Coconut Coalition of the Americas
Trends and Insights

Today’s Topics

Inspiring the pursuit of wellness.
SPINS is a wellness-focused CPG data company.

SPINS equips brands with insights and tools they
need toinnovate, get their products to market, and
tell their stories.

SPINS provides retailers mission-critical

tosserve the consumer through tailored
experiences, the right products on the shelf, and
differentiated assortments.




SPINS has the most expansive network of proprietary retailer partners.
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SPINS has the most comprehensive library of intelligent product facts

SPINS Product Intelligence spans an extensive database of over 3 million UPCs and hundreds of atrbutes,
enabling vitalsightlines and transparency into the marketplace.

coLtect GENERATE
Product Facts

I Allergens & sensitvities
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Health & Wellness

Lifestyle, Diets & Tribes
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State of the U.S. Market
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Food at Home increases outpace Away
Food” Consumer Price Index is being driven by Food At Home increases. Meat, Dairy and Cereal products ramping up pricing.
Fruits & Vegetables lagging behind on price increases
Dairy & Dairy Related Products:
Growing Sectors Un-adjusted 12-months Ending June 2022

Cereals & Bakery Products:
Meat, Poultry, Fish & Eges

Fruits & Vegetables: +8.1%
(9.3% in July)

Olives, Pickles & Vegetables

Ao foos os acHome  faod Away from Beer, Ale & Other Malt Beverages at
o Home
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Retail Pricing Fluctuations: Cross-Channel

Channel-level ARP, % Chg., vs YAGO
Conventional grocery posted double-digit ARP growth

13.1%  12.8%

versus the same time last year. Drug channel wasn't too
far behind.
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Convenience held their price increases close to that of

the Natural retailers, holding around 8% versus last

year
Notural retailers, namely indies, remain very price 5 q o A
conscious and are currently lagging their conventional H H H z

partners in terms of pricing increases. It's likely only a
matter of time they move their pricing needle at a

similar rate.

Department Pricing

Department Average Retail Price vs. LY
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Inflation Trends
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Department Trends: Grocery, Frozen, Refrigerated & Produce

Trended Dollar Sales with ARP

Trended Unit Sales

Coconut Trends
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Coconut-Spedfic  Coconut-Speciic
Procuct
The Opportunity for Growth

in Coconut Categories + Attributes
As differentiated taste and the benefits of

+6.3%

Al FoodBeverage Growth

o coconut ils, fats, sugars and ingredients
+7.5% continue to build mormentum, there is a massive:
Netural Food/Beverage Growh (NPY) opportunity for high growth segments to scale.
+7.9%

Coconut Subcategories

LSPINS
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Top Line Channel Sales

Coconut Subcategory $ and % Change L52 Weeks
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FOOD & BEVERAGE | +6.3%
Convenience Retail Channel is showing the highest percentage growth at 13%
Dollars 52 Weeks AvgDollars 6 Chgvs YAGO
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FOOD & BEVERAGE | +6.3%
Coconut-Specific Subcategories are seeing a -7.2% in Units and +10.1% in Dollar Sales vs YAGO with
RF Coconut & Plant Water taking the most significant spike at +24% in Dollar % Chg and +17% i Unit % Chg
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FLAVOR — COCONUT | +3%

Of the top 10 categories that feature coconut flavored products, Energy & Sports Drinks are

+14% while S5 Cold Cereals is -12%

Dolars vs Dolars % Chg vs YAGO

Dolars % Chg vs VAGO.
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PRODUCT TYPES|-13.1%

Subcategory coverage across Coconut Product Types — SS Baking Ingredients has seen the highest
growth increase at +24.7% in Dollars and +22.6% in Units

Dollars % Chg vs YAGO.
PRODUCTTYPE o

4 SPIN
INGREDIENT — COCONUT SUGAR | +37.6%
thetop RFEnt dssTortila &
Corn Chips are experiencing the highest gromth
P—
SPINS
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YOGURT | +8%

Plant Based Coconut Yogurt s gaining significant share along with Cashew Yogurt, with +13% YoY Growth

Subcategory Yo Growth
RF Yogurt Drinkable 19% -
R Plant Based Yogurt ™ -
RF Yogurt 6% -
som F2 Yogurt

RF Plant Based Yogurt Drinkable (EREHEHND

Product Type. Yo¥ Growth
seon Plant Based Yogurt - Cashew (303
Yogurt - Lassi 15% -
. Plant Based Yogurt - Coconut (530
Yogurt - Greek 9% -
- . Yogurt - Australian 9% -
Vogurt - Kefie Frr3
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Top Line Channel Sales Functional Beverages

Beverages $ % Change L52 Weeks

oL
NATURAL GRocERY anoEPNDNT GROCERY € COMENENGE (W00

Total Channel Sales Total Channel Sales Total Channel Sales
Natural Products Natural Products Natural Products
Specialty & Wellness Specialty & Wellness Specialty & Wellness
Products Products Products

LSPINS
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Shelf Stable Functional Beverages: 19% YoY Growth

L SPIN:
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Sweetener Types RTD Beverage

RTD Beverages $ % Change L52 Weeks

ARTIFICIAL & CONTROVERSIAL
NATURAL SWEETENERS SUGAR ALCOHOLS SWEETENERS

Natural Low Calorie Swt. Sugar Alcohols Artificial Sweeteners
Only Naturally Sweetened Erythritol Aspartame
Coconut Sugar High Fructose Corn
syrup.
103%

Agave Nectar

Sucralose
s sein:
Plant Based Milk Trends
R PLANT BASED MILKS [+2.9%
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Plant Based Milk Trends

SS PLANT BASED MILKS | +14.9%
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Caroline Davidson
Director Channel + Agency Partnerships
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