® Subscribe to monthly access to the Wellness CPG platform and get 50%
off with code: Bevhet50 Learn more.

SAVOR THE
FUTURE: 2025
WELLNESS
TRENDS

What’s Next in Wellness Webinar Series
Based on Q4 2024 Data
Click to see the Recording! ¥
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@ BRIGHTFIELD GROUP _ Love the data behind the report?

Subscribe to our Wellness CPG Platform and unlock even
more insights—Get 50% off with code: Bevnet50
WELLNESS CPG STUDY ¢ Learn more.

Surveys + Social: The Brightfield Difference

Brightfield Group’s Al-Driven consumer insights empowers marketers and product developers to innovate & brand with
confidence.

lgnite Your Innovation Journey with Al-Driven Consumer Insights
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Wellness CPG Study: Consumer Insights + Social Listening Dashboard

Al-Driven

Consumer Insights

Dashboard
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Comprehensive Consumer Insights

« Quarterly Survey of 5,000+ US Adult Consumers

+ Census-Balanced & Unique consumers each quarter to allow
combining of quarters for higher sample size

« Survey includes robust Behavioral, Attitudinal, Lifestyle insights &
product usage for over 150 categories

« Segmentation developed to explore by consumer attitudes and

priorities
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Social Listening |

/ Conversations | Social Listening
Crapirs W0 Sited Prodacts Ingredanis Flingis Cond s Mgnbons Foed | Bets | eIy
Tolal Mentions. {1) ; A %
- 1 45 R
2063.718 Shgth 1,274,156 el WP pre ey
el
Y 136 424 | dpriisl i i%
ir W22 eaFram BT2 75 Carnmuiy Cantat o =AT% 7
- o e |
—i : P ¥ e (Fe
1t o8 Eneng 74 4%
Frediched Sender | 18 Fgan $7 630 Eracize P (LD
LTy 3. 336 +
) 5 | F TS
Ajcatidlisn A%y 128
Fracicted Generalion Ity bviag 457 16 Funcixiadl v 0 NEg
Lytizn =g -3 et Heakh 1 10% oS
P foad 151 B3R
LEi Habaik Wi -yl E L T
Fradicted Periona
L i I Bt (-l ingh 1 111
e W 1 L Db S 1 | b B
|||||||| '] figy e 1 Bl sl M 0 F1591%
\pple 30 o ik Al 1 Wi GE1
mbres, i - 1% alz wim 3
hctrapabis 4™ i L g ] i
Bt I FIAY Aml E
B ! M7 Cidkai rd

Forward-Looking Social Listening

« Total conversations spanning 20 million+ mentions of keywords
associated with wellness from Twitter(X), Instagram, TikTok -
updated weekly

« Pre-trained Dimensions capture conversations about Conditions,
Need States, Products, Sub-Products, Flavors and Ingredients

« Verbatim mentions link to actual post to explore context & posters

« Al-Trained Persona Predictions allow filtering by Gender, Age,
Persona
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Subscribe to monthly access to the Wellness CPG platform and
get 50% off with code: Bevnet50#’ Learn more.
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_ Subscribe to monthly access to the
Wellness CPG platform and get 50% off witl

American are most stressed we have seen and code: Bevnet508 Learn more.

often turn to substances/products to relax

Need States

Relaxation [DSGGEN
Holistic Wellness [N O0 A IaY
Brain/Mental Health [ 48.5%
Sustainability [ 47 6%
Funciional Health | 45 9%
Slieep I 44.8%
Digestive Health [ 43.7%
Focus [ 43 6%
Exercise [N 43.3%
Energy [ 42 5%
Community Connection [ 41.9%
Heart Health [N 36 6%
Hydration [ 35.5%
Plant-Based [N 30.4%
Immunity [ 27.5%

Athietic Performance [N 24.1%

Kelaxation Need Stem

the highest it's been since
we started tracking it in Q3
2021. It now stands at 54%
compared to 47% in Q1

2024 /

y—

74% of Americans agree
reducing stress is a priority
for me

Stress Relief Tactics (1)

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

Listen to music or watch T. . 343%.
Go for a walk | 32.7%
Zet enough sleep 23.4%
Spend time alone | ! 20.9%
Lig 17 7%
Use cannabis 14.1% )
B TRER
Exercise or play sports 13.8%
Read, write, paint, or other. .. 13.6%
Meditate 10.3%
( Use alcohol 8.9% )
Take prescription medication | 8.6%
Maintain a healthy diet 2.1%
Take a vacation 7.7%
Disconnect from electronic... 0 6.3%
Take supplements 5.5%
Talk to a therapist or coun. . 5.1%
None B 5.0%

Use CBD B 4.3%

Practice yoga B8 4.2%

Use functional foods or be_ 33%
Acupunciure, massage, or... 2.4%
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American alcohol consumption has been
depressed since late 2022

47%
50% 42% 41%

40%
30%
20%
10%

0%

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
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Over 60% of alcohol consumers reported wanting to drink less,
only increasing over the course of 2024

Agree: | am consuming less alcohol than in the past

70%

50% 54% —

40%
30%
20%
10%

62%

f.

0%

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
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45% say it’s to be healthier

* 36% say its to save money

% 25% say it’s for mental health

@
©

Love the data behind the report?
Subscribe to monthly access to the

Wellnhess CPG platform and get 50% ‘
off with code: Bevnet50 ‘ I ‘

& Learn more.
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Who are the alcohol
reducers?

e Above-average income

e More likely to live in a city
e Skew male

e Most commonly Gen X or

Millennial

~ Subscribe to monthly access
to the Wellness CPG platform
and get 50% off with code:

gL Bevnet50& Learn more.
‘-1

FROM THE PORTAL .

A

Alcohol Reducers

Generation @
Income Level @
Generation Z B 8.1%

L 1 34.5%

N : Millennial —— 34 2%
Middle I 30.0% Generation X s 31.6%
Upper | W 35.5% Baby Boomer Immmmm—" 24.4%

Silent Generation B 1.7%
Gender Dwelling ®
Female M 44 8% Suburb of city §36.3%
e | s City e 36.3%
Other 0.3% Rural ! . 16.9%
Small town 10.5%

How are you consuming less alcohol?

®w Male ®mFemale

How: Limiting Days | Drink

How: Not Drinking

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
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Dry January

16% HAVE DONE IT IN THE PAST

357% WERE A YES OR MAYBE
FOR 2025

i Ehe New Hork Times

Surgeon General Calls for Cancer
Warnings on Alcohol
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Common alcohol alternatives include coffee,
soda, and cannabis

Alcohol Substitutes

40%
30%
20%
10%

0%

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024 @ BRI G HTFIELD G R O UP
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Cannabis Use on the rise among Alcohol Consumers

® Genz @ Millennials ® GenX © Boomer

60%
50%
40% — W

30% P— N B /
20% —— — — /

10%
0%
Q12023 Q2 2023 Q3 2023 Q4 2023 Q1 2024 Q2 2024 Q3 2024 Q4 2024
Subscribe to monthly access
to the Wellness CPG platform
@ B R | G H T I: | E |_ D G R O U P Source: Brightfield Group; Wellness Consumer Insights; Q4 2024 and get SBOecfn:ifsv(\)"th code:

& Learn more.



https://www.brightfieldgroup.com/consumer-insights
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet

HD THC Beverages are being used as a replacement for alcohol

Incidence of Use of Hemp-Derived

THC Products (all formats) 11% Of hemp_derived
Qi2028 | Q2024 | Q20 | QAo users have used a drink in
8% 10% 12% 14% the past 6 months

What did you replace with Hemp-
Derived THC Beverages?

Hemp-Derived THC Use Triggers Among Drink Users

Recommendation from friend/f... 37.1%
Caught my eye at a store 29.1%
Cannabis/Manjuana 1A% Friend/family gave me some to... 33.2%
Alcohol 40.7% Recommendation from a store... 12.6%
CBD 29.2% Social media ads 13.2%
Relaxation beverage 24.1% I Available at a concert 18.2% Hemp THC Drinks
Tobacco/Nicotine 24 1% Ads (TV, billboards, posters, ra... 9.5% users more likely to
Tea/Coffee 23 4% Saw them at a bar or restaurant 9.7% say they tried Hemp
Medication (prescription or over the counter) 18.4% Social media influencer 7.3% .THC b/c it was
Vitamin/Supplement 9.7% R ICTHERERLY =t SENELOEER R
Other substance 8.6% S 73% 2l I T
Podcast 3.4%
Other 8.2%

Hemp-Derived THC Drinks Consumers

: : : Hemp-Derived THC ALL C
Source: Brightfield Group; Wellness Consumer Insights; Q4 2024 smprerve OnsHmEr

Hemp Derived THC Consumer Insights Q3 2024 QE BRIGHTFIELD GROUP
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Alot of buzz around NA drinks

Purchase Last3 Months ¢ 1.79% NA Beer

Incidence Among e 1.2% NA Spirits
American Adults: e 119% NA Wine

Non-Alcoholic Spirits / Social Tonics

B Social Volume % @ Survey Volume %

social Volume
Survey Volume

| —c{ﬂ' _m'i, _h-;:-,’l _,-;ﬂf _h-;ﬂf _h-;ﬂf ,_I{ﬂ ,_I{ﬂ ,_I.Q-,l-b' |:_~.L£-b' Ql-b' th
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Source: Brightfield Group; Wellness Social Listening; Dec 2024
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S —— Kava is a growing alcohol alternative

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. 75 % Of kava p U rC h a Se rS Say

they are consuming less
alcohol vs. 58% of gen pop

L

Typical Stress Level {‘D

2% purchase Science Backed Benefits of &

incid No Stress s 8 2% Natural Kava
ciaence Almost None s 11.6%
Moderate 28.5% I.S.Imlz‘ifalﬂ thrlesf:f
ift” elie
21 o2 Q3 4 11 o2 Q3 4 Str'EEE'Ed 33-5% P
2023 2023 2023 2023 2024 2024 2024 2024
Very Stressed s 18.2%
Mood
(zeneration {D Gender (D Support
& Selected Subcategory @ General Population @ Selected Subcategory @ General Popuiation
Generation £ Male
Millennial Female Restful Sleep’ Relaxation”
Generation X Other 0.0%| 0.2% S S TS

Baby Boomer

Slent Generaton _ Subscribe to monthly access to the Wellness CPG platform

and get 50% off with code: Bevnet50£’ Learn more. @ BRI G HTFIELD G R O UP

3| Generation

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
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Bevnet Live: Trends we Drank Up Q?) BRIGHTFIELD GROUP

Relaxation & Alc Alternatives
BFY Sodas, Coffees, Sports Drinks

Vibes high.
Bad decisions low.

rupar

“We are replacing so many occasions, Recess
for daytime, Recess for alc replacement we
aren't disrupting a single category like ——
alcohol, which makes it so exciting” . L@f‘"f?gf )

- Ben Witte, Recess S |

Premium Ready-to-Serve Cocktails + Functional Benefits

BEVNET M= . 16
008
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GLP-1s/ Semaglutide Injections

Beyond the Fad: Semaglutide Injections continue to hold steady
with steady growth

Conversations about Semaglutide Overtime on Social Media

@ Semaglutide Injections

0.25%
0.20%
0.15%
0.10%

0.05%

0.00%

Subscribe to monthly access
to the Wellness CPG platform
and get 50% off with code:

B R | G H T F | E I_ D G R O U p Source: Brightfield Group; Wellness Social Listening; Dec 2024 Bevnet50

& Learn more.
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GLP-1s/ Semaglutide Injections

12.5 million people reported using semaglutide in the P6M

Semaglutide Injections @ Prescription Weight Loss Pills mj Health
504 GLP-1 pills are coming, and they could
0 revolutionize weight-loss treatment

3%

25 Similar incidence as protein powder

1%

0%

Q4 '23 Ql '24 Q2 24 Q3 '24 Q4' 24

B R | G H T I: | E I— D G R O U P Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
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GLP-1s/ Semaglutide Injections

Who are the GLP-1 Users?

Gender Generation ()
Income Level (D
Female 51.2% Generation 7 e 0.1%
Male 48.5% Millennial = 7 3% Lower B 27 7%
Foe Generation X = 21 1% :
O | D5 2 Middle 26.1%
Baby Boomer s A1 3% _
Silent Generation | 1.2% Upper § " 48.Th
1. Generation
Menstrual Stage (O
Fostmenopausal: Beyond. .. 48 8%
Currenily menstruating m. .. 23.3%
Frefer not to say T.75%
Of menstruating age. but . 7. T%
FPerimenopausal: Experie._. 8.5%
Currently Pregnant so not. . 2.9%
@j BRIGHTFIELD GROUP Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
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GLP-1s/ Semaglutide Injections

What are they experiencing ?

Semaglultide/GLP-1 Symptoms

Feeling fuller quicker

Eating less in general

Eating smaller meals

Snacking less

Less focused on food/eating
Binging less

Craving less sweets

Drinking less alcohol
Nauseous/don't feel like eating
Craving healthy foods

Eating more food

Not much has changed for me
Other

None of the above

0%

20%

80%

GLP-1Support

$139.99

nnnnnnnnnnnnn

40% 60% 80%

QP) BRIGHTFIELD GROUP {

{

Often Behaviors: GLP-1 Users vs. General Population

GLP-1 Users @ General Population

35%
30%
25%
20%
15%
10%

5%

0%

o

| reward myself with little treats Eat a snack instead of a full meal

Industry Innovation

Nestlé - Vital Pursuit, a line of high-protein frozen meals designed for users of GLP-1
medications (Nestlé Global).

Mondelez has positioned its snack bars as ideal for GLP-1 users (The Independent).

Daily Harvest offers a collection of nutrient-dense, ready-to-eat meals aimed at weight
control (Verywell Health).

Conagra is exploring high-protein, low-calorie shack options like beef jerky and popcorn (The
Independent).

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
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GLP-1s/ Semaglutide Injections

Trending Products Related to Weight Loss Besides GLP-1

Akkermansia Conversations Over Time

Akkermansia

g drmarkhyman &

? ﬁ : - * 0.0010%

Our gut bacteria regulate
many of our bodily functions, S‘
from creating vitamins to
regulating our immune system,

# our brain function, and of e
course, our metabolism and
weight, They are critical to our

Share of Voica

long-term health. naNnS
S0 . %
FORMARKHTMAN
©Os915 ()63 7647 (]
drmarkhyman One such bacteria is
Akkermansia muciniphila, which accounts for
1%=5% of our gut microbiome—aor at least it"s
supposed to!
0.0000%

Jan Feb Mar Apr May Jum Jul Aug Sep Ocl Mov Dec Jan Feb Mar Apr May Jun Jul Auwg Sep Oct Mov Dec
2023 2023 2023 2023 2023 2023 2023 2023 2023 2023 2023 2023 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024
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Glutathione Conversations Over Time

Indeed, Baylor College of Medicine research finds
that increasing glutathione levels improves
cellular fat burn by 104% and reduces liver fat by
63%. And in a Greek study, subjects with high

glutathione lost 60% more weight than those with
low levels. feb3 2024

Yahoo

Inttps.fwww.pahoo.com » lifestyle » doctors-boosting4,., 3

Doctors Say Boosting Your Intake of This Antioxidant Can ...

@ Glutathione

0.8%

0.6%

0.4%

0.2%

0.0%
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Source: Brightfield Group; Wellness Social Listening_December 2024
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' Focus used to be just Protein, now we are seeing Protein + Fiber
4

2 percentage point increase in consumers saying they are looking for products that say high in fiber

WHAT LLINCH WITH

High Fiber and High Protein Conversations Over Time 30 GR AMS

o PROTEIN _

LOOKS LIKE

@ High fiber @ High protein

DT Fiber is showing a similar
trajectory to “High protein
conversations which

G peaked in Q1 2024 | From 3()g Trend

»

L] /
)
L= .
2 0.15% tO 30-30-3
—
u o
=
(]
L=
[£3] F
0. 10% ; @ fastingmd @ 30- 30- 3 save this and
— i e . 1./ use this as a guide
-"'r For my audience that is in their late
g DA".Y 30'30'3 303, 40s 50s and beyond— this is
= i STATRND going to be the roadmap that you can
— — I S —— e start with to really take control of your
e - o S o o e perimenopausal symptoms.
0.05% " ia = P 3 Probi
o~ -i.t'lgfbel + 30’; r:: | + rmdm': Share this info with someone else who
e _— = : feels stuck. Most importantly —thank
— - — @ g o= B you for your interest.
Piomlic g v Voxpart e 1 go into much more detail and my : - ’
.ff@.‘_ “ tok @ T""““' podeast called. Save yourself. Wi s S0 waier ol d
) = “ < N patient finally foun rjm 1
Jan Feb Mar Apr May Jun Jul Awg Sep Oct Nov Dec Jan Feb Mar Apr May Jum Jul Auwg Sep Oct Mov | [ Wil prere "”': e about 30/30/3 {increasing
2023 2023 2023 2023 2023 2023 2023 2023 2023 2023 2023 2023 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2 ey W T iy @ ® fier in het dist o 30 H
" 'M'“ S Tenpoh prote Ir1 in her breakfast b
e ke e %y and added 3 probio tl.. W
WOHMIOO0)  leGimommfoces  wasmowoncroors | S vivianmaheu This is awesome! Thanks! % foods), @
¥ magnesium 10 550 mg,
Qv W WVitamin 0 e 2000 U,
! Ommeca 3 105 gfday
35?3"'“” — and nou st feela 10
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Protein/Fiber

End of 2024 - About a fifth of consumers are focused on high fiber

Important Label Claim

Important Label Claims ()

-

Low sugar ‘3&4‘5
High protein | 30.2%
Low sodium 27 0%

Mone 26:2%
Sugar-Free 206.2%
Low fat 23.2%

Low Calorie 22 3%

Low carb 21.7%
| Hioh fiber 1 210%

Hormnone Free 13.3%

Gluten Free | 11.8%

Plant-based | 9.6%

Dairy Fres
Lactose Free
Aliergen Fres

Free from rBGH
Keto
Grain Free

Mui-Fres

| 8.9%
| 8.3%
6.5%

| 6.3%
| 5.3%
| 4.1%
3.8%

Track Daily Consumption

Rarely or Never

@ Sometimes

@ Often or Always

Calories

Carbs

Protein

26

0% 20% 40% 60% 80% 100%

Source: Brightfield Group: Wellhess Consumer Insights; Q4 2024
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Protein/Fiber

@ mayoclinic ® Follow -«

We want permission to eat carbs  © BRricHTFIELD GROUP
N D I E

EATER

The pandemic-fueled sourdough frenzy
- . |
: : iIsn't over
Sourdough Is Having a Moment... Again
o= Some people never stopped baking. Others just want to show off their crumb shots. FEBRUARY 18, 2024 - 6:01 PM ET
Can fermented _';'_', by Amy McCarthy | Mar 12,2024, 10:00am EDT HEARD ON ALL THINGS CONSIDERED

like sourdough bread
help with gut health?

@ gutthrives Follow ---

Fermented Foods

COTTAGE CHEESE

Sourdough Conversations Over Time

KOMBLUCHA &
Q\\ R KEFT§

GOUDA
CHEESE

CHEESE

ATE
_—
YOGURT & KEFIR
{ledeally raw) _—
CHEDDAR —
\
- \J\

Q764 Q26 Y 220 W

e VYV AV AP DAY DAY A AR A A A A AW
gL g g R R
'®) ) O %/ ?.Q @) 2

'5°v~

Source: Brightfield Group; Wellness Social Listening; Dec 2024
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Protein/Fiber

Conversations about resistant starch are starting to pick up

WHAT ARE

RESISTANT
STARCHES?

| REFRIGERATED RICE
& My Blood Sugar

e

Refrigerated rice and my
blood sugar. Does coolin...

@?] BRIGHTFIELD GROUP

foods that are high in

Cooition? - Stiarch

B =

Rice (brown, white, black, red) Barley Pearls
Cooked [ Cooled
Salad [ Side Dish

Add to cooked soup

e i iy

T
- - —
—_— e
Oats (groats, steel-cut, rolled) Heirloem Wheat Berries
*Groats Cooked / Cooled *Cooked / Cocled
*Salad / Side Dish
*Mix rolled & steel-cut - try overnight cats! *Coarsely Ground - a
*Groats coarsely ground - add to catmeal!
Green Bananas / Flour Raw Potatoes
*Eat Raw *Cooked [ Cocled eaten as potato salad
*Blend - add to baking, smoothies, *Blended into a smoothie if you're
yogurt, ice cream feeling brave!
*Use Green Banana Flour in place *Dehydrated into raw chips
f go-to flours
Peas Beans & Chickpeas
*Cocked  Cooled (Pinte, Kidney, Black, White Beang, and Chickpeas)
*Add to resistant starch grain dishes *Soaked to remove antinutrients, Cooked / Cooled
*Made into a dip *Salad, side, or main dish

*Dip. dip. dip = whe doesn't love hummus?!

Resistant Starch Conversations Over Time

Subscribe to monthly access
to the Wellness CPG platform
and get 50% off with code:
Bevnhet50
& Learn more

28

Source: Brightfield Group; Wellness Social Listening_2024
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Consumers continue to think about Blood Sugar and Glucose

Blood Sugar Conversations Over Time

XN C & 0 N < S LY O X N O O < < S O X N O O
S S i R L S S S S S el S S P S I S

= Ste O THE WALL STREET JOURNAL.

FDA warns consumers over smartwatches to

247 » by Dexcom Is Glucose the New Gluten? Inside the Blood- measure blood glucose levels
: . Sugar Health Craze o .
& People with diabetes must regularly check their blood sugar levels
Proponents say that food ‘hacks’ meant to minimize blood-sugar spikes help
themn think more clearly, have more energy and reduce cravings. But some of The Associated Press - Posted: Feb 22, 2024 10:10 AM CST | Last Updated: February 22
Introducing Stelo: the guidance is up for debate.

the first FDA-cleared glucose biosensor
available without a prescription

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

) BRIGHTFIELD GROUP

Source: Brightfield Group; Wellness Social Listening; Dec 2024
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We saw SO many sea
forward options in LA

and at BEVNET

-

GUINEP

non-elcoholic

QOCEAN MINERAL COCKTAIL

18
12 FL oz {356g]

——
Sustainably harvested
Deep Ocean Minerals

Ocean'’s secret stash of plant-based Sea Supplements

nutrients, with our exclusive Sea-biotics

: : (4]
= MeE

seabiotics seabiotics

» 4

B i B

- - _—

T
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Irish Moss/Sea Moss is taking off on social and in purchasing

Irish Moss

e W8P
L2 Maerfgyss ":

Lo SEAMOSS @

=~ GUMMIES

0.5%

2022

2025

Consumer Purchase Incidence

o farmacyforlife @ Flion |
A1 Key Glock - Let's Go 13 /3" meelah_moss Follow - Q1 Q2 03 04 Q1 Q2 Q3 04 o Q Q3 04

Houston, Texas 2022 202 2022 2022 2Z3 2023 2023 2023 2024 2024 2024 2024
Farmacy For Life
Sea Moss is the only herb

on the planet that contains . . .
92 of the 102 minerals your Social Conversation Over Time

body needs to thrive.

It is the superfood of all
superfoods.

Q1,349 Q10 V 324 A

farmacyforlife If you haven’t taken your Sea

Moss yet, this is your reminder! Send this to O 223 Q 15 v 157 H
your loved ones so they can remember to

take their capsules too. More energy, better meelah_moss Discover how sea moss... more

focus, less headaches & an overall better hill
of health.. Sea Moss gon get you right {5

July 11, 2024

Subscribe to monthly access to the Wellness CPG platform and get Source: Brightfield Group; Wellness Social Listening; Dec 2024 @9 BRIGHTFIELD GROUP
50% off with code: Bevnet50 & Learn more.
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©) BRIGHTFIELD GROUP
Trending Sea Product Products and Ingredients

Spirulina

Kelp

, @ Social Volume % @ Survey Volume %
@ Social Volume % @ Survey Volume %

-

Sodal Volume
r
Y
Survey Yolume
Social Volume
Survey Volume

“ MAJOR HEALTH BENEFITS OF - :
s 5 A8 SEAKELP - Spirulina
g * \ WORLD'S MOST POTENT SOURCES OF IODINE ¥ .- 'D- Oy re m Ove S
= = - k KELP BOOSTS GLUTATHIONE tox i C h e a Vy

met

ANTI-INFLAMMATORY POLYSACCHARIDES

1,
»’*} VIRUS PROTECTION

)
Bll]l]l] CLOT REDUCTION Q7772 Q 98 Y 782 |

DRJOCKERS con Source: Brightfield Group; Wellness Consumer Insights &
Social Listening; Dec 2024

medicalmedium Spirulina removes toxic
heavy metals ..
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Sea Supplements

The OG Sea Supplement, Fish Oil/Omega 3/6, is in the top 10 purchased but
some growing chatter around Kirill Oil

Purchase P3M Incidence

Vitamin D w Krill Qil

_ T 2 @ Social Volume % @ Survey Volume %
Vitamin C 2338

Mulivitamins 22680

5-12 [ 149%

Calcium BN 13.2%

Magnesium B 12 7%

Fish Oil / Omeg... E 12.1%
Vitamin E 0 10.8%
Probiotics / Pre... B 10.7%
B-complex [ 9.9%

®
=
=
[
=
wm
R4
o
W

Survey Volume

o o Jd o a o O o o g g o
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IT'S STILL BOOMING ON SOCIAL

SRIGHT FI

— LD GROUP




Discussions about Perimenopause continue to rise on social

Discussions about Perimenopause Continue to gain traction on social media as women turn to these platforms to compare experiences, learn relief
tactics, and share product recommendations for the variety of symptoms experienced during this phase of life.

Ovwerall Posts by Condition

Highest Volume Highest Growth Maonthly Weekly Dz ¢

@ Perimenopause / Menopause

I Brightfield first reported on

Perimenopause gaining
5% traction in October 2023
4%
3%
2%
M ' Mm M ™ MM M M M = Y = = = = = = =I" =I =f U3
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Source: Brightfield Group; Wellness Social Listening; December 2024
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Mentions of Perimenopause + Ingredients reveal opportunities

for innovation

caLcium ( )

AND

MENOPAVSE *

5 REASONS WOM

~ OVER 35 SHOULD
TAKE

Crowth Collagen
ro
Rate 13% SOV
'8% ° ° . .
Probiotics/Prebiotics
Growth

Rate 7% SOV

@ BRIGHTFIELD GROUP

Source: Brightfield Group; Wellness Social Listening; December 2024

o Magnesium
Growth 6% SOV
Rate
i Calcium
Growth 6% SOV
Rate
B Vitamin D
Growth 6% SOV
Rate

Glutathione

+665%
Growth  .62% SOV

Rate

+373%
Growth
Rate
e Creatine
Growth 1% SOV
Rate

Ashwagandha
1.6% SOV
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Free From Seed Oils

Free from Seed Cils

Share of YWoice

0.000%
Jan Feb Apr May Jun Jul Auwg Sep Ocl MNov Dec Jan Feb Mar Apr May Jun Jul Aug Sep ©Oct MNov Dec

2023 2023 2023 2023 2023 2023 2023 2023 2023 2023 2023 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024

Added to the Q1 2025
Consumer Study
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Source: Brightfield Group; Wellness Social Listening; December 2024

SEED OIL-FREE
GREEN GODDESS RANCH

FEATURED IN OUH JANUARY MENU
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Beef Tallow - Alternative to Seed Oil and Skin Care

‘ mary_schook

Beef Tallow

@
2
o
=
B
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(17}
o
73]
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@ Dr.Josh Axe ©
SR @drjoshaxe

% '.',,,)’
it's a bgd day for seed Fnls. N Ke-ep rars-mg O34 Q33 V27 0
your voices. They are finally starting to listen. _
. mary_schook * = Beef Tallow in... more
Steak 'N Shake Is November 10, 2024
Switching To Using
100% Beef Tallow In
Its Kitchens

WY JULIA MULLANEY
JAMW, 17, 2025 12:04 PMEST

237k 1315 V 4,597 N

drjoshaxe Steak ‘'n Shake is leading... more
January 17
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Magnesium
CO ntl n u.es tO evo lve Magnesium, Magnesium,
and mainstream el

Vitamin D [F24555%0

Vitamin C [F232580

Multivitamins F2265
g-12 [ 149%

Calcium B 13.2%

Soclial Volume
Sunrey Volume

I
%

| Magnesium [ 12.7%
Fish Oil / Omeqg... 12.1%

Vitamin E [ 10.8% | 0.00% , T

Probiotics / Pre._. [l 10.7% ) A A LA e A

B-complex I 9.9%

Generation CD

Generation £
Millennial
Generation X
Baby Boomer () Magnesium Purchasers
Silent Generation @ General Population
41
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Longevity and Healthy Aging

TOp 3 Important ASpECtS When Conversations on Longevity/Healthy Aging*
. . . 900
Thinking About Healthy Aging -y
700
600
e Live along time 500
e Feel strong 400
e Look good for my age 300
e Live independently 200
e Avoid common health issues like diabetes, blood pressure or 100
high cholesterol 0
e Minimal daily prescriptions @%ﬁ" \g’f" Qg”t?’ \&;:3‘1?’ @g"?’ ‘&q’f} @’b @g’b {LQ'L \"'5“ {Lt;)”i? ﬂg"ﬁ‘ @’b“ {Pm"‘
e Mobile on my own a0 AT Q0 A AN 0 g
° Active social ||fe *Keywords: “longevity”, “antiaging”, “healthy aging”, “lifespan”, “cellular health”, “biological age”

e Sharp mind

'5 Chaga Mushroom whe
B-65 Cranberry Y

 Great memory Longevity Ingredients in Social

e Look healthy screatine chloropny e - g T
Ensw'? P%Jmpkiln
ig B-12 o }{()r]ﬁeji
‘*ru - A R *
> Lion's Mane : . _QUE[CEtln &
Qnega 3% / Omega 6,== s moVTANIN D o el
= ¢ € g Taurine Glnger Al OE" 1\;"EI EI : m hléslvlératrol v
' ¢

v

Benfo

Tuls:

Folic Acid Hiri;-neaz 1n C o

©) BRIGHTFIELD GROUP s T Mg g nesium e

Coconut 0il - Source: Brightfield Group Quarterly Wellness Survey & Social Listening Q4 2024
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Any Questions?
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Get into the data in the Brightfield Portal!

Explore Consumer Insights ye Explore Social Listening‘

Subscribe to our Wellness CPG Platform and unlock even more insights—custom filters, monthly updates, and exclusive data
access. Get 50% off with code:

) BRIGHTFIELD GROQUP to see the insights in action!


https://app.screencastify.com/v2/watch/uMhLWZfNlQAWGNF0mSL1
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® Subscribe to monthly access to the Wellness CPG platform
and get 50% off with code:
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