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Data Base

The data is based on 2,500 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 more than 80% of the total sales in the Israeli 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 Kiosks and the Arab sector.
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Long Story Short

% «* August this year records a 4.6% increase in sales in the FMCG world compared to August last year, thus

5 moderating the growth trend in the cumulative period that stands on 8.6%.

+» StoreNext price index decreases by 0.8 points in August compared to the corresponding month last year,

d in parallel with an increase of 0.5 index points in the cumulative period.

+* August’s price index recorded a decline after 3 months in which the index remained stable.

** The increase in sales in August is due to an increase in the population staying in the country
J compared to the same period last year, as well as an increase in trips in the country - which causes

an increase in categories such as white beer in packaging, grilled meat products and BBQ equipment.
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Change in Sales and Price Indices

FMCG, January — August 2020 compared to January — August 2019

)

+0.9%

Change in StoreNext Price Index

+8.6%

177

© 0 + 2,717 Million
NIS
+8.1%

Change in Value Sales

* Real Quantitative Change — Value Sales growth with deduction of changes in the StoreNext Price Index (neutralized of mix effects) period-over-
period
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FMCG Change Rate by Fields (January-August)

Real growth is recorded in all areas, with home and food products showing the sharpest growth.
Individual care is the only area that is recording a decline in the price index
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* Real Quantitative Change — Value Sales growth with deduction of changes in the 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 product prices, while neutralizing changes in sales mix

StoreNext price index records an increase of 0.5 points in the cumulative period and a decrease of 0.8
points in August compared to the corresponding month last year. In the current month there is a
decrease in the index after 3 months that the index was stable.
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Monthly Sales Trend

FMCG Value Sales, Billion NIS

August records a 4.6% increase in FMCG world sales compared to August last year, moderating the
growth trend in the cumulative period that stands on 8.6%

The growth compared to the corresponding period continues due to an increase in the population staying
in the country and a longer stay at home in particular, which affects consumption and this is despite
having one less weekend this month.
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—+HH
Sales by days | |

Value sales (in NIS million) by days Percentage change in sales, the current month compared to the
corresponding last year

Although August this year has one less weekend compared to August last year, growth is recorded in light of a significant
growth rate on Sundays to Thursdays.

Excluding the change in sales days, August would have shown a 7.2% growth in sales

Average daily sales in millions of NIS
W 8/2019 m 3/2020
O 1.9% 1.6% % 5% 2 22
208
191
177
156 161
140 140
1o 18 125
25.4 24.9
Sunday Monday Tuesday Wednesday Thursday Friday Saturday

Number of
sales days
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Sales by channels

Value sales (NIS million) and percentage of change in sales, current month compared to the same period last year, and current cumulative compar laal—l
year

While in the cumulative period the convenience channel grew by only 1.8%, in the current month the comfort channel recorded
an increase of 12.9% compared to the corresponding month last year - an increase significantly higher than that of the entire
market

Probably the reason is an increase in the population staying in Israel this summer and going on trips in Israel instead of abroa
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Leading categories in contributing to growth - the
convenience channel —

The difference in the sales (in NIS million) and the percentage change in the value sales between the current month and the

corresponding month last year

The 15 cateqgories leading the growth in the convenience channel in the current months constitute 75% of the increase in sales
and 59% of sales in the current month. The growing categories are: beverage, ice cream categories, "snack” categories (snacks,

adult cereal snacks and premium cookies), milk and BBQ equipment.
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Value Sales Change in Key Fields

Change in value sales - 2019 compared to 2020

Growth is recorded in all worlds in the cumulative perio
field of food - ice creams and popsicles and sweet and

d and in most of them even in the current month in the
savory pastries are declining in the current month, despite

the increase of these worlds in the convenience channel.

B Change in Value Sales August 2019-2020 ® Change
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Rising / descending categories

The rate of change between the current month and the corresponding month last year
Among the growing categories are packaged buns and pitas, white beer, chilled sausages and grilled meat products - which

characterize a longer stay in the country and on trips. Among the declining categories can be found OTG categories (sugar-
free chewing gum, single popsicles and adult cereal snacks) - categories that show a decline since the COVID-19 plague

began.
Percentage change in value sales Percentage change in quantitative sales
Packed rolls [ I B .
White beer in packaging I 5 B 2s.0%
Chilled sausages I B 2
Packed pitas I B s
Grilled meat products B 20 Bl 205
Red wine I B .9
Frozen beef B o B o
Cola Diet Drink B .0 B 5.5%
Packed pastrami and sausages - 13.2% . 9.2%
Adult cereal snacks -2.1% I -5.0% I
Individual popsicles -5.9% 1
Sugar-free gums -7.3%

* Quantitative sale / average price by weight / volume / units in the package
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Market Share and Suppliers’ Growth

Value market share from all FMCG (excluding butchers, bakery, fruit and vegetable and cigarette data)
The market share of the top ten suppliers in the cumulative period stands at 53.4%, thus showing a decrease of 0.5 points

compared to last year.

In the monthly figure, the market share of the ten suppliers is 54.0% - a decrease of 0.25 points compared to the

corresponding month last year.

m MS YTD 2020 D Sales Change Rate

® MS YTD 2019

5.6%
5.3%

The central
company for
soft drinks

Osem

Strauss Group
Ltd.

Tnuva Ltd.

7.0%

X °
b S
l
— —

Leiman Shlussel

1.4%

Jafora Tabori Willi Food

o 5o H
. ‘o>c; > g! % 'o\: --
(3r] ™ ™ = o~

Hogla Kimberly  Schestowitz

1%

3

3.8%

Neto without Sano
meat and fresh

fish

Diplomat

X o= S
. o] [<e] Se]
o =) o o

Wissotzky

Angel Bakeries

Gad Dairies Soglowek

StoreNext

Loiiimey Fammamd

\J

August 2020 Summary




Private Label Market Share in the FMCG Market @

Monthly Value Market Share
The private label share recorded a decrease of 0.17 in its share in August compared to the corresponding

month last year. Also in the cumulative period there was a slight decrease of 0.05 in the share compared

to the corresponding period last year.
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Thank You!
StoreNext

k Looking Forward

\J 2 August 2020 Summary



