


FMCG Market Trend vs Average MAT

» Week 14 marks a 26.6% growth compared to last 52 weeks average (based on 52 weeks until week 10 included)
» Beverages field is growing again after the decrease last week
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FMCG — Weekly Trend

» Week 14 marks a 3.9% increase compared to week 13, as the trend of decreases after week 11 ends
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9°°

2-05\01 3-12\01 4-19\01 5-26\01 6-02\02 7-09\02 8-16\02 9-23\02 10-01\03 11-08\03 12-15\03 13-22\03 14 -29\03

20

StoreNext
keep Looking Forward



FMCG trend vs last week

» All the fields, besides Personal Care are growing compared to last week, as Beverages field recovers from previous
week’s decline

Value Sales (Million NIS)
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Highest Growing Fields

» The most growing fields of last week continue to grow, but some of the increases are more moderate (Bread & Bread

Substitutes, Sauces & Spreads and Conserves)
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Growing Categories

» The list of the most growing categories is dominated by Passover categories
» Flour category is the growing despite being only partly connected to Passover

Change %

Matzah 19.9 | 21.1 1630%

Packed Fresh Chicken m———— 13.6 | 36.9 58%

Basic Cookies mme————— 9 8 : EEEsssssss———— ] 5.8 163%

Grape Juice Tirosh S 3.7 | e 12.0 259%

Flour me—— 3.3 —— 13.0 177%

Frozen beef/lamb m—— .5 : ——— 12,7 105%

Disposable Housewares m— 6,1 | e 15.6 65%

Frozen vegetables s 5.9 | e 17.0 54%

Sweet Spreads m—— 5.8 | ———— 10.8 117%

Plain Oils m— 57 | EEE———  ]4.6 64%

Frozen Fish In Vacuum mssss 57 | e 10,7 40%

Frozen chicken m——— 55 | e 11.8 86%

Yellow Cheese-Shelf m— 5 4 : Eessssssssssss———— 18.0 43%

Red wines mmm—m 5.2 | Eeessss—— 1].9 76%

Fresh and UHT milk e 4.8 | e 32 /] 17%

Nuts = 4.6 | —— 10.5 78%

Spices In ABox === 4.6 | 6.7 213%

Ordinary Eggs s 4.5 | EEassssssssssssssss———— (.S 27%

House Cleaning memmmm 4.1 | ——— .9 145%

20 Hygiene Products s 4.1 | ——— 4.7 639%
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Baking Categories

> Following last week’s trend, there is a significant volume growth in Baking categories
» Possible reason for this effect, may be the fact that people spend much more time at home and chose to dedicate some

of the free time to baking

Volume Sales (Tons)
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Passover Sales Trend

» Compared to last year’s Passover shopping period, there is an increase in sales across all fields that is fueled by the
epidemic effects

/3/'\“10// Value Sales (Million NIS)
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Passover Sales trend

» There is a growth trend of Passover categories in the shopping period of the holiday this year, compared to last year
» The main possible reasons for the growth are shopping in advance as the fear of shortages grows and the fact that
much bigger number of households are celebrating at home this year

Volume Sales (Ton/Thousand Liter)
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Disposable Gloves and Hands & Surfaces Sanitizing

» Hands & Surfaces Sanitizing and Disposable Gloves are the most rapid growing categories in the epidemic period
» The categories continue their week to week decrease trend, but manage to maintain higher sales compared to annual
average
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Sales Trend by Channels

» Similar to last week’s trend, the Neighborhood channel is growing in a higher pace compared to Discount + Pharm

Discount + Pharm

Neighborhood Convenience
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Channel split

» The share of Neighborhood channel continues to increase for the 5t straight week, as Discount + Pharm’s share declines
> After 4 weeks of decreases in value share, there is an increase in sales of the convenience channel which leads to a
stagnation is market share

Value Share FMCG
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Daily Trend

» Week 14 is marked by higher sales in the beginning of the week as a possible nationwide lockdown was discusses
» The sales are slowing down towards the end of the week, as the decision was made to make only local lockdowns

Value Sales FMCG (Million NIS) ——14-29\03
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Eggs Category - Daily Distribution

» As the reports of shortages continue, there is a sharp decrease in eggs distribution. In every given day, around 20% of
the stores didn’t sell a single item of eggs
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Eggs Category — Sales, Penetration and Basket Size

» Despite shortages in some of the stores and lower penetration compared to week 13, there is an increase in volume sales

» The volume increase comes from the steady growth in volume basket size

Volume Sales (Units in pack)
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Volume Basket Size (Units in pack)
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Penetration Rate
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