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Middleclass will outgrow population growth ...

Seafood world largest source of protein...
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Supply of wild fish has reached its limits ...
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Fish most consumed protein for health reasons ...
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Percentage of meal occasions consumed for Health
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The UK Retail Fish Market

€ 1.2 bn

M Chilled Fish M Frozen Fish
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UK €4bn market

Top 4 Species = 70%

Plaice <£20m
(o) o)
Sol 14\ 19%
o
Trout}A’/ Salmon
29 Tuna_- 39%

Frozen Chilled 2% FARMED

22% 63% Sea Bass
2%

Mackerel
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15%
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Wetfish
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Ready To Eat ICELANDIC
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Three Pillars to our Strategy

Icelandic inspires consumers in its core
Markets to eat more quality fish from sustainable resources

Market driven with a deep Best-in-Class operations, Expertise through the
understanding of consumers with focus on efficiency, supply chain
needs and trends quality and flexibility

Attract and retain top talent with expert knowledge of seafood and consumer behaviour

Innovated seafood category manager with focus on R&D throughout the value chain
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Industry leading Consumer Expertise

TESCO M&S ?hCADO SAINSBURY
Dunnhumby IRI Advantage opper Nectar
Centre

KANTAR WORLDPANEL
SEAFISH
MISSIONS PURCHASE USAGE £lndustry
Total Fish Total Fish Total Fish
Levy
EXPERT SOLUTIONS
IGD

Retail Analysis Retailers, Countries, Trends & ShopperVista consumer
tracking, trends, attitudes

- QUALITATIVE RESEARCH ONLINE
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4 Consumer megatrends

ICELANDIC

LLLLLLLL



Health as a reason for choice now in growth as confidence returns

% of servings
30
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Less Time In The Kitchen

TIME TAKEN TO PREPARE & COOK THE MAIN MEAL

A 1930 60 minutes
@ 1990 45 minutes

2014 32 minutes
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Some of our favourites on the ‘threshold’

x @

e

1. Sandwich 2. Roast Dinner 3. Pizza 4. Other Pasta 5. Soup

6. Spaghetti 7. Curry & Rice
Bolognaise

Average Preparation Time

KANTAR WI'RULDPRNEL




KKANTAR WCRLDPHNEL  Average Preparation Time : Chilled fish meals

© Kantar Worldpanel



What is the biggest selling fish product in the UK?

ICELANDIC
SEACHILL



.
o
(&
-
©
@)
-
(a1
Z
-
o
¥y
)
o0
L
o
)
i -
e
>
-
o
7))
T
@)
i o
)
7))
-
@)
- -
>
c
©
S
S
@)
- -

CCCCCLCCL
CCCCCECE
CCECCCECL
CCCCCECL
CCCCCLCCL
CCCCCLCCL
CCLCCCLC
CLCeeceece
CCECCCECL
CCLCLCLLLL

'ﬁ

ICELANDIC
SEACHILL



How many Households buy the biggest UK Product?
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How often do they buy it?

ICELANDIC
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Best selling Meat product

PEPPHEDHHOOD
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Bringing
new

CONSUMERS

to fish




w
A consumer “

insight t N

drlven.
[ strategy




Consumer fear




We have identified 3 consumer personas

Fresh fish Fanatics Fish Wanabees Fish Frighteners



It’s about the dish
no«t the fish




What do shoppers and consumers need? FISH




What do shoppers and consumers need? FISH




What do shoppers and consumers need? FISH










What do shoppers and consumers need? FISH

. Rationa

Success comes by ensuring that
products and brands fulfil both
rational and emotional

consumer needs




The language of branding

8 product or service quality

PRACTICAL

*‘ quality of personal
interaction

2nd/3rd-persén information
(news/referrals)

featuresiand services
articulation

MESSAGE

vision / mission /
value statement

NAL

a unique relationship
created by combination
of practical, visual,

and message elements

unique phrases
and statements

logo
corporate 1D

VISUAL

online interface

colliter_al,
ackaging,
gnd prglyntgads

unique images

brick and mortar interface

Rule #1
cetannic A name is not a Brand
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The language of branding

Colour llustration Typography
Shape Language

ICELA
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Truly integrated 215t century communications FISH




Frequency

Insert
Saucy 2015 final 030

TV Ad



We’ve attractec
new shoppers

More than 50% of
sales are genuinely

L] i e -

incremental > "

/’I;mpires consumers ih
Markets to eat more quality fish from sustainable resources
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25% are new to

——
‘a ' Attract and retain top talent with expert knowledge of seafood and consumer behaviour
.

i ’ Innovated seafood category manager with focus on R&D throughout the value chain

’ -

At Market driven with a deep ' Best-in-Class operations,
understanding of consumers with focus on efficiency,
needs and trends quality and flexibility

Expertise through the
supply chain

-~



Saucy Shoppers
* Have higher value shopping
baskets — 7% higher

* Are highly loyal and will switch
stores if not available

* “Have highest share of wallet” in
the category

* 20% Higher repeat rates than
own label




Our Saucy Fish icon is strong enough to have some fun .....

THE
SAUCY cY
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SCHOOL
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Insert School of fish movie
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