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Market Trends of Soy Based Products
- Soy Based Beverages in the market of USA and Euroup -
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' Non-Sweet Carbs (10) +2% .
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j Ready-to-Eat Meals (9) +3% Fastest Growth

1 Fruit & Vegetables (7)
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Dairy (5) Largest Growth
Confectionery & Snacks (8) ‘/
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Emerging Opportunities in Soyfoods Zfed AIZ0| A& 7|3
Source: 2004 SPINS Topline Report & Information Resources, Inc. 12/04

, ) ) Total Category Categor Sales in % Growth in
Rank Categories with Fastest Growing Growth Rate Y Millions | Change | Millions
Sales Revenue ; ; ; .
03- '04 Chips & Snacks $112.62 | 121.70% | $61.82
I | Soy-Based Drinks 319% Cookies & Snack Bars |  $99.83 | 379.00% | $63.48
2 | Drinkable Yogurts 19% Yogurt & Kefir $55.87 | 20.00% $2.32
3 | Eggs 16% Herbal Formulas $43.98 | 1030% | $3.07
4 | Cereal/Muesli/Fruit Bars 14% Refrigerated Juices &
. $49.98 22.70% $3.61
5 Sports/Energy Drinks 10% Functional Beverages
6 Sugar Substitutes 10% Entrees & Mixes $14.76 | 29.50% $3.36
7 Refrgerated Complete Meals 10%
8 | Frozen Fruit 9% .
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PERCEIVED HEALTHINESS OF SOY PRODUCTS
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2005 United Soybean Board 12th Annual National Report:
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UNAIDED AWARENESS OF HEALTH BENEFITS OF SOY

— Prevent Obesity  FRTEI i@ RIS 17%

Heart Health 14%

ﬁ

Menopause Relief 12%

Protein Source 11%

Cancer Prevention 10%

‘ Reduced Risk of Osteoporosis 2%

2005 United Soybean Board 12th Annual National Report
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UK €94 .30

France €73.10

Italy €65.30

Germany €63.30

Spain €42.70
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1. www solaeliving.com

2. www.talksoy.com(United Soybean Board)

3. Mintel GNPD Soy Beverage Review- September, 2005

4. AC Nielsen : What' s Hot Around the Globe, Insights on
Growth in Food and Beverages 2004

5. Organice Monitor : European Non-Dairy Drinks Market, 2004



