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Important Housekeeping Notes
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A How are Canadians responding
to U.S. Tariffs?

A Tariffs, Tensions, and the Rise
of the nBuy Canad]
Consumer

A The Retail Ripple of Patriotic
Sentiment
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AWelcome
A Isabel Morales

AGoing Deep
A What is going on in Health & Wellness in our industry?
A State of Health & Wellness
A Your New Innovation Engine
A Activating Health and Wellness

AQuestions & Answers
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Global Wellness Economy

$6.3 trillion in 2023
Health & wellness

IS becoming a
constant presence
Il N consum

Mental
Wellness
Traditional &

_ $233b
Complementary

Medicine Wellness Wellness
$553b Real Estate Tourism

$438b $830b

Personal Care

thinking and dally
routines

Public Health,

Prevention, &

Personalized
Medicine

$781b

Healthy Eating,
Nutrition, &
Weight Loss

$1,096b

Note: Mumbers do not add due to overlap in sectors.
Source: Global Wellness Institute

& Beauty

$1,213b
$63b

Physical
Activity
$1,060b
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19%

of Canadians say they

26%

of Canadians say they

YL

are of Canadians say they are
and don't are and
feel the need to actively to improve their H&W
improve it to improve it



The older you get, the healthier you are?

43% of Canadians consider themselves healthy, with
Boomers and Great Gen feeling more positive than
Millennials and Gen Z

Do you consider yourself healthy?
Canada

®m5-Very healthy m4 m3 =2 m1 - Not at all healthy
2534 y.0 )

18-34y.0. [LIEPIY: 51%

35-44y.0. L 31% 50%

45-54y.0. W% 33% 48%

55-64y.0. &L 36% 45%

65-74y.0. B4 44% 38%
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30%

of Canadians say they
are very/ somewhat
concerned about

63%

of Canadians say they
are very/ somewhat
concerned about

Source: NielsenIQ Canada, 2024
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of Canadians say of Canadians say
their household their household
finances will finances will
worsen by the e Improve by the
end of 2025 end of 2025

Source: Etude NIQ, Finding Harmony on the Shelf i Outloo
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Canadian consumers remain (really) concerned about possible price increases

Quebecers are the least concerned about such an increase over the next 12 months

Concerns about a possible rise in food prices over the next 12 months

Canada
Extremely Not at all worried
concerned 1% A
44%

/ A bit worried
4% >

35%

Very concerned

o Somewhat ) Maritimes  Ontario Quebec  Total West
0

concerned
19% = Extremely concerned = Very concerned

® Somewhat concerned = A bit worried

Source: NIQ Canada, Home Meal Replacement Study, May 2025
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Five global health trends
Impacting Canada

© 2025 Nielsen Consumer LLC. All Rights Reserved.



Global ‘ | B S -
trend #1.: . |
42% 716%

Nutrition and '
of Canadians are planning of Canadians are familiar
g Ut h ealth to buy more fiber in the i with superfoods such

next year (30% A high as kale, berries, nuts,
protein, 28% probiotic) l green tea

T R

of Canadians say say
healthy nutrition has

| become more important
to them in the last
five years




Nutrition and gut health - High -fiber foods

Snapshot of consumersd awareness, perception, and future bu

Primarily plant-based foods with proven health benefits
Definition such as improved digestion, weight management, and
heart health

A Beans A Nuts A Vegetables

A Fruits A Seeds A Whole grains

Examples

40% of Canadians are very familiar (vs 54% global)
49% of Canadians are somewhat familiar (vs 36%)

Products labeled as a good
source of fiber saw sales value Perception
grow 8% in the UK this year.

84% of Canadians have a very or somewhat positive
perception (vs 83% global)

42% plan to buy more high-fiber foods in the next year
(vs 53% global)

Source: NIQ 2025 Global Health & Wellness survey

Source: NIQ Product Insights, UK, latest 52 weeks
ending March 15, 2025, vs. same period previous year Purchase planS
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https://nielseniq.com/global/en/products/product-insights/
https://newsinhealth.nih.gov/2010/08/rough-up-your-diet
https://newsinhealth.nih.gov/2010/08/rough-up-your-diet
https://newsinhealth.nih.gov/2010/08/rough-up-your-diet

Nutrition and gut health - Superfoods

Snapshot of consumersd awareness, perception, and future bu

Definition Nutrient-rich foods that deliver maximum health benefits
A Berries A Kale A Salmon
Examples
A Green tea A Nuts

27% of Canadians are very familiar (vs 36% global)
49% of Canadians are somewhat familiar (vs 43%)

71% of Canadians have a very or somewhat positive
perception (vs 74% global)

33% plan to buy more in the next year
(vs 42% global)

Purchase plans

Source: NIQ 2025 Global Health & Wellness survey
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Nutrition and gut health - Probiotic foods

Snapshot of consumersd awareness, perception, and future bu

Food and beverages that contain beneficial live
microorganisms that support gut health

Definition

A Kefir A Miso A Yogurt

Examples
g A Kimchi A Sauerkraut

23% of Canadians are very familiar (vs 33% global)
48% of Canadians are somewhat familiar (vs 44%)

Products promoting themselves 68% of Canadians have a very or somewhat positive
as probiotic saw demand grow perception (vs 71% global)

6.6% in the US this year.
28% plan to buy more in the next year

Source: NIQ Product Insights, UK, latest 52 weeks PurChase IanS
. (vs 39% global)

ending March 15, 2025, vs. same period previous year

Source: NIQ 2025 Global Health & Wellness survey
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NO ARTIFICIAL | SOURCE OF
FLAVOURS 8 VITAMINS
OR COLOURS AND MINERALS

Chocolate Chip
Brownie

HIGH
PROTEIN

of Canadian ?f %agadlgns >y Nt s | ‘
consumers are ' e Ll :
" when they are I e \

] looking for healthy A S S S an ST
sy CIEES (PRlS) food options A% SRS N e v R U1 A
B o g S ORCOLOURS | AND MINERALS =
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Global 4 N\

trend #2: 68% 51% 2%

. of Canadians cite health of Canadians place more of Canadians want to lose
We I g ht IOSS reasons as a very importance on having weight but they are not
important motivator for healthy body weight than actively taking steps
shedding pounds they did five years ago to do so

/




31%

of Canadians

while
24% are taking steps to
\ maintain their weight

*
Source: NielsenlQ Canada, Health & Wellness 2 i 'y 4

'
] /
_ .;’l © 2023 Nielsen Consum C. All Rights Reserved. 21

- y 7 o




Weight concerns are pretty equal between all
age groups in Canada

Concerned re: specific health matters
Canada

0 77%
70067 5% 7% 710" 75%

68%

Weight Potential future Stress Mental health
physical health
problems

® Millennial mGen X mBoomers #uGreat Gen
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28%

of Canadians are

43%

of are

very or somewhat
familiar with anti-
obesity
medications
(AOMSs)

very or somewhat
familiar with anti-
obesity
medications
(AOMSs)
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