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Export Trays
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» UK & Europe

» Longer voyage time
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The Market

» Consumption more than doubled to
400gm

> 5 million consumers to be introduced
over next o years

» Hass perceived as having better
flavour

» France consumption 1kg per person
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UK AVOCADO IMPORTS
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Market Requirements

» Green hard fruit
| > No chilling injury
| > Sound internal condition

> Little external defects
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Why New Zealand Fruit

| > Product sampling favourable

| > Colour, texture & flavour selling
points

» Opportunity to attract a premium
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| Preparation

Mid Sept harvest for Oct/Nov arrivals
26% dry matter to eliminate chilling injury
Harvest as close as possible to shipping
30 day transit time

Weather

Y V V V VYV V

Container loading within 24 hours
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Arrival into the Market

| > Outturn inspection

» Strong sales and distribution
network important

» Optimum selling period 1 week
after arrival
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UK M arket - Customer Analysis

Waitrose
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Tesco
Co-op 25.9%
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UK M arket Analysis
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| The Future

» Global marketing strategy

| > Size / market profile to-achieve
' best grower returns

» NZ brand
» Selling points
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J apan NZ's biggest export market for
horticultural produce....
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Avocados are a high value item

FOB returns/kg from Japan in 2004...

Kiwifruit
Avocado “15lkg FOB
Squash ) $0.51/kg FOB




DEVELOPING THE JAPANESE MARKET

WADE GILLOOLY // PRODUCT MANAGER // FRESHCO

TOTAL HECTARES

.5 K9 Trays Export Trays
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Planting Trends
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Export forecast by market:

2004-2005 Season 2005-2006 Season

O Australia O Australia
OUSA OUSA
O Japan 0O Japan

1.1 million trays 2.3 million trays
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The Japanese market

Avocado Consumption increasing over the past 6
years

Ton 1998 1999 2000 2001 2002 2003 2004
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What Is the opportunity?

® Mexican Hass dominates the Japanese market.

AVOCADO IMPORT VOLUME @ CHILE @NZOUSA B MX
® NZ has an oppaortumty fron Sept-March
By Country

® Japapn.is a quick transit market (12 x days)
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Avocados and the Japanese Consumer

Key Selling Features:

1. Health / Nutrition /Versatility
2. Food Safety /Traceability

3. Maturity & Grade stds.

4. Ripe- Ready to Eat

Key Benefits: _
1. Consumer Health \n Attractive Sales Proposition

2. Consumer Assurance For Consumers =repeat purchase
3. Consistent Taste & quality For Customers = more sales &

4. Versatile & Convenient category growth
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Key Challenges.... NATZHRH K
AENA F

Demand Highest Quality

Size specific market (24/30 count) e
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Food Safety & Traceability

Price conscious (¥99 price point) . .

Ripening and retail display ez
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Driving continued consumption growth*‘“""“‘

The weak Japanese ¥en
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Do you like the taste of How do you eat Avocados?
Avocados?

IN SALAD | 56%

SOY SAUCE WITH
WASABI \

| 53%

SUSHIROLL |21%

WITHOUT NO
ADDITIVES

IN YOGURT OR WITH : o
LEMONS L5
otHER [] 1%

MIXED INTO JUICE [ 4%

MAYBE YES IN SANDWITCHES [ 3%

35%
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How often do you buy
Avocados?

HIGH NUTRITION | 69%

HIGH OIL ‘ ‘ 137%

DELICIOUS ‘ | 34%

hat is your image Of bonTkNOW HOw TO EAT B |32% i i
Avocados? UNFAMILIAR ‘ ‘ ] 31% i i

|
GOOD WITH MANY RECIPES | 27%
|

| |
|
NOT DELICIOUS 15%

FAMILIAR [ 111%

OTHER [__]5%
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GOOD FOR YOUR
HEALTH |69%
1 | |
| |
TASTY |48% |
T |
€ | |
REASONABLE ! |
PRICE : |26% i
€ | |
|
EASY TO COOK 22% !
Why do you buy Avocados? :3 i ;
| |
0\ |
OTHER 14 {o |
€ | |
| |
GOOD VALUE [ |7% } l
| |
€ | |
| |
TRADITION [_]5% | |
| I |
0% 20% 40% 60% 80%
DON'T KNOW HOW TO EAT |39%
i |
|
EXPENSIVE 30%
DON'T LIKE TASTE ‘ | 25%
T |
HIGH CALORIES | 18%
|
T )
NOT FAMILIAR | 18% Why don t yOU buy AvocadOS?
4 |
NOT EASY TO PREPARE |17%

OTHER 14%

NOT IN NEIGHBOR STORES 7%

DOUBT IN FOOD SAFETY 7%

0% 10% 20% 30% 40% 50%
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PRICE 73%
FRESHNESS 69%

COLOR

What are important points when SOFTNESS
you buy Avocados? size

TASTE
NUTRITION FACTS
USED CHEMICALS

OTHER

BRAND

0% 20% 40% 60% 80%

RECIPE INFO |68%
. .

DEMONSTRATION
SALES

NUTRITION FACTS ‘ | 44%
What will attract you when you  ~=essi, | 2a%
buy Avocados? A A S—F

DON'TCARE [ ]7%
COUPONS -
ATTACHED | 7%

LARGER PIECES 7%

BAG SALES 7%

OTHER [ ]4%

SMALLER PIECES [_]3%

0% 20% 40% 60% 80%



Focus Group Findings

WADE GILLOOLY // PRODUCT MANAGER // FRESHCO

RECIPE INFO 87%

What kind of information do you
want? WHEN T EAT

NUTRITION FACTS
HOW IT'S GROWN
WHERE IT'S GROWN
TRANSPORTATION

OTHER

0% 20% 40% 60% 80% 100%

How do you want to get ATSTORE | —172%
information? INTERNET — 48%

TVIRADIO | 47%

MAGAZINE ‘ |41%

NEW SPAPER ‘ 126%

FROMFRIENDS [ 9%
CULTURE SCHOOL []2%

OTHER [[1%
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Can you tell the maturity of
Avocados?

SOMEHOW
27%

NOT AT ALL
33%

ALMOST
NOT
23%









