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Every time Maeve bri-ng:; her shopping home she scans it in for

Kantar & receive points to convert to vouchers in return. She tells
us; 3. How much she paid

Where she shopped,

What she bought,

From this we can tell you... N
 How many shoppers are buying (% of households) —
* How often they are buying (trips) -

*  How much they buy on each trip -

| N What price they paid -
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Overview of Sector, Shopper & Retailer
Beer & Cider market

-

$
G

TR
e

iy

Beer @'\

+5.8% o
==

Cider

+5.6%

b

| W—
® e

=
1 F |
A Y ¥
1 r |

ICANTAR WCRLDPANEL

© Kantar Worldpanel



-

LTOTAL GROCERY

ICANTAR WCRLDPANEL

© Kantar Worldpanel



52we SPEND, YOY CHANGE % & ACTUAL CHANGE

€10.4bn
+2.5%
+€258M

KANTAR WORLDPANEL: DATA TO 8t OCTOBER 2017
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52we SPEND, YOY CHANGE % & ACTUAL CHANGE

The grocery market has grown primarily through greater
volume per trip

2, = €

Shopper

Penetration Frequency Trip Volume Price per Pack
100% of ROI 268 x year 13 X trip €1.72
-0.7% +2.3% +0.0%
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Trended over the year we can see the growth of Frequency slowing
while Volume per Trip growth became more prominent

52we
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Fresh & Chilled accounts for 48% of grocery sales, ambient is @

the second biggest category at 28%

52we
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= Fresh & Chilled
® Ambient Grocery

Alcohol

Household
= Frozen
m Toiletries
m Healthcare




Which markets are seeing biggest shifts?
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How are related categories performing?
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The top three multiples are neck and neck with Dunnes growing |
the most. Aldi and Lidl are improving on their 22% share.

52we m SuperValu
= Tesco

m Dunnes

Lidl

Aldi

u Total Symbols

= All Others
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In the last 12 weeks however, it is Tesco, Lidl & Aldi who are driving market
growth

12w Total Grocery —retailer value % chg YoY
Tesco 4.2
Lidl 3
Aldi 2.8

Total Market - 2.1

Dunnes 1.7

Losing share
SuperValu 0.5
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Tesco were the switching winners this period as they stole €5.2m from
SuperValu.

12w Total Grocery —retailer switching TESCO

M P S
Better Value
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Tesco and Dunnes both saw strong growth in PL & Brands. SuperValu also grew

through brands, but lost PL sales.
12w Total Grocery — retailer branded vs PL value sales change YoY €000s

B Branded B Private Label

Growing Sales

-157 Losing Sales
-946

Total Market Tesco SuperValu Dunnes Aldi Lidl Total Symbols
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52w Beer —value sales YoY change %

€287/m

+€15.7m
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More shoppers are buying more Beer on each trip and making more

trips
52w Beer

4 )
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Shopper
Penetration

68.7% of ROI
+1.2%

=

\_ J

Frequency

22.6 X year
+1.0%
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Trip Volume

3.8It x trip
+4.1%

=

- J

Price per Litre

€2.82
-1.4%

-




Ale/Bitter is growing through all but price with Lager relying on Volume
per Trip gains

52w Beer

Total Market

Stout

Ale/Bitter

Lager
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Beer growth is being driven by Singles, 4-packs, 12-packs and rj
24-packs L J

52w Beer — value share & sales YoY %
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52w Beer Pack Size —value sales YoY growth

€287m

+5.8%
+€15. 7m @

-€2.2m +€5m -€5.6m
cin 4 V= Y7 E
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8s

20s

Singles are winning through new shoppers paying a higher price and 4s are ’j
winning through a higher frequency and volume per trip

52w Beer ::15
Decline sizes Growth sizes
m Penetration % m Purchase Frequency
m Trip Packs = Price per Litre m Penetration % ® Purchase Frequency ®Trip Packs ®Price per Litre
Singles
4s
6s
12s
24s
Others
-8,000 -6,000 -4,000 -2,000 0 2,000 -10,000 -5,000 0 5,000 10,000 15,000 20,000
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Brands are almost 86% of the market and are growing sales =
==
but Private Label is driving growth €28/m
52w Beer —value share & sales YoY %
14.2
[0 Branded
+4.7%

1 Private Label

0
85 8 +13%
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Aldi & Lidl are driving Private Lable sales with Tesco doing well to grow
through Brands

Ik

52w Beer —retailer Branded vs PL value sales change YoY €000s

B Branded B Private Label

-€598 Losing Sales

Total Market TESCO SuperValu m
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Heineken has the biggest market share followed by Budweiser

but Private Label & Other Brands are growing the fastest
52w Beer — Top Brands value share & sales YoY %

9.7
14.2
s vcteeisiol 5 4
9.3
25.9
4.6 7.2
2.8 3.2

ICANTAR
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€287m

Budweiser
Coors

Total Guinness
Heineken
Carlsberg
Carling

Miller

Corona

Molson Canadian Lager

All Others
Private Label




Heineken are growing behind the market while PL and Other brands
lead the charge in Beer growth

52w Beer — sales YoY %

All Others 17.3
Private Label 13
Carlsberg 9.5
Molson Canadian Lager 9
Corona 7.8

Total Guinness

Total Market

6.7

Heineken

2.1

Budweiser

Carling

Coors

Miller

ICANTAR

-19.2

% change

0.1

Losing share




The top performing brands are all growing through more litres bought per trip

Top Growth Brands &

Carlsberg

Corona

Molson Canadian Lager

All Others
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Tesco are market leaders in Beer and they experienced the best value growth

52w Beer — Retailer Value Share & Growth Rate

e e aee a0

26.8 27.1

TESCO [}

m52w/e090ct16 52w/e08O0ctl
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All retailers suffered from Beer deflation but all but Aldi grew through new shoppers i
and increased litre purchasing per trip ‘

52w Beer

shopper penetration litres per trip average price
(Actual change in shopper penetration) (% change vs last year) (% change in € per Itr)

TESCO

SuperValu

Real Food. Real People

aopeg
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WHAT DO | NEED TO KNOW BEFORE | TALK TO A RETAILER?
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TESCO ¥

A L A A 2y £=

How are they doing in Beer?

+€5.1m

How can you heIp’P
@ / 2 [ Tesco under-trades
/@J : Stout = €1.2m
SONNAGHT ! Ale/Bitter = €3.1m
V :

Older 45+ Family Empty RUGBY ULSTER
Dependents Nesters Rugby N
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SuperValu W

Real Food, Real People

How are they doing in Beer?

V,

+€1.4m
GUINNESS

1@

How can you help?

LY o~ T aemmmesccssssssccscce———————
9 -~ & /w .{ SuperValu under-trades ‘n
@ @ @ : Lager =€1.6m E

LEINSTER ~——————————-—-=-==-=-------

Pre-  Young Middle Empty RUGBY
Family Family Family Nesters
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DUNNES STORES \

How are they doing in Beer?

+€766k
How can you help? &
TR
Pre-  Retired "'"“":mo:””"‘
Family
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How are they doing in Beer?

How can you help?
T,
Pre-  Young Older Empty
Family Family Dependents Nesters

ICANTAR
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Aldi under-trades
Stout =€1.8m




How are they doing in Beer? Other
Brands

+€1.3m

> ‘- Lidl under-trades \:

|
/&J ! Stout = €789k :
® 1 :

\

CONNACHYT Lager =€1.4m
Older e UGBV | JISTER S mmmmmmmmmmmmmmmmee ’

Dependents Rugby

45+ Family
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Cider
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52w Cider — value sales YoY change %

ICANTAR

€57/m

+€3m

KANTAR WORLDPANEL: DATA TO 8t OCTOBER 2017



Fewer shopping are buying Cider but those that are, are buying a lot -y
more per trip ‘

52w Cider

4 )
3"/.

Shopper
Penetration

39% of ROI
-5.5%

N

\_ J

-4,000

Frequency

9.1 x year
+0.1%

=

fg-\

Trip Volume

3.2It x trip
+12.2%

=

- J

I

-2,000 0
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4,000 6,000

€

Price per Litre

€3.10
-1.3%

)




Each multiple retailer is driving Cider growth through big volume

per trip gains \\\J‘

= €

52w Cider

Total Market
Tesco
SuperValu

Dunnes
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Aldi's losses are coming mainly through frequency declines while _
Lidl are gaining through frequency and volume per trip \/‘

2 = €
o =
2

52w Cider

Lidl

ICANTAR



Cider growth is being driven by strong performance of 12 j

packs which now makes up 9.4% share of Cider

52w Cider — value share & sales YoY %

ICANTAR WCRLDPANEL

O Singles O 4s
o
8s 12s

O 20s @ Others

-1.0% -

© Kantar Worldpanel



52w Cider Pack Size — value sales YoY growth

€57/m
+5.6%
+€3m

+€835k
—:W
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Singles are in decline through lost shoppers while 12 packs are growing welll =i
through new shoppers and 8 packs are up with higher frequency and price \}5‘

52w Cider
Decline sizes Growth sizes
m Penetration % m Purchase Frequency
= Trip Packs = Price per Litre m Penetration % ® Purchase Frequency ®Trip Packs ®Price per Litre
4s
Singles
8s
12s
20s
Others

-1,500 -1,000 -500 0 500 1,000 1,500 2,000 2,500

-3,000 -2,000 -1,000 0 1,000 2,000
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Brands make up almost 88% of the market and are growing
sales and share while Private Label is flat YoY €5/m

52w Cider — value share & sales YoY %

12.4

[0 Branded
+6.4%

1 Private Label

+O%
87.6 °
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Dunnes & SuperValu drove branded cider sales in the last year

52w Cider —retailer Branded vs PL value sales change YoY €000s

€10

B Branded B Private Label

€260

_ m

Total Market TESCO SuperValu

Losing Sales
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Bulmers is the biggest Cider brand with 52% share followed by
Orchard Thieves and Kopperberg R €5/m

52w Cider — Top Brands value share & sales YoY %

i

O Bulmers

O  Orchard Thieves

O Kopparberg

@ Stella Artois

O All Others

@ PLCider
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Bulmers are growing behind the market while Orchard Thieves —
and Other brands lead the charge in Cider growth \J‘

52w Cider —sales YoY %
Value Growth %

Orchard Thieves 20.3

All Others 15.9

Kopparberg 11

Total Cider _ 5.6

Bulmers/Magners 1.4 Losing share

PL Cider 0.1

Stella Artois -3.2 -
v
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The top performing brands are all growing through more litres bought per

trip . @

Top Brands

Bulmers/Magners

Orchard Thieves €480k

Kopparberg

All Others

@y @
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Dunnes were the Cider growth winners while Tesco and Aldi lost out.

52w Cider — Retailer Value Share & Growth Rate @

4BO0%  4B% +T5%

29.2

- y
DUNNES STORES

m52w/e090ct16 52w/e08Oct17
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All retailers but Dunnes are losing Cider shoppers but shoppers are buying more my

per trip in all except Aldi. \/‘

52w Cider
shopper penetration litres per trip average price
(Actual change in shopper penetration) (% change vs last year) (% change in € per Itr)
TESCO| -2.8ppt

SuperValu

Real Food. Real People

DUNNES STORES

-0.4ppt

L]

aane
anang
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WHAT DO | NEED TO KNOW BEFORE | TALK TO A RETAILER?
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TESCO e

A L A A 2y

How are they doing in Cider?

-€639k
T TEEEEEEEEEEEmEmEmEmmm——— N
O Tesco under-trades H
Dublin = €151k i
Connacht & Ulster = €363k i
With . Munster = €302k ,:
Children @ Gy TTTTTTTTTTTTTTTTTTTS -

ICANTAR



SuperValu @

Real Food, Real People

How are they doing in Cider?

' ORGHARD
D THIEVES

How can you help?

= f

With
Children

I SuperValu under-trades :
: Dublin = €749k I
!

————————————————————————————

|
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DUNNES STORES &

How are they doing in Cider?

g
THIEVES
How can you help? -
3 e mmmm——m——mm————————
= = [ Dunnes under-trades !
C2DE W """ iRestof Leinster = €886k |
1 Without """E/;'"“;fl N e o ;
Children da
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How are they doing in Cider?

-€302k

How can you help?

]

ICANTAR

With
Children

Aldi under-trades
Rest of Leinster = €76k




¢

How are they doing in Cider?

How can you help’?

Aged
C2DE =
With

Children
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Questions?

Kantar Contact:

Eoghan Fox/ Seoin Talbot

Telephone: 01 480 89 91 /41
Eoghan.Fox@KantarWorldpanel.com

Seoin.Talbot@KantarWorldpanel.com
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Overview of Sector, Shopper & Retailer
Beer & Cider market

Beer @'\

+5 8% oo
—

Cider

+5.6%
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