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Empowering the industry
with wellness-focused data technology
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Full market visibility Innovative retailers Product intelligence Leading Technology
Understand the retail Exclusive access to Uncover unseen drivers of Dynamic insights at your
landscape to plan your performance insights at wellness consumer fingertips to inform your
next move and scale natural, specialty & pet purchase behavior strategy

retailers integral to your

growth
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The Natural Channel is a hub for innovation, and a lens
for future trends in the Natural Products Industry

D:I L8|

» Focus on shopper discovery » Focus on local market needs » Focus on convenience and

+ Retailers desire to differentiate (shoppers & brands) shopper efficiency

. More unique / exclusive items  Bridge to mass — mix of unique and  Traditionally “best seller” items

« Lower barriers to entry mainstream items » High cost-of-entry / size-of prize
for new brands » Lower cost of entry
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We empower the community to interact and transact

with efficiency, transparency, and trust.
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SPINS WORKS WITH
Ingredient Supplier,
2 3 Broker, and
Association Partners

SPINS codes for 617
different Functional 61 7

Ingredients

1500+ B

SPINS codes every UPC
scanned at our retail partners
for 583 different types of
attributes

SPINS HAS

)+
Exclusive Retail
Partnerships

SPINS clients
launched over
100,000+ items
In the last

3 years

Y

REPRESENTING

0B

In Sales

i+

Ecosystem
Partners

(excluding brands & retailers)



|dentify Attributes Driving Performance

SPINS product library is the common language for the Natural Products Industry

COLLECT

Packaging Claims

i
Flavor o BLUEBERRY
© | 1S proein | 11

Packaging Claims Handling Instructions

Manufacturer Info

Net Weight
Certifications

GENERATE

Product Facts

Allergens & Sensitivities

Sustainability

Health & Wellness

Lifestyle, Diets & Tribes

Clean Label

ACTIVATE

Total Store Visibility
Granular Attributes
The Power of PowerBI
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& SPINS' AttLab

AttLab: Harnessing Consumer Trends for Brand Growth
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So you can... Innovate Confidently

With comprehensive insight into 116 Categories, you’ll unlock a
full-picture industry perspective that others might miss.

Explore the richness of our 350+ attributes that span 2M+ items
to decode what drives choices in this wellness era.

Tap into fast and easy-to-use visuals of market trends with
advanced PowerBI automation.

H The Power of PowerBlI

Stand Out

Bring thought leadership to buyers
and clear, convincing proof on why
you deserve shelf space.

Be confident in where to launch,
what to launch, your competition,
and the size of the opportunity.



Sustainable
Grains: A Healthy
Growth Driver
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What are Sustainable Grains?

Definition: grains that are resilient and adaptable, meaning they can grow in harsh conditions with minimal water
and fertilizer inputs.

Sustainable Grains
Sustainable grains are frequently native to harsh growing climates

Mitigating Soil Disruption

» Biodiversity loss is threatening the

which have allowed them to become highly resilient and adaptable
to conditions like drought or pests! Grains in general don’t require as
much water as other crops, and many “ancient” and heirloom grains
are more tolerant of extreme weather patterns than their commodity
counterparts.

Sustainable cereal production systems involve enhanced
biodiversity, living soils, use of integrated pest management, and
low greenhouse gas emissions, simultaneously producing high-
quality food and maintaining food security.

Sustainable grains offer immense value:
. Increased nutritional content

Replenishment to soil health

Reduced need for Herbicide usage

world's food supply

We rely on the soil for 95% of food,
globally, but a third of it has already
degraded

Intensive agricultural practices SRR
disrupt soil structure

v-—
PRINCIPLES OF =
SOIL HEALTH MAXIMIZE

Over-grazing and only growing one BIODIVERSITY
crop in the same area of land
(monoculture) can also be highly
damaging to soil

MAXIMIZE SOIL COVER

Source: wholegrainscouncil.org, USDA, World Economic Forum

SPINS ight © 2024 SPINS LLC. All Rights Reserved.



u THE EVOLUTION OF GRAINS )

A Convenience Staple Since 1941

The last few decades of grains products have championed convenience and quick cooking times

The quick-cooking grains trend started in 1941, with the invention of
Minute Rice as a solution for feeding World War II soldiers. Rice-A-Roni
enhanced the fast grains market with the introduction of flavored rice-
pasta combos in 1958, creating a microwaveable cup version in 2012.
Ben's Original Boil-In-Bag rice launched in 1988, making cooking grains
easier than ever. Convenient ready-to-heat options are now available
across a wide variety of grains.

55 SPINS’ copyright ©2024 SPINS LLC. Al Rights Reseved. Sources: ricearoni.com, bensoriginal.com, minuterice.com
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Rise Of Global Grains With Unique Advantages

Ancient grains like couscous, quinoa, and farro germinate renewed interest on American grocery shelves

As shoppers begin to seek more than just
convenience from their grains, ancient staples from
all over the world like couscous, quinoa, and

farro become some of the first alternatives to rice
and wheat that gain widespread popularity on shelf.

* Found in the tombs of Egyptian Kings and believed to
have been eaten by Ancient Roman soldiers

 Distinct nutty flavor that lends itself to sweet and savory
dishes

* Originated in Peru and Bolivia around 5000-3000BC
* Source of complete, plant-based protein, with all 9
essential amino acids

Whether for their inherent versatility and
quick cooking times (couscous), potent
nutritional benefits (quinoa), or unique flavor profile -

(farro), the growth of these grains demonstrated that couscous + Developed by Berbers in Northwest Africa as early as

T g 11th century
shoppers Werg mor.e than_ willi ngto ; * Smal grain size naturally lends rapid cooking time and
experiment with this portion of the plate. ability to absorb variety of seasonings

Source: SPINScan. SSRice & Grains $ % Change YA & CAGR.
52 Weeks ending 05.19.2024. Total US- Natural Channel and MULO powered by Circana.
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THE EVOLUTION OF GRAINS (;',:;)

Nutrition Takes Center Stage

Grains continue to diversify as consumers increasingly seek out nutritional benefits in all parts of the plate

High in resistant starch, a form of dietary fiber that can Nutritious Grains Continue To Win On Shelf

benefit blood sugar management, weight control, and

digestive health )O/O iO/o

Very high in protein and antioxidants HIGH PROTEIN LOW SODIUM
Items With 20g Protein Or
- More Per Serving

‘ SIMPL Anti-inflammatory peptides and oils, gluten free,
e cholesterol-lowering phytosterols, lysine that helps
Wit body absorb calcium, build muscle, and produce energy |'O/O ‘O/o

LOW IN HIGH FIBER
Items With 10g Fiber Or
More Per Serving

Source of both soluble and insoluble fiber, which support
heart health and gut health, also significant source of SATURATED FATS

antioxidants

Source: SPINScan. SS Rice & Grains (Dry Plain) $ % Change YA.
52 Weeks ending 05.19.2024. Total US- Natural Channel and MULO powered by Circana.
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SUSTAINABLE GRAINS: WHAT’S CHANGING?

Quinoa declining by $2M L52W:
Farro & Buckwheat over-indexing on growth

$ Size of Grain in Core 7 Sustainable Grains by % Share Core 7 Sustainable Grains by Abs $ Growth

OTHER: AMARANTH, $0.5M

TEFF, & SORGHUM Quinoa represents the majority share, at 73%,
5 in sustainable grains. However, Quinoa is the
top decliner as Farro and Buckwheat gain

$0.2M share in the space.
$41M
$0.0M
' a}i $0.0M  $0.0M $0.0M ==
o BT < 3 W~ Sz,
73% W = Wy L ey -$24M
QUINOA FARRO BUCKWHEAT AMARANTH SORGHUM TEFF MILLET Q‘UIANOA

- Source: SPINS Satori. SS Rice & Grains (Single Dry), Product Type Sales and $ share by Core 7 Sustainable Grains. Sorghum custom coded under Product Type —Other 52 Weeks
.3:’ SPlNS Copyright ® 2024 SPINS LLC. All Rights Reserved. ending 05.19.2024. Total US- Natural Channel and MULO powered by Circana.




SUSTAINABLE GRAINS: WHAT’S CHANGING? (?_'f';)

Sustainable grains declining 4% over L2yr:
Future growth as a supporting ingredient

$ Size and Growth of Core 7 Sustainable Grains Farro, Buckwheat, and Amaranth show continued growth as a
single product. Quinoa, Millet, Teff, and Sorghum are declining as
asingle product.

However, all of these grains are showing fast growth as an

@ — ingredient across categories.

QUINOA $30.2M -7%

FARRO $6.7M 8%

BUCKWHEAT $3.4M 7%

MILLET $0.5M -2%

AMARANTH $0.3M 1%

TEFF $0.2M -5%

2 YEARS AGO YEAR AGO CURRENT SORGHUM $0.1M -2%

Source: SPINS Satori. SS Rice & Grains (Single Dry), Product Type Sales and $ share by Core 7 Sustainable Grains. Sorghum custom coded under Product Type —Other 52
-_:::’ SPlNS Copyright © 2024 SPINS LLC. All Rights Reserved. Weeks ending 05.19.2024. Total US- Natural Channeland MULO powered by Circana
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Quinoa

Native to the Andes Mountains, extremely nutritious, and adapted to high-altitude, dry environments.

Quinoa became popular in the Supporting Ingredient As Lima, Peru has quickly become home to 0/

health food scene in North some of the world’s top restaurants, we (0
Americain the early 2000s. It W | continue to see quinoa innovating as a Peruvian
is gluten-free, high in protein, ‘ supporting ingredient in categories that Cuisine
and contains all nine essential Nut & Seed Butters correlate to Peruvian recipes. _ Al 5, ey

amino acids. . Ready-to-Eat
)0/0 for a hearty & nutritious addition
The global quinoa market Rice Cakes
size was valued at Plant-Based Products

$406.93 million in 2022 'O/ Protein + Whole Ingredient addition

and is expected to reach o -

$507.95 million by 2028. Wellness Bars Beverage

Paired with functional ingredients KSH ‘@

>

. FZ, RF, Grocery Departments; SPINS PI: Ingredient — Quinoa, SPINS PI:International — Peru (total FZ,RF, Grocery) $ % Chg, Source: SPINS Attlabs 52 weeks ending
-:_'f SPINS Copyright © 2024 SPINS LLC. All Rights Reserved. 05.19.2024. Total US- Natural Channel and MULO powered by Circana. Source: globenewswire.com
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Now an Italian staple, this ancient grain is originally from the Middle East. Not only drought and pest-resistant but
also fast-growing and high-yield.
Farro is among the most ancient Supporting Ingredient The Mediterranean Diet continues to grow; 0
cereal crops of the made popular by diet specific cookbooks and /0
Mediterranean region. It gained 70 healthy eating documentaries like “Live to )
popularity in the US primarily %0 100: Secrets of Blue Zones”. Med|te_rranean
over the past decade due to the Baking Mixes Farro is a key component to Mediterranean Diet
growing interest in whole grains eating and is being incorporated into dishes I el
and healthier eating. o for the whole family.
)%
) Entrees
The global farro market Crackers & Crisp Breads Kitchen and love
size was valued at
$178.9 millionin 2020, ‘0/0 T e T
i jovial einkorfl of SAsmee
and is projected to reach s = - Baby Food .
= Sustainable + Nutrition forward

$513.8 million by 2030. Pasta B

FZ, RF, Grocery Departments; SPINS PI: Ingredient — Farro, SPINS PI: Diet — Mediterranean (total FZ,RF, Grocery) $ % Chg. Source: SPINS Attlabs 52 weeks ending 05.19.2024.
Total US- Natural Channel and MULO powered by Circana. Source: globenewswire.com

>
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u SUSTAINABLE GRAINS: WHAT’S CHANGING? s

Buckwheat

Gluten-free East Asian grain adapted to high altitudes and variable climates. Has a short growing season and

returns nutrients to the soil.

+3%

Breakfast Snacking Innovation Kombucha
ubcategory
Adding nutritional value and texture Swapping out unenriched flours for Soba Tea is made from roasted buckwheat,
to an extra crunchy breakfast buckwheat flour prominent in Asia as an anti-inflammatory,
, and is gaining popularity in the US. As this
440 evolution continues, with the push from
+ 1 I /O +, ;0/0 consumers for more innovation in better for
Granola Cookies you beverage, there is opportunity for soba

based Kombucha.

+7%

Buckwheat Hot Cereal

Crackers & Crispbreads

FZ, RF, Grocery Departments, SPINS PI: Ingredient — Buckwheat $ % Chg, Kombucha Subcategory $ % Chg 52 weeks ending 05.19.2024. Total US- Natural Channel and

>
2% SPINS  copyright 2024 SPINS LLC. All Rights Reserved. MULO powered by Circana.
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u SUSTAINABLE GRAINS: WHAT’S CHANGING? (0

Amaranth

Pest and drought-resistant Mesoamerican grain that grows quickly. Naturally anti-inflammatory and low cholesterol.

Tik Tok Presence Expansion of Amaranth
Amaranth Recipes

Influencers, like Chef Sean Sherman from Owamni restaurant, have
played an important role with consumer familiarity to indigenous
ingredients like Amaranth.

Chef Influence
Sean Sherman is an Oglala

Lakota Sioux chef, Native American
e P St ST SIS S cookbook author, forager, products are up 8%
@ iettreyboadi_ © 1124, oldways_pt 1 @ Katchupwith. 70 @) kirby.cook 16 (@ dorastable 9 B &2 alexismswan and pro moter of indigeno us across FZ’ RF’ and

cuisine with continued Grocery Departments

involvement the at
Natural Product Expo.

CPG Expansion

Amaranth as an

Off-grid cooking - is one of my i Cameroon green recipe  #drsebi#drsebiapprovec Use your flowers foran  Millet Amaranth ~ 3 Amaranth is | ng red Ie nt | S u p 31%
amaranth porridge.. fav belts. @ reriakaline. o ais AM3Zngbreakfast..  Flatbread. increasingly being used
@ brianneoffarid © a0 @M julesandtings © 150 @ artismes? 15 @ afroyums K @ spicymous.. © 167 @ carieperino

in categories across in SS Cold Cereals

grocery gearing towards anfj up 86% in
better you and better SS Chips - Vegetable
for the plant products. & Other

Tik Tok expands consumer knowledge on Amaranth and how
to incorporate it into recipes for cooking at home.

; FZ, RF, & Grocery Sales, SPINS PI:Ingredient — Amaranth $ % Change. 52 Weeks ending 05.19.2024. Source: SPINS Attlabs. Total US- Natural Channeland MULO powered by
SP'NS Copyright © 2024 SPINS LLC. All Rights Reserved. Circana. Source: seansherman.com



SUSTAINABLE GRAINS: WHAT’S CHANGING? -

Gluten Free Grain Trio

Millet, Teff, and Sorghum are all gluten free grains that are commonly used as flour alternatives and flour mixes in allergen

friendly products. Furthermore, these flours can each be used as a nutritious thickening agent.

Millet Teff Sorghum

Found across Asia and Africa, well known Nutritionally dense Ethiopian grain with Mineral-rich, drought and pest-resistant
sustainable grain with the highest calcium super high yields—one pound of seeds can East African grain frequently used for
content of cereal grains. produce an entire acre of crops. gluten-free bread.

-

+25% <&

SS Sweeteners

+15%

Cold Cereals

©" HONEYCRISP
HAPPLE PIE

®

“:;“i‘ -
@ o,

e s O Lo
-?VEEELQEEE(—

L s S
B NATSRES -0 2.’y
BAKERY

GLUTEN FREg Seeates
~u

FZ, RF, & Grocery Sales, SPINS PI:Ingredients — Millet, Teff, and Sorghum $ % Change.
SPINS T CTTN I m I ac— Snacking = SS Candy, Chips/Pretzels/Snacks, Cookies & Cookie Snack Bars, Crackers & Crispbreads
SR &) 20 ‘ I [Resivsel 52 Weeks ending 05.19.2024. Source: SPINS Attlabs. Total US- Natural Channeland MULO powered by Circana.



SUSTAINABLE GRAINS: WHAT’S CHANGING?

Brands succeeding in Grains are addressing
Consumer Mentality Shifts

Lifespan to New Gilobal Protecting
Healthspan Notions the Planet

5 SPINS  copyright ©2024 SPINS LLC. Al Rights Rese ved

Intentional
Indulgence
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Thank you!

For more information contact me at
asnowhite@spins.com




Appendix




Brands and retailers need to understand attributes to win with the Values

Oriented Shoppers

Our 325+ attributes each
fall in an attribute family

Certifications
Ingredients
Diet Friendly

Product Facts

Product Positioning

©4 SPINS’

Contains Almond

Category = Bread & Baked Goods
Brand = Siete

Product Type = Tortilla

Brand Positioning = Natural
International Positioning =
Hispanic/South Am - Mexico

Paleo Diet-Friendly

8 Pack

./\j.\;‘,‘:‘.‘ T ’v j»'-\_,\/\“ 4
N FReg . paRY BB
s:ronsnm-'masnnmor rnoz;N NE WT?DZ'ZGBQ) )

'0[2,

70z

Does Not Does Not
Contain Contain
Dairy Soy

Certified Non-GMO
Project Verified

Note: Not all attributes are shown
Source: SPINS



. Attribute Insights | Product Intelligence &%

Label Claims & Certifications

SPINS Label Claims Coding ( Attribute Values, 29) & SPINS Certification Coding (Attribute Values, 19)

CERTIFIED - AMERICAN HEART ASSOCIATION - CHECK CERTIFIED REGENERATIVE ORGANIC LABELED FRAGRANCE FREE
CERTIFIED B CORPORATION CERTIFIED UPCYCLED LABELED FREE RANGE
CERTIFIED DETOX PROJECT - GLYPHOSATE RESIDUE FREE CERTIFIED WHOLE GRAINS COUNCIL LABELED GLUTEN FREE
CERTIFIED FAIR TRADE USA LABELED ALCOHOL FREE LABELED GRAIN FREE
CERTIFIED FAIRTRADE AMERICA LABELED ALLERGEN FRIENDLY LABELED GRASS FED
CERTIFIED GREENER WORLD - ANIMAL WELFARE LABELED ALUMINUM CHLOROHYDRATE FREE LABELED NITRATE FREE
CERTIFIED GREENER WORLD - GRASSFED LABELED ALUMINUM FREE LABELED NO ADDED HORMONES
CERTIFIED GREENER WORLD - NON GMO LABELED ANCIENT GRAIN LABELED NON-GMO
CERTIFIED MARINE STEWARDSHIP COUNCIL LABELED ANIMAL WELFARE LABELED ORGANIC
CERTIFIED NON-GMO PROJECT VERIFIED LABELED ANTI AGING LABELED PARABEN FREE
CERTIFIED PALEO FOUNDATION - GRAIN FREE LABELED ANTIBIOTIC FREE LABELED PASTURE RAISED
CERTIFIED PALEO FOUNDATION - KETO LABELED ANTIOXIDANT LABELED PROPYLENE GLYCOL FREE
CERTIFIED PALEO FOUNDATION - PALEO LABELED CAGE FREE LABELED SODIUM LAURYL SULFATE FREE
CERTIFIED PALEO FOUNDATION - PALEO FRIENDLY LABELED CORAL REEF SAFE LABELED SPROUTED
CERTIFIED PALEO FOUNDATION - PALEO VEGAN LABELED FAT LABELED UNSCENTED
CERTIFIED PLANT BASED FOODS ASSOCIATION LABELED FLUORIDE FREE LABELED VEGAN

©4 SPINS



u Product Intelligence — SPINS AttLab (f.'f'&,

[ ] “4 SPINS x +
e 9 C s Search Google or type a URL ﬁ ’ []
‘-,'::" SP'NS A tﬁ_ab ) _- Category Landscape Brand Compare Innovation Cross-Cat Compare Brand Deep Dive
Category Landscape Filters: MULOC/Natural/Pet » TPL > Grocery > Shelf Stable Baking Mix & Ingredients & Flour > All Subcategories ® Dollars
MULOC/Maturzl/Pet N Units
. o o Attribute Attribute Att Att ARP ARP %
Identify which attributes are u y Share SharcPoim  Saes el Chg Attribute Facts
most valuable to consumers and Label Claims & Certificaions S O Poject ered
Multiple selections ~ Lobeled Nor GMO L. $1,336 Example: 10% of SS Baking Mix& Ingredients ~ [™" E!\| o
1 1 = Labeled Gluten Free 18% $1,270 2d products as
are b ran d d I ﬂ:e ren t|at0 rS; tO | certified Non-GMO Project Verified  10% 06 TN $717 Sales in MULO + Natural are ‘Certified Non- / the Non-GMO
Labeled Organic 49% ject (NGP) is 3

GMO Project Verified’, which has grown Imitted to
+0.6pts (up from 12% of sales Year Ago).

I

O pt i m ize yo u r mar keti ng. Shelf Stable Baking Mix & Ingredien... ™" Certified Gluten Free GFCO
Certified B Corporation urces of non-GMO

mers and verifying

I

Certifi hole Grains Council 4%
[ Diet Friendly Lsbeled Vegan 29 Proc.lcts.tnat avod the use of GMQOs. For more
P l. U S, d em O n St rat e yo U r d ata = [ Ingredients Labeled Fair Trade 29 information about I\LGP' visit
. . " B Label Claims & Certifications Lsbeled Grain Free 19 Cnmmmmmmmmem
driven expertise on the category’s Label Gl & Certfcations el Alergn el TopBranccwith  Brand Brand
: TR L cSl}AIIergens Certified Fairtrade America 1% Attribute Share of Att Sales
M b d d b d Environment Welfare Cartified . Foundation - o Att (M)
Certified Paleo Foundation - Pale... 0%
attrl Ute t ren S an yo u r ran g ?;I;: Welfare Certified Paleo Foundation - Keto 0% g5 King Arthur 355 5178
°© e — o Labeled Ancient Grain 0% <3 Bobs Red Mill 13% $az
advantages in your retailer sell- O MomenEt o0 betos Prosect~ Ghhoe | o ot .
. O Positioning el — Cf f Thai Kitchen 2% 57
stories. L) e (= Rank by Attribute prevalence or e 0% . Enjoy Life 5% 542
aleo 0 5 32 Guittard 4% §32
Trend, to see which attributes are o i . ]
y . g 0% %0 Top ltems with Attribute
table stakes” in your category, an King Arthur All Purp Fir Unbl 80 Oz
whichare up & coming. Hersheys Cocoa 100% Cacao Unswestened P..
Thai Kitchen Coconut Milk Milk Substitute Pl...
Enjoy Life Semi Sweet Chocolate Flavored Ba...

Bobs Red Mill Gf Spr Fine Almond Flour 16 Oz
King Arthur Baking Company Flour All Purpo...

Sales Sales
Lilys Dark Choc Baking Chips 9oz

(M) % Chg

) i . Source: SPINS POS Data 52 Weeks Ending 2024 | Grocery,> Shelf Stable Baking Mix & Ingredients & Flour > All Subcategories
SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.
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[ ] “4 SPINS X =+
6 9 C s Search Google or type a URL f} ’ []
SPIN A ﬁ,‘f_ab i Category Landscape Brand Compare Innovation Cross-Cat Compare Brand Deep Dive
Brand Compare Filters: MULOC — t '/ > TPL = Grocery > Shelf Stable Baking Mix & Ingredients & Flour > All Subcategories ® Dollars
MULOC/Natural/Pet ~ = 7 Units
Select Brands Sales Sales
With Brand Compare ot "
p y Al " button Chg Bobs King Arthur Kodiak Cakes
- i - Red
benchmarkk your brand vs. key il
. . . . o Label Claims & Certifications
competitors to identify product Vel selecions Labeled Non-GMO Bs% | o% 1%
Certified Non-GMO Project Verified 54% 65% 0%
ad Va. nta eS an d a S Carnation % Certified B Corporation 0% 98% 0%
g g p ° Shelf Stable Baking Mix & Ingredien.., King Arthur $273,732,345 Labeled Gluten Free 66% 20% 0%
ru z S 3% Labeled Crganic 17% 13%
g Certified Whole Grains Council 9% 18% Quickly generatea brand “tear apart” to
] Diet Friendly Gold Meda 228,157,000 Certified Gluten Free GFCO 0% 19% . .
1 Ingredients Kodiak Cakes $175,833,477 Labeled Grain Free 25% 0% illustrate youradva ntages to retailers.
B Label Claims & Certifications Bobs Red Mill $171,661,119 Labeled Fair Trade 5% 0% 0%
Label Claims & Certifications Pearl Milling Com.. 214 255 Labeled Vegan 4% 0% 0%

B Diets, Lifestyles & Allerge...
B cenvironment Welfare
B3 Cther
M social welfare
MNutrient Content
Mutrition Facts Panel
Pos
Pros

View all brands in your category,
then selectyour competitive set of
brands. Lechera

Source: SPINS POS Data 52 Weeks Ending 06, 024 | Groce Shelf Stable Baking Mix & Ingredie Flour > All Sub

SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.
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& SPINS X+

[ ]
6 9 C s Search Google or type a URL f} ’ []

Category Landscape Innovation ss-Cat Compare Brand Deep Dive

® Dollars
MULOC/Natural/Pet ~ Units
i i i Attribut Innovati %of  %of
E ac h mon th ’ Id en tlfy Wh I Ch Al " e m::::x'on N;, Exis:;,,g Narrow your analysis down to only NEW items. # Total
0 o © ltem$ Iltem S Items
attributes are driving the latest | - ,
Labeled Fair Trade I e 2% Inthi 929 S5 Baking Mix& | dients & 12,362
product launches tO |nform your Multiple selections \/ ,aceledieg;r‘ ) I—S_:ﬁ 5;“;3. n ISEXBmPIE, aKing IViIX& Ingredien iom
L ;Silef‘;ﬂ;'rf:e o : 8% Flour items launched in the last 52 weeks. toms
L] L] L] L] cu r oy O/
in nOvatI on p | pe l. Ine an d Stay o ) Labeled Organic 44 Energy & Sports Drinks 16% 73 1708
Shelf Stable Baking Mix & Ingredien... Labeled Non-GMO 36 Parformance Mutrition 16% 577 3567
ahead of the competition Certfied Non-GMO Project Verfied 12 Frozen reakfas Foods 1% | 208 | 160
° Labeled Grain Free 1 ( R PR . P PSS e
All ~ Certified Whole Grains Council . . e . .
B Corporation Identify attributes driving innovation.
] Diet Friendly
z '”E:)"Eldilents o In this example, ‘Labeled Fair Trade’ is showing up in SS Baking Mix & Ingredients & Flour, with 4% of new SS
Label Claims & Certifications
] Nutrient Content Baking Mix & Ingredients & Flour items are ‘Labeled Fair Trade’, compared to only 2% of existing SS Baking
| Mutrition Facts Panel
] Positioning Mix & Ingredients & Flour item sales.
1 Product Facts
Lilys Dark Chocolate Baking Chips 7 Oz 08-10003-46033

Selectan attribute to learn which items were launched with this attribute. Guittard Akoma Extra Sm Swt Chelt Chp Og 100z 00-71818-02427

Lilys Sweets Hot Cocoa Mrshmllw Bkng Chps Soz 08-10003-456282

. . . . Lilys Chocolate Espresso Baking Chips 9oz 08-56481-00392

In this example, ‘Lilys Dark Chocolate Baking Chips'is the top NEW SS Miss Jones Baking Co Vinlla Frostng Og 11.290z 08-50024-78236
. . " . . . 4 . Mavitas Cacac Wafers Bittersweet Og 8oz 08-11961-02337
Baking Mix & Ingredient & Flour item launched in L52 that is ‘Labeled Fair Endangered Species 48 MIk Che Baking Chips 100z 00-37014-40005
Trade'. Just Date Date Swind Dark Chec. Chips Og & Oz 08-60008-27247

Chocolove Dark Chocolate Flavored Baking Chip 1. 07-16270-07001

. . Source: SPINS POS Data Vee 6 ed, n, Vitamins & Supplements > All Categories >All Subcategor
SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.




u Product Intelligence — SPINS AttLab 5

[ 4 SPINS x o+
6 9 C s Search Google or type a URL f} ’ []
-._'::'» SPlNS A tﬂ_ab (i :-7"‘ Category Landscape Brand Compare Innovation Cross-Cat Compare Brand Deep Dive
Cross-Category Compare Filters: MULOC/Natural/Pat = TPL = All Depart Select 1 attribute of interest, @ Dollars
Select TOTAL STORE, or filter then view its prevalenceand ynits
. . b d taind it t Certified Non-GMO Project Verified W trend across ALL subcatesories
asedon certaln acepartments. .
Monitor attribute trends growth P 8 - Attribute Facts
Categories Total Cat  Att $ (M) Att S S

aC rOSS tota I. Sto re, to i d e nti fy $(M) of Cac iy wals  eunyg Attribute: Certified Non-GMO Praject Verified

% Chg Attribute Family: Label Claims & Certifications

’ oy’ ) B -
your brand’s top opportunities for  « Y pertomance Nutition ,
Shelf Stable Fruits & Vegetables Definition: Reflects certified products as
H A ;q;‘;stablg N.r&%;cl‘é.rters communicated to SPINS by the Non-GMO
adjace nt Category eXpanSIon o . o ST Project, The Non-GMO Project (NGP) is a
All o shelf Stable Hot Cereals ) N .
et e Ve nonprofit organization committed to
& Plant Basadl Vo, preserving and building sources of non-GMO
[ Diet Friendly products, educating consumers and verifying
M \nmedi;nt; X . products that avoid the use of GMOs. For more
i Label Claims & Certifications Bxample: Thisselected attribute nformation about NG vist
;b'?' Claims & Certifications Shelf Stable Crackers & Crispbreads we can seehere it’s growing Top Brands with Brand  Brand
Animal Welfare Shelf e Ca Attribute Share  Att Sales
B Clean Label shelfStable Rice Cakes across Total Food & Bev as well. of At (M)
B Diets, Lifestyles & Allergens fqe‘; stble (C?lc Cereals ! . -
B cnvironment Welfare shelf stable Juices King Arthur 25% 5178
B Other Aromatherapy & Body Oils Bobs Red Mill 13% 592
B social Welfare Produce 0 $ 109 Hersheys 10% 571
] Nutrient Content I Shelf Stable Baking Mix & Ingredients... £7,169 $7T17 10% 0.6 I 596 2% Thai Kitchen 2% %57
] Mutrition Facts Panel Refrigerated Condiments $1,231 §121 10% Enjoy Life 6% 542
L] Positioning g T e “ Guittard 5% 232
] Product Facts .
- See more detail for a selected subcategory. Top Items with Attribute

King Arthur All Purp Fir Unbl 80 Oz
Hersheys Cocoa 100% Cacac Unsweetened Pw

Example: Whatare the top ‘SS Baking Mixes & Ingredients & Flour’ brands Thai Kitchen Coconut Milk Milk Substitute Plair

that are ‘Certified Non-NMO ProjectVeriﬁed'? Enjoy Life ngl Sw t_.CI"cchale :I?mrecl Bakir
Bobs Red Mill Gf Spr Fine Almond Flour 16 Oz

% ¥inn Arthur Raking Comnany Flaur A1l Purnnse

]

airy & Plant Based Dairy Alternative...
helf Stable Condiments & Cressing ...

v

. . Source: SPINS POS Data Vee 6/2024 | Grocery, Refrig n, Vitamins & Supplements > All Categories >All Subcategor
SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.




u Product Intelligence — SPINS AttLab (@_’é&)’
[ ] “4 SPINS X =+
6 9 C s Search Google or type a URL f} ’ []

SPINS AttLab

Category Landscape Brand Compare Innovation

Brand Deep Dive

Select 1 attribute of interest, then

Brand Deep Dive Filters: MULOC/Natural/Pet » TPL » Grocery » Shelf Stable B @® Dollars
MULOC/Natural/Pet ~ seeindetail which brands are units
D i Ve eve n -I:u rt h e r i nto 0 n e Certified Non-GMQ Project Verified e drivingthat attribute’sgrowth.
All ~ o
spec ific attribute. to see which Certified Non-GMO Project Brands with Attribute Shareof  Sales  Sales SalesChg %of Att Falr Share AttShr Pt Chg
’ Verified . Att (000) % Chg (000) Growth Index of Brand
Multiple selections \/ .
brandS are the tOp players, and £ Total Attribute 716,573 King Arthur - $178410 2 375 - 4 5% 27
Sales (000) ) )
h 0 h b d d . . th Bobs Red Mill 13% 3 12% 9z 54%
W IC ran S are rl VI n g e Shelf stable Baking Mix & Ingredien... Total Attribute 204 Hersheys 10% 4% 4 57%
q
attributes growth e e T =
I el #ofBrands 157 Eney Life &% Selecta brand to see other attributes in the same
] Ingredients with Attribute Guittard A%
B Label Claims & Certifications - - fam”y.
- L.abel Claims & Certifications Top Brand King Arthur White Lily 4%
L MNutrient Content (Latest 52 Sales) simple wills 2%
_| Mutrition Facts Panel b X ) L .
1 Positioning Lilys 3% In this example, 98% of King Arthur is ‘Certified
] Product Fact . .
— rroduetracts (Pos Sales Chg) Rumiord 2% Non-GMO Project Verified'.
Top Decliner Blue Diamond Birch Benders 2% 215,018 y.o8 Vs
(Neg Sales Chg) Arrowhead M 2% $11,40 % 100%
Top 10 Certified Non-GMO Project Verified items for King All Label Claims & Certifications Att 5 Shr Pt Chg
Arthur: values forKing Arthur: of Brand
King Arthur All Purp Flr Unbl 80 Oz Labeled Non-GMO 99%
King Arthur Baking Company Flour all Purpose 5lb Certified B Corporation 298%
King Arthur Baking Company Flour &ll Purpose 3lb Certified Non-GMC Project Verified 65%
King Arthur Unbleached White Flour 160 Oz Labeled Gluten Free 20%
King Arthur Baking Company Flour Bread 5lb Certified Gluten Free GFCO 19%
King Arthur Baking Company Pancake Mix Box 150z Certified Whole Grains Council 18% 0
King Arthur Baking Company Cocoa Brownie Mix Box 17... Labeled Organic 13% 0.7

Copyright © 2024 SPINS LLC. All Rights Reserved.

Source: SPINSPOS Data 52 ks Ending
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=% SPINS A it L a b Category Landscape Brand Compare

Consumers have more choices

MULOC/Natural/Pet

than ever before in products I T

Positionin .
g Whole 30 Diet 12% $80 608 %4.30

database at your fingertips,

p All v Chg (M) % Chg

the urchase to meet their Ingredients: Swesteners
y p il o Sugars 41% $302,177 $3.94
Matural Sweeteners 40% £293 863 23.96
. . . Only Naturally Sweetenad 33% 0.4 3245035 53,98
I n I VI u a e a t go a S Unsweetened 24% 177,591 2418
b/ All ~ Artificial Sweeteners 6% £45,118 33,99
° Matural Low Calorie Sweeteners 3% $24.428 24.25
llfest les an d Valu es Att Lab Sugar Alcohols 2% | §15321  -1% 24,32

y 9 ° ] Diet Friendly Diet Friendly

Diet Friendly Pescatarian Diet 50% $369,203 34,01
9 O o ) Ingredients Vegetarian Diet 40% $359,874 $4.02
p u ts S P I N S e n t I re att rl u te L1 Label Claims & Certifications Plant Based Diet 31% $225.648 33.96
e otent Keto Diet 26% 193,564 9434
I UTion]Factpanel FODMAP Diet 23% $168,050 $4.32

Product Facts

” . Mediterranean Diet 12% £85,407 24,23

Paleo Diet 1% £83275 £4.59

so you can deliver against
AlP Diet 8% §57,592 24.21

Plant Based Whole Food Diet 6% £41,464 2393

t h O S e t re n d S Plant Based Protein Diet 2% 0.0 516,520 $3.64
O Heart Healthy FDA Dist 2% 0.0 §15,592 23.57

Good Fats Diat 1% £6,450 $6.26

Strong Bones Diet 0% £1,890 53,39

e

v
Z

' SPINS
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AttLab: Harnessing Consumer Trends for Brand Growth

3

\

| NO ARTIFICIAL Fy

f"""’l I
~ /

P

So you can... Innovate Confidently

With comprehensive insight into 116 Categories, you’ll unlock a
full-picture industry perspective that others might miss.

Explore the richness of our 350+ attributes that span 2M+ items
to decode what drives choices in this wellness era.

Tap into fast and easy-to-use visuals of market trends with
advanced PowerBI automation.

H The Power of PowerBlI

Stand Out

Bring thought leadership to buyers
and clear, convincing proof on why
you deserve shelf space.

Be confident in where to launch,
what to launch, your competition,
and the size of the opportunity.



SPINS Provides a Comprehensive Solution

Omni-intelligence

Data Platform

. Natural, Regional, and eCommerce Channel and
Key Account (Proprietary)

. Conventional Channel and Key Account
(in partnership with IRI Worldwide)

. Amazon Data

. Store-Level Data

-@- Product Intelligence

. Product Attributes
. Certifications & Label Attributes
. Nutrition Information

. High-Quality Product Images

>

Insights & Measurement

Applications

SATORI (Cross-Channel Reporting)
Signals (Store-Level Reporting)
PowerTabs (Excel-Based Reporting)
TradeROI (CGS)

Insights & Growth

Consulting (CGS)

Client Insight Manager

JumpStart & Insight Sprint Program
Price & Promo Strategy (CGS)
Category Assessments (CGS)
Competitive Landscape (CGS)

Consumer Panel

Consumer &

Product Activation

Omni-Commerce Where-to-Buy (Destini)
Shoppable Landing Pages (Destini)
Shoppable Recipes (Destini)

Digital Couponing (Destini)

Product Activation Manager (Pinto)

Data Blending
Solutions (DAAP)

Data Extraction
Data Harmonization
Data Visualization

Integration with 3rd-Party BI Tools

.:t:’ SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.



The SPINS Advantage

Retail Coverage

SPINS offers the most complete
market view across the full retail
landscape

Exclusive to SPINS

Natural Grocery
Regional & Independent Grocery

Pet eCommerce

Conventional

2, ®
.:t:’ SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.

Product Intelligence

SPINS provides the industry's leading
Product Intelligence Platform to align
product attributes with consumer
preferences

Exclusive to SPINS

Certification Ingredient

Label Claim Nutrition Panel

Positioning
L]

Package & Product

Applications & Insights

SPINS delivers on-demand insights
through intuitive applications and
deep industry acumen

Exclusive to SPINS

Business Intelligence
Data Harmonization
Trade Promotion Tools

Growth Consulting



SPINS AttLab Overview
AttLab has built-in training to empower users to learn as they go

Users can navigate to attribute
training via buttons on the
home page and the FAQ page.

Click here to learn about
SPINS Attribute Types

& SPINS AttLab © BacktorAQ Attribute Training

2 SPINS AttLab

Welcome to AttLab

Consumers have more choices than ever before in products they purchase to meet their individual

There are 5 Types of SPINS attributes, each comes from different sources

Click here to learn about
SPINS Attribute Types

health goals, lifestyles, and values. To succeed in today’s marketplace, suppliers must deliver ° 5 i Source: Product Label Image Source: Off-Label
gainst i ingl d preferences. PRy o 4 Y 3\
. . . . . Coy,  Ra, e, > Label Ingredient  Nutrition Any other  Off-Label
AttLab puts SPINS’ entire attribute database at your fingertips, to allow you to do just that. ’4%"%,& \ claims on statement  fact panel info on Info Direct from
i product on product  on product product (Website, Certifier
) ) Attribute Type label label label label Media, etc.)
Click a dashboard below to navigate LABEL CLAIMS X
Exolo i b Ihacain Displayed as "Labeled...”
Explore Many Attributes with these das T
O o v R Se o CERTIFICATIONS X
c t L d ALFCL o Cl k Displayed as “Certified...”
ategory Landscape ick on an INGREDIENTS
The attribute lay of the land, for Total Store, Total F&B, or a particular category attribute type [o——— X
to learn more DIET FRIENDLY X x

Displayed as "Diet...”

Brand Compare
A competitor “tear-apart” to explore which brands offer what, side by side

about it! NUTRITION FACT PANEL -
Displayed as “NFP Range..."

Innovation X X X
What new, unique attributes are popping up in recent launches?
X X
Dive Into 1 Attribute with these dashboards
Cross-Category Compare

View any one attribute’s growth across all categories in Total Store

Attribute Training

Within an attribute, who owns the space and who’s growing it?
T . Label Claims
] Certifiq o : .
tLat] nurmmon ract panet | dl + Source: Product label image (any claims/copy on all sides of label)
' = . ngre + Source: Dire
Dlet F * Displayed in SPINS data as “Labeled...”
Nutriti Source:1n8] . papiagetin
utritl | * To eceiva these values, th clams need 12 be an the actual tabel.
Powren: « Toreceive t « Tareceive thel Web site or social media marketing claims are not sufficent.
+ Source: The| ‘aneland ingredient i SFINS durecth
) + SPINS curen for ~30 Label i
Prody - sewes:me i T s T SPINS currently codes for ~30 Label Claims
« Source: T wepsie Hem s ingredient of diats & food + Eamples:
« SPINS o . oton
B LT SIS mheseatd L goruscum  + sevsean * Libeled Nom GO
e marketpostl . eamplesof gt gt o * Laneled Organic
« sPINS cur Wi macker CREPR ot rorof - InAttLab, + Examples: * LabeledVegan
* SPINS curre NFPRY o * Labeled Animal Welfare
+ Bxampies e —— - Lol o Aded ormenes
* Prod: * Examples = i
gy e NFP R S e + Labeled Grass Fed
4 Diet * Labeled Aluminum Free
o " Labeled Cage Free
Diot
viot
Diat
Diat
Vs ® | 35
&2 SPINS’ copyright ©2023 sPINS LLC. All Rights Reserved. |
S




AttLab has built-in training to empower users to learn as they go

Category Landscape Filters: Natural > Grocery > Shelf Stable Candy > All Subcategories

Attribute $ Attribute $ Att 3 Att § Excl Brand Gap
Share Share Point Sales % Brand Attribute Facts
. Chg (M) Chg
i Attribute: Labeled Allergen Friend! e _e,0
Ltilefszlm:n.@m 56% §224 58% 0% | =58 Attribute Family: Labelgc‘aims ’ S P I N S PI d efl nltlon S
Labeled Gluten Free 44% §176 45% 0% | -45 Definition: Identifies products in select . .
Labeled Organic 44% $174 45% 0% | -45 categories with a label claim of or equivalent are b ul I.t N ,
i a 9%, to “Allergen Friendly." While this type of claim .
::?[Ijjna;lefman jicﬁ B i:l i;)cﬁ 9;? _5320 or its eq?Jivalents a::a typically assi?iated with == SO that users can click on an
|| Labeled Allergen Friendly 4% | os W §16  20% 4% 0% -4 | Pf‘;d:'m ff‘:s of the t"égolf 5:%"9‘9192?- Thtaht is attribute to see how we define
= = - — — - = not always the case. Label claims stating the .
t:E::;j ;;ar;nu:;ée 1;; E 10; g;: _;I absnﬁnceﬂof individual! allergens sud] as "soy |t, as We“. as tOp bl‘an dS and
Labeled Ancient Grain 0% $0 0% 0% 0 freel or "peanut free” are NOT considered itemS W|th that attribute.
equivalents.
Certifications
Certified Non-Gmo Project Verif.. | 33% §131 34% 0%  -34 Top Brands Brand§ AttS  Brand
Certified Fairtrade America 12% £47 12% 4% -8 with (K) Shrof Att$ (K)
Certified B Corporation 8% 534 6% [N8gs a3 Attribute Brand
Certified Paleo Foundation - Pal... 4% £16 4% 0% -4 Yumearth $10,558 99%  §10419
Certified Fair Trade Usa 1% §5 1% 0% -1 Enjoy Life 41,423 100%  $1,422
Certified Paleo Foundation - Keto 1% $3 1% 0% -1 Free2B $1,126 100%  $1,126
Certified Plant Based Foods Ass... 0% $1 0% 0% 0 Surf Swests $1,319 76% £997
Certified Upcycled 0% $0 New 0% 0% 0 Undercover ... $572 44% $252
Certified Detox Project - Glypho... 0% $0 0% 0% 0 Pascha $210 57% $119
Certified Paleo Foundation - Pal... 0% $0 0% 0% 0 o ’ ' '
Certified Greener World - Anim... 0% $0 0% 0% 0 Top Items with Attribute
Certified Paleo Foundation - Pal... 0% $0 0% 0% 0 Yum Earth Fruit Snacks Og 0.7 Oz (5 PK)
Yumearth Assorted Fruit Pops 20pc+ Og 4.2 ...
Enjoy Life Boom Chece Ricemilk Crunch 1.12...
Yumearth Chewy Candy Bites Og 50z
Yumearth Candy Canes Og 10 Ct
$sales % Yumearth Licor?ce Strawberry Og 5 Oz
™) Chg Yumearth Licorice Pomegranate Og 5 Oz
Differentiator (Brand =10pts vs. All Other Brands) -
O Gap (Brand <10pts vs. All Other Brands) Total Selected Universe $399

Source: SPINS POS Data 52 Weeks Ending 8/13/23

©4 SPINS’



AttLab has built-in training to empower users to learn as they go

The ‘info’ button on each dashboard opens an overlay that
explains every metric and item on the page. This gives the
user the autonomy to learn within the tool as they are using it.

) This is the attribute's This is the change in The $ sales from all The attribute’s $ Share among the total universe

SPINS AttLab i Category Landscape Brand Compare Innovation Cross-Cat Compare Brand Deep Dive PREVALENCE in this prevalence. Eq. If the  items with this attribute. | EXCEPT FOR the selected company/brand. £ g
( You are on this visual universe. Read as: This | auribute’s $ Share in L52 is | Compare to the size and | If the category "Milk" is selected, and the brand

e A Tend attribute makes up X% of | 50%, and year ago it was trend of the Total “Lactaid” is selected, this column will reflect the

leposandiend L52 Week § Sales within § 48%, this column will show || category at the bottom

attribute’s prevalence among all Milk brands
the universe you selected | 3 2.0 point increase. of the except f

Click on this visual when you want to fad: e GBS Stars of th "
\e attribute’s are of the company/bran

compare the same list of attributes

Category Landscape Filters: Natural > Grocery > Shelf Stable Candy > All Subcategories

Channel Differ

Channel Differences 2
- across channels (MULO vs. Natural) 0 the left selected. Eg. If the category selected is “Milk"
Attribute § Attribute $ AttS  Att§ Excl Brand Gap Attribute $ Attribute $ AttS 7 AttS Excl Brand Gap and the brand selected is “Lactaid", this is the %
" i f
- y Share Share Point  Sales % Brand Attribute Facts T— On this dashboard, you can leave the Channel as Fhicn s"'::'h""’" s(‘:)’ C:g Brand of Lactald Mik § Sales that have this atribute.
il Chg (M) Chg “All" to view data at a total MULO+Natural level, g ; —
- i lect one of the Channels individually. This i the point difference between the Brand
Label Claims Attribute: Labeled Allergen Friendly t OF:yOu caty £ 1 A A ;
Labeled Non-Gr 56% sa% 0% |58 Attribute Family: Label Claims h 7 o Bl o a:dl e va.:nd’:::;nn «‘:’“:n
I . i = . Al You can also further narrow your universe © | attributes does your brand have that the
A Labeled Gluten Free 0% | -45 Definition: Identifes products in select based on Brand Positioning Group (to leam 45 | rest of the category doesn't? And vice versa
Labeled Orgar 0% | -45 categories with a label claim of or equivalent more about this grouping, see FAQ page). 3 45 TSTETCEMOTOr
Fair Trade a4 | 52 to “Allergen Friendly." While this type of claim I 9% 52 to “Allergen Friendly.” While this type of claim
Gracery v Labeled Vegan 0% -3 or its equivalents are typically associated with Grocery ﬁ Leave as "All" to see Total Store, or 30 L its equivalents are tupically assaciatad with
| Labeled Allergen Friendly 4% | [ ] 4% 4 products free of the Major 8 Allergens, that is select various departments. a8 0% 4 Cll;::nd:f; :’l‘(nl:us‘ﬂ, ame \el:lr:end lhat is
Labeled Grain Free 1% 1% 1 not always the case. Label claims stating the ' ' Select your category(s) or 1% 6. =t showing the (:p;mnd‘sx‘:r‘: the o
X T . absence of individual allergens such as “soy subcategory(s) of interest. Leave this i - : oy
Shelf Stable Candy ~ L ' ) ! free" or “peanut free” are NOT cansidered Shelf stable Candy at "All” if you want to view data for > Tip: You can rank any of these columns in category with the selected attribute. i
0% ( d eauivalents. the Total selected Department 0% this table. E.g. You could rank it on “Gap” to e 0% il
S see where your brand is most differentiated
3% 0% | -34 Top Brands Brand§  Att§  Brand ) Select the company or brand you want to Jif-.  33% vs. the rest of the category. Or you could 34 Top Brands BrandS  Att$  Brand
Tonys Chocolonely ™ 12% % -8 with (K shrof Ats(K) Tonys Chocolonely see attribute prevalence for (affects the 2 rank it on § Share Pt Chg to see which 4% 8 with (K) Shrof Att$ (K)
% as% a3 Attribute Brand columns "xBrand”, "Brand” and "Gap"). attributes are growing the fastest 5 89% 83 Attribute Brand <
. o - — % T tion - Pal $1¢ 4 0 4 Yumearth 10558  99%  $10.419
e e % o Yumearth 510558 99%  $10418 B Certifications You can select from all SPINS f° 5 . e ¥ e e $ 54
O Dict Frendly % 0% -1 Enjoy Life §1423  100%  $1422 T3 Diet Friendly ‘Attiibute Families here. sa 0% 1 Enjoy Life $1423 0% 1422
(ngredients: Allergens & Sensitivities 3 0% -1 Free28 $1,126  100%  $1,126 e ation % 0% Free2B $1126  100% $1126 8
[J ingredients: Concerns " C Surf Sweets $1.319  76%  $997 [ Ingredients: Concers it Based Foods 0% 0% Surf Sweets $1319  76%  $997
(] Ingredients: Sweeteners New o Undercover..  $572  44%  $252 [ Ingredients: Sweeteners cycled 0% s New 09 Undercover..  $572  44%  $252
[ Ingredients: Wellness Benefic Pascha s210 s1% 3119 [ Wellness At Drciect - Glunh: 0 B 0% Pascha $210  s7% 119
. ' on- o When an attribute’s § share difference between the Brand and rest of category is bigger than 10 §
B Label Claims dation - Pal. 0% Label Claims "
[ NFP: Calories werld - Anim. Top Items with Attribute NFP: Calories points, we consider that a significant difference in assortment. 0% Top Items with Attribute [
L] NFP: Rber indation - Pal. e Yum Earth Fruit Snacks Og 0.7 0z (5 Pi) = N: ;"’”’ A differentiator means your brand has significantly more of that attribute than the rest of the ¥ Y . Yum Earth Fruit Snacks Og 0.7 Oz (5 PK) |
::E z'i“': B Yumearth Assorted Fruit Pops 20pc+ Og 4.2 . :rp' S::\‘::ed - category (are you marketing that uniqueness to consumers & retailers?) Yumearth Assorted Fruit Pops 20pc+ Og 4.2
: Saturated Fal J NFP: :
O ; i Enjoy Life Boom Choco Ricemilk Crunch 1.12..
NFP: Sodium Enjoy Life Baom Chec Ricemilk Crunch 1.12... odium A gap means your brand has significantly less of that attribute than the rest of the category (is this e |
[ NFP: Sugar Yumearth Chewy Candy Bites Og Soz ] NFP: Sugar an attribute your brand should consider innovating in — especially if that attribute is growing?) umearth Chewy Candy Bites Og Soz |
Positioning: Brand Yumearth Candy Canes Og 10 Ct (] Positioning: Brand This is the size and trend of the TOTAL  fanes Og 10 Ct
O Positoning: Functional Ingredient Ssales % Vumearth Licorice Strawberry Og 5 0z ] Positioning: Functional Ingredient Ssales % Universe youve sclected For eample, Lets - [tawberry Og 5 Oz
[ Positioning: Health Focus ™ chg Yumearth Licorice Pomegranate Og 5 Oz ] Positioning: Health Focus ™)  chg cmegoyr; = Milk This would be the total § sizs FCC9/a8t20g 50z
] Positioning: Intemational k  Differentiator (Brand >10pts vs. All Other Brands) - [ positioning: International % Differentiator (Brand >10pts vs. All Other Brands) 2 of the Milk category in the MULO Channel,
01 Product Animal Type O Gap (Brand <10pts vs. All Other Brands) Total Selected Universe | $399 ot SPING POS Dot 52 Wk Encing & [ Product: Animal Type Gap (Brand <10pts vs. All Other Brands) Total Selected Universe | $399 and its % change vs. year 3o S s
[J Product: Flavor — o S [ Product: Flavor E
User can click anywhere to close info pane.
\
4709 . . :
SO Copyright © 2028 SPINS LLC. All Rights Reserved.
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AttLab has built-in training to empower users to learn as

SPINS AttLab

Prevalence and Trend

Category Landscape

Brand Compare

Category Landscape Filters: Natural > Grocery > Shelf Stable Candy > All Subcategories

Channel Differences

Attribute §
Share
Natural v
Label Claims
Labeled Non-Gr
Al S Labeled Glut
Labeled Organic
a
Grocery v Labeled Vegan 20%
| Labeled Allergen Friendly 4% |
abeled Grain Free 1%
Shelf Stable Candy ~ 1%
0%
Tonys Chocolonely ~ N

B Certifications
[ Diet Friendly
Ingredients: Allergens & Sensitivities
Ingradients: Concerns
Ingredients: Sweeteners
Ingredients: Wellness Benefit
B Lsbel Claims
] NFP: Calories

NFP: Fiber

NFP: Protein

NFP: Saturated Fat

NFP: Sodium
[ NFP: Sugar
Positioning: Brand
Positioning: Functional Ingredient
[ Positioning: Health Focus
Positioning: International
Product: Animal Type
Product: Flavor

d - Anim.
undation - Pal...

Differentiator (Brand >10pts vs. All Other Brands)
Gap (Brand <10pts vs. All Other Brands)

Attribute §
Share Point
Chg

Total Selected Universe

Att§
Sales
™)

$ Sales
LM
$399

ats
%
Chg

$%
Chg

Innovation

Excl
Brand

Brand

Cross-Cat

Attributs

ompare

The “?’ button on each dashboard takes the
user to a page in the report that answers
Frequently Asked Questions

Attribute Facts

abeled Allergen Friendly

Attribute Family: Label Claims

ep Dive

Definition: Identifies products in select
categories with a label claim of or equivalent
10 “Allergen Friendly.” While this type of claim
or its equivalents are typically associated with
products free of the Major 9 Allergens, that is
not always the case. Label claims stating the
absence of individual allergens such as “soy
free” or “peanut free” are NOT considered

equivalents.
Top Brands
with
Attribute
Yumearth
Enjoy Life
Free2B

Surf Sweets

Undercover ...

Pascha

Brand§ At S

(K

§10,558
$1,423
$1,126
$1.319
§572
$210

Top Items with Attribute
Yum Earth Fruit Snacks Og 0.7 Oz (5 Pk)
Yumearth Assorted Fruit Pops 20pc+ Og 4.2
Enjoy Life Boem Choco Ricemilk Crunch 1.12...

Yumearth Chewy Candy Bites Og 5oz

Shr of
Brand
95%
100%
100%
76%
4%
57%

Yumearth Candy Canes Og 10 Ct
Yumearth Licorice Strawberry Og 5 Oz
Yumearth Licorice Pomegranate Og 5 Oz

Brand
Ates (k)

$10419

§1422

§1,126
3997
$252
$119

ding 8,

# SPINS AttLab

Frequently Asked Questions

$ Share in this report refers to an Attribute’s $ share of a category,
subcategory, or brand. For example, if a brand has 3 items, and
each item sold $100in L52, and 1 of those items is ‘Labeled
Gluten Free', and the other 2 items are ‘Not Labeled Gluten Free’,
then the ‘Labeled Gluten Free' $ Share for that brand is 33%.

For a detailed illustration of $ Share,

Great question! AttLab beta will only contain $, but we agree that
TOPs could be of added value, and therefore are exploring it as a
future enhancement

Reason 1: This report does not include Private Label, as Private
Label attribute availability varies due to retailer restrictions and
protections. UPCs are often “masked” (we don’t know the actual
UPC as it’s hidden from us), making it near impossible to assign
even a subsetof our 300+ attributes.

Reason 2: Even some branded UPCs can be “masked” based on
retailer restrictions. While this is rarer, it can lead to discrepancies
between a Brand's $ Sales pulled at the Brand level vs. UPC level.
This is because the masked UPC sales do get included in the Brand
roll-up (the retailer is okay with reporting it out that way), even
though they aren't available broken out by individual UPC

they go

Not all attributes are available in all subcategories. SPINS Product

Intelligence uses a combination of scalability, relevancy,
y, and coverage when

availability per subcategory.

attribute

For more information, contact your SPINS Customer Success
Manager.

(e.g. My brand is 100% Labeled Gluten Free, but the
report is only showing 95%)
This could mean that one or several items are miscoded. Please

contact your SPINS Customer Success Manager alerting them, and
they will submit a ticket to get it corrected.

There are a few reasons this could be the case:

Reason 1: You're on a dashboard like “Category Landscape” where
attributes with <1% $ share are hidden. Click on the “Product
Coding Notes” button in bottom right of dashboard to learn more

Reason 2: The attribute isn't coded for the specific category/subcat
you're looking at (see FAQ above)
Reason 3: SPINS does not code that attribute yet at all. If you think

this is the case, and you have an attribute you'd like to see, contact
your SPINS Customer Success Manager

Click here to learn about SPINS Attribute Types

The fastest way: Brands submit product images to SPINS via
our whenever a new item is launched or an item's
label is changed. This ensures items are accurately and robustly
coded as s0on as possible based on the most up to date product
label information

For more information on this process,

Can I export data into Excel? Powerpoint?

Excel: Yes! When looking at an individual visualization (e.g. a table),
you can hoverin the top right and click on the *..."” (“More Options”)
then select “Export Data”

PowerPoint: Yes! You can either screenshot a visual, or at the top
of the page click “Export” “PowerPoint” - Embed an image.

What does “beta” mean in this case?

This s our first version of this product. Over time, it will be iterated
upon and scaled to be available alongside your other SPINS tools (
Satori, Destini, Pinto, etc.). As a beta client, you will be informed in
advance of a transition to the scalable version of this solution.

here. Who do I reach

a question not answerec

to for support?

Please contact your SPINS Customer Success Manager

User can click back button to return to the
previous page they were on, or can go Home
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I Shelf Stable Baking Mix & Ingredients & Flour

Life Is What You Bake It

47%

of US adults bake regularly
with

doing so _
80 o 19°/ s
/O scratch 0 Mixes
(o) 8 8 B 6 V4

B = N O/
- nits , ;”r
!r\f;m ’ v:;:hg ! (2 - O o

Dols % Chg. B UnitsITDP % Category Sales Category Growth
Yago QT:J Chg. Yago MULO Dols, % Chg, YAGO
.!-.RF"*'-}_E Chg,
fago

Ve N ®
"‘,:l;"' SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.

Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | MULO | AllDepartments > Shelf Stable Baking Mix & Ingredients & Flour > AllSubcategories
Source: Mintel US Baking and Mixes Market Re port



. Shelf Stable Baking Mix & Ingredients & Flour gé{&):

Baking Ingredients

f 7% in Sales, bringingin$ 4.7 B

Top Brand Top Growing Brand Top Declining Brand
(Latest 52 Sales) (Positive Sales Change) (Negative Sales Change)
ﬁe_;ig‘\ ‘;5-'\«\‘
NIDO

$433.4M $70.0M $799M

Up +9% $ Up +28% $ Down -35% $
Down -1% U Up +19% U Down -35% U

£ N SPINS) Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | MULO | AllDepartments > Shelf Stable Baking Mix & Ingredients & Flour > All Subcategories
’4(



I Shelf Stable Baking Mix & Ingredients & Flour

Baking Mixes

f 2% in Sales, bringingin$1.9B

Top Brand

(Latest 52 Sales)

Gk,

$563.6 M
Down -0.4% $
Down -3% U

o) . : !
& ',;( SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.

Top Growing Brand

(Positive Sales Change)

5
MISS JO&N ES

$5.3M
Up +106% $
Up -182% U

Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | MULO | AllDepartments > Shelf Stable Baking Mix & Ingredients & Flour > All Subcategories

Top Declining Brand

(Negative Sales Change)

$8.0M
Down -6% $
Down-11% U



. Shelf Stable Baking Mix & Ingredients & Flour g@‘

Flours

f 13% in Sales, bringing in $ 1.5 B

Top Brand Top Growing Brand Top Declining Brand

(Latest 52 Sales) (Positive Sales Change) (Negative Sales Change)

$229.7M $343M $109M
Up +21% $ Up +52% $ Down -7% $
Up +15% U Up +48% U Down -3% U

PN B , Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | MULO | AllDepartments > Shelf Stable Baking Mix & Ingredients & Flour > All Subcategories
& ;’« SPINS Copyright © 2024 SPINS LLC. All Rights Reserved. . . - . °



. Shelf Stable Baking Mix & Ingredients & Flour @:f';}

Pancake & Waffle Mixes

f 5% in Sales, bringing in $ 654.6 M

Top Brand Top Growing Brand Top Declining Brand

(Latest 52 Sales) (Positive Sales Change) (Negative Sales Change)

e Sim
ple .
PeCompany i CoMPLETE
$138.0M $4.1M $1.6M
Down -4% $ Up +63% $ Down -48% $
Down -13% U Up +64% U Down -50% U

PN o Source: SPINSPOS Data 52 Weeks Ending 06/16/2024 | MULO | AllDepartments > Shelf Stable Baking Mix & Ingredients & Flour > All Subcategories
& ;;‘« SPINS Copyright © 2024 SPINS LLC. All Rights Reserved. : - - °



Surge In Sensitivities: Food Allergies Are On The Rise

Statistics Shed Light on the
Impact of Food Allergies

Food Allergies Are Growing In Both
U.S. Adults & Children

8% of children (approx. 6M) under 18 have food allergies
Most common are peanut (2.2%), milk (1.9%),
shellfish (1.3%) and tree nut (1.2%)
= Of children with food allergies, 40% are allergic
to multiple foods

11% of adults (at least 26M) have food allergies

16 foods are responsible for over 90% of food allergies

DAIRY NUTS SOYBEAM

_‘: SPINS  copyright ©2024 SPINS LLC. Al Rights Rese ved.

18%

of Americans say the presence of
allergens in food is their most
important food safety concern

200/0

of SS Baking Mix & Ingredients & Flour
sales inMULO + Natural are ‘Major 9
Allergen Free’, which had grown +0.7 pts
(up from 9% of sales YA).



Concerns Over Food Safety: Seeking Clean Products

Overall confidence in the safety of the U.S. food supply is down
significantly in 2024 with 62% saying they are confident in the
safety of the U.S. food supply vs. 70% in 2023

35% 30% 57%

of Americans say having food of Americans say food additives of SS Baking Mix & Ingredients & Flour
labeled as having No Artificial and ingredients is their most sales inMULO + Natural are ‘Vital Clear,
Ingredients / Colors inform them of important food safety concern whichhad grown+2.2 pts (up from 9% of
the safety of their food sales YA).

Source: International Food Information Council. 2024 Food & Health Survey. June 20, 2024. https://foodinsight.org/2024 -foodhealth-survey/
Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | Grocery > Shelf Stable Baking Mix & Ingredients & Flour > All Subcategories

>
5 SPINS’ copyright ©2024 SPINS LLC. All Rights Reseved.
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