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Adthentix.

media agency focused
creativity and authenticity




WHOWEARE.

Adthentix is dedicated to enhancing brand communication by
creating messages that clearly express
our clients’ mission, purpose, and values—building
with their audiences.

OUR PHILOSOPHY.

authentic & creative



Rona Matar

Layla Yan

OUR TEAM

Adthentix.

media agency focused
creativity and authenticity




STRATEGIC
LANDSCAPE




BUSINESS GOALS

« RANK TOP THIRD OF PASTA CATEGORY IN STORES BY MARCH 2026

« LAUNCH INTEGRATED PAID, EARNED, AND OWNED MEDIA CAMPAIGN

« BUILD A CREATIVE STRATEGY THAT IS MEMORABLE, OWNABLE,
REPEATABLE, EXTENDABLE

« CAMPAIGN LIVE BY AUGUST 1, 2025: PREPRODUCTION STARTS JUNE
15, 2025

. MANAGE A $2M MARKETING BUDGET (PRODUCTION COSTS
SEPARATE)



Category Ancilysis

Y

LOW-CARB
PASTA




Category Anglysis

Category Driver

High protein e Weight and Glycemic Control
e Safety and Ingredient Transparency
e Convenience in a Fast-Paced Life

Legume-based

Category Pain Points

e Taste & Texture
Fiber/Plant-based ° Price Sensitivity
e | ow Consumer Awareness




Our Competitors

BARILLA — The ltalian Food company since 1877,
known for it’s high quality pasta

BANZA — Chickpea pasta taking over a new
category

GOODLES — A hedalthier alternative mac and
cheese and pasta brand

FIBER GOURMET- Gluten-free, half calories with all flavor
pasta brand
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R T S  Their pasta range includes classic
pasta, whole grain, gluten-free,
proteint, and ready pasta




Competitors =

Barilla

LATEST BARILLA CONNECTION KITCHEN
CA M PAl G NS WITH MEALS ON WHEELS

o Official website

Join us December & and 7 as Barilla partners with Meals on
Wheels to bring people delicious pasta - and connection. Learn

o Recipes
> News e Their website and social L
> Latest campaigns Media offer quick and KITCHEN
. Instagram healthy recipes : 07 -
5 Rrarae]bavalk » Low engagement on their
 TikTok social media posts and
s YouTlube influencer marketing
e X  They sell their products

everywhere (Amazon,
target, Walmart, CVS...)



Competitors e

Goodles

NABLCE ¥ WHO THEY e Protein, fiber, and nutrient-
~@275550 ARE packed pasta brand.
« well known for their Mac
and cheese line, but they

it wiE

““““““ o also have a pasta line as
well.
'''''''''''''''''''''' IMC * Blog « X (not active)
CONTENT + Instagram ¢ Pinterest

o TikTok - SMS

« Facebook advertising
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GooDLES o

Goodles

CONNECTING TO
CONSUMERS

e They sell their products in-stores at
WholeFoods and Target

e They are on TikTok Shop and Amazon

e Have good following across platforms
(150k total), but low engagement

rength Within The
mmunity

e Their blog has both recipes using their Qat
products as well as highlights their Jé?::.,-q. o IS e
newest GOODLEs flavors<te

Charity WO I’k. launch at Target /%




A chickpea based

pasta brand that is
focused on providing a
healthier and more
sustainable alternative
to typical pasta.

20y 139 1%

PROTEIN FIBER VEGGIES
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* Instagram

» Facebook

e X

o TikTok

» Email advertising
 Posted recipes online

J




Competitors

Nutrition Facts
4 servings per container

I Serving Size 2 oz (569) dry
@eatbanza e e AR it i o]
& Banza LLC Per 20z Serving |Per 3.50z Serving

630 32.9K 699K

Following Followers Likes

m Message Y

Protein pasta, pizza, mac, rice, and now #»\WAFFLES

Calories 190 340

% DV* % DV*

e Fairly low social engagement Total Fat 3  4%5; 6%

Saturated Fat |0g 0% 1g 5%

on Instagram, TikTok, X (200 pansFat __log _og

Cholesterol O0mg 0%0mg 0%

2,415 250K 728
posts followers following

s lemong-app.com/Banza<t ... and 2 more

banza
1in£\_e ] " inne inne ood & beverage

& Vi brotein pasta, pizza, mac, and now WAFFLES %% Tap the link
o shop “

Sodium 20mg 1%40mg 2%

likes per post despite having Sodum sy _1%aomg e
200k followers) ooy 5 s 2o

Incl. Added Sugars| 0g 0% 0g 0%

® O N Tl kTO k S h @ p Protein 11g  20%320g 36%

) www.eatbanza.com
[ Message J[ Shop J

0060

Inspo | < cool bea... Findus 9

P eatbanza

Follow

New 1T

The Good Crisp C... Yasso Frozen Gr... & Outshing

outshir m arketl ng | n |t| at|VeS Phosphorus 150mg 10% 260mg 20%

*The % Daily Value (DV) tells you how much a nutrient in a
serving of food contributes to a daily diet. 2,000 calories a
j day is used for general nutrition advice.

. . Vitamin D Omcg 0%0mecg 0%

e Sold in most big box stores Calcum J4omg 4%gomg 0%
X X

] . lron 3mg  20%|5mg  30%

~8 e Strong PR and influencer Potassium _|520mg 10% 890mg 20%

Magnesium 45mg 10%80mg 20%

thegoodecrispcompany ~ yass




Fiber

Gourmet!

e Gluten-free pasta brand,
with the slogan “Half the
calories, all the flavor”

e Helping people enjoy their
cravings without sacrificing
their health.

fiber
gourmet.

llllllllllll . MaORL NilR

Competitors e

Light 1Elbows

e Brand story: Tehila Moncton,
a mMom on a mission to
develop delicious, healthy
alternatives that never
compromise on flavor.(pretty
similar to Carbe Diem)




Fiber

Competitors e

Gourmet

iber ;
gourmet Shop v Blog ~ FindUs About Our Story

e Great official website
° blogs
© recipes - very clear & diverse
e Social media accounts
o Instagram
o TikTok (only a few)
© Youtube
e Influencer marketing
e email Advertising




Consumer Research



Secondary Research

Demographics

@ Eating Habits/Diet Control: Buy Food Labeled As_Low-carb

UNWEIGHTED 5,173 WEIGHTED(000) 25,327 % OF BASE 10%
SEX AGE: Median Age: 50.1
O O 18-24 65
25-34 pEpA
35-44 Ry

45-54 BEYS

62%
121

55+ YA

Have at least one child

Demegraplnics

Data source from MRI-SIMMONS



Secondary Research

Gen XWomen: Weight Reformers

11%
57 @ The Invincibles

@ Weight Reformers

@ Trusting Patients

Image Shapers

Healthy Holistics

40%
143 Constantly struggling with healthy food choices to improve their diet and their

health. They are always quick to try a new diet or weight-loss plan in their
struggle to break bad food habits and are often trying to exercise more.




Secondary Research Psydhograplhics

Lookout for quick and easy to prepare meal options EX&

Believe in a healthy lifestyle instead of traditional dieting ElUZ

Actively seek information about nutrition and healthy diet &34

Enjoy being creative in the kitchen &

» Convenience Seeking
 Healthy Lifestyle Oriented
o Information Driven

o Creativity in Cooking



econdary Research BelheVieis

Television
Percent: 94% | Index: 101

Internet
Percent: 97% | Index: 101

Social Media
Percent: 90% | Index: 103

67% | 101

- -

YouTube Instagram Pinterest

Facebook




Secondary Research Sehaviers

Low-intensity
Regular Exercise



UR FOCUS GROUP

Kelsey, 43

Mother of 2
Stay-at-home Mom
Prioritizes health when grocery

Liz, 49
Mother of 2 adult children
Second grade teacher

shopping . Prioritizes convenience when
Keri, 51 grocery shopping Lee Ann, 50
Mother of 3 adult children Sales Representative
Second grade teacher Prioritizes health when
Prioritzes cost when grocery shopping

grocery shopping



PERSONAL INSIGHTS

/&
“ee ’ ° . e PN
£ _ Since I'm shopping for my kids [who are] 12 and 14, | want — A 4l [~ “For me, costis important. I'm paying two college tuitions, so

‘ y he:l:thy. sotI;ry ’tto clhoose the:llt::er optlo: Senl = T~ sometimes the healthier anes aren’t feasible.”
can. They just don’t always taste the same.

Keri sees Health=Expensive

Kelsey’s Already Purchasing Healthy

The group agreed that they tend to
assume a healthier option is going to
be the more expensive one, which
sometimes prevents them from
purchasing healthy.

In the focus group, several
respondents stated that when
grocery shopping, if they notice one
brand is healthier than the other,
they will reach for the healthier one

“l spend time in the grocery store browsing. |
> Y like to change it up. Especially if it’s going to fit
-‘ my diet.”

“When | hear low carb, | instantly assume its going to
taste different than my typical pasta.”

Liz Doesn’t Trust New Products Lee Ann Is Willing to Try New Things

Respondents noted that some new Lee Ann and others agreed that they
health products, such as gluten-free switch up their grocery choices. She

or vegan alternatives, concern them enjoys finding new recipes and
as they seek to have the same flavor products to incorporate into her
and textures they love. healthy lifestyle.




The respondents in the
group stated how friends
and peers often influence

them.
They are most likely to try

products when they are
recommended.

All focus group members
agreed that while they
try their best to be
healthy, some things may
stand in their way,
whether it’s cost or taste.

FOCUS GROUP TAKEAWAYS

Most focus group members
felt that they are open to
trying new products.
They enjoy finding a new
product or brand they can

add to their list.




Results

« Our target audience shops at large supermarket chains and does NOT go online shopping for

groceries.

« They prioritize taste & texture when it comes to alternative pasta options.
o They prefer traditional wheat pasta.
« 45% of our target market describes their diet as “balanced and healthy” (appendix).

Warehouse clubs
15%

Large supermarket chains
37.5%

Farmers markets
7.5%

Specialty or health food stores
15%

10%

Discount grocery stores
10%

Local or independent grocery stores

Price and affordability
10.8%

Availability in stores
13.5%

Low-carb or keto-friendly
5.4%

Nutritional Benefits
16.2%

Taste & Texture
48.6%

Traditional Wheat Pasta
69.7%

European Pasta

4.3% High-protein Pasta

' %

Whole wheat pasta
17.4%



Weaknesses

Strengths

e Meets growing
demand for low-carb e Lack of brand
foods awareness
» Consistent messaging * Fear of taste trade-
across platforms offs
 Unique branding * Not a category leader
e Niche market appeadl
 Versatile product




Opportunities

» Growing interest in
healthier alternatives
to carb-heavy foods.

« Opportunity to expand
into stores and
supermarkets

e Partner with health
influencers to boost
credibility and reach.

Threats

« Growing number of
low-carb and health-
conscious brands
entering the market.

« Consumer skepticsm

» Changing diet trends



TARGET AUDIENCE
PROFILE




TARGET AUDIENCE
Balanced Lifestyle

« Age: 45-60, Gen X o Health-conscious

-« Female » Busy & Seeking Convenience
» Mom «  Weight Management

« Median Household Income Active - Regularly Exercise



Rational, Health-Conscious: B
Teacher&Mom Who Balances Career a

e 50 years old, Gen X, female, health-conscious,
in university.

e Teacher, works full-time, cares about long-term
management.

e Prefers yoga, jogging, and some outdoor activities to high-
intensity gym workouts.

e Sometimes engages in body and weight management, but
does not resort to extreme dieting, opting for smarter eating.

e Prefers to cook for herself, paying attention to food ingredients
and nutritional value.

e But when she is busy, she needs convenient & healthy
packaged foods to quickly prepare a delicious meal.

e Mainly use Facebook and LinkedIn, and also browse streaming

media platforms.



A typical
day in my
life...

8:00 AM
11:30 AM

12:15 PM

10:30 PM

Activity
Wake up, scroll TikTok

Coffee + emails

Zoom meetings (Work)
30-min Pilates

Grocery store trip

Back to work

Social media break

Dinner time (takeout)

Chill and TV

Evening walk + podcast

Chill time, social post

Bedtime



STRATEGYSTATEMENT

dwo> INOYHM

~ ° B o°F A
e everly: Health- 7 3
s slonvince Ty ¥ A

conscious, Gen XMom : =. _o¢

1 That Carbe Diem is their pasta

a Because There are no compromises
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Real pasta,
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CAMPAIGN GOAL

Through in-store experiences, chef
Katey's presence, and social media
promotions, we want to

“Finally, | found THE right pasta made for me.”







Media Touchpoints Choices:
CONSUMER JOURNEY

Awareness Purchase







PAID SOCIAL AD:
REST AU RPNT TAKEOVER

"""""""""""""" In-Feed Ad

 Facebook, Instagram, and
TikTok

« Will have a link that goes to a
page on Carbe Diem’s
website where you can find a
restaurant takeover near you

« “You don’t have to pause for
Carbe Diem”

That s aoteally reslly



VIDEQ:Three women in the target aduience
SOUND: Upbeat background noise

AUDIO: “Welcome to “This or That” I'm Kelly,
I’m Luann and I’'m Debra, and today
we are going to be testing pasta
brands.

VIDEQ:  |nhewomen tryboth pastas

.The women chatter about the pastas with quiet
SOUND: utthep 9
upbeat music in the back

AUDIqhe women talk and playfully make jokes stating
“Wow are you sure one of these is a low carb
pasta? They’re both so good!” The women guess
the incorrect bowl is the healthy one

!
This or That

TASTE
TEST 4

Title screen to begin the video that states
VIDEO: the title with the women in the back
SOUND: Background music loudens

AUDIO:

Women are quietley chattering in the back

VIDEO:ShOWS the two bowls of pasta
SOUND: Quiet background music

AUDIO: Anarrator reveals to the women
which bowl is Carbe Diem and they
react in shock stating “Wow | would

have never guessed one of these
pastas could be so healthy!”

VIDEO: Shows the two bowls of pasta
SOUND: Quiet background music

AUDIO: “So we are going to be blind trying these
two pastas and deciding which one we
think is the low-carb one. They look
identical!

VlDEO'The women lose a point act in shock while laug

SOUND: Quiet background music

AUDIO: Thewomen state “I'm only buying
Carbe Diem from now on! Thank you
guys for tuning into This or That
Taste Test!”

INSPIRED BY
COSMO

MAGAZINE

“EXPENSIVE

TASTE"
SERIES




Podcast advertising targeting Gen X
moms with a healthy lifestyle

Host Read:

TYPE

« Women's lifestyle
e Nutrition and health topics
 Personal growth for women




GOOGLESEARCHADS

Carbe Diem
https://carbediemfoods.com :

Take your pasta to the next level — no hesitation needed.

I (E ' u U ORDS‘ Low-carb, Low-calorie Pasta with no taste trade-offs. Click to find in store!
®
tl . I a S d
I Y StCI ponsore

Carbe Diem

PY Low Ca rb pa sta ® https://carbediemfoods.com :
. No pause on pasta night
[ Low CCI Iorle pa sta Here's low-carb, high fiber, low-calorie pasta that you'll love. Find the perfect recipe
for pasta night here.
e Healthy Pasta
reCi pe s Sponsored

@ https://carbediemfoods.com :

Looking for healthy pasta? Craving great taste?

Carbe Diem! The best low-carb and low-calorie pasta to satisfy your savory
cravings.







Why?
e Get to know
Carbe Diem and

Chef Katey’s
story

GOOD
MORNING

AMERICA

&

o Live taste test by
hosts in our
target audience
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DIDN'T

JUST

FEED YOU
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o Inviting Chef Katey as a
guest to participate in
audience-appropriate
podcasts

o Directly reach target
audiences

 Spotify, Apple Music...
o> More convenient

o Builds authenticity and trust



PR
PACKAGE

EAT THE
PASTA WITH

NO REGRETS

11

e Send to:

- Food bloggers

- Momfluencers

- Health/wellness influencers
e Goals:

> They review Carbe Diem

- Raise awareness

> Influence their audience to

buy






Utilize influencers within the target market to bring consumers into the awareness and
action stage of purchasing. This will help build trust with consumers to ensure they are

aware of Carbe Diem and its benefits.

e Micro influencers « Food/Lifestyle bloggers < Chefs

- Dori Boyd o Lindsay Arnol o Chef Tini
> Kelsee Farley > Avery Woods o Shereen
- Alexa Soto Pavildes

2:4646

4 2

Shereen Pavlides
V')
el

@cookingwithshereen @

35 5m 106.8M
Following Followers Likes

Key Search Words:

» Healthy Family Dinners
o Low-Carb Cooking

Hashtags:
o #CarbeDiemPartner
o #CarefreeCarbe




How it Works:

Cook & Share
Use the hashtag:

Enter to Win:
What it does:
Encourage post

Encourage creativity
Offer smaller prizes

Partner

Pasta.lover42
#CarbeWithConfidence Make dinner

with me and Carbe Diem Pastal
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 Front of store as you
walk in

 Forces you to consider
Carbe Diem

» Throwing the healthy

option in our

i e audience’s face
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LOCAL CHEFS INSTORES

* Local chefs bring their
recipes to the pasta
aisle

» Not only promotes
Carbe Diem! but the
chefs too

» Adds credibility

« Sampling events




“Katey's Pasta Pick Of The Month”

| e 1.The recipe is consistent with the official
! Katey's Pick Pasta of April: Spring Cherry Tomato & Basil Penne!@ « webSIte B Ilnk tO the websrte and prOdUCt
Try it now and get the feeling of Spring! 2.Hashtag:#KateysPastaPick # MyCarbeDiem
Why Katey Loves it:"It's fresh, comforting, and comes together in one 3. 0wned Mediq + Paid Mediq
pan. | make this on Mondays when | need something bright.” . o e

(Pick some specific to sponsor)

Get the same Penne: carbediemfoods.com/products/penne

INGREDIENTS

= STEPS
1 box (12 oz) Carbe Diem!™ Penne

1. Bring a large pot of salted water to boil. Cook pasta accarding to package

directions until just under al dente, about 13 to 15 minutes. Drain and reserve 2
12 ounces cherry tomatoes .
{ 4garlic cloves, thinly sliced

1teaspoon kosher salt, plus more, if desired

1/2teaspoon freshly ground pepper, plus more, if desired
. 1/2teaspoon red pepper flakes, if desired

1tablespoon red wine vinegar

1 cup grated Parmesan or Pecorino cheese

1cup whole milk ricotta cheese
- Tcup fresh basil leaves

T ——

1. Facebook Posts

2. While the pasta cooks, heat olive oil in a large skillet over medium-high heat until
shimmering. Add tomatoes and garlic. Cook, stirring frequently, until tomatoes
begin to soften and burst, about 8 minutes, pressing down on them with a spoon
if needed. Season with salt, pepper, and red pepper flakes, then add vinegar and
cook for 1 minute. Stir in pasta and reserved pasta water and cook until sauce \

reduces and pasta is fully cooked, about 2 minutes. Stir in Parmesan until melted. ” Ry
e . - 2 - - .
3. Transfer pasta to a serving bowl and top with ricotta, fresh basil, and a drizzle of With fresh, SImPle lngredlents, this recipe

olive oil. Serve immediately. iJ combines sweet, juicy cherry tomatoes with
aromatic basil and al dente penne, topped with
creamy ricotta for a light and refreshing meal!
Brings you the feeling of Spring.”




PINTEREST

Carbediemfoods.com

Katey's Pasta Pick of April

Spring Cherry Tomato & Basil Penne

12 Ingredients: xxXxxxx

“"Katev's
Pasta Pick
Of The
Month”

Visit site: Carbediemfoods.com

Chef Katey's Pasta Pick of April

Spring Cherry Tomato & Basil Penne

12 Ingredients: xxxxxx

Carbe Diem Follow
1.5k followers

1. Visually-driven recommendation content
---ldeal for Katey’s Pick

2. Website link, Direct recipe, Ingredients

3. Search keywords: “Healthy pasta recipes”
“Healthy family recipes” “Low carb recipes”



18

“Katey's Pasta Pick Of The Month”

Instaaram e « Also add the content to
2 il Jek. TikTok & Instagram

Messag

‘our Pastal

Seize You dasla:
55% less net carbs, 110 calories, and wheat-based! a ccou n s o ee p e

& https://linktr.ee/carbediem and 1 more

continuity.

e Enhance the presence of
the brand and Katey.



Media Budget Plan

Google search

12.7%

In-strore Display

13.7%
Social Media
49%
Influencer
9.8%

Podcast
2%
Streaming

5.9% v
6.9%



Media Budget Plan

Pulsing Strategy

MEDIA FLOWCHART CARBE DIEM

Total Budget
$2,000,000.00
PAID MEDIA SOURCE
Google Search (CPA: $48.9)
Youtube (CPM: $0.35)
Tiktok (CPM: $9)
Pinterest (CPE: $0.1-1.5)
Meta/Instagram (CPM: $8.46)
Facebook (CPA: $18.68 10
Podcast Influencer (CPM: $25-40) | 1%
podcast 1
podcast 2
podcast 3
In-store display (POP: $50 per 14%
Netflix (CPM: $32)
TV (CPM: $19.5)
Influencer marketing
micro

. maco |
. midter [
o [ P ]
. mega | | |

| Reserve | | |
EARNEDMEDIASOURCE | | [ ]

PR Package (100*15) I
Podcast chef Katey

GMA
Today jenna

August

—

sl318le
SIS

o
(=]
o~

N
XX

—
S
X

il
I




Total Budget
$2,000,000.00

PAID MEDIA SOURCE

Youtube (CPM: $0.35) $16,000.00

Media Budget Plan

MEDIA FLOWCHART CARBE DIEM

August

Sept.

Tiktok (CPM: $9) 8% | $21,400.00 | $12,400.00

Google Search (CPA: $48.9) 13% | $25,200.00 | $25,200.00
)

$27,000.00

$11,429.00 | $11,428.00

Meta/Instagram (CPM: $8.46) d

8.00 | $11,430.00

Facebook (CPA: $18.68) 34,285.00 | $34,285.00

Podcast Influencer (CPM: $25-40 ___

podcast 3

__ Influencer marketing | 7% | | | | | ] ] | |
0 mieo 0 | |
. maco | |

mid tier

. Reserve | | 4 0
EARNEDMEDIASOURCE | [ [ b | | ]

PR Package (100*15) 008%| | |

Podcast chef Katey

. &eww 0

Today jenna -

Oct.

o | |,_ nn
. d faWll
_!,:_-_,u s r-AS YLV}

$44,286.00

57.00

$27,

Nov.

$48,100.00
$42,000.00
$36,000.00
$28,429.00
$41,428.00
$54,286.00

$62,857.00
$27,572.00
$27,858.00

Dec.

$48,100.00
$42,000.00
$36,000.00
$28,429.00
$41,428.00

I 4
+N

2l
v

4,286.

$54,286.00

- | @ 00O
| podcastt | | $400000] | | $400000| $400000| | |
| podcast2 | | ] $400000| | | $400000| $400000 |
| podcastd3 | | | | $4,00000 | $400000 | | | $4,000.00 |

$62,858.00
$27,572.00

T AN Q7 NN
547 8o/ .00

Feb.

$25,200.00
$16,000.00
$12,400.00
$11,429.00
$11,430.00
$34,286.00

$22,857.00

$12,571.00

TOTALS

$250,000.00
$202,000.00
$161,000.00
$130,000.00
$200,000.00
$290,000.00

$36,000.00
$280,000.00
$124,000.00

$27,857.00 $14,857.00 $14,857.00 | $143,000.00

- 1 [ ]
I S N U U
I N S I N
$168,827.00 | $150,828.00 | $238,828.00 | $328,430.00 | $328,430.00 | $210,827.00 | $139,830.00 | $2,000,000.00

$10,000.00
$39,000.00
$14,000.00
$1,000.00
$80,000.00
$40,000.00

$1,500.00
$0.00
$0.00
$0.00
$0.00
$0.00




IMC CAMPAIGN

Weekly Media Content Calendar

WEEKLY OVERVIEW




IMC Tactic KPIS

Impressions and conversion rate

Follower growth, engagement rate, reach, shares

Page views, time on page, shares, SEO ranking

ROI, % of store visitors who purchase the product, units sold

Leads generated, event reach, sales at event




Consumers want guilt-free comfort food — without sacrificing taste.
Carbe Diem delivers — and becomes part of their daily lives, not just
their shopping cart. (Emotional connection)

Give customers what they truly want — choose Carbe Diem for better
pasta, better taste, better living. (Real promises)

Stand out in a crowded market. Carbe Diem blends indulgence with
wellness, giving consumers a reason to fall back in love with pasta -
and stay loyal to your brand. (Differentiate from competitors)

Fuel real moments, not just meals. Carbe Diem’s clean ingredients and
rich flavors empower consumers to seize their day — and feel good
doing it. (Life improvement)







What is your age?

35-44
5.0%

45 - 54
40.0%

What is your parental status?

1 am a parent or guardian of a. .,

am nol 8 pare...

What is your current employment status?

Homemaker
5.0%

Unable to work

What is your top priority when choosing food?

10.0%

Self-employed
10.0%

| am a parent or guardian, but....

| am a parent or guardian of a...

Employed full time (40 or more hours per week)

Retired

Aligns with my dietary preferences andfor restrictions
20.0%

Employed part time (up to 39 hours per week)

250
Price and affordability
10.0%

Nutritional Value

15.0%

Taste and Flavor
40.0%

and ease of preparation

15.0%

Every day

What is your marital status?

Divorced

5.0%

30.0%

How often do you cook meals at home?

What is your current employment status?

Homemaker

Unable to work
10.0%

Self-employed

10.0%

A few times a week

70.0%

Employed full time (40 or more hours per week)

Retired

30.0%

10.0%

Employed part time (up to 39 hours per week)
25.0%

How would you describe your diet? - Selected Choice

Low-carb or keto
Cancer diet Low Fiber Low Resi...

FODMAP due to iliness

High-protain diet

Married, or in a domestic partnarship Eewinoediond ooty

What is the highest degree or level of school you have completed?
High school degree or equivalent (e.g. GED)

5.0%

Some college, no degree

Daclorate or professional degree {(e.g. MD, DDS, PhD)
10.0%

Associate degree (e.g. AA, AS)

15.0%

Master's degree (e.g. MA, M3, MEd)

25.0%

10.0%

Bachelor's degree (e.g. BA, BS)
BT

15.0%




Do you have any dietary restrictions or preferences? (Select all that apply) - Selected Choice Which factors are most important when choosing where to shop for groceries? (Select all that apply) - Selected Choice

Low-sugarfdiabetic-friendly Protein-rich Availability of specialty items that align with your diet preferences (e.g. low-carb, gluten free, vegan) - - ==

77 11.5 ip di Price and affardability
L=t : - . 1.2 Story loyalty or membership discounts _— -
Cancer diet Low Fiber Low Residue ok Rt s

_I':)giry-fras

_I'-.t;;v—sodiu m Quality of fresh produce andior mea
FODMAP

Mo dietary resfrictions
Y Convenience and location

Product selection and variety
16 Organic and heallhy food options

ktow:and'wiete)cojyou mostoflansncomnlaracvenisements? (iSelsctall tatiapply) =< eecied Dok What factors are most important to you when choosing or considering alternative pasta options? (Sel...

In-store promotions and displays, Word of mouth or influencers

] Organic or non-GMO ingredients
. Social Media {&g_ Facebook, Instagram, TikTok, Twirter!x’:!

In-store promotions and displays B o i:’rlce and aﬁordability
Pc::dcasls or radio (e.g. Spolify, Apple Podcasts) | 15
Taste and texture

Billboards and outdoor advertisements
Availability in stores (e.q. in the pasta aisle)

w-carb or keto-friendly

\Websites and online searches
19.€ TV or streaming sernvices (e.g. Metflix, Hulu, Youtube)

tritional benefits (e.g. high-fiber, high-protein)

G S CORERT 0 presT = epy g Bl BrOm NS S NIStE) If you shop for groceries online, which services do you use? (Select all that apply) - Selected Choi...  Where do you primarily shop for groceries? (Select all that apply) - Selected Choice

Online grocery delivery services (e.g. Amazon Fresh, Instacart) o

Every two weaeks

Amazon Fresh X
Farmers' markets

5 5 Large supermarket chains (e.g. Walmart, Target, Kroger, Safeway)
Meal kit services (e.g. HelloFresh, Blue Apron) . ) Specialty or health food stores (e.g. Whole Foods, Trader Joe's) > & - 2 37 ;:y
| don't shop for groceries online 150%

Once a week

Mere than ence a week

Local or independent grocery stores

Delivery/Pickup (e.g. Walmart or Target)

Local grocery store delivery/pickup s_grvice Di;f:nunt grocerystores{eg. Adi) 0202020202020 2020202 Warehouse clubs (e.g. Costco, Sam's Club)




How often do you eat at restaurants (including fast-food) or
order takeout/delivery?

Rarely

0.5

Extremely unlikely - | almost never buy something because of an in-store ad

More than 4 times a week

T

Once a week

T

HMeutral - Il depends on the product and promoticn

2-3 times a week

A few times a month

Are you interested in trying alternative pasta options? (e.g. low-carb, low-calorie, high-fiber, high-protein, or
vegetable-based, etc)

Mo, | prefer traditional pasta

Yas, | already eat them

Yes, I'd like to try them

25

Maybe, but I'm not sure

How likely are you to interact with or purchase something from an advertisement online (e.g. on social media, on a website,
etc)?

Meither likely nor unlikely - It depends on the ad and product

Extremely unlikely - | almost never engage with ads or make purchases

Somewhat unlikely - | rarely interact with or buy from ads

Somewhat likely - | occasionally click on ads or buy producis

How likely are you to interact with or purchase something because of an in-store advertisement or promotion?

Sormewhal likely - | occasionally make purchases influenced by in-store ads

Somewhat unlisely - | ranoly pay attention ta in-store ads

How often do you check nutrition labels before purchasing or
consuming food?

Always

Sometimes
35.0%

Most of the time

About half the time

How often do you exercise? (This includes any moderate to vigorous physical activity for
20+ minutes per day)

Once a weak

46 times a week

2-3 times 3 week

What types of pasta do you prefer? (Select all that apply) - Selected Choice

European pasta
Vegetable-based pasta

:I:-liﬁh—prolein pasta

‘Whole wheat pasta

Traditional wheat pasta

69.69

Podcasts or radio

Onling news wabsites or blogs

TV (cable or satellite)

How often do you eat at restaurants (including fast-food) or
order takeout/delivery?

Rarely

More than 4 times a week

Which media channels do you use most often? (Select all that apply) - Selected Choice

Social media (e.g. F:

TwitterX)

services (e.g. Netflix, Hulu, Youtube)

Once a week

7]

2.8%

2-3 times a week

2. 1%

7]

2.8%

A few times a month

How often do you eat pasta?

Rarely
15.0%

A few times a month

Once a week
40.0%

45,

o
I.J i




