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Europe

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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Europe

Economic context

EU food inflation
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Europe

Consumer behaviour in times of crisis

Europe
average*

More consumers prioritize price

Look for ways to
save money when

. +9
shopping
Actively research 28%
for best +1
promotions
Switch to less

0

expensive 18%
products to save | +1 |
money
Buy private-label 14%
products instead | +4 |

of known brands

Retailers do not expect demand
changes in relation to bread, milk,
extra-virgin olive oil, but expect
decreases in demand for fresh
seafood, cheese, wine.

Source: McKinsey, ISMEA
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Europe

Healthier eating and sustainability

Net intent’ of consumers toward grocery shopping
in 2022 compared with 2021, European average, % Bl 2022 Charr.ge from
previous year

Low income High income

+12 p.p.2 +4 p.p.2
52%

32%

Price

Intention to look for more
ways to save money in
2022 than 2021

+2 p.p.2 +4 p.p.2
39%

29%

Health

Intention to focus more on
healthy eating and nutrition in
2022 than 2021
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France

Still Wine : retail

Hypermarkets and supermarkets account for the bulk of still wine purchases,
regardless of category. Discounters and convenience stores are over-represented in
foreign wine purchases, while direct sales, wine merchants and other specialists are

over-represented in standard PDO and PGI.

Répartition en volume des achats de vins tranquilles par tvpe de circuits de 2010 a 2020 (en %)
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W Cavistes m Vente directe W Autres spécialistes B On Line Généralistes

Source: IRI - FranceAgrimer
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France

Still Wine : consumption (home consumption) - 2021 + Q1 2022

According to Kantar, household consumption of wine decreased by -5,5% in volume in 2021 (vs -0,8% in volume
in 2020) compared to 2020 and -6,3% compared to the average 2018-2020. The consumption decreased by -1,5%
in value compared to 2020. Consumers tended to buy more expensive wines, in contrast to previous years. The
average price was €4.91 per litre, up 4.2% on 2020 and +4,9% on the 2018-2020 average. In terms of colors, only
white wine purchases increased in 2021 (+3,2% in volume and +8,5% in value).

Sales of still sales of still wines are down by 10% in volume in Q1 2022 compared to Q1 2021 (-10% also compared
to the compared to the 2019/21 average) and 10% in value (-6% compared to the compared to the 2018/20 average).
In contrast, the price paid was €4.66/|, which is stable compared to 2021 (+4% compared to the 2019/21 average).

Structure des ventes de vins tranquilles par couleur
sur le cumul de janvier a décembre 2021

32%

37%

20%
23%

= ROUGE BLANC ROSE

Cercle interne : volume
Cercle externe: valeur

Evolution des ventes de vins tranquilles en grande distribution par
couleur sur le cumul de janvier a décembre 2021 (vs moy. 2018/20)

8,53%

3,32%

5.10% - -3,80%
- -6,23%

-10,31%

ROUGE BLANC ROSE

uVolume = Valeur

Contour : HM+SM+EDMP FR+E-commerce GSA+Proxi
Source: IRI - élaboration FranceAgriMer
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France

Still Wine : consumption (home consumption)

Total HM + SM + HDF + |Ventes en volume Evolution sur |Ventes en valeur| Evolution sur Prix Evolution
’ Salic :-cnm:'lerce*- en millions |un an des ventes| en millions |un an des ventes moyen sur un an du
P de litres en volume d'euros en valeur en €/litre prix moyen
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According to IRI, still wine  mop e 36008 = -74% 141203 5% 392 | +25%

sales fell by 5,5% in volume o e TP R LT
in 2021, and by 1,6% in ‘ewes L T 26 S
Blesce > 20056 | +07% | 113204
Rosés e 3378  -69% 128570  -53%
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The growth dynamic was  Vemeperdu75cdl  ® 47526 | -23% 326358 | +15%
particularly strong for white  per e 3107 -a5% 6341 -47%
wines (+4,4% in value). ‘Brique ¢ 368 -B5% 1028 | -101%

68T | +39%
2l 7%

R

Cubitainer e 871 @ -214% 1341 E 154 | -02%
In terms of packaging, only  Bag-in-Box® B 3782 = -86% 113161 2,84 . -05%
sales of non-returnable  Doypack/Pouch® e 426 | -211% 2031 P, ATNIEY, TR .

|ass 75 CI botﬂe have N s oot i o e A A R AR S ;
ﬁmreas(ed in value (+%,5%). o S . N W
IGP cépages B 18677 @ -79% 640,97
o e SRR S T e m
Vins e"tnn'gers'hurs‘e'ls{i . 1005 | -83% | 49,48
VSIG dont: e 20291 = -75% | 43782
e T T
e S e e
L ]

_ VSlGEtatsmembres o 7428 | -83% 15244 |

e BT
343 +12%
B
492 | +24%
216 | +03%

284 +19%
TR
205 . -08%

Note also the increase in
sales of PDO wines (+0,7%
in value) and wines without
geographical indications
France (+10,2%).

KEIKKKKLY LEKKKY KLIK ©

Source: IRl via LSA — 2021
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France
Wine & alcohol: sales in HMSM l]

Sales in hypermarkets and supermarkets
(% in value)

-6,7% NG

According to IRI, the sales of still o 0,8%

. . . . Still wines 0,2%
wines increased very slightly in 1 0:5%
2021 (+0,8%). Growth has been -3,2% R
much more robust for spirits and
champagne (+7,8%) and beers & -5,9% N 2 dog
ciders (+15,8%). Spirits and champagne 39%

. BN 3,7%

In the first 4 months of 2022, the -1,6% Il

trend was downward for all 3
segments (-6,7% for still wines).

-8,0% I

Beers, ciders 4 2%

,97/0

15,8%

® 4 months 2022 2021/2019 2021/2020 w2020 m=2019
Source : IRl (HM+SM+Discount+Ecommerce)
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France

* **
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il

In 2021, organic wine sales in supermarkets amounted to 36.2 million liters, for a turnover of 271.2
million euros according to IRI (-0,4 % in volume and +2,8 % in value compared to 2020). Noting that the
organic wine category remains better oriented than conventional. In terms of valuation, the dynamic is also
slowing down, but remains strong. Representing a little less than 4% of GD wine sales, organic wine
accounts for almost 6% of sales in 2021.

Wine : organic market

Sales of wines in supermarkets (million €)

5.000
4.500
4.000
3.500
3.000
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4.458 4.289 4.340 4.291

2018 2019 2020 2021

(@)

m Conventional mOrganic

Source : IRl via Vitisphere
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France

Wine shops : rebound

vcl,:grg’itasbis Butchers Wine shops Fish shops
2015 11,0% 1,3% 8,7% 3,8%
2016 11,1% 3,1% 10,6% 3,0%
2017 11,2% 2,4% 7,7% 3,5%

According to INSEE data, the turnover of
wine merchants jumped by 20% in value
in 2021 compared to 2020. This rebound 2018 9.7% 4.4% 7.7% 2.0%
comes after an average annual decline of
2.5% in 2020, due to the closure of many

stores in 2020. 2019 9,0% 4,1% 5,8% 4,2%
In the first quarter of 2022, sales rose by a
further 7.7%. 2020 15,4% 12,1% -2.5% 7.4%
2021 6,2% 5,8% 20,0% 16,9%
Q1 2022 -5,,4 -3,1% 7,7% -8,6

Source: INSEE
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France

The French and wine consumption

The favorite alcoholic beverage of the French since 2015, still wines (49%, -1 point) are in 2022 in close proximity to
beer, which has seen a clear increase since 2021 (51%, +12 points). Wine remains in first place among the preferred
alcoholic beverages for women (45%) while men prefer beer (59%). Champagne remains in third place for both sexes
(31%). Spirits in cocktails are cited by nearly one Frenchman in five. This barometer shows that still wines are more
preferred by the older generations, with a gap of 28 points between the 18-25 years old (33%) and the 60-65 years

old (61%).
. . s < BAROMETRE 2022
Le vin et la biere au coude-a-coude SOWINE/DYNATA

31%
CHAMPAGNES
-2V 2021

LES FRANCAIS ET LE VIN

Etude menée en decembre 2021 sur wn éc

De maniere générale, quels types de boissons alcoolisées préférez-vous consommer ?

51% = 49
s B
«

TRANQUILLES

\\&

18% 20%
(-] (-]
SPIRITUEUX PURS COCKTAILS
-3FE VS 2021 -6 7T WS 2021
hantillon de 1015 Francais entre 18 et 65 ans, dant la représentatiate a @té assuree par la mothode des quatas SOWINE &Y dyncio
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France

The French and wine consumption

In 2022, the average budget for buying a bottle of wine continues to increase. The 11-20€ category reaches 56%, +34
points since 2013, and the more than 20€ category for the purchase of a bottle represents 23%, +17 points since 2013.
Among consumers who allocate a budget between 11 - 20€, 59% are particularly interested in the world of wine.

e - : BAROMETRE 2022
- Le budget alloué a I'achat d’'une bouteille de vin en hausse SOWINE/DYNATA
>
por Le plus souvent, quel budget moyen allouez-vous a 'achat d'une bouteille de vin ? Lintérét pour P'univers du vin
o augmente le budget moyen alloue
a I'achat d'une bouteille de vin
- B Voins de 5€ T 5-10€ [ 11-20€ Plus de 20€
5‘ des consommateurs qui allouent
= 59% un budget entre 11-20€
« ®  g'intéressent particuliérement
= g 56% a l'univers du vin
n 51% B -
ﬂ des consommateurs préts a payer
69 plus de 20€ une bouteille de vin,
', ‘% s'intéressent particulierement
e L N/} a 'univers du vin
22% | 23%
21% y % ;
a 18%
6% B 3%
2013 2022
Etude menée en dicembre 2021 sur un échantillon de 1015 Francais entre 18 ot 65 ans, dont la représentatiete a gte assurée par la mithode des quotas SOWINE Y dynala
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France

The French and wine consumption

In 2021, 46% of French people bought wine online. This figure will drop to 41% by 2022. However, despite the reopening
of shops, the number of online buyers has not returned to its pre-pandemic level, a sign that habits have structurally
evolved during this period. Online purchasing remains more common among 18-25 year olds (55%), 26-35 year olds
(53%) and wine connoisseurs/experts: a quarter are major online wine buyers (+3 points). Grocery retailers websites are in
first place with 33% of online buyers (+5 points), but producers' websites (30%) and wine shops (25%) challenge this
position. A third of online wine buyers have an average basket ranging from 31 to 50€. Half of the buyers (48%) have 3 to
6 bottles in their basket and 23% of buyers have 7 to 12 bottles.

BAROMETRE 2022
SOWINE/DYNATA

487

des acheteurs de vin
en ligne comptent
3 3 6 bouteilles
dans leur panier

Des habitudes d’achat qui ont évolué depuis la pandémie

o des acheteurs de vin achétent __‘ (-]
©  duvin en ligne (-5°™ VS 2021) — (-

des acheteurs de vin
en ligne ont un
panier moyen allant

des 18-25 ans des 26-35 ans de 313 50€

L'achat en ligne est davantage répandu chez les jeunes :

Evolution de I'achat de vin en ligne

LES FRANGAIS ET LE DIGITAL

2022

m Acheteurs de vin en ligne - Focus : acheteurs agés de 18-25 ans

Etude menée en décembre 2021 sur un échantillon de 1015 Frangais entre 18 et 65 ans, dont |a représentativité a été assurée par la méthode des quotas. sowine g}: dynata
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Germany —

Wine consumption (litre per capita)

25
20,5 20,1 20,7 20,7
20

15

10
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2018 2019 2020 2021
@ Still wine B Sparkling wine

Source: Wines of Germany
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Germany —

Wine consumption (per type of wine)

Wein gesamt/ Wine total (in %)

2016* 20177 2018 2019* 2019** 20207~

B Weiflwein B Rotwein I Roséwein
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Germany —

Consumer buying trends by channel (2020)

A

m Discounter  m Supermarket = Winery Drinks retailer = Wine trader
= Online trader = Winery online = Other online = Other
™
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Italy I I

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 3.2
2.0
0.3 I 0,3 0,4 0.7
O:O ] [ | | -
20 11 Q.6
2014 2015 2014 2017 2018 2019 2020 gen-set

2021

Fonte: Elaborazioni Ismea-Nielsen
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Italy I I
The shopping trolley in 2021

Composizione dello scontrine nel 2021

Bevande alcoliche analcoliche e

vino 48 Derivati dei cereali
12,1% 13,7%

Altri prodotti

alimentari .
%
13,8% ; na;’;;j
Oli e grassi vegetali Salumi
1,7% — sl
Frutta 3 S
: atte e derivati
8.9% Ortaggi ! b
10,3% V“ova

1,0%
Fonte: elaborazioni Ismea su dati Nielsen
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Italy

Wine in modern distribution channels in 2022

Vendite settimanali vini alla gdo (litri)

litri

11.000.000
10.000.000
1 3 5 7 9 11 13 15 17 19 21 23 25 27 29 31 33 35 37 39 41 43 45 47 49 51
settimana
s W10 e 217 e 2121 22
Quote vendite vini alla GDO in volume Quote vendite vini alla GDO in valore
SPUMJ :'uTI
13%
SPUMANTI
24%
VIND DOC/DOCG
32% INO DOC/DOCG
475
VIND SENZA VIND SENZA
DENOMINAZIONE DENOMINAZIONE —
3% 14%
% VIND 16T
24%
20%
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Italy

Purchasing drivers for wine

Choice based on brand Choice based on the origin of raw materials
Pasta N 29% vova I 66
surgelati I 275 Olio extra vergine di oliva N 667
Passate e polpe di pomodoro N 2% Carne avicola / carne bianca N 6%

Pesce fresco [N 65%
Carne bovina / carne rossa | 632
Verdura fresca I 629

Olio extra vergine di oliva | NNNNEGSoEGE 10°% Frutta distagione | 53%
Uova NN 7% Latte N 50%
Carne avicola / carne bianca I 7% Formaggi NN 48%
Carne bovina /carne rossa [ 5% Pane NG 48%
Frutta di stagione [N 5% Passate e polpe di pomodore  [INNNNINEGGEGEGNGEGNGENENNEEEEEEEEEE 44%
Verdurafresca [ 4%
Pesce fresco [ 3%
Pane M 3%
Choice based on organoleptic qualities Choice based on sustainability

Uova

[
B
B

Pesce fresco

-
Q
=

o Carne avicola / carne bianca |GGG 00
Frutta di stagione |GGG 31% Carne bovina / carne rossa | N 0%
Passate e polpe di pomodoro  [NNNNENEGEGGEGEEEE 7 Verdura fresca [N &9
Verdura fresca [ 6% Latte NN =2
pasta NN 23% Frutta di stagione | HNNNNEGGEENGNGN 2
Carne bovina/ carne rossa [N 232 Passate e polpe di pomodorc [ INNNINENGGEGEGEGEGEGEGNE 6%
Pesce fresco [N 2%
Latte NN 222 Vvino NN <%
Olio extra vergine di oliva | INNNINEGgGNEENNNNNN 0% 2
Carne avicola / carne bianca NN 158% Olio extra vergine dioliva [NNNGIGNGININGNGEGNE 5
Uova [N 12% Formaggi NG 5%
Surgelati | n.a. Surgelati | n.a.

Source: Osservatorio consumi Ismea-Nielsen — Survey based on a sample amounted to about 3.000 families ...
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Spain

Economic situation

s
”

EVOLUCION IiNDICE DE PRECIOS AL CONSUMO

I\!u
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16.8

0.4 0.4 02 12 26 22

D
it

5.4

-17.7
T219 T3M19 T4M19 T1/20 T2/20 T3/20 T4/20 T1/21 T2/21 T3/21 T4/ 21

Fuente INE {Tasa trimesiral)

2. TASA DE DESEMPLEO
”’

163 161 16.0
140 139 138 144 153 153 146 134 137

T T3 T4 T T2 T3 T4 T T2 T3 T4 Ti
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Spain

Evolution in value 2022 vs 2-year average

Evolucién por seccion: alimentacion, frescos y bebidas

Evolucién en valor vs. YA y vs. 2YA

2022 vs. 2022 vs
2021 2020
ALIMENTACION

ALIMENTACION SECA  0,4%
CONSERVAS
CONGELADOS
DERIVADOS LACTEOS

PRODUCTOS 4-5 GAMA

HUEVOS -1,5% 6,8%

Source: IRI

CARMNE
CHARCUTERIA

FRUTAS

VERDURAS Y
HORTALLZAS

QUESDS
PESCADO

MARISCO

2022 vs. 2022 vs.
2021 2020
FRESCOS

-0,5%

-1,7%

4,2%

5,3%

0.4%

I
&
S

2022 vs. 2022 vs.
2021 2020
BEBIDAS

LECHES ¥ BATIDOS

CERVEZAS
BEBIDAS

EEILIA
ESPIRITUOSAS

AGUAS
ZUMOS

BEBIDAS VEGETALES

ESPUMOSOS 4,1% 3,0%
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Spain

KPI evolution

B \! i
prle

Visién general del Gran Consumo: Evolucion de los principales KPI"s por departamento

B Ventas valor (M€) W Evol. Valor vs. YA m Evol. Volumen vs. YA mEvol. Precio/ Vol. vs. YA
.
LECHES Y BATIDOS 2.458,9M -3,2%
|
9.5%

REFRESCANTES 2429 M

ESPIRITUOSAS

0.1%
Q 1.107,M A
AGL
4,5%
ﬁi 514.M
ZUMOS
299.8M
VEGETALES
1,1%
238, TM
ESPUMOSOS -
Source: IRI
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Spain

KPI evolution

Bebidas
Ventas valor (M€)
¢
LECHES Y BATIDOS 2.458,9M -3,2%
2429.M

REFRESCANTES

1.514,5M

mEvol. Valor vs. YA

B \! L
prle

m Evol. Volumen vs. YA m Evol. Precio/ Vol. vs. YA

-4,4% 1,2%

6,3% -3,3% 9.5%

1.134,4M
ESPIRITUDSAS

@ 1.107,M

AGUAS
514,M
ZUMOS
fr
2 299,8M
VEGETALES
238,TM

ESPUMOSOS ®

IR' Fuente: IRI Infoscan TAM Enero 2022
I Geografia: Total Espafia (Hiper + Super > 100m + Perfumeria y Drogueria Modema)

6,8% 7.4% -0,6%

3,1% 3,0% 0,1%

7,0% 2,6% 4,5%
0,9% 3,2% -2,3%
4.1% 3,0% 1,1%
© 2022 Information Resources Inc. (IR1). Confidential and proprietary. 18
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