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France & EU

Economic context

@ Household confidence in Europe has been shrinking in recent months. Households continue to anticipate price

increases in the coming months.

@ In terms of retail channels, the sales of non-specialised food retailers continued to grow. At the same time, foodservice
sales have returned to growth in 2021, but their level remains below that of 2019.

Consumer confidence indicator

Foodservices turnover
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Source: IRI (hypermarkets, supermarkets, e-commerce

France

Focus on fresh food in hypermarkets and supermarkets
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France

French consumers' expectations (1)

According to an OpinionWay survey published in early February 2022, more than 70% of French consumers say they are willing
to pay more for food products from French production and also to pay more for food products to ensure a fair remuneration for
farmers.

c La perception des agriculteurs et de leur travail

Q. Etes-vous d’accord ou pas d’accord avec chacune des affirmations suivantes ?

D'accord

Les agriculteurs ne sont pas assez soutenus par les

9 pa A e 38% 42% 15% [Gl1% 80%

Je suis prét a payer plus cher les produits alimentaires _— o it

issus de la production francaise 18% 54% 21% 7% 72%
Je suis prét a payer plus cher les produits alimentaires

pour garantir une rémunération plus juste des 18% 53% 22% 71%
agriculteurs

Il est possible d'avoir accés a une alimentation saine a o p 0
des prix raisonnables b 53% 24% 6% 70%
Les agriculteurs sont rémunérés a leur juste valeur 48% 1% 18%

@ Tout afait d'accord @ Plutét d'accord Plutét pas d'accord @) Pas du tout d'accord MSP
“opinionway pour .:_m:r_._
Source : OpinionWay « Les Frangais, I'agriculture et I'alimentation » — février 2022
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France

French consumers' expectations (2)

French consumers are waiting for "natural" (they would prefer raw products to prepared meals, seasonal products, local
producers). They would also like to consume more organic products (63% of positive responses).

o Le régime alimentaire préféré a I'avenir

Q. Demain, vous aimeriez manger... ?

Oui

Davantage Naturel : vous privilégiez des produits bruts
aux plats préparés, choisissez des produits de saison, 43% A59 I 6% 889%
favorisez les producteurs locaux

Davantage de produits Bio

63%
Davantage Flexitarien : vous réduisez forterment votre o o 0
consommation de chaire animale notamment viande 16% 30% Z it 46%
Davantage Végétarien : vous ne consommez pas de 6% 13% 5} 5304
viande animale (beeuf, volaille, poisson) du tout - “ 5% “ 19%
Davantage Vegan : vous ne consommez aucun produit o ae »
alimentaire, textile, cosmétique ou ménager issu des 5% 9% 24% 62% 14%

animaux ou de leur exploitation (...)

. QOui, tout a fait . Owi, plutét Non, plutét pas . Non, pas du tout NSP

e+ <
opimonway pour  caur

Source : OpinionWay « Les Frangais, I'agriculture et I'alimentation » — février 2022
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Germany

Promotional campaigns for fruit in German retailers in early 2022

Apfel flihren mit weitem Abstand

Top-10 der am haufigsten beworbenen Obstarten — Anzahl der
WerbeanstoRe im Zeitraum Woche 1 bis 6 im Jahr 2022

Apfel
Orangen
Easy Peeler

Trauben

Kiwi

Heidelbeeren

Mango

Avocados

Zitronen

Bananen

© AMI 2022/0G-MW-1255 | AMI-informiert.de Quelle: AMI Aktionspreise im LEH
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Germany

Promotional campaigns for apples in German retailers in early 2022

Werbeintensiver Jahresstart

WerbeanstoRe flir Apfel im deutschen Lebensmitteleinzelhandel nach
Kalenderwochen
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Germany

Organic apples in Germany and Europe

Market share of organic apples
12%

10%
8%
6%
4%

2%

0%
European Union Austria Germany

m Market share of organic apples
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Italy

Household food consumption

After the boom of 2020, growth in household food consumption has
slowed significantly in 2021.

Variazione % della spesa su base annua nel periodo 2014-2021

8,0 /7.4
6,0
4,0 i
2.0
0.3 I 0.3 0.4 0.7
20 1 0,6
2014 2015 2016 2017 2018 2019 2020 gen-set

2021

Fonte: Elaborazioni Ismea-Nielsen
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Italy

Inflation

Gli indici di prezzo al consumo p
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= |ndice prezzi al consumo generale

Highest inflation since 2012

+10% for certain products such as pasta, pears, oil and a number of

vegetables

Giu-2020
Lug-2020
Ago-2020

er 'intera collettivita dei beni alimentari e totali

Set-2020
Ott-2020
Nov-2020
Dic-2020
Gen-2021
Feb-2021
Mar-2021
Apr-2021
Mag-2021
Giu-2021
Lug-2021
Ago-2021

== |ndice dei prezzi per i beni alimentari

Set-2021
Ott-2021
Nov-2021
Dic-2021
Gen-2022
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Italy

The shopping trolley in 2021

Composizione dello scontrino nel 2021

Bevande alcoliche analcoliche e

vino Derivati dei cereali
12,1% 13,7%
Altri prodotti
alimentari
Carn
13,8% 10 1%
Oli e grassi vegetali ——

1,7%

8,9% Ortaggi

10,3% Uova
’ 1,0%

Salumi
6,3%
Latte e derivati
tici  13.2%
8,6%

Fonte: elaborazioni Ismea su dati Nielsen
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Italy

Fruit volumes

Frutta - Peso su segmento e variazione su base annua

Succhi

Altra frutta 9%

trasformata
9%

Agrumi
15%

Frutta con Frutta fresca
guscio esclusi agrumi
13% 54%

Fonte: elaborazioni Ismea su dati Nielsen

Agrumi 9.2 -_ 15,5
Frutta fresca esclusi agrumi H 9,7
Frutta con guscio 32 .- 8.8
Altra frutta trasformata 50 -- 6,9
Succhi 213 .

B Var % 2020/2019 ®var% 2021/2020

Apples: 15%

Apples sales in 2021: -9% in volume (-6% in value)
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Italy

Fruit sales variation

Variazione % di spesa dei vari comparti su base annua

BEVANDE ALCOLICHE g

BIRRA

VINI E SPUMANTI

BEVANDE ANALCOLICHE
ALTRI PRODOTTI ALIMENTARI

.
- 2 A A =L

FRUTTA
-

UOVA FRESCHE | -11.6
ITTICI
LATTE E DERIVATI
SALUMI
CARNI
DERIVATI DEI CEREALI

m Var. % spesa 2021 vs 2020 w2020 vs 2019
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Italy

Focus on apples and pears

_ December 2021 Variation % with December
2020

Pears €2.65 +32,3

Apples €1,51 -0,7%
SALES OF PACKAGED APPLES

m Packaged mLoose

+5% since 2019 Organic: 1,2% of apple
sales
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Netherlands

retail price evolution
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Spain

Macroeconomics indicators

EVOLUCION iNDICE DE PRECIOS AL CONSUMO

Fuente INE

INDICE DE CONFIANZA DEL CONSUMIDOR

EVOLUCION PRODUCTO INTERIOR BRUTO
16,8

06 04 04 04 0.2 12 26

-0,7
-5,4

A7.7
T1119 T2/19 T3/19 T4/19 T1/20 T2/20 T3/20 T4/20 T1/21 T2/21 T3/21

Fuente INE (Tasa trimestral)

16,3 16,1 16.0

15,3 15,3
14,4 14,6
14,0 139 13.8

T2 T3 T4 T T2 T3 T4 i T2 T3
2019 2019 2019 2020 2020 2020 2020 2021 2021 2021

Source: IRI
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Spain

Evolution in value (I)

Evolucién en valor vs. YAy vs. 2YA- YTD

&

YTD 21vs.| YTD 21 vs.

20 19
ALIMENTACION FRESCOS
ALIMENTACION SECA CARNE
CONSERVAS CHARCUTERIA 4.7%
CONGELADOS FRUTAS
DERIVADOS LACTEOS HORTALIZAS
PRODUCTOS 4-5 GAMA QUESOS -0,8%
HUEVOS PESCADO -1,1%
MARISCO 2,2%

Source: IRI, data : November 2021

g

YTD 21vs.| YTD 21
20 vs. 19
BEBIDAS 1,4%
LECHES Y BATIDOS 1,5%
CERVEZAS
BEBIDAS
REFRESCANTES
VINOS
BEBIDAS
ESPIRITUOSAS
AGUAS g 9
ZUMOS 4.5%
,0 7
ESPUMOSOS 7.7% 7,0%
M
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Spain

Evolution in value (ll)

Evolucion en valor vs. YAy vs. 2YA- TAM

TAM 21 vs.
20

é TAM 21 | TAM 21
vs. 20 vs. 19

&

ALIMENTACION FRESCOS BEBIDAS
ALIMENTACION SECA LECHES Y BATIDOS
CERVEZAS
CONSERVAS CHARCUTERIA
BEBIDAS REFRESCANTES
CONGELADOS
VINOS
PR DAL RS BEBIDAS ESPIRITUOSAS
HORTALIZAS
PRODUCTOS 4-5 GAMA '
QUESOS
HUEVOS
PESCADO
MARISCO 1,3% ESPUMOSOS

Source: IRI, November 2021
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Spain

KPls

Frescos

®Ventas valor (M€)  mEvol. Valor vs. YA mEvol. Volumenvs. YA mEvol. Precio/ Vol. vs. YA

CARNE 5.188,4M -2,6% -0,9%

<&
=
&

CHARCUTERIA 4.933.2M -0,4% -1,3%
4§§

-1,7%

0,9%

)
B

3.6562,3M
FRUTAS

1,0% -2,4%

A oS

- 3.006,4M -5,5% -5,9% 0,3%
VERDURAS Y
HORTALIZAS

i Y

[Po*S 2.732,5M -0.2% 0,0% -0.1%
QUESOS

{a'(‘ 2.282,5M

-0,1% 4,8% -4,9%
PESCADO

686,8M -1,3% -1,8% 0,6%
MARISCO

Source: IRI, nov 2021
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Spain

KPls

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

Bebidas u Ventas valor (M€) mEvol. Valorvs. YA  mEvol. Volumen vs. YA m Evol. Precio/ Vol. vs. YA
LECHE‘S: BATIDOS 2.4582M -2,5% -2,9% 0,4%
CERv:EzAs 2.410,5M 6.2% -2,9% 9,1%
REFRESCANTES 2.384.8M 0,3% -3,1% 3,4%
& 1.526,9M -2,3% 1.9% -0.4%
VINOS ’
= 1.118,3M 9,3% 9.5% -0,2%
ESPIRITUOSAS
!-x
1.102,8M 2,7% 2,9% -0,3%
504,4M 3,1% 0,7% 2,4%
ZUMOS
298,7M 2,2% 4,5%
VEGETALES
n
i 237,6M 3,8% 3.4% 0,3%
ESPUMOSOS
IRi gg;r;r::frfs!f:’ﬁ;az’;f;,f:;f:ﬂggz;ﬂf1'0% + Perfumeria y Drogueria Modema) Copyright 2022 IRI. All Rights Reserved. 19
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Spain

offline vs online

Analisis de la cesta de la compra fisica vs. online

1 LA
WDA Fig, \DA ON;
R4 c, CESTA 2 .
“ DE LA COMPRA (000 |
R PESO EN VENTAS
PESO EN VENTAS VALOR
VALOR
- e ”_@ CREMAS/GELES BELLEZA FEMENINA 340,
FRUTA 4% DHD[ L.J PANAL Y (lBARI:«h(]S;PANAL 3.4%
VERDURA Y HORTALIZAS 4.1% ' 3,3%
CERVEZAS 3 20/0 L ECHE LARGA CONSERVA 3.1%
& 70 \\
LECHE LARGA CONSERVA 2. 7% e X\ FRAGANCIAS FEMENINAS 2.7%
PESCADO FRESCO 2,3% s/ Estas categorias Ny e
YOGURES FRESCOS SOLIDOS 1.8% i suponen el "
BRES Y ON o0 o ! 300/0 :I COMPLEM. ALIMENTACION |
FIAMBRES Y JAMON COCIDO 1.6% i doileeveriason wlos 1 - 2,1%
PESCADO/MARISCO CONGELADO 1 59 f para el TAM || AGUA SIN GAS 2,0%
i sobre el I CEPILLOS DE DIENTES 1.9%

TOTALFMCG |

Source: IRI, nov 2021
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