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Obesity/overweight is one of the top consumer household self-reported health conditions

Allergies

@ Acid Reflux / GERD /
Heartburn

@ High Blood Pressure /
Hypertension

@ Joint/Neck/Back pain

@ Imperfect vision

% Arthritis

@ Cholesterol problems

@ Insomnia/Sleeplessness

@ Headache/Migraine
@ Diabetes — Type Il

@ Headache/Chronic tension

@ Asthma

23% Obesity/Overweight @ Lactose intolerance

@ Depression/Anxiety

@ Muscle, Musculoskeletal
pain/Spasms

Percent of household in NIQ Consumer Panel reporting conditions in 2024

@ Hair loss
@ Dry eye

@ Attention deficit disorder /
Hyperactivity

@ Eczema
@ Ache

Menopause/Perimenopause

o Upper respiratory illness
(RSV, Coronavirus, COVID-19)

@ Allergies

@ Other skin condition
@ Urinary incontinence /

Overactive bladder
@ Pre-Diabetes

@ Irritable bowel syndrome

@ Gum disease

@ Restless leg syndrome (RLS)

@ Eye disease
@ Constipation

NIQ



The market is large

~260M

US adults

~130M

clinically indicated

~45M

over—wez;gbtz

NIQ



Households with self-reported obesity/overweight is surprisingly declining but those
households also have higher likelihood to report other ailments

Percent of NIQ Panel self-reporting household
members with Overweight/Obese condition

29.2

28.2

Obesity/Overweight 22.9

2016 2017 2018 2019 2020 2021 2022 2023 2024

61% were diagnosed by a health professional

66% having been diagnosed more than 5 years ago

Households reporting obesity/overweight
conditions are 2-3 times more likely to also
report the following health conditions:

Pre-diabetes

Urinary incontinence/overactive bladder
Type Il Diabetes
Menopause/perimenopause

Restless leg syndrome

Irritable bowel syndrome

Gum disease

Hair loss

NIQ



Treatment and management has shifted over time

Percent of households self-reporting how they treat/manage
obesity/overweight condition

How did members treat or

i ) ) © o o N ™ <
manage their obesity/overweight P = S N N N
0, C (Q\/ (Q\ (Q\ (Q\ (Q\ (Q\
condition?
Diet @ V¥ o ptS (since 2016)
Exercise @ V 7pts
Did not treat/manage @ A 1pts
Weigh | . .
et renegenent supplemens e vitamins (€5 ¥ 1pts
years, however, b_erberin_e, which went
sralonmany socil nedpatoms . prescription and or OTC net () A 7pis
Prescription medication(s)/products ° A 9pts
Supplements (e.g. herbal, fish oil etc.) @ No change

0

NIQ :

Non-prescription/over-the-counter product(s) °




Today’s GLP-1 Players

DOSAGE APPROVED WHO CAN OTHER

- i DOSACE FORM R TAKE IT? BENEFIT
« GLP-1s quk throu_gh multiple | Fo What’s next...
pathways, influencing hunger | Ozempic : - ‘R HEART,
and taste perception, makin j oeee B P | o | wheics
p p ’ 9 ) o An Ozempic rival is getting closer to market —
them more effective than many Eé{}i’ilf&? e @ BINSETES 'ﬂ' vl and it's hurting Novo Nordisk and Eli Lilly
past AOMs ! ADU”.S . stock Stock in Viking Therapeutics, the maker of
! Wegovy 1 WEIGHT o “ the new treatment, soared almost 40% - Quartz,
E (SEMAGLUTIDE) WEEKLY Loss KID_S>+HADULTS e July 25, 2024
I8 ® h
« NIQ consumer panel research | Trancity .. f ot | wfl | woids AstraZeneca Says Obesity Pill Shows
. \ KIRSADIRTS ) Minimal Side Effects in Early Trial —
- Ozempic has largest S : roe2 W HEART, WSJ, Nov 4 2024
share of GLP-1 users fidimn oAkt DRMETES || e s | WESHTinie o |
. A new stronger Ozempic is coming. Here's
followed by Saxenda 1 f weiGHT E,ﬁ“ - what to know; Novo Nordisk revealed more
. SRESEARES e XIDS # ADULTS about CagriSema, its potential successor to the
- Mounyaro o weight loss drug Ozempic — Quartz, Nov 6 2024
Byetta GO -
P (EXENATIDE) DAILY
B Truhc:ty ‘Du”.s Amgen's weight-loss drug fails to impress in study;
Byd BCi .8 shares plunge — Reuters, Nov 26. 2024
- Wegovy BydweonBCise | 1| 4 | il | plung
- Generic/Compound : - : )
/ P i l(}’,IR‘Z’E‘;fT}L%m . % DG w e = Zepbound, (TIR.ZEPATIDE),
\ — approved 2023,weight loss, SBQ weekly
GoodRx Health
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GLP-1Supply Tracker

Stay up-to-date on where GLP-1s are in
shortage and where folks are having success
finding them.

Individual reported Zepbound shortage
in New York, NY 1h ago

Let’s help each other track and find
GLP-1supply.
Need supply? Found supply?

Tell us and get notified Share with us and we'll
when supply is found notify patients nearby

| can’t find GLP-1s #

| found GLP-1s

o

q’ Zepbound

25mg/.5mL 115 recent reports

Available according to the FDA but we're
receiving shortage reports

C 5mg/.5mL

Currently in shortage
Limited availability through Q2 2024

@ 75mg/5mL

Currently in shortage
Limited availability through Q2 2024

6 10mg/.5mL

Currently in shortage
Limited availability through Q2 2024

6 125mg/.5mL

Currently in shortage
Limited availability through Q2 2024

@ 15mg/5mL

Currently in shortage
Limited availability through Q2 2024

Submit a GLP-1Report

Report Type
I can't find GLP-1s "

Get notified when supply is found in your area
and let the FDA know about the shortage!

I

Which meds?

D Ozempic

O Wegovy

(O Mounjaro

[ Zepbound ]

(O saxenda or Victoza

Are you an individual or a provider?

[ Patient J Healthcare Provider

NIQ



T e T — ﬂw

titokx. B [ -— R | ConiFOMRR
Semaglutide

GLP-1Weight Prescribed Online

Management Only $297 per Montn

The same active ingredient in

popular GLP-1's for only $250 per
Month, Flat-Rate.*

= SESAME Urgentcare Weightloss new Referafriend Partnerwithus

fh

Join 00,000+ REVU{ETEGRIET[HIRTEN

patients

Black Friday Deals with Een. U

weightloss  energy+mood

B \\Veight loss made
easy witha
Prescription weight loss prescription to
tailored to your needs . .
tirzepatide

Join tens of thousands who have already lost weight with Eden

i Weight IOSS med_ication, h Weight Management Programs by Henry Meds G LP_1
7 the right way, with Noom e Supply Tracker
T

NOOM FORINDIVIDUALS ~  FOR ORGANIZATIONS =

ro

Lose up to 1.5% of your body fat

P> .
Compounded Compounded per week
- Compounded oral oral Compounded

FSA B HEA slighle Welcome to L

Noom Med!

© GLP-1 meds shippedta you in 7 days, starting at = = = = = Introducing Ro's GLP1Supply Tracker.

ust $148, if prescribed”

Get access to Zepbound®,
tirzepatide and other great weight
loss medications

v Over the last few weekends, a few Ro'ers built a GLP1 Supply Tracker to fil the gap

$297 $249 $349 $297 $149 that our patients and providers are currently s\v\.x‘gqhng with - finding out which

GLP1s c g
month monthh monthly monthly monthi
onthly onthly onthly onthly onthly oo o own patients. We always prioritize bullding for Ro

) Lose 35% more vith Noom Med than weight loss

medication alone’

us for their health care and deserve our singular focus.
Rtaboutit, the more we realized that the tool works better

AlModications  About  Help Alan G 30-Ro patients) the oreater the number of paopie that

Same active
ingredient as
o Ozempic &
| . W

Get approved with this 3-min quiz,
no insurance needed

@]

= Reset your metabolism and Stop food noise and reduce Get the help you need
burn more calories” cravings maintaining weight loss

Weighthtchers Overview News Events & Presentations Stock Info - Financials - Governance ~ Resources Q

ly available and user-gener

News Details

shortage by drug and do

<
-

/ . o
WITH YOUR HORMONES, \

PlushCare

3 Weig ht loss
o personalized to you

View All News —

Weight Loss ) GLP-1

A tailored weight I«
made just fc

- . WeightWatchers Adds Compounded GLP-1, Expanding Accessibility and Affordability of Weight Loss
GLP-1medications ¢ ,.qications

Online October 8, 2024

GLP-] drugs can significantly support weight loss and treat symptoms of b 0
your body naturally uses to regulate your blood sugar and appetite. Get a new prescription or refill for GLP=1
from ified primary today.*

| 3
Lose weight E ©  Regrowhair

Have better sex m @  Hrvelngerse e °

.

NIQ — :

+/ Reduces over-eating and controls appetite
+/ Ciinically proven and effective GLP-1 RXs

/ Enhance the body's sugar response

Book an appointment




FDA clarifies policies for compounders as national GLP-1 supply begins to stabilize

FDA clarifies policies for compounders as
national GLP-1 supply begins to stabilize

f Share | X Post | in Linkedin | &% Email | & Print

[10/22/2024] As part of litigation, the decision to remove tirzepatide from the FDA drug
shortage list has been remanded to the agency for reevaluation. FDA sent a letter on
October 17, 2024, in response to a question regarding the agency'’s intended approach to
the compounding of tirzepatide drug products during the reevaluation period.

[10/02/2024] The U.S. Food and Drug Administration has determined the shortage of
tirzepatide injection, a glucagon-like peptide 1 (GLP-1) medication, has been resolved.
Tirzepatide injection has been in shortage since 2022 due to increased demand.

FDA confirmed with the drug’s manufacturer that their stated product availability and
manufacturing capacity can meet the present and projected national demand. Patients
and prescribers may still see intermittent localized supply disruptions as the products
move through the supply chain from the manufacturer and distributors to local
pharmacies.

FDA reminds compounders of the legal restrictions on making copies of FDA-

approved drugs

Stop selling off-brand weight loss drugs,
Eli Lilly warns companies

The pharma giant is targeting providers who are promoting compounded versions of tirzepatide
— the active ingredient in Zepbound and Mounjaro

By Bruce Gil Published August 14, 2024

9z NBCNEWS

MEALTH NEWS

90006 i

Compounding pharmacies can resume making tirzepatide as FDA reconsiders shortage MARE & SAVE f

X
K

Compounding pharmacies can resume
making tirzepatide as FDA reconsiders

n —_ A Jom Jon
s h o age — C‘NBC MARKETS BUSINESS INVESTING TECH POLITICS VIDEO INVESTING CLUB PRO LIVESTREAM
- e T .

"‘ .I’K\.‘I‘J.

INVES 1ING LLUD uves 1 xeal

The FDA's move was in response to a

tirzepatide - the ingredient in Zebpou
mearTnersHpwitH e CATALYST '

HEALTH AND SCIENCE

Novo Nordisk asks FDA to ban
compounding pharmacies from
making Ozempic, Wegovy copies

PUBLISHED WED, OCT 23 2024.9:44 AM EDT | UPDATED WED, OCT 23 2024.1:52 PM EDT
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Retailers engaged in GLP-1

Whole Health

by \Y THE VITAMIN SHOPPE

Get Started GLP-1 Rx Drug Options GLP-1 Nutrient Support GLP-1101 FAQs

Modern Weight Loss Meets
Whole-Body Health

An effective weight-management program—coupled with nutritional support
—is right within arm’s reach. Take a short questionnaire to see if you qualify for
breakthrough GLP-1 Rx medications.

° No insurance required
° No cancellation fee
° Prescribed by experienced healthcare professionals

Q Choice of 4 different brand name GLP-1 FDA-approved Rx
medications (Ozempic”. Mounjaro”, Zepbound®, Wegovy®) and 3
compounded injectable or orally dissolving Rx meds (semaglutide INTRODUCTORY OFFE

and tirzepatide) As Low As $199

GET STARTED

GLP-1 receptor agonists—including Ozempic®, Mounjaro®, Zepbound®, Wegovy®,

areduced caloric diet and increased physical activity, Ozempic® and

 and read all warnings concerning, GLP-15, as they may cause serious side effects, including a risk of thyroid
yndrome). See important warnings & safety info about these medications. As an alternative to FDA

pared by a state-licensed sterile compounding pharmacy partrer. Although GLP-1 compounded drugs
d essentlal safety information regarding these drugs See Important safety information.

approved branded products, where appropriate, aprovider may prescribe a GLP-1 compounded drug that is effective when prescribed off label for weight loss, which i

are permitted to be prescribed under federal law, they are not FDA-approved and do nat undergo safety, effectiveness, or manufacturing review, Thoroughly review all

World ¥  US Election Business ¥ Markets ¥ Sustainability ¥ Legal ¥ Breakingviews ¥  Technology ¥ More Vv

Healthcare & Pharmaceuticals

Costco offering members access to
weight-loss programs including
medication

By Reuters T e
LGS

April 3, 2024 2:11 PM CDT - Updated 8 months ago

World ¥ US Election Business ™ Markets ¥ Sustainability ¥ Legal v Breakingviews ¥ Technology v

Healthcare & Pharmaceuticals

Kroger Health revamps weight
management program to include GLP-1
drugs

By Reuters

ha (<]
June7,202410:25 AM CDT - Updated 6 months ago ‘ D ‘ ‘ s <

NIQ
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How Effective are GLP-1 Agonists?

Relative to other known interventions

100 Retatrutide Bariatric These new medications

(unreleased) Surgery are able to drive

@ gom substantial weight loss
9 In patients

GB, 60— Tirzepatide

2 274 Gen AOMs Semaglutide 15 Next focus:
= 2.4 .

% 407 Lifestyle O Quallty Qf
.5 modification weight lOSS
O

o

o

o

0 | | | | | | | | | |
0 10 20 30 40 50 60 70 80 90 100

Proportion with 15% weight loss

NIQ 12



A Deeper Dive Into Clinical Outcomes
Weight Loss at Trial End

d 200/'150? of stuc_jyhp?rticipants experience Placebo (%) | Semaglutide (%) | Tirzepatide (%)
_ _ o or less weight loss SURMOUNT 1 STEP 1 SURMOUNT 1
Tirzepatide

. v’ 25-30% of study participants experience
Bl Semaglutide 10% orless weigh oss Nasea A
- Placebo (tz) _ Diarrhea 7 30 23
v Gl side effects most common, but Eriveennereeaenaeenasnnnnnenst
100 — _ generally do not cause study dropouts Constipation 6 23 12
~ 86.4 S 1
Dyspepsia 4 9 11
_ 80 . ) e, |
8\/ 65.4 Vomiting 2 24 12
0 P
b 60 — Headache 7 15 7
= B05 L e
447 .
o Alopecia 1 3 6
L 40—
% 32 Eructation <1 7 6
al
20 — Dizziness 4 8 4
4.2 ” 5 Fatigue 5 11 NR
0 :
=25 =210 =215 =220

Percent Weight Loss at Trial End

NIQ 13




Usage lapse indicates challenges and potential opportunities

Average days on prescription lower NIQ survey? found...
for GLP-1 for obesity, not diabetic?

« Too expensive IS top reason panelists have
stopped using prescription injections for

Obese Obese diabetes or weight loss.

NOT AND

Diabetic  Diabetic « No longer have diabetes and lost weight

needed top reason for lapsed usage as well.

Avg. Days 673.0 776.5 » Followed by side effects (experiencing, concern
over)

« Using a different approach to losing weight
higher than have plateaued, not able to lose
any more weight also reasons for stopping

@Managemem injections
Science
=  Associates, Inc.

N I Q © 2024 Nielsen Consumer LLC. All Rights Reserved.



What we know today...

A Whole New Ballgame

» GLP-1s work through multiple pathways, influencing hunger and taste perception, making them more effective than many past AOMs

Not a Homogenous Response and GLP-1 drugs not as cost-effective compared to lifestyle-based interventions

* The GLP-1 medications do not work for everyone, with ~30% of study participants not losing >10% of body weight on semaglutide and ~25%
not losing >10% on tirzepatide

» The majority of GLP-1 users are female, especially for non-T2Ds weight loss, furthermore women tend to lose more weight on GLP-1s over
the course of a year

Significant side effects for some consumers, particularly those newly on the drugs and those taking higher doses

» Side effects include lean body mass loss (upwards of 40% lean mass loss on GLP-1s versus 25% with traditional weight loss), nausea,
diarrhea, vomiting, constipation, abdominal pain, heart burn, dehydration, and for some, serious side effects like pancreatitis and bowel
obstructions.

Long-term Usage

» Weight loss plateaus about 1 yr post treatment, and without chronic therapy, it appears participants regain a major portion of the lost weight;
potential impact of cycling

» Hefty price tag, can cost more than $10K per year

N I Q © 2024 Nielsen Consumer LLC. All Rights Reserved. 15




NIQ approach to understanding GLP-1 impact

Since 2016, NielsenlQ tracks health conditions annually in our NIQ Health Shopper Survey

|

Nov/Dec 2023
GLP-1 Survey

February/March 2024 August/Sept 2024
GLP-1 Survey GLP-1 Survey

Management
Science
Associates, Inc.

Partnership with Management Science Associates to measure electronic medical
records (MSA has a multi-patented de-identification and matching technology;
HIPAA compliant)

* National consumer purchase panel data
o  Approximately 330,000 lives

» Lab testresults (e.g., HbAL1C and cholesterol)
o  Approximately 200 million lives

* Electronic health records (e.g., GLP-1 Medications)
o  Approximately 80 million lives

» Client first party data

NIQ

16



GLP-1for weight loss is on the rise, indicating opportunity to segment shoppers

Age at first prescription is Obese, Non-Diabetic GLP-1 . o
trending younger! users are trending up? NIQ GLP-1 segmentation

@19-44 years m45-64 w65+

60%
D Started GLP-1 1-3 months ago
e Started GLP-1 4-6 months ago
S Started GLP-1 7-11 months ago
2 2 40%
£ .
S -
5 = 20% 48% of GLP-1 are diabetes only
- 31% of GLP-1 are for weight-loss only
10% . .
19% of GLP-1 are both diabetes and
weight loss
0%
2020 2021 2022 2023 2020 2021 2022 2023

Management
Science
Associates, Inc.

@

Source: MSA through integration of NCP and EMR data,
Source: NielsenlQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Store (excluding General Merchandise and Tobacco); Unit % Change, 13 weeks ending September 28, 2024

N I Q Confidential and proprietary © 2024 Nielsen Consumer LLC. All Rights Reserved.




Varying consumer need states create distinct GLP1 user groups

GLP-1 consumer varies based on usage; newest GLP-1 weight loss users trending younger

GLP-1 Only Diabetes GLP-1 for Weight Loss GLP-1 for Weight Loss,
Started 1-3 months ago

Q@@ :8%0agess74 23.4% age 45-54
dlh (Index 163) @i (Index 139) Trending younger with
o o o o younger children with
81% have no children 21% kids aged 6-17 income under $100K
(Index 116) (Index 116)
36% HH income <$50K 29% HH income $150K+
(Index 107) (Index 143)

NIQ



Past work in diabetes patient journey informed need for expanded perspective

Understanding attitudes and behavior pre and post diagnosis

Attitude

Behavior

Medical
results

Pre-Diabetic/Prevention

Diabetes preventers are
watching sugar, added sugar,
carbohydrates, calories and
types of sweeteners

Increased purchasing of soft
drinks and water, especially in
convenience channel due to
symptoms of thirst

A1C approaching high level

“Reclaiming a normal

life” Consumers experience
mental and emotional demands
of disease

Diabetics index high on frozen
desserts, granola, cookies,
chocolate candy

First receive high A1C test

Change from high
consumption in 3+
categories to low
(more than 50%)

Decrease A1C

20%

Dietary changes drive
category and brand
performance

= Shifts to drinking water
and diet soda

= Shifts in alcohol to focus
on reducing carbs

= Average diabetic makes
modest decreases in ice
cream and pasta but
ultimately regress

= Had the most difficulty
cutting cakes and
doughnuts

. - Mﬂ_nagement
N IElsenIQ @ i:;ncﬁ:tes, Inc.

NIQ



Overall,
shoppers on

GLP-1 for
weight loss

increase
volume

Unit Volume % Chg.
Compared to prior year

m 52 weeks versus year ago

17.0%

-1.8%

Non GLP-1 Users?

GLP-1 users treating...

Weight Loss only?

-2.7%

GLP-1 users treating...
Diabetes only?!

20



GLP-1 users for weight loss tend to spend more in the store, especially early in journey

TOTAL STORE | Unit Volume % Chg. by GLP-1 User Group

When households started taking a GLP-1 prescription?
m1-3 months ago (vs prior 13 wks) m1-3 months ago (vs 13 wks YA) ®m 4-6 months ago (vs 13 wks YA) m7-11 months ago (vs 13 wks YA)

22.1%

1.5%
L 02%  -02%  -0.2%

-9.6%
GLP-1 users treating... GLP-1 users treating...

Non GLP-1 Users? Weight Loss only?! Diabetes only?

NIQ 21



Food and Beverage looks similar, except latest 13 weeks flat for long term GLP-1 weight loss

FOOD & BEVERAGE | Unit Volume % Chg. by GLP-1 User Group

When households started taking a GLP-1 prescription?
m1-3 months ago (vs prior 13 wks) m1-3 months ago (vs 13 wks YA) ®m 4-6 months ago (vs 13 wks YA) m7-11 months ago (vs 13 wks YA)

20.1%

4.3% ' 3.8%

0.0%

. 06%  06% -0.6%

-8.8%

GLP-1 users treating... GLP-1 users treating...

Non GLP-1 Users? Weight Loss only?! Diabetes only?

NIQ 22



For GLP-1 weight loss, those starting 4-6 months ago see declines in HBC

HEALTH & BEAUTY CARE | Unit Volume % Chg. by GLP-1 User Group

When households started taking a GLP-1 prescription?
®1-3 months ago (vs prior 13 wks) ®m1-3 months ago (vs 13 wks YA) ® 4-6 months ago (vs 13 wks YA) m7-11 months ago (vs 13 wks YA)

23.1%

. 3.0%

3.0%
0.2%

-13.0%
GLP-1 users treating... GLP-1 users treating...
Non GLP-1 Users? Weight Loss only?! Diabetes only?

NIQ

23



Longer view illustrates value of the GLP-1 for weight loss shoppers
Unit Volume % Chg. by GLP-1 User Group

. When households started taking a GLP-1 prescription?
®m7-11 months ago (vs 52 wks YA) m7-11 months ago (vs 52 wks 2YA)
5.6%

-1.5% _

TOTAL
STORE

-4.5%
-7.3%
-11.6%
3.7%
(Lg -1.7% _
-4.1%
SIS y
A % -8.5% -10.0%
o> -13.1%
@) IEIé GLP-1 users treating... GLP-1 users treating...
LL ) .
Non GLP-1 Users? Weight Loss only?! Diabetes only?

NIQ



Over time, shopping behavior shifts across categories

GLP-1 Buyers (started 7-11 months ago) compared to Non-Users

Buy rate ($/buyer) trended over last two years

Food and Beverage
$2,000

gSEENEEEEEEEEEEEEEENEN,
.

$1,800 i

*

$1,600 -

sssmEmmnn®

$1,400 —

$1,200

RAIIEREY LERER]E L

n
u
n
(]
L]

L

Started GLP-1

*
®ssnnsnnnnsnnnnnnnnn®

$1,000
$800
$600
$400
$200

$0
10/02/2022 - 01/01/2023 - 04/02/2023 - 07/02/2023 - 10/01/2023 - 12/31/2023 - 03/31/2024 - 06/30/2024 -
12/31/2022  04/01/2023  07/01/2023  09/30/2023  12/30/2023  03/30/2024  06/29/2024  09/28/2024

—F00d & Beverage for Non Users e==F&B for only WL* e=F&B for only DM*

*WL = Weight Loss; DM = Diabetes Management

$250

$200

$150

$100

$50

$0

Vitamins and Supplements

gUEENEEEEEEEEEEEEEENEN,

»
*
*

Essmmmn®

.
®ampmmmnsn

Started GLP-1

*
®sssssmssmsmmsnnmnnst®

10/02/2022 - 01/01/2023 - 04/02/2023 - 07/02/2023 - 10/01/2023 - 12/31/2023 - 03/31/2024 - 06/30/2024 -
12/31/2022  04/01/2023  07/01/2023  09/30/2023 12/30/2023  03/30/2024  06/29/2024  09/28/2024

e—\/MS for Non Users  ====\/MS for only WL*  ===\/MS for only DM*

Source: NielsenlQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Food & Beverage vs Vitamins, Minerals & Supplements; Unit % Change; Quarterly periods through 13 weeks ending September 28, 2024
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A look at the shifting behavior of those GLP-1 weight loss shoppers on 7-11 months

52 weeks

Department Trends Across the Store amongst Weight Loss Users (7-11 mos. ago)
L52 Wks. vs YA

20.0%

15.0% Meat ®

10.0% Household Care Health &
Beauty Care

Bakery WL

Grocery
......................... Bakery

................ Health & Beauty'Care, WL Deli
................ .O(%Q
Household Care WL L]

- Dairy
—5.0%: Produce

Alcohol WL

$ % Chg YA
=}
=)
ES

-10.6% Dairy WL : Produce WL

- 5'1-.3% Grocery WL ° Frozen ;
Alcohol

Deli WL Meat WL
......... -20.0% -10.0% . 0.0% 10.0% 20.0%
------------ Unit % Chg YA

. GLP-1 Injection Users (7-11mo) to treat only Weight Loss O Non GLP-1 Users (Never Used)

Source: NielsenlQ, Homescan GLP-1 Panel Survey; Total US; Total Outlets; All Departments, Dollar and Unit % Change vs YA, Latest 52 weeks ending September 28, 2024

Decreases across the board, except for
increases in frozen, bakery and alcohol

Frozen WL

30.0%

Source: NielsenlQ,

Latest 13 weeks

Department Trends Across the Store amongst Weight Loss Users (7-11 mos. ago)
L13 Wks. vs YA

30.0%
Dairy WL
Health & Beauty Care — L
20.0% Meat - | o
Dairy ' Grocery WL
10.0% [ ]
B Bakery Meat WL
E] Deli 0C.0 @
O 0.0% (ooYe s
* PY O o Household Care
@ Deli WL [ Frozen. ........
-10.0% Alcohol 1 e
Produce WL ® Bakery WL
Frozen WL Produce
-20.0% P
Grocery
-30.0%
-40.0% -30.0% -20.0% -10.0% 0.0% 10.0%

Unit % Chg YA
. GLP-1 Injection Users (7-11mo) to treat only Weight Loss O Non GLP-1 Users

Homescan GLP-1 Panel Survey; Total US; Total Outlets; All Departments, Dollar and Unit % Change vs YA, Latest 13 weeks ending September 28, 2024

Decreases in frozen, produce, deli in
latest 13 weeks versus year ago

Health & Beauty Care WL

30.0%

NIQ
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GLP-1 weight loss users who started 1-3 months ago increase units across store

Department Trends Across the Store amongst Weight Loss Users (1-3 mos. ago)

L13 WKks. vs Previous Period

40.0%
35.0% P
30.0%
Dairy WL
25.0%
s o
g 20.0% Frozen WL Grocery WL
10.0% Beazlg/aggri Veat Produce WL
. 0
Dell Household Care Health & Beauty Care WL
5.0% Bakery @@ Bakery WL
0.0% O T Deli WL
Produce 88 Frozen
-5.0% Grocery
-10.0% Alcohol 0.0% 10.0% 20.0% 30.0%

Unit % Chg YA

@ Any GLP-1 Users (1-3 months ago) for Weight Loss only*

Household Care WL

40.0%

(O Non GLP-1 Users

50.0%

© Alcohol WL

60.0%

NIQ
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Linking behavior directly to electronic medical records/GLP-1 start illustrates shifting

Pre 90 Days Post 90 Days Post 180 Days
Volume
Category 197 OGSO Vol Vol Chg Vol Vol Chg
Sports Drinks 220.40 300.95 36.5% 279.67 26.9%
Corn Chips 10.17 7.28 -28.5% 7.57 -25.6%
Meat Snacks 6.08 7.28 19.8% 7.88 29.5%

> 7 Management
Science
» Associates, Inc.

Post 270 Days

\V/e]

286.69
6.84
10.81

Vol Chg

30.1%
-32.8%
77.9%

NIQ
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GLP-1 Weight Loss Shoppers are strong HBC shoppers

Department  Category Non Rx  Any GLP-1

Users for WL*

Health & Beauty Deodorant +2.0% +36.2%
Heanh&Beauty ........ Fragrances_Bodypowderge% .................. +223% ........
Heanh&Beauty ........ Fragrances_perfumeloo% ................. +234% ........
Heanh&Beauty ........ G|Care16% .................. +236% ........
Hea|th&Beauty ........ Glcare_Anthausea94% .................. +773% ........
| Health & Beauty Gl Care — Anti-Diarrhea +17.3% +47.5%
Heanh&Beauty ........ Ha|rc;areoo% .................. +353% ........
Heanh&Beauty ........ Ha|rc;are_c;ond|t|oner01% .................. +532% ........
Mealth & Beauty  Har Care — Hair growth product ~ -9.7% +108.4% |
| Health & Beauty Oral — Toothpaste -1.1% +29.2%
Health & Beauty Sexual Health — Pregnancy test kit -19.9% +148.1%
| Health & Beauty VMS — Vitamins — Vitamin B +4.9% +34.6%

Health & Beauty VMS - Vitamins — Vitamin D -5.1% +25.5% . .
Heanh&Beauty ........ VMs_M|nera|s_Ca|c|um120% ................. +218% ........ -29%, de_cllne in
Heanh&Beauty ........ VMs _|\/||nera|s_|ron ...................................... +71% .................. +624% ........ medlca-l
Health & Beauty ~ VMS — Supp - Digestive supplement “2% +46.6% accessories
Health & Beauty VMS — Supp — Electrolyte supplement +107.9% +202.3% (-12% for Non Rx)
| Health & Beauty VMS — Supp — Sleep Aid supplement -4.9% +25.8%
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GLP-1 weight loss shoppers increasing across many categories

Non GLP-1 Any GLP-1 Non GLP-1 Any GLP-1

Dept ~ Category . for WL* Dept ~ Category Users for WL*

Bakery Bagels

Grocery Salty Snacks
Dairy Milk Products

Grocery Salty Snacks — Corn Chips
Dairy Cheese Grocery Salty Snacks — Meat Snack
Meat Fresh Meat

Meat Fully Cooked Meat

Deli Beverages

Frozen Desserts

YN »

Frozen Fresh Meat — Beef Produce Fruit

Frozen Fully Cooked — Beef 'V N Produce Fruit — Avocados
V'V N Produce Fruit — Bananas

v
A A

v

Frozen Prepared Foods v

A LA Produce Fruit — Kiwi v y VvV VN

h A 4

v

v

v

Frozen Fruit

Frozen Vegetables — Produce Fruit — Mangos
- Gmcery o Bé\)e”rag'esm . _ AA B . p'r'o'd'qc'é B Végé_ta_bleé B _K_a_l_e_ o
Grocery  Beverages - Energy Beverages ALa Produce  Vegetables — Mixed Vegetables
T T TTETT TTE T TTETT A|Goh0| . Beer/FMB/Clder/senzer A

w Alcohol B/F/C/S — Non-Alcoholic Beer

Grocery Beverages — Soft Drinks

Grocery Beverages — Water

Grocery C/G/M — Chocolate
Grocery C/G/M — Gum

P N Alcohol Total Spirits

A b Alcohol Total Wine

_ A o A|coh0| . ”Tétéj'w'iné'_'Nah.A[c(')'hoj'ic Wih'e' o AA e a
_ AA B Househ0|d Tota]depanment B A o
AAA "pét'(';'a'r'e B Tota;depanmem o AA .

Grocery Cookies & Crackers
Grocery Fruit Snacks
Grocery Milk/Dairy Alternative

SREERRTNHNRRIREESNRERE
>
b

Grocery Diet & Nutrition

NIQ



GLP-1 weight loss shoppers seem to be increasingly intentional
Health needs states, nutrition, clean label all showing strong growth

Growth of GLP-1 Weight Loss versus Non Rx users

$ indexto Some attributes GLP-1 weight loss
otal Pane .
mNon Users ®GLP-1 for Only WL users showing stronger growth
99 190
Immune health
$ Index to $ Index to ¢ Natural, natural flavors
Total Panel Total Panel 114.7% e Joint health . . )
107.6% e Calorie conscious, fat conscious
*  Muscle health
uscle healt ¢ Sodium conscious
85.1% *  Osteoporosis (especially very low sodium)
79.4% 73.99 * Bone Health * Contains added sugar
$ Index to » Digestive Health *  Nutrient dense
Total Panel . . .
*  Hair, Skin Nail support * Antioxidants stated
97 126 44.7% 37.5% e Clinically tested * Paleo
32.6% 30.8% «  Free from aluminum * Non-GMO
0,
21.2% e Free from antibiotics, hormones e Plant-based
6.1% 0.89 + Free from high fructose corn syrup «  Free from gluten

— L — B — *  Free from artificial colors, flavors, .

Excellent and good source of

-2.0% -2.1% -1.0% fragrances, ingredients protein
* Free from parabens and phthalates
2 RS % @ 2
é}o\\’“ eq’b(\ Q,(‘\ ®\® @&‘\ ®e§6\ \’5@ ‘\0(0 <<@ *  Free from sulfates
IS ) o %@o Q:g\ (\Q\ "o& S e

A\ N\ o N
O

Q;\o 4@’@ & & &oé\ N @b

RS S ) X S
9 % Q*Q C),b\

Source: NielsenlQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Food & Beverage; Product Insight stated claims on package; Unit % Change, 52 weeks ending September 28, 2024
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Channel behavior highlights shifting across GLP-1 users

Grocery channel* Mass channel*

» Gained the most share across all channels for GLP-1 for weight - Saw greatest share gains for the 7-11 month GLP-1 weight loss
loss shoppers (counter to grocery trends for non-users) shoppers

» Grocery trip frequency is up for all GLP-WL (especially those who » While shoppers who started a GLP-1 for weight loss 4-6 months and
started 4-6 months ago) 1-3 months ago are showing declines in Mass channel share.!

Drug channel

* GLP-1 WL shoppers tend to over index in the Drug channel, driven Warehouse/Club _ _ _
by weight loss shoppers who started 7-11 and 4-6 months ago » Lost share across all GLP-1 (except 7-11 weight loss), trip frequency is
« GLP-1 for Weight Loss shoppers who started 1-3 months ago, Up; for 1-3 months and 7-11 months
under-index in the Drug channel.

* Most recent declines in 7-11 GLP-1 for weight loss shoppers in Drug
channel may be of concern.!

NIQ w



Channel shifting will drive opportunities and potential vulnerabilitieshow to own the GLP-1

shopper journey?

Mass
Value leader

Drug

Grocery

convenience when
shopping for other things

Specific immediate
need/health destination

Note: this index is across all consumers, not only GLP-1 shoppers

Amazon Warehouse Dollar
Routine, higher price point,

efficient to ship, privacy

Routine & immediate,
opportunistic

SEXUAL HEALTH

UPPER RESPIRATORY

ORAL HYGIENE ITCH RELIEF Gl CARE

SUN CARE UPPER RESPIRATORY SLEEPING & ALERTNESS AIDS

ITCH RELIEF Gl CARE

FOOTCARE EYE CARE PAIN RELIEF

ADULT INCONTINENCE PAIN RELIEF ITCH RELIEF

FIRST AID

EAR CARE

MEDICAL ACCESSORY EYE CARE

EAR CARE ORAL HYGIENE SLEEPING & ALERTNESS AIDS

VITAMINS & SUPPLEMENTS VITAMINS & SUPPLEMENTS PAIN RELIEF

FOOTCARE Gl CARE FIRST AID
ORAL HYGIENE

UPPER RESPIRATORY

ADULT INCONTINENCE

Gl CARE

\
\,
\,

MEDICAL ACCESSORY SUN CARE EAR CARE

EAR CARE ORAL HYGIENE SEXUAL HEALTH

VITAMINS & SUPPLEMENTS VITAMINS & SUPPLEMENTS FOOTCARE

MEDICAL ACCESSORY

7
’
/

ORAL HYGIENE ITCH RELIEF

SEXUAL HEALTH SLEEPING & ALERTNESS AIDS SUN CARE

SUN CARE SUN CARE EYE CARE

EYE CARE FIRST AID EAR CARE

PAIN RELIEF MEDICAL ACCESSORY MEDICAL ACCESSORY

ITCH RELIEF SEXUAL HEALTH VITAMINS & SUPPLEMENTS

Gl CARE FOOTCARE
UPPER RESPIRATORY EAR CARE

ITCH RELIEF

\,
\,
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____________________________________________________________________________________________________________________________________ Vital Pursuit Hits Shelves Nationwide as First-to-

R \Varket Nestlé Brand Designed for GLP-1 Users
. Pathways |

Marketing News & Strategy @

SMOOTHIE KING CREATES GLP-1
_— WSEEI\II&FOR WEIGHT LOSS DRUG

Onboarding/companion ST, VITAL =i
VITAL ‘ : Chain says it is the first quick-service restaurant to offer a
products \ BE- . L T R dedicated menu for GLP-1 users

By Erika Wheless. Published on October 29, 2024.

~ Share article

Introducing a line of delicious, high protein meals with essential nutrients,; Vital Pursuit

lands at national retailers to provide dietary support for GLP-1 users and consumers

1. AS prevention: Without Or é focused on weight management
before GLP-1s |

Providing nutrition you

Off-boarding/step-down/after |=— V2 e pre

GLP-1journey

(] S

) .
® mult

[——

supergu b a

i TY
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e
e maten o
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GLP-HARNONY - - oy o O ‘ R > — — ;
- ———— ‘ : N drug us
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What’s next...

HEALTH AND WELLNESS Robert F. Kennedy Jr.
THE WALL STREET JOURNAL. Biden wants to cover weight loss
US. Politics Economy Tech Markets&Finance Opinion Arts Lifestyle RealEstate PersonalFinance Health meds. RFK Jr' would rather we just
Last Updated: Nov 15, 2024, 6:48 PM EST eat bettero
;__e& %‘;ﬁg RFK Jr., though, seemingly wants to avoid all of that. In an interview with Fox
Updated 11 days ago rumtsnea 1012 am 1o 26,2024 | upad  INEWS, he called out the high price tag of Novo's Ozempic. A bill called the

Treat and Reduce Obesity Act would help expand reimbursement coverage
for the cost of weight-loss drugs.

T —— "That alone will cost $3 trillion a year," he said, according to Newsweek. "If
we spend about one-fifth of that giving good food, three meals a day to every
man, woman, and child in our country we can solve the obesity and diabetes
epidemic overnight for a tiny fraction of the cost."

Heard on the Street: RFK Jr. Is Spooking Obesity
Investors Too

@ By David Wainer, Columnist

| Novo Nordisk

m EliLilly Public Health & Policy > Medicare

Biden Proposes Coverage of Obesity Drugs in Medicare,
Medicaid

— Federal government would pick up about three-fourths of the cost for Medicaid coverage

by Joyce Frieden, Washington Editor, MedPage Today
November 26, 2024

NIQ s


https://www.newsweek.com/what-rfk-jr-has-said-about-ozempic-popular-weight-loss-drug-1987159

Closing thoughts

GLP-1 is creating a catalyzing moment in health;
shift in the conversation around obesity

Trends shifting and will continue to shift with marketplace
dynamic of GLP-1 drug innovations, compounding
pharmacies, legislation, funding,

new consumers trying drugs and lapsing

The opportunity to support consumers throughout their
health journey opens doors for product and retail
innovation

Upcoming GLP-1 Webinar
February 5, 2025

retailmedialQ
NielsenlQ
CEY
ThinkBlue
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