J
\\A\; Q StoreNext C’_\) r

Looking Forward O O

March 2022 Summary

Main Trends In The Israeli FMCG Market



Data Base

The data is based on 2,600 stores

comprised of statewide chains, pharm chains, private market and convenience stores

which transmit their POS scan dataona daily basis to StoreNext

and which represent more than 85% of the total sales in the

Israeli barcoded FMCG market

Based on this data, StoreNext uses an advanced statistic model to perform an €Xtra polation for

100% of the barcoded FMCG Market in Israel,

excluding Kiosks and the Arab sector.
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Long Story Short

In March 2022, FMCG value sales declined by 3.4%, excluding sales days, the decline is sharper and
stands at 4.6% %

(3 StoreNext price index presents an increase of 4.6 points in current YTD compared to previous YTD

(O The increase in StoreNext's price index is moderated in March, apparently due to Passover

promotions
( StoreNext's price index shows an increase in all fields, which stands out mainly in the fields of B
home care and beverages, due to the reforms in recent months, they are expected to contribute to
the high level of the index later in the year

In the food and beverages fields, the world of chocolate shows a significant increase in sales
compared to last year due to the timing of Purim this year, which took place in March. In the fields ~
of home care and personal care products, there was a significant decrease in cleaning aids and
disposable food aids and an increase in laundry products and paper products in the current
cumulative period compared to the same period last year
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Change in Sales and Price Indices

FMCG, YTD 2022 compared to YTD 2021 i_/*7|

)

+ 4.6%

Change in StoreNext Price Index

-4.5%

-586 Million NIS

-9.1%

Change in Value Sales *Real Quantitative Change

* Real Quantitative Change — Value sales growth deducting StoreNext Price Index changes (neutralized of mix effects)
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FMCG YTD Change Rate By Fields (2021 VS 2022)

All fields are showing a real decline and the most significant decline is in the field of home care

O
U StoreNext's price index shows an increase in all fields, while home care and beverages fields show a significant increase affected
by reforms
* Real Quantitative Change — Value sales growth deducting StoreNext Price Index changes (neutralized of mix effects)
M Value Change  H Price Index Change Real Quantitative Change
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The StoreNext Price Index

U StoreNext's price index presents an increase of 4.6 points in current YTD compared to previous YTD. Compared to February, l )
March 2022 shows a decrease of 0.7 points, probably due to Passover promotions, and compared to March last year an 1

increase of 4.8 points
* StoreNext Price Index measures the change in product prices, neutralizing sales mix changes
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Monthly Sales Trend

U FMCG sales declined in March by 3.4% compared to March last year and stands at 4.5 billion NIS, a decrease of 158 million NIS +H
The decline comes due to a change in the timing of Passover that occurred last year in March while this year in April

* FMCG Value Sales, Billion NIS
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Sale By Days

Monthly rate decline is affected by the change in sales days and stands at -3.4%
Neutralizing change in sales days, March 2022 value change stands at -4.6% \

O 0

* Sales (NIS million) by days and percentage of change in sales, current month compared to the same period last year

Average Daily Sales in million NIS
:> % Change m 3/2021 3/2022
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Orthodox Jews Sector Value Change Rate

O The Orthodox sector shows a different trend from the entire market - a slight increase of 0.3% compared to a decrease of 4.5% in
FMCG's value sales in the cumulative period

O The fields are showing a mixed trend — increase in food and personal care and decrease in beverages and home care
*Orthodox Jews— only stores with orthodox attributes, that are reflected in location, chain and basket composition, excluding Orthodox Jews population sales in General sector

B Orthodox Jews M Total Market

5.9%

2.2%

-4.59 -4.4% -4.99
43% ’ 6.8% 9% -7.7%

-12.5%

FMCG Food Beverages Personal Care Home Care
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Value Sales Change in Key Fields

G In the fields of food and beverages, the world of chocolate, sweet and savory pastries and savory snacks show a significant |
increase in sales compared to the corresponding month last year due to the timing of Purim (March 2022)
U In the fields of home care and personal care, the declining trend of cleaning aids and disposable food aids continues while an

increase in laundry and paper products
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* Butchery & Fresh Fish Are

Foods and Beverages Not Included
B Monthly % Change 2022-2021 B YTD % Change 2022-2021
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Dairy Products  Fish & Meat Cooking  Non-Alcoholic Beer Wine & Canned Food Chocolate Bread & Bread Sweet & Sauces &  Salted Snacks Coffee & Tea  Baking &
Beverages Spirits World Substitutes Savory Spreads Cooking Aids
Home Care and Personal Care Pastries
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10.3% -10.4% -13.3%
-16.1% -19.2% . .3%
22.2% 2% 21.8% 24.4%
-34.0% -35.9%
Paper Baby Products  Laundry Hygiene &  House Hold Oral Hygiene Hosting Hair care Bath Soaps Dishwashing  Disposable Cleaning Aids Garbage/Food
Products & Accessories Detergents Body Detergents Accessories Food Aids Bags
Nurturing
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Market Share and Suppliers’ Growth

U Top 20’s SOM reaching 63.7% in current YTD, records a growth of 0.6 points compared to YTD 2021
() Top 10’s SOM stands at 52.5% in current YTD and presents a increasing of 0.5 compared to previous period

* Value Shares (FMCG Market- Excluding Butchers, Bakery, Fruits and Vegetables and Cigarette data)

mYTD 2021 mYTD 2022 [] Change Rate
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Private Label Market Share - FMCG Market

O Private label share registers an increase of 0.2 market share points in the current cumulative period compared to the same period
last year, although in March the decrease trend recorded by the private label in recent months continues

* Value Share (FMCG Market- Excluding Butchers, Bakery, Fruits and Vegetables and Cigarette data)
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Rising / Descending Categories — Current Month TY vs LY

O Among the growing categories - jelly candies, chewing candies, lollipop, noodles and couscous - increases due to the timing of |
Purim this year and Passover last year

| =
-
[ [=3

OUAmong the declining categories - furniture cleaning, tirosh wine, matzah and haroset - declines due to the timing of Passover last
year in March

Value Change Rate Volume Change Rate
Jelly Candies B 155.9% I 215.2%
Chewing Candies B 143.7% I 187.3%
Lollipop B 141.2% B 120.4%
Premium Cookies I 85.5% B 111.4%

Noodles B 67.5% B 87.3%

Couscous I 67.0% Hl 73.5%
Furniture Cleaning -38.3% -43.6% I}
Grape Juice Tirosh -40.4% B -45.9% IR
Matzah -80.4% I -80.7% R
Haroset -88.2% IR -87.9% IR
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Next, we will examine the sales trends of Purim and Passover categories

O In order to examine the effect of a changes in the timing of the holidays on sales trends, we will examine categories that have
a clear connection to the relevant holidays - Purim and Passover

Purim Passover
Snacks Gummy Candies Passover products Hosting
Sweet snacks Chewing Candies Haroset Chocolate boxes
Red wines White chocolate matzah Wines and Tirosh
Premium Cookies Jelly Candies Passover cookies Disposable Housewares
Chocolate boxes Hard Candies Gefilte fish Non-alcoholic beverages
Milk chocolate Lollipop Nuts
Basic Cookies Kids Cereal Snack Bars
Kids World Chocolate Marshmallow Nl
S 7Y
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March - Sales trends for holiday category groups

O In March 2022 Purim was celebrated, which was celebrated in February last year - accordingly, an increase of 20% in value sales in the
holiday-related categories was recorded

O In March 2021 Passover was celebrated, which this year was celebrated in April - accordingly, there is a decrease in sales of categories
related to the holiday, especially in Passover products

2021 2022
Passover products W Hosting B Purim

* Value sale, millions of NIS and change in sale
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Purim 2022




Purim 2022 - Periods

Purim Holiday (2 weeks)
. . Holiday shopping week
Th k bef he hol h
e week before the holiday shopping (up to the holiday eve)

> Purim 2022

Thursday Wednesday Thursday Wednesday
3.3.22 9.3.22 10.3.22 16.3.22

> Purim 2021

Friday Thursday  Friday Thursday
12.2.21 18.2.21 19.2.21 25.2.21
N
7 L3
Tuesday Monday Tuesday Monday Purim 2020
25.2.20 2.3.20 3.3.20 9.3.20
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Purim holiday sales - yearly comparison

& Purim in 2020 was celebrated without restrictions and before the outbreak of Covid-19 in Israel, while in 2021 the holiday was (Q%I

4

celebrated at the end of the third wave with an overnight lockdown on the eve of the holiday, accordingly we can see an increase in

sales in 2022 in the holiday shopping week compared to a decrease in sales in 2021
* FMCG Value Sales by weeks, million NIS

The week before the holiday shopping Holiday shopping week

1,045.75 1,090.99

1,001.88 984.43
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The week before the holiday shopping Holiday shopping week

2020 m 2021 w2022
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Purim Change Rate By Fields - 2022 VS 2021

U In the whole period, all fields are showing an increase in sales compared to last year, with food field showing the lowest change of (%

>

0.2%. Also in the holiday shopping week, all fields are recording an increase, the most noticeable growth is in the fields of personal

care and home care
* Purim 2022 compared to Purim 2021

® The week before the holiday shopping B Holiday shopping week W The whole period

10.3%

0,
4.3% >-1%

3.1%
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Thank You!
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