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Total

Performance

Dollar sales in 2024

+2.7%

Doallar sales in
2024 vs 2023

Source: BASES Innovation Measurement; North America (US & Canada), Non Alcoholic Beverages;

Latest 52 weeks - w/e 12-28-2024 vs year ago

YOY Value Sales by Sub-Category
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Water Drinks Drinks Added
Water

While Energy & Water categories continue to grow,

Soft Drinks are also recovering space in the
Beverage industry in recent years.

Source: NIQ Scan Off Premise Channels (xAOC); Discover Total Store database; Latest 52 weeks ending 12/28/2024 vs. year ago

© 2028 Nielsen Consumer LLC. All Rights Reserved.



While category growth was driven largely by price, Innovation sales
saw both Value & Volume growth outpacing total non-alc beverages

US & Canada - Non Alcoholic Beverages - 2024

Total Category Innovation

Value Sales $124.6B $6.0B (+17.5%)

Unit Sales $37.6B $1.9B (+19.5%)

Items

3,394 (+10.0%)
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Juice & Non-Carbonated drinks led in innovation sales; while
Energy Drinks observed highest innovation contribution

Carbonated Flavored Juice & Non-
Drinks Carbonated Drinks —
$895.2M (2.0%) $1.3B (5.9%)
670 new items 1,246 new items
Non Alcoholic
Beverages
$6.0B (4.9%)
3,394 new items
2024 Innovation Sales (Innovation Contribution SpOI’t & Energy Drinks Water
vation Jaes inovel bution) $3.0M (9.3%) $821.2M (3.2%)
821 new items 657 new items

NIQ



Large players lead in innovation sales but underperform category

While still a smaller share, Private Label growth outpaced the category and innovation sales grew
~75%, much faster than other manufacturers.

Non-Alc Bev Manufacturers with most innovation sales in 2024 ($M)

495

293

p
- 4.9%

876
I 570
Category average

Coca Cola Pepsico Keurig Dr. Pepper Private Label innovation

3.1% 2.6% 3.8% 2.6% _ contribution

J

Contribution of innovations to total sales (in%)
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LX innovation most common driven by new Varieties & Sizes

2024 Non-Alc Bev Innovation Types (# of New Items)

passionfruit donuts hazelnut Peppermint

dolce pomegranate house _ hibiscus

caramel - \atermelon tropical lizht lemon

skinny mate

chocolate berr'y coconut Orange grapefruit
ue

passion mocha cinnamon

bl
blackberry Iel I Ionade acai peaCh vanilla limeade
white o1 . cream rose cola
ginger  fruit 8&raP€ blend .
= MANEO [ime " e pineapple |

e LT e e strawberry

sunrise  french Pink d .
ark e raspberry apple
Cherry citrus cranberry guava . oiie pwi]d I‘Cyd pp

Z2ro root turmeric
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Consumers signal they prefer pack size
innovation vs. price increases:

® Line Extension

® New Brand / Brand Extension 36% - larger economy size with lower price per serving
= Special Collection 18% - new, smaller pack sizes at lower price
® New Sub-brand \_ J

Source: BASES Innovation Measurement; United States, Non Alcoholic Beverages; Latest 52 weeks - w/e 12-28-2024 vs year ago
Source: NIQ Consumer Qutlook 2024

N I Q © 2023 Nielsen Consumer LLC. All Rights Reserved.



Closer in = more cannibalistic
A typical flavor or size extension often sources 2x fair share

Draw Index* from Parent Brand

Up to 2x fair share

Up to 1.5x fair share
Depends on current and
N aw new category interaction

Flavor Size Sub-Cat. New Cat.
Extension Extension Extension Extension

*Calculated from in-market data
New Brand Draw Line = fair share

NIQ



Health & Wellness

$4008B

in projected product sales by 2030

4 )
Sugar-free and
low-calorie

« Growing awareness of
health risks

e 200M adhere to a diet
or health-related
program

« Seeking alternative
ingredients already
apparent in soft drinks
and energy drinks

. J
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Natural and pure
ingredients

e 2.5x more clicks with
BFY attribute in their
title

» Driving popularity of
drinks with real fruit
juices and herbal
extracts

 Potential to command
30% premium

- J
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Functional
beverages

* Function varies —
energy, immunity,
hydration, focus,
digestion, metabolism

» Often fortified with
vitamins, minerals, &
probiotics but also
holistic ingredients like
turmeric, matcha, &
activated charcoal

. y




OLIPOP tastes like the soda you grew up sipping, but with
the added benefit of microbiome and digestive health

N I Q BAS ES \ support. Balancing taste & health was key to success
B re a kth ro u g h Why focus on digestive health? Why soda?

» Science is now indicating that we “| grew up drinking soda like many

|
I n n Ova tl O n need to consume more fiber and Americans, so when | was
prebiotics

considering how to make the most

. o p - impact at scale, soda felt like the
2 O 24 Case Stu dy Ergﬁlrogsts t?];et Lheem ?((;Z(:) t:;cterla obvious choice. | wanted to create
healthy. Prebiotics are the food a healthier soda option that could
that they eat. Instead of adding effectively replace traditional soda
more good bacteria, leading options by tasting delicious while
nutritionists recommend we feed having more fiber and less sugar in
the ones we already have. each can.”

- Ben Goodwin, Co-F d
« OLIPOP addresses the needs of en Gooawin, Lo-Founaer

the 61% of Americans who face
weekly digestive issues

Strawberry ‘ Classic
Vanilla Root Beer

i Flavor extensions & promotional launches

12 floz (355mL)

maintain relevance and drive 12% growth.

© 2025 Nielsen Consumer LLC. All Rights Reserved. Confidential and proprietary



While there are many benefits, being first-to-market isn’t without
challenges and there is a place for category expansion

In BASES R&D, 75% of categories show an increase in the category size with the

introduction of a second brand

Market share, given the # of brands Benefits of being #1
Higher sales
#1 #2 #2 #4 . Better distribution

First entrant 100%  61% 499 399% . Stronger trade promotion/retail support

But you can catch up as #2, when...
Second entrant 39% 29% 25%

- You have a better proposition (concept,
Third entrant 22% 19% product)
Fourth entrant 17% Aggressively distribute, advertise, and promote

Underprice the first entrant

NIQ 10



Market forces require innovation to work harder,
but success opens pathways to overall growth

— s @ —
Fewer resources Changing behaviors
Inflation, tariffs, constraints on Push for ingredient ‘clean-ups’,
ingredients, and manufacturer rise of GLP-1 usage, and desire for
costs require new thinking to drive natural products impact
reater returns. legislation.
J ) /
Greater performance Increased competition
Research needs to be faster and Markets becoming more
more predictive to free-up time for fragmented, with lower barriers
strategic activation. The need for to entry, less loyalty, and
agility is imperative. y Cncreased activity from PL. y

In the past year, only 7% of companies grew their innovation sales and
ultimately, 25% of innovations actually reduced total brand sales.

Source: NIQ Innovation Intelligence, 70,000 manufacturers, 130 categories, across 10 countries
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Breakthrough success achievable across the beverage landscape
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identified in NA over the past 10 years

NIQBASES \

Breakthrough
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Innovate with purpose, creating strategies, products, and
experiences that unlock new growth opportunities for your business

Identify emerging
innovations to identify
trends & opportunities

Advertise
with Competitive
: : excellence Intelligence
Right price,

ight pack
righ' pac Impactful

New
Innovations

Develop the right launch
strategy to drive Cfpiilirze
. Launch
profitable growth Strategy

Creative Innovation
workshops to build

Insight
Discovery
ideation pipelines, refine
Prize & opportunities
Incremental

potential

Ideation
Workshops

Sidsy) g a1010%3

Optimize

formulations Screen &

Enhance
Develop Build

</ eIl successful
. (S products Concepts
Screen & optimize product 010 90\) Build, enhance & predict
Jormulations, that deliver on ’7,00 Y do\a“ idea & concept
concept promise d performance

NIQ



In the same way you seek a balanced stock portfolio, maintaining a
diversified innovation portfolio is key to success

INCREMENTAL

TACTICAL

STAR GROWER PLEASER

MASS ‘ .
MARKET ' SUPER BRAND CROWD

PLAY PLAYS

- STRATEGIC EMERGING SHORT-TERM

TARGETED
PLAY

» TARGETED .

NIQ



Want to boost your own innovation 1Q?

Innovation Intelligence

BASES Optimizer

Al enabled consumer
co-creation

* Proprietary A.l. for
earliest detection of new

products  Consumers evaluate

holistic concepts
capturing interaction

» Understand landscape,
track new launches, &

identify risk  Machine learning

algorithm finds best
combination of elements
for your innovation

» Subscription-based,
periodic reporting or ad
hoc analysis

-

BASES Al Product Dev

» Blinded Al based early-

stage development &
formula screening

Benchmark, optimize, or
improve real products
and prototypes

Only ~25 servings
needed, yielding reliable
results from lower
investments

Line & Price Optimizer

» Gauge if your innovation

Is incremental and
optimizing your portfolio

Explores assortment,
pricing and pack size
scenarios

Simulated shopping

trips where products are
shown at shelves

NIQ
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New! Al Screener: Real-time screening with synthetic respondents

~70% accurate for predicting innovation performance at early stages

Highly sophisticated synthetic respondents

NIQ BASES INNOVATION LAB o o2 Updated with NIQ behavioral data, so your
< WORKSPACE 1 : innovations are evaluated with current consumer
> Inspirations purchasing dynamics built in.

Deliver KPI results vs. database, drivers & barriers,
and improvements to help you identify success and
focus on the right opportunities.

i‘
2o ) [ rdentiry potential and optimise in reat-time
+ CONC

CEPTS

Save time and money
Get results in just a few minutes for the fraction of

the cost of regular screeners. Flexible packages
available as low as $200 per idea.

NIQ 16



True initiative performance identifiers
T h e N IQ With 500,000+ Ideas & Concepts in the BASES database, you can

identify success, with results calibrated for overclaim
Difference

Calibrated with in-market sales data
NIQ collects 2.5 Trillion product sales transactions per week,
Confidently

largest behavioral sales data in the world

achieve your
innovation goals
with unique data
assets, predictive

Al, and proven

approaches .  Unparalleled forecasting expertise
p p With 7,500+ BASES Forecasts in past 3 years, validated to +9%.
20 times the forecasts conducted by other suppliers

Optimize with intelligence
Worlds largest sensory database of 21,000+ product formulations,

with over 3,500 sensory attributes to optimize taste & texture

Subscription intelligence

Drive business performance with rapid screening, innovation insights,
and product optimization opportunities

17



kKrlstme Tamk
Kns’ilne Tamb

er LEC. AllRights R



	Slide 1: Winning with Innovation in Non-Alcoholic Beverages
	Slide 2
	Slide 3: While category growth was driven largely by price, Innovation sales saw both Value & Volume growth outpacing total non-alc beverages
	Slide 4: Juice & Non-Carbonated drinks led in innovation sales; while Energy Drinks observed highest innovation contribution
	Slide 5: Large players lead in innovation sales but underperform category
	Slide 6: LX innovation most common driven by new Varieties & Sizes
	Slide 7: Closer in = more cannibalistic
	Slide 8: Health & Wellness $400B  in projected product sales by 2030
	Slide 9
	Slide 10: While there are many benefits, being first-to-market isn’t without challenges and there is a place for category expansion
	Slide 11
	Slide 12: Breakthrough success achievable across the beverage landscape
	Slide 13: Innovate with purpose, creating strategies, products, and experiences that unlock new growth opportunities for your business 
	Slide 14: In the same way you seek a balanced stock portfolio, maintaining a diversified innovation portfolio is key to success 
	Slide 15: Want to boost your own innovation IQ?
	Slide 16: New! AI Screener: Real-time screening with synthetic respondents
	Slide 17: The NIQ Difference  
	Slide 19: Thank you!

