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@ In response to deflation, shoppers have been spending more year on year, keeping market
performance on an upward trajectory
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@ The larger “main shop” or “trolley mission” is driving growth in the market, leading to an
increase in volume and spend per trip.
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Mid loyal =€1,750
High loyal =€3,675



@ Latest four years show a decline in the level of promotions
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@ Online is now 2.2% of grocery spend and will continue to grow to almost 5% in 2022

€

Online is growing 25.5%
YoY

Shoppers purchasing 2.5
additional trips in 2017
compared to 2016 is driving
most of the growth

€66.43 is spent on average
online per trip

Compared to €22.82 per trip
on average
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Young & Pre Families

Aged under 45, with 3+
Members, living in
Leinster, more likely to
Shop online
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Europe’s most competltlve grocery landscape

0

SuperValu Tesco Dunnes Lid| Aldi Carrefour E. Leclerc Intermarché  Auchan Casino
27.9
15.8 15.4
10.3
- -
Mercadona Carrefour GrupoDia  Grupo Lidl -
Eroski Tesco  Sainsbury's  Asda Morrisons Aldi
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All retailers are posting sales growth, with the Dunnes, Aldi & Lidl growing at 3.6% YoY
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Dunnes have performed best in the run up to Christmas while Tesco have followed close behind, over-
taking SuperValu.
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Super\lalu Larger trips with more expensive items

Real Food, Real People

Contribution to sales growth YoY:

22.3%

Growth Market Share

What’s Wlnnlng for SuperVaIu

A E

HOUSEHOLD

SOFT DRINKS

Shoppers: @ Price per item:
83.1% -1.1ppt €1.95

ltems per trip: Frequency:
11.2pcks 75 trips -1.7%

What’s Next for SuperVaIu

SuperValu to create 40 jobs at new stor:
Dundalk

ICANTAR Source: Kantar Worldpanel 52 w/e to 315t December 2017



TESCO Bigger More Frequent Trips

A B L s sy Contribution to sales growth YoY:

Shoppers: @ Price per item:
89.5% -1.2ppt €1.70 -€0.07

O% ltems per trip: Frequency:
15.2pcks +4.8% 58.4 trips +2.6%

Growth Market Share

What’s Winning for Tesco | What’s Next for Tesco

WE' REEgG on . K, €10 off your first shop*

TAKING TIME OUT AP TARCD A J m

AW

85 jobs created at n o Sivords Tes
store

CLUBCARD
éﬁaty witle halps

34000 O0O=0000000000
ARS ¢ SRITH

PRODUCE BKERY
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DUNNES STORES Growth through Bigger trips

Contribution to sales growth YoY:

\ Shoppers: Price per item:
0 77.3% -3.5ppt €2.04
222 A) ltems per trip: Frequency:
19.8pcks 43.5 trips

Growth Market Share

What’s Winning for Dunnes | What’s Next for Dunnes

S—2 = B e S

Dunnes tweaks new layout at flagship Dunnes Stores to buy Whelan Food
store after shopper unrest

and Meat Processors

PRODUCE BKERY
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Contribution to sales growth YoY:

Shoppers: Price per item:
82.5% -1.4ppt €1.31 +€0.01
ltems per trip: Frequency:
19.5pcks +0.4% 32.5 trips +3.8%

Growth Market Share

Aldi invests €60m in ‘Project Fresh’
revamp

CONFECTIONERY CH. CONVENIENCE

a "broad church" retailer - serving
shoppers seeking value as well as
those who want to indulge.
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T.H. SAVOURIES

PRODUCE
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Growth through frequency

Contribution to sales growth YoY:

\ Shoppers: Price per item:
85.2% -0.7ppt €1.24
113% ltems per trip: Frequency:
16pcks -2.4% 41 trips

Growth Market Share

What’s Winning for Lidl What’s Next for Lidl
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! . Lidl boss targets 200 Irish shops in
Bl i By il €700m expansion

FROZEN FOOD‘ CUPBOARD FILL CH. CONVENIENCE

.

ALE?OHOL CONFECTIONERY
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SuperValu

Real Food, Real People

N Opportunity

€84m €83m
DUNNES STORES
Opportuni | X=2| Opportunit
pportunity Opportunity pportunity
€124m €75m m €53m
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HEALTH is still front of mind for Irish Shoppers

b %-

for them_‘
W WL

82% say they try to 73% say that dietis S ?fS;?‘/otoc?La ?)od
lead a healthy lifestyle important to them 9

The Shape of Ireland - % Irish Households Agreeing — June 2017
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This trend is clear when looking at the top 5 growth & declining markets over the last 5 years

+239% +192% +173%
+€12.7m +€5m +€5.7m
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-31.3% -29.8% -28.2%
-€4.3m -€6.8m -€16.4m
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We also see trends towards consumers seeking ‘healthier’ alternatives
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+37.9% +21.2%

KANTAR WL'I RLDPAN EL Total Grocery | Value Growth | 52 w/e 8" Oct 2017 Vs Oct 2016

25



Supporting LOCAL business remains a top priority for many Irish shoppers

i 58% clalm they try 0 -~ 66% claim to buy Irish

f 00

-~

And these shoppers are more valuable...

Spend per year Spend per year
more than the average more than the average
shopper shopper

= buyLocal products ~products when:they can.

ICANTAR
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SuperValu’s Food Academy has been championing local producers

And other retailers are emphasising their Irishness & promoting
local causes...

I—

Supporting small Suppliers

T vl Dt

A, w -,

( ; EEix = &
R —————
L

ETesEsEr
BERRENFRROBEERRENEE
A ———

SUPPLIER DEVELOPMENT PROCRAMME

KICKSTRRT
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This is also a trend we see at a global level...

VALUE GROWTH % - 2016 V 2015

2.6% 3%

GROWTH OF BRANDED FMCG
GLOBAL BRANDS GROWTH
IN 2016

Source: Kantar Worldpanel FMCG - Global

3.9%

GROWTH OF
LOCAL BRANDS
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CONVENIENCE is more important than ever for the time-strapped Irish shopper

“I have little time to myself”

43.5

42.6 42.7

41.7

28.9% claim to be under time

pressure when shopping

2013 2014 2015 2016

% of shoppers that agree with this statement
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Offering convenient solutions is crucial for getting into key meal occasions.

But only

4/10

Spend over 40 minutes
preparing dinner during
the week
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Packed Luﬁcheé are populér

among lrish sheppers, with 1/5
lunches eaten.on-the go

| e A &%

The NO.1 barrier
against shoppers
choosing a packed
lunch is “lack of time”

, /‘,f‘/‘/

% Change in volume sales 2012-2017
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Some success stories of NPD that tapped into the convenience trend last year...

SINCE 1857

w~
JOHN NESCAFE
R ESCAFE.
CRP growing by ~ Spend growing by CRP growing by CRP growing by

+20% +1/7/% +4%

4 NESCAFE,

AZERA

ICANTAR
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Food & Drinks sales will continue to gro

2017 2022

€10.5bpm€11.7b




Over the next five years our population will change...

Under 20s 20 — 49 Year Olds 50+ Year Olds
+5% +1% +13%
1.35-1.42m 1.93-1.95m 1.43 -1.62m

You need to make sure to remain relevant

ICANTAR
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There are two factors that influence our purchasing...

Lifestage Cohort
‘l change what | ‘I carry this behaviour

consume over time’ with me’

—_—

]
uf..’ia = pm.yac[“/'
= VERS S

Which one influences your brand’s purchasing?
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Penetration (New Shoppers) is the key metric for brand growth

Primary driver of brand

performance
PRICE _
1% — Growing Brands Gaining new shoppers
=)
FREQUENCY Declining :
Brands Losing shoppers

0 50 100
% of Brands

PENETRATION
59%
BASKET SIZE
7%
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MORE CATEGORIES

Dairy free
stretches into
deserts

Coffee on the go

NEW NEEDS }fo

Levers
for Brand
Growth

MORE PRESENCE

On The Go Fruit

Snackpots
MORE MOMENTS Wine physical
availability and
(New formats) promotional
TODAY'S BREAD TODAY p rese n Ce
Low Calorie
Bread
MORE TARGETS
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