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EVOLUTION SHOPPERWARE

FMCG BELGIUM
FMCG EVOLUTION
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Average FMCG Promo pressure

% SALES OM PROMOTION

Point change sales on promotion vs. prev. year
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Source : Nielsen 2016 |
Source : Market Model SHOPPERWARE
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PROMO PRESSURE AND DEPTH

BELGIUM 2017
I

Average FMCG Promo pressure

1% SALES ON PROMOTION

Point change sales on promotion vs. prev. year

22,8

2014 2015 2016

FMCG BELGIUM
AVERAGE DISCOUNT 2016

AVERAGE PROMO DEPTH featured promotion

23,0%

21,6%

20,0% 20,0%

FCST2017

2015 fest2016 ACTUALS2016 FCST 2017

Source Nielsen 2017
Source : Shopperware FMCG BELGIUM Market-model 2016

Source : Shopperware FMCG BELGIUM Market-model 2016
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SCENARIOS SHOPPERWARE

PROMO PRESSURE AND PROMO DEPTH oo e
L

2015 % Fest 2016 % 2016 %

bs on promotion 22 % | on promotion 23.5 % | 5 on promotion 22,8 % |
average discount 20 % average discount 20 % average discount 21,6 %

Scenario min 2017 Scenario mid 2017 Scenario worst case 2017
% sales on promotion 23% % sales on promotion 23% % sales on promotion 24%
Average discount  23.1% Average discount  24% Average discount  26%

Scenario’s :
Shopperware AUDIT of folders Q1 2017 versus Q1 2016 reflects scenario min 2017
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2016 5,6 billion € ( excl. VAT ) FMCG was promoted sales.SHOPPERWARE
( incl VAT 5,9 billion € ) convemsion encines

]
FMCG BELGIUM - %€

M % sales non-promoted  ® %sales promoted

23,5%

76,5%

2015 fest 2016 ACTUAL 2016 min2017 med2017 max2017

Source : Shopperware FMCG Market-model 2016
Value growth 2016 +1,4% GfK Belgium panel
Sales on promo 2016 +3,5% Nielsen Belgium
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2016 5,6 billion € ( excl. VAT ) FMCG was promoted sales.SHOPPERWARE
( incl VAT 5,9 billion € ) convemsion encines

The impact of increased promo pressure and promo depth on FMCG sales value

m SALES NOT PROMOTED (EXCL VAT) € = SALES ON PROMOTION (EXCL VAT)

€5 292 €5710 €5562 €5 667 € 5 640 € 5833

€17 517

2015 fest 2016 ACTUAL 2016 min2017 med2017 max2017
Source : Shopperware FMCG Market-model 2016
Value growth 2016 +1,4% GfK Belgium panel
Sales on promo 2016 +3,5% Nielsen Belgium




The opportunity cost of promotions
2016 1.5 billion €

( opportunity cost = what if promoted volume was sold at regular prices )

Opportunity cost of promotions ( excl. VAT )
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5 640

med2017

ENGINES

5833

max2017

B Promoted sales value € at regular prices ( excl VAT)

€6 615566038

€7 137 293 632

€7 093 997 882

€7 368 893 687

€7 421 292745

€7882313438

= Promoted sales value € at discounted prices ( excl VAT)

€ 5292 452830

€ 5709 834 906

€5 561694 340

€5 666 679 245

€5 640182486

€5832911 944

B Cost of promotions € ( missed sales value )

€1323113208

€ 1430 331 000

€1 532303 543

€1702214 442

€1781 110259

€ 2049 401 494




The impact of increased promo-pressure and depth of discount.
The costs of promotions increased with 209 mio € in 2016 versus 2015
Promo pressure and promo depth increased in Q1 of 2017

The incremental cost of promotions (missed sales value)

€ 2049
€1702 €17/81
€1532
€1 430
w €1500 [ets23
o
=
517
€ 500 5 —
107 170
€ O 2015 fest 2016 ACTUAL 2016 ACTUAL 2017 min2017 med2017 max2017
B Cost of promotions € ( missed sales value ) €1323113208|€ 1430331000 €1532303543 €1702214442 | €1781 110259 | €2049 401 494
additional costs of promotions versus prev. Year €107 217792 €209 190 335 €169 910899 €248 806716 €517 097 951




STATUS
BOGOF PROMOTIONS
JAN - MARCH 2017



BELGIUM 2017
ESCALATION OF BOGOF PROMOTIONS ¢

N

)

Hypermarkten

Carrefc

Vanwoaradag 10 spri tam masndag 2237




The impact of further escalation of BOGOFF 1+1 promotions

on the profitability of the Big 3 = C0|I'llyt' (3
Carrefour

SCENARIOS | min | mid | worst case - integrated
- r

HYPOTHESIS SEPT 2016

sales on promotion 22,8 % |

re of promoted value for Bogoff ( -50% ) promotions =

%

. . . . Scenario worst case 2017
4 Scenario min 2017 R Scenario mid 2017 ' :
% sales on promotion 24%
% sales on promotion 23% % sales on promotion 23%
Share of promoted value for
Share of promoted value for Share of promoted value for o .
) : bogoff ( -50%) promotions
Bogoff ( -50%) promotions Bogoff ( -50%) promotions —44.8%
\_ =22,8% Y, =36,6% '

PICK & MIX PICK & MIX PICK & MIX +ADJECENT SKU
=14% of featured 1+1 promo =22% of featured 1+1 promo = 28% of featured 1+1 promo



BELGIUM 2017 = colruyt' i

DELHAIZE Carrefour

IMPACT OF BOGOFF PROMOTIONS ON BIG 3 ¢ integrated

Update jan - march 2017
Impact of Bogoff promotions

W BOGOFHYP 3WAVES of 3 WEEKS BOGOFF 2017 min scenario W BOGOFF 2017 mid scenario WBOGOFF 2017 MAX scenario

€£327,4

€239

€175

Value destruction mio € ating Prof Compensation A brands and PL

-£31,0

€£42,4 esas

-67
Source : Shopperware FMCG BELGIUM Market-model 2017



BELGIUM 2017 = colruyt' i

DELHAIZE Carrefour

IMPACT OF BOGOFF PROMOTIONS ON BIG 3 @ integrated
N

% of operating profitlost because of Bogoff 1+1 increase
BIG 3
estimated operating profit =365 mio €

-18,4% BOGOFF 2017 MAX scenario ( -67 mio €)

-14,9% BOGOFF 2017 mid scenario ( -54,5 mio €)
-8,5% BOGOFF 2017 min scenario (-31 mio €)

-11,6% BOGOF HYP 3WAVES of 3 WEEKS (- 42,4 mio €)

-20,0% -18,0% -16,0% -14,0% -12,0% -10,0% -8,0% -6,0% -4,0% -2,0% 0,0%




STATUS
BOGOFF PROMOTIONS
DELHAIZE 2016 - 2017

ADDENDUM 1



De|hd |Z€ - average folder discount % SHOPPERWARE
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less promotion slots but deeper promotions
.,

2016 2017
Number slots Feb - March 629 501

Avg discount % 25,4 % 29,7 %

Source : Shopperware all folders jan-march 2017 and jan march 2016



De|hd 1Z€ - average folder discount % SHOPPERWARE
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less promotion slots but deeper promotions
I R TITTIITISTI

Delhaize folder by
% discount classes

H15 W20 W25 W30 W50

feb mar 2016 feb mar 2017

Source : Shopperware all folders jan-march 2017 and jan march 2016




Delhaize 1+1 PROMO SHOPPERWARE
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less promotion slots but deeper promotions
]

The number of slots 1+1 promotions for national brands in Delhaize folder

s clots 1+1 JAN MARCH 2017 m——c|ots 1+1JAN MARCH 2016

1

WEEK1 WEEK2 WEEK3 WEEK4 WEEKS WEEKE WEEKY WEEKS WEEKS WEEK10 WEEK11 WEEK12 WEEK13

Source : Shopperware all folders jan-march 2017 and jan march 2016
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Delhaize 1+1 rromo

The number of SKU's 1+1 promotions for national brands in Delhaize folder

=—ckus 1+1 JAN MARCH 2017 =—ckus 1+1 JAM MARCH 2016

WEEK1 WEEKZ WEEK3 WEEK4 WEEKS WEEKE WEEK7Y WEEKS WEEKS WEEK10 WEEK11 WEEK12 WEEK13

Source : Shopperware all folders jan-march 2017 and jan march 2016
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More 1+1 promotion slots
.,

The number of slots 1+1 promotions for national brands in Delhaize folder

=slots 141 JAN MARCH 2017

slots 141 JAN MARCH 2016

WEEK1 WEEK1_2  WEEK1_3  WEEK1_4  WEEK1_5  WEEK1_6  WEEK1_7 WEEK1_8  WEEK1_9 WEEK1_10 WEEK1_11 WEEK1_12 WEEK 1 _13

Source : Shopperware all folders jan-march 2017 and jan march 2016
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Delhoize 1+1 PROMO SHOPPERWARE

MORE SKU ‘s in 1+1 promotions
S

The number of SKUS 1+1 promotions for national brands in Delhaize folder

=== ckus 141 JAN MARCH 2017 =—=skus 141 JAN MARCH 2016

247

147

r

WEEK1 WEEK1_2  WEEK1_3  WEEK1_4  WEEK1_5 WEEK1_6  WEEK1_7  WEEK1_8  WEEK1_9 WEEK1_10 WEEK1_11 WEEK1_12 WEEK 1 _13

Source : Shopperware all folders jan-march 2017 and jan march 2016
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