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The data is based on 2,150 stores

in the organized market (Shufersal, Mega Retail, Co-Op Israel)

and the private market (private chains, minimarkets, grocery stores and convenience stores)
Which transmit real-time sales data from cash registers to Storenext

and which represent 80% of total sales in the barcoded FMCG market.

The data does not include Pharmacies, Kiosks and the Arab sector.

On the basis of this data and using an advanced statistic model

A statistic extrapolation is made for 100%

of the organized and private market in Israel.
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Main Trends

/

+* Two Years of stagnancy: After 2014 has declined in sales, 2015 presents a moderate %
increase and the market returns to the sales level marked in 2013 §

“* The Price Index decreases: StoreNext's Price Index marks two consecutive years of p
decrease, completing a drop of 2.1% compared to 2013 —I

+* The stagnancy is composed of different trends: Leading suppliers continue to weaken, the I

\

P.L strengthens and enters new categories, and the new items’ contribution to sales rises I— —
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Change in Sales and Price Indices

FMGC — 2015 compared to 2014

% S
-1.0% S

Change in SN Price Index
+1.8%

+710 million NIS

+2.9%

* Real Change Change in Value Sales

* Real Change — Value Sales growth deducted by the Change in Storenext Price Index (neutralized of mix effects) year-over-year
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FMCG Market Size 2013-2015

After 2014 has declined in sales, 2015 presents a moderate increase and the market
returns to the sales level marked in 2013

3.3%

1.8%
|_| Change In Value Sales
-1.5%
+0.2%
39.8 39.9

2014 2015 Total Value Sales (Billions ILS)
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Market Size by Fields 2013-2015

Total Value Sales (Billions ILS)

. 2014 = 2015

! E -0.2%

ﬁ

4 4.2 yAA
Drinks

3

29.6
4.

~4.3Y% i —— +2.1% >
— |
2.8 2.7 2.7 ! 2.9

2.9 3.0
[ . I

Personal Care i Home Care

L J Sorehex Summary of 2015



_ |
FMCG Annual Change 2013-2015 I{zl

The last two years mark a decrease in the StoreNext Price Index
In 2015, unlike 2014, the Index decline was accompanied with Real Growth and Value Sales incline

N 2014 EN 2015

5.1%

3.3% i i 2.9%

1.8%

1% -1.0% ~0.4%

Value Change E Index Change i Real Change

* Real Change — Value Sales growth deducted by the Change in Storenext Price Index (neutralized of mix effects) year-over-year
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Annual Change by Fields 2015

2015 Vs 2014

In 2015 All fields rise in value sales except for Personal Care
All fields mark a decline in Price Index and a Real Increase

mm Value change = Index Change mmm Real Change *

Drinks

________________________________________________________________________________________________________________________

0.6%
- 0
0.7/: _1.3%

Personal Care

Home Care

* Real Change — Value Sales growth deducted by the Change in Storenext Price Index (neutralized of mix effects) year-over-year
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Monthly Sales Trend

FMCG Value Sales, NIS billion

The growth in November-December derives partially from low volume sales in 2014 and a
different amount of sale-days, thus completing a year of moderate growth

& Lt ST

3.63 3.46 3.47

3.17
2.92 2.95 mmmm change

2014
14.0%

e 7015

5-3% £.7%
0,
0.6% 1.5% 1.3% 2-3%

- e [ —

0.7%

-4.8% =4.3%

January  February March April May June July August September October November December
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StoreNext’s Price Index

StoreNext’'s price index measures the change in product prices —I
neutralized of changes in the sales mix

December marks an additional decline in the FMCG Price Index driven by end of the year

sales and the VAT decrease
The 2015 cumulative index stands at 103.6 - 1.1 points lower than the cumulative index of 2014

= FMCG
[ Average Annual Index
Increase
in VAT 107.9
Decrease
106.6 106.4 in VAT
Increase
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Change in Suppliers' Sales 2013-2015 )

[ [ [
Suppliers’ FMCG Value Sales, NIS Million LG (o))

The sales of the Top 10 suppliers decline, along with the trend of 2014 only more moderately
The rise in sales of Medium-sized and Small-sized suplliers lead to the market’s moderate growth

Sales in 2015: Sales in 2015: Sales in 2015:

22 NIS Billion 10 NIS Billion 7 NIS Billion
Top 10 Suppliers 11-50 Top Suppliers Other Suppliers
485

318
39
-188
-458
B Sales Change 2014/13 H Sales Change 2015/14
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Market Share and Suppliers’ Growth 2015

Value market share of total FMCG

The market share of the 10 leading suppliers is 1.2 points lower year-over-year at 55.5%
The erosion of the leading suppliers’ market share is consistent with the trend in 2014

W 2014 _ . m 2015 Percentage of change in sales

Market Share Market Share

-4.9%
X
) o o
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4 N ~ Iz] Tt ™
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Tnuva Ltd. Strauss Group Ltd. Osem  Central Company NetoTrade UnileverIsrael Diplomat Sano Hogla Kimberly Tempo
for Beverage Ltd.

Distribution Ltd.

%
%
%

X X X =X
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0.9%
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Schestowitz Jafora Tavori Leiman Schlussel Zoglovek Angel Bakery Sugat Strauss Danlog Wissotzky Tea G. Willi-Food
Ice Cream

7

1.7%
0

1.6%

1.5%
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Innovation in 2015 CEW
Share of new items in total Value Sales in 2015 compared to 2014 K J

One of the factors that supported the growth in 2015 is a rise in the amount of new items and their
contribution to the FMCG sales

W 2014

W 2015
12.9%

12.5%

2.7%

Percentage of new items out of total  Share of new items out of total value sales
active items

* Active items — items that sold in excess of NIS 10,000 in the entire market
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Private Label's Share of Total FMCG

Annual Value Market Share

The Private Label’s Value Sales are 2.2 NIS Billion in 2015, rising 11% compared to last year
The P.L Market Share increases again, following a trend that began in Q4 of 2014
During this period the P.L entered new categories, including fresh and refrigerated products

Number of Categories
the P.L was active in 232

241 246

5.5%

9.2%

2014 2015
P.L Market Share

* Categories in which the Private Label had sold over 20,000 NIS annually

Looking Forward
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\J

Private Label's Share of Total FMCG

Monthly Value Market Share

The Private Label reaches 5.7% market share in December, its highest share since January 2015

=P | Market Share
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5.1%

v

5.1% :2014

i | -

| »

~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ 0 Ty) o Te) 0o 0o 0o o o n 0o n
T T T T T T T T T T T T T T T T T T T T T T T T

— — e +— > — — -

C Q0 S ol % C S ()] o o 3 8 C o] S a % C =] (@)] o “5’ g 8
© (0] > = -] 0] © (0] > = -] [0)

- [ = < s = < %) o =2 =) - [ = < s = e %) o =2 =)

StoreNext Summary of 2015




Value Change in Key Classes 2015

Change in 2015 compared to 2014

Food and Beverages

1.5% L7% 1.4%
Dairy Non-alcoholic Fish & meat
products beverages

Home and Personal Care

4.8%
-0.2%
-2.2%
Paper Laundry Baby
Products Cleaning Products

2.0%

Canned goods

1.9%

Household
Products

4.5%

Wine, Beer
Spirits

10.6%

Hospitality
Products

1.7%

Bread & its
substitutes

-2.7%

Toiletries

mYTD Change Rate

4.4% 4.5%

3.1%

1.6%

Sweet & Sauces & Spreads  Snacks Chocolate
savory pastries World

YTD Change Rate

0.3% 0.1%

-1.2%
-2.0%

Hair Care Oral Hygiene  Shower Soaps Dishwashing

Summary of 2015




Growing Brands 2015 B(ra)nd

Change in turnover in 2015 compared to 2014, NIS million

Four of the most growing brands come from the Diary Products World, that went through several
changes: Launches, penetration of the Private Label and the broadening of import quotas

220.0

B Change in Turnover

. . .__. 5 = =
Private Label Yolo Baladi Tnuva Fish Coca Cola Alma Kinder Sanfrost
Zero (Cheese)
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Growing Categories 2013-2015

Two years change — 2015 compared to 2013

7

In most categories the Value growth was accompanied with volume growth and price decline

Value Change
Frozen Fish
®Volume Change

® Average Price Change . .
Premium Cookies

Disposable Utensils

Special Bread and Packed Rolls
Special Cheese Shelf+Deli
Frozen Vegetables

Yellow Cheese Shelf+Deli
Snacks

Eggs Regular+Special

Bread Substitutes

Cola Diet Drink

'\ J StoreNext

Looking Forward

I 8.69
-3.8% Il 8.6%

I 0.7
-5.2% I 9.7%

0.2% I_ 16.0%
=V. (1]

+43.2

+32.8

+32.0

N —

17 e — 3.0%
350 e — 23.5%
o, m—14.3%
4.9 e—20.8%
5 1o, g —11.1%
439, m—9.1%

WS 8.9%
. ()

Summary of 2015

+31.3

[ Turnover Difference - 2015 Vs 2013 (NIS Million) ]




Declining Categories 2013-2015 i:'N

Two years change — 2015 compared to 2013

In Basic categories the drop is driven by price decline, while categories perceived as less healthy it
goes along with a significant volume decline

.xzt;zhca;ag:ge Cottage and White Cheese 10.2% ﬂ
® Average Price Change Supervised Bread -11.5%38_
Cereals 110.5% EE——GC
Regular Oils 17.8% Ee—— | 227
Premade Meat Products -10.9% _. 0.6%
Regular Cola Drink -15.0% _- 2.2% -70.5
Milk P
Milk Drinks 1.4y E—
Instant Coffee -6-9%2%_
sugar 10.0%
Plain Hummus Salad 10.4% 322, —

[ Turnover Difference - 2015 Vs 2013 (NIS Million) ]
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Breakdown of Shopping Carts in Formats - 2015 'H’

o 0
Shopping Carts in 2015 did not mark significant changes compared to 2014

Only 13% of the Shopping carts in Discount Format are of Major Purchase but they account for 44% of sales

Supplementary purchase
(up to 10 items *¥)

B Medium purchase
(11-25 items ¥)

m Major purchase
(over 25 items *)

22.7%
19%
13.2% 0
- YN 0.1% 1%
Discount Small Private Convenience Discount Small Private Convenience
Market Stores Market Stores
Carts Breakdown Sales Breakdown

* The number of items in a cart is based on the number of barcoded products
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Shopping Carts Data — Discount Stores E

Wednesday marks a relatively low average of buyers but its contribution to sales is high due to co0
high rate of Major Purchases
Shopping Days
1580
@
1,300 1,265 1,340 %
1,200 ! (oo
1,150 S,
940
A
2 \
A &QQ’
Sunday Monday Tuesday Wednesday Thursday Friday Saturday Wednesday
Average Buyers per Store by Days Sales Breakdown by Days
570 Supplementary purchase Value Basket Size
(up to 10 items *)
250 B Medium purchase
(11-25 items *)
m Major purchase
(over 25 items *)
Major Medium Supplementary
Purchase Purchase Purchase
Average Basket Size * The number of items in a cart is based on the number of barcoded products

QI Summary of 2015

Looking Forward




Shopping Carts Data — Small Private Market E

The average number of buyers in the weekend is higher than the rest of the weekdays o0

270 Shopping Days
355
- 390 340
300 285 Z
>
S
2 18.9% ,5\
(&) Q
% <
Sunday Monday Tuesday Wednesday Thursday Friday Saturday
Wednesday
Average Buyers per Store by Days Sales Breakdown by Days
520 Supplementary purchase Value Basket Size
(up to 10 items *)
210 [ | Medlum purc*hase
(11-25 items ™)
- 35 m Major purchase
(over 25 items *)
Major Medium Supplementary
Purchase Purchase Purchase
* The number of items in a cart is based on the number of barcoded products

Average Basket Size
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Shopping Carts Data — Convenience Stores E

Despite a rather low average of buyers, Friday is the day with the largest contribution to sales o0

170
160 155 15
I 140 135 I 140

Sunday Monday Tuesday Wednesday Thursday Friday Saturday

Shopping Days

5

Average Buyers per Store by Days Sales Breakdown by Days

Value Basket Size

Supplementary purchase
(up to 10 items *¥)

150

B Medium purchase
(11-25 items ¥)
20 ]
} : m Major purchase
] (over 25 items *)
Medium Supplementary
Purchase Purchase

Average Basket Size * The number of items in a cart is based on the number of barcoded products
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Looking Forward: 2016 K’? )

In the last two years few processes have begun that are set to influence 2016 as well:

The Private Label will broaden into new categories and most likely more retailers and will continue to grow in share

O

O Decreasing import taxes and easing the process might enlarge the imports volume thus increasing the competition

’:l The decline in V.A.T in Q4 2015 along with the estimation that suppliers will not raise the prices is expected to

r

preserve the current trend in StoreNext Price Index
L J The growth is expected to be driven by Innovation and more precise conduct of the offer to the consumer (Value/Cost)

These trends will all take place against the backdrop of the changes in the retail market structure

We Estimate that the upcoming year will resemble 2015 and will
present moderate growth along with continuous decline in the price index
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Have a Great Year
N

L StoreNext
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