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TRENDS IN FROZEN

Brands succeeding in Frozen are addressing Consumer Mentality Shifts

Lifespan to New Gilobal Protecting Intentional
Healthspan Notions the Planet Indulgence
&
Clean Label ==

Vital Clean are products free from artificial
colors, flavors, and preservatives and
= perceived as healthier choices
Lifespan to Healthspan

Brand Positioning

What to Watch For: S
* Clean Label Across Categories B e om0 Better
claim 22% of the dollar
 Humane Animal Protein To sales For You
Protect Our Health W ATISIOTIC FREE
h | ANIMAL +6%
* Plant Based Focus on Whole WELFARE GRASS FED
- Tittamiook +3% +8%
Ingredlents :"a"g"‘:"': VEGETARIAN Humane Animal and Plant Based
DIET is evolving as consumers look to satisfy
$17B dietary needs and concerns around

treatment and sustainability.
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New Global Notions

What to Watch For:

e Trial Opportunities Within
Appetizers And Snacks

Asian Inspiration

» Appetizers & Snacks
highlighting Dumplings and
Wontons

* Entrees and Sides focused on
Noodle dishes

Italian Flavors and # ,
Favorites -

From meals to desserts
to pizza, Italian inspired
options drive sales and

growth

* Continued Loyalty to Established

Authentic Global Flavors ::;gé Mggf:mlss EISTDJEES RISOTTO  SPAGHETTI
. . . 0 (1)
* Increased Ethnic Diversity In Frozen +60%  +349% +16% +9%  +6%
Staples : :
P Fruit & Veggies EDAMAME
0
Alternatives expanding beyond +17%
Innovation potatoes, broccoli and peas
Product attributes that protect the o e
planet and its inhabitants are driving ' ™% = 7 & XBEA CAESA"‘"A E&:ﬂg:
innovation in the Frozen Department = (abeied  Labeled  Labeled LabeledVegan Labeled  Labeled +28% :
Gluten Free  Mon-GMO Organic Angmm mlm o 11 A’

% of Mew Item 5

a
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BFY in Frozen Meals Are a Driver of Purchase Occasions

Consumers are getting intentional about their health, with brands like Saffron Road
benefitting from an increased focus on Better-For-You products.

Better-For-You Role in the Purchase of Frozen Meals ) “Real” remains a major callout

When Purchasing a frozen BFY Product B , _ ,
“Real” draws the highest interest across production

and nutrition claims, followed by fresh frozen.

7%
5 5 0/ Avoiding claim overload, zeroing in on the most
o powerful claims for the product audience is the
> ) . best way to ensure effectiveness
of the time, BFY is the o
primary reason for choosing 9 3 /O

the product
Look for one or more

health or nutrition-

M Pri I ch it .
rimary Teason Tenose related attributes
M It was one of a few reasons | chose it when buymg frozen
food
| didn't care that it was BFY when | chose it
(2) o 1

Numerator Survey 85 A) L|g ht ShOpperS
How did the [Brand] [Category] being ‘better-for-you’ play a role in your decision to purchase it? 95% Core Shoppers

What makes [Brand] [Category] a ‘better-for-you’ product?

BFY Shoppers n= 1,542
BFY Frozen Meals defined as Brands within Frozen Dinners, Frozen Pizza, Frozen Breakfast, and Frozen Sandwiches/Handhelds having lower calories, dietary-specific brands, plant-based, and quality ingredients.

UQ.;‘
(2) The Power of Frozen FROZ EN |
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Food As Medicine: Frozen’s Opportunity Looms Large

Consumers are focused on their physical health, with a greater emphasis on reaching their health goals
through what they eat. GLP-1 and Ozempic dynamic may also be an incremental tailwind in 2025-2027

“GLP-1 will be a $100B category, capturing 9% or
over 30 million Americans by 2030”, JP Morgan

AMERICANS WILL BE TRACKING THEIR NUTRITION
MORE FREQUENTLY IN 2024, WITH OVER 50%
SEEKING NUTRITION THROUGH THEIR DIET.

% of Respondents - Health Tools Used to Manage Health

mUsed Today mConsider Using or Use More of in 2024

+11pp

N

17%

Nutrition apps (e.g., Noom, MyFitnessPal)

Numerator Health & Wellness Survey from Numerator Visions 2024

Nestlé is releasing a lineup of frozen food for
people on Ozempic and other GLP-1 drugs

“Vital Pursuits frozen line provides accessible, great tasting food
options, supporting needs of consumers in this (GLP-1) emerging
category” Steve Presley, CEO, Nestlé North American

i -ﬁr"';' f SRR

e Convenient

Nutrient Rich

Portion Control

e BFY

Clean Calories

B o

e Gluten Free

“Over 8% of GLP-1 Users are heavy purchasers of BFY single
serve entrées” Tom McGough, Co - C.0.0., Conagra

What tools (do you use / would you consider using or plan to use more of) to actively manage your health (in 2024)? FROZ EN i'c\‘)
Which of the following statements do you most closely align with? Numbers do not add up to 100% due to rounding Advancing e Power of Frozen o Manufacturersand aers


https://www.numerator.com/visions-consumer-trends/

Frozen Meal Buyers INCREASED Eating Frozen Meals At Home by Over
44% over the Last Year with 55% buying “Healthier” Options

Which of the following are happening MORE OFTEN in your
household this year vs. last year?

Buyer Survey, Frozen Dinners & Meals - May 07, 2024 - Survey Responses

Cooking at home from scratch

Cooking frozen meals at home

Buying food via take-out or ordering restaurant

delivery 23.0%

Ordering meal-kits, or buying fresh premade

meals at the deli counter in supermarkets B.6%

Dining at local restaurants 16.3%

None of these 7.7%

% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0% 40.0% 45.0% 50...

0.

o

@ % of Responses

What would encourage you to
purchase frozen meals more often?

Buyer Survey, Frozen Dinners & Meals - May 07, 2024 - Survey Responses

Nothing 4.3%

Lower price 57.4%

Sales / Coupon / Special promo / Display 49.8%

Healthier offerings

54.5%

Package size 28.7%

New authentic ethnic varieties 18.7%

Other, please specify 2.9%

0.

Q

% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0%

@ % of Responses

With surplus savings running out and the surging costs of eating out on the rise, consumers are
shifting back to eating at home and 56% of shoppers are eating LESS at Fast Food restaurants.

Numerator: Survey Frozen Meal Buyers Last 12 Weeks (1/29/24 - 4/21/24)
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Premium Frozen Entrée Buyers: A Very Valuable Cohort for Retailers

Saffron Road Frozen Shoppers are an incredibly attractive cohort
and heavily engaged Frozen Dinner Shoppers

BUYERS DRIVE VALUE FOR THE TOTAL STORE AND CATEGORY BUYERS REPRESENT KEY GROWTH DEMOGRAPHICS

Spend per Household | P52W vs. Avg. Frozen Dinner Buyer % of Households | PS2W Indexed vs. Avg. Frozen Dinner Buyer
1 45% HIGHER TOTAL SPEND ©  GENZ & MILLENNIAL

Dr AT GROCERY STORES .r"--“=-* -x*-,_ 38% of buyers, 129 Index

wake 2.1X MORE TRIPS

vs Avg Category Shopper

136% HIGHER SPEND ::f”« HIGH INCOME ($125k+)

ON FROZEN DINNERS 15 34% of buyers, 124 Index

e spenD 2.3 X MORE ON THE CATEGORY

vs Avg Category Shopper

Numerator data based on direct responses from over 30,000 Core Saffron Road 2@
consumers and over 100,000 shopper insights data as of 9/17/2023 F ROZ E N |‘\§
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