


Agenda

» Category Performance in domestic market
e 10/11 Activity

* The next season......11/12

e Export Marketing
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What were the objectives?

5-Year Objectives : 2009-2014
 To increase penetration from 80.2% to 83%

e To increase AWOP from $22 to $25

MUNCH-A-BUNCH-A Y PeS -gﬂrapes



Compared to peak season last year, Table Grapes has been
successful in growing both household reach and average spend
per household!

What are the key consumer drivers of sales? - Brand Health - Value
AUS - HALF YEAR TO 14/05/2011 - Based on - Value ($000s)/1000
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Nielsen Homescan data until 14" May 2011
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Higher average spend per household driven by spend
per occasion, with frequency holding steady

What is driving how much my consumers buy? - Brand Health - Value
AUS- HALF YEAR TO 14/05/2011 Based on Value ($000s)/1000
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Grapes realized strong value growth this season, with Coles
making significant share of trade gains on the back of double
digit growth

Share of Trade - Share of Trade
ALL SHOPPERS - HALF YEAR TO 14/05/2011 - TOTAL GRAPES - BASED ON VALUE ($000'S)/1000
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Source: Nielsen Homescan®
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Who were we targeting
Good Penetration

* Young family households
e Seniors

Growth Areas

« HH 35yrs old and over with no children or no
children under 17 yrs old

 HH with the oldest child 12-17 yrs old
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Compared to last season, Table Grapes has been successful in
growing reach & spend within the primary target groups

Who buys my brand? (Lifestage) - Demographics - Value
AUS - TOTAL GRAPES - HALF YEAR TO 14/05/2011 - BASED ON VALUE ($000'S)/1000
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With higher pricing this season, it’s no surprise that AWOP gains
were driven by spend per occasion across target segments...

Who buys my brand? (Lifestage) - Demographics - Value
AUS - TOTAL GRAPES - HALF YEAR TO 14/05/2011 - BASED ON VALUE ($000'S)/1000
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Key Messages

Tagline: munch-a-bunch-a-grapes

Health benefits: low Gl, energy

Convenience benefits: a great snack anywhere, any time
Sign off line: Australia’s little super snack

Tone of voice: fun and bubbly
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Bursting with
goodness




Comparison of Results

Build awareness of table

grapes as the perfect snack.

Position table grapes as
delicious, healthy (low Gl),
easy to eat, anywhere,
anytime.

Position Australian table
grapes as the best quality
available and encourage
purchase when in season.

Generate 175 positive
stories about grapes

Achieve an average
message rating of 3.5 out of
5
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» Great coverage achieved
on all media platforms.

e Enlisted swimming

sensation Libby Trickett as
our campaign ambassador

e Controlled messaging and
branding through Grape
Escape promos.

199 stories achieved

A message rating of 3.1

» Extensive coverage
across all media platforms.

e Secured sport’s
comeback king Geoff
Huegill as the year two
ambassador

» Controlled messaging and
branding through Grape
Escape promos.

An increased target of 220
clips was blitzed with 427
stories achieved.

A message rating of 3.5 was
achieved.

@ grapes




