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Europe

Key trends

The European Union’s pork demand will fall 0.6% to a seven-year low of 20.3 million tons in 2020, with
beef and chicken consumption easing to the lowest in several years, according to the US. Department of
Agriculture.

Pass the Steak?
EU meat consumption is expected to decline this year
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France

Period ending 30 April 2020
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France

Period ending 30 April 2020

volumes price
Product category (% change Year-to-year) (% change Year-to-year)
(jan-april 2020) (jan-april)

Fresh meat 5,8% 3,9%
Fresh beef 0,4% 2,9%
Fresh veal 4 8% 1,3%
Fresh lamb -10,7% 3, 7%
Fresh pork 5,9% 9,5%
Tripe Products -8,2% 3,3%
Processed meat,

including ground 16,1% 4. 3%
meat

Poultry 10,5% 1,7%
Frozen Meat 28,0% 0,3%
Ham and other meats 8,6% 5,1%

Source: Kantar Worldpanel
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France

Focus on ground beef

Ground beef consumption spiked during the lockdown period
(mid-March to the end of April) : +32% in value for the fresh
ground beef and +65% for the frozen ground beef.

- Consommation de viandes hachées toutes especes "
Comparaison par rapport aux memes semaines de 2019
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Source : GEB - Institut de I'dlevage d'aprés IRL

In the first 4 months of the
yeal, consumption of
ground meat increased by
15% in volume terms for
fresh meat and 32% for
frozen meat,

vol. jan- Prices
. jan-april
april 2020 2020
Fresh
1,8%
0 )
9[3‘:20' 15,2% 11,08 €/kg)
Frozen
1,9%
0 1
9{)‘;“6']10' 3L8% (506 €/kg)
Source: Kantar Worldpanel
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France

Focus on fresh food

Meat sales have been positively
impacted by the period of
containment, in particular by the
closure of restaurants and open
air markets. It was the same for
fruits/vegetables.

Deli Fresh food (% value), 2019
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France

Opinion polls : Growing demand for local products, French products... and low prices

The price remains a key factor in the selection of products: 57% of French people say they have been giving
more importance to price since the beginning of the epidemic.

Local products and French products are also increasingly favoured: 43% of those questioned buy more than
usual. The same is true for French products: 39% of French people have been buying more since the start of
the health crisis.

Les produits alimentaires privilégiés durant le confinement

-
Q. Quand vous achetez des produits alimentaires, lesquels privilégiez-vous aujourd’hui Aﬁ

L T TP mmEm e sy mmAmE e e e AE e T T Whersonnes
pendant le confinement ?
Plusieurs réponses possibles - Total supérieur @ 100%

Les produits locaux (de votre région) 43%

9/%

24% des Francais
accordent

Les produits made in France

Les produits hio

Les produits, sans ou limitant les emballages 15%

davantage

d'importance au prix
depuis la crise du
COVID-19

Les produits labellisés a la fois bio et issus du commerce équitable 14%

des Nouvelles Consommation —

Source : Observatoire E. Leclerc
avril 2020

Les produits issus du commerce équitable 10%

Vous ne vous posez pas la question : vous achetez les produits qui

. . 35%
sont disponibles ’

NSP 3%

Source : OpinionWay — avril 2020 Pro
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France

Opinion polls: Red meat is less consumed than dairy products in flexitarian households

Base : enfants dont au moins un parent du
foyer déconsomme les produits d'origine
animale

Vianda In a household with at least one
‘ Lait v flexitarian parent, 61% of children have

rouge == . o . .
increased or maintained their milk
28% 72% 61% 39% consumption over the last 5 years (only
7% drink substitutes such as vegetable

Augmenté ou Diminué ou Augmenté ou Diminué ou .

maintenue arritée maintenue R juices), 71% for cheese and 75% for
' yoghurt. On the other hand, for red

Fromage Yaourt ) meat, 72% of children have stopped

nx or decreased their consumption

5 de5 S Germidres années ?

OpinionWay carried out a focus from 24
April to 4 May 2020. With the increase in
meals taken at home and in the
preparation of dishes, we note a 35% | ... ... prviiegies poures ,
increase in yoghurt consumption among | enfants pendant le confinement ; v D
children whose parents are going | = = e e
vegetarian, a 30% increase for cheese |Gt

parents déconsomme les
and a 31% increase for milk and 20% for | EITEE +35%  +30% +31% +20%
(N = 614)
red meat.
Source : OpinionWay — Lactel (2019 & 2020 ) Pro
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France

Alternative meat markets: the growth rate tends to slow down

The alternative meat market slowed down in 2019. It increased by 6,5% in value, vs more than 20% in 2018.

Marques
Herta conforte son leadership

Segments T oA | Evol/tan

Simili-carnés et ingrédients tirent le marché Herta 36,4 % +7,4pts
Ingrédients 0 .
. 7 % (+ 207 %) MDD 23,2 % 0,6 pt
Plats cuisinés | S— Céréal Bio 9,7 % +1,0pt
végétariens
15 % (-8.0%) S Y Sojasun 6.9 % -1,1pt
l‘:' :r‘ X -
101 M€ | 7 U Céréal Grill 4,5 % -0,8 pt
(0% 439% (+75%) Le Gaulois 2,6 % -0.2pt
g ;/' . 0, -
Produits a base Fleury Michon 22 % 2,8 pts
de légumes Bonduelle 0,4 % - 0,9 pt
359% (+5,1%)
Bjorg 0,4 % - 2,6 pts
Parts de marché valeur des segments du traiteur viegétal. Source - panel
distributeurs - orgine fabricants — traltewr végétal en HM-SM + proxi + drive Autres 13,7 % + 0,6 pt
+ HD = cumul 12 mes & fin décembre 2019, Parts de marché valeur des fournisseurs du traiteur végétal. Source : panel

distributeurs - origine fabricants - traiteur végétal en HM-SM + proxi + drive
+ HD - cumul 12 mois a fin décembre 2019.
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Germany

Meat consumption continues to decrease. The 2020 Nutrition Report shows
that:

- 26% of respondents of their survey eat meat every day; in 2015, this figure
was 34%;

- Half of the respondents said they have already bought vegetarian or vegan
alternatives, with younger people being more open to these options (61% of
14 to 29)

- 55% of respondents identified themselves as flexitarians — meat eaters who
occasionally avoid meat

- When asked what is the right solution to a growing population, in terms of
nutrition, 79% of respondents said less meat and 51% suggested meat
alternatives
Source: Nutrition Report 2020 - https://www.bmel.de/
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https://www.bmel.de/SharedDocs/Downloads/DE/Broschueren/ernaehrungsreport-2020.html;jsessionid=4EEE04F5147CFEF8F43FB39003EBBE6E.internet2831

Italy

Meat - 1Q2020 versus 1Q2019

Product category

Total Modern Retall
(only fixed weight)

VALUE
(1Q2020 vs.
1Q2019 -
% change)

VOLUME
(1Q2020 vs.
1Q2019 -
% change)

Preserved Meat

Frozen Meat

Meat (Fixed weight)
Fresh meat

Processed meat - Poultry

Processed meat - Beef

Processed meat - Pork

Processed meat - Horse
Cold meat (Fixed weight)

Cold cuts

Sliced

Pre-Cooked

Source: Nielsen — Market Track

+29,6
+10,8
+17,4
+14,5
+12,8
+29,7
+20,0
+1,4
+15,0
+13,1
+22,1
+16,0

+25,7
+8,6
+10,0
+t4,5
+8,3
+22,4
+9,2
+2,6
+9,0
+8,1
+9,5
+10,1
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Italy - Covid-19 Emergency

Food and drink consumption - Year 2019 and 1Q 2020

Product share
1Q 2020

Other food
products
14,1%

Alcoholic and
non-alcoholic
beverages

10,2%

Vegetable oils
and fats
1,6%

6 Cereal
_ ~ derivatives
Vegetables - = 14,7%
11,1% P NJ
Fresh eggs ‘
v
1,2% Fishe!}l\ \ Meat
products — 10,5%
7,9% Milk and dairy
products Cold meats
14,0% 6,2%

Household
purchases
g g Sar. Yo

I° trim

2019/18 2020/1° trim

2019

| Totale agroalimentare 04 70 |
Generi dlimentari 0.2 7.2
Bevande analcaoliche e alcoliche 1.7 52

Cereal
derivatives

! +0,5
Meat -0,7 IL !
+6,
+1,3
Cold meats : ! +7.4

Milk and dairy 0
products

-0,1 |
+7,6
Fishery -1,0 B
products +4,3
+0,3
Fresh eggs ! ! 1141

+8,0
3

CHANGES IN SHOPPING CART - Vegerables 12,5

+7,9
FOOD: e Le
IN-HOME COOKING AND RISING DEMAND OF PR — o
PACKAGED, HEALTHY AND LOCAL FOOD and fats +8,1
Non-alcoholic
beverages — +6,2 MW2019vs2018
. Alcoholic +2,3
Source: Ismea — Nielsen Consumer Panel " M1020vs 1Q19
beverages ; +4,2 P
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Italy - Covid-19 Emergency

Meat - YTD May 24th
Sales
Percentage change compared with the same period a year
60,0
49,8
50,0 a1 43,2
40,0 33,6 35,
30,0 24,4 26, 28,5
20,3
200 137 ‘
0,0
10,0 U I -
0,3 |J
0.0 L | i L L
-0,6
-10,0 -1,6 U
-20,0 -15,2
-21,
-30,0
-40,0 -33,7
POULTRY BEEF HOURSE SHEEP PORK OTHER
i YTD May24 4 Week 1-7 H Week 8-18 B Week 19-21
PRE-COVID PHASE 1 PHASE 2

Source: Trade MIS Nielsen
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Italy

Meat - Fresh pork - Consumption prices
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Italy

Meat - Prosciutto crudo Dop (Delicatessen) - Consumption prices
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Italy

Meat - Fresh pork - Domestic Consumption
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Source: Ismea based on Nielsen data, Consumer Panel Service
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Spain

In April, meat household purchases increased by 30.6% (year on year):

- pork purchases went up by 40%

- chicken purchases increased by 34.7%

- beef purchases increased by 27%

- processed meats by 23.3%

- rabbit meat increased by +14.2%

- sheep/goat meat had a lower growth, with volumes increasing by 5.%

Total household food purchases increased by 32.5& year-on-year, in April.

Source: https://www.elconfidencial.com/economia/2020-06-08/consumo-hogares-dispara-interanual-abril 2628723/
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https://www.elconfidencial.com/economia/2020-06-08/consumo-hogares-dispara-interanual-abril_2628723/
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