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Some things just aren’t worth it anymore

What Is No Longer Worth It At Today’s Prices

Coffee shop visits 31%
Restaurant takeout / delivery 29%

Meal kits / subscriptions

Out of home alcohol

Energy drinks

Snacks / indulgent treats

Seasonal / limited time

Fresh fruit / produce
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Think about how product value has changed in the last 5-7 years

To preserve margins and
profit as costs went up
brands have

downsized
reformulated
repackaged
increased price
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Think about what has come into focus

Policy shined a light on
iIngredients; while
technology gave everyone
a magnifying glass

MAHA
Ingredients

Social media

Al / scan apps

NIQ



Turns out, all those things erode trust

Leading Reasons For Loss In Brand Trust

Poor quality / performance

Price increase without improvements

Downsizing / shrinkage

Lack of transparency

Negative impact on health

Artificial ingredients




Brands that raised price
and kept everything
else the same...

Decreased
In value



Brands that raised price
and shrunk product
sizes...

Decreased In value
even more



This is not to say shoppers
won't pay higher prices...

Brands just have
to earn permission




Understanding snack preferences is step one

Snack Type Preference By Snacking Location

Lower income

Mostly indulgent HH skew

A balance of both
Higher income
Mostly healthier HH skew
Away from home At home
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Sweet or salty flavors are safe bets

Most Appealing Snack Flavors

Salty 56%
Sweet & salty _ 39%
Savory / umami 36%
Spicy / hot
Mild / simple

Comfort / nostalgic

Smoky

Know what your shoppers want

Most Appealing Snack Flavors, By Race / Ethnicity

Indexed To Total Respondents
—&— Black American —®— Asian —@— Hispanic White

170
160
150
140
130
120
110
100
90
80 +--———-—--""""""""

70
Spicy / Bold / Mild / Experimental Sweet/ Smoky

hot intense simple tangy
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Variety packs have the most interest

Snack Experience Most Interested In

Among Those Interested In A Differentiated Experience

Variety packs

Personalized snack boxes
Limited-edition / seasonal
Internationally inspired

Flavor journey packs
Theme-based packs

Curated tasting boxes
Surprise / mystery packs
Social media influencer / drop

Online exclusive

29.8%

Not for Gen Z, they have other interests

Snack Experience Most Interested In, By Generation

Indexed To Total Respondents
—8— Gen Z —@— Millennial —@— Gen X

Boomer

240 -
220
200
180
160
140
120
100
80
60
40 -
20 -

Variety Personalized International Flavor Theme Socia
packs snack box inspired journey based media
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Progressive snacking has appeal

Appeal Of Progressive Snack Experiences
E.g., Multi-Pack To Be Eaten In Sequence, Starts Mild & Ends Intense

Extremely appealing

Very appealing

Somewhat appealing

Not appealing

Appeal

Source: NIQ, BASES Snacking Survey, n=2,024, 2026

-

Younger
Diverse
w/children
SNAP
GLP-1
LGBTQ+

17%

prefer snacks
without structured
experiences

NIQ
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Price, value, promotion, and variety are leading salty snack choice drivers

Leading Salty Snack Choice Drivers

Low price
Best value
Promotion

Variety

Source: NIQ, BASES Snacking Survey, n=2,024, 2026

N I Q Confidential and proprietary © 2026 Nielsen Consumer LLC. All Rights Reserved.







Salty snacks have many paths to value

Salty Snack Choice Drivers

Portion control

Easy on-the-go

Health / wellness
Freshness

Preparation ease

Less waste

Consumption frequency
Habit

Sized for small household
Minimal storage space

Packaging convenience

Source: NIQ, BASES Snacking Survey, n=2,024, 2026
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Knowing what matters, separates winners from everyone else

Households w/Gen Alpha SNAP Households GLP-1 Households Black American Households
1.3X 1.4X 1.4x
more likely to choose more likely to choose more likely to choose more likely to choose
salty snacks based on salty snacks based on salty snacks based on salty snacks based on
reduced food waste limited storage space preparation ease

NIQ 18



Stack the
equation
In your
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ermission Is
ranted when
justification
\" IS right
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Price is driving dollars and costing volume

Chocolate Category Performance
7%

Dollar sales

Unit sales -3%

Volume sales -5%

Unit price 1%

Volume price 12%

NIQ 21



High-end chocolate comes with a price

Chocolate Volume Price

|
Avg. price .$10.42

Super-premium
Premium

Mainstream

Value $5.88

|

|

!
Private label $6|.35

|
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Super-premium is winning on all fronts

Chocolate Performance, By Price Tier

- Dollars - Units -Volume

21%
Super-premium

Premium
Mainstream
Value

-8%

Private label -8%
-8%

NIQ 2
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Super-premium is more than just chocolate

Super-Premium Chocolate Dollar Share Of Claim
Share Of Claim Within The Chocolate Category

Regenerative agriculture 89%
Caffeine 82%
Organic certified 82%

Fiber

Non-GMO

Vegan

Better for

Fair trade

Protein

Antioxidant

Sugar conscious

NIQ 26



Being more, brought in new buyers

Super-Premium Chocolate Dollar -~
Growth Drivers

New to
Shifting category
7% 5%

New to

Retained price tier
buyers

NIQ 27



Super-premium became the most valuable recruiter for chocolate

Net New / Lost Chocolate Category
Buyer Dollar Contribution

$7.8M

Super-premium

Premium -$2.4M

Mainstream -$6.2M

Value -$2.2M

Private label -$0.1M

Source: NIQ, Expanded Omnishopper Panel On Demand, Total US, Total Outlets, 2025
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Luxe buyers want an experience, not a repeat

Chocolate Price Tier Trips Per Buyer
Il Trips Trip % Chg.

14 -
12 -

10 A

N
1

Super- Premium Mainstream Value Private
premium label

NIQ 29



Brands can’t stop with an innovative product

Dubai Chocolate Trial & Repeat

Repeaters
17%




Launching Dubai now is risky business

Distribution Of Dubai Chocolate Buyers Across
The Number Of Brands They Purchased

—o— 9% Cumulative buyers [l % Buyers

99% 100% 100%
- ®

92%

Of Dubai Chocolate buyers,
buy just one brand

8%
1% 0%

31

S

Brands of Dubai
chocolate in
2024




Dubal chocolate Is
So last season

What's next?







GLP-1 adoption is widening

of shoppers not already on GLP-1

therapy, are interested in the newer,
lower cost oral version

NIQ
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GLP-1 using households have big purchasing power

$190B

food department purchasing power of
GLP-1 weight loss only
using households

($283B weight loss + Diabetes)

Source: NIQ, Expanded OmniShopper Panel On Demand, Powered By Syndicated GLP-1 Survey In Discover, Fielded March 2026, Total US, Total Outlets, Food Department, 52 Weeks Ending 3/28/2026
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Myth that GLP-1 users don’t crave is busted

Snack Cravings While Taking GLP-1 Medication

Rarely / never
21%

Get cravings
79%

NIQ 3%



GLP-1 crave bold, complex flavors to snack on

Snack Flavor Preferences
Il Al HHs I GLP-1 HHs

56% |
51% ﬁ
43%

4% 46

39%

30% 29%

28%

0 ‘ ‘ 1
28% 27% 28% 27% "

28%
0
22% 22% 189, 20%
()

21%

18%

Salty Sweet Sweet Comfort/  Savory/ Spicy / Sweet Mild / Sweet Sour/ Smoky Globally Bold/ Experimental
& salty nostalgic umami hot & tangy simple & spicy tangy inspired intense / unexpected

Source: NIQ, BASES Snacking Survey, n=2,024, 2026
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GLP-1 households spend more on snacks

Snack Dollars Per Buyer

D +

$1.368 $1,413

$1,324

All All GLP-1
households households

GLP-1 weight
loss households

NIQ a8
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GLP-1 shoppers are spending with intention

Dollar Per Buyer Difference, GLP-1 Vs. Non-GLP-1 HHs

Candy / gum / mints 13%

Health / performance 12%
Salty snacks
Muffins
Doughnuts
Cereal / granola

Bagels

Nuts / seeds -6%

Source: NIQ, Expanded OmniShopper Panel On Demand, Powered By Syndicated GLP-1 Survey In Discover, Fielded
March 2026, Total US, Total Outlets, Total Snacking, 52 Weeks Ending 3/28/2026

NIQ 40




GLP-1 users prioritize Better For™ snacks

Important Characteristics When Choosing Snacks
Il Al HHs [l GLP-1 HHs

High protein 43%
Low sugar
Low calorie
High fiber
Non-GMO
Organic

No corn syrup

No seed oils

NIQ 41



Better For™ snacks cost more
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As the benefit level scales, so does the price

Meat Snack Average Price Per Pound

Based On Grams Of Protein Per Serving

<so [ '2

10g - <15¢

159 - <20g

309 - <35¢g

NIQ 43



GLP-1 shopping is app aided

Use Third Party Scan Apps To Check Ingredients
B Use regularly B Use occasionally

42%

25%

January 2026 January 2026
All HHs GLP-1 HHs

NIQ “



Snacks that win a place in a GLP-1 basket are app influenced

GLP-1 shoppers are

2.9X more
likely

to use scanning apps when
deciding what snacks to buy

Source: NIQ, BASES Snacking Survey, n=2,024, 2026
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GLP-1 users want Al support

8%

of GLP-1 shoppers say they use Al
to help with food and beverage
product recommendations

(163 index to total respondents)

Vetting is a core Al role for GLP-1 shoppers

Most Important Factors In Al F&B Recommendations
GLP-1 Shoppers Indexed To Total Respondents

Availability / convenience

Ingredient quality

Nutritional attributes

Customer reviews / ratings

Price / value

Brand reputation / familiarity

188

|

152

149

138

116

!
|
i
'||14
|

NIQ
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Al impacts GLP-1 user product choice more

Likelihood Of Choosing An Unfamiliar AI-Recommended
Food Or Beverage That Meets Health / Nutrition Goals

Very unlikely~
Somewhat unlikely

Neutral / depends

Somewhat likely

Very likely

All HHs GLP-1 HHs

Source: NIQ, BASES Snacking Survey, n=2,009, 2026

GLP-1 users are less loyal to brands with Al

Trade-Offs When Shopping With Artificial Intelligence

Among Those Who Use Al To Help With Food & Beverage Shopping
28% @

I Al HHs I GLP-1 HHs

Will switch brands to
prioritize benefits

Prefer brands | trust even if
they don’t match criteria

Balance Al recommendation 38%
health benefits and familiarity 349

Let Al decide what’s best

NIQ
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GLP-1 users want Al to help them find better products, not save money

GLP-1 users want more Al focus on...

) e NS ;:,
Recommending new products that Meeting specific nutritional targets Staying within budget / meeting
fit needs better (i.e., grams of protein per day) spending goals

index iIndex index

NIQ 48



GLP-1
shoppers
granted
permission




The protein paradox

. ...but we don’t know ...and we don'’t
Protein is : : :
important if we are getting feel confident
P enough of it... identifying it

NIQ 50



Despite this, shoppers want more

0%

of consumers say they are
making an intentional effort
to consume more protein
every day

NIQ 5



“Protein” alone is a powerful word

Bought A Product Just Because Package Said “Protein”




Healthy is outpacing indulgent High protein snacking is growing even faster

Sales Performance Sales Performance
Il Dollar % Chg. M Unit % Chg. Il Dollar % Chg. M Unit % Chg.
12.3%

6.1%

(o) . g
-0.2% High protein
Total Healthy Indulgent snacks
snacks snacks snacks
Source: NIQ, RMS, Total US Full View + Conv., 52-Weeks Ending 3/28/2026 Source: NIQ, RMS, Powered By Product Insights, Stated Claims, Total US Full View + Conv., 52-Weeks Ending 3/28/2026
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Protein claims matter to shoppers

Dollar Sales % Change Based On Package Claims
Il Total category [ Category with claim

Snack mixes

Pea protein 39.2%

Meat snacks
Protein claims

Tortilla chips
Flaxseed protein

Crackers -1.3%
Chia seed protein

Cookies
Plant-based

Source: NIQ, RMS, Powered By Product Insights, Total US Full View + Conv., 52-Weeks Ending 3/28/2026
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Sometimes the search is for protein, and the presence of something else

8%

of shoppers are seeking
secondary claims in
addition to “protein”

NIQ 56



Shoppers are looking for protein and beyond

Most-Desired Secondary Characteristics In
High-Protein Products

Low sugar 37%

High fiber 29%
Low sodium 27%
Low fat 24%

Low carb 23%

No artificial 23%

% Na .

—




Stack intentionally to drive growth

Food & Beverage Dollar Sales Performance

22%

10%
8%

Protein claim Sugar free claim Protein + sugar
free claims

Source: NIQ, RMS, Powered By Product Insights, Stated FDA Protein Claims, Total US Full View,
52-Weeks Ending 3/21/2026

NIQ 58




Consumers are split on fiber intake Digestion & gut health are leading motivators

Actively Trying To Increase Daily Fiber Intake Leading Reasons For Increased Fiber Consumption

Digestive comfort / regularity 58%

Gut health / microbiome 53%

Weight management 40%
Yes No
49.9% 50.1%
Heart health 38%
Reduce long-term health risk 30%

27%

Satiety / feeling full longer

—

Source: NIQ, BASES Quick Question Fiber Survey, n=2,029, 2026
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Most snacks have under 2.5 grams / serving

Snack Dollar Performance, Grams Of Fiber Per Serving

Dollar share

of claim

219 - <2.59 2.4% 86%
2.5¢g - <5g 3.8% 10%
59 - <7.5¢ 4.3% 3%
7.5g - <10g 6.2% <1%
2109 -2.2% <1%

NIQ o0



Fiber is taking off across snacking

Dollar Sales % Change Based On Package Claims
I Total category [ Category with fiber claim

Pretzels - 425.7%

Greek yogurt . 185.1%

Cereal / granola bars 29 .99,

Meat snacks

Cookies

_ 0
Hummus 1.7%




Fiber is front and center in the functional beverage boom

# Beverage UPCs Selling, Fiber Claims

3 YA 2 YA YA

Dollar growth in

== 8 5 % beverages with fiber

claims

Source: NIQ, RMS, Powered By Product Insights, Total US Full View + Conv., 52-Weeks Ending 5/16/2026
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Consumers think of beverages as snacks; food brands need to catch up

2%

of shoppers say they
consider beverages as a
snack

NIQ 64



93% are replacing some food snacks* This trend isn’t going away

# Beverages Consumed Weekly Instead Of A Food Snack Consider Beverages A Snack, By Generation

Among Those Who Consider Beverages As Snacks Indexed To Total Respondents

Il Gen z I Millennial [l Gen X Boomer

34%

130
120
110
100
90
80
70
60
50
40
30
20
10

129

Beverages Beverages
are a snack are not a snack

NIQ
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Soft drinks are the most snackable beverage

Favorite Snackable Beverages

Among Those Who Consider Beverages As Snacks

Soft drinks 46%
Smoothies 33%
Fruit juice 32%
Milkshakes 32%
Protein shakes 30%
Hot chocolate 26%
Hot coffee 26%
lced tea 25%
Yogurt drinks 24%
Sports drinks 24%

Source: NIQ, BASES Snacking Survey, n=2,009, 2026
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Gen Z has the broadest definition of what a snackable beverage is

Gen Z Snackable Beverages, Select Examples

Among Those Who Consider Beverages As Snacks, Gen Z Indexed To Total Respondents

Mocktails Bubble Tea Cold Pressed Juice
239 Index ' 205 Index 174 Index

Functional Water Prebiotic Soft Drinks
140 Index 138 Index

Arnold Palmer
126 Index

Fz. Blended Coffee
160 Index

NIQ
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Dayparts do not constrain beverage snacking

Daypart When Beverages Used As A Snack

Among Those Who Consider Beverages As Snacks

Early-morning Millennial 124 index

Mid-morning

Afternoon 61% Boomer 120 index

After dinner / evening

On-the-go / commuting
At work or school Gen Z 169 index

Millennial 120 index

After exercise

Late night Gen Z 140 index

NIQ o8
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Most snackable beverages are CPG-sourced

Snackable Beverage Purchase Location

Among Those Who Consider Beverages As Snacks

Other
Restau rant/
C-store prepared

Coffee shop / café

Prepared at home

Ready-to-drink packaged

Purchase location

Source: NIQ, BASES Snacking Survey, n=2,009, 2026
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Snackable beverages play a treating role

Role A Beverage Snack Plays

Among Those Who Consider Beverages As Snacks

Treat / indulgence 44.5%
Hydration 42.5%
Holding me over to next meal 38.7%
Feel full / satisfied || 34-4%

Stress relief / comfort 32.1%

Providing energy / alertness 31.1%

Something light / not very hungry 27.0%

Snackable beverages have many jobs to do

Role A Beverage Snack Plays, By Generation & GLP-1

Among Those Who Consider Beverages As Snacks
—8— Gen Z —@— Millennial —@— Gen X

Boomer —@— GLP-1

220
200
180
160
140

120
100
80

60 -
40 -

20
Feel full/ Workout/ Portion Nutrition Hold Ease Calorie

satisfied recovery control support me over control

NIQ
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Hydration, energy, & protein drive choice

Important Factors When Choosing Beverage Snacks

Among Those Who Consider Beverages As Snacks

Hydration

Energy boost / caffeine
High protein

Low sugar

Vitamins / minerals
Low calorie

No added sugar
Fullness / satiety

Zero sugar

Electrolytes

36%

30%

29%

27%

25%

25%

24%

23%

22%

19%

NIQ
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Emerging benefits are leading consumers to snackable beverages

Emerging Factors When Choosing Beverage Snacks

Among Those Who Consider Beverages As Snacks

L. TC)

-

~ e
16% 13% 12%
Stress / mood support Focus / mental clarity Immune support
7%
Collagen Sleep support Adaptogens

Source: NIQ, BASES Snacking Survey, n=2,009, 2026
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Functional claims matter to shoppers

Dollar Sales % Change Based On Package Claims
Il Total category [ Category with claim

Soft drinks
Fiber

Value-add water
Mood support

Fruit juice
Brain health

Sport drinks
Protein

Sparkling water
Adaptogens

Liquid tea
Collagen

189.4%

151.5%

1.1%

A 55.4%

0.9%

83.9%

NIQ
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Claims like these command a premium

Price Comparison For 12 Ounces
Il Total category [ Category with claim

Liquid tea
Collagen

Fruit juice
Brain health

Sparkling water
Adaptogens

Sport drinks
Protein

Value-add water
Mood support

Soft drinks
Fiber

Source: NIQ, RMS, Powered By Product Insights, Total US Full View + Conv., 52-Weeks Ending 5/16/2026

NIQ 75




Engineer the premium perception

Features That Make A Beverage Package Feel Premium

Glass bottle

High-quality printing

Clear / see product inside

Unique shape / closure

Clear labeling of benefits

Nutritional transparency

Sleek / minimalistic design

16%

15%

15%

25%

22%

19%

17%

NIQ
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Beware the risk and opportunity of micro-plastics

Level Of Concern With Microplastics

Unfamiliar with

None

Slight

Moderate

Very

Extreme

Level of concern

Source: NIQ, BASES Snacking Survey, n=2,024, 2026

—69%

Extent That Microplastics Influence Choice
Among Those Concerned With Microplastics

Not at all

A little

Somewhat

Alot

Primary factor

Decision influence

—45%

“Microplastic-Free” Claim Purchase Intent

Not sure

Skeptical of claim

No change

Would consider

Would switch,
pay same

Would switch,
pay more

Purchase intent

—52%

NIQ
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Parents are most-focused on micro-plastics

Micro-Plastic Decision Impact & Purchase Intent

Indexed To Total Respondents

B Would switch, pay more® Il Primary factor*

Without children

With children

Kids age 0-12

Teens age 13-17

151

Gen Alpha in HH

NIQ 78







Gen Alpha is growing up on healthier snacks

Choose Snacks That Appear Indulgent, But Are Healthy

Among HHs With Gen Alpha Children Present

Rarely 6%

Sometimes
Often SNAP HHs Index*
— Often 145
Very often 166

Very often

Frequency

NIQ a0



Their parents are getting creative

Strategies To Make Healthier Snacks Appealing To Child

Among HHs With Gen Alpha Children Present

Healthier version of favorite 43%

Healthy but attractive 36%
Hidden / blended ingredients 36%
Mix healthier with indulgent 35%

Framing as treat / reward 21%

NIQ o1



Parents are using aps to verify snack choices

Gen Alpha’s parents are

2.0x more
likely

to be using scanning apps when
making snack purchase decisions

They are prioritizing higher scores

Lowest Scan App Store On Snacks, Point Difference
Among HHs With Gen Alpha Children Present Vs. Total All Respondents

91-100
81-90
71-80
61-70
51-60
41-50
31-40
21-30 -3.
11-20

0-10

NIQ
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Gen Alpha might be the most educated yet

Education Of Child About Healthy Snacking

Among HHs With Gen Alpha Children Present

Sometimes explain why healthy,

(o]
but not consistent 34%

Actively educate about
ingredients / nutrition

Typically buy healthy,
don’t explain why healthy

Avoid explaining,
focus on taste / enjoyment

NIQ o



Salty snacks are Gen Alpha’s most requested

Gen Alpha’s Most-Requested Snacks

Among HHs With Gen Alpha Children Present

Chips / salty snacks

Fruit / fruit-based snacks

Cookies / cakes

Candy / chocolate

Yogurt / drinks / smoothies

Frozen snacks / treats

19.2%

13.8%

10.2%

9.8%

7.7%

5.8%

—

HH income plays a role in Gen Alpha’s asks

Gen Alpha’s Most-Requested Snacks, By HH Income

Among HHs With Gen Alpha Children Present
—8— Lower income —@®— Middle income —@— Upper income

150 -
140
130
120
110
100
90
80
70
60
50
40
30 -
20

Cookies
/ cakes

Protein bars
/ high protein

Chocolate Snack
/ candy bars

Frozen
snacks

Yogurt
/ smoothies

NIQ
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Familiarity will fuel the future

What Motivates Specific Gen Alpha Snack Request

Among HHs With Gen Alpha Children Present

Past experience 22%
Flavor / texture

Saw at store

Feels like treat / reward
Friends / classmates

TV / streaming
Attractive package
Online videos

Social media / influencer

Believe it’s healthier

Al recommendation

Seasonal / limited time

NIQ o



Gen Alpha isn’t waiting around

Who Brings Up Health Benefits When Buying Snacks

Among HHs With Gen Alpha Children Present

Parent’s concern,

[0)
not Gen Alpha’s 24%

Discuss it together 23%

17%

Gen Alpha brings up

Gen Alpha repeats what 16%
they heard from adults °

Gen Alpha repeats what

0
they saw on social media %

NIQ o6



Gen Alpha is thinking about ingredients

How Often Gen Alpha Mentions Health And Ingredients

To Parents When Making Snack Decisions
Among HHs With Gen Alpha Children Present

Very often
13%

Somewhat often
29%




They are asking for protein

Specific Gen Alpha Health-Related Snacking Asks

Among HHs With Gen Alpha Children Present

Healthier in general 25%

More protein 19%

Natural / organic ingredients 14%

Lower / less sugar 14%

No artificial 11%

NIQ o8




Gen Alpha is going to set a higher standard

Leading Aspect Of Health / Ingredients For Gen Alpha

Among HHs With Gen Alpha Children Present

Energy for school / sports

Protein to help them grow

Feel full / satisfied

Less sugar

Hydration

Avoid artificial ingredients

Mood / cognitive boost

Fiber

19%

NIQ
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Remember
Gen Alpha is
growing up in :
an Al world .
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The personal
tech already
exists




PROTEIN GOAL
ol
of 120 g

12g remaining
to reach your goal

o ———————————————————— =

10:09
PROTEIN GOAL

Daily Goal

Great progress!
You're on track to
hit your goal.

PROTEIN INTAKE
Today

82
- =l

12 AM 12 PM 12 AM

ACTIVITY ‘ RECOVERY

® |
- 7,532 85

steps |

Excellent

Your body is well
Goal: 10,000 recovered and ready.

4 Al RECOMMENDATION

Consider a 20g protein snack
this afternoon to hit your goal
and support muscle recovery.

PRO TIP
@ Spread your protein intake across 3—4 meals per day for
g better absorption and muscle protein synthesis.

TOP PROTEIN SOURCES

@ Chicken 32g
W  Greek Yogurt 18¢
@ Protein Shake 16 g
@ Eoss 89
ese Other 8¢
SLEEP HEART RATE
¢ 7h 45m ' 72 bpm
Sleep duration Resting
Sleep quality /\‘/\/\/\/\’\/"/
Good

TREND (7 DAYS) You're consistent!

Protein intake

up14% @

vs last 7 days

Learn more =

TJ SHOPPING LIST

Reach your protein goal with these picks.

(¥) Greek Yogurt -
High in protein & probiotics .
QREEK
Qty: 1 b

() Chicken Breast
Lean & versatile
Qty: 1

(O Eggs
Complete protein
Qty: 1 dozen

() Protein Powder
Quick & convenient
Qty: 1

() Cottage Cheese
High protein & low fat
Qty: 1

&
ff
&>

PRODUCT RECOMMENDATIONS

Whey Protein Powder
* %k kk k 4.6 (2,431)

TAOIER 244 protein / serving
$34.99

[ Add & |

Plain Greek Yogurt (2%)
* %k % % 47 (3,982)

17g protein / serving
$4.49

[ Add 2 |

_ Chicken Breast (Fresh)
* %k k* 4.5 (1,876)

26g protein / 100g

$6.49 / Ib

EST. PROTEIN BOOST TOTAL EST.

6 +56-70¢g $45.46

Add these items to easily Based on

meet and exceed your goal. recommended qty.

(Add & |



Five things to think about...

The age of blind Premiumization Algorithms are Protein is a proxy Gen Alpha isn’t
consumption is has become a replacing brand for something waiting to learn
ending justification game equity bigger about health later

NIQ o



Big assortments matter far less than those tied to consumer values

Retailers...

Curate for scrutiny
Use product characteristics and shopper behaviors to build shelf assortments that
can withstand scrutiny and remove friction from healthier decision making.

Organize premium around proof
Make space in the planogram by removing long-tail, low-incrementality SKUs;
replace them with differentiated, hard-working SKUSs that justify higher prices.

React faster than the trend cycle

Monitor what shoppers are discovering on social media and through social
commerce to identify demand and translate that into assortment, merchandising,
and activation before trends peak.

Understand how your shoppers’decision hierarchy at the shelf has changed as need
states have evolved in the pursuit of value, wellness, and snacking.

Build for tomorrow’s standards

Audit your assortment against categories, benefits, and benefit stacks that parents
of young children are looking for; fill the gaps because those items will be the
baseline for the future.

Manufacturers...

Formulate for verification
Assess performance of characteristics that shoppers are selecting for and against,
then design your portfolio to pass the test.

Justify every premium

Use consumer and purchase behavior to identify which characteristics earn
willingness to pay, the focus innovation there to recruit buyers and create trade-up
opportunities rather than relying on price increases alone.

Design for algorithmic discovery
Refresh packaging and messaging to ensure clarity for consumers and accurate, fair
Share of voice in online searches, Al recommendations, and scan apps.

Build differentiated benefit stacks to drive stronger incrementality for your retail
partners that also match consumer goals and deliver against the outcomes they are
searching for.

Innovate for future demand
Watch for emerging trends while listening to what shoppers want as indicators of
where demand is heading; innovate and be there before they become mainstream.
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Let’s continue the conversation,
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5{otein’s Paradox

umers buy. Consumers
it
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Premium Chocolate

use the QR code on the next slide
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Protein’s Reality
Check
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Organic Produce
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Curatlon Creates Value
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Premlum Chocolate
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Snackonomics 4.0

The rules are changng, Are you ready?
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Today’s Trends
Unlock Tomorrow
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Simplicity Sells
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Grocery Department
Transformation
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and most of the snelf has not caught up
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Building Brands
That Drive Success

For store brands, the siars have aigned
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Premium Butter
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Weather The Storm
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Chilled Commerce
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during uncertainty
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Fiber, the next scalable
growth engine?
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Food Insecurity Amid
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Thank you

Chris Costagli

Vice President, Thought Leadership
Food & Beverage Insights Lead
Chris.Costagli@NielsenlQ.com

Carly Levin

Director, Thought Leadership
Sweets & Snacks
Carly.Levin@NielsenlQ.com

Request the slides

Access more content
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