mission

Julie Stevens
Head of Marketing UK&|



mission

Stand Out On Shelves & Appeal To The Sensory Seekers With
The Latest Flavours & Ingredients That Are Tasty, Functional,
Affordable & Of High Quality



What | plan to cover today

The Consumer Context

All About Food

Understanding Needs & Occasions

Building a Future Pipeline

Functional and Fabulous!



The Consumer Contex




Inflation has reached a new high within FMCG in the UK at +13.9% mission
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However, consumer confidence has seen a recent upturn
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Consumer confidence, GFK, May 2021 — May 2023
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There are 8 mega frends which continue to shape the consumer landscape T
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All About Food
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6 key considerations are driving consumer behaviour in the world of food mission

What are your MAIN priorities when it
comes to food shopping for you / your
family?

Value for money

63.58%

Taste

56.5%

World

Health g
Cuisines

Best quality

41.14%

Healthy eating / nutrition / low fat sugar salt

Premiumisation
& Value Seeking

32.48%

Convenience / familiar products

21.06%

Eco-friendly

. 17.32%

Natural / organic products

. 13.98%

Source: Kantar/Vypr 10



When it comes 1o cultural influences and cuisine trends, there has been a marked

shift towards the Far East, as well as Mexican, Mediterranean and the Middle East mission

World flavours continue to increase in TREND SETTING CUISINES // UK
popularity 3 - g fﬂ Mﬁm.ﬁn mg n
The cultural influence of East Asia is % e e B R & gy
growing at pace. Consumers are inspired | g e B
by the food, fashion, film and culture 2 - e | = |
Mash-ups and fusion remain very firmly Bl o B H L] |
on the plate - eg: Japanese-ltalian such &,/ ~. -
as miso bolognese or ramen carbonara § -
E3
Meanwhile, our pantries are stocked with | . 1 2 3 : :

goodies like kombu, mirin, bonito flakes MARKET APPEAL e
and togarashi spice — S _— .




And whilst mindful of the value proposition, consumers are seeking elevated experiences
which excite & delight the senses and satisfy multiple needs mission
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Understanding Needs & Oc



At Mission, we have evolved macro food trends into consumer needs to help build

our Brand strategy & NPD pipeline
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Social Sharing the eating experience with
Moments family and friends
Speed & Having qupk to purchcs.e items which
. can be easily taken outside or eaten
Convenience
on the go
Value Reasonably priced items
More exciting and innovative flavours,
Flavour - .
. sauces and fillings, inspired by global
Discovery

cuisines

Functional Fuel

As well as offering an exciting
proposition, it must also be filing and
provide fuel & satiety

Healthier options are key as
consumers and government

Health & !

Wellbeing rggulqhons focus on more balanced
diets, including Vegan, Plant Based &
Flexitarian
All consumers regardless of age are

Sustainability becoming more conscious of ethically

sourced products and reductionsin
excess packaging

Flavour
Discovery

Speed &
Convenience

Neleilel!
Moments

Health &
Wellbeing Fuel

Functional

Sustainability

More healthier options 29%

More promotions/affordable options 28%
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hoice in cuisines 29%

More sustainable packaging 20%

More family sized options 10%

More premium options 13%

More Plant-based/Meat-free options 19%

More child friendly recipes 10%

| don't eat ready meals 5%

Source: Bridgethorne Research; Lumina; Vypr



And we are developing products & recipes to target different consumers across
multiple day parts & occasions

23% 68% 25% 69% 43% 82% 45% 26%
Early Breakfast Morning Lunch Afternoon  Dinner  After-  Late Night

Morning Snack Snack Dinner Snack
Snack Snack

15
Source: The Hartman Group






In order to ideate and build a sustainable NPD pipeline, it is key to leverage the

resources and expertise available across your supplier base and agency partners
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A Clear Category Vision:

Bringing excitement & inspiration
fo every meal occasion



It is also important to identify the key drivers of <D
future growth

Creatfe Your . Excite and Sweet and
Informal Clellgle :
Own ; Delight the Savoury
; Grazing Globdadl :
Experience Senses Fusion
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Whilst sourcing cost effectively to deliver an affordable consumer proposition, it is
also important to limit compromise when it comes to authenticity, quality & taste mission

“You don’t need a
silver fork to eat
good food.”

PAUL PRUDHOMME
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Functional and Fabulous!




needs, taste, enjoyment and quality of ingredients remain firmly on the agenda

How interested are you in trying
plant-based food?

Somewhat interested

Not at all interested

. 19.76%

Very interested

. 18.38%

i
= Include probiotics

Y7 in your diets
Somewhat not interested =

[e=y Get enough sleep
. 17.19%

’. Include dietary fibre
I already buy these products =7 in your diets

~ Don't take antibiotics

‘11.46% ' unnecessarily

Q Hyderabad, Telangana, incia (040 4848 6868 &5 pacehospital.com

KETO DIET

¥ Meat

g. Fish

\3 Nuts

m Vegetables

Whilst consumers are increasingly adapting their diets to satisty their wellbeing and e’rhicol
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4 MEASURES

”’j% SELF-CARE ..PoéQAE
@g;y FOR O =21

_&, Avoid smoking

Indulge in
regular exercise

_— Eat less sugar

° . Work on stress
8\ ' management

Opncatompiats G v Ewbde (TTY v Winbron koo,

Source: Vypr



In Summary

mission

Price inflation continues to generate budgetary pressures for consumers who are seeking strong value propositions

« The 8 key mega trends which are shaping the consumer landscape are fully aligned with the trends that we seeing
across the Food & Drink industry

— Health & Wellbeing, Environment, Social Eating, Premiumisation & Value, World Cuisines, Convenience

Understanding consumer needs and usage occasions is key to unlocking any category or brand opportunity
within Food & Drink

In order to build an effective Marketing strategy and a sustainable NPD pipeline, it is imperative to have a clear
vision for future growth and to leverage the resources and expertise across your suppliers and agency pariners

Whilst delivering value for money and attempting to satisfy the multiple consumer dietary needs which are

currently prevalent in the UK, it is also important to avoid compromising on the fundamental needs within the
consumer decision hierarchy when it comes to food

— Taste, quality, enjoyment & authenticity

g lncer lty
clarity

TRANSPARENCY BUILDS TRUST & transparen | honesty

truth Joelievadiity

CONSUMERS ARE SAWYI acouracy “ﬁforthﬂ ess

fairness
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