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General trends in retail in 2021

* grocery spending at an all time high (due to HoReCa closures,
lockdowns)

* going towards a ‘new normal’ - retail will once again need to rebalance
its role within the broader ecosystems with Horeca

* Impact of the pandemic: consumers both uptrading and downtrading

* In 2020-21, significant shift towards healthy/sustainable/local product:
30% of European consumers will focus on healthy eating in 2021

60% of European consumers are willing to pay more for sustainable
alternatives - 70% for fresh food (fruit, vegetables, and meat)

* Increased demand for organically certified products

Source: McKinsey 2021
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France

Fruit & vegetables : key data (home consumption)

Million € 2020 m Vegetables

Fresh 69%
Processed 31%
Total 38 221 14 446 23775

Source: INSEE - 2020

consumption breakdown
(2020 % value)

Fruits
7.2%

Vegetables
11,9%

Other
products
80,9%
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France

Vegetables : Evolution of fresh vegetables purchases (2020)

Evolution des achats de légumes frais
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France

Vegetables : the strongest increases in consumption in 2020

(sommes dépensées pondérées par le poids du produit dans le rayon)

En hausse Var. 2020/2019

Source: Kantar Worldpanel

TOP Légumes : Evolution en valeur

Asperge +31%

Courgette + 2/%

Poivron + 24%

Poireau + 24%

Endive +19%

Champignon de couche +17%

Oignon +15%

Carotte +15%

Salade + 1%
 [Tomate | +9% |
-~ CE

Pasteque -2%
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France

Vegetables: consumption (at home consumption)

The price effect was decisive in 2020, bringing consumption in value terms to a high level.

Evolution de la gamme légumes en volume en 2020 Evolution de la gamme Iégumes en valeur en 2020
Poids dans fa consommation par ordre décroissant en volume W Evolution 2020/moy. 2015-19 W Evolution 2020/19
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Unités des graphiques : quantités achetées et sommes dépensées par meénage.

Source: Interfel - 2020
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France

Vegetables : Evolution of fresh vegetables purchases (2021 : Q1)

LEGUMES FRAIS
Evolution des quantités & prix moyens d’achats

QA 100(*) de janvier a mars 2021 = 1919 kg Quantité achetee pour 100 ménages

Soit +4,5% vs 2020 = o
+ 6,8 % vs moyenne 2016-2020 Janvier a Evol 21 vs Evol 21 vs 20
mars 2021 5 5
(ka) 19 (%) (%)

Carotte 290,2 +8,5 =0,0

191,8 +11,0 +10,1
. Endive 172,8 -8,9 -0,9
3 : Oignon 1434 +218 +37
134 +125 87
1229  +129 +1,1
TOTAL
lanvier Février Mars LEGUMES 1918,6 + 9,7 + 4,5
= qal00 {kg) moy 5 ans = qal00 (kg) 2020 = 2100 (kg) 2021 Source : Kantar Worldpanel
= prix moyen (€/kg) moy 5 ans —=—prix moyen (€/kg) 2020 —8—prix moyen (€/kg) 2021
(*) Quantité achetée pour 100 ménages
Source: Kantar Worldpanel
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Italy

Household purchases - Year 2020

(Product shares) (Percentage changes yoy)
Alcoholic and non- Cereal Alcoholic
alcoholic beverages products beverages 10,7%
11,6
1 seer 11,8%
Other food Veet Wines and
products 102 sparkling wines 8,1%
13,8 ’ ‘
Non-alcohalic
beverages
Other food
Vegetable oils products 6,2%
and fats Co': ;uts Vegetable oils_3 g0, |—
18 ’ and fats I 10,19
Fruit
o0 P e 5.5%
Milk and dairy .
products Vegetables E— o
Vegetables 13,7 ’
05— Fresh eges Fish Fresh eggs —— 1%5%
1,2 8,1 '
Fish -0:4% I— 6.7%
Milk and dairy 0,2%
products — 8,3%

1,8%
Coldeuts — oo
0,2%
Vet —— o
Cereal I 0,7%
products 3,7%

. W2019vs 2018 W2020 vs 2019

Source: ISMEA based on Nielsen CPS data P
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Italy

Household purchases - Year 2020
FRESH VEGETABLES

Sales Value
(Product shares)

Tomatoes
15,0%

Other
18,6%

Green Asparagus

beans 1,8%_ Fourth range

2,4% T~ P salad
Artichokes 10,0%
Herbs 2,6%
—
and spices_—
2'g%p'-\ubergines
3,5% Potatoes
Onions _ N 9,0%
3,8%
Carrots salad
4,0% 7,0%
Fennels
4,0% Peppers Broccoli, Zuﬁc:};m
4,4% cauliflowers, e
cabbages
4,7%

Source: ISMEA based on Nielsen CPS data

Sales Value

(Percentage change yoy
2020 vs 2019)

Fresh I#

Vegetables -0,1% |

Tomatoes
|

Fourth range

salad -1,5%
I
Potatoes
-0,9% M
Salad ﬁ
Broccoli,
cauliflowers, %
cabbages 7,3%
Peppers e
Fennels l A
20 [
Carrots || T '
Onions l '
215 [l
I4 Sales in Volume H Average price
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Italy

Household purchases - Year 2020
PROCESSED VEGETABLES

Sales Value
(Product shares)

Tomato puree
10%

Other
25% . - el

Green sauces
8%

Red sauces

Frozen UHT
Minestrone _ 7%
i 3%
Pickled
vegetables
3% N
Natural N
vegetables Vegetables
3% legumes preserved
3% Canned in ;il
7
beans Frozen Frozen o
4% peas Frozen ready to use
4% Potatoes vegetables

5% 6%

Source: ISMEA based on Nielsen CPS data

Sales Value

(Percentage change yoy
2020 vs 2019)

Processed

vegetables 1,5%
e o )
Tomato

puree 7,2%

Green .
sauces a 1,1%

a )
Red sauces

UHT 1,1%
. v

Olive |

Vegetables
preserved
in oil
Frozen

|
ready to use
vegetables '0‘4%

Frozen | |

Potatoes = 2,7%

Tomato
pulp 6,2%

Frozen
peas 1,2%

Canned
beans 3,5%

l4Sales in Volume H Average price
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Italy

FRESH VEGETABLES - Trend in the modern retail - Sales value (Yoy)

Tomatoes
15%

Year
\ 2020 ’

10,0
4,6 4,4 4,7 4,6
. 3,3
3,0 3,2 “ 3,1 2,4
SRR B
—
— e n el SN — i el n _—

-0,8

Fresh vegetables Tomatoes

MYear 2020 MJan21 MFeb21l M Mar2l HApr21 K May21l MBRYTD May21

Source: Nielsen Trade Service ~u
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Source: IRl — Carrello della spesa

Italy

Prices evolution YoY - Hypermarkets and supermarkets - Variable weight

ORTOFRUTTA PV

-3.,4

-4,9
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-12,3 3.8 43
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Carrello della Spesa — Indice Tendenziale
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Portugal

CURRENT SCENARIO - TONATO

Jan to Har 202072021

Price
Reprerentation Tomato price
in F&V category vatiation

Source: Jeronimo Martins
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Spain: evolution in value

Evolucidn por seccidn: alimentacion, frescos y bebidas

Evolucion en valor vs. YAy vs. 2YA

TAM21 | TAM 21 TAM 21 | TAM 21 TAM 21 | TAM 21
vs. 20 vs. 19 vs.20 | vs.19 vs. 20 vs. 19
ALIMENTACION +4,0% | +9,7% FRESCOS +5,4% | +14,0% BEBIDAS +7,0% | +10,4%
ALIMENTACION SECA 4.5% 10,1% CARNE 6,7% 14,3% LECHES Y BATIDOS 0,8% 3,9%
CONGELADOS 10,1% - CHARCUTERIA 9,1% CERVEZAS 20,8% -
BEBIDAS REFRESCANTES| 57% 8,8%
CONSERVAS 2.1% 8,3% FRUTAS
VINOS 13,7% 16,4%
o o VERDURAS Y : !
PERIVADeS tReTROS 2,5% 4,9% J HORTALIZAS BEBIDAS ESPIRITUOSAS | 8,3% 10,0%
HUEVOS 4 1% 12,0% QUESOS AGUAS -2.4% -0,6%
PRODUCTOS 4-5 GAMA -E PESCADO ZUMOS _
MARISCO 103% | 11,3% BEBIDAS VEGETALES 8,6% 15,5%
ESPUMOSOS 1,2% 4,0%
Source: IRI
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Spain: evolution of key product categories

Vision general del Gran Consumo: Evolucién de los principales KPI s por seccién

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

0,8% 22% [} o
6.8% 05% |} I 7
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CARNE

I

5.696,9M

&
o

4.920,5M

CHARCUTERIA

A
o 1

FRUTAS

3.676,6M

3.175,7M 6,6% T s T 2o

VERDURAS Y
HORTALIZAS

£
aoif
QUESOS

2.762,1M

3
6.0% T s B s%

-.’38 B 2337,1v 6.8% - KRS | REX
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729.4M 10,3% 5,6% 4.5%
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Source: IRI
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Spain: online vs instore sales

Analisis de la cesta de la compra fisica vs. online

WDA Fig LA DA ONy
e o, CESTA R
DE LA COMPRA (000 |
PESO EN VENTAS PESO EN VENTAS
VOLUMEN VOLUMEN
AGUA SIN GAS 14,0% AGUA SIN GAS 19.0%
LECHE LARGA CONSERVA  8,7% LECHE LARGA CONSERVA 12,2%
FRUTA 6,1% CERVEZAS 4,4%
—CERVEZAS 3.7% e 'k\ VERDURAS Y HORTALIZAS 4,1%
VERDURA Y HORTALIZAS 5,5% o X SEFRESGOS DE COLA 37%
REFRESCOS DE COLA 3,7% ~
CARNE 3 O“; # Estas categorias \ FRUTA 3.5%
’ 00 il suponen el | CARNE 1,7%
PARAFARMACIA ' 2,3% I 50% h YOGURES FRESCOS SOLIDOS ~ 1,5%
YOGURES FRESCOS SOLIDOS  2,0% : 0 I
I para el TAM [
Il en volumen del II
I TOTALFMCG |
T l I l______________—_—_—_—_—_—_—_—_—_—__-
Source: IRI
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