Effects of Covid-19 on the plant-based
food industry



Plant-based meat has experienced strong growth in both

dollar and volume sales

Plant-based dollar and volume sales: increase in growth vs same week in the previous year
March 1, 2020 — May, 10 2020
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Plant-based meat dollar sales growth has consistently
outperformed animal-based meat dollar sales growth

Plant-based and animal-based meat comparison: Increase in
dollar sales growth vs same week in the previous year
March 1, 2020 — May, 10 2020
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The animal-based and plant-based meat categories grew 45% and

86%, respectively, for the 9-week period ending May 10

Source: Meatingplace — The Analogue Dish, “Sales up, ves, but market share down for alt-meat in retail surge” (May 2020) - 210 Analytics LLC using IRl data dfi.org | Page 3




Fresh plant-based meat sales growth has massively
outperformed fresh animal-based meat sales growth

Plant-based and animal-based fresh meat comparison: Increase
in sales growth vs same week in the previous year
February 29, 2020 — April 25, 2020 (where available)
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Note: values for animal-based meat sales growth for weeks ending 2/29, 3/7, and 3/14 were not provided in source data
Source: Financial Times, “Pandemic accelerates shift to meat substitutes” (April 2020); Food Navigator, “How is coronavirus impacting plant-based meat” (April
2020); NPR. “America’s Shopping List Here's What We're Buying The Most” (March 2020) dfi.org | Page 4



Fresh plant-based meat sales growth has massively
outperformed fresh animal-based meat sales growth

Plant-based and animal-based fresh meat comparison: Increase
in sales growth vs same time period in the previous year
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Plant-based meat share has dropped slightly due to
absolute gains in animal-based meat dollar sales
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Source: Meatingplace — The Analogue Dish, “Sales up, ves, but market share down for alt-meat in retail surge” (May 2020) - 210 Analytics LLC using IRl data

Plant-based share of total meat category
March 1, 2020 — May, 10 2020
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Animal-based and plant-based meat categories added S5 billion and $100.3 million

in absolute dollar sales, respectively, for the 9-week period ending May 10
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Plant-based meat average items per store has remained
stable throughout the pandemic

Plant-based and animal-based meat comparison: percent
change in average weekly items selling per store
March 1, 2020 — May 10, 2020
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Plant-based milk sales have outperformed animal-based
milk sales, but not to the same level as plant-based meat

Plant-based and animal-based milk comparison:
Increase in sales growth vs same time period in the previous year
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However, oat milk as a subcategory has massively
outperformed animal-based milk

Oat milk and animal-based milk comparison:
Increase in sales growth vs same time period in the previous year
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Meat processing plant closures have led to increased

animal-based meat prices

Animal-based meat prices for week ending May 2, 2020 vs same week in 2019
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Source: The Counter, “Why Covid-19 plant shutdowns could make the Big Four meatpackers even more profitable” (May 2020)
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Plant-based meat category sales are performing well
despite sharp drop in overall U.S. retail sales

Total Nosedive
U.S. retail sales plunged 16.4% in April to new record as pandemic upended

economy
/" Total retail sales (MoM change, SA)
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Source: Bloomberg, “U.S. Economy Adds to Grim Records, Signaling Yearslong Recovery” (May 2020) gfi.org | Page 11



Plant-based meat companies have been performing well
over the past few months

66% increase in March sales, driven by frozen plant-
based protein products

* Sales increased by 65% from March 13, 2020 to

ardein April 19, 2020, compared to the same period in 2019
g © » 38% of buyers were first time customers

PLANT-BASED PROTEIN

» Sales increased 40% from February through April
» Sales of plant-based ham grew 631% compared to
the same period last year

Source: Forbes, “Alternative Meat Sales Soar Amid Pandemic” (May 2020) gfi.org | Page 12



Plant-based meat companies have been performing well
over the past few months

* Impossible products added to 777 retail locations in
™ California, Nevada and the Chicago area
IMPUSSIB[E This marks a 500% percent increase in grocery
stores selling the Impossible Burger

* Impossible intends to sell its products in 1,000
grocery stores in the near future

* Reported that its first quarter net revenues increased
141 percent from the previous year to more than $97
million

This is compared to more than $40 million in first
quarterin 2019

BEYOND MEAT

Source: The Hill, “Demand for plant-based meat alternatives soars amid coronavirus” (May 2020) dfi.org | Page 13



Plant-based companies raised $741 million in investment capital
in Q1 2020, nearly matching the $747 million raised in 2019

Investments in plant-based companies in 2020 (non exhaustive)
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Source: The Good Food Institute, “New GFI State of the Industry Reports Show Alternative Proteins are Poised to Flourish Post-Covid-19” (May 2020) dfi.org | Page 14



Effects of Covid-19 on consumer
motivations/perceptions



Gen Z and Millennials are more likely to report they will not
buy animal-based meat due to fears of Covid-19

Consumer responses to whether or not Covid-19
makes them feel less safe about buying meat
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Source: Datassential, “Covid-19 Report 18: Where's the Meat” (May 2020)
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Similarly, Gen Z and Millennials are more likely to report
they will not order animal-based meat due to Covid-19

Consumer responses to whether or not Covid-19 Consumers who report they are less likely
makes them feel less safe about ordering meat dishes to order meat dishes, by generation
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Source: Datassential, “Covid-19 Report 18: Where's the Meat” (May 2020) dfi.org | Page 17



Consumers are most likely to stock up on animal-based
chicken, ground beef, and beef burgers

Types of animal-based meat consumers are most likely to stock
up on in preparation for meat shortages due to Covid-19
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Almost one quarter of consumers report eating more plant-
based meals due to Covid-19

Changes in types of meals eaten due to Covid-19
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Consumers aged 18-24 are the largest age group to eat more

plant-based meals during the pandemic (29% vs 23%)

Source: Self, “Personal Spending Habits During Covid-19" (May 2020) dfi.org | Page 19



Almost half of consumers report they are willing to eat
more plant-based meat in the event of meat shortages

Actions consumers are willing to take if Covid-19 leads to meat shortages

Eat less meat in general

Choose grocery stores based on which has meat | want
Be open to restaurants featuring dishes with less meat
Choose restaurants based on availability of meat dishes
Get meat elsewhere if shortage at a store

Pay a higher price for meat at the grocery store 49%

Buy raw meat from restaurants if offered
Pay higher prices for meat at restaurants
Pay high prices for burgers at fast food restaurants
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Gen Z and Millennials are more likely to

switch to eating more plant-based meat,
at 62% and 56%, respectively

Source: Datassential, “Covid-19 Report 18: Where's the Meat” (May 2020)
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12% of consumers would order a plant-based burger if
there were no beef burgers available at a restaurant
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Consumer responses to what they would order if there
were no beef burgers available at a restaurant
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Millennials are more likely to order a

plant-based burger (17% vs 12%)

Source: Datassential, “Covid-19 Report 18: Where's the Meat” (May 2020) dfi.org | Page 21



Food and beverage professionals expect there will be strong
demand for plant-based products during the pandemic

Responses from food and beverage professionals on product attributes
they believe consumers will demand most during pandemic
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Source: Food Navigator, “Value, nostalgia, indulgence...and plant-based? Food & Bev Companies tell Mattson how Covid-19 might impact innovation plans” (May 2020) dfi.org | Page 22



