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Piper Sandler commissioned a proprietary survey of 1,000+ consumers to better understand the current sentiment
around food amidst the COVID-19 pandemic. This piece summarizes their key findings, including consumer food
purchase and consumption habits, dietary adjustments encountered during the COVID-19 pandemic, and
expectations going forward.

Key Takeaways

55% of respondents indicated that running out of food is or has

been a concern since the start of the pandemic. 35% of consumers

What is the consumer sentiment regarding food supply? (
I
l their spend on groceries

\
52% increased and 26 % maintained :
I

went on to say that their concerns persist week to week or have - —_—— J

continued to rise as the pandemic continues. Refer to page 2 for

detail. (CT T T e N
I 36 % decreased their food I
I purchase frequency |

How have consumers changed their food purchase habits? I\ /I

36% of consumers decreased the frequency of purchasing food,
yet 52% indicated higher overall food spending, suggesting a ( ——————————————————— \‘
higher average spend per visit. Refer to pages 2-3 for detail. I 43%o changed the food brands they are |
| I
| I

purchasing with private label, affordable and
available brands benefitting relative to others

How is online grocery performing in this environment? Ne—————— e — — 7/
Consumers are utilizing online grocery more frequently as a safe | —_
are purchasing groceries online with higher spend across all major

online grocery platforms, with Amazon, Amazon Prime Now, 30% no longer adhere to a diet
Walmart Grocery and Instacart realizing the largest gains. Refer to - J
page 4 for detail.

medium for purchasing food. 61% of respondents indicated they ( )
I 73% changed their diets :
I
I |

How is the pandemic impacting dietary habits? 73% of
consumers previously adhering to a diet have either struggled to
adequately maintain their diets or have given up their diets
altogether. Refer to pages 5-6 for detail. ( ——————————————————— ~

I

I

I

)
66 % are cooking more I
82% are making meals from scratch I

Hygiene, social distancing and increased )
family time, including at-home meals, rank I
highest among the habits consumers expect to :

Do consumers anticipate maintaining COVID-19 habits? ; .
continue going forward

Currently, 66% are cooking more from home and 50% have T 4
changed the restaurants from which they order take-out primarity |  _ _ —

. i » < Consumers want to return to dining at
newly adopted practices will become part of their lives. Refer to

pages 7-8 for detai restaurants with 58 % citing this as an activity

to more affordable options. Going forward, 30% anticipate their (
I
I
[ they look forward to experiencing again

Source: PSC proprietary survey, April 17, 2020
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Availability and Safety Concerns Have Impacted Food Spending Habits:
Consumers Spending More, Yet Purchasing Less Frequently

Have you had any concerns that you may run out of food, and if yes, have these concerns persisted since the start
of the COVID-19 pandemic?

45%

22%

21%

13%

Yes, concerns
persistent

Yes, concerns at onset
and becoming less worried

Yes, concerns continue No concerns
torise as the

pandemic lingers

From a budgeting perspective, how is your spending
on groceries compared to spending pre-COVID-19?

g4

26%

21%
17%

5%

Have you changed your food purchase frequency
since the beginning of the COVID-19 pandemic?

Spending a No change
little more

Spending Spending a Noticeably
more little less saving

(T T T e e )
|
: 36% decreased food purchase frequency |
- )
32% 32%
Decreased Stayed the same Increased
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Consumers Have Adjusted Their Food Purchase Habits, Frequenting
Less at Brick-and-Mortar and More Online

Conventional
grocery stores

(% shopping once a
week or more)

(% shopping less than
once a week)

73%

Visits to retail outlets have

{ \
I
40% | o |
Mass stores 42% | decreased precipitously,
| with consumers favoring |
48% | less than weekly trips to |
Drug stores 38% | conventional grocery and |
| mass retail stores for their |
40%
Dollar stores 0 | food needs :
\\ )
Natural ~— -
grocery stores
46% @00 a————————
Club stores 39% ’ a -
0 { Online grocery has shown
) some resiliency during the |
Convenience stores | COV|D-1 9 pandemic I
[ relative to other channels. |
Online grocery | Consumers have shifted |
(pick up at store) | their purchase frequency |
[ trends, favoring online |
Online grocery |  grocery for more frequent |
(delivery to home / office) I (more than once a Week) l
urchases
Online grocery \\ P /
(receive through mail) ~— 7
Online grocery
I deli i I, -
(meal delivery service) 7 \
Restaurants 46% { )
(eat out) I I
Consumers are frequently |
Restaurant 44% [ ordering take-out from |
(order online for pick up) [ restaurants, with online, call |
| in, and app order frequency |
Restaurant 44% | remaining similar to pre- |
(call for pick up or delivery) | pandemic levels I
[
Restaurant \ /'
der for deli i
(order for delivery via app) N _

. . Note: Dark colored bars represent pre-COVID-19 purchasing trends and
- Retall - Online - Restaurant light colored bars represent post-COVID-19 purchasing trends
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Online Grocery Platforms Are Benefiting from Changing Consumer
Spending Habits...So Long as They Have Products Readily Available

If you are purchasing groceries online, have you increased usage of any particular provider based on availability or
other factors?

amazon 329

Walmart
Grocery

prime now
~—1

£ instacart

SAFEWAY Y 5%
Peaped 3%
—~ - ---—-—-—-—V-V——¥V——_- - /- \
Individual brand 3% { |
websites I 61 % of consumers indicated they are purchasing groceries online. |
0 urthermore, consumer have increased spending across all major
BOXED 2% | Furth have i d di Il maj |
| online grocery platforms, with Amazon, Amazon Prime Now, Walmart |
Shipt 204 | Grocery and Instacart realizing the largest gains |
\ /
YL O -
?’:\ARKEVTE: 2%
freshdirect 2%

What has been the biggest challenge you have experienced with online grocery orders?

52%

)
Product availability has by far been the largest challenge facing online |
grocers since the start of the COVID-19 pandemic |

)

Product availability Slow delivery times (e.g., no longer same day or No delivery available
next day but several days or a week out)
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Consumers Have Modified Their Diets in Response to COVID-Induced

Lifestyle Changes

Which type of diet did you typically adhere to prior to the COVID-19 pandemic?(

All natural / Gluten-free Keto
organic and/or

clean label

Low-fat

Other Weight Watchers Paleo Atkins

Have you been able to maintain your dietary habits in
the current environment?

(
| 73% of consumers have changed their dietary

|
|
habits with 30% no longer adhering to any diet |
~

30%
26%
Yes, but partially No longer Still strictly
impacted and trying following diet following a

to adhere to diet / regimen

best of ability

If diet was changed or partially impacted, please
identify the main reasons for changing your diet.

4 . -
[ Convenience, expense, availability and lack of |
| importance are all cited as reasons consumers |

\ changed their dietary habits )
27% o,
26% 25%
21%
Less Convenience Expense Availability
important

(W) Other includes low-carb, low-sodium, low-calorie, vegan, vegetarian, diabetic, high protein
and miscellaneous
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Consumers Are Stocking Up on Certain Brands and Private Label, While
Leaving Other Familiar Favorites on the Shelf

Have you made changes to the food brands that you are purchasing? If yes, please specify what purchasing
changes you have made (e.g., more or less frequent purchasing per brand / product category)

r _________________________________________________ Y
: 43% of consumers have changed the food brands that they are purchasing with private label and more affordable and :
\ available brands benefitting relative to others ]
B e R ————————————
[ % Consumers Purchasing More ) % Consumers Purchasing Less
.

76% 76%

74%

64 %
62%
57% 57%
Store More More Smaller Larger, Natural, organic, More
brands brand affordable brands well-known and /or clean-label indulgent
agnostic brands brands brands brands
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Consumers Are Adopting New Meal Routines

How have your at-home cooking habits changed? If at-home cooking frequency has increased, please
elaborate on the type of at-home cooking.
_______________________ N - T T T T T T T T T T T T
I
| 66 % of consumers are cooking more at home | | 82% of consumers are making meals from scratch |

- N IS IEEIEEEEeaEe—ane——

Stayed the
same
25%
15%
Cooking 2% 1%
more
66% Making meals  Heating pre-  Ordering meal Other

from scratch made meals kits and cooking
included recipes

If you are purchasing take-out food from restaurants, have you changed the types of restaurants from which you
order food?

( )
| 50%+ of consumers have changed the types of restaurants from which they order | 49%
|\ take-out, with more affordable restaurants being a primary benefactor }'

24%
Yes, purchasing Yes, purchasing Yes, purchasing Yes, purchasing more No, ordering take-out from
more from lower healthier options more from higher indulgent / less same restaurants as | did
priced restaurants priced restaurants healthy options pre-COVID-19
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Consumers Expect to Keep Certain Recently Adopted Food Consumption
and Safety Habits for the Foreseeable Future (Post-COVID-19)

Which habits developed since the start of the pandemic

Do you anticipate maintaining newly adopted food
do you expect to maintain over the long term?("

purchasing habits after the pandemic subsides?

_______________________ -~
( ~30% of consumers anticipate newly adopted | ( Hygiene, social distancing, and increased family time, |
| including at-home meals, rank highest among the habits |

practices will become a part of their lives after the
pandemic subsides consumers expect to continue going forward

Hygiene /
Cleaning
22%

Other
0,
68% 31%

Social
Distancing
15%

27%

Spend Less
5% 7%
Family Time Cooking
11% 14%

No Unsure Yes

Describe any food-related habits or activities that
you’ve given up during the pandemic and look forward
to again experiencing once COVID-19 ends.?

Once restrictions are lifted, do you expect your at-
home meals to increase, decrease or stay the same
relative to before the COVID-19 pandemic?

_______________________ ~ e N
I( Going forward, 22 % of consumers expect to cook more ]I I( More than anything consumers want to eat out, with ]I
| at home, 50% will return to pre-COVID-19 habits, and | | 58% of consumers citing this as an activity they look |
| 29% expect to eat at home less /l |\ forward to experiencing again /l

Other
29% -
Dieting
22% 3%
Fresh Food
4% Restaurants
Eating 58%
Healthy
4%
Socializing
Decrease Stay the same Increase 9%
(W) Other includes stockpiling essential items, healthy eating, eating less, ordering more takeout, more
FOOD & BEVERAGE INVESTMENT BANKING | 8
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Consumer Survey Demographics

Participant Demographic Profile

Other Widowed 50 Stay at Home

Master’s or $150 - $250K Mom / Dad
Doctoral Divorced

Degree Self Employed

$100 - $150K
Single,
Living With )
Male Roommates Part Time

Bachelor’s

Degree Sin
gle,

Living Alone $50 - $100K

Unemployed

Female Married
$0 - $50K
Full Time
High School
Degree or
Below

Gender Age Education Marital Income Employment
Status Status

Impact of COVID-19 on Employment

68%
e 7
[ 32% have experienced a change in employment |
I status as a result of the COVID-19 pandemic |
- —
19%
1%
2%
Employment status Furloughed (expected to be Laid off and Laid off and have
unchanged temporary) remain unemployed found new employment
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DISCLOSURE

Piper Sandler Companies (NYSE: PIPR) is a leading investment bank and institutional securities firm driven to help clients
Realize the Power of Partnership®. Securities brokerage and investment banking services are offered in the U.S. through
Piper Sandler & Co., member SIPC and NYSE; in Europe through Piper Sandler Ltd., authorized and regulated by the U.K.
Financial Conduct Authority; and in Hong Kong through Piper Sandler Hong Kong Limited, authorized and regulated by
the Securities and Futures Commission. Private equity strategies and fixed income advisory services are offered through

separately registered advisory affiliates.

©2020. Since 1895. Piper Sandler Companies. 800 Nicollet Mall, Minneapolis, Minnesota 55402-703
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