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The Glanbia Capital Markets Day (“CMD”) presentations contain forward-
looking statements. These statements have been made by the Directors
in good faith based on the information available to them up to the time of

their approval of the CMD presentations.

Due to the inherent uncertainties, including both economic and business
risk factors underlying such forward-looking information, actual results
may differ materially from those expressed or implied by these forward-
looking statements. The Directors undertake no obligation to update any
forward-looking statements contained in the CMD presentations, whether
as a result of new information, future events, or otherwise.
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World’s #1 Sold in over 100

Protein Powder Countries

#1 SN Brand in 77 Top 3 SN Brand in
21 Markets 45 Markets
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How to Choose
the Right Protein




WORLD'S #1 SPORTS NUTRITION BRAND

Brand Essence:
E\ Most trusted brand in sports nutrition
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GOLD STANDARD
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2PROTEIN

FU MUSCLE SUPPORT & RECOVERY

Brand DNA: Brand Role:
Uncompromising quality, To help people

most trusted, world’s #1, experience the power
global pioneer of fitness & nutrition
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Consistently strong NPS scores’:
US: 51 UK:35 India: 51 China: 41 Mexico: 64

it PROTEN POWDER DRINKMIX NET WT 31702 (1.98L5) 8996 29SERVHES

TRUSTED PERFORMANCE NUTRITION ‘ ﬂﬁ OPTIMUM
FOR OVER 35 YEARS. NUTRITION.
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THE MOST TRUSTED EFFECTIVE
PRODUCTS

In-House
Manufacturing

Over 100,000 Quality

OPTIMUM Tests Annually

NUTRITION.
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FURVUSCLE SUPPORT & RECOVERY

Industry Leading
Certifications'

SNSRI NNNNNNNNN

Most Reviewed,
Most Awarded

#1 in Protein Quality,

Mixability, Digestibility?

1. Informed Choice & Informed Sport
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THE BEST PORTFOLIO...

BISOLATE
SPROTEIN

PROTEIN CREATINE

GAINERS ON THE GO ENDURANCE

..FOR EVERY NEED AND OCCASION

WORKOUTS DAYPARTS LIFESTYLES
(Pre/Intra/Post) (Breakfast/Snacking/Dinner/Bedtime) (Nutrition)




CATEGORY MEGA TRENDS CONTINUE TO DRIVE GROWTH

‘ "Increase protein intake™ ‘ An important fithess/wellness goal*
. Gen Z increased protein intake? ‘ Increased global searches for energy®

‘ US HHP Powder category, 1 in 3 adults® * US & UK future increased creatine use'

Sources: 1- Attest GPN Panel Survey, Nat Rep US & UK, Q3 25;,, 2. Stylus — Protein Conscious Consumers 2025,
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POWDERS ARE NOW MAINSTREAM AND
OFFER MULTIPLE CONSUMER BENEFITS

82%
of consumers
expect to either
spend the same
or increase
protein powder
spending

Top 5 reasons consumers prefer powder format?

Mixability Higher Protein
Content Per

Serving Fits At

Versatility
Home Routine )
Cost Effective

Source: Attest GPN Panel Survey, Nat Rep US & UK, Q3 25
1. All strongly agree / agree answers (5-point scale)
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NUTRI-NEEDS™ SEGMENTATION STUDY CONDUCTED BY PN
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Nutri-Needs

Global Segmentation Map

Proprietary segmentation based on
consumers primary nutritional needs

18,000 Consumers, 5 markets, general
population sample in US, UK, IN, AU, FR

For Optimum Nutrition:
Macro segment — Performance
Micro-segments — Build & Athletic




LARGE CONSUMER POOL IN ALL MARKETS, HEADROOM FOR GROWTH

CONSUMER TARGET > BY COUNTRY > CONSUMER NEEDS

The Performance Motivated

BUILD (US 27m)

. 1 H a1
58Min US 111M in India Strength, Muscle, Bulk

NN LF
Z | NS

. H : 74 .
8M in UK 3M in Australia’ ATHLETIC (US 31m)

Endurance, Energy, Stamina

Performance Motivated are Optimum Nutrition HHP in US Only 7% of Performance Motivated
15-25% of adult populations grew from 4.2% in 2022 to 5.8%?2 claim to buy Optimum Nutrition'

1. GPN Nutri Needs Consumer Segmentation 2024
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OPTIMUM NUTRITION USER IS HIGHLY ENGAGED IN THE CATEGORY

Spends 20% more on the category than the
average buyer

Buys at least 4 performance nutrition categories,
around double that of the average category buyer

Works out “vigorously” 74% more than the
average category buyer

Has an income around $100k, 13% higher
than the average category buyer
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OPTIMUM NUTRITION HAS AN EFFECTIVE GROWTH PLAYBOOK

Consumer Target Brand Assets Creative

. - THE ADVANTAGE

CREATINE

Footprint

(9 J* TikTok Shop

Carrefour
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OPTIMUM NUTRITION PRODUCTS RATED #1 BY CONSUMERS

Desired Product
Attributes for
Protein Powder

:
-
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Market Leading
Results
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Protein _ L
Quality Digestibility

Protein Quality

4.6 I 5 * Perfect score globally

Global Average Mixability

Across all attributes . , .
Best-in-class dissolution

Source: Analysis based on 240,000+ consumer reviews across e-commerce platforms, expert testing, and consumer forums focusing on five core attributes: Protein Quality, Mixability, Taste, Texture and Digestibility



OPTIMUM ADVANTAGE CAMPAIGN LAUNCHES GLOBALLY IN JAN 26

THE
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ADVANTAGE

Driving Impact: With 7 “hero” films featuring
Optimum Nutrition athletes

Lando Cameron Rishabh Dan Marcus Harley Hamiso
Norris Brink Pant Sheehan Smith Reid Tabuai
Fidoi

Driving Persuasion: With social, channel specific
retail & shopper point of sale




LEADING THE WAY IN EDUCATION & ADVOCACY

S oo
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WE ARE WINNING IN DIGITAL MARKETING "BATTLEGROUNDS"

Over 6m Social Media followers'

+16% YoY

NJdOE

Protein _ ,
Find out what’s
Calcu |ator your number?

Social Media
Engagement ytd '25'

High reach athlete roster:
58.5m followers, 4X #2 brand?

McLaren
Unlocked
Series

57m Impressions,
3.4m video views'

Website
Traffic ytd 2025
1st Party Sign Ups ytd?

India YouTube Channel:
0.25bn video views, +27% YoY
# 1 "Protein Review" video (8.2m)3

1. Sprinklir
2. Internal Data
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Al powered
Coach
Optimum

Search
Optimum Nutrition Online
searches ytd Sep?®




REASONS TO BELIEVE

Strong consumer
& category growth

Ll

Award-winning
products
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Broadened consumer pool
across all markets

Best in-class
digital activation

OPTIMUM
NUTRITION.

o,
K3

#1 brand growing
fast globally

High impact
investment
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