026/27 sweetener scenarios now across beet sugar, cane
sugar, Mexico supply, imports, high-tier tariff supply and regional processor exposure, then decide
which SKUs need reformulation, price resets, pack changes or alternative sweetener qualification
before supply tightens. Do not treat sugar reduction only as a health claim; in a tighter cycle, it
becomes a margin and availability tool. FutureBridge OSINT tracks sugar production, Mexico trade
flows, import channels, tariff supply and processor exposure; Consumomics tests where
consumers will accept sugar reduction, alternative sweeteners, smaller packs or price increases
across beverages, bakery, cereal, sauces and snacks; Technology Scouting benchmarks
alternative sweetening systems on cost, taste, stability and scalability. The gauge to watch is the
gap between U.S. production expectations and import availability; that gap will determine how fast
formulation optionality becomes necessary.

TL-26. U.S. Ag Trade Deficit Narrows, but Import Dependence
Stays Structural

USDA ERS | Read Report

USDA’s May 2026 agricultural trade outlook raised FY2026 export forecasts to $176.5 billion, up
$2.5 billion from February, while imports were forecast at $205.5 billion, up $2.5 billion. The trade
deficit remains $29.0 billion, below FY2025’s $43.7 billion, with gains in grains, livestock, dairy,
horticulture and ethanol export categories overall.

SO WHAT: A narrower U.S. ag trade deficit does not remove structural import dependence. Beef,
coffee, cocoa, fruits and vegetables remain exposed to origin concentration, trade flows and
exchange-rate movement. The winners will be processors that use origin optionality, customer
pass-through and export access to defend margins across commodity cycles.
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TL-27. Wheat shock becomes a processing-risk signal

USDA WASDE | Read Report

USDA’s May WASDE introduced the first 2026/27 wheat view, projecting U.S. wheat production at
1.561bn bushels, ending stocks at 762m bushels and a farm price of $6.50/bushel. The update
moved wheat from an April supply baseline to a tighter forward crop outlook.

SO WHAT: Wheat volatility is becoming an R&D and manufacturing resilience issue, not only a
procurement issue. The risk is no longer just headline stock levels; it is quality, protein availability,
origin reliability and flour functionality. The advantage will sit with processors that design flexibility
into flour systems through blending, enzymes, alternative grains, regional SKUs and reformulated
bakery or cereal platforms.

FutureBridge Contrarian POV: The winners may not be companies that buy wheat cheapest, but
those that design flour flexibility into the product system. This could mean enzyme optimization, flour
blending, alternative grains, local wheat grades, reformulated bakery systems, or region-specific
SKUs. Wheat volatility should be treated as an R&D and manufacturing resilience issue, not only a
procurement issue.

TL-28. HRW Shortfall Turns Wheat into a Margin-Control Problem

USDA | Read Report

USDA’s May Wheat Outlook projects U.S. 2026/27 all-wheat production at 1.561 billion bushels, the
lowest since 1972/73, with winter wheat the smallest since 1965/66. Ending stocks fall 18% to 762
million bushels, exports drop to 775 million, and the farm price rises to $6.50/bushel for the new
marketing year cycle.

SO WHAT: Hard Red Winter wheat is becoming the bottleneck that can reprice bakery, cereal,
pasta and snack economics. Lower HRW availability raises protein premiums, weakens export
competitiveness and forces millers and processors to rethink flour functionality, sourcing and
customer pass-through. Wheat procurement is now tied directly to product performance and pricing
power, not just cost of goods.

NOW WHAT: Segment your wheat-dependent portfolio by HRW intensity, protein sensitivity and
customer pass-through flexibility, then move first on the products where flour functionality cannot
be easily substituted. Pre-qualify flour blends, enzyme systems, alternative grains and region-
specific formulations before protein premiums force reactive reformulation at higher cost.
FutureBridge OSINT tracks HRW crop condition, drought severity, protein premiums, mill bids,
export sales, flour-grind demand and customer price-reset windows; Consumomics tests where
consumers will accept texture changes, price increases, pack resizing or grain substitutions;
Technology Scouting benchmarks enzyme optimization, flour blending and alternative grain
systems on performance, cost and plant compatibility. The early gauge is the protein premium
curve; if it steepens faster than customer reset windows, margin protection shifts from procurement
to formulation redesign.
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TL-29. Hard Red Winter Wheat Becomes the Bottleneck

USDA ERS | Read Report

USDA ERS’s May wheat update highlighted a sharply weaker U.S. Hard Red Winter crop. The
2026/27 HRW crop is forecast as the smallest since 1957/58, with drought across major Great Plains
states driving lower yields and higher abandonment.

SO WHAT: The wheat risk is functional quality, not just volume. HRW underpins bread flour,
bakery performance, blending and export competitiveness, so a smaller crop can disrupt miller
economics even if global wheat stocks appear adequate. The pressure point is where protein
premiums, flour performance and customer pricing collide.

TL-30. Cereal Markets Move from Surplus Comfort to Trade-Flow
Sensitivity

FAO | Read Report

FAOQO forecasts global cereal production to decline 2.0% in 2026/27 to 2,982 million tons after a strong
2025 crop. Utilization is expected to rise 0.6% to 2,969 million tons, while stocks edge down to 949
million tons. Wheat and barley trade are expected to fall, while maize and rice trade grow.

SO WHAT: The cereal market is not yet a scarcity story, but the buffer is becoming uneven. Wheat
and barley trade may tighten while maize and rice flows expand, creating crop-specific and trade-
lane divergence beneath comfortable global stock levels. Millers, feed users, cereal makers, snack
processors and packaged-food companies should manage origin reliability and freight access
rather than rely on headline stock comfort.

TL-31. Vegetables and Pulses Outlook: May 2026

USDA ERS | Read Report

USDA ERS’s May update shows U.S. vegetable availability remains highly import-linked. Imports
accounted for about one-third of U.S. vegetable availability in 2025 across fresh and processing
markets. Mexico supplied 77% of fresh vegetable imports, Canada 13%, while tomatoes, cucumbers,
broccoli and cauliflower showed higher reliance.

SO WHAT: Vegetables and pulses are becoming a sourcing-resilience issue because import
dependence varies sharply by commodity and format. Tomato processors, frozen vegetable
players, prepared-meal manufacturers, sauces companies and foodservice suppliers face different
exposure to Mexico, Canada and specific processing crops. Resilience depends on knowing where
seasonality, quality, cost and continuity risk concentrate.
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TL-32. Ingredient Sourcing Moves from Cost Optimization to
Supply Optionality

Food Business News | Read Article

The article suggests that tariffs, poor crops and origin concentration are forcing food companies to
rethink ingredient sourcing. Companies are diversifying suppliers, nearshoring, reshoring and
reassessing exposure across vitamins, spices, sweeteners, cocoa, pea protein and botanicals, as
single-origin dependence becomes riskier for pricing, availability and compliance.

SO WHAT: Ingredient procurement is moving from lowest-cost sourcing to supply optionality.
Tariffs, crop failures, anti-dumping duties, weather shocks and origin concentration can quickly
disrupt formulations, customer commitments and pricing. Companies that build multi-origin supply,
nearshore alternatives, supplier transparency and contracting flexibility before volatility hits will
avoid reactive switching at higher cost.
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TL-33. Soybean Crush Slows from March Peak but Stays Strong
YoY

Reuters | Read Report

NOPA'’s April crush, released in May, was 211.856m bushels, down 6.3% from March’s 226.161m
but up 11.4% from April 2025. The daily crush rate fell to a seven-month low, partly due to seasonal
maintenance and plant repairs.

SO WHAT: Strong crush economics do not guarantee monthly production availability. April showed
that maintenance, plant repairs, uptime and logistics can interrupt output even when structural
demand remains healthy. Crushers, feed buyers, refiners and renewable-fuel players need
execution visibility, not just capacity assumptions.

TL-34. Argentina Oilseed Processing Becomes a Value-Addition
Battleground

Milling MEA | Read Article

Louis Dreyfus Company committed US$400m to build a major oilseed processing plant in Bahia
Blanca, Argentina. The facility is expected to process up to 4,000 tons/day of sunflower and
soybeans, using port access, logistics infrastructure and biomass energy from sunflower husks.

SO WHAT: Argentina is trying to capture more value inside the country rather than exporting raw
crops. New oilseed processing capacity can reshape soybean meal, sunflower oil, biofuel feedstock
and logistics economics across South America. Crushers, refiners, feed buyers and biofuel players
need to track not only crop output, but where processing margins and export flows are being
relocated.

TL-35. Biofuels Policy Clarity Reprices ADM’s Crush and Ethanol
Platform

ADM | Read Article

ADM reported Q1 2026 adjusted EPS of $0.71 and segment operating profit of $764 million, up 2%
year over year. It raised 2026 adjusted EPS guidance to $4.15-$4.70, citing stronger crushing and
ethanol outlook after U.S. biofuels policy clarity, while Nutrition profit rose 42% in the quarter overall
versus 2025.

SO WHAT: Policy clarity is converting into earnings leverage across the ag-processing stack.
Biofuels support improves crush and ethanol economics, while nutrition recovery suggests portfolio
discipline is beginning to matter. The advantage will sit with processors that can connect regulation,
capacity, risk management and higher-margin ingredients into more resilient through-cycle
earnings.
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TL-36. Al Turns Ag Trading from Market Access to Decision-Speed
Advantage

McKinsey | Read Report

McKinsey argues that agricultural trading is being rewired by supply shocks, geopolitics, new
entrants and algorithmic price discovery. Trading profit pools fell 15% year over year, while hedge
funds, energy majors and commodity buyers are entering the market. Leading players are using Al,
satellite data and agile workflows to respond faster.

SO WHAT: Ag trading is becoming a decision-speed game. As hedge funds, energy majors and
algorithmic players enter the market, slow procurement and trading decisions can destroy basis,
freight, crush and hedge value. Processors need integrated data, asset optionality and Al-enabled
scenarios that connect crop signals, freight routes, inventory, customer contracts and hedging
before volatility is fully priced in.

NOW WHAT: FutureBridge: Audit where trading decisions still sit in disconnected procurement,
logistics, finance and sales systems, then identify which delays are costing basis, freight, crush or
hedge value during volatile weeks. Build an integrated decision cockpit that links crop signals,
satellite indicators, freight routes, inventories, contract exposure and plant optionality, then define
which decisions can be automated, escalated or pre-approved before the market moves.
FutureBridge OSINT tracks crop shocks, port flows, freight disruption, hedge-fund activity and
policy signals; TerraCaptus maps Al, satellite and workflow technologies changing trading
execution; Company Genomics benchmarks processors and traders with superior route flexibility,
asset optionality and analytics maturity. The near-term gauge is decision latency between signal
detection and trade action; every day of delay is becoming a measurable margin leak.
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TL-37. Campbell’s Q3 Sales Fall 4% as Snack Demand and Inflation
Pressure Margin Conversion

Business Wire | Read Article

Campbell’s reported third-quarter fiscal 2026 net sales of $2.4bn, down 4% on both a reported and
organic basis. EBIT increased to $239m, while adjusted EBIT declined 24% to $274m. EPS rose to
$0.41, but adjusted EPS fell 32% to $0.50. Fiscal year-to-date cash flow from operations was $839m,
and the company reaffirmed full-year fiscal 2026 guidance. External reporting noted continued weak
demand for snacks, including salty snacks, crackers and fresh bakery. Campbell’s also faced
inflation-driven margin headwinds and weaker volume/mix, while premium broth and Italian sauces
remained stronger areas.

SO WHAT: Large branded food portfolios are being tested on whether demand can still convert
into margin. Campbell’'s weaker snack demand, softer volume/mix and inflation headwinds show
that brand scale does not protect earnings when consumers resist price and category momentum
fades. The boardroom question is shifting from sales direction to portfolio quality, promotion
discipline and which categories can still produce profitable growth.

TL-38. Hilltop’s 3% Sales Growth Fails to Convert as Cost and Mix
Pressures Hit Margins

Food Manufacture | Read Arficle

Hilltop Food Group reported turnover of £45.4m for the year ended 31 August 2025, up 3% from
£44 1m in 2024. The UK remained its core market, generating £42.4m, while exports supported
modest growth. Sales to Europe and Ireland more than doubled from £573k to £1.44m, and U.S.
sales rose from £1.42m to £1.61m. Hilltop operates across honey, syrups, maple, agave, nut
butters, condiments, sauces and bakery-related formats. Profit weakened sharply despite higher
sales, showing revenue growth did not convert into earnings. The issue was not demand collapse,
but weak revenue-to-margin conversion as ingredient costs, customer mix, pricing pressure and
operating complexity diluted gains across retailer-led ambient categories and export channels over
the full operating cycle for management this year overall.

SO WHAT: Revenue growth is becoming a poor proxy for business health in retailer-led food
categories. Hilltop’s higher turnover but weaker profit shows how exports, customer expansion and
pricing can still dilute earnings when ingredient costs, packaging, labour, mix and complexity move
against the supplier. The sharper question is not whether sales grew, but whether the growth was
cash-generative and defensible.
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TL-39. Greencore’s 43% Revenue Jump Exposes Integration Drag
Behind Acquisition-Led Growth

Food Manufacture | Read Article

Greencore reported H1 revenue of £1.32bn for the period ended 27 March 2026, up 43% year on
year, largely driven by its £1.5bn Bakkavor acquisition. On a pro-form basis, revenue growth was
3.2%, showing underlying sales expanded far more slowly than reported revenue. Greencore said
the pro forma increase was driven mainly by 2.4% inflation recovery and pricing, while volume and
mix contributed only 0.8%. Adjusted operating profit rose 15.3% to £73.3m, and adjusted operating
margin increased 60 basis points to 5.6%, supported by more than 870 operational excellence and
automation projects. Net debt rose to £817.6m, while the group moved from a £38.1m operating
profit to a £13.4m operating loss after acquisition-related costs and integration expenses in H1.

SO WHAT: Acquisition-led scale is being judged by margin conversion, not headline revenue.
Greencore’s reported growth masks much slower pro forma momentum, while integration costs,
debt and operational complexity create a harder test of value creation. M&A only becomes strategic
when acquired revenue can be converted into resilient margin, customer retention and scalable
execution across plants, people and systems.

NOW WHAT: Track the integration thesis at site, customer and synergy level rather than accepting
the headline revenue uplift. Prioritize where contract retention, plant productivity, automation
delivery, debt burden and procurement standardization could either validate or dilute the acquisition
case. FutureBridge OSINT tracks Greencore site actions, customer changes, integration signals,
labour moves and supplier resets; Company Genomics benchmarks acquisition-led food
manufacturers on margin conversion, synergy capture and post-deal operating discipline;
Consumomics tests whether end-market demand supports the pricing and volume assumptions
behind the enlarged chilled network. The gauge to watch is the gap between reported revenue
growth and pro forma volume/mix growth; if that gap stays wide, scale is not yet translating into
economic quality.

TL-40. Operational Reliability Becomes the Constraint on
Ingredient Margin Recovery for Ingredion

Ingredion | Read Report

Ingredion reported Q1 2026 net sales of $1.792 billion, down 1%, with adjusted EPS falling to $2.34
from $2.97. Adjusted operating income declined 22% to $212 million, mainly due to Argo facility
challenges and softer U.S./Canada volumes, while Texture & Healthful Solutions delivered its eighth
consecutive quarter of volume growth.

SO WHAT: Ingredient suppliers are being tested on operational reliability as much as innovation.
Clean-label and texture demand can remain resilient, but one facility issue can erase portfolio
momentum and pressure earnings. Customers will reward suppliers that combine specialty growth
with dependable base-ingredient supply and fast recovery from production shocks.
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TL-41. Portfolio Discipline Becomes the Margin Lever for IFF

IFF | Read Report

IFF reported Q1 2026 sales of $2.74 billion, down 4% reported but up 3% on a comparable
currency-neutral basis. Adjusted operating EBITDA was $568 million, with a 20.7% margin. The
company reaffirmed 2026 guidance and continued its disciplined sale process for the Food
Ingredients business.

SO WHAT: Flavor and ingredient leaders are shifting from scale-led portfolios to sharper margin
and capability focus. IFF’s Food Ingredients sale process signals that ownership structure, portfolio
discipline and contract continuity now matter as much as product breadth. Customers should watch
whether supplier pruning improves innovation focus or creates transition risk in pricing, service and
technical support.

TL-42. Food Price Inflation to Hit European Wallets by Christmas

Tate & Lyle | Read Article

Tate & Lyle reported FY2026 revenue down 3% and adjusted EBITDA down 3% as muted market
demand pressured performance. CP Kelco integration is complete, new business pipeline value rose
15%, cross-selling pipeline more than doubled in H2, and US$24 million of cost synergies were
delivered during the year.

SO WHAT: Ingredient M&A is moving from portfolio expansion to capability consolidation. CP
Kelco strengthens Tate & Lyle’s mouthfeel and nature-based ingredient platform, but muted
demand and flat earnings make independent value creation harder. The proposed Ingredion
combination could improve integrated solutions across sweetening, texture, fiber and fortification,
while raising supplier concentration, pricing and contract-continuity questions for customers.
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TL-43. North America Containerboard Quarterly Q2 2026

Rabobank | Read Report

Rabobank says North American containerboard has mostly worked through post-Covid destocking,
with inventory-to-sales ratios near decade lows and manufacturing new orders improving. Demand is
expected to grow slightly at 0.7% annually through early 2028, while June price increases may
support pricing before looser supply pressures emerge in 2027.

SO WHAT: Containerboard is becoming a selective exposure issue, not a broad inflation call.
Weak demand recovery limits the case for sustained packaging inflation, but price increases, low
inventories and future supply uncertainty can still affect corrugated, e-commerce cases, beverage
cartons, produce boxes and ingredient shipping. Processors need to segment exposure by grade,
supplier, contract timing and channel.

TL-44. Packaging Recovery Becomes a Selective Growth and Cost-
Control Play

L.E.K. Consulting | Read Report

L.E.K.’s European Brand Owner Packaging Survey shows packaging demand stabilizing after years
of disruption, but recovery remains uneven. Around half of brand owners expect demand to rise,
while 40% expect stable volumes. Food and food service growth is more subdued at 45%, with cost
increases and private-label shifts reshaping decisions.

SO WHAT: Packaging is becoming a channel and cost-control lever rather than a passive
procurement input. Uneven demand recovery, private-label growth, regional sourcing and material
substitution are changing the formats brand owners need. Suppliers that can deliver affordable,
compliant, shelf-impactful and responsive packaging will gain share as retailers demand
sustainability without margin dilution.

TL-45. Domestic Manufacturing Moves from Reshoring Ambition to
Capacity Math

McKinsey | Read Report

McKinsey’s MGI report quantifies America’s manufacturing ramp-up challenge. The U.S. imports $3
trillion in manufactured goods annually; 25% are “Achilles’ heels” due to criticality, concentration or
geopolitical distance. Existing peak-capacity use could add $660 billion output, but exposed
products need roughly $2 trillion in new capacity and ecosystem support.

SO WHAT: Domestic manufacturing is becoming a resilience calculation rather than a political
slogan. Food and beverage companies dependent on imported machinery, specialty ingredients,
additives, packaging materials, chemicals or spare parts need to know which inputs are critical,
concentrated or geopolitically exposed. The winners will balance cost efficiency with supply
assurance, customer continuity and faster innovation cycles.
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TL-46. Brand Owners Are Embracing Digital and Al in Packaging
L.E.K. Consulting | Read Article

L.E.K. finds that digital and Al tools are moving deeper into packaging, especially traceability, B2B
customer portals, digital prototyping, smart packaging, product development, and procurement.
Awareness of traceability and B2B portals is already high, and current usage is expected to rise
sharply over the next few years. The report also highlights Al use cases in product development,
procurement, sourcing, product performance monitoring, and packaging material innovation.

SO WHAT: Packaging capability is becoming more data-linked and customer-facing. Traceability,
B2B portals, digital prototyping, smart packaging and Al-enabled procurement will influence who
qualifies as a preferred supplier for retailers, foodservice chains and brand owners. Digital
packaging only matters commercially when it improves compliance, recall speed, shelf life, shrink,
product development or customer trust.

TL-47. Processing Capex Shifts from Expansion to Targeted
Modernization

Food Engineering | Read Article

FPSA and PMMI’s 2026 report shows the U.S. food and beverage processing machinery market
remains steady after the post-Covid surge. Shipments reached $6.2 billion in 2025, up around 3.2%
versus 2024, and are projected to reach $6.7 billion by 2027, supported by automation, sanitation
and efficiency investments.

SO WHAT: The food-processing capex story is shifting from large greenfield expansion to targeted
modernization. Brownfield upgrades, line expansions, automation, sanitation and Al-enabled
inspection offer faster routes to uptime, flexibility, food safety and SKU complexity management.
Processors that modernize existing assets faster can improve resilience without waiting for major
new capacity.
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TL-48. Alcohol Growth Shifts from Category Scale to Occasion
Ownership

BCG | Read Report

BCG says the U.S. alcohol market is facing declining revenue and lower participation, but growth
remains in occasion-led formats. RTD cocktails grew more than 20% CAGR from 2022 to 2025,
gained 1.7 share points, and benefited from at-home, casual and single-serve drinking occasions.

SO WHAT: Alcohol growth is moving from legacy category scale to occasion ownership.
Consumers may be drinking less often, but RTDs, low/no alcohol and single-serve formats win
when they serve convenience, affordability, portability and social relevance. Ingredient and flavor
suppliers should design for moments, formats and channels rather than only liquid profiles.

TL-49. Agribusiness Resilience Moves from Defensive Planning to
System Rebuild

KPMG | Read Report

KPMG’s 2026 Agribusiness Agenda says New Zealand’s food and fiber sector must move from
status quo to status change. Based on input from 136 industry leaders, the report ranks world-class
biosecurity first, high-quality trade agreements second, and water storage third, with resilience,
infrastructure and capability investment becoming core priorities.

SO WHAT: Agribusiness resilience is becoming a competitiveness agenda, not a defensive risk
plan. Biosecurity, trade access, water storage, infrastructure and capability investment now
determine whether food and fiber systems can protect export value and move into higher-value
adjacencies. The real challenge is building adaptive value chains that can respond to changing
climate, market-access and consumer expectations.

TL-50. BMO Global Farm to Market Conference Insights

Food Institute | Read Article

Food Institute’s BMO conference recap says food and agriculture players are navigating commodity
swings, regulation, tariffs, inflation, geopolitical disruption and pressured consumers. Stronger
operators are outperforming weaker balance sheets, while growth pockets include private label,
protein-rich foods, convenience-store foodservice, better-for-you beverages and occasion-led
formats.

SO WHAT: Volatility is widening the gap between advantaged and exposed operators. Private
label, protein-rich foods, convenience-store foodservice, better-for-you beverages and occasion-led
formats are not isolated growth pockets; they are demand signals for flexible manufacturing, clean-
label reformulation, value-tier innovation and channel-specific capacity. Operators with strong
balance sheets, disciplined assets and customer-relevant portfolios will capture resilience while
weaker players remain trapped in cost pressure.
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