CHERRIES

Comprehensive Review

HARVEST
HOME
18 weeks to 29/02/2020 vs Prior Years

Hort

I ﬁ
This artwork was created using Nielsen data. nnova on
Copyright © 2019 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.



g
3
=
o
=]
<]
c
o
a
>
&l
2
=
o
)
[=%
=]
c
©
s
=
f=4
(7
=
2
=
o
(s}
O
-
-
o
2
>
c
©
o
3
o
o
o
Q
9
i
=
i
=
£
(=]
bl
o
N
©
=
<
=y
=
>
Q.
o
(s}

What is Homescan?

Nielsen Homescan® is a continuous panel of 10,000 households who record all take-home packed and fresh grocery from all retail outlets. The sample is
demographically and geographically representative of the Australian household population.

Each household is equipped with a small handheld terminal through which details of all purchasing are entered - product, quantity, price and outlet. This
information, along with the date of purchase, is linked with demographic details of the household and the household purchasing history. Data are projected for the
population as a whole.

Estimates produced from Nielsen Homescan® are subject to sampling variation which means that every number reported has a standard error associated with it.
For example at a Total National level, a 40% share of trade number, will be subject to a 1% standard error at a 95% confidence interval. This implies there is a
95% chance that the true value of the estimate lies between 39 to 41%.

Use of this Report

This dashboard and accompanying reports are outputs of MT17015 Consumer Behavioural and Retail Data for Fresh Produce and intended for use by Hort
Innovation, the Australian cherry industries, and other stakeholders in the context of understanding and diagnosing market performance and shopper behaviour.
Any reproduction of the content of the online dashboard or reports and any part thereof requires prior written permission from Hort Innovation and/or Nielsen.
Users/recipients of the dashboard and reports are asked to ensure that report data is not presented in a false or misleading manner; that the Nielsen name is not
used to imply that Nielsen is the source of any claims by Hort innovation or the recipient; that Nielsen copyright is noted over Nielsen proprietary information; and
that the reports (or the data contained therein) are not used in a manner that is detrimental or which is comparable with the retail purchase measurement services
provided by Nielsen, or in exchange for compensation of any kind.

Disclaimer

Horticulture Innovation Australia Limited (Hort Innovation) and The Nielsen Company (Australia) Limited (Nielsen) make no representations and expressly
disclaim all warranties (to the extent permitted by law) about the accuracy, completeness, or currency of information in this dashboard and reports. Reliance on
any information provided by Hort Innovation or Nielsen is at your own risk. You are required to make your own independent decisions prior to acting on the
information having regard for your own judgement and the advice of professional advisors as appropriate. To the full extent permitted by law, neither Nielsen nor
Hort Innovation will be liable, in contract, tort (including negligence) or otherwise, for any loss, expense or damage of any kind arising from your use or reliance
on the information contained in this dashboard and/or the reports.

Funding Statement Hort |
Innovation

This project has been funded by Hort Innovation, using the cherry research and development levies, and contributions from the Australian Government. Hort
Innovation is the grower-owned, not-for-profit research and development corporation for Australian horticulture.
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ANALYSIS PARAMETERS

Time Period
18 weeks to 29/02/2020 vs Prior Years

Data Source

Nielsen Homescan™

Markets

Total AUS, Major Supermarkets (Coles, Woolworths and Aldi), Other Supermarkets, Non

Supermarkets (Greengrocers and Markets)

Measures
Value ($), Volume (KG)
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SUMMARY

Cherries have seen a strong dollar sales increase (+16.3% vs Year Ago), however a surge in
average price (+24.5% vs Year Ago) was observed, while volume was in decline by -6.6%

» Buying households decreased by -2.8% vs last season, sitting at 38.6%, with the majority of buying
households purchasing during the Christmas season

» Despite higher prices, cherry buyers are increasing the share of their spend on fruit allocated to cherries year
on year

Efforts of extending the cherry season beyond Christmas were without avail, with penetration in 4
weeks pre and post peak Christmas month declining year on year; especially January 2020 saw a
significant volume sales decline of -31.2% vs January 2019

Sales in SA+NT and VIC performed well, where both dollar and volume sales grew vs last
season. WA has seen a strong drop in buying households (-10.1% vs 2 Years Ago) and is under-
indexing in terms of dollar sales contribution

Cherry sales, similar to other stone fruit, are significantly skewed towards non-family households
and also exhibit a slight skew towards high affluent households, which is linked to high prices

Greengrocers/markets are an important retailer for cherries, contributing relatively more to
cherries’ than Total Fruit sales. Major supermarkets* are under-indexing in dollar contribution

Loose cherries and smaller prepacks have become more popular, while large gift boxes remain
stable

Source: Nielsen Homescan, *Note: Major Supermarkets include Woolworths, Coles and ALDI



HOW ARE CHERRIES PERFORMING?

This artwork was created using Nielsen data.
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CHERRIES SHOW THE STRONGEST DOLLAR SALES GROWTH AMONG
THEIR COMPETITIVE SET, WHILE VOLUME IS IN DECLINE VS YEAR AGO

Nonetheless, cherries volume decline is lower than Total Fruit. Mangoes and apricots performed well,
the only fruit within the competitive set growing in both, dollar and volume
Cherries Competitive Set | Sales Performance | 18 weeks to 29/02/2020 vs Prior Year

: 22.4%

-7.3% -6.6%

-13.2% -13.9% 15.1%
MANGOES PEACHES NECTARINES APRICOTS LYCHEE PINEAPPLE

CHERRIES

TOTAL FRUIT

= Dollar Chg in % vs Year Ago ® Volume Chg in % vs Year Ago
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Source: Nielsen Homescan



STRONG DOLLAR SALES GROWTH CAN BE PREDOMINANTLY
ATTRIBUTED TO HIGH AVERAGE PRICE INCREASE FOR CHERRIES

Decline in volume sold on promotion vs Year Ago contributed to average price increase. Price
increase might be a result of lower crop yield this season

Cherries Competitive Set | Sales Performance | 18 weeks to 29/02/2020 vs Prior Year

Average price per kg change vs Year Ago in %

Year Ago m 18 weeks to 29/02/2020

E 24.5%

2 10.4% 10.1% 0

; 6.6% 3.2% 2.9% ° 7.6%
5 -5.5%

§ TOTAL FRUIT CHERRIES MANGOES PEACHES NECTARINES APRICOTS LYCHEE PINEAPPLE
§ % volume sold on promotion

;

3 64.7 606

3 389 354 4Ll 334 . 46.6 439 461 431 385 337 356 362  4L5 380
g TOTAL FRUIT CHERRIES MANGOES PEACHES NECTARINES APRICOTS LYCHEE PINEAPPLE

Source: Nielsen Homescan



CHERRY SEASON CONTINUES TO REVOLVE AROUND CHRISTMAS, WITH
INTEREST IN CHERRIES DROPPING IN REMAINING SUMMER MONTHS

Household penetration declined in both, 4 weeks pre and post Christmas vs Year Ago (-2.3% and -
4.8% respectively)

Cherries | Percentage of Buying Households | Total AUS | 4 weekly trended to 19/04/2020
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Source: Nielsen Homescan



BUYING HOUSEHOLDS DECLINED AFTER A STRONG SEASON

YEAR AGO, WHILE FREQUENCY REMAINS STABLE

Mangoes showing a recovery this season, with an increase in buying households and frequency,
while all other competitive fruit exhibit a decline in buying households during the cherry season

Cherries Competitive Set | Household Purchase Drivers | Total AUS | 18 weeks to 29/02/2020 vs Prior Years

98.2 98.0 98.0

61.3

58.5 5.2 54.6

509 47.5 450

409 41.4 386
27.5 255 24.9 25.4 237 59 g

How many
Households buy?

PINEAPPLE

TOTAL FRUIT CHERRIES MANGOES PEACHES NECTARINES APRICOTS LYCHEE

22.4 22.4 22,5

How often do
they buy? TOTAL FRUIT CHERRIES MANGOES PEACHES NECTARINES APRICOTS

LYCHEE PINEAPPLE

m2 Years Ago ®Year Ago =18 WKks to 29/02/2020

Source: Nielsen Homescan




SURGE IN AVERAGE PRICE POSITIVELY IMPACTED SPEND PER

OCCASION AND AVERAGE WEIGHT PURCHASED PER SEASON

Competitive fruit saw only little movement, due to more moderate price increases

Cherries Competitive Set | Household Purchase Drivers | Total AUS | 18 weeks to 29/02/2020 vs Prior Years

86 8.7 8.7

How much do they
spend per occasion?

TOTAL FRUIT CHERRIES MANGOES PEACHES NECTARINES APRICOTS LYCHEE PINEAPPLE

192.0 196.2

/

18.6 18.4 225 230211229 4113993108 133130131 <73 73 79 127128128 78 7.8 80
How much ($) do they :  ee—
spend per season? TOTAL FRUIT CHERRIES MANGOES PEACHES NECTARINES APRICOTS LYCHEE PINEAPPLE

m2 Years Ago ®Year Ago =18 Wks to 29/02/2020

Source: Nielsen Homescan 10



DESPITE PRICE INCREASE, VOLUME PER OCCASION AND

AVERAGE VOLUME PER SEASON ONLY SAW LITTLE CHANGE

Only mangoes saw a strong increase in average weight purchased, driven by lower average prices vs
Year Ago

Cherries Competitive Set | Household Purchase Drivers | Total AUS | 18 weeks to 29/02/2020 vs Prior Years

Y= 20 19

8y

How much volume (kg)
do they buy per
occasion?

LYCHEE PINEAPPLE

TOTAL FRUIT CHERRIES MANGOES PEACHES NECTARINES APRICOTS

39.3

57 52 59
31 30 27 38 37 36 1, 14 15 10 11 10 20 20 1.9

eeee—
PINEAPPLE

How much volume (kg) 16 16 1.6

do they buy per season?

TOTAL FRUIT CHERRIES MANGOES PEACHES NECTARINES APRICOTS LYCHEE

_ m2 Years Ago mYear Ago =18 WKks to 29/02/2020
Source: Nielsen Homescan 11




CHERRY BUYERS ARE ALLOCATING MORE OF THEIR FRUIT

SPEND AND VOLUME TO CHERRIES YEAR ON YEAR

Due to the decline in overall fruit volume purchased, share of volume spend allocated to cherries is
increasing year on year despite lower cherry volume sales

Cherries | Share of Cherry Buyers’ Spend on Total Fruit | Total AUS | 18 weeks to 29/02/2020 vs Prior Years

Dollar Share Volume Share

70.3% 71.8% 70.4%

76.2% 76.8% 74.2%
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2 Years Ago Year Ago 18 Weeks to 29/02/2020 2 Years Ago Year Ago 18 Weeks to 29/02/2020

m CHERRIES ®m MANGOES = NECTARINES = RASPBERRIES = APRICOTS = PEACHES mPINEAPPLE mLYCHEE OTHER FRUIT

Source: Nielsen Homescan
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HOW DID CHERRY CONSUMPTION
DEVELOP ACROSS STATES?

Copyright © 2017 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.



WHILE ALL STATES SHOW A HIGH CHERRY DOLLAR SALES
GROWTH, ONLY SA+NT AND VIC ALSO SHOW VOLUME GROWTH

Marketing efforts in SA seem to have been very effective; opportunities lie in promoting consumption
in WA, the state with the highest volume decline

Cherries | State Dollar Share of Trade & Growth | 18 weeks to 29/02/2020 vs Year Ago

35.19635.8% 16.3%
AUS -6.6%
11.8%
NSW -11.8% J
F 21.4%
vie 1.7%
oLD .‘- 19.8%
- 0,
8.8% 7.0% 8.29% 3.5%
WA 8.2%
-22.4%
F”é’i’.’if% """
NSW viC QLD WA SAINC NT SAINC NT 11.0%

®TOTAL FRUIT = CHERRIES = Cherries Dollar Sales Growth
® Cherries Volume Sales Growth

24.3%23.9%

Source: Nielsen Homescan 14
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WA IS SHOWING A STRONG DROP IN HOUSEHOLD PENETRATION,
DROPPING 10 PERCENTAGE POINTS VS 2 YEARS AGO

While all other states also saw penetration declines vs Year Ago, SA+NT and VIC saw an increase in
average volume purchased per season, compensating for the loss of buying households

Cherries | Penetration and Average Volume Purchased per Season by State | 18 weeks to 29/02/2020 vs Prior Years

QLD 43.8

WA

45.9

39.7
MS Northem Territory 2 2%

Queensland 2 Years Ago Year Ago 18 WKks to
29/02/2020
,_ﬁ . 1.2 Western Australia 8% N SW 42 9
2 Years Ago  Year Ago 18 Wks to 41.7 .
29/02/2020 9% South Australia
SA + N T New South Wales

42.9 Average volume 36% 2 Years Ago Year Ago 18 Wks to
41.4 - (kg) per Buying o VIC 29/02/2020

Household 24% 38.2 379

: - : eo——e ercentage of Buying Sl
2YearsAgo YearAgo 18 Wksto Household
29/02/2020
E State share of Total . .
Source: Nielsen Homescan volume sales 2 Years Ago Year Ago 18 Wks to

29/02/2020 15



HOW DID THE DIFFERENT CONSUMER
GROUPS BEHAVE?

A look into demographics (lifestage, affluence levels)

Copyright © 2017 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute
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CHERRIES ARE HEAVILY SKEWED TOWARDS NON-FAMILIES, WHICH
CONTRIBUTE ALMOST THREE QUARTERS OF DOLLAR SALES

Opportunity to convert more families to consume cherries, potentially by introducing family- and/or
children-focused SKUs and running targeted marketing campaigns

Cherries | Lifestages | Dollar Sales Distribution & Growth | Total Australia | 18 weeks to 29/02/2020

25.4% 30.7% Total Panel
Start-up Families
Small Scale Families

Bustling Families 44.4%
Young Transitional 19 go, T

Independent Singles

Established Couples

Total Fruit Cherries

. . . . Senior Couples
m Start-up Families ®m Small Scale Families m Bustling Families

= Young Transitional ®Independent Singles ® Established Couples

. m Total Fruit = Cherries
Senior Couples

Source: Nielsen Homescan
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BUYING HOUSEHOLD PROFILE FOR CHERRIES SIMILAR TO APRICOTS
AND PEACHES, WHICH ARE ALSO HEAVILY SKEWED TOWARDS NON-

FAMILIES

Surprisingly, mangoes’ buying structure is quite different, despite cherry buyers allocating significant

portion of fruit spend on mangoes
Cherries Competitive Set | Lifestage | Dollar Sales Distribution | Total Australia | 18 weeks to 29/02/2020

22.1% 9 23.3%
25.3% 6 o~ 32.4% 29.9%

30.7% e

CHERRIES MANGOES LYCHEE PINEAPPLE RASPBERRIES APRICOTS PEACHES NECTARINES

m Start-up Families m Small Scale Families ® Bustling Families = Young Transitional ®m Independent Singles m Established Couples = Senior Couples

Source: Nielsen Homescan




CHERRIES SHOW A SLIGHT SKEW TOWARDS HIGH AFFLUENCE
HOUSEHOLDS, WHICH IS CORRELATED WITH THEIR HIGH AVERAGE
PRICE

Interestingly, lower affluence households have still spend more on cherries vs Year Ago, while their
spend on total fruit has declined or remained relatively stable

Cherries | Affluence | Dollar Sales Distribution & Growth | Total Australia | 18 weeks to 29/02/2020

2.4%
-2.3%

Affluence-Low 9.6%
22.8% 20.6%
Affluence-Below Average 0.6%
11.9%
18.8% 16.9%
-0.7%
Affluence-Average 6.0%
2.9%
Affluence-Above Average 13.1%
Total Fruit Cherries
Affluence-High 6.6% 30.0%
m Affluence-Low m Affluence-Below Average 70
Affluence-Average Affluence-Above Average

. m Total Fruit = Cherries
m Affluence-High

Source: Nielsen Homescan | Affluence is calculated based on income, number of children and household size to provide a measure of purchasing power. Five ‘quintile’ buckets
are created based on the Homescan™ panel, each representing approximately 20% of households 19



WHICH RETAILER IS WINNING/LOSING?

This artwork was created using Nielsen data.
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TOTAL FRUIT

CHERRIES

ALL RETAILERS ARE GROWING IN CHERRY DOLLAR SALES, WITH
OTHER SUPERMARKETS SHOWING THE HIGHEST INCREASE

Dollar share shows the importance of greengrocers/markets for cherries, exhibiting a higher share
than for Total Fruit. Opportunity to promote cherries more in major supermarkets through an increase
in household penetration

Cherries | Retailer Dollar Share of Trade and Growth | Total Australia | 18 weeks to 29/02/2020

16.3%

12.8%

2.0%
| I

94.3% -1.2%

16.3% 12.4% 13.0%
e I __ I
Total Outlet Major Supermarkets Other Non Supermarkets
Supermarkets

Source: Nielsen Homescan, Note: Major Supermarkets: Coles, Woolworths, and Aldi; Other Supermarkets: All other full service supermarkets not included in Major
Supermarkets; Non-Supermarkets: All others such as Green Grocers, Markets and Specialty Stores that are not full service supermarkets.
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TOTAL FRUIT

CHERRIES

IN LINE WITH TOTAL FRUIT, MAJOR SUPERMARKET AND
GREENGROCERS/MARKETS DROVE CHERRY VOLUME DECLINE

Other Supermarkets exhibit the highest growth, increasing their cherry volume share. Despite major
supermarkets increasing volume contribution, volume share of trade is still relatively low compared to
Total Fruit

Cherries | Retailer Volume Share of Trade and Growth | Total Australia | 18 weeks to 29/02/2020

0.9%

-6.6% -6.7%

-12.2%

41.3%

T e '
6.6% 4% B

Total Outlet Major Supermarkets Other Non Supermarkets
Supermarkets

Source: Nielsen Homescan, Note: Major Supermarkets: Coles, Woolworths, and Aldi; Other Supermarkets: All other full service supermarkets not included in Major
Supermarkets; Non-Supermarkets: All others such as Green Grocers, Markets and Specialty Stores that are not full service supermarkets.
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WHICH FORMAT ARE CONSUMERS
PURCHASING?

A look into loose and barcoded cherries in
major supermarkets (Woolworths, Coles, ALDI)

Copyright © 2017 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute

23



LOOSE CHERRIES ARE MAKING UP SLIGHTLY MORE THAN HALF OF
DOLLAR SALES IN MAJOR SUPERMARKETS*

This is a shift from last season, where barcoded made up more than half of sales: cherry dollar
growth in major supermarkets was driven by loose, while barcoded caused the volume decline

Cherries | Barcoded vs Loose | Major Supermarkets | 18 weeks to 29/02/2020 vs Year Ago

?
:
|
:
:
|
:
:
|
:

Year Ago 18 Weeks to
29/02/2020

Year Ago 18 Weeks to
29/02/2020

Dollar Share Volume Share

EBARCODED mLOOSE

Source: Nielsen Homescan | *Major Supermarkets are comprised of Woolworths, Coles and ALDI

0.7%

Dollar Growth

-11.0%
Volume Growth
3.3%

EBARCODED ®LOOSE
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WHILE LARGE, OFTEN GIFT BOXES REMAIN RELATIVELY STABLE,
MEDIUM/LARGE PREPACKS HAVE BECOME LESS POPULAR

Smaller prepacks have been seeing growth in dollar and volume sales, which might be linked to
consumers down-trading due to surge in price. Smaller prepacks might attract more buying households

Cherries | Barcoded | Major Supermarkets | 18 weeks to 29/02/2020 vs Year Ago

18.0%

Dollar Growth -37.2%

1KG+ Not robust

4.2%

—_—— = ———— @

Volume Growth -44.3%

Year Ago 18 Weeks to Year Ago 18 Weeks to
29/02/2020 29/02/2020 1KG+ Not robust
Dollar Share Volume Share
m251G -499G m500G - 999G m1KG+ m251G - 499G m500G -999G m1KG+

Source: Nielsen Homescan | *Major Supermarkets are comprised of Woolworths, Coles and ALDI 25
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