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“Lower Calorie” Product Examples - USA

M inute

Main attributes these products have in common

»Not positioned as Diet
» Calorie Reduction between 30% — 90%

»“Regular — like” taste
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Methodology - Summary

» Simmons Market Research Bureau, USA- syndicated study (24,000
consumers), 2002-2005; SMRB for Nutrinova: proprieary study
(1,000 consumers), 2003

» British Market Research Bureau UK - syndicated study (24,000
consumers), 2004; Produkt & Markt for Nutrinova: prop rietary study
(400 consumers), 2002

» Typologie der Wunsche (TdWI) GER - syndicated study (25,000
consumers) 2004-2005; Produkt & Markt for Nutrinova: proprietary
study (400 consumers), 2002
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Driving Factors for the attractiveness of Lower
Calorie Beverages

Attitudes/Opinions about
Diet/Health/Calories

Weight

Control

Attitudes/Opinions about
- Actual
Artificial Sweeteners/ :
Consumption
Sugar

Physical
Exercise

Preferences
Diet/Regular
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Outline

» The “lower calorie” consumer in the US

» The “lower calorie” consumer in the UK and Germany
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The US “Lower Calorie” Consumer

» There are many consumers who want to reduce calogeand don’t
always consume Diet Soft Drinks.

» Dual Consumers and Regular Only Consumers who wartd reduce
calories (30%) want a perceivable calorie reductiomand regular like
taste.

» Calorie conscious consumers have more negative asisions to
sugar (59%) than positive and more positive assodians to artificial
sweeteners (55%) than negative.

» Since Diet Only Consumers are satisfied with “DieLike Taste” and
zero calories and Regular Only Consumers (with noeakire for calorie
reduction) merely want regular like taste, the cretion of a “calorie
right” segment with a perceivable reduction in caloies and regular like
taste enables to target an additional segment in ¢hCSD market.
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Development CSD Segments: Penetration for Regular
Only Consumers is decreasing.

15% 15% 17%

26% 28% 28% O Diet Only

O Dual

B Regular Only

% of CSD consumers

FI/2002 FI/2003 FI/2004

Simmons National Consumer Survey USA Fall 2002-Fal2@SMRB
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Consumers Desire to Reduce Calories and CSD
Consumption

USA
(%] a
g 23% Diet
S Only
[%2])
S
- Dual
= 39%
Want to
reduce Regular
calories Only
in CSDs
Desire to Reduce Calories Consumption of CSDs

Simmons Re-Contact Study 2003
© Nutrinova
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Mid Cal is perceived to be closer to Regular and
Light closer to Diet.

Regular Only (Desire to Reduce Calories): Evaluation of Concepts

Characteristics | Evaluation

Great Taste —&—Regular (100 %

Sweet Taste SR,

Refreshing and thirst quenching O—MidCal (50 % Sugar

Low Calories 50 % Sugar
1 Substitute)
Is energizing 1 )
; —— Light (20 % Sugar,
Low Sugar 80 % Sugar
Tooth friendly SIS
1 —=—Diet (100 % Sugar
= el ; Substitute)
Reflects your lifestyle
1 2 3 4 5
]
| do not | completely
agree at all L agree
Simmons Re-Contact Study 2003
Vid Cal S . © Nutrinova °
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Regular and Diet Drinks are perceived to be very
different; MidCal, Light and Regular are perceived

similar.
Diet Only: Evaluation of Concepts

Characteristics | Evaluation |

Great Taste —8— Regular (100 %

Sweet Taste 1R,

Refreshing and thirst quenching O—MidCal (50 % Sugar

Low Calories 50 % Sugar
1 1 : Substitute)
Is energizing 1 1 l .
; ; ; —— Light (20 % Sugar,
Low Sugar 80 % Sugar
Tooth friendly Substitute)
1 1 . —=—Diet (100 % Sugar
Y ; ; ; Substitute)
Reflects your lifestyle
1 2 3 4 5
- N
| do not | completely
agree at all L agree
Simmons Re-Contact Study 2003
VG E X © Nutrinova °
| al segmen
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Great taste and high reduction in calories best mée
the Dual segment.

Dual (Balancing Calories and Taste): Evaluation of Concepts

Characteristics | Evaluation |

Great Taste —8— Regular (100 %

Sweet Taste 1R,

Refreshing and thirst quenching O—MidCal (50 % Sugar

Low Calories 50 % Sugar
1 Substitute)
Is energizing 1 )
; —— Light (20 % Sugar,
Low Sugar 80 % Sugar
Tooth friendly SIS
1 —=—Diet (100 % Sugar
= el ; Substitute)
Reflects your lifestyle
1 2 3 4 5
]
| do not | completely
agree at all L agree
Simmons Re-Contact Study 2003
Vid Cal S . © Nutrinova °
| al segmen
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Outline

» The “lower calorie” consumer in the US

» The “lower calorie” consumer in the UK and Germany
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UK: Ribena

Lower Calorie
Positioning |

F

Lower Calorie
Positioning |l
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— Regular Positioning r
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Lower Calorie Product Examples - Europe
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UK and Germany

» In Germany, consumers’ preference for Diet and Redar, attitudes
towards calories and actual consumption don’t matclat all.

» There is a large Diet Only segment in the UK alreag(in comparison to
Germany).

» Consumers show more negative associations with sugé7%) and more
positive associations with artificial sweeteners @8%).

» Preference for Diet Soft Drinks are mainly driven ty consumers’ desire
to reduce calories. General attitudes toward sugaand artificial
sweeteners have no significant influence on prefarees for Diet/Lower
Calorie or Regular beverages.

» There is a larger potential for “lower calorie” products in Germany than
in the UK. In the UK the “sugar replaced” regular products seem to
represent a “third segment”.
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Penetration of Diet, Dual and Regular: Large Segmdrof
Diet Only Consumers in the UK.

. UK Germany
N
Consume Diet Only 35% ] 3%
N
Consume Diet & Regulaf 21% 30% 12% | 42%
Consume Regular Only 44% 28% 23% 56%
% of consumers (70% of 18+) % of consumers (80% of population 14+)

[ 1 Schorle consumers]

GB TGl Summer 2004
© BMRB
Mid Cal Segment
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Consumers Desire to Reduce Calories and CSD
Consumption

UK Germany
0 Diet ? Diet
// 0
2 Only £ 20% Only
3 2 4
S 48% S s
3 3 19% | Dual
o ra) ,/
=3 4
Dual
29%
Want to Re(i:JuIar
Regular reduce Only
Only calories
in CSDs

Desire to Reduce Calories Consumption of CSDs Desire to Reduce Calories Consumption of CSDs

Produkt & Markt 2002
© Nutrinova
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Consumer Attitudes towards Health and Diet

. I should do a lot |61% |54% | 74%
more about my 56% 38% 64%
health 55% 30% 54%
| always think of 35% 40% 43%
the calories in 19% 26% 33%
what | eat 12% 16% 20%
Sugar in Soft 43% |57% | 70%
Drinks is harmful 48% 55% 54%
to my health 37% 48% 41%
Most of the time 43% |45% | 48%
I’'m trying to 29% 32% 38%
loose weight 17% 21% 18%
% of consumers % of consumers % of consumers

C DietOnly O3 Dual B Regular Only
_ GB TGl Summer 2004 © BMRB; TdWI 2004/2005, Simmons NCS Spring 2004 © SMRB; ReContact
Mid Cal Segment
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Soft Drink Market Germany

Reduce 36%

Sugar !

. 1 | Diet-Segment Low Cal -Segment 2

. 30% 34%
Attitudes

3% 34%

Don’t want
to reduce
sugar

3 | Light-Taste-Segment Regular Segment| 4

Diet Regular
Produkt & Markt, exeo Strategic Consulting 2002
© Nutrinova ? ? Preference
Mid Cal Segment O No Light Soft Drinks B Always Light O Sometimes

Global Marketing/ I.Knorn
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Summary Soft Drink Market - Germany



Soft Drink Market UK

Summary Soft Drink Market - UK

Diet-Segment Low Cal -Segmeni 2

[EEN

8%
Reduce
Sugar
60%
. 36% 21%
Attitudes
6% 37%
1%
Don’t want to
reduce Sugar 24%

3 | Diet-Taste-Segment  Regular-Segment| 4

o . I Diet Regular

Produkt & Markt, exeo Strategic Consulting 2002

© Nutrinova ° ’ Preference

Mid Cal Segment O No Light Soft Drinks B Always Diet O Sometimes
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Calorie/Taste Matrix

Diet Only

Low cal.
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Normal/high cal.

Reg Only (No
reduction of calories

100%SR 0%SR

Diet Like Taste . Reg Like Taste
Mid Cal Segment Taste Expectations g
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