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Today’s Discussion:

What’s Driving the Food Industry

WHO is today’s food consumer?

WHAT matters when making food decisions?

WHERE are they eating?

WHEN are they eating?

HOW will this impact Norwegian seafood?



Today’s Discussion:

What’s Driving the Food Industry

WHO is today’s food consumer?



A Shifting Landscape of
Food Consumers

Baby
Boomers
(54-72)
23.6%

Millennials
(22—-37)

Gen X 24.5%

(38-53)

15.4%




1
: The Torch Has Been Passed

Move over millennials, Gen Z is now shaping
the food and beverage landscape

By Mary Ellen Shoup (7 f 116
| N S Rgelnl= hours a year looking at
‘ food Instagram photos
percent won't go to a
restaurant if their
Instagram feed is “weak”
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Gen Zis finding culinary inspiration online through social media platforms and testing recipes out at home
more often than older generations. ©@Gettylmages/monkeybusinessimages




Gen Z: Most Diverse and Most Values-Based Generation

Will be largest purchasing cohort by 2025

BRAND VALUES MATTER THESE NUMBERS ARE
GREATER WITH DIVERSITY

m Q: How often do you buy a product or service

from a brand solely because you believe in that
1 @ 4 brand’s values/reputation and you want to
support them?

Always/often buy a product or service

“Based solely because you believe that brand’s BLACK AFRICAN  HISPANIC/

values and you want to support them.” WHITE AMERICAN LATINO
y Il
67%
Do this at least 28% 38% 34%

some of the time



Food Defines Them

Food Really Defines Who | Am and What | Believe In
w R R \

T -

‘f




Doing more ...

Researching

Cooking Product chgrlrr:\ge::
: at Home Before Markets
Balancing 53% Purchase 0y
“High Touch” 4 °
and “High Tech”
I AT e 71% Want to Cook More Often

... and less

Eating Out Purchasing Ordering In
Pre-made Food




Balancing
“High Touch”

and “High Tech”
In Conversations

Nearly one-third of both generations say it is
their role to share information with others — and
do so both in person and online

Word of Mouth with Friends/Family:

Millennials

55%

Social Media;

Millennials

63%




Shared Responsibility to Improve What and

How We Eat

|dentified themselves AND
food companies
as being responsible for
Improving what and how
we eat

“My Generation”
also key improving
what we eat

Generation Z: 51/50% E Z (:

Millennials: 50/48%

Generation Z: 40%
Millennials: 40%
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Steps Taken to Address Topics/Trends

Do You Take Action to Address Why Haven’t Taken Action?
Those Issues?
(across all issues)

49%
3204 330 35%
#1 e 22%
Action 0
REDUCE I
FOOD
WASTE Don't know what Don't know where Lack of
to do to start knowledge/time

Gen Z (n=113) m Millennials (n=92)
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I New Generations Driving Innovation

eyery purchase
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organic coconut
seed bites

PINEAPPLE
COCONUT RUM

organic corn
& seed clusters

:

gIEN U LY




Today’s Discussion:

What’s Driving the Food Industry

| WHAT matters when making food decisions?
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| Taste Is Still Top Driver, but Then ...

Purchase Drivers Over Time
(% 4-5 Impact Out of 5)

2018
Taste
Taste [EiS
Price [Z!
61
Price Convenience
Sustainability
Convenience

Sustainability

0%
2012 2013 2014 2015 2016 2017 2018

Q13: How much of an impact do the following have on your decision to buy foods and beverages? (n=1,009)



1
: ..._I-Iow Food Is Produced Is Just as Important

Important Factors When Purchasing Food

m5 - Very important m4 3 m2 m 1 - Not at all important

Recognizing the ingredients listed on the
package

f Knowing where the food comes from

Understanding how the food is produced

Being able to access information about
how my food is produced

The number of ingredients on the food’s
label

( Knowing that the manufacturer has a
commitment to producing food in an
environmentally sustainable way

Knowing that the food was produced with
k animal welfare in mind

0% 20% 40% 60% 80% 100%

Q43: How important are the following factors in your decision to purchase a food or beverage? (Split Sample A, n=505)




1
: Practices Shared on Labels Drive Purchases

Labeling Influence on Purchasing Behavior

60%
m Shopping for food and beverages  m Eating away from home
50%
40% N
30%
1

20%
10%

0%

Natural No added Pesticide-free Organic Non-GMO  Raised without Locally sourced| Sustainably None of the
hormones or antibiotics sourced above
steroids

Q47a: Which of the following, if any, do you do on a regular basis (that is, most times when you shop for foods and beverages)? Buy foods and beverages because they are advertised on the label
as...? Select all that apply. (Split Sample A, n=505)

Q47b: Which of the following, if any, do you do on a regular basis (that is, most times when you eat away from home)? Eat at restaurants because they advertised their foods and beverages as...?
Select all that apply. (Split Sample B, n=504)




: The SUSTAINAIBLITY Challenge: Consumers’ Definition of
I Sustainability Expands Upon Any Industry Standard

Importance of Sustainability in Ranked Important Aspects of

Food Products Purchased Sustainable Food Production
(Of those who say it’s important their food be produced sustainably)

Reducing the amount of pesticides* _ ‘l
Ensuring an affordable food supply - 1
5 9% Conserving the natural habitat* -
Ensuring sufficient food supply for the growing .: ' : 5
Important population* Wl | |
Conserving farmland over multiple generations . | | : mRated 1
Less food and energy waste . ORated 2-3
= Very important Produce more food with less use of natural resources l :
® Somewhat important -
Neither important nor unimportant Fewer food miles (shorter distance from farm to point of :
m Not very important purchase) 4
m Not at all important ' :
= Don't know enough None of the above are important* I : ;
Q45: How important is it to you that the food products you purchase or consume are produced in 0% 20% 40% 60% 80% 100%

a sustainable way? (n=1,009)

Q46: What 3 aspects of producing food in a sustainable way are most important to you? (Select
top answer.) (Of those who say it’'s important their food be produced sustainably, n=583)
*Response text has been abridged
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1 Labeling Sustainable Practices Proven Sales Driver

SUSTAINABILITY SELLS
Year-over-year sales growth (%) among products with these claims
PACKAGING | (* SUSTAINABLE )| ANIMAL ~ PRODUCTION ~ BUSINESS SUSTAINABLE
MATERIAL FISHING WELFARE METHODS PRACTICES FARMING
) &7 & H @ (7
L )

Source: Nielsen Product Insider, Powered by Label Insight, 52 weeks ended Jan. 28, 2017
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: Traceability Another Strong Production Story

TRACEABILITY TRANSPARENCY PURITY

Regardless of the specific term,
It represents full and open
sharing of practices on-farm, in
processing and to the consumer.

Traceabillity is a marketing
term, used in both B2B and
B2C spaces.




1
I Traceable Back to the Farm: Food Industry

Triscuit

SPOTLIGHT STORY:

GREEN ONIONS FROM MURANAMA FARM
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: On the Horizon: Plant Protein

20%
PLANT-BASED
2018**

8%

PLANT-BASED
2017*
(o)
2%
ALL FOOD
2018**

* 52 weeks doliar sales ending August 2017

** 52 weeks dollar sales ending June 2018
PBFA-commissioned data from Nielsen includes PLANT BASED
dollar sales for meat, egg, and dairy alternatives FOODS ASSOCIATION

* 52 preha AW 3w WY A S
“4ED e N AN LI 5 AT MG S

24%
PLANT-BASED
MEATS 2015**
6%
PLANT-BASED
MEATS 2017 2%

ANIMAL MEATS
2078
| ——

S A IATNIVAR YD) SAle LI (AR 008 A2 2N

$3.3B in
2018 Sales

Lean fish have advantages over meat and
poultry for cell-cultured protein production,
claims nonprofit

By Elaine Watson (2 n 2 um

Zebrafish Picture: Gettyimages-kazakovmaksim




Today’s Discussion:

What’s Driving the Food Industry

WHERE are they eating?



1
: Americans Spent More on Food Away From Home

Percent

100
00 — FO0d at home Food away from home
80
70

60

50

40
30
20
10

Source: USDA, Economic Research Service Food Expenditure Series. 2018.



2018 Restaurant Growth Segments

SEGMENTS THAT GAINED SHARE

BAKERY-

BEVERAGE- C-STORE  CHICKEN  LSR/MEXICAN  PIZZA
CAFE SNACK
SEGMENTS THAT LOST SHARE
ll
l e
CASUAL LSR/ LSR/ FAMILY LSR/
DINING BURGER SANDWICH DINING SPECIALTY

SEGMENT WHOSE SHARE REMAINED FLAT

IN-STORE
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CHAINS DOMINATING SEGMENT SALES
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Grocery Store: Growt



] [PREP=PARED]

] :
1 Meal Kits $ 1 O B
Retailers are entering the meal kit space by Projected revenue of

purchasing current brands or developing their own meal kits by 2020
(Technomic)

200+ $80.6M

Vs

Number of stores Kroger is offering the Sales generated by grocery stores in
Prep + Pared meal kits meal kits for 12 months ending
March 2017

A("’\ + Plated. True Chef meal kits available at retailers
ertsons
COSTCO. Lus/ias

Albertsons purchas_e of Pl_ated in o ———WHOLESALE
September 2017 was the first major acquisition

of a meal kit by a grocery retailer

-~

Millennials and Gen X are four times as likely to buy meal kits than older generations prolp ot v e o



1
1 Retail Food Sales Split Across Various Sectors

+1.2% +0.1% 0.0% 0.0% -0.1% -1.0%
ONY A e (=] (— 1=
Bn T = --x Jmd|

Warehouse Value/ Mass
Club Dollar Merch

Gas/C-Store Grocery Drug



1
i Online Grocery Growth Far Outpacing In-Store

5 Year CAGR Ending 2022 (excluding inflation)

13% 1.3%

Source: Brick Meets Click Online Grocery Forecast. 2018.




Smart speaker § (i S\ 2 “Alexa, what

penetration increased i 8 4 &7} IS the

50% last year e N healthiest
AN aad T seafood?”

Smart speakers are
now in 20% of :
WiFi homes L 2

36% of homes regularly
use the device to
make purchases

Groceries are the most
frequently ordered item
from Alexa (30%)




Today’s Discussion:

What’s Driving the Food Industry

WHEN are they eating?



i Evolution of Snacking

ROLE OF
SNACKING & MEALS

Home as Epicenter of Food Management:

Industrially Processed Food Delivers Reliable Convenience

Past and Traditional

Snacking is
infrequent

Meals are
central and
drive eating

Snacks are
for kids —
treat only

Iconic “snack”
industry-created
brands emerge

Wellness-Driven Shift
in Food Values

Snacks become a
shared pastime
— diverson, fun,
fill-in to meals

Packaged
snack boom

Burgeoning “snack
categories” — rise of the
salty snack (and
accompanying

beverages)

Moralistic
management of
snacking as
consciousness of
fat/salt/sugar

Cracks in the
dominance of
meals

Limited calories and
portion-controlled
options

Fresh and Real
Defines Quality

Fresh, Global, Experiential
Take Prominence

Emerging and Future

Snacks become
compatible with
and enablers of
wellness

New FRESH food
values ignite growth
of minimally
processed food &
beverage for
snacking

Snacks increasingly
fluid, undefined and
ubiquitous

Meals at times
displaced by snacks
though still valued

Proliferation of small,
premium-quality brands
competing with legacy

Legacy brands
contemporize to
compete




1
: Sn_acking by the Numbers

of Meal \ of Our

50% Occasions 25% Calories Come

are Snacks from Snacks

. of Us
664) Snack to

Get Nutrition

We Average More Snacks
Than Meals Per Day

3.02 2387

SNACKS MEALS

O

Snack Sales Crossed
S100B in 2016

Snack Sale Growth

DOUBLED

That of Staple Foods
—— in2016 —




When and Why Do We Snack?

AKA the Death of “Breakfast, Lunch and Dinner”

@ Breakfast, Lunch, Dinner @ Snacks



I
i What Are We Looking for in Snacks?

NOTHING

All Natural
No Artifical Colors
GMO Free
No Artifical Flavors
Natural Flavors
Caffeine Free &Iz 32% 25%
Gluten Free LR 32% 26%
m Very Important ® Moderately Important m Slightly Important

NUTRITION CONVENIENCE

-

BEET CHI
SEA SALT

BEET CHIPS

INNAMON & COCONUT $504




Anything Can Be A Snack!

{4 chedd, é
£R e

PER BAG

100 5¢ 1.5¢

lowFol+ighFter
Cloten Free - N GMD VY




Today’s Discussion:

What’s Driving the Food Industry

HOW will this impact Norwegian seafood?



e,

Norweglan seafood is WElL
posmoned to capitalize: Dn
— growth trends




I

: Norwegian Seafood Delivers Today’s Food White Space:
The Balance Between What Makes Me Feel Good ... About
Myself and My Environment

SUSTAINABILITY FOOD AS WELLNESS

“| feel good “What | eat

about what | eat” is good for me”

ETHICAL CLAIMS GAIN MOMENTUM BETTER-FOR-YOU CLAIMS RESONATE




Opportunity: Share Aquaculture’s Story — to Consumers
With No Farming Background
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Opportunity: Seek New Ways to Make Seafood
Convenient and “Snackable”




: Opportunity: “Bring” People to Norway

Through Technology

FACEBOOK
LIVESTREAM
WITH CHEF

LIVE o 350

: ' —n""'{! me
| mi "'
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