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November 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

O

November shows a growth of 6.5% in FMCG sales compared to November last year, and excluding
sale days there is an increase in sales of 5.6%. The growth continues in YTD and stands at 2.6% g

compared to last year. This period records an increase of 4.5 points in StoreNext price index

The increase in StoreNext’s price index is affected by a consistent increase in the index in recent
months

StoreNext's price index shows an increase in all fields, which stands out mainly in Home Care and k& _—]
Beverages fields. This increase came from the reforms in recent months in both fields, and the
beginning of FIFA world cup games.

November shows increases in Beer Wine & Spirits, Canned Food , Sweet & Savory Pastries, Non-
Alcoholic Beverages, alongside a decrease in the Chocolate world C<

In the current YTD, there is an increases in Non-Alcoholic Beverages and Hosting Accessories
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Change in Sales and Price Indices

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

)
+ 4.4%

Change in StoreNext Price Index

+ 2.6%

1,234  Million NIS

-1.8%

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 (2022 VS 2021)

N

All fields are showing a real decline and the most significant decline is in Home Care field 9

O
FM
U StoreNext's price index shows an increase in all fields, while Home Care and Beverages fields show a significant increase affected K
by reforms
M Value Change  H Price Index Change Real Quantitative Change
5 8.8% 9.0%
9 |
5o Food Beverages
l"o |
a Personal Care ?ﬁ,\ Home Care
= R
* Real Quantitative Change — Value sales growth deducting StoreNext Price Index changes (neutralized of mix effects)
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neutralizing sales mix changes

* StoreNext Price Index measures the change in product prices,
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Monthly Sales Trend

0 FMCG sales increased by 6.5% in November compared to November last year and stands at 4.4 billion NIS, an increase of 268.7 +H
million NIS
(U The growth in November continues alongside price increases compared to the same period last year, in addition to taxation
caused by reforms .
\' Independence % |":' / |"!‘ /
. q Day 2021 | AN L N
burim zolzlinm 2022 @ =\ 55 IndDeapye;g;;ce |:s|h;ei | LIS?LEI
% 4.6 4.6 4.6 zcc))zll 4.7 zgzlzayS
@ : 22 : . 4'4/\ 23 4
4.3
4.6 \-/4‘1/
4.2
passover 2Oﬁissover 2022 shavuot 2021 Shavuot 2022
6.3% 7.2% 4.9% 8.5% 5.1% 6.5%

2.3% 0.9%
mE B e * I == B

-5.3% -4.5% -3.1%

January February March April May June July August September  October  November December
B Change ——2021 ====2022

* FMCG Value Sales, Billion NIS
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Sales By Days

Monthly rate increase is affected by the change in sales days and stands at 6.5%
Neutralizing change in sales days, November 2022 shows an increase of 5.6% compared to November 2021 \

O 0

Average Daily Sales in Million NIS
[ > %Change ™ 11/2021 m 11/2022
4.3% > 6.4% > 6.3% > 1.6% > 4.8% 7.8% > 19.6% >
203.8 213.5
175.6 178.3 162.8
151.5 161.2 151.1 )
130.2 138.5
116.6 121.6 :
27.7 331
Monday Tuesday Wednesday Thursday Friday Saturday

Sunday

No of Sales

o EE D @R R

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

 The Orthodox Jews sector shows a significant growth compared to total market - an increase of 5.4% compared to a increase of
2.6% in FMCG's value sales in current YTD
O Excluding Beverages, in all fields the growth rate is higher in Orthodox Jews sector in comparison to total market growth

B Orthodox Jews M Total Market

8.8%
5.4% 5.4% 6.6% 6.1%
] — = ]
FMCG Food Beverages Personal Care Home Care

*Orthodox Jews— only stores with orthodox attributes, that are reflected in location, chain and basket composition, excluding Orthodox Jews population
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Value Sales Change in Key Fields

November shows increases in Beer Wine & Spirits, Canned Food , Sweet & Savory Pastries, Non-Alcoholic Beverages, alongside a

O
decrease in the Chocolate world. In addition, to significant increase in Hosting Accessories and Laundry Detergents ke
G Inthe current YTD, there is an increases in Non-Alcoholic Beverages, Laundry Detergents and Hosting Accessories
" .
Foods and Beverages B Monthly % Change 2022-2021  WYTD % Change 2022-2021 utchery & freeh Tish Are
14.0% 79 9 13.0%
e 4o, o 12.1%0.8% 12.7% 0 9.6% 12.6% 0 . 6 0 e
A% 5% 4.0% 5 0o 4.1% 6.4% 7% >3% B3 ek 6-5% 389
C R ¥ & =
N -0.8% -0.2%
5.3%
-12.5%
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
30.5%
10.5% 10.6%
8.2% 6.9% 6.2%
4.7%4.0% 5.2% 4.5% 3.1% g e 9 3.3%
0.8% 17 2.3% 1.0% 2.6% 0.9% 270
I . .- .- — -_0 . . —_0 e — -— _0_ — | .
2.20:1.1% -0.9% -0.3%.1.9% -0.5%.5 goy . -0.6%
-9.2%
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

() Top 20’s SOM reaching 62.6% in current YTD, records a decrease of 1.5 points compared to YTD 2021

)
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3 Top 10’s SOM stands at 51.2% in current YTD and presents a decrease of 1.7 compared to previous period
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I 0.8%
I 0.8%

Ferrero Israel

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

U The Private Label market share records an increase of 0.2 market share in the current YTD compared to the same period last year,
the month of November 2022 shows a decrease of 0.5 market share points compared to November 2021

7.1% 7.1% 7.2%

6.9% . . o
6.8% 6.7% 6.7% 6.8% 6.8% 6.7% ©68% 6.8% 6.8% 6.7%
< 2022 —
6.8%
2021
< >
6.6%
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* Value Share (FMCG Market- Excluding Butchers, Bakery, Fruits and Vegetables and Cigarette data)
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Rising / Descending Categories — Current Month CY vs LY

O Among the growing categories —~White Cheese by weight, Concentrated Beverages and Popcorn for Microwave compared to
November 2021, can be related to the beginning of FIFA world cup tournament
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-
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O Among the declining categories — Salad Dressing, Other Candies and White chocolate. The decline of Kids World Chocolate may be
related to the timing of Hanukkah which took place at the end of November last year

Value Change Rate Volume Change Rate
White Cheese by weight B 60.4% I 55.3%
Concentrated Beverages B s50.7% -15.5% Il
Popcorn for Microwave B 50.3% -24.4% IR
Beer In Package B 36.5% -52.3% |G
Fish conserves B 36.4% B 23.3%
Cooled cakes and cookies - 36.1% - 47.6%
Salad Dressing -11.5% |} -16.1%
Other Candies -14.7% | B 22.4%
Kids World Chocolate -33.1% - I 28.0%
White chocolate -48.4% IR -39.7% I
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Thank You!
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