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Interest in plant-based foods continues to grow

* Good for the planet
* Clean label — Non-GMO, Organic

: " * Animal welfare 34% Of
SINEIELIINT « Food security

consumers say

sustainability has
an impact on

food purchases

* Added nutrition
* Higher protein
* Less Sugar

43% of consumers
assume “plant-
based” is healthier
« Texture than non-plant

* Flavor based'

* No off notes

D

2 Source: I. International Food Information Council. 2020 Food and Health Survey Ingredlon
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Dairy/alternative dairy landscape in Canada

Health Canada’s most recent food guide has pulled back on stressing the importance
of dairy in consumer’ daily diet.

Addition of
importance of
plant-based
protein foods

Milk Milk

alternatives
+5% CAGR +1.6% CAGR

2016-2021 2016-2021

— not focusing
(Canada) (Canada)

on specific
food groups

D
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Improved nutrition drives consumers to purchase plant-based milks

B Moment of Truth attributes are high in both stated and derived importance
B Consumers expect Cost of Entry attributes to be delivered by plant-based milks
B Hidden Motivators can help brands differentiate themselves while increasing purchase intent

Great-tasting

Can be used same as dairy milk .

Comes in a base type | prefer
Smooth and creamy

Brand | trust

Has vitamins/nutrition you need each day . . . .
Made with clean/simple ingredients
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> =: No artificial ingredients/sweeteners/flavors
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ot Good value for the money
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STATED IMPORTANCE
Lower
(What consumers say they want)
Base: Total Sample (N=497) ﬂ\)
Source: Proprietary Ingredion A&U in plant-based milks study, March 2021 IngrEdlon”
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“Clean & simple” and ‘“‘source of protein’ claims among the
top positionings for new product launches

of Canadian consumers rate
o ‘“‘Made with only

NPL - Top positioning in plant-based dairy alternative
% Penetration (2016 — 2020, Canada)*

Convenience - Time Saving

el -Packogne | 73% recognizable |
svoree 1 N ingredients’ important in
cuten rree [N, 5 plant-based dairy
kosher | 537 alternatives?
vegan [ 51
High/Source of Protein ||| K T 2
organic [F] | 25%
No Additives/Preservatives (F] - | 2% of Canadian consumers rate
Lactose Free [N = “Good source of plant
convenience - Packaging ||| [ | NN 25+ T .
P ey proteins”™ important in
vt sasec | -+ plant-based dairy

alternatives?

Low/No/Reduced Cholesterol

Convenience - Consumption 14%

D

Sources: |. Innova database, October 2021 — Canadian Market |ngI‘EC|I0n
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Oat milk became the second largest in the category and
growing at much faster pace than the other sources

Almond Milk

59.7% share
-0.8% vs.YAG

*  Source: IRI Data MULO, 2021 YTD Data ending June

1

Soy Milk
6.7% share

12.0% vs.YAG —~Ir-

27,2021

Oat Milk

15.1% share
+76.7% vs.YAG

Coconut Milk

10.3% share
-6.3% vs.YAG

QO
Ingredion.
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Protein enhanced plant-based milks continues to grow in the
North American market

NPL - Plant-based milks that feature protein ingredients

(2016-2021)
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Sources: |. Innova database, September 202 |

2019

m Canada

2020

2021

Protein enhanced plant-milks new product launched
continues to grow year after year in the US and
Canada markets.

Pea is the most used plant-based protein (isolate or
concentrate) to formulate these products

accounting for 65% of the new product launches
for 2016 -2021 period.

High / Source of protein is the most used
positioning for these products (87%), followed by
GMO (80%) and Gluten Free (72%).

While ~3.3% protein content accounts for 20% of
the NPL for 2016-2021 period, in the last 2 years
there is increasing activity at ~ 6% to 8% protein

content.
QO
Ingredion.
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Plant based innovation is also splashing into nutritional &
sports beverages

NPL - Top positioning plant based dairy alternatives, meal
replacement drinks and sports protein RTD beverages %
Penetration (2017-2020, Canada)!

Gluten Free

Ethical - Packaging

Kosher

Convenience - Time Saving
GMO Free [F]

High/Source of Protein

Vegan

Convenience - Packaging

No Additives/Preservatives [F]
Lactose Free

Convenience - Consumption

Sugar Claims (NSA, Sugar Free, Reduced Sugar, Low...

Ethical - Environment
Organic [F]

Plant Based

Sources: |. Innova database, October 2021 —

54%

53%

51%

51%

42%

34%

29%

27%

25%

23%

22%

20%

18%

Canadian Market

2. Global Data’s Q3 Global Consumer Survey

58%

56%

High/source of protein is a key driver

Reduced/no sugar claims are of continued
importance

of consumers are
actively concerned
about sugar & its

related health issues?

of these consumers
defined a “healthy
product” as being low
in calories

of these consumers
defined a “healthy
product” as being low
in sugar

QO
Ingredion.
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Stevia is the most commonly utilized non-nutritive

sweetener

NPL — Non-nutritive sweeteners used in plant based dairy

alternatives, meal replacement drinks and sports protein RTD
beverages % Penetration (2017-2020, Canada)'

)

Monk Fruit
1%

Erythritol
2%

Acesulfame K
19%

Aspartame
1%

Stevia
50%

Sucralose
27%

= Stevia Sucralose = Acesulfame K = Erythritol Aspartame = Monk Fruit

Sources: |. Innova database, October 202 | — Canadian Market
2. ATLAS, Ingredion proprietary consumer research, Canada, 2021

* Maple syrup and stevia are the most
commonly recognized sweeteners for
this application

* Recoghnition:
* Maple Syrup 82%
* Stevia 68%

41% of products in
this category utilize T %4

sugar

29%of all products in

this category utilize
stevia N

Ingredion.

Be what’s next.

CAGR




Ingredion’s featured solutions for alternative dairy

beverages

Functionality

Alternative Dairy Beverages

Texturizer and

* SIMPLISTICA® Systems

stabilizers * Ticaloid® Hydrocolloid Solutions

* Pure Circle™ by Ingredion Stevia solutions (Reb M, Reb A, Fermented Sugarcane Reb M, Flavors with Modifying Properties)
Sweetness * ASTRAEA® liquid allulose

* SIMPLISTICA® Systems
Protein VITESSENCE® Concentrates & Isolates (Faba, Pea)

Fibers & prebiotics

BIOLIGO® GOS
TICORGANIC® Inulin Agave

*Product solutions list is not exhaustive. Please work with customer to find the right match for their challenges

QO
Ingredion.
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360 Value

Delivering Holistic Solutions:
Plant-Based Mango Nutritional Beverage

Well-Being
‘ Well-Being
Reduce the sugar

 J
Comprehensive toolkit of low/no-sugar VEIRE® B Added fiber
sweeteners including stevia and allulose, o
PIUS functional build-back (FBB) MANGO Add fiber for dlgestlve health benefit
solutions Nutritional Beverage
Naturally Fiavored
F. .
Well-Being | Environmental footprint
Add Texture
-
High/good source of protein
gn's P " Full range of texturizers and stabilizers to
Plant-based protein concentrates and isolates ET&O:Lr;g_ﬁCrZ%e:;E:’ZZZases featuring
B Improve stability and reduce risk of
gelation or ingredient separation i\)

Ingredion
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Plant-based high protein mango

nutritional beverage

IDEA

SOLUTION

Create a protein-enhanced, plant-based
beverage that delivers a consumer-preferred
drinking experience

Utilize SIMPLISTICA® BV 1369 as an all-in-one
stabilizer system to provide protein,
mouthfeel, and long-term stability and
sweetness while TICORGANIC® Inulin Agave
is a source of organic dietary fiber

Ingredients

Woater 84.83
SIMPLISTICA® BV 1369, system 8.32
TICORGANIC® Inulin Agave 3.00
Sugar, cane, organic 2.00
Oil, sunflower, organic, high oleic 1.00
NAT Mango WONF (Carabo Type) 862541 5T 0.30
Nat Masking Flavor 540478 T 0.30
Beta-carotene 0.25
Total 100.00

Nutrition Facts

Serving Size 312g (11 oz)
I
Amount per Serving
Calories 180
_%W
Total Fat 5g 6%
Saturated Fat 0.5g 3%
Trans Fat Og
Cholesterol Omg 0%
Sodium 350mg 15%
Total Carbohydrate 17g 6%
Dietary Fiber 9g 32%
Total Sugars 6g
Includes 6g Added Sugars 12%
Protein 19g
Vitamin D Omcg 0%
Calcium 30mg 2%
Iron 5.6mg 30%
Potassium 30mg 0%

* The % Daily Value (DV) tells you how much a nutrient
in & serving of food contributes to a daily diet 2000
caleries a day is used for genaral nutritional advice

QO
Ingredion.
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