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HW?* continues to outperform the wider food and soft drinks industries

Global Packaged Food 2011-2021
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*HW — Health and Wellness

Year-on-Year growth

USS$ billion, fixed exchange rates

Global Soft Drinks 2011-2021
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Growth versus decline in global Health and Wellness
World - Fastest Declining Categories 2016-21

World - Fastest Growing Categories 2016-21
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Organic Soy Drinks

Probiotic Plain Yoghurt
Organic Other Milk Alternatives
Organic Milk Formula

Organic Dried Baby Food

NH High Fibre Noodles

FF RTD Coffee

Free From Gluten Cakes

Free From Lactose Cheese

Free From Meat Chilled Meat...

Organic Savoury Snacks Excl Nuts,...

Free From Lactose Yoghurt

Free From Gluten Bread

Organic Nuts, Seeds and Trail Mixes
Organic Margarine and Spreads
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-2 I
-7 I
-7 I

% CAGR

FF Cereal Bars

Reduced Caffeine Black Tea
Reduced Fat Savoury Snacks Excl...
Reduced Fat Malt-based Hot Drinks
Reduced Caffeine Sugar Free Cola...
Reduced Caffeine RTD Tea
Reduced Fat Dairy Chilled and...
Reduced Fat Chocolate...

Reduced Sugar Sports Drinks
Reduced Fat Cakes

Reduced Salt Soup

Reduced Sugar Dairy-based Yoghurt
Reduced Caffeine Sugarised Cola...
Reduced Caffeine Green Tea

FF Flavoured Milk Drinks
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Rise of organics

Organic
Market Size ¥ Currency | ¥ |Highlight Countries | ¥ Global Figure :Z::
Retail Value RSP, USD million, Current 2014, YOY 2018 Ex. Rates, 2016 ~ -~ 2016, USD million

36,681.6

Middle East & Africa

North America )
Western Eurcpe ==

+
Regional Comparison
2016, USD millien

: Asia Pacific ]
Australasia |
=

= Eastern Europe |

Latin Amenca i
|

. 599.1-16,0833

. 79.3-5544

- 224-705
0.0-21.2
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At USS32.5 billion globally, the free from movement grows from strength
to strength. EU excluding the UK to grow by USS3bn by 2021
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Free From 2016 Free From 2021

+US$2.7 bn

+US$3 bn

+US$1 5 bn B Free From Dairy

Free From Allergens

M Free From Lactose

® Free From Gluten

Free From Meat
I +US$0.5 bn

India China India China US EU UK

EU data excludes UK
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Welcome to the post sugar world

Total Daily Sugar Purchased Compared to the WHO Recommended Intake in Top 10 Consuming Markets
2015

N
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Chile Netherlands Hungary Belgium Israel Germany UsS Greece Slovakia Australia

Source: Passport Nutrition

ww Fresh Food (FF) mmm Packaged Food (PF) s Soft Drinks (SD)
mmm Alcoholic Drinks (AD) ----5% WHO recommended intake ----10% WHO recommended intake

= The World Health Organization (WHO) recommends that no more than 10% (~50 grams a day) of total calories consumed

should come from free sugars, with additional health benefits seen if this is reduced to 5% (~25 grams a day) or below.

7% EUROMONITOR
/ﬂﬂ INTERNATIONAL


http://www.euromonitor.com/

I NE\W FOOD: FROM HEALTHY TO NUTRITIOUS TO CLEAN AND ETHICAL, FOOD INNOVATE , EWA HUDSON

Social concerns rise over society, health, politics, environment, and
current affairs; scandals get uncovered; food quality questioned

i UK artificial
[ Fears Qe S Sk colours concern

CONNECTED WORLD

Fears over
sodium

Fears over E-
number safety

MSG linked to health
effects

|
Fears over Horse meat
aspartame scandal

: Chinese food
o scandals

| USGMOlabelling | Z7nSiRiRA
debate
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Social media - platforms for activist groups, boycotts and petitions;
concerns spread fast, whether substantlated or not

22:30 ; b ) 0 02-UK 4G 22:

Roger Mairiot Roger Mairlot

Greenpeace UK added a new video: A
message for Sainsbury's.

»

G

The Greenpeace Esperanza is in London with a
special message for Sainsbury's

Kids Win the Right to Sue the US
Government Over Climate Change

B
v

Stop killing our oceans

SIGN OUR PETITION: call on Theresa May to make

SHARE TO EXPOSE sure future trade deals tackle global poverty
e Like W Comment A Shar
e & -
47,692 people have signed the petition,
330 k views target: 50k
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Health conditions rise, the science progresses; the food - mood/muscles

axis, digestive system being the second brain, food under a big question
mark

OBESITY * MALNUTRITION * ALLERGIES & IMMUNITY * INTOLERANCES *
DIGESTIVE PROBLEMS * IBS * MUSCLE & JOINT PROBLEMS * OSTEOPOROSIS *

ANTIBIOTIC RESISTANCE * MENTAL HEALTH * LIFE STAGE NUTRITION *
AGEING POPULATION
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y

Optimising health, what is healthy?

ETHICAL CONCERNS

HUMAN SUSTAINABILITY
* BACK TO BASICS:
e Authentic
e Religious labels
NUTRITIOUS & NATURAL e Protected origin, single origin
e Protein (good) e CLEAN LABEL:
. e free from artificial ingredients, GMOs,
S . Eﬁireg{ggboa%) antibiotics, hormones, ALL NATURAL
HEALTHY « Sugar (bad) « SUSTAINABILE FOR FARMERS & PLANET:
* BFY: reduced sugar, salt, fat « Oils (good and bad) e Support of local production
o FF e Salt (bad) e Support of 3rd World farmers and suppliers
e Free from lactose, gluten e Plant-based food, especially protein
e Organic e Organic
 Naturally healthy  Palm oil

HOW TO BUILD/REBUILD TRUST IN OUR BRANDS?

HOW TO GENERATE GROWTH IN DEVELOPED WORLD???
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TRANSPARENCY and SUSTAINABILITY key to building long-term trust

PEOPLE

‘ Sustainability

PROFIT

Transparency

Companies recognise that they have moral responsibilities to all stakeholders that contribute to the

success of the company and no longer should the sole purpose be profit. In this context, the planet is a key
stakeholder, and with people and profit forms the three pillars of sustainability.
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Strong commitments from market leaders

Em s Nestlé: “We have
“We’ll do better” - TCCC vows to improve = to stand up

transparency EEEEES for who we are”

"UPSICO ) —. b - - - —
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e
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Lotwer ity wid lovewtbong 0 ous wepdopens are et clinply peod ulngs te du, But Dt e
wctburna fl ner ovtures ssd pomit e PegeiCo fur long v ssatalaabde grimeth

“At Unilever, we aim to double the size of our
business while reducing our environmental
footprint and increasing our positive social impact”

PepsiCo believes in
“Performance with Purpose”
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ETHICAL LABELS IS QUANTITATIVE & QUALITATIVE, COMPREHENSIVE, FULLY TRANSPARENT
SYSTEM TRANSLATING SOCIAL AND ETHICAL CONCERNS INTO BUSINESS OPPORTUNITIES

COVERING 26 MARKETS & 26 THOUSAND BRANDS ACROSS PACKAGED FOOD, SOFT DRINKS AND HOT
DRINKS BASED ON PACKAGING CLAIMS

A\
,“

ENVIRONMENT/ ANIMAL

PEOPLE/ VALUES SUSTAINABILITY WELFARE

© Euromonitor International Y 4 F#T%%%gwgng
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Packaging key to conveying message to consumers

PEOPLE/VALUES ENVIRONMENT/ ANIMAL
SUSTAINABILITY WELFARE

( Clean Label:

e All Natural

e No Artificial Additives

¢ No Artificial Colours

e No Artificial Flavours

e No Artificial Preservatives

¢ No Artificial Sweeteners

e No Monosodium Glutamate
e GMO Free

e BPA Free

\_

~

Origin:

e Locally Sourced Prominent

7

Religious Labels:
e Halal

e Kosher

\

Charity/Sponsorship

Sustainable Trade and Farming:

e Fairtrade
e UTZ Certified
e Other

\

Free Range

g Responsible Forestry: A

e Rainforest Alliance
e FSC
e Other

\ S

Sustainable Palm Oil System
e RSPO/ISPO/MSPO

e Other
4 )

Recycling Label:

e Widely recycled

e Can be recycled

e Terracycle

e From Sustainable/Renewable Sources
e Other

. J

Marine Sustainability

Bird/Insects Friendly

Grass fed/pasture raised

Vegetarian/Vegan

Carbon Footprint/No Air Miles Food
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USS829 bn Ethical Labels driven by recycling, religious labels, clean label

and local source
Ethical Labels 2015, World, Retail Value

Environment/Sustaina _ 653
People/Values | 393 bility Animal Welfare JJ 46
Religious Labels [} 193 Recycling Label _ >80 Vegetarian/Vegan || 36
Sustainable Trade and . Mari
} 70 arine
Clean Label [} 165 Farming Sustainability | 7
Locally Sourced B s Sustainable Palm 0il [Jj 62 Free Range 1
Prominent
Charity |8 Responsible Forestry I 32 Grass Ilz{z?s/e lziasture 1
0 200 400 600 800 0 200 400 600 800 0 200 400 600 800

USS$ billion, fixed exchange rates
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Unilever and Kraft Heinz by Ethical Platform

Unilever vs Kraft Heinz, Packaged Food, Soft and Hot Drinks by Value Sales of Products
with at Least One Key Ethical Label

Unilever - Kraft Hein:

GMO Free
No Monosodium Glutamate

Locally Sourced Prominent People/Values
All Natural
No Artificial Sweeteners HIR
oy ‘ USD12 billion
No Artificial Colours
Kosher USD12 billion

No Artificial Preservatives

No Artificial Flavours

No Artificial Additives

BPA Free

Other Responsible Forestry Claim/Scheme
Other Sustainable Palm Oil Claim/Scheme
Rainforest Alliance and FSC

Rainforest Alliance

Other Sustainable Trade and Farming Claim/Scheme
FSC

Other Recycling Label

From Sustainable/Renewable Sources
Can Be Recycled

Widely Recycled

RSPO

Terracycle

Bird/Insect Friendly

Both Vegetarian and Vegan

Animal Welfare
Free Range
Vegetarian

‘ USD2 billion
Vegan

t |
Grass Fed/Pasture Raised : : : : USD654 million
Marine Sustainability

Environment/Sustainability

‘ USD16 billion

UsSD10 billion

Retail value sales, USD

0% 20% 40% 60% 80% 100%
%, Unilever versus Kraft Heinz by Ethical Label
Note: Retail value sales of products with at least one packaging claim relating to People/ Values, Environment/Sustainability and Animal Welfare, in 2015
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Focus: Religious Labels. Kosher-certified in the USA 18 times the size of
that in Israel, whilst Indonesia a key market for halal-certified

Kosher Certified Packaged Food, Soft and Hot Drinks, Largest Markets
2015 |

- 20 40 60 80 100 120 140 160
US$ billion
m USA ® Canada W [srael B United Kingdom ® Mexico B Brazil W [taly
W France W Australia W Germany m Denmark ® Philippines Netherlands m Finland

Halal Certified Packaged Food, Soft and Hot Drinks, Largest Markets

2015 [

0 10 20 30 40 50 60 70 80 90 100
US$ billion
® Indonesia B China ® Philippines W Australia W Singapore
® United Kingdom B Mexico W Brazil m United Arab Emirates ® Hong Kong, China
B Germany B France Taiwan B Denmark ® South Korea
B Netherlands B Belgium ® Poland Italy
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Focus: Clean label. A tool to re-establish trust

US$ 129 b US$34b US$3Db

Packaged Food Soft Drinks Hot Drinks

7% EUROMONITOR
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Manufacturers respond to consumer concerns

Year Commitment Brand GBO
®2015 Remove all artificial flavours and colours.  All chocolate Nestle USA
confectionery
products
®2016 Removes artificial colours and flavours. Becel Unilever
®2016 Artificial preservatives and dyes removed. Macaroni & Cheese  Kraft
Replaced with naturally sourced
alternatives, such as turmeric, paprika and
annatto.
®2017 The company will completely phase out all All brands General Mills
of its artificial flavours
®2017 The company will stop using artificial All brands Campbell Soup company
ingredients by 2017.
®2018 Remove all artificial colours and flavours  All brands Kellogg

.M-EUROMONJJ'OR
[ INTERNATIONAL


http://www.euromonitor.com/

Labelling reflects the commitments
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WhICh claim is most |mportant from the consumer perspectlve?

"Dlr"(.'ﬁkl’f

No art|f|C|aI colours . Made with real fruit, no artificial colours,
or flavours

No added sugar,
preservatives or sweeteners

no additives

CRGAMIC YDGURY
mTﬂU.VE LTURSS e

Nothing artificial, No artificial preservatives, no added
no added refined sugar

Wi 100% & Water, lime cucumber BC No artificial colours
MSG, free from artificial colours o pure & raw ..and that’s it or preservati\/es
e
~ kallg
JUST THE THING TO MAKE Il cd s Cold pressc_ed (ne\_/er heat)
0 YOUR SOUP SINGI 1 ~ g s~ 100% natural ingredients — yes!
~  No snificial colours, ihey " o511 U 7
ORGANIC VEGETABLF :w‘o?n of preservatives Bur thay a! . ) l‘»:&‘.ﬁk] Say no to...
; é ~ J ~ Noodded MSG et And thy Added sugar
- - > < Yegetarian, vegan aod coelias friendly d ) ,;p.“':;wo‘
- - ~ | Qhuten and lactoee fron R - o - Added SWeetenerS
ORGANIC VEGETABLE STOCK CUBES : - .
ADD TASTE. NOTHING ELSE NUTATION INFORMATION : 7 ‘ Added preservatives
n  DisciveoneR = ¢ > Added water
. No artificial colours fIavours (o] preservatlves S
Add taste, nothing else No added MSG 100% natural
Vegetarian, vegan and coeliac friendly ingredients, skin & collagen
Gluten and lactose free

_##% EUROMONITOR
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Driving clean labels by key region

100 -
- — . B " NoMsG No Artificial
90 — ———— L . .
® No Artificial Sweeteners Preservatives in W.
8 - Europe
No Artificial Preservatives
70 - e
o No Artificial Flavours
X B No Artificial Flavours
& 60~ popular across the
_72 50 - m No Artificial Colours board
[qy]
—
§ 40 - B No Artificial Additives
= In Asia Pacific GMO is
30 - GMO Free
most prevalent
20 - B BPA Free
1 m All Natural
O _

North America Western Europe Asia Pacific Australasia m EUROMONITOR
# & I INTERNATIONAL
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Focus: Locally Sourced (read: fresh, straight from the farm, authentic, full
of natural goodness, supporting local farmers and the old, good ways,
heritage to be proud of)

UNPASTEURISED
SALTED BUTTER

ORGANIC YOGURT

CULT ES \
ﬁfﬁ’!zgx‘lﬁm% PR o2 -R .."
ir /i hfucial /29005 Srillde weis

atoed Butter

o, —_r—

From cows grazed on the fresh grass
of Normandy’s mineral rich
salt marches

Churned from the Cream Freshly made

o Briian a1
100% British Milk of British Family Farms on the farm

m EUROMONITOR
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Locally produced Lay’s chips?

Ethical Labels by Brand Share (Global - Historical Owner) | Historical | Retail Value RSP |

Change View b

Brand

Locally Sourced Prominent

Warld

Sweet and Savoury Snacks

Want Want
Lay's

Strong

Dishi
Qia Qia
orion
Sanko

Strong Sweet Hour

Cheetos

Labixiaoxin

Company name [(GBQO)

Want Want Holdings Ltd
PepsiCo Inc

Guangdong Strong
(Group) Co Ltd

Liwayway Marketing Corp
Hefei Huatai Food Co Ltd
Qrion Group

Sanko Seika Co Ltd

Guangdong Strong
(Group) Co Ltd

PepsiCo Inc

Labixiaoxin { Fujian)
Foods Industrial Co Ltd

2015 ¥

15.1

11.1

7.2

G.7

5.0

2.9

2.8

2.4

2.4

Ethical Labels by Brand Share (Global - Historical Owner) | Historical | Retail Value RSP

Change View ¥
Locally Sourced Prominent
World

Cheese

Brand

Preésident
Galbani
Cathedral City

Entremant

Valio
Lz Esmerzlda
Lala
Kraft

Snow Brand Hokkaido

Bega

Company name (GBO)

Lactalis, Groupe
Lactalis, Groupe

Dairy Crest Group Plc
Sodizal SA [Societs de
Diffusion Internationale
Agro-slimentaire)

Valio Oy

Lactalis, Groupe

Grupo Lala SAB de CV
Kraft Heinz Co

Megmilk Snow Brand Co
Ltd

Bega Co-operstive Society
Ltd, The

2015 ¥

12,89

.7

7.4

7.2

3.9

3.8

4.4

4.2

3.3

3.0

~ 73 EUROMONITOR
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Sustainable trade and farming key to human sustainability

Sustainable Trade and Farming Schemes by
Type (% share), 2015

ol

®m Rainforest Alliance

® Fairtrade

B UTZ Certified

m Sustainable Palm
Oil

®m Other Sustainable
Trade and Farming

Leading Sustainable Trade and Farming
Schemes for Packaged Food and Soft and Hot
Drinks, 2015

Packaged

Food ; ;
B Rainforest Alliance

® Fairtrade

I
Soft Drinks m UTZ Certified
]
B Sustainable Palm
0il
Hot Drink B Other Sustainable
e Trade and Farming
]
0.0 50.0

USS$ billion 7T EUROMONITOR
# INTERNATIONAL
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Mondelez holds a 62% share in Fairtrade Chocolate Confectionery, Mars
52% in Rainforest Alliance, whilst Nestlé leads in UTZ Certified with 39%

Top Fairtrade Chocolate Top Rainforest Alliance Top UT_Z Certified Chocolate
Confectionery Players, World Chocolate Confectionery Confectionery Players, World
Players, World
100 T — 100 - 100 -

90 | Others 90 4 90 | Others

80 - B Ctm Altromercato Soc Coop 80 1 80 1 B Cloetta AB

70 - 70 - B Mondelez 70 -
L Alter Eco o o B Grabower Siisswaren GmbH
© 60 1 @ 60 7 < 60 -
< = <
%] %] wn
L 50 Toms Gruppen A/S L 50 8 50 - W Riibezahl GmbH
< T ©
< 40 - = 40 > 40 |
> W Nestlé SA > > B Mars Inc

30 A 30 30

20 - B Mars Inc 20 - © Mars 20 - B Ferrero Group

10 10 - 10 - .

B Mondelez International Inc B Nestlé SA
0 - 0 0

2015 2015 _#7% EUROMONITOR
2015 2T e oNaL
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New food iy ol

o® .
[

Q@ °. '
[ P oo A
Healthy Nutritious Clean Ethical B A,

® @ 5
@ ° O ' (B o
o ) r.: ¢ 5 | o

HEALTH AND TRANSPARENCY KEY TO ESTABLISHING TRUST

© Euromonitor International & IE#T'?E%%R'?IESXL
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Ewa Hudson

Global Head of Health and Wellness,
Nutrition and Ethical Labels Research
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I £XPLORING THE POTENTIAL FOR ETHICAL LABELLING, HIE 2016

26 markets with the focus on developed countries, 26 thousand brands
across packaged food, soft drinks and hot drinks

£

p

'

Americas Europe 7 y ‘L Asia & Australasia
= USA = Belgium 2 N Au§tralia
= (Canada = Denmark \ o China
= Brazil = Finland . "4+ HongKong
= Mexico =  France 4 Indonesia
= Germany ]ap.a.n _
Middle East and Africa = taly Philippines
= [srael = Netherlands Singapore
= UAE = Poland South Korea
= Spain  Taiwan
= Sweden
= UK
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Ethical labels methodology

BRAND SALES (RETAIL VALUE)
OF PACKAGED FOOD,
SOFT DRINKS AND HOT DRINKS

EXCLUDED: PRIVATE LABEL, OTHERS

Allocation of brands to categories based on recorded label

2015:
/ SUM OF BRANDS
CHECK PACKAGING WITH AT LEAST
FOR 38 ETHICAL LABELS Scan of CSR reports of ONE ETHICAL LABEL
leading players for commitments that
directly affect our forecasts
\‘H
Use of packaged food, soft drinks
FORECAST MODEL: and hot drinks 2015-2020 growth
2015 VALUE OF ETHICAL LABELS as a base line for forecast growth
+ PK, SD, HD BASE LINE I : :
Application of commitments from CSR reports to overwrite
+ CSR COMMITMENTS the base line growth

© Euromonitor International ¥ A F#TIQE%%R"I"'I%S?L


http://www.euromonitor.com/

I £XPLORING THE POTENTIAL FOR ETHICAL LABELLING, HIE 2016

Clean label defined by packaging claims

Lacking a formal definition, Passport: Ethical Label bases its definition in the various claims found on
product packaging that stress a shift away from complex artificial ingredients, toward familiar, natural

alternatives.

* GMO free/Non-GMO: GMO (genetically modified) foods involve introducing foreign genetic material into an organism artificially, usually to -
increase yield, increase resistance to disease, extend shelf life or improve food properties (texture, flavour, nutrient value). This category
quantifies sales of products under our coverage with a GMO-Free/Non-GMO claim.

= All Natural/100% Natural: These terms refer to the natural properties of the product. Both All Natural and 100% Natural are to be
recognised as the same ethical label. This includes references to 'all natural anything'.

= Artificial Additives: This category aggregates sales of products with a claim "no artificial additives” and “free from artificial additives” on
product packaging.

= Artificial Flavourings: This category aggregates sales of products with a claim "no artificial flavours/flavourings” and “free from artificial
flavours/flavourings” on product packaging.

= Artificial Colours: This includes all products with a claim "no/free from artificial colours". Several artificial colours have been banned by food

standards authorities after being linked to an increased number of cases of attention deficit hyperactivity disorder (ADHD) and are thus
avoided by certain consumers.

= Artificial Sweeteners: This category captures aggregated sales of all products with the claim "no/free from artificial sweeteners“ on product
packaging.

= Artificial Preservatives: This includes all products with a claim "no/free from artificial preservatives and products with a claim "no/free
from parabens". Parabens are a form of artificial preservative and when present in food usually come in the form of E numbers.

= BPA Free: All products with a claim referring to "BPA free". BPA (bisphenol A) is an industrial chemical that is used to make certain plastics
and resins. BPA is often used in containers that store food and beverages, such as water bottles.
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Clean label defined by packaging claims

Lacking a formal definition, Passport: Ethical Label bases its definition in the various claims found on
product packaging that stress a shift away from complex artificial ingredients, toward familiar, natural

alternatives.

* GMO free/Non-GMO: GMO (genetically modified) foods involve introducing foreign genetic material into an organism artificially, usually to -
increase yield, increase resistance to disease, extend shelf life or improve food properties (texture, flavour, nutrient value). This category
quantifies sales of products under our coverage with a GMO-Free/Non-GMO claim.

= All Natural/100% Natural: These terms refer to the natural properties of the product. Both All Natural and 100% Natural are to be
recognised as the same ethical label. This includes references to 'all natural anything'.

= Artificial Additives: This category aggregates sales of products with a claim "no artificial additives” and “free from artificial additives“ on
product packaging.

= Artificial Flavourings: This category aggregates sales of products with a claim "no artificial flavours/flavourings” and “free from artificial
flavours/flavourings” on product packaging.

= Artificial Colours: This includes all products with a claim "no/free from artificial colours". Several artificial colours have been banned by food

standards authorities after being linked to an increased number of cases of attention deficit hyperactivity disorder (ADHD) and are thus
avoided by certain consumers.

= Artificial Sweeteners: This category captures aggregated sales of all products with the claim "no/free from artificial sweeteners” on product
packaging.

= Artificial Preservatives: This includes all products with a claim "no/free from artificial preservatives and products with a claim "no/free
from parabens". Parabens are a form of artificial preservative and when present in food usually come in the form of E numbers.

= BPA Free: All products with a claim referring to "BPA free". BPA (bisphenol A) is an industrial chemical that is used to make certain plastics
and resins. BPA is often used in containers that store food and beverages, such as water bottles.
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