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FMCG : households are looking for ways to save money

Promotion et prix au coeur de la recherche

According to NielsenIQ: d’économies

Les moyens de faire des économies sur les PGC FLS
- 49% compare prices more carefully
- 48% try to buy more on promotion
- 43% take advantage of discounted prices
on products that are close to their expiration
date R, B

— 39% buy Iess meat or fiSh J'achéte davantage de produits de marque du magasin

J'achéte davantage de marques moins chéres

1S a bas prix- discounter

» 37% Gre more CGrefu' When Shopping to J'achéte de plus petites quantités- pour dépenser moins
red U Ce fOOd WG Ste J'achéte de plus gros formats- moins cher au kilo (pack économique)

Je fais davantage de courses autour de chez moi- pour limiter 'usage de mon véhicule

e d'hyper{super)marché pour avoir de meilleurs prix

Source: NlelsenlQ




Meat consumption and prices
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Food inflation

Consumer Food Prices

Oils — ]7’0%

Seafood 9,5%
Meat 7,9%

Cereals, bread e ],2%
Food P ],3%
Dairy Products e 8,0%
Vegetable ——8,2%

Soft Drinks — 5,4%

Fruits E—— 46%

Sugar, jam... — 4,4%
Alcoholic Drinks — 2,8%
-2% 3% 8%

m 2022 m2021 m2020

Source: INSEE

wz | ooz
Food 7,3% 10,6%
Meat 7,9% 14,0%
Beef 8,9% 13,1%
Pork 6,1% 1,0%
Poultry 11,8% 17,7%
Lamb 9,7% 11,2%
Dried, salted,
smoked 6,8% 13,8%
meat




Focus on fresh food in hypermarkets and supermarkets

Les produits d’épicerie et du
frais LS sont bien mieux orienté
que les produits frais traditionnels

Fruits et Viandes et Produits
légumes charcuterie de la mer
+3

+1,6 +1,5 .
@ o

PGCFLS

PFT
=@
=k
o
W

Source: IRl (hypermarkets, supermarkets, e-commerce

Sélection de catéqories des PGC FLS '
vs PFT - Evol CA (96) 2022 vs 2021 -
Concept HM 5M E-commerce GSA -10,7



Organic markets - all products

Evolution des ventes et de I'offre bio >

Le bio

Evolution (%) — Total PGC FLS Bio - Tous circuits GSA (hors EDPM allemandes et france pour I'offre)

CAM : -3,5% CAM : -8,2% CAM : -10,0%
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Context (1): pressure to reduce meat consumption

New publication by I14CE - Institute for Climate
Economics “Reducing meat consumption:
public policies far from sustainability goals’
(February 2023):

v 14CE looks back in this report at the different
scenarios for reducing meat consumption
(targets ranging from -20% to -70% of
individual meat consumption between 2015
and 2050) and the necessary consistency

between production and consumption. lACE

v 14CE also analyzes consumption figures: TR

slight individual reduction but overall increase i | Réductiondela
in consumption, and major changes (more 3222°£{?§u‘;’;‘pfb¥;§£e§ '
poultry, catering, and prepared meals) - g;egdgégiﬁfg objectifs

v |4CE evoked the actions in progress
(vegetarian menus in public collective
catering, nutritional recommendations,
environmental display), and the tracks to be CofasSo
explored (to specify the objectives aimed at in A
the framework of the revision of the National

Low-Carbon Strategy...)




Context (2): pressure to reduce meat consumption

The Action-Climat network (Réseau
Action Climat - RAC) has published a
report (feb. 2023) that points out « the
lack of commitment of grocery retailers in
favor of sustainable food and the lack of
action by the State ».

The RAC indicates that the reduction of
emissions related to our food implies
reducing emissions from agriculture,
which can not be achieved without a
significant reduction in the consumption
of animal products.

The RAC is asking retailers to stop
promoting animal products or meat-
based products (nuggets, burgers,
pizzas..), "except for organic and Label
Rouge products’, and to promote a more
plant-based diet, in particular pulses and
other plant-based protein products.

Q@

ALIMENTATION ET CLIMAT

L'heure des
comptes pourles
supermarcheés

EVALUATION DES ENSEIGNES
ET RECOMMANDATIONS POUR
LES POUVOIRS PUBLICS

reseaug
}aCtiOl‘l H
climatz

RECOMMANDATIONS AUX ENSEIGNES 52

1. Recommandations prioritaires 62

2. Toutes nos recommandations 53
Pouraccélérerla transition aaroécologigue et soutenir les éleveurs dans la transition .53
Pour accompagner les consommateurs vers le «moins et mieux>»
de produits d'origing @nNIMAIE ...ttt ss DD
Pour accompagner les consommateurs vers une alimentation plus végétale de qualité.... 53
Pour promouvoir la consommation de produits biologiques...........ccoeeincre e 53
Pour rendre I'alimentation durable plus accessible a toutesettous ... 54
Pour lutter contre la déforestation import@e........... e D4
POUr PIUS A tranSPATENCE ...t se s a s ssss s s ess st s enssses s sssnsssssnasnsensnnnnnse DEF
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Meat consumption

Meat consumption continues to decrease

Fleischkonsum wird immer geringer @

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

60,8 insgesamt*

Geflugelfleisch

11,3 11,6

12,9

Schweinefleisch ﬂ
29,2 286

9.1 9.1 Rind-/Kalbfleisch 3 3 g 0

12 13 14 19 16 17 16 19 20 21
*Nach Abzug von Knochen, Futter, industrieller Verwertung und Verusten. 2021 voraufig, 2022 und 2023 geschatzt




Meat consumption and demand

Decline in demand for meat

Riickgang der privaten Fleischnachfrage @

Nachfrage privater Haushalte fir Fleisch, Fleischwaren/Wurst und
Geflugel in Deutschland; Index Einkaufsmenge (2006 = 100)

Hahnchen

Insgesamt
Fleischwaren/
Wurst

Schwein

2006 2009 2012 2015 2018 2021
ab 2013: Neues Gewichtungsverfahren (CP+); 2022 Hochrechnung vom 18.10.

© AMI 2022/vB-234 | AMI-informiert de Quelle: AMI nach GfK-Haushaltspanel




Inflation

Food inflation — January 2023

Fruit

Vegetables

M 1,70%
BN 5,60%

Pork

Cured meat

I 10,30%
I 13,40%

Eggs

I 14,50%

Beef

I 15,50%

Bread

Potatoes

I 22,60%
I 25,20%

Poultry

I 27,60%

Milk and dairy
Oils
Cheese

Fresh products

Source: AMI

I 39,90%
I ——— 21 %
I 42,10%
I 20,00%

Erzeuger- versus Verbraucherpreise

fur konventionell erzeugtes Schweinefleisch in Deutschland,
Monatsmittel in EUR/kg, ohne MwSt.

Verbraucherpreise

5,90

4,24 Differenz 4,66 5,57 5,82
L
wz
1,59 1.40 1,30
Erzeugerpreise Schweine S-P
2016 2017 2018 2019 2020 2021 2022




Market range - pork and beef

Marktspanne fiir Schweinefleisch (Deutschland gesamt)
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Marktspanne = Verbraucherpreis abziigl. MwSt abzligl. Erzeugerpreis

Schweinefleisch bis

Sep. 2011 Klasse E-P, ab Okt. 2011 S-P

Quelle: Thiinen-Institut flir Marktanalyse; BLE; LWK Niedersachsen, FB 3.1
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Stand: 19.12.2022

1,97

INiedersachsen
Marktspanne fur Rindfleisch (Deutschland gesamt)
11,00 k9SG
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9,00
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Marktspannen = Verbraucherpreise abzigl. MwSt abzigl. Erzeugerprelse

Quelle: Thinen-institut fir Marktanalyse:; BLE: LWK Niedersachsen, FB 3.1 Stand: 19.12.2022

FM Rinder
Nr.:75

Geschafisbereich Landwirtschaft
Fachbereich 3.1



2023 forecasts

Forecasts for beef

Forecasts for pork

Prognose der Versorgungsbilanz

Fur Rindfleisch in Deutschland

| 2020 2021 | 2022 | 2023

Nettoerzeugung (1.000 t) 1.094 1.080
Verbrauch (1.000 t) 1.209 1.162
Pro-Kopf Verzehr (kg/Jahr) 10,0 9.6

Jungbullen R3 (EUR/kg) 3,56 4,07
Kihe O3 (EUR/kg) 2,60 3,23

Stand: 14.11.2022

989
1.078
8,8
5,10
4,39

D

v D 9 D

Prognose der Versorgungsbilanz

In Deutschland

Nettoerzeugung (1.000 t)
Fleischausfuhr (1.000 t)
Fleischeinfuhr (1.000 t)
Verbrauch (1.000 t)
Pro-Kopf Verzehr (kg/Jahr)
Schweinepreis E (EUR/Kkg)
Ferkelpreis 28 kg (EUR/St.)

*Prognose vom 18.10.2022

5.117
2.367
977
3.727
32,3
1,60
55

4.971
2.321
984
3.635
31,5
1,36
38

4.472
2.030
954
3.480
29,2
1,82
48

D

| 2020 2021 | 202* | 2023 |

> 9> € €V € €




Organic meat market - organic products in fresh sales

Comparison 2021 to 2020 (in %)

PFLANZENDRINKS
FLEISCHALTERNATIVEN
EIER

MEHL

KONSUMMILCH
SPEISEQOL
FRISCHGEMUSE
FRISCHOBST

JOGHURT FEST

FLEISCH = | = 2021

KASE 2020

GEFLUGEL
FLEISCHWAREN / WURST

0% 10 % 20 % 30 % 40 % 50 % 60 % 70 %

© BOLW, 2022 | Quelle: AMI nach GfK-Haushaltspanel



Organic meat market - development of sales (volume and turnover)
in 2021

UMSATZ- UND ABSATZENTWICKLUNGEN VERSCHIEDENER BIO-PRODUKTE 2021
@n %)

Mengenwachstum 2021 == Umsatzwachstum 2021

PFLANZENDRINKS

ROTFLEISCH

GEFLUGEL
FLEISCHERSATZ
BUTTER

| FLEISCH- UND WURSTWAREN |

FRISCHGEMUSE
EIER

FRISCHOBST
FRISCHKARTOFFELN
KASE

MEHL

SPEISEOL

BROT

JOGHURT

QUARK

I I | | | | | I |
-10% -5% 0% 5% 10% 15% 20% 25% 30% 35%

@ BOLW, 2022 | Quelle: AMI Analyse auf Basis des GfK-Haushaltspanels



Organic meat market - share of organic meat purchases per type of
retail store

% VOLLSORTIMENTER === DISCOUNTER FLEISCHEREIEN mm= DIREKTVERMARKTUNG
20

15

10

2017 2018 2019 2020 2021

© BOLW, 2022 | Quelle: AMI nach GfK-Haushaltspanel

Source: Landwirtschaftskammer Niedersachsen 2023



Organic meat market - sales variation of organic meat in 2021
compared to 2020 (in %)

BIO-FLEISCH GESAMT
VERPACKTES FLEISCH
RINDFLEISCH

GEMISCHTES HACKFLEISCH
VERPACKTE WARE

LOSES FLEISCH
SCHWEINEFLELSCH
GEFLUGEL

KOMSERVEN

FLEISCH- UND WURSTWAREN
LOSE WARE

AUSGABEN

EINKAUFSMENGE

o BOLW, 2822 | Quelle: AMI nach GfK-Haushaltspanel

Source: Landwirtschaftskammer Niedersachsen 2023



Organic meat market - costs for the supply chain

Handel mit Labelfleisch verursacht hohere Kosten als
Marketing und Handel mit ,,gewohnlichem* Fleisch

HINTERSCHINKEN

Kilopreis, Durchschnitt Grossverteiler

Bauer Verarbeitung Detailhandel

Bauer Verarbeitung Detailhandel

Verarbeitung Detailhandel

Quelle: STS

Source: Landwirtschaftskammer Niedersachsen 2023
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Retail channels in times of crisis

Turnover by type of retail

o

2022

m Traditional m Other m Discount

Supermarkets m Hypermarkets

Source: ISMEA

22

Turnover variation by type of retail

Hypermarket
Supermarket
Discount

Traditional

(2019 vs 2022)

15,30%

6,20%

24%



20
15
10

-10

m Beef m Poultry m Pork m Other meat m Alternatives

Meat markets in 2022

Food home consumption (value changes vs October 2021)

15,5

8,9

5,1

-3,5 -4,1 -4,1

B Meat m Fish &seafood Fresh fruit Vegetables ®mBread mOil mEggs mMikanddairy mWine

Meat shopping basket in 2022

e

Volume changes in Oct 2022 (vs Oct 2021)

Alternatives NN 7,90%
other I
13,60%
Pork NN 57
-4,50% INNNEEEEIN

ChiGEENE _, 9o,

Source: ISMEA



Meat markets in 2022: prices and cured meat  *”

14
14,50
14,00
. 13,50
Volume and value changes in Oct 2022 (vs i ro

Oct 2021) -

Other [ I 6,80% “YegssssazaIaaNN AR

’ SRERRERRRAR RN

-4,10%

: 3%
Salami 1,70%

Fonte: Elaborazioni ISMEA su dati NielsenlQ - Consumer Panel

Retail prices for beef slices and ham

10,607

Prosciutto crudo o 3,30%
(o]
27
i 7%
Prosciutto cotto 3.90%
i~ -
Charcuterie B 3,90%
-0,40%
Source: ISMEA
99988833 d33aggqs
= [l - - > e = s i c ;';: h
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Meat consumption in 2022

0

-12,4

Food home consumption (volume changes vs October 2021)

N ] e ]
2,8
; - -6,3
! -8,5 -8,9 0>
-12,2 -11,1
-14,7 ’

-13,9 -13,8
-20
B Meat M Fish &seafood M Fresh fruit B Vegetables B Bread B Oil B Eggs B Milk and dairy B Wine B Water B Alcohol B Soft drinks B Other
Volume (million kg) Value (EUR million)
2500 15500
2000 15000
1500 14500
1000
14000
—
13500
0 Value
Volume
B Oct-21 mOct-22 B Oct-21 m Oct-22

26 Source : MAPA



Meat consumption in 2022

Volume (million kg) Value (million €)
800 6000
600
4000
400
" HNE i o | | | [
; - ;
Jan-21 Jan-22 Jan-21 Jan-22
B Chicken mPork mBeef Lamb m Cured B Chicken mPork m Beef Lamb m Cured
Pro-capita home consumption in Pro-capita home consumption in
volume in Spain in 2022: Spain in value in 2022:
= -13.8% for poultry; = -4.1% for poultry;

-10% for pork;

-18,1% for beef;

-24,7% for lamb;
-8.6% for cured meat.

-5.7% for pork;

-11,2% for beef;

-15,8% for lamb;
-4.9% for cured meat.

Source : MAPA
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