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EXECUTIVE SUMMARY: THE 9 STRUCTURAL THEMES OF JULY
2026

Theme 1: Value compression has become channel defection, not temporary trade-down

Food-at-home inflation is easing, but the accumulated grocery bill remains embedded, and shoppers
do not believe traditional supermarkets are inexpensive. Only 13% of regular traditional-supermarket
shoppers associate those banners with low prices, while unit pressure is now visible across center
store and perishables. Consumers are protecting fresh and necessary categories, cutting
discretionary ones, switching selected items to private label and using multiple formats in the same
week. Loyalty, smaller packs, personalized offers and event promotions can slow leakage, but they
do not repair a weak value proposition by themselves. The operating imperative is to identify which
categories determine price trust and which customer missions are already migrating to mass, club,
discount or rapid delivery.

Theme 2: Format power is moving to models with proprietary reasons to visit

Aldi is turning store density into a repeatable share-transfer mechanism, while Whole Foods is
building first access to emerging brands, multicultural specialists are defending assortment through
supplier relationships, and super-regional C-Stores are adding enough foodservice density to
compete with QSR and grocery deli occasions. Private label is becoming a banner-selection engine
rather than a margin-only tool. Mid-size grocery, accelerator programs, owned foodservice and
regional adjacency all point to the same conclusion: generic full-range retail is losing defensibility.
The next winning format will own a mission, an assortment, a convenience advantage or a trusted
proprietary portfolio that a larger rival cannot reproduce quickly.

Theme 3: Al is moving from efficiency support to control of the basket

Agentic search, Al meal planning, shoppable recipes, smart carts, automated ordering and retail-
media targeting are converging around one economic prize: deciding what enters the basket before
the shopper reaches the shelf. The reports reinforce that marketing is shifting from campaigns to
continuous optimization, while Al systems such as NIQ Cadence move measurement, planning and
activation into a connected operating layer. The risk is not simply being late to adopt a tool. It is
surrendering assortment logic, recommendation rules, measurement standards and customer data to
external platforms. The C-suite decision is where to retain control, where to partner and which Al use
cases can prove incremental demand rather than automate existing channel migration.

Theme 4: Regulation is now a product, pricing and channel-access constraint

Connecticut and other states are restricting surveillance pricing just as grocers invest in
personalization. EU packaging rules are converting PFAS evidence, recyclability and implementation
guidance into market-access requirements. SNAP restrictions, hemp policy, food-traceability
obligations and California labeling rules are creating fragmented compliance calendars that affect
assortment, packaging, promotions and eligibility at the point of sale. The strategic mistake is to
leave these issues inside legal or regulatory affairs until the rule is final. Commercial teams need a
live exposure map showing which SKUs, claims, packages, pricing engines and channels could lose
permission to operate, and how much reformulation or systems runway remains.

Theme 5: Health and functionality have become baseline portfolio architecture
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Protein, fiber, GLP-1 adjacency, nonalcoholic beverages, gluten-free comfort foods, functional claims
and alternative fats are no longer niche innovation lanes. They are becoming mainstream purchase
filters, but the demand is specific rather than universal. Danone's protein-label litigation shows that
claim math itself has become a competitive asset; Publix and other grocers are connecting
pharmacy, private label and food guidance into one journey; and major brands are using smaller
formats, meal adjacency and channel expansion to capture new occasions. The requirement is not to
add a wellness badge to more products. It is to determine which functional benefit has trust, repeat
demand and operational fit for each portfolio and channel.

Theme 6: Portfolio restructuring is separating growth assets from legacy exposure

Nestle's staged move from minority ownership to full control of yfood, Kraft Heinz's reversal from a
planned split to regional simplification, Coca-Cola's network changes, Campbell's snack repair and
Diageo's cost program all show companies taking different routes to the same problem: mature
portfolios cannot carry every asset, geography and operating model equally. Growth is concentrating
in portable nutrition, functional beverages, data-rich channels and disciplined extensions, while
legacy capacity and weaker categories face rationalization. Boards should stop treating breakups,
acquisitions, plant closures and reorganizations as separate events. They are alternative capital-
allocation tools, and the right choice depends on whether the constraint is demand, capability,
complexity, capacity or ownership.

Theme 7: Foodservice performance is being determined by occasion control and capital
discipline

The category is bifurcating sharply. LongHorn is producing strong same-restaurant growth and
converting weaker real estate, while On the Border liquidates and Pizza Hut changes ownership
under a digitally stronger Domino's. Chipotle is testing menu, daypart, remodel and value levers
simultaneously; Cava is building management depth ahead of expansion; and c-store operators are
using branded meals and dedicated kitchens to compete directly for restaurant occasions. Menu-
price moderation has not restored traffic, so pricing alone cannot carry the model. Winners are
matching format, menu, labor, loyalty and real estate to a specific occasion, then allocating capital
only where the unit economics survive.

Theme 8: Resilience is moving downstream and closer to the customer

Cold-chain capacity, supplier consolidation, distribution instability and localized fulfillment are
becoming commercial differentiators rather than back-office concerns. Target's temperature-
controlled network shortens replenishment, AWG and UNFI are using shared technology to protect
independent retailers, HelloFresh is expanding chilled automation, and the RNDC collapse shows
how quickly channel access can fail when a distributor breaks. Research on supply chains and
inventory forecasting points in the same direction: resilience now depends on earlier demand
sensing, more flexible capacity and fewer hidden single points of failure. The relevant question is no
longer whether a network is efficient in steady state, but whether it can preserve assortment,
freshness and service when a supplier, distributor or demand pattern changes abruptly.

Theme 9: Trust failures are commercial events with channel consequences

Traceability drills, dioxin reassessment, food-safety-culture inspections, allergen recalls, formula
sourcing concerns and packaging shortfalls are moving trust from corporate reputation into operating
permission. Retailers and distributors increasingly set their own readiness thresholds before
enforcement dates, and a recall can expose supplier qualification, data retrieval, label control and
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governance weaknesses across the entire chain. The Red Lobster litigation goes further, raising the
possibility that misaligned supplier incentives can become a solvency issue. Trust cannot be
managed as communications after an incident. It must be engineered into supplier selection, records,
formulation, packaging, recall execution and board-level incentive design.
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THEME 1:

Value Compression Is Shifting from Price Competition to
Channel Defection
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1. Healthy-food financing moves from access policy into retail-
market creation

Reinvestment Fund | Read Article

America's Healthy Food Financing Initiative opened applications for a $20 million Partnerships
Program, administered by Reinvestment Fund on behalf of USDA Rural Development, with awards of
$200,000 to $3 million for partnerships and intermediary organizations that finance and provide
technical assistance to healthy-food retailers and supply-chain businesses in underserved markets.

SO WHAT: Since this funding flows through intermediaries rather than directly to named retailers, it
can finance a competitor's market entry before that competitor appears in conventional tracking
systems. Grants can support the financing, technical assistance and supply-chain capacity required
to establish a first location, making the funding recipient and geography earlier competitive signals
than a store announcement. By the time the new store has a name, the financing that built it is
already a year old.

2. SNAP Error Rates Turn Benefit Administration into Retail
Demand Timing

Grocery Dive | Read Article

USDA released fiscal 2025 SNAP payment-error rates in June, providing the first indication of which
states may eventually have to fund part of their benefit costs under the new federal cost-sharing
structure. Beginning in October 2026, states are scheduled to cover 75% of SNAP administrative
expenses, up from the current 50%. From October 2027, states with payment-error rates of 6% or
more may also have to fund between 5% and 15% of benefit costs, although several states with the
highest error rates received delayed implementation. More than a quarter of surveyed state agencies
said they could consider narrowing eligibility, while four indicated that withdrawal from SNAP could
be considered if the costs become unmanageable.

SO WHAT: This is an operational efficiency play with a strategic edge: by absorbing the complexity
of last-mile distribution internally, Walmart is making its own supply chain infrastructure the path of
least resistance for suppliers, deepening dependency on Walmart's network in a way that raises the
switching cost of working with the retailer. Better in-stock rates from this program should show up
first in categories where Walmart already commands outsized share, reinforcing its position rather
than spreading benefit evenly across the supplier base.

3. PepsiCo Tests Convenience Price Architecture as C-Store Trips
Tighten

Food Dive | Read Article

PepsiCo Beverages President Mike Del Pozzo said convenience stores remain a major channel for
the company, but declining trips and rising price sensitivity are forcing it to rethink pack and price
architecture. With a 20-ounce soft drink approaching $3 in some stores, PepsiCo is testing lower-
entry-price formats, including a 13-ounce can and mini cans priced at about $1.50. The company is
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also developing more individualized promotions with c-store partners to increase store traffic and
basket conversion, although Del Pozzo said the work is still at an early stage.

SO WHAT: A 20-ounce soda pushing $3 in convenience stores is a psychological ceiling PepsiCo
is now publicly acknowledging by testing smaller formats rather than just holding the line on price.
Testing a 13-ounce can and a $1.50 mini can is package engineering functioning as a repricing
tool, resetting the register price a shopper sees without necessarily cutting the per-ounce margin
PepsiCo needs. Any beverage company still selling only full-size formats in convenience is
exposed to the same ceiling PepsiCo just admitted exists. The company that solves pack
architecture first controls the register price point the category gets benchmarked against.

4. Grocers Make Loyalty the Next Value Battleground

Grocery Dive | Read Article

Grocery retailers are accelerating loyalty-program upgrades as food inflation and competitive
pressure increase the risk of shopper defection. Recent moves include Raley’s automatically
applying discounts when customers enter a phone number, Wakefern using Al-enabled
personalization through Eagle Eye, Food Lion simplifying access to savings, and The Fresh Market,
Fresh Thyme and Sprouts refreshing their rewards propositions. Food Lion has more than 1 million
active and engaged MVP members, while several retailers are integrating loyalty more deeply into
apps, digital offers, points and personalized rewards.

SO WHAT: Loyalty stopped being a retention tool the moment shopper-level personalization
became the actual pricing mechanism. Wakefern isn't building a rewards program, it's building a
variable pricing engine wrapped in a loyalty wrapper, because regulators still permit price
discrimination if you call it a reward. Any retailer running a flat, undifferentiated loyalty program is
leaving margin on the table twice: once from shoppers who'd pay more, once from shoppers who'd
buy more at a lower price if you could tell the difference. The floor for competing on value just
moved from the shelf tag to the loyalty algorithm.

5. Amazon Makes Grocery a Prime Day Recruitment Engine

Axios | Read Article

Amazon placed groceries and everyday essentials at the center of its June 23-26 Prime Day event,
using the promotion to showcase grocery savings, faster fulfilment, and Al-enabled shopping tools.
The company said it delivered 4 billion grocery and everyday-essential items through same-day
delivery in the United States during the previous year. Prime Day offers included deep discounts
across produce, meat, beverages, prepared meals, snacks, and pantry staples, with some eligible
orders available within an hour. The event was positioned not only as a seasonal sale but as
evidence that Prime can support routine household spending.

SO WHAT: A recruitment number that fell from 22% to 16% is more useful than a win would have
been, it proves event-day discounting doesn't transfer into food habit formation the way it does for
electronics or apparel. Amazon built a quarter's strategy on the assumption that a delivery hook
plus a discount window converts browsers into weekly grocery customers, and the data says
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groceries don't work that way. Every retailer who spent 2026 matching Amazon's grocery
promotions defended against a threat that isn't actually landing. The real risk isn't Amazon's event
marketing, it's whoever solves habitual grocery delivery economics next.

6. Traditional Grocers Lose Pricing Permission as Value
Expectations Reset

Grocery Dive | Read Article

Traditional supermarket operators are increasing permanent price investments as consumers
continue to associate low prices more strongly with Walmart, Aldi and other value-led formats.
Kroger has said it plans widespread price reductions, Stop & Shop completed lower everyday
pricing across more than 350 stores, and Food Lion launched a three-week savings event offering
loyalty members discounts of up to 50% on selected products. Research cited by Grocery Dive
found that only 13% of regular traditional-supermarket shoppers believe those retailers have low
prices. Analysts said consumers increasingly expect sustained value rather than temporary
promotions, with May food-at-home inflation still running at 2.7% annually.

SO WHAT: Traditional grocers are not merely losing the price comparison. They are losing
permission to charge a supermarket premium. Temporary promotions cannot repair a structural
perception that the whole basket costs more, especially when Walmart can use grocery pricing to
win higher-margin general merchandise purchases. The second-order effect is greater pressure on
private-label penetration and supplier funding; the third-order effect is channel defection when
shoppers stop treating conventional supermarkets as their default weekly destination. Once a
banner loses price trust, promotions become rent paid on a customer relationship it no longer
owns.

NOW WHAT — FutureBridge: Consumomics can isolate whether your price-perception gap is a
real pricing problem or a Validity and Trust deficit using the PECA-V framework, so your marketing
spend targets belief repair instead of funding discounts against a price war you may have already

won.

7. Sainsbury's shows Aldi price-matching can defend share, at a
cost

The Guardian | Read Article

Sainsbury's reported 3.6% grocery-sales growth for the 16 weeks ending June 20, with management
citing value, Aldi Price Match, availability and market-share gains as contributors, while non-food
performance remained weaker.

SO WHAT: Aldi Price Match may help Sainsbury’s defend value perception and market share, but
it also turns pricing into an ongoing operating commitment rather than a temporary promotion.
Once shoppers begin benchmarking the wider banner against Aldi, price increases across the store
face a higher trust barrier, reducing promotional flexibility and shifting margin pressure into
categories outside the matched basket. The cost of price matching is not limited to the products
being matched,; it constrains how the entire store can be priced.
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8. Aldi completes a clean sweep of the UK's cheapest-
supermarket ranking through the first half of 2026

Which? | Read Article

Aldi was named the UK's cheapest supermarket for June 2026, completing a clean sweep of all six
months in the first half of the year. A basket of 95 items cost £163.34 at Aldi, £164.79 at Lidl with Lidl
Plus, £193.30 at Sainsbury's with Nectar, £194.67 at Tesco with Clubcard, and £229.88 at Waitrose,
with Sainsbury's Nectar pricing beating Tesco Clubcard in this comparison.

SO WHAT: Six wins out of six isn't a monthly result anymore, it's a durable price benchmark every
UK grocer's pricing team should plan around rather than contest basket by basket. The more
interesting move sits one tier up: Nectar beating Clubcard means the loyalty-price fight between
full-range grocers is still genuinely contested, while Aldi's position at the top is settled. A pricing
strategy still aimed at closing the Aldi gap is fighting a benchmark that's been established for six
straight months, while the actual live fight is happening in loyalty pricing.

9. Kroger Proves Grocery Growth Now Depends on Digital Profit
Pools

Kroger | Read Article

Kroger reported first-quarter 2026 sales of $46.1 billion, with identical sales excluding fuel up 1.0%.
Adjusted e-commerce sales increased 19%, while profit from Kroger Precision Marketing grew more
than 20%. Operating profit reached $1.41 billion and adjusted FIFO operating profit was $1.54 billion,
although gross margin declined to 22.7% from 23.0% as transportation costs, egg deflation and
planned price investments weighed on performance. Kroger said improved e-commerce profitability
and sourcing benefits partially offset those pressures and reaffirmed its full-year guidance.

SO WHAT: Kroger Precision Marketing grew profit more than 20% while the core grocery business
grew identical sales by just 1%, meaning Kroger's actual profit engine has quietly become an
advertising network that happens to own supermarkets. Any grocer without a comparable retail
media business is now structurally capped on margin growth no matter how well the stores
perform. This changes the M&A calculus entirely: acquirers should be pricing retail media capability
and first-party data depth, not square footage or store count. The grocery chain that treats retail
media as a side project in 2026 is the same chain that gets acquired for its real estate in 2030.

NOW WHAT — FutureBridge: Consumomics can determine which shopper segments and
purchase signals in your loyalty data create commercially useful advertising audiences, while
OSINT benchmarks your retail-media proposition, measurement standards and off-site activation
capabilities against competing networks, so your board invests against a verified advertiser
demand pool rather than assuming that every customer record is monetizable.
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10. Consumers Trade Down by Category, Not by Storewide Retreat

Relex | Read Article

A June RELEX survey of 1,000 consumers in the United States and United Kingdom found that 61%
had changed how much food they purchase because of higher grocery prices. The pullback varied
sharply by category: 46% reduced snacks and junk food, 39% cut beef purchases and 34% reduced
alcohol, while 68% still considered fresh groceries worth paying more for and 49% said the same
about household essentials. Consumers are also changing where and how they shop: 47% have
switched to private label, 40% are shopping discount retailers more often, 38% visit multiple stores
for better prices and 51% stock up during promotions.

SO WHAT: Shoppers are not cutting grocery demand evenly, they are protecting categories that
carry a stronger freshness or necessity signal while reducing more discretionary purchases. For a
grocery executive, that means storewide promotional assumptions will misallocate spend, because
the pressure is category-specific, not uniform. Treat this as a category reallocation signal, not
evidence of a blanket basket retreat.

11. Grocery Demand Stress Moves from Inflation Narrative to Unit
Reality

Grocery Dive | Read Article

US food and beverage unit sales fell 0.9% year over year in the week ending May 31 after declining
throughout May, reversing the 0.5% unit growth recorded during the first quarter. Perishable unit
sales declined 0.8%, with seafood under the greatest pressure, while center-store volumes fell 0.5%.
At the same time, 29% of surveyed consumers said they had used buy now, pay later services for
groceries, up from 25% a year earlier, and national SNAP participation fell to 37.3 million in March,
down approximately 12% year over year based on preliminary USDA data. Food-at-home inflation
remained elevated at 2.7% in May.

SO WHAT: Revenue can hide demand erosion. Units cannot. When households finance groceries,
lose benefits and reduce physical volume while prices remain elevated, the issue has moved
beyond sentiment into consumption capacity. The second-order effects are slower inventory turns,
weaker basket attachment and heavier promotion dependence; the third-order effect is conflict
across retailers and suppliers over who funds volume recovery. When units fall while dollars hold,
price has stopped creating growth and started disguising contraction.

12. Walmart Pushes 30-Minute Delivery as Amazon Scales Same-
Day Grocery

FoodNavigator | Read Article

Walmart expanded delivery in 30 minutes or less to 33 US markets after completing millions of sub-
30-minute deliveries across more than 19,000 ZIP codes in the first quarter of 2026. Customers can
order from more than 100,000 eligible products, including fresh food, pantry items, medicines,
household supplies and electronics. Amazon, meanwhile, is expanding its same-day fulfillment
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network, which reached 2,300 cities in 2025. Industry data cited by FoodNavigator showed delivery
growing nearly three times faster than pickup, accounting for almost 65% of fulfillment in 2025, while
same-day service represented 80% of delivery orders in the first quarter of 2026.

SO WHAT: Regional grocers’ proximity advantage is being industrialized by national platforms.
Walmart is converting store density into sub-30-minute fulfillment, while Amazon is using its same-
day network to capture maintenance trips that once defaulted to the neighborhood supermarket.
The second-order effect is higher online frequency and richer customer data; the third-order effect
is stronger retail-media, personalization and membership economics for operators already
operating at scale. Regional grocers cannot copy speed everywhere without destroying margin.
The strategic question is not whether to offer rapid delivery, but which missions are valuable
enough to deserve it.

NOW WHAT — FutureBridge: Consumomics can identify which missions, customer cohorts and
categories in your trade areas genuinely value rapid delivery, while Market Opportunity
Assessment can model service radius, order density, assortment, picking labor and last-mile cost,
so you deploy speed where it earns a return rather than subsidizing a network-wide promise.

13. UK Food Inflation Eases Below Headline Inflation, but
Cumulative Grocery-Price Pressure Remains Embedded

The Guardian | Read Article

UK grocery-price pressure showed signs of moderation in June. The British Retail Consortium
reported shop-price inflation of 1.2% year on year, while Sainsbury’s said grocery inflation had been
less severe than previously feared and reported 3.6% grocery-sales growth. This did not mean
grocery prices had returned to earlier levels; it indicated that the rate of increase had slowed from an
already elevated base. The original title’s comparison with headline inflation should be checked
against the exact inflation series and reference month before publication.

SO WHAT: Disinflation is not deflation. Households make decisions against the absolute checkout
bill, not the direction of the latest inflation print. That leaves retailers facing a paradox: input
pressure may be stabilizing while consumers still feel no meaningful affordability relief. The second-
order effect is continued volume fragility, private-label migration, promotion dependence, and
limited permission for another broad pricing round. A slower price increase does not restore the
purchasing power already lost.
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THEME 2:

Format Power Is Moving Toward Differentiated, Proprietary
and Mission-Led Models
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14. Whole Foods Converts Emerging-Brand Access Into Specialty-
Format Differentiation

Supermarket News | Read Article

Whole Foods Market opened applications for its 2026 Local and Emerging Accelerator Program, a
six-month pathway that includes a 12-week curriculum, mentorship, potential store placement and
the possibility of a $25,000 equity investment. The retailer pointed to Geem Korean Seaweed
Snacks, selected from more than 1,600 applicants in the 2024 cohort, as an example of a participant
that subsequently expanded from Midwest distribution into Western-region stores.

SO WHAT: An accelerator is not supplier development dressed up as goodwill. It is a low-cost
option on the next category winner before national distribution and buyer competition price in the
upside. The second-order gain is earlier assortment differentiation; the third-order gain is better
negotiating leverage because the retailer helped create the route to shelf. Specialty grocers
sourcing innovation only through trade shows and established distributors arrive after the scarce
access has already been captured. Category control starts before the product becomes nationally
visible.

15. Aldi Turns U.S. Discount Density Into A National Share Weapon

PYMNTS | Read Article

Aldi is accelerating a $9 billion US expansion, opening a new location every few days and targeting
as many as 4,000 stores over time. Morgan Stanley analysis of credit-card data found that a new Aldi
store reduces competitors' annual sales by roughly 1 percentage point within a 10-mile radius. The
chain is using a compact store model, a heavily private-label assortment and low operating
complexity to convert sustained grocery-price pressure into share gains.

SO WHAT: Aldi's threat is not another discount promotion. It is a repeatable share-transfer
machine tied to real-estate density. A one-point sales hit within 10 miles compounds as openings
multiply, weakening store productivity before an incumbent can recover the lost trips through price
cuts. The second-order effect is lower return on existing assets; the third-order effect is a more
expensive defensive cycle across price, remodels and local marketing. The fight is won before the
site opens, not after the first circular lands.

NOW WHAT -> FutureBridge: OSINT can flag Aldi site acquisition, permitting, distribution and
hiring signals in your trade areas before public openings, while Market Opportunity Assessment
can model store-level sales exposure under each 10-mile overlap, so your real-estate and pricing
response is prioritized before the share loss is embedded.
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16. Asda is the only major UK grocer losing sales as Aldi's own
growth cools

The Grocer | Read Article

Worldpanel by Numerator data reported by The Grocer found Asda's grocery sales fell 3.6% year
over year in the 12 weeks to June 14, 2026, the only major supermarket decline in the dataset, with
its market share dropping to 11.5% from 12.1%. Aldi's sales grew just 0.4% year over year, the
weakest growth among discounters, with its market share slipping to 10.7% from 10.9% even as its
store estate grew about 3.8%; Lidl, by contrast, grew sales 8.6% year over year.

SO WHAT: Aldi's 0.4% sales growth against a roughly 3.8% expansion in its store estate suggests
that new capacity is no longer translating into proportional revenue growth, an early sign of maturity
rather than continued momentum. But Asda’s 3.6% decline cannot be explained by Aldi alone:

weak execution, sustained losses and Lidl’s 8.6% growth show that competitive pressure is shifting
rather than easing. A pricing team still centered on Aldi is defending against yesterday’s discounter.

17. Private Label Becomes A Banner-Selection Engine

FMI | Read Article

FMI reported that 92% of US shoppers keep store brands at home and that private-brand dollar sales
rose 2.8% year over year. Ninety-four percent of surveyed shoppers said they expected to continue
buying store brands even if grocery prices declined, indicating that adoption is persisting beyond the
inflation-driven trial period.

SO WHAT: Private label has crossed from an affordability tool into a reason to choose the banner.
Once shoppers intend to retain store brands after price pressure eases, national-brand equivalence
is no longer the ceiling; proprietary products can drive loyalty, trip choice and category authority on
their own. The second-order effect is greater retailer control over assortment and margin; the third-
order effect is weaker leverage for national brands that cannot offer the same exclusivity. A weak
private-label portfolio is now a traffic problem, not merely a margin problem.

NOW WHAT -> FutureBridge: Consumomics can identify which products in your private-label
portfolio win only on price and which create durable trust, habit and banner preference, so
innovation funding is concentrated behind the SKUs that change store choice rather than simply fill
a value tier.

18. Winn-Dixie Completes Harveys Conversion While Aldi Keeps
Optionality
Grocery Dive | Read Article

Winn-Dixie converted its remaining Harveys Supermarket locations to the Winn-Dixie banner,
consolidating the retained business under one regional identity. Aldi still controls a separate group of
former Winn-Dixie and Harveys locations scheduled for conversion to the Aldi format, including 80
conversions planned for 2026 and more than 200 expected by the end of 2027. The result is a split
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portfolio: Winn-Dixie is simplifying the banner it kept, while Aldi preserves flexibility over the sites it
acquired for conversion.

SO WHAT: This is not a simple rebranding exercise. Winn-Dixie is betting that one regional identity
creates more value than preserving local banner equity, while Aldi is monetizing optionality store by
store rather than forcing one immediate conversion timetable. The second-order effect is a rolling
shift in price architecture and assortment across overlapping trade areas; the third-order effect is
prolonged uncertainty for suppliers and competitors because each conversion changes the local
format mix. Banner simplification creates efficiency, but conversion optionality controls the
competitive clock.

19. Private Brands Keep Gaining Share Where Clubs And
Supermarkets Own The Value Story

Food Dive | Read Article

Circana data cited by FMI showed private-brand dollar and unit share increasing in club and
supermarket channels, while mass merchants, dollar stores and drug stores recorded declines. The
pattern indicates that private-label growth is not uniform across retail; it is strongest where operators
combine clear value, broad assortment ownership and strong in-store presentation.

SO WHAT: Private label grows where the retailer owns the whole value story, not simply where
prices are lowest. Clubs and supermarkets can connect quality, pack architecture, merchandising
and loyalty under one banner, while channels with narrower space or weaker food authority
struggle to do the same. The second-order effect is widening performance dispersion between
retailers with similar price points; the third-order effect is a supplier market increasingly segmented
by channel-specific private-label capability. Private-label penetration is becoming a measure of
format control, not just value positioning.

20. Kroger Turns Regional Adjacency Into A $1.65 Billion Market-
Share Move

Grocery Dive | Read Article

Kroger agreed to acquire Giant Eagle in a transaction valued at $1.65 billion, comprising $1.25 billion
in cash and approximately $400 million in assumed liabilities. The deal would add 197 supermarkets
and 11 standalone pharmacies across Ohio, Pennsylvania, West Virginia, Maryland and Indiana, with
Giant Eagle continuing as a divisional banner. It is Greg Foran's first acquisition as Kroger CEO and
follows the collapse of the much larger Albertsons transaction.

SO WHAT: Kroger has replaced national-scale ambition with regional adjacency. The deal adds
density in existing states, entry into Pennsylvania and a strong fresh, pharmacy and loyalty platform
without recreating the antitrust exposure of Albertsons. The second-order effect is stronger local
purchasing, media and fulfillment economics; the third-order effect is increased pressure on every
regional operator bordering the combined footprint to choose between consolidation, differentiation
or sale. After the megamerger failed, disciplined adjacency became the more credible route
to scale.
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21. Meijer Keeps Proving Smaller Grocery Can Carry Supercenter
Credibility

Grocery Dive | Read Article

Meijer plans to open a 75,000-square-foot Meijer Grocery store in Livonia, Michigan, on August 19,
2026, its fourth location under the smaller grocery-focused format. The opening follows a 47,000-
square-foot neighborhood-format store in Rochester Hills in May and extends Meijer's effort to serve
grocery missions with boxes materially smaller than its conventional supercenters.

SO WHAT: Meijer is hedging against its own supercenter model. A smaller box gives the company
access to denser sites, shorter trips and customers who do not want the time burden of a full
supercenter visit. The second-order effect is more flexible real-estate growth; the third-order effect
is intentional cannibalization of large-format trips before a discounter, specialty grocer or delivery
platform captures them. The strongest format operators are now willing to compete with themselves
before someone else does.

22. Global Foods Market Turns Multicultural Assortment Into
Defensible Specialty Retail

Grocery Dive | Read Article

Global Foods Market has built a specialty grocery proposition around a broad multicultural
assortment and long-standing supplier relationships. Grocery Dive reported that the second-
generation family business, founded in 1999, carries products from at least 30 countries, while the
retailer's own materials describe an assortment spanning more than 50 countries.

SO WHAT: The defensible asset is not the number of flags on the shelf. It is the network of
importers, regional distributors and community knowledge that determines which products are
authentic, available and commercially relevant. The second-order benefit is stronger local loyalty;
the third-order benefit is lower direct comparability with national chains whose international aisles
remain broad but shallow. Specialty assortment becomes a moat only when the supply
relationships behind it are hard to replicate.

23. Private Label Crosses Into Portfolio Power As Share Keeps
Rising
Supermarket Perimeter | Read Article

NielsenlQ data cited by Supermarket Perimeter showed private label reaching 23.5% dollar share, up
210 basis points, and 24.9% unit share, up 5 basis points, for the 52 weeks ended April 18. National
brands gained 110 basis points in dollar share but lost 76 basis points in unit share over the same
period, indicating that pricing supported revenue while physical purchase share weakened.
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SO WHAT: National brands are protecting dollars while losing units. Private label is doing the
harder job: holding or gaining actual purchase frequency while strengthening retailer control over
the portfolio. The second-order effect is more negotiating leverage for retailers in assortment and
promotion; the third-order effect is a national-brand portfolio forced to prove incrementality SKU by
SKU rather than rely on historic shelf entittement. Dollar share can be bought with price; unit share
is where category power becomes visible.

24. Ahold Delhaize's CEO Transition Puts Omnichannel Execution
Back On The Table

Grocery Dive | Read Article

Ahold Delhaize nominated Thierry Garnier, a former Carrefour executive and Kingfisher CEO, to
succeed Frans Muller as group CEO in April 2027. The transition follows online-sales growth of more
than 8% overall and more than 14% in the United States in the company's latest reported quarter.
Ahold Delhaize also named Claire Peters, previously Amazon's vice president of worldwide fresh, as
incoming US CEO.

SO WHAT: The leadership pattern matters more than the résumés. Ahold Delhaize is putting a
global retail strategist over the group and an Amazon fresh operator over the US business,
signaling that omnichannel fulfillment and fresh economics are now board-level operating
constraints. The second-order effect is faster integration of stores, media, loyalty and delivery; the
third-order effect is a succession benchmark that exposes grocers still promoting only traditional
merchants into top operating roles. The next grocery operating chief needs fulfillment scars as well
as merchandising wins.

25. Super-Regional C-Stores Use Foodservice Density To Redraw
Trade Areas

C-Store Dive | Read Article

NACS data show rapid expansion among super-regional convenience chains: Wawa reached 1,180
stores, QuikTrip 1,194, Maverik 822 and Sheetz 814, with each adding substantial store count since
2022. QuikTrip is entering Utah as its 20th state, while Wawa and Sheetz are pursuing multi-year
regional buildouts measured in dozens of locations.

SO WHAT: Store count is the decoy. The competitive weapon is prepared-food density placed
inside a high-frequency convenience network. As these chains expand, they take breakfast, lunch,
snack and immediate-consumption occasions from QSRs and grocery delis without being classified
as either in traditional trade-area models. The second-order effect is lower prepared-food
productivity for nearby operators; the third-order effect is a site-selection process using the wrong
competitive set. A c-store with a kitchen is no longer adjacent competition; it is direct foodservice
competition.
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THEME 3:

Al Is Moving from Back-Office Efficiency to Control of the
Basket
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26. Gopuff's Go Assistant Turns Quick Commerce Into Anticipatory
Shopping

Supermarket News | Read Article

Gopuff launched Go, an Al shopping assistant powered by SpaceXAl's Grok, on June 3. The voice-
and text-based tool can use context and a customer's prior purchases to add products directly to the
cart, moving beyond product recommendations toward delegated shopping inside Gopuff's rapid-
delivery platform.

SO WHAT: The shift is not from search to chat, it is from shopper-directed selection to platform-
directed basket formation. Once an assistant remembers routines and fills the cart, the platform
gains control over substitution, brand visibility and attachment before the shopper reaches a
conventional product page. The second-order effect is a new gatekeeper between CPG brands and
demand; the third-order effect is that product data, availability and algorithmic eligibility become as
important as paid placement. Any brand relying on human browsing to win the impulse occasion is
competing against a machine that can remove the browse entirely.

NOW WHAT -> FutureBridge: Consumomics can identify which products in your portfolio depend
on active discovery versus habitual replenishment, while OSINT can test how your SKUs appear,
substitute and rank inside emerging shopping assistants, so your assortment and digital-shelf
strategy are built for delegated baskets rather than yesterday's search journey.

27. Weis Adds Caper Carts To Monetize The In-Store Digital Aisle

Supermarket News | Read Article

Weis Markets partnered with Instacart to deploy Al-powered Caper Carts equipped with cameras,
scales, location sensors and touchscreens. Shoppers can link Weis Rewards, clip location-based
coupons, view prior purchases through Buy It Again, track spending and complete checkout from the
cart, bringing loyalty, media and transaction functions into the physical aisle.

SO WHAT: The cart is becoming the most valuable screen in the store because it sits at the exact
moment a shopper can still change the basket. That turns in-store media from passive signage into
a closed-loop intervention tied to location, loyalty history and checkout. The second-order gain is
measurable supplier-funded media; the third-order risk is that retailers without an instrumented
aisle lose both conversion data and monetization to better-equipped competitors. A smart cart is
not a checkout device, it is a moving retail-media network.

28. Doordash Turns Recipes And Photos Into Shoppable Grocery
Carts

Grocery Dive | Read Article

DoorDash introduced Ask DoorDash, an Al grocery-search feature that lets users describe a meal,
upload a recipe or submit a photo of a shopping list. The assistant converts the request into an
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ingredient list and populated cart, recommends substitutions and can source the basket from nearby
grocery partners; the feature began in selected markets before a wider rollout.

SO WHAT: Recipes used to inspire a trip. Now they can create the basket automatically. That
collapses discovery, meal planning and conversion into one interface, giving DoorDash influence
over which retailer, brand, pack size and substitute captures the occasion. The second-order effect
is that retailers become fulfillment endpoints for demand created elsewhere; the third-order effect is
that weak product metadata or unavailable pack sizes can erase a brand before the shopper ever
sees it. The platform that answers 'what's for dinner' is increasingly deciding who gets paid for
dinner.

29. Grocery Outlet becomes Afresh's first full-store Al ordering
customer

Grocery Dive | Read Article

Grocery Outlet selected Afresh to support ordering across the full store, making the discounter
Afresh's first customer to extend the platform beyond fresh departments into a broader assortment.
The system is intended to improve order recommendations and inventory decisions in a model where
local operators manage highly variable closeout, opportunistic and everyday inventory.

SO WHAT: Full-store Al ordering matters more at Grocery Outlet than at a conventional grocer
because the assortment itself is unstable. If the system can learn around irregular supply, local
operator judgment and rapidly changing availability, it moves Al from optimizing a planogram to
managing a business model built on exceptions. The second-order effect is lower out-of-stocks and
waste; the third-order effect is tighter central control over a format whose differentiation has
historically depended on local discretion. The real test is whether the algorithm preserves the
treasure hunt without turning it into a forecast error.

30. GSTV Brings Agentic Targeting Into The Fuel-And-
Convenience Media Network

C-Store Dive | Read Article

GSTV expanded its fuel-and-convenience media proposition with agentic targeting capabilities
designed to translate audience, location and campaign objectives into more automated planning and
activation across its network of screens at fuel retailers and convenience locations. The development
pushes the network beyond static audience buying toward Al-assisted campaign execution closer to
the point of purchase.

SO WHAT: Fuel media is moving from selling impressions to selling a machine-optimized path into
the store. An agent that can plan against location, trip context and campaign outcomes makes the
forecourt a performance channel, not an awareness channel. The second-order effect is stronger
supplier funding for c-store retailers; the third-order effect is pressure on operators to connect
screen exposure with transaction data or accept lower-value media economics. A screen network
without a closed-loop basket signal is about to be priced like old media.
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31. Kroger And Wegmans Bring Agentic Cart Building Into Grocery
Search

Grocery Dive | Read Article

Grocery-shopping platforms serving retailers including Kroger and Wegmans introduced Al cart-
building tools that convert natural-language requests or uploaded lists into populated grocery
baskets. The assistants use prior-order data and retailer catalogs to recommend preferred products,
support substitutions and reduce the number of manual search steps required to complete an order.

SO WHAT: Search used to reward the retailer with the best digital shelf. Agentic cart building
rewards the retailer with the cleanest data, strongest availability and most permissive integration.
Once the consumer delegates the list, the assistant can standardize brand choice and substitutions
across retailers, weakening the advantage of a familiar store interface. The second-order effect is
higher conversion; the third-order effect is a transfer of merchandising power from category teams
to the rules inside the agent. The basket will increasingly be won before the shopper opens the
retailer's aisle page.

32. NIQ Cadence Turns Marketing Measurement Into An Agent
Network

NielsenlQ | Read Article

NielsenlQ introduced Cadence as an Al-enabled marketing and measurement environment that uses
coordinated agents to help users query data, connect analyses and accelerate recurring insight
workflows. The proposition is designed to move teams from manually assembling reports toward an
agent network that can interpret commercial questions and produce connected outputs.

SO WHAT: The competitive advantage is not faster dashboards. It is compressing the time
between a demand signal and a budget decision. When measurement agents can connect sales,
media and consumer data without a specialist rebuilding the analysis each time, marketing
governance shifts from quarterly explanation to continuous reallocation. The second-order effect is
fewer tolerated underperforming campaigns; the third-order effect is a higher evidentiary bar for
every retailer and media network selling access to the shopper. The team still waiting for the
monthly readout is managing yesterday's demand with last quarter's money.

33. Dunnhumby Turns Multi-Retailer Retail Media Into A Scale
Product

Dunnhumby | Read Article

Dunnhumby expanded its retail-media offer to help brands plan and activate campaigns across
multiple retailer networks through a more unified product and data layer. The move addresses the
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fragmentation that forces advertisers to buy, measure and reconcile each retailer separately, and
positions Dunnhumby as an aggregation layer between CPG budgets and retailer-owned audiences.

SO WHAT: Retail media's fragmentation has protected retailer margins and punished advertiser
efficiency. A multi-retailer buying layer starts to reverse that balance by making audiences and
measurement more comparable across networks. The second-order effect is greater CPG budget
mobility; the third-order effect is pricing pressure on smaller networks whose data, measurement or
reach cannot survive side-by-side comparison. Once advertisers can move money across retailers
in one workflow, loyalty data stops being scarce and performance becomes the only moat.

34. Tesco Makes Electronic Shelf Labels A Platform For Pick
Accuracy And Future Media

Grocery Gazette | Read Article

Tesco began a two-year rollout of electronic shelf labels across approximately 3,000 UK stores with
Hanshow after earlier pilots. The labels receive central price updates in real time and are intended to
improve pricing accuracy, reduce paper and routine labor, and help colleagues focus on other store
tasks; the infrastructure can also support item location and more digitized shelf execution over time.

SO WHAT: The labor saving is the entry case, not the end state. Once every shelf edge is digitally
addressable, the same infrastructure can guide pickers, flag replenishment, synchronize
promotions and eventually carry measurable media. The second-order effect is faster omnichannel
execution; the third-order effect is that retailers without a digital shelf layer will operate with slower
price, inventory and campaign cycles. Tesco is not replacing paper labels, it is installing an
operating system at the shelf edge.

35. Albertsons Moves Sponsored Products Into Al Meal Planning
Grocery Dive | Read Article

Albertsons expanded sponsored-product placement into its Al-assisted shopping and meal-planning
experience, allowing paid products to appear within recipe, list-building and recommendation
journeys rather than only in conventional search results. The development connects retail media with
the point at which shoppers decide what to cook and which ingredients enter the basket.

SO WHAT: Sponsored search sells visibility after the shopper has chosen a category. Sponsored
meal planning can shape the category choice itself. That moves retail media upstream into
occasion creation, where one paid recommendation can pull several attached products into the
basket. The second-order effect is higher campaign value; the third-order risk is a trust problem if
paid recommendations degrade recipe relevance or push the wrong substitute. The retailer that

monetizes inspiration without corrupting it owns a larger share of both the basket and the brand
budget.
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36. Kroger Gives Tiktok Purchase-Data Targeting

Grocery Dive | Read Article

Kroger made purchase-based audience data available for TikTok campaign targeting and
measurement, linking social-video exposure with retailer transaction signals. The partnership gives
brands a route to reach shopper cohorts based on observed buying behavior and assess whether
TikTok activity converts into grocery purchases rather than relying only on platform engagement.

SO WHAT: Social discovery has always been easy to see and hard to value. Purchase-data
targeting closes that gap by letting a brand buy against real category behavior and measure the
register outcome. The second-order effect is more CPG budget moving from broad social reach
into closed-loop commerce media; the third-order effect is greater leverage for retailers that can
export their loyalty data beyond their own properties. The grocer's most valuable aisle may now sit
inside somebody else's feed.

37. Albertsons Pushes Agentic Al Into Merchant Decision-Making
C-Store Dive | Read Article

Albertsons continued scaling agentic Al into internal merchandising and operating workflows,
extending its broader use of Al across personalized shopping, inventory forecasting, labor planning
and supply-chain execution. The objective is to move selected merchant tasks from analysis and
recommendation toward systems that can coordinate multi-step decisions with human oversight.

SO WHAT: Customer-facing assistants get the headlines, but merchant agents carry the margin.
An agent that can connect demand, inventory, promotion and supplier constraints changes the
speed and consistency of category decisions across thousands of stores. The second-order gain is
lower execution variance; the third-order risk is that a flawed rule or weak data source can scale a
bad decision nationally before a merchant sees it. Agentic merchandising is not a software
deployment, it is a transfer of decision rights that requires a new control system.

NOW WHAT -> FutureBridge: Consumomics can define which demand judgments should remain
human-led versus codified into merchant-agent rules, while OSINT can benchmark the decision
rights, governance and audit structures peers are using, so your automation scales repeatable
judgment without scaling category error.

38. Tiktok Shop Turns Food Discovery Into A Measurable
Commerce Channel

Food Dive | Read Article

TikTok Shop continued expanding food and beverage commerce through shoppable videos,
livestreams, creator affiliates and Seller Center analytics that connect content exposure with orders
and sales. The platform allows brands and sellers to test products, attribute conversion to specific
creators or content formats and complete the purchase without sending shoppers to a separate retail
site.
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SO WHAT: TikTok has moved food discovery from an unmeasured influence channel into a
transaction environment. That gives challenger brands a direct test market and turns creators into
variable-cost sales channels, but it also lets the platform decide which products receive algorithmic
distribution. The second-order effect is faster launch validation; the third-order effect is greater
volatility as demand can spike faster than supply, quality control and traditional retail distribution
can respond. Virality without fulfillment readiness is not growth, it is a customer-service failure
arriving at scale.
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THEME 4:

Regulation Is Becoming a Direct Constraint on Product,
Pricing and Channel Access
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39. Hemp Faces A Split Federal Signal As The White House Pushes
Regulation While House Appropriations Tightens The Ban

U.S. Hemp Roundtable | Read Article

Federal hemp policy split in late June. The House Appropriations Committee advanced language
tightening restrictions on hemp-derived THC products, while the White House urged Congress to
pursue a regulated framework or delay a blanket prohibition that could eliminate much of the existing
beverage, edible and CBD market. The two actions did not resolve the issue; they created competing
legislative and executive paths ahead of the scheduled federal restrictions.

SO WHAT: Hemp beverages and edibles are not facing one compliance deadline. They are facing
a policy fork where a product can remain commercially attractive and become federally nonviable in
the same planning cycle. The second-order effect is retailer assortment paralysis; the third-order
effect is stranded inventory, supplier disputes and category exits if product definitions change after
contracts and shelf resets are locked. Waiting for Washington to settle the argument is not a
strategy when procurement lead times are already running. **The decision window closes before
the legal argument does.**

40. Connecticut Turns Surveillance Pricing Into A Grocery
Compliance Variable

Grocery Dive | Read Article

Connecticut enacted a law barring retailers from using personally identifiable consumer data to set
individualized prices, becoming the second state after Maryland to regulate surveillance pricing in
grocery and retail. Maryland's narrower grocery law takes effect October 1, 2026, while Connecticut's
measure is scheduled for July 1, 2027. New York advanced similar legislation, while Colorado
Governor Jared Polis vetoed a broader bill in June, leaving retailers with a widening state-by-state
patchwork rather than one national rule.

SO WHAT: The compliance problem is not dynamic pricing by itself. It is proving which data
entered the decision and whether the same customer would have received the same price without
it. Retailers that built margin cases around shopper-level personalization now face second-order
model-governance costs and third-order limits on loyalty monetization in the most competitive
grocery markets. A pricing engine that cannot explain its inputs is becoming a liability, not an asset.
**Personalization without auditable consent and controls is now regulatory debt.**

NOW WHAT -> FutureBridge: Consumomics can quantify how much incremental demand your
personalized pricing engine actually creates across your own customers, while OSINT can map
state rules, enforcement language and effective dates against your operating footprint, so you
preserve high-value personalization where it is defensible and redesign the rest before compliance
removes the margin benefit.

26 FutureBridge


https://hempsupporter.com/news/big-news-the-white-house-just-called-on-congress-to-fix-the-hemp-ban/
https://www.grocerydive.com/news/connecticut-new-york-dynamic-pricing-bills-grocery-retail/822187/

41. Al Fuel-Pricing Litigation Warns Grocers About Algorithmic
Pricing Scrutiny

ISN Magazine | Read Article

A proposed federal class action filed in California accused operators including Marathon, Circle K,
BP, Speedway, EG America, Walmart and Albertsons of using Kalibrate's Al-powered fuel-pricing
software to coordinate higher gasoline prices. The complaint alleges the system pooled competitively
sensitive price, cost and volume data and used a 'restoration' function to support near-simultaneous
price increases across local markets. The defendants had not admitted wrongdoing, and the claims
remain unproven.

SO WHAT: This case puts the vendor in the antitrust chain. A retailer can no longer assume that
buying a common optimization platform keeps pricing decisions independent when the same
system ingests rival data and recommends synchronized moves. The second-order risk is
discovery into model logic and vendor contracts; the third-order risk is that grocery, convenience
and digital-pricing systems built on similar shared-data architecture attract the same theory of
liability. **An algorithm does not remove collusion risk; it can industrialize it.**

42. Food Giants Push For EU Packaging-Law Timing Relief

Ingredients Network | Read Article

Maijor food, beverage and packaging companies urged the European Commission to provide faster
guidance and more implementation flexibility under the Packaging and Packaging Waste Regulation.
Industry groups argued that delegated acts, harmonized testing methods and detailed compliance
rules are arriving too close to investment, redesign and supplier-qualification deadlines.

SO WHAT: Companies are not asking Brussels whether packaging rules will apply. They are
asking for enough time to avoid redesigning the same pack twice. When technical guidance follows
capital decisions, the second-order effect is duplicated tooling and testing; the third-order effect is
SKU withdrawal from smaller markets where compliance cost exceeds revenue. The largest
companies can absorb ambiguity. Mid-sized suppliers and private-label manufacturers cannot.
**Regulatory uncertainty is becoming a scale advantage.**

43. PFAS Rules Turn EU Food Packaging Into A Hard Market-
Access Gate

TraceX | Read Article

The EU Packaging and Packaging Waste Regulation established a market-access restriction on
food-contact packaging containing PFAS above specified limits, with the prohibition scheduled to
apply from August 12, 2026. The rule covers PFAS measured through individual substance and
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aggregate thresholds, forcing food companies and packaging suppliers to obtain evidence on
coatings, barriers, inks and other components rather than relying only on supplier claims.

SO WHAT: PFAS compliance is not a procurement questionnaire. It is an evidence chain that runs
through converters, coating suppliers, raw-material producers and testing laboratories. The second-
order effect is supplier concentration as companies favor vendors that can document chemistry; the
third-order effect is SKU interruption when a compliant material performs differently on grease
resistance, sealing or shelf life. **A package without defensible chemistry data is no longer an EU-
ready package.**

44. Congressional Packaging Bill Keeps PFAS, Phthalates And
BPA In The CPG Risk Frame

Food Dive | Read Article

US lawmakers reintroduced or advanced federal packaging proposals addressing chemicals of
concern in food-contact materials, including PFAS, phthalates and bisphenols such as BPA. The
measures kept chemical testing, disclosure and potential restrictions active in the congressional risk
frame even though passage and final scope remained uncertain.

SO WHAT: Federal passage is not the only commercial trigger. A congressional bill gives retailers,
state legislators and plaintiff lawyers a common list of chemicals to use in supplier standards and
litigation before Congress acts. The second-order effect is broader testing and disclosure; the third-
order effect is reformulation pressure across packaging, processing equipment and food-contact
components that were never managed as one exposure system. **The bill can reshape buyer
requirements even if it never becomes law.**

45. PPWR Guidance Turns PFAS Evidence Into An August Market-
Access Gate

Packaging Europe | Read Article

With the PPWR PFAS restriction scheduled to apply on August 12, 2026, companies were seeking
clarity on how compliance would be demonstrated, including testing, declarations and treatment of
complex multi-material food-contact packaging. The practical issue shifted from awareness of the
ban to whether each SKU could produce defensible evidence before the market-access date.

SO WHAT: August is not the start of compliance. It is the date undocumented packaging can
become commercially unusable. The second-order effect is a rush on accredited laboratory
capacity; the third-order effect is that companies with incomplete bills of materials must choose
between costly testing, supplier replacement and temporary withdrawal. Documentation is now on
the critical path beside manufacturing and logistics. **The SKU that cannot prove compliance is the
SKU that cannot ship.**

NOW WHAT -> FutureBridge: OSINT can build a SKU-level map of regulatory evidence,
laboratory capacity and supplier documentation gaps across your EU portfolio, while TerraCaptus
can prioritize remediation spending by revenue at risk and replacement feasibility, so your
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compliance team protects market access instead of treating every package as an equal testing
problem.

46. Investors Push To Keep PPWR Timelines Intact

Packaging Europe | Read Article

Investor groups urged EU policymakers to preserve the Packaging and Packaging Waste
Regulation's implementation timetable, arguing that companies had already begun allocating capital
around the adopted targets and that reopening deadlines would reward laggards. Their intervention
pushed back against industry requests for timing relief and framed regulatory certainty as an
investment issue.

SO WHAT: Packaging policy now has two corporate constituencies pulling in opposite directions.
Operators want more implementation time; investors want the timetable protected because delay
weakens the return case for companies that moved early. The second-order effect is a capital-
market premium for credible compliance plans; the third-order effect is greater scrutiny of
companies using regulatory uncertainty to postpone investment. **Delay is no longer automatically
the investor-friendly outcome.**

47. SNAP Soda And Candy Restrictions Hit A Legal Timing Wall

Food Dive | Read Article

A federal district court blocked USDA-approved state waivers that restricted SNAP purchases of
products such as soda and candy, ruling that the department could not redefine Congress's statutory
definition of eligible food through waiver authority. The decision disrupted implementation in states
that had already configured restrictions and raised the likelihood that permanent category exclusions
would require congressional action. Retail groups had warned that state-specific rules would impose
significant point-of-sale, training and inventory-classification costs.

SO WHAT: The court stopped the waivers, not the political demand behind them. Retailers now
face a whiplash problem: systems and supplier plans built for state restrictions may be paused,
revived on appeal or replaced by federal legislation with different category definitions. The second-
order cost is repeated POS reconfiguration; the third-order cost is shopper confusion and tender
failure when eligibility rules change faster than shelf and digital systems. **The legal pause extends
uncertainty; it does not remove the operating burden.**

48. California's Date-Label Law Makes Packaging Language A
Food-Waste Control Point

CDFA | Read Article

California's Assembly Bill 660 took effect July 1, 2026, standardizing most packaged-food date labels
around 'Best if Used By' for quality and 'Use By' for safety while removing consumer-facing 'Sell By'
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language. The first-in-the-nation law was designed to reduce confusion created by more than 50
date-label phrases and curb the disposal of food that remains safe to eat. Eggs and infant formula
are treated separately under existing rules.

SO WHAT: Date language has moved from packaging copy to inventory economics. A
standardized quality-versus-safety distinction can extend household usage and donation windows,
but it also forces manufacturers and retailers to align labels, replenishment, markdowns, donations
and customer service around the same definitions. The second-order gain is lower waste; the third-
order risk is a multistate packaging patchwork if other states adopt different language before a

federal standard emerges. **A two-word label change can reset the entire waste-control workflow.

*%

49. Restaurants Put Immigration, USMCA And Swipe Fees On The
2026 Growth Agenda

Restaurant Dive | Read Article

The National Restaurant Association placed immigration and workforce policy, the 2026 USMCA
review and credit-card swipe fees among its priority federal issues for restaurant growth. The agenda
reflects operators' dependence on labor availability, imported food and equipment, and payment
networks whose fees rank behind only food and labor as major operating costs for many restaurants.

SO WHAT: These are not three lobbying topics. They are three lines of the restaurant P&L
controlled outside the restaurant. Immigration policy determines labor capacity, USMCA determines
the landed cost and continuity of key inputs, and swipe-fee rules determine how much of every
digital sale leaves before food and labor are paid. The second-order effect is less pricing flexibility;
the third-order effect is slower unit growth where operators cannot underwrite labor, sourcing and
payment cost together. **Restaurant expansion now depends as much on policy architecture as
site economics.**
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THEME 5:

Health and Functionality Are Becoming Baseline Portfolio
Requirements
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50. Athletic Brewing Treats C-Stores As The Largest Whitespace
For Nonalcoholic Beer

Food Dive | Read Article

Athletic Brewing co-founder and CEO Bill Shufelt called convenience stores the biggest whitespace
opportunity for the brand at the Wall Street Journal's Global Food Forum.

SO WHAT: Athletic Brewing’s interest in convenience stores signals that nonalcoholic beer is
moving into direct competition with energy drinks, functional sodas and other high-growth
beverages for limited cold-box space. Convenience retailers should reassess shelf allocation
before the category becomes large enough to force reactive resets, while also testing whether a
private-label or exclusive offer could capture the demand without surrendering the economics to
national brands. The cold box is being renegotiated, and whoever waits for planogram season
loses the seat.

51. GLP-1 Shoppers Push Grocers To Merge Pharmacy, Private
Label And Food Guidance

Grocery Dive | Read Article

Publix launched a free GLP-1 lifestyle brochure with a QR code routing shoppers to protein and fiber
products, sale filters and coupons. Meijer has more than 120 store-brand products with at least 5
grams of fiber per serving, Trader Joe's 20-gram-protein pancake pack won its new-product poll, and
Costco cited GLP-1 demand as a contributor to pharmacy share gains.

SO WHAT: GLP-1 isn't a category, it's a store-layout problem masquerading as a health trend.
When Publix routes a pharmacy customer to a protein filter and a coupon page in one scan, it
proves pharmacy, perimeter and center-store are now one purchase journey, not three separate
P&Ls. Retailers still running pharmacy as a walled-off cost center are handing the cross-sell margin
to whoever integrates first, and private label is winning that integration because national brands
can't reformulate fast enough. The chains treating GLP-1 as a marketing campaign instead of an
operating-model redesign will still be running the campaign after the margin has moved to a
competitor's private label shelf.

NOW WHAT -> FutureBridge: Consumomics can identify which of your private label SKUs have
real GLP-1-adjacent demand durability versus which are riding a marketing label, while Company
Genomics maps which national brands are actually filing reformulation patents in protein and fiber
fortification, so your innovation pipeline targets the white space before a national brand closes it.
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52. Chick-Fil-A Monetizes Protein Demand Without Abandoning
Operational Discipline

NRN | Read Article

Chick-fil-A is testing a Protein Scramble Bowl with approximately 39 grams of protein in its base
configuration and a double-protein salad across four selected markets through September 5.
Reported research found a majority of consumers seek high-protein options, a meaningful share
would pay more, and a substantial portion say they would switch brands for better protein options.

SO WHAT: Chick-fil-A is treating protein as a menu platform, not simply a nutritional claim, but the
four-market test shows that demand alone is not enough to justify a system-wide rollout. Higher-
protein items affect ingredient costs, kitchen complexity, throughput and pricing, so the real test is
whether customers will pay more without slowing operations or weakening margins. Competitors
should test protein propositions against operational performance now, because the brands that
solve both demand and execution will define the category standard.

53. Smoothie King Stretches Wellness Into Meal Occasions

PR Newswire | Read Article

Smoothie King launched protein-packed flatbreads alongside National Smoothie Day activity, each
delivering 15 grams of protein and under 270 calories, across ranch, chipotle and pesto flavor
directions; the brand positions the $5.99 items partly as a snacking option.

SO WHAT: By adding a portable, protein-led food item, Smoothie King is expanding beyond
beverage-only occasions and increasing the number of ways customers can use the brand across
the day. The immediate gain is higher basket potential; the second-order effect is stronger
relevance at breakfast, lunch and snack occasions where a smoothie alone may not feel sufficient.
Beverage-led chains without a credible food anchor risk surrendering those occasions to concepts
that can offer both wellness and satiety in one visit.

54. White Castle Takes The Veggie Slider From Niche Option To
Core Menu

Restaurant Dive | Read Article

White Castle permanently added a Southwest Veggie Slider to its core menu on June 15, positioned
within the brand's existing slider architecture.

SO WHAT: Making the Southwest Veggie Slider permanent indicates that plant-forward demand is
strong enough to justify ongoing supply-chain, training and menu-board complexity within White
Castle’s core system. The slider format lowers the barrier to trial because it fits existing operations
and customer behavior, allowing the brand to broaden its audience without creating a separate
menu architecture. Alternative-protein expansion is most scalable when it is built into the format
customers already understand.
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55. Campbell And Banza Move Gluten-Free Into Comfort-Food
Icons

Food Dive | Read Article

Campbell partnered with Banza to launch gluten-free condensed chicken noodle soup using
chickpea pasta engineered to hold shape and texture. Cited figures include a gluten-free market
forecast of $14 billion by 2032 and roughly one in four US food and beverage innovations carrying a
gluten-free claim.

SO WHAT: Partnering with an established chickpea-pasta specialist to solve the texture problem
that's plagued gluten-free pasta substitutes for years shows the actual innovation here is execution
quality, not just adding a gluten-free label to an existing recipe. Buying that formulation expertise
through partnership rather than building it in-house is a faster path to category credibility, though it
means sharing margin and brand equity with Banza rather than owning the innovation outright.
With roughly a quarter of new launches already carrying a gluten-free claim, Campbell is entering a
crowded category, not an empty one.

56. Danone Turns Protein Math Into A Competitive Moat

Food Dive | Read Article

Danone sued Chobani in federal court over high-protein yogurt claims, alleging Chobani's 20G
Protein 32-ounce tub uses a 6.7-ounce serving instead of a 5.3-ounce serving and should claim 18
grams under FDA rules. Cited 2025 data shows 70% of shoppers aimed to increase protein intake
and four in ten scan grams of protein per serving most often.

SO WHAT: A lawsuit over whether a serving is 6.7 ounces or 5.3 ounces is really a fight over
whose protein number shoppers see first at shelf, and the outcome will set a precedent for how
every high-protein dairy product calculates its headline claim going forward. With 70% of shoppers
actively trying to increase protein intake and four in ten scanning grams-per-serving as their
primary decision factor, the specific number on a label has become a genuine purchase-decision
lever, which is exactly why Danone chose litigation over simply outmarketing a competitor. Any
dairy or protein CPG using a nonstandard serving size to inflate its headline protein claim carries
the same legal exposure Chobani now faces, this is category-wide exposure, not a two-company
dispute.

57. Functional Claims Approach Mainstream Status In UK Food
And Drink Launches
The Grocer | Read Article

Nearly one in four UK food and drink launches now carry a functional health claim, with energy,
muscle and weight management, immune, digestive and bone health among the most common claim
areas.
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SO WHAT: Nearly one in four new launches carrying a functional claim means the claim itself is
losing differentiation power exactly as it becomes standard, the opposite of what a brand betting on
functional positioning wants from that claim. With several health outcomes now common claim
areas, brands need to differentiate within a specific outcome, not just by having a functional claim
generally, a narrower and more contested fight than the category looked like even two years ago.
Any brand still treating "functional" as a standalone differentiator, rather than owning one specific,
defensible health outcome, is entering a category already crowded at the general level.

58. JBS Shifts Protein Capacity Toward Chicken-Led Demand
Economics

Food Dive | Read Article

JBS said it will close its Souderton, Pennsylvania beef-processing plant and a smaller value-added
facility in Memphis, Tennessee, shifting production into other plants as the US cattle shortage leaves
the beef-processing network with more capacity than available supply can support. The Souderton
facility can process roughly 2,000 cattle per day, while JBS's North American beef business posted a
$279 million adjusted operating loss in the first quarter of 2026. At the same time, JBS-owned
Pilgrim's Pride is moving some chicken production from Chattanooga, Tennessee, to Ellijay, Georgia,
supported by a $75 million investment that includes additional boneless-chicken capacity.

SO WHAT: Record beef prices do not mean attractive beef-processing economics. The cattle
shortage is leaving fixed slaughter capacity underused while chicken offers faster production
cycles, more predictable supply and stronger value positioning for cost-pressured households. The
second-order effect is a protein mix shift across retail assortment, foodservice menus and supplier
negotiations; the third-order effect is tighter beef availability and greater bargaining power for
processors with efficient poultry and prepared-food networks. The capacity is moving toward the
protein whose economics can still scale, not necessarily the protein commanding the highest shelf
price.

NOW WHAT -> FutureBridge: OSINT can map plant closures, line conversions, capital projects
and hiring signals across the protein suppliers serving your business, while Consumomics can
quantify where your customers will substitute chicken for beef by occasion, price point and format,
S0 your sourcing, assortment and menu architecture move before supplier capacity and consumer
demand reset the category economics.

59. Beef Tallow Moves From Fringe Signal To Mainstream CPG
Ingredient
Food Dive | Read Article

Conagra's Rebel Roots crispy fries are cooked twice in beef tallow, part of a broader test of
consumer appetite for an ingredient amplified by MAHA-adjacent discourse; mainstream acceptance
remains uncertain.
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SO WHAT: Conagra testing beef tallow in a mainstream frozen-food brand, not a premium or niche
line, is the real signal, since it means a major CPG is willing to risk its core supply chain and cost
structure on an ingredient whose broad consumer acceptance is still genuinely unproven. This is
happening specifically in response to MAHA-adjacent discourse, meaning ingredient decisions right
now are being shaped by political and media narrative as much as by nutrition science or taste
testing. Any CPG treating beef tallow as a fringe trend to watch from a distance is underestimating
how fast this kind of ingredient signal can move from niche discourse into a mainstream product
line at a major competitor.
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Portfolio Restructuring Is Separating Growth Assets from
Legacy Exposure
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60. Nestle Buys The Rest Of Yfood To Own Portable Nutrition
Growth

Food Dive | Read Article

Nestle agreed to acquire the remaining 51% of German meal-replacement company yfood after
taking a 49% stake in 2023. Trade reporting placed yfood's 2025 sales at roughly EUR150 million,
with double-digit year-over-year growth, giving Nestle full control of a scaled ready-to-drink and
snack-bar platform in portable nutrition.

SO WHAT: The acquisition matters less for its current revenue than for the sequencing. Nestle
used a minority stake to test category growth, management fit and integration risk before paying for
full control, a lower-risk route into a fast-growing nutrition occasion than buying an unproven asset
outright. The second-order effect is greater pressure on independent portable-nutrition brands as
Nestle brings procurement, distribution and route-to-market scale; the third-order effect is a higher
valuation bar for the remaining credible targets. A CPG company evaluating adjacent growth
should decide whether it needs immediate ownership or an option to learn before it buys. The
durable advantage is not acquiring growth first; it is structuring the decision so failure is affordable.

NOW WHAT -> FutureBridge: TerraCaptus can test whether a portable-nutrition target in your
own pipeline has an IP-backed growth thesis or mainly brand momentum, while Company
Genomics benchmarks its formulation and process estate against other acquirable assets, so your
investment committee can choose between a minority stake, partnership or full acquisition on
evidence rather than category excitement.

61. Bodyarmor Uses Sparkling Sports Drinks To Widen Coca-
Cola's Functional Beverage Reach

Food Dive | Read Article

Coca-Cola's Bodyarmor launched its first sparkling sports drink, extending the brand beyond still
hydration into a carbonated format that competes for occasions shared with energy drinks, functional
sodas and sparkling water. The launch uses the existing Bodyarmor brand and Coca-Cola
distribution system rather than creating a separate beverage platform.

SO WHAT: This is portfolio extension as shelf defense. Bodyarmor is using an established
hydration brand to enter an adjacent sensory occasion without absorbing the cost of building trust
from zero, while Coca-Cola can push the product through an existing cold-box and route-to-market
system. The second-order effect is tighter shelf competition for smaller functional brands; the third-
order effect is faster convergence between sports drinks, energy, soda and water as format
boundaries weaken. The risk for incumbents is not one sparkling SKU, it is a major supplier using
brand permission to occupy several occasions with the same franchise. In a crowded cold box,
adjacency is cheaper than invention and harder for challengers to defend against.
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62. Gopuff Uses Coconut-Water Exclusive To Own The Functional
Beverage Impulse

Food Dive | Read Article

Gopuff and Tom Brady launched Good Nut coconut water exclusively on Gopuff in original, chocolate
and sparkling varieties. Gopuff said coconut-water sales on its platform had increased 115%, using
that platform-level demand signal to support an exclusive product launch rather than a conventional
broad retail rollout.

SO WHAT: The celebrity is the wrapper; the operating model is the story. Gopuff used its own
transaction data to identify a category accelerating inside its customer base, then converted that
signal into exclusive assortment and a reason to choose the platform beyond delivery speed. The
second-order effect is more platform-owned product development; the third-order effect is a shift in
bargaining power as digital retailers use shopper data to originate brands instead of merely listing
them. CPG companies now have to decide whether exclusivity accelerates learning or surrenders
too much channel optionality. The platform that sees the demand first can increasingly own the
product that serves it.

63. Modelo Builds Younger Reach Through Chelada And
Nonalcoholic Expansion

Food Dive | Read Article

Modelo retained its position as the leading US beer brand by dollar sales and held about 70% dollar
share of the ready-to-drink Chelada segment, where it has led for seven consecutive years. The
brand expanded its architecture with Chelada Suprema and Modelo Oro Limon y Sal nonalcoholic
beer, using flavored and alcohol-free formats to reach additional occasions and younger legal-age
consumers.

SO WHAT: Modelo is using category leadership to defend against demand migration before it
becomes a share loss. Chelada gives the brand ownership of a flavored occasion, while
nonalcoholic expansion keeps the franchise relevant when moderation removes alcohol but not the
social ritual. The second-order effect is stronger shelf and distributor leverage; the third-order effect
is a harder route to scale for specialist challengers that must fight a dominant brand across both
core and adjacent segments. Beer portfolios that treat flavored and nonalcoholic products as
separate side bets will struggle against a competitor integrating both into one brand system.
Category control becomes durable when the core brand follows the consumer into the next
occasion.
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64. Hershey Imports Pepsico Commercial Muscle Into U.S.
Snacking

Food Dive | Read Article

Hershey appointed PepsiCo veteran Heather Hoytink as president of its US business, effective July
8. Hoytink brings more than two decades of sales, operations and commercial leadership experience,
including responsibility for PepsiCo's US away-from-home beverage business.

SO WHAT: Hershey is importing channel capability, not confectionery knowledge. Recruiting an
executive shaped by PepsiCo's away-from-home system suggests the constraint is commercial
execution across convenience, foodservice and fragmented occasions rather than a shortage of
product ideas. The second-order effect is likely tighter integration of pricing, pack architecture and
customer execution; the third-order effect is a broader talent market as food companies recruit
across categories for capabilities their own succession pipelines did not build. Boards should read
cross-category appointments as evidence of where the operating model is weak. When the growth
problem is channel execution, hiring another category insider only reinforces the blind spot.

65. Coca-Cola's North America Transition Puts Channel Execution
In Focus

Food Dive | Read Article

Coca-Cola North America President Jennifer Mann announced plans to leave the role after four
years and remain as a senior adviser through the transition. Coca-Cola assigned interim oversight of
North America to its chief financial officer while it searches for a permanent successor, placing the
company's largest operating region under temporary financial leadership.

SO WHAT: Interim CFO control signals that margin, capital and execution discipline will sit at the
center of the transition. That can protect earnings, but it also creates a decision window in which
channel relationships, innovation pacing and local commercial choices risk being filtered through a
more financial operating lens. The second-order effect is slower or more selective investment; the
third-order effect is temporary negotiating room for competitors and customers in shared channels.
The lesson for CPG leaders is not to chase personnel news, but to stress-test how dependent their
own commercial engine is on one executive and one set of relationships. A succession plan is
credible only when the operating cadence survives the person leaving.

66. Coca-Cola's Northampton Closure Spotlights Beverage-
Network Recalibration

Food Dive | Read Article

Coca-Cola moved to close its Northampton, Massachusetts bottling plant, with 175 layoffs disclosed
through a state WARN notice. The facility produced noncarbonated beverages including Minute Maid
and Powerade, making the closure a product- and network-specific capacity decision rather than a
broad retreat from US beverage manufacturing.
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SO WHAT: The facility category matters. Closing noncarbonated capacity while protecting the core
carbonated network suggests Coca-Cola sees a different demand, utilization or cost equation in
juice and sports drinks than in soda. The second-order effect is volume migration to other plants
and suppliers; the third-order effect is pressure on local logistics, co-packing and labor ecosystems
built around the site. Competitors should not copy the conclusion, but they should revisit whether
their own network still matches the portfolio consumers are buying now. Capacity becomes legacy
exposure when the category mix changes faster than the manufacturing footprint.

67. Campbell Signals Snack Repair Will Require Portfolio
Discipline
Food Dive | Read Article

Campbell's management said repairing its snacks business will take time despite progress at brands
such as Goldfish, citing a difficult consumer environment and the need for harder portfolio choices.
The comments indicated that recovery will require more than near-term marketing support and may
involve SKU, brand and investment prioritization.

SO WHAT: The phrase 'portfolio choices' is the real signal. When a branded-food company stops
promising a quick commercial fix, retailers, co-manufacturers and suppliers should prepare for
rationalization, shifted investment and discontinuities in volume rather than assuming every brand
will be defended. The second-order effect is shelf space opening for stronger competitors and
private label; the third-order effect is stranded capacity for partners tied to declining SKUs. Snack
companies should not wait for a peer's exits to reveal their own weak assets. A turnaround starts by
deciding what no longer deserves capital.

NOW WHAT -> FutureBridge: Consumomics can score demand durability, trust and habitual use
across your own snack SKUs, while Market Opportunity Assessment quantifies the margin, shelf
and capacity consequences of defend, reformulate, divest or discontinue decisions, so your
portfolio review reallocates capital before volume erosion forces the choice.

41 FutureBridge


https://www.fooddive.com/news/campbells-tough-snacking-business-decisions-loom/822367/

THEME 7:

Foodservice Performance Is Being Determined by Format,
Occasion and Capital Discipline
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68. Bakery proves fresh still lifts whole-basket economics

Supermarket News | Read Article

Circana data show perimeter-bakery shoppers averaged a $73.40 basket versus $48.07 without
bakery, for the 52 weeks ending May 17. Bread unit volumes fell 1.9% as price rose 4.9%, morning
bakery grew 2.5%, and bakery penetration and repeat purchase reached 96.7%.

SO WHAT: Bread unit volumes fell while prices rose, yet bakery shoppers still carried a basket
roughly 53% larger than shoppers without bakery. That means bakery is earning its space through
occasion creation and cross-category attachment, not through bread volume alone. The second-
order effect is stronger perimeter traffic; the third-order effect is higher center-store productivity
from the same trip. A retailer evaluating bakery only on department sales will underinvest in the
part of the store quietly lifting the rest of the basket. The board metric is incremental basket value,
not loaves sold.

69. Restaurant franchisees use H1 deals to reshape control of
mature systems

Restaurant Dive | Read Article

Trade coverage describes Mas Restaurant Group selling Taco Bell units across two transactions
while Red Robin sold company-owned restaurants across three deals, and Ghai Restaurants more
than doubled its Taco Bell unit count. Specific transaction figures need direct sourcing before
publication.

SO WHAT: Franchise-system consolidation is occurring below the brand line, where weak
operators sell units to better-capitalized groups while headline same-store sales can still make the
system look stable. The second-order effect is a shift in local operating quality, remodel pace and
labor investment; the third-order effect is greater bargaining power for the largest franchisees over
development rights and brand economics. Executives evaluating a mature franchise cannot rely on
brand averages when ownership quality is changing market by market. The real health of a
franchise system sits in who owns the units and whether they can still fund them.

70. Jersey Mike's ends Chick-fil-A's satisfaction run

Restaurant Dive | Read Article

Jersey Mike's scored 84 in the 2026 ACSI quick-service ranking, edging Chick-fil-A at 83 to end an
11-year run at the top. The QSR average held at 79; KFC improved 4% year over year while
Popeyes fell 3 points.

SO WHAT: The category average did not move, but individual brands did. That makes satisfaction
a brand-execution signal, not a sectoral tide. The second-order effect is traffic migration within the
same QSR segment; the third-order effect is franchisee pressure when service, value or accuracy
gaps persist beneath a stable category benchmark. A chain comparing itself with the QSR average
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is benchmarking against a number that explains almost none of its own movement. Flat industry
satisfaction can conceal a violent transfer of preference between brands.

71. On the Border's Chapter 7 filing shows casual dining remains
unforgiving

Restaurant Dive | Read Article

OTB Hospitality filed for Chapter 7 liquidation, roughly 18 months after an earlier restructuring. Court-
filed figures for assets, liabilities and lease burden are cited in trade coverage and should be
confirmed directly against the court filing before publication.

SO WHAT: A second bankruptcy process within roughly 18 months is a warning that financial
restructuring can remove liabilities without repairing the operating model. The second-order effect
is supplier and franchisee caution; the third-order effect is accelerated site closures as landlords
and lenders stop funding another turnaround narrative. Casual-dining executives should test
whether weak units are suffering from debt, leases, menu relevance or all three before assuming a
balance-sheet fix will restore demand. A restructuring that leaves the restaurant estate unchanged
is often just a delay with legal fees.

72. Pizza Hut's sale leaves operators fighting a digitally stronger
Domino's
Restaurant Dive | Read Article

Yum Brands sold Pizza Hut for $2.7 billion, with LongRange Capital acquiring non-China operations
for $1.5 billion and Yum China acquiring mainland China operations for $1.2 billion. Pizza Hut trailed
Domino's and Taco Bell in performance and was closing roughly 250 stores; Yum will continue
providing transition technology and other support during the handoff.

SO WHAT: The transaction does not remove Pizza Hut's competitive problem; it transfers
responsibility for fixing it. Transition support may preserve operations in the near term, but the
medium-term test is whether the new owner can build ordering, loyalty, delivery and franchise
technology at the speed of a digitally stronger Domino's. The second-order effect is greater
pressure on franchisees to fund upgrades during ownership change; the third-order effect is a
widening gap between pizza systems that treat digital infrastructure as core operating capacity and
those that treat it as a vendor layer. This cycle will be decided by repeatable digital economics, not
brand recognition.

NOW WHAT -> FutureBridge: OSINT can benchmark ordering, loyalty, delivery, franchise
technology and store-level rollout capability across the pizza systems competing for your
occasions, while Consumomics can identify which frictions in your own digital journey suppress
conversion and repeat purchase, so your investment closes the customer-facing operating gap
rather than copying a competitor's feature list.
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73. LongHorn turns steakhouse value into billion-dollar quarterly
sales

Restaurant Dive | Read Article

LongHorn Steakhouse reached approximately $1.01 billion in quarterly sales, up 21.9% year over
year, a figure that includes a 53rd fiscal week and new-restaurant contribution; same-restaurant
sales, the cleaner operating signal, rose 9.5%. Darden projected 75 to 80 fiscal 2027 openings and

plans to convert a number of underperforming Bahama Breeze locations; Olive Garden comps rose
2.4%.

SO WHAT: LongHorn's 9.5% same-restaurant sales growth matters more than the billion-dollar
quarterly headline because it shows underlying occasion capture, not just calendar and unit
expansion. Converting underperforming Bahama Breeze sites into LongHorn restaurants adds a
second advantage: growth without taking full greenfield development risk. The second-order effect
is higher returns on existing real estate; the third-order effect is a tougher capital standard for every
weak banner inside a multi-brand portfolio. A struggling concept should have to beat the conversion
value of the portfolio's strongest brand to keep its sites.

NOW WHAT -> FutureBridge: Consumomics can identify which occasions your underperforming
concepts are losing and whether those customers would transfer to another brand in your own
portfolio, while Market Opportunity Assessment can compare conversion, closure, sale and
greenfield economics location by location, so capital moves toward the banner with proven demand
rather than remaining trapped by legacy brand ownership.

74. Chipotle tests traffic repair across menu, daypart and remodel
levers

Restaurant Dive | Read Article

Chipotle is testing five initiatives after a 2025 same-store-sales slip: a crispy chicken test, four annual
limited-time offers, group meals, catering and a $2.50 taco happy-hour test from 2 to 5 p.m. The
chain is also testing remodels at 20 restaurants across three markets, with 1,000 to 1,500
restaurants described internally as dated.

SO WHAT: Chipotle is not treating traffic erosion as a menu problem. It is testing product, daypart,
group occasions, value and physical estate at the same time because the demand leak may sit
across the system. The second-order effect is a more complex test agenda; the third-order effect is
higher capital risk for operators that scale one solution before identifying the interaction between
store condition, offer and occasion. The 1,000 to 1,500 restaurants described as dated are the
harder signal because they turn traffic repair into a capital-allocation problem. A single-lever
turnaround is a comforting answer to a multi-variable failure.
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75. McDonald's NEXT makes chicken, restaurant design and
hospitality the growth agenda

Restaurant Dive | Read Article

McDonald's outlined McDonald's NEXT, a system strategy centered on menu quality and taste,
customer co-creation, restaurant experience and hospitality, building on 2025 teams focused on
burgers, beverages and chicken, with an emphasis on better chicken and more consistent coffee.

SO WHAT: McDonald's is putting menu quality, chicken, coffee, design and hospitality inside one
growth agenda because the next battle is for the total occasion, not another isolated product
platform. The second-order effect is higher execution complexity across kitchens, labor and estate;
the third-order effect is pressure on smaller chains whose advantage depended on competing with
only one part of McDonald's proposition. This is not a retreat from burgers. It is an attempt to
remove the reasons customers choose another operator before price even enters the decision. The
largest QSR is broadening the definition of operational consistency.

76. Menu-price moderation forces restaurants to compete on
experience and attachment

Restaurant Dive | Read Article

Food-away-from-home prices rose 3.5% in May, down from 4% in January and below overall inflation
of 4.2%. Burger prices rose 2.4% and burritos rose 1.6%, per Toast data across roughly 164,000
restaurant locations, while wings rose 1.1%. RMS's June 2026 report separately found May QSR net
sales rose 2.3% on a 3.5% bigger average check even as traffic fell 1.6%, and for the first time in
over a year more consumers say restaurant prices are rising faster than grocery prices.

SO WHAT: Restaurants are moderating price increases, but traffic is still falling. That is the
uncomfortable signal. The second-order effect is greater dependence on mix, attachment and
loyalty to protect check growth; the third-order effect is margin compression when operators hold
price without improving labor productivity or occasion relevance. Pricing discipline is necessary, but
it is no longer sufficient to recover visits. When lower price inflation does not restore traffic, the
operating problem has moved beyond the menu board.

77. Cava builds labor depth to support a 75-unit expansion year
Restaurant Dive | Read Article

Cava plans to hire more than 2,500 workers and open more than 75 restaurants in 2026, creating a
new assistant general manager role to deepen its operating bench.

SO WHAT: Cava is building a management layer before it builds the restaurants. That sequencing
matters because aggressive unit growth usually breaks at the operating bench, not the real-estate

pipeline. The second-order effect is higher training and labor cost ahead of revenue; the third-order
effect is better opening consistency and a lower risk that weak managers dilute a strong concept
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across 75 new sites. Chains that wait for vacancies to create leaders will discover that expansion
speed has outrun operational control. Management capacity is growth infrastructure.

78. Tropical Smoothie Cafe turns loyalty depth into a fast-casual
growth engine

Restaurant Dive | Read Article

Tropical Smoothie Cafe's 12 million loyalty members represent about one-third of sales, with loyalty
membership growing 25%. Claims that digital represents 40% of orders and that the company
expects more than half of sales through loyalty within a year need direct sourcing before publication.

SO WHAT: One-third of sales flowing through a 12-million-member loyalty base makes identified
demand a material operating asset, not a marketing statistic. The second-order effect is better offer
targeting and frequency management; the third-order effect is a widening economics gap between
chains that can connect identity to transaction and those still buying anonymous traffic. The
unresolved issue is whether loyalty and digital ordering are actually the same customer behavior or
two separate pools. Loyalty scale only becomes a growth engine when the data changes how the
business allocates value.

79. RaceTrac's Potbelly test pushes c-store foodservice deeper
into branded meals

Restaurant Dive | Read Article

An upcoming RaceTrac c-store near its Atlanta headquarters will feature a Potbelly, following
RaceTrac's October 2025 acquisition of the sandwich chain.

SO WHAT: RaceTrac owns both the convenience network and Potbelly, yet it is still piloting co-
location before scaling. That is the important signal. Ownership removes negotiation friction, but it
does not solve kitchen throughput, labor, menu fit or trip cannibalization. The second-order effect is
a test of whether branded meals increase total site economics; the third-order effect is a new
acquisition logic for c-store operators seeking foodservice capability instead of building it internally.
Control accelerates decisions, but proof still determines rollout.
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THEME 8:

Resilience Is Moving Downstream and Closer to the
Customer
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80. Tyson elevates a poultry operator to manage protein volatility
Food Dive | Read Article

Tyson Foods named Wes Morris chief operating officer effective June 15, giving the former poultry
president responsibility for chicken, beef, pork, prepared foods and international operations. The
appointment comes as Tyson manages sharply different protein economics: chicken demand and
profitability have strengthened while cattle scarcity and record livestock costs continue to pressure
beef processing.

SO WHAT: Tyson did not put a beef specialist in charge of a beef crisis. It put a poultry operator
over the entire protein system. That signals the operating problem is no longer category expertise
alone; it is the ability to shift capital, capacity and commercial emphasis across proteins as
economics diverge. The second-order effect reaches retailers and foodservice buyers through
assortment, contract timing and substitution pressure when one protein becomes structurally less
attractive than another. **Protein volatility is now a portfolio-allocation problem, not a single-
category cycle.**

81. Target turns food logistics into a fresh-assortment growth lever

Grocery Dive | Read Article

Target opened its ninth and largest food distribution center, a $367 million, 529,000-square-foot
temperature-controlled facility in Thornton, Colorado. The site serves 129 stores across 11 states,
can replenish stores up to two days faster, and consolidates vendor shipments into fuller outbound
loads as Target adds 3,000 food and beverage items in its largest grocery reset in more than a
decade.

SO WHAT: The strategic asset is not the building. It is the time removed from the fresh supply
chain. Two faster replenishment days improve availability, widen assortment permission and
reduce the spoilage penalty attached to fresh expansion. The second-order effect is a higher
capital threshold for regional competitors; the third-order effect is stronger customer trust when
fresh items are consistently in stock and within shelf-life expectations. **Fresh credibility is
increasingly determined in the distribution network before it is visible in the store.**

NOW WHAT -> FutureBridge: OSINT can map cold-chain construction, vendor consolidation and
capacity signals across the retailers competing in your trade areas, while TerraCaptus can validate
whether your own proposed distribution investment creates a defensible throughput and freshness
advantage or merely funds parity, so your capital committee backs the right network move.
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82. AWG gives independents a shared commerce and retail-media
backbone

Supermarket News | Read Article

Associated Wholesale Grocers partnered with RSA America to extend a unified commerce and retail-
media platform across AWG's network of more than 1,100 member companies and 3,500 stores. The
platform combines loyalty, digital promotions, e-commerce, mobile applications, retail media and Al-
driven shopper insights. RSA already supports 430 AWG locations connected to 2.5 million
shoppers, and the expanded model gives smaller independents access to shared enterprise-grade
infrastructure while allowing larger members to use more customized configurations.

SO WHAT: Independent grocers have not lacked customer trust. They have lacked the technology
scale required to monetize it. AWG is turning a cooperative purchasing network into a shared data,
commerce and media backbone, spreading fixed technology cost across thousands of stores
without forcing every member into one banner. The second-order effect is better promotional
precision and supplier funding; the third-order effect is that regional chains can no longer assume
independents will remain digitally unsophisticated. **Shared infrastructure is removing scale as the
automatic advantage of the national grocer.**

83. US Foods uses sustainability reporting to reinforce distributor-
brand leverage

US Foods | Read Article

US Foods released its 2025 Sustainability Report, linking environmental and social programs directly
to its product and operating strategy. The distributor reported more than 5,000 differentiated
Exclusive Brands products, including over 840 Serve Good products that generated more than $1
billion in revenue for a second consecutive year. It also reported 9% revenue growth across more
than 4,100 Serve You products, 7% lower fuel use and 4% lower energy use per case versus 2019,
and 470,000 fewer fleet miles despite an 8% increase in cases delivered versus 2022.

SO WHAT: This is not sustainability sitting beside the commercial model. It is sustainability being
used to strengthen the distributor's proprietary-brand model. US Foods can convert sourcing
standards, ingredient simplicity and operating efficiency into differentiated products, customer
evidence and margin that a commodity broadliner cannot easily replicate. The second-order effect
is greater dependence by operators on distributor-owned assortments; the third-order effect is
stronger negotiating leverage because switching distributors can mean losing both supply and a
marketable claims platform. **The distributor that owns the proof behind the product owns more of
the customer relationship.**

NOW WHAT -> FutureBridge: Consumomics can identify which sustainability, sourcing and well-
being attributes influence purchase and menu choice in your own customer base, while OSINT can
map the claims, certifications and exclusive-brand depth available across competing distributors, so
your sourcing strategy pays for attributes that create commercial value rather than reporting volume
alone.
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84. UNFI uses Al supply-chain capability to defend wholesale
relevance

Grocery Dive | Read Article

UNFI expanded its Al-powered supply-chain and procurement-planning platform across its full
distribution network during the third quarter of fiscal 2026. The company also broadened an Al fleet-
management platform and reported on-time deliveries increasing by more than 4% year over year
while average miles per delivery fell nearly 5%. UNFI paired the operating investment with a new
Endless Aisle digital marketplace and more than 30 new private-brand SKUs intended to help
independent retailers widen assortment and compete on value.

SO WHAT: Wholesale relevance is no longer secured by having the broadest catalog. It is secured
by converting that catalog into reliable availability at a cost the retailer can carry. UNFI is combining
procurement planning, fleet execution, digital assortment and private label into one retailer-
retention system. The second-order effect is lower inventory friction for independents; the third-
order effect is higher switching cost because the wholesaler becomes embedded in assortment,
ordering and fulfillment decisions. **The modern wholesaler is becoming an operating platform, not
a truck between supplier and store.**

85. CJ Foods builds ingredient security for K-food scale

Food Dive | Read Article

CJ Foods announced plans to break ground in August on a commercial land-based gim cultivation
facility in Cheonan, South Korea, with completion targeted for the first half of 2027. The system is
intended to produce Korean seaweed year-round rather than depend on the traditional winter
harvest. CJ has developed the technology since 2018 as rising ocean temperatures constrain
conventional cultivation while global demand for Korean food and seaweed products continues to
expand.

SO WHAT: CJ Foods is not merely adding seaweed capacity. It is pulling a climate-exposed
agricultural input inside a controlled production system. That converts supply security into a growth
capability: steadier quality, year-round output and less dependence on ocean conditions create
more confidence to scale products globally. The second-order effect is greater control over
innovation and launch timing; the third-order effect is a potential cost and reliability gap between
companies that own protected ingredient systems and those buying from volatile spot supply. **The
next K-food constraint is not demand. It is whether ingredient supply can scale with it.**

86. HelloFresh makes chilled automation a SKU-expansion lever

Businesswire | Read Article

HelloFresh expanded temperature-controlled fulfillment capacity at its Phoenix operation from 100
SKUs to 500 using a cold-storage modification developed with Locus Robotics. Factor first piloted 13
Locus Origin robots in July 2025, with missions averaging 3 minutes and 36 seconds from order
induction to box drop-off. HelloFresh added 26 more robots within three months and plans to extend
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the system to EveryPlate, using automation to support greater chilled assortment across its brand
portfolio.

SO WHAT: The fivefold SKU increase is the real automation return. Labor efficiency matters, but
the larger prize is commercial flexibility: more chilled products, more meal combinations and more
revenue opportunities without rebuilding the fulfillment model for every addition. The second-order
effect is faster portfolio expansion; the third-order effect is that assortment complexity becomes an
advantage rather than an operating penalty. **Automation earns strategic value when it expands
what the business can sell, not only when it removes labor.**

87. Sysco's $29.1 billion Restaurant Depot acquisition draws
mounting small-operator and political backlash

Washington Post | Read Article

Sysco's proposed $29.1 billion acquisition of Jetro Restaurant Depot continued drawing resistance
from independent restaurant operators and political stakeholders in June. Restaurant Depot operates
roughly 166 cash-and-carry warehouses across 35 states and serves more than 725,000
independent restaurants and foodservice businesses. Sysco plans to fund most of the cash
consideration with new debt and says the businesses are complementary, but operators argue the
deal could remove a critical low-cost alternative and increase dependence on the country's largest
broadline distributor.

SO WHAT: Restaurant Depot is not just another supplier to an independent restaurant. It is the
emergency exit when delivered pricing, minimums or availability fail. Putting that cash-and-carry
alternative under Sysco would give one company influence over both planned replenishment and
last-minute recovery purchasing. The second-order effect is weaker price discovery; the third-order
effect is greater operating fragility for small operators that lack the volume to negotiate national
contracts. **When the primary supplier buys the fallback channel, resilience becomes a competition
issue.**

88. RNDC's collapse forces a structural reset of U.S. wine and
spirits distribution
Malkin Law P.A. | Read Article

Republic National Distributing Company entered 2026 after losing major suppliers, exiting California
and leaving thousands of producers seeking new representation. In June, industry analysis described
an accelerating reshuffling across the distribution tier as RNDC reduced its footprint and explored
market sales, following payment disputes, delivery failures and supplier defections. The disruption is
especially consequential in wine and spirits because state franchise rules and the three-tier system
can make distributor changes slow, expensive or legally constrained.

SO WHAT: The RNDC problem is not one distributor's balance sheet. It is a stress test of an
alcohol route-to-market system built around a small number of legally protected intermediaries.
When one large node weakens, brands cannot simply redirect inventory overnight, and retailers
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lose assortment before the consumer loses demand. The second-order effect is supplier
concentration at the surviving distributors; the third-order effect is less shelf access for smaller
brands that lack the volume to win representation during the reshuffle. **A concentrated distribution
system can turn one company's failure into a category-wide availability event.**

NOW WHAT -> FutureBridge: OSINT can map distributor solvency signals, supplier defections,
state-level franchise constraints and representation gaps across the markets supporting your own
alcohol portfolio, while Market Opportunity Assessment can prioritize backup routes and direct-to-
consumer options where legally available, so your assortment is not trapped inside one
intermediary's failure.

89. Food-waste optimization research targets the institutional
menu problem

Arxiv | Read Article

Researchers published a June preprint introducing a computational menu-selection model designed
for groups with different dietary requirements and portion needs. The framework compares optimistic
allocation, where a central planner distributes food efficiently, with pessimistic allocation, where
diners select in arbitrary order, and uses integer linear programming to identify the smallest menu
that can feed everyone while minimizing waste. The work targets institutional settings where menu
breadth, dietary inclusion and over-ordering must be balanced before food is prepared.

SO WHAT: Institutional food waste is often blamed on diners after the meal. This research moves
the decision upstream to menu architecture. The model shows that waste can be created before
procurement when planners add options without accounting for serving size, dietary overlap and
the order in which people choose. The second-order effect is better purchasing accuracy; the third-
order effect is a more defensible way to balance inclusion against operating complexity. **The
cheapest waste to eliminate is the food the menu never required you to order.**
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THEME 9:

Trust Failures Are Becoming Commercial Events, Not
Isolated Incidents
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90. FDA traceability drills show 24-hour response readiness is
becoming a channel requirement

FDA | Read Article

FDA released a June 10 report on traceability-readiness tabletop exercises conducted with industry
between March 9 and April 1. Participants simulated an FDA request for records tied to a specific
product and date range and were asked to submit an electronic sortable spreadsheet within 24
hours, consistent with the Food Traceability Rule. FDA also issued updated FAQs after the
exercises. Although Congress directed FDA not to enforce the rule before July 20, 2028, the agency
is continuing implementation work and testing whether supply-chain participants can actually retrieve
and transmit lot-level data under outbreak conditions.

SO WHAT: The enforcement delay is a trap for operators who read it as permission to wait. FDA is
already testing the operating capability that retailers, restaurants and suppliers will need during an
outbreak, and a failed 24-hour response can slow removals, widen the recall perimeter and expose
a retailer to products its competitors clear faster. The second-order cost is inventory disruption; the
third-order cost is buyer distrust when one supplier cannot prove where product moved.
Traceability readiness is becoming a supplier-qualification test years before formal enforcement.

NOW WHAT -> FutureBridge: OSINT can map traceability-readiness signals across the suppliers
and distributors serving your own high-risk categories, while Consumomics can identify which
products carry the greatest trust and demand exposure if a recall response stalls, so your
qualification and contingency plans prioritize the suppliers whose data failure would damage your
business most.

91. EFSA's dioxins opinion keeps contaminant exposure on the EU
reformulation agenda

EFSA | Read Article

EFSA published an updated risk assessment on June 10 concluding that dietary exposure to dioxins
and dioxin-like PCBs remains a health concern across Europe. Using the World Health
Organization's revised 2022 toxicity equivalency factors, EFSA set a tolerable weekly intake of 0.6
picograms per kilogram of body weight, three times lower than the level established in its 2018
assessment. The contaminants persist in the environment, accumulate in fatty foods such as meat,
fish, eggs and dairy, and are associated with developmental effects on male reproductive health.

SO WHAT: A threefold reduction in the tolerable intake does not change a recipe overnight, but it
changes the risk baseline every animal-protein, dairy and seafood portfolio will be judged against.
The immediate effect is pressure on monitoring and sourcing specifications; the second-order effect
is tighter supplier acceptance and more category volatility when a region or raw material tests high.
Retailers and CPGs that wait for a legal maximum to change will be reacting after buyers and
regulators have already reset expectations. A lower health threshold turns contaminant control from
a compliance file into a portfolio decision.
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92. EU food-safety-culture controls move from principle to official
oversight

FDA | Read Article

The European Commission published a June 12 report on how Member States are incorporating
food-safety culture into official controls. The review found that authorities in roughly two-thirds of
Member States are actively checking food-safety-culture elements during inspections and audits.
Controls examine management commitment, employee awareness, communication and the
resources provided for hygienic handling, but the Commission found continued difficulty in assessing
cultural factors objectively and applying consistent standards across countries.

SO WHAT: Food-safety culture has crossed the line from management language to inspectable
evidence. An operator can have a complete HACCP file and still fail if leadership behavior, staffing,
training or escalation practices show that the system does not work under pressure. The second-
order effect is uneven enforcement across Member States; the third-order effect is that
multinational manufacturers and retailers will be held to the strongest local interpretation, not the
weakest. Culture is now part of the control record, not a poster in the break room.

93. FDA traceability records move compliance closer to channel
permission

FDA | Read Article

FDA held a June 15 public meeting on challenges and potential flexibilities in lot-level food
traceability after releasing a discussion paper and updated implementation materials. The Food
Traceability Rule requires covered businesses handling foods on the Food Traceability List to
maintain key data elements for critical tracking events and, in certain circumstances, provide FDA
with an electronic sortable spreadsheet within 24 hours. Congress directed FDA not to enforce the
rule before July 20, 2028, but the agency is continuing quarterly engagement with farms, restaurants,
retailers and warehouses to determine how lot-level tracking can work across the chain.

SO WHAT: The compliance date moved; the commercial expectation did not. Large retailers and
foodservice buyers cannot wait until 2028 to discover that a supplier's records stop at the
distributor, use incompatible lot codes or cannot be exported during an incident. The second-order
effect is buyer-driven standards arriving ahead of federal enforcement; the third-order effect is
channel exclusion for suppliers that create recall friction. The first real enforcement mechanism will
be the purchase order, not the regulator.

94. Mars and Mondelez packaging progress shows circularity
targets are harder than claims

Food Dive | Read Article

Mars and Mondelez reported 2025 packaging progress that showed meaningful gains but clear gaps
against earlier ambitions. Mars said 67.6% of its consumer-facing packaging was designed to be
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reusable, recyclable or compostable and 9.2% of its global plastic portfolio used recycled content.
Mondelez reported 96% of packaging designed for recyclability, an 11.5% reduction in virgin plastic
versus 2020 and 3.7% recycled plastic content. Both companies acknowledged that collection,
sorting, recycling infrastructure and material availability remain major constraints, and trade coverage
noted that some previously stated 2025 goals were not fully met.

SO WHAT: The uncomfortable number is not the progress; it is the distance between design claims
and a package that is actually collected and recycled at scale. Mars and Mondelez can redesign
thousands of components and still depend on municipal systems, material supply and consumer
behavior they do not control. The second-order effect is rising capital and compliance cost as
packaging rules tighten; the third-order effect is claims risk when 'recyclable' outruns real-world
recovery. Circularity is an operating-system problem, not a packaging-specification problem.

95. Nara infant formula recall puts specialty formula sourcing
under scrutiny

FDA | Read Article

Nara Organics recalled every lot of its Whole Milk Organic Powdered Infant Formula on June 13 after
FDA and CDC linked three infant botulism cases in California, Pennsylvania and Washington to
infants who had consumed the product. All three infants were hospitalized and treated; no deaths
were reported. The formula, manufactured in Europe and sold nationally through Target stores,
Target.com and Nara.com between July 2025 and June 2026, represented less than 1% of US
infant-formula sales. Testing was still underway and the product had not tested positive for
Clostridium botulinum when the recall was announced.

SO WHAT: A brand with less than 1% share can still create a national trust event because infant
formula carries zero tolerance for uncertainty. The recall reaches beyond Nara: it tests Target's
specialty-formula qualification, the credibility of imported manufacturing oversight and the resilience
of parents who bought the product precisely because they trusted a differentiated proposition. The
second-order effect is tighter retailer due diligence; the third-order effect is spillover distrust across
small and imported formula brands. In infant nutrition, niche share does not mean niche liability.

96. Nestle makes dye removal a shelf-trust asset

Food Dive | Read Article

Nestle USA removed certified artificial colors from all food and beverages after already having more
than 90% of its US portfolio free of synthetic dyes as of June 2025. The company reformulated
products including strawberry Nesquik and transitioned more than 20 foodservice beverages to
natural colors in five months.

SO WHAT: Going from over 90% dye-free to fully dye-free in about a year, including a five-month
sprint to convert more than 20 foodservice beverages, shows the last mile of reformulation can
move faster under public pressure than the first 90% did, which means competitors who haven't
started are underestimating both the difficulty and the achievable speed of finishing the job. Turning
dye removal into a public shelf-trust claim converts what could have been framed as a compliance
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cost into a marketing asset, a reframe other CPGs facing similar MAHA-adjacent pressure could
copy directly. Any CPG still carrying synthetic dyes broadly is now visibly behind a completed
competitor timeline.

97. FSIS meatloaf recall shows prepared-meal trust depends on
label accuracy

USDA | Read Article

Power Plate Meals recalled approximately 5,795 pounds of frozen Meatloaf with Garlic Mashed
Potatoes after soy, a major allergen, was omitted from the ingredient statement. The 13.3-ounce
vacuum-sealed meals were distributed in Minnesota, North Dakota and South Dakota and carried
use-by dates extending from June 25, 2026, to June 10, 2027. A state inspector identified the
labeling problem. FSIS classified the action as a Class Il recall, and no adverse reactions had been
reported when the notice was issued.

SO WHAT: The food was not contaminated; the information layer failed. That distinction does not
protect the retailer, because an undeclared allergen turns a safe product into a hazardous one for
the wrong customer and leaves long-dated inventory sitting in freezers for months. The second-
order cost is recall execution across stores and consumers' homes; the third-order cost is buyer
scrutiny of every label change, supplier handoff and artwork approval. Prepared-meal trust is only
as strong as the last label revision.

98. MorningStar recall puts plant-based freezer brands under
quality scrutiny

PRNewswire | Read Article

MorningStar Farms voluntarily recalled Buffalo Chik'n Nuggets and Hot and Spicy Sausage Patties
because the products might contain pieces of plastic. The recall was announced June 18 and posted
by FDA on June 22, covering specified use-by dates in the United States, Puerto Rico and Costa
Rica. No other MorningStar Farms products were included, and the company instructed consumers
to discard affected packages and request a refund.

SO WHAT: Plant-based frozen food does not get a lighter quality standard because the category
sells a health or sustainability proposition. Foreign-material risk cuts directly against the promise of
controlled, engineered production that alternative-protein brands use to justify trust and price. The
second-order effect is retailer scrutiny of shared lines and preventive maintenance; the third-order
effect is category spillover when shoppers interpret one quality failure as evidence that highly
processed alternatives are less controlled than claimed. A plant-based brand can lose its
differentiation in one piece of plastic.
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99. Lehi Valley recall shows allergen control still travels through
retail distribution

FDA | Read Article

Lehi Valley Trading Company recalled 624 units of High Valley Orchard Chocolate Covered Raisins
on June 25 because the product contained undeclared peanuts. The affected 15-ounce packages, lot
0160933 with a January 23, 2027 best-by date, were distributed to retail stores through an
Albertsons distribution center between May 18 and June 25. No illnesses or deaths were reported.
The company said a temporary breakdown in production and packaging processes caused the
problem.

SO WHAT: A 624-unit recall looks small until one undeclared peanut reaches the wrong
household. The commercial lesson is that allergen control travels through the entire distribution
chain: a temporary plant breakdown becomes an Albertsons store-removal problem and a retailer
trust problem within hours. The second-order effect is more demanding lot-level visibility; the third-
order effect is that distributors and retailers inherit the reputational cost of a supplier process they
never saw. Small production failures become large channel liabilities when the allergen is invisible.

100. Red Lobster shareholders alleged the Endless Shrimp
collapse was an engineered scheme

Fortune | Read Article

A trust representing Red Lobster shareholders sued former controlling shareholder Thai Union in
Orange County, Florida, alleging the $20 all-you-can-eat Ultimate Endless Shrimp promotion was
deliberately continued past internal objections to maximize shrimp order volume from Red Lobster at
inflated prices, despite the deal generating an $11 million loss in 2023 and ultimately contributing to
Red Lobster's 2024 Chapter 11 bankruptcy.

SO WHAT: If the allegations hold up, this reframes one of the most-cited marketing blunders in
recent restaurant history as something closer to a supplier using governance control to extract
value from the company it was supposed to be supplying, a materially different and more
dangerous risk category than bad judgment. Any restaurant chain with a supplier holding board
influence or equity control has a live governance question to ask right now: does that supplier have
any incentive misaligned with the chain's own promotional economics. The specific mechanism
alleged, a marketing promotion engineered to move product at the supplier's inflated price
regardless of the retailer's profitability, is a template other supplier-investor relationships should be
stress-tested against. Whether or not the lawsuit succeeds, the allegation alone should prompt any
chain with a supplier-investor to check who actually benefits from their next big promotional bet.
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101. TLA1. Power of Private Brands 2026: Consumer Trends - From
Stores to Homes

FMI | Read Article

FMI's Power of Private Brands 2026 report found 92% of US grocery shoppers now have private-
brand products at home, up from 89% a year ago, with private-brand dollar sales rising 2.8% year
over year and outpacing national-brand growth. Nearly half of shoppers increased private-brand
purchases in the past year versus 31% who bought more national brands, and 94% said they'd keep
buying store brands even if prices fell. Taste and quality are closing on price as purchase drivers,
taste citations rose from 26% to 37% and quality from 30% to 39% since 2023, and 56% of shoppers
said their primary store's private brand is very or extremely important to where they shop. Millennial
and Gen Z shoppers are driving the growth.

SO WHAT: Private label has crossed from inflation defense into durable brand preference:
shoppers who stayed even as price gaps closed aren't price-shopping anymore, they're loyal. The
56% who say their store's private brand shapes where they shop turns private label from a margin
line into a banner-selection weapon, and the generational skew means this compounds rather than
fades as Millennial and Gen Z households build spending power. National brands face a rising
burden of proof on taste and quality, not just price, and retailers still treating private label as merely
the cheaper aisle are leaving the real asset, store choice itself, on the table.

NOW WHAT — FutureBridge: Consumomics can identify which of your private-label SKUs are
winning on trust, taste and health rather than price alone, while Market Opportunity Assessment
sizes the categories where deeper own-brand investment can shift banner choice and margin.

102. TL2. State of Supply Chain Consumer Pulse

RELEX | Read Article

RELEX's State of Supply Chain Consumer Pulse survey of 1,000 US and UK consumers found 61%
have changed how much food they buy because of higher grocery prices. The cuts concentrate in
discretionary categories, 46% pulled back on snacks and junk food, 39% cut beef, 34% cut alcohol,
while 68% still call fresh groceries worth paying more for and 49% say the same of household
essentials. Notably, shoppers ranked "prices changing too frequently" as their top shopping
frustration, ahead of shrinkflation and difficulty predicting the grocery bill.

SO WHAT: Consumers aren't cutting spending evenly, they're triaging category by category:
protecting fresh and essentials while abandoning discretionary snacks, beef and alcohol. Blanket
promotional or pricing responses will waste margin defending categories nobody was leaving
anyway, and miss the ones genuinely at risk. The sharper signal is the frustration data, shoppers
rank unpredictable pricing above the price level itself, meaning erratic promo cadence and
shrinkflation are doing more damage to trust than a straightforward price increase would. Retailers
and CPG companies need category-level demand models, not household-average assumptions, to
know where to hold the line and where they've already lost the shopper.
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103. TL3. NIQ Introduces NIQ Cadence: A Compound Al Operating
System for Marketing Effectiveness

NielsenlQ | Read Article

NIQ launched Cadence, a compound Al operating system that folds marketing measurement, budget
optimization and recommended action into one continuous environment instead of periodic reports.
Nineteen specialized agents run under NIQ Optiqg, drawing on NIQ's proprietary data alongside
partner and client platforms. The system is in beta with NIQ's marketing-mix clients through the rest
of 2026, ahead of a broader release.

SO WHAT: The important shift isn't another dashboard, it's the compression of measurement,
recommendation and activation into one continuous layer that shortens the decision window for
pricing, media and portfolio calls. That speed cuts both ways: it also means every brand using the
same third-party logic risks converging on the same recommendations, eroding the differentiation
marketing budgets are meant to buy. When intelligence becomes automated and shared,
proprietary demand understanding, not access to a faster dashboard, becomes the real moat.

NOW WHAT — FutureBridge: Consumomics can build a proprietary demand model around your
own customers, categories and occasions, while OSINT tests whether Al-generated
recommendations align with live competitive and channel signals before you redirect budget.

104. TL4. Lineage's 2026 Cold Chain Insights Report

Lineage | Read Article

Lineage's Cold Chain Insights Survey of 1,000 North American food and beverage supply-chain
decision-makers found 73% expect tariffs to keep hurting 2026 financial performance, and 57% said
2025 tariff costs already ran higher than expected. Demand for refrigerated and frozen products is
rising (72% report growth), 60% rank data and Al among the top forces reshaping operations, and
early Al investments are already meeting or beating ROI targets for most respondents. Flexible
storage capacity ranked as the leading unmet cold-storage need.

SO WHAT: The cold chain is being judged on response speed and intelligence now, not just cubic
footage. Networks built for steady, predictable throughput are being tested by tariff-driven sourcing
shifts and frozen/refrigerated demand that doesn't move on a fixed schedule, and the operators
already investing in Al-informed visibility are the ones reporting the tariff hit is manageable. The
next cold-chain advantage isn't more space, it's flexible capacity wired to decision-grade data that
can reroute around a tariff shock or a demand spike in real time.

NOW WHAT — FutureBridge: OSINT can map temperature-controlled capacity, utilization and
expansion signals around your operating footprint, while Market Opportunity Assessment tests
whether owned, dedicated or flexible third-party capacity creates the best resilience economics for
your portfolio.
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105. TL5. Restaurant Trends: June 2026

Revenue Management | Read Article

RMS's June read of 7,000+ US locations found May QSR net sales up 2.3% year over year, the fifth
straight month of growth, but traffic fell 1.6%, a step back from April's 0.8% decline. Bigger baskets
carried the gain: quantity per transaction rose 2.2% against menu-price growth of just 1.2%, while
average check climbed 3.5%, the strongest gain in over a year. Thirty-eight percent of Americans say
they're spending less at restaurants than a year ago. RMS's parallel World Cup analysis found host-
city restaurants near fan corridors can capture real gains, while non-host markets with high soccer
engagement saw restaurant sales decline 1.4% as fans stayed home to watch instead.

SO WHAT: Average check growth is carrying sales while the customer base keeps shrinking, that's
not resilience, it's price and basket size masking a weaker traffic engine. The World Cup data
sharpens the risk: it isn't just about hosting matches, high-engagement non-host markets are
actively losing restaurant traffic to living-room viewing, so operators need a market-by-market read
on where the tournament helps and where it competes directly with the dining occasion.
Restaurants managing to headline sales instead of traffic quality are building on a foundation that
cracks the moment cost inflation returns and check growth stops covering for fewer visits.

106. TL6. Consumer Outlook: Guide to 2026

NielsenlQ | Read Article

NIQ's Consumer Outlook, based on nearly 19,000 consumers across 27 countries, found 40%
remain cautious even as inflation cools. Food and beverage holds the highest average household
dollar spend of any category at $7,127 a year, and clean-label products continue gaining US share.
Premiumization is uneven by market, premium-brand buying is climbing in the UK (+19%), Germany
(+13%) and Poland (+16%), while pulling back in Saudi Arabia (-7%) and Thailand (-4%).

SO WHAT: There is no single global consumer right now, households are trading up, trading down
and exiting categories inside the same basket depending on trust, necessity and emotional value,
and the premiumization split proves it moves by market, not in unison. A broad value strategy
applied uniformly wastes margin defending categories that were never at risk while missing the
ones a household is genuinely ready to abandon. The only useful read on this outlook is category-
by-category, market-by-market, not a single global caution number.

107. TL7. 2026 U.S. Food & Beverage Outlook

Circana | Read Article

Circana's 2026 outlook narrowed expected US food and beverage dollar sales growth to 2-4%, with
volume flat to slightly negative, and flagged GLP-1 medication users as a rising share of category
spend, on pace, by Circana's own separate projection, to represent 35% of US food and beverage
sales by 2030. A June update tied to World Cup viewership found 24% of consumers plan to watch
matches with people outside their household, a specific engagement data point for CPG activation
planning.
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SO WHAT: Growth isn't available everywhere at once anymore. Companies trying to defend every
legacy SKU while also funding health, convenience and value platforms simultaneously will dilute
capital across priorities that don't all pay back. The GLP-1 trajectory raises the stakes: a medication
cohort headed toward more than a third of category spend by 2030 isn't a niche adjacent bet, it's a
portfolio-reshaping force that rewards companies focusing now over those still hedging across
every occasion.

108. TL8. 2026 State of the Restaurant Industry

NRA | Read Article

The National Restaurant Association's 2026 report projects $1.55 trillion in restaurant and
foodservice sales this year, 1.3% real growth after inflation, and more than 100,000 new industry
jobs, bringing employment to 15.8 million. But 42% of operators said their restaurant wasn't profitable
in 2025, up sharply from 29% in 2024, and 60% reported softer traffic. Ninety-eight percent of
operators cited labor as a top concern, and food costs sit more than 35% above pre-pandemic levels.

SO WHAT: Record industry sales and a record share of unprofitable operators are happening in
the same year, growth here is not a rising tide, it's a bifurcation. Expansion is separating concepts
with strong unit economics, labor depth and repeatable digital demand from operators using
category-level headlines to paper over weak individual stores. For anyone evaluating restaurant
assets or expansion, the topline number is close to meaningless without checking which side of the
42% divide a specific operator sits on.

109. TL9. Food Insights Report 2026

NielsenlQ | Read Article

NIQ's Food Insights 2026 series tracks out-of-home eating and foodservice trends, with category
deep dives (including a hot-beverages installment on alternative milks, syrup flavors and optimal
pricing) alongside cross-cutting looks at technology, sustainability and plant-based eating. Its
throughline: shoppers increasingly expect a single product to satisfy several needs, health,
convenience, indulgence, sustainability, at once, rather than accept a single-benefit trade-off.

SO WHAT: Multi-benefit demand raises the cost of being merely adequate. A product that's healthy
but inconvenient, or sustainable but overpriced, loses to something that resolves two or three
tensions at once without asking the shopper to choose. The operators and brands that win the next
round of foodservice innovation are the ones combining benefits in a single offer, not stacking
single-benefit claims onto the same tired base product.
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110. TL10. Health and Wellness Consumer Trends 2026

NielsenlQ | Read Article

NIQ's Health & Wellness 2026 research found trust in health and nutrition apps rising fast: 27% of
consumers now trust these apps more than product labels, and another 62% trust apps and labels
equally. The stakes are concrete, 87% of consumers said they'd put a product back on the shelf if a
scanning app flagged it for poor or undesirable ingredients.

SO WHAT: Health credibility has moved outside the brand's control. When 87% of shoppers will
abandon a product at shelf because a third-party app flagged an ingredient, the app's database, not
the front-of-pack claim, is increasingly where the purchase decision actually happens. Brands can
no longer treat label copy as the final word on health positioning; their actual ingredient and
formulation data has to hold up inside apps they don't own or influence, because that's where a
meaningful share of the buying decision now lives.

111. TL11. June Total Till Release - UK

NielsenlQ | Read Article

UK supermarket till sales rose 4.6% in the four weeks to June 13, improving from 4.2% the prior
period, but the growth was front-loaded. The late-May heatwave drove a 6.3% surge in the two
weeks to May 30; growth then slowed sharply to just 0.4% (with units down 1.7%) as cooler weather
returned. Promotional spend climbed to 25% of total FMCG sales, up from 23.5% a year earlier,
boosted by World Cup-linked retailer activity, with online promotional share hitting 29%. Consumer
confidence held flat at -23.

SO WHAT: A 4.6% headline masks a market that went from a 6.3% heatwave spike to essentially
flat unit growth within the same four weeks, and confidence sitting unmoved at -23 says none of it
reflects a stronger consumer. The rising promotional share, now a quarter of all FMCG sales,
nearly a third online, means more of this growth is being bought with margin than earned through
genuine demand. Retailers reading the till number alone would miss that they're increasingly
paying for volume rather than being rewarded for it.

112. TL12. Independence Day 2026 Celebration Basket Trends

NielsenlQ | Read Article

NIQ's Independence Day outlook frames the holiday as a concentrated FMCG demand event, grilling
essentials, beer and snacks driving basket size, with shoppers moving toward bulk buying and event-
focused purchasing. NRF's companion survey (fielded June 1-8) found 87% of consumers planned
to celebrate this year's 250th Independence Day, with food spending projected to hit a record $94.41
per person.

SO WHAT: Tentpole occasions reveal what consumers protect when budgets are tight, and record
per-person food spending around the 250th Independence Day shows that grilling and celebration
categories still carry pricing permission despite broader value-seeking. Categories that preserve
premium mix during high-emotion occasions deserve different promotional and inventory treatment
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from those that move only on discount. Retailers planning 2027 grilling-season inventory off this
year’s per-person spend are budgeting against a semi quincentennial that will not repeat.

113. TL13. Hospitality Business Tracker May 2026

NielsenlQ | Read Article

The NIQ RSM Hospitality Business Tracker found Britain's leading hospitality groups grew like-for-
like sales just 0.4% in May, only the second growth month of 2026, with year-on-year growth trailing
UK CPI inflation for 13 straight months. Pubs led the channel (+1.1%), helped by a Bank Holiday
warm spell, while managed restaurants grew more slowly (+0.5%). Performance split sharply by
geography: London-area operators grew 3.0% inside the M25 while sales fell 0.6% outside it.

SO WHAT: Thirteen straight months of growth trailing inflation means real hospitality demand has
been shrinking for over a year even in the "positive" months, and May's number is a weather-
flattered blip, not a turn. The London/outside-London gap (+3.0% vs. -0.6%) shows the recovery is
concentrated in higher-income catchments, not broad-based, any operator or investor reading
"second growth month" as a sector recovery is missing that a large share of the estate outside
London is still contracting.

114. TL14. IFIC Spotlight Survey: Americans' Perceptions of
Nutrition Labels

IFIC | Read Article

IFIC's June survey of 1,000 US adults found 79% check nutrition or ingredient information at least
sometimes while grocery shopping, with 47% doing so always or often, and 86% saying they're at
least somewhat confident interpreting that information. Calories (45%), total sugars (44%), protein
(42%), sodium (41%) and added sugars (39%) topped what shoppers look for, and most want front-
of-pack labeling that flags both nutrients to encourage and nutrients to limit, arriving as FDA's
proposed front-of-package "Nutrition Info Box" framework remains pending.

SO WHAT: Labels aren't passive compliance panels, they're compressed decision systems, with
over three-quarters of shoppers checking them at least sometimes, the cues a package leads with
can redirect category choice before the rest of the product story is even read. The preference for
labels showing both what to encourage and what to limit, rather than a single simplified score,
means companies pushing for an oversimplified front-of-pack system risk building something
shoppers say they don't actually want. With FDA's rule still pending, reformulation and packaging
decisions made now should anticipate a dual-sided label, not a single grade.
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115. TL15. FDA Releases Report on Traceability Readiness
Tabletop Exercises and Updated FAQs

FDA | Read Article

FDA published a report on traceability-readiness tabletop exercises run with 15 companies between
March 9 and April 1, testing whether participants could produce complete records within the Food
Traceability Rule's 24-hour response window. Most companies met the deadline, but the exercises
exposed real gaps: uneven sharing of Traceability Lot Codes and their source locations, inconsistent
data quality across critical tracking events, and at least one distributor that agreed to participate,
never submitted data, and stopped responding to FDA's follow-ups. FDA also updated its FAQs on
traceability plans and intracompany shipments. The rule's compliance date has already been pushed
back once, from January 20, 2026 to July 20, 2028, to give the supply chain more time to coordinate.

SO WHAT: Traceability has moved from recordkeeping design to response-time performance
under real conditions, and the exercises show the weak link isn't technology, it's trading-partner
coordination, companies can hold every required data field and still fail the 24-hour test if a supplier
or distributor doesn't respond. The 30-month compliance delay to 2028 buys time, but the exercise
data says most of that time needs to go into aligning with trading partners on data flow, not just
building internal systems. A company whose upstream or downstream partners can't produce clean
Traceability Lot Code data is carrying someone else's compliance risk as its own.

NOW WHAT — FutureBridge: OSINT can benchmark buyer and regulator expectations across
your channels, while Regulatory Prediction and Impact can run a gap assessment against your own
data flows, supplier contracts and recall-response process before a live request exposes the
weakness.

116. TL16. Update of the Risk Assessment on Dioxins and Dioxin-
Like PCBs in Feed and Food

EFSA | Read Article

EFSA finalized an updated risk assessment on dioxins and dioxin-like PCBs, cutting the tolerable
weekly intake from 2 to 0.6 picograms per kilogram of body weight, roughly a threefold tightening,
using the World Health Organization's revised 2022 toxicity factors. Even though the new
methodology actually lowers calculated dietary exposure by 27-35% compared with the prior
measurement approach, EFSA still concludes exposure exceeds the new, stricter threshold for all
age groups in Europe, with particular concern for the reproductive health of sons born to women of
childbearing age. Milk and dairy, and fish and fish products, are the leading contributors to dietary
intake.

SO WHAT: A lower tolerable exposure limit doesn't stay a scientific footnote, it becomes a
commercial threshold before it becomes a legal one, moving into supplier specifications, testing
frequency and retailer acceptance standards well ahead of any formal EU limit rewrite. With dairy
and fish flagged as the primary exposure pathways and the new intake ceiling three times tighter
than before, category-level reformulation and sourcing scrutiny in those two supply chains
specifically, not food broadly, is where this lands first.
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117. TL17. New EU Commission Report on the State of Play of
Food Safety Culture Controls in the EU

EFSA | Read Article

The European Commission's 2026 survey found food safety culture official controls are now in place
in 18 of the EU's 27 member states, with all countries responding to the questionnaire sent under
2021 legislation requiring food businesses to demonstrate safety-culture practices through behavior
and governance evidence, not just documentation. Most countries reported real difficulty
implementing the requirement, largely because rating "culture" objectively during an inspection is
inherently harder than checking a paper system.

SO WHAT: Food safety culture is moving from a policy statement to something inspectors are
actively trying to assess through behavior and governance evidence, even though most member
states admit they're struggling to do it consistently. That inconsistency is itself the risk: a company
operating across multiple EU markets can face materially different scrutiny of the same practices
depending on which country's inspectors show up, and a weak site anywhere in the network can
become a group-wide reputational problem once the standard hardens. The gap between "control
is in place" (18 states) and "control is applied confidently" is where the enforcement risk actually
sits.

118. TL18. Advance Monthly Sales for Retail and Food Services,
May 2026

Census | Read Article

The Census Bureau's advance estimate put May 2026 retail and food services sales at $763.7 billion,
up 0.9% from April and 6.9% from May 2025. Nonstore retailers led growth at 12.2% year over year,
while food services and drinking places grew 2.7%.

SO WHAT: Nominal sales growth this strong can come from consumers buying more, paying more,
or shifting channels, and without decomposing which one is driving the 6.9% headline, it's easy to
mistake inflation or a channel shift for genuine demand strength. The 12.2% nonstore growth
against a 2.7% food-services gain is itself a signal, e-commerce is capturing a disproportionate
share of whatever growth exists, which should shape where capital goes before the next report
revises the picture.

119. TL19. FSMA Final Rule on Requirements for Additional
Traceability Records for Certain Foods

FDA | Read Article

FDA's Food Traceability Rule requires entities handling foods on the Food Traceability List to
maintain additional Key Data Elements tied to specific Critical Tracking Events, coordinated across
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the supply chain. The compliance date, originally January 20, 2026, has already been pushed to July
20, 2028, a 30-month extension FDA granted specifically to give trading partners more time to
coordinate data flow, following the tabletop exercises that exposed exactly that gap (see TL15).

SO WHAT: The rule doesn't stay inside quality assurance, it reshapes supplier qualification,
technology architecture and the economics of handling high-risk foods, and the 2028 deadline
reads less like a reprieve than an admission the supply chain wasn't ready. A supplier that can't
transmit clean, fast traceability data becomes a channel liability well before the formal deadline,
because buyers who watched the tabletop exercises expose exactly this failure mode won't wait
until 2028 to start qualifying suppliers on it.

120. TL20. Guidance on the Application of the Packaging and
Packaging Waste Regulation

European Commission | Read Article

The European Commission published its final Guidance Document and FAQ on the Packaging and
Packaging Waste Regulation (PPWR) on March 30, 2026, clarifying interpretation ahead of the
regulation's August 12, 2026 application date. The guidance confirms the PFAS restriction on food-
contact packaging takes effect that same date, at concentrations of 25 parts per billion for any single
PFAS or 250 ppb combined, and clarifies who counts as "manufacturer" for compliance purposes,
generally the brand owner who sets packaging specifications, not the physical producer.

SO WHAT: Guidance is where regulation becomes an engineering schedule, and with the PFAS
ban and the manufacturer-liability rules both landing August 12, less than two months after this
guidance was published, companies still redesigning food-contact packaging are on a compressed
runway, not the multi-year one the regulation's 2025 passage implied. Waiting for a "final" deadline
is no longer an option: the rules that matter commercially, PFAS limits and who owns compliance
liability, are already locked in and enforceable.

NOW WHAT — FutureBridge: OSINT can track PPWR guidance, enforcement updates and
packaging-compliance requirements against the formats and materials in your portfolio, while
Technology Scouting identifies commercially ready alternatives before converter capacity tightens.

121. TL21. Tracking Food Industry Pledges to Remove Petroleum-
Based Food Dyes

FDA | Read Article

FDA's tracker catalogs voluntary company commitments to remove six remaining petroleum-based
color additives (including Red 40, Yellow 5 and Yellow 6) from the food supply, following HHS's April
2025 request that industry phase them out, a target already extended once, from end-of-2026 to end-
of-2027. FDA has revoked authorization for only one dye outright (Red No. 3) and proposed revoking
a second, rarely used one (Orange B); the rest remain legally approved pending voluntary phase-out.
As an incentive, FDA changed its labeling policy in February 2026 so companies can claim "no
artificial colors" as long as a product contains no petroleum-based dye, even if it still uses other
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synthetic-derived colorants. Watchdog group CSPI maintains a competing tracker and has publicly
called FDA's version vague and incomplete, citing industry's history of missed reformulation
promises.

SO WHAT: Competitive pressure, not current law, is doing most of the work here, since the dyes
themselves stay legally approved and the phase-out deadline has already slipped once. FDA's
tracker is becoming a public scoreboard companies get judged against whether or not they signed
up for it, and the new "no artificial colors" labeling flexibility gives fast-movers a marketing edge
before any deadline forces the laggards to catch up. Companies betting on the current 2027 target
holding, rather than shipping reformulation early, are betting against a program that has already
slipped once and is being watched by a watchdog actively documenting who breaks their word.

122. TL22. USDA Food Plans : Monthly Cost of Food Reports

USDA | Read Article

USDA's monthly Thrifty, Low-Cost, Moderate-Cost and Liberal Food Plans estimate the cost of a
nutritionally adequate at-home diet for different household types, and the Thrifty Plan specifically is
the benchmark used to calculate SNAP allotments and other program benefits.

SO WHAT: These plans aren't just household-budget tables, they're the external benchmark for the
price architecture required to keep a nutritionally adequate basket within reach, and because SNAP
benefit levels are pegged to the Thrifty Plan specifically, any gap between your entry-price
assortment and that benchmark becomes both a demand risk and, indirectly, a policy exposure for
the retailer serving that customer base.

123. TL23. The Food and Nutrition Assistance Landscape: Fiscal
Year 2025

USDA | Read Article

USDA's annual landscape report tracks participation, spending and program reach across the 16
federal food and nutrition assistance programs, led by SNAP, which alone accounts for roughly 70%
of total nutrition-assistance spending and served an average of 41.7 million people a month in the
most recent full-year data. Total federal spending on these programs has been falling since its
FY2021 pandemic-era peak, down to $142.2 billion in FY2024. This edition lands as new SNAP
administrative cost-sharing rules take effect, shifting a larger share of costs onto states starting this
October.

SO WHAT: Benefit programs are material demand infrastructure for grocery, not a social-policy
sidebar, and SNAP's roughly 70% share of that spending makes it the single largest lever in the
system. With states about to absorb more of the administrative cost, and, for high-error-rate states,
a share of benefit costs starting in 2027, some states have already signaled they'd consider
narrowing eligibility or exiting the program if costs become unmanageable. A retailer with
meaningful SNAP-dependent trade areas should be modeling state-by-state exposure now, not
waiting for a participation drop to show up in the sales data.
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124. TL24. Food Environment Atlas

USDA | Read Article

USDA's Food Environment Atlas compiles county-level indicators on food access, store availability,
affordability and community health characteristics, providing a geographic view of how local
conditions shape food purchasing.

SO WHAT: National averages conceal the trade areas where format, assortment and access
economics are structurally different, and the Atlas can reveal markets where conventional site-
selection assumptions fail because transportation, income, store density and health needs interact
in ways a national number never surfaces. Food access is a local operating condition, not a
national demographic, treating it as the latter means missing both underserved whitespace and
markets where a planned format simply doesn't fit the county's economics.

125. TL25. Food Access Research Atlas

USDA | Read Article

USDA's Food Access Research Atlas maps census tracts with limited access to supermarkets and
other food retailers, based on distance, vehicle access, income and demographic measures, a more
granular view of underserved communities than the broader Food Environment Atlas.

SO WHAT: Distance alone doesn't define a viable food-access opportunity; the commercial
question is whether unmet demand, transport constraints, household density and available
financing can support the right format at the right size. The white space this Atlas identifies is real
only where access need and operating economics actually overlap, and mistaking a low-access
tract for a guaranteed opportunity is how format expansions end up in the wrong place.
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126. TL26. The State of Grocery North America 2026

Mckinsey | Read Article

McKinsey's State of Grocery North America 2026 found private label continuing to outgrow national
brands by roughly three times even as inflation moderates, with about 85% of consumers now saying
private label matches or exceeds national brand quality. Prepared and ready-to-eat foods are
becoming habitual rather than occasional, 61% of consumers buy them at least monthly, and 94% of
grocers say fresh and prepared foods significantly drive customer loyalty.

SO WHAT: The middle of grocery is losing its protection. Scale players can fund price, discounters
own value credibility, and differentiated formats give shoppers a reason to visit, leaving
conventional operators without one of those advantages exposed to structural margin compression.
The 85% quality-parity figure matters because private label is no longer winning on cost alone; it is
winning on trust, which means national brands need a product answer rather than another round of
pricing and promotion. Fresh and prepared foods remain one of the few areas that can build loyalty
rather than simply move volume. A grocery banner now needs a defensible operating model, not
just competent execution.

NOW WHAT — FutureBridge: Market Opportunity Assessment can test which format, category
and geographic moves create a defensible growth position for your banner, while Consumomics
identifies the customer missions you can credibly own.

127. TL27. State of the Consumer 2026: When Tech Acceleration
and Cost Pressures Collide

Mckinsey | Read Article

McKinsey's State of the Consumer 2026, based on a survey of nearly 4,900 consumers across
Brazil, France, Germany, the UK and the US, examined how technology adoption and cost pressure
are interacting rather than operating separately. On GLP-1s specifically: households that adopted the
medications cut grocery spend by roughly 6% within six months, but 34% of users stop within six
months and typically resume prior spending levels, and roughly 25 million Americans are projected to
be on the drugs by 2030.

SO WHAT: Technology doesn't override value pressure, it changes how consumers manage it, Al
shopping, automated replenishment and personalized offers only convert when the benefit is
obvious and the data exchange feels legitimate. The GLP-1 discontinuation rate is the sharper
signal buried in this report: with a third of users stopping within six months and spending
rebounding, grocers and CPG companies modeling a permanent 6% demand hit from GLP-1
adoption are overstating the effect. The real planning problem is volatility in an individual
household's spending as they cycle on and off the medication, not a clean structural decline.
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128. TL28. From Campaigns to Continuous Growth: Al Capabilities
Shaping Marketing

Mckinsey | Read Article

McKinsey's research (with Google) estimates Al could unlock up to $90 billion in improved marketing
returns in the US alone, yet fewer than 10% of organizations have successfully scaled Al across
marketing workflows. Companies that fully redesign marketing around real-time Al (insight, creation,
personalization and optimization operating continuously) see 2—-3x productivity gains, 10—-30% cost
savings and 4—7% revenue and conversion growth. The report also flags a new role, the "Agent
Whisperer," responsible for ensuring brands are represented accurately inside Al systems, as up to
$750 billion in consumer spend is projected to flow through Al-powered search by 2028.

SO WHAT: Continuous optimization compresses the advantage of a good campaign and raises the
cost of slow decision-making, but the fact that fewer than 10% of organizations have actually
scaled Al in marketing is the more important number here, the gap between what's technically
possible and what's operationally deployed is still enormous. The $750 billion Al-search spend
projection for 2028 means the "Agent Whisperer" function, making sure an Al system represents
your brand accurately when a consumer never sees a search results page, isn't a future role, it's a
capability gap opening right now while most competitors are still treating Al as a campaign tool
rather than infrastructure.

129. TL29. The State of Food and Beverage: The Choices CPG
Leaders Can Make to Renew Growth

Mckinsey | Read Article

McKinsey's State of Food & Beverage report found total shareholder returns for the world's largest
F&B CPG companies down roughly 7% since 2023, even as the S&P 500 gained about 9% over the
same period, with volume growth constrained to under 1% annually. US food prices ran 31% above
2019 levels through Q3 2025, and private label hit a record $282.8 billion in US sales in 2025,
growing at nearly three times the rate of national brands.

SO WHAT: The hard part is not identifying growth themes, it's stopping investment in assets that
no longer deserve capital, and the TSR gap versus the broader market is the proof that incremental
optimization has stopped working. This isn't a temporary dip, it's several straight years of the sector
underperforming its own benchmark while private label eats share at three times the growth rate.
Companies that preserve every legacy brand while adding new platforms create complexity faster
than growth, and with volume capped under 1%, the only way most CPG companies grow at all
right now is by taking share from someone else in the same shrinking pie, renewal starts with
subtraction before it earns the right to add.

NOW WHAT — FutureBridge: Consumomics can rank the demand durability of your brands and
SKUs, while TerraCaptus evaluates whether acquisition, divestiture or partnership targets are
backed by defensible capability rather than a narrative premium.
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130. TL30. The State of Grocery Retail Europe 2026: Margins Under
Pressure, Models in Motion

Mckinsey | Read Article

McKinsey's State of Grocery Retail Europe 2026 found sales grew 3.4% in 2025, almost entirely on
2.9% food inflation, with actual volume growth of just 0.6%. EBIT margins held flat at 2.8%, and 77%
of grocery CEOs named cost and margin pressure their top concern for a fifth consecutive year.
Labor inflation (5.1%) is now outpacing food inflation (4.0%); private label reached 40% value share
across the EU-11; and store selling space has grown 4.6% since 2019 against only 1.7% volume
growth, meaning productivity per square meter is declining.

SO WHAT: Europe is not facing one grocery market, it's facing multiple regulatory and format
economies operating under a shared margin squeeze, and the space-versus-volume gap makes
that concrete: retailers have been adding square footage faster than demand for six years running,
a slow-motion productivity problem hiding inside a headline sales number that looks fine. With labor
costs now rising faster than food prices, and margins stuck at 2.8% for a fifth straight year of CEOs
naming the same top concern, the operators who win won't be the ones adding more space or
waiting for inflation to bail them out, they'll be the ones building private label share and cutting
square footage that isn't earning its keep.

131. TL31. Retail Predictions 2026: Six Key Shifts

BCG | Read Article

BCG's Retail Predictions 2026 identifies six shifts expected to shape the year, spanning Al-driven
discovery, automation, security, value definition, supply chains and store formats, framed around
fragmented frontline roles giving way to more automated operations.

SO WHAT: Predictions are cheap, sequencing is not. Retailers that fund every emerging shift
simultaneously build a portfolio of pilots without an operating advantage, while the ones who win
know which shift changes their economics first. With automation and Al-driven discovery both
flagged as near-term forces, the real test for a retailer reading this isn't whether these six shifts are
real, it's ranking them against which one actually moves their specific cost or revenue line this year
versus which one is still a 2028 story.

132. TL32. 2026 Consumer Products Industry Global Outlook

Deloitte | Read Article

Deloitte's 2026 Global Consumer Products Industry Outlook, based on a survey of 300 senior
executives, found 47% of consumers globally, including 35% of high-income households, now
behave as consistent "value seekers," regularly sacrificing convenience to control cost. Only about a
third of brands currently deliver the "more value for the price" positioning consumers say they want
across price tiers.
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SO WHAT: CPG companies cannot productivity-save their way to relevance, but they also cannot
innovation-spend their way around weak economics, the gap between 47% of consumers
demanding value-for-price and only a third of brands actually delivering it is the opportunity and the
warning at once. Cost reduction without portfolio choice delays decline; portfolio choice without cost
discipline runs out of money. With over a third of even high-income households now behaving as
value seekers, this isn't a low-income trade-down story anymore, brands assuming premium tiers
are insulated from the value conversation are reading last cycle's consumer, not this one.

133. TL33. 2026 Retail Industry Global Outlook

Deloitte | Read Article

Deloitte's 2026 Retail Industry Global Outlook, based on a survey of 330 global retail executives,
found 96% expect industry revenue to grow this year and 81% foresee margin expansion, grounded
in expected cost savings, efficiency programs and productivity initiatives, even as overall economic
growth is expected to slow modestly.

SO WHAT: The transformation portfolio is becoming the biggest source of complexity in retail, and
the 96%/81% optimism numbers should be read with some skepticism, that much unanimous
confidence usually means executives are betting on the same efficiency levers (Al, automation,
cost programs) simultaneously, which is exactly the crowded-bet dynamic that erodes the
advantage of doing it. Al, media, fulfillment and store modernization each look attractive alone, but
they compete for the same data, leadership and capital internally, the retailer that integrates the
bets deliberately will outperform the one simply funding all of them because the whole industry is
doing the same thing.

134. TL34. Food Policy Insider: June 2026

CR Advocacy | Read Article

Consumer Reports' June Food Policy Insider tracked the packaged foods, frozen foods and
beverage industries' second annual "National Consumer Transparency Week" (week of June 8),

used to publicly reaffirm opposition to food chemical disclosure legislation. The same industries
lobbied Congress for legislation that would preempt state-level food laws, specifically targeting a New
York bill that would close a federal loophole letting companies avoid disclosing potentially harmful
chemicals to FDA. The infant formula industry is separately fighting testing and disclosure
requirements.

SO WHAT: Policy risk is no longer arriving as one federal rule with one deadline, it's arriving
through states, courts, agencies and now industry-funded PR campaigns running on parallel
clocks. A "Transparency Week" built specifically to defend opacity is a preview of the messaging
environment companies will need to navigate publicly even if they personally support disclosure,
and the federal preemption push matters more than the New York bill itself, since a successful
preemption effort would neutralize every state-level transparency law at once rather than just one.
The operating risk isn't ignorance of the issue, it's sequencing the response against the wrong
deadline while a state-by-state patchwork gets frozen or unfrozen by a single federal vote.
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NOW WHAT — FutureBridge: OSINT can track state-level food chemical legislation, federal
preemption activity, court challenges and implementation signals, mapping each development to
the affected SKUs, markets and decision windows in your portfolio.
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135. TL35. NRA: Immigration Reform May Be on the Table in 2026

NRA | Read Article

The National Restaurant Association placed comprehensive immigration reform among its three
principal federal priorities for 2026 as restaurants prepare to add more than 100,000 jobs. Nearly one
in four restaurant workers is an immigrant, while 55% of more than 900 surveyed operators said
recent immigration-policy changes had negatively affected their businesses. Thirty-seven percent
reported weaker sales or customer traffic, 25% faced greater difficulty hiring and retaining workers,
and 18% experienced employees not reporting for scheduled work. The Association is advocating for
protection of the existing workforce, reform of the work-visa system and a more predictable legal
immigration framework.

SO WHAT: Immigration uncertainty is already affecting both sides of the restaurant P&L. The
immediate staffing disruption is visible, but the 37% reporting lower traffic shows the issue also
changes customer behavior in affected communities. For operators planning new units, extended
hours or menu expansion, workforce availability can no longer be treated as a stable assumption
underneath the growth plan. A restaurant may have viable demand and attractive real estate but
still lack the labor certainty required to operate the concept consistently. Immigration reform is
therefore not only a workforce issue; it is a capacity and capital-allocation issue.

136. TL36. Why Trade and Swipe Fees Are NRA's Political
Priorities for Restaurants

Restaurant Dive | Read Article

The National Restaurant Association made the Credit Card Competition Act and preservation of the
USMCA two of its three core policy priorities for 2026. Two payment networks control approximately
80% of the US credit-card processing market, and card-processing costs are now the third-largest
operating expense for many restaurants after food and labor. Sixty-six percent of surveyed operators
said their card-processing fees had risen during the previous two years, with an average reported
increase of 9.4%. At the same time, food prices are 37% above 2020 levels, while median full-service
restaurant margins fell from 4% in 2019 to 2.8% in 2024 and limited-service margins declined from
6% to 4%. Mexico and Canada remain the restaurant industry’s largest sources of imported food and
beverages, making the 2026 USMCA review a direct input-cost issue.

SO WHAT: Restaurants are increasingly being squeezed by costs that customers never see and
operators cannot easily negotiate. Swipe fees take margin from every digital transaction without
improving the guest experience, while a weaker USMCA would raise the cost or reduce the
availability of products that many menus depend on year-round. With full-service margins already
below 3%, these are no longer peripheral policy expenses that can be absorbed through routine
productivity measures. They determine whether an operator can maintain price, preserve menu
breadth and continue investing in labor or new units. The restaurant cost problem is moving beyond
food and wages into the infrastructure required to accept payment and source ingredients.
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137. TL37. NACS State of the Industry Report of 2025 Data

NACS | Read Article

US convenience-store foodservice and merchandise sales reached $341.2 billion in 2025, increasing
1.7% and marking the 23rd consecutive year of in-store sales growth. Foodservice accounted for
28.5% of inside sales but generated 38.9% of in-store gross-profit dollars. Prepared foods
represented 73.9% of foodservice sales, up from 66.4% in 2021. Fuel still represented 65% of total
industry revenue, but contributed only 38.8% of gross-profit dollars. Meanwhile, average monthly
transactions declined 2.7%, direct store operating expenses increased 4.2%, and card fees reached
a record $21.3 billion.

SO WHAT: The convenience model is becoming more dependent on foodservice at the same time
that traffic is weakening and operating costs continue to rise. Foodservice now produces a
disproportionately large share of gross profit, meaning prepared food is no longer an ancillary offer
supporting fuel visits; it is carrying the economics of the store. That creates a more demanding
operating model, because restaurant-level expectations for quality, speed, labor and consistency
now sit inside a retail network historically designed around packaged products and fuel. C-store
operators that treat foodservice as another merchandise category will underinvest in the capability
that increasingly determines store profitability.

138. TL38. 2026 Summer Travel and Dining Trends: Key
Developments Shaping Restaurant Demand

NRA | Read Article

The National Restaurant Association’s survey of 1,003 adults found that 55% planned to take at least
one overnight domestic trip during summer 2026. Among travelers, 98% expected to use restaurants
during their trips, including 93% planning to dine on-premise and 90% expecting to use takeout,
delivery or drive-thru. Restaurants ranked ahead of shopping, sightseeing and beach visits as a
planned travel activity. However, demand remained highly value-conscious: 90% said convenience
and affordability would influence restaurant selection, 70% planned to look for discounts or daily
specials and 79% wanted to try local cuisine associated with the destination.

SO WHAT: Summer travel creates restaurant demand, but it does not suspend value sensitivity.
Travelers want both predictability and discovery: convenient locations and affordable offers reduce
the risk of an unfamiliar purchase, while local cuisine gives the trip a sense of differentiation. That
favors operators able to combine accessible price points with a destination-specific reason to visit.
National chains relying only on familiarity may protect functional occasions but lose higher-value
experiential visits, while local operators without clear pricing or digital visibility may fail to convert
interest into traffic. The summer opportunity belongs to concepts that make local relevance easy to
find, easy to understand and easy to afford.
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139.TL39. Research Insight: Workforce Hiring and Staffing

NRA | Read Article

The National Restaurant Association found that nearly eight in ten short-staffed operators believed
understaffing materially constrained their ability to grow and succeed. Almost half could not operate
at full capacity, 43% delayed expansion plans or changed their menus, 34% reduced operating hours
and one in five closed on days they would otherwise have traded. The report also quantified the lag
between hiring and economic contribution: hourly employees reached break-even after an average of
31.8 days, while managers and salaried employees took 72.2 days on average, with some leadership
roles requiring three to six months. Hourly roles took an average of 16 days to fill, compared with 46
days for managers.

SO WHAT: Headcount is a weak measure of workforce health because a filled position does not
become productive immediately. Restaurants absorb the vacancy cost while recruiting, then carry a
second cost while new employees train toward break-even. The much longer time required to
recruit and develop managers is especially important: expansion can be constrained by leadership
depth even when frontline hiring appears stable. A concept adding units faster than it develops
managers is effectively borrowing operational capacity from existing stores. Workforce planning
therefore needs to measure productive labor, management readiness and time to economic
contribution—not simply vacancies and hires.

140. TL40. PLMA Five-Month U.S. Store Brand Sales Report

PLMA | Read Article

Circana data reported by PLMA showed US store-brand unit sales increasing 0.1% during the first
five months of 2026 while national-brand unit sales declined 2.1%. Dollar performance moved in the
opposite direction: store-brand dollar sales fell 0.2%, while national brands increased 2.2%, reflecting
differences in pricing rather than physical demand alone. Store brands nevertheless reached a
record 23.8% unit share and held a 21.2% dollar share. Growth varied sharply by department, with
private-label units rising 4.8% in pet care, 1.3% in beverages and 0.9% in refrigerated products.
Several large food categories also delivered double-digit annual growth, including refrigerated side
dishes, seafood, coffee, dried meat snacks, refrigerated meat and chocolate candy.

SO WHAT: The divergence between dollars and units is the central signal. National brands are
generating more revenue while losing physical purchase volume, which suggests pricing is
supporting the top line even as demand weakens. Store brands are doing the reverse: protecting or
gaining units despite slightly lower dollar sales. That gives retailers a stronger foundation than
headline sales alone would suggest, because unit share reflects products continuing to enter
baskets. The opportunity is not uniform, however. The category results show that private label is
gaining fastest where retailers can combine credible quality with clear consumer needs such as
protein, convenience and routine replenishment. Broad private-label expansion will be less effective
than concentrating investment behind categories where unit momentum already demonstrates
permission to grow.
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141. TL41. Technomic Expands Generative Al Functionality to
Supercharge Industry-Leading Ignite Menu Data

Technomic | Read Article

Technomic expanded its Ignite Al platform to let foodservice users query its menu database through
natural-language prompts rather than manually filtering and interpreting datasets. The tool can
compare menu items, ingredients, flavors and prices across brands, markets, segments and meal
occasions; identify gaps in a restaurant’s offer; and benchmark individual items against competitors
or regional averages. The platform is positioned as a decision-support layer over Technomic’s
proprietary menu classifications and industry data, bringing competitive analysis closer to menu
development, pricing and portfolio planning.

SO WHAT: Generative Al is reducing the effort required to access menu intelligence, but it also
makes the underlying data available to every subscriber at roughly the same speed. That shifts the
advantage away from finding the information and toward asking better questions, combining the
output with proprietary customer evidence and acting before competitors reach the same
conclusion. A restaurant or supplier that uses common Al-generated whitespace as its complete
innovation strategy risks launching the same flavor, format or pricing move as everyone else using
the platform. Shared intelligence accelerates the market; it does not create differentiation on its
own.

142. TL42. PFAS in Food Packaging: What the 2026 EU Ban Means
for Your Business

TraceX | Read Article

TraceX outlined the implications of the EU’s PFAS restriction for food-contact packaging, which
applies from August 12, 2026. The rule places concentration limits on PFAS in food-contact materials
and extends the compliance burden beyond the visible package to coatings, grease-resistant
barriers, inks, adhesives and other components. Food manufacturers, retailers, importers and
packaging suppliers will need defensible evidence that each relevant packaging type complies, rather
than relying only on general supplier assurances or the absence of intentionally added PFAS.

SO WHAT: PFAS has become a market-access issue, not simply a sustainability commitment. A
finished pack can appear compliant while an undocumented coating, adhesive or imported
component leaves the SKU exposed. The commercial risk is especially acute for companies with
fragmented bills of materials or packaging sourced through multiple converter tiers, because the
legal deadline arrives whether or not the evidence chain is complete. Companies that treat this as a
broad supplier questionnaire may discover too late that they cannot prove compliance for specific
packaging formats. The package and its chemistry file now have equal importance.

84 FutureBridge


https://www.technomic.com/press-ignite-menu-ai/
https://tracextech.com/pfas-in-food-packaging/

143. TL43. Food and Drink Giants Call for Postponements to EU
Packaging Laws

Ingredients Network | Read Article

More than 100 companies, including Coca-Cola, Kraft Heinz, McCormick and Mondeléz, asked the
European Commission to delay or revise elements of the Packaging and Packaging Waste
Regulation. In an April 29 letter, the companies argued that unresolved legal interpretation,
incomplete technical guidance and the limited implementation window could prevent the regulation
from working as intended. The request emerged only months before key PPWR provisions begin
applying in August 2026 and drew opposition from environmental and health groups that argued
reopening the law would reward companies that had delayed preparation.

SO WHAT: The request for postponement is evidence that compliance capacity is becoming
constrained across the industry. Even if policymakers extend selected deadlines, the physical
bottlenecks—testing laboratories, converter capacity, compliant materials, tooling and supplier
documentation—will not disappear. A delay would therefore benefit companies that already know
where their exposure sits and can use the additional time to convert priority SKUs. It offers little
protection to businesses that are still treating PPWR as one enterprise-level policy issue rather
than thousands of packaging decisions. More time only creates value when the remediation
program is already moving.

144. TL44. Diving Deeper into the EU's Latest Guidance on the
PPWR

Packaging Europe | Read Article

The European Commission published additional PPWR guidance on June 5, 2026, addressing
practical questions around PFAS restrictions, recycling and reuse derogations, evidence
requirements and the treatment of specific packaging formats. The guidance confirmed that the
PPWR will apply from August 12, 2026, but also exposed continued complexity around how
businesses demonstrate compliance. Packaging Europe noted that an earlier version had been
described as outdated during a May expert-group meeting, while the subsequently published version
contained only limited changes, illustrating how quickly interpretation has been evolving.

SO WHAT: The problem is no longer understanding the broad intent of the regulation. It is applying
the correct interpretation to a specific SKU before artwork, tooling, material contracts and
production schedules are locked. Small differences in pack construction, market, food-contact
function or reuse classification can change the evidence required and the available derogations.
That makes enterprise-level policy summaries insufficient for implementation. PPWR compliance
will be won or lost at the format and SKU level, where a wrong assumption can turn completed
packaging work into stranded cost.
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145. TL45. The New Era of Fiber: The Ingredient Fueling Food
Innovation

Food Business News | Read Article

Food Business News identified fiber as one of the ingredients expected to shape food innovation in
2026, alongside protein and cultured dairy. The shift is supported by a persistent consumption gap
and growing consumer interest in digestive health, satiety and metabolic wellness. Fiber is also
moving into a wider range of formats—including beverages, snacks, bars and fortified mainstream
foods—while ingredient suppliers develop soluble, prebiotic and texture-managing systems intended
to reduce the sensory and digestive barriers associated with higher inclusion levels.

SO WHAT: Fiber is moving toward the mainstream position protein has occupied, but it will not
follow the same formulation playbook. Consumers can easily understand a higher protein number;
fiber performance is less visible and more dependent on digestive tolerance, texture, sweetness,
hydration and the credibility of the health benefit. A high gram claim may generate trial and still
damage repeat purchase if the product causes bloating, tastes overly processed or relies on a
benefit consumers cannot feel. The category will not be won by adding the most fiber. It will be won
by delivering a credible dose in a format consumers can use repeatedly without sensory or
digestive compromise.

146. TL46. Grocery Supply Chain Issues: Three Pressures
Reshaping 2026

SPS Commerce | Read Article

SPS Commerce identified three pressures reshaping grocery supply chains in 2026: distributor
consolidation, the expansion of omnichannel fulfilment and intensifying regulatory scrutiny. The
analysis highlighted Sysco’s proposed $29.1 billion acquisition of Restaurant Depot as an example of
consolidation that can force retailers and suppliers to remap trading relationships and data
connections. At the same time, delivery platforms and omnichannel partners are creating additional
order and inventory specifications, while traceability and compliance rules require faster, more
standardized information exchange. The pressure is amplified by the economics of grocery retail:
average food-retailer net profit was approximately 1.7% in 2024, leaving little room for manual errors,
delayed onboarding or disconnected supplier data.

SO WHAT: These are not three separate supply-chain problems. They are three versions of the
same connectivity problem. Consolidation changes who must exchange data, omnichannel growth
multiplies the number of specifications and regulatory scrutiny raises the standard for accuracy and
retrieval. When each change requires a separate manual integration, the cost compounds across
every supplier and channel relationship and consumes margin that grocery operators do not have.
Resilience therefore depends less on eliminating disruption than on building a network where
trading-partner, product and compliance changes can be absorbed without repeatedly rebuilding
the operating system.
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147. TL47. Food-R1: A Unified Multi-Task Food Vision-Language
Model with Reinforcement Learning

Arxiv | Read Article

Researchers introduced Food-R1, a food-specific vision-language model designed to perform
multiple tasks across food recognition, calorie estimation, nutritional reasoning and dietary advice.
The model was trained using a new benchmark, CalorieBench-80K, which contains approximately
80,000 food-image examples with curated calorie labels, dietary-advice annotations and reasoning
traces. Food-R1 combines multi-task training with reinforcement learning to improve its ability to
reason across food-related questions rather than simply classify what appears in an image. The
authors reported that it outperformed several established models across CalorieBench-80K and other
food-analysis benchmarks, and released the model weights, code and annotations publicly.

SO WHAT: Food Al is moving beyond dish recognition toward interpreting nutritional meaning,
opening applications in automated menu coding, calorie estimation, dietary guidance, digital
merchandising and foodservice quality control. But benchmark performance does not establish
operating readiness: mixed dishes, inconsistent portions, packaging glare, regional cuisines and
preparation differences create errors that curated datasets do not fully capture. The near-term
opportunity is therefore to automate high-volume, repeatable tasks while routing uncertain cases to
dietitians, merchants or quality teams. Any grocer or foodservice operator piloting this model on
real store-floor images, rather than the curated benchmark set, will find out in the first week
whether it belongs in production or in a slide deck.

148. TL48. Multi-Objective Probabilistic Forecast Combination for
Inventory Demand

Arxiv | Read Article

The study proposed a forecasting framework that optimizes inventory demand across two objectives
simultaneously: statistical forecast accuracy and the operating performance of the resulting inventory
decision. Rather than producing one supposedly optimal forecast, the method generates a set of
Pareto-optimal combinations that make the trade-off between accuracy, service and inventory cost
explicit. Tests using Walmart retail demand and Royal Air Force spare-parts data found that the
approach delivered more balanced and robust results than individual forecasting models, simple
averaging and methods optimized only for statistical accuracy.

SO WHAT: The best statistical forecast is not always the best commercial decision. A model can
reduce average forecast error while still placing inventory on the wrong side of the demand
distribution, creating either lost sales or excess stock. That distinction is particularly important in
food, where the cost of error varies materially by category: a stockout in a destination fresh item
has different consequences from excess inventory in a long-life pantry product. Probabilistic
forecasting creates value when it allows planners to choose the appropriate service, waste and
working-capital trade-off rather than applying one accuracy target across the portfolio. Forecasting
should be judged by the decision it improves, not only the error metric it reduces.
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149. TL49. Menu Selection: A Computational Approach to
Minimizing Food Waste

Arxiv | Read Article

Researchers developed a computational method for selecting the smallest menu capable of feeding
a group with different dietary requirements and acceptable food choices. The study compared two
operating assumptions. Under an optimistic model, a central planner allocates food efficiently among
diners. Under a pessimistic model, diners select food in an arbitrary order and the menu must still
ensure that everyone receives an acceptable meal. The researchers characterized when a menu
remains valid under each scenario and developed integer linear programming approaches for finding
minimum-sized menus in more complex settings. They also introduced the concept of the “waste of
pessimism,” measuring how much additional food must be ordered when planners protect against the
least efficient consumption pattern.

SO WHAT: Institutional food waste is often created before procurement begins. Caterers, schools,
hospitals and workplace dining operators frequently protect against dietary exclusions and
uncertain uptake by adding more menu options and larger buffers. That improves perceived
coverage but can create structural overproduction, particularly when several options serve
overlapping groups. This research reframes waste reduction as a menu-architecture problem: the
goal is not simply to forecast total attendance more accurately, but to understand how serving
sizes, dietary overlap and diner choice interact. The practical value lies in designing a smaller
menu that still protects inclusion and availability, rather than attempting to manage surplus after it
has already been prepared.

NOW WHAT — FutureBridge: Technology Scouting can evaluate menu-optimization tools against
institutional foodservice requirements, while Consumomics can incorporate real diner preferences,
dietary needs and participation behavior so that waste reduction does not come at the expense of
satisfaction or uptake.

150. TL50. Machine Learning for Coding Retail Product Names to
Consumer-Price Categories

Arxiv | Read Article

The research developed a hybrid pipeline for assigning short, inconsistent retail product descriptions
from scanner, transaction and web-scraped datasets to standardized consumer-price categories. The
method first cleans and normalizes product names, then uses rule-based key phrases to generate an
initial category and a machine-learning model to confirm or reject that assignment. A human-in-the-
loop process handles uncertain cases and feeds corrected labels back into the system. The study
found that relatively simple bag-of-words models achieved an F1 score of approximately 0.99 in the
controlled classification task, matching more complex neural approaches, while roughly 67 labeled
examples were sufficient to reach strong performance. It also found that a more sophisticated
annotator-reliability method outperformed simple majority voting when human labels disagreed.

SO WHAT: The most important finding is that greater model complexity did not create a meaningful
advantage. For narrow product-classification tasks, clean taxonomy, well-designed rules and a
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small set of high-quality labels may deliver more value than an expensive generative-Al system.
That matters because classification errors flow directly into price indices, category-growth
estimates and competitor comparisons. A retailer or analytics provider that assigns a product to the
wrong category can create a precise but misleading view of inflation or market share. The operating
model should therefore automate high-confidence classifications, preserve human review for
ambiguous products and monitor taxonomy drift as assortments change. In this use case,
disciplined data architecture is more valuable than technical novelty.
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