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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

% X October this year records a 9.4% increase in sales in the FMCG world compared to October last year.
§ X The percentage change in the FMCG world in the cumulative period is 8.9% compared to the same period last

year.

X After a sharp decline in StoreNext’s index in the previous month, in the current month the index returns to a

d value similar to that recorded in August.

X Compared to the corresponding month last year, there was a decrease of 0.4 index points, but in the total

cumulative period there was an increase of 0.3 points.

X October records an increase in the baking and cooking categories as well as a decrease in the "on the go
products” categories - a trend that has been recorded since the outbreak of the Covid-19 epidemic.
J X In addition, there was a decrease in holiday categories as a result of a change in the timing of holidays this

year.
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Change in Sales and Price Indices

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

)

+0.3%

Change in StoreNext Price Index

+8.9%

177

010} + 3,528 Million
NIS

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-October)

All fields show real growth while the price index shows a mixed trend with a moderate increase in food and
home care, stagnation in the field of beverages and a decline in the field of personal care.
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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]

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

The StoreNext price index records a slight increase of 0.3 index points in the cumulative period and a
decrease of 0.4 index points in October compared to the corresponding month last year. After a sharp
decline in the index in the previous month, the index reqgisters a value similar to that recorded in August.
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Monthly Sales Trend

FMCG Value Sales, Billion NIS
October recorded a 9.4% increase in FMCG world sales compared to October last year. The growth is due to

COVID-19 effect and change in the timing of the holidays that took place last year in October and took place
on weekdays, so that October last year contains 3 less selling days.
The percentage change in the FMCG world in the cumulative period is 8.9% compared to the same period

last year.
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Value Sales Change in Key Fields

Change in value sales - 2019 compared to 2020

Infood and beverages, growth was recorded in all the magdds- both in the current month and in
the cumulativeperiod. The sharpest growth in the current month is recorded in ice creams and
popsicles due to the fact that October was warmer thamerage. Irhousehold products and
personal care all the major fieldshow growth in the cumulative period and a mixed trend in the

Foods and Beverages
currentmonth. 9
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Dairy products Fish and Cooking Non-alcoholic Beer wine and Canned food Bread and its Sweet and Sauces and Chocolate shacks Ice creams Coffee and

meat® beverages spirits substitutes savory pastries  spreads world and popsicles tea

* Does not include butchery and fresh fish
Home and Personal Care
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Baby Paper products Hygiene and Laundry  House cleaning Hospitality Oral hygiene Hair care Bath soaps  Dishwashing Disposable Cleaning aids Garbage / food
accessories body care preparations accessories food aids bags

and products
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* Quantitative sale / average

Rising / descending categories

Rate of change between the current month and the corresponding month last year

Amongthe growing categories are ice cream, cheese and baking and cooking categories.tAenon
descendingategories: chewingumwith no sugar, aneédult cereal snacks' products on thego" as
well asmustard,wines and frozen beef as a result of a change in the timing dfdidays.Growth

in the baking and cooking categories and a decrease irttinghe go categorieé- a trend that has
been recorded since the outbreak of tlk®vid19 epidemic

Ice Cream Multipacks
Packed Special Cheeses
Bulk Ice Cream

Packed Salted Cheeses
Canned tomatoes

Flour

Frozen PackeVegetables
Heavy Cream

Pasta

Adult Cereal Snacks
Sugar-free Gums
Tiroche Wines

Frozen Beef
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Locking For

Percentage change in value sales

I 5.3
I 575
I 3.5%
I 30.9%
I 25.4%
I 21.7%
H 2:.4%
I 20.9%
B 13.6%
-11.9% I
-12.6% 1l
-23.9% N
-28.1% N

price by weight / volume / units in the package

Percentage change in quantitative sales
I :0.1%

I 7.6%
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I 25.9%
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B 9.5%
H 20.5%
B 22.1%
M 12.3%
-9.3% M
-9.8% M
-27.6%
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