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Upcoming and On-Demand Webinars

July 1, 2020 “How to control mycoplasma infections in poultry flocks,”

sponsored by Boehringer Ingelheim

To register for upcoming webinars, view an archive of today’s webinar or see On-Demand
webinars on related topics, please visit: www.wattagnet.com/webinars
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Innovative medicines for people and animals for more than 130 years been what the
research-driven pharmaceutical company Boehringer Ingelheim stands for. Creating value
through innovation for human pharmaceuticals, animal health and biopharmaceutical.

Boehringer Ingelheim believes that prevention is better than cure and therefore focuses
on developing innovative solutions in the areas of vaccines. With a rich product line of
advanced preventive health products, tools and services, the company helps its clients
caring for the health of their animals.

For additional information on products and services offered by Boehringer Ingelheim,
please visit www.boehringer-ingelheim.com
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Today’s Speakers

David Hughes Chris DuBois

Imperial College London, and IRI
Royal Agricultural University, U.K.

sponsored by “~N Boehringer
||||| Ingelheim



David Hughes is Emeritus Professor of Food Marketing at Imperial
College London, and Visiting Professor at the Royal Agricultural
University, U.K. He is a much sought-after speaker at international
conferences and seminars on global food industry issues, particularly
consumer and retail trends. David has lived and worked in Europe,
North America, the Caribbean, Africa and South East Asia and has
extensive experience as an international advisory board member with
food companies and financial service organizations on three
continents. He has worked with meat companies and spoken at global
meat events in five continents. His views on food issues and,
particularly, meat are much sought after by the media and food
businesses in many countries of the world.
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When It Comes to Feoed, How Might
Consumers €hange heir Behavior,
N a Post-Covid Worid?

Dr. David Hughes
Emeritus Prefessor of Food Marketing
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Covid-19: Impact on the Global Poultry Industry
Thursday, May 28", 2020

u @ profdavidhughes
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What'’s the Most Likely Shape of the Economic Recovery Curve?

A

- New
E D&Wn
Calming or Scary?!

May 25t 2020

Germany: Thisis nota ‘v’

The just released Ifo index adds to evidence that the worst should be

behind us. However, the route to normality will be long.

IMF global predictions
GDP Growth World
. 2019 +2.9%
. 20z20f -3.0%

. 2021f  +5.8%

Source: Rabobank, IMF Economic Qutlook, 14 April 2020

Imperial College

London



Consumer Behavior Post-Covid Will Reflect, Amongst Other Things, Their Experiences and Worries from

the Lockdown Period and Their Reflections on the Family and National Risks Associated with the Pandemic

New cases ~  mmm Thailand ~ All time = Population of Thailand 69.8 Million == Thailand
Confirmed Recovered Deaths
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Each day shows new cases reported since the previous day - Updated less than 10 mins ago -
Source: Wikipedia - About this data

Who Do You Think Will Be Most Sensitive About Eating Out in Restaurants? 'Lrggg;: College



Keeping things cornucopious The
Pine & g Economist

The world’s food system has so far e
weathered the challenge of covid-19

Food prices, 2000=100, $ terms Cereal stocks*, tonnes, m

Although Particular Turb
In North American Meat

Biggest Consumer issues:
ot my] © Household income
| 200 R”SSia] - | | « Health of the Family
; India —= * Food Safety

100 JEV China il -« Food Security
l

0 | | 0
B TR T 7 | E s
2000 05 10 15 20 2007-08 2019-20

Imperial College
Sources: Bloomberg; Datastream from Refinitiv; FT; Live Rice Index ~ Source: FAO *Includes rice, wheat and coarse grains London



Economic crisis: Trading down protein

demand, eggs will benefit

The Scramble for Value!

Economic
downturn and
higher volatility:

Eggs and chicken
the best
positioned
proteins

Rabobank

Sales channel | Product species | Product groups | Concepts
‘Expensive’ Restaurants Veal Ready meals Organic
Steaks
Premium retail Beef Free range
Breast meat
QSR ,
Sausages Slow growing
Pork
Supermarkets Minced meat Barn
Poultry
Legs
‘Cheap’ Discount retail Eggs Shisll é6s Regular

Source: Nan-Dirk Mulder, Rabobank presenting at IEC Webinar, April 22", 2020. Some Additions by Hughes, May 15%, 2020

Imperial College
London



1 41 ImSomsaniod

(h?r‘o . .
Moty & M
onhvv L5

7. wiss 1 100w |
wonniosuniee 5 U/ |
tRndvta 10 um

g wigame 10 um

=

In Asia & Latin America, Eggs are a Core Source of
Protein In Meals & Snacks Sold Throughout the Day.
Recession-Proof Comfort Food When Money’s Tight!

Imperial College



Red Meat Should Keep Out of the Way
In Global Battle Between Intensively
Produced Chicken and Fish

Scramble for Value will Intensify Battle!

erial College

Imp
*Chinaimported 1.35 million tonnes of Pork Januarv-April 2020: The ASFEactor
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What Did We Rush to Buy?
, Comfort Food, Old Favourites,
3 Storeables, Indulgent Snacks,
Staples, Value-Priced Protein!

£
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It’s an ILL Wind that Blows No One Any Good!

PepsiCo posts strong Q1 results
due to food and snack business

Kraft Heinz Q1 results boosted significantly by
StOCkplllng April 30", 2020 PepsiCo reported strong results in Q1, as its three North

American divisions saw positive impact due to Covid-19.

Kraft Heinz has posted net sales of $6.16 billion in its first-quarter, representing 6.2% organic

growth as a result of increased consumer demand related to Covid-19.

April 29th, 2020
April 24t 2020

Mondeléz posts stronger than

Nestlé posts ‘best sales growth in ; ;
expected results amid Covid-19

five years’ due to stockpiling

Nestlé has reported organic sales growth of 4.3% in Q1, driven by
consumer stockpiling of its coffee, frozen food and pet brands.

Mondeléz

International Mondeléz International has reported 2.6% growth in net revenue
to $6.7 billion in Q1, driven by demand from North America.

April 23rd, 2020

Loblaw reports sales spike as pandemic worries sparked B
stockpiling  April 30, 2020 Why thefstrong perfofmance of

supermgrkets gurihg tHe Coyid-19
crisis if feeding investor appetite

Loblaws ]

Great food

IR IPYA

%= 28 Coronavirus: The weekly shop is back in
LRSS fashion, says Tesco boss  April 28", 2020

N\
B

Japanese supermarket sales spike, luxury seafood prices
plummet April 51, 2020

Imperial College
London




New Normal: How COVID-19 could change Canada's
grocery landscape forever J] emvNews

Amazon was already powerful. The coronavirus
pandemic cleared the way to dominance.

The global health crisis has forced 250,000 US stores closed, clearing the
way to Amazon’s dominance.

Alibaba GMV surpasses USS1 trillion

May 25, 2020

UK online grocery sales likely to surge
by a quarter amid lockdown May 5%, 2020

o S AR - Freshly click
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Demand overwhelms grocery-delivery services

US online grocery sales surge to new in Malaysia, Singapore  April 7™, 2020
record in April May 5t, 2020

Consumers continue to use new buying channel as coronavirus lockdowns E

drag on. —

N L7 Imperial College
2 IS London




Particularly in China, Accelerated
Decline of Wet Markets as Major
Source of Fresh Meat Purchases

SAID THEY WOULD BE MORE
WILLING TO BUY DAILY
NECESSITIES / FRESH PRODUCTS
ONLINE THE PANDEMIC

B ASIA -
o=@ Ing
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el =1

CRERRE
SAID THEY WOULD PAY ATTENTION
TO EATING HEALTHY THE
PANDEMIC

Source: Nielsen Social Intelligence Survey on Coronavirus, Feb. 2020

ASIAN CONSUMERS ARE RETHINKING HOW 1olo Imperial College
b niclsen Hughes commentary Imperial Colleg



Pre- and Post-Covid 19 Strong International Growth in Convenience Store Retailing

Japan

Thailand

South Korea

United States

Taiwan

China

Philippines

Malaysia

Mexico

Australia

Canada

Singapore

7-Eleven Singapore ups its game

December, 2019

7

-Eleven India plans 1000+ stores in Mumbai

Couche-Tard still focused on U.S.
eyes Asia Pacific growth: CEO
Couche-Tard ‘

308 Number of 7-Eleven Stores by Country, 2019 Imperial College




Hard Discount Stores Set to Increase Grocery Retail Share in Income-Constrained Markets

B

——

New Aldi Store in Shanghai o

It's a Lot Fancier than My Aldi Store in the UK!

Imperial College



L Lockdown to spell disaster for 10 WL
thousands of pubs, restaurants and

Can Europe’s restaurants
survive the coronavirus
lockdown? May 1st, 2020
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"If the adage that it takes two months to form a habit holds,
the economy that remerges will be fundamentally different.”

The Imperial College
May 21-8" 2020 London 0



Restaurants & Cafés Become Takeaways

SOCIAL DISTANCING
WHCOPP=R

THE ROYAL GEORGE

IRSHA STREET APPLEDORE -

o ———

| Takeaway

orders only

Sorry, our seating area is closed.

Thanks for yous understanding.

Triple Onions in the Takeaway Whopper:
Making a Positive from Social Distancing!

~T
" APPLEDORE, DEVON-

'IIIE WHOPPER WITH TRIPLE ONIONS
RS AWAY FROM YOU

NG

Imperial College

TAKE AWAY KING 4&5DRIVE London




MEISEN 70p ASIAN MARKETS RE-PRIORITIZING EATING AT HOME

Street Food in Emerging

With Home Cooked Food.
Eating at Home Could Be
Eating Street Food At Home!

ASIA & £ ik
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CHINESE HONG MALAYSIA VIETNAM SOUTH
MAINLAND KONG KOREA

Source: Nielsen "COVID-19 Where consumers are heading?" Study March 2020

ASIAN CONSUMERS ARE RETHINKING HOW Imperial College
THEY EAT POST COVID-19  march 27, 2020 London
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There’s Plenty of
Food Delivery
Options in Bangkok!

GrabFood

lﬁ asnnu? lanu!

ns third Editions site,
Grab Taxi Acquired in Quarry Bay April 14t 2020

Uber in SE Asia to o
Extend Its Ride and
Food Delivery Services LINE MAN

ON - DEMAND ASSISTANT APP "
Reliable / Fast / Convenient ImpErIEII C’D"EgE

London



Frozen Food Gets a Fillip from Covid-19!

COUPERY

x® i f}_l;'[i}; A.

et e () Home is the Hub! It's for Living and Working.
\ﬁav—% o) More Home Cooking?:

iuers  Reff, SN » More about “Meal Component Assembly”
... CHICKEN . B than Cooking Like Mum!

« Convenience Trend Continues: Convenient

to Buy, Prepare, Consume & Dispose

Imperial College
London




Meal Delivery Platforms and Meal Kit Providers
Some Struggled Pre-Covid BUT Now Booming!

Meal kit sales are cooking amid the
pandemic  May 4", 2020

F. B
4= 9 DOORDASH [N E=ie

—

UBER PR D TN
GRUBHU B eatg World- Wlde Shoppers Seek Meal Solutions
Not Meal Problems. Buy “Meal Components”
and Assemble Them (“Cooking”) at Home!

Restaurants you love, delivered.

Here’s a Salmon Starter,
Steak & Fries, Profiteroles,
and a Bottle of Wine:

$18 — Is that a Deal?

s s e s SSIZ= Imperial College
& g ‘e;erfﬁ"» -\t Y VA ﬂ London




Belgium Moves Processed
Meats Off Its Food

Pyramid

VOEDINGSL TeEn
g be SR ——

ezondleven.

€ &
el

Chicken and Eggs are on the
Side of the Angels on Most
Countries Healthy Eating Maps

Imperial College
London



Will the coronavirus pandemic make you
a germaphobe? Probably not, but it may
bring new habits

/1:, l‘x “ !

Concerns About Food Safety Will be Elevated Increasing Interest in Local Food.
Certainly, Contactless Payment will become Pervasive. And Food Cultures Where
Meals are Shared (e.g. Asia) may see Changes.

Imperial College
London



l§ protests to demand
B Lo

The Notion of “Climate-Friendly and
Planet-Friendly Diets” are Gaining
Substantial Traction. Just Ask Your
Children/Grandchildren!

This i1s Good for Plant-Based Food.

Global “Climate Change Strikes”
Friday, September 20, 2019

LTAN

Youth climate strikes sweep Asia ahead of UN Climate Action Summit

Greta at a Mass Rally
of School Children In
Bristol, UK

February 28", 2020

i Imperial College
R London



Plant-based diets key in tackling 2R\,
climate change: UN report warns yﬁ\@
food systems must undergo s ol
significant change

The report also notes that food loss and wastage add up
to US$1 trillion each year  August 9, 2019

Davos 2020 urges dietary changes,

January 21st, 2020 IMPROVING THE STATE
OF THE WORLD

sustainable supply chains and
agri-food system transformation

Sustainability charge for meat
debated in European Parliament as
Ifth' new report urges price hikes by

2022 January 31st, 2020

Cut meat and dairy intake 'by a f

January 239, 2020 o
< / — 31 Jan 2020 --- The European Parliament will next week be presented with a plan to

increase the price of meat across the EU to reflect its environmental costs, including

From Farm to Fork CO2 emissions and biodiversity loss. The “sustainability charge” or fair-meat price

Tha Eurdpean
Green Deal

Imperial College
London



Nestle to adopt Nutri-Score labelling scheme in five European
countries November 26t 2019 %

> MAé'ﬂsRE What Impact Would Your Product

Have on the Nutri-Score?

Nestlé and Danone push for Nutri-
Score roll out as COVID-19
deepens nutritional rifts April 28", 2020

| And What About the Impact
orEP Ki?‘tgé on the Upcoming Enviro-Score?

NUTRI-SCORE NUTRI-SCORE e Consumers $upport prOdUCt
AaECER @0 Tesco trialing Eco-Labels carbon labeling as climate change
& With WWEF. Quorn Already concerns heat up AD I'II 27th 2020

There!

NUTRI-SCORE BON MAUVAIS
W €

H OT8 ewn Imperial College

London




Relative Greenhouse Gas Emission Impact of Selected Protein Foods*

10 Beef** %
%6 Farmed Prawns

22 Chee

15 eOrk

12 Chicken

12 Farmed Fish

8 Eggs
5 Wild Fish
<2 Peas, Beans, Nuts

Source: Adapted from Poore and Nemececk, Science 01, June 2018 * Beef index 100 ** Dairy Beef 34 Imperial College

GGE: Greenhouse Gas Emissions London



Impossible Foods raises $500M to
invest in the future and expand veen1s"2020

Investments in Plant-Based
Meats

May
2019

Markets

Beyond Meat Maintains Rapid Growth .
Amid Restaurant Closures 15y 5th 2020 Imperial College



Kroger brings the Impossible Burger
to 1,700 stores May 5th, 2020

FRE
< . < y : JEROM
et o ‘ RO Plant ¢2 based
e,
. Sausage
. Ay~ o €9a: ‘_- : . - ‘ 3 : R

‘™

Water, Soy Protein Concentrate, Coconut Oil, Sunflower Qil, Natural Flavors, 2% or less of: Potato Protein,

Methylcellulose, Yeast Extract, Cultured Dextrose, Food Starch Modified, Soy Leghemoglobin, Salt, Soy Protein

Isolate, Mixed Tocopherols (Vitamin E), Zinc Gluconate, Thiamine Hydrochloride (Vitamin B1), Sodium Ascorbate

(Vitamin C), Niacin, Pyridoxine Hydrochloride (Vitamin B6), Riboflavin (Vitamin B2), Vitamin B12.

Imperial College
London



Made with mung beans: JUST Egg
hits Kroger shelves in US iz @

Just partners with Post Holdings for
massive foodservice expansion

Plant-based Just Egg will be made and distributed by the cereal and frozen products
company's Michael Foods division starting this fall.

Imperial College
London



JBS enters crowded plant-based
segment with 0zo brand wmarch 4, 2020

The New Makers of Plant-Based Meat?
Big Meat Companies

O s PRl e

. v“@‘: ‘:iv;r'.
: A by 3
7, ) ey
£

.

Tyson Foods, Inc.
,I;:Ml 0F PEa PROTEIN, £6o WHITE, . :
B0 & GOLORK FLAXSERD.

ND OF ANGUS BEEF & 2
:s:‘xlmu PEA PROTEIN PATTIES - 3

June 12th 2019

||||||||
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e el
10QoEuCIous
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- _~§ £ ‘:" ﬁ\ By ty ol
Smithfield Foods launching plant-based brand

Cargill enters plant-based meat with

burgers and ground products
February 24th. 2020

Imperial College
London



D aNG Starbucks deal and plant-based launches give Nestlé
\ sales boost February 13t, 2020

UNGLAUBLICH O UNGLAUBLICH

o, UEGbE J. o VEGGIE
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- — b (e 2 X
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@ INCREDIBLE HACK | (i) = @ lNCREDIBLE HACK

Nestlé-owned Sweet Earth Foods releases new plant-

P . . September 30, 2019
Nestlé releases vegan mince and updates Incredible based burger _ September

Burger recipe August 26, 2019
Nestlé-owned Sweet Earth Foods has announced the launch of its latest plant-based products,
2 < v i s the S t Earth A B dsS t Earth A G ds.
Nestlé has expanded its plant-based product portfolio in Europe with new Garden Gourmet mEnet e S il

Incredible Mince, alongside the introduction of a “meatier” Incredible Burger.

Imperial College
London




Nestlé brings plant-based meat to
iconic brands November 2019

After launching its first beef-like offering under its Sweet Earth banner in October, the

food giant is introducing DiGiorno Rising Crust Meatless Supreme and Stouffer's Meatless n

g - DIGIORNO. = N@Stis SWEETEARTH
rA " ‘;.7- A.:' = NEwM EATLESS
MW & p \-,': -------- 3
58 e N T i
, = MEATLESS LASAGNA st [ OPTIONS
: W — -
s =3 J’?,- = ":-*‘.:-—‘{.'h-—v—_; e
AOE WiTy with Sweet Earth Awesome Grounds™ - . e

sauce and real mozzarella chegse

TEART“ Q’ NO PRESERVATIVES

LARGE SIZE

ﬁ plant-based protein, herb seasoned tomato

"
\f

x‘x\ 2

Plant-based focus: Nestle unveils Ry S 20
vegan sausages in Europe and US imperial College



Growing Interest in
Plant-Based Meats
In China

Starbucks China launches plant-based menu
with Beyond Meat, Oatly, Omnipork

April 21st, 2020

Asia pivots towards plants for protein as
coronavirus stirs meat safety fears
*

i May 20th, 2020 . Nu
Nestle

Nestlé to build its first plant-based food facility in China

KFC Will Be Selling Plant-Based Chicken
ooets In China Next Week  April 21, 2020

Cargill planning plant-based expansion in China after KFC
trial  April 30t, 2020

Imperial College
London



Bl oo - R - TS Soclal Pressures Dictating Choice
CHECK THE SCORES  ANALYSIS  RECOMMENDATIONS  WHY A SCORECARD?  METHODOLOGY Remlnd Me Agaln What We Can,t Eat?:
DO YOU REALLY KNOW WHAT’S BEHIND THE . . . . .
MEAT, EGGS AND CHEESE YOU EAT?  Anything with palm oil as an ingredient

» Chicken that's been fed soy from Brazil
 Fish that is unsustainably sourced

- « Any meat with hormones/antibiotics

« Shrimps caught by slave labor in Asia

* Eggs from chicken in cages

» Beef that has destroyed the Amazon

» Pork from pigs contained in stalls

* Anything with GMQOs

« Anything in a non-recyclable pack
S etc.

7 Pﬁh\oéc’ros

SIN

PALMA

O

O(I« X -

Colesty
gi";h | Post-Covid, What are the Major Social Issues which
. will Disturb Growth in the Global Chicken & Egg Industry?

Imperial College
London



4 Rabobank

AGROCORP

a changin

Benefits of Blockchain in Food Supply Chain

©-0-0 0-9

Secuty Soiytics
(\;‘xmm

Cargill, Agrocorp and Rabobank join forces for

April 15t, 2020 ) ) i )
intercontinental trade using blockchain platform

Global agriculture supply chain partners have completed a cross-continent commodity trade
transaction of wheat from North America to Southeast Asia using a blockchain technology
platform.

Cargill and Agrocorp, in partnership with Rabobank and other logistic partners, settled the
shipment using a common blockchain platform provided by Singapore-based Dltledgers.

Imperial College
London




Consumers can trace coffee beans
through new blockchain app ;anuary e, 2020

ORIGIN GIVES
IMMERSE PEOPLE IN REASSURANCE OF
THE STORY QUALITY AND SAFETY

for GENERATIONS
MARS

Imperial College
London

Mars teams with NSIP for 100% sustainable cacao supply
chain January 9™, 2020



Activist Consumers Asking “Big Food” Whose Side are You On?. What Do You Stand For? What’s Your Purpose?

Danone sets out stall to become better corporate citizen

May 20th, 2020 D
\

DANONE

ONE PLANET . ONE HEALTH

Brands with purpoese érow
—and here’s the proof

Brands taking action for people and the planet grew 69% fastérthan

the rest of our business last year. Now we're committing that in.the Danone announces it’S tO become “enterpric
future, every Unilever brand will be a brand with'purpose:. . . . .
company whose purpose & objectives in the

. . environmental fields set out In its articles of
Unilever Chief Says Some Of Its Annually, Danone’s performance will be me:

Brands Without 'Purpose’ May Have e e e s
T0 Go _July 26", 2019 » Consumer health & n|f

. « Water
Consumers still care about . Agriculture U
sustainability amid pandemicRN-HRTVASTY BT Ru®

Packaging

Imperial College

London



o PLANET-SAVING

we're on d mission to end childhood malnutrition.

wild berries

: ~ s
ﬂ “\ NUTS'

e

Kids
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i 56402(1609) NERALS
’ 4 b

What's The Social Mission of Your
[ 2 Chicken & Egg Companies?
=8 Casademont Value Meat Produrets: People Want Cheap Chicken
& 196 Revenue to Food Banks BUT, Also, They Want Companies
! in Spain They Buy Food_ From to Understand
And Share Their Values

Imperial College

Does Your Mission/Purpose Strike A Bell with Your Customers & Consumers? London



CONTACT POINTS:
e-mail:

profdavidhughes@aol.com

Jelephone contact:
Mobile/Cell +44(0)7798 558276
u @ProfDavidHughes

Retall Blog:

Imperial College
London



Chris DuBois joined IRI'in 2011 and is the senior vice president and
principal who leads sales and marketing efforts for its services that serve
fresh food retailers and processors. He also leads IRI relationships with
some of IRI's largest fresh food clients as well as its relationships with
Industry associations. IRl is a provider of big data, predictive analytics
and forward-looking insights that help retailers and media companies to
grow their businesses. With the largest repository of purchase, media,
social, causal and loyalty data, all integrated on an on-demand cloud-
based technology platform, IRI helps to guide its clients around the world
In their quests to capture market share, connect with consumers and
deliver market-leading growth.
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Tracking the Dramatic Pivot of
Consumer and Shopper Behavior

COVID-19 Impact: Global Poultry
and Egg purchase behaviors

May 28, 2020

Chris DuBois, SVP Protein Practice




Countries Are at Different Points in the Crisis and Are Dealing
With Different Levels of Infection During This Analysis Period

Cumulative # of Confirmed Cases as of 5.13.2020

Germany | Mar 15

U.S. | Mar 21 Cases Confirmed
Egi%dﬁgzrﬁf]g Couniries "Shelter in Place” ltaly| Apr 14 Death
: ea
closed: orders for CA, CT, IL, Begins to open up small Total Past 24 hrs
NJ, & NY stores S
3.000,000 3” scgo?ls closed 2 : : US| Apr 27
ays before UK/NL/NZ | Mar 23
i Non-essential businesses Some States to open up : 228,030 594 26,920
: U.S.|Mar 16 close : Restaurants at limited Spam
France | Mar 13 : yj3ny schools, s capacity /
+ people : : i : H
2,000,000 Peop blusme_sses :National restrictions on : : UK
US.|Mar11l § i closein o ctivities ¥ 226,467 3,403 32,692
Europe travel ban , { : mPacted |
Italy | Mar 9 P
All non- : Netherlands ,; gg4 196 5,510
1,000,000 essential German
activities / y 171,306 798 7,634
shut down
/ France 138,161 670 26,048
e ltaly 221,216 1,402 30,911
0 - 0 o) N o o o~ o © ™ ™
— — — N N — — — N > —
3 3 5 5 8 g 5 5 5 g 2
= = = < < < g

: IR' Source: World Health Organization

© 2020 Information Resources Inc. (IRIl). Confidential and Proprietary. 47



Markets Continue to Trend at an Elevated State;
Future Shifts Will Likely Be Driven by Changing Regulations

Week Ending February 9 — May 3, 2020
Value Sales % Change vs. Year Ago

100%
79%
75% — US
— Netherlands
50% — UKk
go, — ltaly
0% __ " é% — Spain
-8% N 3% — France
2o Feb 9 Feb 16 Feb 23 Mar 1 Mar 8 Mar 15 Mar 22 Mar 29  April 5 Aprilt—1-2 April19  April26 May 3

—— — Easter overlap
R LI =P April 12, 2020
- vs. April 21 2019

Stockpiling begins

o Source: IRl POS Data Ending May 3, 2020
“ IRi ©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 48



I
OTC Healthcare, Frozen Foods and Dairy

. ' al
Remain Fastest-Growing Segments I I e

Week Ending February 9 — May 3, 2020
€ Sales % Change vs. Year Ago

Nonedible Edible
= OTC Healthcare - = Frozen Foods
0
1752@/ 167% — Home Care 175:A)J: — Dairy
125% — Pet Food + Care 125% — Alcohol
100% = Paper Products 100% = Packaged Food
75% = Personal Care 75% = Beverage
50% = General Merch. 50% 47% — Fresh Foods
Cosmetics 218—{%3— Baby Food + Care
— 26% 25% 11%
o - 0O,
-4%, kL
-25% | fgf; -25% ~ ;5’;1
e g — e ™ o -
-50% N -B5% -41% -50%
-75% - -715%
219 | 2/23 3/8 3/22 4/5 4/19 5/3 219 |[2/23 3/8 3/22 4/5 4/19 5/3
oStockpiling begins ° Stockpiling begins

o Note: Segments defined to evaluate representative companies. Source: IRl POS Data Ending May 3, 2020
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OTC Healthcare Is Growing Fastest While Frozen
Foods Continues to Outpace Other Segments

Week Ending February 9 — May 3, 2020
€ Sales % Change vs. Year Ago

Nonedible

125%

100%

75%

50%

25%

0%

-25%

-50%

‘_.75\%5.;

3/22  4/5
s Stockpiling begins

-75%

29  2/3  3/8 4/19  5/3

J Ri

OTC Healthcare
Home Care

Pet Food + Care
Paper Products
Personal Care
Cosmetics

I I o

Edible

= Frozen Foods
125% = Dairy

100% = Packaged Food
Fresh Foods

75% = Alcohol

50% = Beverage

9% =—
5% L Baby Food + Care
0%

-25%

-50%

-75%

219 2/23 3/8 3/22 4/5 4/19 5/3
.Stockpiling begins

Note: Segments defined to evaluate representative companies. Source: IRl POS Data Ending May 3, 2020
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Week Ending February 9 — May 3, 2020
€ Sales % Change vs. Year Ago

Nonedible
125%

== General Merch.

= Pet Food + Care

100% = Home Care
Cosmetics

= OTC Healthcare

= Personal Care

75%
50%

2504 = Paper Products

0% P

-25%

219 2/23 3/8 3/22 4/5 4/19 5/3

Stockpiling begins

General Merchandise Accelerated in Recent Weeks
While Fresh and Frozen Food Grew 20% vs. YA

Edible
1250/— Fresh Foods
0
= Frozen Foods
100% = Dairy
7504 = Packaged Food
56% — Beverage
50% _ = Alcohol
V)
2504 %1 ojff; = Baby Food + Care
0% 4%
1%
-25% -22%

219 2/23 3/8 3/22 4/5 4/19 5/3

Stockpiling begins

Note: Segments defined to evaluate representative companies. Source: IRl POS Data Ending May 3, 2020
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Edible Sales Remain High With Swings Due to Easter;
Nonedible Sales Have Leveled Out to Mostly Flat Across Segments

Week Ending February 9 — May 3, 2020
£ Sales % Change vs. Year Ago

Nonedible

150%

= Home Care

= Personal Care
= General Merch.
= OTC Healthcare

= Pet Food + Care

100%

50% = Paper Products

Cosmetics

0%

-50% A\ 4
2/9 2/23 3/8 3/22 4/5 4/19 5/3

Stockpiling begins

S~ United
21 IS Kingdom

Edible

150%

= Frozen Foods

= Alcohol

= Dairy

100% = Packaged Food
Fresh Foods

= Beverage

50%
= Baby Food + Care

0%

-50%
219 2/23 |3/8 3/22 4/5 4/19 5/3

Stockpiling begins

Note: Segments defined to evaluate representative companies. Source: IRl POS Data Ending May 3, 2020
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Sales Growth Remained Stable Over Last Week
Across Segments in Both Edible and Nonedible

Week Ending February 9 — May 3, 2020
$ Sales % Change vs. Year Ago

Nonedible
== General Merch.
25006 = Paper Products
217% = Home Care
200%:/ : = Personal Care

= Pet Food + Care

100%
= OTC Healthcare
50% 213‘? Cosmetics
(i}
0% —
- [1]
e \60/6
-50% -10%

219 2/23 | 3/8 3/22 4/5 4/19 5/3

e Stockpiling begins

United
States

Edible
A = Frozen Foods
250% = Alcohol
= Dairy
200%;: Fresh Foods
Packaged Food
100%
Beverage
50% Baby Food + Care
0%
-50%

219 2/23 | 3/8 3/22 4/5 4/19 5/3

e Stockpiling begins

Note: Segments defined to evaluate representative companies. Source: IRl POS Data Ending May 3, 2020
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Sales Across Categories Stabilize; Alcohol Remains a Top —
Stable S

Week Ending February 9 — May 3, 2020
€ Sales % Change vs. Year Ago

Nonedible Edible
= Home Care A = Alcohol
250% = Pet Food + Care 250% = Frozen Foods
210% = Paper Products Fresh Foods
200%;: A = General Merch. 200%;: 1229, = Packaged Food
= OTC Healthcare = Dairy
100% _ 100% o
Personal Care ;?( Beverage
50% Cosmetics 50% - {3}% = Baby Food + Care
(1]
19 . f, 130
0% FENeH A 338 0% N 10%
-y . ! o - [+]
| P -
-50% -45%, -50%
: v =-80%
29 223 3 3/22 4/5 4/19 5/3 219 2/23 38 3/22 4/5 4/19 5/3
Stockpiling begins Stockpiling begins

Note: Segments defined to evaluate representative companies. Source: IRl POS Data Ending May 3, 2020

[ ]
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In New Zealand, CPG Sales Trends Continue So Far,
Despite First Phase of Loosened Restrictions

New
Zealand

Week Ending February 9 — May 10, 2020

NZ$ Sales % Change vs. Year Ago — Total CPG
— Nonedible Level 4 Lockdown from March 26
— Edible » Strict lockdown
100% - J0%
90% -
80% -
70% -
60% -
50% A
0% P o Level 2 Reduce from May 14
o _ o 21% 40 evel 2 Reduce from May
SD;{) %\27—?@:"_; o 21% ~+ Cansocialize in groups up to 10
20% - 4% 59 50 y “1%/27%@@ 19% . Businesses can open with safe
10% 4% 2% ° 17% ' 3% 0 distancing practices
_ - 149 a0 1% 6% 15% gp
0% fﬁf 30/4% 30/5% — - . . . % Wi . . ~ . * Public venues open
0% 4 ’ - Safe to send kids to school
-20% -

2/9 2/16  2/23 3[1 3/8 3/15 322 | 3/29 4/5 4/12  4/19  4/26 5/3 5/10

Stockpiling begins Level 4 Lockdown

o Source: IRI POS Data Ending May 10, 2020
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Most Product Segments Continue Trends in New Zealand,
While Cosmetics is Recovering From Lockdown

Week Ending February 9 — May 10, 2020
NZ$ Sales % Change vs. Year Ago

Nonedible

200%
180%
160%
140%
120%
100%

60%
40%
20%
0%
-20%

7 199%

\\

219 2/23 | 3/8 3/22 4/5 4/19

Stockpiling begins

J Ri

Paper Products
Home Care

OTC Healthcare
Personal Care

Pet Food + Care
General Merchandise
Cosmetics

Restrictions loosened

Edible

100%

80%

60%

40%

20%

0%

-20%

-40%

98%

= Alcohol

= Dairy

219 2/23

.Stockpiling begins

\ AN

/ N

—/

3/8 3/22 4/5 4/19

5/3

.Restrictions loosened

Note: Segments defined to evaluate representative companies. Source: IRl POS Data Ending May 10, 2020

© 2020 Information Resources Inc. (IRIl). Confidential and Proprietary.

New
Zealand

= Beverage

= Frozen Foods
Fresh Foods

— Packaged Food

Baby Food + Care
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E-Commerce Share Has Increased in Most CPG Areas Except in
Minimally Low Share Areas Such as Paper Products, Fresh Foods

E-Commerce Share of Omni-Channel

47%
47% Cosmetics
d ; b | 45% Pet Food
Nonedible @ Care
—@— Personal Care
. —@— OTC Healthcare

34% —@- General Merch
31% —@— Home Care

Paper Products

20%

12%

4 Weeks Ending 4 Weeks Ending 4 Weeks Ending 4 Weeks Ending
01-26-20 02-23-20 03-22-20 04-19-20

J Ri

United
States

Baby Food
i +Cgre

Ed I b l € Beverage
E— 38%
—l- Frozen Foods
—J- Packaged Food
Fresh Foods
B —- Dairy
14%
.= / 1%
= 10% 50,
B = u- | 4%

4 Weeks Ending
01-26-20

4 Weeks Ending
02-23-20

4 Weeks Ending
03-22-20

4 Weeks Ending
04-19-20

Source: IRI eMarket Insights Model, based on 204 releasable eMarket Insights categories
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NN
Italy E-Commerce Has Seen Constant Growth

. . . Italy
With Click & Collect Being the Largest Factor
CPG E-Commerce Sales % Change vs. Year AQ0O —@— InStore Click & Collect COVID-19 Cases (k)
eCommerce Home Delivery / Shipment
198 211
700 - 646.3%
—
6800 - 179 - -~ e
- .
. 497.6%
500 A 470.4% 156 = 30
434.7% 40%2§w | - 525.3%
- T L D = 1 y
400 - 3?2,2?2 - pps 479.3%
P 278 5%
- . 98
300 231.3% 24T - 2007% B
200 N P - - - 158_2% 144_1% 1610% o ::.ﬁl '.:;-;-q - 248 9% 4 %- 15{) 9%
73.8% %o 0y e e e, - ¢ A
100 - l.OGﬁ/O 77 5% 77 0% O7.2% = 1371 2% =TI e SO 177.4%
40.79% o 4iv oty e 65 706 BT 63 70, WETTT76.5% 0 7T 44490 135.3%. 122 3% 135.9% 123.6%
\‘3!. .\_le-.'
0 _38. 3%}3.80/ —0*-10 9%—‘-17 9%/ el 15 8%-.-29 3%_+18 0% ey 1 5 oL k¥ 6%-*20 8% 6 407-*10 2% wellly 7 7%
* 0
25
-100 0] 0] 2 7
16-Feb 23-Feb 1-Mar 8-Mar 15-Mar 22-Mar 29-Mar 5-Apr 12-Apr 19-Apr 26-Apr 3-May
E-Com %
1.0% 1.0% 1.1% 1.1% 1.2% 1.5% 1.7% 1.7% 1.6% 2.0% 2.2% 1.7%

share of total

Note: Includes select E-Commerce retailers including Amazon, other local eRetailers and the E-Commerce operations of traditional Brick & Mortar retailers.
Home delivery / shipment: goods delivered at doorstep of purchaser. Click & Collect: purchaser submit order online and collects in store.
Total store excludes random weight and general merchandise for comparison to E-Commerce.

o Source: IRI Panel online data ending 3 May, 2020. Worldometer as of May 12, 2020
o IR' ©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 59



S
In France, E-Commerce Has Remained at an Elevated -
Share of CPG Sales for the Last Six Weeks I I

-@- In Store

eCommerce
COVID-19 Cases

CPG E-Commerce Sales % Change vs. Year Ago

90.4% 168,693
100 - . 162,100 —
o PO
769% L S
74.9% i
°9 P ' & 68.4%
70 - 62.0% oy 092% 120,633 \\
60 - ~ v N53.3%
é"y 92,839
50 - ¢
40 -
30 A
20 { 132% 143% o~
10 fl?g-"‘-.-;.-, _ 5 SO’ID _,._,--.n-» A—-:\;h;}
el 6.1%
04 @=L Z%—b-o 9%

10 12 12 130

16-Feb 23-Feb 1-Mar 8-Mar 15-Mar 22-Mar 29-Mar 5-Apr 12-Apr 19-Apr 26-Apr 3-May

E-Com %
6.8% 6.5% 7.4% 8.0% 7.7% 8.5% 10.7% 11.2% 10.5% 10.7% 10.8% 10.8%

share of total

Note: Includes Click & Collect and some Home Delivery providers (Home Delivery represents a small portion of sales. Excludes Amazon

o Source: IRl POS Data Week Ending May 3, 2020. Worldometer as of May 13, 2020
o IR' © 2020 Information Resources Inc. (IRI). Confidential and Proprietary. 60



In Spain, Consumers Shopped In-Store More in Peak

Stock-Up Weeks, but Continue to Spend More Online After

CPG E-Commerce Sales % Change vs. Year Ago

Easter
Alignment

%’ﬁ_ Spain

-@- In-Store

E-Commerce
COVID-19 Cases

215.3% 247 122
220 - j;:
™\ 226,629
200 - / \
180 - ,198,674
/)
1997 166,831 /
140 - “V4 \
Peak Stock- ,ﬁf *«r‘.{;i
120 + up week 131,646 \ 100.7%
100 - 79.0% 50 \ -
80 A 80,110 " 69'0_/_(:5;: -
60 49.1% si1% 51.3% 0"
- _—
B 0 / ﬁmw\- 326% k
401 o e 203% 22.4% 28,768 wme" 17:5% 0
50 | 109% ~- 150 _a 0% N6 9% 10.8% 8.9% 10.5% 9.9% 560
Sl I e 5.1% Jﬁ::-:?- : .
0 - - ¢ 7,988
20 2 2 84 G574 ‘ -
16-Feb 23-Feb 1-Mar 8-Mar 15-Mar 22-Mar 29-Mar 5-Apr 12-Apr 19-Apr 26-Apr 3-May
E-Com
% share 1.9% 1.9% 2.1% 2.2% 1.6% 2.1% 2.5% 3.1% 2.8% 3.2% 2.7% 3.3%
of total

J Ri

Note: E-Commerce includes Brick & mortar retailers that deliver online orders to customer homes and Amazon

Source: IRI Data Ending May 3, 2020. Worldometer as of May 11, 2020
©2020 Information Resources Inc. (IRI). Confidential and Proprietary.
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Purchasing Behavior Tends to Remain the Same Across the U.S.
Even as States Begin to Loosen Restrictions and Open Restaurants

Montana
Oregon
Idaho
Wyoming
Nevada
Utah
Colorado
Arizona
New Mexico
Alaska
Hawaii

J Ri

North Dakota

/
'
Minnesota *;
i d

South Dakota

lowa Pennsylvania
Nebraska
Virginia
Kansas Missouri Virginia
Kentucky
North
Carolina
Tennessee
Arkansas
Oklahoma South
Carolina
B Georgia
Mississippi  Alabama
Texas

Louisiana

Florida

i
i New Jersey
Delaware
Ohio v t Maryland
Indiana West

United
States

Vi Il Shut Down or Restricted

Phased Reopening Scheduled
Il Partial Reopening as of 4/27/20

New Hampshire
Vermont

—— Massachusetts
Rhode Island

Connecticut

District of Columbia

$ Sales % Change vs. Year Ago

Pre Peak WE
COVID-19 Stockpile Slowdown 5/3/20

Total U.S. 3% 29% 10% 16%
Georgial 1% 23% 13% 16%
Tennessee? 49 25% 9% 14%

Note: 1. Georgia opened restaurants to dine-in on 4/27/20 2. Tennessee opened restaurants to dine-in in all but 5 counties Source: IRI POS data, IRl & BCG Analysis
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Creating more meals
from scratch

953%

Will continue to create
meals from scratch
more than | did before
coronavirus.*

Consumers are Cooking More from Scratch vs. Pre-COVID-19

Percent of Meals for
All HH Members
Prepared at Home
before COVID-19

W 50% or Less
Bl 51-80%

M 81-100%

Percent of Meals for
All HH Members
Prepared at Home
Currently

*Note: Those who said they are creating meals from scratch at home more due to coronavirus (477)
Source: IRI Survey fielded 5/1-5/3 among National Consumer Panel representing Total U.S. Primary Grocery Shoppers
© 2020 Information Resources Inc. (IRI). Confidential and Proprietary.
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Work-from-Home Days will Likely In€rease Long-Term

Changes to Work Habits: When there are not any government stay-at-home
mandates that impact you, when will you do each of the following?

B Will wait a month or more after the restrictions are lifted Before doing this
B Wil wait a few extra weeks after the restrictions are i before doing this

B Go back to my usual way of doing this as soon as possi after restrictions are lifted
B Have been doing this about the same amount as usual during the past month

33% of those employed plan to
work from home 3+ days per
week after restrictions are lifted,

vs. 21% before COVID-19

Go to Work at Location Outside Home My young child/children will go to
daycare or | will have a childcare
provider come to my home

Base= the 37% of Total Respondents Who Base: the 7% of Total Respondents Who 6 -
Plan to Work at least 1 Day at a Location Have a Child Under Age 6 Typically in
other than Home and Expect to be Daycare or with Home Childcare Provider
Employed after Restrictions are Lifted n=85

o Source: IRI Survey fielded 5/1-5/3 among National Consumer Panel representing Total US Primary Grocery Shoppers
IRI ©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 65



United States
lTotal meat
2na pPoultry
rencs
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Wider View on Fresh Foods Performance — Meat was Consistently King

Total Store with Fresh Total Edibles Excl. Fresh Fresh Perimeter Produce Department

11.9% 3/1/2020
B 10.6% 3/8/2020
3/15/2020
VM 3/22/2020
14 39
16 9%
16 4%

3/1/2020
3/8/2020
3/15/2020
3/22/2020
3/29/2020
4/5/2020
4/12/2020
2/3/2020

3/29/2020

4/5/2020

4/12/2020

2/3/2020

Meat Department

3/1/2020
3/8/2020
3/15/2020
3/22/2020
3/29/2020
[2/2020
4/12/2020
5/3/2020

1 -1.4% 3/1/2020
7 3% 3/8/2020
I /6 79615/2020
3/22/2020
3/29/2020

4/5/2020

4/12/2020

2/3/2020

12.9%
I 9%

3/1/2020 | -0.7% 3/1/2020 | 0.4%
3/8/2020 W 3.4% 3/6/2020 1B 8%

I, 75 2% 3/15/2020 I 44 9% 3/15/2020 IS 1 G0

80020
[ 24 /%]
(25 409%

Total Bakery

-4 2%
2.4%

3/22/2020 I R LT 3/22/2020
3/29/2020 BEEIELE 3/29/2020 WERE
4/5/2020 INE¥YIIE 4/5/2020
4/12/2020 4/12/2020 EETRITE
2/3/2020 MEERIITE 5/3/2020 IENNEE

Total Seafood Deli Department

3/1/2020 3/1/2020 1.1% |

3/8/2020 B2 1% 3/8/2020 | 1.0%
78.80 3/15/2020 I 5 1% >/ 19/2020 . 15.9%

3/22/2020 3/22/2020 I

3/29/2020 3/29/2020 [

4/5/2020 4/5/2020 -20.1Yumm

4/12/2020 4/12/2020 -22.5

5/3/2020 5/3/2020 -27.09 NN

Source: IRI, Total US, MULO, 1 week % growth versus year ago
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Meat Dollar Sales Continue to Outpace Volume Sales, With Gap Growing
Price per Volume is up 13% versus Year Ago in the last 4 weeks

Consumer fear of potential product shortages fueled extreme demand, even in light of implied price pressure

Fresh Meat Sales by Week During COVID-19 Crisis

91.84

51.3%
49.7% '
34.8% 37.2%
8.1%
-0.9% 5.2% 2.7%
-3'90%.1.20 3.8.20 3.15.20 3.22.20 3.29.20 4.5.20 4.12.20 4.19.20 4.26.20 5.3.20

= \leat Dollar Sales =\leat \Volume Sales

Source: IRI MULO POS data for periods indicated — Fixed and Random Weight items integrated
“ IRi ©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 68



Meat Sales
In All Qutlets

+1.4%

$ Growth 52 w/e 2-23-20
Pre-Pandemic

-0.1%

Ibs Growth 52 w/e 2-23-20
Pre-Pandemic

Fresh Meat is $45.2B
Processed Rfg Meat is $14.3B

+2.0% $ 1.1%$
+0.6% Ib -3.2% |b

+1.7% $
+1.0% Ib

Processed Rfg Meat +1.5% $ / -0.8% Ibs

Source: IRI Market Advantage Total Store View + Perimeter, Total Meat, 52 ending 2/23/2020
© 2020 Information Resources Inc. (IRI). Confidential and Proprietary.
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Meat Sales
In All Qutlets

+45%

$ Growth Latest
10 w/e 5/10/20

+35%

Ibs Growth Latest
10 w/e 5/10/20

Since Pandemic Declared:
Fresh Meat is $12.1B
Processed Rfg Meat is $4.0B

+48% $ +52% $
+37% Ib +44% Ib

+33% $
+29% |b

Processed Rfg Meat +49% $ / +38% Ibs

Source: IRl Market Advantage Total Store View + Perimeter, Total Meat, 10 wks ending 5/10/2020
©2020 Information Resources Inc. (IRI). Confidential and Proprietary.

70




With Deeper Engagement in Meat, Many Cuts Split the Consumer’s Wallet
No One Protein or Cut Had More Than 1/3 of All Dollars Spent by Their Buyers in Fresh Meat

32%

Ground Beef

e

Beef Steak

31%

25%

Chicken Breasts

mye e —y—

Beef Roast

25%

23%

Whole Bird Turkey

Ham

Note: Ham and Lamb saw high share of wallet in this period in both years due to Easter falling within these 4 weeks

R Source: IRI Panel Data including both fixed and random-weight Measure: Share of Buyer’s Wallet (among product buyers), Total US All Outlets, 4 weeks ending 4-19-20
IR' © 2020 Information Resources Inc. (IRIl). Confidential and Proprietary. 71



Ground has been doing extremely well as a versatile, easy-to-prepare cut;
smaller proteins stepped in when ground beef started running low

Over the week ending May 3 versus the comparable week in 2019:

GROUND GROUND GROUND
BEEF TURKEY PORK

o Source: IRI, Total US, MULO, 1 week % growth versus year ago
IR' © 2020 Information Resources Inc. (IRIl). Confidential and Proprietary. 72



NAE Continues Growth
Across All Major
Proteins

35%

of consumers said
that free of antibiotics

IS Important when

fresh food shopping

No Antibiotics Ever
$ % Growth and $ Share

52 Wk (Pre)

Growth +0.6% +3.7% +0.2%
Pandemic +62% +32% +49%
Growth 0 0 0
(Pre)
SHARE 4.1 37.2 4.1
Pandemic
SHARE 4.6 36.6 4.1

+7.8%

+66%

11.7

14.3

©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 73
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Organic Growth is Strong
In Beef and Turkey

20%

of consumers said
that organic is important
when fresh food shopping

Organic Claims
$ % Growth and $ Share

52 Wk (Pre)

Growth +9.8% +4.6% -25%
Pandemic 1579 +26% 9.7%
Growth 0 0 170
(Pre)
SHARE 1.3 5.3 0.1
Pandemic
SHARE 1.4 5.2 0.1

+8.9%

+39%

2.1

2.2

©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 74
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Plant-Based Growth Was Strong Prior to the Pandemic; Similar to Traditional Meat,
Meat Alternatives Have Experienced Immense Weekly Growth During the Pandemic

Fresh Meat Alternatives Total U.S. MULO Ending 5-3-20

87.6%
76.8%

26.8% 21 59
$ % Chg vs YA Vol $ Chgvs YA

m52 w/e Prior mLatest 9 weeks

L]
“ IRI © 2020 Information Resources Inc. (IRIl). Confidential and Proprietary.
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Value-Added Meat products growth during Pandemic are unprecedented.
Share to total protein has actually declined across all proteins from year prior

Total Meat Department Value-Add Latest 10 weeks:
Dollar Growth 26.5% Dollar Share  10.1 % of sales (10 wegks a year ago: 11.1%)

VA Protein Dollar Growth — Pandemic Time Period
X.X = Share Points to Total Protein

Beef
10.6

Chicken
7.2

Pork
15.8

Turkey
12.0

° Source: IRI Market Advantage, US MULO, Data Ending 5/102020 *Fixed Weight + Random Weight
IR' © 2020 Information Resources Inc. (IRIl). Confidential and Proprietary. 76



U.S. Egg Dollar Sales Continue Their Strong Growth vs. Last Year

72.4% 71.7% 69.8%

53.0% 53 0%
44 1%

37.4%

24.6%

-0.4%

3/8/2020 3/15/2020 3/22/2020 3/29/2020 4/5/2020 4/12/2020 4/19/2020 4/26/2020 5/3/2020

. Source: IRI POS, Total U.S. MULO; Measure Average Items per Store Selling (note: item must sell to be counted- not a measure of impressions on shelf) of 5/3/20
IR' © 2020 Information Resources Inc. (IRI). Confidential and Proprietary. 77



Fresh Eggs experienced a +7.1pt increase in HH penetration in March

% HHs Buying - Fresh Eggs

100.0
900 949 94.8 94.7 94.7 94.6 94.5 94.5 94.5 94.4 94.3 94.2 94.2 94.6
80.0
70.0
® 71.6

60.0 - ° c ‘ 68.2 66.6 66.4 700

62.4 62.9 63.1 63.1 63.6 62.3 64.0 64.5
50.0
40.0
30.0
20.0
10.0

0.0
&) &) Q) & Q) & Q) & &) Q Q & Q
N N N N N N N N N Q@ QO Q
NN XN MNP A NN N N NN NN S AN M
K RS \,\v N K3 & & N O © o \a) RS
) / ! S xS S !
@’ﬁ 5\}0 50 \)q %Q)Q OC’ %o QQ)Q 060 S’D & Q\)Q Q§\\\<\ ?Q&
Rolling 52 e=@==4 \WE
**Fresh Eggs excludes Egg Whites and Egg Substitutes
Source: Italicized Text (8 point)
[ ]
o IR' ©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 78
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In the last 8 weeks, 19% (17MM) of Total Fresh Eggs buyers were new buyers
to the category — spending about the same as existing buyers per trip

Fresh Eggs — New vs.
Existing Buyers

BENEWEGGS

S
mEXISTING $11.27 $3.16 3.6

EGGS

BUYERS

% of Buyers % of Dollars
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Takeaways and Key Considerations

 COVID-19 turned consumers’ attention to Meat in an unprecedented way with more at-
home cooking from scratch driving experimentation and interest

* Recent media, supply constraints and price pressures brought about unprecedented U.S.
demand, and changed behaviors expected to stay for the near-term

« Shoppers are deeply engaged with meat more than ever before

Recommendations:

 New buyers and behaviors are valuable to reinforce — this summer is a prime time to
market especially via targeted digital and online ordering engagement

» Proactively plan for the new economic reality — strategic pricing and promotional
engagement is overdue and now table-stakes in the meat department

« Consider new competitive and departmental realities — now is the time for solutions, not

silos, to capture and keep concentrated market share

[
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Insights and Strategic
Guidance for Better Decisions

Solutions News Insights

IRI’'s Online Resources Include Real-Time
Updates and Weekly Reports Which Track Z;)(\J/’D & m‘z
the Impact of the Virus on CPG and Retail © TRETAIL

The IRI COVID-19 Info Portal
Includes COVID-19 impact analyses and reports,
webinar replays, podcasts and the latest thought
leadership on supply chain, consumer behavior, Manulaceiriog | Retating Media/Advetising
channel shifts for the U.S. and international o o e
markets

The IRI COVID-19 Data Dashboard and
CPG Economic Indicators

Tracks the daily impact of COVID-19 via
the IRl CPG Demand Index™, IRl CPG
Supply Index™ | IRl CPG Inflation
Tracker™ and data on top-selling and out-
of-stock categories and consumer
sentiment on social media

CONSUMER SPENDlNG
TRACKER FOR
MEASURED CHANNEL@'

U.S., UK, France, italy, Germany,
Spaln, New Zealand, Netherlands
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CONTACT US
FOR MORE
INFORMATION

i

Chris DuBois
Chris.Dubois@IRIworldwide.com




Question and Answer

David Hughes Chris DuBois
profdavidhughes@aol.com Chris.Dubois@iriworldwide.com
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Thank You for Attending!

Did you know access to all premium content including current
Industry Market Data and Top Companies, is available FREE?

aformanon on global itry,
WATTAGNE ... i o tean Qs | £ % n @

Market Information Poultry Pig Animal Feed Industria Avicola Blogs Animal Agriculture by Region Magazines

- -
L Register or Log in today!

Exclusively at WATTAgNet.com

Check out what’s new on the farm:
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¥

>> Search for WATTAgNet
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Upcoming and On-Demand Webinars

July 1, 2020 “How to control mycoplasma infections in poultry flocks,”

sponsored by Boehringer Ingelheim

To register for upcoming webinars, view an archive of today’s webinar or see On-Demand
webinars on related topics, please visit: www.wattagnet.com/webinars
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