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Macro forces impacting consumer needs and behavior

More focus on health and
maintaining a healthy lifestyle
The increase in cost-of-living

Potential political and global
threats

'%IE’ Technology transformations in

the way we shop and live

Source: Innova Global Megatrends Report

Looking for easy ways to access

good nutrition.

Balancing enjoyment with
necessities.

Need to feel safe and guarding of
resources. Relief from anxiety.

Doing what you can, to manage

environmental impact.

Not getting left behind vs actively
engaging with new opportunitiy

Sustainability
issues remain top
of mind as the
effects of climate
change become
more pronounced
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The health of the planet remains a primary concern for consumers

And these concerns translate into direct action...

Almost 1 IN 5 consumers globally have...

“cared for the
wellbeing of the
environment in order
to live healthily in the
last 12 months.”

“chosen more
sustainably
grown/produced
products to support
the environment in the
past 12 months.”

37%

of consumers globally

state that the health of the planet (ciimate
change, deforestation etc) CONCerns them the most

Sources: Innova Lifestyle & Attitudes Survey 2024 (Average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK and US) _.'::-’33.. IaAN'?K\EAr
Notes:  Q: Which of these global issues concern you most? (Select up to 3) "*esud® INSIGHTS 6

Q: What aspects have you engaged in most to live healthily in the last 12 months? (Select up to 3)
Q: In which of the following ways do you seek to eat healthily? (Select all that apply)



It is all about values: honesty and transparency are key

of consumers globally say honesty and We’re

transparency (ingredients sourcing) ay ona
the most important values related to food* A
P mission...

Reduced our emissions in ;
scopes 1 & 2 by 84% 3 J ‘
compared to 2012 ‘ ‘

Our Footprint

X , "1 ?\w
In the past year, which of these actions
have you taken to be more

socially/ethically responsible in your food

choices?
We love our plants and we love the fact that we only use 1 7 %
sustainable soya ingredients in our plant packed |
; Of consumers globally have
products, so you canrest assured that our supply 1
. ! | chosen products
: e supports zero deforestation practices. | e
bl ; that support traceability: chosen
UK, Mar 2024 The soya beans we use in our product range are products of traceable origin
certified against one of these standards: |
“Marinated tofu chunks made from : EfOtTrcra'tF°%‘”fat‘:” e oy ot
. ” ¢ basel Criteria Tor hesponsinle Soy Froduction
sustainable Soy.. * Europe Soya standard
Source: Innova Database, Innova Trends Survey 2024 and Innova Lifestyles & Attitudes Survey 2024 (Average of Brazil, Canada, China, France, %, INNOVA
Germany, India, Indonesia, Mexico, Spain, UK and US), Cauldron "%, MARKET /

“ues INSIGHTS
Note: Q: “To what extent are the following values important to you in your diet?” (Sum of extremely important and very important)


https://www.cauldronfoods.co.uk/sustainability

Sustainability driver: 1 in 3 consumers globally value on-pack environmental
claims

Environmental information on labels: | High protein tofu 100% soybeans

noticing more or less, last 12 months )
8 N7,

100%
90%
80% m More
70%
i)
G 60%
©
c
(@]
g 50%
e m Same
° 40%
=S R —
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0 o % QOO Earth Love Fund for
20% : the Earth Environment
of consumers globally state that 10% Less and Neighbors
. .y . . Love the Earth 0.1% of
su_stalnablllty (being kln.d to the o <ales is used for the
environment) is the most important ° global environment and
value related to eating the “Corporate Price
Mark” neighbors.
Sources: Innova Packaging Survey 2023 and Innova Lifestyle & Attitudes Survey 2024 (Average of Brazil, Canada, China, France, Germany, India, .',.'-3-’.,'.. wANI?K\EAr
Indonesia, Mexico, Spain, UK and US), Pulmone '-;..,;,..5.. INSIGHTS 8

Note: Q: Which of the following factors or features have you noticed more or less when buying food and beverages in the past 12 months? —

“Environmental information on labels”


https://www.pulmuone.co.kr/pulmuone/main/Index.do

Top & growing claims are linked to sustainability, diets & lifestyles

Top 5 positionings of F&B launches with soy and soy Diving into the fastest-growing positionings
ingredients (% share)
(Global, Q2 2023 — Q1 2024) CAGR Q2 2019 — Q1 2024
Ethical - packagin
p ging +25%
No Additives/Preservatives
+17%
High/source of protein
+14%
Vegetarian
Halal and Ethical - +13%
environment
+8%
Source: Innova Database 2%, INNOVA
Notes: *Top positionings (ethical, health & lifestyle claims) as % of F&B launches with soy and soy ingredients tracked (Global, Q2 2023- Q1 2024) '-."-..;..-’.-' ,“:,‘;FGKE,;S

Fastest growing positionings as % of F&B launches with soy and soy ingredients tracked (Global, CAGR Q2 2019 — Q1 2024)

9






Innovation landscape of sustainability in food and beverage (F&B) with soy
ingredients

@ @ O

Nurturing nature: Brands Demand for localization New farming technologies
strive towards the health of and ethical/social unlocked
planet responsibilities

Source: Innova Market Insights ~+%, INNOVA
4 '8 MARKET 11
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Nature Protection: One concept, multiple definitions

“When talking about nature protection, what comes up in your mind?”*

Animal protection

Reduce
carbon footprint

Sustainable
farming

Reduce water
pollution

Biodiversity

Protect ocean

Source: Innova Trends Survey 2024 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US)

Note:
apply out of 13)

Top 3 Nature-related claims
that consumers globally are looking for

@‘. Water usage 42%
g% Forest protection W4
N\

@ Green energy i

s»e%, INNOVA
¢ e MARKET

Repondents can select all that apply out of 12, Q: Which of the following nature-related claims in food and beverages are you looking for? (Select all that e INSIGHTS




Beyond sustainability: Manufacturers take actions to make a positive
difference around nature protection

Clean Energy claims* in

F&B with soy ‘
Global, CAGR (Q2 21-Q1 Zy

@

owrEn | RenewAnLe

«

@ | 100% AUSSIE | GLUTEN
: ELECTRICITY

POTATOES FREE

The Natural Chip Co Potato Chips With Honey
Soy Chicken Flavor

Hong Kong (import from Australia), Nov 2023

Source: Innova Database, Innova Lifestyle & Attitude Survey 2024 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico,

Spain, UK, US); Cereal Bio; Love Coco

Biodiversity-related

claims* in F&B with soy
Global, CAGR (Q2 21-Q1 24J

Ingredients grown
without pesticides or
synthetic chemical
fertilizers, to

Slnce 2017 we have supported
the “Bienvenue aux Abeilles” program ,
._launched by 40 of our partner soya farmers,

Cereal Bio Batonnets Moelleux: Lemon And
Algae Sticks

France, Dec 2023

Note: *Refer to slide notes for specific free text search claims.

preserve biodiversity.

Forest protection-related

claims* in F&B with soy
Global, CAGR (Q2 21-Q1 Zy

They donate 1% of
their annual sales to
Eden reforestation
projects, planting trees
all over the world to
N | combat deforestation.

| w«:w

PEPPERMINT
WHITE CHOCOLATE

FOR THE
PLANET

Love Cocoa Peppermint White Chocolate

United Kingdom, Dec 2023

s, INNOVA
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https://www.cerealbio.fr/bio-et-responsable
https://lovecocoa.com/pages/plant-a-tree-2020

Unlocking sustainability: Claims about carbon emissions as a key
sustainability metric

average annual growth in F&B tracked with soy
& soy products with carbon footprint related
claims (Global, CAGR Q2 2019-Q1 2024)

RS

Slovenia, Sep 2023

GRANOLA

Singapore*,

Tetra Pak has reduced
Mar 2024

the carbon footprint of B
= . this package by 23%
with crisped soya pieces and

Carbon emissions associated with a :
product are the most important factor to roasted split peanuts

>
"

determine how sustainable a product is

HIGH IN
FiBRE

ey .
(0] HIGH IN 'NET ZERO BY
o 2040
! i e're aiming for net zero
cmissions - by not adding
nig v

to lead the way when it
comes to sustainability

of consumers globally

and the community.

agree (e el Gt =
stories behind your Scanto
favourite oro:ucu o8 LIl ‘
Sources: Innova Trends Survey 2024 (Average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US), Innova Database '.;.‘-?-’.,0. WK‘.?KVE@
Note: Q: To what extent do you agree with the following statement?” (sum of agree/strongly agree); *Imported from United Kingdom ..’-,:;.._:..’ AL 14




Minimizing food waste takes precedence for consumers to be more
environmentally responsible

Which actions have you taken to support the environment or social situation in the past 12 months?

R - /

Minimized food Products with Chosen local
waste environmentally products & services
friendly/less

Recycled/ packaging

upcycled items

Sources: Innova Lifestyle & Attitudes Survey 2024 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US) '.:,:-’33.. wANSK\{EAr 15
"eie® INSIGHTS



Younger consumers are driving the upcycling movement

Taking a stance against food waste. .
“A product that contains upcycled ingredients is Reusing soy pulp.

more appealing to me than other products” &

% of respondents in Europe who agreed

DAIRY-FREE MADE FROM

0% 20% 40% 60% 80% , SOY GRANOLA
\
Millennials I 5% BRI C°\ERRY PUMPKIN SEEDs

UPCYCLED SOY PULP

Generation Z I - 52, “Soy Pulp, also known as

Okara, is produced during the
making of your favourite soy
milk. Through this upcycling, we
reduce wastage and do our part
to save the environment.”

Generation X N 51%
Boomer I 4 3%

6 bars

Net weight. 168 g ¢
0 agree that upcycled T
49 /o ingredients are better PRINTED WITH
¥ ot Millennial & Gen 2 in quality_compgred to Philippines (import from SOY INK
> ol Millennial & en regular ingredients Singapore), Nov 2023 >
consumers globally /
Sources: Innova Trends Survey 2024 (Average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US); Mr.Bean -.;.'-’-‘.:-.. wANISK\EAr .
"use® INSIGHTS



https://www.beanmyday.com/category/soy-granola/granola-bars

Growing consumer preference towards ‘local’ and ‘localizing’;
An opportunity for the environment and local community

ClonSLII:nerS hj‘Ve r(;oticeg m<t3re average annual growth in F&B tracked

. “loca roduced products” i i

1 in 3 yp o .|.1 6_4% with soy & soy products with locally
oW

when buying food and beverages sourced claim*
in the last 12 months (Global, CAGR Q2 2019-Q1 2024)

_EGHO,‘;

(@) . é
= * _[g ATRE|® '
. HEARTY - 8
. BEEF STEW
- COOK-IN-SAUCE
OUR EXPERTLY MILLED AND BLENDED HEARTY BEEF STEW DRY Indla, Sep 2023

HEARTY BEEF STEW DRY
COOK:IN"SAUCE MAKES

| a AN INSTANT FAMILY
A
LOUDLY LOCAL

— HOMEGROWN —
.Houmv LOCAL, SERVING
YOU. AND OUR cOMMUNITY

COOK-IN-SAUCE MAKES
AN INSTANT FAMILY

MEAL BY SIMPLY
[ ADDING BEEF ANI
VEGETABLES.

~ CHILLI

s ome's @ unaway bl

Pepper your next movie viewing experience with o
generous helping of our artisanal chips. Every
ingredient is handpicked, locally sourced o7
PN Oacks in a zingy punch. These are expert))
curated to bring forth a burst of flavour and™
perfect amount of crunch with every single”

W duke you1s itap it one!

MEAL BY SIMPLY
ADDING BEEF AND
VEGETABLES.

HOMEGROWN — :
PROUDLY LOCAL SERVIN

YOU, AND OUR (OMMUNHV

-
South Africa, Apr 2024 Every ingredient is handpicked
Homegrown: proudly local. and locally sourced
Contains: hydrolyzed vegetable protein soy

Source: Innova Lifestyle & Attitude Survey 2024 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US) -.',.'~’-'.:°.. WANSK\EAr 17

"esed® INSIGHTS



Consumers care about brands’ commitment to supporting social causes

What actions have consumers taken to be more socially/ethically responsible in food choices?

#1 “Supported local grower/
producers/ merchants.”

W

OUR FINEST

NOTRE EXCELLENCE >

¥ ., HOT CHOCOLATE BARK =
. Our ch:p:& are made with ‘*éCORCES CHOCOLAT ?:‘AUD Cacao trace Certifled
High Quahtg Sog Beans i

L Yegeta aames & éc Sty Bonbe o mesthe o
Hand-madle in small batches and e PI.ANT BASED supports SHRIMP SPRING ROLLS
kettle-cooked to achieve our A BASE DE PLANTES local farmers by ROULEAUX D PRINTEMPS Aux CREVETTES

WITH BASIL LEAF
. AVEC FEUILLE DE BASILIC
unique flavor and crunch ﬁ . .
s /* paying more per kilo.
¢ LR

&

WE SUPPORT LOCAL FARMERS
FROM INDONESIA

450¢ |

» Canada, Jan 2024

Best
CACAO TRACE C ERTI 1ED Aquaculture
CERTIFIE CACAO TRACE Practices
This program supports local farmers & improve e«
Indonesia, Jan 2024 communities by paying more per kilo S Canada (imported from China), Jan 2024
Sources: Innova Lifestyle & Attitude Survey 2024 (Average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK and US), .."‘0. wESK\EAI_ .
Note: Innova Database e INSIGHTS

Q: In the past year, which of these actions have you taken to be more socially/ethically responsible in your food choices? (Select all that
apply); BAP — Best Aquaculture Practices



Pledges and partnerships: Efforts to improve the livelihoods of people and

emphasizing positive social impact

Cahaiknua

Penjualan produk ini kami QA = 757
dedikasikan untuk kesejahteraan : » ORGANIC il
Petani & pendidikan anak-anak

Indonesia bekerjasama dengan
'3yasan Sumbu Pakarti

22%

of consumers globally

“Lingkar Organik
dedicates the sale of this
product to the welfare of
farmers and the
education of Indonesian — : ‘
children in collaboration — ¥R @S & wwisa@y l
with the Sumbu Pakarti : -
Foundation.”

would like to see
brands/companies Respecting
Human Rights to help the
environmental/social causes

Indonesia, Sep 2023 Guatemala, Mar 2024

Sources: Innova Lifestyle & Attitude Survey 2024 ((Average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK and US),
Innova Database; Lingkar Organik; Explore Cuisine
Q: What would you like most to see brand/companies doing to help the environmental/social causes?

Note:

fOOdto
<@thrive

We believe that
healthy foods grow
from healthy hands,
hearts and lives. So
we are committed
to trading fairly and

organic farming.

Through our Food to
Thrive Foundation

we provide education

and empowerment to
communities in the
developing world to
farm sustainably and

to prosper.

sne, INNOVA
4 8 MARKET 19
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https://www.lingkarorganik.or.id/
https://explorecuisine.com/pages/food-to-thrive

Environment-minded consumers show positive attitudes
toward innovative agriculture practices

United States, Feb 2024

~ PROTEIN _ The Original
e . . Plant Pioneer
Positive perceptions on
innovative farming | PR
practices |
1. Regenerative farming | igEatain e

_ " Almondmilk '

2. Weather tracking (30)(&=) S
3. Precision farming ALMONDMILK WITH SOY PROIEIN g

\ “We're helping almond farmers implement
regenerative agriculture culture practices.”

Sources: Innova Trends Survey 2024 (average of Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Spain, UK, US), Innova '.,"’°. WANSK\EAI_
Database s INSIGHTS 20

Note: Q: “Which of the following innovative farming practices do you have the most positive perception of? Select up to five



Developing unique solutions by leveraging cutting-edge science

“We researched many plant options, but came to the understanding
that for our targeted result, soy plants are the best host to start with,”

Molecular Farming Startup /

NewMoo Debuts Liquid Casein from

Soybeans for Animal-Free Cheese = 9"¢¢" Aveen

28 May 2024 y

Sources: Green Queen, Singapore Business Review (Prefer)

“Prefer sources surplus ingredients from local businesses, 1
including day-old bread from Gardenia, soybean pulp from Mr.
Bean, and leftover barley grains from breweries like The 1925
Brewing Co. and Brewerkz. Through this, Prefer is able to upcycle
and revolutionize a sustainable and alternative coffee source,
served at major chains catering to the masses.”

Startup future-proofs coffee with /

bean-free alternative amidst - ... :
DUSINESS-

climate crisis
May 2024

sne, INNOVA
¢ ‘e MARKET
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https://www.greenqueen.com.hk/newmoo-molecular-farming-cheese-liquid-casein-soybeans/
https://sbr.com.sg/food-beverage/exclusive/startup-future-proofs-coffee-bean-free-alternative-amidst-climate-crisis
https://www.prefer.coffee/

Key Takeaways

Source: Innova Market Insights

Health of the planet remains the top
concern according to consumers globally.
Consumers are seeking products that value
key themes around sustainability.

F&B launches tracked with soy ingredients
saw increased growth in environmental
claims, due to increased demand for nature
protection.

Localization is a growing trend.
Consumers look for brands that support
local communities and other social and
ethical responsibilities.

Technology continues to advance, which
results in new farming technologies coming
to the market.

Opportunity
Companies should engage more to tackle the
world’s environmental problems. Environmental
labels and storytelling on packaging will inform
and educate consumers about sustainability.

Opportunity
Consumers’ demand for F&B launches focusing
on specific nature-related claims remains high,
which is an area that companies should still target.

Opportunity
Companies supporting local communities, social

responsibilities, and farming innovation showcase
their sustainable missions to consumers.

s»e%, INNOVA
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UNLOCK OPPORTUNITIES
FOR GROWTH

Meet us on
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