Successfully Navigating Growth in the New CPG and Retail World

Net Revenue Management
Revenue Growth Management
in a Global Organisation

Key Success drivers of implementation
Tangible P&L impact

Piet Surmont - StepUp Consulting
Matthew Webb - Nomad Foods
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Portfolio Performance

Trade Profitability & Mix Management

& Profit Pool

Pack-Price
Architecture
Promo ?
Effectiveness X
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Nomad Foods Overview

Since June 2015

|ﬂ WeSTern Europe,s Nomad Foods ———— ) 1% market share

2
2

Savory
Frozen Food Category

@

Liglo 4 €2.2B

AWt Bossivs

Net Revenues
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Growth Strategy Rooted in Relentless
Focus on the Core

TON OFIMIEANON INSTIOTE 12
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Invest disproportionately in the highest margin and most atiractive growth areas

Portfolio choices -
MWB

y

L OVE OUR BRANpg

N Media investments
behind brands

TO BUILD
ON OUR HERITAGE
AND CREATE A
LEADING GLOBAL
CONSUMER
FOOD
COMPANY

Core

/0% of sales N Improved product
quality

¢NTREPRENEURI4,

N Net Revenvue
Management
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Eight Consecutive Quarters Tripling the share price
of Organic Revenue Growth

8%
6%
Market Summary > Nomad Foods Ltd
4% NYSE: NOMD
20.98 usp-0.12 (0.57%) +
2% 29 Apr, 10:58 GMT-4 - Disclaimer
. . I 1 day 5 days 1 month 6 months YTD 1 year 5 years Max
0% - = =SS =55
25 1250 USD 8 Jan 2016
-2%
-4%
-6%
-8%

Ql @2 Q3 G4 Q1 Q2 @3 04 Q1 Q2 Q3 Q4
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SO A The building blocks of our success

Successfully Navigating Growth in the New CPG and Retail World

Commercial Pillar Key Initiatives Stage of Development

* Promo optimization & pricing implemented
* PPA and trade terms in development

Net Revenue Management

+ Increase working media spend with high

Media Efficiency improved execution and higher ROI

+ Leverage portfolio’s structural qualities into

Sustainability & Nutrition consumer-facing communication

+ Concenftrated effort around ‘big bets’

Innovation , :
+ Accretive to gross margins

+  Optimize placement in fraditional tfrade
«  Gain market share in growing channels

Space & Place
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Strengthening Net Revenue
Management Capabilities

-t
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SECTEN DT TN T T
sas> Teams & Capabilities Qo ' ‘ ’

R@i Promotions O ‘ ‘ ‘
;: Price O ’ ’

_mml R .
~— === Price Pack Architecture ‘

@fﬂ? Trade Terms

€ systems o

Stage of Development Basic @ termediate ' Advanced
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Gross Volume

A

~

Incremental Gross Volume

Do Nothing
A

Cannibalisation 250

Stock Pilling

- ensngts 10
| Reailswichingcomp 10

IEERREER < 0

Nomad Foods
Europe
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Gross Sales

A

n the New CPG and Retail World

Retail Sales

Cannibalisation €625

Stock Pilling

€100

10

Incremental iross Sales \

Do Nothing
A
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Nomad Foods

Europe

Incremental Net Retail Sales
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Profit

Gross Sales

A

Do Nothing Gross Profit

Incremental Gross Profit

—

11

1000 x 20c
= €200

Cannibalisation
(250 x 40c) €100

Stock Pilling €16 €16

| rewiiswichingUs €4 J
| el switchingComp €4

Competitors €76

IREEEEERN <o

Nomad Foods
Europe
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Incremental Net Sales

Incremental Net Profit

Nomad Foods a

Europe
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UL StepUp

Consulting

|
N Analysis and

workshops in all
countries

N Centralization
L
allows for country

i ° 4§ e
specific and cross o= .y Fi1
country view i
AP sm— y U
s
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N Long-term

r partnerships
Technology )
Deloitte van het jaar 12018 N TOOIS Gnd
capabilities
N Establishedin 2010 N 12 countries N Developing NRM
N 40 people N Revenue across Europe
N Basedin Leuven Management
N 30 FMCG clients plafform

Some clients:

2/
Dr.Oetker 4 7~ ANON
D (Cartnts (Y panne

MARS Nomad Foods gontinentol foods

Heineken 5=\ Nestle
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e /| Impacifull and sustainable because ...
el The focus is outside the datacube and technology

PORTFOLIO &
MIX MGMT

StepUp

Consulting
G . 10 to 15% RO
improvement
- on Trade Spend
Budget within

the first year of
implementation

Workshops

PRICE-PACK
ARCHITECTU
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PROMO CONTRIBUTION BUILD UP stepp [l

General

Promo contribution build up - Promotion view
All retailers - All segments - All types - Multiple variants - Multiple products # of events: 2.429
Average ROI: 67%
Average lift: 166%
Cost Of Promo: -2.246.027
Incr. Vol: 669.909

200.000

+GP [ +NSV

#of events: 760
Average ROI: 133%
Average lift: 2329%

iNSV: 1.237k € D —
600.000 1.000.000 1.200.008 iGP: -25%.€00.000 xs’! 8;., mlo.;;Ldl?

-iGP / +iNSV

# of events: 628
Average ROI: 76%
Average lift: 218%

Cost Of Promo: -819.617
Incr. Vol: 281.130

<GP /-iNSV

# of events: 1.041
Average ROI: 19%
Average lift: 115%

Cost Of Promo: -894.983
Incr. Vol: 79.759

+GP [ -iNSV

#of events: 0
Average ROI:
Average lift:
Cost Of Promo: 0
@PULL ~PIMP ®PUSH PROMO Incr. Vol: 0
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C 7 Big Bets & Size of the Price Build Up
el Total Opportunity = €3m

Allocate more of the promos
towards performing
markets/retailers

ROI 55 %

ROI 52%

Make more of

budget
working TPR
. o) ROI 49%
Category 2
Promo opfimizations in Category 3
the categories: Ay )
- Best DTC/mechanics aregory

- Exectution/visibility
- Store coverage
- Phasing

. 300 k€ Category 5

Category é

Category 7

Other categories
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PROMO ANALYSIS TOOL StepUp -

o BASTUNE & INCROMENTALS. | TOPUNE CHARTS LT & ROIHARTS VOLUMES kP! FINANGALS K7

‘I:I I:I I' “-r.‘:r-.,.., . l-!l.i-l;ll I.I..-..‘.. i T P
B | Mol Wl | (0.1,

[ oot | PROMO K7 BASELINE EVOLUTION EVOLUTION CHARTS

. ;.Il.lual 1 11|“r“- e = A o —_ —

] [ P s e e R : ”’v‘ o A
- L ) 2homdaimd \o AN

1

VOLUME BREAXDOWN CHARTS PROMO CONTRIBUTION BUILD UP STASONALTY BUBBLE CHARTS
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10% - 15%
ROI IMPROVEMENT

Measure the financial (both top and botftom line) N
return of promotional investments (lift / ROI/ iGP /

iNSV) on a continuous basis N

Have a granular view on own GP impact and retailer
margin impact of promotions (even 1+1)

Understand “Share of Incremental Volumes” within
the portfolio.

Have a predictive modelling of future promo plan
both on the level of the own P&L and the retailer
margin

Understand the impact of promotions on the
baseline performance.

Understand the Source of Business behind the net
incrementality of promotions

In the end generate 10-15% ROI
improvement on promotional investments

: Path to
IMpactful Promg
ROI
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€30.0
Evolution vs previous year
€250 T
€200
€150
€10.0
€50 H
€0.0 -
urren
\ C t ] \ Y1 Y2 Y3 ]
Y )\
realized targets
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L S Promotions continue to be a big opportunity for the
mrrrenraerrserel business with €23.6m GP in strategic plan e acquistions)

As we repeat StepUp projects we will move through these stages...

N Stage 1: Opfimisation: How can | spend my promotional budget

better to have higher promotional ROl and efficiency - project 1 ¢
. % 4R
A\ Stage 2: How can promotions support the strategic delivery of my o N
plan - project 2 ‘ : :'v
N Siqge 3: How can | influence the category and engage the trade - - 0.
project 2/3 - A

Step remains a cornerstone of our ability to realise this opportunity and

therefore requires continued investment
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THANK YOU!

Feel free to visit us at our booth

Matthew Webb
Nomad Foods

Global Commercial
Strategy & Net Revenue
Management Director

Piet Surmont
StepUp Consulting
Managing Partner
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