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We're at a pivotal moment

Online Growth

Financially polarized consumers

Al

Personalization

Tariffs Pop culture
SNAP/WIC

Globalization and localization

Sustainability

Make America
Healthy Again

Social media

Return to work mandates GenZ and GenAlpha
Better For™

Aging population mainstreaming
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Consumers are more challenged than ever.....

I
I
Unchanged Thrivers

16.9% | 10.6%

4 72.5% of consumer are vulnerable.

J

H They’re cautious, calculating and craving value.
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...and they are
more

than ever....

It’s price vs. all
the other drivers
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Prices have taken off since 2020...

Food & Beverage
Base Unit Price

+28.5%
$3.97

2016 2019 2020 2021 YTD

\ || || (8/30/2025) |

Pre-2020 2020 Post-2020

V 3
- 4 B .
N I e lse n I Q & onfidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
r . ) )



...tariffs are having an impact...

Expected Impact Of Tariffs
On Grocery Prices

Significant Impact ] 7 3 o /o

Believe that tariffs will
impact the price of

groceries
Slight Impact

No Impact

Unsure

Expected Impact
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Consumers are wanting to shop differently...

Top Cost-Saving Strategies

Looking for sales and deals more often Z 6 %

of CPG Sales are
on Promotion

Cutting back on non-essentials

Looking for coupons more often

+2pts

Switching to Private Label more often
vs YA

Switching to low cost brand more often

Source: NIQ, BASES Quick Question Omnibus Survey, June 2025, n=1,005
- NIQ RMS | US Socialization TSR (Synd) | $ and $ % Chg YA | Latest 52 weeks w/e 08/09/25

-
Nle lsen I Q © 2025 Nielsen Consumer LLC. All Rights Reserved.



... and Private Label is a beneficiary

Top Cost-Saving Strategies

Looking for sales and deals more often 50%
Cutting back on non-essentials 44%
Looking for coupons more often 33%

Switching to low cost brand more often 31%

Switching to Private Label more often

Source: NIQ, BASES Quick Question Omnibus Survey, June 2025, n=1,005
: NIQ RMS | US Socialization TSR (Synd) | $ and $ % Chg YA | Latest 52 weeks w/e 08/09/25

-
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Private Brand growth continues to outpace National Brand
Total Market Growth driven by Private Brand

Total US - Private Brand

$’s +5.1%
Units +1.3%
Price +3.8%

Total US Full View

$ Growth

+2.8% Total US — National Brand
$’s +2.3%

Units -0.1%
Price +2.5%

Source: NielsenlQ Total US Full View ™ (Total US xAOC + Convenience + Amazon1P + Costco), Calendar Years & 31 Weeks Year-to-Date W/E 08/02/25
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Channel dynamics are ever changing.

All departments — dollar sales & trend

$700
& Grocery, 1.7%
o * 0
2 49 Value®, 3.7%
= $600 +04%
+3.5%
$500
$400
300
§ C-Store, -0.4%
+0.2%
$200
Drug, -5.4% .
$100 -2.9%
$0
-10% -5% 0% 5% 10%

% Change vs Year Ago

Bold =$ % Chg vs YA
Bold + Italics = Hurdle (YA - $ % Chg vs YA)

Online, 16.2%
+14.9%

15%

Size of bubble denotes dollar share of Total US Omni

$1,612 billion

Total US Omni




Share of Wallet Is Shifting: Retailers Compete for a Slice of the Pie

Channel Shifting Dynamics - Value

Mass Merch

Warehouse Club

Dollar Store

Grocery Store

Drug Store

Convenience/Gas

+1.5% shifting growth of Amazon

shoppers spending more

Lost dollars in Convenience, Drug

-8.0% -3.0% 2.0% 7.0% 12.0%
m % Change due to Retained Shoppers m % Change due to Net Shifting

NIQ
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The pace of change
1s accelerating rapidly

80 years 10 years 3 years

IN-STORE ONLY IN-STORE + ONLINE OMNICHANNEL TODAY
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1.2Bn units shifted away from B&M...

Brick & mortar stores

lost $4.7
billion
in food & beverage sales
to eCommerce

Online Food & Beverage
Dollar Shifting Gains

Warehouse
8%
$0.4Bn

Grocery
24%
$1.1Bn

All Other
4%
$0.2Bn

...and online Mass retailers won 64% of them
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Departments online are growing double-digit

$ Sales % Chg

Online Dollar Share Of _
Department Sales

Household -1.1% +21.2%

....................................................................................................................................................................................................................................................................................................................................................................................................................................................

Source: NIQ, Omnisales+, Total US Omni, 52 Weeks Ending 3/29/2025

+1.2%  +19.2%
25% of CPG sales occur online, suggesting
Food & Alcohol are under-developed
-0.9% . +6.0%
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On-line benefits can no longer be ignored

Where Shopping For Grocery & Household Items
Normally Happens

Pure play online retailer

for home delivery
Combination of physical

and online stores
Supermarket or Mass retailer
for home delivery

Click & collect

Traditional or indepdent grocery
for home delivery

o

Direct purchase through
social media / platform

................................................................................................................................................
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Nearly $6 billion sold through TikTok Shop Snacks are among the top selling categories

TikTok Shop Top Food Super Categories
Sales By Department Selling On TikTok Shop
Health & Beauty _ $3,459M
General Merch. _ $2,970M -
Health & Performance Beverages Candy, Gum, & Mints
1M7M +51% $100M +206% %
Food . $546M $ + B $99M +132%

Household I $324M

Pet [ 5248M

1 i
Nutrition & Cereal Bars Salty Snacks
$42M +795% $30M +104%

Baby | $39M

Source: NIQ, Omnisales+, Total US Omni, Total Store, 52 Weeks Ending 7/26/2025
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In-store remains key for quick trips and fill-
ins, but online is taking over stock-up
spending

Share Change of Spending By Trip Type

1.7%

1.2%

0.5% 0.6%

m [n Store

. -1.7%
E Online 220,

Quick Trip Fill-in Stock-up

Source: NIQ Expanded Omnishopper | US Exp Osh - NDH Synd Full View - 444 5 yr | Share of Spending by Trip Type,
Value per Occasion and Units per Occasion| Latest 52 weeks w/e 07/12/25
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“Regulatory” changes moving quickly with states and consumers reacting

THE WALL STREET JOURNAL.
World Business U.S. Politics Economy Tech Markets&Finance Opinion Arts Lifestyle Seed Oils Ingredients3
. - - - 2
RFK Jl'. UﬂVCllS Plan to Phase Out # of Food & Beverage items Food Additives Potential Bans ImpaCt
Artiﬁcial FOOd DyeS # of Food & Beverage items xAOC +
Trump administration aims to eliminate petroleum-based dyes in food AOC + C-Stores C-Stores
) X Brominated Vegetable Oil ~300 ~140
by the end of 2026; food companies have vouched for dyes’ safety " "
o oeleee OIS Propyl Paraben ~260 ~100
By Jesse Newnan Folo] Soybean oil  46.4K 15K Potassium Bromate ~610 ~160
ppate A 20 o B _ Titanium Dioxide 7.5K 2.3K
& [ s & Giftulockedartice ) Listen eminy Canola oil 33.7K 10.9K High Fructose Corn Syrup 22 4K 8.6K
Sunflower 26.6K 99K

Active state-level ingredient bills? oil
' Peanut oil 4.6K 1.4K

® 2025 Food bill tracker

Safflower oil 4.0K 1.5K
€%9  Updated 4/28/25

Flaxseed oil 193 66
Bills adopted in 2025 ACtlve BI I IS

8 65

MEXICO

Sources: "Track U.S. Food Chemical Bans with EWG's Interactive Map; 2 NIQ Retail Measurement Services, NIQ Product Insight, powered by Label Insight; Total US xAOC + Conv vs Total US Convenience; Total Food & Beverage; Number of UPCs selling
impacted; 52 weeks ending March 22, 2025; 3 NIQ Retail Measurement Services — NIQ Product Insight, powered by Label Insight; Total Us xAOC + Conv vs Total US Conv
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State-level SNAP legislation creates challenges across categories

)

Idaho )
Soda and candy

lowa
All taxable food items as
defined by the IA Dept of
Rev, except food-producing
plants and seeds for food

Nebraska
Soda and Energy Drink

Utah
Soft drinks

5

Indiana
Candy and soft drinks

West Virginia
Soda (regular, diet and “zero”)

Kansas
Candy and Soft Drinks

Colorado

andy, Energy Drinks,

South Carolina \

Soft Drinks, and

Soft drinks

Arkansas

candy

FMI Map: State SNAP
Waiver Requests

"\

Texas
Sweetened drinks and
candy

Sources: FMI, The Food Industry Association, Current as of 9/11/2025

B Submitted SNAP waiver to USDA

Louisiana
Soft drinks, energy
drinks, candy

[ No SNAP waiver submitted to USDA

:

I SNAP waiver approved by USDA Oklahoma

Soft drinks and candy

\§
A )
Sweetened Beveragey
All soda, some fruit and
vegetable drinks, and

Florida
Soda, energy drinks,
candy, prepared desserts

Beih

USDA

o lamonts THE FOOD
Nottion FMI ) X5Sstay
posirence ASSOCIATION

Putting Healthy Food
Within Reach

NIQ
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Support SNAP households by turning habit shifts into your competitive edge

~

31% will buy less food

27% will cut back on non-essentials Redu(:ti()n

26% will skip meals

28% will shop low-cost retailer

26% will buy more Private Label Habit Shift

K 26% will use coupons more

Source: NIQ, BASES Quick Question Omnibus Survey, February 2025 n=1,003

NIQ
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Planned $186B in SNAP reduction from 2025-2034 will impact 14.1% of buyers

SNAP Buyer & Value Penetration

26.9%

15.1%

14.1% 13.8%

Dollar & Mass
most at risk

TOTAL OUTLETS ALL DOLLAR STORES ALL MASS MERCH W/SUPERS ALL DRUG STORES

m % of SNAP Buyers ® % of SNAP Value

13.8%

10.2%

ALL GROCERY STORES ALL WAREHOUSE CLUBS

NIQ
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Causing a ripple effect across the industry

Unit Sales & Change During
Previous SNAP Benefit Reduction

I Non-SNAP HHs [ SNAP HHs

2.6%
Home Care

Health & Beauty

4.2%
General Merch.
Food & Beverage 3.3%
3.1%

Alcohol
-17.2%

NIQ
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Food and Beverage Captures the Largest Share of SNAP Spend

Top 10 Food & Bev Categories by
Snap HH $ Shr

Cateao Food & Bev
gory $ Share

1 Beverages 28%

2 Salty Snacks 11%
SNAP HH’s Spend

3 Candy, Gum, Mints 8%

3 7 % 4 Prepared Foods 5%

5 Cookies and Crackers 4%

of their CPG §’s in 6 Cereal and Granola 4%
Food and Beverage

7 Packaged Coffee 3%

8 Sweet Snacks 2%

9 Bread 2%

10 Sauce, Gravy, Marinade 2%

=F&B = A/O

N I Q Source: NielsenlQ Homescan Panel Data, Total Outlets, SNAP Survey, TSR data ending 5/24/2025 © 2023 Nielsen Consumer LLC. All Rights Reserved.



MAHA regulatory movement is putting
ingredients under the microscope

25% of snackers say they
are looking for snacks

free of artificial

ingredients

like colors, preservatives,
and other additives

NIQ




Shoppers support removing artificial colors

Support For Removing Artificial Colors
From Food & Beverages

Oppose
8%

Neutral

36%

Strongly support removing
artificial colors in food and
beverages

» b
-
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“Free From” claims are winning

Candy, Gum, & Mints Free From Artificial
Dollar Sales Performance

Il stated "Free From" [ Qualified free from

40.2%

Artificial ingredients Artificial flavors

N IQ . 0 D © 2026 Nielsen Consumer LLC. All Rights Reserved.



Ingredient scrutiny is weighing on shoppers

Number Of Items Selling

Candy, Gum, & Mints

Baking Supplies

Desserts

Cookies / Crackers

Salty Snacks

Sweet Snacks

Containing Red Dye 3

1,850

990

50%

40%

30%

20%

10%

0%

-10%

-20%

-30%

-40%

Dollar Sales % Change

Vs. Year Ago
Jan. 15, 2025 | :
FDA bans Red Dye #3 E§er
<z

—Total Food & Beverage

- Total Food & Beverage - With Red Dye 3

= Candy, Gum, & Mints - With Red Dye 3
Candy, Gum, & Mints - Without Red Dye 3

4 wle 4 wle 4 wle 4 wle 4 wle 4 wle 4 wle 4 wle 4 wle 4 wle 4 wle

06/18/22 10/08/22 01/28/23 05/20/23 09/09/23 12/30/23 04/20/24 08/10/24 11/30/24 03/22/25 07/12/25

NIQ
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Charting the Course Forward
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Thank you!

NielsenlQ
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