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FMCG value in 2022 will be YouGov
at least 13% higher than 2019

Global FMCG value index monthly trends and forecast

= EMCG value will end up +13%

9 above 2019 levels
220 +8% +2% +3% .
= Forecast adjusted from flat to +3%

<D 200 . .
s due to inflationary pressure
x 180
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% 160
z = Work from home:
: 140
. 24% will work from home at

120

—Forecast for 2021 & 2022 - based on data to end 2020 plus inflation assumptions
100 = Actuals 2020 and 2021
——Actuals & trend based on data to 2019

least 1 day per week
= |n home / Out—of-Home ratio
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Source: Europanel FMCG Barometer - France, Germany, Italy, NL, Spain, UK, Poland, Russia, USA (IRI), Brazil, Mexico, China, India, Japan (Intage); GfK, Behavior Change survey EU-15
26-Apr-22 = Behavior change in times of instability © GfK



Raw material costs and supply chain YouGov
disruptions drive up costs
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Shipping costs

+65% +452% +151% +218%
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Wheat Oat Palm Oil Canola

+66%  +109%  +57%  +43%

Source: https://tradingeconomics.com/commodities | Shipping costs: https://fbx.freightos.com, https://www.freightos.com/freight-resources/coronavirus-updates/
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€34 | YouGov

CPS

General future outlook still optimistic

Amidst intense worries about the Ukraine war
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Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022; Behavior Change Business survey, n=260
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Business expectations YouGov
After COVID-led growth, downturn due to Ukraine war
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Source: GfK, Behavior Change Business survey, n=260
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1. CHOICE DRIVERS

26-Apr-22

Consumer climate Is plunging

000

2017 2018 2019 2020 2021 2022

Source: GfK, survey on behalf of EU-Commission | March 2022 | values rounded
= Behavior change in times of instability

G!;'SI( YouGov'

| Income expectations (Eu27 - March 2022)

EU 27 total: -33 (-30® )
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€34 | YouGov

CPS

Major concerns are shifting
Budget, safety and energy vs health and sustainability

aalibey

Physical health concemns |

Own / family safety

Il
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Energy supply

Waste and pollution
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Mental health

|

Access to products
Past year

Safety of others

I

m Right now

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022
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Where you live

T7]

Food inflation

Factors
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Budget

GCESK YouGov'

Coping strategies

Pre store
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€3¢ | YouGov

CPS

Where you live(]]}
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Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022; https://www.ecb.europa.eu/stats/macroeconomic_and_sectoral/hicp/html/index.en.html
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€3¢ | YouGov

CPS

Food inflation J

EU food price inflation | March 2022

= Food inflation has been higher before

= However, in 2008 total inflation was
much lower

= Consumers wallets will be squeezed in
other areas
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https://www.ecb.europa.eu/stats/macroeconomic_and_sectoral/hicp/html/index.en.html
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Where you live(]]} YouGov'

| Price vs quality orientation Buying behavior effects | drinks

Slightly more price-oriented shoppers Price oriented shopper pay ~10% less

EU-14, average price paid (€/L)
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: |

|
: -8% -9% -11% :
l |
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: Quality shopper Price shopper :
l |
|

Source: GfK ConsumerPanel, Harmonized Statements, EU-14 MAT ‘21
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Where you live 1] 9 | YouGov

i DENMARK | FMCG total (Jan-Feb 2022 vs Jan-Feb 2021)
GfK inflation tracker

|

+4.9% i +2.4% i
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> T [ .. ST | . n A _ A
4 | ! | : | : |
a i Inflation I i Trading-Up/Down total I i Inflation : i Trading-Up/Down

| | |

c | | e | I L
I | +10,3% i : 5,4% | : +2,9% i | 0,5%
@) PR | b | L | L
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|
|
|
I
: The change in prices in a category is the result of changes in the assortment February kickstarts downtrading in both price
: purchased by buyers. This may be due to:
|
|
|
|
|
|

a) changes of purchased products within the existing, fixed assortment though it usually is a month with uptrading.

(change in demand, buyers’ preferences)
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b) introduction of new products (novelty). :

|
I
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I
I
|
: and quality-oriented countries. In Germany,
I
I
I
|
I
|

Source: GfK Inflation Tracker | March 2022 ConsumerPanel DK, DE
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Budget Security £_r ‘ YouGov’

: % employment at risk
|

O I'm just making ends meet

O It is not enough front and back
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1 in 3 Europeans are struggling financially 15% is currently worried their job is at risk

°
\
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Budget Security £_r YouGov’

43% 48% 379% Slight worry about job or

I =
| ——  Concerned CEE  WSE i Struggling financially

E |
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i not working
_______________________________ |
—— Affected CEE  WSE |  Highly afraid of losing job
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Financially comfortable

' Resistant CEE  WSE i | |
@ 39% 33% 469% ! Not, only slightly worried
!

about job or not working
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Lifestyle exposure i

The resistant spend on

average +/% more on FMCG
than the affected. This gap is

|
|
|
|
|
|
|
|
|
|
|
|
most pronounced in the I
Netherlands (+24%) and i
|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

Austria (+19%).

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022; GfK ConsumerPanel, Harmonized Statements, EU-14 MAT 21
= Behavior change in times of instability
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| 86% of the resistant buy coffee
: /0% of the affected buy coffee

| Value share in the category:

Fabric conditioner | Netherlands

3
4

V
=

8% of the resistant buy fabric conditioner
5% of the affected buy fabric conditioner

alue share in the category:
he affected at index 138 (above fair share)



€3¢ | YouGov

CPS

Trend exposure [ & |

Climate change, not health, a top 3 concern for the resistant

|
! : . :
| Economic & budget Physical health Climate change :
| | | | |
! | ! | |
| 1 | | !
\ -~
. _a8 : — J56% / /30% “ /,L\\ :
| | Affected ( Q i ‘ ' {/ 20% |
| d \ 83 )
| \ / \ /A |
) I ~_ #1 7/ \\ #3 7 . #6 :
i ! o 0% V5% V4% |
E : 1 I I |
- V= T e L |
= | / . b /7 34% N AT ,
(o]
d L) &8 i =
. | \ 4 \ y \ / I
| _#1_7 s _H#6_s |
: A1% V7% V5% :
1 1
R em— 7 N P /. 30% N |
Y @ Resistant [ & ) - l\ ﬁ | |
\ \ /
: N B2 L7 N H#6_s N _#3 7 :
| A2% v9% V6% |
|

Source: GfK, GfK, Behavior Change survey EU-15 n=7,855 April 2022
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G([-;SK YouGov'

UA war = Basket S - Store choice o
Crisis types v
—————— COVID-19  —— EENeFElls - —— Industry take —— v —
. Eco types v —
Inflation E-grocery
| | | |
) | | | |
z ! ! ! !
T
@)
a4
O
Z
T
-
o | | | | |
| | | | |
! ! ! ! !
_——— ghome : _Trend Segments to Retail view Copln-g
rivers Behavior iImpact watch strategies

change
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GLK YouGov'

Coping strategies
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J E —\ Behavior

5 change
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Changing consumer behaviors

‘ YouGov

Grovving behaviors (much) more than before

| L |
I I ' |
| | : |
| | |
| Use price checks  Control household Do-it-vourself Create a home | : |
: / comparison spend v to feel good in : I :

I 27N 27N 27N 1
: /e / \ / \ : | :

| [ oog ) [ \ [ \ P
— TARASAE | — / -~ / - | !
| % ;7 7 Sy / l S |
w I / - / - [ _ I | |
Z \ \ \ \ I I
O ' L I
S F e T e | N i i I
O I
% : Make large Use ener Use the car N : : =W ruga Ity I
L | purchases &Y entertainment | | a ﬂd :
o I 7 "\ 27N I I . I
| / = / \\ & | continued .
I A 1= L e | |
| L homing in |
_ |
I 44% ( I : I
: \ : | l
| = — | Affected 49% | BG 61% | I :
| Concerned 46% | DE 43% | I |
| Resistant 31% | DK/SE 26% L |
I Declmmg behaviors (much) less than before [ |
_________________________________________________________________________ |

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022
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€14 | YouGov'

CPS

Conscious purchasing and food prep

Switching retailers less prominent among shoppers

2 Behavior change: everyday goods
s

' :

: - '

| mmore Emmuch more mmore W much more :

: check prices check prices 55 40 :

— 2 i search / wait for promotions 33 16 search / wait for promotions :

: keep total basket amount low 32 13 keep total basket amount low 67 17 :

3 et/ atoodvasie. IS | | switch to cheaper retaicr |
qd | L _dofomecooie NENNNSTNENEEN | | switchfrompremium tocheaper broncs NG ||
E]SS : switch from premium to cheaper brands O use leftover / cut food waste :
% : switch to cheaper retailer < \S\/ESEE4322/°O/0 stockpile IE :
(D\Di : buy local/regional/national buy local/regional/national :
: avoid certain brands do home cooking :

: stockpile 23 6 avoid certain brands :

' |
: WSE 30% |
| 16 9 buy for others 15 :
' |
|

CEE 42% ~, 26 11 treat myself with something special

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022; Behavior Change Business survey, n=260 April 2022
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High impulse, low promotion at risk YouGov

Premiumization driven by the resistant

DENMARK | impulse x promotion matrix

The resistant usually buy more

00 50 100 150 200 250 300 350 400
Impulse share

60,0 . .
| | premium assortment in regular
| Fabric Detergent: ® Fresh Meat |

2 I 00 ® |ce Cre. | |<
i | | supermarkets
|
Z | 40,0 Yoghurt Juice Drinks ® Confectionen |
% l % ® Eggs * . . ® Fresh Fish ) S i >
(U] |G Gz O GaEs Toothbrush @ syeet Biscuits/Cakes |
|l o 300 I
24 £
O I 2 ® Bread I
3: i cC 200 ® Fruit & Vegetables ® Pasta :
E | ® Herbs, Spices & Seasonings : . Affe Cted : €2 ,08
CD' : 10,0 :
> i et B = Concerned: €2,20
| 00 Alert |
I ' |
I |
| |

= Resistant; €3,46

- e o —— — ——— - - ——— - —-—- ———— - ——— .- — - - —-.—.—-  —————.—- —————. .- —————— - — — a1

|
|
|
|
I
|
|
|
|
|
I
|
|
|
|
|
| Price gap (€/KG) SPM -> HD
|
|
|
|
I
|
|
|
|
|
|
|
|
|
|
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Coping strategies affect indulgence categoi#zs

: Behavior change & top categories
| In which category will you adjust your purchases?

—_—~

/// \\\
(51%

\
\\\FMCG // affect my shopping behavior”

N~ —_

“Yes, | am currently worried that
prices will rise, and | think this will

Alcoholic beverages NG /6%
Confectionery NN /5%
Cosmetics NG 5%

Frozen food incl. Meals 32%
Meat / fish 30%
Ice cream 25%
Non-alcoholic drinks 24%
Canned food 20%

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022
= Behavior change in times of instability

CEE

(Alcoholic) beverages
Cosmetics
Indulgence

Canned & frozen

Affected

Fresh foods

Staple foods

(Non alcoholic) drinks
Home care

CPS

WSE

Fresh foods
Staple foods
Toiletries

Concerned
Alcoholic beverages
Indulgence

Meat

Cosmetics

YouGov



Coping strategies differ per category \ YouGov’

Buying less is most prominent in confectionery

L

Q

Z ] V7

z O
3 D,
>

% Buy fewer of Buy cheaper Buy products Buy products Stockpile at the Try to buy
o these products products on offer no longer lowest price elsewehere
oV

e
/
" 41% 38°/ 35% 34% 12‘7 11°/
(0] (0] (0] (0] (0 (0]
\ Confectionery Detergents / Detergents / Frozen foods Staple foods Fresh fruit /
\ \ cleaning cleaning incl. meals \ €8, pasta \ Vegetables
\\\_/ \\\ \\ // \\‘__//

|
|

|

|

|

|

|

|

|

|

|

! §
|

I k
o — (%)
|

, —1
|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022
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GFK YouGov’

UA war Store choice
Basket Eco types o
—————— COVID-19 —- o —— Industry take —— v
_ Channel Crisis types v —
Inflation E-grocery
| | | | |
. | | | | |
5 | | | | |
g 1 1 1 1 1
2
Q
Z
&
o
™
| | | | |
| | | | |
| | | | |
o Choice Behavior Segments to . Coping
drivers change watch Retailview strategies

26-Apr-22 = Behavior change in times of instability © GfK 28



Health, price and proximity YouGov

Increasing choice drivers

80
s .
o Criteria that are becoming Shoppers and the industry

more influential on (your) coincide on the importance

e household’s decisions” of healthy, natural, local.

—_—_————_—_———_——e———————— — ——

Q| s

2 E
3 = ® o Waste reduction, quality and
2 3! 4

9 ® io]
% QL) Time savmblutlons 8 ® Country Of Orlgln are
Z Q 30 | Plantbased products |
L

(V)]
FE wn | Carbon neutral products | o by F M CG
™ Gé .l Personalized promotion/ads | :

= 20 o companies.

% | Corporate responsibility |

[an)| | Animal friendly products |

10 | Premium products | | J

| Organic products |

The influence of price, eco-

o

| Personalized products |

0 5 10 15 20 25 30 35 40 45 so  packaging and convenience
is overestimated.

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022. “Pick max. 5"
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Price overrules other trends YouGov'

Business lagging on dynamic / personalized pricing

|
|
| ;7 AN :
| 1 | : |
/ . .
. L Al ,{/ N Price not most often mentioned by shoppers, :
' o /I Local | ) . . . |
l 15 o N /o but when mentioned, it's the most influential |
: N rice P N | '
, perception ,/ 2SN trend. Also among crisis resistant buyers. :
I ~7 7T / [ i I \
I ol SN | QU J Natural 1V ______. :
L}_) I // \\ \\ / \ / : I
; : / ((NO 1 \\ \\__// \\__// I ) . ) |
= L . , | Business positioning :
Z | \ ) |
2 N trend J ) | |
o3 | N 7 I/’ D : “We're on top of it”: “We're lagging behind”: :
| SN ___~ \ local 1,7 N . .
| N N //(/Q " b : Quality / safety (+) Personalized promo / ads (-), :
| . . \__‘ uali . i .
: Price I/’ NS : Healthy ingredients Local / regional products :
i ea l . . . . I
| perception \ thi/ | Natural ingredients Price perception |
' : :
: /\Persoma\ ) | |
| ~_.’ | |
| |

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022 “Pick 1 most influential”
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€3¢ | YouGov

CPS

‘Naturally healthy’ crisis resistant
Top 5 choice drivers in both WSE and CEE

Shopper perspective | next year

I I : I
| I
| | | :
I | : |
: /// RN /// N : : I
___ / \\ ~/) / \\ |__: no artificial :
I [ WSE \l [ CEE \l I : f additives :
| \ / C’) \ / | APL VDK |
| \ / — \ / | : |
— \ \
3 : g e g 4 : Ll &e——- . low sugar :
2 | ~—__-" ~___-" | I AAT YRU |
< I I l |
% : Healthy ingredients _ 38% Healthy ingredients _ 51% : : 9 _____ ——- no GMOs |
i AAT VNL I
4 |
| . I
(:_ | Waste reduction 36% Natural ingredients — |m——— 47 9% I | . :
| I I —— —f—- no sweeteners I
I i 9 - | I APLVIT
: Local / regional 35% Quality & safety 40% I | |
I
I I ' e ————— ——- low fat
| Natural |— 349 Price perception 39% | : 4 ADK VRU :
I I |
: Country of origin 29% Local / regional 35% : : :
| | |
| | | :
| . |
I I : I
Lr—e———————e—e—e—e—————— — e e e e e e e e e e e e e e e e e e e e e e e e e e e — J Le—e—e——e—eee————————————— e e — e = — 4

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022; GfK ConsumerPanel, Harmonized Statements, EU-14 MAT ‘21
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Curing versus prevention YouGov
Attention turns healthier general lifestyle

O Q O /// \\\
CU) / N |

|
|
|
|
/ \ . |
: Say they do a lot for their health l Healfch | ﬁtteltn;log' t? 599, :
- : 2 out of 3 ;1 d/0r their mental balance \ behaviors ) = 'V €L proNL ,
| Blood \ J/ Exercise 389% :
: 00 N e s regularly NL, SE |
0 | l e . Often on 20% :
= ' levels a diet N |
Z : I //'"\\ Bl d IT, RS |
a g o~ [N 00 ,
§ : yd \\\ Sales value )\ /’ \\\ sugar m— =~ :
= | S, na N T e / ~_ - 7z N
3 |/ Wearables | 7 o B / N\ EU-14 |
| | 2020 32Y% / e S
\ Growth 0 / | \ / . |
| by year / \ /l | Health | Highblood 17% |
| / NG roblems | pressure HU, SK
| \\\ // 2021 42%) \\ P / \\ / ngh 12% :
: o \\\ ,’D - \\r/// \\\ /// cholesterol I pL :
| \\\\ Y Quality Diabetes  11% !
I . of sleep HU, PL :
|

Source: GfK ConsumerPanel, Harmonized Statements, EU-14 MAT '21 and GfK Market Intelligence: Sales Tracking
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CPS

Animal versus plantbased

Flexitarian lifestyle prominent nearly everywhere

Alternative foods into mainstream
=  Plantbased more influential: 14%
= Animal friendly more influential: 18%

% of HH with at least 1 person

O i )
- %

Vegetarian

Q Vegan

|
|
I
I
|
|
= 27% penetration for meat replacers (EU-14) :
ANL (52%) YHR :

|

|

|

|

I

I

|

|

= Volume declines Jan 22 vs. Jan 21

EU-15 AT BE Cz DE DK HR HU IT NL PL RS RU SE SK

}_
Q = 4% fresh meat AHR & RS (EU-10)
% = -7% yoghurt A SK (EU-13)
|
Z
o2
= B \r—F N |\ 9 /- |\ =TT Oa A
™ [ T e
| Netherlands to make biggest
: ever public investment in
| cellular agriculture
o I 14 April 2022
I The Dutch government has announced a record €60 million of funding
I for cultivated meat and precision fermentation.
U |
4 I
I
I
L

Source: GfK ConsumerPanel, Harmonized Statements, EU-14 MAT '21; Behavior Change survey EU-15 n=7,855 April 2022
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Inflation further accelerates this shift GFK |YouGov®*

Cutting down meat consumption has strong savings effect

_____________________________________ =1 T2 e e e T |
: DENMARK | Behavior change : : DENMARK | Market effect :
| Meat | | Meat |
| I | I
l | : |
| -7 N || |
/ O \ | Denmark |
! 4_ 3 / . . o , , ( ) |
1 O | I'mworried and will change my behavior | | R mreb 2eet i
| \ /I | | Key Driver Contribution to |
— | \ Yes | | Value Change in % |
Q | \ / P | | Bars harmonized (100% )
g | \\ /// // \\ | | B Average Price :
% | \\_T/ / \ Making meat no.2 ] |
E I \ [ 3 2 O/O | CategOl’y in DK : | Il Volume per Trip :
= = | |
| 2 \\_ / \ | requency
| WHAT? N " 209 ! i
I o [ @) | | I |
\ Buyers
: AN Buy less /l : : B '
\\ I % % o % % . % I
| HOW? A\ ) Y, I | Value Change (%) -5,5% 7,0% -6,0% 2,5_/ |
I S~ _ 7 I Change (abs.) FMCG Fresh Meat Futa | 10 RN A '
: | : el Substitutes |
I I
l - |
l | |
l | |
L 4 L 4

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022; ConsumerPanel Denmark
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Glamourous to be green

New tale of two speeds

| Today’s shopper
| = Budget concerns affect the green momentum
= Doing good needs to be associated with saving money

Future concerns
N
¢
60% Nt

40% @ ﬁ

30%
e
20% 10
10%
0%

Eastern Europe Western Europe

B Economic, budget concerns Climate change

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022
= Behavior change in times of instability

30%

25%

20%

15%

10%

Eco-friendly
packaging material

B The affected

Carbon neutral
products

B The concerned

CPS

Waste reduction

B The resistant

€34 | YouGov

1
0l
il

Corporate
responsibility

*



€14 | YouGov'

CPS

Green saving versus green premium

Packaging, production and transport worth a premium

=1 i |
l | o= |
l I |
[ I |
l I |
l I |
l I |
l I |
| | = I
l - |
: | : |
| |
l - . |
— | | | eco production |
2 ' | |
< ! - |
Z I | I short transport I
Q | I | I
b
i l I _ |
= I | I no palm oil I
o : I : |
| |
I I | animal welfare I
I =-43% =-33% -54% I I I
l I |
| I fairly produced I
l ol . |
I €2,00 €3,00 | I I
I €1,00/st. €1,50/st. I I . I
Tilda Basmati and Wild rijst Hellmann's American Style Haust Mini Toast 80g Peijnenburg Ongesneden 0 rga n I C
I 500g Yellow Mustard mosterd 260g ontbijtkoek 475g I I I
THT-datum 1-5-2022 THT-datum 30-6-2022 THT-datum 13-6-2022 THT-datum 12-4-2022
I Adviesprijs € 3,54 Adviesprils € 4,30 Adviesprijs € 150 Adviespris €175 I I I
: Y R - I : climate neutral I
| |
- - 1 - - a

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022; GfK ConsumerPanel, Harmonized Statements, EU-14 MAT ‘21
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Natural versus organic YouGov’

Shoppers see real value in natural products

| b |
I

: - N Top countries: : : :
| - = ~ / \ | |
i //// \\\\ ’\/ 3 8% \} :ESZ(ZZE i i Averag/e/vilge\sbire of the resistant (EU-14) :
_ -— —— |
: ,/ \ 3 Natural / : : /// . \\\ /// SN
| I/ \\// N 7 : : ’, Organic \ !/ FMCG :

| \\__,// | | ]
l L | @) \ 0 '
Q : \\ /l \\\///‘\\\ : : \\ 5 3 /O //I \\ 48 /O // :
a | / I \ N a

> \ . / \ | AN / ~ i

= I / \ | - I
5 : \ Influencing trend // ( 16% 1 A DK &RS : : S~o_ |
= I \\\ next year i \ Organic // VDE & AT I : :
0 : S e \\\ ,// : | . . . :
: N : i Organlc price premium :
I I c o (mc I
| | less justified across |
| . . |
: 3>< as many shoppers willing to : : ShOpper typeg than :
: pay for natural than for organic : : |
| 1 natural |
L e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e ) e e e ) e e e S g S S S 4

Source: GfK, Behavior Change survey EU-15 n=7,855 April 2022; GfK ConsumerPanel, Harmonized Statements, EU-14 MAT ‘21
26-Apr-22 = Behavior change in times of instability © GfK 37



GLK YouGov'

UA war = Crisis types Store choice

Basket o
COVID-19 = Eco types Industry take —— =
. Channel v —
Inflation E-grocery
- | | | |
|_
< | | | |
; 1 1 1 1
O
|_
)
|_
&
>
Y
o | | | | |
N | | | | |
! ! ! ! !
Choice Behavior Trend Retail view L Coping
drivers change impact Segments to strategies

watch
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Eco types: concern and action

G([;K YouGov'

With shifting concerns, growth of actives might stall

R e e e . . =™

= Today, the green momentum might be peril....
if sustainable options don’t appeal to value for money
sentiment

) B Eco-actives

® Eco-considerers

41% B Eco-dismissers

Europe 2019  Europe 2020  Europe 2021  Europe 2022

Source+ GfK, Kantar, Europenel Who Cares? Who Does? report 2021 | ConsumerPanel Germany MAT ‘21

= Behavior change in times of instability
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Eco-type Digital Usage Profiler

9 | YouGov

Eco-active are lifestyle oriented, dismissers consumption oriented

P e — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — —

Taster of top websites visited by eco-actives
= >10% reach
= >7110 index versus average

373 million impressions 55 million impressions

DKOATEST

essen&

VORWERK ( z ALNATURA
AL _Sinnvett fiir
Mensotr vt Erde

GfK Integrated Solutions Digital Usage Profiler Germany Sept 21 / Feb 22

= Behavior change in times of instability

: Where to reach them? Germany
|
|

: Taster of top websites visited by eco-dismissers

| = >10% reach
= >110 index versus average

GROUPC AliExpress

upday s

billiger:de JFC="SPRN —

Ve e se il @ DocMorris
Apotheke



Crisis types: pressure on the resistant

‘ YouGov

Resistant versus Affected lifestyle index

consumption habits ‘| buy what | like” - index 120

‘| decide spontaneously what to buy” - index 92

“I’'m suspicious of ads” - index 91
Growth of % the concerned

b |
I ' |
I | I
| ||
| . :
| . |
| | |
| |——| |
| - |
I ; I ' I
" ! ; °0% P | : | ' |
O I 45% ) g I | “I'm often on a diet” - index 83 |
g : 2 43% : | ‘| exercise regularly” - index 123 :
) I 350/ I | “| take care of my mental balance” - index 112 |
0 | #33% ’ 34% | L prefer to prepare quick meals” - index 88 I
= ! 30%30% | |
Z I 29% 28% o 0 | | I
Ll
> | | |
Y | L | |
@ I I Crisis types purchasing effects |
N : : | Average spend per buyer (€) EU-14 :
|
: : I Fresh Potato :
| | : vegetables chips Yoghurt |
| |
| | : Affected €129 €27 €46 :
: Denmark Germany ltaly Netherlands Poland Romania : : Concerned €133 €75 €48 :
I | . |
| B Concerned '21  mConcerned '22 i : Resistant €146 €24 €54 :
L e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e ) e e e ) e e e S g S S S 4

Source: GfK Behavior Change survey 2021 (April n=3886) & Behavior Change survey 2022 (April n=3152) selected countries
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Crisis-type Digital Usage Profiler 9 | YouGov

Affected look for savings (food waste!), resistant for smart finance

Sample of top websites visited by the affected
= >10% reach
= >110 index versus average

Sample of top websites visited by the resistant
= >10% reach
= >7110 index versus average

174 million impressions

change.org

Y @ speisekarte.de i
mﬂ? @mgdealz i

I'rnis.lle'

i’m FINANCE

Too Good To Go

T
@)
=
<
=
@)
=
w
—
Z
L
>
@)
L
(Op]
q_'

d d ®
nu in h( II{}IH r
l m e
o
Source: GfK Integrated Solutions Digital Usage Profiler Germany Sept 21 / Feb 22
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GFK YouGov’

Y2 S7) = Store choice
UA war Q@
COVID-19 Basket 7 ©) Crisis types = Industry take v =
______ , o Channel B = P Eco types = E-grocery v
Inflation %Qg
| | | | |
| | | | |
2 ! ! ! ! !
> -
<
v
| | | | |
| | | | |
! ! ! ! !
T Choice Behavior Trend Segments to Coping
drivers change impact watch strategies

Retail view
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E-grocery believed to drive growth most
Yet business are not ready to take advantage

€1d | YouGov

CPS

Online platforms and apps

Quick commerce
Dynamic pricing
In store experience

Localization / assortment differentiation

Sustainable shopping options

Strong private label development

Target group management

Loyalty excellence

Healthy shopping options

Premiumization
Local community ties
Self checkout

Physical store format development

Social /

= Behavior change in times of instability

community commerce
B2B sales
Robotization

Non food partnerships

42
42
40
37
30
29
29
28
21
17
17
16
14

13

50

#1

#2
#3

#4
#5

Whereas healthy products were

seen as the no.1 growing trend by
shoppers, it is not recognized as a
big business opportunity for retail



€14 | YouGov'

CPS

More and more shoppers In Europe
buy grocery online

Attractive prices, promotions & delivery
fees and right assortment are the main
reasons to start buying groceries online

More than every second shopper in
Europe has bought last month at least
once everyday goods online

| E-grocery value share nearly doubled in
| the last two years in Europe

Top 5 reasons to start
buying E-grocery

Share in %

When have you bought everyday goods
online for the last time?

Share in %

Value Share of E-grocery in GFK EU-15in % -

I I
I I
I I
I I
I I
I I
I I
I I
I I
I I
I I
I I
1. HY 2021 vs. 1 HY 2019 : : . o
: MONTH : & promotion
I I
I I
I I
I I
I I
I I
I I
I I
I I
I I
I I
I I
I I
I I
I I

>
=
"

o Not last month, /?jtélrif/cetrlvef/ezz

- but in the past - 26 v
YEAR | can find every-
ting | d
Longer than . 4 e =
a YEAR ago User friendly
website/app

Recommended
to me

1. HY 2019 1.HY 2021 FY 2021* 19

NEVER - 16

Source: GfK - E-grocery EU-8 report, December 2020 | GfK ConsumerPanel Omnichannel report | *EU-14 data
26-Apr-22 = Behavior change in times of instability © GfK 45




E-grocery players in Europe

European overview

E-grocery

Clicks & Bricks Pure Players
Pure Supermarkets Quick Commerce Platforms Category Specialists

z
> getir Glovo? 4 lus
ica B E T @@p
- B Flink” ® everli
m group ‘A Oda = DOORDASH @ flaschenpost.de
JUiBo cr sp GORILLAS
Tesco || PMEEONE g
MatHem.se-
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D2C and quick commerce attractive YouGov

Stand to gain most new buyers in 2022

e-supermarket

L‘Q&* platforms

ﬁ category specialist

"IU% D2C
%{3‘? quick commerce

live/social commerce

Of everyone that shopped online, % did not use:

N 37
I 28

_39 51 % of non-users
-
B Did not use in past 12 months

- - :
- " Will for sure not use in next 12 months

*Flash delivery excl. CZ. EU-8 n=7547; EU-7 n=6566 | Q7 & Q9 | *Please refer to the appendix for sample size, question text & definition

= Behavior change in times of instability
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UA war

COVID-19 L
; B Channel
Inflation
| |
| |
! :
| |
| |
| !
Choice Behavior
drivers change

Crisis types
Eco types

Segments to
watch

G([-;SK YouGov'

Store choice
Industry
take
E-grocery

Retail
view

Coping
strategies

= Behavior change in times of instability
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Five key strategies
to cope and thrive in current market conditions
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Strategy 1: Relentlessly work to meet
shopper (omnichannel) expectations

| Continue with high level of in store excellence and be sure to apply this with equal rigor online.
i The more experienced your shoppers get, the more important inspiration, loyalty rewards and
| personalization become.

Shopper satisfaction: brick & mortar outscores online Satisfaction drivers differ along the shopper maturity curve

|
|
|
|
|
|
|
|
|
. . N |
Simplicity N//;s :
|
|
|
|
|
|
|
|
|
|
|
|

A

Findability C;E>
Experience <::>
Source: GfK e-grocery report EU-8, Key Driver Analysis
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Strategy 2: Focus on key trends

‘ YouGov

Natural worth a premium, green when saving money

opportunity

= Preventative health, balanced and natural in demand

= Keep investing in meeting this demand

= Help (affected) shoppers by nudging them the right way

= Budget squeeze should not jeopardize healthy choices

e e — — — — — — — — — — —— — — — — — — — — — — — — — — — — — — — — — — — — — — ]

Source: GfK, Kantar, Europanel WCWD report 2021
26-Apr-22 = Behavior change in times of instability

#2 Glamorously green and saving (money)
to keep the green going

= Green worn as a badge of honor by eco-actives
= Manufacturers and retailers must make it attainable

= Affordability and saving merged with green side-
effects

= |mprove in-store findability

59% \l,/ \\\ T~
\\\ expenswe / 40% 33% \

/
l l
\\ Too busy )\ Distracted in 1

| |
| |
I I
I I
| |
| |
| |
| |
I I
I I
| |
| |
| |
| |
I I
I I
I /"_\ I
| |
| |
| |
I I
I I
| |
| |
| |
| |
I I
I I
: N AN store Y, :
| |
| |

e e e e e e e e e e e — e — — — — — — — — — — — — — — — —)



Strategy 3: Dynamic and relative pricing

Investment and value for money management are key

9 | YouGov

= High inflation increases importance of price in
decision making

(o) o)
usially, [ 55% 1\ Ted.  3/7% Investment
= Price is financi i in brands is key to
< is financially struggling In pbran Y
7 focused curb PL growth,
z especially where
§ And, impulse purchasing is

under serious
pressure

56% 49%  45%

v

Will check price Will wait for Will keep total
(even) more promotions basket amount
(even) more low(er)

Source: GfK Consumer Life, GfK Market Intelligence: Sales Tracking,
26-Apr-22 = Behavior change in times of instability © GfK 52



Strategy 4: Build strong brand identities YouGov
that resonate with consumers

D T T T e T i T S m—— b R e e B |
|
I

Germany
: Winning challengers (+28%) @
I'vs market leaders (4%)

b |
|- |

| |
| :
| L |
I ntegrity I I

I | | =

% S . o |
: 5 || Functionality Emotionalisation :
" : : : Necessary but no Individual fun and |
o | g | | longer sufficient to indulgence are key :
= : Q : : thrive factors, but less |
é I Success Focus on nature I | central :
o | I |
prd I I l I
o I | ' I
B B '
O | I |

NG —Market leader |
' ——Established newcomers ' | oo o 8 |
: || Responsibilization  The right balance |
| | : Growing success No unlimited license |
: @ || : | factor when paired from consumers to :
: Hedonism Tradition : : with emotionalization  engage and speak up :

|
C—" 0 L i i

Source: DE Kronberg study - GfK Consumer Panel FMCG; Why2buy, value dimensions, basis: revenue, YTD 11/ 2021
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Strategy 5: Re-think shopper Segmentation YouGov’
in light of the ‘latest normal’

I

|

i People that may

| have fallen within
| the same targeting
| bracket previously
| now have

i completely different
' needs.

I

I

I

|

26-Apr-22 = Behavior change in times of instability
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Time to rip up your
shopper segmentation

)

Use data-driven insight
to create needs-fueled
messaging, product
positioning, promotions
and merchandising

Develop rich and granular
personas based on new
portfolio of needs

Be constantly mindful of
changing behaviors, reflected by
what shoppers think, buy and
why.
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26-Apr-22

Five key takeaways for the year ahead

Beat budgeteering by
investing in your brand

Budgeteering

1 in 2 will change their
purchasing behavior. Value
for money perception, pre-
store priming and relative
pricing are key.

= Behavior change in times of instability

Natural, waste reduction
and local are resistant
influencing factors

|

|

|

Balance

Invest in stronger,
bolder brand identities
beyond functionality,
driven by emotional
connections.

Don't strike out on
sustainability-be sure to
make it attainable

i

|

|

Purpose

Be on point to clearly
differentiate and offset
potential risks of failing to act.
Focus on affordability/saving
and findability.

Be where the shopper is
and create seamless
journeys

Findability

Adopt holistic,
omnichannel strategies
reflective of the
changing retailer
landscape.

€14 | YouGov

CPS

Build data-rich shopper
personas that reflect
the ‘latest normal’

i

|

|

Fluidity

Rethink segmentation
and create shopper
personas that reflect
the 2022 reality of
demographics.
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€3¢ | YouGov

CPS

#BehaviorChange

Iy, . . . [
| Visit our Behavior Change Hub at gfk.com/behavior-change |
l |
I |
I = I
l | |
: |
—_——— Me ch |
I edia Touchpoints I
| : | |
| I ! |
| e - |
I l X r\/] | ‘ I
| | _{:b ‘ : T I
: 1 ‘ Eco Discount Frequent Your ' :
| | Choice Drivers | Actives switchers kil i Basket |
! - ‘i = |
I 1 ® ® ® | I
: | o 7 | - : | I
| { ’ 3 : :
|
| _— |
! fxt - - |
I = ' ~_ |
| “ F \ \ indabilt \ Fluidit :
: Budgeteering Balance | Purpose Findability Y :
| |
l |
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Your CPS GfK contacts

Please don‘t hesitate to contact us

Lenneke Schils
Global Insights Director, FMCG

+31 88 4351486

E lenneke.schils@gfk-cps.com

Anna Rademacher
Global Project Manager

+49 911 395 2760

E anna.rademacher@gfk-cps.com

= Behavior change in times of instability
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CPS

Silke Leibmann

Global Commercial Director, Consumer Panels & Services

+49 911 395 4495

E silke.leibmann@gfk-cps.com
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