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We are an analytics and growth consulting firm on
a mission to make data-based decisions accessible
to all.

EST 2019
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Our industry experts utilize intricate data sets to
craft impactful narratives and facilitate effective
decision-making to complement our partners'
offerings.




What data sources will we be leveraging?

T
T

NIQ RMS CGA by NIQ On Premise

* Point of Sale Measurement .
in the Off Premise across
Beer, Wine and Spirits with
segmentation across
attributes

On Premise data collected
across independent and
chain restaurants/bars and
projected to a national,
regional and state views of
the On Premise

NIQ Consumer Panel

* Omnishopper panel with
access to consumer
purchasing behavior,
demographics and trends

NIQ @
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NIQ Beverage Alcohol Measurement

. Off Premise

Food (Total US) \
Drug (Total US)

Mass Merchandiser (e.g. Target)

Walmart

Dollar (e.g. Family Dollar, Dollar General) >
Select Warehouse Club Stores (Sam'’s, BJ’s)
Whole Foods Market

Military Exchanges y,

xAOC

Convenience (Total US)
Liquor* (selected geographies/retailers)

» 8 geographic markets, including California Liquor &
20+ Liquor chains °

Other measurement
- Wine.com, Bevmo, 7-11
Omnishopper (consumer panel insights)
Omnisales (deduplicated in-store and online sales)
Byzzer — Small/Medium Business Solution

A
Rl

Total

On Premise

US
Eating (Restaurants) vs. Drinking (Bars)
Subchannels (Beer & Spirits)
Chains vs. Independents
3 Years of History

9 Census Divisions + States & DMAS

Also

More granular brand reporting

available from CGA

Guest check level analysis

Daypart/week analysis

Key Holiday/event analysis

On Premise User Survey — 15,000 on prem visitors surveyed
bi-annually

Channel specific reports for Hotels, Casinos, Stadia etc.

CGA's coverage projects to 100% of the Dining and

Drin

king channels. This equates to 78% of the entire
On Premise channel.
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The Current State of
the Bev-Alc Industry




Performance

Off Premise Channels
billion
Dollar sales of total
Alcohol in 2024
Dollar sales chang'é f tote
Alcohol in the 2024 vs
N i
Source: NIQ Scan Off Premise Channels (xAOC+Conv+Liguor Open State); /

Discover Integrated Beer, Wine, & Spirits database; Latest 52 weeks ending
12/28/2024 vs. year ago

e
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2024 struggled

t() aC h | eV e *. Beverage AICOh0|£|)é%?rt.i?§;1¥s;\éﬁ;i;2d Volume Change
Val ue ahn d . = Value (8) = Volume (EQ)
volume sales .
growth |

Sl'otal Beer Total Spirits Total Wine

Source: NIQ'Sean

Discover Int

112/28/2024 Vs 2
© 2025 Nielsen Consumer LLC. All Rights Reserved.
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Outside of RTDs, BevAl categories are in decline

Beverage Alcohol by Category (excl RTDs) — Value and Volume Change
NIQ off-premise channels

mValue ($) =Volume (EQ)

3.8%
0.0%
- ]
-0.7% 1%
- (0)
-2.9% 2.3% Dollar sales
-3.5% : :
facing declines,
-5.3% with
Beer/Cider Spirits Wine Total RTD* Celbroes
excl RTD excl RTD excl RTD all major BevAl
. segments
42.2 27.2 19.0 11.6
Share

* Total RTD = Seltzers / FMBs / Spirits RTDs / Wine RTDs




RTD's growing in the On Premise too, while Beer is still managing to grow share from W&S

$ Share of On
Premise BevAl

$ Share pp vs YA

$

$ % chg vs YA

Spirits
45.9%

-0.7pp

$50.7B

-3.3%

Source, CGA by NIQ OPM, Megacategory, $, Value, rolling 52 w/e 11/30/2024

Beer

40.5%

+0.5pp

dia

$44.7B

-0.6%

Wine
12.6%

-0.3pp

W

$13.9B

-4.0%

RTD’s

1.1%

+0.4pp

$1.2B

+60.7%

NIQ



Overview of National
Cider




Cider declines outpace Beer/FMB/Cider in 2024

Seasonal peaks are similar, Cider elevated throughout the Fall and Year End Holidays

Total Beer/FMB/Cider vs. Cider weekly dollars
NielsenlQ off-premise channels

$ 18 Mil
$ 16 Mil
$ 14 Mmil
$ 12 Mmil
{; $ 10 Mil

S 8 Mil

Cide

S 6 Mil
S 4 mil
S 2 mil

Weeks of the year
S Mil

St. Patricks

Super
Bowl

9

—Cider Beer

4t of July v q
ear en

Memorial holidays

Day

Cinco De

Labor Da
Mayo Yy NCM

Day
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$ 1600 Mil

$ 1400 Mmil

$ 1200 Mmil

$ 1000 Mmil

$ 800 Mil

S 600 Mil

S 400 Mil

$ 200 Mil

S Mil

Beer Ss

2024

Off-premise
Cider up

-2.1%

VS year ago

Off-premise Beer

-0.7%

VS year ago




Cider sees elevated sales in summer and fall months in the On Premise

Volume Sales 2880z — Cider vs Total Beer
NielsenlQ On-Premise channels
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Total Beer = Total Beer/ FMB/Cider

Source: CGA by NIQ OPM data — Total US, megacategory, subsegment, volume, 2880Z EQ, 4 w/e 02/24/2025 to 11/30/2024
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Regional Cider is among the few bright spots in an otherwise declining Beer category

Imports, Dom. Super Premium and FMBs also drive positive momentum in the category

Cider Volume Percent Change vs YA
NielsenlQ On-Premise channels

W Dollars ® Volume

4 N

5.5%
0,
3.8% 4.2%
0,
2.9% 5 2% 2.5%
1.5%
. 0.6%
|-
[ ] _
-0.7% I . -0.5%
-2.1%
-2.9% ’ -2.6% -2.4%
-4.1% 4.3% -3.7%
-5.6%
- 0,
-7.4% 6.9%
-9.4%
-12.2%
BEER/FMB/CIDER/SELTZER &I’AL CIDER REG.CIDV BELOW PREMIUM CRAFT DOMESTIC PREMIUM DOMESTIC SUPER FLAVORED MALT HARD SELTZER IMPORT MALTLIQUOR
PREMIUM BEVERAGE

Source: NIQ Scan Off Premise Channels (xAOC+Conv+Liquor Open State); Discover Integrated Beer, Wine, & Spirits database; Latest 52 weeks ending 12/28/2024 vs. year ago

NIQ GD @



Cider is winning in most critical markets; Middle Atlantic and Mountain account for majority of
growth

US CENSUS DIVISIONS

WEST NORTH CENTRAL MOOLE ATLANTIC

P = EAST NORTH CENTRAL

TOTAL US xAOC Divisions — Retail Sales 2024 vs YA %
NielsenlQ off-premise channels

A
b=
Market S Share of Total Total $ 2024 $Chg24vs $ % Chg e o
Ss YA 24 vs YA :
PACIFIC DIVISION 33.7% $106.6M $-2.3M -2.1% .
SOUTH ATLANTIC i
DIVISION 20.2% $63.9M $275.6K 0.4% T a3
MIDDID_E/ IAS'll'é_QNTIC 10.5% $33.1M $321.4K 1.0% WEST Soum CEnTRAL sasiciticam
EAST NORTH CENTRAL
DIVISION 10.4% $32.8M $-892.5K -2.6%
MOUNTAIN DIVISION 7% $22.3M $2.2M 11.2%
WEST SOUTH CENTRAL
DIVISION 6.2% $19.7M $-882.0K -4.3%
NEW ENGLAND DIVISION 4.9% $15.5M $-1.2M -7.2%
WEST NORTH CENTRAL
DIVISION 3.5% $11.2M $-663.4K -5.6%
EAST SOUTH CENTRAL
DIVISION 3.5% $11.1M $186.7K 1.7%

NIQ GD @



Tropical, Mango and Blueberry are among the top flavors leading growth

Top Flavors (based on $) Top Flavors (based on $ chg)
‘ of Cider Sales
o APPLE -0.5% TROPICAL /.2MM
39 /O ASSORTED -9.5% APRICOT 1.8MM
BLACKBERRY 2.7% BERRY 1.2MM
Flavored* Share PINEAPPLE -15.3% [ MANGO 1.1MM ]
, of Cider Growth FRUIT COMBINATION 112.0% PEACH 910.9K
59% TROPICAL 156.8% RASPBERRY 794.9K
MANGO 12.3% STRAWBERRY 606.1K
—_————————————
\ BLUEBERRY 4.4% | COTTON CANDY 508.3K
6 of the top 10 CHERRY -36.5% TROPICAL PUNCH 446.5K

growth SKUs are

Flavored* Ciders ROSE -14.4% [ BLUEBERRY 369.9K ]




ABV 7%+ drives category growth and productivity; Low ABV an emerging opportunity

Share by Package Type

6 of the top 10

fastest growing Ciders

are
7% > 9.9% 7-919% ABV
17.9%
4% - 6.9%
80.8%

0% - 3.9%
0.6%

10%+
0.7%

ABV Share Chg Absolute $ Chg

0% -3.9% 0.3% $2.3M

4% - 6.9% -4.2% $-24.3M

7%-9.9% 3.9% $34.8M
10%+ -0.0% $-180.1K

-

$40,000
$35,000

$30,000

S-
0% - 3.9%

S per Total Distribution Point

10%+

4% - 6.9%

$25,000
$20,000
$15,000
$10,000

$5,000

7% - 9.9%

~

Top 3 Brands in 0-3.9% ABV are all new to the space this year

\Y 4

VANDER MILL

o)

HARD

L

CIDER

NIQ D @&



Top 20 Cider Brands by Total $ Share
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Top 20 Cider growth brands
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Regional Cider’s
Growth Across the

United States




Regional Cider brands continue to see growth

Cider Dollars Sales - By Year
NielsenlQ off-premise channels

$700,000,000

$600,000,000 _—

$500,000,000
$400,000,000

$300,000,000
55% 56%
$200,000,000 54%
o 50%
46%
$100,000,000 3 9%
33%

2018 2019 2020 2021 2022 2023 2024

Share




Regional Cider brands continue to be the preferred choice On Premise too

I I
: Cider . Regional Cider Brands* National Cider Brands*
| |
A S S 1.1% 52.5% 47 5%
28807 E(%/SSQZre pp chg i i +1.5pp -1.5pp
I I 0
1 1 "'--0 [— fl
: : 0 g ‘
. ! Q0 0
: : Yl
I I
28807 EQ i 4.1M i 2.1M 1.9M
2880Z EQ % chg vs YA | -1.2% : +1.6% -4.2%




Draft Cider continues to be the dominant format on premise

Draft Cider Packaged Cider
T 60.6% 39.4%
28807 EQVSS:l(zre pp chg +O.5pp _O_5pp

2880ZEQ % chgvs YA | -1.2% ! -0.4% -2 5%

Total Beer = Total Beer/FMB/Cider
Source: CGA by NIQ OPM data — Total US, megacategory, subsegment, format, volume, 28802 EQ, rolling 52 w/e 11/30/2024 vs YA

NIQ GD &



Regional Ciders are driving the growth of cans, while bottle continue to decline

Total Cider $ Growth by Regional Cider $ Growth
Pkg Type Share of Total Cider CAN Pack Size CAN by Pack Size
-13.8% 6PK $9,089,766 6PK $9,494,777
$vs YA % 12PK $7,027,106 12PK $2,237,768
BOTTLE 4PK $2,698,099 8PK $1,406,077
34.3% ,‘ 1PK $2,659,469 1PK $1,067,088
8PK $1,662,061 9PK $705,367
CAN 9PK $704,631 4PK $704,616
65.7%
BOTTLE BOTTLE
- 15PK $553,535 15PK 553,535
+6.5% 24PK §(25,108) 4PK §(3247783)
$vs YA% 4PK $(220,853) 12PK $(893,143)
12PK $(13,113,987) 1PK $(2,046,874)

6PK $(17,473,658) 6PK  $(3,267,341)

~ TotalUS

Cider Brands




Top Growing $ Regional Cider Brands

BLAKE'S HARD
CIDER CO

SCHILLING
COMPANY

2 TOWNS
CIDERHOUSE

GOLDEN STATE
CIDER

INCLINE CIDER
COMPANY

POTTER'S CRAFT
CIDER

PORTLAND
CIDER CO.

AVID

TIETON CIDER
WORKS

VANDER MILL

Top 10 $ Growth Regional Cider

Brands vs YA

I $4,525,164

I $3,006,036

I 52,266,958
I ;1,519,069
I $1,105,437

I 990,041

B ;738,465

B 653,989

N $650,714

B $579,793

Total Regional

Cider

DOWNEAST UNFILTERED
ASSORTED

BLAKE'S TRIPLE JAM
STRAWBERRY BLACKBERRY

BLAKE'S AMERICAN APPLE IMP
CDR

SCHILLING APPLE PIE EXCLSR
CDR

INCLINE IMP HAZY HONEYCRSP
CDR

2 TOWNS SEASONAL

SCHILLING CO JCY BLKBR TRT
CDR

SCHILLING CO EXCELSR MANGO
CDR

BOLD ROCK IMPERIAL CIDER

INCLINE WHITE PEACH CIDER

Top 10 $ Growth Regional Cider

Brand Extensions vs YA

N, 1 ,34 3,6 32

I 51,692,547

I 51,540,962

I 51,443,561

I 51,176,216

I 51,167,419

I 51,003,002
I 51,001,653
I 053,094

I $5350,165

Total Regional

Cider

Powered by NIG




The Cider Consumer and
Emerging Trends from Gen-Z




Consumer Panel Fundamentals

What is a Consumer Panel? How does NIQ’s Omnishopper Panel work?
o
20 - X
= Panelists use in- = NIQ's Consumer
A consumer panel is a home scanners or Panel is a "mini-
. . Smart Phones to USA."
statistical sample of record all representing
people, that represents a purchases, from millions of
defined population, that any off premise Americans.
continuously tracks and outlet, intended for Nationally based
records their purchases. in home use to and Geographically
continually provide & Demographically
information about representative

their purchases

NIQ 2



Cider is bringing in new, lighter buyers

Cider Consumer Decomposition

. Per B
Penetration > Per Buyer

6.9%

(+0.1%) o

(-51)

Occasions S Per Occasion

2.7 $12.38
(0.0) (-S0.4)

Source: NielsenlQ Omnishopper, US ALC — Integrated (21+ Only) Database; L52 WE 12/28/2024, Total Outlets, Total US

Beer Consumer Decomposition

S Per Buyer

Penetration
71.3%

(-0.7%) -

(-58)

Occasions S Per Occasion

16.1 $15.94
(-0.9) (+0.4)




Cider drinkers are younger, high-income households; opportunity exists to reach multicultural

consumers
Cider drinker vs Craft Beer drinker

Income . .
] Hispanic Y/N
160 102
101
140 101 100
120 100
100 7
98 97
80 97
58 7
60 96 o5
40 95
20 94
93
0
Under $25,000  $25,000-$49,999  $50,000-$74,999  $75,000-$99,999 $100,000+ 92
91
m Cider mCraft Hispanic Not Hispanic
Generation O u Race
140 120 109
120 117 114 102 108
102 100 100
100
80 80
40
0 20
Gen Z (Born 1995 or  Millennial (Born  Gen X (Born 1965 - Boomers+ (Born
later) 1977-1994) 1976) before 1965) 0
. Asian - Pacific Islander Black/African-American White
EmCider mCraft

m Cider ®Craft
Source: NielsenlQ Omnishopper, US ALC — Integrated (21+ Only) Database; L52 WE 12/28/2024, Total Outlets, Total US

NIQ




Cider experiences growth among Gen Z consumers, yet opportunity exists to increase
engagement

Cider Buyer Decomposition

Total Cider Buyers / Gen Z (21+) Cider Buyers R

S Per Buyer

Penetration :
6.9% Penetration S Per Buyer

(+0.1%) (SS;‘) 8.2%,+0.4% $29,-$6

Occasions > Per
Occasions $ Per Occasion Occasion

$11.96,

24,-05
’ -50.16

2.7 $12.38
(0.0) (-50.4)

Source: NielsenlQ Omnishopper, US ALC — Integrated (21+ Only) Database; L52 WE 12/28/2024, Total Outlets, Total US




Consumer Landscape

Dynamic Demographics Shifting Shopping Behaviors Broader Consideration Set

« Gen Z Approaching Beverage Alcohol + Characterized by lifestyle changes * Cross Category Consumption
with caution; Seeking “bt_etter for that emphasize conv.enieln.ce, + Premium products and experiences but
you” and non-alc alternatives wellness, and sustainability

still with authenticity
e America is more diverse and

. . * Flavors are center stage in categories
more multiracial than ever

like RTDs, Beers and Ciders

« Consumers are trending towards no/low
alcohol products and moderation
changes in drinking habits

» Hispanics are the fastest
growing population in the U.S.




Younger generations are more ethnically diverse

Race and ethnicity distribution of the population, by generation

m White mHispanic mBlack mAsian/Pacific Islander mTwo or more races

Gen Z (born 1997-2012) 51% 25% 15% 6% 1%
Millennial (born 1981-1996) 55% 21% 15% 8% [Ea
Gen X (born 1965-1980) 60% 19% 13% 7% B4
Boomer (born 1946-1964) 72% 11% | 11% 5% BE
0% 20% 40% 60% 80% 100%

ré\ccording to the US Census Bureau, the multiracial population is projected to be
the fastest-growing racial or ethnic group over the next four decades, followed by
the Asian or Pacific Islander and Hispanic populations. The non-Hispanic white
population is expected to continue shrinking.

Census release
shows America s

more diverse and
more multiracial
than ever

NIQOGCD @

35



Hispanics are the fastest growing population in the U.S.
Truly an economic force to pay attention to and understand

4 N

62.1M

\ /
4 A
16.6M

Hispanic 21+ HHs
purchasing BevAl in

/.\

19%

the L52 weeks*

AN

k of US Population /

4 N
|
$7.7B

Spent on BevAl in
the L52 weeks*

/ Population has \

guadrupled in past

40 years

NS

6 /%

born in the US

o /
4 Y

/

NIQOGCD @




BevAl Buyers
by Generation

% of BevAl Buying Households

Source: NielsenlQ Omnishopper Panel on Demand, US ALC — Integrated (21+ Only)
Database; L52 WE 11/02/2024, Total Outlets, Total US

N I Q © 2025 Nielsen Consumer LLC. All Rights Reserved.

Generation Z

5% of dollars

7% SR 33%

Generation X ‘ Boomers/
' . Traditionalists

29% of dollars
349% of dollars

Millennials

32% of dollars




Roughly half of Gen Z are Legal Drinking Age
and entering the Beverage Alcohol category

Gen Z (21+) households purchasing Beverage
Alcohol have doubled in the past two years.

2 Years Ago L52 Weeks

O
77 %
Of Gen Z (21+) households are purchasing

Beverage Alcohol in the latest 52 weeks
+0.7pts vs 2 years ago

$300+

The average Gen Z (21+) household spends
over $300 per year on Beverage Alcohol

-$55 per buying households vs 2 years ago



Interactions of Non Alc and High ABV Beer... Buyers want both for different occasions!

Non Alcohol Cross Purchasing High ABV 7%+ Beer/Cider Cross Purchasing

33%

of Non Alc buyers are purchasing of High ABV (7%+) Beer/Cider buyers are
High ABV (/%+) Beer/Cider purchasing Non Alcohol

93% of Non Alc buyers are purchasing

Alcohaol-containing Beer, Wine, or Spirits

© 2024 Nielsen Consumer LLC. All Rights Reserved. 39



Gen Z (21+) share of wallet over indexes on Non fAU«elsle]1R=1ale N 5 Te| s WANCAVAWAZ 5 N =1=T=] gA®i[o (=11

Dollar Share of Wallet (% loyalty) for Non Alcohol Dollar Share of Wallet (% loyalty) for

o
. 133 index 129 index
Gen Z
(21+)
Millennials 6% Millennials 7%
Gen X 5% Gen X 7%

Boomers 6% Boomers 6%

© 2024 Nielsen Consumer LLC. All Rights Reserved.




Generational Shoppers — It’s all about the planning ... oris it?

In Cider, similar to Beer and Wine, it tends to be more of an While Spirits is more of a planned purchase
"impulse" purchase often times, across all generations

% of shopping is “planned purchase”

Cider Total Spirits

/6%
69%

64%
55% 28%
50%
l I 3 I

Gen Z (21+) Millennials Gen X Boomers Gen Z (21+) Millennials Gen X Boomers

71%

41




Recommended by Friend/Family

Sustainable

Gen Z (21+) Important
BevAl Purchasing Drivers

| ‘
iS®ICe¥ Q22: Which ¢ A IIowmg SOClaI Medla

rages’) I?Iease select a hat-apply
> = - 4 ai é © 2023 Nielsen Consumer LLC. All Rights Reserved.




(%

of Gen Z visit the
On Premise
Weekly *
(+10pp vs avg)

Source: CGA by NIQ US REACH 2023 — Sample Size: 61 — 1,256
* answered 3-5 times a week, 1-2 times a week, everyday
** answered Agree/Strongly Agree

NIQ ccA

54%

of Gen Z use
TikTok to browse
Food/Drink
Trends
(+22pp on avg
consumer)

48%

of Gen Z post on
Instagram to
complete a Night
Out **
(+9pp vs Avg)

5/7%

Would choose
brands who
promote good
values/
ethical practices
(+5pp vs avg)



1Y%

of US consumers drink
Hard Cider in the On
Premise

Source: CGA by NIQ OPUS (Fall 2025) - Sample Size: 3596 — 15001

= S, )




LDA are a very important
recruitment target but several challenges
come with that demographic

engagement with IS
unigue and represents significant
experiential incremental dollars in 2025

» Younger generations have more diversity
ethnically and the
IS a large-scale opportunity in
2024

“' o £ p
: 'ogT’QgthS impact 20252



Closing Thoughts

o LN
CGA 3w
Powered by NIQ QA



Today’s Takeaways

Regional Cider continues to drive growth for the
Cider and broader Beer category. Continue to lean
Into your authentic stories and high-quality products
that draw consumers in.

Recruitment of Gen Z (21+) will take a multi-faceted
strategy. Cider is already resonating with them due to
its natural and local qualities. Find ways to connect
with them through social media and highlight ethical
practices.

Whether consumers are sober curious or abstaining
from alcohol consumption, they expect low and non-
alcohol options in the on and off premise as they turn
towards “wellness.”

Opportunity exists to bring in more ethnically diverse
consumers, which will continue to grow in importance
with Gen Z and future generations.

NIQ




Thank you!

Come see us at booth #328!
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