FeelGoods

CREATING BEVERAGE BRANDS WITH FEELING




The cider-only consumer
no longer exists

Why decisions should start with
cross-category drinkers




What we do

FORMULATION +
CO-PACKING

FULL DEFINITION BRAND
CONCEPT DEVELOPMEN .+ PACKAGING

GO-TO-MARKET

STRATEGY




Who we are

Bryan Roth . WHATIDO |
NSICHTS + ANALVES | help people understand new ideas

through analysis and discovery

e Provide research and guidance for product
development and market strategy.

o Use reporting skills and data analysis To simplify
complicated stories that explain ways to connect
with consumers.

HOW TO REACH ME

@BRYANDROTH
BRYAN.ROTH@FEELGOODSCOMPANY.COM



Who we are

FEEL GOODS TEAM SELECT CLIENTS
Michael Kiser, Founder
1 NEW CINDERIANDS ~ANGRY l"l
CREATIVE DIRECTION + BRAND STRATEGY  : BELGIUM Dewars (73 VNUERIANDS  QRCHARD o
Ryan Burk
FORMULATION + SENSORY STRATEGY CRUZ L
CAN“'OPY GRQ"WTH @@@m@@® GOLD MEDAL®

& :
ORpoRATVO™

|[BREWERY | CHICAGO |

Chase Brooks
GO-TO-MARKET STRATEGY

Arana Shulke
BRAND + PACKAGING DEVELOPMENT




What we’ll cover

« Who is tThe drinker and why does that matter?

« What's happening with drink options and why
s that important?

* HOW TO reach the consumer when everything
IS everywhere all ar once
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Who iIs the drinker and
why does that matter?




Overlap of beverage alcohol buyers and categories

Percentage of people buying in each segment

®Wine ®Beer O Spirits

Wine & Beer
| WA

Exclusive Wine Exclusive Beer

Beer, Wine,
14% & Spirits 17%

28%

Wine & Spirits Beer & Spirits
9% 10%

Exclusive Spirits
6%

Source: NielsenlQ




Share of servings by 2024

140.7 Billion Servings

12 oz. beer, 5 0z. wine,
1.5 oz. spirits; all shares
based on volume depletions

@ Spirits D FMB @ Beer @ Wine

Source: Beverage Marketing Corporation, IWSR, Beer Institute



Percentage of Americans who say they
consume alcohol

== National Survey on Drug Use and Health (12 and up) == Gallup (Legal Drinking Age Adults)

80%

60% Q

Gap caused by most recent

government data ending in
2020; Gallup skipped 2020

40%

20%

I I | I

2002 2006 2010 2014 2018 2022

Source: Natl Survey on Drug Use and Health/Gallup



Changes in college students’ alcohol use before/
after pandemic

- Pre-Closure | Post-Closure

Days drink 3 1 03
during week

Drinks per 11 9.4 1.6
typical week

Source: Brown University



Changes in college students’ alcohol use before/
after pandemic

Non-Heavy Episodic Drinkers

Pre-Closure | Post-Closure

Da_ys drink 55 05
during week

Drinks per 4 5.4 1.4
typical week

Source: Brown University



Change in alcohol consumption
VS. pre-pandemic

@ Drink Less @ Drink More @ Drink About the Same

Source: Knit



What kinds of alcohol do you drink? (ages 21-28)

Liquor (including cocktails) 71%

Beer 67%

Wine 55%

Flavored malt beverages 54%

Hard cider 32%

Source: Knit



“My entire friend group and
people | know casually from
school, we’re going out every
weekend.”

MAGGIE JENSEN
UNIVERSITY OF MONTANA SENIOR




What’'s happening with
drink options and why is
that important?




Whose Time Is It, Anyway?
Where Everything in Alcohol is Made Up and Only the Dollars Matter







Drinkers aren’t worried about the category
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Cocktails

FORBIDDEN APPLE

PRENIUM VOOSA WITH APPLE & LENON JUCEs

NATURAL FLAVORS & ARTIICIAL COLOR

‘ ’ ALC 15% BY VOL - 200 ML
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Drinkers are focused on flavor
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Lead descriptor on top-selling new ciders, beers, and
Spirits
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Lead descriptor on top-selling new ciders anad
Spirits
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L ead descriptor on top-selling new ciders
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“All the recent cider innovation
points to a category that is

benefitting from consumer interest
In RTDs.”

IWSR
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Share of Craft Lager/Pilsner by sub-category

“Plain” 89.4% -0.75%

Flavored 5.6% 8.4% 2.8%

Hop-Forward 4.3% 2.2% -2.1%

Source: IRI



Flavored spirits share Is also significant
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Weekly craft beer drinkers who drink other
beverage alcohol at least once a week

Hard Seltzers 55% 25%

FMBs 56% 21%

e —

46%

—

Hard cider 19% %
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—= ———

Spirits  52% 63% 11%

Imported beer 9% 68% 9%

Source: Brewers Association




People aren’t buying because of a category...
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Cocktails

FORBIDDEN APPLE

PRENIUM VOOSA WITH APPLE & LENON JUCEs

NATURAL FLAVORS & ARTIICIAL COLOR

‘ ’ ALC 15% BY VOL - 200 ML
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..they’'re buying
on vibes

Stréwbernes Strawberry

flavored
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Selling vibes: Artifact Cider

VIBE VIBE VIBE
dare or brunch + fight not
truth beach flight




RTD Cocktails —
The Fastest-Growing
Alcohol Category is
Fueled by Flavor

Sweet and ? — Sour
Beer Sales Show You’'ll
Want to Leave This
Taste in Drinkers’
Mouths

Flavor leads consumers across categories and
Opens up New occasions

For Example — How
a Low-ABV Wine is
Expanding Categories
and Occasions

Pour Me Another —

A New Focus on Flavor
Helps Spirits Thrive
Even More

FeelGoods



Lead descriptor on 2022 top-selling new cider

BERRY IMPERIAL VARIETY PACK
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Lead descriptor on 2022 top-selling new cider
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Growth of alcohol consumption, 2000-2020

30%

+29.15%

20%

10%

+10.86%

0%

Total Gallons Servings of Alcohol
Consumed (Adj. by Proof)

Source: Govt/Private Org Mix



Imperial Cider share of category sales in
chain retall

8%

6%

4%

2%

0% |

2017 2018 2019 2020 2021 2022

Source: IRI




. ALWAYS WHOLE INGRED\ENty

2 TOWNS

CIDERHOUS!:




Share of Imperial Ciders in 2 Towns’ portfolio

30%

40%

30%

20%

10%

0% |

2017 2018 2019 2020 2021 2022

Source: IRI



How 10 reach the consumer
when everything Is

everywhere all ar once




Don’t simply be a cider producer—be the
provider of an experience

REALITY —> OPPORTUNITY
People are more There's a blank canvas

cartegory-agnostic with which to explain
Than ever your value 10 people




“What does it taste like?”




What’s the consumer experience?

What do you pay What attributes are
attention to most most important
when buying alcohol? when buying alcohol?

1 Price 1 Flavor
2 Unique flavors 2 Freshness

3 Alcohol content 3 High ABV

Source: Knit



We launch brands that manage quality of
product and flavor-focused marketing

IMPLY SOUR SERIE
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BELGIUM,
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“Can | get somebody to judge a book by its
cover and then pick it up and try it? ... Get them
with their eyes first and then hopefully please
them when they have whatever they drink.”

SOHAM BHATT
ARTIFACT CIDER PROJECT CO-FOUNDER




Lel’s recap




Why your decisions should start with
cross-category drinkers

« Who is the drinker and why does that matter?

« What's happening with drink options and why
IS That important??

* HOW TO reach the consumer when everything
IS everywhere all at once



Who is the drinker and why does it matter?

Sightlines




What’s happening with drink options and
why is that important?

"There's far less "It is a fact that "Women smoke "Young people are
drinking of alcohol there is less more, but men drinking less than
at places where drinking in this now drink less." they did before in
seltzers are country than ever the history of the

available."” before."” world."”
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How to reach the consumer when everything Is
everywhere all at once

always has been




What to do next

2/3/22 12822

Sticker Shock — Everything is Going Up, For Example — How a Non-Alcoholic
So Consider the Cost of Price Increases RTD Wins with Alcohol Drinkers

SIGN UP FOR SIGHTLINES.NEWS

Insights-driven content and
community for beverage alcohol
decision-makers

- Subscription newsletter
- Video interviews and strategy sessions
- Professional community

- Bryan Roth and Kate Bernot

< C' v feelgoodscompany. .com @*“"’*@3

NEW . Easb
secium Dewars. Bl CNERAND

EEEEEEE

ANGRY AN
ORCHARD &,
RRRRRRRRR

EEEEEEEEEEEE

WeTe a creative studio
building beverage brands
with feeling.

EXPLORE THE FUTURE
WITH FEELGOODS

Holistic product and brand
development beverage alcohol

- Decades of combined CPG and Bev alc experience
- Innovation pipeline
- New brands

- Experts in formulation, market strategy, innovation

v goodbeerhunting.com

Making It to a Million — How

Allagash Helped Grow Maine’s
Grain Economy

CATCH UP ON CULTURE
WITH GOOD BEER HUNTING

Internationally leading beer and

beverage culture magazine

- 40+ writers around the globe

- Dozens of awards

- Top 1% podcast

- Claire Bullen, Evan Rail, Bryan Roth



Reach out

Bryan Roth | HOW TO REACH ME
INSIGHTS + ANALYSIS @BRYANDROTH

BRYAN.ROTH@FEELGOODSCOMPANY.COM






