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Introduction

ALIXPARTNERS

has worked with clients around the world
for more than 40 years, helping businesses
respond to challenges when everything is
on the line — from urgent performance
improvement to complex restructuring,
from risk mitigation to accelerated

EVP of Research & Founder & CEO, Partner &
Development, Food Sport Managing Director _
Schwan’s International AlixPartners transformation.
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of AFFI members surveyed believe

is key to success
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Three pillars of analysis

Numerator and other Consumer survey AFFl member survey

Defining value conscious Inflation driven changes to CPG and food retailers’
consumers purchase behavior shifting strategies
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Consumer confidence remains at an historic low

Annual Index of Consumer Sentiment - Total
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2022 consumer sentiment was lower than
2008 levels, before an uptick in 2023

Sources: University of Michigan Survey of Consumer Sentiment (link) AIiXPartnerS FROZEN i"&



Food expenditures are growing at 9%

Total Food Expenditure in the U.S. (SM, nominal)
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Food inflation is outpacing wage growth

Annual Percent Changes in Food Prices (CPI) and Income
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Consumer credit levels are spiking

Personal Savings vs Revolving Consumer Debt (seasonally adj)
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Sources: Federal Reserve (Revolving Credit — link); (Personal Savings — link)
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https://fred.stlouisfed.org/graph/?g=111kJ
https://fred.stlouisfed.org/graph/?g=111kR

Being “Value conscious” goes beyond price

Values have value — just not price

Emerging dimensions or contemporary notions of value
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VALUE CONSCIOUS CONSUMER SURVEY

Flavor, quality, and price drive purchase decisions

US Frozen Shopper ranking of key purchasing drivers

@ Flavor
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71%

Quality
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Sources: Consumer Survey (N = 1,096 responses) AIiXPartnerS FROZEN i’.&
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VALUE CONSCIOUS CONSUMER SURVEY

Inflation is driving value seeking consumer behavior

% of US frozen shoppers indicating impact of inflation in frozen

32% 29%

N\ 24%

Cut back on Stock up on frozen Buy more
non-essentials when there are frozens to have
promotions as a back-up
% 28%
30% 0
Look more for Switch to lower Buy more
sales priced brands frozens because

it doesn’t spoil

Sources: Consumer Survey (N = 1,096 responses) AIiXPartnerS FROZEN f&



Price is a key driver, even for those that claim not to be price driven

% of US Frozen Shoppers that are Price Driven

36%

1 of 2 consumers seek
coupons or discounts to
make purchases

7 in 10 consumers look at
price per unit and per
size/weight

2 in 3 consumers compare
prices between products often
or always

Share of US Households

Sources: Numerator data at the household level across all channels for 52 wks ending April 30, 2024 AIiXPartnerS FROZEN r&



US Shoppers are primed to continue to buy more private label

% of US Frozen Shoppers With the Following Private Label (PL) Perceptions

Brand name doesn’t indicate quality 96%

| don’t prefer brand names 95%

| frequently consider PL 95%

59%

| purchase PL to save money

PL quality has improved 49%

Price trumps brand names 47%

Private label is just as good 43%

Sources: Numerator data at the household level across all channels for 52 wks ending April 30, 2024 AIiXPartnerS FROZEN iu



“Shrinkflation” appears to be a net negative strategy

3 of 5 shoppers believe
Y Y ) productsin the frozen aisle
have less food for the same or

indicate
shrinkflation negatively
impacts brand

higher price
o o 2 of 5 shoppers that notice 2 of 3 shoppers believe raising
Wi shrinkflation look for [ﬁ] [ﬁ] prices for the same quality and
alternative products quantity is preferable to

shrinkflation
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Moving past inflation

Approach to Mitigate Impact of Inflation

Retailer strategies

E® Strategic sourcing

0=0

@ Assortment & pricing

Loyalty programs

Retailer strategies

Increase price

Manufacturing efficiency

Promo activities

Sources: AFFI member survey

Go-forward Strategic Priorities

Retailers

Customer loyalty

@ Dollar sales
Unit volume

Manufacturers

Volume
Market share

Operational efficiency
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