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What industries are being disrupted
today by on-demand?




Change in Era in Market
Disruption

Category Dollars Growth
Clean Label R

Meat $801M 10%
Meals $387M 6%
Ice Cream $304M 26%
Yogurt $230M 39%
Creamer $226M 40%
Butter $189M 5%
Cheese $160M 19%
Tofu and Tempeh $18M 5%
Ready-to-Drink Beverages $103M 23%
Condiments, Dressings, and Mayo $70M 7%
Spreads, Dips, Sour Cream, and Sauces $21M 52%
Eggs $6M 38%
TOTAL PLANT-BASED FOODS $4.5B "%
52 weeks ending April 2019. &
Commissioned data from SPINS, PLANT BASED

FOODS ASSOCIATION



An Erosion of Consumer Trust

Do you trust the US food system?
32%

29%
18%
12%
I ]

Strongly Slightly disagree Neither agree  Slightly agree  Strongly agree
disagree nor disagree

B General Population

April 2019 “Consumer Trust Study” by InsightsNow




Innovating to Disrupt Requires Clarity
through Insights for Rapid Decision Making
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On-Demand -
Strategic
Tools for
Decision Makers

Behaviogal Insights
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Speed to Insights

Tools for Quick Access —
Anywhere, Anytime

» Changes in Food
Product Choices

* Impact of Ingredients,
Benefits and Claims

* Impact on Brand Trust
and Awareness

 Impact of Trial

©2020 InsightsNow, Inc.






Cost Effective Insights

Tools: Information - Insights

« Community Based (e.g. Clean
Label Enthusiasts, Category
Advocates)

« Automatic Processing of Data

into Insights (e.g. Machine Over
Human)

 Cost Sharing through Apps
and Dashboards

Ins ghts






Investing in Databases of Behavioral KPIs

Tools Based on Behavioral KPls
 Key off of Different Consumer B e h aVI O ra I
Perspectives (Category Shoppers,

Lead Adopters, Influencers) //, ' KEY
%— PERFORMANCE
INDICATOR

» Measures of Performance
(Ingredients, Claims, Brand,
Positioning)

* Proven Metrics that
Indicate Behavioral Impact
(Nudge or Disrupt)

Ins ghts



Behavioral KPI — Ingredient Clean Label Score™

What is the impact of
seeing an ingredient
on a product label?

CLEAN LABEL
* 7 ENTHUSIASTS"

An InsightsNow Community

Ins ghts

Results
Type
Mame

Executed

Filters

Credits used

Ingredients
Agave, Aspartame, High Fructese Com Syrup, Honey, Stevia, Sucrose, Sugar
Food Categories

Bewverages (Dairy), Beverages (Mutritional)

Hide lettering  Show sample size

79.83
A A A

i == 4@ High Acceptance
59.17 69.75 B6.62
56.25 60.50 59.56
BC
4713 50,00 48.92
220 26,87 25.68
) E
10.67 16,18 14.10 . .
: : " 4 High Avoidance
11.48 15,50 13.98

47.73 58.88 55.83

HIT|

128 -212 143 - 342

:
Ll i

<0.0001 <0,0001 <0.0001



Strategies for Behavioral KPIs

Food Product Design

Claims & Label
Positioning Design
Ingredients Brands

Ins ghts

Sensory Experience

Emotional

Context of
Impact & Use
Liking
Perceived Perceived
Relevance Benefits



. 541-757-1404 == info@insightsnow.com ™ 0 ltems

I . S*Qg h ts N Bk Home Knowledge Center KPI Center Testing Center Cart

THE INSIGHTSNOW BEHAVIORAL APP
STORE™

Product Development & Marketing Tools
to Nudge and Disrupt Consumers

By accessing unique Behavioral Key Performance Indicators (KPIs), Behavioral Reports and custom research opportunities, you can accelerate learning through
this cost effective online service.

Integrating knowledge you need to improve your focus on consumers seeking cleaner living, this app store is a highly efficient, collaborative and economical

improvement to your innovation research process.

BEHAVIOR KNOWLEDGE CENTER BEHAVIOR KPI CENTER BEHAVIOR TESTING CENTER

Stay current on consumer behavior to learn how Is your label clean enough? Conduct proprietary research with category

and where you can nudge and disrupt consumers. advisors quickly and efficiently to improve new
Quickly look up behavioral scores for ingredients, . :
product innovation processes and measure

supplements, claims, benefits, and brands to make
quick product development and positioning
decisions.

influence and consumer impact.




ased Burgers | Case Study
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Plant-Based Burger Category Disruptor

New Formula for Disruption

Consumer
Insights into
Category
Disruption

Ingredient
Innovation

nsight-prive®




Opportunities to Nudge or Disrupt

R, 541-757-1404 & info@insightsnow.com

11:06 7

\ In [ y g htS Home Knowledge Center KPICenter Testing Center  Cart

Insights =

Home / Reports / Plant Based Burgers

Plant Based Burgers

A Q
Insights 3 Credits
\ ® Clean Label Research Community Behavior Report:
' \ ' Plant-Based Burgers Add to cart

SKU: KC12 Category: Reports Tags: alternative protein,
plant based burger

The InsightsNow Behavior Knowledge plnt
Center offers unparalleled access to R
instant knowledge and insights into e

+ha whu Af fAanciimar hahauiare

Ins ghts




Category Review
Inttial Insight

Awareness is a key driver
of plant-based burger
choice

Ins ghts

InsightsNow-Report-Issue-Twelve-Plant-Based-Burgers.pdf - Adobe Acrobat Reader DC
File Edit View Window Help

Home  Tools InsightsNow-Repor... X

W O BEQ® ® 5w R 5% v e

Insightsh

©2019 InsightsNow CLE Behavioral Report

>

Behavior Drivers — Awareness and Trial

100%
MorningStar

M Brand Aware
ooy Farms

Amy's
Kitchen

80%

70%
° Gardenburger

Impossible
60%

50%

30%

10% 5%

0%

Applegate Foods
Gardein Black Bean
Beyond Meat Gardein Ultimate Beefless
31% E I Quorm Dr- Praeger's
Lightlife _.
20% Field Roast
s 11%
5%

Tried

Before the
Butcher

2%

Clean Label Enthusiasts™ were most likely to have tried meatless patties from MorningStar Farms,

Boca, and Gardenburger. CLE were most likely to be aware of MorningStar Farms, Amy’s Kitchen,

Boca, and Gardenburger. Very few CLE had either heard of or tried the brands of Field Roast,
Lightlife, or Before The Butcher.
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Opportunities to Nudge or Disrupt

Beyond Burger Product Scorecard

Plant- Based Cateqorv Baselines

5 KPIScores. :
. BEYOND oy C | : : :

Ingredlent Scores

Water 88

Ins ghts

: 8% : 5 Awareness : ; :
: lai : : : Pea Protein lsolate | 61
Top Claims Smart Expéller Pressed.. | 52
| ot ) BrandTrust . Refined Coconutoil | (NISE
: Ordering : N : - :
81.8 : : -Rice Protein 79
. . : Naftu ral Flavors ?4
. Cocoa Butter | 70
NonGMO _ _ clean oot - R
39.9 5?3 urig Bean Protein " | 65
34.9 : .
CIaImS 100.0 Ingredlents Methylcellulose | 26
: : Potato Starch ;)'3
. . . . . . . 18.5 . . : | I :
...High.. NemGma  NoSoy & NoGluten . . .. .. .. .. 0. ... ... . SN /200 ... ..  Applebdract FEET 8L
Protein Project . : ! ; : . Salt | 63.
: Verilﬂ o Worst 46.0 ' . : : :
: I I t : Past Trlal; Potassium Chloride | 36
Ingr:edients: Water, P:ea Protein Isolate,g Expeller ngr ien : : : Vinegar 90
Pressed Cancla Qil, Refined Caconut Qil; Rice Protein, : : : :L Jui i :
Natura! Flavors, Cocoa Butter, MungBean Protein; - - - - UM g e LemonJuice.. e 83
r;qithv-ltdlilmse':m?o Sta rcI:éAppli E_;tract, Zalt, Statement N Ut rltlve : sunflower Lecithin | 62
ctassium Chloride, Vinegar, Lemon Juice : . : = .
Concentrate, Sunflower Lecithin, Pemegranate Fruit S|mp|_|C|ty ;Cla ims Pomegranate Fruit... | 74
Powgder, Beet Juice Extract {for coler). - : : - | :
Beet Juice Extract... | 76



Behavioral KPlIs
Baselines and Focus Areas Available On-Demand

Plant-Based Burger Category

Behavioral KPIs
* 193 Ingredients - Clean Label Scores

* 14 Brands — Brand Awareness & Trust
Scores

« 29 Claims — Claims Importance Scores

* Ingredient Statement Simplicity, Smart
Order

« Awareness of Brands

Behavioral Baselines

» Category User Choices (14 SKUs) — Max
Diff Exercise




Opportunities to Increase Category Choice

11:06 7

Insights

Here you can order standard research
studies with behavioral KPIs and
receive results through selected

research renart temnlates Lising

Ins ghts

%,541-757-1404 B info@insightsnow.com W Oltems

Ins & g hts Home Knowledge Center  KPI Center ting er Cart

-

HOME USE ONLINE FOCUS ONLINE BULLETIN VIDEO
TESTING *- GROUPS /- BOARDS -~ DEEP DIVES

Home Use Testing




Amy’s All American
Veggie Burger

T

PR

Gardenburger The
Original Veggie Burger
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Dr. Praeger’s All
American Veggie Burger
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cHUT Design

Pre-cHUT Baseline

*  Category Choice
*  Category Use

cHUT Current Product
*  Liking, JAR

*  Emotions Reactions

*  Product Impressions

*  Category Choice

*  Anticipated Use

cHUT Beyond Burger
. Liking, JAR

*  Emotions Reactions

. Product Impressions

»  Category Choice

*  Anticipated Use



New Choice-Based Baseline
Ranked Choice from Max Diff

From these 3 plant-based burger patty products, please select the product that is the MOST APPEALING to you and
the product that is the LEAST APPEALING to you.

Please select one response in each column.

Most Least

Probability “Most
Appealing”

BOCA
©

Boca All American Classic Burger

Non-GMO Soy, High Protein

Ingredients: Water, Soy Protein Concentrate, Reduced Fat
Cheddar Cheese (Pasteurized Part-Skim Milk, Cheese Culture,
Salt, Enzymes, Annatto (Color), Vitamin A (Palmitate)), Wheat
Gluten, Corn Oil, Yeast Extract, Caramel Color, Modified

w2 Cellulose, Salt, Natural Flavor (Non-Meat), Dried Onion, Garlic
ALL AMERICAN Powder, Sesame Oil.
VEGGIE BURGERS

Gardenburger The Original Veggie Burger
Natural Ingredients, Lots of Whole Grain, Good Source of Fiber
Ingredients: Cooked Brown Rice (Long Grain Brown Rice,
Water), Button Mushrooms, Rolled Oats, Mozzarella Cheese
(Pasteurized Part-Skim Milk, Cultures, Salt, Enzymes), Onions,
Water, Hydrated Wheat Bulgur (Water, Bulgur Wheat), Cremini
Mushrooms, Spices, Portabella Mushrooms, Cheddar Cheese

Probability “L t
(Pasteurized Milk, Salt, Enzymes, Cultures, Annatto Color), [} ”
Contains 2% or less of Salt, Natural Flavors, Modified Vegetable
Gum, Garlic Powder, Yeast Extract, Citric Acid, Whey, Malted

Barley, Annatto Color, Malted Barley Flour, Onion Powder,

Mushroom Powder, Guar Gum, Annatto Extract (Color),
Turmeric Extract (Color), Soy Lecithin.

;:.'.l;z_':_\"‘:_-.-."'

ot b1 i e

(]
BEYONDMEAT Beyond Burger

BEYOND \ No Soy, No Gluten, Non-GMO Project Verified, High Protein

arnER | Ingredients: Water, Pea Protein Isolate, Expeller-Pressed

Ins ghts



Category Choice
Ranked Choice — MaxDiff Index

Pre-Trial “Baseline”

Dr. Praeger's All American Veggie Burger

The Great Organic Blend Burger

Amy's All American Veggie Burger

Impossible Burger

Beyond Burger

Lightlife Plant Based Burger

©2020 InsightsNow, Inc.




Category Choice
Ranked Choice — MaxDiff Index

POST-Trial

Beyond Burger

Impossible Burger

Amy's All American Veggie Burger

Dr. Praeger's All American Veggie Burger

The Great Organic Blend Burger

Lightlife Plant Based Burger

©2020 InsightsNow, Inc.




Lift Potential

By Increasing Awareness and Trial

: Choice After Trial
Lift % = k < =
Choice Before Trial
(Baseline)

Average AII Products

BEYOND
BURGER

©2020 InsightsNow, Inc.



Lift is a Metric of Potential to Disrupt

46% Vs o= o

Average AII Products

Ins ghts



Why Beyond Burger is a Disruptor

New Rewards

Index Compared to Current

Tastes Like Meat

Looks Like Real Meat
Trendy / Popular
Appetizing Appearance
Different From Other Burgers
Quiality Brand

Interesting Flavor / Spices
Environmentally Friendly
Sustainable

Heart Healthy

Good Ingredients
Healthy

I 157
151
—— 142
A 128
—— 122
I 118
I 110
I 114
——— 111
I 110
I 109
I 108

Note: Index of 120 and above is significantly greater than average

©2020 InsightsNow, Inc.

BEYOND MEAT GO BEYOND PRODUCTS

BEYOND BURGER®

THE WORLD'S FIRST PLANT-BASED BURGER THAT
LOOKS, COOKS, AND SATISFIES LIKE BEEF WITHOUT
GMOS, SOY, OR GLUTEN. FIND IT IN THE MEAT AISLE.

OO0

20G PLANT NOSOYOR KOSHER
PROTEIN EMI.'IS GLUTEN

@© FIND BEYOND BURGER® GO



Opportunities to Improve the Reward
Nudge through the Sensory Expertence

current 'fg‘;’;f Ensure quality of

9pt Scale Mean Scores Appearance and Texture
Overall Liking 6.7 7.0 are maintained to keep
Uncooked Appearance Liking 5.5 6.2 ahead of competition
Cooked Appearance Liking 6.5* 7.4*

Aroma While Cooking Liking 6.3 6.5

Flavor Liking 6.7 7.0

Texture Liking 6.4* 7.1*

*Statistical Difference between Current and Beyond Burger

Ins ghts



Opportunities to Improve Experience
Product Improvement

Beyond Burger

% Too
Much

Uncooked Exterior Color
Cooked Exterior Color

Cooked Interior Color

Flavor

Grill Flavor
Smoke Flavor
Spice Blend Flavor

Beef Flavor

Juiciness

Firmness

Ins ghts

4
5
1
9
4
4
4
5
5
4

% JAR

65
/8
81
77
75
62
63
6/
72
84

% Not
Enough

31
17
17
15
21
35
33
28
23
12

Please describe the strength of the Beef Flavor...

Much too | Somewhat | Just about | Somewhat Much
weak too weak right Too Strong | Too Strong
Q Q Q Q Q




Opportunities to Improve Experience

Actionable Insight

Continue to Innovate Beef

Flavor to Increase Liking

Ins ghts

Beyond Burger Weighted Penalties
Against Overall Product Liking

Beef Flavor Too Weak 0.59

0.41

Spice Blend Flavor Too Weak

o
N
©

Smoke Flavor Too Weak

Cooked Exterior Color Too Light - 0.09

Too Dry . 0.07



Gaining Clarity Through On-Demand Behavioral Research

Focus Your Strategy
Empower Decision Making

Fuel Disruption
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