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Who are we

INDARU is an independent consulting firm
specialized in media and data analysis




Our mission

We exist to help brands extract all the value
from their media investments




We provide services around media consulting, media audits and data

& analytics with the final goal of optimizing advertisers ROI

Data Science & Analytics
Business Strategic media and business
Goals recommendations based on data
Media Audits

How is my current media investment
performing? Are there currently any
opportunities to improve?

Media Consulting

Which agencies should | work with? Do
| have the right Ad Tech tools? How
should my marketing department look
like?
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Indaru brings unfettered and fast advice from years of experience in data
analytics and media

i

Independent Advice Owner-Operated Data & Media Experts
Not tied to any media agency, No red-tape of a corporate firm, Experts in data analytics make
technology vendors or enabling us to be agile and half the team while the other half
advertisers responsive are experts in media
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Executive summary

Global pet market value will be valued at USD 225 Billion by 2027 (p.13) driven by growth in LATAM and
APAC (p.20-21), the movement towards more premium products (p.15), and pet humanization trend
(p.30-52)

In 2022, the U.S. is the biggest market followed by China, Brazil, UK, Japan, Germany, and France (p.22). The
top 2 companies, Mars and Nestle, control 30% of the market but the rest is very fragmented (p.24-25)

With pet owners treating pets like part of the family and some even as an alternative to children (p.37-39),
development in human lifestyle will continue to reflect development in pet care such as specialized diets
(p.40-48) and cannabidiol (CBD) use (p.49-50)

The main purchase decision-maker in the pet food category is the female Millennial or Gen X belonging to a
household with more than 2 adults (p.56-58)

Since pet owners are more receptive to advertising across a wider range of media (p.60-63), Marketing Mix
Modeling (MMM) is important to reach your target audience efficiently and effectively
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Executive summary

Millennials are the primary shoppers in a multi-person household (p.66). Aside from price, proximity,
research, reviews, and home delivery, automation or online subscription is becoming another important
factor for Millennials (p.69, 76, 81)

Gen X are as willing to try new products when shopping online as younger generations (p.93). They are
influenced more by retailers so retailer-partnership is important (p.87). They are the biggest spenders and are
willing to pay for convenience (p.84-86)

The pet food industry's future is at risk as Gen Zs have low interest in pet ownership and low awareness in
brands (p.103-105). Reaching Gen Zs effectively will be challenging since they are omni-shoppers and
consume a wide range of media (p.98-102)

Pet Industry only spends 9% on digital while the rest of the categories are already at more than 60% (p.108).
Across industries, marketers continue to increase spending on digital and decrease spending on traditional
media (p.110)

Even with recent innovations, marketers continue to face challenges in making the most out of digital media
such as connecting demand-side platforms with other marketing tools and limiting media waste (p.114-115)
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Recommendations to growth your business

Increase your digital presence: Online purchasing is growing (12%) however pet industry
investment is only a 9% lagging far behind other industries. Marketing spend on digital is
consolidated and growing in other industries due to its personalization and measurement
capabilities.

Approach your audience with relevant content and measure its effectiveness.

With the humanization of pets, trends in the personal lives of people are reflected in pet care such as
health and nutrition. Use these trends to reach your audience with different creatives and messages
and test which works better and which helps you the most to engage with your audience.

The importance of measurement: pet owners are impacted by advertising across a wider range
of media, with multiple touch points where measurement is key. Marketing Mix Modeling
(MMM) is the best tool to measure which is the best media mix to target your audience
efficiently and effectively.
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Recommendations to growth your business

How to approach millennials: Automation/online subscription is becoming a sought after feature.
Leverage your knowledge of your customers and build a strong 1st party strategy to engage with
them, work on their loyalty and strength your relationship.

How to approach GenX: Gen-Xers are not only influenced by brands but also by retailers. Retailers
play an important role in the shopping process. Work on an omnichannel strategy and track it with
marketing dashboards that will allow you to see real time data from different sources to help you take
better decisions.

How to approach Gen Z: The lack of loyalty to any brand is an opportunity to build a media
strategy based on data where personalization is key. Deliver a better experience to your
potential customers taking advantage of ad tech cutting edge tools.
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Market overview highlights

Global Pet Market forecasted to be USD 225 Billion by 2027 with a shift to higher priced products

Consumers will both spend and buy more pet food in the next 5 years

Pet food is largely bought in offline channels (93%), but online channel is growing (11.7%) thanks to the
growing popularity of mobile use over desktop

In 2022, U.S.A. contributes 40% to the global pet food market while 13 countries contribute the next 40%

In 2027, N. America will still be the #1 region but LATAM and APAC will overtake then #2 W. Europe
In 2027, Argentina leaps from 14" to 2" biggest country while Indonesia enters the top 80%

Global Pet Food Production is largely produced in Europe and N. America

The top 25 companies control almost 50% of global pet food market value

Mars and Nestle are the top 2 companies contributing close to 30% of global value
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Global pet market value forecasted to grow at 10.5% CAGR

for the next 5 years and reach USD 225 billion by 2027

Pet food global revenue
.1 Absolute Value _af 5Yr.CAGR
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Global pet market volume forecasted to grow at 7.2% CAGR

for the next 5 years and reach 72 billion kg by 2027

Pet food global volume

l.s Volume _d 5Yr.CAGR

YIMOID %
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Global pet food market will continue to be more premium

with value outpacing volume growth

% Growth

12%
11%
10%
9% -
8% -
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6% -

Comparing pet food value and volume growth

— Value 5 Yr. CAGR Volume 5 Yr. CAGR
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Consumers are expected to spend more on pet food as

global per capita spending will increase at 9.6% 5yr. CAGR

Pet food global average revenue per capita

l.1 Revenue per capita _af 5Yr.CAGR
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Consumers are expected to buy more quantity on pet food as

global per capita volume will increase at 6.4% 5yr. CAGR

Pet food global average volume per capita

l.x Volume per capita _d 5Yr. CAGR
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Pet food is still largely bought in offline channels (93%),

but online channel will grow at 11.7% for the next 3 years

Pet food revenue of online channels

B Onlinerevenue asa%oftotal M 5Yr.CAGR
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Online pet food consumers are expected
to use mobile devices more for purchases

Online revenue split by medium

Desktop

Mobile
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By 2027, North America will remain #1 in revenue

while LATAM and APAC will both overtake Western Europe

Pet food revenue % by region
2014 2027

North America

Western Europe

APAC
LATAM

Eastern Europe
Middle East & Africa

INDARU - .

irce: Pet Food - Worldwic Statista EEEEEEER 2023 All Rights Reserved Garitan



LATAM will be fastest growing

while Western Europe will be the slowest

Pet food revenue 5yr CAGR by region
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United States has the biggest share
of the pet food market in 2022

Countries representing top 80% of the global pet food market value in 2022
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In 2027, Argentina leaps to #2 with 10% share
while Indonesia edges out Mexico to be part of the top 80%

Countries representing top 80% of the global pet food market value in 2027
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Top 25 pet food companies contribute to almost
50% of global revenue in 2021

Top 50% of global top pet food companies by revenue share

... INDARU



Mars and Nestle contribute more than 60%

of global 2021 revenue of the top 25 pet food companies

Top 2 companies contributing to 60% of the global 2021 revenue of pet
food industry

Mars Petcare Inc. (U.S.)

- 33%

Others

38%

Nestlé Purina PetCare (U.S.)

T 29%
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Europe was the #1 region for pet food production in 2021

Regional % share of global pet food production

D Europe @ NorthAmerica @ LatinAmerica @ Asia-Pacific @ Oceania @ Africa @ MiddleEa
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Cats and dogs are the most popular pets in EU

Pet food population in the EU 2021

@ Cat
@ Dog

% Ornamental bird**

84m

QS  Small mammal**
ﬁ Aquaria*
@ Reptiles**
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EU dog food market is forecasted to grow to USD 15b by 2025.

No major shifts as dry food continues to be half the market

Dog food sales in EU-28

2016 2025
$15,444m

$11,001m

Dry food

Wet food

Treats and mixers

opeanUion (EL-28) fom 3016 5025, by type i o S collare) [Graph] Satst INDARU . 28
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EU cat food market is forecasted to grow to USD 14b by 2025.

Wet food is preferred but treats & mixers continue to grow

Cat food sales in the EU-28

2016 2025
$14,237m

$10,379m

Wet food

Dry food

Treats and mixers



PET HUMANIZATION



Pet humanization highlights

Pets have become an alternative to babies as pet ownership increases but birth rates decline

91% of Americans treat pets as part of the family while only 4% of British and 8% of Chinese people treat
pets as nothing more than just pets.

Trends in the personal lives of people are reflected in pet care such as health and nutrition

In the US, younger generations have become more selective of their diets

The Natural Pet Food market in the US is forecasted to grow to USD 12 Billion by 2027

The same trend can be expected to happen in China where more Chinese people have specialized diet
The #1 factor in buying pet food in China is nutrition and ingredients

In Europe, pet-owners on specialized diets are more likely to feed their pets specialized diets as well

Even the use of Cannabidiol (CBD), the active ingredient in cannabis, have influenced the pet industry
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US households with pets have increased over the years

while US birth rates have declined

Pet ownership growth vs birth rate in the US
- % of Households with Pets = Crude Birth Rate

70% s

68% -

64%

60% I I T I
2011 2013 2015 2017 2019 2020
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In the US, households with pets

outnumber households with children

Comparing # of households with pets vs with children in the US

-105m
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Small animal
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3
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3m 4m 6m
Om -

Pets Children
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UK households with pets have increased over the years

while UK birth rates have declined

Pet ownership growth vs human birth rate

— % of Households with Pet — Crude Birth Rate
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In China, pet ownership is still increasing

while human population growth is close to O

Pet population vs human population in China

I «» Pet Population (in millions) — Pet Population Growth %
— Human Population Growth %
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Pet household penetration rate (%)
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In EU, pet ownership is steadily increasing

while birth rate continues to decline

Households with pets vs crude birth rate

comparing Y-o-Y values in Europe

Pet Household Penetration Rate — Crude Birth Rate

2013 2014 | 2015 | 2016 | 2017 2018 2019 | 2020 | 2021
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91% of Americans not only treat pets like humans

but also as part of the family

Attitude towards pets

aTalels)

% of US population as of May 2022

Considered my pet to be part of the family 91%
Allowed my pet to sleep in bed with me
Bought my pet a birthday or holiday present
Celebrated my pet's birthday

Dressed my pet up for holidays or events

Hired a professional trainer for my pet

INDARU 37



In China, only 8% of the population treat pets

as nothing more than just pets

Roles of pets for pet owners
% of population in China as of 2021

43% B Cats
B Dog:

Family members
Friends
Children

Just pets

Partners

Roommates
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In the UK, only 4% of the population treat pets

as nothing more than just pets

How pets are perceived by pet owners in the UK

A frieJrlljdS tapet
- 1

7%
A companion

13%

Family member
- 48%
Like a child o
28%
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In fact, the diets of the European pet owners

influence what their pets are fed

Pet owner’s diet vs what they feed their pets

% of population in Europe as of June 2021

Pet feed

B Meat-based diet
B Plant-based diet
B Other

90%

60% -

30% -

Omnivore Flexitarian Vegetarian Pescetarian Vegan

Diets of pet owners
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3 out of 4 pet owners in France

buy specialized food for their pets

Share of pet owners’ buying specialized pet food
% of population in France in 2021

Standard food (without specificities,
the same for all your animals, etc.)

25% |

Food adapted to the specificities of
your pet (small dog / large dog, indoor
T cat, sterilized cat, etc.)

75%
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In the US, those who follow specialized diets

generally increase as each generation passes

Diet types followed by Americans

% of population as of Q2 2022, by generation

B GenZ(1995-2012) M Millennials (1980-1994) M Gen Xers (1965 -1979)

B Baby boomers (1946 - 1964)

G [
5%
4%
3%
2%

3% 3% 3%

2%

1% 1% 1%

Vegetarian Vegan Pescatarian Gluten-free Lactose-free
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In US, nutrition is the leading consideration for pet food

while taste preference is the 2nd consideration

Consideration when buying pet food

N 7

% of population inthe USin 2021

It meets the health and nutrition standards for

0,
my pet(s) >1%

It is my pet's taste/preference
It is the best price

| consider the product high quality

It is made without ingredients | don't want, e.g.,
grain, fillers, artificial flavors

It has the ingredients | desire for my pet(s)

It is my preferred brand
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Mood & stress, performance support, and urinary health

are the fastest growing pet food products in the US

Sales growth of pet food products in the US in 2022

Performance support
Urinary health IR
Kidney health
Heart health
Cellular function support
Coat and skin health
Eve health
Immune system health
Digestive health

Joint health
Dental health
Waeio 1t |

Weight control
Appetite control \
Osteoporosis health Wy
228
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Gut health, behavior, and probiotic are the claims

of the fastest growing pet supplements in the US

Sales growth of pet supplements in the US in 2022

Gut health
Behavior I
Probiotic

Hemp health

Superfood
Helps reduce stress iy
Joint health Fsx _*

Melatonin | 2x
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The natural pet food market in the US

is forecasted to grow to USD 12 billion by 2027
Natural pet food market sales in the US (in billion USD)

including forecasted sales from 2021 to 2027/

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027
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In China, more people follow a specialized diet

than those who do not

% of population who observed diets in China in 2022

Low-carb/no carb 37%
Lactose-free (e.g. no dairy products)
Vegetarian (not eating meat and fish)
Flexitarian (mostly plant-based foods while
Gluten-free (e.g. no wheat products)

| don't follow any nutrition rules

Other

Pescetarian (not eating meat, but eating fish)

Vegan (not eating any animal products)
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Nutrition is as important in China when buying pet food

while taste preference is also the 2nd consideration

The major buying factors for pet food
% of population in China as of April 2021

Nutrition and ingredients
Palatability I
Product's user reputation
Condition of pet
Brand awareness
Prlce
Length of shelf li _
Stable supply
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Globally, cannabidiol (CBD), the active ingredient in cannabis,

also finds its way into pet food

Pet CBD market sales

$424m
$400m - B North America
B Europe
B Rest of the worlc
a $300m -
(7]
)
C
S
‘T $200m -
£
$100m -
$0m -

2020 2021 2022 2023 2024

- INDARU
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Cannabidiol (CBD) use will continue to spread in human lives

especially in vitamins & dietary supplements
% of population who use CBD, by segment

B 2019 W 2027

+16bps

Vitamins & Dietary Weight OoTC Sports
Supplements (VDS)
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Opportunity to be seen as the experts on pet CBD usage to

connect with pet owners who are interested but cautious
Topics pet CBD users discuss with vets in the US in 2021

Safety of CBD 58%
CBD success 52%
CBD dose 51%
CBD type 44%
Pet's condition 43%
CBD reactions 42%
Where to purchase 32%

CBD brands 31%
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Powders are the most expensive CBD pet products followed by

tinctures and then treats

Median price for CBD products in the US in 2020

B Powders M Tinctures W Treats

Cat Dog
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CONSUMER OVERVIEW



Consumer overview highlights

While pet owners are mostly Millennials (‘80-'94) or Gen X(‘65-'79), pet ownership is equal across income
levels

Majority of pet owners are in households with at least 2 Adults with a female decision-maker

Important to target the decision-maker who is most likely female & either a Millennial or Gen X

In general, media consumption of pet owners are similar than that of the general population

Pet owners generally better remember advertising v.s. the general population
However, pet owners have the best ad-recall with social mediaand TV
93% of pet owners access the internet via a smartphone and are more active on social media

The difficulty will be strategizing on the optimal media spend per channel
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Equal distribution of pet ownership across income levels

Share of pet ownership in top markets by income level

B Bottom 1/3
B Middle 1/3
W Top1/3

31%

Brazil UK Japan Germany France
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Majority of pet owners are Millennials or Gen X

Share of pet ownership in top markets by generation

B GenZ(1995-2012)

M Millennials (1980 -1994)
B GenX(1965-1979)

B Baby Boomer (1946 -1964)

us China Brazil Japan Germany France
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Majority of pet owners are households with at least 2 adults

Share of pet ownership in top markets by household type

Bl Other M Single M Single Parent M Partnersw/o Children M Parentsand Children
B Multi-Generational M Extended Family

us

China
Brazil
UK
Japan
Germany

France

0%  10%  20%  30%  40%  50%  60%  70%  80%  90% 10
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Females are the most likely decision makers in pet care

Share of purchase decision maker of pet goods, by gender

B Male M Female

us
China
Brazil
UK
Japan

Germany

France

INDARU .

EEEEEENER 2023 All Rights Rese d Garitan



Media consumption of pet owners is similar

to the general population

Type of media consumers have been using as of September 2022

B AllRespondents M Pet Owners

100%  100%
67% @
OO

Internet TV Radio Movies/Cinema Newspapers Magazines
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In digital, the most impactful channels in terms of ad recall are

social, video, and search engines for pet owners

Digital advertising touchpoints
Top places people have come across digital advertising in Dec 2022

B AllRespondents [ Pet Owners

Social Media Video Portals Search Online Stores Video Otherapps Websites& Videogames  Music& Editorial Newsletters Blogs/Forums Other
Websites & Engines Streaming Apps of brands Streaming  Websites &
Apps Services services Apps
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In offline media, the most impactful channels in terms of ad

recall are TV and OOH for pet owners

Non-digital advertising touchpoints

Top places where people have come across non-digital advertising in Dec 2022

B AllRespondents [ Pet Owners

25% .
2% o 9%

TV OOH In Store Radio Advertising Magazinesand Newspapers Movies/Cinema
Mail Journals
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93% of pet owners access the internet via a smartphone

Devices consumers regularly use to access the internet

M AllRespondents M Pet Owners

90%
90 -
60
40% 40% 379%
30 - 25% 28% _ 25% oasg 26%
O -
Smartphone Smart TV Tablet Regular DesktopPC Gaming Streaming Smartwatch Smart Laptop with
Laptop Console Device Speakers Touch
Screen
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Pet owners are more active on social media

Activities done on social media

B AllRespondents M Pet Owners

"""""""" ’40%40%3? ’ ’ ?

Smartphone Smart TV Tablet Regular Desktop PC Gaming  Streaming Smartwatch Smart  Laptop with
Laptop Console Device Speakers Touch
Screen
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CONSUMERS
THE MILLENNIAL
QUESTION



Consumer: the Millennial question highlights

Millennials (‘80-94) are the primary shoppers in a multi-person household

They are the most responsive generation to brands

Millennials are most likely to be triggered by reviews to make a purchase

They still mostly shop in offline channels, but are the fastest generation to adopt online shopping
US Millennials prefer mass stores as price is the leading factor in choosing where to buy
Millennials in other big countries prefer supermarkets or hypermarkets

Online shops and convenience stores are also preferred in China, while farmer’s markets in Brazil

Across big market countries excluding China, Instagram, Facebook, and Youtube are still the most
influential social media apps and not TikTok

Aside from home delivery, automation/online subscription is becoming a sought after feature
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Millennials are the primary shoppers in a multi-person

household

Co-shopping split of groceries in multi-person households in the US in

% population

2022

B Primary shopper M Self shopper M Shared/Secondary shopper

70

Gen X (1965 -1979) Boomer (1946 - 1964)

GenZ(1995-2021) Millennial (1980 - 1994)
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Among generations, Millennials respond best to brands

Percentage of the worldwide population that follow/purchase from

Percentage of population (%)

different types of social media accounts
B Brands M Influencers M Retailers

59

GenZ(1995-2012) Millennials (1980-1994) Gen X (1965-1979) Baby boomers (1946-1964)
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Reviews are more likely to trigger a purchase

for Millennials as compared to older generations

US shoppers likely to purchase groceries after reading a review in 2022

B Yes I No M Makesnodifference
100 -

80 -
60

40

Percentage of population (%)

20 -

Millennials (1980 - 1994) Gen X (1965 - 1979) Boomers (1946 - 1964)
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In other big markets, research and reviews are the most

important factors with regards to online shopping

Attitudes towards online shopping in 2022

Millennials {8024} in Germany, France, UK, China, Brazil and Japan

Research

Reviews

I manage recurrent orders via smartphone or tablet

| prefer marketplaces

| prefer express shopping

I wanlt to see and Louch anitem before 1 buy it

| prefer same day delivery

| over order 18

| miss the shopping experience when | shop online 16

Percen
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49

48

35

31

27

26

23

tage of population (%)
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but

Percentage of population (%)

Millennials still buy in-store more,

buy most online amongst the different generations

Channels where consumers buy in the US in 2022

I In-store M Online retailer (ie: Amazon) M Company website (ie: Apple) Company's mobileapp M Social media (ie: Instagram)

81

GenZ(1995-2012) Millenials (1980-1994) Gen X (1965-1979) Baby boomers (1946-1964)
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Aside from Germany, Millennials in Europe

also have a high share of online shoppers

Percentage of shoppers buying groceries online in 2022

M Germany [l UK [ France

35 i 34

Percentage of population (%)

Gen Z (1995-2012) Millennials (1980-1994) Gen X (1965-1979) Baby Boomers (1946-1964)
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Millennials and Gen Zs are multi-channel shoppers,

but prefer mass store the most

Preferred in-store channel by consumers in the US in 2022

M Supermarket M Massstore M Clubstore M Dollarstore M Limited assortment store Drug store
B Naturalstore [l Online M Convenience store

86

80

60

40 -

26

Percentage population(%)

21 21 2% 20
19
20

Gen Z / Millennial (1980-2012) Gen X (1965-1979) Boomer / Mature (1946-1964)
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Supermarket or hypermarket are the preferred channels

of Millennials in other big markets

Preferred channels by Millennials (‘80-'94) consumers
—

Ovgarktoststore _._
Online store / _

B Germany M UK M France China [ Brazil

Supermarket

Discount store
Drugstore
Hypermarket

ore (e.g. butcher shop)

0 10 20 30 40 50 40 70 80
Percentage of the population (%)
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Convenience is important for Millennials in China as online

shopping and convenience stores are also highly preferred

Preferred channels by Millennials (‘80-'94) consumers

B Germany M UK W France China [ Brazil

Q 10 20 30 40 50 60 70 80

Percentage of the population (%)
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Farmer’s markets are also popular in Brazil

suggesting the importance of freshness

Preferred channels by Millennials (‘80-'94) consumers
—

Ovgarktoststore _._
Online store / _

B Germany M UK M France China [ Brazil

Supermarket

Discount store
Drugstore
Hypermarket

ore (e.g. butcher shop)

0 10 20 30 40 50 40 70 80
Percentage of the population (%)

INDARU 75



Price and proximity are the most important factors for

Millennials on choosing where to buy

Most influential factors when choosing a grocer and pharmacy among
US millennials as of December 2021

Price 39
Proximity 37
Payment or fulfillment features 17
Product or brand availability 11

Loyalty programs 9

Familiarity 8
Customer service 8
Franchise affinity 5

Other 1

Share of respondents (%)
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Among social media platforms, Instagram & Facebook

still influence U.S. Millennials the most vs TikTok

Social networks influencing US Millennials (‘80-'94) buyers in 2022

B Facebook M Instagram M Tik Tok

37
35

30
25
20

15

Percentage of population (%)

10

Women Men 25-29 30-34 35-40

... ... INDARU

77
EEEENEENERN 2023 All



In order of preference, Facebook, Youtube, and Instagram

are the most used social networks in Germany, UK, and France

Most used social networking platforms by Millennials (‘80-'94) as of
September 2022

W Facebook M YouTube M Instagram [ TikTok WM Pinterest [ Snapchat M Twitter WM Linkedin M Twitch M Reddit

81
80 77
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Millennials in Brazil use Youtube the most

followed by Instagram and then Facebook

Most used social networking platforms in Brazil as of September 2022

M YouTube M Instagram [ Facebook M TikTok [ Twitter M Pinterest M LinkedIn

B Snapchat M Twitch Reddit Hello B Tumblr W Other M Flickr M Quora M WeChat
B MeWe

89 92

90 A

60 -

30

Percentage of population (%)

GenZ(1995-2012) Millennials (1980-1994) Gen X (Baby Bust) (1965- Baby Boomer (1946-1964)
1979)
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In China, Douyin, WeChat, Little Red Book, and Baidu Tieba are

the social networks used the most by Millennials

Most used social networking platforms in China as of September 2022

I Douyin M WeChat M LittleRedBook M BaiduTieba M SinaWeibo M Qzone M Zhihu M Douban
Tencent Weibo hupu M Meipai M Kuaishou M Tianya M newsmth [l YY
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Percentage of population (%)
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20

GenZ(1995-2012) Millennials (1980-1994) Gen X (1965-1979)

Baby Boomer (1946-1964)
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Automation or online subscription

is becoming an important feature

Online grocery fulfillment preference in the US in 2021

B Homedelivery M Curbside pickup I Online subscription In-store pickup
B Locker/other

46
45 |

30 -

13

15+

Percentage of population (%)

Gen Z/Millennials (1980 -2012) Gen X (1965 -1979) Boomers (1946 - 1964)
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CONSUMERS
SOLVING FOR GEN-X



Consumers: solving for Gen-X highlights

0 Gen-Xers('65-79) are the biggest spenders across generations
6 They are willing to pay for accessibility and convenience especially during the pandemic

e Partnering with retailers are important as Gen-Xers are not only influenced by brands but also by
retailers

° Though open to e-commerce, in-store shopping in either Supermarkets or Mass store is generally
preferred

° The opportunity is Gen-Xers are as willing to try new products when online shopping as compared to
younger generations
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Gen Xers spend the most across generations

US annual household expenditures in 2021

83%

67%

Annual household expenditure (thousand USD)

Gen Z (1995-2012) Millennials (1980- Gen X (1965-1979) Boomers (1946- Silent generation (-  All households
1994) 1964) 1946)
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Gen Xers are willing to pay more even during COVID

Grocery spending between March ‘21 and March ‘22 in the US

GenZ(1995-2004)  -12

Millennials (1980-1994)

Gen X(1965-1979)

Baby Boomers (1946-1964) 4

Percentage change (%)
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Proximity and price are still the most important factors when

choosing where to buy but Gen X values proximity more

Most influential factors when choosing a grocer and pharmacy among
US GenX as of December 2021

Proximity

Price

Product or brand availability
Loyalty programs

Customer service

Payment or fulfillment features
Familiarity

Franchise affinity

Other

Share of respondents (%)
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Gen X are not only influenced by brands,

but also by retailers

Percentage of the global population that follow and purchase from
different types of social media accounts as of 2022 Q2

M Brands M Influencers M Retailers

Share of respondents (%)

Gen Z (1995-2012) Millennials (1980-1994) Gen X (1965-1979) Boombers (1946-1964)
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Gen Xers still prefer in-store,

but are open to online shopping

Channels where consumers buy % of population in the US in 2022

M In-store M Online retailer (ie: Amazon) M Company website (ie: Apple.com) Company's mobile app
M Social media app (ie: Instagram)

Share of respondents (%)

GenZ(1995-2012) Millennials {1980-1994) Gen X {1965-1979) Boomers (1946-1964)
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Aside from Germany, Gen-Xers in Europe

also have a high share of online shoppers

Share of shoppers buying groceries online in Germany in 2022
B Germany M UK W France

35
34

Share of respondents (%)

Gen Z(1995-2012) Millennials (1980-1994) Gen X (1965-1979) Baby Boomers (1946-1964)
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Gen Xers frequent supermarkets and mass Stores

Grocery channel used by consumers in the US in 2022

I Supermarket M Massstore M Clubstore M Dollarstore M Limited assortment store Drugstore M Natural store
Il Online M Convenience store

86

Share of respondents (%)

26

21 21 21 20 19

Gen Z / Millennial (1980-2012) Gen X (1965-1979) Boomer / Mature (1946-1964)
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Gen-Xers in Germany also prefer discount stores

Preferred channels for shopping groceries of Gen X (‘65-'79) as of
September 2022

M Germany M UK M France China M Brazil

91 90

53

38
33

27 27 2

31 313p 30

Share of respondents (%)

24 23

o 18 20
13
12 ‘M 10 99 11
i 5

Supermarket Discountstore Drugstore  Hypermarket Specialist store  Farmer's Organicfood Onlinestore/ Convenience
(e.g. butcher market store onlineretail  store/kiosk
shop)
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While Gen-X in China still prefer online and convenience stores

and Gen-X in Brazil prefer farmer’s market

Preferred channels for shopping groceries of Gen X (‘65-'79) as of
September 2022

M Germany M UK M France China M Brazil

91 90

79,

75

53

43

38

33 33

27 27 2

31 313p 30

25
20

Share of respondents (%)

24 23
19

18
15

112

18 20
15

13|
12] . ‘M 10 99 11

5

9

Supermarket Discountstore Drugstore  Hypermarket Specialist store  Farmer's Organicfood Onlinestore/ Convenience
(e.g. butcher market store onlineretail  store/kiosk
shop)
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Gen Xers are as willing as the younger generations

to try new products when online shopping

Online grocery shoppers open to try new products in the US 2022

In terms of share of respondents (%)

Gen X (1965-1979)
Millennials (1980-1994)
~ o 7 (1995-9019)
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CONSUMERS
CONNECTING WITH GEN Z



Consumers: connecting with Gen Z highlights

0 Gen Z('95-12) already represents almost a quarter of the United States population

a Most are engaged with socially relevant issues

e Brand reach and distribution will be even more important as Gen Zs are omni-shoppers

o They disproportionately consume more Social Media & prefer videos both long-form and short-form
° Gen Zs are most susceptible to trigger purchases due to Social Media

° Female Gen Zs are most influenced by family & friends

° The generation’s low interest in pets and awareness in brands should be taken as an opportunity

e Gen Zs respond best to personalized advertisements
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Gen Zs already represent almost a quarter

of the U.S. population

US population by generation in 2021, in millions

@ Millennial Generation (1980-1994) @ Baby Boomer Generation (1946-1964) @ GenerationZ(1995-2012) Generation X (1965-1979)
@ TheSilent Generation (1928-1945) @ The Greatest Generation (before 1928)
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Gen Zs are engaged with socially relevant issues

Perceptions and attitudes towards advertising among Gen Z
consumers in the US as of January 2021

Brands should be able to express how they feel on a topic

| like brands that are willing to get involved in social issues

I am more likely to engage with advertisement on social media than
onregular websites

| have been paying attention to or interacting more with social
media ads since the pandemic began

| trust products recommended by influencers

Share of respondents (%)
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Gen Zs prefer omnichannel shopping

more than any other generation

Primary shopping methods used among consumers worldwide in 2021

M In-Store M Hybrid I Online

Share of respondents (%)

GenZ (1995-2012) Millennials (1980-1994) Gen X (1965-1979) Baby Boomers (1946-1964)
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Gen Zs disproportionately consume social media more

Share of respondents (%)

Media accessed weekly in the US in 2022

B Social media M Television M Online newspapers Radio M Offlne newspapers

93 93

Gen Z(1995-2012) Millennials (1980-1994) Gen X(1965-1979) Baby Boomers (1946-1964)
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Gen Zs prefer videos both long-form and short-form

Share of Gen Z adults in the US who use selected social media
platforms in July 2022

I Atleastonceaday M Atleastonceaweek [ Atleastonce amonth Never
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Youtube TikTok Instagram Snapchat Facebook Twitter Twitch Reddit Pinterest Linkedin Clubhouse
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Social media triggers purchases with Gen Zs

more than previous generations

Purchase triggered by social media
Comparing % of penetration across generations in the US in 2022

Gen X (1965-1979)
Millnnials (1980-1994)
Sen Z (1995-2012)

Gen Z (1995-20
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But female Gen Zs are more influenced by family & friends.

TikTok & in-store displays are most effective advertisements

Most influential ad channels for Gen Z in the US in 2021

Recommendations from friends/family
Seeing a friend/family members using product
TikTok videos

Seeing a display in-store

TV advertising

Instagram ads

Instagram influencer posts

Having product featured in a store circular/ad
Facebook ads

Digital ads on websites

Print/magazine advertising

Twitter ads

Facebook influencer posts

Radio advertising

Billboard advertising

Share of respondents (%)
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There is still an opportunity to establish

brand awareness with Gen Zs

Percentage of consumers who are brand aware in the US as of 2022 Q3

[ Brand Aware M Not Brand Aware

100
80
60

40

Share of respondents (%)

20

Gen Z(1995-2012) Millenials (1980-1994) Gen X 1965-1979) Baby Boomers (1946-1964)
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Among generations, Gen Zs respond the best to

personalized advertisements

Percentage of consumers who liked personalized ads in the US as of
2022

57

Millennials (1989-1994)
Gen X (1965-1979)
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Gen Zs are least interested in Pets

Percentage of consumers who are interested in pets

M Interested M Not Interested

Share of respondents (%)

GenZ(1995-2012) Millenials (1980-1994) Gen X 1965-1979) Baby Boomers (1946-1964)
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ADVERTISING



Advertising highlights

G Pet Industry only spends 9% on digital while the rest of the categories are already at more than 60%
e In 2022, marketers planned to increase investments on digital while decreasing on traditional media
a Marketers continue to experiment with digital advertisement and short-form video is the latest trend

o Even with recent innovations, marketers continue to face challenges in making the most out of digital
media such as connecting demand-side platforms with other marketing tools and limiting media waste
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Pet industry has lagged in digital advertising, spending only 9%,

while all industries globally spend 62%

Share of ad spend in the pet industry by segment

M Internet I TV M Out-of-home Radio M Newspaper M Magazine

Ad spend (%)

All Industries Globally (2022)

U.S. Pet Industry (2020)
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In Western Europe, internet has overtaken TV

in terms of ad expenditure

Share of advertising expenditure in Western Europe

B Newspapers Magazines M Television M Radio M Cinema [ Outdoor M Internet
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In 2022, marketers worldwide increased spending on different

internet mediums with sizeable decreases on traditional media

Planned changes in ad spending of marketers worldwide in 2022, by
medium

M Increase M Staythesame M Decrease We do not spend on this channel

37
39
26 39 -
27 33
18 26 20
16 16

Online  Social Mobile  Online Podcasts Online Sponsors OOH TV
video media search display hip
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Display remains the most important spend on the internet.

In fact, social media displays alone has overtaken search

Global internet advertising spending

I Display-total M Display-onlinevideo [l Display - social media Classified M Search
800000 -
600000 -
400000

200000

Advertising spending (in million USD)

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
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Marketers worldwide continue to experiment

with online advertising to remain competitive

Percentage of marketers who plan to leverage top trends for the first
timein 2022

Share of respondents (%)

Short-form video Social Inbound Native advertising Live streaming Influencer
content responsibility marketing video marketing
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3 out of 4 marketers plan to invest on TikTok

while more than half will spend more on other big platforms

Changes in spending on digital platforms by marketers worldwide 2022

M Increase M Staythesame [ Decrease

43

Share of respondents (%)

54

45
46 47
32
18 23
8
TikTok YouTube Instagram Amazon Twitch Google LinkedIn Spotify Facebook  Snapchat Twitter
| MarketingCha (January 19,2022). Planned changes in spending on digital plat ns according to m ters INDARU 113
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As businesses migrate towards the internet,

online advertising has become more competitive and complex

Top programmatic advertising challenges worldwide 2022

according to ad technology investment decision-makers

Verifying the quality of buys/verifying that buys meet my
organization’s standards

Getting enough addressable reach

Differentiating/customizing ads and strategy

Orchestrating consistent customer journeys across inventory
sources and devices

Limiting media waste through effective frequency management
Maintaining historic levels of media performance

Proving the value of it due to measurement gaps

Reconciling data across multiple platforms using different identity
approaches

Reaching the right audience

Managing multiple audience data sources and tools

Finding premium inventory

Share of respondents (%)
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Use of data to improve marketing

comes with other challenges

Challenges of data use in digital advertising worldwide 2021

Balancing data privacy requirements and expectations with the
right level of personalization

Creating a single view of the customer with other marketing
channels

Future-proofing our use of data and insights to account for changes
such as privacy regulation and removal of third-party cookies

Lack of access to real-time data

40

Personalizing experiences across channels

Share of respondents (%)
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