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Europe: economic context

EU food inflation
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Europe

Consumer behaviour in times of crisis

Europe
average”

More consumers prioritize price

Look for ways to
save money when +9

shopping Retailers do not expect demand
changes in relation to bread, milk,
extra-virgin olive oil, but expect
+1 decreases in demand for fresh
seafood, cheese, wine.

Actively research 28%
for best
promotions

Switch to less

0
expensive ki
products to save | +1 |
money

Buy private-label 14%
products instead | +4 |

of known brands Source: McKinsey, ISMEA
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Europe

Healthier eating and sustainability

Net intent’ of consumers toward grocery shopping
in 2022 compared with 2021, European average, % Bl 2022 Chaﬁge from
previous year

Low income High income

+12 p.p.2 +4 p.p.2
52%

32%

Price

Intention to look for more
ways to save money in
2022 than 2021

+2 p.p.2 +4 p.p.2
39%

29%

Health

Intention to focus more on
healthy eating and nutrition in
2022 than 2021
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France

Economic context (1)

@ In June 2022, households’ confidence in the economic situation
decreased further, for the sixth month in a row. At 82, the indicator
it has lost 3 points and thus remains well below its long-term
average (100).

@ Restaurant sales rebounded 127% in Q1 2022, the sector has
finally returned to its pre-crisis level in Q1 2022: revenues are 3.1%
higher in Q1 2022 than in Q1 2019. Within the European Union, the
trend is similar: +100% in Q1 2022.

@ FMCG sales declined slightly during the first 4 months of the
year (-0.7%) but remain above 2019 levels.

@ Summary indicator of households' confidence

@ Foodservices turnover 157%
% value (INSEE) '
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Graphique1
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Série 1

Foodservices turnover
% value (INSEE)
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Feuil1

				Série 1

		2014		2.5%

		2015		3.8%

		2016		5.4%

		2017		6.7%

		2018		6.5%

		2019		6.8%

		2020		-31.8%

		2021		17.0%

		Q1 2022		127%
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2020

2021

Jan-april 2022

Year-to-date moving average sales growth 
of FMCG (value) (NielsenIQ)
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				2020		2021		Jan-april 2022

		HM		0.7%		-0.9%		0.2%

		SM		6.6%		-1.2%		-2.6%

		Convenience		8.6%		-0.2%		2.9%

		Discount		5.1%		-0.4%		2.0%

		Ecommerce		42.4%		6.1%		-4.6%

		FMCG		6.3%		-0.3%		-0.7%

				Pour redimensionner la plage de données du graphique, faites glisser le coin inférieur droit de la plage.
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Série 1

Summary indicator of households' confidence
(INSEE)
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France

Economic context (2)

s Food is the number one problem for the French, 82% of whom support the creation of a food voucher,
according to a Harris Interactive survey.

s They estimate that they spend 30% of their expenses on food vs. 15% on average (food at home)

according to Insee data in 2021, and 20% on food at home + out of home.

30%

En moyenne, de leurs
= ; _— les F i .
Pouvoir d’achat : les inquiétudes Gt o - e dMnansed
des Fra ngais consacrer 9 o alimentaires

Quelles éventuelles augmentations de prix redouteriez-vous
le plus aujourd’hui ?

{en pourcentage) Selon vous, la part de vos revenus personnels
que vous consacrez a votre alimentation
B Cité en premier Au total a-t-elle au cours des derniers mois...
{en pourcentage)
Les prix de |'alimentation _
Les prix de I'énergie m
(gaz. électricité) Plutét
Les prix des transports augments
au quotidien (carburant, etc.)
Beaucoup
Les prix des logements augmenté
Ak ¢ _ Plutét
\ diminué
Source : Harris Interactive — June 2022 Ni augmente, 2% Eﬁfff%ﬂp
nl diminué e
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France

Focus on inflation

The growth of consumer prices of food products has tended to accelerate in recent months. Fish and
seafood prices have risen by 6.3% and poultry by 6.2%, oils and fats by 5.9% in the first 5 months of the
year, efc.

Poissons et fruits de mer 6.3%
Volaille 6.2%
5.9%

Huiles et graisses

Pommes de terre

Fruits frais

Pain et céréales

Beurre

Viande

Fruits

La croissance des prix a la consommation

i Produits alimentaires et boissons non alcoolisées

Porc (%}
; : . B Jan-mai 2022
- i Lait, fromage et oeufs | '
I Boissons non alcoolisées 2021
Produits alimentaires n,c.a, #2020
Sucre, confiture, miel, chocolat et confiserie
Boissons alcoolisées
-4I% -2I% OI% QI% 4I% GI% 8I% 16%

(*) IPC : indice des prix a la consommation (ensemble des ménages / France) / Source : INSEE - derniére donnée mai 2022
™
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				2020		2021		Jan-mai 2022

		Boissons alcoolisées		1.0%		0.8%		0.9%

		Sucre, confiture, miel, chocolat et confiserie		-0.2%		-0.3%		1.3%

		Produits alimentaires n,c,a,		0.5%		0.0%		1.4%

		Boissons non alcoolisées		0.0%		0.0%		1.9%

		Lait, fromage et oeufs		0.2%		0.2%		2.2%

		Porc		4.6%		-0.8%		2.7%

		Produits alimentaires et boissons non alcoolisées		2.0%		0.6%		3.2%

		Fruits		8.0%		3.5%		3.4%

		Viande		2.7%		0.9%		3.5%

		Beurre		-0.1%		-0.4%		3.6%

		Pain et céréales		0.6%		0.5%		3.6%

		Fruits frais		9.1%		4.0%		3.6%

		Légumes		4.4%		0.3%		4.1%

		Légumes frais		8.7%		0.4%		4.7%

		Boeuf et veau		1.8%		1.6%		5.3%

		Pommes de terre		-2.0%		0.7%		5.3%

		Huiles et graisses		0.2%		0.1%		5.9%

		Volaille		0.8%		2.8%		6.2%

		Poissons et fruits de mer		2.9%		0.5%		6.3%





Feuil2

		

		1		Boissons alcoolisées		0.6%		1.1%		2.8%

		2		Eaux minérales, BRSA, jus de fruits et de légumes		0.6%		1.2%		3.5%

		3		Café, thé et cacao		0.7%		0.8%		1.0%

		4		Boissons non alcoolisées		0.6%		1.1%		2.7%

		5		Produits alimentaires n,c,a,		-0.7%		-0.4%		0.8%

		6		Sucre, confiture, miel, chocolat et confiserie		0.1%		0.1%		1.3%

		7		Pommes de terre		-3.0%		-2.1%		20.9%

		8		Légumes secs, autres légumes en conserve		-0.6%		0.5%		1.0%

		9		Légumes surgelés		-0.3%		1.3%		2.0%

		10		Légumes frais, hors pommes de terre		5.6%		7.0%		8.0%

		11		Légumes		2.3%		3.4%		7.7%

		12		Fruits en conserve		5.0%		2.5%		1.8%

		13		Fruits surgelés		-0.6%		0.7%		-0.5%

		14		Fruits frais		2.0%		6.5%		0.1%

		15		Fruits		2.2%		5.8%		0.2%

		16		Margarine et autres graisses végé		-1.4%		0.4%		2.4%

		17		Beurre		4.8%		13.7%		10.0%

		18		Huiles et graisses		2.8%		7.1%		6.1%

		19		Lait, fromage et oeufs		0.1%		2.0%		2.6%

		20		Poissons et fruits de mer		4.1%		2.2%		3.3%

		21		Volaille		0.6%		0.7%		2.3%

		22		Porc		1.6%		0.9%		2.0%

		23		Boeuf et veau		1.3%		1.4%		1.3%

		24		Viande		1.1%		1.3%		1.9%

		25		Pain et céréales		0.3%		1.1%		1.8%

		26		Produits alimentaires et boissons non alcoolisées		1.1%		2.0%		2.6%






Source: IRI (hypermarkets, supermarkets, e-commerce

France

Focus on fresh food in hypermarkets and supermarkets

The sales of fresh food products (unpacked products) decreased by 5,1% during the first 5 months of 2022
compared to 2021. Sales of tomatoes have been stable in the recent period favoured by the weather

conditions.

Decomposition évolution poids variable - cumul courant -

GAINS CA (K€) ET EVOL. (%) — CC P05 2022

24 004

-194 061 -189 435

-508 304

POIDS VARIABLES BOUCHERIE.

CONCEPT HM + CSNCEPT SM + E-Commerce GSA

BOULANGERIE.

24 921

-144 697

CHARCUTERIE ~ POISSONNERIE

T
-30 358

CREMERIE

1322

AUTRES

el Freshfood (% value), 2021
cheese

5.3%

Seafood
92% \

Deli_/ F&V
meat 35.1%
10.8%
Bakery,/ eat

11.8% 27.8%
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		Meat

		Bakery

		Deli meat

		Seafood

		Deli cheese



Ventes

Fresh food (% value), 2021

0.351

0.278

0.118

0.108

0.092

0.053
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				Ventes

		F&V		35.1%

		Meat		27.8%

		Bakery		11.8%

		Deli meat		10.8%

		Seafood		9.2%

		Deli cheese		5.3%

				Pour redimensionner la plage de données du graphique, faites glisser le coin inférieur droit de la plage.

								100.0%






Italy

2021 shopping trolley

Bevande alcoliche analcoliche e
vino ‘ Derivati dei cereali
_—

12.1% 13,7%

Altri prodotti

alimentari ;
G

ot

Oli e grassi vegetali Salumi

6,3%

Latte e derivati
ttici  13.2%
8,6%

Variazione % di spesa dei vari comparti su base annua

BEVANDE ALCOLICHE

BIRRA
VINI E SPUMANTI
BEVANDE ANALCOLICHE
ALTRI PRODOTTI ALIMENTARI
OLI E GRASSI VEGETALI

ORTAGGI

ITTICI
LATTE E DERIVATI M
SALUMI

CARNI

DERIVATI DEI CEREALI

B Var. % spesa 2021 vs 2020

m2020 vs 2019
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Italy

Vegetables in 2021

Ortaggi - Peso su segmento e variazione su base annua

Prodotti a base
di pomodorg

Ortaggi IV
i - =
gﬁgﬂza Ortaggi IV gamma 53 W 5.6

Ortaggi e legumi NS et

ortaggi
surgelati

11% I 13,0

Patate 1103

Altri ortaggi trasformati 28 g 7.9
Patate e ortaggi surgelati 19 9,3
Altri ortad d
Sestag; Ortaggi e | Prodotti a base di pomodoro 51 . 150
~ legumi 3 -
59 45% mVar % 2020/2019 mvar% 2021/2020
M
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Italy

Processed tomatoes at retail level

Product Volum Value Price (%) Sales volume
category

1
Passata -2,6 -7,9 o
3

Tomato -1,6 -7,2 6,1
sauce
Pulp -7,2 -11,3 4.6
Peeled -10,3 -14,8 5,3
tomatoes
Concentrate -0,5 -2,3 1,8 10
Processed 1,2 1,2 0
cherry
Organic -4.8 -2,6 -1,4
processed
UHT sauces 0,2 -0,2 0,4 = Passata = Sauce Peeled

Pulp Cherry Tomato = Concentrate

m Other

M a
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Italy

Purchasing drivers for fresh vegetables

Choice based on brand Choice based on the origin of raw materials
Pasta | 29% Uova I 66%
surgelati N 27 Olio extra vergine dioliva | o6
Passate e polpe di pomodoro I 247 Carne avicola / carne bianca | 62
Latte N 20% Pesce fresco [N 65%
vino NN 16% arne bovina / carne rossa F307
Olio extra vergine di oliva [NNINININIGNGEGgGgSE 10% -
Uova NN 7% Latte NN 50%
Carne avicola / carne bianca I 7% Formaggi NG 428%

Carne bovina / carne rossa | 5% rpane NN 238%
Ao ; Passate e polpe di pomodoro  [NINNNENEGGGGEGEEEEEEEE 44%
- : vino I 41%
Pane M 3% Surgelati  [INNNEG 31%

Choice based on organoleptic qualities Choice based on sustainability
Panc I 24% Uova I 145
ot 0000 A Pesce fresco I 10%

Formaggi [N 37% Carn
Frutta di stagione [N 31% :

e avicola / carne bianca

I 9%

Verdura fresca [ &%

aLie

Verdura fresca | 262

Frutta di stagione

Carne bovina/ carne rossa [N 232 Passate e polpe di pomodorc [ INNNINENGGEGEGEGEGEGEGNE 6%
Pesce fresco [N 222 pane NG 5%
Latte NN 222 Vvino NN <%
Olio extra vergine di oliva [N 20 Pasta NG 5
Carne avicola / carne bianca NN 158% Olio extra vergine dioliva [NNNGIGNGININGNGEGNE 5
Uova [N 12% Formaggi NG 5%
Surgelati | n.a. Surgelati | n.a.

Source: Osservatorio consumi Ismea-Nielsen — Survey based on a sample amounted to about 3.000 families ...
EuroCommerce
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Spain

Economic outlook

P .
"’ EVOLUCION INDICE DE PRECIOS AL CONSUMO

n‘a\ft\:i\m"m“fi\w’\m"fﬂ'@fﬂ'fﬂ'

16.8

0.4 0.4 0.2 12 26 22

D
s

5.4

RN S X g 7.7
?‘Q é@ 5\} 5 ?‘0 Q}QQ 00 ‘_\;0 QB ((?J \&\@ ?S) T2/19 T3M19 T4/19 T1/20 T2/20 T3/20 T4/20 T1/21 T2/21 T3/21 T4/ 21
Fuente INE Fuente INE (Tasa tnmestral)
[ ] [ ]
< 2’ TASA DE DESEMPLEO
>~ 4

16.3 16.1 16.0
4 15.3 15.3 146 13.3 13.7

14.0 13.9 13.8 14
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Spain

Retail sector

BEBIDAS

&

PERFUMERIA
E HIGIENE

Ventas valor (M€) mEvol. Valor vs. YA mEvol. Volumen vs. YA m Evol. Precio/ Vol. vs. YA

7,587.9M

2,249.2M

1,114.6M

658.M
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Spain

demand for fresh vegetables

Vegetables
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Spain

inflation index for fresh vegetables
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