Understanding the Consumer of the Future
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UK demographics & future trends

Population growth Urbanisation Aging

e Urban population growth Life expectancy at birth, by gender

% of total population residing in urban areas by region | Released 2018
| Cohort life expectancy* at age 0 | 2014

/ e Female

World Women and men in the UK already live significantly beyond retirement age. Men
Africa born in 2017 can expect to live until they are 90.6, women until they are 92. When

ézi:)pe 90 is the new normal, 70 will seem spritely and young.

Latin America and the Caribbean

§Eiﬁ§5§§3§§§!§! Northern America

Oceania

Source: European Environment Agency

Smaller households Diverse Consumer Confidence fallen since
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released in December 2015 * 5.2 million people will immigrate long-

term to the UK
* 3.2 million people will emigrate long-
term from the UK
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SHOPPING is changing

Giving rise to new disruptive growth channels

Growth Channels
+£25.2bn

2020
+£10.5bn +£8.3bn

Superstores and Small Convenience Discount Online
Hypermarkets Supermarkets

6.2% 5.4%

12



Major retailers are evolving rapidly to stay competitive

Simplifying & cutting cost Becoming more systematic Building new competencies

1,100 jobs affected as 300 Asda Leeds head Brand-Led Essentials
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Tesco cuts 1,200 head office jobs Everyday Essentials
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Sainsbury’s to cut 2,000 jobs in -
human resources and payroll

department
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Tesco cuts range 0% to simpli
shopping & i Importance of Functional Quality

Choosing supply partners
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The shape of Arla’s business is changing
(Big 4: 76% of NR in 2012, 64% in 2019)

Revenue

NEW CHANNELS
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Key challenges

Milk Category

THE FUTURE OF THE LIQUID
MILK PROCESSING SECTOR

Sustainability

Anti Dairy

HUMANE MILK
ISAMYTH

The dairy industry took all her babies & all her milk.

Now it will take her life for meat, leather & byproducts.

She is 6 years old. Her natural lifespan is 25 years.

Brexit




MISCONCEPTIONS

ARE AFFECTING CONSUMPTION IN UK

o | ® 9

24% of people are 46% of 16-24 year olds 56% never think
proactively cutting claim to have had an about their dairy
dairy intake adverse reaction to milk consumption

20% of consumers believe 55% of UK women
that whole milk contains believe that their milk
more than 80% fat . contains hormones

———

-y Alternatives are
growing by 15%

loseness research/Firefish milk messaging, Nielsen to






This is impacting their perception of dairy

HEALTH ANIMAL WELFARE CLIMATE

53% of global consumers
try to stay healthy by
eating in moderation

Over 1000x
as many
launches in
2018 vs.
2002*

Climate change is already a
reality that can be measured?*
65

58

2019

e

4
" *Product claim to protect animals, fish or birds
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The demand for dairy products continues to grow

Still growth of 1% per
year for dairy in
Europe

Global dairy ‘ Specifically within

category is growing some segments

2.3% per year

Source: Euromonitor, CAGR 2018-2023




Dairy is the 3rd

Included in Over 95%
69% of all meal household have

occasions Dairy in their
fridge

biggest Category
in retail

IDEALLY PLACED FOR CAPTURING
EVOLVING CONSUMER NEEDS




- i1
LA

PROTECT PROMOTE
e







P i

_ Passive

F Y

3|






Key focus areas to protect & promote dairy farming

Sustainabilit Farm Data Welfare




For Arla the farm agenda is central to the future of the dairy
category

Every Calf
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A FARMING
APPROACH

THAT BENEFITS
EVERYONE
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