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Understanding consumer hierarchy of needs around wellness

Urgent care
Protecting myself and/or my family members from

Protective immediate health threats

Self care

Improving my and/or my family's current physical or emotional
wellbeing and connections

Preservation

Preventative care
Proactive actions to achieve & maintain specific health goals, or

ASp”at'O”al helping to avoid ailments in the long-term

Selfless care

R reire Improving the world around me by advocating for environmental, ethical,
AITUISTIC humanitarian, and/or philanthropic causes

Innovative care

Seeking out the latest alternatives or developments to continuously meet my and/or
my family's health & wellness goals

NIQ



Lower penetration of “Healthier” food sales concentrated in the middle and eastern
parts of the country

Mapping Chronic Disease
Index of Health-ier Food Unit Sales
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Index calculated by comparing the units share of "healthy" products in Total Food vs the unit share of that "Healthy" products in that SMM Market; Source: NielsenlQ Retail Measurement Services, NielsenlQ Product Insight, pow ered by Label Insight, Total
Food & Beverage; Total US XAOC; 52 w eeks W/E12/31/23; CMS Chronic Disease Public Use Data 2018
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Ailmentsin Low Income HHLDs versus Total Panel | 2023
% of households

Low

Total
Income

Panel

HHLDs

@ Urinary incontinence 8% @ Gum Disease % @ Skin Condition (not acne) (8% 27% Cholesterol Problems @

@ Restless Leg Syndrome (6% @ Insomnia/Sleeplessness 16% @ Dry Eye 10% @ Acne 9%
@ Muscle Pain I M 329 Diabetes— Typell @ @ Allergies — nonfood 41%
@ Depression/Anxiety 22% @ Hair Loss 10% @ Acid Reflux 33% @ Eczema 9%
@ Arthritis 24% @ Joint/Neck/Back pain 28% @ Headache/migraine 15% @ Lactose Intolerance 12%

@ Asthma 12% Attentlon Deficit Disorder 9% Imperfect Vision 27% @ Upper Respiratory llinessggg,

(RSC, Coronavirus)

@ Eye Disease 6% 30% High Blood Pressure 27% Pre-Diabetes @ Menopause 7%

34% Constipation (chronic) @ 30% Irritable Bowl Syndrome @ @Allergies (food related) 8%

(IBS)

Source: NIQ Annual Shopper Health Study, 2023, Q10. Below is a list of health-related conditions / ailments. Please read the list carefully and then select the condition(s) that anyone in your household, including yourself, has experienced during the past 6
months. Please selectall that apply

N I Q © 2024 Nielsen Consumer LLC. All Rights Reserv ed.




Ultra-processed impact on diet is under scrutiny

THE WALL STREET JOURNAL.

Food researchers say th,
WALL STREET JOURNAL

ATION BY ELENA SCOTTI/THE

HEALTH | WELLNESS

The Trouble With America’s Ultra-Processed Diet

Concern is rising about ultra-processed foods in American diets, and their effects on our health

By Andrea Petersen (Follow|
ET

Nov. 14,2023 530 am
B

NOVA Food classification

Processed culinary
ingredients

These are obtained from
minimally :grocessed foods
and used to season, cook
and create culinary dishes.

Salt, sugar, vegetable oils, butt
S e fas, " D!

Source: NIQ Retail Measurement Services —NIQ Product Insight, pow ered by Label Insight; Total US XAQOC; Total Food & Beverage; $ Share, EQ % change vs 4 years ago; 52 w eeks ending November 4, 2023.

of US Food and Beverage qualify as “ultra- \
processed” using current NIQ Product
Insight definition, compared to...

from Northeastern University’s Network
Science Institute

J
\
+5.2% foodsthat are ultra-processed

+8.2% foodsthat are nutrientdense

k Equivalized volume vs 4 years ago /

/ NIQNPI ULTRA-PROCESSED QLFD: Use nutrition facts panels \
(NFP) and ingredient declaration:

Products with NFPs containing one ofthe following: 1.5g or more
of sodium per 100g,5 grams or more of saturated fat per 100g, 22.5g or more of
sugar per 100g, or 17.5g or more of total fat per 100g.

And

Products with atleast three ofthe following: Added Sugar,
Hydrogenated Oil, Formaldehyde Releasing Preservatives, Artificial Colors,
Artificial Flavors, Artificial Sweeteners, Hydrogenated Oils, Artificial Fragrances,
Added Sulfites, Color Additives, or Sequestrates.

Productseligible for this attribute cannot m ake organic
certification claims.

J

Top 10
“ultra-processed”
categories

Prepared Foods
Candy, Gum, Mints
Desserts

Cookies and Crackers
Processed Meat
Cereal and Granola
Sweet Snacks

Bread

Pizza

Rolls and Buns

NIQ



Consumers proactively managing challenges around broadening lens of mental health

2 2 % Consumers in NIQ Annual Shopper Health study reported Depression in their household

I,ﬁ\lhich of the following do you \ A‘Uhlch of the following do you do to\

' use to maintain/manage your l' maintain/manage your emotional
emotional health? health?
Treatment Based Behavioral Based
Exercise or physical 50%
Prescription 250 activities ?
medication
Eat healthy food 51%
Over-the-counter _Eat something - .
medication . 18% indulgent or fun 30%
Consume alcoholic
beverages - 16%
Vitamins/minerals/ 41% Spend time with
supplements friends/family _ S1%
Hobbies (e.g.,
reading, gardening) _ 8%
| | | video games |

\ % of Respondents / \ % of Respondents /

NIQ



Health patterns shifting across food as medicine vs supplementation;

need states evolving over the last four years

Fastest growing VMS
(4Y CAGR)

Hydration
Electrolyte
Performance
Mood

Sleep

Mental
Digestive
Magnesium
Vitamin K

Food as Medicinel
4-year CAGR stronger than Total Food and Beverage

Digestive Health
Metabolism Support
Immune System Health

Fruit and Vegetable and Grains and
Heart Disease

Microbiome
Folate & Neural Tube Defects
Heartburn/Acid Reflux Support

Inflammation Health

KProactive Consumers — 47%\

-

= Reactive Consumers —23%

= Passive Consumers — 30%

Diabetes support FAM
Digestive health FAM
Sleep support— FAM
Immune support- FAM

Performance supplements
Immunity supplements

Diabetic supplements
Menopause supplements
Sexual health supplements
Sleep aid supplements

/

NIQ



Percentage of U.S. adults, age 18 and older,
who are obese

NIQ annual Health Shopper study
found households reporting
obesity/overweight and taking
weight-loss drugs doubled in the

last year

Metabolism Obesity Weight Management
Support Stated Support Stated Supplements




Obesity and weightlossis arapidly shifting landscapewith new players and cultural shiftin
obesity conversation

Monthly prescriptions of GLP-1drugs o —

\ Wegovy" EXEF)

(semaglutide) injection

4. 0million

b
' mouifiro- QEEE u'
(tirzepatide) injection lJ

35

30 [zl |

25 Glucagon-like peptide-1 receptor agonists or GLP-1 drugs work by mimicking the
: Glucagon-like peptide-1 hormone, which plays a key part in regulating appetite

and blood sugarlevels.

2.0

15 F|ERCE Provider: Health Tech ~ Payers Regulatory Finance Special Reports Fierce 50

1.0 WeightWatchers rolls out telehealth

clinic to prescrlbe weight loss drugs

05 By Heather Landi - Dec 18, 2023 P

0

2018 19 20 21 22 23

Note: includes Ozempic, Wegovy, Mounjaro and Zepbound
Source: IQVIA Institute for Human Data Science

NIQ



What we know today and what is still to be learned
What we know today

®CBS NEWS NEWS sHOWS

» Digestive health (foods, OTC) key to this audience

* Nutrition (macros and micronutrients),

supplementation will become increasingly important) Food makers focus on Ozempic supplements

- Paleo and vegan growing; muscle health, heart health and side dishes

- Opportunity to meet appetite-suppressed nutrition needs MONEY

WATCH

« Dataindicates some GLP-1 for “babyweight” which would
indicate short-term usage

- Initial industry hypotheses aren’t necessarily playing out Still to be understood

in the trends

, » Accessand affordability/insurance coverage
- Generally more volume in the store

« Longterm positive and negative health implications

- Weight plateau, side effects

- Shifting across the store, not necessarily all to the perimeter

- Some increases in snacking, convenience but also meal
preparation - Reduced risk of cardiovascular events

- Spending more on alcohol, except wine - Will there be a shiftto oral for maintenance?

« Implications forbeauty and personal care - Long-term viability

) . . New research showing only 1/3 of consumers still on a year later
» Foodservice/restaurants may see bigger vulnerability than

grocery as consumers have more control over what they
put in their body

"For all their promise, GLP-1 agonists have raised more questions than they have answered —a hallmark of a true breakthrough,"

Holden Thorp, Science journals' editor-in-chief

NIQ 10



Protein is shifting...

\
Total Food & Beverage
unit change vs yr ago )
4 N\ N\ [ ) _
Fresh meat Eggs Total seafood Nuts & Seeds Meat alternatives
\_ J A\ J A\ /AL ﬁ J E
4 N\ N\ N\ )
Fresh meat - Meat Greek yogurt* Fresh seafood Nut butters
\ % /A / A\ H /A a J
(Fresh meat - Frzn\ g \( Frozen seafood ) [ camnedrozen Beans : : .
>25¢g Protein per serving Qualified
\. ) Sottagecheese )L a J\ g /) 43104 Fresh Meat alternatives?
N N N N (+54% dollars)
Fully cooked meat Tofu Grocery seafood Dried beans . .
+30% Fully Cooked Meat alternatives in Grocery
w (+30% dollars)
\ /A /A /AL J
4 ) 4 )
Processed meat
y LAnchovy/Sardinesj
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Thedemand for protein continues to grow

25¢g Protein+ per serving continue to see fastest growth

6 7%

of consumers are trying to
consume more protein in 2023,
according to IFIC

+14%

Keto Diet stated claims sales
up in latest year

+23%

Paleo Diet stated claims sales
up in latest year

Protein per serving / High Protein Y

EYear Ago m4 Year CAGR 15%

9% 9%

8% 8%
7%
5%
3%
2% 2%

1g to less than 10g to less than 159 to less than 209 to less than Over 25¢g
10g 159 209 \ 25¢ “high protein” >317K searches (+19%)

~ - “pea protein” >289K searches (+9%) +8% in sales vs year ago
“protein isolates” >1.1million searches (+13%) /

#highprotein

7.7B views

NIQ Trending Attributes Search trends \
show increased demand for protein

.,
S

International Food Information Council, 2023 Food and Health Survey, TikTok Trends
"NIQ Label Insight Trending Attributes search data; All Channels; 12 Months, October 2022 — September 2023"

NIQ 12




Food and Beverage Trends

S 4-year [tems Selling Items Selling

Iron ~ 34K items e | Selenium ~ 1,300 items = A-year CAGR
GOOD SOURCE OF IRON DISCLOSURE REQUIRED QUALIFIED 6.5% 2.8% EXCELLENT SOURCE OF SELENIUM QUALIFIED
GOOD SOURCE OF IRON QUALIFIED 6.7% e GOOD SOURCE OF SELENIUM QUALIFIED
EXCELLENT SOURCE OF IRON QUALIFIED 3.7% i GOOD SOURCE OF SELENIUM DISCLOSURE REQUIRED QUALIF
EXCELLENT SOURCE OF IRON DISCLOSURE REQUIRED QUALIFI 6.0% 1.7% EXCELLENT SOURCE OF SELENIUM DISCLOSURE REQUIRED QU 2.4% 7.3%
IRON PRESENCE STATED 1.9% S 0% SELENIUM PRESENCE STATED 6.9% 8.5%
GOOD SOURCE OF IRON STATED L o, COMPARATIVE SELENIUM STATED ~ ~
EXCELLENT SOURCE OF IRON STATED 5.9% 3.5% GOOD SOURCE OF SELENIUM STATED
COMPARATIVE IRON STATED 39 S EXCELLENT SOURCE OF SELENIUM STATED
Magnesium ~ 4,200 | Pdvear QY tems Seling Calcium ~15K items Pdyear Qg lrems Seling
gnesium : items CAGR A-year CAGR | B CAGR 4-year CAGR
EXCELLENT SOURCE OF MAGNESIUM QUALIFIED 3.4% 1,99 EXCELLENT SOURCE OF CALCIUM DISCLOSURE REQUIRED QUA  7.5% 1.0%
GOOD SOURCE OF MAGNESIUM QUALIFIED 9.79% e GOOD SOURCE OF CALCIUM DISCLOSURE REQUIRED QUALIFIE  4.7% 0.7%
EXCELLENT SOURCE OF MAGNESIUM DISCLOSURE REQUIRED | -4.5% 0.6% EXCELLENT SOURCE OF CALCIUM QUALIFIED 8.6% -0.5%
GOOD SOURCE OF MAGNESIUM DISCLOSURE REQUIRED QUA  3.5% 0.0% GOOD SOURCE OF CALCIUM QUALIFIED 4.2% -1.2%
MAGNESIUM PRESENCE STATED 8.4% 5.4% CALCIUM PRESENCE STATED 1.1% -6.6%
GOOD SOURCE OF MAGNESIUM STATED 0.4% 3.4% COMPARATIVE CALCIUM STATED 1.7% -7.9%
EXCELLENT SOURCE OF MAGNESIUM STATED 6.7% 9.4% EXCELLENT SOURCE OF CALCIUM STATED 4.6% -7.3%
COMPARATIVE MAGNESIUM STATED 11.9% 9.6% GOOD SOURCE OF CALCIUM STATED 3.5% 3.3%
. . S 4-year Items Sellin = _ S 4-year [tems Selling
Potassium ~11K items _ AR doyear CAGR Zinc ~4,200 B CAGR 4-year CAGR
GOOD SOURCE OF POTASSIUM DISCLOSURE REQUIRED QUALl  7.0% 3.3% EXCELLENT SOURCE OF ZINC QUALIFIED 6.2% 1.7%
GOOD SOURCE OF POTASSIUM QUALIFIED 5 99 S 6% EXCELLENT SOURCE OF ZINC DISCLOSURE REQUIRED QUALIFIE  2.1% 3.6%
EXCELLENT SOURCE OF POTASSIUM QUALIFIED 629% < 0% GOOD SOURCE OF ZINC DISCLOSURE REQUIRED QUALIFIED 0.4% 1.6%
EXCELLENT SOURCE OF POTASSIUM DISCLOSURE REQUIRED C  11.5% 10.0% GOOD SOURCE OF ZINC QUALIFIED 8.5% 3.3%
POTASSIUM PRESENCE STATED 2.4% 0.6% ZINC PRESENCE STATED 17.3% 13.2%
EXCELLENT SOURCE OF POTASSIUM STATED 7.0% 5.5% GOOD SOURCE OF ZINC STATED -2.5% -3.2%
GOOD SOURCE OF POTASSIUM STATED 5.1% 0.3% COMPARATIVE ZINC STATED 24.1% 15.0%
COMPARATIVE POTASSIUM STATED <oy 8.0% EXCELLENT SOURCE OF ZINC STATED 23.7% 1.5%

NIQ



Uniqueand sometimes overlapping health and wellness priorities across generations

Environmental
sustainability

* Low emissions
* Reduced carbon impact

Health & need states
(Even greater degree than Boomers)

* Cellular function
 Cardiovascular health
» Joint health

* Heart health

* Mood supplements

Source: NIQ Homescan Panel; Total US; Generational cohort demographics; NIQ Product Insight pow ered by Label Insight; $ share index; 52 w eeks ending January 27, 2024
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the world’s most complete and clear understanding
of consumer buying behavior that reveals new
pathways to growth.
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