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Household consumption

% Food & non-alcoholic beverages

© Belgium © France @ Germany (until 1990 former territory of the FRG) @ Netherlands
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Household consumption

% Housing, water, electricity, gas and other fuels

@ Belgium © France @ Germany (until 19590 former territory of the FRG) @ MNetherdands
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Indice des prix

Alimentation

@ Belgium © France @ Germany (until 1990 former territory of the FRG) @Netherands

103
110
109.0
1085
107.9 o7
B 107.9 1074
075
1059 106.1 1065
105.6 1056
05.4
105
1045
1048
104.4
103.7
103.9
G 1036
1027
1026
1017 N
1011 1017
101.0 0
100.7 100.8 M\ 1008 !
4 /m 1005 /
1002 0D, 0.5
£ .‘(
_. 20
" 7 4 1002
99.4 909
w7 K/
998 4 985
{993
ol 5 w6,
982
973 e
972
2013 2014 2015 2016 2017 2018 2019



Indice des prix

Repas Prépareés

@ Belgium © France @ Germany (until 1990 former territory of the FRG) @Netherands
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Consumer expenditure of households on food and non-alcoholic beverages in Belgium from 2008
to 2020 (in million euros)

Consumer expenditure on food and non-alcoholic beverages in Belgium 2020
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Further information regarding this statistic can be found on page 46.
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L’indice des prix
Quelques chiffres clés
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Household consumption

% Food & non-alcoholic beverages

@ Belgium © France @ Germany (until 1990 former territory of the FRG) @ MNetherands
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Retail sales in non-specialised stores with
food, beverages or tobacco predominantly

sold
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L’indice des prix

< Backto report FOOD

Belgium © France @ Germany (until 1990 former territory of the FRG) @ Netherlands
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Indice de prix

Alimentation et boissons non alcoolisées

< Back to report

122

120

5
225 41206

112 111.73 11177

111.50
110.2
109.76 109.83

110 109.71 T

109.69
109.45

108.53

Jan 2020 Jul 2020

@ 1. Voeding en niet-alcoholische dranken : Totaal @Prijsindex : Totaal

13

‘ PRIJSINDEX : TOTAAL, 1. VOEDING EN NIET-ALCOHOLISCHE DRANKEN : TOTAAL
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Indice de prix

Alimentation et boissons non alcoolisées
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Nouveau comportement des consommateurs

d'autres magasins et d'autres canaux

More than 60 percent of Europeans have tried
a new shopping behavior, and most intend to
continue with it beyond the crisis.

Customers changing shopping behavior since COVID-19 started’ Intent to continue
9 of respondents in BEurope after COVID-18*
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la valeur est un moteur du changement

mais aussi la commodité

Nearly 60 percent of consumers cite value and
convenience as drivers for trying new places to shop.

Reason for shopping at a new retailer/store/
website in the past three months’ Breakdown of main reasons
% of respondents selecting reason in top three % of respondents per categony®

Value

394 Better prices/promotions

20% Betber valss
Convanience

\ Bether shipping/delivery cost
Avnrallabulity o

Corenieros

24% More easily acoessioke from

Purpose H Foeme
20% Offers good delvery/pick-up
options
Quality/argane: B Less crowded has sharter lines
Can get all itesmes in one place
Heatthyfygiens 0

Source: McKinsey 2021



Emballage, durabilité

European consumers are buying based on
sustainability and healthy, hygienic packaging.

Shopping behavior since COVID-19 has started,” % of respondants in Europe

Highest inorease in infent per country

Met intent® B Ppgitive intent M Fagative indent
Buying based on: United Kingdom  Germany France Spain Italy
Healthy and hygienic packaging I +0 I +7 I +7 I HiE I +12
Rotallers promation of +7 +B +3 +17 +9
sustainable solutions
Sustainable/eco-friendly products I +8 I +HO I +3 I +14 I +9
How companses take care of the - i
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Company's purpasevalues I +4 I -4 I -1 I +10 I +5

Source: McKinsey 2021



I'augmentation des dépenses alimentaires

Méme apres la crise

Consumers expect to spend more money on groceries
postpandemic than they did prepandemic.

Share of consumers,’ % Met intent®
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Focus sur le prix

Consumers in all income groups look for value and
more healthy products.

Consumers who plan to look for ways to Consumers who plan to focus on healthy eating
save money’ and nutrition’
Met share of consumears, 9o° Met share of consumers,
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Guerre en Ukraine

Les huiles et graisses

{  Back to report ‘ 1. VOEDING EN MIET-ALCOHOLISCHE DRANKEN : TOTAAL, OLIEN EM VETTEMN : TOTAAL, MAR...
Year 2021 2022
Productcategaorie January February March  April May June July August September October MNovember December January February March  April
1. Voeding en niet-alcoholische dranken : Totaal | 1.25%  -0.21% -0.58% -1.19% -158% -1.23% -087% -034% -0.99%  -0.31% 0.24% 1.19%
Olign en vetten : Totaal 0.69% 0.00% -085% -0.08% 070% 129% 164% 1.75% 2.09%
Andere eetbare olién 0.77% 1.77% -0.29% 1.82% - -
Boter 1.81% -1.52% -2.82% -182% -023% 1.07% 1.97%
Brood 0.05% 0.04% -0.08% 006% 0.06% 001% 027% 0.76% 0.40% 1.61% 1.74%

Margarine en plantaardige vetten

Clijfolie

comeos 20

e
-0.92% - -0.46% -1.22%

-1.79% -0.76% -3.22% -3.49% -357%  -1.04% 0.68%

1.56% -0.32% 0.13% 2.2“%- 1.1]1%-



Guerre en Ukraine

Pain et Céréals

( Back to report ‘ 1. VOEDING EN MIET-ALCOHOLISCHE DRANKEM : TOTAAL, DEEGWAREN EN COUSCOUS, ONT...

Year 2021

Productcategorie January February March  April May June July August September October Movember December

1. Voeding en niet-alcohalische dranken : Totaal | 1.25%  -0.21% -0.58% -1.19% -158% -1.23% -087% -0.34% -0.99%  -0.31% 0.24% 1.19%

Deegwaren en CcoUsCOUS - -0.81% -1.89% -3.04% -7.66% -0.66% -1.25% -0.03% -2.99%  0.46% - 0.52%

Brood 0.05% 0.04% -0.08% 0.06% 006% 001% 027% 0.76% 0.40%  1.61% 1.74% -
Onthijtgranen - -3.44% -067% -2.39% -164% 020% -367% - -0.99%  0.06% - 0.52%

Meel en andere granen -0.19% -152% 0.29% 057% -1.94% -266% -1.12% -0.33% -0.34%  0.50% 0.61% -
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Perspectives

Guerre en Ukraine

Energie

Croissance déemographique
Evolution dans la durabilite

Changement climatique
[ cormec: 8
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