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Q4 2021 Evergi Overview

* Evergi™ integrates consumer surveys, social listening, expert analysis, and more in
single platform to create a 360-degree view of emerging wellness attitudes and trends.

Background and | T |
* With in-depth survey data integrated with social media, users can filter and get

MeThOdOIOQY answers on:

° Consumer Demographics
*  Consumer Atftitudes and Behaviors on Diet, Shopping, Exercise, and more
. Brand Affinities

. Usage and Interest on a broad range of products and functional ingredients

* Our social listening dashboard is created specifically for the emerging wellness
industry. Identify the products, brands, and topics consumers are talking about to drive
a stronger go-to-market.

* Consumer Survey Methodology
*  Fielded quarterly online with 5,000 US consumers age 21+
°  We use third-party panel providers to field the survey with general population audience,
which is census balanced on age, gender, and geography
* Social Listening Methodology
°  We collect Twitter and Instagram posts ufilizing keywords related to wellness
. Posts are tagged by product type and sub-type, medical conditions, ingredients, need
states, and associated keywords
* Health Continuum

. Each product or ingredient is assessed for a “fall-off point”, where we see a large
penetration drop between segments or income levels. The “fall-off” point is mapped for
both consmer segment and income.

* Scorecards

. Each product is assessed on the health continuum, Evergi consumer data, search history,
l9I ) and social communications
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Q4 2021 Evergi Overview

Summary

* Increasingly tough economic situations and continuing COVID concerns are causing
consumers to reprioritize their health and wellness goals

O Basic Need States like Sleep, Relaxation and Exercise have seen rapid increases this
quarter

o Consumers are looking to functional ingredients to meet their needs in all these areas

O Stress continues to increase among consumers, and they are increasingly looking to
ingredients like Ashwagandha, Reishi Mushrooms, and CBD to help them relax

* Evergi Segments are an important way to understand product opportunities in this ever-
changing health market, allowing us to see where products and ingredients are in their
lifecycle



Q4 2021 Evergi Overview

Economic factors and stress have caused a shift in

wellness segments

* Consumers are trying to meet the bare minimum of their

wellness needs, potentially driven by loss of income

* The shift from Wellness Seekers and Trendy Enthusiasts (super

health focused product segment) toward Detached

Traditionalists (very little focus on health products) illustrates

this shift toward more basic needs

* Evergi Segment Summaries

o Trendy Enthusiasts — These frendsetters are total cutting edge wellbeing
gurus —they are focused on bettering their mind, body, spirit, and the planet

with all the latest fads available.

o  Wellness Seekers — Wellness Seekers are fast followers that pay close
attention fo the latest wellbeing frends to improve their mind and body.

O Better-Way Believers — They are focused on bettering their bodies and the

"o

planet through "the right way", "the better way", and trying new "proven

ways."

o Self-Focused Savers — These budget conscious consumers are focused on
more traditional, less infense and basic wellbeing habits that improve their

health.

o Detached Traditionalists — They are ot into the latest fads or wellbeing
trends; They are more comfortable using fraditional products/ingredients.

!e r iYNI
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W4 Evergi Segments

Trendy
Enthusiasts 10%

Better Way
Believers
26%
Wellness
Seekers 21%

Self Focused Savers

Detached 25%

Traditionalists
21%

Change vs Q3
4.7
1.7
-1.3
-39 -2.9
Better Way Self Focused Detached Wellness Seekers Trendy Enthusiasts
Believers Savers Traditionalists
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Need States

We’re seeing a consumer shift towards the Relaxation, Sleep, and Exercise need states, and a decline in things like
Sustainability and Mental Health — indicating a shifted focus on some of the more “basic” health needs

Evergi Need states W4 vs. W3 2021

-4.5% -3.8% -1.8% +7.9% -2.8% +12.8% -1.9% +1.7% -3.2% -2.7% -4.6% +15.2% +17.1% -4.4%

43%
16%
Athletic Brain/Mental  Community Digestive Energy Exercise Focus Functional Holistic Immunity Plant-Based Relaxation Sleep Sustainability
Performance Health Connection Health Health Wellness

- ve r9i“
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Source: Evergi W4 2021 vs. W3 2021 Red= Significant negative shift, Green=Significant Positive shift
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Increased stressors, including money and COVID-19, are
causing consumers to shift toward the more basic health need states

* Consumers are increasingly stressed with 65.2% reporting a stress level of 3 or higher
* Money is generally a top cause of stress, and with 4% growth, has become a stronger stressor

% Change in consumers stress causes

4.0%
3.3%
1.7%
1.1%
I 0.3%
|
Money* COVID-19 lliness, injury, General health The News

pandemic*  medical condition concerns

* Q4 was fielded between Thanksgiving and Christmas —common times for money worries fo spike;
however, we do see a significant increase over December 2020 as well. Additionally, COVID-19 Financial
packages had just ended. COVID-19 Omicron variant had just emerged in the US during fielding of W4.

evergi"‘
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" SLEEP:

Focused on
getting some Z’s
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Consumer focusing on sleep needs
span our consumer wellness
segments and age groups

* Consumers focusing on sleep needs span our consumer
wellness segments and age groups — however strong increase
have been seen among our segments more focused on tried-
and-frue wellness methods.

* Strong growth has been seen among our segments who are
more focused on tried-and-true wellness methods (Wellness
Seekers & Better-Way Believers).

* Gen X more likely to be focused on sleep; while Boomers are
less likely to be included.
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46% of consumers fall into the sleep need state

Trendy Enthusiasts +5%
Wellness Seekers A +4%
Better-Way Believers A +5%
Self-Focused Savers A +3%
Detached Traditionalists A +4%

GenerationZ [N 8%

Millenial N 30%

Generation X [N 34%

Baby Boomer (R0,

Silent Generation [N 8%

G.l. Generation 0%
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Those in the sleep need state are seeking functional ingredients to
achieve their goals

For existing clients: View these insights
by logging into the portal here.

To see how our interactive data platforms can support
your business, schedule a demo.

Powered by Brightfield Group


https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo
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For existing clients: View these insights
by logging into the portal

To see how our interactive data platforms can support
your business,
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Q4 2021 Evergi Overview

For existing clients: View these insights
by logging into the portal

To see how our interactive data platforms can support
your business,


https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo

Relaxation:
Focused on
reducing stress
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Half of American consumers are seeking relaxation and stress relief;

Up 13% since 2020

47% of Consumers fall into
the Relaxation need State

Trendy Enthusiasts A +3%
Wellness Seekers A +3%
Detached Traditionalists A 4%
Self-Focused Savers A +3%
Better-Way Believers A 5%

evergi"‘
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Relaxation skews heavily to

Generation Z

Millennial  ————— 57,

Generation X

Baby Boomer

Silent Generation

G.l.Generation

Millennial and Gen-X

E—10%

e —— 35,
—16%
- 3%

10%
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For existing clients: View these insights
by logging into the portal

To see how our interactive data platforms can support
your business,


https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo
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Q4 2021 Evergi Overview

For existing clients: View these insights
by logging into the portal

To see how our interactive data platforms can support
your business,


https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo

Kercise:
Elevating their
Workout Experience
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Exercise need state grew 13% since Q3; Exercise consumers tend to skew
younger and more male

* Higherincomes allows them to try more products to help meet their exercise goals.

Gender

Female
4L44%

48% of American Consumers fall into
the Exercise Need State; growth coming
from Better-Way Believers

Exercise skews heavily to
Millennial and Gen-X

Generation Z -IO%

Trendy Enthusiasts A 1%
Male
Millennial 38 56°%
A +3%
Wellness Seekers )
Generation X I 33%
Income
Better-Way Believers A 5 Baby Boomer I 15%
Self-Focused Savers A 2% Silent Generation MIIg%I
Detached Traditionalists A +3%

G.l.Generation I 1%

Middle
28%

evergi"‘
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For existing clients: View these insights
by logging into the portal

To see how our interactive data platforms can support
your business,


https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo
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For existing clients: View these insights
by logging into the portal

To see how our interactive data platforms can support
your business,


https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo

ﬁn’rro fo Evergi
Innovation Grids
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Evergi Health Segments can be viewed
on a health continuum

Detached Self-Focused Better-Way Wellness Trendy

Traditionalists Savers Believers Seekers Enthusiasts

Not into the latest These budget Wholesome idealists are Wellness Seekers are These trendsetters
fads or wellbeing conscious consumers focused on bettering fast followers that pay are total cutting edge
trends. They are more are focused on more their bodies and the close attention to the well-being gurus -
comfortable doing traditional, less planet through "the right latest well-being they are focused on
things the traditional intense, and basic way", "the better way", trends in order to bettering their mind,
way and using well-being habits that "the traditional way" or improve their mind body, spirit, and the
traditional improve their health. trying new "proven and body. planet with all the

products/ingredients. ways". latest fads available.

evergi
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... This continuum can help us see where
products are in their life-cycle

Detached Self-Focused Better-Way Wellness Trendy

Traditionalists Savers Believers Seekers Enthusiasts

Disinterested in

Compelled to
new health try every new
ideas or health product
products
0.
evergi
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High Income

Mid Income

Low Income

Powered by Brightfield Group 9

Income is another important dimension
for innovation — It indicates consumers’
ability or willingness to pay



Income Level

High

Mid

Lower

A

Detached Traditionalists Self Focused Savers Better-Way Believers Wellness Seekers Trendy Enthusiasts

NICHE

PRODUCTS

Products can be mapped along these cross
sections to show how mainstream or niche
they currently are in the market

MAINSTREAM

PRODUCTS

Health Focused eve r9IM
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For existing clients: View these insights
by logging into the portal

To see how our interactive data platforms can support
your business,
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BEVERAGE SPECTRUM


https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo

For existing clients: View these insights
by logging into the portal

To see how our interactive data platforms can support
your business,
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https://www.evergi.com/demo

For existing clients: View these insights
by logging into the portal

To see how our interactive data platforms can support
your business,

2>
)
ae
—
-
Ll
ol
)
—
Z
Lol
>
Lol
—
am
am
)
)



https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo

For existing clients: View these insights
by logging into the portal

To see how our interactive data platforms can support
your business,
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" Innovation
Scorecard




Kombucha P e \ l

STILLHOT, GROWTH SLOWING DESIRED EFFECTS

‘o >

HEALTH CONSCIOUS, HIGH INCOME DRINKERS

HIGH LEVELS OF SEARCH AND SEO SATURATED

E
INCOME

|
|
|
|
|
|
} 65%
|
1 29% 26%

368K |
|

" Monthly | Digestive General Increased
HEALTH ZEAL Searches i Health Well-Being  Immunity
|
SOCIAL INSIGHTS
Topics Mentioned Conditions Mentioned Flavors Mentioned
=== Holistic Wellne ss === [ unctional Wellness e |BS ———Diabetes === Anxiety Menstruation Ginger Apple Lemon
e )ige stive health
T = 3T 23%
2]% M 23%
22%
15% 9% //\ — 10%
7%
0%
Aug 21 Jan'22 Aug 21 Jan'22 Aug 21 Jan'22
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Hard Seltzer

For existing clients: View these insights
by logging into the portal here.

To see how our interactive data platforms can support
your business, schedule a demo.

Q4 2021 Evergi Overview; SEM Rush Search Jan 2022 N * Hard Seltzer desired Effects Q3 2021


https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo

RhodiolaRosea H

For existing clients: View these insights
by logging into the portal here.

To see how our interactive data platforms can support
your business, schedule a demo.
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https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo

Jerky/Meat Sticks , e l

For existing clients: View these insights
by logging into the portal here.

To see how our interactive data platforms can support
your business, schedule a demo.
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https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo

Nitro/Cold Brew. L8 :

For existing clients: View these insights
by logging into the portal here.

To see how our interactive data platforms can support
your business, schedule a demo.

Q4 2021 Evergi Overview; SEM Rush Search Jan 2022


https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo

Oat Milk La tte - , » l

For existing clients: View these insights
by logging into the portal here.

To see how our interactive data platforms can support
your business, schedule a demo.

Q4 2021 Evergi Overview; SEM Rush Search Jan 2022


https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo
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For existing clients: View these insights
by logging into the portal here.

To see how our interactive data platforms can support
your business, schedule a demo.
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For existing clients: View these insights
by logging into the portal here.

To see how our interactive data platforms can support
your business, schedule a demo.
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https://app.brightfieldgroup.com/account/login
https://www.evergi.com/demo

Brightfield Group is the leading research firm for emerging categories
including CBD, cannabis, and wellness. By integrating multi-source
data with Al and research expertise into our cross-comparable data
lake, we uncover robust insights as new markets develop. Since 2015,
we have helped Marketing, Innovation, and Insights leaders drive
customer-centric strategies on their next big idea.

Learn more at evergi.com

evergi’”
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