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PSEG Investor Update September 2024

PSEG Provides Compelling Value for Our Customers

We continuously target top quartile performance to deliver better service, at lower cost

Delivering Highest Customer Reliability at Lowest Cost: Achieving

low SAIDI outage scores with Lowest Distribution O&M spend

Electric Distribution O&M per Customer ($)

@ Peers subset of SNL Energy Electric and Diversified Utilities with > 500,000 customers.

Achieving Highest Customer Satisfaction at Lowest Cost: For Overall
Residential Customer Satisfaction

800 PSE&G Elec.

© Electric Peer Companies * @ Gas Peer Companies *

* Peers and Overall Residential Customer Satisfaction from the Easl Large segment of the J.D. Power 2022 U.S.
Electric Utility ial Customer 1 Study of with eleclnc utility residential services
and the J.D. Power 2022 U.S. Gas Utility Customer with natural gas
residential services. Excludes PSEG Long Island for Electric and Eversouroe Energy and National Grid for Gas.

Note: Data and analytics for O&M and A&G Cost provided by S&P Global Market Intelligence. Leaks/Mile

Lowest Cost, but More Leaks/Mile than Peers: Age of cast iron system
drives need for GSMP program
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Gas Distribution O&M per Customer

®Peers consist of LDCs in NY, NJ, MD and PA.

Lowest A&G Cost/Customer vs. Peers
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Electric Peers subset of SNL Energy Electric and Diversified Utilities with > 500,000 customers operating in CT, DE, MD, NY, NJ or PA
Gas Peers LDCs operating in CT, MD, NJ, NY or PA with > 500,000 customers.

> from PHMSA annual data. Data from 2022.
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“The biggest communication problem [related to data] is empathy. We
don’t always know how to assemble and construct information that the
other person can receive, process quickly, and be decisive on.”

~Nancy Duarte, November 12, 2019
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Session Objectives

* Understand how people process and remember things

» Identify common pitfalls that plague data-driven presentations

« Learn frameworks to help you design effective and attractive data visualizations
« CARS
« BLADE

« Learn strategies to bolster audience understanding and recall
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It's NOT safe to assume that a graph “speaks for itself” or
that a reader will interpret the graph in the way we intend
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Understanding how people process and remember things
allows us to design better visuals

System 1 System 2
+ Continuously Scans « Used for specific problems,
the environment only if necessary
* Fast, but error-prone » Takes effort to analyze,
* Automatic via short- reason, solve complex
cuts, impulses, and problems, exercise
intuition self-control

* Slow, but reliable

Related: Kahneman (2013). Thinking
Fast, Thinking Slow

Patricia L. Harms, PhD (c) 2024 Pitfalls | Frameworks | Strategies



Here's a quick overview of how our brains work

Our brains

Iconic Working Long-term
Memory - Memory Memory
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lconic memory is also called the visual sensory
register

Extremely quick (~ 1 sec)
Responsible for rapid processing Preattentive Processing

Automatic and unconscious

System 1 Preattentive P_rogessing
Thinking = System 1 thinking
N
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Working memory pulls information into meaningful
chunks

« Temporary

» Limited storage (only 3 to 4 chunks can be stored at any one time)

System 2
@ Thinking

As things are processed, they're moved into

long-term memory or forgotten.
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Our long-term memory allows us to recognize images
and detect patterns

» Storage of information involves intricate network of links and cross-references

Not very relevant for designing better visuals

Communication is critical for helping people remember

and moving information into long-term memory.

System 2
C@ Thinking
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We’'re going to focus on iconic memory and working
memory

Iconic Working Long-term
Memory ) Memory Memory
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How many times does the number 5 appear in the
list?

987346871095639481610987324219406736352409871212198968
182736401928123775019761239824091518722098161098710986
639481610987364019281237518721098732421940098161098264
687109563948161981610987109567346871090632812377801976
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Did you guess seven?

987346871095639481610987324219406736352409871212198968
182736401928123775019761239824091518722098161098710986
639481610987364019281237518721098732421940098161098264
687109563948161981610987109567346871090632812377801976

Adjusting the intensity of the colors allowed number 5 to

stand out. | activated a preattentive attribute.

Adapted from: Few, S. (2012). Show Me the Numbers: Designing Tables and Graphs to Enlighten. Analytics Press.
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Can you find the single 5 in this set?

987346871092639481610987324219406736342409871212198968
182736401928123777019761239824091518722098161098710986
639481610987364019281237018721098732421940098161098264
687109363948161981610987109267346871090632812377801976
987346871092639481610987324219406736342409871212198968
182736401928123777019761239824091618722098161098710986
639481610987364019281237018721098732421940098161098264
687109363948161981610987109267346871090632812377801976
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Here are the preattentive attributes most relevant to
static tables and graphs

Category Attribute
Form Length
Width
Orientation
Shape
Size
Enclosure
Color Hue
Intensity
Spatial 2-D position
Position
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Here are the preattentive attributes most relevant to
static tables and graphs

Category Attribute | Examples

Form Length Length Width Orientation| | | |
Width |
Orientation | /l |
Shape
Size
Enclosure

Color Hue
Intensity

Spatial 2-D position

Position
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Here are the preattentive attributes most relevant to
static tables and graphs

Category Attribute Examples
Form Length Length Width Orientation| || |
Width | /1
Orientation
Shape Shapes | | | | Size : : : : Enclosure | | | |
Size
Enclosure | | 0 - 0 ||1|||
Color Hue
Intensity
Spatial 2-D position
Position
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Here are the preattentive attributes most relevant to

static tables and graphs

Patricia L. Harms, PhD (c) 2024

Category Attribute Examples
Form Length Length Width Orientation| || |
Width | ‘ ‘
Orientation | /1]
Shape Shapes | | | | Size @ @ @ @ |Enclosure ]|
Size 000
Enclosure | | @O - 0 ||1|||
Color Hue He @ @ @ @ Intensity @ @ @ @
Intensity L N NN o000
000 ® 00
Spatial 2-D position
Position
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Here are the preattentive attributes most relevant to

static tables and graphs

Category Attribute Examples
Form Length Length Width Orientation| || |
Width |
Orientation | /1]
Shape Shapes | | | | Size @ @ @ @ |Enclosure ]|
Size 000
Enclosure | | @O - 0 ||1|||
Color Hue He @ @ @ @ Intensity @ @ @ @
Intensity L N NN o000
000 ® 00
Spatial 2-D position [ N N )
Position ®
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Both color and size jump out on this slide (and draw
the attention of the audience)

Winning with Consumers Through
Improved Service and Shelf Availability

Service - On Time in Full
Relentless focus on shelf availability

Improved demand forecasting capabilities
through integrated planning

Continued commercial collaborations to
jointly manage innovation and market access

1%

2020 2021 2022 2023 Aspiration

Delivering best-in-class performance

11
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Let’s focus on color

Category Attribute Examples
Form Length Length Width Orientation| || |
Width |
Orientation | /1]
Shape Shapes | | | | Size @ @ @ @ |Enclosure ]|
Size 000
Enclosure | | @O - 0 ||1|||
Color Hue He @ @ @ @ Intensity @ @ @ @
Intensity [ N BN o000
000 ® O
Spatial 2-D position [ N N )
Position ®

Patricia L. Harms, PhD (c) 2024

Pitfalls | Frameworks | Strategies

21



Color is made up of three separate attributes:

* Hue (the precise term for what we normally think of as color)
* Intensity

« Saturation (measures the degree to which a color fully exhibits its essence)

» Value (or lightness) (measures the degree to which a color appears light or dark)

High Saturation Low Saturation 0% lightness 100% lightness
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We perceive different hues only as categorically
different—not quantitatively different...

* One hue is not more or less than another

* We just perceive them as different
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...however, we perceive color intensity quantitatively
from low to high

Lighter items appear less important

Darker items appear to be more important and represent a higher quantity

Patricia L. Harms, PhD (c) 2024 Pitfalls | Frameworks | Strategies 24



People interpret color in predictable ways, which serves as
a useful guide for designing data viz

Sequential Color is ordered from low
o high HEE
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People interpret color in predictable ways, which serves as
a useful guide for designing data viz

Sequential Color is ordered from low

to high . . .
Diverging Two sequential colors with . . . . . . .
a neutral midpoint
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People interpret color in predictable ways, which serves as
a useful guide for designing data viz

Sequential Color is ordered from low

to high . . .

Diverging Two sequential colors with . . . . . . .
a neutral midpoint

Categorical Contrasting colors for . . . . .
individual comparison
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People interpret color in predictable ways, which serves as
a useful guide for designing data viz

Sequential Color is ordered from low

to high . . .

Diverging Two sequential colors with . . . . . . .
a neutral midpoint

Categorical Contrasting colors for . . . . .
individual comparison

Highlight Color used to highlight .
something

Patricia L. Harms, PhD (c) 2024 Pitfalls | Frameworks | Strategies 28



For example, use a key color to highlight a bar on a bar
chart to help make a point

We Have Become the Fourth Largest Food Company in America

Food xBeverage Total U.S. Retail Sales
(52 Weeks Ended January 21, 2024, in Billions)

$29.4

$11.2 $11.1

$10.5 $10.4 $9.8

‘ : %2 o »
“pepsico Kraftdieinz ga ''''' 2= HERSHEYS MARS ﬁ @ Mondelez, Ganpsidi (BIMBO) #éllonova DANONE (Heicl) %

"+ conacRa Nestie ~ Tyson Unifcer

\
Ao
15 CONAGRA

Source: Circana POS Data, Total US-MULO+C, i Hierarchy, Edible 52 Weeks Ended January 21, 2024. Note: Conagra total does not include Hot Cocoa category.
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People interpret color in predictable ways, which serves as
a useful guide for designing data viz

Sequential Color is ordered from low

to high . . .

Diverging Two sequential colors with . . . . . . .
a neutral midpoint

Categorical Contrasting colors for . . . . .
individual comparison

Highlight Color used to highlight .
something

Alert Color used to alert or .
warn reader
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Red can highlight an alert, but it's tricky color for
many audience members

Both green and red appear to be brown for readers who are color blind

According to the NIH, about 1 in 12 men are color blind.
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“Bills-Jets game is complete torture for color-blind people”

Color-blind people are ot enjoying the Jets-Bills game. (USATSI)

https://www.cbssports.com/nfl/news/look-bills-jets-game-is-complete-torture-for-color-blind-people/
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https://www.cbssports.com/nfl/news/look-bills-jets-game-is-complete-torture-for-color-blind-people/

Red and green can be used if the information is
double-encoded

Type

Foam

Dry Powder

Wet Chemical

I CLASS A CLASS B CLASS C CLASSD Electrical CLASS F
Combustible Flammable Flammable Flammable Electrical
materials liquids gases metals equipment Deep fat fryers
(e.g. paper & | (e.g. paint& (e.g. butane | (e.g. lithium & | (e.g. computers | (e.g. chip pans)
wood) petrol) and methane) | potassium) & generators)

Comments

Do not use on
liquid or electric
fires

Not suited to
domestic use

Can be used
safely up to 1000
volts

Safe on both high
and low voltage

LSS
XKL X
XX XX

XX (XX

XK XX
<% XXX

Use on extremely
high
temperatures

Patricia L. Harms, PhD (c) 2024
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Special considerations with color

« Both green and red appear to be brown for readers who are color blind

» Ablue and orange color palette is more color-blind friendly than a green and red color

palette

You can use a bar chart to help your audience focus on a

single number

S If you choose to use

Conagra Has the 2™ Largest Frozen Retail Business g ree n , Se I e Ct a
m green that has a lot
of blue in it.
e
2 )Elii\kr \71» ‘Cona 2020 brang stali 0620059¢-Bc7e-£909-95e3-70661 cOaedd i}
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Special considerations with color

« Both green and red appear to be brown for readers who are color blind

» Ablue and orange color palette is more color-blind friendly than a green and red color
palette

« |If you use color to encode data—and readers must distinguish between colors to
understand the viz—use a color-blind friendly palette

Useful blog post on the subject:
https://www.tableau.com/about/blog/2016/4/examining-data-viz-rules-dont-use-red-green-together-53463

Adobe color palette tool: https://color.adobe.com/create/color-wheel

Patricia L. Harms, PhD (c) 2024 Pitfalls | Frameworks | Strategies


https://www.tableau.com/about/blog/2016/4/examining-data-viz-rules-dont-use-red-green-together-53463
https://color.adobe.com/create/color-wheel

Our ability to distinguish visual attributes diminishes
as the number of alternatives increases
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How many times does the number 9 appear in the
list?

987346871095639481610987324219406736352409871212198968
182736401928123775019761239824091518722098161098710986
639481610987364019281237518721098732421940098161098264
687109563948161981610987109567346871090632812377801976
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How many times does the number 9 appear in the
list?

9873468/109563948161098/324219406/363524098/1212198968
182/36401928123//5019761239824091518/22098161098 /10986
63948161098/36401928123/518/21098/32421940098161098264
68/10956394816198161098/10956 /3468 /109063281237 /8019/6
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Only some preattentive attributes can be perceived
quantitatively—with accuracy...

Category Attribute Examples
Form Length Length Width Orientation| | | |
L | /1]
Orientation
Shape Shapes | | | | Size @ @ @ @ |Enclosure ]|
Size 000
Enclosure | | 0 - 0 ||1|||
Color Hue He @ @ @ @ Intensity @ @ @ @
Intensity [ N NN o000
000 ® 00
Spatial 2-D position [ N N )
Position ®

*Width, size, and intensity can be perceived quantitatively, but it’s limited.

Patricia L. Harms, PhD (c) 2024
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Only some preattentive attributes can be perceived
quantitatively—with accuracy...

Category Attribute Examples
Form Length Length Width Orientation| | | |
L | /1]
Orientation
Shape Shapes | | | | Size @ @ @ @ | Enclosure ]|
Size 000
Enclosure | | O - 0 ||1|||
Color Hue He @ @ @ @ Intensity @ @ @ @
Intensity [ N NN o000
000 ® OO0
Spatial 2-D position C N N )
Position ®

*Width, size, and intensity can be perceived quantitatively, but it’s limited.

Patricia L. Harms, PhD (c) 2024
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This understanding of our audience will ground the rest of
our conversation

» Identify common pitfalls that plague data-driven presentations

« Learn frameworks to help you design effective and attractive data visualizations
« CARS
« BLADE

« Learn strategies to bolster audience understanding and recall
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Missing slide title/anchor

Canadian Solar At a Glance

A Top 5 Global Company With a Stellar Track Record And World Class Brand

E%l 2001
Founded in Ontario Canada

u/ljl] 2006

Listed on the NASDAQ as CSIQ

E 61 GW
Solar module capacity"

30 GWh

Battery energy storage capacity®

f 20+
Countries
m 22,000+
Dedicated workforce

(1) By December 31, 2024.
(2) By December 31, 2025.
(3) As of June 30, 2024.

Canadian Solar Inc.

Cumulative
>133 GW modules delivered
globally®
Solar power
~11 GWp projects and battery
& energy storage
projects developed,
3.7 GWh built, and connected
globally ®

18.5% 4.0%

5-year average
gross margin

5-year average
net margin

Top Bankable Manufacturer
BloombergNEF (2022)

Tier 1 Solar Company
BloombergNEF (2017-2023)

Sustainability Reporting of the Year
inance " @023)

Seal of Excellence for Sustainability
& UNEF (2024)

Top Brand PV USA
(2024)

\ :
RS CanadianSolar s

Patricia L. Harms, PhD (c) 2024
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Lack of information hierarchy

PSEG Investor Update September 2024

at Lowest Cost: Achieving
low SAIDI outage scores with Lowest Distribution O&M spend

Delivering Highest Customer Reliabili

B o ° ©

% . . ‘] .

8 . * .

13 Ld

5 o

£

E .

=)

S %o $100 $200 $300 $400

Electric Distribution O&M per Customer ($)

@ Peers subset of SNL Energy Electric and Diversified Utilities with > 500,000 customers.

Achieving Highest Customer Satisfaction at Lowest Cost: For Overall
Residential Customer Satisfaction

800 PSE&G Elec.

< < 780 \
] 5S¢ 760 N ) °

bl £8 700 % 82 ° %

i 85 I [psesccas) e Q.

il 88 700

| L5 ee0 -

o ©

g5 oo

K g8

N O3 $0 $100 $200 $300 $400

Distribution O&M Er Customer i$

© Electric Peor Companies * @ Gas Peer Companies *
* Peers and Overall Residential Customer Satisfaction from the East Large segment of the J.D. Power 2022 U.S
Electric Utility Residential Customer Satisfaction Study of customers' satisfaction with electric utility residential services
and the J.D. Power 2022 U.S. Gas Utlity Customer of customers’ with natural gas
residential services. Excludes PSEG Long Istand for Electric and Eversource Energy and National Grid for Gas.

PSEG Provides Compelling Value for Our Customers
We continuously target top quartile performance to deliver better service, at lower cost

Note: Data and analytics for O&M and A&G Cost provided by S&P Global Market Intelligence. Leaks/Mile from PHMSA annual data. Data from 2022

Lowest Cost, but More Leaks/Mile than Peers: Age of cast iron system
drives need for GSMP program

5 0.00 o, wes
2 0.01 o o
(2]
S 3.% 0.02 s
% EE 0.03
%5
= ] 0.04
kS 0.05 -
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Gas Distribution O&M per Customer

®Peers consist of LOCs in NY, NJ, MD and PA
Lowest A&G Cost/Customer vs. Peers

PSE&G Elec. (#1
Electic ————————— 00000 0 0000 00 —
a1 Q2 Q3 a4

PSE&G Gas (#2

Gas 05000, 0 05 @© w9 ©
$0 $50 $100 $150 $200 $250

Electric Peers subset of SNL Energy Electric and Diversified Utilities with > 500,000 customers operating in CT, DE, MD, NY, NJ or PA
Gas Peers LDCs operating in CT, MD, NJ, NY or PA with > 500,000 customers.

22,
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Too much information on one slide

~$1.7B

2020

~$0.6B

2020

PSEG Investor Update September 2024

NJ Spend

~$2.6B

~$2.1B

~$1.8B I
2021 2022 2023

U.S. Diversity Spend
~$1.1B
~$1.0B $

~$0.88 I

2021 2022 2023

Substantial
investment in
New Jersey
economy

Continued
growth in
spending with
diverse businesses

PSEG Provides a Compelling Value for Our Communities

Corporate Citizenship & Economic Development

Recognized as One of America’s Most Responsible Companies
(Newsweek 2023)

Choose NJ - CEO is Chair of leading NJ economic development group that
supports NJ interests in international/domestic trade, businesses and industries

Clean Energy Jobs Program - Supported more than 2,500 hires () in collaboration
with NJ’s Council on the Green Economy

PSEG's Corporate Citizenship prioritizes environmental sustainability,
social justice and equity, and focuses on creating a positive impact in
the communities we serve

With over $12M in giving in 2023, the PSEG Foundation and Corporate
Social Responsibility support strategic partnerships and activities, charitable
giving as well as in-kind donations, and a robust employee-giving program

Over 3,000 employees volunteered ~24,000 hours in 2023 with hundreds
of local organizations, and PSEG executives serving on boards of 60 non-profits

Offshore Wind Port - Provided land and support for permitting and development

(1) As of June 30, 2024

Patricia L. Harms, PhD (c) 2024
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Too much information on one slide

A Unique Opportunity to Lead Premier Rail Franchise

© seate /E“'W" D> Connects 23 States in

SPEED Western Two-Thirds of U.S.
LIMIT

3 (..‘
(it
Ponlan?

> Diversified Business Mix

D> Serves Fastest-Growing

U.S. Population Centers
ANZalt Lake City
Oakiand i) @ > Only Railroad Serving All
:‘L"mp Six Major Mexico Gateways
\ > Operates From All Major
EAGLE PREMIUM

West Coast & Gulf Coast
Ports

> Unparalleled Petrochemical
Footprint In South

A Nogales El Paso
@) Major Ports ]

@ Major Gateways/Interchanges

& Major Auto Ramps Fe r ro mex
@ Major Intermodal Terminals

> Connects With Canada’s
Rail Systems

[

UNION PACIFIC 2024
Investor Day
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Com petl ng content Pure play regulated utility operating in constructive, growing jurisdictions
On One SI Ide Powering the Southeast and Midwest

= Significant economic development from data centers and
advanced manufacturing drives long-term growth

= Carolinas and Florida remain top states for population migration

$73 billion five-year capital plan (2024 - 2028)

= Transforming our 300K miles of power lines, the largest
transmission & distribution system in the U.S.

= Building new power generation to support growth and fleet
transition

= Modernizing our natural gas local distribution companies

Service Territory 3 \

Counties Served I

e % Regulatory constructs support timely returns
B8 Dute Energy Oninentucky $

[ Duke Energy CarolnasiProgress| -
[ Piecmont Netral Gas

ooy = ~90% of electric capital investments(!) are eligible for efficient
¥ o .
S recovery mechanisms

= Riders and annual rate mechanisms drive growth in gas utilities

1) Based on 2024-2028 capital plan, subject to ol wal; per HB 951 certain
@ Eh’ég - SECOND QUARTER 2024 EARNINGS REVIEW AND BUSINESS UPDATE e el o e o o
& large generation investments over $500 million

Patricia L. Harms, PhD (c) 2024 Frameworks | Strategies 46




Competing content
on one slide

Patricia L. Harms, PhD (c) 2024

Economic development driving unprecedented growth

PROJECTED LOAD GROWTH FROM
ECONOMIC DEVELOPMENT (GWh)("

~10,000 -

~3,500 -
4,500

~1,000- 4°

2,000 Gl

"/ZZZ"/%Z’i

2024 2025 2027 2028

2028 ECONOMIC DEVELOPMENT
FORECAST BY INDUSTRY

Advancing creative solutions

= Recently executed MOUs with Amazon, Google,
Microsoft and Nucor provide framework to support
accelerated clean energy transition

= Tariff structures would include protections for non-
participating customers

= Economic development growth driven by advanced
manufacturing and data centers

Data center load represents 3% of total commercial
sales in 2023, growing to 10% in 2028

Robust Pipeline

= Utilizing discrete project level analysis to evaluate
which projects to include in forecast

= Provides runway for additional growth as projects

= Manufacturing = Data Centers = Other mature
(1) GWh additions represent cumulative annual impact
{~ DUKE m
g ENERGY. SECOND QUARTER 2024 EARNINGS REVIEW AND BUSINESS UPDATE 1/

Non-
parallel
structure
in lists
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Let’'s move into the frameworks

« Learn frameworks to help you design effective and attractive data visualizations
« CARS
« BLADE

« Learn strategies to bolster audience understanding and recall

Patricia L. Harms, PhD (c) 2024 People | Pitfalls Strategies 48



The CARS framework operationalizes a broad field of
research related to:

Cognitive psychology
Readability

Design

Visual Rhetoric

User Testing

...that helps users design audience-centered data visualizations and slides.
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CARS Framework

C Credible Establishing credibility with the audience
Audience-
centered

R Readable

S Strategic

Schultz, H. and Harms, P. (2024). Connect Master: Business Communication. McGraw-Hill.

Patricia L. Harms, PhD (c) 2024
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CARS Framework

C Credible Establishing credibility with the audience
Audience- Choosing the right information for the target
centered audience and helping them process the

information on the visual

R Readable

S Strategic

Schultz, H. and Harms, P. (2024). Connect Master: Business Communication. McGraw-Hill.
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CARS Framework

C Credible Establishing credibility with the audience
Audience- Choosing the right information for the target
centered audience and helping them process the

information on the visual

R Readable Developing visuals that are legible and highly

readable

S Strategic

Schultz, H. and Harms, P. (2024). Connect Master: Business Communication. McGraw-Hill.
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CARS Framework

C Credible Establishing credibility with the audience
Audience- Choosing the right information for the target
centered audience and helping them process the

information on the visual

R Readable Developing visuals that are legible and highly

readable

S Strategic Incorporating strategic elements into the visuals to

help the audience better understand the
information and to foster a more effective delivery

Schultz, H. and Harms, P. (2024). Connect Master: Business Communication. McGraw-Hill.
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We Need to “Double-Click” to Appreciate the Full Extent of
Fragmentation that is Transforming the Beverage Landscape

©

“Share of Throat”
‘ 2011 | 2016 | Pt.Chg

CSD 24 22 (2
Bottled Water 12 21

Sports Drink 2 3 +1
Juices 4 3 (1)
Milk 10 9 (1)

Leotree 2 )

Tea 4

Tap Water 20 14 (6)

Source: Beverage Digest Fact Book 2017

§5§

P

COFFEE

Colas vs. Flavors
Growth of Ginger
Evolution of Energy
Craft vs. Mainstream
Package Size

New Packaging Formats
Plain vs. Flavored
Sparkling vs. Still
Enhanced

Traditional vs. Specialty

Cold vs. Hot

Single Serve vs. Drip

Rise of Cold Brew

In Home vs. Away from Home

: «DP

Credible

©

Company logo,
company colors,
carefully designed
and edited, citation
to source of data

Audience-
centered

Use of coordinated
colors to highlight
key features on the
slide, concrete
numbers to support
claims, well-selected
information

Patricia L. Harms, PhD (c) 2024

Readable

Sans serif font, wise
use of white space

Strategic

Highlighting(boxes
and gray lines)
supports main point
of the slide
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We Need to “Double-Click” to Appreciate the Full Extent of
Fragmentation that is Transforming the Beverage Landscape

“Share of Throat”

‘ 2011 2016 ‘Pt. Chg

CSD 24 22
Bottled Water

Sports Drink
Juices @
Milk
Leoftee 2
Tea 4
Tap Water 20 14 (6)

Source: Beverage Digest Fact Book 2017

§85

COFFEE

©

Colas vs. Flavors
Growth of Ginger
Evolution of Energy
Craft vs. Mainstream
Package Size

New Packaging Formats
Plain vs. Flavored
Sparkling vs. Still
Enhanced

Traditional vs. Specialty
Cold vs. Hot

Single Serve vs. Drip
Rise of Cold Brew

In Home vs.Away from Home
@ © «DP

Credible

Company logo,
company colors,
carefully designed
and edited, citation
to source of data

Audience-
centered

©

Use of coordinated
colors to highlight
key features on the
slide, concrete
numbers to support
claims, well-
selected information

Patricia L. Harms, PhD (c) 2024

Readable | Sans serif font, wise
use of white space
Strategic | Highlighting(boxes

and gray lines)
supports main point
of the slide
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(©)We Need to “Double-Click” to Appreciate the Full Extent of
Fragmentation that is Transforming the Beverage Landscape

“Share of Throat”
—— Colas vs. Flavors
i 2016 ‘ Pt. Chg ——— Growth of Ginger
CSD 24 22 2 ——— Evolution of Energy
Bottled Water ——— Craft vs. Mainstream
Sports Drink 2 3 +1 —— Package Size
Juices 4 3 o —— New Packaging Formats
Milk 20 2 (o) — Plain vs. Flavored
m S S ) ——— Sparkling vs. Still
Tea 4 4 ‘—— Enhanced
Tap Water 20 14 (6 —— Traditional vs. Specialty
$45 —— Cold vs. Hot
— ——— Single Serve vs. Drip
COFFEE —— Rise of Cold Brew
~—— In Home vs. Away from Home
Source: Beverage Digest Fact Book 2017 8 5(DP

Credible

Company logo,
company colors,
carefully designed
and edited, citation
to source of data

Audience- | Use of coordinated
centered | colors to highlight
key features on the
slide, concrete
numbers to support
claims, well-
selected information
Readable | Sans serif font, wise
@ use of white space
Strategic | Highlighting(boxes

and gray lines)
supports main point
of the slide
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We Need to “Double-Click” to Appreciate the Full Extent of
Fragmentation that is Transforming the Beverage Landscape

©

2011

“Share of Throat”
2016 ‘ Pt. Chg

CSD
Bottled Water

22

Sports Drink

+1

Juices

(1)

Milk

(1)

l Coffee

Tea

S Jo o W w

Tap Water

Source: Beverage Digest Fact Book 2017

(6)

§85

COFFEE

Colas vs. Flavors
Growth of Ginger
Evolution of Energy
Craft vs. Mainstream
Package Size

New Packaging Formats
Plain vs. Flavored
Sparkling vs. Still
Enhanced

Traditional vs. Specialty

Cold vs. Hot

Single Serve vs. Drip

Rise of Cold Brew

In Home vs. Away from Home

. «DP

Credible

Company logo,
company colors,
carefully designed
and edited, citation
to source of data

Audience-
centered

Use of coordinated
colors to highlight
key features on the
slide, concrete
numbers to support
claims, well-
selected information

Patricia L. Harms, PhD (c) 2024

Readable

Sans serif font, wise
use of white space

Strategic

©

Highlighting(boxes
and gray lines)
supports main point
of the slide
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Omnichannel innovation is an important driver of L&G category ioti ;
growth: Existing Home Sales Expected To Go Back To Long Wh}ﬂﬁgﬂ!

Term Average of > 6M Units...

Digital Shelf Presence Value of the Omni Shopper

L8G Retailer.com Ecommerce sales Almost half of consumers

8,000
B 5 A ie il .
- prioritize imagery & content in E——— sp:gd Tech Bubble Great Recession Covid-19 Recession
a5 their path to purchase channels $/Year Trips/Year
2% In-Store Only $120 53 3
= Online + In-Store (OMNI) | $259 101 orecast
- S e o |t B e e e e 3 T BT -
Online Only $49 2.2 g 7
S Omni vs in-store 116% 91% - 7
L
N Omni vs Online 429% 359% < 1
COVID brought growth in N Vs
Comm, which is still g ’
€% % ¥ ocoite Omnichannel consumers make 4]
mcre':'—_)s.an b elfp' ) twice the trips and spend more £
normalzin enhaviors N . P
9 30% of Consumers will not than twice as much as in-store
purchase if images are missing only shoppers!
Although a vast majority of POS still occurs in-store, an online presence has a highly favorable impact
on in-store purchases. All of our key retailers are investing further in their online marketplaces. 2000
2000 2004 2006 2008 2010 2012 2014 2016 2018 2020 2022F 2024F
ScotesMiradeGro 24
Source: VIZIT “Tne Sate of Digta Shef Imagery, 2022, Numerator 2020

Source: National Association of Realtors (NAR), Statista
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Omnichannel innovation is an important driver of L&G category ioti ;
growth: Existing Home Sales Expected To Go Back To Long Wh}ﬂﬁgﬂ!

Term Average of > 6M Units...

Digital Shelf Presence Value of the Omni Shopper

L8G Retailer.com Ecommerce sales Almost half of consumers

8,000
B 5 A ie il -
- prioritize imagery & content in E——— sp:gd Tech Bubble Great Recession Covid-19 Recession
= their path to purchase channels $/Year Trips/Year
2% In-Store Only $120 53 3
= Online + In-Store (OMNI) | $259 101 orecast
- g |---ERFF------1--BEE---------------ccccccee---RLt-fl------ -
Online Only $49 2.2 g 7
S Omni vs in-store 116% 91% - 7
L
N Omni vs Online 429% 359% < 1
COVID brought growth in N Vs
Comm, which is still g ’
€% % ¥ ocoite Omnichannel consumers make 4]
mcre':'—_)s.an b elfp' ) twice the trips and spend more £
normalizing behaviors N : =
9 30% of Consumers will not than twice as much as in-store
purchase if images are missing only shoppers!
Although a vast majority of POS still occurs in-store, an online presence has a highly favorable impact
on in-store purchases. All of our key retailers are investing further in their online marketplaces. 2000
2000 2004 2006 2008 2010 2012 2014 2016 2018 2020 2022F 2024F
ScotesMiradeGro 24
Source: VIZIT “Tne Sate of Digta Shef Imagery, 2022, Numerator 2020

Source: National Association of Realtors (NAR), Statista
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BLADE annotation strategies: Move a graph to a chart

C Credible Establishing credibility with your audience )
Audience- Choosing the right information for the target R B Bracket
centered audience and helping them process the ,/
information on the visual o L Label
R Readable Developing visuals that are legible and highly L,
. readable . : . 2 A |Accentuate
S Strategic Incorporating strategic elements into your visuals
to help your audience better understand the .
information and to foster a more effective delivery D Delineate
E |Explode

BLADE acronym adapted from Duarte, N. (October 5, 2020). Make your data insights visually consumable. MIT Sloan Management
Review. https://sloanreview.mit.edu/article/make-your-data-insights-visually-consumable/
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BLADE annotation strategies: Direct attention to key points

PSEG Investor Update September 2024
, . . . o .
PSE&G’s Residential Electric Bills Are Lower than Regional Average and
Residential Gas Bills Are the Lowest of Regional Peers
o . 300 s
$250 Monthly Electric Bills § Monthly Gas Bills
$263
$200 $250
$200
$177
200
$150 $148 § $183
$132  $134 ) _ $169  $170
Regional Average = $124 $121 Regional Average = $157 s150._ %157 pmm 0 MM
$113 B e $150 $139  $139 $146  §146
$100 $101
$100 s80 % s S117
$77
$100
$50
$50
$0
JCP&L  PP&L BG&E PECO Rockland PSE&G O&R Atlantic LIPA CL&P ul Con Ed $0
Electric Electric PSE&G PECO O&R E-Town CNG SCG NJIN BG&E Yankee Brooklyn SJG  Con Ed
=== PSE&G mmm Peer NJ Utilities wmm Peer Regional Utilities outside of NJ
Based upon a calculation of monthly bills for an electric customer using 500 kilowatt-hours using rates as of June 1, 2024, and a gas customer using 100 therms using rates as of June 1, 2024. Rates sourced from public company documents. 18
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BLADE annotation strategies: Guide the audience to
System 2 thinking

COGNITIVE BIAS CODEX

. I . I . . .
e iy . Availabi |ty Heuristic
onhow they were experienced T Wbt
We reduce events and lists H > '
g ; Bizarre, funny visually-sriking, or

What Should We 10 their key slements i i iropomorphic things sick outmore  TOO Much

? 7% X § than rovbizarfurfmy iy %
Remember SR ; i Information
We discard specifics L 1% ] 1 F o
10 form generalites 3 <3

We notice when

[ i S

.- Confirmation bias

We are drawn to details
@ that confirm our own
existing belefs

We edit and reinforce
some memaries after the fact

W favor simple-looking options
and complete information over @
comple, ambiguous options

We notice flaws in others
@ more easily than than we
notice flaws i ourselves

To avoid mistakes.
we aim to preserve autonomy o

and group status, and avoid

imeversibie decisions.

We tend to find stories and
@ patierms oven when laaking
at sparse data
To get things done, we tend
to complete things we've @) =
invested time & energy in ot -

To stay focused, we favor the
immediate, ralatable thng @
in front of us

We il in characteristics from
s, @ wrconypes genensiter,
. and prior hisories

Need To
Act Fast

Wa imagine things and people

@  we're famiar with or fond of
To act, we must be confident we

can moke an impact and feelwhat @

3 better
we do is impartant
B We smplify probabilties and numbers Not Enough
® 10 make them easier to think sbout 2
Meaning
Vi project our current mindset and @  Wethink we know what
assumptions onto the past and future @ other people are thinking
DESIGNHACKS.CO - CATEGORIZATION BY BUSTER BENSON - ALGORITHMIC DESIGN BY JOHN MANOOGIAN 11l (JM3) - DATA 8Y WIKIPEDIA @gsaive. @@ attibution  share-aike

Patricia L. Harms, PhD (
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Overlay brackets over graphs to help the audience make

connections and to show the

math

In addition to cyclical headwinds, we also face more secular challenges...

Pressure on interchange fees  Active to passive shift
Card net interchange margin? (%) U.S. equity funds by type? (%)

Active Passive

1998 "_

2014 2019

Smaller wallets & overcapacity = Growth in alternative pools of capital
FICC global revenue pool? ($B) Global private capital dry powder* ($T)

150
125

100

50

25

0.0
2010 2014 2019 2020E 2014 2019

JPMORGAN CHASE & CO.

Patricia L. Harms, PhD (c) 2024
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Brackets provide a strategy for showing both numbers and
percentages in one figure

Attractive, Growing Global Pet Food Category g !

Global Pet Food Large Pet Food Categories Across
Category Our Core Markets

Global Pet Category 2022

+7% CGR j
|7 $119B

$84B

China
United States

France
All Other
\ Canada

Australia
India

2017 2022

Source: Euromonitor Current Prices

2023 CAGNY CONFERENCE ) ) JEFF HARMENING: BUSINESS DEEP DIVES 44

4 Bracket ¢
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Labels can highlight elements on a chart...and they must be

large enough to see

Project Springboard will drive >$185M in annualized savings across
the enterprise by the end of Fiscal 2023:

Savings by Division Headcount Reductions

coporse

S Consurer

say

Savings will be most evident in SG&A, but supply chain optimization will also deliver meaningful gross
margin benefits across both operating segments. We are driving SG&A below 15% of sales in FY23
through our rightsizing efforts and expect to sustain spending at this level in FY24.

ScotzsMindeGo 10

Patricia L. Harms, PhD (c) 2024

5% Nestlo PURINA

Category growth led by e-commerce, with dog the largest segment

E-commerce 2x category growth Dog accounts for ~2/3 category

Pet care category (sales by channel) Pet care category (sales by sub-category)

E-commerce
\20%

Cat treats

Pet retail
30%

s PURINA

People | Pitfalls
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story the data is telling

...or explain the

11.3%
10.1%

(ex. Chase)

For footnoted information, refer to slide 89

JPMORGAN CHASE & Co.

10.9%

9.9% 10.3%

Chase Industry Large Banks? 2019 2022 2019 2022

Rank* #3 #1 #2

Branch Network Business Banking Card & Connected Commerce
Our core customer growth has driven significant outperformance
WE OUTPERFORMED PEERS IN DEPOSIT GROWTH SINCE 2019... ...WHICH HAS LED TO ~180BPS OF DEPOSIT SHARE GAIN
3-year deposit CAGR! National retail deposit share®
18.3% Chase Peer 1 Peer 2
—

9.8% 9.8%

2019 2022
#2 #3

28

Patricia L. Harms, PhD (c) 2024
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The labels should help tell the story the data represents

U.S. New Housing Has Been Undersupplied for Wh}ﬂﬁ%!
More Than A Decade Thus Creating Long Term Upside

Tech Bubble Great Recession Covid-19 Recession

2.0
Steady state supply 1.7-1.9M

15 /

1.0

New Privately Owned Housing Units Started (M)

L .
v Rebound of
housing starts
during last few
months
0.5
0.0
2001 2003 2005 2007 2009 2011 2013 2015 2017 2019 2021 2023

Source: Fortune; US Census Bureau 1

¢ Labels ¢
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Draw attention by accentuating elements strategically

We Compete in Attractive Domains, Anchored in Frozen & Snacks

Conagra Portfolio Dollar Share By Domain and
Corresponding Growth Rates
(3-Year CAGR)

Snacks
+9.9%

Frozen
+6.9%

N
CONAGRA

“BRANDS+

$14.2B
+7.1%

Frozen & Snacks

contributed 74 % of
3-year dollar growth

¢ Accentuate ¢
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Shading works well to accentuate key points on a line graph

Existing Home Sales Expected To Go Back To Long Whjplﬁgg!
Term Average of > 6M Units...

8,000
Tech Bubble Great Recession

Covid-19 Recession

Forecast
<)M (USSP SN | S S S [ ————— —
\8- 6,000 /
n /
=
S /

- /
£ /
(%]
S
(s]
I 4,000

2,000

2000 2004 2006 2008 2010 2012 2014 2016 2018 2020 2022F 2024F

Source: National Association of Realtors (NAR), Statista

23

4 Accentuate ¢
Patricia L. Harms, PhD (c) 2024
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Draw attention to key points by providing specific numerical

details

We are driving core growth in the business
CCB revenue ($B)’
$55.1
,,,,,,,,,, [E— o0
$7.7) S S S
i A Net margin expansion across lending
| ¥ Card renewals & refresh
| ¥ Overdraft policy changes
| A Deposit & investment growth
| A Home Lending production
|V Card deleveraging
2019 Macro rate Volume Revenue marginz MSR / Other®
1. Totals may not sum due to rounding
2. Excludes deposit margi 3
3. MSR/Other primarily reflects a net loss in MSR risk management results

$50.1
Net interest income ($B)
2021 actual: $32.8
2022 Outlook: ~$38
M~$5vs. 2021
4Q22 Outlook (annualized): ~$43
P~$10 vs. 2021
2021

JPMORGAN CHASE & CO.

Patricia L. Harms, PhD (c) 2024
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Include lines to draw attention to performance relative to

peers

Disciplined Uses Of Cash Driving Top-Tier ROIC <& ... And Growing Faster Than Snacks Overall and Larger Peers
Total U.S. Snacks Retail Sales
15.8% (52 Weeks Ended December 25, 2022, 3-Year CAGR)
CLX
24%

" 9
8% 9T% oo .
8.7% 8.6% 84% 84%

Total Snacks
+7.9%

Peer average 16%
74%  71%

5.5% 5.4%

GelPudding, Baking Mixcs, Mik
25, 20

Source: IRI POS, Total USMULOSC, Candy,
Frosting, Baking Needs, S Dessert Toppings, RFG Desserts, All Other RFG.

¢ Delineate ¢

People | Pitfalls Strategies 72
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Overlay lines to show goals or target ranges

UNDERLYING FREE CASH FLOW REMAINS STRONG

Adjusted Free Cash Flow 2023 Free Cash Flow®)
Conversion Ratio@ Considerations

100%+ Underlying drivers Two discrete

remain the same: headwinds totaling
~$700 million:

Targft Ran?e: v UsD EPS growth
90% - 95% - 1. Elevated
| Discrete e
| Headwinds transition tax
payment

v Improve cash
conversion cycle

2. M&A transaction

v" Prudent capital payments

spend

Last 3 Years 2023
Average Outlook

Excluding discrete headwinds, implied 2023 free cash flow conversion ratio® is within target range

Note: 2023 free cash flow (non-GAAP) outlook does not include any potential payments related to our ongoing tax litigation with the U.S. Internal Revenue Service

(2) Non-GAAP; Adjusted Free Cash Flow Conversion Ratio = Free cash flow adjusted for pension contributions (non-GAAP) / GAAP net income adjusted for noncash items impacting comparability
(b) Non-GAAP

4 Delineate ¢
Patricia L. Harms, PhD (c) 2024
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“Explode” an element of a graph to show more details

70%
65%
60%
55%
50%
45%
40%
35%
30%

Percentage of Combined Monthly Sales (1993 - 2023)

60%

55%

50%

45%

40%

Food Away From Home Continues to Gain Share

Percentage of Combined Monthly Sales (2020 - 2023)

e===Grocery Stores  e====Food Services and Drinking Places

Sy/sco

At the heart of
food and service

Patricia L. Harms, PhD (c) 2024

4 Explode ¢
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The explode strategy can also show the “nouns” behind the
data

Three key drivers fueling pet care category growth

Additional USD 12.6 bn PREMIUMIZATION
between ‘19-'22

(+11% CAGR) " ~ il
=28 =
¢ 2 cmm [

SCIENCE-BASED NUTRITIOI

EXPANDABLE CONSUMPTION

78%
of growth

WET CAT TREAT!

EMERGING GROWTH AREAS

22%
of growth

Source: Based on NielsenlQ xAOC + Pet Retail + 1010data e-commerce + Idexx Vet Clinics (CY19-22)

February 24, 2023 CAGNY MHPURINA] Your Pet, Our Passion:

4 Explode ¢
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Let’s talk strategy

v Understand how people process and remember things

v"Identify common pitfalls that plague data-driven presentations

v Learn frameworks to help you design effective and attractive data visualizations
v CARS
v" BLADE

« Learn strategies to bolster audience understanding and recall

Patricia L. Harms, PhD (c) 2024 People | Pitfalls | Frameworks



Strategy: Lean into full sentence slide titles that make an
assertion

Construction spending in manufacturing has seen sharp
increases, driven by emerging industries
~
;::nast; ;(I)I::t:iit’ion Petio Ric — Manufacturing — Computer, Electronic, Electrical
220 220
200 200
180 180
160 160
140 140
120 120
100 100
80 80
60 60
40 40
20 20
0 0
2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
\s J
WFEDER AL RESERVE BANK Source: Census Bureau/Haver Analytics
OF RICHMOND 8
Richmond « Baltimore * Charlotte N © (Bl & @ Q
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Strong slide titles provide an important narrative anchor for
the audience—and the presenter

Incorporate full-sentence slide titles that provide the “so what” of the slide

Use active voice where possible

Use 28 pt. to 32 pt. for slide titles

Limit titles to no more than two lines

Avoid using questions as slide titles unless you want to foster discussion.

Patricia L. Harms, PhD (c) 2024 People | Pitfalls | Frameworks



The slide title provides the narrative anchor for the
iIndividual slide...

Medical Nutrition is a large growing category, meeting diverse needs Sysco Brand Products Generate Over $18 Billion in Sales!

To put it in perspective... And we have 11 brands >$500M

Category is large, with solid growth Competitive landscape W $15.3B sales *S‘/SCO -
FY2022 ~$5B

CHF 12bn Market Classie
share
L CHF 11bn — Sysco —  — Sysco —
6% - 10.4B sal ; i
H[RSH[YO * szo;az s sy Reliance

Abbott NHSc Danone  Fresenius

Company ~$1B — Imperial—
2018 2021 P Medical Consumer Consumer Medical SH'
$7.1B sales e el Prcce
Serving both adults and pediatrics Split between oral and tube feeding FY2022
ARREZZIO

Tube feed
48%

$5.4B sales
FY2022 ~$500M

Nearly Half of Local Cases Driven by Sysco Brand?!

+ Fiscal Vear 2022 fnancials

At the heart of

CAGRS are 2022-26. Source: 2021 financial reports, market data and internal analysis
food and service

0 Nestié investor
4 November 29, 2022 %’gf' N seminar 2022
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...and helps support a strong narrative across an entire
deck

The Beverage industry is a dynamic and still-fragmented space

Multiple emerging segments
in $300B North America at-home market Significant scope to build share

SportsDrinks RTD Coffee

#DTea U.S. At-Home Coffee is a large category with significant runway
for single serve & ready-to-drink

Coffee

Carbonated i
Soft Drinks daily
consumption

#1 of all beverages (excl. water)

KDP is a Challenger with significant scale

Bottled Total Coffee Volume At-Home Volume Single Serve Volume¢
Water

arsanasasasnssasssnanys

5% growth
2016-2023 CAGR v
p from
21%in 2017
o industy as prosentod excludes aicohol . A
e net sales in 2023 Adjusted operating Burlington, Massachusetts principal warehouses /
income in 2023 Frisco, Texas distribution centers
Montreal, Quebec
E 5 Mexico City, Mexico

]

eereerrrarrireran,

t

& Beodyioprni i | Non-compatiblc 3 |

9 yoars old
mic, National Coffee Association of US.A, KDP intermal estimates. atel

owned, licensed ' 4

& partner beverage 2

brands = Manufacturing
employees locations

prkintre | (DP
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Strategy: Include annotations versus blocks of text on
slides

CONVENIENCE STORE INDUSTRY
The convenience industry is fragmented, but consolidating
FRAGMENTATION : CONSOLIDATION
: Smaller operators are great targets for
: acquisition
Ownership Breakout (Number of Stores) : US Convenience Store Count!
. ii0 96,156 96,963 (807) (0.8%)
u11-50 {1150 9,157 9,704 (547) (5.6%)
6 : i
51-200  gg ; 51-200 9,033 8,063 970 12.0%
= 201-500 :
201-500 5,186 5,257 1) (1.4%)
501+
501+ 32,864 30,287 2,577 8.5%
Total 152,396 150,274 2,122 1.4%
Over the past 10 years', Casey’s has acquired 502 stores... with 366 stores over just the past 3 years
6 1 Source: NACS State of the Industry data casey's’

Patricia L. Harms, PhD (c) 2024




Strategy: Divide content over multiple slides where
possible

Refocusing Our Portfolio Whirlgool Our Major Appliance Business with Whirlgool
Rerelio TANEI MG R ANIoUCRS A Strong Position in the Americas and India
THREE STRONG PILLARS (® ADDITIONS
SMALL MAJOR COMMERCIAL e
APPLIANCES APPLIANCES APPLIANCES in@erator- 2 elicd
More Global in Nature Win in Americas Structurally Attractive EBIT margins 15%+
(#1 Position) & B2B Business
Serve ‘Full’ Cooking Accelerate India Growth
Journey Technology ‘Cascades’ <<>
Invest in Consumer to Residential
EBIT >15% Direct Business
EBIT >15% (® suBTRACTIONS

EBIT >10% B

South Africa Turkey
Embraco Russia
China EMEA™

Most businesses with negative EBIT margins
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Strategy: Use grouping strategies to help the audience
manage a heavier cognitive load

Proximity Similarity

- N
Gestalt Principles - - -
- R

Connected Enclosed

I

Adapted from Gabrielle, B. (2010). Speaking PowerPoint: The new language of business. Insights Publishing.com

Patricia L. Harms, PhD (c) 2024 People | Pitfalls | Frameworks



Grouping strategies (with annotation) help create a strong
narrative arc for a slide or chart

Law of
Similarity

Replacement Cycle Driving Strong U.S. Demand Whj;lﬁool

nnnnnnnnnnn

Expectations

Industry Volumes (T6 in millions)
70 1

65 -

With Average Replacement Cycle of 10 Years,
Expect to See Strong Replacement Demand

60 A

55 A

50 A

35 A
30 A

A\
A\

2009 2010 1 2011 2012 2013

-

|
|
\
|
|

|
|
\
|
|

2014 2015 | 2016 2017 2018 2019 2020

2021F 2022F 2023F 2024F 2025F

27
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Law of
Enclosure
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Strategic use of lines and white space can group the
content for the audience (1/2)

Lending Lending
Frozen IS NOW a Vlbrant Al‘ea, Derlng TOtal Store Sales We are operating in a rapidly changing macro environment
Mortgage rates are rapidly increasing, now at The originations market is forecasted to contract  Home prices have continued to rise amidst
. . their highest in over a decade and shift towards Purchase inventory shortage
Department Performance Frozen Retail Sales by Generation o oy 9
(Dollar Sales 3-Year CAGR) (% Change vs. YA) 30-year fixed primary mortgage rate’ Mortgage origination market? Home price index (HPI)® and housing inventory*
8%
=—HPI ==Inventory
= Refinance = Purchase
Frozen | 0.1
rozen % +10.0% +0.8% %
Beverages +9.4% 1.2
9 % +8.8% $4.47 m Record
Refrigerated +8.7% £% Highest rates in over a high HPI
+7.3% decade
Meat +8.0% o
b $2.6T
Total Edible +7.9% \ ~$2T+
General Food +7.8% 4% |
Bakery +1.7% ” 0.4mm
3% +/- Flat
Deli +7.5%
Produce +6.3% 2 17 2018 2019 2020 2021 202
2002 2006 2010 2014 2018 2022 2021 2022 Estimate 2017 2018 2019 2020 2021 2022
Seafood +6.2%
Al GenZ & Gen X Boomers
Households  Millennial ) )
R RS RS JPMORGAN CHASE & CO.
31 conacRA
Source: (Left): IRI Integrated Fresh POS, 2 Calendar Year 2022 Ended J: 1,2023
(Righ) IRl Consumer Panel, Total U January 1,2023 vs YA
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Strategic use of lines and white space can group the

content for the audience (2/2)

Large global player, with further share opportunities X
Nestie
Strong global position Significant share opportunity in emerging markets

Pet care: CHF 96 bn category

Mars
21.9%

29%
Others 23%
45.6% 21%
Purina
PetCare 10%
20.6%
Hills 3%
Private Label e /5% [
9% Buffalogmucker
33% 35% North Latam Europe AOA  Greater China
- America
Source:Euromritr Source:Nieksen

EHPURINA| YourPet, Our Passion

Patricia L. Harms, PhD (c) 2024

Consumers more pro-active on environmental topics in Europe

% of eco-active consumers Key concerns Implications for brands
EUR World

Climate change 49% 42% >4X faster growth rate
for eco-aligned brands

GER 47%

UK 9% Plastic Waste 0% 34%

Ih I

r)
>60/0 shoppers chose
World 228 Water pollution 34% 36% an alternative with better
environmental impact

USA 17%

N I

Top 10 Brands over-indexing with eco-actives growth rate vs. FMCG
(excl. fresh) average growth rate, MAT Q2 2021, Spain and UK.

intheir 0

Source:: KANTAR Who Cares Who Does 2021 X

February 25, 2022 CAGNY NESé Good food, Good life
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However, lines and white space can only help so much...

U.S. & CANADA PLAN

CAGNY 2021 ‘ KraftHeinz

A powerhouse portfolio
~$20.8B Net Sales of iconic brands
~$5.9B Adjusted EBITDA'
21K Employees | 40+ Factories

Unlocking All Six Platforms
* ES Zay

7N
GROW ENERGIZE STABILIZE
~50% of Net Sales? ~30% of Net Sales? ~20% of Net Sales2.3
Taste Elevation Fast Fresh Meals Easy Indulgent Desserts
Easy Meals Made Better Flavorful Hydration

Real Food Snacking

1| Non-GAAP financial measure. See Appendix to this presentation for more information, including GAAP to non-GAAP reconciliations.
2| Figures represent platform net sales as a percentage of 2020 net sales.

Crunchy

Croquant
3] This calculated percentage for the Stabilize platform role includes approximately $1.88 of 2020 net sales, which occurred outside
of the six referenced platforms.

4| Brand market share position based on IRi data for U.S. brands and Nielsen data for Canada brands, as of December 2020.

Patricia L. Harms, PhD (c) 2024
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Strategy: Showcase information hierarchy through strategic

design choices

Successful track record in Purina PetCare
Becoming a global leader in 2001 through the Ralston Purina acquisition

Increasing contribution to Nestlé results

mEPURINA

Strong organic growth since
acquisition, with recent step-up

Nestle

CHF 18. 1 bn
19%
d for estim:

B PURINA] Your et Ourp

Sales Underlying TOP (average)
chr 9 0 bn*

16%

2002 - 8.7%

- .
PetCar l -

23%

2022

2002-2016 2017-2022

Patricia L. Harms, PhD (c) 2024

Font size &
location

Dark vs. light
elements

Shading

88




Conclusion: Remember the needs of your audience and
design your data-rich slides accordingly

v Lean into full sentence slide titles that make an assertion

v Include annotations versus blocks of text on slides

v Divide content over multiple slides if possible

v Use grouping strategies to help the audience manage a heavier cognitive load

v" Showcase information hierarchy through strategic design choices
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