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What is Homescan?

Nielsen IQ Homescan® is a continuous panel of 10,000 households who record all take-home packed and fresh grocery from all retail outlets. The sample is demographically and
geographically representative of the Australian household population.

Each household is equipped with a small handheld terminal through which details of all purchasing are entered - product, quantity, price and outlet. This information, along with
the date of purchase, is linked with demographic details of the household and the household purchasing history. Data are projected for the population as a whole.

Estimates produced from Nielsen IQ Homescan® are subject to sampling variation which means that every number reported has a standard error associated with it. For example
at a Total National level, a 40% share of trade number, will be subject to a 1% standard error at a 95% confidence interval. This implies there is a 95% chance that the true value
of the estimate lies between 39 to 41%.

Use of this Report

This report is intended for use by Hort Innovation and levy paying growers. Reproduction or dissemination of the content of the report or any part thereof is only permitted upon
gaining written approval from NielsenlQ.

Disclaimer

Horticulture Innovation Australia Limited (Hort Innovation) and The NielsenlQ Company (Australia) Limited (Nielsen) make no representations and expressly disclaim all
warranties (to the extent permitted by law) about the accuracy, completeness, or currency of information in this dashboard and reports. Reliance on any information provided by
Hort Innovation or NielsenlQ is at your own risk. You are required to make your own independent decisions prior to acting on the information having regard for your own
judgement and the advice of professional advisors as appropriate. To the full extent permitted by law, neither NielsenlQ nor Hort Innovation will be liable, in contract, tort
(including negligence) or otherwise, for any loss, expense or damage of any kind arising from your use or reliance on the information contained in this dashboard and/or the

reports.
Hort
Funding Statement In?mvation

This project has been funded by Hort Innovation, using research and development levies, and contributions from the Australian Government. Hort Innovation is the grower-
owned, not-for-profit research and development corporation for Australian horticulture.
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The 2026 Consumer Outlook

The outlook for fresh produce and nuts




Key Takeaways

1. Price sensitivity and omni-shopping are reshaping
consumer behavior

2. Fresh produce and nuts are critical for growth, but
penetration is declining

3. Younger shoppers are the key to future growth




2026 Consumer

Outlook
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1. State of consumers and
economic uncertainty

Consumers remain price conscious —
prioritizing affordability, diversifying their
choice of retailers and spending more on
essentials and less on discretionary
categories.

Consumer Outlook Guide to 2026: Overview

2. Seamless commerce: The omni
revolution

Consumers are seamlessly shopping
across channels, making omni shopping
the new standard — driven by
affordability, convenience and
personalization.

3. Trends to watch

Persistent commodity volatility, Al-driven
product discovery, private labels emerging
as first-choice brands and the effect of anti-
obesity medications will lead the way in
2026.
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Despite recent upward trajectory, inflation across ANZ is getting closer to pre-pandemic levels.

Housing driven by electricity cost puts pressure in Australia in the latest quarter.

Annual CPI Growth (%)
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Consumer sentiment remains relatively
unchanged, with most consumers still feeling
worse off.

Consumer financial position, sentiment year over year (% respondents)

o8

]

Australia

51% 51%

43%

41% 41%

33%

22% 21%
o
15% 16% b

12% 13%

Mid-2022 Jan. 2023 Mid-2023 Jan. 2024 Mid-2024 Jan. 2025 Mid-2025

=o-\\orse off =—@=Better off

Higher cost of living is still close to
consumers’ hearts, while global conflict is an
uprising concern.

v % change from
July 2025 last year

Global conflict/Escalation of crisis/\War
(0]
(was #8 in 2024) 17% +12

Increasing food prices 3
(was #1 in 2024) - )
Increased housing costs + 1
J
+3
Economic downturn -1
J
Rising interest rates 4
(was #4 in 2024) - Y,

N IQ rll%gvation
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Rising FMCG prices continue to affect Despite this, volume picked up across most

everyday essentials. departments in Australia.
Price per Unit % change Unit % change
Total FMCG excl Fresh : +2.3% Total FMCG excl Fresh: +2.7%

@Australia

Frozen Food

\

@Australia
Frozen Food \ _
Conf. & Snacks Conf. & Snacks Chilled
Beverages
+2.9% +3.8% +4.8%
Fresh Deli,
Meat and

Fresh/ Seafood* . . Fresh/
Perishable ; Chilled J Ambient | o, .\ ble | Household
Food* S Food* +0.9%

+4.4%

Fresh Deli,
Meat and

Seafood*

+5.0%

Ambient

Health & Health & Pet Food
Beauty Beauty -3.2%
+2.8% +5.1%

Checkout
/

N\ Alcohol N\ Checkout ) Alcohol
0.7% 5:8%
. > +2.5% Higher than average Volumetric

. 1.5 — 2.5% Average Heat Map . Volume Growth . Volume Decline
Map < 1.5% Below average

Inflation
Heat
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Higher spending expectations with fresh and dairy, and less with snacks, confectionary and
liquor evidence health & wellness priorities.

Spending intentions for the next 12 months
Net change in spending (pt. change)

Spending intentions for the next 12 months
Net change in spending (pt. change)

Utilities 38%
Rent / mortgage 25% Fresh Produce 15%
Groceries and household items 23% Dairy 1%
Insurance (non-medical) 23%
Transport costs Fresh Meat
Health care Dry/canned grocery products

Paying off debt
Education for yourself or your kids / childcare Frozen foods

Saving / Investments ext 12 months? Home essentials

In home entertainment -15%
Holidays — international -16% Health & wellness
Socializing (gatherings for family/friends) -19% Pet products
Salon beauty / grooming -20%
Holidays — domestic -21% Baby products
Small domestic appliances -21% Beverages - nonalcoholic
Home improvements / décor -22%
Holiday celebrations / special occasions -22% In-store prepared meals and/or meal kits

Large domestic appliances -24% Personal and beauty care
Food delivery/ takeaways 27%
Clothing / Apparel 27%
Electronics/Technology -27%
Out of home entertainment -30%

Out of home dining / eating  =31%

Alcoholic Beverages =22%

Snacks and confectionery =23%

N IQ m?llgvation
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Australian shoppers are still chasing value — but some behaviours are changing,
with more scrutiny on basket costs. .

change
vs. 2024

44 t"‘1
o A

Switch to a lower-priced brand

Buy whatever brand is on promotion

Monitor the cost of my overall basket of goods

Stocking up or buying in bulk when my preferred brand goes
on sale or promotion

.
T

Shop at stores with loyalty points / use loyalty points to
manage spend

LT ¢ 3o )
=

Stop buying certain products to focus just on essentials 34
4 9
Decide to purchase private label / store brands 013 28 t +1
Shop more often at discount/value/lower-priced stores ' 27 ‘ -1
Substitute or trade-out for a lower priced alternative (for EI 24 ‘ -2
example: A different cut of meat)
Buy larger sizes to get a better price per amount of product I _ 24 t +7
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revolution
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Shoppers have been increasingly adopting the omnishopping
behaviour, with 55.5% of Australian shoppers have been
purchasing at 4+ retailers on a quarterly basis

s % of Households Shopped at

v

56
53
51
30
28
28
15
13
13
6
4
I

1 Retailer 2 Retailer 3 Retailer 4+ Retailers
EQTR2YA =mEQTRYA =mEQTR to date
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Value-seeking shoppers drive growth in the discounter channels in Australia.

Tz
ZUNNINGS e
warehouse oHS
DOLLARAMA
E— @ E—

Stop Paying Too Much!!
-
4 - L}

WAREHOUSE

Shopper
reach by
retailer %

84 87 88

(penetration)

Shopping
frequency
(trips)

B 52 wks 2YA

B 52 wks YA B 52 wks — w/e 07/09/2025

N I Q E'?:;tvatl’on Source: NIQ Omnishopper Penetration and Average Occasions per Buyer by retailer - Latest 52 Wks - w/e 07/09/25 17



Costco has 15 stores in Australia but already Costco reaches a significant Loyalty when

plans to open the next one by 2027. compared to Aldi, indicating an important
growth potential.

Costco reveals new Aussie warehouse as
it competes with Coles, Woolworths for
slice of $120 billion sector

American bulk buy giant Costco is continuing to expand into Australia
and has confirmed it will open another warehouse in Melbourne's
Pakenham.

American bulk buy giant Costco has confirmed it will open its 16th

Australian store in Victoria as it continues to eye new opportunities
across the country. Costco is emerging as a major player in Australia’s m ALDI = Costco
$120 billion supermarket sector, which is currently dominated by

Coles and Woolworths. //
ALDI reaches 81% of

penetration while

Retailer Share Loyalty

© 2023 Nielsen Consumer LLC. All Rights Reserved.
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Online is significant bigger among larger shopping trips ($120+), with Woolworths x
Online playing a dominant role ﬂ

Woolworths Online represents more than half of Online share among $120+ trips.

-

Share of Value - Channels Basket Value Share - Online

8
s
=L EEm E

Less than $40  $40-$60 Basket  $60-$80 Basket  $80-$120 Basket  $120+ Basket Less than  $40-$60  $60-$80  $80-$120  $120+
Basket $40 Basket Basket Basket Basket Basket
m Mainstream Grocery B&M = Discount Grocery B&M m Other Grocery B&M mColes ®=Woolworths = A/O Online
Pharmacy B&M = A/O B&M ® Online

N IQ I}#:llgvation 20



Online market share is lagging across fresh
produce and nuts, with fruit and nuts representing
the biggest opportunity areas.

=—=TOTAL FMCG
TOTAL FRESH PRODUCE
= \/EGETABLES 10.9%

e FRUIT

(0]
e NUTS 10.0%

8.6%

8.4%

7'M

4YA 3YA 2YA YA Latest 52 Wks -
w/e 02/11/25

N IQ E\?\GVatl’on



Within vegetables, cucumbers, capsicum and
tomatoes under trade online and represent areas of

opportunity.

LETTUCE
ZUCCHINI/COURGETTE
CARROTS

POTATOES

BROCCOLI BROCCOLINI
ONIONS

FRESH SALAD
VEGETABLES
CUCUMBERS
CAPSICUM

TOMATOES

OTHER VEGETABLES

I O.8%
I ©.6%
I ©.5%
I ©. 1%
I 8.6 %
I 3.4 %
. 5.2 %
I C 2 %
. 7 .9%
I 7 .9%
I 7.2 %

I 6.7 %

N IQ Wﬁ%ﬁvaﬁon




Within fruit, apples are winning online, whilst stone

fruit and

APPLES
KIWIFRUIT
AVOCADOS
BANANAS
BERRIES
FRUIT
PEARS
MELONS
GRAPES
CITRUS
STONE FRUIT

MANGOES

mangoes under trade the most.

e 10.1%
I 5.5 %
I S .1 %
N, .7 %
I 7.6 %
I 3%
I 7.2 %
I .6 %
I G .4 %
I G .2 %
I 4.8%
I 4.7 %
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Within nuts, hazelnuts and almonds are strong
performers online, with macadamia currently under
trading, highlighting an opportunity.

Nuts | Volume share % of Online Channel | Total Aus
52 weeks to 02/11/2025

HAZELNUTS I 11.3%
ALMONDS NI 8.3 %
CASHEWS I 7.7 %

WALNUTS I 7.7 %

OTHER
NUTS/SEEDS

NUTS I 6.8 %

I 7.2 %

PECAN I 6.7 %
MACADAMIA I 6.5%
MIXED NUTS I 5.9%

PEANUTS I 5.7 %
PISTACHIO I 4. 1%

BRAZIL NUTS I 4.1%

N I I-rl‘?";tvaﬁon Source: NIQ Homescan - Latest 52 Wks - w/e 02/11/25




Lifestyle changes, supply
chain volatility, and

consumer trust will lead
the way to 2026

N IQ EI?‘I';tthl'on



Catalysts to 2026 change

Emerging factors faced by key verticals across industries.

Trends to watch

The anti-obesity Commodity Private Label is No
medication effect is Volatility is the New Longer a Trade-
going global Constant Down

AOMs are creating space Commodity volatility is here With innovation, clean
for innovation in functional to stay. Explore innovation ingredients, and localized
snacking, portion-controlled and pricing scenarios to trust, private label brands
formats, and metabolic maximize revenue are now competing as first-
health. choice options

N IQ I}#:llgvation

Al is rewriting
discovery and
research

Al-powered product
discovery is becoming the
go-to for consumers, though
distrust persists in the
Al/agentic shopping space.

© 2024 Nielsen Consumer LLC. All Rights Reserved. 26



Trends to watch

660/0 of

Australians

Are either overweight or obese

67%

Say that maintaining a healthy
body weight is more important
than it was 5 years ago

Consumers are increasingly more focused on maintaining a
healthy body weight, mostly for physical health purposes.

Which of these are reasons maintaining a healthy body
weight is important to you?

To support healthy ageing 78%

Health reasons e.g. avoiding diabetes /

: ) 73%
cardiovascular disease ¢

For personal appearance / self confidence 63%

Improved mental and emotional wellbeing 60%
For better athletic performance - 13%
To be more socially acceptable - 12%

Enhance fertility/pregnancy outcomes l 6%

28



GLP-1 usage gains traction in Aus

73%

of Australians are aware of GLP-1 medications

51%

would consider using them

15%

of Australian households have someone on GLP-1
treatment

GLP-1 approved for weight loss prescription in:
Australia from September 2024

Source:
NIQ 2025 Homescan Survey November 2025 |
TGA Australia published Sept 2024 | GLP-1 Press Release 1 July 2025



https://dietitians.org.nz/

Australian shoppers show a growing appetite for Al-driven personalization, especially tools that

simplify comparisons and offer tailored recommendations.

Trends to watch

Australia | % of respondents

Would be likely to
purchase a product if
the retailer

Find it helpful when a

: Are comfortable with
retailer

a digital shopping
platform making
product

Would be interested in

using tools powered by Are comfortable with a
Artificial Intelligence (Al) digital shopping

to platform

Hort
- NIQ 202 look
N I Innovation °°Vce NIQ 2025 Consumer Outlook survey

© 2023 Nielsen Consumer LLC. All Rights Reserved. 32



Retailers in Australia and around the world are exploring Al in the shopping experience.

A look at developments in other markets could highlight the path for Australian retailers.

-~+HOPLA

by Carrefour ({9

Walmart | OpenAl

« Partnership will allow customers and members to complete * Recipe-based shopping: You can ask Hopla for recipe ideas and
purchases from Walmart directly within ChatGPT. it will generate a shopping list based on the ingredients needed.

» Through Al-first shopping, the retail experience shifts from » Personalised suggestions: It can offer suggestions based on your
reactive to proactive as it learns, plans and predicts, helping dietary preferences, previous purchases, and specific
customers anticipate their needs before they do. ingredients to help reduce food waste.

» This partnership builds on the multiple ways Walmart and Sam’s * Convenience: The Al-powered tool streamlines the process of
Club are already using Al, like enhancing product catalogs, planning your meals and shopping list, helping you save time.

improving customer care resolution times and promoting Al
literacy among associates.

Announced in mid 2025 Hopla launched in 2023, Hopla+ launched in 2025

N IQ Inﬁovahon 33



Australian Retailers are following suit...

Are you equipped &) OpenAl
to ensure your

products shine In
the Al-enabled @
customer

journey?




What does this
mean for Fresh

Produce and Nuts?

N IQ I-lllcl,'ilgvation



Key Takeaways

* Fresh fruit and vegetable household penetration levels have
consistently dropped since 2022, failing to keep pace with
population growth.

Nut penetration levels have been mixed, with a recovery evident in 2025,
after a drop observed from 2022-2024.

» Focus on re-engaging the 1 million younger shoppers (<35) across
fresh fruit, vegetables and nuts to stimulate or further strengthen
penetration growth.

Focus on categories with positive momentum and re-engage declining
favourites

They shop less frequently and have smaller baskets, yet there are 140+
annual opportunities to reach these buyers.

Aldi and non-major supermarkets are particularly strong among younger
shoppers, suggesting a shift toward value

Online represents an opportunity — digital nudges will support
engagement

36



Total Grocery recorded $ and
KG sales growth of +6.0% and
+4.5% in the latest 52 weeks,

whilst average prices increased
by +1.4%

While still behind the grocery average, annual fresh produce
and nuts volumes trend positively with a recovery evident for
vegetables in particular.

4.5

1.4

Total Grocery

8.8
6.7
45 47
4.3 4.1
: 3.9
23
08

Total Fresh Produce & Nuts

m$ % Chg vs YA

Total Fruits

KG % Chg vs YA

Total Vegetables
m Avg Price per KG % vs YA

8.7
5.6
29 I

Total Nuts

37



Smaller baskets continue to curb vegetable volume growth -
the challenge for nuts remains fewer occasions compared to
one year ago.

Total Fresh Produce & Nuts | KPI Drivers | Total AUS
52 weeks 02/11/2025 vs YA

Total Fresh Produce & Nuts

$% Chg. KG % Chg.

+6.7% +2.3%
+8.8% +4.1%

Total Fruits

Total Nuts +8.7% +2.9%

Total Vegetables +4.7% 0.8%

Buying HH % Chg Frequency % Chg mPrice per KG % Chg ®mKG per Occ % Chg

N IQ m%‘gvation



As price growth slows, produce and nuts volume growth peaks in the current reporting period.

Total Fresh Produce & Nuts - Trended 13 weeks to 02/11/2025 vs YA
Volume (KG), Price per KG and Value ($) Sales

.6
=7 1
5.1 6.1
4.3
55
5.8
5.4 5.8 e 29 46
8.4 55
4.9 4.3 e
3.1 3.1 3.5
1.8 15 17 1.6 = 1.8 2.0 1.8
13 wle 13 w/e 13 w/e 13 w/e 13 wle 13 w/e 13 w/e 13 w/e 13 wle 13 w/e 13 w/e 13 w/e
01/12/24 05/01/25 02/02/25 02/03/25 06/04/25 04/05/25 01/06/25 06/07/25 03/08/25 07/09/25 05/10/25 02/11/25
mmm KG % Chg vs YA mmmm Avg Price per KG % vs YA  ===§ % Chg vs YA

N I Q E\?\'qution Source: NIQ Homescan | Trended 13wks 02/11/2025 Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 39



Vegetables appear a key driver of this trend — despite registering mixed results throughout
2025, consistent volume growth is evident from September, peaking in the current reporting
period.

Total Vegetables- Trended 13 weeks to 02/11/2025 vs YA
Volume (KG), Price per KG and Value ($) Sales

=0 0
11.0 4
=2.6
3.7 3.7 f
3.1 57
5.0 46 2.6
14 1 -
0.9, o
-2.2
13 wle 13 wle 13 w/e 13 w/e 13 w/e 13 w/e 13 w/e 13 w/e 13 wle 13 w/e 13 w/e 13 wle
01/12/24 05/01/25 02/02/25 02/03/25 06/04/25 04/05/25 01/06/25 06/07/25 03/08/25 07/09/25 05/10/25 02/11/25
mmm KG % Chgvs YA mmmm Avg Price per KG % vs YA  «===$ % Chg vs YA
Hort . onfidential and proprietar © ielsen Consumer ights Reserve
N IQ Innovation Source: NIQ Homescan | Trended 13wks 02/11/2025 Confidential and proprietary © 2025 Nielsen C LLC. All Rights R .



A healthy outlook remains for fresh fruit, with volumes consistently remaining ahead of last
year.

Total Fruits- Trended 13 weeks to 02/11/2025 vs YA
Volume (KG), Price per KG and Value ($) Sales

13 wle 13 wle 13 wle 13 wle 13 w/e 13 wle 13 w/e 13 wle 13 w/e 13 w/e 13 wle 13 wle
01/12/24 05/01/25 02/02/25 02/03/25 06/04/25 04/05/25 01/06/25 06/07/25 03/08/25 07/09/25 05/10/25 02/11/25
mmm KG % Chg vs YA mmmm Avg Price per KG % vs YA  ===$ % Chg vs YA

N I Q m?\'quﬁon Source: NIQ Homescan | Trended 13wks 02/11/2025 Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 41



Nut volume growth continues to be dampened by strong price growth evident since August.

Total Nuts- Trended 13 weeks to 02/11/2025 vs YA
Volume (KG), Price per KG and Value ($) Sales

124

21
0.1
3.0
3.4
31 9.8
.0
- 75
21 5.1
14 21
| 0.4 |
13 wle 13 wle 13 w/e 13 w/e 13 w/e 13 w/e 13 w/e 13 w/e 13 wle 13 w/e 13 w/e 13 wle
01/12/24 05/01/25 02/02/25 02/03/25 06/04/25 04/05/25 01/06/25 06/07/25 03/08/25 07/09/25 05/10/25 02/11/25
mmm KG % Chgvs YA mmmm Avg Price per KG % vs YA  e===$ % Chg vs YA
Hort . onfidential and proprietar ielsen Consumer ights Reserve
N IQ Innovation Source: NIQ Homescan | Trended 13wks 02/11/2025 Confidential and proprietary © 2025 Nielsen C LLC. All Rights R . 42



Comparing now, to

then

N IQ m?\gvation
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Over the last 5 years, the volume of fresh fruit and vegetables we buy has and continues to
change. Following current trends, we will see further drops for vegetables, and growth for

fruit.
Nuts consumption levels have remained relatively more stable during this period.

Kilograms per Buyer | Total Australia | 52 we 02/11/2025

118.0 113.7
o 109.5 ——— 111.4
—— —e— —e 110.3
— —— —e 91.4
93.4 — -
90.1 89.2 89.5
L49 A7 AT A9 .is

Latest 52 Wks 4YA - w/e 07/11/21  Latest 52 Wks 3YA - w/e 06/11/22 Latest 52 Wks 2YA - w/e 05/11/23  Latest 52 Wks YA - w/e 03/11/24

=@=—FRUIT =—=@=VEGETABLES =@=NUTS

Latest 52 Wks - w/e 02/11/25

N IQ m%lgvation
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Household penetration is not keeping pace with population growth with fresh fruit and veg

levels declining consistently since 2022.

Nut penetration levels experienced the sharpest drop post Covid but have recovered in the last 12 months.

Penetration (% of buying HH) | Total Australia | 52 we 02/11/2025

Penetration
% chg v 2022

9850/0 '0-8%

99.5% 99.4% 99.2% 99.0%
8.9% 99.0% 98.6% j5*8.4%

87.3%

—$ 98.1% _0.9%

(o)
84.5% 83.9% 83.5%

—o 84.2% -0.4%

Latest 52 Wks 4YA - w/e 07/11/21 Latest 52 Wks 3YA - w/e 06/11/22 Latest 52 Wks 2YA - w/e 05/11/23 Latest 52 Wks YA - w/e 03/11/24

Australia population growth since 2021 - 5% —e—FRUIT —@—VEGETABLES =—#=NUTS

Latest 52 Wks - w/e 02/11/25

N IQ Il.rlggvatl’on
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There is evidence of penetration growth across the store in the last 3 years however, with
categories like food box/meal kits, water, and energy and sports drinks growing the fastest.

Total Australia | Penetration % chg vs 3 YA | 52 we 02/11/2025

25.3%

10.9%

8.6%
6.4%
4.0%
2.2% 2.1%
o ° 1.6% 1.2% 1.0%
. . ] N |

FOOD WATER ENERGY VITAMINS INSTANT RICE COOKING CHILLED MUESLI COOKING
BOX/MEAL SPORTS NOODLES NOODLES JUICES BARS
KITS ICE TEA

Hort Copyright © 2025 Nielsen Consumer LLC. All Rights Reserved. 46
Innovation  Source: NIQ Homescan - Latest 52 Wks - w/e 02/11/25



A focus on Fresh

Fruit

N IQ I-lllcl,'ilgvation
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While penetration has recovered across most fruit categories this year, this is not the case
across some of our favourites, driving market losses across the last few years.

Total Australia | Penetration by Fruit Segment | 52 we 02/11/2025 % \%

87 86
75 7
57 60
53
49
42
23
L

APPLES  AVOCADOS BANANAS  BERRIES CITRUS FRUIT SALAD GRAPES  KIWIFRUIT MANGOES MELONS OTHER PEARS STONE  TROPICALS
FRUIT FRUIT

W 2022 m 2023 m2024 w2025

Hort Copyright © 2025 Nielsen Consumer LLC. All Rights Reserved. 48
Innovation Sovrce: NG Homescan - Latest 52 Wks - w/e 02/11/25



While the youngest shoppers continue to represent 10% of the household population,
penetration losses have been steepest amongst this group, especially in the last 12 months.

Total Australia | Penetration by Main Shopper Age | Fruit | 52 we 02/11/2025 Total Australia | Distribution of Population by Main Shopper Age | 52 we 02/11/2025
100 1
1' j ggg%
98 4 e
98.3% 97.9% 97.0%
96 S
96.4% o5 o
94 1 93.9%
92 +
90 +
O
86 1
84 »
82 1
80 2021 2022 2023 2024 2025
2021 2022 2023 2024 2025
=@ Main Shopper Age <35 =@ Main Shopper Age 35 - 44 ®m Main Shopper Age <35  ®Main Shopper Age 35 - 44
=@=—NMain Shopper Age 45 - 54 «==0==Main Shopper Age 55+ ® Main Shopper Age 45 - 54 1 Main Shopper Age 55+

N I I-rli?'\lgvation Source: NIQ Homescan - Latest 52 Wks - w/e 02/11/25 Confidential and proprietary ©2025 Nielsen Consumer LLC. AllLSme & Conditions 49
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Profiling shoppers by age

Total Australia | Fruit Profile by Main Shopper Age | 52 we 02/11/2025

Main Shopper <35
1M HH’s
47 occasions
66.5 Kg per year

Annual volume +6%

21% on promo
Online share = 8.1%

Main Shopper 35-44
2.2M HH’s
58 occasions
92.6 Kg per year

Annual volume +2.6%

24% on promo
Online share = 11.8%

Main Shopper 45-54
2.4M HH’s
60 occasions
97.3 Kg per year

Annual volume +6.2%

30% on promo
Online share = 8.1%

Main Shopper 55+
5M HH’s
66 occasions
93.3 Kg per year

Annual volume +3.5%

29% on promo
Online share = 4.8%

N I m%lgvatl’on
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Re-engaging with younger shoppers means a focus on avocados, berries and melons, as key
drivers of losses.

Total Australia | Penetration vs YA (Abs Change) by Fruit Category| Main Shopper Age <35 | 52 we 02/11/2025
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There are categories across the supermarket that are resonating with these shoppers,
including frozen snacks, vitamins, convenience and frozen meals.

Total Australia | Penetration vs YA (Abs Change)| Main Shopper Age <35 | 52 we 02/11/2025

FRESH MEAT mmm 1.0
FROZEN MEAT/POULTRY/SEAFOOD mmmm 1.2
CHILLED CREAM/DESSERTS mmmm 1.2
SWEET BISCUITS mmmm 1.2
INSTANT NOODLES mmmmm 1.3
CHILLED MILK e 1.4
FROZEN MEAL mmmwm 1.4
SHELF STABLE DESSERTS mmmmmm 1.5
TEA w16
INFANT FOOD mmmmmmm 2.0
SUGAR CONFECTIONERY mmmmmaw 2.1
CONVENIENCE MEALS s 2.2
LONG LIFE JUICE & CORDIAL s 2 3
ENERGY SPORTS ICE TEA s 2.3
COFFEE s 2.7
VITAMINS s 4.1
FROZEN SNACKS I 4.4

MILK ADDITIVES I 4.9

WATER s 159
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While apples, bananas and citrus represent
half of annual volume purchased, avocados,
kiwifruit and mangos stand out as
preferences.

Total Australia | Share of Fruit Kilograms | 52 we 02/11/2025

All HH's Main Shopper Age <35

Share of Kilograms - Product
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EKIWIFRUIT ®MANGOES  ®m MELONS B OTHER FRUIT ® PEARS B STONE FRUIT mTROPICALS
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N I Q | : (Volume share index vs all HH’s)




Prepacked fruit is growing fastest amongst younger
shoppers this year.

Total Australia | Share of Prepacked vs Loose Fruit | 52 we 02/11/2025

All HH's Main Shopper Age <35 Main Shopper Age 35- Main Shopper Age 45 - Main Shopper Age 55+
44 54

m Barcoded ® Loose
Total Australia | KG % Chg vs YA | Prepacked Fruit | 52 we 02/11/2025
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44 54
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We shop more often as we get older, however
there are 143 occasions available every year

to reach younger shoppers.

Total Australia | Grocery Occasions and Basket Size by Main Shopper Age

52 we 02/11/2025

34% 33% 38% 35%

177.8 173.9
154.5
143.3
$54.97 359.55 261.04
$46.12
All HH's Main Shopper Age Main Shopper Age 35 Main Shopper Age 45
<35

B Occasions per Buyer M Value per Occasion

% of grocery baskets that include fresh fruit

33%

198.4

$52.17

Main Shopper Age
55+
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A focus on Fresh

Vegetables

N IQ I-lllcl,'ilgvation
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Vegetable penetration losses are not isolated with a number of our favourite categories
suffering consistent losses over the last 4 years.

Total Australia | Penetration % by Vegetable Segment | 52 we 02/11/2025 % @
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\65 \ \
60 59 T~
54 54 \
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However, there are pockets of growth, with cucumbers, herbs, garlic, Asian veg and beetroot
amongst those registering penetration growth over the 4 years.

Total Australia | Penetration % by Vegetable Segment | 52 we 02/11/2025 % @
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While penetration losses are evident across all groups, like the fruit market, the
steepest have been from amongst the youngest shoppers.

Total Australia | Penetration by Main Shopper Age | Vegetables Total Australia | Distribution of Population by Main Shopper Age | Vegetables
Latest 52 we 02/11/2025 Latest 52 we 02/11/2025
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Profiling shoppers by age

Total Australia | Vegetable Profile by Main Shopper Age | 52 we 02/11/2025

Main Shopper <35
1.1M HH’s
53 occasions
78.5 Kg per year

Annual volume -8.4%

20% on promo
Online share =9.2%

Main Shopper 35-44
2.3M HH’s
62 occasions
103.2 Kg per year

Annual volume +4.8%

22% on promo
Online share =13%

Main Shopper 45-54
2.4M HH’s
70 occasions
114.4 Kg per year

Annual volume +1%

26% on promo
Online share = 10%

Main Shopper 55+
5M HH’s
75 occasions
118.4 Kg per year

Annual volume +0.6%

26% on promo
Online share = 5.4%
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Amongst younger shoppers, penetration losses are largely across the board, with categories
such as cucumbers and fresh salad amongst the top 10.

Total Australia | Penetration vs YA (Abs Change) by Vegetable Category| Main Shopper Age <35 | 52 we 02/11/2025
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While staples such as potatoes, onions, carrots
and tomatoes represent close to half of annual
volume purchased, onions, cucumbers and
capsicum stand out as preferences.

Total Australia | Share of Vegetable Kilograms | 52 we 02/11/2025
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Despite national growth for loose veggies this year,
this format is declining amongst the youngest
generation.

Total Australia | Share of Prepacked vs Loose Vegetables | 52 we 02/11/2025

All HH's Main Shopper Age <35 Main Shopper Age 35- Main Shopper Age 45 - Main Shopper Age 55+
44 54

B BARCODED ™ LOOSE

Total Australia | KG % Chg vs YA | Loose Vegetables| 52 we 02/11/2025
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While nut penetration is growing amongst all generations this year, there is an opportunity to

drive this amongst shoppers <35 with participation levels the lowest.

Total Australia | Penetration by Main Shopper Age | Nuts

Latest 52 we 02/11/2025
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Peanuts, mixed nuts, pistachio and ‘seeds’ are driving penetration gains across the nut market

in the last 12 months.
)
&

Total Australia | Penetration % by Nut Segment | 52 we 02/11/2025
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Profiling shoppers by age

Total Australia | Nuts Profile by Main Shopper Age | 52 we 02/11/2025

Main Shopper <35
0.8M HH'’s
7 occasions
3.3 Kg per year

Annual volume +8.5%

17% on promo
Online share = 5.5%

Main Shopper 35-44
1.9M HH’s
9 occasions
4.3 Kg per year

Annual volume +2.9%

19% on promo
Online share =10.0%

Main Shopper 45-54
2.1M HH’s
9 occasions
4.7 Kg per year

Annual volume +3%

21% on promo
Online share =9.1%

Main Shopper 55+
4.3M HH’s
11 occasions
5.5 Kg per year

Annual volume +2.3%

24% on promo
Online share = 5.0%
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The categories driving penetration amongst younger shoppers this year are mixed nuts,
varieties pistachio, peanuts, almonds and macadamia.

Total Australia | Penetration vs YA (Abs Change) by Nut Category| Main Shopper Age <35 | 52 we 02/11/2025
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Seed varieties, pistachio and walnuts are the
nut categories that younger shoppers are
more likely to buy.

Total Australia | Share of Nut Kilograms | 52 we 02/11/2025

3.4% (68)
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Key Takeaways

1. Price sensitivity and omni-shopping are reshaping
consumer behavior

2. Fresh produce and nuts are critical for growth, but
penetration is declining

3. Younger shoppers are the key to future growth
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Thank you
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