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MEAT & POULTRY CATEGORY REPORT

Category Overview
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1.

Category Performance

The Fresh Meat market has grown to a valuation of £15.8bn but is heavily driven by volume price inflation due to
supply chain pressures, particularly in larger categories such as Beef, Poultry, & Lamb. Scotland now holds a 9.3%
share of the total market, closing in on a £1.5bn valuation, but has also endured similar challenges. Some
shoppers appear to have turned away from the category due to soaring prices, while there may also have been
an element of trading down to cheaper proteins and cuts within the category, as certain segments in Poultry
and Pork have seen a significant increase in demand. Retailers have continued to promote but have struggled
to increase demand overall.

Route to Market

Grocery Multiples continues to account for roughly £49 in every £50 spent on the Meat & Poultry category, with
no signs of reducing its share. Inflation continues to be more prominent in Supermarkets, while the Impulse
channel continues to struggle from its lower base to become competitive. That said, if inflationary pressures
persist within Mults, more convenience/high street-led shopping channels could become more competitive,
but right now, targeting “supermarket-first” distribution will be key for volume.

Brands Vs Private Label

Private Label dominates the Meat & Poultry market, with shares frequently above the 90% mark in most areas.
However, Brands continue to be more important to Scots. Branded shares within the Meat categories are
always higher in Scotland, reaching as high as 3x, as seen in the Treated & Prepared space. The Scottish market
has a greater number of domestic brands due to a strong consumer interest in provenance. Venison &
Sausages are example categories where Scottish producers are in abundance within the branded space.

Consumer Attitudes and Behaviour

Provenance remains an interesting avenue that commands a premium, particularly among Scottish shoppers
who have a high propensity to buy domestic produce, as more than 5 of every 6 Scots claim they would like to
be able to buy local more often while shopping. Nutrition is also of importance to shoppers, with nutrient-
dense meals appealing to almost 50% of shoppers, an area where Meat & Poultry may have yet to fully
communicate its benefits. There is also an ongoing premiumisation of the market, exemplified by Morrisons’
premium private label development. As retailers aim to cater to those consumers who want to recreate the
restaurant occasion at home. Value will also remain important, with prices growing at 8%, so offering more
affordable alternatives, such as cheaper cuts, will be important, along with inspiration in terms of how to cook.
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MEAT & POULTRY CATEGORY REPORT

It has been a record-breaking year for the Meat & Poultry sector from multiple points of view. Supply chains have
struggled, but volume pricing has soared, seeing exports break £4bn in sales for dairy & red meat. Consumer
sentiment is also on the rise, which should hopefully contribute further to the retailers’ approach to provenance.

Meat & Poultry Sector Headlines 2025

Shrinking herds and risi : The beef - 11T
rinking herds and rising costs: The bee Record hlgh £4 hillion for UK

market is in turmoil - and inflation Is

spiralling dairy and red meat exports

Consumer positivity towards British agriculture hits new high in 2025

Rising demand for livestock Feed drives compound Feed market growth

Reproduction or re-use not permitted without prior agreement. Sources: Referenced in Bibliography
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Food and Drink Inflation 2025 / 26 / 27

Food and non-alcoholic beverages prices rose by 4.5% in
the 12 months to December 2025, up from 4.2% in the 12
months to November, according to ONS figures released
on 20 January.

UK Food and Non-alcoholic Drink Inflation (CPIH) Index

— UK food (2015 = 100)
= UK non~alecholic beverages (2015 =100)

In the latest forecast from the IGD, retail food and drink
prices will rise by 3.3-4.3% in 2026, with a mid-case
average of 3.8%. An average of 3.8% food inflation in 2026
could add about £10bn to UK grocery bills.

Index value

In 2027 the projection is 2.8-3.8%, with a mid-case 110
average of 3.3%.
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According to the ONS the gap between (high) input SERE
prices and relatively lower producer output prices has
been maintained for 2.5 years.

Source: ONS Jan 2026
UK Producer Prices (PPI) Index

— Qutput prices: food for domestic market (2015 =100)
Input prices: domestic food (2015 = 100)
Input prices: imported food (2015 = 100)

Shoppers 2026

Living standards will remain under pressure, with real household
disposable income per person expected to stay below pre-pandemic
levels. With income tax thresholds frozen until 2031, wage growth will
push more people into higher tax brackets, hitting middle- and higher-
income groups hardest.

Index value

With fiscal tightening set to continue and external shocks ever present,
confidence is expected to remain muted as household incomes remain
static. Shopper confidence is expected to remain fragile, with more

consumers planning to cut back on away-from-home spending in 2026. “ g Regssssd Yy YR EYR I

Reproduction or re-use not permitted without prior agreement.

Source: ONS Dec 2025

Source: ONS Jan 2026

Source: Nielsen Total Coverage GB/Scotland — 52 w/e 24 January 2026
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Inflationary & Supply Chain Pressures - RPI:Percentage change over 12 months by Meat Type

35
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of the 215t century.
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The UK beef sector is facing a supply squeeze as a shrinking national herd leaves fewer cattle available for the
market. High feed costs are also a problem as demand grows, so farmers are reducing feed volumes to protect
their margins against these rising pressures, but this translates to end-of-chain price increases for shoppers.

Supply Chain Issues
Actual and Forecast (f) UK Prime Cattle Slaughter
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In 2025, prime cattle slaughter fell 4.4% to 2.01 million head, with steers
seeing the sharpest decline at 5.6%. This shortage was caused by a
shrinking national herd and high processing rates in 2024, which left
fewer cattle available for the market.

Reproduction or re-use not permitted without prior agreement. Sources: AHDB, February 2026 (References in Bibliography)

Demand for cattle and sheep
feed is rising as lower energy and
grain prices improve producer
margins. Resultedly, the market
faces a global grain deficit & high
straw costs.

To manage these pressures,
farmers are encouraged to adopt
flexible feed rations and adjust to

higher baseline costs for inputs.
While the medium-term outlook
for grain prices remains bullish
due to tight global supplies, an
abundance of soy may cap costs.
Long-term risks include
geopolitical trade disruptions and
new carbon taxes (CBAM) set for
2027, which could keep fertilizer
prices elevated.
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In retail, the total Meat &
Poultry market has
reached a valuation of
£15.82bn, driven
significantly by supply
chain pressures, which
have contributed to strong
Increases in volume prices
YoY.

Most of the sectors have
sold less volume over the
past year. Rotisseries
chicken is under
significant pressure after
experiencing the largest
price increases. Treated
and Prepared Meats have
performed the best after
experiencing the least
inflation.

Total GB Meat & Poultry Market
Value Breakdown by Sector (Em)*

TREATED & PREPARED
FRESH MEAT PRODUCTS,
£614.9 m, 3.9%

ROTISSERIE, £151.6 m, 1.0%

W

FRESH
POULTRY,
£3,798.2 m,

24.0%

FRESH MEAT,

%
fl excl. NI £7,412.4 m, 46.9%

COOKED MEAT,
£3,8279 m, 24.2%

Total Market Value:
£15.82bn

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage GB - 52 w/e 24 January 2026

Total Meat & Poultry Year-on-Year Change (%)
by Value (£), Volume (KG), & Average KG Price Increase (£)

m\Value m®mVolume mAverage KG Price Increase

14.8%

9.4%
8.0%

8.8%
679 7.8%
I I 16% O%
]

4%

6.2%

59
II 0.3%

. 2% . 4% -1.5%
-12.6%
TOTAL FRESH MEAT COOKED FRESH TREATED & ROTISSERIE
MEAT POULTRY PREPARED

FRESH MEAT
PRODUCTS
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In Scotland, the market is
closing in on a £1.5bn
valuation, growing slightly
below GB rate, but is

Total Scotland Meat & Poultry Market
Value Breakdown by Sector (Em)*

ultimately driven by similar

inflationary pressures.

TREATED & PREPARED

FRESH MEAT PRODUCTS,

£51.1 m, 3.5%

Among individual sectors,
Cooked Meat indexes
higher among Scots,
where convenience
preferences may be
higher, while Poultry
under indexes vs total GB.

Like GB, only Treated &
Prepared Fresh Meat
products saw volume
growth.

Reproduction or re-use not permitted without prior agreement.

FRESH
POULTRY,
£305.1 m,

20.7%

X

COOKED MEAT,
£426.0 m, 28.9%

ROTISSERIE, £13.5 m, 0.9%

FRESH MEAT,
£678.9 m, 46.0%

Total Market Value:

£1.47bn

Total Meat & Poultry Year-on-Year Change (%)
by Value (£), Volume (KG), & Average KG Price Increase (£)

m\Value m®mVolume mAverage KG Price Increase

16.3%

10.7%

8.7% 85% g0
[0) . (0]
0 2.5%
I I 1.2% 1:9% .'IOI .
- m B B m
. -0.7% -0.8%
-1.3% '
-1.9%
-11.9%
TOTAL FRESH MEAT COOKED FRESH TREATED & ROTISSERIE
MEAT POULTRY PREPARED

FRESH MEAT
PRODUCTS

Source: Nielsen Total Coverage Scotland - 52 w/e 24 January 2026
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Total Meat & Poultry Market Share Breakdown
by Region & Sector (Em)

Treated &
Fresh Meat Cooked Meat Fresh Poultry Prepared Rotisserie

Fresh Meat
Central 14.5% 14.5% 14.3% 14.8% 14.1% 13.9%
East of England 8.1% 8.3% 7.8% 8.1% 8.3% 6.1%
L& ”gsrscg‘e'rre & 11.9% 11.8% 12.3% 1.4% 12.3% 16.4%
London 19.6% 19.0% 17.7% 22.9% 18.8% 18.1%
Northeast 47% 4.8% 4.9% 4.3% 47% 6.9%
Siﬁ‘:ﬁzait 10.3% 10.6% 10.1% 10.1% 1.4% 6.9%
Southwest 3.4% 3.5% 3.3% 3.1% 3.5% 2.6%
Wales & West 8.8% 9.0% 8.8% 8.4% 9.1% 8.1%
Yorkshire 9.4% 9.5% 9.7% 8.9% 9.5% 12.2%
Scotland 9.3% 9.2% M.1% 8.0% 8.3% 8.9%

Reproduction or re-use not permitted without prior agreement.

Scotland holds a 9.3% share of
the Meat & Poultry market.
Only Cooked Meat holds a
higher share among sectors,
showing how much that sector
holds value in Scotland.

Overall, and compared to
Scotland’s 8.3% share of the GB

population, Scotland’s
overtrade within the market is
equal to roughly £158m, again
heavily driven by Cooked Meat,
but also Fresh Meat holding a
9.2% share.

Source: Nielsen Total Coverage GB - 52w/e 24 January 2026
ONS, Population Figures, 2022 Population estimates for the UK,

England, Wales, Scotland, and Northern Ireland - Office for
National Statistics (ons.gov.uk)



https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2022
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2022
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2022
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2022
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2022
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MEAT & POULTRY CATEGORY REPORT

Within all Meat categories, Total Meat & Poultry Sectors: Brands vs Private Label Share (% of £ Sales)

Branded share of the
I 85.4% 82.8%  81.7%

market is notably higher in
Scotland than at GB level.
92.6%

Fresh Meat, for example,
sees brand share almost
double in Scotland vs GB,
while T&P share triples.
This is helped largely by
brands like Simon Howie,
Malcolm Allan, Lawson’s,
Highland Game & We Hae
Meat who continue to hold
significant share &
distribution in Scotland.
Many of these brands will
be eyeing expansion south

of the border, particula rly SCOTLAND SCOTLAND SCOTLAND GB  SCOTLAND
those that have grown. Fresh Meat Cooked Meat Fresh Poultry Treated & Prepared Rotisserie
Meat

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage GB - 52 w/e 24 January 2026
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Key

Promo Sales
(%)

Total Meat & Poultry Promotional Activity: GB

Promo Sales (£)

(YoY £ growth)
N A 25.1%
Total
A\ N4
4 b £3.89bn

rexcl. NI (+6.7% YoY)
Fresh Meat Fresh Poultry Rotisserie
24.0% 20.2% 24.5%

f1.26bn £762.4m £36.9 m

(+11.0% YoY) | (+3.0% Yov) ! (-3.6% YoY)

Cooked Meat

27.3%

£1.01bn
(+9.1% YoY)

Reproduction or re-use not permitted without prior agreement.

T&P Meat

36.8%

£221.9m
(+12.8% YoV)

Source: Nielsen Total Grocery Multiples GB
52 w/e 24 January 2026

Despite significant supply
chain pressures, promo sales
have increased YoY, as total
meat & poultry sales under
promotion close in on a £4bn
valuation. With a 6.7% rate of
growth, this was however
significantly lower than last
year's reporting, where promo
sales grew by 18.3%, suggesting
a deceleration in activity.

Meat categories were very
Influential here, all pushing
more promo growth than
category average. Poultry grew
promo sales, but below market
rate, while only Rotisserie saw a
reduction YoY in activity.




MEAT & POULTRY CATEGORY REPORT

Grocery Multiples continue
to have a strong hold on
the market value, gaining
share on the Impulse
channel, especially in the
wider GB market, where
growth has been slower
YoY.

Impulse sales have
performed better in
Scotland, where they have
experienced strong
volume growth, supported
by a greater reduction in
average price per kilo vs
the wider GB Impulse
market.

Reproduction or re-use not permitted without prior agreement.

Total Meat & Poultry Breakdown
by Market Channels (£m)

IMPULSE,
£334.4M
2.3%

GROCERY
MULTIPLES,

15,480.7M
97.7%

Nz
AN

*excl. NI

IMPULSE,
£37.1M
2.6%

GROCERY

MULTIPLES,
1,437.4M
97.4%

X

Scotland

Total Meat & Poultry Market Channels

Year-on-Year Change (%)

by Value (£), Volume (KG), & Average KG Price Increase (£)

mValue mVolume

8.2%

6.8% |

-1.3%

GROCERY
MULTIPLES - GB

Source: Nielsen Total Coverage GB/Scotland — 52 w/e 24 January 2026

2.4%

0.9%

-1.5%

IMPULSE - GB

m Average KG Price Increase

7.8%

6.6%
6.1%

I 4.4%

-1.5%

-2.0%

GROCERY IMPULSE -
MUTLIPLES - SCOTLAND
SCOTLAND
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Despite record inflation, consumer positivity towards British agriculture reached a record 71% in 2025. With 77% of
shoppers now trusting farmers, there is a growing appetite for transparency and provenance.

Public Trust in Farming on the rise

——
Knowledge/interest in farming and
food production .
m Don't know zo e e
70%  B9% 70%  71% mten.es’ffsnme _
m Very negative ° 08%  66% 64% specialist knowledge in
e farming
m Somewhat negative 449 48%
. 479, 40% 41% 399,  41% ° 16-24 58%
m Neither positive nor negative 1% _“,_/
m Somewhat positive . 520 25-34 18%
p1 2019 2020 2021 2022 2023 2024 2025
m Very positive 65+ 29%
P = formed about food origin and production
= ctrong interest/'some specialist knowledge in farming Average A8%

Jun19 Sep20 Aug21 Aug22 Sep23 Aug24 Aug2s AW Sig difference vs 2024

AW Sig difference vs 2024

Trust in British farming is at a record high, with farmers seen as experts, caring for their livestock and the environment.

Interest and knowledge about food production are rising, especially among younger consumers.

Reproduction or re-use not permitted without prior agreement. Sources:


https://ahdb.org.uk/news/consumer-insight-consumer-positivity-towards-british-agriculture-hits-new-high-in-2025

MEAT & POULTRY CATEGORY REPORT

The Knowledge Bank’s bespoke Scottish Shopper Tracker shows that worries over finances and the economy
account for three of the top five concerns at the start of 2026 — the other two are health related.

Top 5 Current Concerns Amongst
Scottish Shoppers

P < 0% 75%  mm

46% 47%

Frequency
258 Trips

Spend per trip
£19.50

Units per trip

9.3 items
Ultra Personal Being Food prices Cost of
processed finances healthy living
or over (physically)
processing
of food

Reproduction or re-use not permitted without prior agreement. Sources: The Knowledge Bank Scottish Consumer Tracker Dec 2025,

+4.00/0 vs YA

'0.40/0 vs YA

'4.2% vs YA

NiQ Homescan 52 w/e 27.12.25

The ‘little and often’
purchasing habit
continues as consumers
look to control their
cashflow and cut down on
food waste.
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Scottish people have a strong affinity with domestically produced goods; 5 in every 6 shoppers claim they would like
to buy food produced in Scotland. Looking specifically at Meat, roughly two-thirds of shoppers would be more likely
to buy Meat & Poultry if they knew it came from Scotland, suggesting there is ample demand for Scottish meat.

The Importance of Provenance to Shoppers

Percentage more likely to buy if they know it's made in Scotland - Top 15

Milk I /196
Scotch Whisky I /196
Beef I /1%
84% Smoked Fish I 0 %6
Strawberries & other Soft Fruit I 0%
) _. _ Vegetables I SO
...of Scots would like to _ Ny . ’
buy more food & drink - 3 r_ L . --' Egos I 500
produced in Scotland =- 1] o A White Fish I C3 %
RIS EJTOEElY E '\ 2 =, o Salmon I G
shopping (an increase S : - bork .
from 82% in 2023) . - o 66%
' Chicken/Other Poultry I 5
Shellfish I G0
Bread & Rolls  IIIIIIINEEGEGEGEGEGN G2
Lamb I G196

Mineral Water I 0%

T4

Reproduction or re-use not permitted without prior agreement. Source: Provenance Research, July 2025, 56 Degree Insight for the Knowledge Bank
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Looking deeper, many shoppers claim they would also pay a premium for products if they came from Scotland,
with Game & Red Meat, as well as Chicken/Other Poultry leading across all categories.

Willingness to Pay ‘Premiums’ for Provenance

m | would be prepared to pay up to 10% more m | would be prepared to pay up to 20% more m | would be prepared to pay up to 30% more

Game Meat I 550 I e 24 % e 8% .
Red Meat I /2 I e 13% . /% -
Chicken/Other Poultry I 0 I s 159 I . © 9
Strawberries & other Soft Fruit GGG 5 C 0 I e 15% e . © %
Spirits I ©© % I 18 % M e 11
Beer, Lager or Cider I © S I e 18% . © %
Dairy Products I 520 I 159 e 7 9 .
Vegetables NN 20 I 13% . © % .
Fish/Seafood NI -7 I e 18% I 0%
Prepared Foods i.e,, Pies, CRM I 3 % I 14% . S0
Mineral Water I S0 I 16% e e 119
Bread & Rolls I © S I N 13% s % .
Sauces & Condiments I ? /0 I N 2% e S
Cakes & Biscuits I ? /% I 14% . % .
Snacks NN 5 I T1% . % .
Soft Drinks NG 4 I N O% I S .

Reproduction or re-use not permitted without prior agreement. Source: Provenance Research, July 2025, 56 Degree Insight for the Knowledge Bank
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Traditional in-store activation remains the most preferred option for Scots to hear about domestic produce;

however, there is now a greater preference to hear more through social media vs traditional forms such as TV,
Newspapers and Radio.

How Scots would like to hear more about Scottish Food & Drink

36% °

37% NEINS
0 ——
30% 599, —T—
21%
16%
In-store Social Media (e.g. Advertising (eg. Posters) TV Programmes Youtube, TikTok, or other  Chefs/Food Influencers  Newspapers/Magazines Radio Programmes Podcasts
Instagram) Video Platforms

Reproduction or re-use not permitted without prior agreement. Source: Provenance Research, July 2025, 56 Degree Insight for the Knowledge Bank
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« QMS Brand Research
2025 EssenceMediacom

. Nationally representative online sample of 1,000

Scottish adults (18+).
. Focus on understanding the drivers and barriers to

visiting local butchers for red meat purchases, as
well as shopper purchase habits and motivations.

QMS

Quality Meat Scotland
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MEAT & POULTRY CATEGORY REPORT Quality Meat Scotland

Most Scottish consumers want convenience when preparing food and are willing to try new recipes.
They care about what they eat, carefully reading ingredient labels and food origin.

69%
| like food which can be 65% 64%

. . . | prefer to prepare my
preparegacitijlg;:kly and | like to try new recipes meals from scratch

While over half feel financial
559, pressure when buying quality

63% 58%

| often read labels to | like to look out for Quality meat is too meat, nearly half do not,
see the list of where my products are

ingredients made or grown expensive sugggstlng a willingness to pay for
premium products.

R ducti t itted without bri ¢ Source: QMS Butchers Research with Essence Mediacom 2025. 1001 Scottish Respondents. Q. Please indicate the extent to which you agree or disagree with each
eproduction or re-use Not permitted witnout prior agreement. the following statements: NET Agree
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Price and appearance are most likely to influence where Scots buy red meat, while animal welfare and
Scottish provenance are ranked high as well.

What factors influence your decision when choosing where to buy red meat? %NET Important

Price
The look of the meat 94%
Range/choice of products available 92%
Special offers or promotions 88%
That the meat sold has high animal welfare standards 88%
If it is locally sourced in Scotland 84%
If the products sold in store are part of a quality mark/ quality... 83%
Sustainability 82%
Convenience eg. Opening hours/parking 81%
Type of packaging used 73%
If the shop/retail outlet itself is part of a trade body / accreditation... 6
Recommendations from others 66%

Having someone on hand in store to give advice 51%

| (=]

™
L (o)
(=]
3

Being able to buy online 32%

Reproduction or re-use not permitted without prior agreement. Source: QMS Butchers Research with Essence Mediacom 2025. 1001 Scottish Respondents
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Most respondents (93%) take product labels into consideration when buying food. Provenance and
animal welfare rank highly...

Younger adults are more likely to make "fakeaways", which Younger adults are the most likely to intend to go to
are quick and easy to prepare and often include meat, such a butchers in the next 12 months, highlighting their
as pasta dishes, burgers and meatballs. increasing demand for premium meat.

“I intend to go to the butchers more in
the next 12 months”
%NET Agree

“l like to make fakeaways (homemade style
takeaways)”

% NET Agree
55% 61%

48%
40% 41%
38%
’ 35%
35%
All All

18-24 25-34 35-44 45-54 55-64 65+

42%

34% 34%
29%
I I I i
65+

18-24  25-34 35-44 45-54 55-64

Reproduction or re-use not permitted without prior agreement. Source: QMS Butchers Research with Essence Mediacom 2025. 1001 Scottish Respondents
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QMS

Quality Meat Scotland

Supporting Scottish farmers and the local economy is the main reason consumers choose Scottish red
meat over imports, while Scots trust local produce for high quality, traceability and freshness.

15t 74%

Supporting Scottish farmers

4th 54%

Higher quality

Reproduction or re-use not permitted without prior agreement.

2" 72% 3rd 66%
Supporting the Scottish

Locally sourced
economy

th (o)
2 4% 6th 52%
You know where it comes from
(traceability)

Fresher

Source: QMS survey 2025. 1000 Scottish Respondents (aged 16+) that at least sometimes eat red meat



About QMS

QMS is the public body
responsible for helping the
Scottish red meat sector
improve its efficiency,
sustainability, integrity and
profitability and maximise its
contribution to Scotland's

economy.
SCOTCH MI>5d>1%
LAMB - BORN & REARED -

lality Meat Scotland

_ @ORN & REAREp _

SCOTCH

<
Our Brands Quality Assurance Market Intelligence
We market the PGl labelled Scotch Beef and Our quality assurance schemes underpin the We work with producers and the supply chain to
Scotch Lamb brands and promote Scottish pork integrity of our brands and reassure consumers increase productivity and profitability throughout
products under the Specially Selected Pork of provenance and the highest standards of the red meat value chain. Check out the latest
Banner. production. market developments with commentary from the

QMS team, or drop us an email with any specific

: : . - red meat insight needs you'd like to discuss.
For more information, please visit us at gmscotland.co.uk or email info@gmscotland.co.uk J y

Reproduction or re-use not permitted without prior agreement.
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Promos vary per retailer by mechanics & category. Multibuy offerings appear key to the T&P Meats category

(which has pushed volume YoY), occurring within the Cooked/T&P Meats space in Tesco and the Poultry space in

Waitrose. Sainsbury’s on the other hand offers frequent price reductions through its Nectar scheme.

Tesco Lean Diced Beef Tesco Diced Beef 400G Tesco British Beef Medium Tesco British Roast Beef

400G Roasting Joint slices 90g

Wkl T 206 (147) Wk G 2(106) ol 0y 210293) oo ok ke 4.4 (1788)

Mare like this More like this Mare like this More like this
Frice o Important infermation Any 2 for "
M:gh Aldi Price Match £3.50...

Qffer velld for delivery from
30122026 untll 0B/06/2028

0.6kg/£12.00 v

£4.49 £12.00
EN.22/kg £20.00/kg

Tesc days

i LEAN BEE]
= STUAR MINCT
r ¥4 AL "
- y
i

Tesco Beef Brisket In Gravy
Mince 5% Fat 500g 600G 330G

Tesco Beef Brisket Tesco Lean Beef Steak Tesco Lean Diced Beef

wrod ol ol O 3.5 (25) okl 3.2 (143) Wl O 20(62) ol o 2.8 (184)

Mare like this > Mare like this >

o Important infio Clubcara £4.10 Save 2... »

. {£10.79/kg DR-WT)

Qffer velld for dalivery from
16/02/2026 untll 10032028

Reproduction or re-use not permitted without prior agreement.

Promo Mechanics within Meat & Poultry

|
%

Sainsbury's British or New
Zealand Lamb Leg Steaks 300g

2.6/5 (110)
_T‘r'F'ICAL LIFE 9 DAYS

Sainsbury's Welsh Hill Lamb Sainsbury's Slow Cook Lamb Sainsbury's British or New

Rump 5teaks, Taste the Shanks with Mint 680g | Serves Zealand Lamb Rump Steaks
Differenc... 2) 300g

3.6/5 (40) 3.2/5 (131) 35 (75)
£5.25 with Nectar
£6.25 20383 /kg

£735 2450 /kg £750 c11.03/kg £5.75 £19.17 /kg

G H

Sainsbury's British or New Sainsbury's British or New

Zealand Lamb Chops 340g

Sainsbury's British or New
Zealand Whole Leg Of Lamb

Sainsbury's Just Cook Minted

Zealand Lamb Liver [Approx. Lamb Rump Steaks 300g

4500 345 (93) (Approx... LLYEON new |
[CHILLED | [TYPICAL LIFE 5 DAYS|
[CHILLED] [TYPICAL LIFE € DAYS|

300g-400g - £2.46 1.2kg-2kg - £33.40 v

Max price for selected range

£246 515/ kg £19.17 / kg

Source: Retailer Online Catalogues, 2026

Essential British Beef

Waitrose 2 British

Waitrose Free Range

]
AR
——
eg

‘Waitrose 2 British

Raolled Brisket Native Breed Rump British Pork Rack of Beef Sirloin Steaks
Typical weight 0.75kg Steak Beef Burgers Loin Ribs 400g
300 Typical weight 450g
¢E British 4E British Free range & British
# % % % 1:(53) * & & % 4:(593) * % % % 4:(110) # % % o(140)
Add 3 for £12
£13.73 each est. £4.28 each est.
E18.300kg £5.25 E17.50/kp £950/kg £14.00 E35kg
Add Add Add Add
Qo o o Qo
B e
o B
b i
€2 [
(2@
Waitrose British Easy to Cook Maple- Waitrose Chicken
Mative Breed Thick glared Gammon Joint Drumsticks, Skin-on
Cut Rump Steak 456¢ & Bone-in
300g Lokg
¢ British Freerable Freezable Slower Reared
* ¥ % % :(149) * & & & 4(199) # 4 % % 4:(359) % % 4 1:(321)
Add 3 for £12
£9.00 £30/kg £8.50 2561k £6.50 E14.26/kg £4.95 E310Mkg
Add Add
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The rise of GLP-1drugs like Ozempic could impact many categories, simply from a volume of consumption
perspective. Worldpanel reports households with GLP-1 users are cutting grocery spend, while NNB says over 40%

of consumers have considered these drugs.

A New Challenge with GLP-1 Drugs Designed to Reduce Consumption

GLP-1drugs, such as Ozempic, Wegovy, and
Mounjaro, are medications that mimic the
gut hormone GLP-1to regulate blood sugar,
slow digestion, and suppress appetite.

Originally developed to treat type 2 diabetes,
they are now widely used for weight loss,
leading to significant reductions in calorie

intake.

2.3% -> 4.1%

Share of UK Households with at

66% of users claim to be taking GLP-1drugs least one GLP-1 user

for Weight loss

64% of users claim they're snacking less
because of the medication GLP-1 Households saw an average 5.5%
reduction in monthly grocery spend.
63% of users claim they were scaling back

on indulgent treats

Reproduction or re-use not permitted without prior agreement. Source: Worldpanel, 2025/ The Grocer, 2025/ NNB July 2025 Newsletter

Chart 1: Consumer attitudes to GLP-1a drugs

7% are using GLP-1a drugs

7 % have used GLP-1a \

drugs but stopped

8% intend to use
GLP-1a drugs

41%

have not thought about
using GLP-1a drugs

]2% would

consider using
GLP-1a drugs in
future

Source: NNB five country consumer survey
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In Scotland, 51% of Scots have been trying to lose weight in the last 12 months ; while 86% have heard of GLP-1 weight loss
medications, only 13% claim an excellent understanding X

GLP-1 Usage For what purpose? How has taking the weight loss

(Those with experience of them) medication impacted how
much you buy/spend on the

1 1 o 8% following categories for

yourself or your household?

%% 2% 2 % %
2 4 % %
%k 2 % % %
b B 2 B D 2
* % 2 % % %
¥k % 2 %%
% % % %
L b b b P

Diabetes 8% More
i '1 FI 4 30/ management l Less
° (0 Vegetables Cakes & biscuit

— akes & biscuits
...-ﬂ L..H Weight loss _ coo Strawberries/soft  sweets & chocolate

fruit Prepared foods e.g.

v o Chicken/other pies, ready meals
5 /0 poultry Ice cream
Both . 1% Eggs Snacks
. Yoghurt

For those currently using or who have
used GLP-1 medication in the past, the
primary reason for use is weight loss.

Retailers are responding with ‘high
protein’ and ‘nutrient dense’ options

5% have used them in the past
5% are thinking about using them

The Knowledge Bank Scottish Consumer Research Tracking Wave 1 December 2025
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Shopper Health persists as an area of importance, while almost 50% of shoppers claim they find the idea of nutrient

dense meals appealing. Keeping this & GLP-1's in mind, Meat & Poultry products can be among some of the most
nutrient dense foods available, so leveraging communications to educate shoppers in this area could help.

Promo Mechanics within Meat & Poultry

NUTRIENT DENSITY

Satiety Index Score

o~

Lamb Liver '

Salmon (Atlantic)

/ O Beef Steak (Fat Eaten)

/ ( }0
31 o 8 ’
» o k. e » .-';

..of consumer claim not to have bought nutrient 70% @opﬂwsms 3

- (

eak (Rib Eye, Fat Eaten)

. . NUTRITION N0 A Beef Steak (Sirloin Liver
dense meals before but find them appealing. =) Pork Chops (Loin) O gl  Beef Steak(Sirloin)  Beef Liver
Pt ) - ~ O Chicken Thigh (Skin Removed)
'S 60% . . O -
~ Chicken Wing o A salmon (Pink, Canned
r. Y %
t‘c ) O Chicken Drumstick | A
0/ : - ‘ A A ,
&J 50% «w‘_ﬂ Chicken Breast (Skin Eaten) Tuna (Canned) Mussels
: wx‘ P s
o a 5.-:? )3
e 0/ Shrimp £ R
2 40% ) T
8 Camemb []  Eggs(Cooked) & Brussels Sprouts Spinach
r— , - Chia Pudding A ©
5 309% Ry, Baked Potato « Sweet Potato Salmon (Smoked) Broccoli
= LAl W Edam Cheese - o : & Bok Choy
£ ) e ok Choy
..5 f & 3 AWatermeIon = %,‘5: - & cauliflower
p— 20% yH Brown Rice | %\‘t{b gﬁg-_:t E r 0 : inée Cabbage, Pak-Choi

) ~ ‘ - <O Endive
Macadamia Nuts + pgcans Walnuts ©O Zuccht . e
~a Celery™” BeefBroth O < Parsley

Ny Flax Seeds Cocoa Powder ' %
T 3 “’+; \
Peach <
“S«J" ©
Blueberries g v Scallions Spirulina

Prunes R
K
Grapes Onion Paprika

‘.

20% 30% 40% 50% 60% 70% 80% 90%
Nutrient Density (Per Calorie)

Reproduction or re-use not permitted without prior agreement. Source: Levercliff Consumer Tracker, Version 20 / Optimised Nutrition Press Release, 2023
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This becomes even more important when factoring in the growing awareness of both UPF's and Gut Health. For
areas of the sector like Bacon, some shoppers make a UPF connection. Ensuring the nutritional information is
communicated, while focusing on product reformulation to address these concerns can help grow the category.

UPF Awareness Risin, Gut Health, and their Category Effect
UPF Awareness

Timeline Methods used to Support Gut Health

m May-24 mJun-25

Eating a range of fruit and 62%
vegetables 58%

| |

Choosing fibre rich foods 519%

I

Avoiding processed foods 42%

A I ——

drinks 43%

consumption 35% (0

Consuming pr.obiotic food or _027%

drink 24% ..of shoppers

. connect Bacon to
Eating fermented foods ﬂ 20% the topic of
UPF's.

Reproduction or re-use not permitted without prior agreement. Source: Levercliff Tracker Survey, Edition 17, June 2025
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From an NPD perspective, producers are focusing on adding value, where high-tier premiumisation in own-label,
licensed brand partnerships, and appliance-specific product design are collectively working to move the category
forward and enhance choice for shoppers.

The Latest in the World of innovation & NPD

B

.67 o K .. ;

\/"

GUINNESS

i
-
-

Finnebrogue has launched Guinness-infused
bacon and sausages (£3.75), combining the iconic
stout’s flavor with its signature nitrite-free
production, immediately addressing that UPF
concern.

This innovation uses high-profile licensing to
elevate everyday staples into "gourmet"
experiences, signaling a category shift toward
cross-brand partnerships. By merging health-
conscious "clean labels" with premium flavors, it
sets a template for driving value in traditional
meat sectors through unique collaborations.

Reproduction or re-use not permitted without prior agreement.

Morrisons' new "Best Signature Collection"
elevates the fresh meat category by introducing
ultra-premium, restaurant-quality cuts and
gourmet seasonings with a "farm shop"
aesthetic.

This innovation shifts the category from basic
commodities toward high-margin
premiumisation, signaling a future where
supermarkets directly challenge high-street
butchers through speciality quality and
convenience.

TRAD F
|

DEY AGLD - THI "
SIRLOIN STEAK

Source: The Grocer, 2025 (Articles Referenced in Bibliography)

Forresters' new ‘Crisp Up'
range (£4) at Morrisons
features chicken specifically
engineered to deliver a
"fakeaway" crunch in air fryers
in under 10 minutes.

This launch shifts the chilled
category toward appliance-
first innovation, signaling a
future where products are
designed for specific kitchen
tech rather than universal
oven cooking.

J/ HiGHPROTEIN % ,
STEAK LORN

N
~
| e
i

‘ Zgh. 0

PROTE, RS,

y
’H

Simon Howie are offering a
modern take on the classic
Scottish square sausage,
the new Steak Lorne
combines a rich, meaty
flavour with a performance
driven protein boost.

Made with 70% beef and
delivers 249 of protein per
serving (two slices) to cover
a post-workout recovery
meal or as a hearty
breakfast.

Additionally, the launch is
also gluten-free
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Supermarkets are embracing "meaty not greedy" value, using "frugal chic" techniques like slow-cooking and
rendering fats to turn budget cuts into high-flavour, protein-rich meals. By pairing bold pantry flavours with
accessible "treat meats," they are providing affordable satiety that fits current budget realities.

SHOPPER & MARKET:
KEY INSIGHTS

When two become one - it isn't enough anymore to
advertise a tasty sausage or burger and expect
customers to come running. With funds stretched
paper thin and food choice noise coming from all
parts of the internet, consumers need a good reason
to part with their hard-earned money. Meal-inspired
mix-ins or twists straddle the line of new and familiar,
giving consumers lots of bang for their buck.

Fat-forward - used for its flavour and cost-saving
purposes, animal fats are being rendered and
reserved then used in a variety of ways E.g. mixing
and matching animals (for example, chicken fat with
fish), brushing over veg for extra flavour with little
extra cost, adding umami/kokumi to dessert dishes.

Tastes like chicken — the humble chicken is being
elevated as chefs and producers turn to the popular
bird, driven by costs and consumer cravings. Its
familiarity makes it a ‘safe’ menu addition; one that
can be taken in a variety of flavour and format led
directions.

The Food People’s Meat & Poultry Evaluation

MEAT & POULTRY: NEW & EVOLVING TRENDS

Frugal is the new chic. In this economy, it really is about making meat
and poultry affordable, without sacrificing taste or flavour. That boils
down to rendering fats, bones and marrow and using every inch of
the animal for flavour, without hesitation or apology. Low and slow
techniques are applied to cheaper, tougher cuts to make them tender
and luxe-tasting whilst an overarching approach to simplicity makes
dining out a bit more affordable for both producer and consumer.

Indulgence is still on the menu, added through sauces, sides and
condiment layering rather than premium meats, to add flavour without
adding prohibitive cost.

Reproduction or re-use not permitted without prior agreement. Source: The Food People, ‘Meat & Poultry Snapshot’, 2025

The meat aisle is adapting to a "meaty not greedy"
mindset, where shoppers are looking to satisfy a protein-
rich "carnivorous itch" without overspending. This has led
to the rise of "frugal chic," a trend where consumers and

producers alike embrace traditional, cost-effective

techniques like low-and-slow cooking for tougher cuts
and using every part of the animal, including fats, bones,
and marrow, to maximize flavor without adding
prohibitive costs.

This shift toward "bold acidity and balance" using global
pantry staples like pickles and spice rubs allows for a
gourmet experience on a budget. By elevating the
"numble chicken" and exploring "treat meats" like duck
INn More accessible, ready-meal formats, the category is
finding new ways to deliver indulgence and "fat-led
satiety" while remaining firmly grounded in the realities
of the ongoing cost-of-living crisis.



MEAT & POULTRY CATEGORY REPORT
The Meat & Poultry market is growing in value and has reached a valuation of £15.8bn.

That said, volume has declined, so the category is becoming notably more expensive.
Market Summary
(Topline) Scotland accounts for 9.3% of the total market. Growth in Scotland is largely similar, as
the market is quickly closing in on a £1.5bn valuation.

Fresh Meat, the largest segment, grows its share slightly, helped by sectors such as Beef
which has seen the most notable level of inflation across all meat types. Cooked Meat &
Rotisserie have struggled, growing below market rate, while T&P Meats has performed well
in terms of volume growth.

Within all Meat categories, Brand’s share of the market is notably higher in Scotland
than at GB level. Only in Poultry categories are shares more aligned.

Beef has soared above other meat types from an inflationary perspective, driven by
falling cattle numbers and increasing animal feed costs. The level of inflation surpassed its
previous 21Ist century high during the global financial crisis of 2008/20009.

Despite record inflation, consumer positivity towards British agriculture reached a
record 71% in 2025.

Scots have a strong affinity toward Scottish produce - 5 in every 6 shoppers claim they
would like to buy food produced in Scotland, and many claim they would pay a premium
for multiple meat types if it were Scottish, though retailers are currently divided.

Producers and retailers are developing meat and poultry ranges in stores by adding
value at both ends of the spectrum. They offer better quality and choice for those who can
trade up but also promote the use of cheaper cuts with recipes and/or cooking methods.

Reproduction or re-use not permitted without prior agreement.
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categories, there iIs minimal
. . GB Fresh Meats: Value Breakdown Scotland Fresh Meats: Value Breakdown
difference in performance by Value (£) & Volume (KG m) by Value (£) & Volume (KG m)
across both GB & Scotland.
m\Value (£) ®mVolume (KG) mValue (£) ®mVolume (KG)

The core differences lie In

share. At GB level Lamb is £3.706n £354.5m
around 7.5x smaller than

Beef, but this increases to

around 14x in Scotland.

Similarly with Pork, it is about
20% the size of Beef at GB
level, but about 13% the size of

. . £7457m
Beef in Scotland, suggesting £499.8Mm .
there is opportunity to grow 321.6m 30.6m £24.6m
119.4m
sales. . 39.4m - ] 21m
BEEF LAMB PORK BEEF LAMB PORK
GB Change vs Scotland Change
YA (%) +17.0% +4.6% +4.5% vs YA (%) +16.2% +3.7% +4.0%
Value Value
Vol -E OO - o o Volume _C EO -7 GO 0
Source: Nielsen Total Coverage GB - 52 w/e 24 ome 2R L s 5.5% 7.6% +2.0%

January 2026

Reproduction or re-use not permitted without prior
agreement.
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[ [

Beef sales reached a Total GB Beef Market Value Breakdown Total GB Beef Year-on-Year Change (%)
£3.74bn valuation by the by Sub-category (£m)* by Value (£), Volume (KG)
bgglnnlng of 2026, hgavﬂy 2 Value mVolume
driven by supply chain RIBS £14.2M
pressures as value was up ALL OTHER FRESH

4 BEEF, £102.3M, 2.7%
14% while volumes entered CASSEROLE,

£212.8M, 5.7%

a decline YoY. MEATBALLS,

£128.8M, 3.4%

JOINT, £341.7M,
9.1%

Mince was the primary
driver, growing by almost a

MINCE, £1,318.3M, 35.2%

14.0%
I - v

17.8%

18.3%
J1.2%
B -
B 02%

12.0%
14.0%

guarter in value sales Yoy, BURGER
surpassing Steak as the £356.4M, oy B . B ey
largest Beef sub-category i *excl. NI - § S R >
in retail, but both entered ¥ v
a volume decline. 14.8%
Joint was hit the hardest
acCross SUb'CategorieS STEAK, £1,269.6M, 33.9%
while Only Ribs saw TOTAL  MINCE  STEAK  BURGER  JOINT CASSEROLEMEATBALLS RIBS  ALL OTHER
volume growth. Beer

Total Market Value:

£3.74bn

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage GB - 52 Wks - w/e 24 January 2026



Total Beef Market Value Breakdown

MEAT & POULTRY CATEGORY REPORT

s
L — \_". ~
Total Coverage GB: £3,744.2m ’
(+17.0% YoY) <
100% Share (

Lancashire & Border: £439.2m
(+6.0% YoY)
11.7% Share

Wales & West: £331.9m
(+16.3% YoY)
8.9% Share

Central: £553.1m
(+16.2% YoY)
14.2% Share

South West: £125.2m
(+15.9% YoY)
3.3% Share

Reproduction or re-use not permitted without prior agreement.

by Region (£m)

Scotland: £354.5m
(+16.2% YoY)
9.5% Share

North East: £182.4m
(+15.1% YoY)
4.9% Share

Yorkshire: £348.8m
(+14.7% YoY)
9.3% Share

East of England: £304.3m
(+18.2% YoY)
8.1% Share

London: £738.2m
(+19.9% YoY)
19.7% Share

South & South East: £386.6m
(+17.9% YoY)
10.3% Share

Scotland holds a 9.5% share of
the Beef market, slightly
overtrading vs its fair share of
the Fresh Meat category
(9.2%), equal to roughly
£10.3m. It has experienced
strong growth, slightly below
that of the market, but above
many Northern English
regions.

London, the East & England
and the South & South East
continue to grow ahead of the
market, suggesting more
affluent areas were less
Impacted by price increases.

Source: Nielsen Total Coverage GB - 52w/e 24 January 2026
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[—— [ ]
In Scotland, beef grew by Total Scotland Beef Market Value Breakdown Total Scotland Beef Year-on-Year Change (%)
roughly £50m YoY to reach by Sub-category (Em)* by Value (£), Volume (KG)
a £354.5m valuation, again
. . ®mValue mVolume
driven similarly by sub- RIBS, £10M,
0.3%

ALL OTHER FRESH

categories that drove total
BEEF, £15.5M, 4.4%

GB performance. Steak

24.5%

CASSEROLE, i
continues to hold the £215M,61% | FrE o < £ S
largest share in Scotland, A (v © = - .
but Mince is closing in JOINT, €233 . s -
quickly. | STEAK, £124.2M, 35.0% 3
BURGER, l I

Scotland’s largest issue is o
that volume has fallen

significantly more than at
GB level and hasn’t really
been recovered across
other Meat & Poultry
categories, suggesting a
greater level of price
sensitivity.

X

55% [N

4.8% [N

29%

15% |}

7% [
05% I
-3.0% |
10.4% [N
5.0% [

-24.9%
MINCE, £121.3M, 34.2%

TOTAL STEAK MINCE BURGER JOINT CASSEROLE MEATBALLS RIBS ALL OTHER
FRESH BEEF

Total Market Value:
£354.5m

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage Scotland - 52 Wks - w/e 24 January 2026



NOTE: Figures represent Grocery Multiples channel
(not Total Coverage — see source) as it is the only
channel where the Promotion Effect measure can be
MEAT & POULTRY CATEGORY REPORT calculated. As such, value sales figures differ slightly

Volume Pricing drove Total Beef Market Breakdown by Value Drivers (£m)

almost £600m of value £m Change
growth for the Beef -400.0  -200.0 0.0 2000 4000 6000 8000 10000 EMIVSYA
category YoY, | £3,717.8 TOTAL . I 5432
which caused a fall in
21e6r8and equal to roughly £1,308.6 MINCE . 700
m.

£12622 STEAK . 12020
Drivers have been largely N
consistent across the Beef | SURGER e +57.7
sub-categories, though £3415 JOINT | e
more expensive cuts have
suffered most, e.g. Steak. £212.0 CASSEROLE 1 +11.2
In the more popular sectors £127.7 MEATBALLS [ | +17.6
such as steak and mince,

£14.2 RIBS | +7.8

consumers have moved to
smaller pack sizes to £101.3 ALL OTHER BEEF ||
manage spend.

+12.5

B Promotion Effect m Unit Weight Effect m Unit Demand
m Distribution Effect B Price per Volume Effect

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Grocery Multiples GB - 52 w/e 24 January 2026 *Contains Fillet & Unidentifiable Private Label lines



MEAT & POULTRY CATEGORY REPORT

Scotland’s average KG pricing C—
continues to operate at

roughly 1% lower than GB, but

the gap continues to narrow

as volume pricing in Scotland mGB mSCOTLAND
Increased slightly more so
than in GB.

Total Beef: Value Breakdown
by Top Price per Kilogram (£)

[N
0
o)
W

£19.49

Mince saw pricing increase by
almost 30%, which given its
larger shopper base, will have
been felt a lot more by the
average consumetr.

£11.45
£13.32

q_
N o =
O wn N o
O O o

£10.90

N o>
e 0
W W

£11.69

00) N
N Y
(@) o O
W G W

£9.47

o O
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0
W

Only Ribs saw an average KG
INncrease of less than 10%,
showing the extent of supply

chain Struggles hitting the TOTAL MINCE STEAK BURGER JOINT  CASSEROLE MEATBALLS RIBS FARLELSOHTBHEEERF
category.
\0,2 (Cyga“ge ve +15.4% +27.7% +23.8% +23.6% +18.8% +13.4% +20.5% +9.8% +15.4%
Scotland Change
+17.6% +28.2% +23.6% +20.2% +21.4% +13.5% +20.4% +8.3% +17.6%
Source: Nielsen Total Coverage GB - 52 w/e 24 vs YA (%) ° ° ° ° ° ° ° ° °

January 2026

Reproduction or re-use not permitted without prior
agreement.
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MEAT & POULTRY CATEGORY REPORT Promo Sales
(%)
F— Total Beef Promotional Activity: GB* Beef promo sales grew by
Promo Sales (£) 5
(YoYfgroV\/th) rOugth £65m YOY (+9.8 /O),
NI 19.4% suggesting rgtallerg have tried
vl 7ot to address rising prices, but
4D £720.2m activity has been scattered
excl. NI (+9.8% YoY) .
across categories.
l l For example, Mince at the
Mince Burger Casserole Ribs cheaper end of the category
8 39 57 19 p— 25 90 saw an increase of 5.2% in
3% 170 =70 =70 promo sales, but overall promo
£108.6m £95.1m £49.3m £51m sales only accounted for 1/12 of
(+5.2% YoY) (-1.2% YoY) (-1.5% YoY) (+5.1% YoY)
total sales. Steak, the most
\ v v v expensive Beef category,

Steak Joint Meatballs All Other Fresh Beef iINncreased activity signiﬁca ntly
INn attempt to maintain its

20.7% .59 99 2% :

0.7% 44.5% 22.9% 19.2% shoppers base, while Burgers
£261.5m £151.9 £292 £19.5 VI

(+28.7% YoY) (+1.0% YrQY) (+2.9% \;EY) oo gc‘)y) Saw activity reduce.

Source: Nielsen Total Grocery Multiples GB - 52 w/e 24
Reproduction or re-use not permitted without prior agreement. January 2026







MEAT & POULTRY CATEGORY REPORT

[ [
Lamb sales have Total GB Lamb Market Value Breakdown Total GB Lamb Year-on-Year Change (%)
essentially reached the by Sub-category (£m)* by Value (£), Volume (KG)
half a billion pounds
. . . mValue mVolume
valuation in GB retail,
again suffering heavily J ALLOTHERY
from volume price DICED, £14.9m, 3.0% T <
o o [
Increases. Lamb already “ ;\3 N
one of the most expensive o " 5 o
g JOINT, £16.4m, 3.3% o) X O ¥
proteins has e < s I I <
underperformed vs the | 1 = - 0
Fresh Meat Category. SHOULDER, LEG, £173.4m, 34.7% I § e R l I.o 0 I .
£25.7m, 5.1% L D N X3 2 %
Q h N M &~ N
L L 13
Sub-categories like Steak foxcl N
have provided an element MINCE, £55.7m, R S
of resilience, growing "
around 12% in value and
seeing lower volume CHOPS, £69.1m,
deCIine, but the overa” 15.8% STEAK, £90.4m, 18.1% TOTAL LEG STEAK ~ CHOPS  MINCE SHOULDER JOINT DICED ALL
OTHER*

trajectory of the category
remains routed in volume

struggles. Total Market Value:

£499.8m

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage GB - 52 w/e 24 January 2026 *Includes Fillet Burger, Shank, Meatballs & Offal



Total Lamb Market Value Breakdown

MEAT & POULTRY CATEGORY REPORT

il
L e— \_". .
Total Coverage GB: £499.8m ’
(+4.6% YoY) ;

100% Share (

Lancashire & Border: £59.2m
(+4.4% YoY)
11.8% Share

Wales & West: £42.9m
(+2.9% YoY)
8.6% Share

Central: £76.9m
(+4.5% YoY)
15.4% Share

South West: £16.0m
(+3.8% YoY)
3.2% Share

Reproduction or re-use not permitted without prior agreement.

by Region (£m)

Scotland: £24.6m
(+3.7% YoY)
4.9% Share

North East: £17.4m
(+5.6% YoY)
3.5% Share

Yorkshire: £36.7m
(+3.0% YoY)
7.3% Share

East of England: £40.5m
(+5.6% YoY)
8.1% Share

London: £129.7m
(+5.6% YoY)
26.0% Share

South & South East: £55.9m
(+4.5% YoY)
1.2% Share

Lamb continues to significantly
undertrade in Scotland. When
compared to its fair share of
Fresh Meat (9.2%), this is equal
to roughly £21.4m, suggesting
there remains a £20m+
opportunity for Scottish lamb
producers to reach its fair
share.

Due to its expense, Lamb
performs better in more
affluent southern regions
which account for relatively
high share of lamb sales
compared to Fresh Meat, while
also continuing to see growth.

Source: Nielsen Total Coverage GB - 52w/e 24 January 2026




MEAT & POULTRY CATEGORY REPORT

[ [
There is a disparity in value Total Scotland Lamb Market Value Breakdown Total Scotland Lamb Year-on-Year Change (%)
& volume performance by Sub-category (£m)* by Value (£), Volume (KG)

between Lamb in Scotland
and the wider GB market,

m\Value mVolume

similar to Beef, except ALL OTHER?, <
£2.o0m, 10.6% S
within lamb it is more of DICED, £0.7m, 2.8% | ; S
an issue. I ; S
= 5
(00)
- : . 2 )
This Is largely attributed to JOINT, £1.3m, 5.2% LEG, £5.7m, 231% > I I 2
Steak, Chops & Mince, [] 2

which have seen SHOULDER, "‘

7.6% M
6.0%

]

8.1% [

26% M
-21%

]

0.3% |

12.5% I

6.8 I

5.2% [l

significant divergence in £1.0m, 41%

performance across the - -
. MINCE, £2.3m, 0 =

two key metrics. 9.3% ¥ E

Only Lamb Joint remains STEAK, £61m, 24.8%

in both value and volume
growth, despite
inflationary pressure.

-29.1%

CHOPS, £5.0m,
20.1%

TOTAL LEG STEAK CHOPS MINCE SHOULDER JOINT DICED ALL
OTHER*

Total Market Value:
£24.6m

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage Scotland - 52 w/e 24 January 2026 *Includes Fillet Burger, Shank, Meatballs & Offal



NOTE: Figures represent Grocery Multiples channel
(not Total Coverage — see source) as it is the only
channel where the Promotion Effect measure can be

MEAT & POULTRY CATEGORY REPORT calculated. As such, value sales figures differ slightly
[ |
Promo mcrementa“ty has Total Lamb Market Breakdown by Value Drivers (£m)
been a key driver for Lamb, £m Change
. (Em) vs YA

pushing as much growth 200 -100 00 100 200 300 400 500
YoY as volume pricing £49758 roral I 220
Increases. This has been
driven mqstly by Leg & £173.] LEG T 1 . 45
Steak, while Leg also saw a
decline in volume pricing, £89.9 STEAK . +10.2
which has benefited e
demand for this cut. | CHOPS HE N 2.1

£55.6 MINCE 1R +3.6
Elsewhere, the overall
decline in demand (URoS) £25.5 SHOULDER ui 1.4
has been consistent across
all remaining sub- £le.4 JOINT n +0.7
categories.

£14.9 DICED | | -0.9

£53.6 ALL OTHER FRESH LAMB* N || +6.8

B Promotion Effect m Unit Weight Effect m Unit Demand
m Distribution Effect B Price per Volume Effect

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Grocery Multiples GB - 52 w/e 24 January 2026 *Includes Fillet Burger, Shank, Meatballs & Offal



MEAT & POULTRY CATEGORY REPORT

Lamb is roughly 7% cheaper
INn Scotland by volume, with
Scots spending significantly
more on chops, a cheaper
cut, contributing to this
difference. However, almost
all categories are cheaper per
kilogram in Scotland.

While we saw volume pricing
growth of almost 30% in beef,
this was maintained for the
most part in the low-to-mid
teens for Lamb, reducing to
as little as 2.2% for Leg In
Scotland. Average price
growth of 12.2% in Scotland is
slightly higher than GB,
leading to a sharper drop in
volume sales.

Source: Nielsen Total Coverage GB - 52 w/e 24
January 2026

Reproduction or re-use not permitted without prior

agreement.

GB Change vs
YA (%)

Scotland Change

vs YA (%)
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Total Lamb: Value Breakdown
by Top Price per Kilogram (£)
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TOTAL LEG STEAK CHOPS MINCE SHOULDER DICED JOINT ALL OTHER
FRESH LAMB

+10.1% +3.3% +15.4% +17.5% +11.5% -1.4% +12.7% +6.2% +19.3%

+12.2% +2.2% +18.2% +16.3% +12.6% -6.1% +19.7% +8.0% +27.7%
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MEAT & POULTRY CATEGORY REPORT Promo Sales
(%)

Total Lamb Promotional Activity: GB* Almost £2 Iin every £5 spent on
Promo Sales (£)

(YoY £ growth) Lamb over the previous year

N A 36.8% came from promotions, far

] N¢ Total higher than Beef.

B £194.8m
o o Lamb Leg saw the highest
promo sales, accounting for
l l more than half of overall sales,
Leg Chops Shoulder Joint which has led to only a slight
52 0% — 50.49% — drop In volume sales at GB |
. ‘ . : level. Only Mince saw a decline
£93.5m £22.5m £129m £4.5m INn promo activity YoY, which
(+6.0% YoY) (+6.7% YoY) (+9.1% YoY) (+8.1% Yov) . . .
will have contributed to its
v v ' v overall price increase.
Steak Mince Diced All Other Fresh Lamb
In Scotland, activity was higher
28.0% 20.4% 34.9% 36.8% (37.5% of sales), ind%cating ’?hat
Scots are relying more on

promotional activity.

Source: Nielsen Total Grocery Multiples GB - 52 w/e 24
Reproduction or re-use not permitted without prior agreement. January 2026 *Includes Fillet, Burger, Shank, Meatballs & Offal







MEAT & POULTRY CATEGORY REPORT

[ [
The Pork & Bacon market Total GB Pork & Bacon Market Value Breakdown Total GB Pork & Bacon Year-on-Year Change (%)
regressed slightly YoY to a by Sub-category (£m)* by Value (£), Volume (KG)

£1.77bn valuation, driven
almost exclusively by
Bacon rather than other
Pork cuts as shoppers
purchase less.

MEATBALLS, £22.3m, 1.3% mValue mVolume

BURGER,
£7.8m,
0.4%

RIBS, £40.8m, 2.3%

OFFAL,
£2.3m, 0.1%

MINCE, £83.9m,
4.7%

LOIN, £63.1m,
3.6%

Rashers, which account for

S 15.9%
] 0.8%
I 15.3%

I
23% Il
]

41% I
229 M
I

5.1% Il
0.3% 1

I 14.4%

X
XX
o N Vo)
ALL OTHER < Lo L
almost half the market, BACON £1401m N % I I N
saw the most notable 7.9% _ i° N

1.0%
-0.3% |

decline, likely as some
shoppers make the UPF
connection. Elsewhere, Iin
Pork, Mince saw the

strongest growth of all péﬁ?o g'zEsRsFmREzgg/
sub-categories, pushing
value and volume above
14% growth.

-3.4%

-5.0%
-5.0%

*excl. NI

RASHERS, £882.8m,
49.9%

-12.9%

TOTAL RASHERS ALLOTHER ALLOTHER MINCE LOIN RIBS MEATBALLS  BURGER OFFAL
FRESH PORK  BACON

Total Market Value:
£1.77bn

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage GB - 52 w/e 24 January 2026 *Contains Steaks, Joints & Chops



Total Pork & Bacon Market Value Breakdown
by Region (£m)

MEAT & POULTRY CATECORY REPORT ¢ ‘f
M "
E 7

Total Coverage GB: £1,768.7m ’

(-1.0% YoY)

100% Share { Scotland: £148.6m

(-2.3% YoY)
8.4% Share

Lancashire & Border: £209.9m
(-1.8% YoY)
11.9% Share

North East: £88.8m
(-1.2% YoY)
5.0% Share

Yorkshire: £179.4m
(-1.4% YoY)

Wales & West: £163.2m 10.1% Share

(-1.2% YoY)

9.2% Share
East of England: £146.2m
(+0.1% YoY)
Central: £270.6m 8.3% Share

(-1.4% YoY)
15.3% Share
London: £308.5m
(-0.2% YoY)
South West: £66.9m 17.4% Share
(-0.8% YoY)

3.8% Share South & South East: £186.5m

(-0.6% YoY)
10.5% Share

Reproduction or re-use not permitted without prior agreement.

Scotland fell in share to 8.4%
this year, below its fair share of
Fresh Meat and equal to an
undertrade of £14.1m.

Like previous reporting, East of
England, a major hub for pork
production, is an area

performing relatively well,
being the only region to see
value growth.

Source: Nielsen Total Coverage GB - 52w/e 24 January 2026




MEAT & POULTRY CATEGORY REPORT

Scotland underperforms vs
GB, again driven mostly by
Bacon, but also seeing a
much sharper decline in
smaller categories like Loin
& Burger.

Scottish consumers over-
index on Bacon rashers
spend (around 120 vs GB
base) but are also cutting
back expenditure similar
to the wider GB market.

Reproduction or re-use not permitted without prior agreement.

Total Scotland Pork & Bacon Market
Value Breakdown by Sub-category (Em)*

MEATBALLS, £1.7m, 1.1% BURGER,
£0.em,

, 0.4%
OFFAL,
£0.2m, 0.1%

LOIN, £3.1m, 2.1%

X

RIBS, £2.7m, 1.8%

MINCE, £6.2m,
4.2%

ALL OTHER

BACON, £15.0m,
10.1%

ALL OTHER FRESH
PORK, £31.0m, 20.9%

59.3%

RASHERS, £88.1m,

Total Market Value:
£148.6m

Total Scotland Pork & Bacon Year-on-Year Change (%)
by Value (£), Volume (KG)

m\Value mVolume
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TOTAL RASHERS ALLOTHER ALLOTHER  MINCE LOIN RIBS MEATBALLS BURGER OFFAL

FRESH PORK  BACON

Source: Nielsen Total Coverage Scotland - 52 w/e 24 January 2026 *Contains Steaks, Joints & Chops



NOTE: Figures represent Grocery Multiples channel
(not Total Coverage — see source) as it is the only
channel where the Promotion Effect measure can be

MEAT & POULTRY CATEGORY REPORT calculated. As such, value sales figures differ slightly
[
Pork ha? been an . Total Pork & Bacon Market Breakdown by Value Drivers (£€m)
Interesting category in that £m Shange
volume pricing has 800 -600 -400 200 00 200 400 600 EMVS
ey > AR £1719.7 TOTAL 1 s 159
demand has dropped,
almost entirely driven by £844.0 RasHERS N -43.4
Bacon Rashers. Shopper
' £139.0 ALL OTHER BACON N 4.8
concern around Ultra- -
Processed Foods is £83.8 MINCE | . +10.6
potentially impacting
. £63.0 LOIN +0.7
consumption here. u
£40.8 RIBS 1 +6.3
A slight increase in unit
weight effect suggests Ele.4 MEATBALLS 1 e
shoppers are trading up to £7.5 BURGER I -0.4
slightly larger packs on
occasions, while a growing £2.5 OFFAL | -0.01
distribution effect has £523.0 ALL OTHER FRESH PORK I BN . +13.8
stemmmed further decline.
B Promotion Effect m Unit Weight Effect m Unit Demand
m Distribution Effect B Price per Volume Effect

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Grocery Multiples GB — 52 w/e 24 January 2026



MEAT & POULTRY CATEGORY REPORT

Scotland continues to
command a slight premium
IN volume pricing vs GB,
largely through its higher
affinity towards Bacon
Rashers.

Pork on the other hand
remains cheaper in Scotland

for the most part.

Only Rashers & Mince saw
volume pricing decrease YoY
across GB & Scotland,
however, mince has been the
only segment to experience
INcreased demand.

Source: Nielsen Total Coverage GB - 52 w/e 24
January 2026

Reproduction or re-use not permitted without prior
agreement.

GB Change vs
YA (%)

Scotland Change
vs YA (%)
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Total Pork & Bacon: Value Breakdown
by Top Price per Kilogram (£)
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TOTAL RASHERS ALLOTHER ALLOTHER MINCE LOIN RIBS MEATBALLS BURGER OFFAL
FRESH PORK  BACON

-0.7% -2.7% +2.3% +0.8% -1.3% +3.0% +12.4% +4.3% +0.1% +14.5%

-1.5% -2.5% +1.5% -2.1% -1.0% +1.9% +13.8% +6.4% +0.6% +10.1%
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MEAT & POULTRY CATEGORY REPORT Promo Sales
(%)

Total Pork & Bacon Promotional Activity: GB

The category saw an increase

Promo Sales (£)

(YoV £ growth) to promo activity over the year,
o :
NI 28.7% up to 28.7% of sales and closing
vl 7ot In on £500m sold on
4 £494.1m promotion.
excl. NI (+3.6% Yov)
This was pushed mostly by
l l Pork categories such as Mince
Rashers All Other Bacon Loin Meatballs & Meatballs which have
Increased spend on promotion
£199.0m £35.7m £30.9m £5.7m
(-5.9% YoY) (+22.5% Yov) (-0.4% YoY) (+28.1% YoY) .
All Other Fresh Pork, which
v v v v Includes the likes of Steaks &
All Other Fresh Pork Mince Ribs Burger & Offal Joints, increased activity the
35 59 18,5 46.0% 26,39 most from an absolute
=70 5% 70 3% perspective, up almost £17m
£185.em 5m .8m 9m
(+9.9% YoY) (+2§§<2 Yov) (+§.13%@8vov) (+1§.szs(2 Yov) over the year.

Source: Nielsen Total Grocery Multiples GB - 52 w/e 24
Reproduction or re-use not permitted without prior agreement. January 2026







MEAT & POULTRY CATEGORY REPORT

[ [
Sausages have surpassed Total GB Sausages Market Value Breakdown Total GB Sausages Year-on-Year Change (%)
the £1bn valuation for the by Sub-category (Em)* by Value (£), Volume (KG)

first time in retail, though

growth has been lower

SAUSAGES MEAT, £48.2 m,
and volume led. e

m\Value mVolume

VENISON,
£0.9 m, 0.1%

J LAMB, £1.1 m, 0.1%

This was primarily driven

X

BLACK/WHITE 00

by Pork Sausages, which SAUSAGES IN BACON, | | , PUDDING S 3
accounts for more than £5 £6s.7m, 6.4% 319%

48.4%

of every £6 spent, but sub-
categories like Pigs in
Blankets (Sausages in
Bacon) has grown higher
proportionally.

X
©
[
M
ALL OTHER
SAUSAGES, .
£92m, 0.9%

PORK SAUSAGES,
£876.7 m, 84.8%

I 7 --c%

1.9%
| 2.9%

0.4%

| 2.5%

-117%

B 69%

6.6%

B

0.5%

| 0.9%
I o 4%

*excl. NI

-1.5% |

Smaller categories like
Lamb & Venison sausages

have enjoyed significant R N A
advancement in ST
distribution but on a &CM
localised scale Total Market Value:
£1.03bn

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage GB - 52 w/e 24 January 2026



Total Sausages Market Value Breakdown

MEAT & POULTRY CATEGORY REPORT

O e—— 2

Total Coverage GB: £1,034.6m ’

(+1.9% YoY)
100% Share (

Lancashire & Border: £119.1m
(+1.6% YoY)
11.5% Share

Wales & West: £92.2m
(+1.8% YoY)
8.9% Share

Central: £144.3m
(+1.6% YoY)
13.9% Share

South West: £39.6m
(+2.2% YoY)
3.8% Share

Reproduction or re-use not permitted without prior agreement.

by Region (£m)

Scotland: £115.5m
(+1.4% YoY)
11.2% Share

North East: £50.8m
(+2.0% YoY)
4.9% Share

Yorkshire: £98.6m
(+2.5% YoY)
9.5% Share

East of England: £91.0m
(+2.8% YoY)
8.8% Share

London: £167.3m
(+1.3% YoY)
16.2% Share

South & South East: £116.1Im
(+2.1% YoY)
11.2% Share

Scotland holds an 11.2% share
of the Fresh Sausages
category, equal to roughly
£20.3m in overtrade.

Sales are growing slowly in
Scotland but remain slightly
below the market average.

Eastern regions of GB grow
above the rate of market
average, along with both
southernmost regions. London
Is currently the slowest market
for growth within the Sausages
category.

Source: Nielsen Total Coverage GB - 52w/e 24 January 2026




MEAT & POULTRY CATEGORY REPORT

In Scotland, the
performance of segments
varies significantly and has
a significant regional
iImportance pushing the
overtrade.

Sausage Meat and the
Black/White Pudding &
Haggis sub-categories
account for a greater share
of sales from Pork
Sausages. This is
predominantly due to the
Importance of Scottish
Brands such as Simon
Howie, Malcolm Allan,
Lawson’s, etc. That said,
these categories have not
performed well compared
to the wider GB market.

Reproduction or re-use not permitted without prior agreement.

Total Scotland Sausages Market Value Breakdown
by Sub-category (Em)*

VENISON,
£0.2 m, 0.1%

) LAMB, £0.1m, 0.1%

BLACK/WHITE
PUDDING &
HAGGIS, £12.0 m,
10.4%

X

ALL OTHER
SAUSAGES,
£1.6 m, 1.4%

SAUSAGE MEAT, £27.3 m,
23.6%

PORK SAUSAGES,
£67.8 m, 58.7%

SAUSAGES IN BACON,
£6.6 M, 57%

Total Market Value:
£115.5m

Source: Nielsen Total Coverage Scotland - 52 w/e 24 January 2026

Total Scotland Sausages Year-on-Year Change (%)

1.4%

| 0.6%

11.6%

-0.3% |

by Value (£), Volume (KG)
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NOTE: Figures represent Grocery Multiples channel
(not Total Coverage — see source) as it is the only
channel where the Promotion Effect measure can be

MEAT & POULTRY CATEGORY REPORT calculated. As such, value sales figures differ slightly
[——

OVGra”? gr.OWth for Total Sausages Market Breakdown by Value Drivers (£Em)
Sausages is driven by £m Change
increases in distribution, 400 -30.0 200 -10.0 0.0 100 200 300 400 500 EMVSYA
which has prevented the

- £1,007.4 TOTAL EE I s 9.6
market from going into a
strong decline.

9 £853. rorksausaces [ 46
De.s.plte a drop In volume £65.6 SAUSAGES IN BACON i1 +6.9
pricing, there has been a
fa!l Ir.\ unit demand (URoS) £47.0 SAUSAGE MEAT | +2.5
within the Pork Sausages
sub-category. £30.7 BLACK/WHITE PUDDING & HAGGIS 1 +0.3
This |nd|C§tes that the £8.9 ALL OTHER SAUSAGES I B +44
category is under the same
pressure as Bacon Rashers, 11 LAMB SAUSAGES || +0.5
which is growing health
concerns around UPF's £0.9 VENISON SAUSAGES \| +0.4

B Promotion Effect m Unit Weight Effect m Unit Demand
m Distribution Effect B Price per Volume Effect

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Grocery Multiples GB — 52 w/e 24 January 2026



MEAT & POULTRY CATEGORY REPORT

Meat & Black/White Pudding
& Haggis segments amongst
Scottish consumers, which

. [
Sausages in Scotland have
accelerated their premium vs Total Sausages: Value Breakdown
GB, now rough|y 6% more by Top Price per Kilogram (£)
expensive in Scotland BGB mSCOTLAND = = = =
compared to GB from a | R
volume pr.icing. perspective, , 5 :
though will be influenced by | |
an increased participation of : l
quality Scottish brands. N o : :
N .
. . G I | .
The growth In Scottish o 9 . | | = 3
. c . N (@ :
average prices will be driven N D MmN ~ N SR ! i
R TolTs) ha O g | [
by a greater focus on Sausage . W . : :
I I
I I

. TOTAL PORK SAUSAGES IN SAUSAGE MEAT BLACK/WHITE| ALL OTHER | LAMB VENISON
have expenenced greater SAUSAGES BACON PUDDING & | SAUSAGES : SAUSAGES SAUSAGES
. HAGGIS
growth rates in volume | |
pricing. |
VA oy noe e -1.0% -2.1% +4.5% +6.1% +25% | -203% || +10.3% -7.5%
scotland Change | +0.8% 1.9% +2.4% +6.9% +2.4% 1| -42.8% | +16.7% +0.8%
Source: Nielsen Total Coverage GB - 52 w/e 24 vs YA (%)
January 2026 .

Reproduction or re-use not permitted without prior
agreement.
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MEAT & POULTRY CATEGORY REPORT Promo Sales
(%)

Total Sausages Promotional Activity: GB Promo activity INn Sa USages fell
Promo Sales (£)

(YoY £ growth) YoY, driven by a reduction in
N I 35.0% Pork Sausages as already seen

Total through the driver chart.
74 w £352.6m

*excl. NI (-2.2% YoY)

Sausages in Bacon grows well,

l l l up roughly £3m YoY, while
l Sausage Meat contributes
Pork Sausages Sausage Meat All Other Sausages Venison Sausages another cou p|e hundred
thousand in absolute growth.
35.1% 27.6% 20.0% 43.8% : :
> ? ? > Black/White Pudding and
£299.6m £13.0m £1.8m £0.41m Hagg|s has fallen in activity
(-4.0% Yov) (+2.3% Yov) (+63.0% YoY) (+101.6% YoY) ; i
v v ’ YoY, despite promoting roughly
Sausages Black/White Lamb Sausages 40% less than total Category’
in Bacon Pudding & Haggis . .
suggesting an opportunity for
47.1% 21.9% 27.99, Sco.ttolsh producers tp INCrease
activity further to drive sales.
£30.9m £6.7m £0.30m
(+10.7% Yov) (-0.4% Yov) (+58.8% YoY)

Source: Nielsen Total Grocery Multiples GB - 52 w/e 24
Reproduction or re-use not permitted without prior agreement. January 2026




MEAT & POULTRY CATEGORY REPORT

Private Label maintains Total Sausages Brand vs Private Label
. Total Sausages Value Breakdown
the majority share at GB . Year-on-Year Change (%)

p . . by Brand vs Private Label (Em) bv Val £) Vol KG
level, which is capturing a y Value (£), Volume (KG)
greater share of sales. m\Value mVolume
Despite this, brands still

account for almost 50% of

5.4%
sales In Scotland, roughly PRIVATE 4.7%
2.5x the share of England & ;@g% 4.0%
PRIVATE - 9
Wales. LABEL 199 3.2%
. _ £739.8M
Private Label consistently 80.5%
offers larger packs, giving 059
o . 0]
shoppers the opportunity -
to buy into better value
propositions, which has RANDS
helped performance. £CEAM
BRANDS, 48.8% -2.4%
£179.3M -3.2% -31%
19.5% BRAND - E&W PL - E&W BRAND - SCOTLAND PL-SCOTLAND

England & Wales Scotland

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage GB - 52 w/e 24 January 2026






MEAT & POULTRY CATEGORY REPORT

[ [
Venison has come under Total GB Venison Market Value Breakdown Total GB Venison Year-on-Year Change (%)
significant pressure, only by Sub-category (Em)* by Value (£), Volume (KG)

growing slightly in value
and in double-digit volume
decline, mainly through
Burgers & value-added
TREATED &

products. PREPARED

VENISON**, £2.90m,
17.5%

m\Value mVolume

9.1%

All Other Venison, the o
1.0% 2.0%
largest sub-category, g ]
which typically includes -

\ MEATBALLS, -2 69
Mince & Steaks, has £2.37mM,14.3% ALL OTHER -3.89 '
provided an element of roxcl N VERISDI FeATm. -6.7% 809
resilience with lower 11.1%
volume losses, but is still in ‘ 14.5%
decline. -17.9%

. BURGER, £2.88m, 17.4%
Meatballs sees the hlg hest TOTAL ALL OTHER BURGER MEATBALLS T&P VENISON**

level of inflation, with 9% VENISON*

value growth and 8%

volume decline. Total Market Value:

£16.56m

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage GB - 52 w/e 24 January 2026 *Mince, Steaks, & Unspecified PL lines **Grillsteaks, Value added seasoned lines, etc.



Total Venison Market Value Breakdown
by Region (£m)
MEAT & POULTRY CATEGORY REPORT ¢ .
o "
E 4
O — "‘i' ‘ 1 T —

Total Coverage GB: £16.56m ’

(+1.0% YoY)
100% Share

Scotland: £3.49m
(+4.2% YoY)
20.9% Share

Lancashire & Border: £1.20m
(-13.6% YoY)
7.2% Share

North East: £0.48m
(-6.6% YoY)
2.9% Share

Yorkshire: £0.97m
(-6.8% YoY)

Wales & West: £1.17m 5.9% Share

(-2.1% YoY)
7.0% Share
East of England: £1.34m
(+1.8% YoY)
Central: £1.84m 8.1% Share
(-2.7% YoY)

11.1% Share
London: £3.76m

(+8.4% YoY)

South West: £0.54m 22.7% Share
(+7.3% YoY)
3.3% Share

South & South East: £1.82m
(+2.7% YoY)
11.0% Share

Reproduction or re-use not permitted without prior agreement.

Despite the GB category being
under pressure, Scotland is
performing better with 4x the
value growth and increasing
value share beyond the 20%
mark.

Northern England regions,

have contributed to most of
the decline, while more
affluent southern regions have
seen performance & shares
grow.

Source: Nielsen Total Coverage GB - 52w/e 24 January 2026




MEAT & POULTRY CATEGORY REPORT

[ [
Venison in Scotland has Total Scotland Venison Market Value Breakdown Total Scotland Venison Year-on-Year Change (%)
grown to almost £3.5m in by Sub-category (£m)* by Value (£), Volume (KG)

value but has experienced
similar struggles in volume

m\Value mVolume

performance to the wider 16.8%
UK market, driven by
Treated & Prepared
products which have a
o o) (0)
greater share of sales in TREATED & 2% 41% .
o ALL OTHER :
Scotland. VENISON™, £1.12m, VENISON* £132m, . . [ ]
32.4% ' 2829, I . _0—60
Both Meatballs and . ‘ -3.7%
N\ 5.5% i
Burgers have performed 51
o o -J.170
slightly better in the -10.6%
Scottish market.
-16.6%
MEATBALLS,
£0.60m, 17.5% BURGER, £0.42m, 12.1% TOTAL ALL OTHER BURGER MEATBALLS T&P VENISON**
VENISON*

Total Market Value:
£3.46m

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage Scotland - 52 w/e 24 January 2026 *Mince, Steaks, & Unspecified PL lines *Grillsteaks, Value added seasoned lines, etc.



NOTE: Figures represent Grocery Multiples channel
(not Total Coverage — see source) as it is the only
channel where the Promotion Effect measure can be
MEAT & POULTRY CATEGORY REPORT calculated. As such, value sales figures differ slightly

As seen In Beef & Lamb1 Total Venison Market Breakdown by Value Drivers (£€m)
Change

volume pricing has been a £m Shange
. m) vs

key driver of value growth’ 25 20 15 10 -05 00 05 10 1.5 20 25

though it hasn't necessarily

driven, as there has also
been a significant

reduction in promotional a4 ALL OTHER VENISON -- +0.17

activity.

As a result, demand has a8 BURGERS -- -0
fallen across most

segments, while only

Burgers saw a slight

increase in UROS YoY. £2.57 MEATBALLS .- +0.20
There has been some

distributional growth over £2.90 18P VENISON -- 008
the year mainly driven by

steak and mince products m Promotion Effect m Unit Weight Effect m Unit Demand

iNn All Others. m Distribution Effect m Price per Volume Effect

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Grocery Multiples GB — 52 w/e 24 January 2026



MEAT & POULTRY CATEGORY REPORT

[
Except for Burgers, volume
pricing has increased more In Total Venison: Value Breakdown
Scotland than at GB level. by Top Price per Kilogram (£)
Meatballs increased the most, BCE mSCOTLAND
up overZO%.per kllogram VS Pl ~q
last year, while Mince & Steaks /5 9 \
within the All Other segment [ 2 & :
saw the lowest growth, but : :
still grew way above the rate | |
of food & drink inflation. l |
: |
: |
: |
: |
, |
: |
|
TOTAL | ALLOTHER VENISON BURGERS I MEATBALLS T&P VENISON
, |
, |
| |
ay +13.7% | +9.3% +17.2% : +18.8% +13.9%
]
Scotland Ch /
Source: Nielsen Total Coverage GB-52 W/e 24 V:ovAa(r‘:A)) ange +16.6% T\ +10.1% +12.4% / +21.3% +19.3%
January 2026 S - — — — = - -

Reproduction or re-use not permitted without prior
agreement.




MEAT & POULTRY CATEGORY REPORT

Key

Promo Sales
(%)

Total Venison Promotional Activity: GB
Promo Sales (£)
(YoY £ growth)
N A 27.5%
Total
A\ N4
4 b f£4.56m
rexcl. NI (-21.6% YoY)
All Other Venison T&P Venison
26.8% 23.9%
f2.26m £0.69m
(-15.2% YoY) Burgers Meatballs (-24.0% YoY)
32.3% 28.4%
£0.93m £0.67m

(-37.7% YoY)

Reproduction or re-use not permitted without prior agreement.

(-9.2% Yov)

Source: Nielsen Total Grocery Multiples GB - 52 w/e 24

January 2026

Promo activity, as mentioned,
reduced drastically YoY, down
more than £1m overall which

will have undermined growth.

All sub-categories declined,
though Burgers contributed
the largest decline overall.

Promo sales are now at a
similar level to where they were
at a couple of years ago, only
the category’s total valuation is
up well over 20% in that time,
suggesting the market has
become a lot more expensive.




MEAT & POULTRY CATEGORY REPORT

While Brands hold a
strong share, Private Label
has a 5.5x higher share in

Total Venison Brand vs Private Label
Year-on-Year Change (%)
by Value (£), Volume (KG)

Total Venison Value Breakdown
by Brand vs Private Label (£€m)

England & Wales than in AT mValue mVolume
Scotland. That said, Private LABEL,
Label share is falling SRIVATE £0.3M

) 8.5%
quickly, as value and LABEL, 11.9%
volume are in double digit i 9.0%
decline across the market, 461% I
particularly bad in
Scotland. B I l

BRANDS, T 7 80,

Branded share in Scotland £3.2M -10.69 |
at over 90% is mostly 91.5%
driven by Highland Game BRANDS, -18.5%
participation within the £7.1M
Meatballs, Grillsteaks & 53.9% -28.89
Burgers area of the e
Category° BRAND - E&W PL - E&W BRAND - SCOTLAND PL-SCOTLAND

England & Wales Scotland

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage GB - 52 w/e 24 January 2026
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MEAT & POULTRY CATEGORY REPORT

[ [
Chicken sales have quickly Total GB Chicken Market Value Breakdown Total GB Chicken Year-on-Year Change (%)
closed in on a £3.5bn by Sub-category (Em)* by Value (£), Volume (KG)

valuation in GB retalil,
growing strqngly In value g
but falling slightly YoY £1881M, 5.4%
from a volume perspective.

m\Value mVolume
DRUMSTICKS/THIGHS,
£16.5M, 0.5%

OFFAL, £6.4M, 0.2%

52.0%

ALL OTHER
FRESH CHICKEN,
£229.5M, 6.6%

MINCE,
£34.5M, 1.0%

Breast & Fillets, the largest
sector, has provided

THIGHS/WINGS,

I S .7%

) o £458.8M, 13.1% 3 § ° é;
significant growth to the . \o R ~ 3 ~
- & X o R - 53 3
category and has not © ~ 35 o I &
' B = - II Hx m
experienced volume — — N
. X
decline. *excl. NI | BREAST/FILLETS/PIECES, © \OI
£1,985.8M, 56.9% | s
. X T i
Whole/Crown Chicken has % '
I WHOLE/CROWN, v | <
been .the single largest HoLE/cRow & \@O@ & §O@ d_@e \&& §o %\\O& OQQVV
contributor to volume & & g & )
° N/ S
decline, where volume & & & & Oqo*“ §°
Q- O
sales fell by almost a @Q&’ & &
quarter YoY. >
Total Market Value:
£3.49bn

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage GB - 52 w/e 24 January 2026 *Largely Private Label lines with no segmentation yet



Total Chicken Market Value Breakdown
by Region (£m)

MEAT & POULTRY CATEGCORY REPORT ¢ ‘f
M "
E 7

Total Coverage GB: £3,490.9m ’
(+8.1% YoY) :

100% Share (

Scotland: £280.4m
(+7.9% YoY)
8.0% Share

Lancashire & Border: £397.6m
(+7.7% YoY)
11.4% Share

North East: £151.5m
(+8.0% YoY)
4.3% Share

Yorkshire: £313.5m

+7.4% YoY
Wales & West: £292.1m (9.0% Share)
(+7.8% YoY)
8.4% Share
East of England: £280.9m
(+9.4% YoY)
Central: £518.2m 8.0% Share
(+7.8% YoY)
14.8% Share
London: £795.8m
(+8.5% YoY)
South West: £109.8m 22.8% Share
(+7.4% YoY)
3.1% Share South & South East: £351.0m
(+8.5% YoY)
10.1% Share

Reproduction or re-use not permitted without prior agreement.

Scotland holds an 8% share of
the Chicken market, in line
with previous reporting, and
performing almost identically
with GB. In fact, performance
across all regions has been
very similar from a value
perspective, with little
movement in terms of share
across the country.

Source: Nielsen Total Coverage GB - 52w/e 24 January 2026




MEAT & POULTRY CATEGORY REPORT

[ [
In Scotland, performance Total Scotland Chicken Market Value Breakdown Total Scotland Chicken Year-on-Year Change (%)
across the sub-categories by Sub-category (Em)* by Value (£), Volume (KG)

echoed that of GB.

m\Value mVolume

DRUMSTICKS/THIGHS,
£0.7M, 0.3%

i DRUMSTICK/LEGS,
Breast & Fillers proved very £12.5M, 4.5%

important to overall

category performance,
where share is even higher |, cuswins
In Scotland, accounting for | £296M,106%

——

63.5%

OFFAL, £0.3M, 0.1%

ALL OTHER
FRESH CHICKEN,
£22.3M, 8.0%

MINCE,
£2.8M,1.0%

I S 5%

S 2
N) o o
o S 2R
more than £3 of every £5 . . 5 82 % 5
2 n% . S-S 2
spent on the category. \ S ~ KN oi II 6 2 II
— LN
J_ o - -
L 2 I |
(@)
@)
§ X
WHOLE/CROWN, BREAST/FILLETS/PIECES, " N :TT
£35.8M, 12.8% £176.3M, 62.9% 5 -y
N
O/\v \<</C’ O\$ N\ c)lg/ \\3’ > \0\2\ QQV
2\ o @\C’Q %\$ = s = %\/\%\ O
NS R E
AN N & Q &
2 Q& Q O
2l &¥ o
& 3
V\V

Total Market Value:
£280.4m

Reproduction or re-use not permitted without prior agreement. Source: Nielsen Total Coverage Scotland - 52 w/e 24 January 2026 *Largely Private Label lines with no segmentation yet



MEAT & POULTRY CATEGORY REPORT

Interestingly, demand for
Chicken rose over the year,
growing across all
segments somewhat
proportionally suggesting
there may have been some
switching activity among
shoppers who moved away
from the likes of Beef &
Lamb because of soaring
prices.

Volume pricing did
however continue to grow
for Chicken, as it wasn't
Immune to increases, while
falling unit weights,
particularly in the
Whole/Crown sub-category
suggests some shoppers
bought smaller products.

Reproduction or re-use not permitted without prior agreement.

£m

£3,461.2

£1970.0

£567.3

£454.8

£225.3

£186.4

£34.5

f£l16.5

£6.4

NOTE: Figures represent Grocery Multiples channel
(not Total Coverage — see source) as it is the only
channel where the Promotion Effect measure can be
calculated. As such, value sales figures differ slightly

Total Chicken Market Breakdown by Value Drivers (Em)

-200.0  -100.0 0.0 1000 2000 3000

TOTAL "B . 0
BREAST / FILLETS / PIECES B B
WHOLE / CROWN B 1 e
THIGHS/WINGS | |
ALL OTHER FRESH CHICKEN i
DRUMSTICKS / LEGS |

MINCE ||

DRUMSTICKS / THIGHS |
OFFAL |

B Promotion Effect ®m Unit Demand

m Distribution Effect

m Unit Weight Effect
B Price per Volume Effect

Source: Nielsen Grocery Multiples GB — 52 w/e 24 January 2026

Change

(Em) vs YA

+261.4

+145.8

+6.9

+49.9

+34.6

+13.1

+12.3

-2.0




MEAT & POULTRY CATEGORY REPORT

Chicken is roughly 7% higher
INn Scotland than at GB level, Total Chicken: Value Breakdown
most of which coming from by Top Price per Kilogram (£)
mid-valued sub-categories.. BCR mSCOTLAND
— X 00) B
Volume pricing grew by 9- g E S &
10% across both channels ©
(lower in Scotland), though %

@)
LN
LN
Q

this was driven almost
exclusively by shoppers in the
Whole/Crown segment
where prices rose more so
than any other Fresh Meat &
Poultry sub-category seen.

£5.07

O
N
LN
w

£4.84
£4.67

0
LN
q_
o

£4.04
£4.28
£4.34
£4.14

LN
o
N
Gl

£2.74

@)
O
o
W

Compared to Nov 23, the
earliest period of |last year's

g TOTAL BREAST / FILLETS WHOLE / THIGHS / WINGS ALL OTHER DRUMSTICK / MINCE DRUMSTICKS / OFFAL
report, Breast & Fillets volume CROWN CHICKEN EGs THIGHS
pricing is up between 3-4% at
GB level — ve ry minimal \0,2 (Cygange vs +9.8% +3.2% +32.6% +5.0% +3.1% +2.6% +2.4% +4.9% +11.0%
Scotland Ch
S M | A S vevapy 9% | +89% +2.7% +36.5% +3.8% +4.8% +2.6% +1.4% +0.5% +5.1%

January 2026

Reproduction or re-use not permitted without prior
agreement.




Key

MEAT & POULTRY CATEGORY REPORT Promo Sales
(%)

Total Chicken Promotional Activity: GB FO”OWing preViOUS reporting’s

33% increase In promo activity,

Promo Sales (£)
(YoY £ growth)

N A 19.5% growth YoY this time round has
been much more stable at

74 w Total

) £673.3m topline level, but has varied
excl. NI (+3.2% YoY) . . po
significantly by sub-category.
l l Thighs/Wings, Mince and All
Breast/Fillet Thighs/Wings Mince Offal Other Fresh Chicken are
) 15 0% 16.99 14 90 examples of categories which
17.4% 70 *2 70 0 have significantly increased
£3421m £68.2m £5.8m £0.9m promo investment which has
(-5.9% YoV) (+47.2% YY) (+77.6% YoY) (-8.1% YoY) .
contributed to strong overall
v ' ' ' growth in sales in these
Whole/Crown Drumstick/Legs Drumstick/Thighs All Other Fresh Chicken segments.
25.8% 19.6% 25.0% 30.9%
£146.1m £36.5m £4.1m £69.5m
(+5.8% YoY) (-8.1% Yov) (-7.4% YoY) (+24.3% YoY)

Source: Nielsen Total Grocery Multiples GB - 52 w/e 24
Reproduction or re-use not permitted without prior agreement. January 2026
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So, what does this
mean for producers?




MEAT & POULTRY CATEGORY

Insight

Supply Chain issues resulting in soaring prices have caused some
shoppers to turn away from the sector over the past year,
particularly in categories such as Beef.

Despite rising prices there is still a focus on quality NPD such as
premiumisation, brand collaborations and occasion innovation.

Rising prices have placed pressure on shopper budgets which has
led to cutting back spend or focusing on cheaper cuts/proteins.

Health has become an important consumer behaviour driver
within food due to the emerging use of GLP-1s, a greater focus on
Nutrient Dense foods and growing concerns around UPFs.

Provenance has increased in importance over the past couple of
years in Scotland, while public trust in farming has reached an all-
time high across GB. Scottish produce continues to have quality
connotations across different food and drink categories.

Reproduction or re-use not permitted without prior agreement.

Action

As prices increases it will be important to reinvest in Promo
activity to help soften the blow and ensure fewer shoppers exit or
reduce spend in the category.

There is still opportunity for products that can add value to
consumers lives such as offering cost-effective alternatives to
eating out.

There is opportunity for producers to restore the perception of
value through "Value Packs" or adding or utilising cheaper cuts
within ranges to help shoppers get more for their money.

There's opportunity to improve industry communications around
the nutrient density of meats. Introduce "Front-of-Pack" call-outs
that highlight meat as a natural superfood rich in Iron, B12,
Protein, etc. & develop healthier and/or less processed products.

Whilst demand is still strong for Scottish produce in Scotland,
there is an opportunity to push Scottish meat & poultry products
In more affluent regions like London which have been more
resilient to volume decline.
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MEAT & POULTRY CATEGORY REPORT

NEW!!

Glossary of
Terminology

Reproduction or re-use not permitted without prior
agreement.

Good news from The Knowledge Bank!!

We have added a Glossary as supplementary material
to your Knowledge Bank experience.

It provides a comprehensive view on terminology that
frequently appears in our category reports.

Now you can check back throughout the report to
clarify any terms that you come across to help digest
the information so that you can really know what's
going on in the category.

*IMPORTANT*

You must be logged in to The Knowledge Bank to
access.

If you have any questions, please emaill
iInfo@theknowledgebank.scot



https://theknowledgebank.scot/document/the-knowledge-bank-glossary/

MEAT & POULTRY CATEGORY REPORT

Nielsen Universe
Updates August
plop A

Reproduction or re-use not permitted without prior
agreement.

As of August 2024, Nielsen has expanded its market data reach by attaining full EPOS data provision from both Aldi & Lidl. As a
result, both retailers have been moved into the Grocery Multiples channel, along with some additional smaller stores.

This Discounter channel has been discontinued as of August 19th,

Below is the new Trade Channel universe going forward. For further information, please contact info@theknowledgebank.scot

Food, Confectionery, Soft Drinks ~ Trade Channel Universe Information

TOTAL COVERAGE
| GROCERY MULTIPLES l TOTAL IMPULSE
GROCERY MULTIPLES MULTIPLE IMPULSE INDEPENDENTS
Grocery Multiples Multiple Forecourts Convenience Multiples Symbol Groups Independents
Asda (inc Asda Express) Census | KAD Applegreen (formerly Petrogas Group) Universe JAmathus Universe |Budgens Sample | KAD Sample
EH Booth Census Ascona (formally Cornwall Garage Groug Universe |Bargain Booze Census | KAD | Booker Premier Sample
Iceland Census | KAD BP Census | KAD | Boots Census | KAD*| Costcutter Sample | KAD
ME&S Census Certas Energy Universe |Everydayz Universe |Londis Sample
Ocado Census | KAD Eurcgarage Universe |G101 OFf Sales Universe |Spar Sample
Sainsburys Census | KAD Harvest (formerly State Oil Group) Universe |[ICR (Select Convenience) Universe |Best-One Sample
Tesco Census | KAD Motor Fuel Group Census | KAD | T&S/One Stop Census | KAD |Central Convenience Stores
Waitrose Census | KAD NTS Group Universe |WHS High Street Census | KAD |Filshill Keystores
WM Morrison (Inc Morrisons Daily) Census | KAD Park Garage Group Universe |WHS Travel Census | KAD | Go Local (Parfetts) i
Aldi Census Penny Petroleum Universe |leroboams Universe |Mace ﬁ
Lidl Census Platinum Retail Universe |Laithwaites Wine Universe |Misa %
Poundland Census Pricewatch Local Fuels 12 Universe |Majestic Wine Census Select & Save
Farmfoods Universe Rontec Universe [Margiotta Universe |Simply Fresh
Amazon Fresh Brick & Mortar Census Sewell Retail Universe |Superdrug Census | KAD |Unitas (Today's, Day Today, Lifestyle Express)
Amazon Fresh & Core 1st Party Online Census SGN Universe |Wilkinsons (closed W 2024 40) Census | KAD
Allendale Co-op Universe Shell Census | KAD |The Whisky Shop Universe
Central England Co-op Census (formerly Universe) |The Kay Group Universe
Chelmsford Co-op Universe Valli Forecourts Universe
Clydebank Co-op Universe
Coniston Co-op Universe
The Co-operative Group Census | KAD
East of England Co-op Universe
Grosmont Co-op Universe
Heart of England Co-op Universe
Lakes & Dales Universe
Langdale Co-op Universe
Lincolnshire Co-op Universe
Midcounties Co-op Census (formerly Universe)
Radstock Co-op Universe
Scottish Midland Co-op Universe
Southern Co-op Universe
Tamworth Co-op Universe

*Boots KAD only available for certain categories. Speak to your Client Ops contact for category availability

Explanation of terms:

Census = We receive data from all stores for these retailers.

Sample = We receive data from a sample of stores for these retailers, and these are used to represent other stores in the universe. Note that in most cases, the sample is not designed to represent the specific retailer that the stores are from.
Universe = We do not receive any data from these retailers. Data from the retailers we do receive is expanded to represent these retailers as a group within each trade channel.
Storewards + CP5 = We receive Discounter data through a crowd-sourced audit application known as Storewards. We combine this with our CPS data.
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