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Times have changed.

The days of 3 square
meals are no more, and
it's time for brands to
adapt to the new normal...

Snack is the new black

NielsenIQ
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Remember when the rules of eating
were clear cut...?

Breakfast

= Idealtime: 7-8AM
= Eat by: 10AM
=  Remember: Eat within 30 minutes of waking up

Lunch

= Idealtime:12:30-2PM
= Eat by: 4PM
= Remember: |deal time gap between breakfast and lunch is 4 hours

Dinner

= Idealtime: 6-9PM
= Eat by: 10PM
=  Remember: The meal should be at least 3 hours before bed
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Well, those days are gone

Normal mealtimes are nearly obsolete, making snack
the new black

57% of consumers have changed their eating habits or
meals at least moderately in the past 2 years

42% claim that compared with 12 months ago their eating
habits have become healthier

Rates of in-home consumption have risen as consumers
work more from home than ever before

82% say they eat at home more than away fromm home in
just the past 6 months
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So, what does “snack as the new black” look like for consumers?

Clear trends have emerged:

Smaller meals are healthier

39% of consumers say the
products they consume
during small meals are
healthy for them

Chips, pretzels, popcorn are
the most shared snacks

Full meals are for sharing

30% of shared occasions
for snacking

®
A

Consumer

Full meal is the largest
sharing occasion at 39%

Sweet snacks are indulgent

24% have a sweet snack
to indulge



Let’s back-up and understand how we got here...

With Consumption Moments, we understand consumption occasions - anywhere, anytime - and
the motivationsbehind those moments to influence strategic product or category planning.

Who

Demographic reach

What

Products and SKU level detail verified

When

Time of day & frequency

With whom

Influencer reach

Where

Geolocation-specific detail

Why

Motivations, mood & energy when
consuming

»»p Consumption Moments provides a 360° view of consumption
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Consumption is always
on, keep your research
up-to-date with
Consumption Moments.

NielsenIQ
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A seamless, intuitive data collection experience

TN
Easy and intuitive interface Short, to-the-point questions Barcode scan automatically Location identifies panelists'
that makes tracking a breeze to capture consumption and identifies and populates UPC location at time of
keep panelists engaged for on-the-go product consumption

validation

>hh Don’t miss a moment! Participants receive easy-to-interrupt prompts, and
online/offline capability to assure we capture consumption occasions as they unfold.

© 2022 Nielsen Consumer LLC. All Rights Reserved



At the conclusion of the survey, you walk away with in-depth
findings coupled with a powerful dashboard
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»» P The interactive dashboard makes it easy to deep dive into the insights.
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A deeper dive into
why snack is the
new black

1. Who 2. What
demographic reach SKU verified

Consumption
Moments

360w

5. With whom
influencer reach

NielsenIQ
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These are the faces and voices of today's consumer who is on

the go and eats smaller meals and snacks to be healthier

300 total sample 3,367 unique consumption 4,177 different products Among males & females 18+
moments consumed from April 22 - May 8, 2022

12
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Smaller meals and snacks are on trend

With UPC / SKU level of precision, the Consumption Moments Always On app
collected 4,177 products consumed by 300 people.

\

Smaller meals and snacks accounted for Lays potato chips was the most often Oreos were the most often sweet snack
73% of eating occasions savory snack SKU scanned by 8% of SKU scanned by 8.4% of people at 4.3%
people and 3.3% of all occasions. of all occasions.

13
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The midnight snack? Not so much. Here comes the
resurgence of the midday pick me up

Snacking is in full force from late morning to
late afternoon

1 Days of the week
- matter too

Most small meals, 3/4 are Nearly half of all full
consumed steadily meals are eaten between
throughout the day from late 3PM and 7PM

morning to late afternoon

Late morning: 8am - 11.59am
Early afternoon:: 12pm —2.59pm
Late afternoon: 3pm - 6:59pm

onsumer LLC. All Righ

Recharge is the biggest More people eat alone on
OCcasion across Monday and with
categories and highest their partner on Sunday

for snacking

14




At home, consumers aren’t holding back. Instead, at home
snacking is in style

82% of snacking occasions are Chips, pretzels, popcorn are the #1 Offices are the 2nd most popular place

consumed at home shared snack for snacking 55%

15
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The company you keep, impacts how and what you eat

Full meals are eaten more with others and small meals alone

39% of full meals are with other people and bring 49% of small meals are when alone but mood and
happiness (higher mood and energy) energy is lower compared to full meals

Ice cream and popsicles are 21% of
sharing occasions

@ T Fruits / veggies are the snack most

often eaten alone

16
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We know that small meals and snacking is perceived healthier

Consumers believe 68% of products they ingest are healthy

Recharge is the biggest occasion across categories and highest for snacking

Eaten athome Better ingredients Smaller portions

17
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But a better mood is associated with a full meal and ice cream!

s Full meals are less frequent, saved for time with others,and are consumed when happier and with more
energy

s  Sweet snacks are more for indulgent occasions, often eaten alone, and consumed when people have lower
mood and energy except for Ice Cream and Popsicles!

s |Ice cream and popsicles are eaten more with others than alone
s  They are associated with the highest mood and energy levels of all sweet snacks

= The two largest occasions for Ice cream and popsicle are indulge and reward

18
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So, wrapping this up, what does this mean for snacking?

4\‘\ 12 7N

s
N
b

Considerfocusing on "better Communicate around mid-
for you"” messaging day moments, both at home

and in-office settings.

© 2022 Nielsen Consumer LLC. Al Rights Reserved

Opportunity for habit
change: Communicate
benefits around snacking
with others
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Now let's dive
deeper into frozen
novelties...

NielsenIQ
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The sweet snack consumed with smiles is ice cream and popsicles!

” ‘ J‘ 1 segmentto Reach

Busy families with kids

6 Increase Awareness
Conversion Advocacy

Recommendation:
Frozen novelties marketing
campaign idea starter

2 Message to
Communicate

Social media campaign.

| scream, you scream, we all
scream for ice cream.

5 Technique to Reach
Segment

Bundle promo packs —don't
forget the ice cream cones

© 2022 Nielsen Consumer LLC. All Rights Reserved

2. What

demographicreach  SKU verified

Consumption
Moments

6 yw 3'; When

Rewardthe family

3 Key Moments or
Triggers

Weekends to remember
at home

4 Place / Channel / Store

»  Click—order online
Collect - pickup location

»  Complete- shopin store
(i.e., ice cream and poypsicles)

21
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-
what working from
home is actually like

Snack is the
new black

NielsenIQ
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Thank you!

NielsenlQ Consumer Insights

Janey Yu
janey.yu@nielsenig.com

Leyna Chovan

| | Dnieslent
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Eating habits
post survey

26



57 percent have changed eating habits at least moderately past 2 years

QL In the past 2 years, how much, if any, have you changed your eating habits or meals?

Extremely changed eating habits or meals - 9%
Very much changed _ 15%
Not at all changed eating habits or meals _ 18%

Base: All respondents (n=212)

© 2022 Nielsen Consumer LLC. Al Rights Reserved Q1. In the past 2years, how much, if any, have you changed your eating habits or meals?



Eating habit changed mainly to be healthier and being at home

Q2. What are ALL the reasons you have changed your eating habits or meals?

catathome more I -
I -
e —
.

I

-

I

Work from home

Health condition or concerns
Convenience

Dieting

More people at home

Less people at home

Work away from home

Eat away from home more

.

Base: Those who claim to have changed eating habits (n=174)

Q2. What are ALL the reasons you have changed your eating habits or meals?
© 2022 Nielsen Consumer LLC. All Rights Reserved



81 percent claim to eat more at home in just the last 6 months

Q9. In the past 6 months, to what extent are you eating at home compared to eating away from home?

Always eat at home - 1%
Equally eat at home and away from home - 16%

Mostly eat away from home I 3%
Always eat away from home 0%

Base: All respondents (n=212)
© 2022 Nielsen Consumer LLC. All Rights Reserved Q9.In the past 6 months, to what extent are you eating at home compared to eating away from home?



Choosing healthier Snacks (61%) receive highest top 2 box, followed by
choosing products with local provenance (50%). 34% strongly
agree/agree to check product ingredients carefully.

QI0. How strongly do you agree or disagree with each of the following statements?

B Strongly disagree B Disagree Neither disagree nor agree B Agree B Strongly agree
Top 2 Box (%)
| choose snacks that are better for me/my family AARSpL7S 24% 42% 19% 61%
| choose local products, produced locally towhere | live AZSE{L7S 33% 42% 8% 50%

| check productingredients carefully to see whether they contain gluten, milk
powder, artificial colouring etc.

| make a real point of buying environmentally friendly/sustainable products [W&A 27% 42% 18% 6% 24%

I am willing to pay more for eco-friendly/sustainable products 18% 23% 35% 18% 6% 24%

| actively search for lactose, gluten free products 42% 32% 12% 8% 7% 15%

19% 30% 16% 24% 10% 34%

Base: All respondents (n=212)
Q10. How strongly do you agree or disagree with each of the following statements?

© 2022 Nielsen Consumer LLC. All Rights Reserved



Who



_Snacks Sweets

300 people (males & females 18+) and 4,177 products consumed

Respondents’ profile Project scope
% of respondents

B Respondents ®Occasions ® Products

300

Total Occasions 3367 4177
19%
30% 296
Meals 1 9392284
Gender
nacks )
32% 85
191
Sweets 491
510
100
Beverages 167
Se s Ve W18-24 W 25-34 W 35-49 174
’ ) 16
SORESesa Mints/Gums ’ 23
24
Base: N = 300 respondents, 3367 occasions, 4177 products 32
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What



_Snacks Sweets 2 - What

What they consume
Small meals and snacks are consumed most often

Total Occasions - KPI

Penetration Share of Total occasion Frequency - week Products per occasion
(% respondents) (% occasions) (occasions per respondent)

svees N o [ >+ - -

Beverage [N 33% B s . R B o

Mints/Gurns ] 5% | 19 B - B o
Base: N = 300 respondents, 3367 occasions 34
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What they consume
#1 Savory snack Lays potato chips

Top brands

% of occasions

Respondents % Occasions % Tcrf:gfreers\;{
LAYS 8.0% 33% 16
NATURE VALLEY 36% 1.6% 17
QUAKER 4.4% 1.4% 13
CHEERIOS 44% 13% 12
DORITOS 33% 13% 16
CHEEZIT 4.0% 12% 12
SUNCHIPS 1.8% 0.6% 12
O;gs/ors FRITOS 11% 0.6% 2.0
CHEETOS 15% 0.4% 10

Base: N = 296 respondents, 1063 occasions 35
d,
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What they consume
#1 Sweet snack Oreo cookies

Top brands

% of occasions

REESES
5%

OREO .
4% Respondents  Occasions Frequency

HERSHEYS % % (occ/resp)
4%

M&M'S 4% OREO 8.4% 4.3% 1.3

REESES 7.9% 4.9% 1.6
HERSHEYS 6.8% 3.9% 1.5
M&M'S 6.8% 3.7% 1.4
Others
8% CHIPS AHOY! 2.6% 1.6% 1.6
Base: N =191 respondents, 491 occasions 36

ved
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When



_ Snacks Sweets

People generally snack from afternoon to evening
Full meals consumed more in late afternoon 3-7pm

Daypart consumption

% of occasions

Early Morning Late Morning ®Early AfterNoon B [Late AfterNoon B Evening B Night

4am-8am 8am-12pm 12pm-15pm 3pm-7pm 7pm-TIpm  1lpm-4am
Total 6% 21% 26% 28% 17% 3%
Small Meal 10% 29% 25% 22% 12% 2%
Full meal 1% 10% 24% 45% 18% 2%
Snacks 5% 19% 29% 26% 16% 5%
Sweets | 3% 12% 24% 30% 26% 5%
Beverage 9% 33% 24% 17% 13% 4%

Base: N = 3367 occasions

© 2022 Nielsen Consumer LLC. All Rights Reserved.



Where



_Snacks Sweets

Where they consume
84% of snacking occasions are consumed at home

Place of consumption
% of occasions

100%

80%

60%
B Out of home

40% HIn home

20%

0%
Total Small Meal Full meal Snacks Sweets Beverage

Base: N = 3367 occasions 40
© 2022 Nielsen Consumer LLC. All Rights Reserved



_Snacks Sweets

Office is the second most popular place for snacking

Out-of-home consumption
% of occasions

100%
Bar/Nightclub
o m Entertainment venue (e.g., sport venue, movie
80%
theater)
m Event or festival
60% m Other
m Café/Coffee shop
40%
B Someone else's home
) B On-the-go
20%
B Restaurant
0% m My place of work
Total Small Meal Full meal Snacks Sweets Beverage
Base: N = 3367 occasions 4-|

© 2022 Nielsen Consumer LLC. All Rights Reserved



84% of times snacks are consumed at home
Nuts/Seeds are most likely to be eaten out of home

Place of consumption
% of occasions

100%

80%

60%

40%

m Out of home

20%
HIn home

0%

Base: N =1063 occasions 42
© 2022 Nielsen Consumer LLC. All Rights Reserved



With whom



_ Snacks Sweets 5- With whom

Snacks and Small meals are more when people are alone

Companionship during consumption
% of occasions

ESmall Meal ®mFullmeal ®Snacks ™ Sweets Beverage

Total

Alone

With others

Base: N = 3367 occasions 44
© 2022 Nielsen Consumer LLC. All Rights Reserved



Total _Sweets 5- With whom

Chips, pretzels, popcorn are more likely to be shared with others

Companionship during consumption

% of occasions

B Fruits/Vegetables mChips/Pretzels/Popcorn ® Dairy products B Cereals/Granola/Energy bars ® Bread/Rolls/Crackers =~ Nuts/Seeds

Total Snacks 1%

Alone 12%

With others 8%

Base: N =1063 occasions 45
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Total  Snacks _ 5- With whom

Ice cream and popsicles are for sharing

Companionship during consumption
% of occasions

EChocolate  m Cookies/Brownies B Cake/Pastries/Donuts  ® Ice Cream/Popsicles  m Candy

Total Sweet

Alone

With others

Base: N = 491 occasions 46
© 2022 Nielsen Consumer LLC. All Rights Reserved



_ Snacks Sweets 5- With whom

Eat alone more on Monday and with partner on Sunday

Companionship during consumption
% of occasions

EAlone EWith others Monday = Tuesday m Wednesday o Thursday ®Friday ®mSaturday ®Sunday

70%

60% \

50%

40% /

30%

20%

10%

0%  — h l-. el C—
Alone Parent(s) Partner Kid(s) Other Friend(s) Coworker(s)
family
Base: N = 3367 occasions 47
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Why



_Snacks Sweets 6 - Why

Why they consume
Small meals and snacks are good for me

Health awareness - Consumers’ perception on the products they consumed

ml m2 3 4 5 6 7 m8 mo

Not good for me Good for me

Total EAEA 5% 6% 14% 15% 20%

Small Meal _z% &% 2% 7% 23% m

Fullmeal 3% 6% 13% 20% 23%

Snacks |GHVEN 7% 7% 17% 12% 18% m

Sweets 14% 12% 16% 10% 9%

Beverage |EEINS% 16% 19%
Base: N = 3172 products 49
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Total Snacks_ 6 - Why

Sweets are perceived to be the most indulgent snack

Motivation for consumption

% of occasions

Total 7% 6% 4% 3% 3%
Small Meal 44% 45% P RALPYl " Recharge
B Habit
Full meal 46% 42% 2% 7% § Indulgence

B Relax

Snacks 46% 25% 10% 9% 5% 3%2% B Health awareness
m Connect

Sweets 4% 12% ® Reward

Beverage 2% 13%

Base: N = 3367 occasions
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_Snacks Sweets

Why they consume

People eat full meals when they are happier and have more energy

Mood & Energy

% of occasions

6 - Why

Small Meal 15%
Full meal 10%

mood

Snacks 15%

Sweets 14%
Beverage ® 18%

Small Meal 17%
Full meal 17%

energy

Sweets
Beverage

Mood and Energy level: Low = 1-4, Medium = 5, High = 6-9
Base: N = 3367 occasions

© 2022 Nielsen Consumer LLC. All Rights Reserved

Snacks 22%

20%

22%

Mood score
Mood score
Mood score
Mood score
Mood score
Energy score
Energy score
Energy score
Energy score

Energy score

75

83

74
75
78
52

57

46
40
41

51



Total Snacks_ 6 - Why

Ice cream and popsicles is a leisure at home activity but less of a daily
routine

Activity during consumption

% of occasions

m Daily routines m Leisure time at home m Leisure time out of home mSocializing Daily routines e | cisure time at home

100% e | cisure time out of home s===== Socializing

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Base: N = 491 occasions
52
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Total _Sweets 6 - Why

Fruits, Dairy, and Cereals are mostly consumed during daily routines

Whilst more than half of times, Salty snacks and Nuts are eaten during leisure activities
at home

Activity during consumption

% of occasions

m Daily routines m Leisure time at home m Leisure time out of home mSocializing Daily routines e | cisure time at home

100% e | cisure time out of home === Socializing

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Base: N = 1063 occasions 53
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_Snacks Sweets 6 - Why

In 94% of times people snack during daily routines and leisure at home

Activity during consumption

% of occasions

m Daily routines m Leisure time at home mSocializing m Leisure time out of home Daily routines e | cisure time at home

100% e | cisure time out of home === Socializing

90%

80%
70%
60%
50%
40%
30%

20%

10%

0%
Total  Small Meal Fullmeal Snacks Sweets Beverage

Base: N = 3367 occasions 54
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_Snacks Sweets 6 - Why

Recharge is the biggest occasion across categories
Followed by Habit (Snacks) and Indulgence (Sweets)

Motivation for consumption
% of occasions

Total 7% 6% 4% 3% 3%
Small Meal 44% 45% P RALPYl " Recharge
B Habit
Full meal 46% 42% 2% 7% § Indulgence

B Relax

Snacks 46% 25% 10% 9% 5% 3%2% B Health awareness
m Connect

Sweets 4% 12% ® Reward

Beverage 2% 13%

Base: N = 3367 occasions
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_Snacks Sweets 6 - Why

Consumers believe 68% products they ingest are healthy
Whilst Snacks and Sweets consumers are less optimistic

Health awareness - Consumers’ perception on the products they consumed

ml u2 3 4 5 6 7 ug =9
Not good for me Good for me
Total EAEA 5% 6% 14% 15% 20%
Small Meal 2% 4% 12% 17% 23%
Fullmeal 3% 6% 13% 20% 23%
Snacks B 7% 7% 17% 12% 18%
Sweets 14% 12% 16% 10% 9%
Beverage [EEINS% 16% 19%

Base: N = 3172 products 56
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Executive Summary

Conclusions
As the world changes, eating habits evolve
Snacks and small meals are the majority eating occasions

Full meals are for sharing with others and bring a higher mood

Recommendations

Messaging Ideas

B Feel better. The smaller meal.

Be happier. Share a meal. The happy meal-time.
My go to grocery list: chips, pretzels, popcorn, etc.

| scream, you scream, WE all scream for of ice cream!

Click. Collect. Complete —with ice cream.

1. Segment to Reach
- Families with kids
- Small - medium cities

2. Message to
Communicate
- Mealtime. Snack time.
Happiness.

6. Increase Awareness
Conversion Advocacy

- In-Store Display

- Social media ad

1. Who 2. What

Consumption
Moments

360°

6. Why

5. With ' 4.Where
whom

3. Key Moments or

Triggers

- Family meals.

- Sweet snacks for the
kid in all of us

5. Technique to Reach

Segment

- Retailer App/website

- Convenient and fast
delivery

- Bundle promo packs

4. Place/Channel/Store

- Click —order online

- Collect - pickup location

- Complete —shop in store
i.e, ice cream




Consumption Moment Marketing Ideas

© 2022 Nielsen Consumer LLC. All Rights Rese

1. Segment to Reach
- Busy families with
kids

2. Message to Communicate

- The happy meal-time / snack
time — quality time vs quantity

- Sharing is caring

Snacks to recharge your day

1. Who 2. What

6. Increase Awareness

Conversion Advocacy

- Social media - | scream,
you scream, we all
scream for ice cream!

6. Why

rved

5. With
whom

Consumptio

n
Momen®

360

3.When

5. Technique to Reach
Segment

- Retailer App/website

- Convenient, fast delivery
- Bundle promo packs

3. Key Moments or Triggers

.

Week/end family meals and
sweet snacks

My go to grocery list: chips,
pretzels, popcorn, ice cream

4. Place/Channel/Store

- Click —order online

- Collect - pickup location

- Complete —shop in store ie,
ice cream and popsicles




Product details



Let’s take a closer
look at how it really
works

Click here to see
Consumption Moments
app demo
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https://www.youtube.com/watch?v=UKJ9coFTz5c
https://www.youtube.com/watch?v=UKJ9coFTz5c

Data Collection

Recruitment
survey

A

-

Barcode scan

In-moment survey

End-of-tracking
diagnostic survey

u

Building consumer profile
based of demographics
Capturing general non-
alcoholic beverage
consumption behaviors
Qualified panelists asked
to capture all
consumption moments of
non-alcoholic beverages,
including context (such as
other fooditems) for the
occasion

WHO?

1-OFF ~10 MINUTES
RECRUITMENT
SURVEY

Consumer LLC. All Righ

To map beverage consumed
with exact details about
category, brand, variant

If the barcode is not available
respondent can enter the
details by selecting category,
brand, type from the list
Once the product details are
entered (through barcode or
manually) respondent can
select the same product from
the list next time

Identifying and sizing
different occasions by
defining when (passively
captured), where (either
measured passively via geo-
location or based on closed
ended answer list), with
whom

Capturing motivations
behind the category usage
by asking about
consumption reason and/or
activity

WHEN? WHERE?
WITH WHOM? WHY?
~2 MINUTES IN-MOMENT
SURVEY

WHAT?
IN-MOMENT MOBILE
TECH ENABLED

5-7 minute final, reflective
survey

Optional video selfie to
capture consumer
experience based on custom
Coca-Colaquestion

WHAT ELSE?
ONETIME VIDEO
SELFIE

61



In addition to capturing in-the-moment reactions via app, a one-
time post-survey permits respondents to reflect more deeply on

0

their behaviors and perceptions

‘ How it works:

* 5-7-minute online survey
* General experiences with following the conclusion of
beverages on-premise consumption tracking

Ex. topic areas:

* Pricing perceptions

* Category, brand, and
packaging preferences

* Attitudes towards brands (e.g.,
Brand ratings on emotional
drivers and rational
statements)

* Product satisfaction/drivers to
purchase a different product

What you get:

A fuller understanding of
consumers to round out the
consumption “story” — this
reflective data complements
occasioninsights

Insight into brand, category,
and packaging

Video showreel based on
optional selfie-footage
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