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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

% «* November this year records a 7.9% increase in sales in the FMCG world compared to November last year.
§ ¢ The percentage change in the FMCG world in the cumulative period is 8.8% compared to the same period last

year.

%* StoreNext’s price index records a slight increase of 0.2 index points in the cumulative period and a decrease of

_I 0.4 index points in November compared to the corresponding month last year.
% The index in the current month records an increase of 0.5 points compared to October - the same increase as

the one recorded in the corresponding period last year.

/\ ** November continues to record an increase in the baking and cooking categories, as well as a decrease in the

@ "on the go” categories - a trend that has been recorded since the outbreak of the Covid-19 epidemic.

X/
0‘0

Chocolate categories stand out in growth this month - most likely due to the timing of Hanukkah.
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Change in Sales and Price Indices

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

)

+0.2%

Change in StoreNext Price Index

+8.8%

177

010} + 3,842 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-November)

All fields show real growth while the price index shows a mixed trend with a moderate increase in food and
home care and a decrease in beverages and 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

StoreNext’s price index records a slight increase of 0.2 index points in the cumulative period and a decrease of 0.4 index
points in November compared to the corresponding month last year. The index in the current month records an increase of
0.5 points compared to October - the same increase as the one recorded in the corresponding period last year.
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Monthly Sales Trend

FMCG Value Sales, Billion NIS
November recorded a 7.9% increase in FMCG world sales compared to November last year.

Growth in the cumulative period stands at 8.8% 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

In food and beverages, growth was recorded in all the major worlds - both in the current month and in the cumulative
period. One of the fields that shows significant growth in the current month is chocolate, probably due to Hanukkah. In
home care and personal care - all the major fields show growth in the cumulative period and a mixed trend in the current

month.

® Change in Value Sales November 2019-2020

Foods and Beverages

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

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

Among the growing categories are soy substitute drinks (almonds, rice, oats), espresso coffee, special deli cheeses and
baking and cooking categories. In addition, growth is spotted in children’s world chocolate categories and sweet snhacks -
probably due to the timing of Hanukkah. Among the cateqgories that decrease are adult cereal snacks, sugar free chewing
gum and personal popsicles - "on the go” products

Percentage change in value sales Percentage change in volume sales
Soy substitute drinks I 53.1% I 50.3%
Espresso coffee I 54.8% I 6%
Special Deli Cheeses I 47.0% I 55
Flour M 35.2% B 2:.0%
Children’s world chocolate I 30.0% I 25.2%
Soup / salad additives W 28.4% N 2:.8%
Butter B 26.8% N 3%
Sweet cream containers . 25.5% B 26.3%
Legumes I 25.3% B 20.2%
Sweet snacks N 22.5% B 22.4%
Sugar-free gums -16.3% -13.0% I
Personal popsicles -18.0% N -20.6% N
Adult cereal snacks ~ ~22.1% . -17.6%

* 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 0.4 points
compared to last year. In the monthly figure, the market share of the ten suppliers is 54.0% - a decrease of 0.3 points

compared to the corresponding month last year.
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Private Label Market Share in the FMCG Market (.

The private label share recorded a stagnation in its share in November compared with the corresponding month last year.
In the cumulative period, there was a slight decrease of 0.04 in its share compared to the corresponding period last year.

== Private Label Market Share
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Thank You!
StoreNext
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