.

Y

WESTERN EUROPEAN
FMCG REPORT
Q4 2017

TOTAL EUROPE (DE/UK/FR/ES/IT/NL/BE/PT/AT/NO/CH)
BY COUNTRY | LATEST 52 WEEKS | WEEK ENDING 31/12/2017

UK EXCLUDES DISCOUNTERS
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Executive Summary

* In Western Europe, the 11 countries total FMCG size is 546 Billion EUR
The total trend in Units is growing in most markets except DE & UK
+ Value Growth is +2,1%, which is continued to be driven by higher unit prices* (+1.9%)
* Biggest growth drivers of EUR FMCG growth are:
*  45% thru Fresh Food

88% of absolute growth thru the big 5 European markets

Almost 80% of the growth is driven by Non-Promo Sales

Top 10 manufacturers continue to decline in value share

Private Label and Other Manufacturers are dominating the growth

/ Manufacturer HIGHLIGHTS

}; Absolute growth vs YAGO Ranking Value Share
1. Pepsico 1. Nestlé

2. Inbev 2. Unilever

3. Coca Cola 3. Procter & Gamble
4. Diageo 4. Coca- Cola




Western European smaller markets growing
above average in value (except Belgium)

+11,3 BILLION EUR
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TOTAL EUR MARKET SIZE
IS 546 BILLION EURO




... volumes under pressure in the larger
markets like Germany and UK, where price
IS main growth driver

TOTAL FMCG

3.9%

Total EUR 11 DE UK (excl Disc) FR IT ES ML CH BE NO (excl Disc) AT PT
countries

% Growth Price I % Growth Units —Y9% Growth Value
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Perishable Food is driving the value growth

EUROPE (11 MARKETS) EUROPE (11 MARKETS)
VALUE € (BILLION) % CHG. VALUE VS. YEAR AGO

Total FMCG

FOOD - AMBIENT

BEVERAGES - NOM ALCOHOLIC

CONFECTIONERY & SMACKS

BEVERAGES - ALCOHOLIC

PERSONAL CARE

FOOD - FROZEN

HOMECARE

PAPER PRODUCTS

I 1 HEALTHCARE

TOTAL EUR MARKET SIZE
IS 546 BILLION EURO

PET FOOD
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Like Fresh Food, most of the Category

Value Growth is driven by price

Total EUR 11 countries
4.1%

-0.5%

FMCG FOOD - FOOD - NON ALC. CONF. & ALC. PERSONAL FOOQOD - HOMECARE PAPER PROD. PETFOOD HEALTHCARE
PERISHABLE = AMBIENT  BEVERAGES SNACKS BEVERAGES CARE FROZEN

% Growth Price I % Growth Units % Growth Value
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Value growth is happening within all Food
Categories and Fresh is king

45% OF GROWTH IS DRIVEN BY

FRESH FOOD '
546'475
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Non Promo sales are now increasing faster
than Promo sales

% Value Sales with Promotion (Any)

37.1%
PT 38.2%
F—_— 35.2%
AT 36.1%
UK Grocery 35.9%
Multiples 34.8%
IT
CH
EUR* 25.0% »
(11Countries)

NL

FR**

DE

ES

MAT Q4 2016 MAT Q4 2017

18.7%
16.9% M Value (any promo) ® Value (no promo)

18.7%

m MAT Q4 2016 ® MAT Q4 2017 +8,7 BILLION EUR
77% OF GROWTH

**FR =Excl E-=Commerce & Discounters, ***AT=Excl Discounters and Small Superettes, ****UK=Grocery/Multipes
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EUR Top 10 represent 17% of FMCG value

NESTLE 2.9
TOP 10 MANUFACTURERS (11,9%)
SHARE OF VALUE SALES (IN %)
UNILEVER 2.6
PROCTER & GAMBLE 2.0 NESTLE 3.4%

UNILEVER 1.7%

COCA-COLA 1.8
EMMI 1.2%
MONDELEZ 1.6 COCACOLA §1.1%
PROCTER & GAMBLE 1.0%

DANONE 1.4
FELDSCHLOESSCHEN 0.9%
mars [ 1.3 BELL | 0.7%
LINDT & SPRUENGLI 0.7%

FERRERO M 1.2
MARS 0.7%
pepsico M 1.1 FERRERO | 0.6%

PRIVATE LABEL 55.0%

L'OREAL 1.0

PRIVATE LABEL 36.1

© 2017 The Nielsen Company. Confidential and proprietary.
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No growth in EUR Top 10

Private Label drive 51% and Other Manufacturers 48% of the growth

Value Share and %Pts Change

17
(-0.3pts)

Waterfall - Europe (10)
Absolute Value Change vs MAT YAGO - Million EUR €
5'329

526'264

TOP 10 m PRIVATE LABEL = OTHER MANUFACTURERS

515'130
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Also no growth in Swiss Top 10

Private Label drive 71% of the growth
Value Share and %Pts Change

11.9%
(-0.1pt)

Waterfall - Switzerland
Absolute Value Change vs MAT YAGO - CHF (000)

64'533 23'486'681

TOP 10 W PRIVATE LABEL W OTHER MANUFACTURERS

23'237'988
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WHO IS WINNING?

FELDSCHLOESSCHEN
DANONE

COCA COLA
WANDER

RED BULL

LOCHER

HUG

BARILLA

DOPPELLEU BRAUWERKST
CAMPARI

ZUEGER
HARDEGGER

NU3

FERRERO

LINDT & SPRUENGLI

Ranking based on ABS Value Change CHF vs MAT Q4 2016
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TOP 5 MANUFACTURERS ABS GROWTH — PRIVATE
LABEL IS GROWING IN EVERY MARKET BUT FRANCE

== 1 N =

Private Label

1. Private Label 1. 1. Nestlé 1. 1.

2. Pepsico 2. Diageo 2. Savencia 2. Ornua Foods 2. Mahou San Migq.
3. Inbev 3. Inbev 3. Heineken 3. LOréal 3. Pescanova

4. Coca-Cola 4. Coca-Cola 4. Carlsberg 4. Coca-Cola 4. Heineken

5. Diageo 5. Arla Foods 5. Lambert Dodard 5. Mondelez 5 JDE

Private Label

Private Label

—

1. Private Label 1. Private Label 1. Private Label 1. Private Label 1. Private Label
2. Heineken 2. Coca-Cola 2. Coca-Cola 2. Unicer 2. Heineken

3. Nomad Foods 3. Pepsico 3. Spadel 3. Bimbo 3. Berglandmilch
4. Ferrero 4. Unilever 4. Savencia 4. Lactogal 4. Ném

5. San Benedetto 5. Inbev 5. Vranken Pommery 5. Nestlé 5. Coca-Cola

1. Private Label 1. Private Label

2. Carlsberg 2. Feldschloesschen
3. Pepsico 3. Danone

4. Campell Soup 4. Coca-Cola

5. Red Bull 5. Wander



http://www.google.ch/imgres?imgurl=http://www.hxms.com/flags/euflag.gif&imgrefurl=http://www.hxms.com/flags/flags.html&usg=__6EtcGRrvFx7orU5Rnt9jWXmxO1g=&h=349&w=519&sz=4&hl=de&start=1&zoom=1&tbnid=tIl_Su9kO7IeFM:&tbnh=88&tbnw=131&ei=ky2lTs-HLOLO4QTo4ODhBA&prev=/search?q%3Deurope%2Bflag%26um%3D1%26hl%3Dde%26sa%3DN%26tbm%3Disch&um=1&itbs=1




UK, FRANCE, GERMANY, ITALY, SPAIN, PORTUGAL, NETHERLANDS, NORWAY, BELGIUM, AUSTRIA, SWITZERLAND

CHANNELS — Total Coverage of locally measured FMCG channels by Nielsen = >95%

FMCG CATEGORIES — LIKE FOR LIKE FOOD & NON-FOOD CATEGORIES ACROSS THE 10 MARKETS

EXCLUDING: TOBACCO, FRESH VARIABLE WEIGHT, TOYS, CLOTHS, HARD WARE, ELECTRONICS, BOOKS, MAGAZINES, WINES, CANDLES etc (for complete overview by country ask your Nielsen
representative)
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WESTERN EUROPEAN FMCG REPORT — 11 COUNTRIES

%Im I [ I

TOTAL FMCG COVERAGE AT COUNTRY LEVEL:

Trad./
Drug Discounters Superettes | Convenience | Liquor Stores
<400m2
NA

UK v X v v v v/ v

FRANCE NA v v 4 v NA NA NA v
GERMANY v v v 4 v v NA NA NA
ITALY v v v 4 v v NA NA NA
SPAIN v v v v v v NA NA NA
BELGIUM v v v v v v NA NA NA
NETHERLANDS v v v v v v NA v NA
AUSTRIA X v v v v v NA NA NA
PORTUGAL v v v 4 v v NA NA NA
NORWAY NA NA v v v v v NA NA
Switzerland NA NA v v v v NA NA NA

X Total Coverage of locally measured FMCG channels by Nielsen = >95%

Tobacco has been excluded




