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Note: This document is specific to the Natural Foods
Expo, an event that attracts a specific audience and
certain types of companies. Any observations must be
taken with this into account when considering the
broader food industry and competitive landscape.
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What We Saw
S U M M A R Y
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1. A drink explosion

Beverages easily comprised the highest share of booths for any product category.
Sparkling vs. not sparkling, flavored vs. not flavored, juice-based vs. no juices,
functional vs. not functional, plant-based vs. not plant-based, with alcohol vs.
mocktails, and on and on. The point of oversaturation has already arrived.

2. Snacks and pre-packaged foods - not so fast

Certain categories were not the center of attention and perhaps highlight were R&D,
innovation, and investment dollars are not going.

3. The natural trend - in cleaning

Cleaning companies are (still) focusing on natural and sustainable. Can the category
ride the food trend and hit the tipping point?

4. Functionality - I know it’s healthy, but what will it do for me?

The new anchor is all about what products can do for you. It’s no longer just about
being healthy or sustainable. Companies are actively designing products around
adaptogenics, regenerative properties, superfoods and medicinal benefits.

5. Plant-based - everywhere and nowhere

The field for plant-based products is getting crowded and is quickly spreading across
categories, from meats and dairy to snacks, beverages and meals. How long will its
point of differentiation last?

6. Innovations that caught our eyes and palates

Judge for yourself!

7. A twist on sustainability

Sustainability has shifted away from being a primary anchor. Companies
are taking more nuanced views with how they talk about sustainability, from
regenerative agriculture (save the planet) to being one with nature (not grown
in a lab).

8. Simple and bold branding

Illustrations over pictures, large and bold print, and softer colors dominated
product packaging and booth displays.

9. Innovative form factors and packaging

Not just for baby food anymore, pouch-style packaging has been adopted by
products across categories. Other innovations, such as with fully compostable
and/or plant-based packaging, freeze-dried salsa/avocado, or no-water/tablet
toothpaste are some of the ways companies are trying to differentiate in
established categories.

10. White label - a dollar is a dollar is a dollar

Many companies openly and proudly talk about using their products for private
label alongside their own brand. They say they are just following the money.

11. R&D - moving faster with new capabilities

Food innovation is taking on new forms, from using AI to run formulation
simulations to customer insight and trend-sensing solutions, to models for R&D
partnerships.
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1. A drink explosion

Beverages easily comprised the highest 
share of booths for any product 
category. Sparkling vs. not sparkling, 
flavored vs. not flavored, juice-based vs. 
no juices, functional vs. not functional, 
plant-based vs. not plant-based, with 
alcohol vs. mocktails, and on and on. 
The point of oversaturation has already 
arrived.
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2. Snacks and pre-
packaged foods - not 
so fast

Certain categories were not the center 
of attention and perhaps highlight were 
R&D, innovation and investment dollars 
are not going.
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3. The natural trend - in 
cleaning

Cleaning companies are (still) focusing 
on natural and sustainable. Can the 
category ride the food trend and hit the 
tipping point?
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4. Functionality - I know 
it’s healthy, but what will 
it do for me?

The new anchor is all about what 
products can do for you. It’s no longer 
just about being healthy or sustainable. 
Companies are actively designing 
products around adaptogenics, 
regenerative properties, superfoods and 
medicinal benefits.
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5. Plant-based -
everywhere and nowhere

The field for plant-based products is 
getting crowded and is quickly 
spreading across categories, from meats 
and dairy to snacks, beverages and 
meals. How long will its point of 
differentiation last?

Launched last week!
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6. Innovation that caught 
our eyes and palates

Judge for yourself!
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7. A twist on 
sustainability

Sustainability has shifted away from 
being a primary anchor. Companies are 
taking more nuanced views with how 
they talk about sustainability, 
from regenerative agriculture (save the 
planet) to being one with nature (not 
grown in a lab).
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8. Simple and bold 
branding

Illustrations over pictures, large and 
bold print, and softer colors dominated 
product packaging and booth displays.
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9. Innovative form 
factors and packaging

Not just for baby food anymore, pouch-
style packaging has been adopted 
by products across categories. Other 
innovations, such as with fully 
compostable and/or plant-based 
packaging, freeze-dried salsa/avocado, 
or no-water/tablet toothpaste are some 
of the ways companies are trying to 
differentiate in established categories.
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10. White label - a dollar 
is a dollar is a dollar

Many companies openly and proudly 
talk about using their products for 
private label alongside their own brand. 
They say they are just following the 
money.
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11. R&D - moving faster 
with new capabilities

Food innovation is taking on new forms, 
from using AI to run formulation simula
tions to customer insight and trend-
sensing solutions, to models 
for R&D partnerships.
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Thank you!

Rashaad Balbale
rashaad.balbale@cbh.com


	Observations From Natural Foods Expo West 2023
	What We Saw
	1. A drink explosion
	Slide Number 4
	Slide Number 5
	Slide Number 6
	2. Snacks and pre-packaged foods - not so fast
	Slide Number 8
	Slide Number 9
	3. The natural trend - in cleaning
	Slide Number 11
	Slide Number 12
	4. Functionality - I know it’s healthy, but what will it do for me?
	Slide Number 14
	Slide Number 15
	5. Plant-based - everywhere and nowhere
	Slide Number 17
	Slide Number 18
	Slide Number 19
	6. Innovation that caught our eyes and palates
	Slide Number 21
	7. A twist on sustainability
	Slide Number 23
	Slide Number 24
	8. Simple and bold branding
	Slide Number 26
	9. Innovative form factors and packaging
	Slide Number 28
	10. White label - a dollar is a dollar is a dollar
	Slide Number 30
	11. R&D - moving faster with new capabilities
	Slide Number 32
	Thank you!

