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Since 1966, we have produced
in-depth research focused on the
foodservice industry.

We provide insights into consumer, industry and menu trends

in the U.S., Canada and 23 markets around the world. Our team of experts
helps leaders in the industry make complex business decisions, set strategy
and stay ahead of the curve.
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Agenda

* Discuss broader foodservice situation, trends, forecast

« Cover consumer trends from recent foodservice seafood study
« Open up for questions
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Foodservice is....

Food and beverages prepared away-from-
home

Dine-in, take-out, delivery, drive thru



Foodservice &
retail are equal
in size

Source: Technomic
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2025 US FOOD INDUSTRY (PRELIMINARY)

$BILLIONS

Foodservice

$1,050
50%




Source: Technomic
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2025 FOODSERVICE INDUSTRY SEGMENTATION (PROJECTED)
$1,050 BILLIONS

K-12 FS College FS All Other

$27 $23 66

0 0 0
Healthcare FS 2 g o
$42
4% ,
Retail FS
$90_
9%
Limited Service
Restaurants
Travel & Leisure $468
$94 44%
9%

Full Service Restaurants



Overall Unemployment
inflation rate rate

4.3%

Note: Inflation data from September 2025 and unemployment data from July 2025




TOP OPERATOR CONCERNS ABOUT MAJOR INDUSTRY
CHALLENGES

TOP 2 BOX

Food cost increases Challenge areas:
Higher labor costs

. [
rai Raw materials
Recruiting qualified
employees e Labor
Retaining qualified
employees
e oper cost ,
Product ¢ PrOfltS
shortages/outages
Slowing economy  Food safety
Profit squeeze 57%
Food safety/foodborne
Iness
Inability to take menu
orice increases

Base: 501 operators

 Top line growth

Q: How concerned are you with the following issues that might be facing your business? Please respond on a
scale of 1-5, where 1=not at all concerned and 5=very concerned.
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PRODUCER PRICE INDEX FINAL DEMAND FOODS

YEAR-OVER-YEAR CHANGE
7.0%

0%
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Source: Bureau of Labor Statistics
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MONTHLY FOOD-AWAY-FROM-HOME CPI (YEAR-OVER-YEAR CHANGE)

4.1% Menu inflation inching up again

4.1%
4.09% 41% 0% _ o
O 3.9% 3.9% 3.9%
3.8% 3.8% 3.8% 3.8%
3.6% 36% >/
| I 3.4% |

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May June July Aug
2024 2024 2024 2024 2024 2024 2024 2024 2024 2025 2025 2025 2025 2025 2025 2025 2025

Source: Bureau of Labor Statistics
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increase in
restaurant
wages from
March 2020 to
March 2025

Source: Bureau of Labor Statistics; St. Louis Fed.
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MEDIAN PRE-TAX INCOME BEFORE TAXES
(% OF REVENUE)

Full Service

2.8%

Limited

Service
4.0%

Source: National Restaurant Association
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m 2019
2025

Margins are

compressed
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RESTAURANT TRAFFIC PERFORMANCE
Three-Month Moving Average
o +FSR =LSR
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Base: Top 140 chains
Source: Technomic
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Mixed results
T
Wer

PRSSIES - -.
OUTBACK

STEAKHOUSES

-0.6%

The
& @esecake
s GRILL Jactory




58% 58%
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% Visiting Restaurant > 1x/week
By Income Group

w2023 m2025YTD 82%

78%
72%  71% X

High-level income group
decreases now occurring

$50K-$100K >$100K



INFLATION VS. CONSUMER WAGE CUMULATIVE GROWTH INDEX

2017-2020

-=All Wages (not just restaurant) =e=CPI-FAFH
118

116
114
112
110
108
106
104
102

100
Jan-17 May-17 Sep-17 Jan-18 May-18 Sep-18 Jan-19 May-19 Sep-19 Jan-20 May-20 Sep-20

Historically, wages outpace

® )
menu inflation
Source: Technomic and Bureau of Labor Statistics
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INFLATION VS. CONSUMER WAGE CUMULATIVE GROWTH INDEX

2021-TODAY
-=All Wages (not just restaurant) =e=CPI-FAFH

150
145 GAP NOT
NARROWING
140
135
130
125
120 Foodservice inflation outgaining
15 wages and total inflation
110
— — — — ™~ N ™~ N m m m oM < < < < LN LN LN
J e S D
§ 53385 33285858 3328 5&8 3328585353

Note: 100=January 2022
Source: Technomic and Bureau of Labor Statistics
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What does 2026 look lik




FOODSERVICE INDUSTRY GROWTH
YOy

11.2%

7.7%

Improvement

4.3%

expected in 2026 I I
n B I_ n

-0.4%

2022 2023 2024 2025 (P) 2026 (F)

B Nominal M Real

Source: Technomic
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e More economic

. certainty
Why bn.ghter 2026 - Stronger wage growth
expectations? » Lower interest rates

« Weaker comp base




Technomic’s View

* Meaningful traffic growth to return once wage growth catches up to
menu inflation...

—...or menu inflation drops to wage-level growth
* Foodservice F&B heavily insulated from high tariff impact
* Discounting/dealing only somewhat effective

* No silver bullet in driving sales
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Consumer Seafood Trends in Foodservice



Consumers are
most interested
in increasing
seafood
consumption

O = net. Increase minus decrease

Base: 1,250 seafood consumers
Q: For each of the following proteins, are you
generally trying to...?
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INTEREST IN INCREASING/DECREASING CONSUMPTION, BY PROTEIN

Fish/seafood 57% 29% 14%
vegie burger
Plant-based burger meant to replicate meat 29%
Pork 24% 39% 37%
HIncrease  m Not change level of consumption Decrease



. SHIFTS IN SEAFOOD CONSUMPTION AT FOODSERVICE VS. TWO YEARS AGO
Foodservice

seafood

consumption at is
on the rise O

Gen Z =19-32 year old GenZ Q

Millennial = 33-48

Gen X+ = 49+ Millennial @
Gen X+
. = net. More minus less

Base: 1,250 seafood consumers, including 360 Gen
Z, 360 millennial and 530 Gen X+ consumers

Q: Do you currently eat more, the same amount or
less fish/seafood than you did from restaurants

and cafeterias compared to two years ago? Select m More today than two years ago M About the same amount as two years ago M Less today than two years ago
one.
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Health is the
main reason for

increasing
fish/seafood
consumption

Base: 308 seafood consumers who are eating more
seafood from restaurants and cafeterias than two
years ago, including 103 Gen Z, 112 millennial and
93 Gen X+ consumers

Q: Why are you eating more fish/seafood from
restaurants and cafeterias today than you did two
years ago? Select all that apply.

© 2025 Technomic, Inc.

REASONS FOR EATING MORE FISH/SEAFOOD FROM FOODSERVICE THAN TWO YEARS AGO

Fish/seafood is healthier than other proteins

More restaurants and cafeterias serve good-tasting fish/seafood

I'm trying to eat less beef, chicken and/or pork

Fish/seafood at restaurants and cafeterias tastes better/fresher
than it used to

There's more variety of fish/seafood offered

More restaurants and cafeterias are identifying the origin of the
fish/seafood on menus

More people in my family eat fish/seafood now

More restaurants and cafeterias are serving responsibly sourced
fish/seafood

Fish/seafood is better for the environment than animal proteins

My income increased so I'm able to afford more fish/seafood

Fish/seafood is more sustainable than animal proteins

Fish/seafood is less expensive, so I'm eating more of it

I'm trying to eat fewer plant-based proteins

I 36%
I 30%
. 2%
. 253%
. 2 7%
I 24%
I 230%
I 22%
I 22%
I 20%
I 1 9%
I 3%

I 0%



SEAFOOD AFFORDABILITY COMPARED TO OTHER PROTEINS* SEAFOOD VALUE COMPARED TO OTHER PROTEINS**

Overall 23% 44% 0 Overall 33% 53% @
GenZ 31% 43% ° GenZ 40% 52% e

Millennial @ Millennial 46% 45% @

20%

Gen X+ el 45% e Gen X+

m More affordable  mJust as affordable  m Less affordable A better value  m About the same value  ® A worse value

O = net.

*Q: Compared to other protein options that you tend to get at restaurants like beef, pork or chicken, do you consider seafood at restaurants to be more affordable, less affordable or just as affordable?

**Q: For the following question, please remember that value includes several aspects such as price, quality, portion size, etc. Compared to other protein options that you tend to get at restaurants like beef, pork or chicken, do you
consider seafood at restaurants to be...?
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Freshness and
taste are most
associated with
Alaska
fish/seafood

Q: Using the list below, we'd like you to rank the
options that best describe Alaska fish/seafood.
You may have learned about these topics from
other people, TV, websites and/or online blogs or
may just have a particular gut feeling about them.
Please rank the top five options that best describe
Alaska fish/seafood.
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OPTIONS THAT BEST DESCRIBE ALASKA FISH/SEAFOOD

Fresh

Great taste

Healthy

Wwild

Safe to eat

Product of the U.S.

Superior quality

100% natural

Pure water/pristine environment

Organic

One of the most sustainable sources of fish/seafood
Responsible fisheries

Certified sustainable

Environmentally friendly

Farmed

Easy to find

Overfished

Affected by pollution/chemicals in the ocean

High in mercury

TOP DESCRIPTORS

49%
48%
42%
39%
38%
37%
37%
36%
23%
19%
19%
18%
18%
18%
16%
14%
12%
10%
%

O



“Alaska” seafood
designations on
menus
communicates
positivity

Base: 1,250 seafood consumers, including 360 Gen
Z, 360 millennial and 530 Gen X+ consumers

Q: If a restaurant or cafeteria used the word
“Alaska” to describe the fish/seafood on its menu,
would you believe that...?

© 2025 Technomic, Inc.

ALASKA SEAFOOD AGREEMENT STATEMENTS
% AGREE SOMEWHAT/COMPLETELY

The restaurant/cafeteria cares about the quality of food
it serves

The restaurant/cafeteria is proud to serve Alaska
fish/seafood

The restaurant/cafeteria has high-quality food

The restaurant/cafeteria is a good place to get
fish/seafood

The restaurant/cafeteria values buying domestic

I'd be more likely to order a fish/seafood dish from that
restaurant/cafeteria

The restaurant/cafeteria cares about offering healthy
choices

I'd be more likely to return to that restaurant/cafeteria

The restaurant/cafeteria believes in sustainable sourcing

The restaurant/cafeteria cares about the environment

74%

74%

71%

71%

71%

69%

69%

67%

65%

I 0%



MENU DESCRIPTOR PREFERENCES: ALASKA DISH DESIGNATIONS VS. OTHER
Consumers are

more likely to
prefer Alaskan

Alaska king crab legs 73% 27% King crab legs

Alaska pollock

3%
designations 2 poleck polock sandicr
Fresh Alaska halibut Fresh halibut
Alaska salmon sushi Salmon sushi
S almon saiad calmon saiad
Alaska pollock 60% 40% Whitefish sandwich
sandwich
Alaska fish and chips 59% 41% Fish and chips
Alaska cod sandwich 56% 44% /:\;Ir?g\';ilfccr:]od
pase: 1,250 seafgod consumers Fried cod bowl 42% 58% Grilled cod bow

Q: The next set of questions will show you different
pairs of items. For each pair, please select the
option that sounds most appealing to you.

*Note: For the discrete choice, respondents were Alaska flounder taco 37% 63%
presented with a pair of menu item names and
asked to decide which of the two sounds most
appealing, forcing a choice between the two items.

Wild-caught Alaska
flounder taco
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“Alaska seafood”
is the leading
regional
designation

Base: 1,250 seafood consumers, including 360 Gen
Z, 360 millennial, and 530 Gen X+ consumers

Q: How likely are you to recommend the following
to a friend, family member or colleague? Select one
per row.

© 2025 Technomic, Inc.

Angus beef

Alaska seafood

USDA Prime sirloin

Alaska salmon

Maine seafood

New England seafood

Atlantic salmon

Louisiana/Gulf seafood

PROTEIN DESIGNATIONS, LIKELIHOOD TO RECOMMEND
RANKED "9" OR "10"

36%

36%

35%

41%

40%

40%

40%

9%

USDA organic chicken

Kobe beef

Farm-to-table pork

Farmed seafood

Asian seafood

Veggie burger

Plant-based burger meant
to replicate meat

21%

20%

35%

33%

31%

27%

27%



. . WILLINGNESS TO PAY MORE FOR MENU ITEMS LABELED ALASKA SEAFOOD
Millennials are

most willing to
pay more for

58%
Alaska seafood 55%
51% 52%
42% 42% 41%
32%
10%
8%
6%

. ~
Base: 1,250 seafood consumers, including 360 Gen Be willing to pay more for that item  Expect to pay the same as for any other Expect to pay less for that item
Z, 360 millennial and 530 Gen X+ consumers fish/seafood item
Q: If a restaurant or cafeteria used the word . .
“Alaska” to describe a fish/seafood item on its H Overall mGenZ Millennial ® Gen X+

menu that you are interested in, would you...?
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Technomic’s View

« Highlight increased consumer demand to further increase
menuing

« Promote affordability of seafood (especially compared to beef)

« Emphasize consumer preference for the Alaska brand
» Articulate sustainability efforts
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