


The macroeconomic situation
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After peaking last October, inflation is slowly decreasing Food inflation remains high at 12,5%
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Food prices have been decreasing for a few months Energy prices have fallen since late 2022
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Retail amidst high inflation

Retail sales in 2022 grew by 2.9% only because of
inflation

Retail sales volumes have decreased since 2022 as
consumers change their shopping habits to make
ends meet.
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Consumers in a cost-of-living crisis

Consumers have downtraded when shopping

Consumers are reducing purchases of fresh products
(meat, fish, fruit and vegetobles) and organic food to
buy more pastaq, rice and canned products.

Consumers prefer shopping at supermarkets and
discounters to find better deals and purchase more
private label products than branded goods.

+1.9%

Increase of share of private label across
Europe in 2022

+1.4%

Increase of market share by
discounters

Look for ways to save - Switch to less expensive Pay a higher price to get -4%
money when shopping foods to save money a healthier product
+12 +22 -8 Buy environmentally 17%
friendly products
{eg, zero pollution, made of N/A
, recyclable materials,
. . B'—W organic/ -3% minimizing packaging)
Actively search for best Buy high quality/ -5% bio products
promotions on food premium food products N/A
+15 -10
Source: EuroCommerce & McKinsey, Eurostat p
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Key trends for the future
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Normalization of prices/volumes Value of private label

Retail prices take up to 12 months to follow  84% of consumer respondents rate
commodity price evolution. The latter private labels similar or higher in quality
peaked in Q3 2022 so volume decline should Compqred to branded produots.

halt as prices normalize in H2 2023.
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Sustainability cooperation

The importance of sustainability continues
to increase, despite the current dip in
consumer demand.

Source: EuroCommerce & McKinsey

Online growth

After a period of post-pandemic stagnation,
e—grocery is expected to return to moderate
growth.
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https://www.eurocommerce.eu/living-with-and-responding-to-uncertainty-the-state-of-grocery-retail-2023/
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Inflation is changing consumer habits in France

According to the OpinionWay survey conducted in February 2023, 84% of French say they prefer products on special offer
(+3 points compared to 2017). 84% systematically compare product prices by brand 2/+5 points) and 68% buy private
labels as much as possible (+6 points). 67% are buying less and less meat or fish (+12 points).

o Le changement des habitudes en termes de courses alimentaires %

dans le contexte actuel 1032 pernne
Q. Et toujours concernant vos courses alimentaires, dans le contexte actuel, diriez-vous que... ?
Total Oui
Vous privilegiez les produits en promotion 84 A+3
Vous comparez systématiquement le prix des produits selon les marques 849% s
Vous achetez autant que possible des marques de distributeurs plutdt que ﬁ'ﬂ% A 46
des marques réputées
]
IS . . h .
N Vous achetez de moins en moins de viande ou de poisson 67% A2
5
s :
% Vous ne faites vos courses qu'une fois que vos provisions sont épuisées GU% A +10
[
o)
% Vous achetez en plus grand format (format familial, ventes en gros, etc.) afin 549% A s
3 de bénéficier d'un prix unitaire plus bas
RS
N
o % 28 . .
@ Vous privilégiez la vente dlrectelaup:res des prml:lucteurs 349 A +2
> (livraison de paniers, etc.)
O
3
(2] 3 et . . .
@ i, tout a fait '.' Oui, plutdt Mon, plutot pas @ Mon, pas du tout MSP
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Focus on food inflation

Huiles et graisses T T T — 29,0%
Beurre I — 23,6%
(Eufs e — 21,3%
Lait, fromage et oeufs e —— 20,7%
Légumes frais ¥y e —— 19,0%
Légumes e — 17, 7% m Jan-avril 2023

2022
Viande R =, e ean— 15,17 2021
Pain et céréales _m 14,8%
Pommes de terre I — ] 4, 6%
Produits alimentaires n,c,a, _“ 14,2%
Sucre, confiture, miel, chocolat et confiserie T —14,2%
Poissons et fruits de mer _” 13,5%
Boissons non alcoolisées I 13,1% . - .
o 1 , 12 5% La croissance des p:{:}a la consommation
Boeuf et veau T 1 2,4%
Poissons frais e
Fruits _1:@,_ 9,5% 14,0%
Fruits frais __-fr 9,2%
Boissons alcoolisées T 7,8%
-5% 0% 5% 10% 15% 20% 25% 30% 35%

Source : INSEE - derniére donnée avril 2023



Vegetables sales and prices in 2022 and 2023

Tomatoes sales volumes and prices in France in 2023
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Vegetable sales volumes (2022 vs 2021)
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Organic market: the French are less interested in the organic label

o Loss of consumer interest in the organic label in France in 2022
o Loss of consumer confidence in the French organic label in France in 2022 (85% in 2022 vs 91% in 2021) and in the
European label (65% in 2022 vs 76% in 2021)

Concerning these labels/logos/certifications, for each of them, please indicate whether you personally pay attention to
them when buying food products...

Concernant ces labels/logos/certifications, pour chacun d’entre eux, veuillez indiquer si, lors de vos achats de produits alimentaires, vous y étes personnellement...

Sp— m—— -

Label Rouge (n=1952) €3 ENEITENN 18% S A 25% ¥
viande de France ;‘..."g:/—m 19% J
Nutri-score (n=1957) m 18% .
AB (n=1905) ﬁim 20% | 65% [RASNCE

Zéro Résidu de pesticides. .. & _ 24% i 4 71%

AOC (n=1342) f!’C 28% I L 7% ¥ 71%

Eurofeville (n=1290) | 28% L 18% | J-12ets  INEER
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Consumers in a cost-of-living crisis
96% of French consumers want to continue buying fresh fruit and vegetables
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Focus on food inflation
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Vegetables sales and prices
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The shopping basket in 2022

PN

m Other

m Wine
Fruit
m Fish & seafood

m Bread & cereal

m Vegetables
m Milk and dairy

m Drinks (incl. alcohol)

m Oil

m Eggs
m Meat

N

2022 vs 2021 (sales value)

-1,8
Fish & seafo‘_

Fruit

B 3

Vegetables

I 5

Other

Drinks (incl alcohol)
Milk & dairy

Meat

Eggs

Bread & cereal

Oil

N 5,6
I 6,6
. 8,7
I 9,8
I 10,7
I 11,9

I 16
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Vegetables sales in 2022

SR

N4

m Fresh fruit

m Dried fruit

m IV Gamma

m Potatoes

m Frozen vegetables

m Citrus fruit

Source: ISMEA

m Processed fruit
Juices
m Vegetables
m Processed vegetables

m Processed tomatoes

Vegetables retail sales (value changes vs 2021)
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W Processed tomatoes Total fruit and vegetables
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Vegetables retail sales (volume changes vs 2021)
5
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0 L — —
-2 _112 _],3
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-10 _6,9

B Processed tomatoes
M Frozen vegetables

B Potatoes

Total fruit and vegetables
Other processed vegetables

B Vegetables



Vegetables sales and prices-focus on geographical indications
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The processed tomatoes basket in 2022

2% 0%

m Passata m Pasta sauces
m Pelati m Cherry tomatoes
m Fresh sauces m Other

m Chopped

m Concentrate

Variations 2022 vs 2021
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Proces
mk
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I 4.5
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-25
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5 ﬂ_ 35
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I
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I
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- ~ Paste
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The organic shopping basket in 2022

2022 vs 2021 (sales value)

<D
Eggs N 68

% Vegetabl@88 0,8
-2 Fruit

Totalorganic [l 0,5
m Non-alcoholic drinks m Other
= Oil Fruit -4 -2 0 2 4 6
- Yegetables - Eggs _ W 2022 vs 2021 (sales value)
m Fish & meat m Milk and dairy

Source: ISMEA
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Vegetables consumption in 2022 (1)

Food home consumption (volume changes vs November 2021)
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_20 12,8 15,2 13,2

B Meat m Fish &seafood m Fresh fruit m Vegetables m Bread m Oil B Eggs B Milk and dairy B Wine B Water B Alcohol B Soft drinks m Other

Volume (million kg) Value (EUR million)

4000
6200 Sales of vegetables

3000 decreased by 13,1%
D006 6000 in volume in 2022
compared to 202I

1000 5800 and by 54% in

- value.
0 5600

Volume Value
B Nov-21 m Nov-22

B Nov-21 m Nov-22
22 Source : MAPA



Vegetables consumption in 2022 (1)

Volume (million kg) in 2021 & 2022 value (million €) in 2021 & 2022
4000 5000
3000
2000 4000
1000 2000
. mBm m = . EmE o
W Tomatoes B Potatoes
B Tomatoes B Potatoes

M Processed vegetables m Other fresh vegetables
M Processed vegetables m Other fresh vegetables

Pro-capita home consumption in
volume in Spain in 2022:

= -11.3% for tomatoes;

= -10.9% for potatoes;

= -7% for processed vegetables;
= -13.7% for other vegetables.

Pro-capita home consumptionin
value in Spain in 2022:

= +1.1% for tomatoes;

= -2.6% for potatoes;

= +1.5% for processed vegetables;
= -7.7% for other vegetables.

Source : MAPA
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