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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 and at the beginning of 2022, but their level remains below that of 2019.
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France 1B

Consumers' reactions to price increases (1)

Generally speaking, when the price of a food product regularly purchased
increases, the reaction is to downtrade (50% of responses), particularly via private
labels, purchase according to expiry dates, search for promotions, etc.

LA REACTION LORS DE L’AUGMENTATION

DES PRIX DE PRODUITS ALIMENTAIRES

\—/ y, Achete des produits équivalents mais moins chers ou en vrac GGG 50%

Vous achetez des produits de marques de distributeurs 37%
Vous achetez des produits « premiers prix » 23%
Vous achetez des produits en vrac 8%

Achéte des produits en fonction des dates limites de consommation I 41%

Vous achetez des produits avec des dates limites de consommation courtes a prix o
remisés 31%
Vous achetez des produits avec des dates limites de consommation longues pour 20%
moins gaspiller

Cherche des promotions, de meilleurs prix —_40%

Vous attendez les soldes, les promotions 33%
Vous cherchez de meilleurs prix sur Internet 16%
Vous reportez vos achats I 13%
Vous payez en plusieurs fois M 4%
Vous achetez quand méme le produit I 21%
Vous n'achetez pas le produit I 5%

QUESTION 2. D'une maniére générale, lorsque les prix d'un produit alimentaire que vous achetez réguliérement augmentent quelle est votre réaction ? g
Question posée a I'ensemble des Frangais, 1057 répondants o

Source: OpinionWay, May 2022

M a
EuroCommerce
. ’



France 1B

Consumers' reactions to price increases (2)

The French are above all looking to limit the overall amount of their basket before
doing so on specific categories. 46% try to buy more on promotion, 44% compare
prices more. But 27% buy less fish or meat, which is the first category of products

" sacrified ".
What do you do to save money on your household's FMCG

J'essaye d'acheter davantage en promotion

je compare plus attentivement les prix

je profite des produits dont la date de péremption est proche
je fais plus attention lorsque je fais mes courses.

j'utilise une liste de courses

j'achéte moins de viande ou de poisson

je réduis les achats plaisirs (vin, chocolat, )

j'achete moins de friandises

j'achete davantage de produits de marque du magasin
j'achéte davantage de marques moins chéres

J'achéte de plus gros formats, moins cher au kilo

je fais davantage mes achats dans les magasins a bas prix

je fais davantage de courses autour de chez moi
j'achéte de plus petites quantités

Source: NielsenlQ — May 2022

M a
EuroCommerce
-



France

Period ending 31 March 2022

Household consumption of meat Breakdown :
(% vol) Household consumption of meat
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France

Period ending 31 March 2022

volumes

volumes volumes price .
| o | G I | elha) oo

MEAT -8,2% -5,4% 1,3% 0,6% 10,47
Fresh meat 11,3% -52%  0,3% 1,6% 11,29
Freanibeer 12,0%  -41%  -1,4% 4,9% 15,11
P 16,4%  -4,4%  -3,0% 3,8% 16,46
Fresh lamb 24.7%  -40% -7,8% 7,7% 16,43
i 76%  -80% -1,4% -0,6% 7,08
Tripe Products 8,6%  -6,1% -10,2% 0,2% 9,21
round moatineluding - .96%  -4,8%  5,0% 1,0% 10,54
Poultry -7,9% -6,6% 1,5% 1,6% 8,37
Frozen Meat -8,4% -6,7% 10,2% 2,0% 7,71
Ham and other 48% -6,6% -14%  -1,3% 11,59
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France 1B

FMCG : inflation (April 2022)

According to Nielsen, the increase in meat prices in supermarkets was very strong
between March and April: +4.1% for national brands and +5.8% for private labels.

L'inflation récente sur ces catégories est plutét
tirée par les marques nationales

Evolution de l'inflation a 1 mois par type de marque | avril 2022 vs mars 2022
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France 1B

Inflation : food

According to Insee, consumer prices for meat increased by 2.8% during the first 4 months of the
year. The trend is accelerating, with an increase of 4.2% in April 2022 compared to April 2021.

Consumer Food Prices amonths | April 2022
Seafood 5.9% 2022 April 2021
Fruits N O Food 2,9% 4,2%
Vegetable e 447
Oils — 3.8% Meat 2,8% 4,20/0
Cereals, bread g 3.1%
cood e 2.9% Beef 4,5% 6,5%
2.8%
Meat | ——ri Pork 2,4% 3,4%
Dairy Products e 1.5%
Soft Drinks m—1.3% Poultry 5,3% 6,4%
Sugar, jam... g 0.9%
Alcoholic Drinks Eg0-6% Lamb 7,2% 7,7%
2% 0% 2% 4% 6% 8% Er:zf(;zarlrtlicai; 0.9% 2.1%
m2022 (4 months) m2021 m2020
Source: INSEE
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Source: IRI (hypermarkets, supermarkets, e-commerce

France

Focus on fresh food in hypermarkets and supermarkets

The sales of fresh food products (= unpacked products) decreased by -4,8% in Q1 2022
compared to the same period in 2021. The sales of meat decreased by -6,6%, the sales of
charcuterie increased by 3,2%.
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France 1B

Organic market

The organic products market in France has been on the decline for several months. During the
first 4 months of the year, sales in supermarkets have decreased by 7.3% in value compared
to the first 4 months of 2021. They had fallen by 3.1% in 2021 and increased by 13% in 2020.

Evolution des ventes et de l'offre bio

Evolution (%) — Total PGC FLS Bio - Tous circuits GSA (hors EDPM allemandes pour I'offre)
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France 1B

Organic market: meat

The market for organic products represented in 2020 about 12 billion euros. Within this total,

meat accounts for only 10% of sales, 1,2 billion euros (vs 39,5 billion for overall meat sales,
organic sales = 3%)).

Organic Meat Market (% value), 2020
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Soft Drinks
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5% F&V fresh _
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18% Beef
Charcuterie; 446. ..
Dairy Products 116?‘3
1963 0
17%
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3 891 o
33% 26%
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79 13%
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France 1B

Plant-based developments

Plant-Based substitutes
in HM-SM : 105 M€ in 2021

After a double-digit increase around 2016/2017, sales of plant substitutes in hypers and supermakets
had slowed down significantly in 2019. But they are accelerating again, with the arrival of new players.
Up 16% between November 2020 and November 2021, sales remain modest (105 M€).

(0 “Starting on 31 March, as well as running the “Lundi
Carrefour c'est veggie mais aussi le mardi, mercredi... ”
campaign that it co-developed with Danone, Carrefour
will be leveraging its digital channels to step up its
efforts to bring high-quality products with a lower
environmental impact to within everyone's reach. The
WWE is joining forces with this campaign to promote
the consumption of plant-based protein and to get us all
onto a more vegetable-based diet.” This initiative is
being implemented within the framework of the Food
Transition Pact, a Carrefour initiative involving 38
international suppliers designed to run concrete
projects in the areas of Health / Nutrition, Climate,
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