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Critical Factors

in Consumer
Decision-Making

Identifying growth
opportunities and
consumer preferences
has never been more
complicated.

Re-engineer
insights to action
Knowing what is driving

consumer purchase

behavior today and into
the future is critical.

Address Pet
Specific Needs

These challenges can
only be solved when
retailers and suppliers
work together to meet
consumer demand.
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How many years of
history do the iconic
brands on stage have
between them?
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50 years

100 years
300 years
400 years
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The opportunity is large for the brands that

Consumer purchases & digital discovery
can reach them in our omnichannel world

IS not brand centric, but rather attribute +
need state centric

715% /8% 200M $400B

The projected value of Health &

of grocery searches on shoppers adhere to a diet
Wellness productsales by2030

of CPG shoppersuse digital
Amazon are unbranded or health related eating program

channels to become inspired,
browse, research, orselectabrand.

384%: 87% 40% 2.5X

of brands fail tp claim 1 of of products qualify for an attribute but more revlgnu_e driven by Number of clicks products that
their top 3 attributes are notreturnedin the retailer's personalization include the right attribute in their
title receive.

searchresults

How can you truly assess an opportunitywithoutknowing all of the consumer How can you personalize your messaging withoutknowing the attributes,

ingredients, social causes, or sustainabilityattributes that matter to your

purchase drivers and which productsfit / do not fit those needs?
consumers?

NIQ 1
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How did the Wall Street
Journal recently
describe the new CEO
of Kraft Helnz?

Kraft Heinz’s CEO Is a Health Nut. Can

He Remake a Processed-Food Giant? i -
1 . A Tltan O.I: O p e ra.tl O nal Eff | C | e nCy Carlos Abrams-Rivera eleeiicr;‘sur:Z:Zes:j):cehaantjer;is company’s approach to 3
2. A Health,Nut - V2 |
3. AnAl Automation Machine - - i '
4. A Dependable Dividend Deliverer e = o
4 N \
@ 2 @
© 2024 Nielsen Consumer LLC. All Rights Reserved.



Did you know you may be
leaving out a whopping

+90% Incremental

: : enetration opportunities?
Kraft H el n Z In n Ovatl n g *pPercentage calculation varieI::s)E/ category.

to GrOW Sh are and Stat is based on plant-based category items.
Bring New Consumers
Into the Categories

C360

NIQ



FOOD&WINE

Heinz Teamed Up With Mattel to Bring Us the
Mashup We Didn’t Know We Needed:
‘Barbiecue’ Sauce

Tomato Kenchup’ could potentially be on the way:

TOMATO
KENCHUP

i

Barbie™, Ken™ snd sssociated trademarks and trade dress are owned by, and used under license from, Mattel. 2023 Mattel

KraftJleinz N IQ

= TODAY

Taylor Swift's ‘seemingly ranch’
moment causes Heinz to create custom
sauce

USA
TODAY

Heinz wants to convince Chicago
that ketchup and hot dogs can co-
exist. Will it succeed?

{ s
HEINZ




Consumer-Centric Innovation = 150 Years of GROWTH

VEINZ TRl : !

TOMATO \ \( 2 il UNSWEETENED.
KETCHUP . o .

ORGANIC |

WEINZ A MEINZ /! WEINZ
TOMATO \ \ TOMATO

i KFTCHUP | SEICHUP
- ' @ '\ L

KraftJeinz N IQ



Consumer-Centric
Innovation = More People
Shopping the Category

» Ketchup wasripefor
innovation, offering both
high velocities and
incremental volume as the
category expandsits number
of items.

» Withthe opportunity
identified, the next question
iswhattype of innovation
will bring the most new
shoppers?

KraftJleinz N IQ

Sales Value per Shop-Week per Item

$45

$40

$35

$30

$25

$20

$15

$10

$5

$0

Incremental Impact to Condiments

MAYONNAISE
SANDWICH
DRESSING
MEAT CONDIMENTS
HOT SAUCE/CHILI
SEAFQOD CON
SOY SAUCE CONDIMENTS
OTHER
HORSERADISH MUSTARD
-$20 -$15 -$10 -$5 $0 $5 $10 $15

Incremental Sales Value from Add 1 Item



Leveraging Attributesto Understand

the Potential Size and Share of Growth Trends

S - . ll . ;Hi

Proven Trends Fey Growing Trends —_—a Developing Trends

Contains No Artificial Oreanic No Sugar Added No Salt Contains Contains Contains

HFCS Sweeteners g Added Vegetables Added Mayo Honey Pickle
Dollars Share by Attribute 79% 21% 8.2% 5.3% 1.2% 0.6% 0.2% 0.1% 0.002%
Dollar
Growth +8% +9% +6% +5% +12% +13% +13% +22% +690% +316%
vs YA

WEINZ

TOMATO
KETCHUP

’
Kraftl?[elnb N I Q Source: NielsenlQ Productinsights, TotalU.S. xAOC Late

WEINZ

TOMATO
KETCHUP

) MEINZ

| TOMATO
KETCHUP




Uncovering the Next Frontier

in Ketchup "‘56‘/
NIQ Trending Attributes eCommerce ‘ /%
+ Z ér
/€

Search Trends show increased demand
for Better For™ ketchups
UNSWEETENED
o@&nn% W"K].E ’f
LALES * e 7 ‘PI £T0% + r
mmmsoznbz.épz)szw e / 6
W NO °

ADDED

GLUTEN
FREE SUGAR

“Organic” — > 29M searches
“Gluten Free” ——— 6M searches
“Low/No Sugar" —> 9M searches

KraftJHei
ra e’"Z N I Q NielsenlQ Productinsights, Total USXAOCS$% CYA 3/16/24; NielsenlQ eCommerce Search Trends, all channels combined,latest 52 weeks March '24

Keto Diet stated
claims sales
growth in ketchup

Paleo Diet stated
claims sales growth
in ketchup

Whole 30 Diet
stated sales growth
in ketchup



What Success Looks Like
Capturing Incremental HH Penetration

WEINZ  “T0&™  Hunts.

KraftJleinz N IQ

WEIN?

SIMPLY

0.8

0.6

0.4

0.3

0.2

0.1

0.1

97.5

98.3

98.9

99.3

99.6

99.8

99.9

Whataburger

Red Gold And Inc.
Primal Kitchen
Private Label
Heinz Jalapeiio
A/O Heinz Flavors

Heinz:
Extra Hot Habanero

Cumulative Penetration
in the Category

Incremental Penetration
in the Category

12



Leveraging Attributesto Drive Innovation
Whitespacein the Ketchup Category

HH=0.3% FDA No Added Sugar
The Kraft Heinz $=0.6% HH =93.4%
Company HH = 0.1% $=92.2%
HH = 41.6% HH=0.2% $=0.3% HH = 3.6%
$=50.5% $=0.3% $=5.0%

HH = 13.6%
$=20.7%
All Other

All Other
' Ketchup Brands
KetChup Brands KITCHEN HH =93.4%
HH =43.6% UNSWEETENED $=92 i%

$ = 27.0% | éﬂ(‘]‘!lﬂ |

KraftJeinz N IQ



Macro Trends vs. Local Dynamics: Navigating
Diet Diversity in Today's Landscape

Share of products with Keto, Paleo,
Whole30 claims increases dramatically
by income level

New Englandersand Floridians i .
acceleratingembrace of the Palgodletlsaprevalent . . . ) .
. in Wheat Belt of the US Low income Avgincome High income
low-carb lifestyle

Whole 30 isdispersed across
the entirety of the US

Kraftweinz N I Q L Source: 2024, Ketchup + N1Q ProductInsight




Better For You, Environment, Society Shopper is key to future
growth and demands transparency in progress & reporting

\‘I"
00e
ag@e»

Healthy Living &
Community Support

o

Imprave product health & nutrition by

achieving 85% compliance with Kraft Heinz

Global Nutrition Targets by 2025

N TRACK: 75%

-

Reduce total sugar in our products by more
than 60 million pounds across our global
portfalio by 2025

-
e

Reduce sodium by an additional 5% n our
BBQ Sauce and Kraft Salad Dressings in
North America by 2025.

-
[re—

©
[
improve use and transparency of simpler
ingredients by 2025

w7
-

Environmental
Stewardship

9
Reduce energy use intensity by 15
aCross our manu rrtmnyhulnw lvznzs

9

Procure majority of electricity from
renewable sources by 2025.
-—

Reduce water use intensity by 20% in
high-risk watershed areas by 2025 ;.

{’\

Reduce water use |||tel|slt{ by 15% across
our manufach nnghums Y 2025 pe merec

Responsible
Sourcing

Source 100% of eggs globally from cage-
free or better* hens by 2025.
Lo

Soure 100% of e 1 Eutoe o free:
range hons by 20

v

Improve broiler chicken welfare in the
U5 by 2024 and European chicken
“commitment by 2026

-

!
L
Purchase 100% sustainably-sourced
Heinz Ketchup tomatoes by 2025.
-

Retail Sales Growth Rate | % CAGR 2018-2022

+145
bps

Products without
ESG claims

Products with
ESG claims

Consumers care about

0
+7%
Gen Z households are
increasing their
spend on Better For™

products faster than
Total Panel (+1%)

N 109 111 101 91 85

Index

E— - sustainability—and
m back it up with
v o Purchase 100% sustainable palm oil by P
Increase our plant-based offerings. Reduce waste to landl ntensiy by 20% o their wallets
- anuf; \ghrlnn by 2025
o=
an
181 . - - <\ X
1.5 il el et e o Purchase 100% taceable galm oil o the Q‘(\'\/ 0(\ Q}(\'\‘ (Qe. ;QOQ
by 2025 against our 2019 baseline T — [C) IC) IC) 00 \"b
— Aim to make 100% re:z:lahle,nusayla %) @
ONTRACK: 23% or compostable packaging by 2025, 00(\
) L A
Kraft Heinz Seeks to Reduce Carbon Emissions by Over 99% Across 10 é@?
U.S. Plants With Help from a $170 Million Investment from U.S. A NielsenIQ Nl
Department of Energy. warzs 2024

KraftJeinz N IQ




CARNE DE RES

TAQUITOS

no artificial flavors,
preservatives, or dyes

L Kraft J

macé&
CcHeese




B® Microsoft Bing Q. pet humanization

Q SEARCH "l‘. COPILOT

About 6,670,000 results

How many search
‘@ https:/nielseniq.com » Home » Insights  }
Pet food trends shaping the industry in 2023
results for the o b s i OO
humanization of pet
NIQ
hitps://nie m > Home > Insights
t r e n d ? How human food trends have impacted pet food search ...

2022 — According to the NielsenlQ Sustainability guide, holistic health

pet products — from search to purchase, the omnichannel is deeply invested ..

ingredient searches are increasing year over year by double digits. The same
Health & Wellness - Specialty Diets - The Grain-Free Pet Food.

500K
:

Consumers focus on sustainable pet ownership

1 5 M NielsenlQ sales data reveals how pet owners are increasingly
. 5 humanizing their pet care choices. Over the past two years, for example ..
Growth In The Pet Sector - Clean Labels Lead The Charge - Sustainable Pet

1

2

3. 5-10M ——
4. 10-15M e o o

ielsenic me » Insights

The human pet trends driving pet food purchases

1 — The humanizing of pets is driving a CPG pet trend ... NielsenlQ
. . . Partner Network. Become a NIQ ... The human pet trends driving pet food purchases.

. . . © 2024 Nielsen Consumer LLC. All Rights Resehved. 17



Nestle Purina Enhancing
Loyalty with the
Attributes that Matter to
Pets & Owners at

Every Life Stage
»

Envision whats possible

NIQ



Nestle Purinais at the furthest end of the attribute maturity curve and always pushing the envelope

External

Retail/Consumer

Category Understanding

Segmentations & What attribute search function

ality are retailers enabling?
Measurement

Which attributes/trends
are growing, declining and why?

Business
Focus

How do | leverage attributes to
optimize eCommerce content
and SEO to enhance

. - g
Whatis my marketshare of discoverabilityonline?

various attributes? Where do |

need to innovate? How can | leverage

productattributes to further
Which attributes drive buy rate develop and win with my
and consumer loyalty? retailer customers?

Internal

Fundamental Consumer Activate through Innovation
Understanding Mindset and Targeting

NIQ 19



Health & Need States are top of mind for pet owners and Purina has tailored solutions to

fit your pet's unique needs

Mental health

Proactive health

Ailment

+27%

Physical

+40%

Relief

+22%

+101% +9%
Mood and stress Urinary tract Kidney function Performance Weight
health health support support management
G5 N\
- . L
3‘\@ 'a
S ;\"’
447 ]
EAPURINA| 3 )
' BEPURIN , HEALTHY
REPURINA PRO PLAN P2} . weight pos
DR (O VETERINARY TRUE INSTINGT g o
1 ]\( ; URINARY TRACT DIETS R TRU VSTINCT /“ & 7‘_"
w& SMALL HEALTH FORMULA LEAN MU‘SCLE SUPPORT .4'. 3 =
— R BREED NF KIDNEY FUNCTION N S ’ g
16 - |
20

NIQ



Microbiome health, an attribute so hot even Nestle's CEO took notice +108%

Microbiome health

NOW WITH

MICROBIOME

9

aire aeseARCH_RESULTs_ -
BALANCE

Promote your pet’s gut health

16.9

POUNDS

+ Follow ) HOME ONEDOG- ONECAT- TARGETED NUTRITION -  TRUE INSTINCT ~ MICROBIOME BALANCE MORE - Q Search all Purina ONE

O ©086

Prebiotic Nutrition Gut Health Immune Support Veterinarian Recommended

LAMB & RICE
FORMULA

NATURAL VifE-ARETAUTRIEN

WITH REAL SALMON #1 INGREDIENT

ICROBIOME BALANCE™ 100% NUTRITION
0% FILLERS
has 3 purpose

e Support Biar

With A Healthy Gut

NATURAL i85

NIQ 21



Trial in pet is more complex than human, as switching foods requires a transition period. The
flip side of higher barriers means products that satisfy drive lucrative repeat rates
41% of "Natural" Pet Food consumers make a purchase5+times ayear

Repeat rates | Total Pet Food — All Outlets

80
70
60
50
40
30
20
10

0

& g == % . Role of pet treats

in driving trial

Natural Immune System Organic Plant Based
Positioning Health

m % One Time Buvers m % 2 Time Buyers m % 3 Time Buyers % 4 Time Buvyers m % 5+ Time Buvers

Of all households who purchased Pet Food products that claim “Natural”, 26% purchased only one time, 41% purchased five or more times.

NIQ 2



Nestle Purinais at the furthest end of the attribute maturity curve and always pushing the envelope

External

Retail/Consumer

Category Understanding

Segmentations & What attribute search function

ality are retailers enabling?
Measurement

Which attributes/trends
are growing, declining and why?

Business
Focus

How do | leverage attributes to
optimize eCommerce content
and SEO to enhance

. - g
Whatis my marketshare of discoverabilityonline?

various attributes? Where do |

need to innovate? How can | leverage

productattributes to further
Which attributes drive buy rate develop and win with my
and consumer loyalty? retailer customers?

Internal

Fundamental Consumer Activate through Innovation
Understanding Mindset and Targeting

NIQ 23



Millennials over index
for Better For™

(You, Planet, Society)
Product purchases

Pet was an early adopter
of online and the online
share of wallet reflects it

Millennials index highest for online

GenY have a highershare in all online

% of $ Volume from:

Share of Dollars

(1995, 6 b $318MM )0

Gen Y / Millenials ,

Total Online Sales

Total

Panel $5.8B

7 Omni Buyers
(Both In Store and Online)

0.1%

GenYy -

. ] 24%
Millenni. .- ’

18% Animal welfare-related

+ Cruelty Free, Humane

Social responsibility

29.3% $2.1B All of Gen Z but to lesser

Online Share of
W allet among
Oomni
shoppers:

N I Q Source: NielsenlQ Omnishopper, Total Outlets, LS2WE 1.27.24 vs PY. *FOOD includes total edibles (food and beverage), Total Store = Alcohd, Baby Care, Hedth & Beauty Care, General Merchandise, Household Care, Food, Pet Care, Departments

Pet Care

45.6%
+1.6pts

Food

16.1%
+1.1pts

Gen X
(1965-..

Boomer/T )
radition...

4%%

25%

ﬂ 27%

19%

19%

17%

17%

Dollar Store (In Store)

Drug Store (In Store)
Grocery (In Store)

$1.6B

$1.8B

* Ethical, B-Corp, fair trade
Clean label

Highest indexing group for
« *Provides energy”
* Pregnancy and lactation support

* Free from
phthalates & sulfates, artificial
fragrance

* Natural ingredients

Health needs

* Brain & eye health, hair/skin/nails,
mood & stress

* Immune system health,
microbiome

Highest indexing group for
+ Consuming Better For™ foods
‘and organic overall




Retaller eCommercehas responded by infusing sophisticated attributedriven search,comparison, and
recommendation features into their UX — a flywheel effect that further drives theimportance
of attributesto the pet food shopping experience

Target Clean Grain-Freo Moat, poultry, or seafood as

USA v f& 24[7Help v signin

searct Q

s necant A ormustas wetot
aric Fnors, coors o presenaties

Purina ONE +Plus Adult Digestive  Purina ONE +Plus Adult Joint Purina ONE +Plus Adult Skin & Purina ONE +Plus Adult High- Purina ONE Natural Large Breed
Health Formula Dry Dog Food, Health Formula Dry Dog Food, Coat Formula Dry Dog Food, 311- | Protein Healthy Weight Formula  +Plus Formula Dry Dog Food, 311-
312-lb bag 31-lb bag b bag Dry Dog Food, 31 1b bag

No animal by-products No artificial flavors, colors,  Non GMO Organic wirddrdr s Ry 100 whhdT ™ Aridrdd 77 wird il 7os
$49.98 ($1.61/1b) $49.98 ($1.61/1b) $49.98 ($1.61/lb) $49.98 ($1.6/1b) $49.98 ($161/1b)

party carsfcion of o o pack  Carticaon on pack, Berety moeang

Sk e 2 by SO s e i
= Puack marieting Claim ot the sbesence
ot et ot

$47.48 >Autoship $47.48 ™Autoship $47.48 >Autoship $47.48 >Autoship $47.48 ™Autoship

Health Feature

procuet beng mado wihiut genetcaly  of“Cartifed Organi” o *100% Ceried
engnesredngrederts. Oganic®

Digestive Health, Sensitive Immune Support, Hip & Joint Digestive Health, Hairball Appetite Stimulation, High- High-Energy, Immune Support,
Digestion, Immune Support... Support, Muscle Care... Control, Circulatory Care Energy, Muscle Care... Muscle Care...
Special Diet
High-Protein, Sensitive High-Protein, Natural, With Sensitive Digestion, High Fiber, High-Protein, Weight Control, High-Protein, Natural, With
Digestion, Natural, With Grain Grain Natural Natural, With Grain Grain
Lifestage
Shop by health consideration All Lifestages, Adult All Lifestages, Adult All Lifestages, Adult All Lifestages, Adult All Lifestages, Adult
Form/Texture Diets & Lifestyles Nutrition/Ingredient Based Recommendation
What kind of food does Fido prefer? Sy Core smasts s should ks tow shout?, What's your wellness approach for Fido? 2.To) é

o B e SO

fr—
et
Frash, o froutu-deind, dohydrated and sthers =N
Skin & Coat Health Grain Free gt No Praurance Seaduize
etco = =
. veworuas
— e @

THE HEALTH + 25

WELLNESS CO.




eCommerce search trends provide atotal category trend identification signal and a content
optimization opportunity for Purina brands

Attribute Name

Grain Free
Natural
Organic

Limited Ingredients

Non-GMO

Attribute Name

Chicken
Gravy
Catnip
Salmon
Grilled
Beef

Retailer X Pet Wellness Icons Examples

Search Volume % of Category
Volume % Change
535,101 -24% 27%
284,464 -35% 36%
115,410 -26% 1%
97,949 5% 5%
405 -2% 3%

Retailer X Pet Flavor Examples

% of
Search Volume Category
Volume % Change UPCs Claim

ed

495,530 -45% 27%
437,112 -56% 7%
338,112 2% <1%
310,634 -23% 7%
148,830 -63% <1%
148,750 -47% 15%

# of Purina

UPCs Claimed UPCs Claimed

262
748
13
51
11

# of Purina
UPCs Claime
o]

761

270

257
25
363

Retailer X Pet Health Considerations Examples

Attribute Name

Dental & Breath Health
For Pet Training
Calming
Urinary Tract Health
Sensitive Stomach

Healthy

Retailer X Pet Food Form & Life Stage Examples

Attribute Name

Wet

Dry
Chew (Form)
Kitten Stage
Puppy Stage

Small Breed

Search
Volume

1,571,563
700,068
373,124
187,067
184,007
165,036

Search
Volume

6,119,496
6,037,618
2,147,363
1,378,711
1,111,194
966,462

Volume
% Change

-3%
-18%
-5%
-21%
-14%
-3%

Volume
% Change

-27%
0%
-13%
-15%
-25%
-5%

% of Category
UPCs Claimed

8%
2%
<1%
<1%
1%
22%

# of Purina
UPCs Claimed

84
38

43

51
402

% of Category # of Purina
UPCs Claimed UPCs Claimed
25% 821
26% 912
13% 92
4% 187
5% 130
5% 124

NIQ

26



Bringing the attributes retailers care about into category management discussions allows
Purina to find mutually beneficial growth opportunities

Free From Artificial Flavors

Pet Food Sales

» Retailer X Total $1.19B

+5.3%

{

No artificial flavors, colors,
or preservatives

»Retailer xAOC REM $16.7B

+13.6%

NIQ

27



Nestle Purinais at the furthest end of the attribute maturity curve and always pushing the envelope

External

Retail/Consumer

Category Understanding

Segmentations & What attribute search function

ality are retailers enabling?
Measurement

Which attributes/trends
are growing, declining and why?

Business
Focus

How do | leverage attributes to
optimize eCommerce content
and SEO to enhance

. - g
Whatis my marketshare of discoverabilityonline?

various attributes? Where do |

need to innovate? How can | leverage

productattributes to further
Which attributes drive buy rate develop and win with my
and consumer loyalty? retailer customers?

Internal

Fundamental Consumer Activate through Innovation
Understanding Mindset and Targeting

NIQ 28



The situation: Sustainability is outpacing store growth

14%

ALLANIMAL WELFARE
r  12%
2
O ENV SSTNB -...
5 10% ENV SSTNB -...
?; - ALL SOCIAL
o 0 RESPONSIBL...
©
0
B 6%
| +6% Total Store
‘»
e 4% ALL SUSTAINABLE ...
a
=
T 2%
o
o

0%

500 550 600 650 700 750 800 850 900 950

“Total Store Expansion”- Countof US categories

NIQ

basis points

More growth in products with claims on
environmental, sustainable packaging,
animal welfare, social responsibility
than on products without over the last four years

T e
E et i e G

34%

Brands with >50% of sales from products with
sustainability-related claims achieve repeat
rates of up to 34%

-




Situation Continued: And Households with more pets show higher interest in
sustainability

Households with Pets | Purchase Index vs Heavy Sustainable buyers

H1 Dog Owner ™2 Dog Owners B3+ Dog Owners 1 Cat Owner 2 Cat Owners B3+ Cat Owners
129 126
119 119
115 112 108 117 113
104 I 103 106I 102106105 14, 103104
Environmental Sustainable Social Animal Welfare Environmental Sustainable Social Animal Welfare
Sustainability Packaging Responsibility Sustainability Packaging Responsibility

NIQ



The Conundrum: Pet food has one of the lowest prevalence of ESG claims,
making identifying trends within the category a challenge

® Food @ Beverages @ Personal care ® Household June 2022 LTM category retail sales ($B)
I 200 PAPER & PLASTICS
t g SWEET SNACKS
) T )
o FULLY COOKED MEAT ‘ YOGURT BATH & SHOWER KOMBUCHA
8.0
= CHEESE SPORT DRINKS
et 60 LAUNDRY CARE
:§ HARCARE  SEAFOOD
BAKIN
40 COSMETICS & NAIL GROOMING © PACKAGED
o STAPLES COFFEE
o 20 CANDY, GUM, . ’. SOFT DRINKS
MINTS DESSERTS CONDIMENTS |
0 FROZEN PREPARED X WATER
FOOD DIET AND
20 ) . NUTRITION . FRUIT DRINK FRUIT JUICE
{ \
i PET FOOD ! RTD
0 i ~ : SALTY COFFEE .“ HQUIDTEA CEREAL AND GRANOLA
; ; SNACKS ) DIAPERING NEEDS
6.0 i ;
i ; BABY FEEDING
-8.0 ., R4

BEER/FMB/CIDER

-10.0 . —FORMULA AND CHILDRENS
NUTRITIONAL BEVERAGES

-12.0
4 8 12 16 20 24 28 32 36 40 44 48 52 56 60 64 68 72 76 80 84 88 92 96 100

% of retail sales from products with claims

Prevalence of claims

NIQ



Solution: Expanding to a total store view enables Purinato identify humanization ESG trends early that
will influence pet owner buying behavior

“Growth Drivers” — U.S. Sales 4-year CAGR

—— Upcycled

Minority Owned
/ / Regenerative Agriculture

~ EPA Certified [ Cage Free

4 / |

4 [
Plastic Free | /

| [/ 1% For The Planet

! Member Cert

A\
W

~ Compostable

|
T Renewable F'ack.'agingL |
Content

iobased Product /~ Sustainable Forestry
Cla|m Cert ;" Ethical
/
/
, Marine Stewarcﬁhlp . ‘

Renewable Energy

e Environmental Sustainability
» Sustainable Packaging
® Animal Welfare
Social Responsibility
e Organic, Clean Label

~ Women Owned
/

¢

Renewable Resource /

f Humane

B Corporation
Non GMO

Council ‘
Eﬂergy Star — Sustainable Farming
.‘ Zero Waste
' . Biodiversity Reduced Carbon ’ Forest Stewardship Council A ( I
+ Water . \ -0 .
Footprint/ ’ Impsct Fair Trade \ rganic
/ Wild Caught L ) ’
R L — Responsibly Sourced Eco Friendly
Biodynamic 4 Carbon Footprint Certified
- 4
/ \
Energy Efficiency Reusable \
1 Certified Cert Packaging - 100% Recycled Paperboard

Does not represent all available sustainable attributes

>

Total Store Expansion- Count of U.S. categories

NIQ



Then with an understanding of total store ESG trends, lead on the growth driving elements of

sustainability that are true to Purina's brand and feasible to be applied to the pet category

Total Pet Care

380%

A 360%

340%

140%

120%

100%

80%

60%

40%

20%

0%

-20%

-40%

“Growth Drivers”—U.S. Sales vs.3YA

-60%

100 Percent Recycled
Paperboard

@

Reusable Packaging f’fﬁ

Legend

|/

k’ —Plastic Free - @ Sustainable Packaging
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Nestle Purinais at the furthest end of the attribute maturity curve and always pushing the envelope

External

Retail/Consumer

Category Understanding

Segmentations & What attribute search function

ality are retailers enabling?
Measurement

Which attributes/trends
are growing, declining and why?

Business
Focus

How do | leverage attributes to
optimize eCommerce content
and SEO to enhance

. - g
Whatis my marketshare of discoverabilityonline?

various attributes? Where do |

need to innovate? How can | leverage

productattributes to further
Which attributes drive buy rate develop and win with my
and consumer loyalty? retailer customers?

Internal

Fundamental Consumer Activate through Innovation
Understanding Mindset and Targeting
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A Treasure Trove of Loyalty Data Sources + the Product Attributes Households Purchase -
Personalize Offers Based on our Shopper's Pets Need States & Diet Preferences

' MyPurina Loyalty A
ZigZag Puppy Training App Retail Loyalty Data yrurina Loyalty App

Dogs v Cats v Why Purina v Purina Perks v | Products ~  Search Q
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= l.\%'z“?' Walmart Introducing the myPurina App
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m Rewards Personalized for Your Train + Play
Earn, track, ints - hrou

i Zigzag is the app 100% dedicated
to puppyhood training

i Simple bitesize lessons, tailored to
your pup's breed & age

@ Unlimited 24/7 instant chat with our
puppy training experts

Packed with videos, tips, tools &

community for peace of mind

Pet Do new ways

favorite Purina prox ducts., library of games, et

Build your pet’s profile and use the Pet Food Finder to
get expert-backed praduct recemmendations.
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Product attributes enrich multiple elements of loyalty —rewards, recommendations, engagement

Purina

/961‘ $
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Purina’s enterprise loyalty program, enabling shoppersto earn

points for Purina purchases and redeem in-app for products and
rewards.

Personalized pet food recommendation engine, using Al
to match shoppers with wet and dry products across
brandsbased on their pet's unique needs.

Library of on-demand training and enrichment content - including
articles and videos - that deepens the pet/owner relationship.




YOURPET. OURPASSION. ONE APP.

1,000 pts Home =
Pet Food Finder

4 Sparky is § months old. Add a Pet

5 Sparky’s weight is 15 lbs. Earn 400 points when you create your X
first pot profile,

Ruth's birth month is coming up in
2 months! &
Ruth's best match food is Pro

L

6  Sparky's body condition is ideal o 004 ok it v et
your first receipt.

ctivity Level
° Actdty tave Earn 50 points when you complete the 3
Pet Food Finder.

On an average day, how active is Sparky?

i Earn perks
Create a Profile e Lo Active when you shop!

M Upload a receipt to get started.
Earn 400 points when you create

your first pet profile. ” Semi Active

Active Find your pet's
l re - i I perfect food.

Try the Pet Food Finder today.

Sign Up

s Highly Active

|

# Download on the GETITON
@& AppStore P> Google Play
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KraftHeinz-  EEPURINA

s PURINAJ

Thank you!

Who wants to see this
mash-up come to life?

Jason Lipsitz
Jason.lipsitz@nielsenig.com

N IQ -_o o Envision whats possible
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