ASMI NEU UPDATE

Alexa Tonkovich
Alicia Parker

August 2023

$A3%
WLy

— ]
-

Wild, Natural & Sustainable®




W3
DA

=
Wild, Natural & Sustainable®

¢

AGENDA

» What is our competition up to in the NEU market (other fish or
other proteins etc.)

» Along-term effort that has paid off

» Kantar Research findings
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IN THE MEAT/FISH/PROTEIN CATEGORY, DISCOUNTERS HAVE STOLEN 8.4 mg
MILLION KG FROM THE OTHER CHANNELS Wi, Natural § Sustainabie

Discounters

High Street . < / \

Supermarkets

Convenience Online
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IN THE UK’S PRICE SENSITIVE MARKET, CHEAPER PROTEINS ARE ,_»{Z/@ggg
PREVAILING, BUT EVEN WITHIN THAT CATEGORY CONSUMERS Wi Natura 5 Sustanabl
ARE TRADING DOWN.

Ex: Chicken - switching to Wings/Legs/Thighs Switching Volume (000s) to Wings/Legs/Thighs - 12 weeks ending 19 Mar 2023

Breasts

All Others

Whole
Birds/Fish %

£3.38/kg

Burgers+Grills

:

Sliced Cooked
Meats Net switching - Volume (000s)

Sausages

0 100 200 300 400 500 600 700
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ECONOMIC CONCERNS ARE IMPACTING PEOPLE’S ABILITY TO Lo
A CT S U ST AI N AB LY. Wild, Natural & Sustainable

- Harder to act sustainably due to financial or social constraints (GB only)

35%

40%

Strongly disagree Disagree Neither agree nor Agree Strongly agree
disagree
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COMP ETITIVE LAN DSCAPE Wiid, Na!uZi—Sustainable‘

A key competitor is plant-based proteins. There are no winners in the meat and poultry The Seafood Category in the UK lost ground in
category this year. 2022 and 2023 remains tough.

UK consumers are shifting toward more plant-based

eating and new product development has focused According to the Grocer, meat and poultry sales are At retail, only the ambient category saw growth in

on plant proteins. down. Red meat sales are in the red - with the 2022. Of the fresh category, Basa was the real
cost-of-living crisis, high-cost proteins have winner, as a cheaper alternative to other whitefish

An estimated 16 million UK consumers could be suffered. Consumers have traded down to cheaper species.

meat-free in the next few years and growth is cuts.

. Salmon saw the biggest absolute fall in value.
driven by younger consumers.

Almost no fresh animal protein has avoided the

Foodservice recovery remains slow with seafood
downward trend.

sales still 20% behind pre-Covid levels.
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PLANT-BASED CAMPAIGNS: ‘TASTES JUST LIKE...’ Wi, Natural & Sustainable’
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NOT TO BE LEFT OUT, ANIMAL-BASED PROTEINS ARE W,
LEANING INTO TECH

——

Wild, Natural & Sustainable®

Andrew @Eliddinn - Apr 6

Replying to @onscreenlol and @BirdsEyeU

D
\
-~

".“'.' '«m~ 5
BANG

BirdsEye

NEw SCUHt fﬂSTED' TINDLE tapped Al tool ChatGPT to generate
El

unique spins on classic chicken recipes with

their 'ridiculously good' chicken made from
plants

But Plant-Based stays a step
ahead!
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OUR FISH FRIENDS HAVE GONE WITH A MORE »ﬁ&‘*‘_&m

T RA D I T I O N A L A P P ROAC H Wiid, Naruzg Sustainable®

) .
. » B LA
] \ - BUT WE CAN ALL HELP
! r

FIND OUT MORE AT SARSONS.CO.UK/FRYDAY
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BELIEVE IT OR NOT, IT’S ACTUALLY CANNED THAT’S gﬂg/‘iﬁg

e

T H E C O O L S EA FO O D N OW Wild, Natural & Sustainable®

Yes we can! How we are falling in love
with tinned fish - from artisanal .
anchovies to vintage sardines ‘r leTOk

™al

TUNA NOODLE POT

GREEN CURRY

11 | Alaska Seafood



A%,

p
el

Wild, Natural & Sustainable®

12 | Alaska Seafood




5
EVOLUTION OF RETAIL MERCHANDISING STRATEGY W,
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Sainsbury’s WAITROSE
\/ & PARTNERS

TESCO
—==== “ASDA

Morrisons L2ocado
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EARLY DAYS E-COMMERCE
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63
- Wild Alaska Keta Salmon
ONE-OFF TACTICAL R &
g i Wild, Natural & Sustainable®

your summer BBQ. i
|

CAMPAIGNS e

= hrsored ——
’ i e WAITROSE

THE WILD
ONES

Alaska’s 34,000 miles of coastline produces wild
salmon prized for its intense flavour and vibrant
colour. It’s quick and easy to cook too - pan fry
it for 10-12 minutes, then enjoy with asparagus,
baby new potatoes and Hollandaise sauce.

Smoky salmon wn O Mt © ettt O Mis

Tescocam | MyOrders M

TESCO

Grocerles Favourites Reclpes Speclal Offers Summer Dellvery Saver

Fresh Food | Bakery | Food Cupboard | Frozen Food | Drinks | Baby | Health & Beauty | Pets | Househok | Home & Ents
Salmon Fillets
HSWU_’:’_.J;

(was £6.

Princes Wild Alaskan
Pink Salmon
Simple, delicious food,

sustainably sourced,
enjoyed by all. Perfect.

Geniet van Fish Tales gerookte Alle AH Les Pains nu 2e halve
wilde Alaska zalm! prijs

100% Wi, 100% otk 100% duzasm 25% - 3 Genlet van Bt vors brood
@ ¥es jo tavoriet @ okikk deze Bonusaanbleding
korting | =

An et 15 S2%

Hrde mages
Pink Salmon
Prnnces Pink Salmon 213G £1.3420.03/100g) e =
soagnd ok 3 57 Try Princes Wild Alaskan Pink
UV oo =g o7a\ ' \ Salmon and Potato Salad
Hall Proe Was £2 58 Now £1.32 . ? / | < B - L
kwm‘ veid from 100502014 untf 270572014 T 5 > S ~. Click here for full recipe >
Also Available s \ s
. e m:t Sustanadle /wh b ey
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NEW PARTNERSHIPS WITH SPECIALITY a\,a_;yo €5 A
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Shop our new
Alaska Sockeye
Salmon
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What we are loving right now
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LEVERAGING E-COMMERCE TOOLS AND
EXECUTING STRATEGIC CONSUMER
CAMPAIGNS WITH MULTIPLE TOUCHPOINTS
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UTILIZING DIGITAL TOOLS - QR CODES

LN BN S
WILLE ZALMBOX!
FEH TALESS -
_/ WILDE

.....

§ s A \oan .
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WILD WILDE WILDE
s
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INTERACTIVE PROMOTION W16, Netoral  Sustanabl

WHAT @ WE'RE

Fresh, Wild-Caught
Alaska Sockeye Salmon

In season now! Known for its vibrant red
colour and content of omega-3 fatty acids,
Alaska sockeye salmon is great for grilling.

n*"s."a
W
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E-COMMERCE TOOL CITRUS i Nt & St
e
Volume | Value
Sainsbury’s £18,030 9.9m 20,520 11,916 £89,720 498%
Waitrose £6,960 960k 15,904 9,850 £91,844 1,319%
Tesco £5,010 2.5m 12,496 5,402 £37,312 744%
TOTAL £30,000 13.4m 48,920 27,168 £218,876 730%

WAITROSE TESCO Sainsbury’s

& PARTNERS A
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EXAMPLE ADS PROMOTED ON CITRUS PL

Sainsbury’s

‘ Search products

Groceriesw  Favourites  Nectar Offers Discover Recipes DeliveryPass

Mestéfsh v  Fshissshod v  Allfish & sesfood

Al fish & seafood (172 p

‘ Ready to cook ‘ ‘ Readyto eat ‘ ‘ Salmon, tuna & trout ‘
Cod, haddock & Fishcakes &breaded Smoked salmon &
other white fish fish fish

~ Filter your list

Sponsored Sponsored Sponsored
P e ———— [pm——— (R m——
Samon Frets 220 Samonsz 2309 vercurin Tuna 200
Save £1.00: i £7.50 Now Saue 50p s £5.00 N
45
£6.50 220010 £450 o500 £5.00 =2500149

Results for “fish”

Showing 1 to 50 of 169 items | Show 24 per page

Filter by: New (6) Special Offers (23) My Favouri

20 Categories - 29 Brands - Lifestyle & Dietary

Spullsnrzd

Leap Wild Smoked
Sockeye Salmon 100G

Fish Said Fred 2 Tip Top
Whole Sea Bass 520G

Write a review > Write areview >
Rest of shelf > Rest of shelf >

£7.35 £7.35/1008

£6.50 12507k

[ | [[smmmsstmma o | [ o | [ sm e | [ co o vt |

[ s macesie | [ whnsun | [ it oot | [ Tumas tros | [ ckrd s Swaes |

\ =] | E= = ==

Show fewer A

Offrs | - | Diowry - WtwosoBrands - Popularity | -
© © © ©
2
LBP jra:
' g ane
ey
0 o
Fish Sad Fred by LEAP Smoked Essential Raw King raves ASC
Flets ofSen B Sockeye Samon o
210 0,
P R 0) AR (ED) ok k(50
A2 s £7 56 iy M Dt Add protin
o9, sance & iceor noodies
EVERYDAY VALUE 875 £08thg
£6.00 ©20g | E770 s, £510 Esion

N £3.75 Essential Raw King
[~ ] [ ] [~

Prawns ASC, 180g
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Showing 287 results for:
Fish ®

Categories  ~ Offers | ~ Dietary - Waitrose Brands |~
O = © o

w

a @
No.12 Wild Alaskan ‘Waitrose Frozen 2 LEAP Smoked
Sockeye Salmon Breaded Cod Fillets Sockeye Salmon
Fillets 300 00
05,
o ke de 3 (616) e ok e ke 4 (101) e ek 1:(10)
save £125, Was £7.65

EVERYDAY VALUL

£6.40 £29.100kz £4.15 E81ky £7.70 4700005,
£3.75 Essenti
Add | ‘ Add ‘ | Add Prawns ASC,

TFORM

Results for “salmon”

Showing 1 to 48 of 69 items | Show 24 per page
Filter by: New (2) Special Offers (8) My Favourites

12 Categories  § 17 Brands - Lifestyle & Dietary ~

Wild, Natural & Sustainable®

g

1+
%I..)l’

B

5+

Leap Wild Smoked
Sockeye Salmon 100G

Mowi 4 Smoked Scottish
Salmon Slices 100G

Write areview > Write areview >
Rest of shelf > Rest of shelf >

:'.:.ocmmm

Offer valid for delivery from
11/01/2023 until 31/01/2023

£7.35 £7.35/1008

£5.25 £5.25/1008

Dairy, 09gs & chiled > Ready meals > Propared sides & vegetables

_ Birds Eye Garden Peas 375g
xarde o}
Peas } Bt (1) Yol
(BirdsEye /. /e

Deliciously Tenger

Mo Dot for £5.00

£160

€437 kg

LT Reviews

Description

Dehciously Tender

1015 a Day Servings.

Source of Viarmin C

No artficial colours, favours o preservatives

Our garden peas are picked and frozen wilhin 2 1/2 hours 1o relain thex nutients and caplure ther Yeshness.
One serving of Birds Eye peas provides 1 of your recommended 5 daily porfions of frut and vegetables

Birts Eye have been growing our own eas in the UK for more than 75 years and we ahways farm te nght way.

be working toge! WWE* 10 inspire veg

e

—
[

Tesco Wild Salmon Fillets
500G

Write areview >
Rest of shelf >

£5.55 ciio/kg

I -

Wi Fish Discavery Sockeye Salman Falets
20
1)
(GHLLE) (TFeRs FE 4 097E)
750

o farm_ By beiping o protec he £650 2501y
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SOCIAL MEDIA CAMPAIGN A

Wild, Natural & Sustainable®

@ RECIPE HERE
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OUT OF HOME ADS AN

Wild, Natural & Sustainable®
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COMING SOON... AN

e

Wild, Natural & Sustainable®

 Digital partnerships
and recipe development with Great British
Chefs

* In-store and online Waitrose promotion for
pollock fillets

 New canned ad creative to support in store
promotional push

* New digital content in partnership with Fish
Tales in NL

* Trade servicing push in Sweden, Denmark,
Finland

* Foodservice push for black cod
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CONSUMER RESEARCH
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Most Important Purchase Factors When Buying Seafood:

Buyer % - Important or Extremely important .
- 1. Price

% 2. Species

80 3. How it looks
70 H
4, Health Benefits
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We know price is particularly important within seafood given the price of red
meat as a comparison...

Total Fish

4

Total Red Meat

£10.83/kg £7.24/kg

l(ANTAR Kantar data | Total Fish Link Q | 52 we 16 April 23
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As price is on consumer minds, what makes us willing to pay more?
% of buyers who are willing to pay more for x

Skinless/Boneless
43.5%

B
Species T
Fresh & -
Health T
. 30.8% | —
. Benefits RGITY 111 TR
Environmentally I t ;
- 29% i i 1 : PRELL
friendly L e
24.8% nQ—‘zz-{E VeI 1 Q-': ' 'i-l'_a‘; I — ik
ERYEPH 1§ FITILH] 1SRRI 1 1 1 VT — il
TONN ] | | | (TR 1l B 0;1 lll;‘:' th".':"ll "' I‘-T:ln I ]T’I!'—L
-”i't;‘.lt |l|'.|i- i '“""w |lylllo_| 1 :“!fll‘: i{|h! JITIT ] "
IRIRNRRI L | | | IR T R LTI (TR AT LLLLIE

I(ANTAR Kantar data | Total Fish Link Q | 52 we 16 April 23 28



Trusted Sources

% Trust

(% Aware)

Alaska
72%
)

‘ Very High Trust

. High Trust

50:50 Trust

. Low Trust

England 87% (61%)

Scotland 87% (71%)
Canada

77%
(29%)

United
States

. | s

France 64% (17%)
Germany 70% (2%)

Norway 82% (48%)
Iceland 82% (53%)
Netherlands 81% (9%)

Russia
28% (5%)

KANTAR | B

Kantar — Alaskan Fish LinkQ — 52we 17 May 2020



Species Awareness:
Which of the following species are you familiar with?

. Cod - 95.1% rr
Salmon — 94.5% |

. Tuna — 91.9%

. Haddock — 91.5%

. Mackerel — 81.4%

. Sardines — 79.2%

. Pollock — 68.1%
2. Yellowfin Sole — 27.9%

- N o a0 A 0w N =

l(ANTAR Kantar data | Total Fish Link Q | 52 we 16 April 23
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Does Awareness Translate to Purchase? Sometimes.

N o g N w N P

Market share (spend %)

.Cod —95.1% — st 28.5%

. Salmon — 94.5% - 2nd 14.9%

. Tuna — 91.9% 3rd 14 .79 (Prawns)
Haddock — 91.5% > Ath 8.804
Mackerel — 81.4% Gth 7%

. Sardines — 79.2%/ 6th 3.900 (selection)
Pollock — 68.1%

7th 2.5%  (Basa)

ICANTAR

Kantar data | Total Fish Link Q | 52 we 16 April 23 31



Consumer Awareness of YFS Origin

Where do you think Yellowfin Sole comes from?

Buyer %

30
25
20
15

10

0

None of the  Other Alaska Canada USA (excl. China Norway Iceland Vietnam England  Scotland
above Alaska)

There is some association
of YFS with Alaska and/or
Canada, but most
consumers don’t know
where it comes from.

France Russia Sweden Ecuador Netherlands Germany

l(ANTAR Kantar data | Total Fish Link Q | 52 we 16 April 23
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71% Definitely or Probably
Would Consider Buying in the
Future

Consumers Think Positively of Yellowfin Sole

What do you associate with YFS?

1. Good flavor/taste — 25%

2. High Quality — 15.3%

3. ‘Fresh’ (rather than frozen) — 13.4%
4. Skinless/Boneless — 12%

5. Health Benefits — 11.7%

6. Wild-Caught — 10.8%

l(ANTAR Kantar data | Total Fish Link Q | 52 we 16 April 23 33



So, what do you associate with this species?

Pollock

Halibut

KANTAR Kantar data | Total Fish Link Q | 52 we 16 April 23
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62% of Consumers Will Consider Buying Canned Salmon in the Future

Buyer % who would definitely or probably consider buying in the future
90

80

70

60 ,
We're
50 #2!
40
30
2
| I I I
0

Canned Tuna Canned Salmon Canned Sardines Canned Mackerel Canned Anchovies Canned Herring Canned Kippers Canned Trout

o

o

I(ANTAR Kantar data | Total Fish Link Q | 52 we 16 April 23



What Motivates Consumers to Buy Canned Salmon?
And What Holds Them Back?

Selling Points — Canned Salmon
» Health Benefits — 84%

* Quick & Easy — 66%
» Versatility — 46%

Barriers to Purchase - Canned Salmon:
| don’t like the taste — 36%
* | don’t think to buy it — 15.9%

| don’t know what to use it for — 11%

I(ANTAR Kantar data | Total Fish Link Q | 52 we 16 April 23
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How Can We Encourage More Consumers to Buy More Canned Fish?

Buyer % - What would encourage you to buy more canned fish?

More affordable
39.7%

More promotions
31.1%

More uses for it

) .
14% Easier to open

16.2%

Lower mercury levels
16.1%

l(ANTAR Kantar data | Total Fish Link Q | 52 we 16 April 23
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These reasons for purchase meant 36.5% of
shoppers said they would be likely to buy
Alaska Salmon again in the next 12 months

w* '-..‘

l(ANTAR Kantar data | Total Fish Link Q | 52 we 16 April 23
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