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What is Homescan?

Nielsen 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 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 dashboard and accompanying reports are outputs of MT17017 Vegetable Cluster Consumer Insights Program and intended for use by Hort Innovation, the
Australian vegetable, sweetpotato and onion industries, and other stakeholders in the context of understanding and diagnosing market performance and
shopper behaviour. Any reproduction of the content of the online dashboard or reports and any part thereof requires prior written permission from Hort
Innovation and/or Nielsen. Users/recipients of the dashboard and reports are asked to ensure that report data is not presented in a false or misleading manner;
that the Nielsen name is not used to imply that Nielsen is the source of any claims by Hort Innovation or the recipient; that Nielsen copyright is noted over
Nielsen proprietary information; and that the reports (or the data contained therein) are not used in a manner that is detrimental or which is comparable with the
retail purchase measurement services provided by Nielsen, or in exchange for compensation of any kind.

Disclaimer
Horticulture Innovation Australia Limited (Hort Innovation) and The Nielsen 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 Nielsen 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 Nielsen 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 InnNnowvation

This project has been funded by Hort Innovation, using the vegetable, onion and sweet potato 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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SUMMARY

Over the past 52 weeks lettuce declined in volume (kg) sales (-3.7%), while dollar $ sales for
lettuce remained relatively stable (+1.7%) indicating higher average prices over the year.

Both total vegetables and lettuce saw a decline across all consumer metrics, excluding
average consumer spend over the latest 52 weeks.

» Across retailers major supermarkets made up three quarters of all lettuce sales, and also led
dollar $ sales growth (+4.6%) whilst volume (kg) sales remained relatively stable (-1.8%).

» Lettuce saw some volume decline from buying households stopping their purchase of lettuce
altogether or switching some of their purchases into other vegetables. However the majority
of the volume decline was due to continued buyers reducing their purchases of lettuce.

» Pre-packed head lettuce grew its share of total lettuce in major supermarkets.

« Partially by introducing new buyers to lettuce as well as attracting loose lettuce buying households to
shift some of their purchases into pre-packed. However most of the growth came from continued pre-
packed head lettuce buyers increasing their purchases in the latest 52 weeks.

*Major Supermarkets comprise of Woolworths, Coles & Aldi
j Lettuce is defined as loose head lettuce or pre-packed head lettuce such as the two packs of cos lettuce or the sleeved packaged fancy
lettuce. Head lettuce differs from fresh salad which is comprised of pre-bagged lettuce leaves and pre-made salad mixes. 3
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LETTUCE VOLUME DECLINED ACROSS ALL RETAILERS DRIVEN BY

NON-SUPERMARKETS

Dollar sales grew for lettuce in major supermarkets

Total Veg & Lettuce | Dollar Sales and Volume (kg) % change | 52 weeks to 15.06.2019 vs Prior Year

Total Veg KG Growth Total Lettuce KG Growth

-12.3%

mAUS ®MAJORSM ®NONSM =OTHER SM

Source: Nielsen Homescan. Major Supermarkets are Woolworths, Coles & ALDI

4.6%
3.4%

Total Veg $ Growth

Dollar Growth

4.6%

0.6% 1.7%
-0.7% r
-4.4%

-1.7%

Lettuce $ Growth
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LETTUCE AVERAGE PRICE GREW FASTER THAN TOTAL
VEGETABLES ACROSS ALL RETAILERS

Lettuce | Average price change | 52 weeks to 15.06.2019 vs Prior Year

0
Total Australia 5.6%

6.5%
6.0%

Major Supermarkets

Cther Supermarkets

Mon-supermarkets

i Lettuce ®Total Vegetables

Source: Nielsen Homescan: Major Supermarkets are Woolworths, Coles & ALDI



MUCH LIKE TOTAL VEGETABLES LETTUCE SAW A DECLINE ACROSS
ALL CONSUMER METRICS EXCLUDING AVERAGE SPEND OVER THE
LATEST 52 WEEKS

Lettuce | Key Performance Indicators | Total Australia | 52 weeks to 15.06.2019 vs Prior Years

m2017 m2018 m2019

30.9 38.7 25.6 402 30.0 20.9

35.0
Weight Purchased (%) 314 317 284 262 36.8 334 269 26.1 354 377 263 277 220 161
on Promotion

d Total Vegetables Lettuce Broccoli (all) Cabbage Cauliflower Cucumber Fresh Salad
£ Percentage of 100100 99 >

i ; 84 84 83 81 82 83 83
: buying households 76 77 76 55 53 53 62 63 62 80 81 80

:

g

0 . 52.9

g Average buying 525 520 > 10.2 10.9 11.4

= occasions ' ' 8.7 8985 104 102 3.7 3.6 3.6 5.1 5.3 5.2 103 109 108 11.4
g |

5 406.8 ~7

5 Average amount 423.7 413.4 215 21.2 15.4 22.2 47.4

g spent ($) - 224 218 233 229 8.7 8.8 8.8 16.3 16.2 232 258 447 489
g 91.3

§ Average weight 911 884

5 9 9 212221 49 48 4.7 202223 222322 6.57.07.1 313333
g purchased (kg) : : : : : :

g

g

§

Source: Nielsen Homescan
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MAJOR SUPERMARKETS REPRESENTED A SLIGHTLY SMALLER
PORTION OF DOLLAR SALES THAN VOLUME SALES, INDICATING
LOWER PRICES COMPARED TO OTHER RETAILERS

Lettuce | Retailer Share of Trade and Change | 52 weeks to 15.06.2019 vs Prior Year

, 1.7%
Total Australia
-3.7%
_ 4.6%
Major Supermarkets
-1.8%
-1.7%
Other Supermarkets
-12.3%
-4.4%
Non-supermarkets
-7.4%
Dollar share of trade Volume (kg) share of trade
® Major Supermarkets ®m Other Supermarkets = Non-supermarkets m Dollar Change = Volume (kg) Change

Source: Nielsen Homescan | Major Supermarkets are Woolworths, Coles & Aldi
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LETTUCE SAW SOME DECLINE DUE TO SWITCHING AND LOST
BUYERS, BUT MAJORITY OF DECLINE WAS DUE TO BUYERS
REDUCING THEIR PURCHASES OF LETTUCE

Lettuce | Source of Volume | Total Australia | 52 weeks to 15.06.2019 vs Prior Year

New/Lost Vegetable
Total Buyers Lost Lettuce Buyers Retained Lettuce Buyers Switching from Lettuce
0,
Lettuce
Volume Growth
-5.4%
-6.1%
0.5%
Switching

to/from

-0.1% -0.1% -0.1%

-0.3% -0.2%
Cucumbers Cabbage Fresh salad Broccoli (All) Cauliflower All Other Vegetables

Source: Nielsen Homescan | Note: 104 week panel file used
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GROWTH IN TOTAL LETTUCE DRIVEN BY PERFORMANCE OF

PRE-PACKED HEAD LETTUCE, WHICH INCREASED ITS SHARE OF
TOTAL LETTUCE DOLLAR SALES

Lettuce | Sales Share & Change | Major Supermarkets | 52 weeks to 15.06.2019 vs Prior Year

Pre-packed Head vs Loose Lettuce Dollar Share Pre-packed Head vs Loose Lettuce Growth

-1.8%
Total Lettuce
4.6%

4.2%
Pre-packed Head Lettuce
10.7%

-7.9%
Loose Lettuce
-0.4%

m Pre-packed Head Lettuce  mLoose Lettuce mVolume (kg) Change mDollar Change

Source: Nielsen Homescan: Major Supermarkets are Woolworths, Coles & ALDI

10



g
=1
=
2
=]
<]
f=
o
(a]
>
8
9
s
2
[=%
=]
c
S
8
=
f=4
5]
=
=
=4
S
(@]
(¢]
-
-
=
)
=)
=
>
f=
5]
o
£
5]
(@]
o
Q
20
2
z
)
=
=
~
Pl
o
N
©
=
=
=y
=
Q.
Q
]

IN MAJOR SUPERMARKETS BOTH PRE-PACKED & LOOSE LETTUCE
SAW DECLINE IN WEIGHT PURCHASED ON PROMOTION

Lettuce | Key Performance Indicators | Major Supermarkets | 52 weeks to 15.06.2019 vs Prior Years

m2017 m2018 m2019

Total Vegetables Lettuce Pre-packed Head Lettuce Loose Lettuce

Percentage of %60 980 580 750 766 744 498 516 508 610 611 57.9
buying households
Average buying 40.4 415 411
occasions _ 67 70 70 43 44 46 48 51 49
Average amount 313.0 311.1 319.3
spent ($) . e 17.4 168 17.8 11.3 113 125 122 116 11.9

i 62.7 642 62.1
Average weight 1.7 17 17 1.3 13 14 1.0 11 1.0
purchased (kg) . , ,

~ ~ ~

Weight Purchased (%) 309 342 300 29.1 312 2586 273 274 238 309 352 276

on Promotion s 2 2B 00O B 0920 B 20200 =

Source: Nielsen Homescan: Major Supermarkets are Woolworths, Coles & ALDI 11
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PRE-PACKED HEAD LETTUCE GROWTH WAS DRIVEN BY CONTINUED

SHOPPERS INCREASING THEIR PURCHASES, HOWEVER SOME
GROWTH DUE TO SWITCHING FROM LOOSE LETTUCE

Pre-packed head lettuce | Source of Volume | Major Supermarkets | 52 weeks to 15.06.2019 vs Prior Year

New Pre-packed Head Retained Pre-packed  Switching from Loose
Total New Lettuce Buyers Lettuce Buyers Head Lettuce Buyers Lettuce

7.7%

Pre-packed
head lettuce
Volume Growth

Source: Nielsen Homescan | Note: 104 week panel file used, Major Supermarkets are Woolworths, Coles & ALDI
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HIGH AFFLUENCE HOUSEHOLDS INCREASED THEIR SPEND OVER THE il
LATEST 52 WEEKS AND LED IN TERMS OF CONTRIBUTION TO DOLLAR
$ SALES FOR TOTAL LETTUCE

Lettuce | Demographic share of $ Sales | Major Supermarkets | 52 weeks to 15.06.2019 vs Prior Years

. +2.3% +3.5% +1.0%
-

25.1% -0.8%
5 -0 99

g 24.5% 0.9 /0 23.8% _0.9%

é +1 10 +1.4%
: 1.1% +0.6%

g

g -1.8% -2.2% -1.5%
£

8 -0.6% -1.0% -0.1%
% Total Lettuce Pre-Packed Lettuce Loose Lettuce

E m L ow Affluence m Below Average Affluence = Average Affluence Above Average Affluence m High Affluence

8

Source: Nielsen Homescan: Major Supermarkets are Woolworths, Coles & ALDI
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This artwork was created using-Nielsen data.
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