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April 2024 Summary

Main Trends In The Israeli FMCG Market



Data Base

The data is based on 3,000 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 87% 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 April shows a rise of 14.0% in FMCG sales compared to April last year, and excluding difference in

sale days there is an increase of 12.3%

this YTD records an increase of 4.2 points as well
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O Value rise continues and, in This month, records an increase of 4.2 points in StoreNext’s price index,

(o All fields show a real quantitative change, lead by Personal Care and Home Care
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& Food and Personal Care shows a rise, while the decrease in the index is seen in Home Care.

Beverages continues to decline following the cancellation of the reform last year

Y

& April shows an increase in Cleaning Aids, House Hold Detergents, Coffee & Tea, Fish & Meat

& There is also an increase this YTD in Canned Food and Dishwashing
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Change in Sales and Price Indices

FMCG, YTD 2024 compared to YTD 2023 L7

)

+ 3.8%

Change in StoreNext Price Index

+ 6.0%

1,102 Million NIS

+ 2.2%

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 (2024 VS 2023)

All fields are showing a real quantitative rise, most significant in Personal Care K)

N\
FMCG

O
O Food field shows a significant increase in the index in the current YTD, while Home Care shows a sharp relative decline. The
beverages sector continues to decline due to the cancellation of the reform
M Value Cahnge M Price Index Change Real Quantitative Change
7.0% 5.4% |

2.0%
| I

_, -0.8%

O o
lo~ o
kOO Beverages ...
6.1%
1 [o)
- 0.9% 2.8%
g -, -1.3%
Do
H Personal Care : A Home Care

O

* Real Quantitative Change — Value sales growth deducting StoreNext Price Index changes (neutralized of mix effects)

~~

k ) StoreNext
Looking Forward



)]
s ¥20¢/%0
-
@ ¥202/€0
<
b ¥202/20
¥202/10
€e0z/Tt
€207/11
) €20z/01
..qLa €202/60
ano £202/80
8 £202/L0
(Vp]
N €202/90
o W €207/S0
)
x = w €202/v0
Y P o
e ) ~ €202/€0
d w .m m €202/20
S €202/10
o 2
n S5 zeoz/et
o o < e0z/11
2 2202/0T
U B
v > 27202/60
c m .w 7202/80
S € - 2207/L0
w Q T202/90
P o m 7202/50
& € 220z/v0
t ..m w 720t/€0
x o T 2202/20
e 5 © 7202/10
C -
Q T T
N c 9 202/t
= = 120Z/11
hd
e 2 g 1202/0T
S S © 1202/60
o o 1202/80
O KB
< < 1202/L0
ofd 4— (O 1202/90
U B
o W 1202/50
% < 1202/v0
D B
U < 1202/€0
n k= % 1202/20
c £ 1202/10
T ©
wn w 0c0z/TtT
v c 0207/11
o & 0z0z/01
2 I )]
Y < 0202/60
o
™ 0202/80
X N
Vo 0202/L0
© N
S 0202/90
-
w S 0z02/S0
= < 0202/+0
W .w 0202/<0
= O 020z/20
X Q
v < 020Z/10
z 3
()
= £
S o
)
wnv O

O
O

neutralizing sales mix changes

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

FMCG sales decreased by 14.0% this April compared to April last year and stands at 5.1 billion NIS, an increase of 631 million NIS |_I I JI '
Most of the rise this April derives from a change in Passover timing as well as price rises compared to parallel period last year

OO0

Purim 2023 = 5 7 fw
E\'/ l“\’ Independence Independence |Tishrei l Tishrei
Purim 2024 ( -, Day 2024 Holidays "~ Holidays
- 7 Day 2023 2023 2024
4.8
— 4.6 4.8
4.5 4.5
4.2
Passover 2023 m Shavuot 2024
Shavuot 2023
14.0%
7.5% 9.1% Passover 2024
T - T T T T T T T T T 1
-4.9%
January February March April
B Change Rate —_ 2023 ) (024

* FMCG Value Sales, Billion NIS
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Sale By Days

Monthly rate shows an increase and stands at 14.0%, and excluding difference in sale days there is an increase of 12.3% ®

O
O Most of the rise this April derives from a change in Passover timing as well as price rises compared to parallel period last year,
another growth factor is an addition of two sale days (Monday and Tuesday) compared to April 2023
Average Daily Sales in Millions NIS
:> % Change 2023 m 2024
16.4% -25.8% > -15.7% > 85.8% > 33.0% > 83% > 34.2% >
247.0
206.9 209.3
199.2 195.5
185.7 185.2
171.1 174.4 170.9 85
145.1
112.6
35.0 47.0
Sunday Monday Tuesday Wednesday Thursday Friday Saturday
No of Sales 5 u

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

Looking Forward

P S
k StoreNext



Orthodox Jews Sector Value Change Rate

0 The Orthodox Jews sector shows for the first time underperformance compared to total market - an increase of 5.5% compared
to an increase of 6.0% in FMCG's value sales this April
(it appears that the household products sector has significantly declined in the current YTD

B Orthodox Jews M Total Market

6.0% 7.0%  6.5% 6.1%

5.5%

3.5%
2.0%
| | —

FMCG Food Beverages Personal Care Home Care

3.6% 2.8%

] e
[ ]

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

AN sales in General sector
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Value Sales Change in Key Fields

O April shows an increase in Cleaning Aids, House Hold Detergents, Coffee & Tea, Fish & Meat compared to April last year, most of '

[ 3
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the growth is related to the timing of Passover

O Growing Fields this YTD- Canned food, Dishwashing

Foods and Beverages m Monthly % Change 2024-2023 B YTD % Change 2024-2023 * Butchery & Fresh Fish Are
Not Included
30.6% 26.1% 29.3% 33.0%
. (0] 0,
18.0% o 18.0‘% . 22.7% 22.0%
9.4% 1% 1.5% 7 3% 770 10.0% 0.5% 270 7.9% 9 8. 9%
’ [] ’ .0‘4% 2% ] [] 1.8%  1.7%.1% ° A 7%5 8% p-7%
HE | B —_— —— |
Dairy Fish & Meat = Cooking Non- Beer Wine & Canned Food Chocolate Bread & Sweet & Sauces & Salted Snacks Coffee & Tea Baking &
Products Alcoholic Spirits World Bread Savory Spreads Cooking Aids
Beverages Substitutes Pastries
Home Care and Personal Care
48.9%
39.7% .
31.9% 29.0% 28.3%
19.6%

0 15.4% 9 . 18.4%

U8 22% 10 0% 19%sy 6% I&-l% 10.5% 7.8% 30, .6.0% l°-3% Im% 9% .2_6%
-11.9%
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

) Top 20’s SOM reaching 60.4% this April, a drop of 0.1 compared to April last year

o~

3 Top 10’s SOM stands at 49.1% this April and presents an increase of 0.1 compared to previous April last year

HYTD 2024 HYTD 2023 [ 1 Change Rate
7.6% 8.6% 0.8% 1.6% 5.3% 16.6% 6.8% 11.0% 0.9%

2.7%

N X X X o 3 o o
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. 4 HE AR B
2 . Q0
d ElEH HH mE BN mm BEm ==
Tnuva Strauss Group Osem-Nestle C.B.C Diplomat Sano Unilever Hogla Kimberley = Neto Exclude Schestowitz
Meet & Fresh Fish
3.5% 2.2% 21.6% -2.7% 21.4% 7.2% -9.4% 0.5% 7.2% 0.1%
o\o c\o \0 \0 o o o o =) o o
— o N =N X X N X N 5N X N = X X X X X N X
~ ~ o ~ N - o)) o o o A o)) o (o)} (o)} o)} o)} (o))
A - — — — — o — — — i o — o o o o o
H N I . I —— - W] - —— e
Tempo Sugat M.Lesser Leiman Schlussel Gad Dairies FERRERO ISRAEL G.Willi-Food jafora tavori Wissotzky Tea Soglowek
Ltd (Marketing 1992)
Ltd

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

() Private Label share records a decrease of 0.2 market share points This YTD compared to parallel period in 2023. However,
Compared to April 2023, April 2024 shows no difference and compared to March 2024 PL market share rises in 0.2 points

7.9%
7.7% 7.7%
C . o 1.1%

7.19

6.7% 2% 6.8%

’L 0 92 0 0 0 l 0 0 0 0 oi > > > > > > > > > > % % P B DY DY
NN L Ly L s L s LT L L LN LN L LN L L L S S S S S SN LN S e SN e Sl e SN SN S

* 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

UAmong the growing categories —Frozen lamb, Grape Juice Tirosh, Frozen Beef, Silan, Insect & Flying Killer, Olive Qil Compared to (-
April 2023 il
UAmong the declining categories — Vegetarian Hotdogs, Yeast, Ice Cream Desserts, Petit Beurre

Value Change Rate Volume Change Rate
Frozen lamb B 145.6% I 137.4%
Frozen beef/lamb B o0.0% B 7:1%
Grape Juice Tirosh B 02.9% I 102.3%
Silan B s5.1% I o5.0%
Insects & Flying Killer - 69.3% _ 68.6%
Olive Oil B 67.8% I 8.2%
Petit Beurre  -42.8% [ -47.5% 1N
Ice Cream Desserts  -43.3% [} -59.7% 1IN
veast -52.5% [} -58.9% 1IN
Vegetarian Hot Dogs -70.5% [ -73.3% R
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Passover 2024

Analysis of Holicday eesighated
Fields, focusing on Hosting
Accessories, Anel Passover relevant
Fieles

Analysis Period
Four weeks betore the holicay, Pre-
holiclay Shopping week, Week of
noliclay shopping, Holiday weelk
For the past three years
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¥ Analysis period spreads over three years, where 5 weeks were analyzed regarding Passover eve

StoreNext
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Passover 2024- Analysis Period

Calculated Period- Pre-Holiday Shopping
\
[ \

Three Weeks Before

Passover

Calculated Perioci— Holiday Shopping

[
Pre-holiday Shopping

\

Week of Holiday Holiday Week

(Starting after Passover eve)

Four Weeks Before
the Holiday the Holiday week Shopping
Tuesday Monday Tuesday Monday Tuesday Monday Tuesday Monday Tuesday Monday
26.3.24 1.4.24 2.4.24 8.4.24 9.4.24 15.4.24 16.4.24 22.4.24 23.4.24 29.4.24 > 2024
Holiday eve
Wednesday Tuesday Wednesday Tuesday Wednesday Tuesday Wednesday Tuesday Wednesday Tuesday
8.3.23 14.3.23 15.3.23 21.3.23 22.3.23 28.3.23 29.3.23 4.4.23 5.4.23 11.4.23 | 2023
Holiday eve
Saturday Friday Saturday Friday Saturday Friday Saturday Friday Saturday Friday
19.3.22 25.3.22 26.3.22 1.4.22 2.4.22 8.4.22 9.4.22 15.4.22 16.4.22 22.4.22 2022
Holiday eve




Passover Sales- Multi-Year Analysis

¥ By segmenting the holiday into weeks, for the entire period an increase is recorded in the FMCG compared to

parallel period last year
¥ Last year we saw a drop in Holiday week due to the high number of abroad travelers during the holiday, this

year the forecast for April was 1.2 million passengers, a rise of 33% compared to March, however, it’s a drop
of 40% compared to April last year**

2023 2024

w 1,454.6
w 1,409.9
w 1,363.4

 1,210.4 w 1,227.8

™ 1,099.5
w 1,011.77 1,039.0

Four Weeks Before the Hoilday Three Weeks Before the Holiday Pre-Holiday Shopping Week Week of Holiday Shopping Holiday Week

P * Value Sales (Million NIS) FMCG by weeks and Value sales change, holiday period by weeks
k LStPr?N%Xt. According to The Marker
00KING FOrware


https://www.themarker.com/consumer/tourism/2024-03-26/ty-article/.premium/0000018e-7a15-de80-a78f-7bf55a400000

C

Passover Sales by Fields- Entire Holiday Period

¥ All fields present growth — with Personal Care being the leading field with an impressive 8.0%

2022 2023 2024

w 4,110.9

w 3,849.1
W 3,613.4

W 586.2 594.5 ™ 633.9 w513.0 m531.6 ™574.1

Food Beverages Personal Care

* Value Sales (Million NIS) FMCG by weeks and Value sales change, holiday period by weeks

StoreNext
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W 491.6 ™ 500.1 ™514.1

Home Care
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Value Change in FMCG Fields- 2024 Vs. 2023

¥ It seems that even when dividing to fields the trend remains- a rise for the entire period besides holiday week

.*.
_, ,@l *
0] E H {}
Food Beverages Personal Care Home Care
Calculated Period- PIe-HoIiday Shopping Calculated Period- Toliday Shopping
[ | [ |
17.6%
10.1%119%10.2% 11.0% 10.7%
7.4% 8.2% 8.3%
9 9 4.6% >-8%
3.3% 2.5% 2.4% 4.0% 519 3-7% ' 2.7%
-1.3% -2.4%
Four Weeks Before the Hoilday Three Weeks Before the Holiday Pre-Holiday Shopping Week Week of Holiday Shopping Holiday Week

* Value Sales (Million NIS) FMCG by weeks and Value sales change, holiday period by weeks
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Passover Sales in Convenience- Entire Holiday Period

¥ After a decline in most periods last year, this year's growth in the Convenience channel throughout all analysis periods
seems to stem from a reduction in the number of flights abroad compared to last year

2022 2023 112024

43.0
40.1

36.7 36.5
34.0

31.3 31.2
28.3 28.0 57, 27.8 27.8

26.3
23.4
s

Four Weeks Before the Hoilday Three Weeks Before the Holiday Pre-Holiday Shopping Week Week of Holiday Shopping Holiday Week

* Value Sales (Million NIS) FMCG by weeks and Value sales change, holiday period by weeks
TS
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Online Sales Share by Fields- Entire Holiday Period

¥ Online sales during the current holiday are higher than they were during the holiday last year. FMCG presents a share of
7.2% of sales, with the leading field in online sales being home Care, which account for 9.4% of online sales during the
current holiday

2023 m 2024
9.4%
8.6% 8.7%
8.0%
6.6% 7.2% 6.5% 7.0%
* . ()
I oy 5%
FMCG Food Beverages Personal Care Home Care

* Value Sales (Million NIS) FMCG by weeks and Value sales change, holiday period by weeks
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Passover World

Matzah
Gefilte Fish
Haroset
Passover
Cookies
Horse Radish

Analysis Fields

Cleaning World

Cleaning Detergents
Bleach
Paper Towels\
Cloths
Sponges
Wipes

Hosting World

Wine
Nuts and Seeds
Non-Alcoholic
Beverages
Disposable Food Aids
Chocolate Boxes

* Analysis worlds were chosen by sub-category, the above breakdown refers to main fields that include said sub- categories
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Multi-Year Sale Trend in Holiday Fields

¥ The Passover related fields and cleaning that showed an increase between the years 2021 and 2023, also
demonstrate an increase this year. The Hosting field, which experienced a slight decline in 2023, is returning
to a growth trend compared to last year, possibly due to a reduction in international travel

2022 12023 12024
w5647  @556.0

w 506.3

s

™ 197.7 ™ 198.5  205.8

Hosting Cleaning

* Value Sales (Million NIS) FMCG by weeks and Value sales change, holiday period by weeks
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 123.9  128.2 » 137.9

Passover




Holiday Shopping Period- Sale Trends in Holiday Field

¥ Compared to 2023, the Passover field shows a growth trend in the weeks leading up to the holiday, but during the
holiday shopping period and the holiday week itself, it shows a decline in sales

2023 112024

w516 o s0.0

 45.8
W 41.7

w 25.4

w135 121
w72 ™73

Four Weeks Before the Hoilday Three Weeks Before the Holiday Pre-Holiday Shopping Week Week of Holiday Shopping Holiday Week

* Value Sales (Million NIS) FMCG by weeks and Value sales change, holiday period by weeks
CaS
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Holiday Shopping Period- Sale Change in Holiday Fields

¥ The trend of pre-holiday shopping is evident in all subcategories - growth is observed in all of them during the pre-holiday
period, followed by a slowdown in growth as the holiday approaches, eventually leading to a significant decline in sales
volume in some categories

¥ Compared to last year, which was a relatively growth year compared to 2022, this year, as a trend, most holiday categories
are showing a decline

31.4%
30.0%

27.5%

25.5%
23.5%

18.9%
15.2%

11.0%
7.4% 8:4% 8.0%

0,
3.4% 2.3% 2.1%

-2.7%

5.79% -4.4% -4.4%
= (1]

-7.8%
-9.4% -9.6%

Pre-Holiday Shopping (Two Weeks) Holiday Shopping (Two Weeks) Holiday Week

A * Value Sales (Million NIS) FMCG by days and Value sales change, holiday period by weeks
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Passover Summery

During the Passover holiday of 2024, sales in the FMCG market grew by 6.7% compared to 2023.
This growth is significant both in comparison to the market's growth since the beginning of the year
and to the growth during the 2023 Passover compared to Passover 2022 (4.4%)

¢ The two main sales channels, the Concentration Shopping channel (5.2%) and the Completion
Shopping channel (12.8%), both show growth, with the Convenience channel demonstrating
particularly significant growth (19.2%), likely due to fewer flights abroad

¢ The increase in sales in the convenience channel throughout all analysis periods is likely influenced
by the declines seen last year due to increased travel abroad and this year's reversal of the trend
due to the security situation

In the analysis fields, all Passover-related fields show growth during the holiday this year. In the
Passover-specific segment, there is a trend of pre-holiday shopping, reflected in sharp growth in
sales volumes during the "pre-holiday shopping" periods, followed by a decline in the week before
the holiday and during the holiday itself




Thank You!
AN — —
StoreNext
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