Pandemic-fueled
growth of frozen foods

Frozen is one of t l-'éil !3 mg trends

to come out of the CO 9 pe "

‘@" Product innovation-inspired options

Increased need & 5
/v desire for convenience

2\ More meals at home
Myl

Sales momentum from
2019 continued throughout pandemic

Frozen foods’ growth outpaced that of total store & total edibles
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Growth driven by
increased buying,
NOT new buyers

% OF SALES GROWTH RATE
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Source: Nielsen Panel: 2020 vs. 2019
Buy rate

New buyers
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Increased buying
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FREQUENCY OF LACK OF
FREEZER SPACE DURING COVID-19

In 2020, freezer
sales were up
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Innovatlon in frozen has pushed

Frozen foods are most often eaten for dinner:
59% say often or nearly all the time

FREQUENCY OF CONSUMPTION BY MEAL TYPE

27% 47% 16%
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Breakfast

[ 100

32% 47% 11%
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Lunch

?éé 46% 39% 2%

Dinner
. Never

Nearly all the time . Often . Once in a while
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Produce, pizza, snacks
and entrees were the
frozen categories
purchased more
frequently during
COVID-19 vs.
pre-COVID-19

WHY?

Consumers are cooking at home,
eating healthier and adhering to a budget.

% BUYING MORE DURING COVID-19

Fruit O 31%
Vegetables Q\ 29%
Pizza %Z% 28%
Snacks 28%
Entrees 27%

Uncooked meat 25%

. =
Fully cooked meat
Breakfast

Top 3 shopping factors for frozen: low prices,
product availability and lots of variety

48*5,

of Boomers vs. 37% of total U.S.

327

of Gen Y/Z vs. 25% of total U.S.

Lots of
variety

Product
availability

Low
prices

Promotions

New
items

Convenient
options

Healthy
options

Safety &
cleanliness

MOST IMPORTANT IN-STORE SHOPPING FACTORS POST-PANDEMIC

Sources: AFFl.org - 2/18/2021; Nielsen xAOC Dollars % Change vs. Year Ago; Nielsen xAOC Dollars % Change vs. Year Ago (Top 10 Super
Categories by Dollar Sales); Acosta Custom Shopper Community Survey — 1/2021; Acosta Custom Shopper Community Survey - Total Frozen
Foods buyers - 2/2021; Allrecipes.com — 11/10/2020; Nielsen XxAOC Dollars % Change vs. Year Ago; Acosta Custom Shopper Community
Survey - Total Frozen Foods buyers by category - 2/2021; FMI — Power of Frozen in Retail — 2/18/21
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