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Expo West Updates and Highlights

Show Floor Hours:

Wednesday 10:00am - 6:00pm
Thursday 10:00am - 6:00pm
Friday 10:00am - 2:00 pm

Buyer-Only Hours:

Wednesday, March 4
9:00am — 10:00am
(ACC Level 3 & North Halls)

Thursday, March 5
9:00am — 10:00am
(ACC Halls A-E & Arena)
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New Pavilions
® Snack Lab (ACC Level 3)

Taste and Rate attendee experience

® Launch Pad (ACC Arena)
Emerging Brands

Arena Makeover
® Accelerator Meeting Space
® Hosted Buyer Lounge

® New Hope Café

Download the Show App
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Beacéigl B DISCOVERY"™

BY NEW HOPE NETWORK

Beacon Discovery connects buyers and brands
at Expo West and year-round through smart,
targeted visibility that turns missed encounters
into meaningful partnerships.

2500+ 30,000+ 5900+

Retailers Products Brands
Use Beacon On Beacon On Beacon
Natura:i%

Products

EXPO WEST*

BEACGH viscovery (ENENN products, brands, ingredients and more

Beac: -’! DISCOVERY

Poweril g roduc very at Expo West and Newtopia Now #

Find the Future. Be the Future.

Connecting the innovators behind tomorrow’s products with the buyer

who b ing the mt If




newtdi:ia
NOW et

August 18-20th, 2026

Newtopia Now is the destination for new product innovation
and can't-miss discovery opportunities. It connects CPG
brands—whether launching for the first time or expanding
their product line—with buyers, investors, and experts who
provide insights and explore opportunities in an intimate
setting. Newtopia Now is where conscious products grow.

Learn more at the Newtopia Now Meetup on Thursday,
March 5, in the new Arena Accelerator Meetup Space.
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acosta group™

From Natural
Leadership to
National Scale

acosta.group




Today’s Presenters

Bill Giebler Kathryn Peters Nick McCoy

Content & Insights Director Head of Industry Relations Co-Founder & Managing Director
New Hope Network SPINS Whipstitch Capital

yragg[ﬁzlts Kevin Liebrock
EXPO WEST® Product Director
New Hope Network
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It's 45 years of Expo!
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But it's an industry with deep roots

SPECIAL COLLECTOR’S ISSUE

Gvae

GENERAL
NUTRITION i et
CENTERS
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WHOLE
Bread & Circus P(X)DS

The Food, The Whole Food
and Nothing But the Food.

M ARIK

Natural™
Products
EXPO WEST*

7%
"% NewHope. gy nforma Markets
TS NETWORK.



...on a straightforward value proposition
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The U.S. natural products industry is a force

Natural and Organic Product Industry sales, 2001-2025

360,000
320,000 $300b
. . 280,000
This industry has o
240,000 o o/o g -~ o
grown 545%
160,000
from $53b to over o $100b
: $53b
$342B in 2025 20000
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Natural and organic industry grew 5.2%
over 2024, predicted 5.7% annual growth into 2029

Natural and organic product industry sales and growth, 2022-202%e $342.10b Natural and Organic Product Industry
$427b Sales by Category, 2025
450,000 win
o gfo i
Ab70 6.4%
400,000 \ars
ado
Tg133p0d%°
350,000
300,000 $293b
250,000
200,000
150,000
100,000
50,000
0
2022 2023 2024 2025 2026e 2027e 2028e 2029e @ Natural, organic and functional food and beverage @ Dietary supplements
@ Historic sales @ Forecasted sales N&O Personal care
Source: NBJ ($mil, consumer sales), developed with input from SPINS Source: NBJ, developed with input from SPINS
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Natural and organic food and beverage sales, 1997-2025

180,000

160,000

Natural and
organic food and B
beverage alone is e

approaching

$150b |
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$144b
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$100b
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Source: NBJ ($mil, consumer sales), developed with input from SPINS
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Organic since Expo Inception

The Industry Has Grown from Nascent to
Mainstream Since Expo’s Inception

$808 U.S. organic food sales have scaled from niche to ~$70B since 1980 2024
708 Organic food total addressable market ($B)"? rganic foods reach
$ ~$708B
$60B Organic foods become
mainstream
$50B
$408B
$308B
$208 1990 2010
~1980 Organic foods Organic foods
$108  Organic foods reaches $1B surpasses $25B

totals ~$0.2B

—

1985 1990 1995 2000 2005 2010 2015 2020 2025

sos (&

1980

N -I':: 1) Natural Foods Merchandiser, June 1996
atura 2) Organic Trade Association, December 2025
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Better for you is growing faster than historical rates

NPI minus total store growth’
Difference of YoY growth rates per quad

10% —= NP| - Total Store Growth
5%
0% \/A N—
-5% \ \
Jun ‘22 to Jun ’23: Jun ‘23 to Present:
Twelve-month NPI retraction period Natural products growing
faster than total store
-10%
ANAANAANANAANAANANANANANANNOYDOYO OO DO OO MOOOOOMOT I TN I ST TTTT T OOOLOLWLWOMWOWLWLWLWLWLW
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COSESS>2CT500>20CCcCOoOESS>2>XZXT00m>200CO0=E5E>>Z5000m>00Cc0ss5ss>2>2>xX500>>0
SQ9g5 53 Q0 SQ9g5 53 Q05 09553 Q05 09553 Q050
QL?_)E<§ﬂ_’230289)9)532<§ﬂ_’2302889)82<§—>_’2302889’32<EﬂﬁQQOzzg

1. SPINS, MULO + Natural + Convenience, 4 WE 12/28/25; NPI = Natural Products Industry, TPL = Total Products Library
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Our industry’s pace of growth continues to
accelerate. And attracts more buyers and trips

Year over year rolling growth for combined Natural Supermarkets and Mainstream Outlets
% chg. of each 52-week ending period vs YA + 6 o / o
e atural Products’ $ Growth — — Natural Products’ Distribution (TDP) Growth 0 +3 /0
Natural Products’ Unit Growth INCREASE IN | INCREASE IN

+9.0% - TRIPS DOLLARS
+8.0% - NPl $ Growth PER BUYER PER TRIP
+7.0%
1 6.0% - 99.6 of Households buy

= o Natural Foods and buyer count
+5.0% NP1 Unit Growth continues to increase
+4.0%
+2.0% A —

~

+1.0% e —— ) ,+1(yy
0.0% = ———— e 0

ALL OUTLET NATURAL PRODUCTS
$ SALES GROWTH,
UNITS +7%

8/2024 -
8/2025 -
1/2026 -

z
i%—g
N~

10/2024 -
11/2024 1
10/2025 A
11/2025 A
12/2025 A

Natu S SPINS Natural Ch | and MultiOutlet

ource: atural Channel and MultiOutle
PrOdUCts (powered by Circana) and SPINS TriLens Consumer New Hopem
EXPO WEST"® Panel (powered by Circana), week ending 12/28/25 NEWoak:

By Informa Markets
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Overall, shoppers are buying more natural products

Shoppers are spending nearly 10% more than last year on natural products and
where they spending those dollars is evolving.

Overall, where are Share of a Crowth . |ndext_t0 | « Natural supermarkets are growing
natural products $100 NPI rowthvs | Lonventiona driven by more household penetration
. Prior Year Product Shr

being purchased? Wallet of Wallet and buyer count.

Superrparkets $39 -$1.00 105 « Club stores continue to make strong

(including natural) strides with natural shoppers followed

Club Stores $20 +$1.60 151 by buying online and Walmart. All are
growing.

Walmart $13 +$.30 53

Int t (buvi « Natural products shoppers continue to

onnﬁr:rs (buying $10 +3$.50 157 have a much higher share of spend at
club stores and via the internet than

Source: SPINS TriLens Consumer Panel (powered by Circana), 52 weeks ending 12/28/25

conventional products shoppers.
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Across retall,
the Natural Channel is leading overall growth

Natural products (the ‘NPI’) continue to outpace other products across most SPINS tracked
channels. The Natural Channel continues to lead overall growth.

Natural Supermarket Regional & Conventional Convenience
Channel Independent Grocery MultiOutlet Channel
Supermarket Channel
+4.2% Sales Growth -0.7% Sales Growth +1.9% Sales Growth +1.0% Sales Growth
o, NATURAL o, NATURAL o, NATURAL o, NATURAL
+7.6% propucTs +5.0% propucTs +8.3% propucTs +4.7%  propUCTS
SPECIALTY & SPECIALTY & SPECIALTY & SPECIALTY &
+1.9% WELLNESS +0.0% WELLNESS +3.4% WELLNESS +4.8% WELLNESS
PRODUCTS PRODUCTS PRODUCTS PRODUCTS
o, CONVENTIONAL o, CONVENTIONAL o, CONVENTIONAL o, CONVENTIONAL
-2.0% PRODUCTS “1.7% PRODUCTS +0.7% PRODUCTS -2.1% PRODUCTS

A
Natural“k S SPINS Total store US Natural Enh d Ch |
ource: otal store atural Enhance annel, o
PrOdUCts Regional Grocery, Conventional Multioutlet + Convenience by i
z z * By Informa Markets

EXPO WEST® Channels (powered by Circana), 52 Weeks ending 12/28/25




Natural and organic food and beverage market projected to reach $179b

Natural and organic food and beverage sales and growth, 2022-202%e

180,000

160,000

140,000

120,000

100,000

80,000

60,000

40,000

20,000

0

by 2029, led by Meat, Dairy and Fruits & Veggies

$144.73 Billion N&O Food and Beverage Industry, 2025

i
owth $179b
zA% or =
d do 13 . .
(e} odde Meat, Fish, Poultry Dairy
owth $144b +$35
b% ar
. do\\cr 11
+ %
$124b <9
b= Fruits & Veggies
s
(O]
4 .
2
0
N N R
Sales ($mil)
2022 2023 2024 2025 20266 20276 2028e 20296 @ Dairy @ Fruit & Vegetables @ Breads & Grains @ Meat, Fish, Poultry @ Beverages

@ Snack foods Packaged/Prepared Foods @ Condiments

' Historic sales @ Forecasted sales

developed with input from SPINS Source: NBJ, developed with input from SPINS
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Supplement industry grew 5.5% in 2025, adding $3.78b; driven
by specialty, sports nutrition and herbs

Supplement Industry sales and growth, 2022-2029%e $72.98 Billion Supplement Industry, 2025
15
i

108,000 25% g\'o\N $91b

i d dollars 13
96,000 lb% g\'O\N $73b + $28P adde

% 11 Sports Nutrition

84,000 510b odded dol\d

72,000 $63b

Specialty

9
60,000 6
48,000 4
36,000 ’

2 Herbs & Botanicals
24,000

0
12,000

0 N~ N - N & N~ N + N~
() ™ l9) o) .yQ ,;L .ybt .yb '?/q'

0 Sales ($mil)

2022 2023 2024 2025 2026e 2027e 2028e 2029%e

Growth (%)

@ Herbs and Botanicals @ Meal Replacements Minerals @ Specialty and Other Supplements

istori | F t | - - "
@ Historic sales @ Forecasted sales @ Sports Nutrition Supplements @ Vitamins

Source: NBJ ($mil, consumer sales), developed with input from SPINS Source: NBJ, developed with input from SPINS
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Personal care grew 4.2% to reach $22b in 2025
Watch feminine hygiene, fragrance and hair products

Natural and Organic Personal Care sales and growth, 2022-202%e

i
36,000 25% gro\N $27.5b
W p added dollars

32,000 +$91

28,000
24,000

20,000

16,000
12,000
8,000
4,000
0

2022 2023 2024 2025 2026e 2027e 2028e 2029%e

@ Historic sales @ Forecasted sales
i o8 developed with input from SPINS
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Growth (%)

$21.96 Billion N&O Personal Care Industry, 2025

15
13
11
‘ Feminine Hygiene
9
Aroma/Fragrances Hair Products
6 @
- ‘e
2
0 _
-1K 0 1K 2K 3K 4K 5K 6K 7K 8K ol

Sales ($mil)

@ Cosmetics @ Feminine Hygiene @ Hair Products @ Baby Care @ Nail Care @ Oral Hygiene

@ Bathltems @ Deodorants @ Shaving @ Skincare @ Bath/Toilet Soap Aroma/Fragrances

Source: NBJ, developed with input from SPINS

New Hope. By Informa Markets
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But, while we have
tremendous tailwinds,
we also have headwinds.




What one word comes to mind
when you think about the
current state of the economy?




K-Shaped Economy
The U.S. Economy is Increasingly K-shaped ... food is less

¢« Household spending has continued to diverge Value-oriented consumption is growing faster,
Share of personal outlays by income level’ even as high-income capacity expands
Dollar share buying private label?
58% $ Share of CPG —> 23.2%
(o)

$ % Growth _, +4.6%

(Annual vs. Yago)
53% $ % Growth (annual . Non_private label: +2.6%

vs. Yago) ’ ’

48% Food spending closely mirrors household

income distribution

Food, % of dollar spend by household income3

e Bottom 74% Top 26%

0/

o a9, o 9 &> b 9 > Wb VAN 760/0 24 Y

S O o) D D
) Q Q Q 4 N .} . 8 Q \ " o N o Q) Oy L
SN N RN RN R S S I S Sy S S S SR S S S Of Total U S. Of Total U.S.
Food Spend Food Spend
——Top 20% Bottom 80% ooc spen

WSJ Today, Moody’s (2025)
NIQ, Total US Full View, 52 Weeks endin
Products i ok

August 23, 2025. %' New Hope.

By Informa Markets
EXPO WEST NIQ Panel On Demand Omnishopper | US NETWORK. ’

Exp Osh — NDH Synd Full View — 444 5 yr

| Entire Dataset and dqydj.com



K-Shaped Economy
Low Income Growth Is Accelerating in “K Economy”

Lower income consumers are driving the fastest acceleration in natural product spend
Growth in $/Buyer — Natural Products’?

BYoY Growth - Last Year YoY Growth - This Year

4 )

+51% 10.0% 9.8%
YoY

8.3%

7.6%

49% 5.1%

\ Lower (<$30k) / Middle ($30-70k) Upper (>=$70k)

Mg 1) SPINS, Trilens, Natural Positioning, 52 Weeks ending 12/31/25
Natural®

Products :
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K-Shaped Economy

FLASHBACK - Enhanced SNAP and COVID Wage Gains
Boosted Better For Spending from 2019 - 2022

Opportunity to Advance the Democratization of Wellness by Capturing White Space

Total NPI Sales by Income: Total Conventional Sales by Income:
+10% +7%
o ’ +8% °
H19% $907 2% $5,426 $5,403
+26% $822 $865 $4,950 $5,006$5.097, : $5,057$5.113
$4,437%4.6!
$678
$623
$571
$498 " 52 WE 9/6/20
$394 $as4 52 WE 9/5/21
l m 52 WE 9/4/22
Low-income Middle-income High-income Low-income Middle-income High-income
(<$35K) ($35-99K) ($100K+) (<$35K) ($35-99K) ($100K+)

Natura]*‘: 1. SPINS Consumer Panel (powered by Circana

Products b,
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In this increasingly ‘K economy’, we see Values give shoppers motivation
while Financial Sentiment dictates the execution

Facing Financial Headwinds
These consumers are executing a strategy of
control when purchasing — shifting from
exploration to efficiency

Improved Financial Standing
These consumers are shopping with intentionality
and redefining ‘premium” as an attribute profile,

not just a price barrier.

Financial
sentiment dictates
how consumers
are shopping with
their values in

mind

30% Increased Their Trips

With nearly 85% shopping
multiple times per week

Decreased Their Trips
3% i

Fewer trips to consolidate and
reduce impulse exposure

29% Expanded Attribute Loyalty

% who increased purchasing of
health-focused, sustainable products

GOOA) Focused on Price Comparing

More crucial to decision hierarchy
than scrutiny of ingredient labels

Diversified Channels

Leaned heavier into Natural and
Specialty channels for curated

shopping vs one-stop stock-ups

9(%) Relied on Private Label
Their value toolkit also included
buying in bulk (29%) and seeking
out promotions (57%)

Natural®

Products := New Hope. gy |nforma Markets

EXPO WEST*® :”m NETWORK.

Source: SPINS Survey Conscious Consumption: How Values Shape the Basket, ,January 2026, N =1,042



Consumers more likely to cut experiences and
non-essentials than core nutrition purchases

Dining out
1% . 30 . 30
9 /0 0 5 /0 0
Fresh fruits/veg's Pantry items Dairy/eggs Supplements
Alcoholic Fitness and Organic/ Personal Meat, Poultry,

beverages wellness services Premium Care/ Beauty Seafood

I %Il %I l %Il %II %|
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The Shopper of the Next 5 Years

Values-driven shopper preferences for health, sustainability, and transparency
combined with the growing influence of agentic commerce will transform how brands and
retailers grow

U.S. shoppers seek to buy values-
oriented products: Good for people,
planet and animals’

PREFERENCE-BASED
CONSUMPTION

NON-HUMAN of Gen Z & Millennials are actively
PARTICIPATION looking to avoid using or consuming
certain ingredients?
Cégm:EREIIEE of 2025 CPG unit growth across
channels driven by Naturally

Positioned products alone?

Il;latgral'“{"*
roducts g
EXPO WEST" £ 5 NewHope. gy informa Markets

Sources 1-SPINS Survey Conscious Consumption: How Values Shape the Basket, ,January 2026, N = 1,042, 2 - SPINS - The Next
Generation of Consumers, 3-SPINS MultiOutlet (powered by Circana) and Natural Enhanced Channels, 52 weeks ending December 28, 2025




Ingredients are an important factor after price

and taste when choosing a new or premium
brand

0 Of consumers always or usually
56 /o pay attention to ingredients and
nutrition on labels.

Prioritize certain product attributes
47 o/ because ‘they help me live a
0
healthier lifestyle’

Top 5 Purchase Drivers When Buying A New Brand

Top 5 Characteristics Willing To Pay Premium For

Price Flavors/Unique Flavors

Ingredients

Iltem Looks Appealing (e.g., clean label, natural, organic)

Flavors/ unique flavors Specific Brand

Item on Promotion . _Pack Size
(e.g., multi-serve, single serve)
Ingredients

(e.g., clean label, natural, organic) Whole Food/Minimally Processed

Naturazi‘*;g;
Products

NV,
%z New Hope. nfarmiciN
EXPO WEST® £ %z NewHoOpe. gy nform:

lt;";!'ﬁis NETWORK..
Source: Conscious Consumption: How Values Shape the Basket, January 2026, N = 1,042, “Thinking about the last time you purchased a new brand
purchased for the first time) at the grocery store or a retailer where you purchase food and beverages, what was the primary reason for purchasing this new ¢
“Which of the following would you be willing to pay a premi



Nutritional Claims and Free From/Clean Ingredients
are top of mind for the Conscious Consumer

Level of importance when shopping for groceries as identified through product and packaging.

I Extremely & Very Important Moderately Important [l Slightly Important [l Not Important

( Presence of Nutritional Claims

239 14%
(e.g., high protein, fiber, calcium) &

Free From Ingredients

e . 23% 18%
(e.g., no artificial sweeteners/preservatives/colors) : :

Clean/ Natural Ingredients

24% 20%
\ (e.g., Organic, Non-GMO, Natural Sweeteners) : :

Product Certification

(e.g., USDA Organic, Animal Welfare, Fair Trade Certified) g

Presence of Functional Ingredients

(o]
(e.g., Collagen, Magnesium, Super Mushrooms, Apple Cider Vinegar) e

Sustainability Claims

0,
(e.g., Regenerative, Upcycled, Eco-Friendly, Biodegradable) L

Specific Diet Types

0,
(e.g, Keto, Paleo, Vegan, Gluten Free) Gl

Ii;latgra
roducts o
EXPO WEST® 2, NNEeTVxOFl!g_pe* By Informa Markets

Source: Conscious Consumption: How Values Shape the Basket, January 2026, N = 1,042 for
“Do you look at the nutrition label, supplement facts, or ingredient panel when you purchase any of the types of groceries below?”




Attributes important to NOFB consumers

Purchase drivers

e x p a n d b e y O n d ta s te Product or ingredient sourcing 10% o + 14%
and P rice to include T e A ol S o *9%
a ocially responsible i . 6%
values-led attributes Secelly respores o *
Product transparency 11% 16%+ 5%

- Product or ingredient sourcing shows Diverse ownership/leadership (g women, 1% o
6%

the largest increase (+14 pts) BIPOC- or 25LGBTGIA*-owned)
_ _ Price o
* Environmentally responsible
attributes (+9 pts) and socially None of these are impertant to me ZFU ¥
responsible claims (+6 pts) both gain , o
relevance year over year convenenee 20%
Clean label 16% e
» Product transparency (+5 pts)
continues to trend upward, reinforcing Quality 52% o
trust-driven demand e 58%

45%

@ 2025 @ 2026

Source: Nutrition Business Journal surveys targeting consumers that purchase natural or organic food or beverage products, aged 20-75. Completed Feb 2025 with N=1,026; and Jan 2026 with N=1,012powered by the Suzy online platform
g Question: “What attributes are most important to you when purchasing natural or organic food and beverage products? Please select your top three options.”
Natural®
Products 22 New Hope.
EXPO WEST*® % NETWORK.
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Certifications are increasingly important,

* Importance rises
across nearly all
certifications,
indicating growing
demand for third-party
validation

« Demand expected to
increase due to
younger consumers

NON
GMO

Project

Natura
Products
EXPO WEST®

and it's not just personal

Certifications important to NOFB consumers

51%

21% 21%

& @] ) Qb 2 o e N C>\ xO R\
o Ly = &2 o ¥ e &* > & & Al @O @R o
NS &8 3 o°,®<>}{\\e 00«"‘ 3@ 0{\‘@0“ <\;\"J\.1\\@' © j\‘e,‘?' & 00\:\0@0 *Qp _00 &L P {.&\0 Q 0‘00 &
O( é A\ \00 \2\\) <<° 00 °§ S vg Qo \Q’ 00 QQ
N o
©) &
@ 2026

Source: Nutrition Business Journal surveys targeting consumers that purchase natural or organic food or beverage products, aged 20-75. Completed Feb 2024 with N=1,083; Feb 2025 with N=1,026; and Jan 2026 with N=1,012; powered by the Suzy online platform.
Question: "Which product certifications are most important to you when purchasing natural or organic food and beverage products? Please select all that apply.”

. New Hope. By Informa Markets
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Retailers can win NOFB shoppers through value,
experience, and clearer product transparency

How retailers can improve shopping experience for NOFB consumers

In-store sampling (41%)
and clearer labeling/
transparency (40%)
indicate strong demand
for education and product
discovery

Better signage and
organization in
natural/organic sections
(37%) suggests
navigation friction
incurrent retail layouts

Natural
Products
EXPO WEST®

More promotions, discounts, or loyalty rewards
for natural and organic products

More in-store sampling or product
demonstrations

Clearer labeling and transparency about
product sourcing and certifications

Better in-store organization or signage for
natural and organic sections

Expanded product selection, including niche or
emerging categories

Dedicated sections for local or small-scale
producers

Enhanced education or marketing about the
benefits of natural and organic products

Improved online shopping options (e.g., better
search filters, faster delivery)

None of the above

Question: "Which of the below do you feel retailers could do to improve the shopping experience for natural and organic products?”

49%

Source: Nutrition Business Journal surveys targeting average consumers, aged 20-75. Completed January 2026; N=1,000; powered by the Suzy online platform

New Hope. By Informa Markets
NETWORK.



The Innovation Gap

The gap between conscious consumer-driven demand and new product innovation creates
opportunity in the market for disruptive innovation.

Premium products lead CPG growth across store New product launches have slowed
20000
. . Dollar 18000
Av%rilzztall l{/n;t \C(;;%th)h Growth Positioning Group
' Vs. YAGO 16000
14000
$4.41 -0.2% +1.8% Total Store 12000
10000
+8.1% NATURAL PRODUCTS Ay
6000
4000
SPECIALTY &
WELLNESS 2000
PRODUCTS 0
0 < I N o < - M < [ N (9] < <« N
o o o oo o oo oo oo oo oo
$4.16 1.4% +0.5% CReueTs SRS ESERSREBE KRR
NUMBER OF ITEMS LAUNCHED BY QUARTER

Natura
E)I('gg\l;vaEtsﬁ_ e EeTV\A\/’OFl!g_Pem By Informa Markets

Source: Total Store, All Departments; Natural Expanded, Mulo + Convenience Channels; 52 Weeks Ending 12/28/25




BEadC<r Signals from the Edge

DISCOVERY " fwor Beacon's view of what brands are
building, before it hits retail.

A8 Search for products, brands, ingredients and more M) Expo Show Floor Map 2 Favorites 8

ExpoWest  What'sNew? Al Products

BE€ACTH oiscovery

Powerlng Product Discovery at Expo West and Newtopia Now &

Find the Future. Be the Future.

@ Q

Connecting the innovators behind tomorrow's products with the buyers
who bring them to life.

See all products at Expo West >

Innovation Beacon What we're Retail Results
Submissions seeing first

What we see from Beacon Submissions,
before they hit the show and retail shelves...

Natur Source: New products submitted to Beacon (2024-2026 YTD)

Products T
EXPO WEST* LquTvxol-I!g_pe' By Informa Markets



BeadCan
N | NEW and innovative

DISCOVERY " titnons refrigerated protein SKUs
identified in Beacon

submissions

Premium Protein: Innovation in Ready
to Eat and Refrigerated Products

Refrigerated animal proteins emerging as high velocity new product
submissions in Beacon ahead of distribution expansion

Grass-fed beef Organic cured
products Ancestral meat products

Portable Pasture-raised
(smoked, cured protein blends | (sausages, bratwurst) rotein eggs
g H

) . ¥ PASTUR
meats) (sticks, jerky)

wlE=RAISED & © B8

Across refrigerated and shelf-stable formats, animal proteins—grass-fed beef, bison,
and pasture-raised eggs—are emerging as high-velocity signals in Beacon’s newest product submissions.

Blatgr
roducts
EXPO WEST* ?E?‘vxolgg_pe' By Informa Markets

Data Source: Beacon New Product Submissions Pipeline (2024 vs 2025 vs 2026 YTD)



BEadCG

DISCOVERY

Sea moss
breakout

» Gel-based formats

* Immune-focused
positioning

e Fruit & botanical blends

uIRecummende

5 I
" )

/

Elanderwracklﬂllrdnd AMEN

1405 wg] ‘ seA Moss GEf SEA MOSS
'CODEAGE.

Products
EXPO WEST®
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AVITAMIN C, ALOE VERA & BLACK PE77Ei

AT o

[ What Users Are Discovering on Beacon:

NP Five Behavioral Clusters

User Favorites 2025-2026

Refrigerated cultured Functional Premium pantry & Functional
Dairy alternatives beverages ingredient-forward supplements
. tF)’robi(cj))tic yogurt (plant- » Plant-based milk lattes » Cold-pressed oils » Omega-3 concentrates
ase
* Herbal tea blends » Organic sweeteners » Mushroom extracts
» Sheep milk dairy
» Electrolyte powders * Roasted seeds & nuts » Amino acid supplements
* High-protein cottage
cheese » Sparkling botanical teas » Sprouted nut butters * Plant-based berberine

* Raw aged cheese

: 1 @

\“?wgf\::{f;g?//‘ , | EDEN

e . Pumpkin Seed;c
—CALIFDMII ' ‘

NALNUT OIL

C0L0 PRESSED

VANILLA

~ New Hope. By Informa Markets
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BeaCa

DISCOVERY " terwor

Strongest sustainability correlation
* Refrigerated Yogurt / Kefir / Cultured Dairy
* 2x higher dollar sales vs. Peers with lower
HowGood estimates
* Eggs (Premium & Pasture-Raised)

Moderate sustainability correlation
» Shelf-Stable Oils & Pantry Staples
* 1.33x higher dollar sales for SKUs with higher
HowGood estimates
* Functional & Non-Alcoholic Beverages
» Sustainability more strongly tied to growth signals

j Ty

Natural
Products
EXPO WEST®

Sustainability
Scores vs Sales

Analysis of 8,362 products across 1,130
brands: HowGood scores vs. velocity efficiency

HowGood

Catalog sustainability correlation

* Functional Supplements & Superfoods
+ Brands with higher HowGood estimates were more
likely to have multiple strong SKUs

Minimal sustainability correlation
Candy & Indulgent Snacks

Commodity Beverages

Frozen Novelties

Velocity driven primarily by taste, price, or impulse

O < o

Labor Risk

Land Use

Emlsaons

New Hope.

By Informa Markets
NETWORK.



BeaCa

DISCOVERY " terwor

21x Growth

Gut Health:

in microbiome SKUs entering the Beacon

The Si g nal pipeline, with new formats emerging as well
Emerging in

Product

Development 235 59 68 22
What brands are building into Probiotic SKUs Prebiotic SKUs Fiber SKUs Sea moss SKUs

everyday formats before
mainstream retail distribution

Data Source: Beacon New Product Submissions Pipeline (2024 vs 2025 vs 2026 YTD)

Natural®

Products e
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BeaCa

DISCOVERY " terwor

32x Growth

Brain Function: The
. . . in brain-function SKUs entering the pipeline
Signal Emerging in (2024 to 2025)

Product Development
What brands are building into
everyday formats before
mainstream retail distribution

218 49 22

Mental wellness ingredients are moving out of Mushroom SKUs Creatine SKUs | Adaptogen SKUs

nootropic supplements and into mainstream
beverages, coffee, and snacks.

Data Source: Beacon New Product Submissions Pipeline (2024 vs 2025 vs 2026 YTD)

Blatgral*“i’*'
roducts
% New H
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BeaCa

DISCOVERY " terwor

Hydration: The
Signal Emerging in
Product Development

What brands are building into
everyday formats before
mainstream retail distribution

Sparkling formats are driving
experimentation, while collagen and
antioxidant add-ons are gaining traction in
product development.

Natural*
Products
EXPO WEST®

10.9x Growth

in hydration SKUs entering the pipeline

Hydration base Benefit layering

195 65 200 90

Hydration SKUs  Electrolyte SKUs Collagen SKUs  Antioxidant berry

SKUs
291 112 35 22
Sparkling SKUs Functional Aloe SKUs Sea moss SKUs

soda SKUs

Data Source: Beacon New Product Submissions Pipeline (2024 vs 2025 vs 2026 YTD)

T : New Hope. By Informa Markets
X NETWORK.




Future of Health & Wellness
Nutrition and information are core drivers

of wellness and healthspan

Integrated Health Long-Term Resilience

“‘How You Show Up Today" “Healthspan”
Goals Goals
* Physical health + Extend healthspan
* Mental performance and presence * Avoid chronic diseases
«  Skin vitality and appearance * Metabolic optimization

Functional Inputs Continuous Measurement

“Nutrition, Supplementation, personal care and Medication” “Optimization”
Goals Goals
* Fuel to achieve your potential - Nutrition touches everything * Real-time visibility of markers
* Body system optimization « Early discovery of healthspan threats
* Reduction of risk of chronic disease  Comprehensive information

Natural®
E)I('gg\l;vaEtsﬁ_ New Hope. gy |nforma Markets

NETWORK.




Future of Health & Wellness
Healthcare is shifting

upstream as consumers
take control of prevention

Healthcare is no longer provider-centric,
consumers now have agency

Medical Consumer Wellness

Natural*
Products
EXPO WEST®

1) Centers for Medicare & Medicaid Services, Office of the Actuary,
National Health Statistics Group, U.S. Department of Commerce
2)NielsenlQ, December 2025

Consumers are actively engaging
In preventive health tools

Indexed to U.S. general population (100)?

1.6X

higher wearable
adoption among
of wearable users GLP-1 households

have worn their VvS. QTnt(?I’éﬂ
device for >1 year population

of U.S. adults use a

health wearable

Eating more protein

GLP-1  — 123

Starting/Increasing supplement usage

GLP-1 " 18

Eating more whole grains
GLP-1

: New Hope. By Informa Markets
S NETWORK.




Future of Health & Wellness
Healthcare is shifting upstream as
consumers take control of prevention

Healthcare is no longer provider-centric,
consumers now have agency

Wellness

Medical Consumer

Behavioral
Programs

GLP-1s Peptides
Telehealth Hea'th-

Functional Personalized
Nutrition Supplements

Home
Tests

Recovery &
Performance
Tech

Natura
Products
EXPO WEST®

1) Centers for Medicare & Medicaid Services, Office of the Actuary,
National Health Statistics Group, U.S. Department of Commerce
2)NielsenlQ, December 2025

Consumers are actively engaging
In preventive health tools

Indexed to U.S. general population (100)?

1.6X

higher wearable
adoption among
GLP-1 households
vs. general
population

of U.S. adults use a

health wearable of wearable users

have worn their
device for >1 year

Eating more protein

GLP-1  — 123

Starting/Increasing supplement usage
GLP-1 e 1es

Eating more whole grains

GLP-1  —— 149

New Hope. By Informa Markets
NETWORK.




Future of Health & Wellness
Consumers are increasingly open to Al-guided
nutrition — Higher Income More than Lower

Early adopter groups, including SNAP, GLP-1, and LGBTQ+ Higher income households more
households, show higher trust in Al-generated nutrition open to utilizing Al tools for shopping

. . . . . . e
Percent of consumers who trust Al-generated nutrition guidance Interest in having a Generative Al agent help with researching and purchasing a product

Middle Income ($50k - $100K] 27% | 18% 9% 22%
Upper Income (>$100k) 30% 32% 16% 8% 15%
General Population 14%
m Very interested m Somewhat interested m Indifferent

m Somewhat uninterested mVery uninterested

Natura 1) NielsenlQ, December 2025

Products 2) NielsenlQ, November 2025 W
EXPO WEST" lew Hope. gy informa Markets




Future of Health & Wellness
SNAP households illustrate how wearables

extend preventive care upstream

Recent adoption and chronic condition monitoring highlight wearables as a high-frequency, low-cost preventive care layer

37(y0 of SNAP households use a 41 0/0 Have said using a wearable has

health wearable 29°A) of SNAP wearable users started

using their device in the last 30 days e e

Wearable adoption among SNAP users SNAP users prioritize monitoring-oriented use cases
is recent and accelerating opposed to fithess and sleep optimization
Indexed to U.S. general population (100)’ Indexed to U.S. general population (100)’

Started in the latest 30 days | RN /00 chronic condition monitoring ||| TG 2 -

started in the latest 6 months || 159 Heart rate monitoring || TGN 114
started in the last yeor || 120 Exercise/fitness tracking || Gz 82
More than a year - 46 Sleep monitoring \- 62

Natura

Products ew Hope.

EXPO WEST* 1) NielsenlQ, December 2025 ETWORK. Bilajotraitiathets




Future of Health & Wellness
Wearables Impact Nutrition Choices Almost 2x More

than Wearers Intend

Nutrition is a low stated Despite low intent, wearable use drives
motivation for wearable use... meaningful nutrition behavior change
Top motivations for wearing a wearable’ Behavior change as a result of using a wearable’
55% ( ‘ 23%

17%

11%
17%
9% 9
7 7%
H EHmEm -
Exercise/Fitness Heart Rate Nuftrition Sleep (Quality Mental Health Chronic More Protein More Fruits & Less Sugar & Sweets Fewer Processed
Tracking Monitoring & Recovery) Condition Vegetables Foods
;) Monitoring

Natura
Products o
EXPO WEST* PE- By Informa Markets

1) NielsenlQ, December 2025




Consumers are making intentional lifestyle choices to support
healthy aging

50%
47%
44%
42% o
30% 14.3%
7.6% 7.5%
6%
Healthy Aging  Brain Health Menopause Mood and Sexual Health Weight
Mental Health Management
@ Dietary supplements @ Diet Personal care products Source: Nutrition Business Journal

@ Health and wellness services @ Fitness equipment or accessories @ Other

Source: Nutrition Business Journal surveystatgetinaaeneiabconsuime gedal8a ompleted January 2026; N=832; powered by the Suzy online platform.

Question aRemEuiNeNGIE g decisions in any of the following categories?"

ri;latgra
roducts
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Mind Over Matter —Cognitive Health Evolves

Brain health interest keeps expanding: From memory support to everyday focus, mood, and stress resilience.
Focus is ‘Mental Wealth’ - Beyond cognitive preservation to pre-emptive mental resilience and digital mitigation.

+ Managing the high-speed data stream of today’s life

Next: Understanding the ‘muscle-brain axis’, More advanced wearables features, Digital phenotyping for early detection

Top Health Goal:

. Functionality In Perspective Creatine for Cognitive Health
Mental Clarity & Focus by Age Group!

Cognitive Health Focus By Functional
Ingredient
+14.1% Dollars, Dol % Chg

''''''

cccccccc

oenTie

ORE COGNITIVE SUPPORT"

069 e o

19% +14.8%

Creatine $648.2M | +76.2%

There is an opportunity for brands to
lean more heavily on cognitive
health messaging

18-24 25-34 35-49 50-64

&“:,:
Natural”®
Products
EXPO WEST®

& Supplements, Functional Ingredients, 52 Weeks Ending 12/28/25 1:VMS Attitude & Usage Survey, N = 1,000 VMS Consumers; Fie
2025, Survey Run Independent From Sales Data “What are your top health goals when choosing a supplement? B
https://www.supplysidesj.com/market-trends-analysis/10-emerging-sug



Bone Health: Evolution of the S

Strong, Not Skinny Movement products with
: : . : : VitD + K
Moving from reactive treatment to lifelong, proactive longevity.

o
Strength Training: The “heavy lifting” era +45 A)

- NOW: Body composition; Progressive Overload --from walking Sales vs Year Ago

and aerobics to resistance and strength training

« NEXT: Biohacking, mainstreaming of Vibration Therapy
Younger

Foods & Beverages: Beyond the Milk Carton e RS Sl
« NOW: Beyond basic Calcium. More fortifications. engaging in

» Collagen Overload:
 NEXT: Linking Regen Ag - Soil health to mineral density; Seeking Bone Health

produce grown in mineral rich soil +80/
0
Supplements: K2 + D3 Revolution . . .
PP Millennials Spending
« NOW: Single ingredient calcium moving to the “Bone Trio”: L : :
. argest increase in spend per
Calcium + D3 + K2 buyer vs Year Ago in Bone

 NEXT: Growing trace mineral interest; New delivery formats Health products

Natural®
Products

EXPO WEST* :: New Hope. By Informa Markets
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Source: 1. SPINS Natural Channel + Multi-Outlet (MULO) (Powered by Circana) + SPINS Amazon Market Measurement (Powered by Stackline).
2. Trilens Consumer Panel (Powered by Circana). Vitamins & Supplements with “Bone Health” as health focus, 52 Weeks Ending 12/28/25



Future of Health & Wellness
Peptides support a broad range of health applications

Metabolic, weight Cognitive, mood Longevity, growth
& energy & aesthetic hormone &

Tissue repair &

regulation health performance bonel/joint health

Focus: weight & glucose Focus: brain & mental Focus: avoiding chronic Focus: structural health,
control, energy balance health, skin health disease, energy balance inflammation response

Peptides & primary use case: Peptides & primary use case: @ Peptides & primary use case: @ Peptides & primary use case:

*  GLP-1 & 2: metabolic « Semax & Selank: mental « GLP-1 & 2: diabetes, heart « BPC-157: tendon &
health, weight reduction, performance & anxiety disease, dementia ligament repair
* insulin balance *  Oxytocin: mood regulation, » Tesamorelin, Ipamorelin,  TB-500: muscle & soft
e MOTS-c, SS-31 & NAD+: social stimulant Sermorelin: tissue repair
mitochondrial health and + GHK-CU: skin growth hormone * Collagen: structural support
* energy regeneration, hair growth, stimulation
anti-aging * PNC-27: anti-caner
* Melanotan I&ll: tanning and
skincare

Several thousand peptides are currently being studied for therapeutic use —
with 100 - 200 estimated to be approved or in late-stage research

Natural*
Products - New Hope.

By Informa Markets

EXPO WEST* 1) Drugs@FDA, 2026 NETWORK.




18% of consumers have either taken or are
currently on a GLP1, and changing their behaviors

Injectables:
Beyond A Quick Fix"?

Started with GLP-1s
Of adults have taken an * Protein-rich foods (25%)
injection for weight loss « Fresh produce (25%)
* Fiber (23%)
*  Supplements (21%)

Boomer’s inject rates vs.

7-10% of Gen Z & Millennials Stopped with GLP-1s

* Alcohol (21%)
» Sugary foods (20%)

Gen Alpha’s increased use in « Salty snacks (16%)
+ 8 5% 24’, followed by Gen Z (+68%)

Sources:
. 1. https://news.gallup.com/poll/696599/obesity-rate-declining.asp
N atura‘i & 2. https://www.evernorth.com/sites/default/files/2025-03/2025-pharmacy-in-focus-report.pdfx

Products S
Z New Hope.
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As these health-related trends continue to evolve,
we see significant future headroom for growth

PROTEIN FIBER NATURAL SWEETENERS
Early adopters may have maxed, but Recognition is growing of the Fiber Continued growing interest in Clean
foundational growth will continue. gap in American diets. Label Sugars while overall down

Sweetener Unit Sales
% Chg vs Yago

SmallerGgr?;1n§?em5i?2?1?tir1c;2 nutrient Designated FDA-High Fiber
’ der?sity ° Product Sales, % Chg vs Yago

DATE SUGAR

@ :;ﬁ'ﬁ?il.‘ 7%
Meat
g 7 $2-2B +24-70A) Snacks 6%

COCONUT SUGAR
5%

4%
$2.0B +22.3% “pi A o

MAPLE SYRUP

CANE SUGAR

ARTIFICIAL SWEETENERS

i I I

o

" il .
-1%

-2%
-3%

ASPARTAME
SORBITOL

$5.6B +9.6% =g el XYLITOL

Replacement
-30%  -10%  10%  30%  50%

\f\.'.!:,:
Natural”®
Products
EXPO WEST®

New Hope. By Inforn
NETWORK.
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74
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Source: SPINS MultiOutet (powered by Circana) and Natural Enhanced Channel, Latest 52 weeks ending 12/28/25, Food and Beverage categories.



Future of Health & Wellness
Consumers are actively trading into products with Functional Health attributes

Grass-fed growth is driven by Omegas, animal welfare and sustainability
Monthly growth rates in grass-fed meats, per quad

$45M

+31%
$40M YoY growth underscores
sustained consumer

migration toward health-
linked attributes

$35M

$30M

$25M

Natura
Products
EXPO WEST*® NETWORK. By Informa Markets

New Hope.

1. SPINS, MULO + Natural + Convenience, RF Meat, Poultry, & Seafood; Labeled Grass-Fed, 4 WE 2/23/25 — 1/28/25




Pantry staples can bring healthy disruption

Nutrient dense products are disrupting categories. Raising the bar on traditional favorites with healthy
convenience and functional and flavorful ingredients is an opportunity while fitting a need to cook more at
home with tighter budgets

Beans and Nut Butters

Building a Better Sandwich

Condiment Refresh

Beans Nut Butters . Mayo ,
o _ S _ Natural Deli Meats Bread & Bakery | _1 39, Intersection [
y Fiber-maxxing y High protein 6% of sales, +16% Specialty _ m) of BFY bases
Beyond the can Versatile vehlclg 100% of growth Loaves and Buns |Avocado Oils + bold spice | gt
v" Beyond seed oils +19% -
Globally-inspired. More nut bases, CLEANER OPTIONS CLEANER OPTIQNS Ketchup Hidden
Culture blending. more spice Learn from other True fermentation, -0.2% vedqaies
meats: organic, regenerative, _ » | 99 d’
uncured, humane sustainable Orgamc Ketchup f?yere
sourcing +3% avors
rsuchioswaut || VARIETY EXPANSION = VARIETY EXPANSION |Salad Dressing -
= F {3 Global varieties Sourdough -3.9% Digestive
Y ) =& adjacencies ____mp health
el Ghior sy - Natural Dressings benefits

Natural*
Products
EXPO WEST®

+1%

- New Hope.

By Informa Markets
NETWORK.

Source: SPINS Natural Expanded Channel + MULO + C (powered by Circana), Grocery and Refrigerated
Categories identified as stagnant and ripe for disruption. 52 Weeks Ending 12.28.2025



How we shop Is entering a period of rapid
transformation

75% Of consumers say they’re open to a trusted Al personal

Non-Human Partici patlon shopper that understands their needs'’

The grO\_ng 'nﬂue_nce of AI’ automation, and ~9 in 10 Retailers are adopting or piloting Al
synthetic agents in shaping consumer decisions
and product development 68% Of retailers want gen-Al to transform marketing/content?

159, Of total retail was eCommerce in Q2 2025 (+5.3% YoY)'
Anywhere Commerce 0 ( )

The rise of frictionless, omnichannel, and
ambient shopping experiences $67.3B Retail media ad spend forecasted for 20253

$100B Social commerce market by 20262

We’re not feeling ready

46% of industry executives feel Agentic Commerce will soon be very/disruptive, but only 11% are
very/confident of their company’s readiness

{‘-‘d:,:
Natgral*‘f"‘
Products o :
% NewH ¥ £
EXPO WEST® L& New Hope. gy infor

A2
Sources 1-SPINS Survey Conscious Consumption: How Values Shape the B'asket, ,January 2026, SN
Generation of Consumers, 3-SPINS MultiOutlet (powered by Circana) and Natural Enhanced CRANASISES=NISSI




Technology that would assist NOFB shoppers

What role do you think technology (e.g., apps, online platforms) could play in
helping you discover and purchase natural and organic products?

Easy access to detailed
product information (47%)
ranks as the top tech need,
reinforcing transparency and
label literacy trends

Mobile apps for promotions,
discounts, and loyalty
rewards(43%) highlight
ongoing value sensitivity

Personalized recom-
mendations (36%) and online
ordering (36%)show strong
demand for guided and
convenient discovery

Natura
Products
EXPO WEST®

Easy access to detailed product information
(e.g., sourcing, certifications, ingredients)

Mobile apps for tracking promotions, discounts,
or loyalty rewards

Personalized recommendations based on my
preferences or purchase history

Online ordering and delivery options for natural
and organic products

Community forums or reviews to share
experiences with products

Tools to calculate the environmental impact of
my purchases

Virtual consultations with nutritionists or health
experts

Augmented reality (AR) features to learn about
products in-store

None of the above

25%

Question: “Which of the below do you feel retailers could do to improve the shopping experience for natural and organic products?”

24%

23%

Source: Nutrition Business Journal surveys targeting average consumers, aged 20-75. Completed January 2026; N=1,000; powered by the Suzy online platform

' New Hope.

NETWORK.

By Informa Markets
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Retail of Tomorrow

Blending preference-based consumption, non-human participation and anywhere commerce.
Successful retailers of tomorrow will have these types of elements included in their shopper experience.

0 The Products

Longevity focused
Functional ‘Beauty from

EJ The store W The Trip

* Wellness Zones Hyper-Personalized
Max Technology Nutrition

Hybrid Formats Predictive Ordering
Hyper-local and Discovery and
sustainable sourcing experience

Within’

Without cultural
boundaries
Freezer Chefs
Private label

Smart shopping

Deeply integrated online and in-store experiences
High price sensitivity due to transparency and ease of acquisition anywhere

\f\.'.!:,:
Natgral"‘f‘“
Products g
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Our industry will continue to push boundaries

What has long been the norm for our industry is now going mainstream. We can, and
will, keep impacting positive outcomes.

Foods without Ultra Processing  Seedy Business: Moving On No Artificial Ingredients
Product without Ultra Processed Ingredients Seed Oil Food & Bev? Behind protein and sugar, no artificial
increase that market edge Unit Contribution ingredients is the third most sought after claim
_ = Contains Seed Oils = No Seed Oils by shoppers®
) Unit Dollar
Avg.Retall o wth  Growth PRODUCTS Products With No Artificial Ingredients,
Price By Category
Vs. YAGO Vs. YAGO
Units % Chg, Vital Clean *
$4.65 0% +3% Total Food & Bev
SS Rice Cakes +2 5%
$5.28  +6%  +10% | TURAL
' ° °  PRODUCTS oot 0 No Seed O FZ BreakfastFoods =1 6Y
SPECIALTY & Base ARP $4.56 $4.92 SS Jerky & Meats 0
$45.01 +2% +5% WELLNESS $ % Change o o, y +14 A)
Unit % Change -4% -2% 0
6429 . .y, CONVENTIONAL RF & PB Yogurt +10 /0
. =J /0 =170 Units
Creams Creamers o
Soybean Ol Canola Oill Sunflower Oil Corn Oil + 7 /0
28B 17B 10B 5B
-4% -4% -3% -4%

R
Products
EXPO WEST* Rew Hope.

By Informa Markets

Sources: 1-2. SPINS Natural Expanded Channel + MULO (powered by Circana), Grocery, Refrigerated, Frozen Departments
52 Weeks Ending 12.28.2025 3. SPINS/FMI Healthy Eating Study




Perspectives on the Next 5 Years

Gary Hirshberg
Co-Founder & Chief Organic Optimist

Stonyfield Farm

Adrienne Smith

Content Director

Karen lvanis-Rogers
Senior Director of Business Ventures

New Hope Network Albertsons
Y 4
Seth Goldman Alyssa Vescio
Co-Founder & CEO Chief Merchandising Officer
JUST Ice Tea The Fresh Market
Natural®
Products o
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