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Connecting Shopper Values
to Product Innovation

SPINS helps find products that match their
preferences by helping:

get the right assortment on their shelves
innovate and tell their story

better serve their customers

¢4 SPINS'



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)



SPINS Expansive Network

PROPRIETARY RETAIL CHANNELS AND PARTNERSHIPS

Proprietary to SPINS Brand-Market Fit

Regional & Independent Grocery BUS\EHS T Harding; PYRAMID 90+
Natural Grocery sl Farms it SPROUTS 135+
Vitamins & Supplements e vn'XSHopPE WORLD" PHARMACA “TheHEALTHY PLACE 6+

™ B ar
eCommerce amazon THRIVe hive (gf{tg]m‘": 7+
SPINS Pet Channel
Pet PETSMART petco © CHOICE PET PetPecple 20+
In partnership with IRI
Conventional ® TARGET roger YCVS Wawa 84+

47,80 ®
&2 SPINS” copyright © 2024 SPINS LLC. All Rights Reserved.
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|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

=,
‘:_':’ SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.



We empower the community to interact and transact

with efficiency, transparency, and trust.

BRANDS INVESTMENT INGREDIENT RETAILERS
& VC SUPPLIERS
VPO, A & ° o SPROUTS GROCERYOUTLET
O™ ™=» Sz “pEPSICO OU1] Krd er
° o
1LL)
”9%%7 “ 3uja ALl THE LANGUAGE OF amazon + MORE
= CPG INTELLIGENCE
o °
_ ®
:::m::: L“ﬁﬂ?pe Naturally EFORTUN”E AL PRESENCE i-“ KeHE
MISSION-ALIGNED NGa e MEDIA & UNFL %+ wore BROKERS &

PARTNERS TECHNOLOGY e DISTRIBUTORS



Top Reason for Limiting or Avoiding Sugars: Improve Diet

Followed by avoiding gaining weight and preventing a future health condition, which greatly
increased in importance from previous years (35% last 2 years, up to 42%)

More than 3 10
3 in4 6 in 10 ttl'n hack
Americans are are cutting back on are cutting back on
. . both added and
limiting or avoiding added sugars.
natural sugars.
sugars.
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not
Top Reason for Limiting or Avoiding Sugars:

Liking Sweet Tasting Foods & Drinks

Followed by avoiding gaining weight and preventing a future health condition, which greatly
increased in importance from previous years (35% last 2 years, up to 42%)

The top 2 reasons

3in10 for preferring 15%

. sugar over other sald sugar is in too
Americans prefer
. types of many
sugars as their ,
cweetenar sweeteners: food/beverages to
' Natural Origin & avoid.
Taste.

>,
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The Sweet Life:
Taste Remains the Top Purchase Driver

Food and Beverage Purchase Drivers Over Time
(% reporting impact of 4 or 5 out of a 5-point scale)

L00%  --nmmmmmmmm e o oo e s e e e e e e
90%
Taste
80%
T0%
60% Healthfulness
0
Convenience #
50%
A400%
Environmental
30% Sustainability*
D0% --mrmermrenanes e e e s
10% =rmmmrememsremsmren e e e s
0%

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

24 Food & Health Survey. June 20,2024. htt /food g 24-foodhealth-s

SPINS Copyright © 2024 SPINS LLC. Al Rights Rese rved. Source: International Food Information Counci




Avoidance of Sugars Seen In Diet Trends

$250,000 43
+3% /0
$200,000
of American adults follow
S a specific diet
> $150,000
(0]
- 2%  +2% 439  +1%
& $100,000
$50,000
+1% 8%
$0 of Americans millennials
\@0 @%Q & R X & follow a specific diet
\\O\' ‘«{00 Q %Q \2\6,0
N E-}{\,Q ® Q}(x
N R¥

Source: International Food Information Council. 2024 Food & Health Survey. June 20, 2024. https

Zy Source: SPINSPOSData 52 W
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Natural Sweeteners Winning in Performance Nutrition

Artificially Sweetened items are not able to compete with items sweetened by Natural
Sweeteners, Natural Low-Calorie Sweeteners, and/or Only Naturally Sweeteners.

Attribute Share Point Change

8.3 8.3
7.8
2.4
; O : 2 r
-2.9
-5.3
Sugars Natural Only Naturally  Natural Low Sugar Alcohols Artificial Unsweetened
Sweeteners Sweetened Calorie Sweeteners
Sweeteners

Attribute Sales % Change

47% 48%
43%
31%
7%
1% 1%
Sugars Natural Only Naturally Natural Low  Sugar Alcohols Artificial Unsweetened
Sweeteners Sweetened Calorie Sweeteners

Sweeteners

>,
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Source: SPINSPOS Data 52 Weeks Ending 06/16/2024 | Groce efrigerated, Frozen, Vita



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
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o Attribute Insights | Product Intelligence (é%;@‘é
SPINS Ingredient — Sweeteners Coding ( Attribute Values, 38)
Artificial & Controversial Natural Sweeteners Sugar Alcohols
INGREDIENT - HYDROGENATED STARCH
INGREDIENT - ACESULFAME K INGREDIENT - AGAVE NECTAR INGREDIENT - HONEY HYDROLYSATE

INGREDIENT - ARTIFICIAL SWEETENERS
INGREDIENT - ASPARTAME

INGREDIENT - CORN SYRUP

INGREDIENT - HIGH FRUCTOSE CORN
SYRUP

INGREDIENT - NEOTAME
INGREDIENT - SACCAHRIN
INGREDIENT - SUCRALOSE

INGREDIENT - SUGARS

INGREDIENT - UNSWEETENED

©4 SPINS

INGREDIENT - ALLULOSE

INGREDIENT - BLACKSTRAP MOLASSES

INGREDIENT - BROWN RICE SYRUP

INGREDIENT - CANE SUGAR

INGREDIENT - CHICORY

INGREDIENT - COCONUT SUGAR

INGREDIENT - DATE SUGAR

INGREDIENT - FRUIT JUICE
CONCENTRATE

INGREDIENT - LUCUMA SWEETENER

INGREDIENT - MAPLE SYRUP

INGREDIENT - MONKFRUIT

INGREDIENT - NATURAL LOW CALORIE
SWEETENERS

INGREDIENT - NATURAL SWEETENERS

INGREDIENT - ONLY NATURALLY
SWEETENED

INGREDIENT - SORGHUM SYRUP

INGREDIENT - STEVIA

INGREDIENT - YACON SWEETENER

INGREDIENT - ISOMALT

INGREDIENT - LACTITOL

INGREDIENT - MALTITOL

INGREDIENT - SUGAR ALC ERYTHRITOL

INGREDIENT - SUGAR ALC MANNITOL

INGREDIENT - SUGAR ALC SORBITOL

INGREDIENT - SUGAR ALC XYLITOL

INGREDIENT - SUGAR ALCOHOLS
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Category Landscape Brand Compare Innovation Cross-Cat Compare Brand Deep Dive

Category I.andscape Filters: MULOC/Matural/Pet » TPL » All Departments » Shelf Stable Sweeteners » All Subcategories ® Dollars
0 0 . Units

Ident|fy Wh |Ch attl’lb UteS are Attribute Attribute Att Att ARP ARP %

MULOC/Natural/Pet

) Share Share Point Sales Sales Chg Attribute Facts
All 4 . Chg (M) % Chg
most Valuable tO Consumers and Ingredients: Sweeteners X
. ff . Natural Sweeteners 97% Example: 22% of SS Sweetener Ingredients: Sweeteners
b d d Al ~ s or
Suga 9% . e d h
are brand difterentiators, to SolsinMULO+ ourmlbave [ 7SS
. . ° i — o - n
H 224 3 ] q ’ i ybees. This attribute does not
O pt I m |Ze yo U r mar ketl ng. Shelf Stable Sweeteners v .:::fi - 199 honey asthe sweetener, which or ingredients which contain
Corm Syrup 14% hasgrown +1.3pts (Up 11%in such as natural or artificial
Matural L 12%
Plus, demonstrate your data- ) piet Friendly prifcia Snesteners salesvs last year).
=) Ingredients High Fructose Comn Syrup 10%
1 H ’ [] Ingredients: Allergens aar Alcohol
driven expertise on the category’s [ ngrecints:Clean Label St Aloshale fop Brandswhth | Brand | Brand
. O Ingredl_ents: FfUl_tS. Veg, Legu... Sugar Ale Erythritol Attribute Share of Att Sales
attribute trends and your brand ) ingredintsi Grans Bl PR
[] Ingredients: Herbs & Spices Sucralose 6% \ature Nt hd = 130
H Q [7] Ingredients: Nuts & Seeds S - ature Nates 2
advantages in your retailer sell- Dl e e Pt Aspartame 2% LocalFive N s
O Ingredients: Spaatanans Monikduit 2% Golden Blossom 8% $49
B 294 -
stories. O L:aIbIeTgCr\:T’rfsn:C\: Rank by Attribute prevalence or Trend, 2% '\-ilsig:rl-:;?rlie:ney Zi
[J Nutrient Content . . 2% 344 Pure N Simple 4%
] Nutrition Facts pa 10 S€€ Which attributes are “table 1% a1
; Positiorir}g stakes” in your category, and whichare Wj 316 Top ltems with Attribute
L sl e & comi i 314 Nature Nates Raw Honey 32 Oz
up & coming. C: ‘_‘_" Nature Mates Regular Honey Liquid Og 160z
T C: : Pure N Simple 100% Pure Honey 80 Oz
f“_”'”_clse C: : Nrnts Reg Hny Lig 5s 400z
_I]?l_tllflm T E: :‘ P Nature Mates Reg Honey Liquid Og 320z
Sales Sales Nature Mates Pure Raw Unfiltered Honey 160z
s s Mikes Hot Honev Chili Infused Honev 12 Oz

) ) : Source: SPINS POS Data 52 Weeks Ending 06/16/2024 | Groc > Shelf Stable Baking Mix & Ingredients & Flour > All Subca
SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.




u Product Intelligence — SPINS AttLab 5

[ ] “4 SPINS x4+
6 9 C s Search Google or type a URL f} ’ []
SPINS AttLab | Category Landscape Brand Compare Innovation t Compare Brand Deep Dive
Brand Compare Filters: MULOC/Natural/Pet » TEL > Vitamins & Supplements > Performance Nutrition » All Subcategaries :?: Dollars
MULOC/Matural/Pet e 2 Units
. Select Brands Sales Sales 0 N
With Brand Compare, benchmark Using CTRL % -
’ Al o button Chg Cure Hydration  Hydroxycut Liquid 1'V Nuun Propel Ultima
[al - .
Replenish
Liquid 1 V $450496111  52% plenisher

your brand vs. key competitors to

$80,722,834 27% Ingredients: Sweeteners

3 . ) ) 4 Stevia 0% 100% 100% 0%
identify product advantages and Muliple slections = Cone Suger o e 0 o
Allulose 0% 12% 0% 0%
ga pS 549641941 63% Corn Syrup % 4% 0% 0% 13%
* Performance Nutrition ~ Hydroxycut $48717698  -12% Fruit Juice Concentrate 13% 4% 0%, n%, %
Nuun $§32050643 2% Monkfruit 100% 4% 0% ) ) )
Optimum Nutrition 1% Quickly generatea brand “tear apart” to
] Diet Friendly Drip Drop i .
® Ingredients. e ) illustrate youradvantages to retailers.
. Ingredients: Allergens |Uttima Replenisher 25%

Ingredients: Clean Label
Ingredients: Fruits, Veg, Legu..
Ingredients: Grains
Ingredients: Herbs & Spices
Ingredients: Nuts & Seeds
Ingredients: Protein
Ingredients: Sweeteners

View all brands in your category,

then selectyour competitive set of
' brands.

Ll La
] Mutrient Content
] Mutrition Facts Pane
| P Calories (c.
Fiber (g)
Protein (g)

__| MFP; Saturated Fat (g)

) . 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.




SPINS Copyright

Product Intelligence — SPINS AttLab

Each month, identify which
attributes are driving the latest
product launches, to inform your
innovation pipeline and stay
ahead of the competition.

2024 SPINS LLC. All Rights Reserved.
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s Search Google or type a URL

SPINS AttLab

Innovative Attributes Filters: v ULOC/Natural/Pet » TPL » All Departments » Shelf Stable Sweeteners = All Subcategories

Category Landscape

MULOC/Natural/Pet N
Attribute
All aod
Maple Syrup
Al o Cane Sugar
Honey
only Maturally Sweetened
Sugars
Shelf Stable Sweeteners ~ Natural Swesteners
Monkfruit
Stevia
All v ow Calorie Sweeteners
] Diet Friendly
@ Ingredients

Label Claims & Certifications
[ Label Claims & Certifications

= ! Sucralose
- _DIEFS.. Li EStY|ES_3|&fA”9f99”5 Artificial Sweeteners
= a
_r‘wl_rcnment Welfare Aspartame
[] social welfare i
Saccharin

MNutrient Content
Mutrition Facts Panel
Positioning

Product Facts

Brand Compare

Innovation % of % of
Index New  Existing
Item$ ltem §

Identify attributes driving innovation.

Innovation Cross-Cat Compare Brand Deep Dive

® Dollars
Units

. . al

Narrow your analysis down to only NEW items. R
7

In this example, 466 Shelf Stable Sweetener items "
launched in the last 52 weeks. i
> -
Water Bottles & Filtration 21% 453 2,208
Energy & Sports Drinks 16% 773 4,708
Performance Mutrition 16% 577 3,567

In this example, ‘Maple Syrup’is showing up in Shelf Stable Sweeteners, with 26% of new Shelf Stable

Sweeteners have ‘Maple Syrup’ as an ingredient, compared to only 6% of existing Shelf Stable

Sweetener item sales.

Selectan attribute to learn which items were launched with this attribute.

In this example, ‘Sapjack Grade A Robust Vermont’ is the top NEW Shelf Stable

Sweetener item launched in L52 that has ‘Maple Syrup’ as aningredient.

Source: SPINS POS Data

Sapjack Grade A Dark Robust Vermont Og 8 Oz 08-35577-10609
Sapjack Grade A Dark Robust Verment Og 12 Oz 08-55577-10617
Sapjack Grade A Amber Maple Syrup Og 12 Oz 08-55577-10615
Highland Sugarworks Pure Maple Syrup 12 Oz 07-40537-02230
Highland Sugarworks 16 Oz 07-40537-05220

08-74231-11012
00-30576-11018
08-57158-00632
06-13078-16012
08-63961-00031

+Impf1 Mpl Syrp Ss 12.50z

Andersons Pure Mpl Syrup Grde A Dk Gl Og 160z
Runamaek Tea Pairing Maple Syrup Og 2 Oz (4pk)
Tree Brand Maple Syrup 16.9 Oz

Tree Hive Honey Maple Syrup 17.5 Oz

n, Vitamins & Supplements > All Categories >All Subcategor
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« = C G Search Google or type a URL & * -

Brand Compare Innovation Cross-Cat Compare Brand Deep Dive

Select 1 attribute of interest,
Cross-Category Compare Filters: MULOC/Natural/Pet » TPL » All Depar @ Dollars

Select TOTAL STORE, or filter then view its prevalence and Units

Monitor attribute trends growth basedon certain departments, e attribute Facts
across total store, to identify e S M M oGS Wehg| Abut: s S

~ trend across ALLsubcategories.

5 .. % Chg Attribute Family: Ingredients: Sweeteners
-
your brand’s tOp Ooppo rtunities for Al v Total §736,002 $293.863 40% 05 1% 0% _ _
. . | Perfarmance Nutrition $771 61% 7.8 - 250 439 Definition: Identifies products containing
= pathic Medici $745 489 added natural sweetener ingradients. Calonic
ad J ace nt Cat ego ry eX pa n S I O n . - " :I.E;Teertf;i &]'veril,;j;ns ., and reduced CE|VD\'I-E sweeteners in addition to
. r'f“hﬂt :’"Iﬂ:|a Rair\j“clc_ﬁle;“JJt’it\c-r . 2ll sugar alcohols and fruit juice concentrates
o r;'.ecl ,J;esu o are included. This attribute does not identify

ingredients that contain naturally occurring

Example' This selected sugars such as blueberries, sweet potatoes, or
: milk. Hinh Fructose Corn Svrun is not

Stable Rice Cakes
tefrigerated Pasta & Pizza Sauces
Wellness Bars & Gels

] Diet Friendly Shel
™ Ingredients Re
[] Ingredients: Allergens

O Ingredients: Clean Label If Stable Entrees & Mixes attribute we can see here Top Brands with Brand  Brand
O Ingredients: Fruits, Veg, Legu.. If Stable Desserts & Dessert Toppi... it's growing across Total Attribute Share  Att Sales
O Ingredients: Grains Probiotics & Digestive Aids of Att (M)
[] Ingredients: Herbs & Spices _ = N Food & Be I hd

el Frozen Meat Poultry & Seafood 00! Vv as well. -
[ Ingredients: Nuts & Seeds rozen Iest Feultry & 52 ,Cc Liquid IV 75% 5487
0O e If Stable Drink Mixes & Concentra... Propel 595 535
Inaredients: S\”e;tenms If Stable Nut & Seed Butters LR 59 $34
- = S = R |
[ ingredients: wellness - | Care — Drip Drop 3% 523
Label Claims & Certifications =her Stable Sweeteners Ultima Replenisher 3% $19
Mutrient Content Shelf Stable Coffee & Hot Cocoa olly 204 14

Mutrition Facts Panel .
Positioning See more detail for a selected subcategory. Top Items with Attribute

Product Facts

Liguid |1 V Lmn Lim Hydratin Mix 0.5600z(30pk)
Liguid 1 v Lmn Lime Hydrtn Mltplr .580z (6pk)
Example: Whatare the top ‘Performance Nutrition’ items thatare Liguid | V Lmn Lme Hydrtn MItpr .56 Oz (10pk)
Liguid | V Lemeon Lm Hdrtn Mlitplr .560z (15pk)
Liguid |V Strwbrry Hydrtn Mitplr 560z (6pk)
Pronal Rerry Water Powder 0807 (10nk)

sweetened with ‘natural sweeteners'’?

rozen Entrees

) . Source: SPINSPOS Data 52 V Ending 06/16/2024 | All Departmen Categori [lSubcategories
SPINS Copyright © 2024 SPINS LLC. All Rights Reserved.




Product Intelligence — SPINS AttLab

Dive even further into one
specific attribute, to see which
brands are the top players, and
which brands are driving the
attributes growth.

SPINS Copyright

2024 SPINS LLC. All Rights Reserved.

& SPINS

[ ]
&« > C G Search Google or type a URL

MULOC/Natural/Pet A
All N
Multiple selections ~
Performance Mutrition e

] Diet Friendly

@ Ingredients

Ingredients: Allergens
Ingredients: Clean Label
Ingredients: Fruits, Veg, Legu...
Ingredients: Grains
Ingredients: Herbs & Spices
Ingredients: Muts & Seeds
Ingredients: Protein
Ingredients: Sweeteners

[ artificial Sweeteners

B nNatural Low Calorie Swee...
B natural Sweeteners

[ sugar Alcohols

[] sweeteners Overview
[ Ingredients: Wellness

Label Claims & Certifications
Nutrient Content

Nutrition Facts Panel

[ NFP: Calories {cal)

] NFP: Fiber (g)

] NFP: Protein (g)

"1 MFP: Saturated Fat i)

EOOCOO0O0

Category Landscape Brand Compare

Cross-Cat Brand Deep Dive

Select 1 attribute of interest, then

Brand Deep Dive Filters: MULOC/Natural/Pet » TPL » Vitamins & Supplements

Total Performance Nutrition

Total Attribute
Sales (000)

Total Attribute
Sales % Chg

# of Brands
with Attribute

Top Brand
(Latest 52 Sales)

(Pos Sales Chg)

Top Decliner
(Neg Sales Chg)

® Dollars

seeindetail which brands are Units

All A

Brands with Attribute Share of Sales

Sales Sales Chg % of Att Fair Share

driving that attribute’s growth.

AttShr  PtChg

. Att (000) % Chg (000) Growth Index of Brand
1,292,363 Liquid | V - $1,143,706 $432 407 - 107 12% 0.0
MNuun 4% 09 - 72
499, Ultimz Replenisher 1% 7%
Propel 156 1%
435 Cure Hydration ! e
Hydroxycut Selecta brand to see other attributes in the same
Liquid |V Vitzfusion family.
Trace Mineral Research
Ryse
Vital Proteins . In this example, 87% of Liquid IV products have
Real Ketanes 0% 52,714 ‘canesugar.

Waterdrop

Top 10 Please select an attribute. items for Liquid | V:

Liquid | ¥ Lmn Lim Hydratin Mix 0.5600z(30pk)
Liquid | ¥ Lmn Lime Hydritn Mltplr .560z (6pk)
Liquid | ¥ Lmn Lme Hydrtn Mltpr .56 Oz (10pk)
Liquid | ¥ Lemon Lm Hdrtn Mltplr 560z {15pk)
Liquid | ¥ Strwbrry Hydrtn Mltplr 560z (6pk)
Liquid | ¥ Strwbrry Hydrtn MItplr .560z(15pk)
Fieniiel 1w Ben Brt Hudrtn kltne S8 O (AR

Source: SPINSPOSData 52 Ending O

024 | All Departments >

0% 884

All Ingredients: Sweeteners values  Att § Shr Pt Chg

forLiquid | V: of Brand

Steviz 100%

Cane Sugar 87% -12.3
Allulose 12% 124

Shelf Stable Fruit Spread




2 SPINS AttLab Category Landscape Brand Compare

Consumers have more choices

MULOC/Natural/Pet

than ever before in products I T

p All v Chg (M) % Chg
they purchase to meet their
y p Sugars 41% o4 R $302,177 $3.94
All h Natural Swesteners 40% o5 R 293,863 33.96
. . . Only Naturally Sweetenad 33% 04 R 3245035 53,98
I n I VI u a e a t go a S Unsweetened 24% 177,591 2419
’ All ~ Artificial Sweeteners 6% £45,118 23,99
° Matural Low Calorie Sweeteners 3% $24.428 24.25
l I fest le S a n d Va l u e S Att La b Sugar Alcohols 2% -0.1 | $15321  -1% 34,32
y 9 ° ] Diet Friendly Diet Friendly
Diet Friendly Pescatarian Diet 50% $369,203 $4.01
9 ° e 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 S ST B T e Plant Based Diet 31% $225.648 $3.96
et Keto Diet 26% $193,564 5434

I‘:ut_rt{tlorj Facts Panel FODMAP Diet 23% £168,050 54.32
ositioning whole 30 Diet 12% £89,608 $4.30

database at your fingertips,

Product Facts

R R 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
° 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

©4 SPINS



& SPINS' AttLab

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.



2 SPINS

Thank you!

For more information contact Jessica at
jherzog@spins.com
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Empowering the industry
with wellness-focused data technology

o D

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

> e
5 SPINS  copyright ©2024 SPINS LLC. All Rights Reserved.



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



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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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
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« SPINS o . oton
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* 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
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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
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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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Sweeteners Across The Entire Store

- Arifical &Controversial Natural Sweeteners Sugar Alcohols

Attribute Attribute Attribute
Share Att Sales Share Att Sales Share Att Sales
Attribute Value Name Attribute Share Point Chg Att Sales (M) % Chg Attribute Value Name Attribute Share Point Chg Att Sales (M) % Chg Attribute Value Name Attribute Share Point Chg Att Sales (M) % Chg
Sugars U $302,177 0% Natural Sweeteners 20%  -05 $293,863 0% Sugar Alcohols 2% -0.1 $15,321 -1%
Unsweetened I 2% 0.2 $177,591 2% Only Naturally Sweetened Bl -04 $245,035 0% Sugar Alc Sorbitol 1% W 0.0 $9,305 -2%
Corn Syrup L] 15% &4 -0.2 $108,544 -0% Cane Sugar 4% Ap 0.1 $31,413 4% Sugar Alc Erythritol 1% &) 0.0 $4,051 1%
High Fructose Corn Syrup . 7% ) 0.0 $54,282 1% Natural Low Calorie Sweeteners 3% lﬁ 0.1 $24,428 4% Sugar Alc Mannitol 0% * 0.0 $2,422 6%
Artificial Sweeteners L 6% 0.2 $45,118 5% FruitJuice Concentrate 3% & -0.1 $22,439 -1% Maltitol 0% 7 0.0 $2,381 -0%
Sucralose L] 4% &) 0.1 $26,897 3% Honey 2% &) 0.0 $15,805 -1% Sugar Alc Xylitol 0% A 0.0 $2,010 8%
Acesulfame K L 3% fh 0.2 $24,362 8% Stevia 1% A 0.1 $10,016 9% Hydrogenated Starch Hydrolysate 0% A 0.0 $1,051 9%
Aspartame ] 2% * 0.1 $16,203 8% Monkfruit 0% * 0.0 $3,052 11% Isomalt 0% & 0.0 $359 3%
Saccharin | 1% &) 0.0 $4,534 -5% Brown Rice Syrup 0% AP 0.0 $2,843 4% lactitol 0% & 0.0 $40 -16%
Neotame 0% & 0.0 $777 7% Maple Syrup 0% * 0.0 $1,818 11%
Agave Nectar 0% A 0.0 $1,383 28%
Coconut Sugar 0% #h 0.0 $1,031 19%
Allulose 0% #p 0.0 $954 25%
Date Sugar 0% A 0.0 $50 33%
Blackstrap Molasses 0% Ap 0.0 $50 3%
Lucuma Sweetener 0% A 0.0 $10 -11%
Sorghum Syrup 0% Ap 0.0 $4 -8%
Yacon Sweetener 0% A 0.0 $3 -5%

Source: International Food Information Council.2024 Food & Health Survey. June 20, 2024. https://foodinsig 2024 -foodhealth-sun

Copyright © 2024 SPINS LLC. All Rights Reserved.
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