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= Sﬁoppers

. Americans are financially stressed




Perception is U.S. consumers’ reality

Agree food costs too much; differ on what to do about it

W . Source: Circana Monthly Primary Shopper Surveys, through Sept 2024
ICircana
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Stark generational differences in current F&B

More variance in primary shopper surveys than other demographics

Under age 34:
Over age 59:

Under Age 34: Over age 68:

()

)

»

Under Age 34:

Under Age 34: Over age 68:

Under Age 34: Age 59-77:
Over age 59:

Source: Circana Shopper Survey, July 2024
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Some of the most frequently bought groceries have cost
consumers more than pre-pandemic

Categories with Highest ARP Change

F&B Price Realization year over year and indexed to 2019 (Sept 24 % Change vs. 19)
Sports Drinks +95%
Price per Unit % Change vs. YA Deli Prep Breakfast +75%
17% SS Coffee Creamer +74%
14% 15% . .
0 ) Perimeter Specialty Desserts +67%
0 'I 20 1 2
12% 1%
5 109 FZ Potatoes/Onion Rings +66%
%
% 8% 79 0
% % 6% 0 6% 7% Fresh Eggs +65%
4% > 4 4% Sh & 0il +62
393% 4% 39 o % ortening & Oil +62%
0% %l °. ° Dry Fruit Snacks 60%
l
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q2 Q4 Q1 Q2 Q3 Q4* FZ Breakfast Sausage +57%
2020 202 2022 2023 2024 SS Non-Fruit Drinks +56%
PERISHABLES = GROCERY Carbonated Beverages +55%
Center Store Pies +52%
Wi e
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Source: Circana POS MULO+ and C-store data ending 10/6/24; categories in total edible/floral with higher than $100M sales annually



Shoppers are Making Smaller, More Frequent Trips Since Inflation Started

Avg Basket % Chg vs YA Trips per Buyer % Chg vs YA

Q1-23 Q2-23 Q3-23 Q4-23 Q1-24 Q2-24 Q3-24 Q1-23 Q2-23 Q3-23 Q4-23 Q1-24 Q2-24 Q3-24

Vol per Unit % Chg vs YA Units per Trips % Chg vs YA

\m’/l\

[E&]
Q1-23 Q2-23 Q3-23 Q4-23 Q1-24 Q2-24 Q3-24 Q1-23 Q2-23 Q3-23 Q4-23 Q1-24 Q2-24 Q3-24
H wmm ADULT BEVERAGES === GROCERY PERISHABLES
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Source: Circana Integrated Fresh Panel, Rolling 13 Weeks Ending 10/06/2024



A greater portion of trips are quick trips; In pantry
stocking-type trips, Grocery’'s advantage weakening

All Outlets Food and Beverage Trips by Trip Type (B)

% of S, L52
258 26.6 273 Bof§LS
241 46.5%
Pantry Stockin
Y J 18.0%
Fill-in 35 35 (133;3) 12 79
: 4 14% (13%) °
Special Purpose (14%) (14%)
13.9 14.7 Lo 22.8%
Quick Trip (15,%/6) (54%) (55%) (56%) -
52 w/e 4/21 52 w/e 4/22 52 w/e 4/23 52 w/e 4/24

@Circona.

Note: Includes fresh foods. Source: Circana Integrated Fresh Scan Panel, rolling periods ending 4/24/24 Circana Executive SPG & Foodservice Advisory.
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Foods and beverages
on hand or usually on
hand

Consumers aren't stocking their pantries as deeply
compared to at the start of the pandemic.

162 146 142

2020 2023 2024

@ircana.

Source: Circana, Kitchen Audit 2024, 2023, and 2020
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Home-sourced meals remain elevated

Early months in 2024 saw increased shift toward to the home

Share of Occasions Sourced in home
was 87% for early
| months in 2024

Sourced In Home

|
83% 83% 83% 83% 84% 87%  86% 86% 86% ., —

»
»

COVID-19

17% 17% 17% 17% o 0 0 0
15% 12% 14% 14% 14%

2016 2017 2018 2019 2020 2021 2022 2023 2024

Note: Chart references the trend in meals tab in the annual Eating Patterns in America data tables, which is intended to create a comprehensive view of consumption
by combining NET® and CREST® views.

o Sources: Circana, National Eating Trends®, CREST®, YE March
Ircana.
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Commercial foodservice traffic trend
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Higher income consumers are pulling back

The highest income earners were increasing their restaurant trips since the pandemic but have recently joined
other consumers in reducing restaurant trips.

Annual Commercial Restaurant Visits Per Person

o A0 A

<§25,000 $25,000-$44,999 $45,000-574,999 $75,000-599,999 $100,000-$149,999 $150,000-$199,999 $200,000+

m 12 Months (Jun'18 - May'19) m 12 Months (Jun'19 - May'20) m 12 Months (Jun'20 - May'21)
12 Months (Jun'21 - May'22) ® 12 Months (Jun'22 - May'23) m 12 Months (Jun'23 - May'24)

300

250
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o

15

o
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o
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o

o

. Source: Circana, CREST
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Per meadl...

Foodservice costs 4.3 times those of at-home
occasions, with the absolute dollar gap widening

Cost per Eating Occasion

$7.17 :
$6.62 $6.59
$1.41 $1.61 $1.65 $1.80 $i8
2019 2020 2021 2022 2023
m Retail = Foodservice , , , ,
Note: Estimates based on sales and eating occasions. Averages for 12 months ending December.

Source: Circana® POS and consumer data.

@I rccnq' Circana, LLC | Proprietary and confidential 13



Return to office

In 2023, the average weekly office occupancy rate was 48%. In the first half of 2024, the average weekly
occupancy rate ticked up slightly, to 51%.

Weekly Office Occupancy Rate
Week Ending February 12, 2020 - through July 3, 2024
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Source: Kastle Access Control Systems Weekly Occupancy Report
i r C 0 n a Kastle tracks access activity data from KastlePresence app, keycard, and fob usage in 2,600 buildings and 41,000 businesses across 47 states
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Where We Shopped Has Changed- Traditional Food (Grocery) Stores Now Make
up Less than 40% of total food & beverage retail dollars in September

Mass & Club have taken share- but Specialty Stores and buying groceries Online have also gained sales

$824B $859B $943B $985B $1T $779B $255B $79B

: . : b ) : 43

19.6 20.0
45.9 44.0

2020 2021 2022 2023 L52W YTD 2024 L13W L4wW

B Food Traditional il Mass Club Food Value [ Specialty Stores [ Internet [ Food Natural All Other

i rC G na Source: OmniConsumer Integrated Fresh CY 2021-2023, L52W, YTD 2024, L13W, L4W data ending 10/06/24, All Outlets.
¢ Circana, LLC | Proprietary and confidential 15



YTD Perishables has slightly increased its share of Total Food & Beverage (Edible)
Adult Beverages still struggling with dollar and unit declines.

% Chg YA - YTD
Dollar Share - YTD

3.5%

2.7%
Current: 5.0%
Share %Chg vs. YA: -0.16%

Current 45.1%
Share %Chg vs. YA: +0.27%

ﬁ
-1.7%
ADULT BEVERAGES GROCERY PERISHABLES

MW Dollar Sales % Change vs YA M Unit Sales % Change vs YA
Current: 49.9%
are %Chg vs. YA: -0.11%

Price per Unit % Chg vs YA - YTD
1.8%

1.4% 1.5%

ADULT BEVERAGES GROCERY PERISHABLES

| ADULT BEVERAGES ®GROCERY =PERISHABLES

Source: Circana Integrated Fresh, US MULO+, YTD Data Ending 10/06/24.
@lrcana. r

Circana, LLC | Proprietary and confidential
Units are shown versus volume as not all departments have the same equivalization across the store.



Produce is the only fresh department to increase share in 2024 although it
only returns the department to its 2020 sales contribution to perishables

$ Share of Perishables by Dept.

mnp Y — mnp Y — Y — mnp P —

ShareY ihg Vs Shar; f:g Vs 12.4% 13.5% 13.5%
Meat 0.0pts -0.6pts
Refrigerated -0.1pts 0.0pts
Produce +0.6pts +0.6pts
Deli 0.0pts +0.2pts
Bakery -0.4pts +0.1pts
Seafood -0.1pts -0.2pts

CY 2020 CY 2021 CY 2022 CY 2023 YTD 2024

m MEAT m REFRIGERATED PRODUCE m DELI BAKERY m SEAFOQOD

. Source: Circana Integrated Fresh US MULO+, YTD Ending 10/06/2024 *Refrigerated Includes Dairy
Ircana.
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Fresh Foods Top 15
Categories by
Absolute Dollar
Change

Beef Fresh fapes Chicken Fresh Berries Deli Preped Meats

Deli Salads new to the ranking at #15 T RNERD SS005M+13.4%°
with 2.6% unit growth.

Bacon volume up +1.3% after months
of struggling with volume decline.
Deli Prepared Meats and Fresh

Mandarins still holding strong with
double digit growth in vol/unit sales

Fresh Avocados Deli Entrees Fresh Onions Bacon Fresh Mandarins

$392.8M +2.7% $300.1M  +4.3%* $278.8M +4.0% $250.1M +1.3% $246.3M  +11.5%

@ Abs § Sales Change vs. YA
@ Volume or Unit* Sales | % Change vs. YA

Pork Deli Specialty Cheese RFGTea/Coffee Fresh Tomatoes Deli Salads
I 1001 SIgRa 1401

@. Source: Circana Integrated Fresh, MULO+, 2024 ending 10/06/24, note Units* used when volume is not equivalized at the dept level. Beverages, Meat, Produce and Seafood are in volume.

Circana, LLC | Proprietary and confidential 18



Produce is a Retall
Powerhouse

Trips per Buyer per Year -
More Than Dairy or Meat

More Spend per Buyer -
Higher than F&B Average

@ Of the top 20 most frequently
bought categories in fresh

Share of Total Sales Driven by
”/ the Top 10% of Produce Buyers

@ircona.




Produce Sales Hit All Time High, Trending +4% YA

Volume +4% versus 2019; more than 27.4 million pounds of produce sold annually Pollar Sales

$92B,
+20% v 4 YA

Ad O0n

$100.8

$90.B

$80.B

$70.8

$60.B

$50.8

$40.8

$30.8

$20.B

$10.8

$0.B
Calendar Year 2019 Ending 01-05-20 Calendar Year 2020 Ending 01-03-21 Calendar Year 2021 Ending 01-02-22 Calendar Year 2022 Ending 01-01-23 Latest 52 WE 10-06-24

. WAISLE-FRESH FRUIT ~ mAISLE-FRESH VEGETABLES ~ mAISLE-OTHER FRESH PRODUCE
I rca na * Circana, LLC | Proprietary and confidential
Source: Circana Integrated Fresh Market Advantage, MULO+, Latest 52 W/E 10/06/2024



TEMP STATE: Fresh remains the dominant selling form of fruit and
vegetables; however, there has been slight gains in shelf stable for
vegetables.

VEGETABLES ‘ ' FRUIT

45 b 44 BN 46 BN 46 |

| 7.0 BN 69 MW 69 W 6.7

b i
we i

\ \
' o \

FRESH SHELFSTABLE m FROZEN
@I rCG nq' Circana, LLC | Proprietary and confidential

Source: Circana Integrated Fresh Market Advantage, MULO+, Latest 52 W/E 10/06/2024

2021 2022 2023 L52 2021 2022 2023 L52




Despite inflation and economic headwinds, ORGANIC produce
volume share is growing slightly in the most recent 52 weeks

Organic Dollar Share of Total Produce Organic Volume Share of Total Produce
— 12.10 12.55 12.33 12.26
| 776 |l 785 A
I -
2019 2020 2021 2022 2023 L52 W/E 2019 2020 2021 2022 2023 L52 W/E
10/06/24 10/06/24
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Source: Circana Integrated Fresh Market Advantage, MULO+, Latest 52 W/E 10/06/2024



VALUE-ADD Produce Volume growing in latest
52wks; While share is holding steady

Value Add Produce Volume Sales, Vol % Chg YA

2020 2021 2022 2023 L52

L]

Circana, LLC | Proprietary and confidential

Source: Circana Integrated Fresh Market Advantage, MULO+, Latest 52 W/E 10/06/2024. *Share of Total Produce



Heat and eat solutions are increasingly helping

consumers solve time constraints

Percent of In-home Meals with a Heat & Eat Product

15 16
15

2020 2021 2022 2023 2024

@ireana.

18% -

Breakfast

32% .

Lunch

- 36%

Dinner

0
3%
Snacking
Occasions

Source: Circana, National Eating Trends (NET), Years Ending Mar.
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Only 48% of Fresh Produce Sales are in Traditional Grocery
Stores — Mass & Club have Gained

$828 $86B $928 $94B $97B

T e D D R

2020 2021 2022 2023 L52W

[ Food Traditional [ Mass Club Food Value [ Food Natural [ Intemet [ Specialty Stores All Other

@Ircona. Circana, LLC | Proprietary and confidential 25

Source: Circana Integrated Fresh Panel, Total Produce Dept, Total US MULO+, Latest 52 Weeks Ending 10/06/2024



Top Produce Volume Shifting from Food to Mass and Club

Volume % Change Volume Change in Millions

3.3% -132.2M I
Bananas i 5625/3/ Bananas S 86.0M
5.1% Il ' 247V I '
Squash -456%/% Squash %1 IZ/l.ZM
14.6% N -8.0M '
Salads-Slaw » 3'6%10 8% Salads-Slaw -I 0.9M
77% 7.0M I HN
Brussels Sprouts | 22-18{;; Brussels Sprouts | g.gm
10.9% DM 7o
Papayas B 7.2% 31 56 Papayas I026|%/|M
0.4% | o AME_
Peppers -6851/% Peppers w 27.0M
, 123 , 20M0
Artichokes M 3.3% . Artichokes 0.1M
S — 243.7% 1.4M 1 0.01M
Party Trays & Gifts Fruit ' 0.0% I Party Trays & Gifts Fruit ' %'%(I)\/IM
, 1.8% 1 o , Al
Cooking Greens Bl 5.3% Cooking Greens I 1.6M
0.3% | 3.1% SR 0.03M
-0.3% -1.
Cabbage Bl 6.5% Cabbage Il 9.8M
14.7% 0.4M
: mFood mMass mClub
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Source: Circana Integrated Fresh Market Advantage, Total US Food, Mass and Club, Latest 52 weeks Ending 10/06/2024



Top 3 Vegetable Categories Alone Count for 30% of Sales

Top Vegetables Sales & Share
Ranked by Dollar Sales

4.8B 4.7B

2.0B
1.7B 158
1.1B 230 1
= = ﬂﬂ
Tomatoes  Potatoes Onions  Salads-Kits  Peppers  Cucumbers  Carrots Broccoli Celery Corn
mmm Dollars  mmm Volume Dollar Share of Vegetable Build
@Ircanq. Circana, LLC | Proprietary and confidential 27

Source: Circana Integrated Fresh, Total US MULO+, Latest 52 Weeks Ending 10/06/2024.



At-Home Cooking Drove Onion Growth Despite a Price
Increase; Cucumbers also Driving Many More Pounds

Tomatoes
Potatoes
Onions
Salads-Kits
Peppers
Cucumbers
Carrots
Broccoli
Celery

Corn

@ircana.

m Dol %Chg m Vol %Chg

-4.7% I

4.0%
I 3.8%
F 8.4%
3.4%
3.0%
2.3%

® Price per Volume Price %Chg

I $2.33
-1.3%

B $0.92

-8.2%

B $1.30
4.9%

. $5.91
-0.2%

BN $2.12
2.2%

RN $1.96
-0.2%

B $1.41
3.4%

RN $2.37

-5.0%

N $1.74

-3.5%

B $1.24

-5.8%

Circana, LLC | Proprietary and confidential 28
Source: Circana Integrated Fresh, Total US MULO+, Latest 52 Weeks Ending 10/06/2024



Cucumbers and Onions also increasing in spend
and frequency

Dollars per Buyer and % Chg

Tomatoes
Potatoes
Onions
Salads-Kits
Peppers
Cucumbers
Carrots
Broccoli
Celery

Corn

@ircana.

49 B
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~ ~ ~ e
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N
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o v 3
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> ; o>
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bR
o> ©
b2
< o
\I

2.7

-2.5

-1.7

-3.8

Dollars per Trip and % Chg

B $2.93
0.1

P $3.83
B $2.10

3.4
P 96.42
B $2.77

2.3

B $2.04

3.3
N $2.18

5.6
BN $2.95
N $2.28

N $2.73

Trips per Buyer and % Chg

_167
—107
_158
_85
_126
_125
_8.1

1.9
L

1.5

I 54
0.8
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Source: Circana Integrated Fresh Scan Panel, Total US All Outlets, Latest 52 Weeks Ending 10/06/2024



Cucumber Breakthrough

Cucumber Salad Recipes have gone Viral on TikTok

e First posted on TikTok in July 2024

o 'Sometimes you just need to eat an entire
cucumber.”

o Some videos have reached over 40 million views

o Recipes for sliced cucumbers include an Asian
salad, salmon bagel and feta dill mix.

Circana, LLC | Proprietary and confidential

Source: https://www.tiktok.com/@logagm



Gen Z, small but mighty. Although buyer share is small, this
generation is growing in penetration for Fresh Cucumbers

Fresh Cucumber Dollars % Change Fresh Cucumber Generation Changes
HHP HHP Buyer | Share | Buyer | Index
Chg Share Chg Index Chg
ALL 62.5 0.2 100 0 100 0
GenZ 54 8.6 2 1 79 20
Millennials 61.3 0.7 30 1 97 1
Gen X 63.6 0.4 30 0 103 0
\q} \‘\?‘ \«\?‘ \q} \(\} \(\?‘ \(\?‘ \q} \q} \q} Boomers 63.6 -0.8 33 -1 103 -2
Q\Qﬁb Q(\i‘\(ﬁ’ @;\?‘ @\(i\ So'\q Q‘o\\b Q,\\'\“‘ Q%\'\'\ @Q% \Q\Qb Seniors 61.1 0.1 5 0 96 0

@Ircona. Circana, LLC | Proprietary and confidential ~ 31

Source: Circana Integrated Fresh Scan Panel, Total US All Outlets, Latest 52 Weeks Ending 10/06/2024



Top 3 Fruits Account for Almost Half of All Fruit Sales

Top Fruit by Volume Growth
Ranked by Dollar Sales

O )

11.8B

79% 82% =
76%

.

3.4B

2.5
_ o5 Il

Berries Grapes Apples Melons Bananas | Avocados| Mandarins  Oranges Cherries  Pineapples
mmm Dollars  mmmVolume =——Dollar Share of Fruit Build
@Ircanq‘ Circana, LLC | Proprietary and confidential 32

Source: Circana Integrated Fresh, Total US MULO+, Latest 52 Weeks Ending 10/06/2024



Berries and Grapes still growing sales despite an
Increase in Price

m Dol %Chg = Vol %Chg ® Price per Volume = Price %Chg
Berries - J % I $4.40
Grapes W 16.1% |106°/o_ $2.41
Apples 2 O 0.3% 11.1% |_ S1.74
Melons M’ 16% . |- $0.85
Bananas |-0'11%-,4% F?’%SO.M
[ Avocados -“%_ 14.4% F $2.49 J
Mandarins E%”A% F $1.58
Oranges =2é".’;/°% . I $1.39
Cherries m 9.7% |5.0%_ $3.74
Pineapples m 6.7% IBO— $1.22
@ircanq. Circana, LLC | Proprietary and confidential ~ 33

Source: Circana Integrated Fresh, Total US MULO+, Latest 52 Weeks Ending 10/06/2024



Most fruit categories growing in spend and frequency

Dollars per Buyer and % Chg

Dollars per Trip and % Chg

Trips per Buyer and % Chg

Berries [ s B 625 I 3
Grapes M 5577 _ $5 0 _ 115
Apples I 5503 . I $4.26 _ 11.8
Melons B os07 ,, 5520 _ 9.4
Bananas F §38.2 W $1.31 _ 29.1
17 1.1
| Avocados N 4o L R, IIIIII1M ]
Mandarins 535.3 I $5.18 - 6.8
11, 2.6 8.3
Oranges m S24.4 B .53 . s
' 525.5 I $6.71 - 3.8
Cherries 101 7 3
: $23.1 P $3.47 B 6.7
Pineapples E3 3 »

@ircana.
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Source: Circana Integrated Fresh Scan Panel, Total US All Outlets, Latest 52 Weeks Ending 10/06/2024



Food for thought: Berry
good growth

Fresh Foods' stand out success demonstrates dimensions
of value well beyond price.

Q After more than a decade as one of
the fastest selling fresh foods,
berries are now promoted nearly
every week at grocery.

0 Their continued share, volume,
frequency, buyer and sales
gains are consumer-driven.

Looking into consumption shows the
‘complete” growth story...

Source: Circana Integrated Fresh POS and Scan
Panel & Consumption Data, 2023

Circana, LLC |

For public use 35
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Berries for Breakfast Drives Expanded Growth

When Berries are Consumed
% of Eatings

Between Meals °
Dinner
W Lunch °
W Breakfast °

Index vs.
Total Fruit

@ Indicates index Berries vs. Total Fruit >120

@l rca nq. & Indicates index Berries vs. Total Fruit <80

€ Well-Developed Consumers of Berries
Index >120 vs. Total Fruit

® Kids <6
® Females 25-34
® HH Income $75K+

&2 Under-Developed Consumers of Berries
Index <80 vs. Total Fruit

® Kids 13-17
® Adults 55-64
® HH Income <§75K

Source: Circana, National Eating Trends®, YE December 2023
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candy-coated TikTok sensations

Grapes seeing the PRS-
effects of social media AL/ e s o bt

Grapes and Sour Grapes viral trends on TikTok

 +17% in Dollars 2024 YTD;
i more than double last year’s growth
 Last 5 years compound annual dollar

' Everything you need to know about the 12 grapes
growth +6.7% . =

trend on TikTok
 Dollars per Buyer +15%
%  Dollars per Trip +9%

« Trips per Buyer +6%

De

&

#grapes AT \ : !, "_ F°Efﬁ.:§:§;:§m_-i-:'
147K post
« Gen Z dollars per buyer up +46%, —
M primarily driven by an increase in #candiedgrapes
trips up +35% 64K posts

+ TikTok s

https://www.tiktok.com/tag/grapes, candiedgrapes, candygrapes

Circana
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Source: Circana Integrated Fresh, Total US MULO+, Year to Date 2024 Ending 7/14/2024
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Avocado

Fresh and as an ingredient in other aisles



Avocados have increased their share of total
Fruit by 0.5pts in the latest 52 weeks

Dollar Sales and Share Dollar Share of Produce in 2024

Share
of Fruit

2020 2021 2022 2023 152 2024

m Total Fruit m Avocado m Vegetables = Fruit = Avocados

@Irccna. Circana, LLC | Proprietary and confidential 39

Source: Circana Integrated Fresh Panel, Total Produce Dept, Total US MULO+, Latest 52 Weeks Ending 10/06/2024



Avocados volume continues to grow despite
price increasing

27.4%

7% %
19.7 19.4% 18.2%
16.5%
14.4%
11.7% 11.5%
7.1% 7.8%
2.4% 2.8%
L4W

L52W L26W L13W

m Dollar Sales % Change vs YA m Volume Sales % Change vs YA Price per Volume % Change vs YA

Circana, LLC | Proprietary and confidential ~ 40
Source: Circana Integrated Fresh Market Advantage, Total US MULO+, Latest 52 Weeks Ending 10/06/2024




Avocado’s price increased in 2024, while also focusing
more on secondary in-store displays

Avocados Price over the years

$3.00
$2.72
$2.52 $2.44 $2.51
$2.25 $2.17 $2.08 $2.27
$1.82
2020 2021 2022 2023 L52 2024

m Base Price  ® Promoted Price

@ircona.

Avocados % Incremental Volume by Merch

2020 0%
2021 57% 31% 1%
2022 62% 27% 1%
2023 63% 26% 1%
2L05224 60% 26% 1%

W Price Reduction Only m Feature Only m Display Only = Feature & Display

Circana, LLC | Proprietary and confidential 41
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Avocados Play A Role in Other Categories Across the

Store

Guacamole

Dollars $736.4M +2.3%
Units 144.7M +4.2%

Dollars $3.4B +14.4%
Units 1.5B +0.6%

Dollars per Buyer $49.12 +15.4%
Dollars per Trip $3.30 +10.1%
Trips per Buyer 14.9 +4.8%

@ircana.

Dollars per Buyer $22.34 -1.4%
Dollars per Trip $5.67 -2.1%
Trips per Buyer 3.9 +0.8%

Qil Salad Dressing

Dollars $§502.2M +42.8%
Units 38.7M +48.0%

Dollars $39.2M +25.7%
Units 8.9M +23.6%

Dollars per Buyer $35.41 +6.1%
Dollars per Trip $13.79-1.6%
Trips per Buyer 2.6 +7.8%

Dollars per Buyer $8.92 +11.7%
Dollars per Trip $4.66 +1.7%
Trips per Buyer 1.9 +9.8%
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Focus on cultivating emerging shoppers




Non-Hispanic shoppers account for 81% of Avocado sales

Dollar Sales and % Change Demographic Changes

Acculturated Non-Hispanic Hispanic
Hispanic 0

8078 %HHP 54.1 69.9
16.8% %HHP Change -1 +0.6
Buyer Share 81 17

Non Hispanic Share Change -1 +1

$2.88B Buyer Index 94 138

14.4%
Index Change -1 +5
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FMI finds food attitudes differ by generation

The Silent . : :
[ Grocery shopping was and is all about cost, taste and convenience. }
Midlife quality of life concerns meant that health and well-being issues and Baby
sustainability concerns began working their way into the shopping equation. Boomer

The food as medicine movement, climate concerns and a dot.com boom all
introduced a new tech slant to shopping experiences and the quest for convenience.

Ethnic diversity and exploring new flavors brought a new richness; the pace
of life picked up, bringing new pressures to grocery shopping experiences.

Seeks to work and play with equal intensity, both being meaningful
Gen Z . ; . :
and engaging—they bring the same spirit to their quest for food.

Gen X

= THE FOOD Source: FMI Fresh Forward Conference, August 2024
ircana.  (FM) B
. / ASSOCIATION
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Defining generations in an evolving population

Regardless of definition, the U.S. prime shopping population will be inherently different shortly

Projected population by generation (M) Defining generations

80 Gen-Z o
GenZ Born: 1997-2012
70 69 O 72 Age today: 12-27

68

60
Born: 1981-1996
Age today: 28-43

40
Born: 1965-1980

Age today: 44-59

Boomers b
Born: 1946-1964
Boomers Age today: 61-79

|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
20 !
|
|
|
I
|
]

Older generations Older Generations 4,
Born: before 1946 L

2025 2030 2035 2045 2050 Age today: 79+

Source: The U.S. Census Department: Projected Population by Five-Year Age Group and Sex, 2022—2100. Retrieved from:https.//www.census.gov/
@, data/tables/2023/demo/popproj/2023-summary-tables.html. Note: Generational age breaks slightly adjusted (+/- 1 yr) to fit the 5-year framework. Today’s ages = 2024.
iIrcana.
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They shop Fresh on their own terms,
choosing what fits best into their lifestyle

Grocery has the highest share of wallet in Fresh of any F&B department, but NOT with younger generations

Convenience Mass/Supercenter Internet

‘\‘\"‘ N Source: Circana OmniConsumer™ Scan Panel, Shoppers under age 35 vs other generations by channel, All Outlets, 52 weeks ending 07/14/24,
ICircana
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of Gen Z and Millennials

FREQUENTLY try new foods

(vs. less than 15% of Boomers)

@ircana.




Social platform key for younger consumers

Nearly half of consumers look to TikTok for pre-purchase research with viral videos from this platform fueling
sales throughout the year. But what engages on TikTok is often dissimilar to traditional advertising methods

Platforms Plan to Use
% Among Those Planning to Use Social Media
for Pre-purchase Research
YouTube
Facebook J
TikTok
Instagram
TikTok
Pinterest Of consumers made a purchase of Instagram and TikTok ranked as the
Twitter / X something because of seeing it on top platforms resulting in a purchase
. social media - higher among among those 18-34
Reddt younger consumers
Snapchat (76% of 18-34 year-olds)
LinkedIn

qm . Source: Circana Primary Shopper Survey, Q4 2023
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Exploration is reflected in cuisine

Avocados Fit in Several of These

Japanese / Sushi Korean

T . Source: 210 Analytics Survey for IDDBA, June 2024
))Circana
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For Avocados, Gen Z Adding Buying Households —
Younger Shoppers Driving Sales Growth

Dollar Sales and Share S %Chgvs YA $%Chgvs 2YA % HH Buying Change vs YA
GenZ
$62.2M

1.7% Genz 50.9 GenzZ

30.3

21.6
)

VHIERETS Millenials

Millenials
$1.1B
29.7%

Boomers Boomers

Seniors 8.9 Seniors -1.6
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If we do what
we've always done...

We will get to where -
we've always beer;%, o
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And not far with the different ‘ | " __
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Contact us for a copy of this

presentation and more fresh
insights:

Jonna.Parker
(@circana.com
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