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Todayos presentation

AKey market facts and figures

AHelping consumers to choose cleaner,
safer products

APersonalisation of diet

AEducate, inspire and engage consumers

AConnectivity to maximise cost-conscious
shopping

AConclusion




Food scares, increased connectivity and personalisation of diet

They have more

information at
Consumers But also a need

mistrust the food UG HITgERIRE A [IEEe fpr d.'et for education
) than ever before, personalisation :
industry and guidance

via everyday
connectivity
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Mul ti ple ways to i nstantly acces

Technology products personally owned (2016 - Q1)

mFrance mGermany mltaly mSpain
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Laptop computer Smartphone (eg Apple iPhone, Tablet computer (eg Apple
Samsung Galaxy S4, iPad, Samsung Galaxy Tab)
BlackBerry) .
BP0 MINTEL

4 Source : Mintel Reports



UK : continued double digit growth for online grocery shopping

Online grocery market value

£8.6bn

2013 2014 2015

The online grocery market continued to grow in double digit figures in 2015, although growth slowed
somewhat due in part to deflationary prices in the core food categories. Store-based online grocery services
remain the dominant sector in the market accounting for 73.7% of the market but the pureplay segment
continues to outpace this more mature market helped by continued strong growth at Ocado.

Source: Office for National Statistics/Company Reports and Accounts/Mintel
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Almost half UK consumers shopped online for grocery in 2015

How much grocery shopping is done online

Some/alittle Most All
| |

48%

Any amount

AN

The number of consumers exclusively shopping online jumped from 7% in 2014 to 11% in 2015. However the majority
still combine online shopping with some store-based grocery shopping. Those who are younger are most likely to shop
online with 55% of those aged 16-34 doing some online grocery shopping compared to 42% of those aged 45-64.

Source: Lightspeed GMI/Mintel | Base: 2 000 internet users aged 16+
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Around a 1/3 are shopping more for grocery online

Frequency of online grocery shopping this year compared to last year

29%

LG

11%

More About the same Less

AN

Improvements to the range of delivery slots, the speed of delivery and range click-and-collect
points, were also found to be driving usage. The main reason for shopping less or stopping
shopping online was found to be a lack of control when choosing fresh products.

Source: Lightspeed GMI/Mintel | Base: 969 internet users aged 16+ who shop for groceries online
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Saving effort, time and money are seen as the key advantages to shop
online
THE CONSUMER: ADVANTAGES TO SHOPPING FOR GROCERIES ONLINE, NOVEMBER 2014

24%

Il tés easier to
budget than when shopping

31%
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Retailers experiment with smarter grocery shopping tools

lntm\manché

the scanner is called Api
and pairs wi
smartphone to allow
them to compile
shopping lists at home
™ simply by scanning the
barcodes

©

add items to their baskets
simply by using the Pikit to
scan a barcode. Users can
also use the P i k bbutlt-ths
microphone to simply say the
name of a product in order to
add it to their basket.

The straplinereadsi Thought 1 &ad Boug
showcases the speed of use. The ad depicts people
spontaneously wanting to buy products, with the app
allowing them to do so easily.

Swiss consumers will

soon be able to order

online groceries mid-
commute with
6SpeedyShaogpo.
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