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Working from home is a key driver of FMCG Growth

Where rules were strictest, FMCG in 2020 increased 8-12% more than expected vs 2019. When restrictions

were partially eased this dropped by about half. Impact by country very variable dependent on rules,
tlmlngs what was open how easy to work from home Much lower |mpact in some countrles suchasEE

Global FMCG Value Effects compared with expectation
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Working from home is a key driver of growth

Food categories including Fresh are the main beneficiaries of the pandemic
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Working from home is a key driver of growth

France grocery 8% higher than expected in 2020 - Frozen and Salmon h|gh levels of growth driven by more
buyers — Beef growth lower than other meats
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Working from home is a key driver of growth

Germany grocery 12% higher than expected in 2020 - Fresh and Salmon high levels of growth driven by

more buyers more and more often

Germany Annual Values
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Working from home is a key driver of growth

Germany Salmon high levels of growth dr|ven by more buyers, more and more often — 70% of Salmon gains
comlngfrom Pork and Chicken

Germany Annual Values Salmon Gains/Losses - 12
months to March 21 vs 20
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Working from home is a key driver of growth

Italy grocery 6% higher than expected in 2020 - Frozen and Salmon high levels of growth driven by more
buyers, more and more often - Beef growing less than other meats especially Poultry

Italy Annual Values
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Working from home is a key driver of growth

Spain grocery 12% h|gherthan expected in 2020 - Frozen and Salmon high levels of growth driven by more
buyers - Beef growing less than other meats
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Stay home and stay safe have led to online growth

Rapid increase in March/April, then stable, then smaller increases with new
lockdowns, then drop back. These trends la rgely reflected in Seafood.
2 t,.t,o_lFrozen Salmon - 10% share in France, 7% Italy and 6% in Spam
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‘Stay home has led to polarisation of society

On average Private Label lost share in 2020 in Western Eu rope but
galned in Eastern Europe with Dlscounter growth
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Stay home has led to polarisation of society

Discounters important and growing share of Salmon espemally Germany
and Spaln
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Stay home has led to health concerns
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Stay home has shown how we can have an impact
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Salmon has shown excellent overall long term value growth in the 4 focus countries
with 5|gn|f|cant future opportumtl_e_‘s,* g oy
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