COVID-19 Has Elevated the Health

and Wellness Trends of Recent Years a

Nearly two-thirds of shoppers take a proactive
approach to healthy living

24% ACTIVE

| am very active in doing
everything that | can

to live the healthiest

life possible

40% BALANCED

| take a balanced approach to my
health through diet and exercise but
| don’t obsess over it

6% CAREFREE

| want to do more to maintain | do not really worry about my
my health, but I find it difficult health that much and only take
to stay motivated action when | have a problem

Shoppers are highly motivated to stay healthy,
but costs and chronic conditions can be barriers
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To feel good Cost of health insurance

To have the energy
for things | want and
need to do

Cost of health services

Cost of eating a

To live a long life healthy diet

Chronic conditions
that make it difficult to
maintain my health

To be there for family
and friends

Source: Acosta Proprietary Shopper Community H&W Survey 5/7 — 5/18/2021
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These
shopper e
segments*‘aman‘ég

their health =~
very dlfferently'

ACTIVE

Very focused on eating right,
exercising and looking their
best; more likely to monitor
their fitness, and to belong
toagym

BALANCED

Balanced approach to
diet and exercise but not
obsessed; more likely to
have a pet and meditate
for mental health

Focused on adequate rest
and relaxation; manage their
health through checkups,
prescriptions and OTC
remedies

CAREFREE

Very little focus on health,
though rest, relaxation and
vacations are important

t Source: Acosta Proprietary Shopper Community H&W Survey 5/7 — 5/18/2021
acos a © 2021 Acosta, Inc. All rights reserved.



For most, self-care is aligned with healthy

Focus on healthy eating and nutrition
Regular medical checkups
Regular exercise routine

Making time for relaxation

Taking vitamins and supplements

Developing a regular sleep routine 32%

Maintaining healthy relationships 20

Ensuring that | look and feel my best 18%

Spending more time outdoors 14%

Taking a vacation 12% ﬁ:‘!
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Shoppers are relying on product labels to guide
their choices, in addition to medical professionals
and health-oriented websites

In contrast to other less-involved health & wellness segments, medical professionals are not the
predominant information source among the “Active segment” who take charge of their health and
turn to a variety of online sources.
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45% TOP HEALTH SOURCES B Total [ Active

31%31%

Medical = Health-oriented  Reading Friends/family TV Social media Wellness Online info Retailer
professionals websites product labels professionals dedicatedto  sites/apps
in store specific health (e.g., Amazon,
issue CVS)

acosta Source: Acosta Proprietary Shopper Community H&W Survey 5/7 — 5/18/2021

© 2021 Acosta, Inc. All rights reserved.




Fresh and healthy foods are most important for a
retailer to become a trusted health resource

RETAILERS AS HEALTH SOURCES: WHAT’'S MOST IMPORTANT?

Sells wide variety of fresh foods

Offers wide variety of

OTC health care products 38%

< ‘%ﬁf* Offers resources that help me
b4 educate myself about 34%
: health & wellness
) > Offers nutrition services 20%
& o
’?‘f.":""l L Offers health services

Shoppers are interested in leveraging additional
health services while at a store, especially routine

health care
RETAILER HEALTH SERVICE INTEREST

-
Receive routine Learn howto  Visit a clinic Visit a clinic Visit a clinic Consult with Use aretailer's Seek advice Attend an
eye exams cook healthy for routine for minor to address a nutritionist app for on health care exercise class
meals care medical issues chronic health nutrition/ or insurance
condition recipe tips

Tried or interested

. No interest
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Capitalize on health & wellness trends to drive sales

and shopper loyalty

KEY FINDINGS

O Nearly two-thirds of shoppers
take a proactive approach to living
a healthy lifestyle, with nearly a
quarter designating themselves
0=0 3as most “Active”

Q O To manage physical health, nearly
o two-thirds of shoppers take

OAP vitamins, while half eat a healthy
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D diet, exercise and get regular checkups

5 Healthy eating is very important
=0 to most shoppers, but cost is the

biggest barrier to doing so

While medical professionals and
health-oriented websites are the

top source for health information,
shoppers are also relying on product
labels to guide their choices

/ Product information and discounts
i are the primary ways shoppers use
= retailer websites/apps, but the

“Active” segment is also looking for
health-oriented content.
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IMPLICATIONS

Drive loyalty with these shoppers by
bringing them health & wellness
solutions that are most important
to them

Optimal execution on Vitamin assortment,
shelving, merchandising and pricing are
table stakes to win a health & wellness
shopping trip

Better educate shoppers on ways to eat
healthily on a budget and/or how to save
on featured products like larger sizes,
value packs, sales items etc.

Manufacturers have opportunity to
convert more shoppers through optimized
product labeling with the information
most important to their shoppers

Opportunity for retailers to win with
shoppers online by delivering better
health-oriented content and product
information on their websites/apps
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