IRISH GROCERY MARKET REVIEW
Period ending - 25" Dec 2011
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OVERVIEW

Market Overview

 The annual market sales are ahead of last year, with
growth of +0.5% year-on-year. The food market is
showing stronger growth (0.9% year on year) than
the non-food market.

* OQOver the shorter term, market value has increased by
+1% as shoppers buy more volume despite price
inflation, and compensate by purchasing on offer and
trading down to cheaper lines.

* Consumers are making more shopping trips, but
reducing their average spend per trip.
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Key themes in the marketplace

D,

Store Choice

1

Smaller Trips - Trading Down
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The period 2001 to 2008 saw average growth of 7%
per annum and overall +58% over the whole period

€9.3

+8% +6% +6% +6% +6%

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Data to 52 week ending August

Annual value of take home grocery (€b)
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The market value declined in 2010 by 6% but has now
stabilised

€9.3 €m

€8.8 €8.9

€8.6

€8.0
€7.5

€7.1
€6.3 €6.7

€5.9

+8% +6% +6% +6% +6% +7% +8% +1% -6% +1%

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Annual value of take home grocery (€b)

Data to 52 week ending August
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Total Grocery Market Value Sales and YOY Growth
remains in growth this period with 12w sales up

on this period last year

€9,120,707  ¢g 867,536  €8,910,759

€000s

€2,147,698 €2,188,173 €2,208,986

52 w/e 27 52 w/e 26 52 w/e 25 12 w/e 27 12 w/e 26 12 w/e 25
Dec 09 Dec 10 Dec 11 Dec 09 Dec 10 Dec 11
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ROI Total Grocery Market Volume Sales and YOY Growth

5,218,577 5,165,940 5,148,694

1,233,687 1,225,030 1,228,673

52 wle 27 52 wle 26 52 wle 25 12 wle 27 12 wl/e 26 12 w/e 25
Dec 09 Dec 10 Dec 11 Dec 09 Dec 10 Dec 11
52 we packs 12 we packs

w/e 25 Dec 2011
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12w Total Grocery — Sectors Value Shares & YoY % Change

Share of total trolley

Ambient Food

31% Fresh & Chilled
Produce |

Frozen 5%

Toiletries 4%

Total Trolley

+1.0% value
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Alcohol*
Healthcare
Household
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Fresh &
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Which categories are performing well?
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Change in value sales — Total grocery sectors

% Value Change

2.2 3.1 2.2 2.7 3.6
05 1 0.2 16 g4 1314 10 1 1.0 0.2-0.2
— [ | [ —— — -
] B 4
2.2
4.6-4.2 483246
TOTAL TOTAL TOTAL TOTAL TOTAL AMBIENT TOTALFRESH FROZEN

GROCERY ALCOHOL  HEALTHCARE HOUSEHOLD TOILETRIES GROCERIES & CHILLED
(inc Petcare)

M 52 w/e Change 12 w/e Change 4 w/e Change

w/e 25 Dec 2011
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What is the size of the total food market?

7,271,991 7.099,092 7,165,029

1,673,455 1,720,741 1,753,271

52 wle 27 52 wle 26 52 wle 25 12 wle 27 12 wl/e 26 12 wle 25
Dec 09 Dec 10 Dec 11 Dec 09 Dec 10 Dec 11
52 we €000’s 12 we €000’s

w/e 25 Dec 2011
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Growth for the Food market — Quarterly

3 - ——o— Total food

0 I I I I I I I I I I I I I I I 1

0.1
12w/le 12w/le 12wle 12wle 12wle 12w/le 12w/le 12w/e 12w/le 12w/le 12w/le 12wle 12wle 12wle 12w/le 12 w/e
28 Nov 26Dec 26Dec 23Jan 20Feb 20Mar 17 Apr 15May 12Jdun 10Jul11 07 Aug 04 Sep 020ct 300ct 27 Nov 25Dec
10 10 10 11 11 1 11 11 11 11 11 11 11 11 11

12 w/e 25 Dec 2011
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Change in Household Spend (%) and Inflation Rate

% change year on year — 12 weekly period Inflation % chg

=4 HH Spend % chg
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12w Total Grocery - changes in consumer shopping behaviour

M Trips per Household Average frequency

55.3 53.6 56.3 increased by
s . Bl
12 w/e 27 Dec 09 12 w/e 26 Dec 10 12 w/e 25 Dec 11

M Avg Spend per Household

€1,360 €1,353 €12 increase in
€1,341 12w spend per HH
12 w/e 27 Dec 09 12 w/e 26 Dec 10 12 w/e 25 Dec 11

Avg Spend per Trip

Average basket
€24.60 €25.00 €24.10 spend reduced by -

3.9%

12 w/e 27 Dec 09 12 w/e 26 Dec 10 12 w/e 25 Dec 11
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12w Total Grocery - Consumer Coping Strategies Trended

=—&— HH Spend Change
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Shoppers are increasingly turning to Non Branded
Products — (Private Label and No Brand Name~)

46%

45%
44%

43%
42%

2007 2008 2009 2010 2011
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Grocery Packs Growth by branded, no brand name* and
Private label tier.

Growth in Grocery sales (Packs)
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12w Private Label Value Share of Total Grocery Market

—o— % Value share
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PROMOTIONAL ACTIVITY IN THE TOTAL GROCERY SECTOR
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SHOPPING BEHAVIOUR THROUGH CHRISTMAS: SALES (4 week sales)
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SHOPPING BEHAVIOUR THROUGH CHRISTMAS: BASKET SIZE
4w share of purchase occasions by trip type

1.4 1.5 1.2 1.1 1.1 1.5 1 1 B Over €150
3
11
m€101 -€150
m€51-€100
m€31-€50
57 57 56 59 58 57 58 58 m €21 -€30
51 49
Less Than €20
4 wile01 4 wle29 4 wle27 4 wle24 4 wle21 4 wle31 4 wle28 4 wle26 4 wle23 4 wle20
Nov 09 Nov 09 Dec 09 Jan 10 Feb 10 Oct 10 Nov 10 Dec 10 Jan 11 Feb 11
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SHOPPING BEHAVIOUR THROUGH CHRISTMAS: BRANDED
4w value sales

Branded =#— No Brand Name —— Private Label
578 59.9 59.1
57.2 . 55.7 56.4 57.1
54.5 54.1 54.3
34.8 34.9
34.2
32.2 32.2 315 33.3 33.2 33.2 32.1
11.3 .
10.6 10.0 . . 11.0 10.4 0.7 os 11A1 10.9
A— . — A— / ' |
4 wle 01 4 wle 29 4 wle 27 4 wle 24 4 wle 21 4 wle 31 4 wle 28 4 wle 26 4 wle 23 4 wle 20
Nov 09 Nov 09 Dec 09 Jan 10 Feb 10 Oct 10 Nov 10 Dec 10 Jan 11 Feb 11
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UK OVERVIEW
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UK Grocery Update to 25 Dec 2011 — Market Trends Summary

* Inflation rate has started to fall this period. Although prices are still rising, the
annual rate at which they are rising has fallen for the first time since late 2010.

* The level of trading down has reduced to 1.8% due to the fall in inflation and less
promotional discount on offer.

* Retailers have changed their focus to concentrate their efforts on price
competitiveness and away from pushing promotions this period.

* With fewer promotions to turn to, consumers are seeking other ways to trade
down. The marked increase in frequency & decline in basket size is indicative of
consumer shopping around for the best deals. We have also seen the rise in
private label sales and decline in branded and also the continued growth in
Budget sales.

* Conversely we see a different tranche of consumers wanting to indulge, possibly
at the expense of eating out, as demonstrated by the Premium growth, both in
brands and retailers.
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Grocery Market Sales Performance

+15%  +4%
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UK Total Grocery - Value & Household Spend % Change Year on Year
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UK Grocery Volume (Packs) Growth by Price Band

Change in sales Share of sales
6.0 -
4.0 - 3.6
12 M Super
24 .
Premium
2.0 1.0
0.6 i 32 Premium
0.0 T T T T T |
Good
-2.0 -
22
4.0 - Standard
-4.9
-6.0 - B Budget
All Budget Standard Good Premium  Super
Purchases Premium

Share

12 W/e 25 Dec 11
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Grocery Volume (Packs) Growth by Private Label Tier

Change in sales Share of sales
7.00E+00 - 6.35
6.00E+00 - 5.8 .
Budget PL
5.00E+00 -
4.00E+00 - 3.6 41.8
Standard PL
3.00E+00 -
2.00E+00 -
1.00E+00 - 0.6 0.4 Premium PL
0.00E+00 ; : : . .
-1.00E+00 - 0.7 H Branded
-2.00E+00 -
All Branded Premium Standard Budget PL ' '
Purchases PL PL Share

12 W/e 25 Dec 11
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