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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

Period ending 31 March 2021

Household consumption of meat

Breakdown :
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France

Period ending 31 March 2021

volumes price
(}/olumes price (% change (%
Product cateqor (% cr;ange (% change) ) change) Average prices
gory 012021 / %1122002210/ MYaTrSh MYaTrSh (€ / kg) / Mars 2021

Q1 2020 2021 2021
Fresh meat 46% 08% 6,7% 1,7% 11,11
Fresh beef 2,9% 2,2% 4. 3% 2,4% 14,41
Fresh veal -1,4% 0,1% -0,6% 0,1% 15,86
Fresh lamb 15,3% 2,2% 1,3% 3,4% 15,25
Fresh pork 2,6% -3,4% 7,6% 0,0% 7,13
Tripe Products -2, 7% 5,7% -2,8% 2,4% 9,19
o ment - neluding 52%  24%  97%  3,7% 10,44
Poultry 1,0% 1,6% 7,2% 0,9% 8,23
Frozen Meat -5,0% 4.0% 10,2% 2,9% 7,56
PrAf "GRY 'OYH%Pmeats -0,9% 1,4% 7,2% 3,2% 11,72
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Source: IRI (hypermarkets, supermarkets, e-commerce

France

Focus on fresh food in hypermarkets and supermarkets

Décomposition évolution poids variable — cumul courant -

COMNCEPT HM + COMCEPT 2M + E-Commerce GSA

I AINS CA [KE€) ET EVOL. (%

21 Deli  Fresh food (% value), 2020
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France

Alternative meat markets : flexitarism, vegetarism... (1)

Base : Total Frangais = 15001

gy\‘ = 10,6 MILLIONS

FLEXITARIENS
(0]
24% i
—.mnl
“ REGIMES SANS VIANDE = 985 000
(o\\) 2.2%
l PESCETARIENS : 1,1% = 495 000
OMNIVOORES’ VEGETARIENS : 0,8% = 375 000
74/0 VEGETALIENS / VEGANS : 0,3% =115 000

= 33 MILLIONS

Source: Ifop — France Agrimer - 2021



France

Alternative meat markets : flexitarism, vegetarism... (2)

Graphique 3. Raisons d’adoption du régime selon la cible

A cause des conditions d'élevage / d'abattage

Car il est cruel d'élever des animaux pour les tuer

Car |la production de viande est mauvaize pour 'environnement

Car cela contribue a étre en bonne santé / &tre bien dans mon corps
I'éprouve du dégodt pour la viande

A cause de |la présence potentielle d'antibiotique

le m"aime pas le goiit de la viande

Le prix de la viande est trop élevé

Pas confiance dans |a fraicheur des produits, respect de la chaine du froid
Pour perdre du paids

Par contraintes medicales

Sur les conseils / recommandations de quelgu’un

Car la viande est difficile & cuisiner

Une autre raison

FLEXITARIENS
NON-ETIQUETES

27 50

12 53

Boses ; Flexitariens non étiquetds (n=1152], flexitoriens (n= 3563, régimes sons wiande (n=231)
(%a. Et parmi la liste suivante, quelles sont toutes les rmisons qui font que vous suivez ce régime [aux flexitanens non etiguetés - limitez votre consommation de wands] 7

{plusieurs réponses possibles)

O9b. Et si vous ne deviez en choisir gu'une, guelle serait-elle ¥ Quelle est votre raison principale 7
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Italy

Household purchases - Year 2020

Other food
products

13,8

Vegetable oils
and fats
1,8
Fruit
9,00

Source: ISMEA based on Nielsen CPS data

Vegetables

Alcoholic and non-
alcoholic beverages

11,6

Sales Value
(Product shares)

Cereal
products

13,6

Milk and dairy
products
13,7

Cold cuts
6,3

Sales Value

(Percentage changes yoy)

Alcoholic
beverages

Beer

Wines and
sparkling wines
Non-alcoholic

beverages
Other food
products

Vegetable 0ils_3 9o, [—

1,5%
10,7%

1,4%
11,8%

2,3%
8,1%

1,5%
2,2%

1,6%
6,2%

and fats — 10,1%
. -1.4% I
ot I 9%
2,7%
Vegetables — o0
Fresh eggs =S
! -0.4% N
Feh — 6.7
Milk and dairy 0,2%
products
1,8%
cold cuts e -~
0,2%
Veet ——
Cereal I 0,7%
products 3.7%

H2019vs 2018 W2020vs 2019
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Italy

Meat - 1Q2021 and Year 2020

Total Modern Retall

(only fixed weight)
VALUE VOLUME VALUE VOLUME
(1Q2021 vs. | (1Q2021 vs. (2020 vs. (2020 vs.
FITEEIUEE CEIEeRy 102020 - 102020 - 2019 - 2019 -
% change) % change) % change) % change)
Preserved Meat -20,1 17,4 +5,5 +3,8
Frozen Meat +8,5 +10,3 +15,7 +14,0
Fresh Meat (Fixed weight) +8,5 +10,9 +16,1 +11,6
Fresh meat +13,0 +21,4 +16,4 +12,1
Processed meat - Poultry +5,5 +8,6 +10,8 +8,6
Processed meat - Beef +11,0 +9,9 +26,4 +21,4
Processed meat - Pork +13,0 +11,3 +22,5 +13,2
Processed meat - Horse -4,3 -3,8 -4,9 -5,3
Salumi (Fixed weight) +3,9 +1,0 +14,1 +7,6
Cold cuts +5,3 +5,4 +12,8 +7,3
Sliced +4,1 +3,2 +21,0 +10,1
Pre-Cooked -5,8 -7,6 +11,3 +6,2

Source: Nielsen — Market Track ~
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Italy

Meat - Percentage change on the same period of the previous year
Total Modern Retail

VOLUME

+25,8

+38
+1,0

m 2020 1Q20 2Q20 m 3020 m4Q20 m1Q21
Preserved Meat Frozen Meat Meat Salumi VAL U E
(Fixed weight) (Fixed weight)

+30,4
+186 +18;39,2 +#185
+1G 1 +14‘1+15,4+17,4 4147
455 +8 8, +8,5 9
» +3,9
| 2020 1Q20 2Q20 m3Q20 m4Q20 m 1021
-20,1
Preserved Meat Frozen Meat Meat Salumi
(Fixed weight (Fixed weight)
Source: Nielsen — Market Track P~
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Spain: evolution in value

Evolucidn por seccion: 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| 5.7% 8,8%

CONSERVAS 2,1% 8,3% FRUTAS 6,8% | 15, 7% - -
VINOS 13,7% 16,4%

Y . VERDURAS Y . : :

DERIVADOS LACTEOS 2,5% 4.9% HORTALIZAS 6,6% - BEBIDAS ESPIRITUOSAS | 8,3% 10,0%
HUEVOS 4 1% 12,0% QUESOS 6,0% 14,2% AGUAS -2.4% -0,6%
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 \/entas valor (M€) mEvol. Valor vs. YA EEvol. Volumen vs. YA m Evol. Precio/ vol. vs....

S
—

A
O/
e

CARNE

5.696,9M 0,3%
4‘(3;?-*{3

CHARCUTERIA 4.920,5M

3,1%

2l
Y
\\&;’ 0% {)/d

= 3.676,6M 7.4%
FRUTAS
_' \ 0, 0, 0,
HORTALIZAS
e
QUESOS
PESCADO

729.4M 10,3% 5,6% 4.5%
MARISCO

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 &
DE LA COMPRA (000 |
PESO EN VENTAS PESO EN VENTAS
VOLUMEN VOLUMEN
AGUASIN GAS 14,0% AGUA SIN GAS 19,0%
LECHE LARGA CONSERVA 8,7% L ECHE LARGA CONSERVA 1229
FRUTA 6,1% CERVEZAS 4,4%
CERVEZAS 5,7% VERDURAS Y HORTALIZAS 4,1%
VERDURA Y HORTALIZAS 5,5% REFRESCOS DE COLA 37%
REFRESCOS DE COLA 3 79
CARNE 3 00/0 # Estas categorias \ s Sar 3.5%
. 00 ] suponen el | CARNE 1,7%
PARAFARMACIA , 2,5% I 50% h YOGURES FRESCOS SOLIDOS  1,5%
YOGURES FRESCOS SOLIDOS  2,0% | o I
I para el TAM [
Il en volumen del II
I TOTALFMCG |
g i l I l______________—_—_—_—_—_—_—_—_—_—__-
Source: IRI
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