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We snack to relieve hungem

Top Reasons For Snacking

55%

Satiate hunger

Pleasure

Reward

Indulgence
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ewe snack for a | ot of oéwethrdaspasitpoén mot

Top Reasons For Snacking Snacking Motivators
By Generation
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Snackers pay attent.

Important Characteristics
When Choosing A Snack

Natural ingredients
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Low calorie

High fiber
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ébut what they are on the |l ookout for wvaries

Important Characteristics
When Choosing A Snack By Generation

—&— Gen Z —®— Millennial —@— Gen X —@®— Boomer
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Organic Clean Label Dairy Free Nut Free Gluten Free  Locally Sourced Non-GMO Low Sugar Low Calorie No Artificial

Ingredients

Source: NIQ, BASES Quick Question Om'nibus Survey, February 2025, n=1,003
Not e: I ndex value 0120 indicates above average significance, <80 indicates below average significance
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Ingredients are under the microscope

25% of snackers say they
are looking for snacks

free of artificial
Ingredients

like colors, preservatives,
and other additives

NIQ




Shoppers are paying

How Shoppers Check For
Artificial Ingredients

Reading ingredient labels

Looking for specific claims

Checking for certifications

Visiting the

Researching the

Using mobile scan apps

25%

21%e bsi t e

S%practices

17%

atteayoomgaendehoppers ar e

Reassurance Methods
By Generation

—8— Gen Z —®— Millennial —@— Gen X Boomer
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Apps like Yuka, can help inform purchase decisions

NIQ

Cereal
Honey O’s

Bad

Negatives

Additives

Contains additives to aveid

Sugar

Too sweet

Calories
A bit too caloric

Sodium

A bit too salty

Positives

ﬁ Fiber o

Excellent amount of fiber

Protein
@ Some protein

O & P =

Food analysis

Yuka analyzes food items, providing a detailed data sheet for each product to explain how it was
evaluated.

Cosmetic analysis

Yuka analyzes hygiene and cosmetic products. You get a detailed data sheet for each product to help
you understand its score.

Recommendations

When you scan a product that scores poorly, Yuka offers independent recommendations for similar
items that are better for your health.

History

Yuka displays the products you have already scanned. An easy-to-understand color code lets you view
the product’s impact on your health.

\/ 3 million food products
\/ 2 million cosmetic products

\/ 1,200 new products every day




Retailers are taking action to help their shoppers avoid artificial ingredients

ﬁ [ What can we help you find? O, Lorg%in Eﬂ
wigggens (_ © frdasore A eain
Q. Are ALDI products MSG free? ~
Browse In-Store Weekly Sales Grocery Pickup & Delivery (7 Catering Shipped to You Recipes
A. We removed certified synthetic colors, added MSG, and partially hydrogenated oils from all of
. our exclusive brand food products in 2015. These reformulated products are the exact same high-
In g red Ients We Don,t quality and taste shopperz expect from ALDI exclusive brands. Apdded MSG is an artificial flavorg
Allow in QOur Food enhancer commaonly found in savory foods. It is also considered safe by the FDA, however we
have opted to remove added MSG from our products due to customer concerns. It is important to
The list of no-gos. It can be a difficult process, and the answers note that M5G also naturally occurs in certain foods like produce and dairy products, such as
are not always easy, but we know our food ingredient tomatoes and cheese.
standards are part of how we've changed the way food is
grown, raised, processed and experienced around the world.
SEPHORA (Qseaen ) B et % conmunty (D) M e P &

Below are many of the ingredients we've banned.

New Brands Makeup Skincare Hair Fragrance Tools & Brushes Bath&Body  MiniSize  Beauty Under$20  Gifts & Gift Cards  Sale & Offers

Banned Ingredients Clean at Sephora

Clean at Sephora D Try Same-Day Unlimited FREE for 30 days® [
B o
2.4 5-trihydroxybutyrophenone i LEARN MORE » i
(THBP) SHTP acesulfame-K Clean Skincare (1587) — $See terms —
Clean Makeup (489) Spopsored
Clean Haircare (563)
3098 Results Sort by: Relevance v
) . acetylated esters of mono- and . Clean Fragrance (495)
acetoin (synthetic) ) N activated charcoal
diglycerides
Filters O @
Pickup & Delivery A
advantame alkanna tinctoria allulose

(D [ Pickup: WOODFIELD
MALL v

=& Same-Day Delivery:
aluminum ammenium sulfate aluminum potassium sulfate aluminum starch octenylsuccinate 60173 v

[ & shipto: 60173 v

Price Range v

Summer Fridays dae Saie
Lip Butter Balm Treatment for Cactus Fruit 3-in-1 Styling Cream with Dew Blush Liquid Cream Blush
Brand v Hydration + Nourishing Shine Taming Wand 11 Colors

NIQ



>91K F&B UPCs use these artificial dyes

Number Of Food & Beverage Items Selling
Containing Artificial Dyes

24,141
22,648
19,067
16,464
5,405
4,129
86

Red Red Blue Blue Yellow 5 Yellow 6 Green

Dye 3 Dye 40 Dye 1 Dye 2 Dye 3
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Snacks have red dye #3 réshpaoatiéwas evident aft

Number Of Items Selling Dollar Sales % Change
Containing Red Dye 3 Vs. Year Ago

20%

Jan. 15, 2025
FDA bans Red Dye #3

.
—
.

Candy, Gum, & Mints 1,636 15%
10%
Baking Supplies
5%
Desserts
0% — —
Cookies / Crackers -5%
Saltv Snack 0% _Total Food & Beverage
A =naces —Snacks - With Red Dye #3
= 0
15%  —snacks - Without Red Dye #3
Sweet Snacks Snacks - With Red Dye #3 - C-store
-20%

4 wle 4 wle 4 wle 4 wle 4 wle 4 wle 4 wle 4 wle 4 wle 4 wle
06/18/22 10/08/22 01/28/23 05/20/23 09/09/23 12/30/23 04/20/24 08/10/24 11/30/24 03/22/25
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C-store is an important outlet for snacks

Salty Snack
Dollar Sales Contribution

C-Store
20%

Full View All Other
80%

NIQ expects to see further contraction
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Shoppers support removing artificial colors

Support For Removing Atrtificial Colors
From Food & Beverages

Oppose
8%

36%

Strongly support removing
artificial colors in food and
beverages

Support
68%

Source: NIQ, BASES Quick Question Omnibus Survey, May 2025, n=1,000

NIQ
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Consumers want cleaner labels, cautiously

Main Concerns With The Removal Of
Artificial Dyes From Food & Beverages

Safety of new ingredients

Changes in taste or appearance

Potential increase in prices

Compliance with regulations

Transparency about changes

Effectiveness of alternatives

36%

4%

33%

29%

28%

27%

Availability matters to younger shoppers

Concerns
By Generation

—8— Gen Z —®— Millennial —@— Gen X Boomer
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No Availability Environmental Compliance Transparency
concerns impact with regulations about changes

NIQ
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Artificial ingredients are impacting trust

18% of shoppers
scrutiny on artificial colors has

decreased
their trust

In brands using these ingredients

NIQ



Tr ust |l S a brandds most val uabl e asset

1%

Of consumers say they have stopped buying a food brand
due to a loss of trust

2%

Of consumers say they would switch to a different food brand
if they lost trust in their current brand
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Large food brands have t

Trust In Food Brands
By Brand Type

Low Trust

Neutral

High Trust

Small Brands Private Label

Large Brands

Source: NIQ, BASES Quick Question Omnibus Survey, May 2025, n=1,000

Not e: Index value 0120 indicates above average

significance,

@bumogodbungestehoppers

High Trust In Food Brand Type
By Generation

—8— Gen Z —®— Millennial —@— Gen X

Boomer
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Name Brands
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Emerging Brands
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<80 indicates below average significance

NIQ
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Tr ust starts wit

h qualitegba

Factors That Contribute The Most
To Food Brand Trust

Quality of product

Quiality of ingredients

Value for money

Consistency in performance

Brand reputation

Transparency in ingredients / sourcing

44%

37%

34%

66%

56%
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Food Brand Trust Drivers
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not
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history

Ethical
practices

Innovation

Endorsements
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Trust erodes fast over quality, price, & size e / )
Leading Reasons Food Brand 84
Trust Declined For Some N

Poor quality / performance S R ‘ l

Price increase without improvements P aacaica b TS ‘-'
b By e il i - ‘F’l !‘

-
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Downsizing / shrinkage TR A A g e UL R o i

Lack of transparency
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Negative impact on health
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Artificial ingredients e 4 /|
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Source: NIQ, BASES Quick Question Omnibus Survey, May 2025, n=1,000 { ‘ \_3
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Getting product <cl ai ms

Types Of Product Claims Considered Trustworthy
When Choosing Products

reghtd s$e6 rtsitheal ével of

Claim Trustworthiness
By Generation

—8— Gen Z —®— Millennial —@— Gen X Boomer
Skeptical of all claims 8%
200 A
Dondét notice [/ % S
180 -
Depends on the category 14%
160
Simple claim
(e.g., All natural) 140
120
Detailed claim
(e.g., Contains 100mg of 100
Omega-3 per serving)
80
60
Simple claim with more details e
20
_ _ Simple + Detailed Simple Depends Do not Skeptical of
Claim trustworthiness detailed on category  consider  all claims
claims
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There is a path back from broken trust

Only 4% of shoppers say

there IS
nothing

a brand can do to regain their
trust after losing it

NIQ
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Leading snacks are what we would expect e

Snack Foods Typically Consumed

Potato chips 39%
Fresh fruit 34%
Crackers 33%
Popcorn 30% :
Cookies 29%
Pretzels 28%
Tortilla chips 26%
Ice cream 25%
Mixed nuts 25%
Peanut butter 25%

NIQ



ebut consumers have ot her snack i nterests

Other Snacking Food Interests Consumer Interest In
Other Snacking Foods

—8— Asian —@— Hispanic —@— Gen Z Boomer

220
200

180

160

Edamame 140
120
100

80

60 -

40 -

20
Seaweed Devlied Pistachios Rice Licorice Charcuterie

shacks eggs cakes

Croissants Applesauce Leftovers
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Most consumers use beverages as a snack

Beverages Typically Consumed
As Or In Place Of A Snack

Soft drinks 26%
Fruit juice 24%
Iced tea 23%

Tap water 22%

Still water 21%

Hot coffee 20%

Lemonade 17%
Smoothies 16% 12%

Protein shakes 15% Do not consider

beverages a
shack

Hot tea 14%

N I Q o - > . Confidential and-proprietary ©-2025 Nielsen Consumer LLC. All Rights Reserved.



Snackable drinks range from milk to mocktails

Other Snackable Beverage Interests Consumer Interest In
Other Beverage Snacks

—&— Lower income —®— Middle income —@— Upper income

160
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50
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/
) S 30

Bone broth Bubble tea Meal Replacements Sports Sparkling Functional Slushies Prebiotic Mocktails
drinks water water soda

Milk Specialty coffee Arnold Palmer
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Convenience and protein édespecialtkeyewitih younge

Use Of Meal Replacement Items Like Breakfast Meal Replacement Usage
Bars Or Shakes In Place Of Breakfast By Generation
—@— Gen Z —®— Millennial —@— Gen X Boomer
Use occasionally when 2304 180 7
short on time 0 160

140

Use regularly 120

100

80

Use when traveling

or on the go 60 A
40 -
Use as supplement 20 1
to light breakfast 0
Regularly Occasionally On The Go Supplement

Light Breakfast

NIQ 26



Healthy homemade snacks are on the menu

Typical Homemade Snacks
Hard-boiled eggs 30%
Sliced fruit with nut butter
Chips

Baked goods

Crackers

Sliced veggies with dip
Greek yogurt toppings

Trail mix

Smoothies or smoothie bowls

Granola or protein bars

Source: NIQ, BASES Quick Question Omnibus Survey, July 2025, n=1,020
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Heal t hy

Consumer Interest In Other
Homemade Snacks

—@— African American —®— Asian —@— Hispanic

homemade

snacks

Caucasian

240 -

220 - Snack on cottage cheese

13%

200
180
160
140
120
100
80
60
40
20 -
0

Cottage Air-popped
cheese popcorn
with fruit

butters

Fruit leather
or dried fruit

Overnight  Vegetable

7

aaprdrdsownangndeéespropor:t

Cottage Cheese Sales
Performance

I Dollars M Units

2YA YA L52W

NIQ
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Scarcity and urgency create demand

41% of snackers say they

buy more
snacks

when limited time or
seasonal options
are available

NIQ
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Winter drives seasonal snack innovation

Share Of Limited Time Or Seasonal
Snacking Innovation

Fall | 24%

34% 36% 34%

Summer

Spring

Winter

2021 2022 2023 2024

Cinnamon Pecan

Blueberry Lemon

White Chocolate
Peppermint

NIQ
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Major events are a snacking opportunity

Food Plans For The Super Bowl
In 2025

Homemade only
46%

Ready-made only
37%

5%

Of respondents planned to
watch the Super Bowl
this year

Both homemade
and ready-made
17%

; I
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Super Bowl snacks |l ean télwardt hedel genceém f or

Most-Purchased Foods For Super Bowl Food
The Super Bowl

All about indulgence

Include fruits, veggies,
and low-calorie options

Burgers, Hot Dogs,

i Food Plans
Wings Bakery Items Deli Prepared

NIQ »



With seasonal events, brands can learn a lot from consumers

' N
AV

Importance Of Themed Items What Brands Get Wrong About Prioritization For Halloween
For Valentineds D4& Qf July Marketing Purchasing This Year

—&— Important —@®— Not Important

Assuming everyone
celebrates the same way
32%

130

120

110 Y
Will prioritize R4

100

23%

90 Say brands get nothing
wrong with 4t of July
80 marketing
Indifferent E
70
Will deprioritize
60
GenZz Millennial Gen X Boomer Chocolate Gummy  Hard Bakery

Candy Candy Candy Goods

Left Source: NIQ, BASES Quick Question Omnibus Survey, January 2025, n=1,001; Middle & Right Source: NIQ, BASES Quick Question Omnibus Survey, June 2025, n=911

NIQ 3




Consider the claims that matter

During the week of
Halloween, snacks that
state {fMipeazo

grow sales
2.8X faster

than snacks overall

NIQ

NON-FOOD TREATS
AVAILABLE HERE
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Are you thinking about snacking moments?

Other Snacking
Moments

i? .

MEGAR'S ME

Bachelewelle Bacheforelle

PARTY PARTY

Prom Weddings

Diwali Dia de los Muertos Chinese New Year

N I Q ?ielsen Consumer LLC. All Rights Reserved.



Taking Not Taking
GLP-1s GLP-1s




GLP-1 users stil/l Crave

GLP-1 User Cravings
For Snacks

Never
5.0% Very often
21.0%

Often

_ 26.0%
Sometimes

32.0%

NIQ



ét hey are | ooking for

Snack Characteristics That
GLP-1 Users Prefer

Low sugar 48%
High protein 44%
Low carbohydrate 36%
High fiber 34%
Low fat 28%
Low calorie 27%

Natural ingredients 24%

Probiotics 24%

No artificial additives 23%

Vitamin / mineral rich 21%

N I Q Confidential and propwe en Consumer LLC. All Rights Reserved.



Indulgence still has a place with GLP -1 users

[TWhen | want a
cookie, | get the

very best
oneo

- Reddit user on GLP-1s for weight loss
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Consumption evolvesonthe GLP -1 j our neye

Ounce Consumption Change
Among GLP-1 Users

B salty Snacks B Meat Snacks

90 Days
Post Start

180 Days

- 0,
Post Start 13%

270 Days

0,
Post Start 89%

< 7 Management
Science
. Associates, Inc.
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eéand taste preferences

Ounce Consumption Change
Among GLP-1 Users

[l Diet Soft Drinks [} No Sugar Soft Drinks

90 Days 0
Post Start 19%
180 Days 0
Post Start 21%
270 Days 500 0
Post Start 29% 22%

Source: NIQ, Homescan Panel On Demand, Powered By Label Insights & Management Science Associates, Inc.

< 7 Management
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Characteristics that matter, win

Ounce Consumption Change
Among GLP-1 Users, 270 Days Post-Start

Probiotics

Digestive Aid

No Artificial Sweeteners

Vegan

Natural Sweeteners
Ultra Processed -4%

Source: NIQ, Homescan Panel On Demand, Powered By Label Insights & Management Science Associates, Inc.
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