SHROOM BOOM,
KAVA CLIMB
AND

SUGAR SCRUTINY

@BRIGHTFIELD GROUP May Webinar - Based on Q1 Data
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About Brightfield Group

Brightfield Group’s Al-driven consumer insights and social listening help marketing
and innovation teams see the person behind the trend.

o | Conversations (Gen Z - Predicted)

POSTS

Informed by predictive Al integrated with survey and social media data, our data
has the answers innovators need to make decisions confidently.

NIID STATES

Problem Solution () BRIGHTFIELD GROUP Outcome

| need more Category-specificconsumer insights Double your

customers acrossbrands and channels customer base!

| don't know Social Ilsten!ng |ntt.:1 trending products, New product

what product flavors, and ingredients + actual :
consumer adoption across trendy & developmentthat is

to develop next

traditional segments 10x more efficient!

L 1 “Thes probeocs; il cured my hangower. | never



WELLNESS SURVEY & SOCIAL LISTENING

D) BRIGHTFIELD GROU|

SURVEY DATA

Cver 40,000 consumers
surveyed

Cluestionnaire fielded
ﬁ guarterly since Q3 2021
with dynamic edits to

account for the latest
trends over time

Cuotas & weighting were
used to achieve a nationally
representative sample,
including age, gender,
income, & region

Weliness-oriented
questions that reveal
attitudes, behaviors, &

purchasing of over
150 products

Built by insights people for insights people!

SOCIAL LISTENING

Ower 10 million
conversations
collected since 2021

Posts pulled based on
wellness-focused
hashtags & topics

\

Posts tagped by Meed State, Product,
Ingredient. Flavor, & Condition using
Al-enabled machine-leaming & natural
language processing

Meural network training
to help Al predict gender,
age. and persona
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Wellness Attitudinal and Behavioral Segmentation of U.S. Adults

Least Trendy Most Trendy

Detached

Traditionalists

Not into the latest
fads or wellbeing
trends, They are more
comfortable doing
things the traditional
way and using
traditional
products/ingredients.

Self-Focused

Savers

These budget
conscious consumers
are focused on more
traditional, less
intense and basic
wellbeing habits that
improve their health.

Better-Way
Believers

Wholesome idealists are
focused on bettering
their bodies and the

planet through "the right
way", "the better way",

"the traditional way" or
trying new "proven ways

Wellness

Seekers

Wellness Seekers are
fast followers that pay
close attention to the
latest wellbeing
trends in order to
improve their mind
and body.

Trendy

Enthusiasts

These trendsetters
are total cutting edge
wellbeing gurus - they

are focused on
bettering their mind,
body, spirit and the
planet with all the
latest fads available.






Functional Mushrooms are EVERYWHERE! And it
seems they can help with anything!

Bloomberg

Markets v  Economics Industries Tech Politice Businessweek Opinion More v WEH‘(E EuTA HUEHRuaH r
FOR THAT o

Functional Fungi, With Little FDA i, :

Oversight, Are the New CBD

RollingStone

All Mushrooms Can Be Magic: Why the
Shroom Boom Goes Beyond Psychedelics

You're not imagining things — mushrooms are everywhere.

BY ROBERT JOHNSON SEPTEMBER 8, 2023
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Functional Mushrooms

Overall Posis by Ingredienis

Highest Volume Highest Growth

0.5%

0. 4%

03%

B a-
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@ Chaga Mushroom @ Cordyceps @ Lion's Mane @ Rseishi Mushrooms
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Tracking the Shrooms Boom in Social Media the last 2 Years

Overall Posts by Products

Highest Volume Highest Growth Monthly Weekly Draily

Mushroom Coffee @ Mushroom Suppiement (reishi, chapa, cordycaps, llon's mane eta)

0.10%

0.05%
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Volume of these posts are round the same as B-12 and Protein bars, Cacao, and Hummus

From Brightfield Wellness Social Listening Portal
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Functional Mushrooms Starting to Mainstream

Purchasing Mushrooms as an Ingredient, as a Supplement or Mushroom Coffee

B Chaga Mushroom [ Cordyceps [ Lion's Mane Reishi Mushrooms [} Mushroom Coffee

B Mushroom Supplement

3.5%
3.0% % of Americans buying each mushroom in the past 3 months
. (0]
2.5%
2.0% Q1 2024,
1 59 ~— — Maijority are
. (0] =
1.0% M 39% are
. Better Way
0.5% .
Believers

Source: Brightfield Group - Quarterly Consumer Wellness Survey
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Functional Mushrooms

Who are Functional Mushroom Purchasers?

44% are
Millennials

Almost Even Split in Income:
39% are upper income and 31%
middle, 30% lower income

Word of Mouth and Viral Buzz are Triggering Use

Friends and Media Trigger Trial New Use Not Replacement

_ e
A friendfamily member told... - ?ﬁ.ﬂ% | Adding them - not replacing... 45 29 /
| read an article or saw a ml 31.4% | . 27 4%

Instead of another supplem...
Saw a video on social medi..l 23.1%

Instead of an over the coun... 19.4%

A healthcare provider reco.. 22 2% Instead of a psychoactive s... 15.80 Replacing
Saw an ad (v or online) for ... 19.0% nstead of a prescaiption m.__. 15.7% : gicrf;e:\jgdpslements
Saw them in a store and th... 18.6% Instead of alcohol 15.4% e e S Er s
Other 7.0% Instead of CED 13.9% e Prescriptions
Mot sure | 0.1% Other 6.3% e Alcohol
Taste | 0.1% Coffee | 0.7% e CBD

| Don't kmow | 0.1%
Mone of these | 0.1%

@ BRIGHTFIELD GROUP Source: Brightfield Group - Q1 2024 Consumer Wellness Survey




Functional Mushrooms

There’s shroom for that...

Better Way Believers are using for general wellbeing while Trendy Enthusiasts and Wellness
Seekers are finding more specific use cases beyond general wellbeing

GOO0D

Reasons for Use

 Trendy Enthusiasts/Wellness Seekers [ Better Way Believers

For general wellbeing

Improve brain heath and mental decline

Provide energy

Help me relax/chill out
Help with concentration and focus
Improve Sleep -

Improve Appearance

Sexual Health

0% 10% 20% 30% 40% 50%

@ BRIGHTFIELD GROUP
Source: Brightfield Group - Q1 2024 Consumer Wellness Survey



Functional Mushrooms

Lion’s Mane most used. Tea and coffee are top forms
Purchasing is mostly on Amazon

Mushroom Type

Lion's Mane
Shitake
Reishi
Turkey tail
Chaga
Maitake
Cordyceps
Agarikon
Other

Mushroom Form

43 A% Mushroom tea

44 2% Mushroom coffee powder

34.T% Powder drink mix

25 1% As a pill'capsule

24. 7% Consumed the actual mush. ..

22.9% In a ready to drink beverage

20.2% In a shot

M.7% As a timcture
0. 7% AS a gummy
Other

27.0%
26.3%
25.0%
24.6%
17.7%
16.8%
14.6%
13.0%
8.0%
6.8%

Purchase Channel (i)

Amazon

Matural Food Stores (Whole Foods, Sprouts, Trader Joes)
Mass merchandiser (Target, Walmart, Meijer)

Direct Seller (Herbalife, YouTheory, etc.)

Traditional Grocery Store (Kroger, Publix, Albertsons)
Fharmacy (Walgreens, Duane Reade, CV3)

Warehouse Clubs (Costco, Sam’'s Club, BJ's)

@ BRIGHTFIELD GROUP

32.3%
25.8%
21.0%
17.5%
14.6%
12.7%
12.4%

Source: Brightfield Group - Q1 2024 Consumer Wellness Survey
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Don’t forget we have lots of vice research including
extensive research on psilocybin (psychedelic
mushrooms), cannabis and kratom

Also a big study on hemp-derived THC coming out
soon
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What is Kava?

e Herb in the pepper family. The root of the plant is used to produce a drink with sedative, anesthetic, and euphoriant
properties.

e Native to the islands of the western Pacific where they have used kava for thousands of years as a medicine and for ritual
purposes.

e Kava is promoted as a dietary supplement for anxiety, insomnia, and other conditions. Like alcohol, kava is a depressant,
meaning it slows down your central nervous system.

e Kava is heavily regulated in the United Kingdom, Australia, Canada and beyond. And though it’s legal in the U.S., that doesn’t
necessarily mean it’s safe.

e Possible link to a risk of severe liver injury.

National Center for

E] Cleveland Clinic M) S

Integrative Health

'



https://en.wikipedia.org/wiki/Root
https://en.wikipedia.org/wiki/Sedative
https://en.wikipedia.org/wiki/Anesthetic
https://en.wikipedia.org/wiki/Euphoria
https://my.clevelandclinic.org/health/articles/21202-nervous-system

Kava

Kava first caught our attention back in 2021 when we first started to see it growing in social listening. We
looked at our Trendy Enthusiasts who are our most innovative target and saw growth also among them. Google
Trends showed tentative validation in late 2023. We have confirmed slow increase in sales among partners.

Social Listening Growth signal in H2 2021

Validated amongst Innovation Groups: Using Social Listening for early signals

| Innovation Segment = Social ] Google

Innovation segments corroborate growth.

We started

Google trends shows tentative validation paying
attention to Growth Rate H2 2021
Kava here

Current state - Growth in sales through

2023 and Presence in distributors.

INNOVATION SEGMENT

_ . Mk {0)/ Al GoOGLE TRENDS
—

H12021 H2 2021 H12022 H2 2022 H12023 H2 2023

@ BRIGHTFIELD GROUP



Kava

Kava Bars are becoming Popular and more kava products hit the market

FOOD&WINE

For a Booze-Free Buzz, Americans Are
Heading to Kava Bars

Kava bars are an exciting non-alcoholic arrival to cities like Austin, Brooklyn, and more.

PSYCHEDELICS | BARS | FOOD & DRINK NEWS

Suited to a Tea: Could Colorado Become the
Next Kava Capital?

“A lot of people use it for anxiety...kava appeals to health-conscious people who maybe
don't like alcohol, or people getting sober from alcohol.”

By Helen Xu July 5, 2023
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- pauhanakava « Follow
; Secret Agent 23 Skidoo » The Coronati...

(i pauhanakava Kava Bars are popular
for a number of reasons...

#1: relaxation & stress relief: Kava &
Kratom drinks are known to have
calming effects, making it a perfect
place to unwind! L,

#2: Alternative to alcohol: Kava bars
provides similar social atmosphere
without the intoxicating effects or
hangovers @

#3: Health Benefits: New studies that
are coming out that Kratom & kava
can help with diabetes (type 2),
anxiety & depression!

#4; Community atmosphere: Kava Bars
have amazing communities, where we
come together for engaaing

Qv W

ey P F P / t&}
"’6&/ EFM e

ledlo

KAVA KAVA KAVA KAVA

.....
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Kava

Stuck in the emerging phase with Trendy Enthusiasts and Wellness Seekers.
Social Seems to be declining while use and sales are increasing.

& Social Volume: %

SodalVolume

Surdey Volume %

Kava

Survey Volume

Wellness Persona (i)

Selected Subcategory @ General Population

Detached Tradition... 8.2%
Seli-focused Savers 6.6%
Better-Way Believers 16.4%
Wellness Seekers 39.3%

29 5%

Trendy Enthusiasts

Generation (1)

Gender ()

Selected Subcategory @ General Population

oo [T

Selected Subcategory @ General Population

14.0%

Generation £ Male
Millennial 96.3% Female 8% -
Generation X 21.1% Other 0.0% | 0.2%
Baby Boomer 7.6%
Silent Generation 1.0%
0.0% ) 0.2%

G 1. Generation

QE] BRIGHTFIELD GROUP




Ingredients and Conditions in Kava Posts

Ingredients in Kava Posts Conditions in Kava Posts

Ingredients (@) = o . Conditions
(TSR i@ TopIndices  Top Trending LAl Top Indices  Top Trending
Kratom 12.3% Anxiety 13.6%
Lavender 2 49 Difficulty Sleeping (fa... 3.6%
Cacao 16% Inac-m.ma 2.6%
Ginger 1 3% Depression 1.3%
_ Cancer 0.8%
Valerian Root 1.2%
Overweight | 0.5%
Magnesium 1.1% .
. Post-Traumatic Stres... | 0.5%
HE'SH'_MUEhmmé % Heart Disease f Card... | 0.3%
Tulsi / Holy Basil 7% HIVIAIDS 0 3%
Turmeric 6% ems | 0.3%

Da Kine's Kava @ dzakineskava - 1d

Qg&“” Recess is great any time of day - In the

morning to replace your coffee and start
yaur day off jitter-free, in the middle of the
workday for a focus or at the end of the day

@ cocrosiine - totoe to relax. Try it on its own, or order with a
# _ shot of kava, kratom, or CBD extract for a

% T ik great mixed drink!

S I SRS PRUICATERESTADR GASA
i tha bren.
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needs to hear this but:.”™, =~

st

(v Marwin® i 8 Pl A3 13 tha
outh P 2 keowen a1y

weplpringdrink

-

Those who have raken a
benzodiazepine for three to six

L waltva mitragys @ 6 @ &

months have a 32% greater risk of i sloilpte ictjubihoaind iy
o ‘ ety |he sk o can st be
developing Alzheimer's! ubed tegiealyfor caleing ePects P
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Current Kava Purchasers are Stressed and are turning to substances for relief

Typical Stress Level @

No Stress s 10.5%

Almost None B 7.6%

Moderate 23.9%
Stressed 31.2%
Very Stressed 26.8%

Main Cause of Stress ()

Money

Work

Lack of sleep

Mental health condition (e.g...
The news (e.g., poilitics, ec...
My weight or appearance
General health concerns

My spouse or partner

My children

lliness, injury, or medical co...

31.2%
I 20.7%
e 24.8%
B 20.7%
I 17.8%
I 19.7%
B 11.5%

— 12.4%

N 12.7%
I 21.0%

@ BRIGHTFIELD GROUP

75% of kava purchasers say
they are consuming less
alcohol vs. 58% of gen pop

Conditions

Anxiety

Allergies

Depression

None

Arthritis

Joint Pain / Inflammation
Overweight

High cholesterol / Hypertension
Difficulty sleeping (falling asl...
Migraines

Acne

Diabetes

Insomnia

ADHD

EE———39 2%
e 354 %
. 26.8%
s 18.8%

__ 13.1%

I 16.2%
12 7%

e 8.6%

_— 11.5%

I 19.1%
I 06.4%
B 8.5%

I 20.1%
I 21.0%

Source: Brightfield Group - Q1 2024 Consumer Wellness Survey

Kava Purchasers - P6M Use

| Kava Purchasers [li] Gen Pop

Cannabis

Tobacco

Alcohol

CBD

Hemp Derived THC

Psilocybin

Kratom



Where will it go next? We think UP but slowly

BC people are stressed and looking for options. A steady o
80% of Americans agree they are trying to reduce stress —

N

1 Gen Pop Anxiety [l] Gen Z Anxiety [} Millennial Anxiety

50.0%
Hurdles to overcome

30.0% i : * Need to grow beyond trendy wellness population

—_—— — e More accessible, mainstream brands
20.0% e Need to educate on best use (dose)
10.0% e Need to understand/explain the possible liver issues

0.0%
V V V V Yo H Yo b
Y ' ' ' v ¢ v ¢
S s s S S S s S
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PROTEIN FOCUS
MAINSTREAMING



Steady Third of Consumers Focused on Protein - Growing among Women i

Growth Rate of Important Label Claims
Q1 2023 v. Q1 2024 By Gender

- Looking For High Protein Claims On Products

359% . B Female [ Male
30(;; 4.0%
25% 2.0% - —
20%
15% 0.0% //\\\,, o
10% 2.0% -
5% L. (o]
0% -4.0%
UGG A SN G G N s 6.0%
N 9 S} % N 9 S} D N 0%
(OO LA O AN O 2NN O AN O AN O AN O SN O & < e o 0 & e X Q&
K & ¥ & & O & &
) Q 9 o
Source: Brightfield Group Quarterly Wellness Consumer Study \9$ Q’§ 2 \9$(J (}\&& v \/o$(° QK\Q}\ @Q‘Q\Q

In late 2023, the 30g trend surged a focus on protein on social

High Protein Diets Social Conversations

4.00%
@ Pinterest Trends: High Protein Meals
3.00% r
WHAT DOES & (i Nov 2024
2.00% A%
30 GRAMS @
1.00% o OFPROTEIN <
LOOK LIKE? . %> May 2023 May 2024
0.00% I 2N
W o > N % 5 b< N 9
SR A A A S i =
oSG G . P qp

Source: Brightfield Group Social Listening

@ BRIGHTFIELD GROUP

Source: Brightfield Group Quarterly Wellness Consumer Study




Old School Favorites like Cottage Cheese were trendy last year - now mainstreaming

Better Homes &Gardens
Why Is TikTok So Obsessed With
Cottage Cheese?
Food trends come and go, but recipes featuring this ingredient continue to be viral magic. Here's the latest. .
e OERE@E @ ecotronee o Folow Past 3 Month Purchasing: Cottage Cheese
. Better Way Believers [[1] Wellness Seekers Trendy Enthusiasts
. 30
-
A ghlllrlw;:rknm
25 c =
We Made the Cottage /%
Cottage Cheese Cheese Cookie Dough Th:
People Can’t Stop Talking 5
@ Social Volume % @ Survey Volume % About and We're Impress¢ 0
Qv [ —
1,370 likes
2% tasteofhome If you love cookie dough... more 1 5 \
g 0 40% 159% §
3 2 10
3 -
2 020% U;j
5
S Q-'L'l- ﬁm"l- @:t' aj'l-r:' Q'-ﬁ:_‘." rﬁiﬁ = 'Iﬂ::' *‘Eﬂ'h 0% O
" &t b ot g ¢t @t o Q3' 23 Q4' 23 Q1' 24

Source: Brightfield Group SnapShots

Source: Brightfield Group Quarterly Wellness Survey
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Similar boom in social media convos around eggs. Consumers are finding new and
interesting ways to include eggs in their diet and use it as a substitute

Overall Posts by Products
Highest Volume Highest Growth Monthly Weekly Daily

© Eggs
10%

8%

6%

4%
2 b b b B D B D D D Dl D > g

D S oS S S S B o o oS S o g St

PO pRCRY OV Q0T R 3BV (@Y (1% pRI T O WY P eey OV Q0T R ¥Rt @ 1@

Source: Brightfield Group Social Listening

- : v e . ¥
tritiofiBabe @ ™g2s-10-15 R
Part 52 | So full andsatisiEOOMol e |

Would you try it?? Eggplant frie... more

B YouTube
Cloud Bread Recipe (from instagram ...

Ingredients Mentioned in Posts about
Eggs in Past 6 Months

Ingredients Share of Actual Growth
Voice Growth Rate

Moringa 0.09% 0.36% 3,250.94%
Dha 0.16% 0.56% 1,982.88%
Tajin 0.44% 1.04% 1,482.69%
Aquafaba 0.23% 0.52% 1,028.86%
Jackfruit 0.17% 0.30% | 985.54%
Lion's Mane 0.21% 0.78%  706.81%
Aloe Vera 0.17% 042% | 594.86%
Lavender 1.08% 1.62%  423.40%
Poppy Seeds 1.83% 2.14% | 376.95%
Licorice Root 0.00% 0.01% | 352.56%
Raw Milk Cheese 0.09% 0.37% | 294.83%
Cassava 0.37% 067%  293.78%

Source: Brightfield Group Social Listening

@ BRIGHTFIELD GROUP



Protein Sources We are Watching

Chickpeas & Aquafaba Insect Protein Cicadas Anyone?

@ TODAY
Just 1/2 cup of chickpeas has these major benefits for your
heart, gut and weight Overall Posts by Ingredients
Natalie Rizzo Highast Volume Highest Growth IMonthly Weekly Daily
February 16, 2024 « 4 min read 'I‘ O 21
@ Insact Protein
Overall Posts by Ingredients
Highest Volume Highest Growth Monthly Weekly Daily 0.04%
@ Aquafaba ll."
.ll.l\\ I“"
BN
& I ==
0.02% i
' I| -\_\ | ._\\1 I,"
0.04% A 5 \ / TR [
fo\ — I )
r; \ / \ / \ f'll
g b Lo \ [
s 2 A ‘v-'s LI ’bu B AD A ah ab ok gk
c:ﬂv A LA A e S Y P LA PG R L L ot
0.02% \.L{\ }\\ \.‘.p_., 'G"’"ﬁq’or}l&ldq 1.5 '.'50' Qé]ﬁ.b‘i pg"‘@‘!ﬂ J\"lﬁ .:‘ \}:, 'C_-i‘f‘ﬂ’-i O"{Elcﬁ‘l{’}ﬁb ¥ (}t\%tﬁﬂiﬂi
0.00% - _ .
&_\,v’,q"lf ‘Q,!-L Jv g"ﬂ' l::.'l- Q’ﬂ' {:.?::’ 'Cﬂfjb\";ﬂ‘ Q'f' b "A"ld?a n;:.’f'.,g’fbt;:.‘lﬁlﬁﬁ.-lp’lvk n"lfb' @l]t ;..\l"lll ﬂﬂl‘k Elm 55
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A Trillion Cicadas, They're What’s for Dinner

For enthusiasts of edible bugs, this year's emergence presents an opportunity to cook up

@ Pinterest Trends: Chickpeas these noisy lobsters of the trees.

100

. May 2023
f: May 2024

laa 1 3024 Mar § 2022 Moy & 2024

e e UK A
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Uind by made) palach md ot

Source: Brightfield Group Social Listening L M oo
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High Fiber Diets Seem to be Making a Comeback

" Googl

May 2019

0.070%
0.060%
0.050%
0.040%
0.030%
0.020%
0.010%

0.000%

High Fiber Past 5 Years Search on Google
3 O g

e Trends May 2024

High Fiber Diets Social Conversations

2022 Q2 2022 Q3 2022Q4 2023 Q1 2023Q2 2023 Q3 2023 Q4 2024Ql1l 2024 Q2

Source: Brightfield Group Social Listening
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2.5%
2.0%
1.5%
1.0%
0.5%
0.0%
-0.5%
-1.0%

LIVING BETTER

Less snacking, more satisfaction: Some
foods boost levels of an Ozempic-like
hormone

OCTOBER 30, 2023 - 5:01 AM ET ﬂm

HEARD ON MORNING EDITION

0 Michaeleen Doucleff

8 high-fiber foods popular in Blue Zones where

people often live to 100

Gabby Landsverk Updated Aug 30, 2023, 8:11 AM CDT r* Share A Save

Change in Important Label Claims
Q1 2023 v. Q1 2024 By Gender

B Female B Male

/ \
Gluten Free Low fat Low sodium High fiber High protein

Source: Brightfield Group Quarterly Wellness Survey
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In our study, a steady 13% of Americans Adults say they have diabetes
BUT more people are identifying as overweight

I Overweight

an average of

66 pounds of

__added sugar

each year.

Q4 2022

Q1 2023 Q2 2023 Q3 2023 Q4 2023 Q1 2024

A more recent analysis of NHANES data from 2021 found that 40% of US
adults aged 18 to 44 are insulin-resistant based on HOMA-IR measurements.

National Library of Medicine

National Center for Biotechnology Information



Glucose

THE WALL STREET JOURNAL.

Is Glucose the New Gluten? Inside the Blood-
Sugar Health Craze

Proponents say that food ‘hacks’ meant to minimize blood-sugar spikes help
them think more clearly, have more energy and reduce cravings. But some of
the guidance is up for debate.

stelo

/%% »_by Dexcom

Introducing Stelo:
the first FDA-cleared glucose biosensor
available without a prescription

Empowering even more people™ with type 2 diabetes not on insulin

(]

f‘n BRIGHTFIELD GROUP

Fueled by desire to be in tune with your body and avoid peaks and crashes

Mar 19, 2024 - Health

Growing market for glucose
monitoring fueled by nondiabetics

@ Tina Reed, author of Axics Vitals M Ios

EEE Harvard Health
e<0y Publishing
p HARVARD MEDICAL SCHOOL

STAYING HEALTHY

Is blood sugar monitoring without diabetes
worthwhile?

April 23,2024

By Robert H. Shmerling, MD, Senior Faculty Editor, Harvard Health Publishing; Editorial Advisory Board
Member, Harvard Health Publishing

THE WALL STREET JOURNAL.

FDA warns consumers over smartwatches to
measure blood glucose levels

People with diabetes must regularly check their blood sugar levels

The Associated Press - Posted: Feb 22, 2024 10:10 AM CST | Last Updated: February 22



Glucose

Americans are consistently seeking out lower sugar options

47% of women in perimenopause are looking for products that say low sugar compared to 39% of Gen Pop

Ingredient Importance in Food and Bev

Perimenopause
B Nosugaradded [ No high-fructose corn syrup No sugar added 51%
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ﬁ justingredients @ SHARE THIS WITH
3 YOUR GIRL FRIENDS!

MORE WOMEN NEED TO
UMNDERSTAND PERIMENOPAUSE /
MENOPAUSE
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Menapause and perimenopause are
such complex yet interesting subjects.

They are something that basically
30 every woman can learn more about.
There is so much about menopause
that many of us are confused about or
are not fully informed about.

Did you listen to today's podcast with
20 Bdrmaryclaire?

The above slides help break down the
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@ BRIGHTFIELD GROUP

Apple Cider Vinegar as an ingredient is rising, again

Overall Posts by Ingredients

Highest Volume Highest Growth Monthly Weekly Daily

@ Apple Cider Vinegar
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Source: Brightfield Group Social Listening

€he New Pork Times

[s Apple Cider Vinegar Really a
Cure-All?

[t has been said to help with weight loss, blood sugar control, acne
and more. But experts say the science is more nuanced.

20
15
10
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MEDICAL HOME LIFE SCIENCES HOME An AZoNetwork Site £

MEDICAL

About COVID-19 News HealthA-Z Drugs Medical Devices

Apple cider vinegar shows promise in
weight loss and metabolic health Uieiee

Download PDF Copy

By Pooja Toshniwal Paharia Mar 13 2024
Reviewed by Lily Ramsey, LLM

(¢

In a recent study published in BMJ Nutrition, Prevention, and Health, researchers
investigated the effects of apple cider vinegar (ACV) intake on weight, blood glucose,
triglyceride, and cholesterol levels among Lebanese individuals.

Apple Cider Vinegar Ingredient Purchase P3M
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Source: Brightfield Group Quarterly Wellness Survey



Overall Posts by Products

et o (W] sy TUNE IN NEXT
® Ozempic @ Semaglutide Injections (wegovy, ozempic, rybelsus) @ Wegovy

REVISITING
THE OZEMPIC

S ol _\1,'1-

ﬂm AN i;a ot AN NN ,Lﬁi ,.L-{?.- ,f{a. AN 15{1- ,Eg. B N ,f:,m N2 Wq{p
3 R Eer o o o oo e et e 9 e 0 o e e o C RAZ E

@BRIGHII—I:LD GROUP



Get into the data in the Brightfield Portal!

Explore Consumer Insights ye Explore Social Listeningk

BRIGHTFIELD GROUP to see the insights in action!


https://app.screencastify.com/v3/watch/BZ5nMdT6r8JpFmqOqT3m

Qp) BRIGHTFIELD GROUP

Click here to see our
trend reports!
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