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Executive summary

COVID-19 cases & vaccination

a

Number of new cases declined sharply in
February; Deaths and hospitalizations also
decreased

13.5% of the US has been fully vaccinated
by mid-March and 24.9% has received first
vaccine dose

New, more contagious variants reported in
the US, but few cases

3 Economic indicators (through Feb/Mar)

Q  Fixed Mortgage rate has climbed to over
3%

Qa GDP bouncing back from Q2's historic
decline

a US dollar index continues to weaken,
down over 9% vs YAG

a Personal savings 7pt jump attributed to
Dec 2020 stimulus

COVID-19 economic impact

a

Food insecure households have increased
(+2.7MM this month) and more are relying
on government funded food assistance
than prior to the pandemic

$ growth slows slightly in latest 13 weeks
(+4.4%) vs previous 13 weeks (+10.1%)

Retail Food Service improves to -4% below
YA, while CPG growth declines

Ecom maintains extremely high sales
growth

Qd  Consumers are paying more across all

8 products and fuel
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US COVID-19 cases exceed 29MM, global tops 123MM (as of March 21)

Active cases: 38,963,308 (31.50%) Deaths: 2,845,989 (2.30%)

|
People recovered: 81,692,648 (66.10%)

. Recoveries
Location Status of cases v Cases Deaths iwhere iepoxted) - GIobaIIy, more than 28 mI”IOﬂ
Total M. 1 123,501,945 g 2,845,989 o il 81,692,648 people have died from COVID-19
Europe I 1 37,77589 M 1,008,198 3 . 18,656,554
North America I | 30,808,163 _“ 565,186 i ‘ 15,116,636
Latin America 1 23,661,418 M 743,945 w d 20,766,423
Asia B 1 17,083,743 ey 266,490 | Lighiny 16,118,788 m The US accounts for 24% of all
Middle East - 9,974,840 ___du 150,838 A 7,337,498 cases, and 19% of all deaths
Africa 1 4,144,099 A 110,218 i |‘ 3,663,353
Oceania I— 1 53,786 | 4h L4l 33,396
United States EEG—_—_—— | 29,873,534 _‘_‘ 542,498 k ‘ 14,239,791 ==
Brazil mE 1 11,998,233 il 294,002 au 10,449,933 R
India § | 11,646,081 g 159,967 a 11,151,468
Russia § | 4,466,153 4 222,658 ‘_‘ 4,077,185
United Kingdom Il 4,301,925 _ A 126,172 A ‘ 344
France II—— 1 4,298,395 e 92,621 I h 281,885
Italy W 1 3,400,877 - L 105,328 . h 2,732,482
Spain I | 3212332 72,910 _NL.LJ 150,376
Turkey EEE——— | 3,013,122 = _l_ 30,061 A ‘ 1,127,958
Germany Wl 1 2,663,383 i j 75,031 ‘ 2,256,194

Source: Reuters | Updated 3/22/21 3


https://graphics.reuters.com/CHINA-HEALTH-MAP/0100B59S39E/index.html
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Cases, hospitalizations and death rates declined in February
Number of new cases sees sharp decline

US cases, hospitalizations, and deaths by month By mid-March, 11.5% are fully
vaccinated
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Source: https://covid19-projections.com/infections/us | Updated 3/16/21
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https://covid19-projections.com/infections/us
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13.5% of the population is fully vaccinated
More than half of US adults want a vaccine/is already vaccinated

Percent of People Fully Vaccinated COVID-19 Vaccinations in the US
As of March 21 (updated Mar 22)' As of March 21 (updated Mar 22)'
; People Vaccinated At Least Fully
One Dose Vaccinated
Total 82,772,416 44,910,946
% of Total Population 24.9% 13.5%
~ Population 18+ years of age 82,556,600 44,848,494
% of Population 18+ years of age 32.0% 17.4%
Population 65+ years of age 37,877,241 23,263,175
T % of Population 65+ years of age 69.2% 42.5%

Qo @ 1-9% @o1-1% @11.1-13% @131-15% @>15%

When an FDA authorized vaccine for COVID-19 is available to you for free, do you think you will...??
Already vaccinated: 18%

Get it as soon as you can: 37%

Wait and see how it's working: 22%

Get it only if required: 7%

Definitely not get it: 15%

Source: 1) https://covid.cdc.gov/covid-data-tracker/#vaccinations | Updated 3/22/21
2) KEE COVID-19 Vaccine Monitor: February 2021; https:/www.kff.org/coronavirus-covid-19/poll-findina/kff-covid-19-vaccine-monitor-february-2021

2021 Nielsen Consumer LLC | Rights Reser



https://covid.cdc.gov/covid-data-tracker/#vaccinations
https://www.kff.org/coronavirus-covid-19/poll-finding/kff-covid-19-vaccine-monitor-february-2021/
https://www.kff.org/coronavirus-covid-19/poll-finding/kff-covid-19-vaccine-monitor-february-2021/

New COVID-19 variants have emerged; Number of cases remain low
Three variants were reported in the US in December and January
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Source: https://www.cdc.gov/coronavirus/2019-ncov/transmission/variant-cases.html | Updated 3/22/21
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https://www.cdc.gov/coronavirus/2019-ncov/transmission/variant-cases.html

COVID-19 consumer
behavior impact
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Consumers are continuing to embrace E-commerce

JAN 30 MAR - APR MAY JUN - JUL AUG - SEP OCT/NOV DEC JAN/FEB
WHO Declares Social Many states Several states Schools reopen, Case counts rise Holiday case Vaccinations
Global Public Distancing partially or fully report record in person and to third peak surge continues begin across the
Health Guidelines reopen high case online. since the onset from November US. Three
Emergency Implemented counts & impose Restrictions and of the throughout vaccines
new restrictions cases vary pandemic. New December approved by FDA
across US restrictions
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Total US Drug == Total US Conv = Total US Pet Retail == Total US Ecom

= Total US xAOC Total US Food

Source: Nielsen Core | 445 Monthly Periods | Nielsen E Commerce Measurement, updated monthly | Updated 3/6/21

© 2021 Nielsen Consumer LLC. All Rights R
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Low income consumers yield significant spending power in store &

online
These consumers have a strong preference for online beauty and personal care

B&M % of dollars by income segment Online % of dollars by income segment

@® Lowincome @ Middle Income @ High Income @® Lowincome @ Middleincome @ Highincome

Source: Nielsen Total US E Commmerce measurement powered by Rakuten March 2020-September 2020, Low income < 50k, Middle Income 50k- 100k, High income > 100k

2021 Niels
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High demand and prices drive growth; distribution improves
Growth slows in latest 13 weeks (+4.4%) vs previous 13 weeks (+10.1%)
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$ growth due to change
in weighted average
non-promoted price

$ growth due to change from
other factors such as increased
at-home consumption during
the pandemic

$293B Latest 13 weeks:
' $ Growth: +$9.3 B vs YA
$6.7B
% Change: +4.4% vs YA
$6.4B
-$95B
$71B
-$8.0B
" $92 B
% 9 $ decline due to
g g change in dollar
o 2 sales on promotion $ decline due to change
w M in Total Distribution
8 o Points including supply
3 § issues
a 3
YA No Promo . Distribution All Other
$ Price Driver Promo Driver Driver Driver $

Source: Nielsen AOD | Core | Total US xAOC Previous 13 Weeks ( 9/13/20 - 12/12/20), Latest 13 weeks (w/e 12/13/20 - 3/13/21)

© 2021 Nielsen C

ner LLC. All Rights Rese
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2.7MM more households face food insecurity vs Pre-Covid
3 & 4 person HHs are facing food insecurity at higher rate

Change in food insecure HHs vs March 2020

Source: 1) United States Census, Household Pulse Survey Latest 7 Days Ending March 10 2021 (Week 25),

© 2021

# of Households (MM)

Nielsen

2 peoPl®

3 peOP‘e

4 peobl® 5 peopl®

# of people in HH

Food Insecure = HHs Sometimes or Often Not Enough to Eat;

2) Whitehouse.gov, American Rescue Plan Fact Sheet

Cons

umer LLC. All Rights Reserve
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2021 Forecast to finish 6.7% above 2019, but -4.5% below 2020
Total US XAOC Total Store including Random Weight

© 2021 Nielsen Consumer LLC. All Rights Reserved

2019 Total US xAOC $848.1 B
2020 Total US xAOC $947.3 B
2020 $ % Chg vs 2019 11.7%
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Sumof

$30,000,000,000

$25,000,000,000

$20,000,000,000

$15,000,000,000

$10,000,000,000

$5,000,000,000

(Calendar Week v

Anticipating
“COVID
Independence Day”

1234567 89101112131415161718192021222324 25262728 29303132 33343536 373839404142434445 46474849 505152

(Calendar Year Y
2019 emm—2020 = - 2021




2021
forecast
Anticipated
growth will not
be even across
departments

21 Nielsen Consumer LLC. All Rights Reserved
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Grocery and Perishable Food post strong dollar growth

Category Size
$387.2M Grocery
$299.5M Perishables Food
$169.5M Home & Family Care
$97.5M CPG Health & Beauty
$240.9M Food Service
$31.5M Footwear
$17.M Premium Beauty

Source: Nielsen NPD | Updated through week ending 3/13/21

© 2021 Nielsen Consumer LLC. All Rights Reserved
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Economic indicators
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Consumer confidence continues to improve; savings rates

spike

Consumer Confidence

91.5

A 2.4 pts vs Jan
W -41.3 pts vs YAGO

Unemployment

'0.1 (Feb ‘21vs Jan 21) Unemployment

6 2% improved vs January,
* +2.7 (Feb 21 vs YAGO) still up vs year ago
Savings Rate

> 20.5%

Average Wages

A Savings rates increased
701 (Jan 21 vs Dec "20) compared to the prior

A .Iz 6 month and up 12.6 pts vs
oJ (JanZvsYACO)  year ago due to stimulus

A $Ooo7 (Feb'21 vs Jan 21) Average wages

[ d by $1.
$3O.01 A$.|.4'9 (Feb 21 vs YAGO) I\::(;egse YR

Sources: Consumer Confidence Board, Federal Reserve Bank of St. L ouis | Latest Update: February 2021, Personal Savings Latest Update January 2021
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https://conference-board.org/data/consumerconfidence.cfm
https://fred.stlouisfed.org/
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Personal savings 7pt jump attributed to Dec 2020 stimulus

Consumer Confidence
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https://conference-board.org/data/consumerconfidence.cfm
https://fred.stlouisfed.org/

Personal consumption improves to almost flat while food
service continues to decline

Food Service B All Other Retail (excl. Auto & Gas) M Food Retail

Personal
Consumption
Expenditures

V-0.43% ..\
v -

Category Sales VS YA 100000

A A v o
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$ (million

o I T R T T R .
+11.8% +10.8% -17.08% P &‘ﬁ s & @%‘(& & &
[ ] Q X > & &9 & & S o
* .o A" Other Retail Food SerVice QéQ v v %zq'\ ) $QAQ on 50 <<Q:<)
Food Retail (excl. Auto & and Drinking
Cas) Places
(Feb Sales)

Sources: Federal Reserve Bank of St. Louis: US Census Bureau | Category Sales Latest Update February 2021, Personal Consumption Latest Update: Jan 2021
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https://fred.stlouisfed.org/series/PCE
https://www.census.gov/econ/currentdata/dbsearch?program=MARTS&startYear=1992&endYear=2020&categories=44X72&dataType=SM&geoLevel=US&adjusted=1&notAdjusted=1&errorData=0
https://www.census.gov/econ/currentdata/dbsearch?program=MARTS&startYear=1992&endYear=2020&categories=44X72&dataType=SM&geoLevel=US&adjusted=1&notAdjusted=1&errorData=0
https://www.census.gov/econ/currentdata/dbsearch?program=MARTS&startYear=1992&endYear=2020&categories=44X72&dataType=SM&geoLevel=US&adjusted=1&notAdjusted=1&errorData=0
https://www.census.gov/econ/currentdata/dbsearch?program=MARTS&startYear=1992&endYear=2020&categories=44X72&dataType=SM&geoLevel=US&adjusted=1&notAdjusted=1&errorData=0
https://fred.stlouisfed.org/series/PCE
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Energy and food lead increase in CPI

Energy costs, after being down throughout 2020, reverse course quickly

% Chg vs LY

Consumer Price Index A
Energy Food

All ltems
+2.4% +3.6%

N

Food at Food Away
Home from Home

A A
+3.5% +3.7%

Source: U.S. Bureau of Labor Statistics - Consumer Price Index | vs LY - Latest Update: February 2021

© 2021 Nielsen Consumer LLC. All Rights Reserved



https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm#
https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm#
https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm#
https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm#
https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm#
https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm#
https://www.bls.gov/regions/west/west.htm
https://www.bls.gov/regions/midwest/midwest.htm
https://www.bls.gov/regions/new-england/northeast.htm
https://www.bls.gov/regions/southeast/south.htm
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Energy upswing driven by higher oil and gas prices

Consumer Price Index Food At Home
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https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm#
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Along with rising fuel costs, considerable increases seen in
imported food and beverage commodities

% Price Chg vs prior % 12-Month Price

month Chg vs LY month vs LY

Cocoa Beans 0.84 % -11.40 % Bananas -1.61 % 3.39 %

Coffee, Other Mild Arabicas 3.39% 22.41 % Barley

Coffee, Robusta 3.21% 7.33% Beef 4.48 % -1.27 %

Tea -0.49 % -4.27 % Coconut Oil 1.71% 70.35 %

Crude Qil (Petroleum) 12.80 % 13.33 % Maize (corn) 4.59 % 45.36 %

Gasoline 12.67 % 11.46 % Oranges -7.94 % 11.54 %

Diesel 13.52 % 10.23 %

Propane 4.87 % 127.96 % Paim Oil 2.13% 39.59%
Peanut Oll

Aluminum 3.72 % 23.13 % Poultry (chicken) 0.00 % -3.72%

Tin 20.05 % 59.68 % Rice 220 % 23.78%
Shrimp 1.53 % -14.79 %

Cotton 6.77 % 21.30 % Sugar 5.88 % 9.09 %

Rubber 217 % 45.96 % Sunflower Oil 0.00 % 8.14 %
Wheat 1.21% 39.82 %

© 2021 Nielsen Consumer LLC. All Rights Reserved
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https://www.indexmundi.com/commodities/

Credit card debt continues to drop, showing lowest levels in
two years

Revolving Outstanding Credit Card Debt

Fed Target
Rate \

-5.00

0.25%

‘““The recovery has progressed more quickly than

% Change vs YA

generally expected,” Powell said, adding that last 15.00

month, the leisure and hospitality sectors, which have w&g W&Q %g'ﬁ) (9'19 q/&g r§9 W@/Q W@«Q W@Q W&Q (\/QWQ &Q
taken a beating since the pandemic began, recouped A W Y Y Y Y Y
about two-thirds of the jobs that were lost in December N N

and January.’ Month

Rachel Siegel
The Washington Post; March 17, 2021

SOURCES: Federal Reserve, Federal Reserve Bank of St. Louis | Latest Update: January 2021



https://www.federalreserve.gov/monetarypolicy/openmarket.htm
https://fred.stlouisfed.org/series/REVOLSL
https://www.federalreserve.gov/monetarypolicy/openmarket.htm
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30yr fixed mortgage rate climbs to over 3% while currency
strength continues to decline

Leading Lagging

New Home Construction GDP

'23% vs YAGO v +100% vsozzozoA

30 Yr Fixed Mortgage Rate Currency Strength Index (USDX)
o

+O.4pt vs Jan low A '9-6 /0 vs YAGO

(3.05% Mar 11, 2021) (91.4 mar 17, 2021 usDX)

Sources: Federal Reserve Bank of St. L ouis, Bureau of Economic Analysis, Yahoo Finance - USDX Index | Latest Update: February 2021, 2020 GDP Updated: Q4'20; USDX
Mar'21; Mortgage Rate Mar'21

2021 Nielsen Consumer LLC | Rights Reserved



https://fred.stlouisfed.org/
https://www.bea.gov/
https://finance.yahoo.com/quote/DX-Y.NYB/history?period1=1567434414&period2=1599056814&interval=1mo&filter=history&frequency=1mo
https://fred.stlouisfed.org/series/HOUST#0
https://www.bea.gov/data/gdp/gross-domestic-product
https://finance.yahoo.com/quote/DX-Y.NYB?p=DX-Y.NYB
https://fred.stlouisfed.org/series/HOUST#0

“ NielsenIQ

Thank you

Economic Indicators

March 2021



Sources

Source

Unemployment Rate

Personal Savings Rate

Average Hourly Wage

Consumer Confidence

US Retail and Food Service Sales

Consumer Price Index

Consumer Revolving Credit

Fed Target Rate

Simple Definition

Number of unemployed as a percentage of the labor force - In order to be in the labor force, a
person either must have a job or have looked for work in the last four weeks

Ratio of personal savings vs disposable income
Average hourly and weekly earnings of all employees on private nonfarm payrolls
Degree of consumer optimism on the state of the U.S. economy

Measures dollars spent in the US in Food and Grocery Retail, All Other Retail, and Food Service
and Drinking Places

Measures the average 12-month change in prices over time that consumers pay for a basket of
goods and services

Consumer credit card debt

Federal target prime rate for banks to lend and borrow to each other - low rates signal potentially
cheaper credit for consumers

25


https://fred.stlouisfed.org/series/UNRATE
https://fred.stlouisfed.org/series/PSAVERT
https://fred.stlouisfed.org/series/CES0500000003
https://conference-board.org/data/consumerconfidence.cfm
https://www.census.gov/econ/currentdata/dbsearch?program=MARTS&startYear=1992&endYear=2020&categories=44X72&dataType=SM&geoLevel=US&adjusted=1&notAdjusted=1&errorData=0
https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm#
https://fred.stlouisfed.org/series/REVOLSL
https://www.federalreserve.gov/monetarypolicy/openmarket.htm

Sources

Source

Gross Domestic Product

Housing Starts

Currency Strength

Manufacturers New Orders

Simple Definition

Monetary value of all the finished goods and services produced within the United States
New residential construction that has started

Measure of the value of the U.S. dollar relative to the value of a basket of currencies of the
majority of the U.S.'s most significant trading partners - strong currency can help with cheaper
purchases for US buyers, while weak currency can help with cheaper exports of US goods

New orders placed with domestic manufacturers for delivery of factory hard goods (durable
goods) in the near term or future
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https://www.bea.gov/data/gdp/gross-domestic-product
https://www.census.gov/construction/nrc/index.html
https://finance.yahoo.com/quote/DX-Y.NYB?p=DX-Y.NYB
https://fred.stlouisfed.org/series/DGORDER

