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Smaller and Smaller Households in Italy
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Shoppers try to stabilize as much as possible YouGov'
their Spend per Trip levels
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Packed FMCG with Loose Weight Fresh Foods © GfK 3



Increase of smaller baskets (One Need missions) ik ‘ YouGov’
i ouGsGov
that count for more than 1/ 3 of the total baskets
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BIG BASKETS

STOCK UP other baskets



Senior targets sustain FMCG Spend

FMCG Spend
ugsigle
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Discounters and Drugstores keep on adding Penetration

Penetration % Spend per buyer (€) Frequency
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FMCG + Fresh



Shoppers are more and more Unloyal to Retailers €19 | YouGov'

Average number of Retailers visited per Household
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FMCG incl. Fresh Produce (loose weight) © GfK 7



More than half of FMCG Categories lost Penetration .
. . €39 | YouGov
and the vast majority reduced Volumes per Trip

Penetration ' 59% 22%
Frequency

‘ Spend per Volume per
buyer Trip (Kg/lt)
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89%
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49%
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FMCG packed: ECR Category level - YE March 2024 vs YA



Categories that keep on growing in Penetration

belong to the trends of Wellness, Convenience and Functionality

% FMCG Categories (Totale = 348)

.0, Penetration

>

Convenience

Pinsa

Plant Based Cheese
Gluten Free Bread
Gluten Free Pasta
Tomato concentrates
Home deodorants
Ethnic ambient foods
Natural Tuna

UHT Desserts

Supplements

Trend % buyers vs YA
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Shoppers are more and more oriented to Wellness

. L . G
Categories, despite inflation
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[ UNDERSTAND SUSTAINABILITY TRENDS

Strong reprise of Shoppers focus on
Sustainability

B Eco-Actives I Eco-Considerers [ Eco-Dismissers

% of households
Global

P :’Yt;,_ \ _‘." »
"\"‘ v - %
ECO-DISMISSERS

- Not interested in sustainability topics
- Don’t buy in a sustainable way
because they don't think it's important to do it

-

Powered by e and KANTAR WHO CARES? WIHO DOES? 2023 europanel



UNDERSTAND SUSTAINABILITY TRENDS

Nowadays Sustainability means especially concern for Global Warming,
especially in Italy

2023 Sustainability Concerns Top 5 Rank Globally

Water pollution Air pollution

Global Warming Drought Plastic waste

B e
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[ MEET THE ECO SEGMENTS

Product Origin and Ingredients are very important
for Eco-Actives

When | buy groceries | prefer...(Rank Top 10)

Regularly and occasionally [ Eco-Actives [l Eco-Considerers B Eco-Dismissers

Packaging made with
recycled materials

100% recyclable

packaging Local companies Only natural ingredients

Local ingredients

90%
78%

91%
78%

92%
81%

Ingredients from Companies that provide

. tips for sustainable Cruelty free Only organic ingredients Zero emissions
sustainable sources .
behaviour
86% 84% 84% 82% 82%
73% 63% 72% 64% 62%
55% 46% 59% 50% 44%

Take Action

S
~C

Even in terms of Channel
preference, Eco-Actives
prefer Traditional Trade,
Specialized Shops or
open markets if compared
to mass market Channels

© CPS GfK 13



Strong orientation to Salmon in Italy, GFK ‘ YouGov'
still with growth opportunities

Frequency

7.2

Penetration %

69.1%

Purchasing Households (,000)
17,790

Spend per Trip (€)
Spend per buyer (€) 6.81€
Source: GfK Consumer Panel Italy .
Including Fresh, Frozen, Ambient, Chilled Salmon 4884 €

Period: YE March 2024



Unlike several FMCG Categories, Salmon has limited the 14 | YouGov'
decrease in Penetration to only -0.7 pts in the latest MAT
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Salmon remains the 3rd most Penetrated Fish Categories in Italy  [e4¥% ‘ YouGov'
Penetration %

and Penetration is less negative in the latest year
34,7
20,8
7,5
4.4
in | II

than for several other species
Salmon Cod Dried Anchovy  Crustaceans Plaice Seabream Sole Trout Tuna Prawns SeaBass  Swordfish

88,7

69,1

YE April 2022 ®YE April 2023  ® YE April 2024

Source: GfK Consumer Panel ltaly
Including Fresh, Frozen, Ambient, Chilled



CPS

56.6% of Italian Households buy Smoked Salmon GFK ‘ YouGov'

Penetration %

15,3

Salmon Frozen 16,0
16,2
29,9
Salmon Natural Fresh (Loose) _25,9
27,1

Salmon Natural Fresh (Take away) l 45
1

Salmon Ambient Canned . 10,5
8,8

Salmon Smoked

59,8
57,1
56,6

YE April 2022  ®YE April 2023  ®YE April 2024

Source: GfK Consumer Panel Italy

Frequency of purchase

Salmon Frozen _ 22”5’
Salmon Natural Fresh (Loose) _’7379
Salmon Natural Fresh (Take away) _2’2(’)1
Salmon Ambient Canned _2629
Salmon Smoked _5,2’0’

YE April 2022 B YE April 2023  mYE April 2024



Still opportunities to grow Penetration in all targets, 1Y | YouGov'
Including both young and senior age targets

Penetration — YE April 2024
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Other Proteins grow in Penetration, €3¢ | YouGov
especially packed meat and Chilled Vegetable alternatives

Penetration % Frequency of purchase
. 90,2 , 26,2
92,9 26,2
) ) 83,8 ' ] 145
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. 65,0 , 92
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16,8 29
. 20,6 , 5,6
Chilled Plant Based Meat -22,7 Chilled Plant Based Meat _ 6,2
25,6 6,6
YE April 2022 mYE April 2023 MWYE April 2024 HmVYE April 2023 ®mYE April 2024

Source: GfK Consumer Panel Italy



Several Opportunities for Seafood by Retailer ‘ YouGov'
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Eco-Actives already play an important role for Salmon GFK ‘ YouGov'

Y 1%

- SALMON

% Category Value developed by Eco-Actives



Shopper Key Insights

More and more
complex Shopper
behaviour,

with high
Frequency,
Multichannel
behaviour,
diversification
and Unloyalty.

m Attention to prices

still crucial

for Shoppers

with impact on
several Categories
in Penetration and
Volume per Trip.

m Wellness remains

a strong trend
and Shoppers are
still willing to pay
Premium Prices if
the wellness
promise remains
clear.

m Sustainability

in reprise

and especially in
Italy, with high
attention by
Eco-Actives to
Origin, Naturality
and Quality.

Gﬂ( YouGov'

m Salmon remains
among the top
penetrated Fish Types
in Italy and keeps
Penetration up more
than other species.
White Meat and
Vegetable alternatives
on therise.
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