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Ingredients That
Inspire Better
Foods

Trusted expertise. Innovative
solutions. Real impact.




Company snapshot @

A global partner of choice for high-quality food ingredients since 1864
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Our story
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1864 1900s 2007 2008 2019 2020 Today
Thew Arnott Expanding our Started Lecithin Entered the Commissioned our Launched Vil/ s arange of
foundedin ingredients business productionin confectionery second production Hydro T /s™ brand of natural vitamins
Wallington, London Deeside ingredient market facility in Montecillo, functional solutions

[llinois, USA Innovating for a

healthier and more
sustainable future



What we do
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Source Support Develop Manufacture Test Deliver
Global sourcing of Expert technical Creating innovative Formulating with Rigorous quality and Reliable supply from
high-quality raw support - your ingredient solutions precision and care performance testing locally held stock and
materials solutions partner through robust globally connected

consumer insights and
industry-led expertise




Our ingredients portfolio
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Gravil As Lecil As™ Hydro | As™
Functional ingredients, Functional ingredients, Functional ingredients, Functional ingredients,
starches, proteins, vitamins, starches, proteins, vitamins, starches, proteins, vitamins, starches, proteins, vitamins,
minerals and fibres. minerals and fibres. minerals and fibres. minerals and fibres.
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NUTRITION « FUNCTIONALITY EMUSLIEICATION * STABILITY APPERANCE * PROTECTION TEXTURE  STABILITY SHELF-
PERFORMANCE FUNCTIONALITY PREMIUM FINISH LIFE
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Trusted ingredient solutions that deliver functionality, I_E .
quality and value across a wide range of food, beverage and [
nutritional applications. Bakery & Chocolate &  Dairy &plant- Sauces, dressings & Instant powders &
Beverages  cqnfectionery coatings based spreads meal solutions

]
N\ /
Ingredients that inspire. : - @ — Innovation that creates :
. . Quality you can trust. Partnerships that last.
Solutions that deliver. 7\~ value.
o
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Natural 1Kilo Short Specialist Clinically Proven
& Organic MOQ Lead Times Support Bioavailability
A range of clinically proven, bioavailable vitamin
and mineral ingredients extracted from organic
plants and fungi to help you create healthier,
more functional foods and beverages. THE SOLUTION
Extracting micronutrients from organic plants and fungi
NATURALLY DERIVED NUTRIENTS
ST
“« . ~ P ‘ ., 3 o Extract e Standardise e Stabilise 8@9
Q% S o
@ ® e g @ ¥ o Organic plants Plant extracts Stability tested to
Vitamin C Vitamin D2 & B12 Vitamin D3 Vitamin A& E Vitamin K2 Zinc Calcium naturally high in standardised for ensure micronutrients
from Acerola Cherry from Schizophora from Lichen from Moringa Leaf from Parsiey Leaf from Guava Lesf from Alges micronutrients _> nutrient content % remain in RDAS at
Mushroom : VEGAN
end of shelf life
- - . Certified
. & s SRR
S y T > ® : J S U o
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Iron Folate (B9) Vitamin B6 Vitamin Bé Biotin (B7) Magnesium  Chromium lodine Selenium - Ghiten Froe
from Curry Leaf  from Spinach Leaf from Mango from Lemon Peel from Sunfiower from SeaWater  from Parsley &  from Seaweed  from Sunflower Seeds
& Guava Leaf Curry Leaf

High-quality
ingredients

NAR

Naturally
Q derived
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/\/‘ Performance

you can rely on

Innovation
that inspires

Partnerships
that last




255 SUPERMARKET SHOPPERS AGREE*

VITAS 73, 92, ' 60,

Natural micronutrients Expect everyday food Would prefer the vitamins and Would be willing to pay more for
cics products to contain only minerals added to their food foods fortified with natural vs
for better’ everyday nutrition. natural vitamins and minerals. products to be natural. artificial vitamins. vypr
Support your consumers’ —_— — e
255 respondents,
health and wellbeing with October 2025,

natural vitamin and mineral
Increase in the price

prepared to pay for i
natural nutrients

Full survey data

solutions they can trust. s | Hovis '
g v Tasty [

Wholemeal
\ DCE‘;L -

available on request.

WHY IT MATTERS | RELEVANCE FOR PREMIER FOODS

Rising consumer demand for natural, functional ingredients (] High-quality, organic and clinically proven ingredients

Vitamins and minerals that support health, performance Support for product innovation across categories

regulatory trends

Convenience and taste driving everyday consumption @ Solutions that align with health, sustainability and
Clean label, organic and scientifically backed solutions °

Trusted by consumers, backed by science



Why customers choose Thew Arnott
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Technical
Expertise

Extensive knowledge,
practical support and
problem solving

Quality
Assured

Consistent quality
backed by robust
systems and
accreditations

Innovation
Partner

Collaborative
approach to
developing the right
solutions

Supply
Reliability

Secure supply chains
and on-time delivery
you can counton

Sustainability
Focus

Committed to
responsible sourcing
and sustainable
practices

Customer
Centric

Building lasting
relationships that grow
together
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The Future of Food:

Personalised nutrition
through trusted brands




The future of food oremien

FOODS

TODAY FUTURE

Built for scale. Designed for indulgence. Made for me. Designed for wellbeing.

High Volume Personalised

Products made for Tailored to individual

the masses, prioritising needs, lifestyles and

reach and availability. health goals.

Health-Driven

Better-for-you choices

Indulgence-Led

Rich, comforting flavours
that deliver satisfaction that support energy,

and treat wellbeing and balance.

Purposeful Innovation

Thoughtfully crafted
products that combine

Mass Production
Efficient, cost-effective

manufacturing to meet taste, nutrition and

growing demand. transparency.




What is personalised nutrition?

_—_  YourBiology
yd .
/ 5\\ Genes, gut microbiome,
. e . . . \ | _metabolism and more.
Personalised nutrition is an evidence-based approach that tailors \= /‘
dietary recommendations to your unique biological makeup, lifestyle, o
environment and goals. Your Environment

Food availability, LD

/ \
climate, cultureand | @ |
\ /

It recognises that no single diet works the same for everyone. By more. ) Vs~ 4

f"':"—\‘\ Your Health

( —\’V‘/— ‘) Medical history,

.~ conditions and

considering individual factors, personalised nutrition helps biomarkers.

optimise health, prevent disease and support overall wellbeing.

GLOBAL MARKET SIZE FORECAST MARKET SIZE BY REGION (202S)
USD Billion _ 30-67 USD Billion //»—v‘“'\«\\ //-?\
" ] 4 b
y g 30.1 @ North Am:erica Your Lifestyle ( ﬁ ( @ , Your Goa|S
- $6.28 (40%) \ / 4 \. //
- Activity level, sleep, " ‘ ~— i
@ Eurnpe % ) p, p Weight
| ' $15-16B S stress and daily routines. r: management,
= Total 2025 @ Asia Pacific £
$3.18 (20%) perrormance,
; Rest of Worid longevity and more
‘ $168 (10%)
I Your Preferences
; North-America leads today. .
2023 2024 2025 225 2027 2008 2029 2030+ Asia-Pacific is the fastestigrowing region Food ChOICes, tastes,
CAGR (2025-2930): ~16-209 culture and values.

Fortune Business Insights 2025; MarketsandMarkets 2025; Grand View Research 2025




The future of food is personal

@ Key Facts & Stats
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$11.3B
16.7%
62%
78%
70%
1in2

Global personalized nutrition
market size in 2030"

CAGR projected
through 20302

of consumers would pay more
for personalized nutrition
solutions®

of consumers say perscnal
nutrition is important to them*

of consumers are interested in
personalized foods in the US,,
UK, Australia or indonesia®

consumers say sustainabiity
matters in personalized
nutrition product choices®

1 | Hashhfocsa™ — The Futues of Personal Haalh £ Notsition, 2028
2 | Grend View Ressarch - Personsiced Nutyition Merkat Report, 2024
3 | Oslotts - Bepond the Labat The Value of Personalization, 2024
4 | PMOG Gorus - Personslization Trends, 2024
5 | ingr=chants As= Labs - Nourshing = Seter Tomosmom Suresy 2024
6 | HeathFocus™ - Tha Fuars of Personal Hesith B Nutrition, 2029

9 The Consumer Perspective
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Health is the top priority
Consumers rank health and wellbeing
as their top priority when it comes to food.

Trusted is key
Consumers trust brands that deliver
noticeable results in their health and wellbeing.

Trust is essential
Consumers trust brands that keep their
promises and deliver on what they say.

Sustainability still matters
Consumers value brands that are
committed to sustainability.

Easy, convenient and accessible
Consumers want solutions that fit easily
into their everyday lives.

81%
75%
67%
54%
72%

COOCGOG0

0 What This Means

(;'/\\ Strong consumer demand is
\,/ driving significant growth
and innovation.

C\ Personalization is no longer a

W) s

-~ nice-to-have—it's the
expectation.

( o ) Brands that deliver relevant,
’ trusted and sustainable
solutions will lead.

(\;‘\ Science, technology and
<) data will enable smarter,
personalized nutrition.

\/ The opportunity is now to shape
& ) a more healthful future of food
— for everyone.

By putting consumers at the centre with solutions that are relevant,

science-backed and sustainable - we can help people thrive today

and tomorrow.
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What'’s driving personalised il
nutrition? _ 70

83
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Technology, lifestyle and evolving health priorities are transforming the way
consumers eat/drink - and what they expect from trusted brands.

© ©

Health & GLP-1 & Weight Technology & Functional Convenience &
Wellness Management Data Nutrition Lifestyle
Consumers priorities Demand is rising for Apps, wearables and Al Consumers expect food Nutrition must fit
prevention, energy and protein-rich and satiety enabled personalised and drink to deliver seamlessly into busy
everyday wellbeing. supporting nutrition. recommendations. measurable benefits. modern lifestyles.

KEY TAKEAWAY: As the global population ages, demand is growing for nutrition
that supports healthy ageing, with one in six people worldwide
expected to be over 60 by 2030.*

Personalised nutrition is moving from niche wellness to
mainstream everyday food choices.

*WHO, 2024




Therise of gut health

Consumers are prioritising foods and drinks that support gut health,
driving demand for better digestion, immunity and overall wellbeing.
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70% $78 6bn

of global consumers gut healthis the top global gut health
are actively trying to functional health market expected to
improve their gut concern globally.2 reach by 2030.3
health.?
TOP GUT HEALTH BENEFITS (o)
CONSUMERS ARE SEEKING’ 34 /)
% 3;% Better digestion B 69 of consumers said eating
o improved immunity R 5% enough fibre and overall
61% 64% 60% digestive health are
Overall wellbeing I 50 ;
of consumer seek out believe gut health prefer natural Important.
prebiotic ingredients#  strengthensimmunity ~ ingredients to support More energy I %
and wellbeing.® gut health.© Betterskinheath [ 27%

Sources: 1. Kerry Health & Nutrition Institute 2023 2. FMCG Gurus 2024 3. Grand View Research 2024 5. McKinsey Health & Wellness Survey 2023 6. Innova Market Insights 2025 7. Euromonitor International 2023. 8. Food Manufacturer 2026
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A" PREMIER
“.FOODS

Assessing the role of each generation across key strategic dimensions Food. Fast forward.

/) Premier Foods: Generational Strategic Landscape N

SEGMENT Current Revenue v Future.Growth Brand (®) lnnovaftlon
Importance & Potential Loyalty .~  Appetite
7 \ P _ ' e \ ' HIGH
. LOW-MEDIUM | VERY HIGH LOW ) VERY HIGH
s J AN /
® O ® ¢ ¢ o © ) ® & & 0 ¢
Millennials ( HGH ) HIGH (' ™Mebwm ) HIGH
(29-44) e o o o e © ¢ o e 0o o e © 0 o
Gen X ( VERYHIGH ) MEDIUM (" VERYHIGH ) MEDIUM
(45-60) ® o 0 0 o e o o ® o 0 0 o e o o
Baby Boomers ( ™Meowm ) LOW (" VERYHIGH ) LOW
(61+) oo o ® ® o 0 o0 o 9
00 Low - Very High | N N Low - Very High [ N N Low - Very High L N N Low — Very High

(Importance / Strength) (Growth Potential) (Loyalty / Affinity) (Openness to Innovation)




How can Premier Foods win?

‘ Defensive Heritage Engine

fg% Gen X + Boomers

aah! _ F”[l FUEL10K
B-]S/TO Bisto

THE

m SPICE .
(0 brOsia Ambrosia TAILOR The Spice Tailor
Sh d». Sharwood’s
patchelorg Batchelors arwoodas nasdtion

W £ ;
K. 2 Mr Kipling core Premium treats

R Millennials + Gen Z

oxo Oxo @ Functional breakfast

A two-prong approach allows Premier Foods to protect today’s cash cows (Gen X

and Baby Boomers) while investing in tomorrow’s growth.

©00 @

Balanced growth
for the future

Loyal today,
relevant tomorrow

Invest in growth
and innovation

Build future relevance
without losing heritage




Three branches shaping the future of food
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Health, Satiety and Nutrition

« Satiety & balance
* Nutrient dense
« Better-for-you choices

e GLP-1 effect

Our strong roots

What we have to build

the future of food Trusted

brands

‘@ ©

Protecting and Enriching
the Core
* Fibreenriched
» Added vitamin and minerals
« Portion control
* Trusted brands - better

balance

Customer-centric
relationships

r“Qﬂ A

FrEXTBItTey=ai1a
accessibility

Sustalnab|l|ty
credentials

/‘ 202,
‘o
Investing in Future
Consumers
* Personal & purposeful
* Functional & proactive
* Ingredient & benefit-led

* Ethical & sustainable

« Convenience is key

Purpose-led
growth

Food and science
expertise



o Health, Satiety and Nutrition

®
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THE TREND HOW IT'S CHANGING WHAT IT MEANS FOR
PREMIER FOODS
GLP-1+ market expanding = .
rapidly % Eating less, but better heﬂ Lead in health-led innovation
Protein & fibre focussed . .

Consumers prioritising higher ,v:l) Build trust through brand quality

protein, fibre, gut health and and credibility

0o  Nutrient density a priority
nutrient density y%?

@ Provide everyday nutrition

Gut health :
Proactive health approach (%j solutions



The GLP-1 effect

1. WHAT IS GLP-1?

Reduces
appetite

Slows
digestion

Regulates
blood sugar

Drives
healthier
choices

1.5M+

UK adults using

GLP-1
medications*

*Source: IQVIA, 2024; Kantar 2024; PHE - Health Egland

2. HOW IT IS CHANGING
FOOD BEHAVIOUR

Smaller Protein Satiety &

portions prioritised fullness
Better-for-you Mindful Functional

choices snacking wellness

/' A structural shift in eating behaviour
Dl | with long-term implications for

the food industry.

©
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3. WHAT IT MEANS FOR

THE FOOD INDUSTRY

Health-led
innovation

Portion-friendly
formats

Protein & fibre
innovation

Reduced sugar,
better balance

Convenient,
satisfying solutions

Affordable wellness
for all




CASE STUDY
HIGH PROTEIN M&S
CHICKEN & Bl istoo0=
VEGETABLE —  HIGH PROTEIN
SOUP \ ~ CHICKEN
HIGH IN PROTEIN . : TERIYAKI
for GLP-1 Users =Yl -
Meeting the needs of a fast-growing wellness segment . M&S -
g | HIGHPROTEIN
N  VANILLA
o YOGURT
= | W
/ LOW FAT
LOW SUGAR
HIGH PROTEIN FIBRE-RICH PORTION-CONTROLLED CONVENIENT A %%
| NUTRITION &

THE GLP-1 FOOD ECOSYSTEM

L ° g% [\
IGLIEROTEIR ~0) FIBRE& 2" PORTION NUTRIENT = CONVENIENT SCIENCE-LED
GUT HEALTH _/ controL DENSE FORMATS NUTRITION

IT MATTERS

@ Rising demand for protein-rich nutrition @ High-protein and fibre-rich meal solutions GLP-1 medications are creating
new opportunities for brands
that deliver targeted nutrition,

convenience and functional
@ Convenient better-for-you snacking health benefits.

) ) . @ Portion-conscious product innovation
@ Builds loyalty with targeted nutrition

@ Functional health positioning
0 Supports health, satiety and convenience



e Protecting and Evolving the Core

© oo
4l o TR
THE TREND HOW IT'S CHANGING WHAT IT MEANS FOR
P PREMIER FOODS
Consumers love trusted Healthier recipes

brands, but expect brands to Protect & grow your core

Smaller packs & portion control

be healthier, more balanced Meet consumer expectations

and better for everyday

<

b

Drive trial, repeat purchase &
loyalty

wellbeing. More fibre, less sugar

%

Added vitamins & minerals

‘@
®

Proactive health approach Strengthen everyday relevance

= Q) ok

Defend market share

&=

Balanced without compromise

of consumers want brands to help
them make healthier ChOiceS* *Kantar, who cares, who does? 2024



e Investing in Future Consumers

A {c} @
DDH {o} KQPW’Q“
THE TREND HOW IT'S CHANGING WHAT IT MEANS FOR

PREMIER FOODS

N\

Younger generations prioritise Demand for personalised

nutrition Build relevance with the next

generation

health and experiences

o

Convenience and functional

—_—

=)

Digital-first and influenced by benefits drive choices

|
\‘./
/ \
|

Innovate with purpose and clear

social media Balanced without compromise " benefits

) |

Naturally enhanced T/ Drivetrial, repeat purchase &
Transparency and o ® loyalty
L Better for them - better for the
sustainability matter more Qj A U
planet ol Grow new market share

than ever

of Gen Z say personalised nutrition is
important tot them*

*Euromonitor Voice of the Consumer: Lifestyle Survey 2024



Mia Daily Fiber + Protein  mia e s

e - ) { i b a b oo A W S i R -~ -y

L E ° Digestive health
Launched May 2026 gﬁ!kﬂiﬁuﬁfm,ﬁmﬁgﬁfﬂ @ satiety & weight
Mia is redefining daily nutrition with a fiber-first protein powder e T management
designed to support gut health, satiety and everyday wellbeing. ';’ g 3 @ Blood sugar balance

poweR easoRNTS iliice ® Heart health
THE NUTRITION ADVANTAGE 22g e |[i27g ki
) = NET WT: 2156z (1lb 5.502) 6104 g Chocolate .
2g | . 279 ey 7, mmamaen— e

FIBER " PLANT PROTEIN LOW SUGAR CLEAN & FUNCTIONAL KEY INSIGHTS
Supports gut health Supports lean muscle Just 2g total sugar =~ Vegan, gluten free and ) ) - " ]
and daily regularity. and keeps you full. to help balance made with functional e Fiber-forward innovation is a key trend in functional beverages.
blood sugar. mushrooms & enzymes. @ Consumers are prioritising gut health, satiety and balanced nutrition.

e Shakes are evolving from protein-first to fiber-first formulas.

WHY IT MATTERS RELEVANCE FOR PREMIER FOODS KEY TAKEAWAY

_ﬂ/ﬁl{‘u Addresses the fiber gap in modern diets Opens opportunities in shakes, soups, snacks Mia Daily Fiber + Protein proves consumers want
and supports the needs of GLP-1 users and meal solutions to deliver fiber-first, fiber first for gut health, fullness and long-term
seeking comfort and satiety. high-nutrition products. wellbeing—nutrition that works every day.

Fiber is the next evolution in functional nutrition—supporting

gut health, satiety and overall wellbeing.” — TrendHunter




CASE STUDY

DANONE OIKOS

OIKOS

OIKOS

i i PRO B ‘s
High Protein. 20g 15g
Real Ingredients. 15 X

: g
Made to Satisfy.
STRONG GROWTH PROTEIN PRIORITY

Oikos Pro grew
+20% in value
in 2024 vs YA'.

20g-30g protein
formats meet rising
demand for satiety
and muscle support.

. OIKOS

TRIPLE ZERO

PORTFOLIO EXPANSION
Expanded into shakes,
drinks and high protein
yogurts to capture

more occasions.

KEY SUCCESS FACTORS

O

HIGH PROTEIN REAL INGREDIENTS LOWER SUGAR
20g-30g protein Made with quality Many products
to support satiety ingredients and contain 40-60%

and muscle health. no artificial sweeteners

in key ranges.

less sugar vs
leading yogurts?,

COMMERCIAL IMPACT

Oikos continues to gain market share in the high protein yogurt
and drinkable yogurt categories across key markets.

' Circana, Total US = Multi Outlet + C-Store, 52 weeks ending 12/29/24.
2 Danone internal data vs leading yogurt (per 150g serving).

WIDE OCCASION

Convenient formats
for breakfast,
snacking and
post-workout.

Protein-led Innovation

HUEL

Huel

Complete Nutrition.
Convenient for Modern Life.

Nutritionally
complete food

Vanilla

= High protein
= High Nbro
= Glutan-free

e72ge

RAPID GROWTH GLOBAL REACH STRONG LOYALTY
Huel grew @ Available in High repeat purchase
+30% in revenue 90+ countries driven by convenience,
in FY243, with millions of results and trust
customers globally. in nutrition.
KEY SUCCESS FACTORS
— ) 7 ( i
U (> . )
COMPLETE NUTRITION PLANT-BASED CONVENIENT LOW SUGAR

26+ vitamins & minerals,
high protein, high fibre
and essential nutrients.

Made with oats, peas,
rice, flaxseed and
natural ingredients.

Ready in seconds.
Shakes, drinks
and meals for
busy lifestyles.

Low sugar options
to support balanced
nutrition goals.

COMMERCIAL IMPACT
Huel is one of the fastest growing brands in the complete nutrition
category, expanding share across DTC and retail channels.

3 Huel Ltd Annual Report FY24.



PRODUCT CONCEPT

EXCLLOINGLY GOOO CAXLS

BALANCED
BERRY WHIRLS

Exceedingly good

{

mMmoments o1 palance

A better-for-you treat that
delivers on taste, balance and
wellbeing - perfectly aligned
with the three branches
shaping the future of food.

35%

LESS SUGAR*

HIGH IN
SOLUBLE FIBRE

SUPPORTS
STEADY ENERGY

94 KCAL
PER WHIRL

MOM

S —

T

How this concept aligns with Three Branches Shaping the Future of Food

"

Health, Satiety
& Nutrition
The GLP-1 Effect
@ Lower sugar (35% less*)
() High in soluble fibre
@ Supports steady energy
) 94 keal per whirl

Dietary ambition,

made delicious

£ )

Protecting &
Evolving the Core

Small Steps, Big Impa
() Atrusted treat with a
better profile

() Familiar flavour and taste
that people love

@ Small steps changes

Small improvements
building trust
and relevance

oO: 0
Investing in
Future Consumers

Winning t Next Generation

@ Appeals to younger
health-conscious

generations
&) Purpose-led choice

@ Supports long-term
loyalty

Future-focused choices
for the next generation

NUTRITION INFORMATION

NUTRITIONAL HIGHLIGHTS (PER WHIRL) ADDED BENEFITS CRAFTED FOR BALANCE Typical values Per 100g Per whirl (27g)
Energy 1579k1/377kcal 425kJ/9akcal
i i licioust ft Vi hirl Fat: 15.6g9 41g
Energy Fat of which Carbohvdrate of which e | Prodein Salt Dfa iciously so ilennese whirls zfa::hd.satumes 475.2;9 11:;?25;
saturates sugars with a layer of raspberry and ofwhia"‘:;‘;:“ 2 0: . ;599
vanilla flavour filling. Fibre 8.4 23
94keal 41g 19g 122g 35g 23g 1.2g 0.10g » Proen 439 129
Aidsportion: | ‘Hightn. | lowsr: | Noaifical Made with less sugar and added Salt 0.10g
inmoderation | fibore ugert coloun soluble fibre to help support (AD RALS
balanced energy and wellbeing. Perwhirl (27g)  %NRV**
Vitamin D 1.5ug 30%
Vitamin B12 0.75ug 30%
W1l : ; , 2.7m 15%
Balanced Berry Whirls is how we bring our three branches to life - 7 - S %G =

delivering better nutrition, protecting the core of your business and I

building a future fit for the next generation. ok on

**Nutrient Reference Value




PRODUCT CONCEPT How this concept aligns with Three Branches Shaping the Future

OAT & SEED & R

mm...wcmwng N o U R I S H B A R m‘?m: 'm! ;M"g- Health, Satiety Protecting & Investing in
& Nutrition Evolving the Core Future Consumers

The GLP-1 Effect Small Steps, Big Impact Winning the Next Generation
( HIGH IN Nourishment that satisfies OAT & SEED
ﬂ Nourishment that satisties. _
FIBRE NOU RIS H @) High in fibre ) Plant-based protein ) Delicious taste and
Soft baked for everyday energy BAR &) shurcict and wholespme soft baked texture
U : X :
V) SOURCE OF and Iastmg fullness. Nourlbh.me'ent plant protein © No artificial colours ) Convenlent rutiition
Y / PLANT PROTEIN that satisfies |
at satisties. ) Vitamins & minerals or flavours for busy lifestyles
for everyday health
y of @ @ Sustainable sourci @ s d
| ADDED VITAMINS @ Under 150 keal ustaina e' sourcing upports energy an
‘ O HIGH IN bar* where possible focus for on-the-go
& MINERALS FIBRE per bar moments
\9 NO ARTIFICIAL sou:nce o Nourishing choices Better for people Fueling the next
PLANT PROTEIN ; :
Y2 | COLOURS OR for everyday and the planet generation with
: FLAVOURS @ wellbeing today and tomorrow choices they love
ADDED
mang 3
MINERALS : Typical values Par 100g Por bar (45g) THE POWER OF
E 1676k1/400keal 754kJ/180keal UK FAVA BEANS
UNDER e .29 5.09
of which saturates 23g 1.0g9
1 5 O Carbohydrate $9.79 2699
of which sugars 1229 S.5g
Fibro 7.49 339 g,
KCAL MADE WITH Protein 1239 559
sait 0.46g 0.21g
PER BAR* UK-SOURCED Grown by UK farmers
FAVA BEAN .~ = b i
Por bar (45g) SNRV** practices
PROTEIN STEADY ENERGY* Vitamin D 199 38%
Vitamin 812 0.37ug 15% Sustainable sourcing
Vitamin 86 0.21mg 15%
Iron 2.2mg 15% Lower carbon
Magnesium 70mg 19% footprint
**Nutrient Reference Value (NRV)
OUR COMMITMENT slz UK-SOURCED e i) =
TO A BETTER FUTURE 74N FAVA BEAN PROTEIN i ” \ PLANT-BASED :’{ SUPPORTS ( & ) HELPS YOU FEEL ( BETTER FOR
From field to factory, we're committed Supporting British farmers \ /" NOURISHMENT STEADY ENERGY* ) FULLER FOR LONGER* \\N_¥/ THE PLANET

to people and the planet. and local agriculture.
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How can you reach us?

We are accessible
anytime, anywhere.

We are the speedboat
amongst the oil tankers . . .
welcome aboard!

reach us
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