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Another significant increase of FMCG sales in calendar week 11 (*Hamsterkaufe”)

FMCG total — calendar weeks 2020

Value evol. vs. previous year (PY) in %
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Source: IRl [FMCG]; [Grocery = 200m?+ drug stores ex HDJ; [cw 3-11]; Robert-Koch-Insitut, Wikipedia COVID-19 in Deutschland, Wikipedia COVID-19-Pandemie
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All retail channels show a significant sales uplift since cw9

FMCG total retail channel view — calendar weeks 2020

Value evol. vs. previous year (PY) in % * WHO declares COVID-19 a pandemic
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Growth rate of FMCG sales goes up to +35,4% in cw 11/2020; +20,7pp compared to

cw 10/2020

FMCG total retail channels view — calendar week 11/2020

Value evol. vs. previous year (PY) in %

grocery 2 200m? + drug stores

ex HD 35,4%
drug stores 30,9%

hypermarkets 38,2%

discounters 30,2%

Source: IRl [FMCG]; [Grocery = 200m?+ drug stores ex HDJ; [cw 11 vs. PY]
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Sales growth comes from all parts of the country, especially Bavaria, Baden-Wuerttemberg
and the Mid show high growth rates compared to previous week

FMCG total by IRI areas — calendar weeks 2020

Value evol. vs. previous year (PY)
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Germany total

North-West 38%

North Rhine-Westphalia 26%

. 39%
Mid 16%

Baden-Wuerttemberg 40%

. 42%
Bavaria 20%

North-East 32%

Thuringia/Saxony 32%

- 35%
Berlin 29%

Source: IRl [FMCG]; [Grocery = 200m?+ drug stores ex HDJ; [cw 10 & 11]
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» North-West: Schleswig-Holstein, Hamburg, Lower Saxony, Bremen
» Mid: Hesse, Rhineland-Palatinate, Saarland
» North-East: Mecklenburg-Western Pomerania, Brandenburg, Saxony-Anhalt
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Tollet paper and pasta do not show the highest growth rates in calendar week 11/2020

Value evol. vs. previous year — Selected FMCG categories — calendar week 11/2020
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HYGIENE-/SANITARY CLEANER GRAIN FLOUR
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Quelle: IRI [FMCG]; [LEH = 200gm (ex. HD) + DM]; [KW 11]
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Demand for hygiene products and long-life foods remains strong, growth rates soaring
especially for pasta and ready meals

Value evol. vs. previous year — Top 20 winners FMCG categories

TOP 20 winners cw 03 cw 04 cw 05 cw 06 cw 07 cw08 cw 09 cw 10 cw 11
DAMP CLEANSING TISSUES a 44,8% Ml 50,0% Ml  947% M 912% M  858% Ml  84,5% [NNNGOSH. TNSOSE MNATAG
HYGIENE - / SANITARY CLEANER | 3,3% | 154% Wl 641%fl  406% ]  335%1 24,6% [NGTE6, 7 INE0S,9% NE51,3%
SOAP f 8,0% | 11,6% 1l 35,3% 1§ 22,5% 1§ 20,9% 1 19,1% N 171,0% S 163,5% S239,7%
NOODLES | 13,6% 1l 31,2% | -12,0% | 8,4% | 12,4% | 131% 98.8% Ml  93,9% HN18,2%
HOUSEHOLD GLOVES i 17,0% { 16,1% { 18,9% fl 22,1% { 17,6% 4 14,7% HM 138,8% #M 105,19 SNNI210,2%
SEMIFINISHED CONVENIENCE FOOD ALL TYPES CANNED / GLAS | 10,2% 1l 28,9% 14,9% | 9,5% | 3,6% 1 15,3% B 129.8% @ 63,09 S 193,6%
GRAIN FLOUR | 3,4% | 14,5% | 7,8% | 7,3% | 7,7% § 10,3% MM 146,29 M 113 9% S 1852%
WET CONVENIENCE FOODS [ -8,9% i 21,9% | 7,9% f 12,2% | 7,1% | 6,5% MM 121,9% Ml 56,7% JM 179,8%
DRIED POTATO PRODUCTS | 0,7% | 0,2% | -0,3% | 4,1% 10,1% 04% M 1198% M 71,9% S 162,6%
RICE | 12,3% | 11,3% | 21,8% | 2,3% 5,7% 1,4% S 159,6% Ml  69,8% M 161,6%
LIQUID READY TO EAT SAUCES | 12,7% | 26,0% | -4,6% | 12,7% 5,0% 81% M  787% @  52,9% M 150,8%
MELISSENGEIST | 2,5% 3,3% | 1,3% | -3,3% -3,8% 4,6% 1§ 22,0% fll  51,3% M 1454%
LIQUID SOUPS / STEWS GRAM | 2,5% 6,1% | 5,5% | 9,8% 0,9% fl 28,7% M 1198% fll  65,6% M 1352%
SEMIFINISHED-/CONVENIENCE FOOD. POTATO WET 1 30,1% fl 28,3% | 24,9% | 92% fl  32,5% fl 30,8% M  946% I  37,7% M 134,5%
GRIT -0,4% 2,1% | 1,5% | 4,1% 4,0% 16% M 962% @l  556% MM 1287%
DRIED POTATO DUMPLINGS 2,7% | -10,0% f -9,9% | -6,7% 10,4% 15% Sl 1194% M  732% @M 127,9%
DRIED PULSES 2,3% 0,9% | 5,6% | 15,5% 11,2% | 10,0% Sl 140,9% ll  56,7% WM 127,9%
VEGETABLES CAN / GLASS / BRICK | 12,6% 3,7% | 10,6% | 7,9% 9,3% 31% M 101,3% @  58,0% M 124,4%
DRY TOILETPAPER 2,3% 3,0% | 5,5% | -0,4% -1,0% 1,5% @ 520% M  77,0% @ 120,8%
DAMP TOILETPAPER 7,3% 8,3% | 8,5% | 12,2% 7,8% 83% Ml  41,1% 8  438% MMl 120,3%

Source: IRl [FMCG]; [Grocery = 200m?+ drug stores ex HDJ; [cw 3-11]
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Staple foods, canned food, dry products, cleaning and household paper products continue
the list of top-selling products

Value evol. vs. previous year — Top 21-44 winners FMCG categories

TOP 21-40 winners cw 03 cw 04 cw 05 cw 06 cw 07 cwO08 cw 09 cw 10 cw 11
VEGETABLE CONCENTRATES /-PASTES | 10,9% | 7,2% | 6,5% | 6,8% | 12,5% | 2,9% Ml  99,0% @l  587% M 1168%
KITCHEN PAPER TOWELS | 9,6% | 8,2% | 0,6% | 6,0% | 3,1% | 42% @l 407% @  530% @M 109,9%
SUGAR | 7,6% | 6,4% | 9,1% | 8,7% | 14,8% { 152% Ml  822% M  70,1% M 106,6%
SYNDET / WASHING LOTION | 6,2% | 8,0% | 8,6% | 7,1% | 5,6% | 35% @l  543% @  54,6% Ml 106,0%
COOLED YEAST | 12,3% | 12,8% | 13,0% | 14,8% { 20,5% fl 205% Ml  603% M  654% M 104,0%
CANNED FISH | 2,2% | 13,7% | 15,8% | -4,4% { 19,9% fl 31,0 fl  40,3% | 12,5% #ll 102,9%
TUNA | 1,6% | -5,5% | 6,2% | 6,4% 3,0% | 39% M  852% i 31,1% Ml 93,9%
VINEGAR CLEANER | 9,3% | 15,6% | 17,4% | 11,7% 6,4% 23,4% 1l 305% 8  37.8% Ml  91,4%
CANNED HERB / CABBAGE i -10,9% | 0,4% | 1,0% | 7,6% 6,1% 45% Ml 839% @  500% M  90,8%
SALT | 1,8% | 2,1% | 0,6% | 3,0% 5,3% 68% Ml 67,9% @  472% l  90,8%
DRY VITAMIN PRODUCTS | 6,9% | 8,1% | 12,9% | 9,5% 6,0% 80% Ml  489% @  406% M  90,6%
DRY SOUPS / STEWS | -2,3% | -5,9% | 9,3% | -4,8% 7,8% 54% ll  640% 8  40,1% M  90,4%
ROAST / COOKING AIDS 1 26,5% fl 26,6% | 17,1% | 17,1% { 22,9% { 182% Ml 61,3% § 13,3% Ml  90,0%
TOFU I 360%fl  392% 0 388% W  392% @8  409% @l  399% M 800% i 653% M 892%
DRY NOODLE DOUGH PRODUCTS CONVENIENCE FOODS | 2,5% | 24,3% | 4,3% 8,2% { 20,4% { 25,0% Ml  759% 8  358% M  89,0%
SAUSAGES IN ASPIC | 9,6% | 7,9% | 2,2% | 11,9% § 17,2% { 208% M  571% @  366% M  89,0%
SODA STREAM SPARKLING SYSTEMS i -16,6% il 442% [ 93,6% -0,6% § 8,9% fl 30,0l 43,0% 25,9% Ml 87,4%
BATHROOM / BATHTUB CLEANER | 9,0% | 6,9% | 10,5% 1,9% | 5,7% | 09% Wl  396% 8  460% M  868%
PAPER TISSUES | -0,1% | 1,0% | 6,0% 1,6% | 1,9% | 35% 0  376% 8  385% M 861%
ZWIEBACK / RUSK / CRISPY BAKED BUNS { 15,3% | 11,4% | 14,0% 3,2% § 12,1% | 11,3% @ 69,1% 1 32,1% M  853%

Source: IRl [FMCG]; [Grocery = 200m?+ drug stores ex HDJ; [cw 3-11]
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Online trade shows similar growth rates in calendar week 11 as in calendar weeks 9 and 10

Value sales growth FMCG total in selected, mostily non-food, online retailers

Value evol. vs. previous year (PY)
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Source: IRl [FMCG]; [Grocery = 200m?+ drug stores ex HDJ; [cw 3-11]
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An overall assessment of how the coronavirus is affecting the international FMCG industry
can be found here

- R T——— B/
COVID-19 Impact - i
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»
CO N S U M E F Top Growing Subcategories by Country (Latest Week)
SPENDING & 1 -

Italy France UK U.S.
Dept % Chg Dept % Chg Dept % Chg Dept % Chg

Alcohol (denatured) 246.T% Parapharmacy Accessories 124.7% Household Cleaning 101.3% Hand 5Sanitizers 454 5%

Hygienic Products/ Wipes 192.7% Bath Soaps 109.0% Personal Wash 100.8% Spray disinfectant 389.6%

Parapharma / First Aid

March 1 9’ 2020 Medication 119.6% Cleaning Gloves 99 9% Facial Tissues 96.6% Cloth all-purpose cleaner 343.3%

Accessories { Gloves 111.6% Poultry Sausage 02.9% Toilet Tissue 87.6% Disposable gloves 175.5%
Mandarins - Packaged 111.4% Pasta 77.5% Canned Meats 72.5% Liquid hand soap 150.2%
Parapharma / Diagnostic  92.7% Rice 71.2% Witamins 63.7% Personal thermometers 145.6%
Small Surfaces Detergents 85.5% Dried Vegetables 63.5% Soup 59.7% Powdered milk 127.6%
Personal Hygiene / Soaps  68.3% Flours 61.7% Mon-Pharmacy Medicines  58.2% First aid kits 107.3%
Dried Legumes 80.5% Dehydrated Potato Puree  50.7% Specialty Asian Foods 52.1% Z::L:;Ticusi,ntments-" 93.7%
Fermented Milk & Kefir ~ 55.7% Cooked Pasta Dishes 49.6% Canned Beans & Pasta 51.9% Moist towelettes 82.9%
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https://www.iriworldwide.com/de-DE/Insights/Publications/coronavirus

For further information please contact us!

Contact details ABOUT IRI

Britta Lenze

_ IRI'is a leading provider of big data, predictive analytics and forward-looking
Marketing & PR Manager

insights that help CPG, OTC health care, retailers and media companies to
) . row. With the largest repository of purchase, media, social, causal and

Britta.Lenze @I|RIworldwide.com lg v data. all tg . Z y F; 4 cloud-based technol
M +49 173.32.24 203 oyalty data, all integrated on an on-demand cloud-based technology

platform, IRI guides over 5,000 clients globally in their quests to remain

relentlessly relevant, capture market share, connect with consumers and
deliver growth. www.IRlworldwide.com

Information Resources GmbH (IRI)
® Gladbecker Stral3e 1
IRI D - 40472 Diisseldorf
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