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France

Economic context (1)

@ Summary indicator of households' confidence

(D In August 2022, households’ confidence in the (INSEE)
economic situation has rebounded slightly. At 82, the 110
indicator that summarizes it has increased by two points
but remains well below its long-term average (100) 100
(2) Restaurant sales rebounded 100% in S1 2022, the
sector has finally returned to its pre-crisis level : 90
revenues are 11% higher in S1 2022 than in S1 2019. S0
Within the European Union, the trend is similar: +183% in 82
S1 2022. 70
(3 FMCG sales increased slightly during the first 8 \b‘@% I@QQ’ \@9% I\/},OQ’ \%9% @0% WQQ% ﬁ/@q’ &D‘b
months of the year (+1,6%) but decreased in votume (- D S T S S S, AU
1,7%).
@ Foodservices turnover _ @ Year-to-date moving average sales growth
% value (INSEE) 100% of FMCG (value) (NielsenlQ)
1,6%
McG 5.3%
Ecommerce <% 42.4%
0 - 0.3%
se 38% DA% 6T%h 65% 6.8% 17.0% Discount 5,1% m Jan-august 2022
— — - - - - . Convenience 5'989?6% 2021
SM 1,1%
- " 2_%%6’6% 2020
2014 2015 2016 2017 2018 2019 _,2{)',2{)':I 2021 Ss1 2022 0’7/6.
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Foodservices turnover
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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%

		S1 2022		100%
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Year-to-date moving average sales growth 
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				2020		2021		Jan-august 2022

		HM		0.7%		-0.9%		2.2%

		SM		6.6%		-1.2%		1.1%

		Convenience		8.6%		-0.2%		5.9%

		Discount		5.1%		-0.4%		0.3%

		Ecommerce		42.4%		6.1%		-2.2%

		FMCG		6.3%		-0.3%		1.6%

				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)

87

86

86

88

90

89

93

94

95

93

94

93

94

98

96

97

97

97

96

95

94

99

97

96

96

97

98

99

100

101

101

101

100

102

108

104

103

101

100

103

106

105

101

101

102

99

97

97

97

94

95

92

88

93

96

97

97

99

101

102

102

104

104

106

102

104

105

103

94

90

95

93

93

95

93

89

95

92.4477598971

91.7536666102

94.7148371368

95.0753448194

97.8653803172

102.7034705479

100.6854220885

98.3509719691

101.1242932989

98.619043133

98.187883967

99.1320778904

98.2039571225

96.705093946

89.6118064549

86.9501214105

85.1173213582

81.7868029278

79.5242254882

82



Feuil1

				Série 1

		2014-08		87

		2014-09		86

		2014-10		86

		2014-11		88

		2014-12		90

		2015-01		89

		2015-02		93

		2015-03		94

		2015-04		95

		2015-05		93

		2015-06		94

		2015-07		93

		2015-08		94

		2015-09		98

		2015-10		96

		2015-11		97

		2015-12		97

		2016-01		97

		2016-02		96

		2016-03		95

		2016-04		94

		2016-05		99

		2016-06		97

		2016-07		96

		2016-08		96

		2016-09		97

		2016-10		98

		2016-11		99

		2016-12		100

		2017-01		101

		2017-02		101

		2017-03		101

		2017-04		100

		2017-05		102

		2017-06		108

		2017-07		104

		2017-08		103

		2017-09		101

		2017-10		100

		2017-11		103

		2017-12		106

		2018-01		105

		2018-02		101

		2018-03		101

		2018-04		102

		2018-05		99

		2018-06		97

		2018-07		97

		2018-08		97

		2018-09		94

		2018-10		95

		2018-11		92

		2018-12		88

		2019-01		93

		2019-02		96

		2019-03		97

		2019-04		97

		2019-05		99

		2019-06		101

		2019-07		102

		2019-08		102

		2019-09		104

		2019-10		104

		2019-11		106

		2019-12		102

		2020-01		104

		2020-02		105

		2020-03		103

		2020-04		94

		2020-05		90

		2020-06		95

		2020-07		93

		2020-08		93

		2020-09		95

		2020-10		93

		2020-11		89

		2020-12		95

		2021-01		92						92

		2021-02		92						92

		2021-03		95						95

		2021-04		95						95

		2021-05		98						98						7/31/21

		2021-06		103						103						8/31/21

		2021-07		101						101						9/30/21

		2021-08		98						98						10/31/21

		2021-09		101						101						11/30/21

		2021-10		99						99

		2021-11		98						98

		2021-12		99						99

		2022-01		98						99

		2022-02		97						98

		2022-03		90

		2022-04		87

		2022-05		85

		2022-06		82

		2022-07		80

		2022-08		82












France

Economic context (2)

% Growth in FMCG sales during the January-August 2022 period was exclusively due to a price effect
(+3.3%). volumes were down by 1.7%.

% The value-added effect (upmarket consumption) is now almost non-existent : +0,2% during the
January-August 2022 period vs +2,5% in 2021.

Volume

-1,7%, YtoD P08 2022
-2,4% en 2021
+5,4% en 2020
-1,2% en 2019

Source : NielsenlQ - YtoD to 14 August 2022
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France

Economic context (3)

85% of French people say they are worried about their purchasing power (compared to 71%
in 2021), which is one of the main issues of concern for the French, along with climate change
(86%) and the future of young people (85%).

Les questions économiques inquiétent plus nettement cette année : le pouvoir d’achat constitue le
deuxiéme sujet d’inquiétude. En paralléle, la pandémie de Covid inquiéte beaucoup moins, ainsi que le

chdmage

Pour chacun des sujets suivants, diriez-vous gu'’il vous inquiéte ou pas... ?

- A tous, en % de réponses « Vous inguiéte » -

Lot

W N =

W N O ;g h

9
10
11
12
13
14
15
16

harris
interactive

Source : Harris Interactive - August 2022

Classement 2022
Le déréglement climatique

Vofre pouvoir d’achat ™ + 14 pts

L'avenir des jeunes**

L'avenir de vos enfants*

La délinquance

Le niveau des impots et des taxes ‘ +7 pts
Le terrorisme

Les inégalités

La démocratie en France**

La paix en France*™*

Le chémage ‘ -9 pts

La mondialisation

L'immigration

La place de Islam ‘ -3 pts

Les fakes news ou fausses informations ‘ -7 pts
La pandémie de Covid-19 Al -20 pts

85

84
83
82
81
81
69
69
64
64
62
61
57
56

Classement 2021

Le déréglement climatique
L’avenir de vos enfants*

Le terrorisme

La délinquance

Les inégalités

La pandémie de Covid-19

Le niveau des impéts et des taxes

Le chémage

Votre pouvoir d’achat

La place de I'lslam

Les fakes news ou fausses informations
La mondialisation

L'immigration

*ltem posé aux parents uniquement

En %
84

84

83

82
81

71
64
64
64
63

**Nouvel item 2022
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France

Period ending 31 August 2022

Meat consumption

Data from Kantar Worldpanel indicate a decline in sales of | | ;54 _ (% volume) Value
butcher's meat in France in 2021 and 2022. Purchases have 8% L o = Volume
fallen by -8% in volume on a year-to-date basis to the end 6% - - ”
of August 2022 (and by -5.6% compared to their pre-crisis 4%
level). The fall is no longer explained by a return to 29
normal, but by a crisis-related drop in prices (beef prices 0% : .
jumped by 12% between August 2021 and August 2022). 2% - ! .
Consumption was more particularly pulled down by the -4% -2.3% % 39
beef (-12.3%) and veal (-16.2%) segments. Pork held up -6% - 5.6
better (-2.3%) -8% - e
10% -8.0%
2019 2020 2021 2022 2022/2019
30% 1 Meat Consumption 30% - Consumption Prices
(% volume) %)
20% - 20% -
o | m2020 m=m2021 2022 o
10% 10% 1 3.6% [ 3.6% 2-5% 2.5%
0% '—.- . S BN .- | 0% -—-———-——————-——.-—
-2.3%
-10% - -8.0% -10% -
20% - “12.3% 6.2% 65 s 2020 w2021 2022
-30% - -30% -
Meat Beef Veal Sheep Pork Meat Beef Veal Sheep Pork
Source: Kantar Worldpanel - FranceAgriMer - moving year-to-date at the end of August o~
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France

FMCG : inflation (October 2022)

According to NielsenlQ, the increase in meat prices in supermarkets was very strong

between October 2021 and October 2022: +28,57% (+2,64% between September and
October)

Viandes et volailles approchent désormais les 30% d’inflation sur le
mois d'octobre

Top 10 des catégories PGC-FLS les plus inflationnistes a octobre
Inflation (%) observée alanetal mois

Source: NlelsenlQ

/ NIELSENIQ
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France

Inflation : food

According to Insee, consumer prices for meat increased by 6, 1% during the first 9 months of the
year. The trend is accelerating, with an increase of 11% in September 2022 compared to

September 2021,

Consumer Food Prices o months | Sept 2022/
Oils 13.2% 2022 Sept 2021
Seafood e 8.6% Food 5,4% 10,6%
Meat r 6.1%
Cereals, bread e 5.7% Meat 6,1% 11,0%
Food 14 Beef 7,6% 11,4%
0 ee ,6% ,4%
Dairy Products [ 5.4%
5.3%
vegetable [ 53 pork o | 7o
Soft Drinks —3.9%
Fruits AL EEEES Poultry 9,9% 15,8%
Sugar, jam... e 2.9%
Alcoholic Drinks B 2.0% Lamb 9,0% 10,5%
-2% 0% 2% 4% 6% 8% 10%  12% 14% E;:ggéga;:::t’ 3,8% 11.1%
m 2022 (9 months) m2021 m2020
Source: INSEE
P oax'
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Source: IRl (hypermarkets, supermarkets, e-commerce

France

Focus on fresh food in hypermarkets and supermarkets

The sales of fresh food products (= unpacked products) decreased by -2,8% in value during
the first 8 months of 2022 compared to the same period in 2021. The sales of meat
decreased by -4%, the sales of charcuterie increased by 3,9%.

Sales growth of fresh food products (% value)

d?:éise Fresh food (% value), 8 months
m 2020 2021 / 2020 510 2022
20% 2021 / 2019 m 8 months 2022/8 months 2021
Seafood
15% 7.7%
10%
5% 3.9% Deli meat

2.2% 10.9%

. i s
SR AL Y 1
5% -2.8% -2.6% 5 Bakery

-4.0% -4 89
4.8% 12.1%

-15% -13.6%
Total F&V Meat Bakery  Deli Meat Seafood Deli cheese
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France

Organic market (all products)

The organic products market in France has been on the decline for several months. During
the first 9 months of the year, sales in supermarkets have decreased by 5% in value

compared to the first 9 months of 2021. They had fallen by 3.1% in 2021 and increased by
13% in 2020.

Evolution des ventes et de ['offre bio
Evolution (%) — Total PGC FLS Bio - Tous circuits GSA (hors EDPM allemandes pour I'offre)
—"

0,2%

. CA
o IRi —VoL
——OFFRE

-8,4%

-11,4%

P10 2021 P11 2021 P12 2021 P1 2022 P2 2022 P3 2022 P4 2022 P5s 2022 P& 2022 P7 2022 Pa 2022 PO 2022
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France

Flexitarism

Consumers continue to reduce their consumption of animal protein, particularly in Italy,
Spain and Germany - also a way to reduce food expenditure.

34% of French people say they are reducing their consumption of animal proteins. 20%
reduce their consumption of animal proteins without adopting a vegetarian or vegan diet.

Diminue sa consommation de protéines animales ou flexitarien

|
39 1 34 1 24 38 43 55 24 23 40 45 50 53
a+d | | A+10 AT A+15 A+8 A+7
' I
.. |
Diminue s

:onsommrrion de protéines animales sans pour autant adopter un régime végétarien ou vegan

25
Avd

20 15 22 32 41 15 13 25 27 34 37

A48 A+11

22
A+d

20
e

TOTAL FRANCE ROYAUME-UNI ALLEMAGME ESPAGHNE ITALIE ETATS-UNIS 15RAEL CHIME MOYEN-ORIENT ASIE IMDE

I
I
I
I
I
I
Adopte IJII régime flekitarien (consommation réduite de protéines animales)
I
I
I
I
I
I
I
I DU SUD=-EST

Source: SIAL Insights 2022
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Germany
Consumption 2022

Fleischkonsum wird immer geringer @

Pro-Kopf-Verzehr von Fleisch, in Deutschland, in kg/Jahr*

insgesamt*—

62,8

Scﬁweinéﬂeisﬁh

| | Geflﬁgelfleiscﬁ |
13,1 13,0
11,3 | MNM,5 : :

9] [ 9l0 | ' | ' Rind-/Kalbfleisch 9,5 g;z”
" 12 13 14 15 1 17 18 19 20 2 2 I F

*Mach Abzug von Knochen, Futter, industrieller Verwertung und Verusten, 2021 vorlaufig, 2022 geschétzt,

& AMI 2022VF-132 | AME-informiert.de Quelle: AMI: BLE: Destatis; Thinen-Institut
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Italy

Sales at retail (value and volume)
Bevande analc. e alcoliche -5,0 -
Oli e grassi vegetali 8.0 I 13,2
Frutta 1,0 N 11
Ortaggi qom 1P
Uova ;1) 7 mibiems
Ittici -6,7 r—

Latte e derivati

-2‘
-4,1

e e e e LT

-0,
Salumi _0?2 |
1,8
Carni bovine 09 N
Carni avicole = 2.0 54
||
P— B 6,7
Derivati dei cereali W11
primo trim '22/primo trim '21  m2021/2020

Source : ISMEA

ALTERNATIVE CARNI FRESCHE
VEGETALI ALTRE
GAHMEMME 12%
SUINE
21%
CARNI
BOVINE LE
30%
5,4%
CARNI BOVINE -5,6% --

B 11,0%
CARNI AVICOLE .8.0% I

o 32%
CARNI SUINE 33
CARNI FRESCHE ALTRE B 13.9%

-1,1% |

L i

B 2021/ precovid (media "18-'19) Egen mag 2022/gen mag 2021

ALTERNATIVE VEGETALI CARNE
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Italy

Focus on beef and poultry

Poultry Beef

Acquisti domestici in volume (t) - primo trimestre

Fonte: Elabarazions lsmaa su dati Nislsen
primo trim '19 primo trim '20 primo trim '21 primo trim '22 i

B CARNI FRESCHE ELABORATA AVICOLA = CARNI FRESCHE NATURALE AVICOLA 47%

Prezzi medi alla distribuzione (€/Kg)
19,0%

12%
mC B ax x
T I

-5% -8,2% -6,8%

621 Scottona Bovino Adulto vitello
. l W 2021/2020 m 2021/ precovid (media '18-'19)

W gen mag 2022/gen mag 2021

, Primotrim2019  primotrim 2020  primo trim 21 primo trim 22

Source : ISMEA
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Italy

Consumer behaviour in the cost of living crisis

N R

AUMENTO MEDIO ACCETTATO » +5.7%

®@ eoooeelocneoee

Source : ISMEA

pane

pasta

verduro fresco
frutta di stogione

Oind BxTng vergine ol olnag

Lo

lntra

pesce fresco

passate @ polpe dr pomodaoro

formaggi
surgelati

vino

6, 1%
6,0%
6,0%
6,0%
6,1%
B, 1%
6, 0%

carne qwcala / carme bianco

5,6%

5.5%
5,4%
53%
&,9%
4,9%

TI'TTTT'T

corne boving fcomernsso B3 B

vy vrYy vw

24% 10%
[ e o BN |
7% ERRE e ]

3= I

Ty N
i ; n%: I
[ SH% DU R S
I T e a—
I . T 7 e
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Spain

Focus on retail

Cuota de los lugares de compra en Volumen (kg/l)

TOTAL ALIMENTACION 11,3
ALIMENTACION FRESCA 14,6
RESTO ALIMENTACION 2

H TIENDA TRADICIONAL = HIPERMERCADO ® SUPER+AUTOSER m TIENDA DESCUENTO  OTROS CANALES m E-COMMERCE

% Evolucién de Volumen (kg/f1) en cada Lugar de Compra

-10,1
12,0
38 134 102 40 145 s
16,7 16,4 172
T.ESPARA TIENDATRADICIONAL  HIPERMERCADO ~ SUPER+AUTOSER  TIENDADESCUENTO  OTROS CANALES E-COMMERCE
source : MAPA W.TOTALAUMENTACION W ALIMENTACION FRESCA  RESTO ALIMENTACION
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Spain

Meat consumption

Volume (million kg)
2500

2000
1500
1000

500

Volume
mJul-21 mJul-22

Sales of meat decreased by 12,7% in
volume in 2022 compared to 2021 and
by 9,5% in value

Source : MAPA

16000
15500
15000
14500
14000
13500
13000

Value (EUR million)

Value

mJul-21 mJul-22
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Spain

Meat consumption in 2022

Volume (million kg)

700
600
500
400
300
200
100

Jan-21 Jan-22

m Chicken mPork Beef Lamb Cured

Pro-capita home consumption in Spain decreased in
2022:

= -13.9% for poultry;

= -10,9% for pork;

= -18% for beef;

= -27% for lamb;

= -9 4% tor cured meat.

Source : MAPA
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