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...10 YEARS TO 2021

Quantitative Easing
Abundant Liquidity
Low Cost of Debt

Low-Modest Inflation

2022 ONWARDS...

Quantitative Tightening
Retrenching Liquidity

Rising Cost of Debt

Stable Input Costs
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Increasing migration to
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Traditional meal occasions
are fragmenting under
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COMPLEX LIVES

| _Lives becoming more fluid to &
pack more-in,-with focus on
simplicity and saving time
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ONLINE-SPEND
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Switching between retailers to - = Finding more ways to make meals
find value, favouring '; go further and minimise waste
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PRE-COVID: Consumers readily switch between budget
and premium, depending upon the product, occasion and

belief.... HIGHER
(perceived)

QUALITY
‘bang for buck’

BUDGET CONSUMERS ‘trading up’
Frugal and MIDDLE PREMIUM
Consumjgwy CONSUMERS Range COIT!SUMERS
, quality and
customer service

POST-COVID/ INFLATION: ‘Haves’ vs ‘Have-Nots’... CON
. Switching from Fresh to Canned / Frozen VENIENCE
. Batch cooking, buying in bulk * On-the-go

. Trading down to more affordable proteins (chicken, eggs)  Online




SUPERMARKET INFLATION WILL CONTINUE

® Adi @ Asda @ Lidl @ Morrisons @ Ocado @ Sainsbury's @ Tesco @ Waitrose

26% annual inflation based on 3 month periods
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ALDI IS SETTING THE
RETAIL PRICE (GLOBALLY)
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RETAILERS COMPETING ON ‘VALUE’ TO COMBAT AFFORDABILITY (UK)
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Supermar . ‘ Clever ways to use up leftovers ;‘
///
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Waitrose I leftover potatoes leftover onions leftover carrots |

Source: which.co.uk/reviews/supermarkets



WHICH IS THE FRESHEST ONLINE SUPERMARKET? HOME-LIFE IS THE NEW BENCHMARK

> Length of time perishable items roxy for waste
Supermarke lasted on average e'\\f e \S p
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Consumers are planning meals more, more tolerant of Best Before dates and less forgiving on quality

Source: which.co.uk/reviews/supermarkets



OATS =
CONSUMERS o
WA N T P R I C E Red Tractor Australian Kellogg's Corn Flakes Coles Squeezie Vanilla

C E RTA I N TY Rolled Oats | 1kg Breakfast Cereal | 380g Yoghurt Pouch | 70g

$4.75 Until100ct2023 $5.00 $0.75  until29 Aug 2023

$0.48 per 100g $1.32 per 100g $1.07 per 100g

Was $5.20 on Apr 2023 6.0 (6] Was $0.85 on Jan 2023
0.0 (0) 0.0 (0)

Young Families doing it the toughest...... increased switching between retailers to find ‘best value’



RETAILERS
LEVERAGE
LOYALTY

PROGRAMS
TO LOCK-IN
CONSUMERS
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Nectar Price
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85,

each
£2.12 per kg

12/07/2023
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:1.06 per kg
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Bulk mark-downs
Cosmetically blemished product (affordability / sustainability) @
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CONSISTENT
QUALITY... TECHNOLOGY (NIR) IS VITAL
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THE VALUE OF RETAILER SHELF SPACE
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el R " &

APPLES BERRIES

Value psgm ($): $100 $480

per sqm

Stock turn frequency: 2.5 times 4 times
(per week)

Retailer Income ($)  $250/wk $ 1,920/wk



WHAT IS THE CONSUMER NEED THAT MORE ‘NEW’ VARIETIES ARE TRYING TO SOLVE?

.....

S FINANCIAL REVIEW

A new $27m appi )
Shelies Pple variety is coming to supermarket

- |
T&G launches new pple2023) launched Joli™, anew globa

hed portfolio
T&G Global has today which joins the company’s esta tablished P . | ’
premium app\e Va’ﬂ"ef,}',| apple prands. Joli, which... Caty the Cosihie C[‘lSp — apple? That's the hope e

of Envy™ and JAZZ . . .

2\ Rich Fruits, one of the country’s largest growers, which has
sunk $27 million into the new variety — developed in the
one \a United States — in a bid to reverse declining sales.



VALUE FOR MONEY AND SNACKING (CONVENIENCE) ARE KEY
DIFFERENIATORS FOR APPLES (AND PEARS)

DRIVERS OF SNACK PURCHASE VS APPLE PERFORMANCE T B
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HIGH IMPORTANCE, LOW ASSOCIATION ] T Enjoyable to eat f.' HIGH IMPORTANCE, HIGH ASSOCIATION
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e hut currently has low association withge
2 apples.
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= \ = Quality of ingredients / produce
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= .
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- T . Comes in 3 convenient portion size :
e Balanges mood : preservatives
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Offers something different / unique from other STIEIIEiG
LOW IMPORTANCE, LOW ASSOCIATION LOW IMPORTANCE, HIGH ASSOCIATION
0%
0% 1% 200 30% 0% 50% 6% il a0% 90%
ASSOCIATION WITH APPLES (% AGREE)
Hort
Source: Kantar HIA Domestic Growth Study 2022 Innovahon



OPPORTUNITIES AND

CONCIDERATIONS?




1. DEMAND-LED PRODUCTION
PRODUCTION PUSH CONSUMER PULL

Sales driven by production Sales driven by consumer demand

RETAILER

“This is what we have to
sell — take your pick"

RETAILER

“This is what we need to
stock"

CONSUMER

“This is what | have to buy,

but | don’t want it” CONSUMER

“This is what | want to buy”



2. OPTIMUM RANGE: REMOVING ‘NEEDLESS CHOICFE’

~100.0%

_ 80.0%

. 60.0%

 40.0% ,
CONTRIBUTION

| 20.0%

NUMBER OF PRODUCT LINES



3. GRAPES: USING QUALITY STANDARDS TO LIFT INDUSTRY QUALITY

Coles Table Grape CONSUMER Acceptability in the Major Retailers
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CONSUMER ACCEPTANCE INCREASES WITH BRIX

Table Grapes - All Varieties

’ k
Wwhat's thqé & 42% increase in acceptance
g oo from 15-16° Brix
-
£
E 40% v
a 30%
=
S 20%

4 5 6 7 8& 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25
Brix (°)

Individual fruit data n=1670
e



4. WHAT ARE THE PRODUCT QUALITY RISKS WITH AN ONLINE SUPPLY CHAIN?

Ocado fulfillrp t robots combined with o r|d ots to :labllﬂg picking all sizes,
221 shapes, weights ile item

W

50 item customer order in 5 mins, h 150 robots workin 'ntﬁel same time)
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6. MEAL DEALS (UK)

MAIN'S DRINK'+ SNACE MAIN + Y,

O INSPIRED J o e | .,
al 10 COOK ) A e ’{T g‘f@/

By Sainsbury's

o <R e

Stir fry veg + noodles + sauce 2 pizzas + 2 sides + 1 dip Main + side + dessert + drink
Save up to £1.60. Shop the deal & see Save up to £6.50. Shop the deal & see Save up to £7.10. Shop the deal & see
full T&Cs full T&Cs full T&Cs
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/. MEAL-BOX DELIVERY

A

T

-~

it -y ) S
. Aus Meal-Kit Delivery M

. Accounts for 30%

. HelloFresh: Global

__essentially a manu
(therefore, need consis

arket = $600m

of online grocery market
sales $12.4bn (FY22), 16 countries

g ingredients

facturer sourcin
liable quality)

v
- ‘:‘.

Stwp
v o ’
y - % v v 4 - X o
s\ ( ; S T -
oA el W . ! P a 4 ’ 3 N 0 5 ’
I8 - } = | " st e ! Y g
‘q: bP 5 " g e = ' ) = 2
‘) Ao | ¥ | . . .
£ be 43 oy . ; ., a0
- A . mN. sl ) Tt ed
e APt gl = A
% /7 \ =
.

i via's .‘\ -
iaTlU:fmendlg TQ‘ ol R, B -
easy crowd-pleasers w5 |
Iifest for wmww% Easu
with <30g of carbs per serve







malleeboy3490
d' TikTok
@malleeboy3490

8. AG INFLUENCERS
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30 Australian farmer
PO Box 122 Cuyen Victona 3490
Snap chat dullplowman

2 Q&A




10. PRODUCT SECURITY & AUTHENTICITY

Brand Protection Storytelling & Engagement Provenance & Traceability
Confidence in product authenticity, channel Rich consumer engagement storytelling, 2-way integration with ERP, Traceability,
integrity and core claims rewards and more DLT, NFT and eCommerce Platforms

CONTAINER LOAD DATE

G5 Jui 2020

LOGISTICS PROVIDER

Seaway intermadal
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6 Carbon Water Plastu: Recycling Food waste  Biodiversity
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World Governance
Benchmarking and . = Ricial o
ioigd, Total trat Envi t Nutrit incl .
Alliance ot of 100 out of 10 akof30  outof30  sutof3o Consumers expect it, but
expect t :
Score > 40 / caompanies p O pay nOthlng for lt
[ A .
bRetallers Will measure ang
53.6 5.0 16.9 12.5 19.2 ench -
1 Tesco il =, 2RI - S mark Suppllers
- W
hat are your 2025 targets?
D ColssGioup 49.6 8.7 12.5 113 19.2
e — [——i = L
EINANCIAL SYsTe,
2 Sainsbury’s 44,6 2.5 15.0 15.0 12.1 ' .
D okl 43.8 B.3 15.0 10.0 10.5
5 i [ B
FOOD AND
B cuison P = 144 55 142 AGRICULTURE
a ﬂhﬁ_lld 43.0 8.3 11.3 10.0 13.4
Delhaize I— — = = =
DIGITAL NATURE AND
BIODIVERSITY,
;  Woolworths 42.3 4.2 13.1 12.5 12.5
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HOW SHOULD RETAILERS COMMUNICATE SUSTAINABILITY?

CARBO
[: FRIE"DLV

th i RE
CONSUMER RETAILER s Y
\| WE ARE ON ?AJ&JE%'; 0
| Ui R TS
QES?PSENS;:BLY'
Sourcing
| | Expect ‘climate || sustainably
friendly’ products produced R
products I
How to identify How to
|| ‘sustainable products’ || communicate
and adjust spending ‘sustainability’
habits accordingly? to consumers?
UI 1) ﬂ-- il

No holistic consumer facing

; : UK supermarkets in eco-label pilot

solution currently available Sainsburys, Co-op and M&S use a traffic-

light system for assessing environmental
impact of various food products

CARBON
t)l N FRIENDLY
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PLANNING FOR THE FUTURE

CONSUMER INSIGHTS
 Improve understanding
» Improve decision-making

REDUCE COSTS
« Consolidate / invest for efficiency

* Do the basics well (DIFOT, risk mitigation)
» Don'’t over-produce

CONSISTENT QUALITY
* In-field and NIR
» Don’t plant in marginal growing regions

(consider climate change)
W N

MINDSET ALIGNMENT
 Trust and respect

 Partner good with good Rivalry amongst

existing EXPAND OCCASIONS
competitors « Own snacking
 Target lunch (meal deals) & b/fast §«
« Cooked desserts e !

SUSTAINABILITY
» Take credible action
» Develop a baseline to measure against
» Evidence of what you're doing

(NO green-washing)
«lps worth paying a premium COVER ALL CHANNELS
for NZ Apples & Pears |+ Meal-Box companies

because....” _ _
— » Fit for on-line success

- oy
MARKET CORE COMPETENCIES
 Value for money & convenience .
« Bulk displays for ‘New Season’ ﬁ -

* Ag Influencers (build personalities) -\, '(,

» High-reach audiences. (Masterchef)
e W, T o B SOOI

—
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