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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. No reproduction or dissemination of the content of the report or any part thereof is
permitted under any circumstances.

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 o BT

This project has been funded by Hort Innovation, using the Australian Horticulture 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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Time Periods
52 weeks to 22/02/2026

Data Source
NIQ Homescan™

. Markets

Analysis Parameters AUS

Major Supermarkets (Coles, Woolworths, Aldi)

Other Supermarkets (Costco, Asian Grocers and all other full-service
supermarkets)

Non-Supermarkets (Greengrocers, Markets and Speciality Stores)

Measures
Value ($), Volume (kg)
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Demographic Definitions

LIFESTAGE

SENIOR COUPLES | 2 or more adults 60+
(19% of population)

ESTABLISHED COUPLES | 2 or more adults 35-59
(22% of population)

INDEPENDENT SINGLES | 1 adult >35 with no children
(21% of population)

YOUNG TRANSITIONALS | Adults <35 with no children
(8% of population)

BUSTLING FAMILIES | Oldest Child 12-17
(14% of population)

SMALL SCALE FAMILIES | Oldest Child 6-12
(10% of population)

START UP FAMILIES | Oldest Child <6
(6% of population)

HOUSEHOLD INCOME

LOW HOUSEHOLD INCOME | Household income up to
$50K per annum.

MEDIUM HOUSEHOLD INCOME| Household income
between $50K & $100K per annum.

HIGH HOUSEHOLD INCOME| Household income over
$100K per annum.
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Performance summary — Lettuce

Lettuce vs comparable
vegetables

* In line with the fresh vegetable market average of +4.7%, lettuce dollar sales grew by +5% this year

* Despite growth observed across total market and most comparable vegetables, retail volumes dropped by -1.5% compared to one
year ago

» Ahead of the market average of +3.4%, lettuce average price per kilogram grew by +6.5% this year

2 Sales drivers

* Purchase occasions trended down this year, resulting in annual purchase volumes dropping by 100g
* Penetration held however, remaining at 74% of Australian households

3 Retailer Performance

» Compared to last year, fresh vegetable volumes are flat across major supermarkets, however lettuce volumes dropped by -2.1%
across this channel

* Volumes are behind last year across specialty stores also, by -1.8%

* The non major supermarkets minimized national losses as the only channel to register volume growth of +3.8% this year

4 Format Performance

» Across major supermarkets prepacked volumes are flat with losses stemming from loose lettuce - volume dropped by -5.9%
compared to one year ago as fewer households purchased this format

Profiling Lettuce
Shoppers

* The steepest volume losses were amongst senior couples, singles, young transitionals and families with teenage children
* In terms of income, higher prices impacted low-income shoppers the most, with volumes dropping by -6.2% amongst this group

What does this mean?

» Stem trip losses with messaging that focuses on the value of lettuce as a staple — focus on freshness and versatility to give shoppers
a reason to purchase more often

* Restore growth across major supermarkets by prioritizing the prepacked format — this is the format that resonates with the most
shoppers that purchase more often
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Lettuce vs Comparable Vegetables
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While dollar sales growth is aligned with total market, lettuce retail volumes dropped by -1.5% this year.

With cauliflower the exception, all other comparable vegetables registered volume growth this year.

Dollar and KG Sales % Change vs YA
Lettuce | Total Australia | 52WE 22/02/26

+15.1%

+10.5%

+7.3%
+5.9%
+4.7% +5.0% +5.3% (
+3.1%
+1.2% +1.29 *16% .
L ma BN

-3.9%

-7.9%
Vegetables Lettuce Fresh Salad Broccoli Broccolini Cauliflower Cabbage Cucumbers

B$ % Chg YA ®KG % Chg YA

Source: NielsenlQ

: Hort | |
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Impacting volume growth, lettuce prices grew ahead of the market average and all comparable vegetables
at +6.5% this year.

$/KG % Change vs YA
Lettuce | Total Australia | 52WE 22/02/26

+6.5%
4.4%
+2.2%
N — ]

0.4% ]
-2.9%

-8.0%
Vegetables Lettuce Fresh Salad Broccoli Broccolini Cauliflower Cabbage Cucumbers

m$/KG % Chg YA

$/KG
Lettuce | Total Australia | 52WE 22/02/26

$14.37 $14.32

$11.03 $11.75
$8.96 $9.35
$5.73  $5.93 l I $6.84  $6.98 . . $6.46  $5.94 $6.55 $6.36

Vegetables Lettuce Fresh Salad Broccoli Broccolini Cauliflower Cabbage Cucumbers

YA m52W

Source: NielsenlQ
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Sales Drivers
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While household penetration levels held at 74%, lettuce purchase frequency levels trended down this year.

In contrast, shoppers are purchasing fresh vegetables more often this year.

99 99 98
I I 76 : 74

% of Households buying
Lettuce | Total Australia | 52WE 22/02/26

89 90 89
73 73 72
I I I I 58 : )

80 81 81

Vegetables Lettuce Fresh Salad Broccoli Broccolini Cauliflower Cabbage Cucumbers
2YA EYA EB52W
Avg Occasions per Buyer
Lettuce | Total Australia | 52WE 22/02/26
68.4 687 695
20.7 21.0 206 135 131 132 152 150 15.7
96 98 95 . . 71 66 82 45 43 44
Vegetables Lettuce Fresh Salad Broccoli Broccolini Cauliflower Cabbage Cucumbers
2YA mYA m52W
Source: NielsenlQ
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In line with higher prices, annual spend levels grew this year however purchase volumes dropped by
approx. 100g per household.

Avg $ per Buyer
Lettuce | Total Australia | 52WE 22/02/26

$608.3§638.36656.71
$107.74109.34108.76
$28.41830.78$31.99 | $34.37$39.48$40.93 $22.30$23.62$23.28 $13.07$15.38$15.55 $40.17$42.75$45.32
—— — I —— — S
Vegetables Lettuce Fresh Salad Broccoli Broccolini Cauliflower Cabbage Cucumbers

2YA EYA m52W

Avg KG per Buyer
Lettuce | Total Australia | 52WE 22/02/26
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Vegetables Lettuce Fresh Salad Broccoli Broccolini Cauliflower Cabbage Cucumbers

2YA EBYA B52W

Source: NielsenlQ
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Lettuce spend per trip peaked to $3.38 this year.

$8.89 $9.29 $9.45
$2.95 $3.15 $3.38

Vegetables Lettuce

028 0.29 0.29

$ per Occasion
Lettuce | Total Australia | 52WE 22/02/26

$5.20 $5.20 $5.29
$3.15 $3.59 $3.75

I I 52,54 $3.00 $3.10

Fresh Salad Broccoli Broccolini Cauliflower

2YA EYA B52W

KG per Occasion
Lettuce | Total Australia | 52WE 22/02/26

036 036 037 045 044 044 0.40 0.40 0.40

$3.60 $3.51

$2.89 $2.65 $2.85 $2.89

Cabbage Cucumbers

059 o056 0.59

0.43 044 045
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Vegetables Lettuce Fresh Salad Broccoli Broccolini Cauliflower Cabbage Cucumbers
2YA mYA m52W
Source: NielsenlQ
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Retailer Performance
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Major supermarkets over-trade in lettuce sales, in comparison to the fresh vegetables market.

Dollar Share of Trade
Lettuce | 52WE 22/02/26

Total FMCG Vegetables Lettuce

B Major Supermarkets ~ BOther Supermarkets =~ B Greengrocers/Markets

Source: NielsenlQ

: Hort | |
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Limiting national growth, fresh vegetable volumes remain flat across the major supermarket channel,

compared to one year ago.

Dollar Share of Trade
Vegetables | 52WE 22/02/26

A

KG Share of Trade
Vegetables | 52WE 22/02/26

Source: NielsenlQ

+4.7%

Total Australia

+1.2%

Total Australia

Dollar % Chg YA
Vegetables | 52WE 22/02/26

+8.7%

+3.8%

Major Supermarkets

Other Supermarkets

KG % Chg YA
Vegetables | 52WE 22/02/26

+4.9%

-0.0%

Major Supermarkets Other Supermarkets

+6.1%

Greengrocers/Markets

+3.6%

Greengrocers/Markets
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Negating growth from non majors, lettuce retail volumes dropped by approx. 2% across major
supermarkets and specialty stores this year.

Dollar Share of Trade
Lettuce | 52WE 22/02/26

a

KG Share of Trade
Lettuce | 52WE 22/02/26

Source: NielsenlQ

+5.0%

Total Australia

-1.5%

Total Australia

Dollar % Chg YA
Lettuce | 52WE 22/02/26

+7.9%

+5.1%

Major Supermarkets Other Supermarkets

KG % Chg YA
Lettuce | 52WE 22/02/26

+3.8%

Other Supermarkets

-2.1%
Major Supermarkets

+1.4%

Greengrocers/Markets

-1.8%

Greengrocers/Markets
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Format Performance

In major supermarkets (Woolworths, Coles, Aldi)
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While prepacked volumes are flat, losses across major supermarkets stem from loose lettuce with volume
dropping by -5.9% compared to one year ago.

Dollar Share of Lettuce
Major Supermarkets | 52WE
22/02/2026

KG Share of Lettuce
Major Supermarkets | 52WE
22/02/2026

Source: NielsenlQ

Dollar % Chg YA
Lettuce | Major Supermarkets | 52WE 22/02/2026

+6.3%
+5.1%

+3.8%

Lettuce Prepack Loose

KG % Chg YA
Lettuce | Major Supermarkets | 52WE 22/02/2026

- -O.O%
-21%

-5.9%

Lettuce Prepack Loose
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Penetration losses have impacted loose volumes across major supermarkets this year.

% of Households Buying
Major Supermarkets

52WE 22/02/2026
70
Lettuce 69
67

Avg Occasions per Buyer
Major Supermarkets

52WE 22/02/2026
8.2
Lettuce 8.2
8.0

Avg KG per Buyer
Major Supermarkets
52WE 22/02/2026

24

Lettuce 24
2.3
2.1

Avg $ per Buyer
Major Supermarkets
52WE 22/02/2026

$24.01
$25.91
27.26

Lettuce

49 5.8 . $18.04
Prepack 50 Prepack 6.0 Prepack 2.1 Prepack $19.36
50 5.9 2.1 $20.27
51 5.6 1.2 $15.36
Loose 49 Loose 55 Loose 1.2 Loose $16.49
46 54 1.1 $17.73
2YA EYA m52W 2YA EYA E52W 2YA EYA E52W 2YA BYA m52W
N ie lsen IQ Hort P © 2023 Nielsen Consumer LLC. All Rights Reserved. 20
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Profiling Lettuce Shoppers
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The steepest volume losses were amongst senior couples, singles, young transitionals and families with

teenage children.

However, retail volume growth was evident amongst established couples, and households with babies.

% KG Contribution by Lifestage
Lettuce | Total Australia
52WE 22/02/26

Vegetables Lettuce

B Start-up Families B Small Scale Families
m Bustling Families ®mYoung Transitionals
B Independent Singles B Established Couples

® Senior Couples

Source: NielsenlQ | * Low Sample Size, Do Not Use

Total Panel

Senior Couples

Established Couples

Independent Singles

Young Transitionals

Bustling Families

Small Scale Families

Start-up Families

KG % Chg YA by Lifestage
Lettuce | Total Australia | 52WE 22/02/26

B +12%
-1.5% N

-2.0%
+8.0%

| +0.1%
-6.5% NG

-1.3% .
-3.7%

1 +0.3%

-11.3%

I 4.1%
-0.1% |

+10.5%
+19.6%

BVegetables MLettuce
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In terms of income, retail volumes held across high and medium income households however dropped
across low.

% KG Contribution by Income KG % Chg YA by Income
Lettuce | Total Australia Lettuce | Total Australia | 52WE 22/02/26
52WE 22/02/26

+1.2%

Total Panel

+3.1%
Income High ($130K+)
+0.2%

+4.4%
Income Medium ($60-130K)
+0.1%
-5.8%
Income Low ($0-60K)
-6.2%

|

Vegetables Lettuce
H|ncome Low ($0-60K) ® |ncome Medium ($60-130K)
®|ncome High ($130K+) BVegetables MLlettuce

Source: NielsenlQ

: Hort | |
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