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Future of
Natural & Organic

Transparency and Clean Labels

Consumers want clear product information, pushing brands
to offer transparency and simple, clean labels on natural
and organic goods. Certified B Corp Certification continues
to grow by double digits in the US and Europe.

Cognitive & Gut Health

In 2026, gut and brain health unite as consumers seek
products that support digestion, mood, and mental clarity
through probiotics, prebiotics, and natural brain -boosting
ingredients.

Emerging Product Innovations

Increasing awareness of mental and physical health, as well
as environmental concerns, has boosted the popularity of
natural and organic products among consumers.

(The Organic Trade Association (OTA) released its 2025 Organic

Market Report, which found U.S. sales of certified organic products
reached $71.6 bhillion in 2024, a 5.2% growth rate fi more than double
the overall grocery market growth of 2.5%)
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1. Functional Beverages with Targeted Benefit

B_ S = ] )
x Personalized Wellness Focus : The functional beverage

seeing rapid expansion, with products formulated for targ
health benefits fi ranging from gut health (prebiotics/probi
and hydration (electrolytes) to energy, cognitive support
(nootropics), stress relief (adaptogens, CBD), mental perfor
and beauty from within (collagen).
x Brand Innovation & Mainstream Investment : Leading CPG
Strawberry and emerging startups are driving momentum with advanced
Ginger Ale ingredients like adaptogenic mushrooms, collagen, and other
s bioactives. Notably, PepsiCo's $1.95B acquisition of Poppi signa
sustained mainstream interest and serious investment in this
sector.
x Shifting Consumer Expectations : Modern consumers demand mo
than basic refreshment; they are seeking beverages that align wi
wellness, mental clarity, and holistic lifestyle values.
, x 2026 Outlook : Functional drinks will continue to gain ground
 bugBeuet 2026, led by highly targeted formulations, transparent label
and credible health claims, as consumers increasingly pri
g health and convenience.
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Functional Ingredients for
Adaptogens or Nootropics

Classification Functional Focus Key Ingredients

Ashwagandha,
Adaptogens Stress adaptation, Rhodiola, o
balance Ginseng, Reishi,
Holy basil
Caffeine, L-
Cognitive Theanine,
Nootropics enhancement, Bacopa, Ginkgo,
focus B vitamins,
Creatine
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Source Type

Natural
plants/mushrooms

Natural and
synthetic

Typical Effect

Calm, stress- \
resilience, mood
balance, reduced
cortisol

Improved focus,
memory,
alertness, mental

clarity
/
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Functional Beverages with Targeted Benefits
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Functional Beverages with Targeted Benefits
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Functional Beverages with Targeted Benefits
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2. Powered by Protein
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PLANT BASED
PROTEIN

PROTEIN POWDER MADE FROM
ONLY 6 INGREDIENTS

Natural
Brand Works

goodprotein’

All-in-One Shake
Boisson tout-en-un

Plant-Based Superfood Blend
Mélange de superaliments a base de plantes
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? Per sco0p /*par mesure (g

Protein is in everything, animal and plan

X

Whey protein leads the way, joined by
protein, chia, hemp, nut butters, Greek
kefir, and protein -enriched granolas, s
beverages, and cheeses.

Clear & clean labeling with the key nutritio
is a selling benefit for brands with limited in
Collagen protein continues to gain popularit
benefits to skin, joint, and bone health. Bovin
Marine!

High protein products to fit individual dietary n
like vegan, keto -friendly, GLP -1, low-carb, low
sugar.
Jerky and other dried meat snacks continue to
as part of the protein movement, offering
greater convenience for boosting their
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Powered by Protein

V One wall of protein
powder in my local
Whole Foods!
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Powered by Protein
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Powered by Protein
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3. Eat Your Fiber

Fi ber product i nnovation trend f
(%) oo e role in digestive health and metabolic wellness. Industry reports and

Friendly

retail forecasts are focusing on these core priorities:

x Dietary fiber is positioned as an essential nutrient, not just an
additive, for supporting the gut microbiome and overall well-bei

x Formulators are creating new fiber -rich foods (oat -based produ
legumes, ancient grains) to meet consumer demand for digestiv
and immune benefits.

Xx Ther eds r a pthausegfpeehidtitfibersnsuch as inulin,
chicory root, and resistant starches, added to beverages and
snacks.

x Brands are showcasing fiber content on packaging to focus on
health benefits such as satiety, blood sugar regulation, and weight
management.

x Breakfast is a leading meal occasion for fiber innovation, with mor
focus on oats, seeds, pulses, fruit peels, and prebiotic roots i
offering consumers gut health support and fuller, more satisfyin

BLUEBERRY

Soft Baked

Ny - meals.
%F‘“‘I“”’”“‘flﬂm@@’ x Educati on campai g preventive plkin hegrh t
Vs - "~ health and metabolic balance, and its promotion of "slow energ
@ . .
\:,,'f natural rather than quick carb spikes.
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Eat Your Fiber
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4. Adaptogens: Ancient Roots to Modern Shel

The Most Popular Adaptogens:

AAshwagandha: Used for stress relief, immune support, and cog
Ashwagandha holds the largest market share among adaptogen
of the market in 2025. (Future Market Insight)

AGinseng: Known to boost energy, enhance immune function, and i
endurance.

ARhodiola rosea: Popular for its ability to reduce fatigue and help the
adapt to physical and mental stress.

STRESS RELIEF!

h andha AHoly Basil (Tulsi ): Used to support immune function and act as an
Ab WaR%Roomma antioxidant, especially in Ayurvedic medicine.
S A Adaptogenic Mushrooms : Including reishi, chaga, cordyceps, maitake,

shiitake, and | ionds mane. Fo
, foods for their immune -boosting and stress-relieving properties.

A Astragalus root : Known for its immune -boosting and anti-fatigue effe

AEmerging: Shilajit is a natural, mineral -rich substance that form
centuries from the decomposition of plant material and minerals, pri
in the rocks of the Himalayan mountains. It has been used for tho
years in traditional Ayurvedic medicine.

‘ > Natural Adaptogens are natural substances, typically found in certain‘herbs, ro
%}? Brand Works mushrooms, that are believed to help the body adapt to various form
-- physical, emotional, or environmental  -- and restore balance.
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Adaptogens: Ancient Roots to Modern Shelves

Key Growth:

x Demand for stress relief and overall wellness.

x Companies are developing adaptogenic blends, often combined with vitamins, minerals, and
other botanicals, to target specific needs such as stress, energy, immunity, and cognitive
support.

' ! f
Astragalus |
500 mg
@ System SUPP‘;,R*

BetterAlts’ ‘

HIMALAYAN SHILAJIT [
HONEY STICKS

Adaptogenic Herb*
Ao 100 Veg Capsules -

/ o Supplement egm
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Net quantity: 30 sticks
Dietary Supplement
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5. Regenerative Organic Certified
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Certified"

BROWN RICE

THE TOP ROC PRODUCTS THE SOCIAL IMPACT TOP REGENERATIVE
PRIORITIES IN OFTEN RESULT IN  OF ROC PRODUCTS ORGANIC
REGENERATIVE MORE NUTRIENT SUPPORTS FAIR  CERTIFIED BRANDS FROM FAR
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SUSTAINABLE SOURCED. AND MAPLE HILL
AGRICULTURAL CREAMERY.
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Regenerative

Organic Alliance Clltel'
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Regenerative Organic Certified

RAISED ORGANIC SUPPORTS (6\
IN THE USA SUSTAINABILITY y
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