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What we do

Two decades of pioneering innovation
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Grasp your innovation
journey

Consumer centric — empathetic to how
people live not just buy

Interactive & in the moment — game-like
techniques to drive engagement

Relentlessly focused on why — with
subconscious, emotional understanding

Visual & ready to activate — for seamless sharing

Agile & reliable — Spot on. Every time.




Innovation insight on behalf of leading brands

Including Plant-Based & Botanicals
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Our 10-year journey

Conducting our own research
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The Future is Plant-based
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A global research project
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$722.6B

2026 o

https://www.marketdataforecast.com/market-reports/global-nutraceuticals-market



One Year of COVID Behavioral & Emotional Insights

30,000+ N

30+ Waves




Unprecedented shift to digital

Major changes impacting long-term




Consumer Sentiment Trends

MENTAL TV/STREAMING
HEALTH -

90%

Worried mental
health impacts
are here to stay

4 0 0/ Acquired a new streaming
0 service during COVID

‘. 13% US Plan to cancel
'b) 19% UK subscriptions later

EXERCISE
SKINCARE _
PARENTING (‘:I])
8% US A Parents taking more [iV/Y P1JA April “21
7% UK E tlmevfsc’)ryg;fgsglves 3a% B 30% April ‘20 31% US 28% UK
lan to continue - e U Not planning to
less intensive return to gym g e
kincareroutine A A A A R R R R R B 5‘ 3 .
Ay
&y
\LCOHOL o TRAVEL
uture Plans eating ha : No longer
xibx post-COVID 46%  60% concerned with Ly
113 us UK 4 catching virus S——
17% when traveling

Drink LESS  Drink MORE



Forward looking generational lens

70% Label driven Millennials & Gen Z Millennials in Brarr]ld fickle [or Iesfs loyal]
. . i - — changes to trust factors
Increase in reading heightened awareness next life stage . g |
labels, focus on Driven by their Gen New mfluence_rs of _behawor,
ingredients More label obsessed & Alpha children such as financial &
environmentally driven open-ness to upstart brands

buzzback



How Gen Alpha are driving parents’ purchases

gravitate to products
customized to their child

| Purchase Decision Funnel
~80% | J

55% in ¥ whether child would like it

health aspects

N

® ARk

~70% / before purchasing a product

consult with the child '
the child would use J

ingredients

_ _ prioritize price
child asked for it before health
. J

aspects

themes, characters brand

~60% pay more for products with J

55% in gy
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Awareness of Pharma/Nutra ingredients high...

Higher Awareness
Probiotics

85% 0+ Magnesium
Essential Oils

Turmeric

Omega-3

Medium Awareness

70-80% = Plant-based Hemp

Melatonin Collagen

Lower Awareness

Elderberry CBD : Protein infused

<659 ' "~ dri
65 /0 Activated Charcoal CoQ10 drinks/foods

% $ = Considerably higher than the other market
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Probiotics
Essential Oills
Omega-3
Hemp
Melatonin
Magnesium
Turmeric

Activated Charcoal

Collagen

Protein infused
drinks/foods

CBD

Understanding lacking, but open to
trying

About 1/3 have

complete understanding
of benefits

Level of 1/2 or more
Famllla”ty say they have heard of
& AND
are open to products
Interest with these ingredients



Consumers seeking health benefits —
consistent & category dependent

~45-50%
Personal Care
Benefits

Stress relief

~30-50%

Skin improvement
Pain management

Anxiety/depression
management

Sleep aid
Anti-inflammatory

Acne treatment
Teeth whitener

~25-65%
Health/ Wellness
Benefits

Digestive health

Immune support
Weight management
Skin health
Cardiovascular health



Social media still main source of
iInformation

Social Media Family & Friend

Recommendations

Internet, TV
Commercials, Internet
Ads, In-Store Displays




Hair care & body lotion top botanicals in personal care; aromatherapy
and supplements also popular in US & UK

TRIED TRIED TRIED TRIED TRIED TRIED

0 5 @ = for this market only



Stronger interest in botanicals for hair care, skin care & supplements S .

&

consider purchase

‘ with botanicals:

Shampoo/
«_ _ conditioner

Consider purchase
with botanicals:

Yogurt, smoothies
Juice ‘
Drinks

(alcoholic & non-alcoholic)

! | Skin care
@ ma
T
i& Supplements
%
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Vegetable
dishes







Suggesting new implications & opportunities

Multiple applications for

Food Increased focus on health & wellness

_ Food/Beverages
Beverage Broader audience of Health Seekers Hone-in on key benefits
SCCNMANY Delivering on taste is must have you can deliver
Hygiene, skin improvement & Cleaning &
EIIEINOESN cleanliness still important Personal Care need
Categories ingredients are key factors driving use to insure efficacy
Integration of digital impacting their Identify how to talk to
Comms )
Strategy trusted sources them, key pL_JIse_ points
Evolution of the shopping journey and personalization opps

to build brand loyalty

buzzback



Articles R ‘ ‘ Infographics
of interest ™ S ' of interest

The Future Trendy Ingredients
is Plant-based

Martin Oxley Natural Products in the

Functional
Ingredients

moxley@buzzback.com age of COVID
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mailto:moxley@buzzback.com
https://www.buzzback.com/future-is-plant-based
https://www.linkedin.com/in/martin-oxley-3b73813/
https://twitter.com/martinoxley
https://www.buzzback.com/trendy-ingredients-infographic
https://www.buzzback.com/natural-covid
https://www.buzzback.com/news/functional-ingredients-consumers-most-want-to-try

