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Plantbased Drinks

Global Snapshot
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\When it comes to plant-based beverages, bas
vary widely by region

Global plant -based drinks retail value RSP, sum of 2020 -2023, by Market value, by basesegment, in Grea
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 New product launches within recent
years reflect these differences

Analysis of plant -based beverage launches Analysis of plant -based beverage launc
between 2021-2024 between 2021-2024
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US and Europe are heavy in oat drink launches whereas AS|a |s*'._{'
primarily seeing NPLs with soy drinks 2

2021+ 2022 2023 + 2024 | Source: Innova Market Insights, NPD Database






Overarching mega trends that are shaping the F&B industry

Holistic Health

43%

of consumers globally made
changes to what they eat to
improve their health

Source: Innova Market Insights, 2025
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41%

Of consumers say that high
protein makes a snack indulgent

42% 21Nn5

A+x ©oA;O00%01 O =& A QonsSu@édrsgeiallygay + A A §
a AOOOe wO w 001 © eustairabilityi®ifportaiitividey
making decisions about food and  buying food and drinks

beverage
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Taste and texture are still king

A

Reduced Appetite

Lower tolerance for
empty calories

Optimized

consumption

Higher nutrition per serving

Protein, fiber and functional
benefits matter more

Products must earn their place
in fewer eating occasions

Of Danish consumers
report using GLP-1 drugs.

In Sweden, 7.5% take
them, while its 2% in EU &

UK overall

What are GLR 1 consumers looking for?

According to a US GLP1 study, the following food innovations GLPL users

would like to see are:

28%

High-protein, low-calorie
desserts

~

-

28%

Low-sugar, high protein
baked goods

~

J

s

-

24%

Hydration beverages with
added electrolytes and
collagen

J

Source: Kantar, US GLP1 study, 2026
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Healthier eating habits are shifting towards more protein and less
sugar and salt, particularly for GLPL users

More of Less of

58% S7% 48% 42% SYA
Vegetables Fruits Protein Salt/sodium Carbohydrates

C TEO 9! AgvAragh dtlucery, this presents a new
opportunity to reformulate and innovate

GLP-1 Weight-Loss Drug Users
(% of Respondents)
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Taste and texture are still king

A

AgIn

: Consuming food and beverage
Personalized ) o )
" with specific benefits or
nutrition )
functions
Prioritizing long-
term wellness

Increased demand for nutrient
dense foods

Shift towards shorter labels and
less processed foods

Simplified eating

Of global consumers
consider healthy aging

EOaelOl ©%0Yc e

important.

What steps are consumers taking to
age healthfully?

s

34%

Of Gen Z consumers
improve sleep patterns

~

-

28%

Of Millennials eat a
nutritionally rich diet

J

-

45%

Of Boomers eat a balanced
diet

J

Source: Innova Market Insights, Innova Health & Nutrition Survey 2025
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A

Taste and texture are still king

European consumers
are trying to avoid or

minimize ultra-
processed foods

BWE ©%4O HwOOoel +AT O

Desire for Preference for recognizable,
transparency minimal ingredients - N\ N D
Prioritizing long- Shift toward products that O @ O
E+©00¥%e Owx®©l w¢8 @ /@A a /O I /O
term wellness
foods
Of Millenial consumers are Of Gen Z consumers often Of consumers are
. . : confident in identifying or always actively seek influenced by nutritional
GfOWIﬂg distrust of Demand for Slmpler’ more quality products based on information on food quality labelling when it comes to
UPF natural formulations labelling or safety before purchase purchasing food.
. AN /. J
NOVOonresis
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We commissioned asurvey by Norstat to gain deeper insights into
consumer attitudes toward health and the role of a heathy diet

The quantitative online study
in US, France, Germany and
UK

Target Group
Europe B : Nationally representative sample
UK ) : of each country population 1875
1,000 respondents 1a : yrs., based on gender, age and

S regionl
North America GERMANY g

USA ; 1,000 respondents Asia Pacific : Length of questionnaire

1,000 respondents . FRANCE JAPAN Approx. 15 minutes.
1,000 respondents 1,000 respondents
MEXICO

1,000 respondents CHINAL - Sample size
2,000 respondents US: 1,002
France: 1,000
Germany: 1,011
UK: 1,019
Latin America : :
: ; *x Field period
COLOMBIA : 'y : 2l November-December 2023
1,000 respondents R P foaa -
Brazil | TS - 77 Age Groups

1,000 respondents ) : Lo Gen Z 1824

ARGENTINA Millennials ~ 25-39

1For China we focused 1,000 respondents / Gen X 40-56
only on Tier 1, 2, 3 cities ) Boomers 57-75




Reported areas of importance as part of a healthy

diet

+EAxYA«O
focus Iin the next
12 months

Rated
Importance of
probiotics in a
healthy diet

63% in US

Top focus areas
for a healthy diet

All natural / no artificial
ingredients

Sugar content/ no or
low added sugar

High in fiber

High in fiber

43 % in France

Sugar content/ no or
low added sugar

All natural / no artificial

29% in Germany ingredient

Protein level/high in
protein (US)

41 % in UK

Protein level/high in
protein (US)

Low in salt (UK)
Low fat (UK)

Q3: In more detail, how important do you consider each of the areas below to be as part of a healthy diet? Q4: Looking aheadare there any of these
areas that you believe you will focus more or less on in your diet in the next 12 months?Base: US 1,002, France 1,000, Germany 1,011, UK 1,049
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Products containing live cultures are important to healthminded
consumers, with gut and immune health as the main drivers

59%

of consumers globally have
purchased a probiotic product
in the last twelve months

including:

- 60% in AsiaPacific

- 57% in Europe

- 63% in North America
- 55% in South America

* Al ¢ 1 -~ 2026 Mlovenesis Group. All rights reserved.

Why Do You Purchase/Use Probiotic Products?

Global consumers who have purchased a probiotic product in the past 12 months before
the study was fielded in May, 2022

65%
41%
To aid the To boost the For general health To make sure | To prevent bowel
digestive system immune system and wellbeing have enough problems
purposes "good" bacteria in
the body
nOVOonr.esis



When zooming in on plant-based, there are expectations that the plant-
based category helps to make the diet healthier

Top-5 associations to plantbased food include both positives and negatives

-

Q10. What are your associations to plaribased food like e.g., yogurt alternatives and meat alternatives? All that have
heard of plantbased food or are familiar with it. All except those who have not heard of the category: US 928, France

USA
50%

Healthy

32%

Better for environment

29%

Better for the animals

28%

Expensive

26%

Tasty

~

-

859, Germany 949, UK 991.

Germany

50%

Better for animals

45%

Expensive

41%

Better for environment

30%

Healthy

25%

Not tasty

~

-

France

38%

Expensive

34%

Better for animals

30%

Better for environment

29%

Healthy

24%

Not tasty

~

-

N
UK

44%

Expensive

43%

Better for animals

42%

Better for environment

39%

Healthy

24%

Not tasty

novonesis



Nutrition

Is driving more consumer
decisions when considering
plant-based drinks

2Ingredion Plantbased proteins Report, September 2024

60%

of of respodents
report that better
nutrition would make
them switch from
cow's milk to plant-
based milkt

+90%

Of consumersread
nutritional labels 1

49%

Of respondents try
new plant-based
products because
they are seeking the
most nutritional
choice 3

66%

of EMEA consumers
Report thataE 9 ~ 2 3
[ T AOe¢&ingie
important?
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Plant-based drinks overall are seen with a consumer health halo with

some differences by type in perceptions of protein, digestibility,

naturality, calories, & saturated fat

Soy

50%

45%

40%

35%

30%

25%

A

15%

10%

5%
0%

Reasons Users Prefer Soy drinks

Oat

60%

50%

40%

30%

20%

10%

0%

Reasons Users prefer Oat drinks

Almond

60%

50%

40%

30%

20%

10%

Reasons Users prefer Almond drinks

novonresis

Plant-based milk consumption survey,Novonesis, July 2024 (UK, US, DE, ES, CH)
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Health Is a main
driver for
consumers of
plant-based drinks,
but this healthy
perception does
not always reflect
reality

What should be improved about plantbased drinks?

It should have a better taste 41%
It should have less sugar T ———— 300/
It should have higher protein level . ———— 330/
It should be more affordable 31%
It should have less fat 309,
It should have more fiber T ————— 30/
I't should curdl e /mswespeasr 8500 | ess whil eé
It should have a shorter ingredient list 150/
It should be creamier 13%
It should foam better with coffee 10%
It should need less stirring/shaking 5%
X None of the above- | don't think ity 5%

Higher protein, lower sugar and
fat, and more fiber are all
requested health improvements
when it comes to plant-based
drinks

NOVvonresis



Biosolutions can help create
« Ol /EAU Y .

Unlock beta
glucans or

support added
fiber

Unlock high
protein claims

Create gut - Achieve simpler,
friendly products more natural
labels

e 2 G

novonesis
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Typical process 2 step flow for production of oat beverages

(0]
i Op—

Flour + Water Liquefaction
70-801C

O

Formulation

NacCl, oil, flavors,

etc.

24

b

Cooling

8

UHT
treatment

|v

55-60 C

Saccharification

|V

Homogenization

4o

Decanting

cro@
[

Packaging
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Increasing
protein

content
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Vertera' Velvet

a protein deamidasealso called Protein Glutaminase is anique new toolto modify proteins without
compromising the taste

Mode of action

O
GInN— e, Gluo\\—°
) O

A Higher negative charge > Higher solubility and
functionality

A Protein chain stays intact > No offnotes

26 novonresis
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Enzymatic mode of action
Increasing protein content with Vertera' Rise

Protein

27 @8 Protein structure O Amino acid O Arginine @ Lysine &£ Hydrolysis of peptide bond novori.esis
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Enzymatic mode of action
Increasing protein content with Vertera® Rise

Q
)
O
Ve p—
o) O,
&
6
=10
Protein
27 G0 Protein structure O Amino acid © Arginine  @Lysine € Hydrolysis of peptide bond

Copyright ©@ 2026 Movonesiz Group. All rights reserved.
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Vertera' Rise
How does it work?

Controlled hydrolysis by proteases can improve both
solubility and surface properties

> Qﬁ‘,

O
o @ @

In the Verterad Rise samples, the total protein is increasing
(~15%), meaning more protein is extracted from the oat flour

The soluble protein is also increasing (~65%) reflecting better
solubility of the protein

This higher total protein content in the oat beverage, combined
with the higher solubility of the protein, leads to improved
foaming capacity

29 ELN-22-SUSS-0020

* Al ¢ 1 ~ 2026 Mlovenesis Group. All rights reserved.

Protein (%)

1.2
1.0
0.8
0.6
0.4
0.2
0.0

Centrifuge Soluble protein
Protein in oat drink Protein in
whole sample supernatant
114
100
8 80 £
1 ) %
40 L
20
0
0.000 0.005 0.027 0.067 0.133
Enzyme dose (% w/w on oat flour)
Total protein Soluble protein @ A Foam nO‘JoneSiS
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Verteral Velvet & Verterai OOEY-yU- UEARY?! E AU

Vertera g Velvet is recommended for the highest increase of protein content in beverages that do not require an organic
certification.

Mechanism of Dosage (%  Total protein Organic
action oat basis) (g/100mL) Compliance

Function Enzymes

NA No added NA NA NA ~0.7-0.8 NA

Increase/improve foam
and protein content/
functionality

Convert protein
Verterag Velvet Protein deamidase bound glutamine 0.048-0.144 ~1.214 No
into glutamic acid

0.06-0.12 alone

Increas!ng foam and Verterag Rise nghly specific trypsin- B.rea.k dowq 0.0Q7 in 111 No
protein content like endo-protease proteins in peptides combination
with Velvet

30 NOVONesisS
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Verterai X! U- t &£ \ E1

Protein fortification in soy drinks that are creamier than
ever

Viscosity Reduction & Texture Improvement in Proteinr
Fortified Drinks

Controlled hydrolysis byVerterai X* U- O- «RB&§- U Y,
of protein-fortified soy drinks by approximately two thirds,

resulting a smoother product with a lower viscosity and

pleasing texture

Viscosity, cP
60

50.95

50
40
30

18.5

20
10

Control Vert eRise D (
31 novonresis

FigureALt initiakedsdosityess 8fuiprateshiseyedrink with and without Vertera® Rise




Beta

Glucans In
Oat Drinks
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e
@
Enzymatic mode of actionof Vertera' Advantage
and Vertera' Release
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Enzymatic mode of actionliquefaction with
Vertera' Advantage

N2

Liquefaction
tank

ot
Amylose

Function
The breakdown of starch
into dextrins results in

reduced viscosity

Amylopectin

2

%{ Hydrolysis of a-1,4-linkages

* Al ¢ 1 = 2026®lovGnesis Group. All rights reserved

Dextrins
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Enzymatic mode of action liquefaction with
Vertera® Advantage

N2

Liquefaction
tank

g [

Dextrins

0]
Amylose {:
) 7

6

Function
The breakdown of starch
into dextrins results in

reduced viscosity

Amylopectin

éﬁ Hydrolysis of a-1,4-linkages noOvVoresis

Copyright © 2026 Novonesis Group. All rights reserved.
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Enzymatic mode of actionliquefaction with

(1,4)linkages

..Q. Py %'.@..

..& (1,3)linkages
o0

%"Q%.o
Betaglucans
..&.‘.‘...&.%

§< Endo-beta-glucanase that hydrolyzes (1,3)- or (1,4)-linkages in beta-D-glucans

* AT ¢ 1 = 2026MlovGnesis Group. All rights reserved.

Vertera' Release

N2

Liquefaction
tank

Function
The soft cleaving of beta
glucan breakdown results
in reduced viscosity yet
preservation of beta
glucans in the final drink

novonresis

Taste and texture Process Home

Optimize nutrition



Enzymatic mode of action liquefaction with
Vertera® Release

b

(1,4)-linkages

Tnans,

(1,3)-linkages

Beta glucans

Liquefaction
tank

Function
The soft cleaving of beta
glucan breakdown results
in reduced viscosity yet
preservation of beta
glucans in the final drink

/ Endo-beta-glucanase that hydrolyzes (1,3)- or (1,4)-linkages in beta-D-glucans

Caopyright © 2026 Movonesis Group. All rights reserved.
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Example, Viscosity & b -glucan impact, 70C

60 -
o
"
"
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> ‘\ ¥y 0.2% Vertera® Advantage, 0.02% Vertera® Release
LR .
20cP—g=------ "-\1‘;-.-5—-: ---------------------------------------------------
~ o _‘ I . 0.2% Vertera® Advantage, 0.1% Vertera® Release
| S~ : _- - "'_----_-_
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] 0.2% Vertera® Liquify
i
1
i
1]
0
v
0 5 10 15 20 25 30 35 40 45
Time (min)
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15% oat flour loading
45min run time

End Beta glucan
viscosity cP content,
g/L
0.2% Vertera g
Advantage,
0.02% 10 5.1
Vertera ¢
_______ Release
daot gol
Advantage,
saft goi 11 4.1
Release
otot goOI 10 0.4
Liquify

novoresis



Beta glucans & la

Option 1: EU Authorized Health Claim
Its possible todiscuss bet
glucans and their benefici
properties, provided such

statements are document
referenced

AEDw 0w ¢ ¢Al 3w £V
levels and contribute to the reduction of
£ %AA8 2 Y@ AOO© T 0O

Advantage & Vertera® Release

Depending on the amoun
beta glucans, there can b
options

Option 2: Highlighting the content claim

AE*A;Ow ¢0 £o00w 2 ¥Q@an

answers to even more
itious oat drinks are inside
















