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Data Base

The data is based on 2,150 stores

comprised of Statewide Chains, Private Market and Convenience Stores

which transmit their POS scan data on a daily basis to StoreNext

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

Based on this data StoreNext, uses an advanced statistic model to perform an extrapolation

for 100% of the Barcoded FMCG Market in Israel,

excluding Pharmacies, Kiosks and the Arab sector.
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Long Story Short

% ¢ July marks an increase of 6.6% in value sales, compared to last year which leads

5 the YTD overall growth to 3.5%

p ** The StoreNext Price index rises by 0.9 points YTD compared to last year

X/

7\ *%* Allof the main fields mark an increase in July compared to last year. The trend

KJ is affected by the World Cup broadcast and an additional trade day
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Change in Sales and Price Indices

FMCG — January — July 2018 compared to January — July 2017

)

+0.9%

Change in StoreNext price index

+3.9%

+839 Million NIS

+2.6%

*Real Quantitative Change Change in Value Sales

* Real Quantitative Change — Value Sales growth deducted by the change in StoreNext Price Index (neutralized of mix effects) period-over-period
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FMCG Change Rate by Fields (January-luly)

All the fields mark an increase compared to last year, both in value and in terms of real
guantitative change. Foods and Beverages fields also mark a Price Index increase.
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* Real Quantitative Change — Value Sales growth deducted by the change in StoreNext Price Index (neutralized of mix effects) period-over-period
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The StoreNext Price Index V]

The StoreNext Price Index measures the change in products prices, while neutralizing changes in sales mix

The StoreNext Price Index marks an increase of 1.4 points in July, climbing to it's highest value
since July 2014. There is a YTD increase of 0.9 points, compared to last year
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The StoreNext Price Index by Fields v

The StoreNext Price Index measures the change in products prices, while neutralizing changes in sales mix
The Foods field, which constitutes around 53% of FMCG value sales, marks it's highest Price
Index value since January 2014
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Monthly Sales Trend

FMCG Value Sales, Million NIS

There is an increase of 6.6% compared to last year’s July, which may be caused by one more
trade day and the World Cup broadcast. This growth adds to the YTD growth of 3.5%
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Value Sales Change in Key Classes

Change in value sales - 2018 compared to 2017

All of the key classes mark an increase in sales compared to the same period last year.

In most of them, the growth in July compared to last year is more significant than the YTD
growth. The Snacks and Hosting Accessories classes mark the highest increase
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Market Share and Suppliers’ Growth

Market Share Value of total FMCG
The market share of the 10 leading suppliers increases by 0.2 points compared to last year’s

July, to a total of 56.1%
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*Excluding bakery, butchery, cigarettes and fruits and vegetables.
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Increasing/Decreasing Cateqgories

Value Change July 2018 compared to July 2017
All of the leading categories mark a value increase in July. The increase in Packed Fresh
Chicken, Frozen Fish in Vacuum and Canned Tuna comes despite a value decrease

Value Change Volume Change
Milk I 5.0 B 5%
Snacks I 0.0 N -
Yogurt L R I -5
Packed Fresh Chicken B 23 -2.2% R
Eggs I % I .
Frozen Fish in Vacuum I - -1.8% N
Popsicles I s I ;5
Cereals I -5 B
Canned Tuna B 2.1 -3.0» 1IN
Mineral Water I s I .
Yellow Cheese Shelf I ;s I ;.-
Frozen Vegetables D I (3.7%
Cottage Cheese I . I .
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Private Label Share of FMCG Market @

Monthly Market Share Value
The market share of Private Label marks an increase of 0.1 points in July compared to last

month. Overall, it marks a 0.1 points drop compared to the YTD period last year
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Tisha B’'Av

Weekly Value Sales (Million NIS)

The value sales of Fish and Meat Substitutes fields gradually increase and reach it's peak at
week 29 (the week before Tisha B'Av), paralleled by a decrease in Meat sales
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Beer

Value Change YTD 2018 compared to YTD 2017

The Beer category marks an increase of 14.2% in the weeks of World Cup broadcast®,
compared to the parallel period last year. The growth comes from the Beer Packages, while
the Single Bottle Beer category marks a decrease in both periods

m 2018 World Cup compared to parallel weeks in 2017 2018 YTD 2018 compared to YTD 2017 ﬂ

91.2%

14.2%
-5.9%
Beer Beer Packages Single Bottle Beer

*World Cup period includes weeks 25-29
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