2018 New Product Pacesetters

PRODUCT INNOVATION
AN L -4 L) -

L1 /)
Larry Levin
Executive Vice President, Market and Shopper Intelligence

\

January 16, 2020

. NEW PRODUCT
IRi PACESETTERS

Growth delivered.



Trip Shifts: C-store growth Is sparked by a strong increase in trips!
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CPG Dollar growth is just over 2.2% year on year at $5.1 billion, C-Store is driving
disproportionate year on year growth

Food 1.60%

C-Store

Multi=outlet

Total US 2.20%
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Food and Rest of the CPG Market are well under-delivering in their contribution to
Industry growth, C-Store is nearly 20% of dollars, but almost 30% of growth

Food

C-Store

Multi-outlet
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Fueli ng Conspumer's 0

Pace of Change 3

Influencing Innovation
A E-Commerce
A Brand stories
A Demographic shifts
A Self-care
A Transparency
A David and Goliath

IRi EE\(,:VEPSREC.)rE)rgg; E 2019 Information Resources Inc. (BRI).



Defining a Blockbuster Needs Financi al

|

200 of these
of these brands agLailQ\c/lesd
~13,000 made IRI 1001

NPP status
new brands were

launched in 2018
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New Product Pacesetters Criteria
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Big Companies Regain Majority of NPP Sales

Mid-sized companies are ceding ground to both small and large companies. Small companies continue to
make dollar sales gains along with increasing numbers among NPPs.

Company Size as % of Total New Product Sales
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Pacesetter Sales Reflect New Age of Consumer Interaction with Brands

Total annual Pacesetter dollar contributions have declined by nearly $3.4 billion since 2012.
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Food & Beverage Pacesetter sales tend to comprise 60% of total NPP dollars
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The Trend Continues: Blockbuster Products are Few & Far Between

Million

7% 5% 2%mM $100+

8% 4% W o0
$100

9% 4%

11% 4%

Note: Numbers may not add to 100% due to rounding
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Smaller-sized Launches Draw Limited Distribution To Match Demographic Targetsd not Being
ANEverything To Everyoneo!

m Average Quad 13 Distribution m Percent of F&B Pacesetter Dollars
UNDER $20M $20-$39.99M $40-$59.99M $60-$99.99M OVER $100M

FIRST YEAR PACESETTERS DOLLARS
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Hitting the Mark

Smart marketers know not only who the market is, but how

much of the market will potentially purchase a product.

Then, they forecast accordingly.
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CPG Food and Beverage Industry has seen a significant shifting of attributes

Source: April, 2019 IRl Consumer Survey
Q. Which of the following product characteristics do you associate with sustainability?
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~ _ What is your approach to new
Whoos Buying, and Why food and beverage products?

omm

“Eary Auic Adv:pare e X verfoadly:
(&iﬁ.ﬁ-ﬁ.ﬁ [bl@l.ﬁ]@h]@@}g = | am an early adopter; | like to have the latest and greatest

= | tend to take a wait and see approach with new products

= | generally don't purchase new products in this category
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X

~
Whoob6és Buyi ng,

Early adopters t
A be age 18-34

A have higher household income
A have kids in the household

A be more likely to have a dog as |

s

What is your approach to new
food and beverage products?

» | am an early adopter; | like to have the latest and greatest
| tend to take a wait and see approach with new products

| generally don't purchase new products in this category
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Rating for Attitude
Towards Food

My food and beverage choices have little
impact on how | feel throughout the day

New Product Total

Enthusiast Respondents

28% 62%

| prefer to purchase food and beverages that
are manufactured by small businesses

Avid Early
Adopter

Total
Respondents

19%

New Product
Enthusiast

25%

Avid Early
Adopter
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The food and beverages | consume play an
important role in supporting my health

Avid Early New Product Total
Adopter Enthusiast Respondents
70% 62%

| prefer to purchase food and beverages that
are manufactured by local companies

New Product Total

Enthusiast Respondents

40% 28%

Nutritional choices can help
keep me looking younger

Avid Early
Adopter

New Product Total

Enthusiast Respondents

64% 54%

| make a conscious effort to
follow a healthy eating plan

Avid Early
Adopter

New Product Total

Enthusiast Respondents

54% 47%

Eating well will improve my quality of life

Avid Early
Adopter

Total
Respondents

81%

New Product
Enthusiast

87%

Avid Early
Adopter

88%
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Product Attributes Driving Purchase

@E Avid'Early,
B B W Adopters
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Source: IRl 2019 New Product Survey
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The Power of Cauliflower

Targeting the Avid Early Adopter

CAULIPUVER >
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Activate Against CauliPower Target HHs
Represent 27% of Target HHs and 50% of Product Volume

A Skew: 36-65 yrs. of age
A Married with and without Kids present in HH
A Caucasian, with a strong Asian skew

A Upper Incomes & Attended College +
Graduate School
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Identifying the Top Markets for Avid Early Adopters

+ Winnipeg

Target Demo Ref Index

<=80

Gulf of ' 80 to 120

Mexico - Fabl

Havanax .
LB B

Mexico

>=120
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CAULIPTOWER €50

s

Target HH | Target Demo
Geography (000) Ref Index

BATON ROUGE LA

OKLAHOMA CITY OK

SALT LAKE CITY UT

WACO TEMPLE BRYAN TX

BIRMINGHAM (ANNISTON & TUSCALOOSA) AL

NASHVILLE TN

MEMPHIS TN

NEW ORLEANS LA

SAN ANTONIO TX

INDIANAPOLIS IN

HOUSTON TX

AUSTIN TX

KANSAS CITY MO

MINNEAPOLIS i ST. PAUL MN

FRESNOT VISALIA CA

DALLAS i FT.WORTH TX

E 2019 Information
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Top Mass Banners and Store Prioritization

CauliPower Target HHs CauliPower HHs Target HHs
Food Banners Target ACV > $500MM+ Top 10 Ranked on Index

TARGET EXPRESS $474.03 147 1932: 1201 BEAVER CREEK COMMONS DR, APEX, NC, 27502 $40.74 183
U SEE P =l $14.477.28 142 2219: 11150 S TWENTY MILE RD, PARKER, CO 80134 $39.47 176
CITY TARGET $130.87 139

2027: 24890 N LAKE PLEASANT PKWY, PEORIA, AZ 85383 $36.59 167
WALMART $7,098.06 124

2056: 2625 PEACHTREE PKWY SUWANEE, GA 30024 $36.73 166
TARGET $3,845.30 121

2323: 9900 SOWDER VILLAGE SQ, MANASSAS, VA 20109 $37.06 166
K MART $527.31 98

2142: 8900 STATE HIGHWAY 121, MCKINNEY, TX, 75070 $39.47 165
BIG LOTS $1,169.34 94

2239: 22832 US HIGHWAY 281 N, SAN ANTONIO, TX 78258 $36.08 162
WALMART $59,683.92 88
SUPERCENTER 2716: 1265 SGT JON STILES DR, LITTLETON, CO 80129 $37.42 162
BI-MART $188.87 87 1517: 5959 LONG PRAIRIE RD, FLOWER MOUND, TX, 75028 $37.55 161
SHOPKO $391.35 85 1350: 11750 COMMERCIAL DR, FISHERS, IN 46038 $36.36 161
SHOPKO HOMETOWN $98.90 26

M NEW PRODUCT ) .ShopperS|gm5Cham Store Guide
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New Product Consumer Sources of Influence

More than half of Early Avid Adopters are influenced about new products by blogs,
' etworking, Websites;#smartphone apps.

Social networking sites
have more influence on
consumers than television
or radio advertising.

L B BN
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Brands

need to be a

positive

part of the con

spend an average of 2 hours and 22 minutes a day on social networking and
messaging platforms.

Week of 3/28/2018

Week of 3/24/2019

21 ,824 Total Posts 029% positive 7.5% Negative

Themes ' '

8.9% 3.7%
Cost Purchase Intent
14%

Expectation Acquisition

NEW PRODUCT
PACESETTERS

Top TOPICS MurumuruButter  best
I really don't

Organic coconut
geat POy lotion
products brand

«¢ Beauty and Planet

favorite

Always love Love Bea Uty packaging

Check
Butter & Rose

shampoo and conditioner
dry shampoo Coconut Oil

Conditioner Market recycled plastic

smells amazing better | think
100% recycled Mimosa Flower
vegan

hair care

lused Oil & Yiang
cruelty free

Yiang Yiang
Unilever body wash
shower

I have tried Coconut Water

. j Water & Mimosa today
eauty products Shea Butter

ethically sourced small acts

Qil & Lavender .
Argan Qil

Planet products right

E 2019 Information Resources Inc.

Demographics

13-18  19-24 25-34 35-44 45-54  55-64 65+

Channels

Microblogs Blogs Images

Source: IRl SocialAdvant a
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More Companies are Relying on Brand New Brands for Innovation

Three year trend continues, attributed to smaller companies driving innovation.

New Brands vs. Brand Extensions: Food & Beverage
% of Products

100%

80%

60%

40%

20% 27% 31%

0% 8% 16% 16%
NPP13 NPP14 NPP15 NPP16 NPP17 NPP18
mNew Brand ®mBrand Extension "4

Source: IRI MarketAdvant a
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Small Rewards Are Reaping Great Benefits

27 products, across categories and dayparts, boast indulgence
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@xpectation

results, energy,
performance
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