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The Plan - 2007

Best-in-Class operations

People, Culture

Supply Chain
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Our Vision & Strategy -2017

More People, More Fish, More Often

Market driven Best-in-Class operations Supply Chain Expertise

@ QUALITY
| NATURALL
ICELAMDIL SEAEHIL
People, Skills, Trust

Culture
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Sales and EBITDA
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Industry leading Consumer Expertise

TESCO coorp OCADO

Answers on Shopper

UL Demand Centre

CANADEAN
Global Fish Markets

IGD

QUALITATIVE RESEARCH
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SAINSBURY
Nectar

Retail Analysis Retailers, Countries, Trends & ShopperVista consumer tracking, trends, attitudes

ONLINE



The biggest selling fish product in the UK

2 Boncless
Salmon Fillets
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So What About Cold Water Prawns?
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|
Cold Water Prawn consumption occasions have declined by 35% since 2013

...against a background of 9% growth in consumption of all prawns in the same period

Cold Water Prawn Consumption Occasions (m)
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Who Eats CWP?

Mainly Female with 66% of these aged 65+
(WWP 39% 65+)
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Who Eats CWP? When are CWP eaten?

35% occasions are Lunch...but only 18%

of all Chilled Fish is consumed at Lunch
(25% of WWP consumed at Lunch)

Mainly Female with 66% of these aged 65+
(WWP 39% 65+)
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What Do Consumers Feel About Cold Water Prawns

ENJOYMENT | 0
Total Chilled Fish 84.1% '
N
IC El'—é-—"\'l"“g Source: Kantar Worldpanel — Rolling 52we

SEACHILL .
Nb Consumption can be for more than one reason



What Do Consumers Feel About Cold Water Prawns

ENJOYMENT
Total Chilled Fish 84.1%
HEALTH
Total Chilled Fish 40.8%
N
IC El'—é-—'\'l"“g Source: Kantar Worldpanel — Rolling 52we
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What Do Consumers Feel About Cold Water Prawns

Cold Water Prawns
more likely than
Warm Water to be

ENJOYMENT d f
Total Chilled Fish 84.1% consumead ror
ENJOYMENT and
HEALTH VG Jo HEALTH ...
Total Chilled Fish 40.8% S e e e
‘ ... but less likely for
PRACTICALITY ; : v
Total Chilled Fish 54.8% S ) PRACTICALITY
i CCELM Source: Kantar Worldpanel — Rolling 52we

Nb Consumption can be for more than one reason
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Enjoy the tastc | —
Fancied a change | 49.3 Ser;/;ngs
Easy to prepare or clear up | ——————— v
Filling  —
HIith benefits(fibre/vitamins) Total Fish
Provide a varied diet 171 m Total Prawns
Quick to prepare CW Prawns

More natural/less processed
A treat or reward
Lower in fat/salt/sugar

Complements rest of meal

Asked for by partner/kids

KANTAR W'RULDPRNEL

© Kantar Worldpanel
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Enjoy the tastc | —

A

| Servings
49.3 oy

v

Fancied a change

asy to prepare or clear up

Filling  —
HIith benefits(fibre/vitamins) | EE—— Total Fish
Provide a varied diet |—— 7.1 m Total Prawns

CW Prawns
More natural/less processed |IE—
A treat or reward |E———
Lower in fat/salt/sugar |——
Complements rest of meal |——

Asked for by partner/kids |—

KANTAR W'RULDPRNEL

© Kantar Worldpanel




Addressing “Practicality” will help appeal to younger consumer and
less reliance on lunch...

Complements
rest of the meal

Quick to Prepare

Easy to prepare
and clean up
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The Challenge For Cold Water Prawns

...to reduce reliance
on lunch occasion..

...highlighting
shorter preparation
time for healthy
and tasty meal

Appeal to younger
consumer: “Empty
Nesters”...
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Research, Research
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2009 2010 2011 2012 2013 2014 2015

Nielsen Scantrak & Coated Fish Sainsbury’s
shopper — Nectar USA Shopper
Kantar Category .
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It’s about the dish, not just the fish




We have identified 3 consumer personas

Fresh fish Fanatics Fish Wanabees Fish Frighteners
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FISH FANATICS FISH WANNABES




215t Century Marketing

CONSUMER DIGITAL MEDIA

P
T2
FROZEN JUST GOT COOLER THE
g & e SAUCY
R SV, FISH
!
‘OUR STORY

THE RANGE

THE SHOP







THE SAUCY FISH CO. FROZEN RANGE
HAS LAUNCHED IN...

SIGNIFICANT GROWTH
WOW, OUTSTRIPPING
THE CATEGORY —
BRINGING IN NEW USERS

546 STORES 549 STORES
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Amazing together



Just to remind you

| am Charles Boardman — Procurement
Director for Icelandic Seachill and

| have just spoken to you exclusively about
the consumer




