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Methodology

" Analysis: Test whether consumers are paying more for servings now than before; measure trend
= Approach: Construct several (8) measures to converge on the true "inflation rate"

® Facts: Equivalized price change & base equivalized price change (based on Equivalized volume which

levels the playing field, not units, which doesn't account for differences in weight, serving size, etc.)—
we Will refer to this as “price per serving”

" Channels: xAOC and Food for composite — we will refer to this a "the composite"

" Products: All departments (except General Merchandise & Floral: 2 views (top 5,000 SKUs by
department + weighted average sum of aggregated super-categories)

" Time periods: 18 quarters (14 year ago quarters)
= Composite change: 2 channels * 2 facts * 2 product sets = 8 measures—these will be averaged

= Explanation: Can't eliminate “mix” changes but will as best as possible measure changes in prices
paid per servings



Q2 inflation rate reaches highest level in recent years, driven by consumables

Despite the efforts to curb inflation, most departments analyzed reached their highest prices.
Food is the most affected sector.
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Inflation rate" based on a composite based on the average of 8 measures:

Markets: Total US xAOC and Total US Food

Products: Total Categories (excludes Floral and General Merchandising) and Top 5000 UPCs (Includes UPCs Ranked by $ sales ranked by $ sales in Last 52w ending in Q2 "22 weighted by category sales)
Facts: Avg EQ Price Change YA and Base EQ Price Chg YA

Source: Nielsen Total US RMS
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Let's examine how inflation is affecting our FMCG world

While a flattening of the composite trend was expected in Q2, the average increased
another 3.2 points versus Q1 ‘of 22. Significant increases were experienced in the Dairy,
Frozen, Dry Grocery and Pet Care categories. Fresh Meat experienced some stability

from Q1 to Q2, but is still substantially higher than a year ago.
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Promotion dynamics are disproportionately increasing prices

Implication: High consumer demand is masking weak promotion dynamics, but plan to react quickly when

consumer tailwinds abate (and weak promotion activity curbs growth). Higher prices in the Drug channel
are also driven by increases in everyday price and a change in promotional activities.

Total U.S. xAOC Total U.S. Food Total U.S. Drug

% Chg YA
% Chp YA,

Total Categories: Includes Top 14 departments ranked by $ sales in Last 52w ending in Q2 22
Source: Nielsen Total US RMS+CPS




Promotion is down ~7% in the long-term; food categories are down
the most in promotion amount and grocery down in efficiency

Implication: Maintain promotion insights as top-line growth will likely get more challenging in the future,

likely leading to more promotion intensity.

o o o o
xAOC Base $ Promotion over Base $ (% Promo Amount) Trade Promotion Efficiency Index

Department 2018 2019 2020 2021 2022 2021041 2021Q2 2021Q3 2021 Q4 2022 Q1 2022 Q2 Covidvs  Post-Covid

- - . Pre-Covid  vs Covid

Alcohal 43']& 42% 3_91: %E% 3TH 36% 38% 3IT% 41% 36% 39% ALCOHOL 97% 90%

Baby Care E:l‘}-.: 23% 1?-?: ff % :94':- 21% 18% 20% 19% 19% 19% BABY CARE 100% 93%

Bakery 24% 25% 22% 24% 22% 24% 24% 23% 25% 22% 23% BAKERY 84% 83%

Drairy E:IER.: 2'2"3'1’.: Ef:ﬂ-u 25% _fE;-‘*:- 27T% 24% 23% 25% 23% 24% DAIRY 80% 90%

Dreli 21% 21% 20% 19% 17% 21% 19% 18% 19% 17% 17% DELI 75% 94%

Frozen 34% 33% 25% 26% 23% 28% 26% 25% 25% 23% 24% FROZEN 88% 96%

Grocery 41% 40% 29% 34%  32% 34% 34% 33% 35% 1% 33% GROCERY 93Y% 88%

Health & Beauty Care = 33% 32% 27T% 308 20% 30% 28% 30% 31% 29% 29% HEALTH & BEAUTY CAR 100% 87%

Household Care 33% 32% 0% 24% 24% 23% 23% 28% 23% 24% 25% HOUSEHOLD CARE 92% 91%

Meat A42% 42% 4A0% 3ITH  38% £ 34% 35% 41% 37% 39% MEAT 78% 100%

Pet Care 1% 17% 14% 15% 13% 15% 14% 14% 15% 12% 12% PET CARE 108% 95%

Produce 42% 42% 35% 33% 33% 31% 36% 34% 31% 30% 35% PRODUCE 89% 105%

Seafood A4%  45% 44% 34% 35% 38% 34% 31% 33% 34% 36% SEAFOOD 85% 89%

Tobacco 6%  Th 6%  T®% 7% g% G0 Pk, 7% 8% 7% TOBACCO AND TOBACC  95% 84%

Total Categories 35% 35% 2B% 30% 28% 30% 29% 29% 30% 28% 29% Total 90% 92%

% $ Promotion= Any Promo $ Base / $ Base

Trade Promotion Efficiency Index: Comparison of Promo Efficiency across 3 periods (Any Promo $ Efficiency: Any Promo $ Incr / Any Promo $)

Pre Covid (2018+2019) | Covid (2020+2021) | Post Covid (2022)

Total US XAOC

Source: Nielsen Total US RMS+CPS :



Promotion dynamics continue to inflate prices
as activity and depth of promotion are low

Eventually consumer demand will slow, and retailers will likely react by
INncreasing promotion depth and frequency—provided they can keep
out of stocks under control and supply bottlenecks begin to ease.
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Q2 baseline EQ price is up substantially—even for top-selling SKUs

Implication: The top 5000 SKUs were changing price less probably because these are highly important, traffic

driving items at retail, but the trend changed in the last 3 quarters as the manufacturers of these items were
likely forced to take price as well.

Base EQ Price % Chg YA | Total US xAOC Base EQ Price % Chg YA | Total US Food
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Total Categories: Includes Top 14 departments ranked by $ sales in Last 52w ending in Q2 22
Top 5000 UPCs: Includes UPCs Ranked by $ sales ranked by $ sales in Last 52w ending in Q2 "22 , weighted by super category sales

Source: Nielsen Total US RMS+CPS
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The top SKUs in each category have been the CE & e
main traffic drivers for brick-and-mortar stores "jﬁj;k 15
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Some of the leading CPG retailers tried to offset taking price increases in

grocery categories or in top SKUs by shifting pricing actions to mid-tier
brands or general merchandise categories.

However, the shift to general merchandise categories has caused severe
inventory issues due to dramatically reduced demand for these items. This

has forced retailers like Walmart and Target to revisit price increases at all
levels of their CPG categories.
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E-commerce (EPOS) migrating to more expensive products;
longer term e-comm products have increases

Implication: Product mix is a key ingredient to winning in e-comm. With high consumer shopping engagement,

It's okay to focus on more expensive products and those with special benefits.
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Average Base Unit Price of top 5,000 Skus (Based on sales in the last 52w ending in Q2 22 1 Total US E-PoS Data

Top 50 Super Categories (excludes: General Merchandising and Produce) | Coverage: 50 top super categories -.-> 75% of Total Epos channel $ sales
Source Neilsen Connect
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Shoppers appear to be using online
alternatives for larger purchases

This is likely due to the algorithms of these retailers constantly
adjusting to be the lowest cost alternative relative to other retailers.

Eventually, prices will increase across the board in e-comm as a result
of profit pressures from increasing wholesale costs.

© 2022 Nielsen Consumer LLC. All Rights Reserved.



Highest price changes for most departments in 2022

Implication: Food departments are more affected by price increases.

Departments | $ Share

Total US xAOC | MAT ending in Q2 "22 Departments not included {Floral and General Merchandise}. Departments data based on top 50 super categories ranked by $ sales in Last 52w ending in Q2 "22

Source: Nielsen Total US RMS+CPS

Department

@ Grocery

@ Health & Beauty Care
Meat

® Dairy
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® Frozen
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@ Household Care
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Total US xXAOC | Base EQ Price Chg YA

Channel
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Total WS xA0C

Department

Alcohol

Baby Care
Bakery

Dainy

Deli

Frozen

Grocery

Health & Beauty Care
Household Care
Meat
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Seafood
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3.4
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4.1
4.7
6.5
24
Q.7
1.7
2.8
3.3

2018 2019 2020 2021 2022

3.5
6.3
6.1
12.0
10.1
12.8
11.6
a7
5.8
15.8
13.3
9.7
13.8
5.1
10.7

2021 Q2 2021 Q3 20210Q4 2022 Q1 2022 Q2

2.4
1.7
3.0
0.3
3.1
1.5
1.9
3.4
0.8
1.3
27
2.7
3.9
5.9
2.0

2.6
2.6
2.0
3.1
4.2
4.1
4.1
3.1
1.9
8.0
4.8
29
9.8
6.3
4.0

3.8
6.2
2.5
B.8
7.9
10.1
9.4
3.5
5.0
159
17.8
8.2
13.3
.3
8.9

3.1
54
3.0
B.6
7.9
9.5
8.8
4.9
5.8
16.8
99
8.2
13.5
5.3
8.5

3.8
7.2
9.2
17.4
12.4
16.2
14.4
.5
11.8
14.8
16.7
11.1
14.2
4.9
12.9




The Grocery categories have been
most affected by price increases

This is likely connected to the razor thin profit margins these
items maintain.

Health and Beauty Care (HBC), Alcohol and Tobacco have had
more stable pricing, but these are categories that also have better
margins that can absorb increases in cost of goods more easily.

© 2022 Nielsen Consumer LLC. All Rights Reserved.



Grocery follows a similar trend to the total basket

Grocery | Average Composite* Price % Chg YA

@ Grocery @ Total Categories
20

% Chg YA
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* Average EQ Price Chg vs YA per quarter considering:

Markets: Total US xAOC and Total US Food

Products: Total Categories (Includes Top 14 departments ranked by $ sales in Last 52w ending in Q2 22 ) and Top 5000 UPCs (Includes UPCs Ranked by $ sales ranked by $ sales in Last 52w ending in Q2 "22 weighted by
super category sales) and Total Department

Facts: Avg EQ Price Change YA and Base EQ Price Chg YA

Source: Nielsen Total US RMS+CPS

© 2022 Nielsen Consumer LLC. All Rights Reserved.
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This is due to the massive size of the Grocery category
relative to other categories in the store

Interestingly, indulgent categories like Chocolate and Confections had healthy
INncreases in prices, but still posted EQ unit growth. This likely is a result of consumers
seeking out small, relatively low-cost indulgences to “treat” themselves.

INn other categories, prices may be increasing aggressively, but the relatively low cost
of those categories to begin with does not seem to be affecting EQ unit growth.

© 2022 Nielsen Consumer LLC. All Rights Reserved.




Grocery Department

Prices are up more for indulgent Grocery products and commodities

Grocery | H1 2022 Avg EQ Price Change YA

Within each department, we examined the 10 largest categories, starting with Grocery, the 10 categories that changed EQ price the most in the last 6 months
(2H 2021), and the 10 categories that changed price the least, to look for patterns (a category may appear in more than one chart).

Top 10 by Sales $ Top 10 EQ Price % Chg* Top 10 EQ Price % Chg*
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EO Price % Cha YA 0 % Cha YA s e e rn
@ EQ Price % "hg o EQ % __hr:; A @ EQ Price % chg YA EC % J‘;; T

—n 2 720
2 73.9
57.5 50
48.9 378
50 423 43,6 A0 00
- . ETRI] - o
722 3.0 32 318
18.6 e 12.2 11.8 10 .
15.0 13.4 s 11 a 12.3 15.5 78 - = - - 10.4
° 10.6 10.4 1.2 3 . : - 3.8 42 L
3 < _ 0.
l B m-mn = BB : - - —
; = g l . I B ]
. e e .
1.2 _ 0.5 0.2 6 o
-44 -4.7 U 106 -3.0 05
14 3 12§
. -14.3 o 3.5
-20.6 2213 25,
25.9

-26.4

-64.6

P . PR e P ardy — - - . =l < L L . . _ R o i = o o s ad 1A L' i .
Bevera.. Bevera.. Bevera.. Bread Candy, Candy, Cereal Packaged Salty Salty Beverage Candy, Fruit- Fruit - Fruit - Fruit  Prepared Rolls And Rolls And  Wraps e o B ey A o7 el ,-{5"""' ,agv‘T o o R a0®
- Soft -Sport - Water Sandwich Gum Gum And Coffee - Snacks - Snacks - E 1 : s : ) A RS R sl & Teul & N o & = @’

- 2P reREn el H S - N Sas 2 nhanc... Gum, Mixed Strawb... Tropical Snacks- Foods- Buns-  Buns- And A = e EATPP. L At N e o 0" . e
Drinks Drinks Bread Mints - Mints- Granola- Coffee  Potato  Tortilla H Mints Berries = " it Ass ) d Y r; Bic ,3- Etf )',- T I- | o ‘c“\'kﬁ & & e 2 A e c}«‘ak S ha o
- 7 © e - Hot - Jerrie Fru = and B ts thnic ortilla ! ) o o = o
Chocal. Confect fre -~ Chip - Hot Fm 5 erries \ .‘l .4;__or'.-: _aI'I_ ... Biscuits ;1 ic _-|_| a 0 R 3 e o ‘-:ﬁf‘\ 0 3 O _\_x;l‘ ,&(’
- - Cocoa Candy Viixes Form Entrees Rolls Shells - I R L Cy ey (2 SOF e e
Cerea e : - A SRR s & N A 5
eree Combi.. Kits, Corn R e & o S B A -
2* L s o e R coan? e
27 LN A ) e

Packs Combi... Husk o ¥F O J 9 2

* Includes only categories with sales above USD $1.000.000 in the latest 4 quarters
Total US xAOC | Category level data | Avg EQ Price Change YA and EQ volume Chg YA
Source: Nielsen Total US RMS+CPS 16



Health and Beauty Care has modest price changes in the latest quarters
vs the total basket

HBC | Average Composite* Price % Chg YA

@ Health & Beauty Care @ Total Categories
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* Average EQ Price Chg vs YA per quarter considering:
Markets: Total US xAOC and Total US Food

Products: Total Categories (Includes Top 14 departments ranked by $ sales in Last 52w ending in Q2 22 ) and Top 5000 UPCs (Includes UPCs Ranked by $ sales ranked by $ sales in Last 52w ending in Q2 "22 weighted by
super category sales) and Total Department
Facts: Avg EQ Price Change YA and Base EQ Price Chg YA

Source: Nielsen Total US RMS+CPS 17
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Health and Beauty Care pricing has
been increasing over time

But at very modest levels due to longer purchase cycles and
larger margins that can absorb ingredient cost changes.

© 2022 Nielsen Consumer LLC. All Rights Reserved.



HBC Department

Specialized categories have higher price changes in Health & Beauty Care

HBC | H1 2022 Avg EQ Price Change YA

Top 10 by Sales $ Top 10 EQ Price % Chg*
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523 527
50
179 40,0 30.0
- 294 27,9
25.3 . 234
8.5 7 4 -
- 3.5 N2 ) _1 :“2 l_l I': N I I I I
e O } u
o 93 7.7
36 2.3 60
-20.5 - 221 s
2 ) -23.4
8
I

10.3

2

129 15.0
nc )
e

- -3 -

4.2 18

Facial Feminine First Aid Hbl - Hbl - Medical Medical Medical Medical Travel
Bath & Bath & Deodor.. Hair Oral Pain Upper Upper Vitamins Vitamins
Shower - Shower - -Ap & Removal Hygiene Relief- Respira... Respira.. And And

Body Soap Deo - Blades - Internal - Allergy

Skin Care  Care - - Foot/leg  Scar  Access.. Access.. Access.. Access.. Sefs-
- Facial Feminine Hydrog... - Health - Medical
Supple... Supple.. Treatm.. Care  Percxide Monitors Supplies Remain... Support  Travel
Wash And Toothp... Analgesic Cold/Flu - - Combi... Medical Sets

Manual... Supple... Vitamins Packs

Access...

* Includes only categories with sales above USD $1.000.000 in the latest 4 quarters

Total US xAOC | Category level data | Avg EQ Price Change YA and EQ volume Chg YA
Source: Nielsen Total US RMS+CPS

- Sleep Assorted

Top 10 EQ Price % Chg*
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Meat has the highest increases in the last quarters and
a slight decrease in Q2

Meat | Average Composite* Price % Chg YA

Meat @ Total Categories
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* Average EQ Price Chg vs YA per quarter considering:

Markets: Total US xAOC and Total US Food

Products: Total Categories (Includes Top 14 departments ranked by $ sales in Last 52w ending in Q2 22 ) and Top 5000 UPCs (Includes UPCs Ranked by $ sales ranked by $ sales in Last 52w ending in Q2 "22 weighted by
super category sales) and Total Department

Facts: Avg EQ Price Change YA and Base EQ Price Chg YA

Source: Nielsen Total US RMS+CPS 20
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Meat has posted some of the most
aggressive price increases of all categories

Yet it appears to have peaked in Q1 of 22 and declined slightly in Q2.

This may be driven by consumer shifts to lower priced animal
proteins like Pork.

Dairy prices continue to increase and are among the most aggressive
price adjustments of any grocery category.

One category that has not had significant price increases are
Beverage Alcohol, posting low single digit changes.

© 2022 Nielsen Consumer LLC. All Rights Reserved.



Meat Department

The main Meat categories continue with high price change, except Bacon

Meat | H1 2022 Avg EQ Price Change YA

Top 10 by Sales $ Top 10 EQ Price % Chg* Top 10 EQ Price % Chg*

@ LQ Price % Chg YA ®EQ % Chg YA
@ EQ Price % Chg YA @ EQ % Chg YA @ EQ Price % Chg YA ®EQ % Chg YA
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Meat - Meat - Meat - Meat - Cooked - Meat - Meat - Meat - Meat - B ch Cra ek R . . 1 e b e
) . . Fresh Fresh Fresh Fully Ham -  Lunch... Prepared Process... Process... Process... Fresh Fresh Fresh Ham - Ham- Ham- Ham- Ham- Miscell.. Process..
Beef Chicken Pork Turkey Meat - Packaged Bacon Breakfast Dinner Frankfu... 4 P o P Fenned e limmrd Inel; \ Nt
Chicken Lunchm Sausage Sausage Meat- Meat- Meat- Coocked Other - Foods- Meat- Meat- Meat- Meat- Meat- Meat- Canned Country  Ham Sliced  Unsliced Meat - Meat -
Lnicke Cl . >dusag 3 5ag . . _ . .
I : B Chicken  Lamb Veal Meat - Hams Packaged Appetiz.. Bacon Breakfast Dinner Bison Meat Remain.. Hams Hams 5teaks/.. Hams Hams  Miscell... Cracklin
Pork Lunch... Sausage Sausage Alterna... Protein Meat And
Mush
And Sc...

* Includes only categories with sales above USD $1.000.000 in the latest 4 quarters
Total US xAOC | Category level data | Avg EQ Price Change YA and EQ volume Chg YA

Source: Nielsen Total US RMS+CPS 22



Dairy reaches the highest price change and surpasses
the average total basket

Dairy | Average Composite* Price % Chg YA

@ Dairy @Total Categories
20
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* Average EQ Price Chg vs YA per quarter considering:
Markets: Total US xAOC and Total US Food

Products: Total Categories (Includes Top 14 departments ranked by $ sales in Last 52w ending in Q2 22 ) and Top 5000 UPCs (Includes UPCs Ranked by $ sales ranked by $ sales in Last 52w ending in Q2 "22 weighted by
super category sales) and Total Department

Facts: Avg EQ Price Change YA and Base EQ Price Chg YA

Source: Nielsen Total US RMS+CPS
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Dairy Department

Protein-related categories like Eggs have one of the highest price changes

Dairy | H1 2022 Avg EQ Price Change YA

Top 10 by Sales $ Top 10 EQ Price % Chg*
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Eggs - Milk  Qils/Bu... Yogurt -
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Dairy Batter Eggs -Cows - Butter Yogurt Dairy Cider Bevera.. Drinks  Batter Eggs - Spray
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Creamer Products Milk
- Doughs Spreads MNoodles
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Sweet ...

Other

Tortilla ..
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* Includes only categories with sales above USD $1.000.000 in the latest 4 quarters
Total US xAOC | Category level data | Avg EQ Price Change YA and EQ volume Chg YA
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Produce lagged total store price increases until 2021 and 2022

Produce | Average Composite* Price % Chg YA

@ Produce @Total Categories
20

% Chg Y
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* Average EQ Price Chg vs YA per quarter considering:

Markets: Total US xAOC and Total US Food

Products: Total Categories (Includes Top 14 departments ranked by $ sales in Last 52w ending in Q2 22 ) and Top 5000 UPCs (Includes UPCs Ranked by $ sales ranked by $ sales in Last 52w ending in Q2 "22 weighted by
super category sales) and Total Department

Facts: Avg EQ Price Change YA and Base EQ Price Chg YA

Source: Nielsen Total US RMS+CPS 5
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Produce Department

Avocados is one of the top categories that has higher price changes

Produce | H1 2022 Avg EQ Price Change YA

Top 10 by Sales $ Top 10 EQ Price % Chg* Top 10 EQ Price % Chg*
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Potatoes PL-.:kag:d Tomatoes Health/.. And Platter Seasoni With Dip
Salads Bars  Seasoni. - Herbs o

- Hot P..

* Includes only categories with sales above USD $1.000.000 in the latest 4 quarters
Total US xAOC | Category level data | Avg EQ Price Change YA and EQ volume Chg YA
Source: Nielsen Total US RMS+CPS 26



Household Care lagged total store price increases since 2021 and 2022

Household Care | Average Composite* Price % Chg YA

@ Household Care @ Total Categories
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* Average EQ Price Chg vs YA per quarter considering:

Markets: Total US xAOC and Total US Food

Products: Total Categories (Includes Top 14 departments ranked by $ sales in Last 52w ending in Q2 22 ) and Top 5000 UPCs (Includes UPCs Ranked by $ sales ranked by $ sales in Last 52w ending in Q2 "22 weighted by
super category sales) and Total Department

Facts: Avg EQ Price Change YA and Base EQ Price Chg YA

Source: Nielsen Total US RMS+CPS 57
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Household Care Department

Top categories have increases around 10%, except for Disposable Dishware

Household Care | H1 2022 Avg EQ Price Change YA

Top 10 by Sales $ Top 10 EQ Price % Chg* Top 10 EQ Price % Chg*
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Dish Care ood Househ... Househ... Laundry Laundry Paper& Paper& Paper& Paper & ood Home Househ... Laundry Laundry Laundry Paper& Paper& Paper & Pest
- Dish  Storage - Cleaner Cleaner  Care - Care -  Plastics - Plastics - Plastics - Plastics - Storage -  Air Cleaner (Care-  Care-  Care- Plastics - Plastics - Plastics - Control -
Soap oad And And Fabric Laundry  Bath Disposa... Paper Trash Butcher... Freshe.. And  Hangers Laundry Lint  Dispos... Dispos... Mon-Di.. Insect

Bags  Supply - Supply - Softeners Deterg.. Tissue Dishware Towels Bags Wrap - Incense Supply - Access... Removal Cutlery Dishware Dishware Repellent
Floor C... Multi P... All Other Product

Baking Bathro... Home Air Home Air Househ... Househ... Laundry Laundry Laundry Paper &
Supplies Access... Freshen... Freshen.. Cleaner Cleaner Care - Care - Care - Plastics -
- - - Baking - And And Other  Pre Wash Washing  Straws
Parchm... Bathro.. Soda  Scented Supply - Supply - Garment Treatm... Machine

Paper Scales Candle Leather Wood Applian... Cleaners
Cleaner... Furnitur...

* Includes only categories with sales above USD $1.000.000 in the latest 4 quarters
Total US xAOC | Category level data | Avg EQ Price Change YA and EQ volume Chg YA
Source: Nielsen Total US RMS+CPS 28



Frozen follows the price increase trend surpassing the total basket in Q2

Frozen | Average Composite* Price % Chg YA

@ Frozen @ Total Categories
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* Average EQ Price Chg vs YA per quarter considering:

Markets: Total US xAOC and Total US Food

Products: Total Categories (Includes Top 14 departments ranked by $ sales in Last 52w ending in Q2 22 ) and Top 5000 UPCs (Includes UPCs Ranked by $ sales ranked by $ sales in Last 52w ending in Q2
super category sales) and Total Department

Facts: Avg EQ Price Change YA and Base EQ Price Chg YA

Source: Nielsen Total US RMS+CPS
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“22 weighted by

29



Protein center-of-plate products’ prices are up

Frozen | H1 2022 Avg EQ Price Change YA

Frozen Department

Top 10 by Sales $
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* Includes only categories with sales above USD $1.000.000 in the latest 4 quarters
Total US xAOC | Category level data | Avg EQ Price Change YA and EQ volume Chg YA

Source: Nielsen Total US RMS+CPS
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Alcohol is the only department with moderate increases
relative to Total Basket

Alcohol | Average Composite* Price % Chg YA

@ Alcohol @Total Categories
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* Average EQ Price Chg vs YA per quarter considering:

Markets: Total US xAOC and Total US Food

Products: Total Categories (Includes Top 14 departments ranked by $ sales in Last 52w ending in Q2 22 ) and Top 5000 UPCs (Includes UPCs Ranked by $ sales ranked by $ sales in Last 52w ending in Q2 "22 weighted by
super category sales) and Total Department

Facts: Avg EQ Price Change YA and Base EQ Price Chg YA

Source: Nielsen Total US RMS+CPS 2]
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With lower increases, volumes from top categories suffer decreases

Alcohol | H1 2022 Avg EQ Price Change YA

Alcohol Department

Top 10 by Sales $

Total
Spirits -
Cordials
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Beer/F... Beer/F..

- Beer Spirits -
Prepared

Cocktails

FMB/Ci...
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Spirits -

Teqguila
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Spirits -
Vodka

Total Tota Total
Spirits - Wine-  Wine -

Whiskey Sparkling Still Wine

EQ Price % Chg*

Total Total
Spirits - Spirits -
FMB/Ci... Cognac Gin

Total Total Tota
Spirits - Wine -  Wine -
Whiskey MNon-Al.. Still Wine

Total
Spirits -

Tequila

Alcoholic Alcoholic Beer/F..
Beverage Beverage - Beer
Mixers -  Mixers -
Cocktail Traditio..
Mixer Cocktai
ngredi...

Beer/F..

* Includes only categories with sales above USD $1.000.000 in the latest 4 quarters
Total US xAOC | Category level data | Avg EQ Price Change YA and EQ volume Chg YA

Source: Nielsen Total US RMS+CPS
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Pet Care Department

Of the top segments, Dog and Cat Food continue to have the highest
price changes in Q2

Pet Care | H1 2022 Avg EQ Price Change YA

Top 10 by Sales $ Top 10 EQ Price % Chg* Top 10 EQ Price % Chg*
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Pet Food Pet Food Pet Food PetFood PetFood PetFood PetFood — Pet Pet Pet Pet Food PetFood PetFood  Pet Pet Pet Pet Pet Pet Pet Pet Pet Pet Pet Pet Pet Pet Pet Pet Pet
- Cat _Cat Cat - Dog - Dog - Dog -Wild  Supplies Supplies Supplies - Cat - Dog -Wild  Supplies Supplies Supplies Supplies Supplies Supplies Treatm..
Food Dry  Food reats Food Dry  Food Treats Bird - -Dog  -Dog ood Food Bird -Bird - Brushes - Cat . - Flea

VAT nr - . —_— - T ~ Wt We Errd L P— I ’ e Y o i e ok ) ] ) ) - ] . ] . .
Wet Wet Food  Clumpi. oys  Training WEL Wet ood ACCEss..  And Toys  Non-Cl... Remain... Remain... Comb Aquariu... Aguariu... Training Remain... Remain... Remain... Remain... Denta
Pad Combs Litter Box  Pet And Wimtar

Water Pad Dog Pet Pet Pet Toys
Liner Housing Tweezer

Supplies Supplies Supplies Supplies Supplies Supplies Supplies Supplies Supplies Treatm...
- - - Carrier - Crate - Dog - - - Pet

Treatm... Access... Access.. Groomi...

Analysis using sub-categories
* Includes only categories with sales above USD $1.000.000 in the latest 4 quarters

Total US xAOC | Category level data | Avg EQ Price Change YA and EQ volume Chg YA
Source: Nielsen Total US RMS+CPS 33
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Adopt strategies for the short, mid, and long term

Short term >
0-6 months Mid term

0-24 months Long term
0-5 years

Focus on price elasticities & volume . Focus on planning & development . Focus on strategic business change

forecasts ~ Create price tiers to match polarized . Reduce value chain components and
Understand benefit trade offs consumer implement automation

Maintain vigilance in a hypersensitive . Evolve package sizes & communicate . Use multiple suppliers & source
consumer environment attributes to hit key price points alternative ingredients to hedge risk

36
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Move forward

1 Know how much volume is being subsidized under your current
" promotion structure and adapt accordingly

2 Grab market share with good will and transparent communication, \
" to demonstrate you care about consumers' needs ' '

T —— e T

3 Understand consumers' expectations and how they will react in an
* inflationary climate
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About NielsenIQ

NielsenlQ, a global information services company, delivers the gold standard in consumer and retail measurement, through the most connected,
complete, and actionable understanding of the evolving global, omnichannel consumer. NielsenlQ is the source of confidence for the industries we
serve and the pioneer defining the next century of consumer and retail measurement. Our data, connected insights, and predictive analytics
optimize the performance of CPG and retail companies, bringing them closer to the communities they serve and helping to power their growth.

NielsenlQ, an Advent International portfolio company, has operations in 90+ markets, covering more than 90% of the world’s population.
For more information, visit NielsenlQ.com

Did you know we track inflation's impact around the world?
Visit our Global Inflation Hub for monthly updates, latest pricing trends,
consumer behavior changes, and more at Global Inflation Hub - NielsenlQ
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