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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 tor ways to Trends during 2022 inflation
save money when +9 cricic
shopping

Fresh seafood: -18%
Actively research 28%
for best » Pasta: +20%
promotions

. o

Switch to less Rice: +18%
expensive ke
products to save | +1 | Canned meat: +20%
money
Buy private-label 14%
products instead | +a |

of known brands Source: McKinsey, Sole 24 ore
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Europe
Healthier eating and sustainability

Net intent® of consumers toward grocery shopping
in 2022 compared with 2021, European average, %o Bl 2022 Change 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 201

+2 p.p.2

29%

Health

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

Healthier eating and sustainability

Quality

Intention to buy more high-
quality and premium food
products in 2022 than 2021

Environment

Intention to pay a higher
price to get an

environmentally friendlier
product in 2022 than 2021

20%

1%

Source: McKinsey
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Germany
Pro-capita meat consumption in 2022 (in kg)

Other....

Beef, 9.6

Pork; 29.3 Poultry; 13.1

Source: AMI
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Germany
Pro-capita meat consumption (kg) - evolution
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Germany
Pro-capita meat consumption (kg) - evolution
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Italy

Meat - 2021 and 1Q2022

Product category

Preserved Meat

Frozen Meat

Fresh Meat (Fixed weight)
Fresh meat
Processed meat - Poultry
Processed meat - Beef
Processed meat - Pork
Processed meat - Horse

Salumi (Fixed weight)
Cold cuts
Sliced
Pre-Cooked

Source: Nielsen — Market Track

Total Modern Retail

(only fixed weight)
VALUE VOLUME VALUE VOLUME
(1Q2022 vs. | (1Q2022 vs. 2021 vs 2021 vs
1Q2021 - 1Q2021 - 2020 2020
% change) % change) % change) % change)
+8)4% +5r8% _8:3 -/s7
+3,3% +1,4% +2,3 +4,0
+8,8% +2,2% +5,7 +5,9
+10,4% -5,5% +6,3 +9,0
+4)5% —1}2% +5,0 +5}5
+18,6% +18,1% +7,7 +7,9
+6,4% +4,8% +4,0 +1,9
+1)5% '0)3% +3:8 +3’9
+0,3% +0,3% -0,4 -2,2
+2,4% +4,6% +2,1 +3,6
'6:5% '673% '5)0 '5;1
-2,1% -1,8% -8,7 -8,7
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Italy

Meat - Trend growth (Percentage change on the same period of the previous year)

Total Modern Retail
VOLUME
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Italy

Meat - Average price (€/kg) per week
Total Modern Retail
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13,4 13,42

12,94 12,97
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Italy

Focus on the poultry meat sector

Medium-term dynamic

Domestic purchases of meat and cold
cuts
% change 2017-2021

Over the past 5 years, for poultry 19,3%

meat:
 +8.9% of volumes sold
» Prices +9.6%, partially due to the
shift towards products with higher 390 °°% e o B i
value-added i g
* Spending +19% 2,7% I 2,5% I
Not only increase in average retail 0,6%

prices, but also greater consumption
Of prOductS Wlth hlgher Value'added carni avicole carni bovine carni suine salumi
product (breaded bites, cordon bleu, e il Wspesa Wpres

meatloaves, skewers)

Source: Osservatorio consumi Ismea-Nielsen o~
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Italy

Focus on the poultry meat sector

Domestic purchases (Volume — pcs)

[

2017 2018 2019 2020 2021

EBIO BWATERRA M ALL'APERTO m ALTRITIPI

Source: Osservatorio consumi Ismea-Nielsen o~
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Italy

Focus on the poultry meat sector

Household expenditure
for agri-food consumption

Bevande analc. e alcoliche -5,0 _- 36

Oli e grassi vegetali 8,0 — a2
Frutta 10" 1
Ortaggi 1,9 - 15
Uova 447 ke

Ietici 67 S — 5,7
Latte e derivati _‘:%.'_

( ™
i -0,
Salumi _05'21
Carni suine 6,4 _- 2,4
Carni bovine 0,9 .- 1,8
Carni avicole m 5,4
\\ J
Derivati dei cereali I.H 6,7

W primo trim '22/primo trim '21 W 2021/2020

Domestic purchases in volume (pcs) — First
quarter

primo trim '19 primo trim "20 primo trim '21 primo trim '22
B CARNI FRESCHE ELABORATA AVICOLA M CARNI FRESCHE NATURALE AVICOLA

Source: Osservatorio consumi Ismea-Nielsen

Average retail prices (€/Kg) — First quarter

primo trim 2019  primo trim 2020 primao trim 21 primo trim 22
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Italy

Focus on the poultry meat sector

Choice based on brand

Pasta

Surgelati

Passate e polpe di pomodoro
Latte

Vino

Formaggi

Olio extra vergine di oliva
Uova

Carne avicola / carne bianca
Carne bovina / carne rossa
Frutta di stagione

Verdura fresca

Pesce fresco

Pane

Choice based on organoleptic qualities

I 44%
I 39%
I 37%
I 31%
I 273
I 26%
I 23%
I 233
I 22%
I 22%
I 20%

Pane

Vino

Formaggi

Frutta di stagione

Passate e polpe di pomodoro
Verdura fresca

Pasta

Carne bovina / carne rossa
Pesce fresco

Latte

Olio extra vergine di oliva
Carne avicola / carne hianca
Uova

Surgelati

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

I 27%
I 24%
I 20%
I 16%

I 10%
I 10%
I 7
I
I
I 5o

I 2%

I 3%

I 3%

I 18%
I 12%

n.a.

Purchasing drivers

Choice based on the origin of raw materials

N, 66%
I 66%
I 669
I, 65%

Uova

Olio extra vergine di oliva
Carne avicola / carne hianca
Pesce fresco

Carne bovina / carne rossa
Verdura fresca

Frutta di stagione

Latte

Formaggi

Pane

Passate e polpe di pomodoro
Pasta

Vino

Surgelati

Choice based on sustainability

Uova

Pesce fresco

Carne avicola / carne hianca
Carne bovina / carne rossa
Verdura fresca

Latte

Frutta di stagione

Passate e polpe di pomodoro
Pane

Vino

Pasta

Olio extra vergine di oliva
Formaggi

Surgelati

I 31%
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Netherlands

Meat consumption pro-capita (kg)
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Spain

General economic outlook

o’y R
i":o EVOLUCION INDICE DE PRECIOS AL CONSUMO
L
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Source: IRI, INE
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Spain

Mes Marzo
2022 vs. 2021

m Evol. Precio medio/ vol.

mEvol.
Evol. Valor g £yol. volumen

Evolucidn en valor, volumen y precio medio / volumen vs. YA

Evolucion vs. YA del total Gran consumo en el canal moderno

-

\. J

Source: IRI

\.

YTD Marzo
2022 vs. 2021

m Evol. Precio medio/ vol.

mEvol. Valor mEvol. Volumen

~N

J

~  TAM Marzo
2022 vs. 2021
-0.2%

mEvol. Valor ® Evol. Precio medio/ vol.

H Evol. Volumen
\ y,
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Spain

Highest price increases for food products — April

2022
Cereal +13,7%
Milk +13,2%
Fruit and vegetables +12,8%
Chicken +12,7%

No panic-buying for meat — only 3%

Source: IRI,Gelt
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