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Housekeeping Notes

>

./
This webinar is Slides will be emailed
being recorded! out after the webinar!
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Upcoming Webinar

Breathing Easy: Trends and Insights in
Upper Respiratory Health

Date: January 22, 2025

Time: 1:00 PM EST (45 minutes)

N I Q © 2025 Nielsen Consumer LLC. All Rights Reserved.



Wellness:
What will drive
2025"

EEN S O

Understand how the landscape and the consumers
are shifting around wellness

What's next: emerging and growing health and
need states impacting consumers

Explore two evolving wellness priorities: GLP-1 and
mental health

What's real in clean label and sustainability and
what to prioritize in 2025

Trending ingredients - the good and challenging




Consumers are more

consumer
Illustrates wellness
and
differing priorities

than ever, yet also

and
sometimes

Wellness is

resilient as

consumers
prioritize health




Wellness will be front and center with the new administration

MAKE AMERICA

Dietary

Guidelines
for Americans

FARM BILL I
FARM 1L

Supplemental FDA’s Updated “Healthy”

Nutrition

Assistance Claim Definition

Program

HEALTHY AGAIN

TARIFFS?

Putting Healthy Food Within Reach

Nonprescription Drug Product with an
Additional Condition for
Nonprescription Use (ACNU)

Modernization of Cosmetics

eqe . ?
Regulation Act of 2022 (MoCRA) Food Safety Traceability Ingredient bans:

NielsenlQ



Sales rebounding in the store, especially in the perimeter

Sales growth across the store
Avg Unit
Price %

B Unit % Chg.. Latest 13 weeks Latest 52 weeks Cha.

B $% Chg..
\

2.2%

[ +1.5%

FOOD - Center Store

Grocery & Frozen departments

4 9%
FOOD — Perimeter [ +1.9%
Dairy, Deli, Meat, Bakery,
O O O
!/ ........................
L -0.2% +1.0%
NON-FOOD ! | | . [ +1.5%

i -0.6% | -0.7% i -0.5% | '

Alcohol, Baby, Health & Beauty,

Household, Pet Care & Tobacco i Without | i Without ;
i Tobacco ; i Tobacco J

Source: NIQ, Retail Measurement Services; Total US xAOC; Total Store (includes Tobacco); $, Unit, and Avg Unit Price % change vs year ago; 52 week ending December 28, 2024

N I Q © 2025 Nielsen Consumer LLC. All Rights Reserved.




Wellness is
resilient as

NIQ Better For™ Better For™ is a bellwether of wellness trends consumers

prioritize
health

$ % Chg. YA | Food & Beverage vs Better For™

&2

ENVIRONMENT

Inflation drove short-term

< ;. shifts from wellness

Source: NIQ, Retail Measurement Services — NIQ Product Insight, powered by Label Insight; Total US xAOC; Total Food & Beverage vs Better For segment; $ %
Change vs year ago; 4-week trended through week ending December 28, 2024




Technology empowering the consumer

9:41

ll  Function

| 103 Biomarkers

InRange

1

Out of Range B ‘]'

- e

Categories

Thyroid

Function measures all major
biological functions: heart,
hormones, metabolic, inflammation,
kidneys, liver, heavy metals, and

more.

AR

Over-the-counter hearing aids: Elehear
Beyond Pro Smart hearing aids can translate

languages or help with tinnitus

Dexcom and Oura announce a strategic

partnership to improve metabolic health through
the integration of Dexcom glucose data with vital
sign, sleep, stress, heart health and activity from
Qura.

The emerging wave of P4 Healthcare: predictive, preventative, personalized, participatory

[r—

0.5 am

“SmartSKN has pértneréd with LillyCover to
introduce Al-driven skincare robots to the US

Consumers are
more wellness-
empowered

65 D CES
I Innovation
B Awards

NS 2025

Best of Innovation

200..-

The Eli Hormometer is the first instant
saliva-based hormone monitoring system.
Eli will soon launch a beta period with
cortisol and progesterone tests.

market. MULLI Al Dermascope tracks skin

over time for personalized skin care.

The Amazfit V1tal is a new health
gadget that automatically logs food and
provides nutritional info by recording you
while you eat. It analyzes the recording
and sends the data to the Zepp app,
eliminating the need to manually enter
meal details.

NielsenlQ



Role of Al in supporting consumers and brands holds promise but will be evolving

Consumers are more open to Al involvement in
their shopping decisions, but generational
variances are clear.

47%
48%

would accept a product
recommendation from their Al
assistant (e.qg., Siri on iPhone,
Amazon Alexa, etc..)

_Real Beauty
Prompt Playbook

(@) Keep Beauty Real Campaign | Dove

46%
48%

would leverage Al to automate and
speed up their everyday shopping

.. The quality and speed at which GenAl
decisions

there is always some form of bias

M Genz

would allow ‘smart’ devices (e.g.,
fridge sensor) to automatically order
new products when required

would purchase a product or service
they have only examined or
experienced through augmented
reality or virtual reality

B Millennials B Gen X

Source: Mid-Year Consumer Outlook: Guide to 2025

42%
44%

39%
42%

15%

Boomers

tools can recreate lifelike images of
people is astounding. However, its rate
of improvement is so impressive that it
raises ethical concerns regarding the

way these tools are used and designed.

The core of the issue lies with Al and its
inherent bias. Whether in the dataset used
to train Al models or the language we

use to describe beauty and appearance,

Will Al-generated
advertising disrupt the
creative industry?

12 December 2024 , 5 mins read

influencing GenAl image output

For this reason, when prompting to
generate images of women and female
identifying individuals, the results are
often over-sexualised, lacking diversity,
non-inclusive and a reflection of narrow
definitions of beauty.

This is a problem that Dove aims to help solve.

Link to article: Will Al-generated advertising disrupt the creative industry?

NielsenlQ
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https://nielseniq.com/global/en/insights/education/2024/will-ai-generated-advertising-disrupt-the-creative-industry/
https://www.dove.com/us/en/campaigns/purpose/keep-beauty-real.html

Omni-Wellness: online and social shopping growth channels for wellness

Online growth outpacing

in-store by almost 3x rate

Online share
18% of total CPG*

Online Share by department’

Sales growth'
Online | In-Store

Baby Care +4% | +1%

Health & Beauty Care +16% | +2%
Household Care +14% | +1%
Food +16% | +1%

Alcohol .5.2% +8% | +1%

v

Almost 60% of vitamins, minerals
and supplements are sold online

[72]

Million

$700

$600

$500

$400

$300

$200

$100

$0

85% order from a pure play or
online retailer for home delivery

Direct-to-Consumer fluctuates across wellness

Hair Care

Beverages
Fragrances
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3
2022 2023 2024

Wellness is
omnipresent

55% purchase directly via social
media or live stream platforms

¢’ TikTok Shop=

79% of TikTok dollar sales are
from health and beauty
TikTok Shop is the Health

and Beauty ecommerce
retailer

#8

#23

Food retailer

Social selling has reduced the
time through the marketing funnel
from days to seconds

NielsenlQ



p— . Wellness is
- omnipresent
Millennials

138

More Likely to
Purchase Products
Advertised on Social

Media

137

Social Media is Media
Trusted the Most

1500/
207 126 110

More Likely to _ _
Social Media is Media Purchase Products Use Social Medla
Trusted the Most Advertised on Social 3 to Obtain Use Social Media to
Media Healthcare Info Obtain Healthcare

Info

/i
Source: NIQ Spectra.Data Version March 2024 _ ‘ ]



Consumers are

Caution: loyalty is more vulnerable contradictory,
confused and
sometimes
less loyal
90% Americans more open to private labels and less committed to name brands
0 :
of CPG searches on Y6 who agree with the statement R e
Amazon are unbranded 80 70 % agree Private Label
“If generic brands are on sale, Unit
Fluctuation of top sports nutrition brands on TikTok I will purchase them over my Share
’ = /——/_ normal name-brand,” 21.5%
20.7%

up 5 pts from 2019

60 \_
56%

50 “l am loyal to my food brands
and stick with them,”
down 6 pts from 2019

40
30
\ 22%
| struggle to find brands | can relate to 0 — - “I only buy food items that are )
(i.e., brands for my age, size, appearance, name-brand, not generic brands,
lifestyle, etc..) down 8 pts from 2019
10
18%
0
2019 2020 2021 2022 2023 2024

NielsenlQ 13



Trust increasingly a challenge for consumers

I am more skeptical about which
sources of information | can trust

23% 40%

Whistleblowers flagged 300
scientific papers for retraction.
Many journals ghosted them.

Science Insider, 1/2024

Online shopping has become a
giant fake product machine.

Bloomberg Businessweek, 6/2024

It’s not just sunscreen. Toxic
products line the drugstore shelves.

Bloomberg, 12/2024

NIQ MRI Simmons research on women:

Pharmaceutical Companies: 83% feel that
pharmaceutical companies prioritize profit over their
health, and this sentiment is increasing.

Doctor Recommendations: 57% worry that
doctors recommend treatments based on financial
incentives, and this concern is also growing.

Challenging Doctors: 61% are willing to challenge
their doctor's recommendations regarding their
health.

Self-Research: 64% research treatment options
independently before consulting their doctor.

Trust in Medical Professionals: 42% of people
don't trust medical professionals and healthcare
facilities to act in their best interest.

For more information:

Consumers are
contradictory,
confused and
sometimes
less loyal

715

NEW YORK TIMES BEST!

MARTY MAKARY MD

When Medicine Gets It Wrong,
and What It Means for Our Health

Sunrise 2027: meeting growing demands
for product transparency, traceab|l|ty and
authentication ’

Sunrise 2027

Transitioning to 2D at
Checkout

What is GS1 Sunrise 2027? | GS1 US

NielsenlQ
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https://www.gs1us.org/industries-and-insights/by-topic/sunrise-2027

Wellness is
omnipresent

The challenge: creating seamless, personalized and
consistent customer journey

The Evolution of
Customer Experience

e Current and Future Commerce Channel Usage
say that it's important to create

customer journeys that are seamless, B— o e
personalized, and consistent, yet 89% :
their organization’s 82 .
customer journey is very consistent, 55% ; -
personalized and seamless 62%
51%

say that the in s 40% 5

consumer-facing channels is making it o 2 o o
the customer H u , -
journey 13% ok ' 130
5% 0, 59, 6% 5% -

say that blind spots in customer

journey data are having a  “maeing  adverieng markeing  adveriamg  infuencer | Marketing  shopping . mobiie app(e) ;"QELZ?:{;%;’E’ machings
within organization marketing carts boxiﬁ’g’leal

m Currently use ® Considering use in the future ®m Not considering or using

Harvard
Business
Review

Link to Study: Get a Pulse on Next Gen Customer Journey Solutions - NIQ

The Evolution of Customer Experience, Harvard Business Review and NielsenlQ
Q. For each of the following commerce channels, select if your organization currently uses it, is considering using it, or neither. Base: 200-224 respondents, varies by segment.

15



https://nielseniq.com/global/en/insights/report/2024/the-evolution-of-the-customer-journey/

The Economic Divide — Bifurcated
Tracking financial situations and responses

inequities

. Strugglers Rebounders Cautious Unchanged Thrivers

3

25.4% Jan 2022

17.1% 10.5% 22.7% [N Jun 2022

16.1% LX) Jan 2023

Consumers feeling
more challenged

heading into 2025

14.9% [A'VQ Jun 2023

] 10.5% Jan 2024

).
i

13.4%  6.0% Rl

16




consumer

Compounding inflation impacted some consumers more than others lustrates wellness

and
differing priorities

$100 in 2019....

Over the last four
years, 44% of the
total store unit sales
have been lost from
the lowest iIncome
households?

$131  $133

$124
$100 $105 i I I I

2019 2020 2021 2022 2023 2024

Source: NIQ, Retail Measurement Services; Total US xAOC; Total Store (all departments); Average unit price % change vs year ago; Trended over last 6 years through December2832024
2 — NIQ, Homescan Panel; Total Outlets, Total US — Households with <$30K annual income; Total Store (all departments); Share of total Unit sales declines vs 4 years ago; 52 weekS'endingrDecemben2882024



NIQ Better For™...

SOCIETY

Bifurcated

Better For™indexes differently across the country

inequities

Calgary

Vancouver

Seathile

Toronte | ] i
BRI i Boston
- wmr

P wRRaT
Ehiladelphia
3 A3 ER (T -E:‘#
ary by

Fl-ir‘-gﬁs:—a

Lag .ﬂ.ngeles

L3

CDI/BDI S - Total US xAQC

I =148.0

119.0to 148.0

Monterrey Miami
e 109.0to0 119.0

Havana

98.0to 108.0

Guadalajara
Mexico City Port-au- I 80.0to 99.0

Prince
I <=30.0

Guatemala




Large manufacturers make up most of Food Small manufacturers growing the most in

& Beverage sales Better For™ sales
Better For™ Better For™
Total Food & Beverage Sales | Size of Manufacturers Shgi;‘;gﬁal 4yr CAGR

Private
Label Large 6% +4.9%
(>$1BN)
($200MM to <$1BN)

+10.4%

($10K to <$50MM)

Source: NIQ RMS — NIQ Product Insight, powered by Label Insight; Total US xAOC; Total Food & Beverage; NIQ Better For
Segment™; Better For™ $ share of Food & Beverage and 4yr $ CAGR; Latest 52 weeks ending September 7, 2024

© 2025 Nielsen Consumer LLC. All Rights Reserved. 19




Wellness focus
on priorities

America’s health continues to be challenged

Age Factor and attributes

Gastrointestinal cancers have driven cancer rates higher for young people, while cancer rates
have fallen for older adults in recent years

Cumulative change in new U.S. cancer case rates, by age®

40%
1539
years Percent of household in NIQ Consumer Panel reporting conditions in 2024
30
@ Allergies @ Cholesterol problems @ Hair loss @ Other skin condition
Acid Reflux / GERD / @ Insomnia/Sleeplessness @ Drv eve Urinary incontinence /
L 6574 Heartburn P ryey Overactive bladder
High Blood Pressure / @ Headache/Migraine Attent|on‘d_ef|cwt disorder / @ Pre-Diabetes
Hypertension Hyperactivity

10 20-64 @ Joint/Neck/Back pain @ Diabetes — Type II @ Eczema @ Irritable bowel syndrome

75+ ‘
@ Imperfect vision @ Headache/Chronic tension @ Acne @ Gum disease
19'7‘5’\/\/ ’SIE '9IO ‘9'5 2000 'ols 10 '1'5 @ Arthritis @ Asthma @ Menopause/Perimenopause @ Restless leg syndrome (RLS)

L ; ; Upper respiratory iliness Eye disease
Cancer incidence rates per 100,000 in the U.S. for people under 50* ] ] ] @ Obesity/Ovenweight @ Lactose intolerance (R‘;‘\’,‘ Corongviw&%v'[)_w) @ y
s12 3 45 6

. . Muscle, Musculoskeletal L
@ Depression/Anxiety @ pain/Spasms @ Allergies @ Constipation
coerectal [ B HEEEEEEEEEEEEEEEER
verne [N EHNEEEEEEEEEEEEEEEE
Kidney () EEEEEEEEEEEEEE

Stomach

Pancreatic
1999 2005 2010 2015 2019

Based on incidence per 100,000; *Selection of fast-growing, prevalent cancers
Source: National Cancer Institute

NIQ 20



Unique and sometimes overlapping priorities across generations

r /iﬁ
;‘\ ' .

Greatést

Environmental
sustainability

* Low emissions
* Reduced carbon impact

Health & need states

(Even greater degree than Boomers)
e Cellular function

» Cardiovascular health

« Joint health

* Heart health

* Mood supplements

Source: NIQ Homescan Panel; Total US; Generational cohort demographics; NIQ Product Insight powered by Label Insight; $ share index; 52 weeks ending January 27, 2024

N I Q © 2025 Nielsen Consumer LLC. All Rights Reserved.




Wellness focus
on priorities

Critical shifts in generational spending will occur in the next five years

and attributes

US Spending by Generation

6T
Generation

& i Baby Boomers (1946-1964)
%’ mem Gen-X (1965-1980)
4.:: wes Millennials (1981-1996)
o mm= Gen-Z (1997-2012)
wn

2T === Alpha (2013-2025)

oT

2000 2010 2020 2030 2040 2050

Ay WORLD DATA LAB

NIQ 22




Consumers indicating their top health priorities across the store

Functional Beverages?

Microbiome (Soft Drinks)
Digestive health (soft Drinks)
Immune system health (Soft Drinks, Sp. Water, Energy beverages)
Metabolism support (Energy beverages, Sports Drinks)

Sleep support (Soft Drinks)

Inflammation health (Kombucha)

Top claims in Pet Care?

Mood and Stress Immune system health

Hair, Skin, Nail Support Joint health
Microbiome Muscle health
Brain health Obesity support

Vitamins, Minerals, Supplements?

4 )
Sizing the growing Health & Need States
300
275 Performance Support Digestive Health
250
Brain Health
225
o 200 .
10 Inflammation Health
S 175
% Mood and Stress
8 150 \.
2 125 Immune Health
5
Q 100 _
© Reduces Fatigue
75
50 | Cellular Function .
Microbiome Metabolism Support
= ©—— Sodium & Hypertension _
0 ©—— Estrogen Support Size of bubble = Actual $ growth
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Household Penetration?
- /

Hydration supplement*
Headache & migraine
Performance supplement*
Electrolyte supplement*

Obesity support
Immune system health
Cholesterol support
Reduces fatigue

*Supplements sub category

NIQ

© 2025 Nielsen Consumer LLC. All Rights Reserved.



Consumers exploring alternatives, new and old

MRI Simmons research on women

44% prefer alternative medicines
over traditional ones, and 60% believe
herbal supplements are effective

45% trust homeopathic medicine

56% are incorporating more
alternative medical care into their
lives over traditional care

+6%
+11%
+9%
+8%
+6%

$ % change 4Y CAGR

Ayurvedic Group

Adaptogens

Nootropics

Traditional Chinese Medicine

N

. J

Ancient grains

J

Where is Non Alcohol headed?

Non Alc Dollars — Linear Forecast
NIQ Off Premise Channels

$1,200 $1 B+

by end of
$1,000 this year

$800
$600

$400

Jan 2022 Rolling 52 Week Periods - 2 years

93% of Non Alc buyers are purchasing

Alcohol-containing Beer, Wine, or Spirits

Wellness focus
on priorities

and attributes

Cannabis* Consumption Among
Total Population

o/
259, 289% 30%

_ 2 6 q___.b 2 6 Q....b
20% _ 24%,
22%

16%

2018 2019 2020 2021 2022 2023 2024

of cannabis consumed in the last
12 months was

of women have
consumption in favor of
cannabis, up 4% from two years ago

NIQ
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Wellness focus
on priorities

Broadening perspectives of wellness priorities blurs lines across the store

From biome health across the store to the evolving expression of calm and hydration to augmenting health span and attributes

0 1 1 “andles
+1 7% Microbiome | ot e o
+ 6 % P ro b i Otl C ) Preservation [ o Functional Bev &

\ Beauty B (o e
+6% Prebiotic Bodyana __ % %

< Supplements
A Postbiotics s

A

Personal Health
$113.5B

$ % change 4Y CAGR

Gen Alpha is seeing

= ; T S faster rates of growth
v Care for facial skin care
+ 10% EleCtr()lyteS ] E ~ $104.2B categories
© Melatonin ]

mineral
toothpaste

HoneyPot

EBIO

SQUEEZ
ACTIVE

o s WY
ELECTROLYTES

DrTeals

Pure Epsom Salt

| Neutrogena

. " -

%

PROBIOTIC

DAILY SHOWER SPRAY
s soup scom Jctians Moto & oo s

DONTDIE  goNT DI

Ee
il

dermalogica |

C ]

NIQ 25




Contradictions and shifting perceptions

Shifting
nicotine What’s a
consumption good fat?
Processed
foog Are food
PATACeT s ‘ Wi additives
bad?
Only 1 in 10 adults
meet fruit and Role of
vegetable intake DEI
recommendations
1.5-2 cups fruits and 2-3
cups vegetables daily
Body
o positivity v.
Is alcohol W skinny
bad for me? culture

Center for Disease Control/Dietary Guidelines

NIQ 26




The new weight

loss paradigm

NIQ



Treatment and management has shifted over time

Percent of households self-reporting how they treat/manage
obesity/overweight condition

How did members treat or

i ) ) © o o N ™ <
manage their obesity/overweight P = S N N N
0, C (Q\/ (Q\ (Q\ (Q\ (Q\ (Q\
condition?
Diet @ V¥ o ptS (since 2016)
Exercise @ V 7pts
Did not treat/manage @ A 1pts
Weigh | . .
et renegenent supplemens e vitamins (€5 ¥ 1pts
years, however, b_erberin_e, which went
sralonmany socil nedpatoms . prescription and or OTC net () A 7pis
Prescription medication(s)/products ° A 9pts
Supplements (e.g. herbal, fish oil etc..) @ No change

0

NIQ 28
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Today’s GLP-1 Players

DOSAGE APPROVED WHO CAN OTHER

- i DOSACE FORM R TAKE IT? BENEFIT
« GLP-1s quk throu_gh multiple | Fo What’s next...
pathways, influencing hunger | Ozempic : - ‘R HEART,
and taste perception, makin j oeee B P | o | wheics
p p ’ 9 ) o An Ozempic rival is getting closer to market —
them more effective than many Eé{}i’ilf&? e @ BINSETES 'ﬂ' vl and it's hurting Novo Nordisk and Eli Lilly
past AOMs ! ADU”.S . stock Stock in Viking Therapeutics, the maker of
! Wegovy 1 WEIGHT o “ the new treatment, soared almost 40% - Quartz,
E (SEMAGLUTIDE) WEEKLY Loss KID_S>+HADULTS e July 25, 2024
I8 ® h
« NIQ consumer panel research | Trancity .. f ot | wfl | woids AstraZeneca Says Obesity Pill Shows
. \ KIRSADIRTS ) Minimal Side Effects in Early Trial —
- Ozempic has largest S : roe2 W HEART, WSJ, Nov 4 2024
share of GLP-1 users fidimn oAkt DRMETES || e s | WESHTinie o |
. A new stronger Ozempic is coming. Here's
followed by Saxenda 1 f weiGHT E,ﬁ“ - what to know; Novo Nordisk revealed more
. SRESEARES e XIDS # ADULTS about CagriSema, its potential successor to the
- Mounyaro o weight loss drug Ozempic — Quartz, Nov 6 2024
Byetta GO -
P (EXENATIDE) DAILY
B Truhc:ty ‘Du”.s Amgen's weight-loss drug fails to impress in study;
Byd BCi .8 shares plunge — Reuters, Nov 26. 2024
- Wegovy BydweonBCise | 1| 4 | il | plung
- Generic/Compound : - : )
/ P i l(}’,IR‘Z’E‘;fT}L%m . % DG w e = Zepbound, (TIR.ZEPATIDE),
\ — approved 2023,weight loss, SBQ weekly
GoodRx Health

NIQ 2



‘Over 50,000 Patients: 1 Lowest Prioos n the Usa.

15 Detesrod 10 your Dortap.

li'eRx.v?d
COM‘ L
Semaglutide
Prescribed Online

Only $297 per Month

GLP-1Weight
Management

The same active ingredient in
popular GLP-1's for only $250 per
Month, Flat-Rate.*

NOOM FORINDIVIDUALS ~  FOR ORGANIZATIONS = !

TO

GLP-1
Supply

Weight loss medication,
the right way, with Noom

oA 8 HEA sl

Weight Management Programs by Henry Meds

Compounded
Oral

Compounded
Oral

Welcome to
Noom Med!

Compounded

Compounded

© GLP-1 meds shipped to you in 7 days, starting at
just $148, i rescribed”

o

) Lose 45% more vith Noom Med than weight loss

= SESAME Urgentcare Weightloss new Referafriend Partnerwithus

Tlécker
Introducing Ro's GLP1 Supply Tracker.

Over the last few weekends, a few Ro'ers buit a GLP1 Supply Tracker to fil the gap
that our patients and providers are currently struggling with — finding out which

)]

NLILY 1,500,000+ EEVIUVIRTEEGRETIGTRTeI

patients

weightloss  energy+mood  cardiosstrength

Weight loss made
easy witha
prescription to
tirzepatide

Prescription weight loss
tailored to your needs

Join tens of thousands who have already lost weight with Eden

Get Started

Lose up to 1.5% of your body fat
per week”

Get access to Zepbound®,
tirzepatide and other great weight
loss medications

madicatcn alopar GLPIs re) anclwhich aren't W startod buldi
$297 $249 $349 $297 $149 o e Wi pioa ok
o . e jus for their care and deserve our
Kaboutt.the more we resizd that the toolwodks
MModications  About  Help Al an togn A e S0-Ropatients) the greater the number of people

Same active

ly available and user-gonera
things:

Wegovy

shortage by drug and do

PlushCare

i with cur FREE questionnsie

Weight loss
personalized to you

(1]

Weight Loss

GLP-1medications ¢
online

A tailored weight I«
made just fc

t
E ©  Regrowhair

Have better sox

m ©  Havelongersex ‘ 0 G
GLP-1 drugs can significently support weight loss and trest symptor
your bdy naturally uses to regulate your blood sugar and appetite.

from primary today.*

/ Reduces over-eating and controls appetits
+/ Ciinically proven and effective GLP-1RXs

+/ Enhance the body's sugar response

Book an appointment

NIQ

ingredient as e
Ozempic & e

WeightWatchers

Get approved with this 3-min quiz,
no insurance needed

&)

Get the help you need
maintaining weight loss

Stop food noise and reduce

cravings

Reset your metabolism and

burn more calories*

Financials - Governance « Resources Q

News Details

News Events & Presentations Stock Info

Overview

View All News —

WeightWatchers Adds Compounded GLP-1, Expanding Accessibility and Affordability of Weight Loss
Medications

October 8, 2024

30



NIQ approach to understanding GLP-1 impact

Since 2016, NielsenlQ tracks health conditions annually in our NIQ Health Shopper Survey

|

Nov/Dec 2023
GLP-1 Survey

February/March 2024 August/Sept 2024
GLP-1 Survey GLP-1 Survey

Management
Science
Associates, Inc.

Partnership with Management Science Associates to measure electronic medical
records (MSA has a multi-patented de-identification and matching technology;
HIPAA compliant)

* National consumer purchase panel data
o  Approximately 330,000 lives

» Lab testresults (e.g., HbAL1C and cholesterol)
o  Approximately 200 million lives

* Electronic health records (e.g., GLP-1 Medications)
o  Approximately 80 million lives

» Client first party data

NIQ

31



Varying consumer need states create distinct GLP1 user groups

GLP-1 consumer varies based on usage; newest GLP-1 weight loss users trending younger

GLP-1 Only Diabetes GLP-1 for Weight Loss GLP-1 for Weight Loss,
Started 1-3 months ago

Q@@ :8%0agess74 23.4% age 45-54
dlh (Index 163) @i (Index 139) Trending younger with
o o ® o younger children with
81% have no children 21% kids aged 6-17 income under $100K
(Index 116) (Index 116)
36% HH income <$50K 29% HH income $150K+
(Index 107) (Index 143)

NIQ



GLP-1 users for weight loss tend to spend more in the store, especially early in journey

TOTAL STORE | Unit Volume % Chg.. by GLP-1 User Group

When households started taking a GLP-1 prescription?
® 1-3 months ago (vs prior 13 wks) m 1-3 months ago (vs 13 wks YA) m4-6 months ago (vs 13 wks YA) m 7-11 months ago (vs 13 wks YA)

22.1%

1.5%
. 02%  -02%  -02% |

-9.6%

GLP-1 users treating... GLP-1 users treating...

Non GLP-1 Users? Weight Loss only?! Diabetes only?

NIQ s



Over time, shopping behavior shifts across categories

GLP-1 Buyers (started 7-11 months ago) compared to Non-Users

Buy rate ($/buyer) trended over last two years

Food and Beverage

$2,000

$1,800

$1,600 -

e®
EEEEEEEEEEEEE

$1,400 —

SCLEL LERLR LLL LELE PR

L]
L]
L4

$1,200

*
®sssssmssnssmsnnmnnst®

$1,000

$800

$600 Started GLP-1
$400
$200

$0
10/02/2022 - 01/01/2023 - 04/02/2023 - 07/02/2023 - 10/01/2023 - 12/31/2023 - 03/31/2024 - 06/30/2024 -
12/31/2022  04/01/2023  07/01/2023  09/30/2023  12/30/2023  03/30/2024  06/29/2024  09/28/2024

=00d & Beverage for Non Users e===F&B for only WL* e==F&B for only DM*

*WL = Weight Loss; DM = Diabetes Management

$250

$200

$150

$100

$50

$0

Vitamins and Supplements

gUEENEEEEEEEEEEEEEENEN,

*
*

sssmEmn®

ILLE CEEREELE CELEY PN

.
®ampmmmnsn

»  Started GLP-1

*
®sssssmssmsmmsnnmnnst®

10/02/2022 - 01/01/2023 - 04/02/2023 - 07/02/2023 - 10/01/2023 -  12/31/2023 - 03/31/2024 - 06/30/2024 -
12/31/2022  04/01/2023  07/01/2023  09/30/2023  12/30/2023  03/30/2024  06/29/2024  09/28/2024
=—\/\MS for Non Users

e=—\/MS for only WL*  e===\/MS for only DM*

Source: NielsenlQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Food & Beverage vs Vitamins, Minerals & Supplements; Unit % Change; Quarterly periods through 13 weeks ending September 28, 2024

NIQ

© 2023 Nielsen Consumer LLC. All Rights Reserved. 34



A look at the shifting behavior of those GLP-1 weight loss shoppers on 7-11 months

52 weeks

Department Trends Across the Store amongst Weight Loss Users (7-11 mos. ago)
L52 Wks. vs YA

20.0%

15.0% Meat ®

10.0% Household Care Health &
Beauty Care

Bakery WL

Grocery
......................... Bakery

................ Health & Beauty'Care, WL Deli
................ .O(%Q
Household Care WL L]

- Dairy
—5.0%: Produce

Alcohol WL

$ % Chg YA
=}
=)
ES

-10.6% Dairy WL : Produce WL

- 5'1-.3% Grocery WL ° Frozen ;
Alcohol

Deli WL Meat WL
......... -20.0% -10.0% . 0.0% 10.0% 20.0%
------------ Unit % Chg YA

. GLP-1 Injection Users (7-11mo) to treat only Weight Loss O Non GLP-1 Users (Never Used)

Source: NielsenlQ, Homescan GLP-1 Panel Survey; Total US; Total Outlets; All Departments, Dollar and Unit % Change vs YA, Latest 52 weeks ending September 28, 2024

Decreases across the board, except for
increases in frozen, bakery and alcohol

Frozen WL

30.0%

Source: NielsenlQ,

Latest 13 weeks

Department Trends Across the Store amongst Weight Loss Users (7-11 mos. ago)
L13 Wks. vs YA

30.0%
Dairy WL
Health & Beauty Care — L
20.0% Meat - | o
Dairy ' Grocery WL
10.0% [ ]
B Bakery Meat WL
E] Deli 0C.0 @
O 0.0% (ooYe s
* PY O o Household Care
@ Deli WL [ Frozen. ........
-10.0% Alcohol 1 e
Produce WL ® Bakery WL
Frozen WL Produce
-20.0% P
Grocery
-30.0%
-40.0% -30.0% -20.0% -10.0% 0.0% 10.0%

Unit % Chg YA
. GLP-1 Injection Users (7-11mo) to treat only Weight Loss O Non GLP-1 Users

Homescan GLP-1 Panel Survey; Total US; Total Outlets; All Departments, Dollar and Unit % Change vs YA, Latest 13 weeks ending September 28, 2024

Decreases in frozen, produce, deli in
latest 13 weeks versus year ago

Health & Beauty Care WL

30.0%

NIQ

© 2023 Nielsen Consumer LLC. All Rights Reserved.
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GLP-1 weight loss shoppers seem to be increasingly intentional
Health needs states, nutrition, clean label all showing strong growth

Growth of GLP-1 Weight Loss versus Non Rx users . .
$ Index to Some attributes GLP-1 weight loss

Total P | .
mNon Users  mGLP-1 for Only WL e users showing stronger growth

99 ‘ 190

e Immune health

$ Index to $ Index to ¢ Natural, natural flavors
Total Panel Total Panel 114.7% e Joint health . . )
107.6% e Calorie conscious, fat conscious
e Muscle health . .
85.1% *+  Osteoporosis (especially very low sodium)
79.4% * Bone Health »  Contains added sugar
$ Index to » Digestive Health *  Nutrient dense
Total Panel . . .
*  Hair, Skin Nail support * Antioxidants stated
0
44.7% - «  Clinically tested «  Paleo
32.6% 30.8% *  Free from aluminum * Non-GMO
0
21.2% *  Free from antibiotics, hormones e Plant-based
10.69
l 6.1% 0 800 + Free from high fructose corn syrup «  Free from gluten
[ — — | — - Free from artificial colors, flavors, ~«  Excellent and good source of

-2.0% 21% 4.6% -1.6% -1.0% fragrances, ingredients protein
* Free from parabens and phthalates
N > ®&° éCS\ ,§° (§\ {b\ef"’ _ N & «  Free from sulfates

Source: NielsenlQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Food & Beverage; Product Insight stated claims on package; Unit % Change, 52 weeks ending September 28, 2024
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GLP-1 Impact on Diet Soft Drinks

N YiChange we@emDict

500 E 0%

450 i -

400 i

150 'i -10%
2 300 | e @
e i '15%53 -1808%
5 200 i e Avg Vol Chg.

150 i -25%

100 i

=0 i -29.0% ek

0 i -35%
Pre 90 Days Post 90 Days Post 180 Days Post 270 Days
Consistent decrease in consumption
=@=During Therapy == After Therapy === Eligible General during therapy

600

550 After therapy, consumption increases
< 500
2 450 after 90 days
2 400
& 350
O 300

250

200

Pre 90 Days Post 90 Days Post 180 Days Post 270 Days
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GLP-1 Impact on Zero Soft Drinks

H % Change ==@ee7cro

) 21.9%

|
l
20. BAS
300
| 19. 3)6

250
200
150
100
50
0

Pre 90 Days Post 90 Days Post 180 Days Post 270 Days

Oz per Person

=@=During Therapy == After Therapy === Eligible
450

25%

20%

15%

%Change

10%

5%

0%

General

350

= —
3 300 /

O 250

§ 200

o

N 150
100
50

0
Pre 90 Days Post 90 Days Post 180 Days

Post 270 Days

20.7%

Avg Vol Chg.

Consistent increase in consumption during
and after therapy

After therapy consumption is higher than
consumption during therapy

For more information on MSA/NIQ reporting,
please contact:

Hannah Polk @hannah.polk@nielsenig.com
Steve Gongaware@msa.com

NIQ &
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Vital Pursuit Hits Shelves Nationwide as First-to-
Market Nestlé Brand Designed for GLP-1 Users

Pathways

Introducing a line of delicious, high protein meals with essential nutrients; Vital Pursuit

Marketing News & Strategy @
lands at national retailers to provide dietary support for GLP-1 users and consumers

1. As prevention: without or Sy SMOOTHIE KING CREATES GLP-1
before GLP-1s Sy MSENUSFOR WEIGHT LOSS DRUG
| USER

Onboarding/companion T VITAL
; VITAL A% . Chain says it is the first quick-service restaurant to offer a
products : Lt =3 - Aadicatad many for GLP-1 users

d on October 29, 2024.

need to support your
GLP-1journey

Off-boarding/step-down/after -~ iyl

FE
STEAMERS' i

L& Beef Merlot B
‘FONIO KALE DAILY HARVEST :
— 135 PROTEIN
. """:'m i RO

gy o

s L oTA LITY ATKINS v SM’%OZHIE
= T sameber P R "Wi 1 S T RONG Smoothie Ki NG

- ' " a2 e xin
gm0 B%spllm e Milkov=pg - SUPPORTYOUR
ze- [ElCalocurh = R “ GLP-1ROUTINE , og

g T
WITH PROTEIN, FIBER AND... ADDED

GLP-1
Probioti

L 6g £ sUGAR
i & w
amﬂl:;xv o MWELL& BOOY -
CODEAGE ..
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Even with increased health attention, Americans enjoy much sugar and sodium

27% of Food & Bev Sales are

over 10g of
per serving*
!

American Heart Association recommends no
more than 36g per day (men) and 25g (women)

5-7.5g per serving +6% vs YA
Sugar Conscious +3% vs YA

25% of Food & Bev Sales are

over 300mg of sodium per
serving (12% over 500mg)*

r
FDA — 2,300 mg per day
AHA ;1,500 mg per day

50-100mg per serving +4% vs YA
Sodium Conscious +3% |

Kirin Electric
Salt Spoon

()
+7%
Foods with excellent source
of protein

Must contain at least 20% of the Daily Reference Value (DRV)
per reference amount customarily consumed (RACC)

>25g protein per serving +10% vs YA

12% growth

7.5-10g of fiber per serving

FDA recommends 28 grams of fiber per day
for adults on a 2,000-calorie diet

o
+3%
Foods qualified as

“carbohydrate
conscious”

5 %2 growth

Foods qualified as
“nutrient dense”

© 2025 Nielsen Consumer LLC. All Rights Reserved. 40



The challenge and confusion around processing

NOVA Food classification
Unprocessed or

d culinary Processed foods

ingredients

THE WALL STREET JOURNAL.

World Business U.S. Politics Economy Tech Markets&Finance Opinion  Arts L
HEALTH | WELLNESS

Are Some Ultra-Processed Foods OK?
New Study Has Answers

Researchers are digging into exactly what can make packaged food
unhealthy

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

By Andrea Petersen

Jan. 7,20255:30am ET

from Northeastern University’s Network
Science Institute compared to...

Top 10 categories for

EXECUTIVE DEPARTMENT
STATE OF CALIFORNIA

EXECUTIVE ORDER N-1-25

WHEREAS emerging scientific evidence has linked "ulira-processed foods”
to increased health risks, including some cardiovascular conditions, certain
cancers, diabetes, and other health problems; and

WHEREAS ultra-processed foods are generally characterized as industrial
formulations of chemically modified substances exiracted from foods, along
with additives to enhance taste, texture, appearance, and durability, with
minimal to no inclusion of whole foods, with the following among common
examples that are linked to negative health outcomes: packaged snacks, chips,
crackers, cookies, candy, sugary beverages, and highly processed meats like
hot dogs and lunch meat; and

WHEREAS experts have estimated that more than 10,000 chemicals are
currently authorized for use in the United States as food or color additives or
ingredients, while just over 300 food additives are currently authorized for use in
the European Union; and

-1% and -2% in ultra-processed units over\
the last year and 4 year CAGR

45% of the lost ultra-processed

units came from declines in consumers under
$30K in household income over last four years /

of US Food and Beverage qualify as “ultra- “ultra—processed” /
processed” using current NIQ Product Insight
definition, compared to J 1. Prepared Foods
2. Salty Snacks
NIQ NPI ULTRA-PROCESSED QLFD: Use nutrition facts panels 3. Desserts
(NFP) and ingredient declaration: q .
Products with NFPs containing one of the following: 1.5g or more 4. Candy, Gum, Mints \
of sodium per 100g, 5 grams or more of saturated fat per 100g, 22.5g or more of 5. Cookies and Crackers
sugar per 100g, or 17.5g or more of total fat per 100g. ’
And 6. Processed Meat
Products with at least three of the following: Added Sugar, 7. Cereal and Granola
Hydrogenated Oil, Formaldehyde Releasing Preservatives, Atrtificial Colors,
Avrtificial Flavors, Artificial Sweeteners, Hydrogenated Oils, Artificial Fragrances, 8. Sweet Snacks
Added Sulfites, Color Additives, or Sequestrates.
Products eligible for this attribute cannot make organic 9. Cheese
certification claims. 10. Bread

MRI Simmons Health & Wellness Study
87% agree that eating fewer processed foods

Is better for health, and 75% try to limit their
intake of processed foods.

NIQ
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Closing thoughts and upcoming webinars

GLP-1is creating a catalyzing moment in
health; shift in the conversation around
obesity

Trends shifting and will continue to shift
with marketplace dynamic of GLP-1 drug
innovations, compounding pharmacies,

legislation, funding,
new consumers trying drugs and lapsing

The opportunity to support consumers
throughout their health journey opens
doors for product and retail innovation

GLP-1: What you Know,
Don’t Know and
How to Prepare

With retailmedialQ, Kearny, ThinkBlue
February 5, 1pm ET

The GLP-1 Opportunity:

Designing CPG to Thrive in this
New Era

With Sosland Publication and Bay State Milling
February 12, noon ET




Mental health and
the mind body
connection

NIQ



As mental health is increasingly part of consumer priorities, brands are responding

According to the 2024 World Happiness Report,

the US has dropped out of the top 20 for the
first time the report’s history.

Outgoing Surgeon General Warns

I ] [] [ ] ' [ ]
NIQ Health Shopper Study households reporting Of Splrltual Crisis’ 1n Last
depression or anxiety? Message to US

Published Jan 08, 2025 at 6:25 AM EST Updated Jan 08, 2025 at 11:54 AM EST
m Building Brands in the Unhappiness Era

4 N . Mental Well-Being: 65% frequently

Mood & stress support stated claim? seek products or services to improve
their mental well-being, a 33%
increase from 2022.

« Mental Health Importance: 94%
believe that taking care of mental
health is crucial for overall wellness,
up 46% from 2022.

MRI Simmons women research

+33% +65% +55%

Footcare Beverages Diet & Nutrition

NielsenlQ “



Mental health and joy are driving consumer engagement

All Nootropics ingredients* sales growth within

Vitamins & Supplements vs year ago?

+370/ Ashwagandha 4yr CAGR. Has expanded to 65
0 categories and generates $300M of revenue? i

- \ .
CLOROX ) CLORDX

AOOB  TikTok views of ASMR videos?

LOREAL
ST

CUCUMBER MINT

15 e g s e

o it Ak 07 Togechac wa ca

FOR HAIR PROS' MENTALHEALTH

NielsenlQ 4



Sustainability:

What’s next?

NIQ



Sustainability sales have seen shifts over the last four years

Retail unit growth rate last four years!

=~ Total Store @ Environmental Sustainability @ Sustainable Packaging

Animal Welfare

WE 4/25/20 WE 4/24/21 WE 4/23/22 WE 4/22/23

WE 4/20/24

@ Social Responsibility

____________________

WE 11/30/24

e

- - - - — - - - - - — - ————

NIQ
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Priorities around sustainability continue to shift

NIQ CMO Survey: Sustainability

Is an important part of what our
brand stands for

. Important to how we operate as a
business, but not to our marketing

Our customers expect us to
address this issue

Will be more important in
the future

Is a topic for politicians,
not brands

We are ahead of our 31%
competitors on this topic 31%
Is a commercial opportunity 30%
for us as a brand 9%
Is an area where we can ’
29%

differentiate vs. competitors

m2023 w2024

Links to
Studies:

NIQ

IMPACT

Pegsd®k AWARDS

GROCER
HONORING EXCELLENCE

NielsenlQ received the 2024
Progressive Grocer Impact
Award in the category
of Educational Support/Learning
Advancement. This prestigious

recognition highlights our
commitment to environmental,
social, and governance (ESG)
initiatives, and our dedication to
making a positive impact in the
food and consumables industry.

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

NIQ Releases 2025 CMO Outlook Report - NIQ

Consumers care about sustainability—and back it up with their wallets - NI



https://nielseniq.com/global/en/news-center/2024/niq-releases-2025-cmo-outlook-report/
https://nielseniq.com/global/en/insights/report/2023/consumers-care-about-sustainability-and-back-it-up-with-their-wallets/

Green Gauge® US Segmentation: The Marketer’s view of Sustainability

General stability in segment sizes, with increases in the share of the Glamour Green segment; displays a population increasingly
thinking about and concerned with sustainability

OGREEN The most genuinely active in environmental 11
inDeed thought and action

/ / . Considers green behavior as a badge of 20
(jlcnictts  honor/status symbol — eager to showcase

J L eco-friendly behaviors and purchases
23 21

Carbgn Pro-environmental attitudes, but

CULTURED  focus mostly on the “easy” behaviors 5 | ﬂ
%w CGREEN Holds pro-environmental attitudes, but lack
" In Need the tools to translate them to behaviors

‘ .+ Skeptical and cynical, but still engages in

Sy low-effort environmental behaviors

2010 2012  -eeeeeeee 2021 2022 2023 2024

Green Gauge® Report
Consumer Life Global 2024 and previous (US filter)

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

Gauge Consumer Segmentation

Green Gauge® US Segmentation: The Marketer’s view of Sustainability

General stability in segment sizes, with increases in the share of the Glamour Green segment; displays a population increasingly
thinking about and concerned with sustainability

GREEN The most genuinely active in environmental thought

inDeed andacton

Considers green behavior as a badge of honor/status
y symbol - sager 1o showcase eco-friendly behaviors and
F purchases

Pro-environmental attitudes, but

U focus mostly on the “easy” behaviors
LIURED

H H
Sherry Frey
E

2010 2012 e 2020 2021 2022 2023 2024

Holds pro-environmental attitudes, but lack the

tools to translate them to behaviors
in Need

Skeptical and cynical, but stll engages in low-
¢ffort environmental behaviors

Please click here for the video

For more information on Green
Gauge, please contact:

Tim.Kenyon@nielsenig.com

NIQ
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Consumers continue to find sustainability attributes aligned with their values

A 50% +__—— Animal Welfare Approved
45% 1
= ~ Upcycled
e
e
o
25% T

/— Regenerative Organic Certified

1% for the Planet
20% + " Member Cert ~Cruelty Free
- Cage Free ~
" 4 /-~ Compostable ~ Renewable Energy
~ EPA Certified / /

15% T ,.
- e °
o

_ Renewable
Resource

% T ) - // //,
10% ~ Zero Waste [ Ethical ._
Energy Efficiency k .
Cemﬁ?d . e A Forest Stewardship Council

e Environmental Sustainability - Nature
» Environmental Sustainability - Climate
e Animal Welfare
e Social Responsibility

Organic, Clean Label

,~Humane

~ B Corporation Eco Friendly Certified
/

Sustainability ~ Non GMO
Certified

~ Organic

250 -
Regenerative Agriculture \ -

5% + \ L

\- Reef Safe - Wild Caught

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

10% 1 @ Water Conservation

Responsibly Sourced

50, 4 \ "~ Biodiversity ,/~ Reduced Carbon Impact
Biodynamic .9/_ ) )
— Carbon Footprint G ~ Sustainable Farming
0% y Q — Fair Trade W\ . W\ -
/0 \\ \\ »
50 100 150 200 450 700 750 900 950

[ Does not represent all available sustainable attributes

Bubble size denotes total sales in L52 week All attributes represent claims STATED on package unless indicated by an * symbol

[
»

Total Store Expansion- Count of U.S. categories

Source: NIQ Retail Measurement Services, NIQ Product Insight—powered by Label Insight, Total US XAOC ; Total Store; Count of categories, 4-year $ CAGR; 52 weeks ending November 30, 2024; Regen Organic Certified v. 3YCAGR

NIQ
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Claim shifts indicate changes in company and consumer priorities

Claims that saw the biggest Claims that saw the biggest
decline in categories across growth in categories
the store* across the store*

Farm raised

Eco friendly certified

Environmentally friendly Drop off recycle

Sustainability claim
Free from BPA

Bamboo

B-Corp certified
Women-owned
Recyclable
Pasture raised Regenerative agriculture

Fair trade

Renewable energy

Sustainable forestry

Fam”y farmed initiative certified sourcing

Compostable

Less emissions

Carbon footprint Upcycled

Free range Plastic-free

100% Recycled Paperboard

Recycled packaging content

Sustainability certified

Source: FMI 2023 Transparency Report. Q21: How do you determine whether or not a brand or manufacturer is being transparent?
*Decline and growth in number of categories; Source: NIQ, Retail Measurement Services, NIQ Product Insight, powered by Label Insight; Total ‘ ;
US xXAOC; Total Store; # of Categories selling change vs year ago; 52 weeks ending November 30, 2024 ‘ v . X

5 Nielsen Consumer LLC. All Rights Reserved.



Waste increasingly prioritized by consumers

Are consumers rethinking consumption?

BirdsEye
FOOD&WINE FOOD DRINK RESTAURANTS NEWS  TRAVEL ABOUT US Q, SUBSCRIBE

NEWS > FOOD NEWS

California Just Became the First State to Ban
Sell-By Dates

A "sell-by" date prob: n't mean what you think it does.

By Merlyn Miller  Publ erd, 2024

Top categories with

v 2 ~ &3 o -~ “ ” .
g ; zero waste’ claims
flat pack w . ‘ 1k,
2 w 7 * Pet Food
*\\Mg  Oral Hygiene
\Q{i‘f?" THE SHOPPINGCONSPIRACY « Packaged Tea
= = B o g « Beer/Cider Seltzers
Milkadamia Organic Oat Milk Sheets a{‘, ’\ -

#underconsumption




Climate change impact on allergies

Today, all types of allergies affect over 30% of
adults and 40% of kids in the US. According to a
study in 2012, pollen levels are expected to
double by 2040. Pollen-producing male trees —
they’re all around us. Many parks and backyards
are surrounded by pollen-laden male-only trees
based on the recommendation of a 1949 USDA
report that they should be planted instead of
female trees, which give off no pollen. but more
female trees can make a better outside for all.

Map of the Top 20 Most Challenging
Places to Live with Pollen Allergies in 2024

o 0 Top categories with
= %0 “biodiversity’ claims
[ 1] 00
o 0 0 69 Cookies and crackers
(1) Sugar and Sweeteners
o © 0 : "
® Diet & Nutrition

Packaged Tea

Packaged Coffee

NIQ




Weather increasingly climate wakeup call

» Weather volatility is the
most impactful climate
related risk that consumer
businesses face today

- Surprisingly, weather is the
least understood, least
measured, and least acted
upon factor affecting
business performance

» The weather is more

volatile today than ever
before

- The U.S. experiences a
‘billion dollar’ weather
disaster every three weeks
today, compared to once
every 4 months in the
1980s

Sales Forecasting

planalytics

SPF

HBL

PRODUCE

Waste Reduction

TOTAL US +1.4%
Los Angeles +10.1%
Dallas 2.4%

Raleigh -6.2%

TOTAL US +1.2%
New York City +3.2%
San Francisco  +1.2%
Austin 0.9%

TOTAL US +0.2%
Las Vegas +0.7%
Boston +0.3%

Indianapolis -0.3%

SALADS

ALLERGY

COCONUT
WATER

Inventory Management

WEATHER-DRIVEN DEMAND ANALYTICS powered by NIQ

TOTAL US

Los Angeles
New York City
Tampa

TOTAL US
San Diego
Chicago
Houston

TOTAL US
San Diego
Kansas City
Denver

+0.2%
+1.3%
+0.5%
-0.6%

-0.3%
+2.2%
-1.3%
-1.9%

-0.1%
+2.4%
+0.5%
-3.1%

Marketing

FRESH MEAT

COUGH/
COoLD

SPIKED
SELTZER

Q12025v LY
TOTAL US +0.2%
Minneapolis +1.1%
Philadelphia +0.5%
Kansas City -1.0%
TOTAL US +0.2%
Phoenix +1.0%
Seaftle -0.8%
St. Louis -0.9%
TOTAL US -1.5%
Austin +2.3%
Tampa +1.3%
Nashville -4.9%

&

Weather Data

Weather
Analytics

Financial Reporting

NIQ



Weather-driven demand analytics — Powered by NIQ

Weather-Driven Demand (WDD*) powered by NIQ : |
Sunscreen: Q1 2025 vs. LY } )
oo O \M

n 3

TEMPERATURE vs. LY  PRECIPITATION vs LY
, - p

- 5,
’V @
TEMPERATURE vs. LY  PRECIPITATION vs LY
o= m - m

planalytics DEMAND MORE

Please click here for the video

Contact the team for further
details

Sherry Frey
Sherry.Frey@nielsenig.com

Morgan Sturm
Morgan.Sturm@nielsenig.com

Evan Gold
EGold@planalytics.com

NIQ
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Government initiatives meet growing consumer sustainability concerns

SUSTAINRBLE P ACKAGING RECYCUNG

5th
Winnesota Becomes « | FIN Presswire
State to Approve EPR Brars | Newsmatics \

ng \L.aw

the new \a

packag\

ader the Sustainable Packaging
Market Growing at CAGR
of 7.8%by 2031

WESTFORD, MASSACHUSETTS, UNITED
irecomy -

STATES, August 22, 2024 [EINPressnd
Sustainable Packag! g Macket sizewasvalued
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Exclusive: In shift, US
backs global target to
reduce plastic production,
source says

News Releases: Headquarters | Chemical
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Safety and Pollution Prevention (QCSP!
CONTACT US

EPA Strengthens
the Safer Choice
Standard for

By Valerie Volcovici

August 14, 2024 5:57 PM EDT - Updated a month ago

Commercial and
Household
Cleaning Products

Updated label criteria for products
will make it easier for consumers
to identify safer, more sustainable
options

August 8, 2024

Contact Information
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I SUSTAINABLE PACKAGING
. COALITION®

States have introduced legislation
on EPR for packaging in 2024

EPR for packaging bills
have passed in the U.S.

NIQ
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The amount of
sustainable
packaging differs
significantly
across
categories

Total category

% of sustainable packaging claims

Number of observed claims

Number of manufacturers making
a sustainable packaging claims

RTE Cereal Dog Food

$9.7 Billion $26 Billion

57% 2%
75 162
67 /3

Dataset: NielsenlQ Retail Measurement, NielsenlQ Product Insight, powered by Label Insight | US NIQ Total Store excluding Fresh - 445 - Weekly (Synd) | 52 weeks, W/E 8/10/2024
Dataset: NielsenlQ Retail Measurement, NielsenlQ Product Insight, powered by Label Insight | US NIQ Total Store Inc Fresh - 444 - Monthly (Synd) | 52 weeks, W/E 1/27/24
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Brands are evaluating state challenges, exploring simplification

Th e Spectrum Of S — Sales by Sustainable Packaging Claims by US State

~ ': S C e o C - . - - -
claim ’ s dOéf ood Top 5 $ contributors of sustainable packaging claims across all states JREbElatesEei=donEusanabispackaonalclasn=contuiton

H H H H ] within total state sales only
u s a I n a I I y a I m S [ ] BREAKFAST SANDWICHES BREAKFAST SANDWICHES
—

Texas 6.91% total sustainable
P New York 541% tiot foindll 55 32%
Dry Dog Food Packaging s = B
Florida 4.35% ot 39.44% Maryland
North Carolina 277% 61.50% Louisiana
Examples of 58 claims on dry dog food packaging Lousiana =2 ENERGY BEVERAGES

ENERGY BEVERAGES

California 18.70% 0.04% E\nnleso;a
New York 778% 0.03% Caryanr -
onnecticut
Recyclable « Made With Recycled Materials » Please Recycle This Paperboard Carton « This Package Can Be Recycled « BPA Florida 7.05% 0.02%

Texas 273% 0.01% California

Free « Please Recycle « Recycle Me Please « Bag Made With Up To 30 Percent Plant Based Plastic « Recyclable Bag « North Carolina 2 70% 0.01% Utah

Louisiana
Ecologically Friendly Bag « USDA Certified Biobased Product Package 30 Percent « Recycle If Clean And Dry « USDA Certified Louisiana 0.01%

Biobased Product Package 44 Percent « USDA Certified Biobased Product Packaging 30 Percent » Minimum 20 Percent Post New York 17 429 15.50% Maryland 19.71%

P 19.46%
Consumer Recycled Content « Sustainable Packaging « Resealable « Recycle Where Facilities Exist « Recyclable Pack « 100 Califomia 522% 13.99% .
’ i g i Florida 4.54% 18.13% Texas 19.36%

Percent Recycled Plastic « Degradable Sustainable Packaging « Ecologically Friendly Packaging » Bag Made With 30 Percent Texas 421% 19.36% New Jersey 18.39%
Ponnsyl 314% 19.46% Florida 18.13%

Minimum Recycled Material « 40 Percent Post Consumer Recycled Material « 100 Percent Compostable Packaging Louisiana 0.36% 14.30% Louisiana 14.30%

Recycled Plastic Packaging » Recyclable Container
New York 14.07% 56.55% lowa 63.94%
California 5.26% 51.69% Nebraska 60.10%
Texas 4.75% 53.47% West Virginia 59.12%
Florida 4.05% 55.16% Michigan 58.67%
P I 267% 57.20% Wisconsin 57.72%
Louisiana B 54.90% Louisiana 54.90%

© 2024 Nielsen Consumer LLC. All Rights Reserved.

Recyclable Where Facilities Exist = Certified Earth Friendly = Rcycl Prgrm Ths Pckg May Not Exst Yr Ar « Protective

Atmosphere « Love Your Planet « Originative Sourcing » Please Dispose Of Thoughtfully « Good For Earth « Earth Friendly

o Clear Claims and Instructions e Unclear Claims and Instructions

NIQ



The future of diversity, equity and inclusion...

NIQ CMO Survey: DEI

Is an important part of what our
brand stands for

Important to how we operate as a
business, but not to our marketing

Our customers expect us to
address this issue

Will be more important in
the future

Is a topic for politicians,
not brands

We are ahead of our
competitors on this topic

Is a commercial opportunity
for us as a brand

Is an area where we can
differentiate vs. competitors

40%
40%
25%
18%
28%
25%
29%
33%
18%
11%
32%
31%
27%
26%
29%
26%

m2023 m2024

of consumers would

purchase a product that
values and supports social
equality or supports
at-risk communities or
minorities

We are the
SeeMe Index

Al for Inclusive Marketing Decisions

The Advil Pain Equity Project introduces

BELIEVE@PAIN

@Mmuu)l\l Advil BLKHLTH

2022 NIQ study found...

+13 pts

Faster growth for
independent CPG
companies with stronger
consumer diversity’

Link to Study:  NIQ Releases 2025 CMO Outlook Report - NIQ

NIQ


https://nielseniq.com/global/en/news-center/2024/niq-releases-2025-cmo-outlook-report/

Trending
Ingredients: the

good and the
challenged

NIQ



Ingredient growth illustrates functionality shifts

A 90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

-10%

“Growth Drivers” — US Sales 4yr CAGR

-20%

-30%

-40%

Colostrum

&} Camu Camu

Bitter Melon

Turkey Tail —¢g

Maitake

IS

Dragon Fruit i
Y, Rhodiola j ﬂ[ ° Reieli Moringa

@

Ingredients across the store

E — Prickly Pear

Lions Mane

Yuzu

Ashwagandha

L Theanine

Goji Berry Acai

Guarana

Hyaluronic Acid

Ginseng

Algae

Electrolytes*

Elderberry

Spirulina
Collagen

Marula Dandelion
] Maca
Noni
| Jackfruit \ \
\ G Baobab Fruit
20 40 60
1 Arnica
" Plant Sterols . Faba Bean
1 L Carnitine Postbiotic
Rosemary Oil
Creatine

Total Store Expansion — Count of US categories

120 140

160

Displaying a sample of available
NPI ingredient attributes

\ 4

NIQ

© 2025 Nielsen Consumer LLC. All Rights Reserved.



Increased focus on specific food ingredients

S ecemee Red Dye 3 Red Dye 40
What to Know About the 4 Food Food Additives Potential Bans Impact 1. Desserts (22% share) 1. Candy, Gum, Mints (27%)
nAfldnweS e bycahfom'i 2. Candy, Gum, Mints (16%) 2. Beverages (17%)
Red Dye #40 — ~23K items '
_ 3. Cookies and Crackers (12%) 3. Salty Snacks (14%)
Red Dye #3 — 5K items . -
_ _ , 4. Diet and Nutrition (11%) 4. Desserts (8%)
Brominated Vegetable Oil ~300 items
_ 5. Sweet Snacks (11%) 5. Sweet Snacks (6%)
Propyl Paraben ~ 250 items
Potassium Bromate ~500 items Propyl Paraben Potassium Bromate
Titanium Dioxide ~ 7K items 1. Sweet Snacks (46% share) 1. Prepared foods (45% share)
AN FIETRES Gl SHTp = 28l I 2. Wraps and Tortilla shells (23%) 2. Rolls and Buns (13%)
N ‘ 3. Baking supplies (14%) 3. Cookies & Crackers (10%)
e I Kem?m‘w: 4. Salty Snacks (5%) 4. Pizza (10%)
S hezardous additves © 5. Prepared Foods (5%) 5. Bread (9%)

i Call out il # Pre-filled . - Qs o :

e 1,551 1. Sweet Snacks (29% share) Corn Syrup
. Prepared Foods (17%) 1. Beverages (48% share)

_W“’ - X Ca" Out on x Pre-filled

Why remove these additives?
Carrageenan

2
- 3. Candy, Gum, Mints (15%) 2. Cookies and Crackers (10%)
g wam : S 4. Desserts (7%) 3. Desserts (8%)
Positives @ Catoutbyema 5. Pizza (6%) 4. Prepared Foods (5%)
X callouton X -
5. Condiments (3%)

Bromated
Vegetable Oil

1. Beverages (99.9% share)




Emerging Seed Oil Conversation

(@ SEEDOILFREE Apout v Standarss Contoct ([

Overview . .

Accelerating the avallability of seed oil-free food options through trust, transparency, and technology.

“posts Lard sales +9%
WELL+BEING T Fitness  Mind  Body  Uife robertfkennedyjr ° A
7 robertfkennedyjr - Original audio B utte S al es + 5%
Why your avocado oil may be fake and contain other D —

cheap oils : g Rl 3090909090900 N e e e -

Scientists say adulteration is rampant in the avocado oil industry, and many people are
being misled by some of the nation’s largest retail chains.

A Mission,a Movement, an
Opportunity

hd

SEED OIL
FREE

Avocado il is a rising star in the cul

The Seed Oil Free Alliance is a mission-driven organization transforming the
food supply by certifying Seed Oil Free CPG brands and restaurants

'y Consumes 20% or more of their daily calories from harmful seed ois,
snocks, ready-10-aat foads, food servics offerings, and CRG cooking oils — this pubic

ing ol mild flavor that appeals to health-conseious consumers.

But scientists say that adultcration and mislabeling are rampant in the svorado oil industry, and that many people who believe they're buying pure svocado
il are being misled by some of the nation's largest retail chains,

Harmful Seed OQils are...

The following seed oils are designated as “Harmful Seed
Oils" and are disallowed ingredients for Seed Oil Free
Certification purposes:

Scientists at the University of California at Davis tested . and have for retailers who they say
labeled as avocado oil i ik, including Walmart, Sam's Club, Kroger and Safeway. The eompanies
didn't respond to requests for comment,

+ Soybean oil

+ Corn oil NI PrOdUCt |nS|htS
:za":'a”ap‘:_’feed)o" Seed Oils F&B Ingredients
- Peanut oil 44K - Soybean Oll

Q 559K Q 156K V 817K
A Q ®

- Grapeseed oil 31K items — canola oil
- Safflower oil

25K — sunflower

- Rice bran oil

+ Cottonseed oil 4K - peanut 0|I
+ Flaxseed oil
4K — safflower .Y
Harmful seed oils are high in omega-6 linoleic acid or :

other polyunsaturated fats and are also highly refined. 172 _ ﬂaxseed OlI
Today, a growing number of companies are replacing
harmful seed oils with healthier oils and fats to honor the
preferences of health-conscious consumers.

NIQ 64




Free from Palm oil

Free from carrageenan stated

Free from BPA-certified

Free from chemicals stated

Free from additives stated

Free from petroleum stated

Free from propylene glycol stated
Free from BPA certified

Free from aluminum

Free from polyethylene glycol stated

Free from grain stated

Free from pesticide

Free from antibiotics
Free from RBST
Free from hormones

Free from artificial ingredients

Continued evolution of clean label across store

Free from...

45%

$ % Chg.. —» +2.4%

Artificial colors Artificial preservatives

37%

+3.8%

Share of department?

Free from... Free from...

+4.0% +3.2% +2.7% +2.7% -1.9% +1.6% +2.9%

mFood & Beverage mHBC HH Care mPetCare

Qualified attributes = derived from the ingredient label on package

10%

27% 29% 28%
18%
13%
1% 0% . 0%

+4.9%

-1.7%

Artificial ingredients

13%

+6.1%




NIQ BASES \

B kth h oy o
reakthroug ~ ot
Innovation aalk
Bloom Greens CHOMPS Downy® Rinse  e.l.f. Halo Glow  Feastables Just for Men
2024 & Superfoods USA & Refresh™ Liquid Filter Chocolate 1-Day Beard
. USA USA USA USA & Brow Color
North America USA
4
l. " e > l’: . ‘_:.“:; : o MIGHTY OLAY OLAY OLAY
Kristin Ess Liberté Dessert Liquid Death Lume Magic Spoon® Mighty Patch Modelo Oro Olay Skincare
Hair Collection URYAY Deodorant Protein Cereal USA USA Body Wash
USA Canada USA USA USA

OLIPOP PrettyLitter Rascals™ Simply Spiked TEMPTATIONS™ The Most OREO Tru Fru Two Good™
URYAY Canada USA URYAY Dry Cat Food OREO USA Canada
USA USA

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



Lessons learned from this year’s winners

Flipping the nutritionals Offering innovative
to redefine stagnant products with a
categories competitive advantage,
often through
technology
Watch Now

NIGBASES NielsenlQ BASES - The Global

Breakthrough :
Innovation / Breakthrough Innovation Report

2024

Leveraging influencers

can drive big outcomes,

but the right personality
Is key

Maximizing the right
distribution strategy for
the brand & launch

67


https://nielseniq.com/global/en/landing-page/bases-breakthrough/
https://nielseniq.com/global/en/landing-page/bases-breakthrough/
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Pitch’ Slam

The 2025 NIQ Founders Pitch Slam is coming soon!
Applications open February 3t — March 29", 2025

The 3rd annual NIQ Founders Pitch Slam will bring together some of the most
innovative and transformative emerging CPG brands, challenging an elite set
of founders to pitch their companies to industry insiders and business leaders as
they vie for a first-place award of more than $700k including a $50,000 cash
prize and in-kind prizes.

Entry criteria

« Have an annual revenue not to exceed $20 million in US$ in qualifying departments

» Products must currently be available for U.S. sale

* You must be available to participate in the Virtual Pitch semi-finals on May 1, 2025

» You must be available to attend the NIQ C360 conference in Hollywood, FL, for the Live
Pitch session on June 2-5" (all expenses paid)

Learn more at nig.com/pitchslam




Past NIQ Pitch Slam Finalists

DAILY
CRUNCH

TRUE MADf

=FOODS~F

Jasherry

FARMS

TRUE S ADy

KETCHUP

e | S R](()z?]td&({)l‘ Siendor || Selendor
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]
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e
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HAPPY PETS, HEALTHY PLANET
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What we didn’t cover today...

Protective

Preservation

Aspirational

Urgent care
Protecting myself and/or my family members from
immediate health threats

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

Preventative care
Proactive actions to achieve & maintain specific health goals, or
helping to avoid ailments in the long-term

Selfless care
Improving the world around me by advocating for environmental, ethical,
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 Global Wellness Report

coming Q2 2025

Topics including...

Shifting requirements around
women'’s health, especially
reproductive health and
performance

Evolution of healthy aging and role
of caregivers

Protein-ization of the store and the
new drivers of growth

Allergies: food and beyond

Food as medicine and challenge of
health inequities

Changing nutrition of our food
Sleep: who needs it?

NIQ
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Top Wellness Questions You Might be Asking NIQ products & sources

in partnership with NielsenIQ you can use to answer top questions

® NIQ Product Insight (NPI) characteristics

How are these trends relevant for my ® NIQ Better For Segmentation™
business and are we ahead or behind

these trends? ® GLP-1 survey + Homescan panel +

Management Science Associates
Does our definition of wellness match

the shifting view consumers have? ® Health Ailment survey + Homescan panel

What are the top Wellness Trends

® Discover — Omnishopper
(product claims) in your category?

® BASES Innovation & Quick Survey

® Discover — Retail Measurement Services (RMS)

NIQ



Where are you on the Product Attribution maturity curve?

External

Consumer

Trend Spotting & Understanding
Tracking » Are there consumer

whitespace opportunities at
the attribute level?

Business
Focus

» Which attributes/trends are

growing, declining and Which attributes drive

buying rate and consumer

why?
loyalty?

What is my market share
of various attributes? What attributes can aid in
developing household

What adjacent or close in penetration?

attributes could be next in
my category?

Internal

Fundamental Mindset Activate through Innovation
Understanding and Targeting

NIQ



Scan here for one
Free Product
Insight report

Exclusive Offer for Today’s
Webinar Registrants

Free Product Insight Offer for
What’s Next in Wellness Attendees:

All What’s Next in Wellness attendees eligible for one free

Product Insight report for one brand or category reporting on volumetric
trends for up to 5 customer Product Insight attributes.

Description Total US xAQC
Description Latest 52 Wks
Description $ $ % Chg YA | Units Units % Chg YA |%ACV| %ACV Chg YA | $ Share- Category
Category 3 $ % Chg YA| Units Units % Chg YA|%ACV| %ACV Chg YA|$ Share- Category
Trend 1 $ $ % Chg YA| Units Units % Chg YA|%ACV| %ACV Chg YA|$ Share- Category
Trend 2 $ $ % Chg YA| Units Units % Chg YA|%ACV| %ACV Chg YA|$ Share- Category
Trend 3 3 $ % Chg YA| Units Units % Chg YA|%ACV| %ACY Chg YA|$ Share- Category
Trend 4 $ $ % Chg YA| Units Units % Chg YA|%ACV| %ACY Chg YA|$ Share- Category
Trend 5 3 $ % Chg YA| Units Units % Chg YA|%ACV| %ACV Chg YA|$ Share- Category
Offer Criteria:
[ )

* One report per organization requested

* One Brand or Category report Dollars, Dollar Change, Units, Unit Change,
Distribution and distribution change provided

* One report as referenced above or up to $5k in value credit. Can be applied
to larger ad hoc data or NielsenlQ Product Insight Data subscription

« Offer valid through 6/30/2025
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the world’s most complete and clear understanding
of consumer buying behavior that reveals new
pathways to growth.

74
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