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Have A Plant® Digital Ecosystem
Every Time You Eat, Have A Plant®

B - -

hCIVG (0] pldnt‘ Recipes Fruits & Veggies 101 Blog For Professionals About

The Ultimate Fruit & Veggie Hub

Making It Easy To Have A Plant® Every Time You Eat

Featured Recipes

Grilled Stuffed Jalapeiios Chili-Cranberry New-Fashioned

Baked Salmon & Veggie Foil
Packets

fruitsandveggies.org

@ Fruits & Veggies—Have A Plant & .
Published by Emily Holdorf
o
- September 28 - 3

Vegqgie-Packed Zucchini Tots!

Looking for a new way to get more veggies into mealtime? These Zucchini Tots are the ultimate
veggie-loaded twist a the classic favorite! g

Get the kid-friendly recipe: https://tinyurl.com/75ny47um ... See more
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Featured Recipes

Basil Lemonade Flavored Ice Cubes
Celebrate summer with this light and While ice water is a healthy choice, it's far
refreshing twist on the classic sunny drink. from exciting. But toss in a few of these ice

E-Newsletters

Consumer & Influencer



http://www.fruitsandveggies.org/

A Behavioral
Research Study
To Bolster Fruit
& Vegetable
Consumption

INSIGHTS REPORT

Resources
For Professionals

The destination for food and nutrition
professionals to expand fruit and veggie
expertise as well as find resources for the
people they care for.

TO

HABITS
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INFLUENCER TOOLKIT

SEASONALITY

For Professionals Toolkits & Inspiration Research & Insights Continuing Education Consumer Handouts

For Professionals

The destination for food and nutrition professionals to expand fruit and
veggie expertise as well as find resources for the people they care for.

BROUGHT TO ¥OU BY

a?  THE
FOUNDATION

.‘ FOR FRESH PRODUCE

BRIDGING NUTRIENT GAPS:
INSIGHTS ON GLP-1&

OPPORTUNITIES FOR PRODUCE
Tuesday, March 25th at 2:00 PM ET

a¥s THE
BROUGHT TO YOU BY FOUNDATION
P FOR FRESH PRODUCE

2025 Have A Plant® Content Calendar

JANUARY

Say Hello To New Year #Goals

Let’s make enjoying more fruits and veggies fun with
easy hacks.

APRIL

Spring Clean Your Routine

Your guide to what’s in season and all the tips
and recipes you need to refresh your routine with
fruits and veggies.

JULY

Celebrating Summer

Isn’t summer the best? Soak up as much as you can
with these tasty ideas for adding produce to your
summertime faves.

OCTOBER

Fabulous Fall Flavors

Celebrate the season’s bounty with the feel-good
flavors of fall faves.

WINTER
FEBRUARY

Fruits & Veggies For The Heart

Give yourself the love you deserve by enjoying fruits
and veggies all month long.

SPRING
MAY

Feel-Good Food

It's easy to add fun and flavor to everyday moments
that will keep you feeling happy and healthy.

SUMMER
AUGUST

Simply Savor Summer

Simplicity is key when it comes to maintaining habits.
Make the most of the summer’s harvest with ideas for
simple snacks, routines, and solutions.

FALL
NOVEMBER

Sensational Seasonings

Cooler weather calls for gathering ‘round the table
for something warm from the kitchen — like perfectly
seasoned stews, soups, casseroles and chilis!

MARCH

Step Into Spring

Reset the clock and embrace the arrival of spring!
Make it easy to step into the new season with fruits
and veggies.

JUNE

Effortless Outdoor Entertaining

What better way to boost your mood than enjoying
fruits & veggies outside? Elevate your outdoor
entertaining spread to welcome in the start of summer.

SEPTEMBER

Cheers To National Fruits & Veggies Month

It’s National Fruits & Veggies Month, and we are
ready for a plant party!

DECEMBER

Hack The Holiday

We've got you covered with all the fruit and veggie
inspo you need for the ultimate holiday celebrations!



https://fruitsandveggies.org/for-professionals/
https://fruitsandveggies.org/hackstohabits/

Housekeeping

Completion of this webinar

awards 1.0 CPEUs in
accordance with the
Commission on Dietetic

Registration’s CPEU Prior

Approval Program.

=

You will receive a link to
the certificate of
attendance, the webinar
recording and PDF of the
presentation once
approval has been

granted.
’
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Type your questions
and/or comments into the
QG&A section located at
the bottom of your screen
at any time during the
webinar.

Funding from non-CPE revenue for CPE planning,
development, review, and/or presentation has been provided
by the International Fresh Produce Association.



Learning Objectives

1. Analyze and understand current consumer trends and behaviors related to fruit and
vegetable purchasing, including shifts in perceived value and shopping frequency.

2. Evaluate the emotional, economic, and logistical factors influencing produce selection and
consumption among cost-conscious shoppers.

3. Design evidence-informed strategies to support increased fruit and vegetable consumption
by helping consumers maximize their produce purchases within budgetary constraints.
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fruitsandveggies.org

Jonna Parker Emily Holdorf, MS, RDN, CDN

Vice President, Fresh Foods Group Influencer & Community Manager
Circana, Inc. The Foundation for Fresh Produce

Disclosures:
Jonna Parker
Employer: Circana, Inc.

Emily Holdorf
Employer: International Fresh Produce Association
» Serves on Cornell Cooperative Extension’s Program Advisory Committee for Nutrition, Health & Safety



Circana

Fruit & Veggie
Shopping
Habits In the
Affordability Era

July 2025

Copyright 2025 Circana, LLC (“Circana”). All rights reserved. Circana, the Circana logo, and the names of Circana
products and services are trademarks of Circana. All other trademarks are the property of their respective owners.



Hrcana: Complexity to Clarity for Food & Bev

L

CONSUMPTION FOODSERVICE
who, what and

how we cook where, what and

’ how much we eat

~. _ = .'

i | - .
_ ) -
V . J
@ircano.

L
nc. and Circana Group, L.P. | Proprietary and confiderﬂal 10 I




Fruit & Veggie Shopping Habits In t

Affordabillity Era
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Current Consumer Climate
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Produce Power
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/ Unprecedented Retall
Market Climate

Endless Buying Options Across Channels:
Decision-making is complex and evolving.

Pricing Pressures and Uncertainty:
Consumers’ views on value and how
they shop are shifting.

L]

Diverging Populations 'Y S e Y
Aging population and continued income bifurcation. , '

i
\
_




Ice Increases

-

Consumers expe
continue to rise

7 1 0/0 Expggt;(:i::: et % Expecting Tariffs th
| (% of households) Increase Prices
of American consumers believe tariff 7 69 71

59/6__———— m Jan '25 m May '25

will lead to higher prices, Increase

+12pts from Jan ‘25

Decrease _..5..___§_§

Jan Mar Apr May AllHHs  Support  Oppose
25 '25 '25 '25 tariffs tariffs |

Q. How do you think higher tariffs and/or stronger regulations limiting imports
of goods from other countries would affect the prices of products you buy?

of households foresee tariffs having
negative effects on wages & employment,
+6pts from Jan 25

(@Cimana.

Circana, Inc. and Circana Group, L.P. | For public use 13
Source: Circana, Tariff Talk June 2025, Monthly Receipt Panel Surveys:
Jan 25: 12/30/24 - 1/6/25 (n=11,825); Mar '25: 3/11 - 3/29/25 (n=38,358);
Apr '25: 4/15 - 4/29/25 (n=79,438), May '25: 5/22 - 6/2/25 (n=77,534)



Consumer confidence rebounds modestly in June, though
concerns over inflation and tariffs continue to weigh

Consumer Confidence m Employment

Consumer sentiment improves in June Inflation rates steady Stable yet constrained labor market

University of Michigan Consumer Sentiment Index, 1966 = 100 Consumer Price Index % Chg. Vs. YA Number of Job Openings per Unemployed Person
All Items, Total U.S. All Urban Consumers

85 -

80 1 60.7 |
75 | 8.5 pts vs. May \’2_4

0 - | N

65 -

60 - 1
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, e . . Consumer Price Index vs. Prior
Con;umers inflation expectations ease, but May 2025 vs. YA Month
remain evaluated compared to historical norms % Chg. vs. YAand Prior Month 5, Unemployment Rate
Consumer Expectations of Inflation ' . 4.2% (May '25), +0.0 vs. prior month
University of Michigan Expected % chg. In Prices within 1 Year Bl Allitems Food !—,— I
5.0% (June '25), -1.6 vs. May Bl Energy Shelter 3‘ 1‘0
- 5 -1.

i I'CCI na Note: Data available as of June 27, 2025. Source: Bureau of Labor Statistics, University of Michigan Survey of Consumers, Circana Executive CPG & Foodservice Advisory.
¢ Circana, LLC. | Proprietary and confidential 14



Consumers spend $1.69T in
food & beverage

86% of eating occasions
are sourced from retail

61%
RETAIL

S +2.7% -
VOLUME +1.0% /(8%

Note: Foodservice includes commercial and noncommercial foodservice. Estimated volume
change across categories shown for retail, restaurant traffic shown for foodservice. Source:

Circana POS and consumer data ending December 2024 (Retail) and December 2024
(Foodservice); Circana CREST®. Circana Executive CPG and Foodservice Advisory.

Circana, LLC | Proprietary and confidential

Ircana.



Shopping patterns
shifted — just-in-time
shopping era

Frequency and Basket Diversity

—Trips per buyer — Categories per trip

Number of unique
categories per trip

-11%

Since 2021

|Circana

: o
: Source Clrcana A Day We Comp

Fresh foods* 2024 all-time
high, +5 trips in one year,

Produce is the most
frequently bought fresh
department — 8 more trips
than Dairy, 12 more than
Meat

L]
L. Ak
‘.. .

12 produce categories are
more frequently bought than
the entire Seafood
department

Tree Fruit, Grapes, Mangoes,
Berries, Avocadoes,
Mandarins saw +4 trips or

more Vs prlor year /
hp #“' |

\
1pril 2025 and Top T_ﬁpds in Fresh, March 2025

Circana, LLCI Proprietary and confldentlal




Keeping less food on hand
Means every occasion
IS rationalized

Consumers aren't stocking their pantries as deeply as they

were at the start of the pandemic. What we're buying (and
eating) must work for us to spend on it.

| wish | was

e 162 146 142

| thoughtl could
T be whgenlhought 2020 2023 2024

all this produce 7
t

%, ’
- = -
o = "‘srﬁ . Source: Circana, Kitchen Audit 2024, 2023, and 2020.
ircana. Tt

Circana, LLC | Proprietary and confidential




Lower growth further accelerates share shifts for
fresh foods away from traditional grocery

Channel Contribution to US Retail Dollar Sales Growth- Produce Dept

% of 2025 ) -
- VTD Sales % contribution to market $ growth

Food Traditional 46.4% 16
Food Natural 3.7% 252
Food Value 10.4% l 56

Mass 18.6% - 98
Club 13.8% _ 274
Internet 3.4% - 663

Specialty Stores 1.4% I 236
Other 2.1% . -205
Source: OmniConsumer Integrated Fresh Year To Date 2025, data ending 5/18/2025, All Outlets, “Food” indicates grocery/supermarket, internet is pureplay online retailers, Mass includes
(((((c . Supercenters, Specialty stores includes independent shops (delis, farm stands, bakeries, etc.) All Other includes Convenience stores.
XN I rCG na ¢ Total Market includes channels listed. Fair share index % of dollar sales growth / % of dollar sales in period 1. Circana, LLC | Proprietary and confidential 18



Since 2019, sustainability-

marketed products have

grown more than 2x S =

faster than

conventionally marketed [

products g /

100 /

2019 2020 2021 2022 2023 2024

Sustainable Market Share Index™ o s
Growth Rate 5-YR CAGR , ” = A Sustainablility-marketed products Category @ Conventionally-marketed products

- h : / - [ ] oo

P,z \B 1 B i Sustainability-
i > { i e ' (I
S ‘ L . = Marketed
. / 14 \ 8
s /.}// i 2 | ,“‘"

+12.4%

Conventionally
Marketed

+5.4%

Note: Based on 36 categories examined

@Circona.

Circana, LLC | For publicuse 19



Sustainability-mar
delivered more thao

Despite sustainability-marketed products
of the market share, they delivered an

Conventionally Marketed Products Sustainability-Marketed Prod

] les
d sh

23.8% 41.2%

76.2%

58.8%

$ Share of Market (2024) $ Sha

Source: Circana ana | Circana re-categorizations;

@iroqnq, K2 NYU|STERN |<°n'e

Sustal Business

Circana, Inc. and




WELLNESS MANDATE

Consumer wellness _ 3
expands outside of , S A
physical health alone

D¢ OUC A : 0T AC o &
2 . allne el N
Lose weight I 44
Stay healthy/live longer 36 b _ 2
~Feel better —— 0 | : <
More energy |E————— 27 ' — w;‘
Look better o 21 ,, -
Manage a health/medical condition ; 20
Maintain weight 19 | ’
More strength or endurance 16
Digestive health 15 | WoW h RN
Strengthen immunity F——— 14 | | 7
Brain health —————_ 11
Skin/hair/nails quality 3 -
Optimal bone density b _ NIy
No food/beverage related wellness goals 5 k. A e

N

Gain weight mem 3

e Source: Circana, NET® HABTS, year ending Dec. 2024.
Ircanada.

Circana, LLC | Proprietary and confidential




Category sales connections exist
based on how products align to
GLP-1diet needs

Categories that align with needed
benefits for GLP-1 weight loss users:

» Gum, breath fresheners and non-chocolate
candy to help with dry mouth and bad breath

» Shelf-stable non-fruit drinks for hydration

» Tea to soothe the stomach Ingredients & categories that see declines
+ Fiber from beans due to appetite suppression and/or
* Protein, fiber and healthy fats from nuts ingredients recommended to avoid

e.q., saturated fats, high levels of sugar, processed
meats, beverage alcohol, spicy foods, etc.

Source: Circana Complete - June 2022-June 2024//GLP-1 cohort consumption levels are then compared to non-GLP-1 users’ per-capita consumption levels month-by-month to calculate our monthly
(((((ﬁ . “consumption index” = index of 110 implies the GLP-1 cohort is consuming at a rate ~10% greater than non-GLP-1 users//0zempic Breath: Can Weight Loss Drugs Cause Halitosis?
ircana.

Circana, LLC | Proprietary and confidential



Produce is nhot gaining new Health-Conscious
Consumers & are losing engagement with vegetables

Committed to feeling good and know that diet and exercise are the key- very healthy eater—always trying to do new
things to improve my eating and actively seek out information about health-related topics.

Fresh Fruit
98.7% of HH buying

MY MEDIAN INCOME IS S 5 9 9 - 2 per buyer
$76K
$7 . 6 per trip

MY
vy MEDIAN  TAMILY Fresh Vegetables -
AGE 52% have 0 \
3 S
44 m+embers 9 8 . 7 70 of HH buying »

$531.6 pervure
@irccnd. $71 per trip

Circana, LLC | Proprietary and confidential 23
Source: Circana Integrated Fresh PNL, All Outlets, L52 06/15/2025
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Current Consumer Climate
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Produce Power
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Food & Beverage Sales Performance Scorecard

The Produce department sees one of the largest volume/unit sales growth across all departments, behind Floral

Sales $ Sales % Chg Vol/Unit Sales % Chg Price Per Vol/Unit Price Per Vol/Unit % Chg
- - I e
General Food - - 1%
eat I I -
- . S
____________________________________________________________________________________________________________________________________________________________________________________
Produce* I 0.3%
_____________________________________________________________________________________________________________________________________________________________________________________
- I - -
o I B
Bakery 0.0% -0.8% - _ $3.84 . 0.8%
. I I e o -
Seafood*

$9.65 1.3%

"
L

™ Dollars (SB) M Units (B)
Source: Circana Integrated Fresh, Mulo+, L52 06/22/2025
*Volume (Ibs)

Circana, LLC | For public use

)/Circana

*Volume Sales were utilized, otherwise Department is in Unit Sales.

25



Total Food & Beverage Shopping Behavior Scorecard

While Produce continues to see growth in overall Ss spent & trips, units bought per trips are down showcasing an opportunity

HH Penetration Chg S Per Buyer % Chg Product Trips/Buyer % Chg Unit Sales/Trip % Chg

5257 +4.4 216 447 05 2.5

Edible 100.0
General Food +3.1 +3.8 2.2
Beverages +5.9 +4.6 - E 1.0
Mea +5.0 B 1.5
Refrigerated +5.8 - 3.1 2.7
O hotee | 00 35 -~ DI 12 |
+3.6 - E 1.6
Total Deli +2.6 - 17 -0.1
Bakery +0.4 B 1.1
Seafood — 0.2 s134 1.1 +2.6 ' 13 +0.2

\“'\)‘m:, Source: Circana Integrated Fresh PNL, All Outlets, L52 06/15/2025
U» Ircana Circana, LLC | For publicuse 26
*Volume Sales were utilized, otherwise Department is in Unit Sales.



Produce Is over-indexed in d few key regions
where we have seen shifts in population

Dept- Produce- Regional Multi Outlet+
Product Development Index

7 South Central
. 86.0 )

‘\\\‘)l o Source: Circana Integrated Fresh Market Advantage, MULO+, W/E 6/29/25
|Circana | .
4 Circana, LLC | For publicuse 27



Fresh Foods Top 15 "
Categories by ‘ SN

Absolute Dollar
Change

Beef Chicken Fresh Berries Fresh Avocados Deli Entrees*

$1.0B 3.2% $759.5M 7.9% $559.1M 2.6% $408.4M 3.6%

: AT ) \ ~
St YL LS
.-1 LR L 1._\_.| :a
| - 1%' I._
i '|.|:

4 out of the top 15 fresh dollar
growth categories are from the

produce dept L
Fresh Berries adding over $795M
in dollar chg for Perishables, with Deli Prepared Meats* Deli Specialty Cheese Fresh Grapes Deli Salads Pork
nearly 8% vol growth
Yo% Yol
Grapes & Mangoes see large .
volume growth due to increased - i
promotions and deeper promoted s
pricing |
@ Abs § Sales Change vs YA Bacon Rfg Juices/Drinks Rfg Tea/Coffee Fresh Mangoes Dinner Sausage
@ Volume* or Unit % Chg vs YA $319.8M 2.2% $278.1M -3.5% $210.5M 4.0% $194.4M 33.1% $189.0M 3.4%

Source: Circana Integrated Fresh, Total US MULO+, Year to date 2025 ending 6/01/2025

mi rcana Note Units* used when volume is not equivalized at the dept level. Beverages, Meat, Produce and Seafood are in volume.
' @

Circana, Inc. and Circana Group, L.P. | For publicuse 28



25% of dollars spent on Fresh Fruit comes from Berry purchases,
seeing large share gains while Grapes lead in overall share gains

AISLE-FRESH FRUIT by Dollar and |Volume Share~|

Dollar Share Volume Share Share Chg

FRESH BERRIES

FRESH GRAPES

FRESH APPLES

FRESH MELONS

FRESH BANANAS

FRESH AVOCADOS

ALL OTHERS

- FRESH BERRIES .| FRESH GRAPES | FRESH APPLES FRESH MELONS FRESH BANANAS

M FRESH AVOCADOS [ ALL OTHERS W Dollar Share [ Volume Share

. Source: Circana Integrated Fresh Market Advantage, MULO+, L52W/E 6/15/25
Ircanda. 29

Circana, LLC | Proprietary and confidential



Fresh Vegetable pounds have a wide split with the Potato/Onion
table driving a third and the long tail of 30+ products driving 27%

AISLE-FRESH VEGETABLES by Dollar and Volume Share~

Dollar Share Volume Share Share Chg

FRESH TOMATOES

FRESH POTATOES

FRESH ONIONS

FRESH LETTUCE

FRESH SALADS-KITS -0.2
-0.1
FRESH PEPPERS I 0.2
-0.0]
ALL OTHERS I 0.2
-0.1
~ FRESH TOMATOES ~ FRESH POTATOES = FRESH ONIONS FRESH LETTUCE AISLE-FRESH VEGETABLES -0.0 I

FRESH SALADS-KITS | FRESH PEPPERS - | ALL OTHERS " Dollar Share B Volume Share

mi rca n a Source: Circana Integrated Fresh Market Advantage, MULO+, L52W/E 6/15/25
) 30

Circana, LLC | Proprietary and confidential



Despite inflation and economic headwinds, ORGANIC produce
pounds L52 grew +6% and dollars +4% continuing to grow share

Organic Dollar Share of Total Produce Organic Volume Share of Total Produce

12.3 12.4
11.6 8.4
77 7.8 7.8
I
2019 2020 2021 2022 2023 2024 YTD 2025 2019 2020 2021 2022 2023 2024 YTD 2025

@i rCG n 0 Source: Circana Integrated Fresh Market Advantage, MULO+, W/E 6/29/25
L
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Value Add Produce has seen a steady decrease
IN dollar & volume share since ‘22

DEPT-PRODUCE v
Dollar Share of Value Add Pound Share of Value Add
Calendar Year 2020 Calendar Year 2021 Calendar Year 2022 Calendar Year 2023 Calendar Year 2024 Building Calendar Calendar Year 2020 Calendar Year 2021 Calendar Year 2022 Calendar Year 2023 Calendar Year 2024 Building Calendar
Ending 01-03-21 Ending 01-02-22 Ending 01-01-23 Ending 12-31-23 Ending 12-29-24 Year 2025 Ending Ending 01-03-21 Ending 01-02-22 Ending 01-01-23 Ending 12-31-23 Ending 12-29-24 Year 2025 Ending

06-15-25 06-15-25

. NOVALUEADD = VALUE ADD

@i rcq n o Source: Circana Integrated Fresh Market Advantage, MULO+, L52W/E 6/29/25
) 33
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There are some key produce categories that saw
significant growth within value add

m Value Add m No Value Add
+87% VA +21% VA +11% VA +9% VA +3% VA
vol growth vol growth vol growth vol growth vol growth

Berries

Mangoes Potatoes Pineapple

‘\\\\)l - Source: Circana Integrated Fresh Market Advantage, MULO+, L52W/E 6/29/25
|Circana . . /25
1 Circana, LLC | Proprietary and confidential 34
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Same but,

Winning
Requires @
State-of-the
Art Strategy




Unprecedented Era of 5 Diverse Generations

UNPRECEDENTED LONGEVITY & NAVIGATING A NEW ERA BRINGING UNPRECEDENTED LIFE EXPERIENCES TO NAVIGATE
ADULTHOOD IN THEIR OWN WAY

. I' I"\. . | |
f i
.‘I | {'iof T
1 y I.I
f ) i 1 |'~ |
L
L (

1923(—11945 1946-1964 1965-1980 1981-1996 199/7-2012
Generations

Boomers Gen-X Millennial Gen Z

Smartphones * Economic Uncertainty - COVID-19
Personalized Choices * Sustainability
Social Media * e-Commerce
Food Available Anywhere & Anytime

@Irccna. Circana, LLC | For public use

Shopping at supermarkets for groceries and comparing prices
across similar fresh commodities using circular ad sales



Life Stage Shift: Understanding Generational
Inflection Points Bring Opportunity for Produce

9 $64,428
$52,036  °03:9% $63,336

38,324
$31 775 $54,184

R 4 SR
. . . .\"‘fijz
Apt First First Kitchen Empty 8%
Rental Marriage Home Remodel Nester Retirement
T | ] [
Gen X
Prime Working Years moving here
Under 5 years 5to 9 years 10 to 14 years 1510 19 years 20 to 24 years 2510 29 years 30 to 34 years 3510 39 years 40 to 44 years 45 to 49 years 50 to 54 years 5510 59 years 60 to 64 years 65 to 69 years 70 to 74 years 7510 79 years 80 to 84 years 85 to 89 years 90 to 94 years 95t099years 100 years and over
N\ J o J

N . Source: U.S. Census Bureau// Forbes Advisor
)/Circana
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INn Produce, Generational Shift Underway

Reduced Produce Spending in Older Millennials Troubling & Unexpected Trend

Gen Z Young Millennials Older Millennials Gen X Younger Boomers Older Boomers
(1997 or after) (1990-1996) (1981-1989) (1965-1980) (1956-1964) (1955 or Earlier)

Share of dollar sales:

2% 13% 16% 29% 18% 4%
Share of dollar change (+$4 BILLION more produce dollars vs. year ago):
14% @of 4% 30% 10% -20%
new

Source: Circana, Integrated Fresh, Total U.S., Household Panel, 52

@i rcana. d 0 I I a r s weeks ending 3/23/25

Circana, LLC | Proprietary and confidential 38



INn Produce, Generational Shift Underway

Gen Z Young Millennials Older Millennials Gen X Younger Boomers Older Boomers
(1997 or after) (1990-1996) (1981-1989) (1965-1980) (1956-1964) (1955 or Earlier)

Spend More than Avg in:
Limes Mangoes Coconuts Side Dish Kits Radishes Radishes
Kiwis Bok Choy Kale Artichokes Pkg Mixed Veg
Limes Fruit Party Trays Salad-Blends Tangelos Cherries
Fruit Party Trays Mangoes Pkg Mixed Veg Salads-Slaw

Younger Gens Increasing Spend in:

Berries Avocadoes Kiwis
+52.4% S vs YA +53.5% S vs YA +22.1% S vs YA

Source: Circana, Integrated Fresh, Total U.S., Household Panel, 52 weeks ending

. 3/23/25
@Ircona' Circana, LLC | Proprietary and confidential 39



Fruit & Veggie Shopping Habits In t
Affordabillity Era
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Current Consumer Climate

)/Circana

Produce Power

Strategies for Growth

Circana, LLC | Proprietary and confidential
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Consumers are Facing 30% Higher Retail Prices — Yet, Produce
Is Affordable and Not Rising as Fast

F&B Price Realization Year-over-Year and Indexed to 2019, MULO+ with Conv.

Categories with High Inflation

(YTD '25 Average Price % Change vs. CY21)

mm Avg Price % Chg YA ——Price Index vs 2019 —Wage Index vs 2019
Fresh Eggs +153%
199 130 131
_—— FZ Potatoes +56%
123
120 Cookies 55%
120
Fz Breakfast Sausage +53%
111
27 Sports Drinks +53%

11.2%

Shortening & Oil +31%

- ; 9.4%

103 7.9%

Carbonated Beverages +44%

5.1%

4.7%

Fresh Produce Dept
+19% vs 2020
Only +80.30

4.4%
3.9%

3.9%

3.6%

Q120

(]
(o]
—
(@

Q220
Q320
Q420
Q121
Q221
Q3 21
Q4 21
Q222
Q322
Q422
Q123
Q223
Q323
Q423
Q124
Q2 24
Q3 24
Q4 24

300 Note: Dollar-weighted average price per volume % chg. across categories. Wage index based on Employment Cost Index: Wages and salaries for All Civilian workers in All
“) irCG na industries and occupations, SA. Index vs. 2019 quarterly average. Source: Circana POS MULO+ and Conv data ending 6/29/25. Circana Executive CPG & Foodservice Advisory
»’}f)l
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Produce

Ranked #1 among consumer goods where shoppers
expect to feel the impact of tariffs




Total Produce avg retails have seen a slight
Increase in Q2 vs Ql but are relatively flat YTD

m Avg Price/Vol % Chg YA

Produce Avg Retail Price
YTD 2025: +0.7%

10.1%

9.5%
8.3% 8.6%
6.9%

6.1% pommmmmmmmm ey
' ]

.0% |
>-0% 4.6% ! !
1 1
' ]
3.1% : :
’ :
1.9% 1.5% i :
1.0% 0.7% 039 ] 0.9% ]
IIIIIII IIIIIII 0.1% 3% . ]
- I — ! - i
r— — ; ]

1

1

-0.4% -0.6%

Q221
Q321
Q421
Q122
Q222
Q322
Q422
Q123
Q223
Q323
Q423
Q1 24
Q2 24
Q3 24
Q4 24
Q125
Q225

Q121

Source: Circana Integrated Fresh, Total US MULO+, Calendar Year 2021- Calendar Year 2025 data ending
6/29/25

Circana, LLC | For publicuse 43
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Fresh Fruits & Vegetables bring value compared
to other category choices

$7.23
$5.28
$4.30
$3.22
$2.80
- - )
Nutrition Bars m Deli Side Dishes m Prepared Side Dishes m Cottage Cheese = Frozen Prepared Veg ® Frozen Plain Veg = Fresh Vegetables m Fresh Fruit

\\\\'\\ . Source: Circana Integrated Fresh, Total US MULO+, Calendar Year 2025 data ending 6/29/25
)|Circana
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Dimensions of value:

market | L

More than ever, driving demand must be Relevance
multidimensional and anchored in consumer priorities.

5 . Source: FMI Dimensions of Value.
)ICircana
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Understanding Gravitational Pull
Unlocks New Strategies

Essentials:

Ubiquitous
Frequent
Versatile

)/Circana

Brussels
Sprouts

Companion:

Common
Periodic
Not as top of mind

Discretionary:

Lower Buyer Base
Occasion/Situation
Differentiating

Consumer’'s Spending is Not
Infinitely Expandable

Basket Size has Plateaued

Increasing costs of essentials
will ripple across all aisles

Circana, LLC | Proprietary and confidential 47/



Fruit & Veggie Shopping Habits in the
Affordability Era

PRACTICAL APPLICATIONS




Reframing the Value Story

From “too expensive” to “smart investment”

=} Stretch That Purchase
Educate on how best to use all parts
of produce items

< Budget-friendly Hauls
Create a realistic grocery haul series
— show what you bought for X
amount, how you plan to use it and
recipes as you make each dish

= Full Use = Full Flavor
Incorporate all parts of the plant in
dishes and use call-outs to inform
diners

$10 = 3 Dishes
A handout showing how to stretch S10
worth of produce across 3 days,
tailored to the patient’s condition




Use What’s Trending to Boost the
Whole Basket

Pair produce with what’s a/ready in the cart — or with other produce to maximize value &
variety

w= Hero + Support

Feature trending items as hero
ingredients with support players:
berry & balsamic-glazed brussels
sprouts, mango-chickpea salad

4 Pair It With Signage

“Love grapes? Try roasting them with
carrots.” Use trending items to
suggest creative, tasty pairings.

i ‘If You Like This, Try That’ Build Confidence, Add More
Playful swaps like: "Avocado toast on Affirm trending item use, then suggest
sweetpotato!’ inspire creativity and easy additions like banana or grated
produce pairing on social. apple to build on success.




Rethink the Modern Household

Stay relevant to all households

&3 Grab & Go = Real Life

Grab & go produce packs are perfect
for real-life routines: Kid lunches,
snacks for hybrid workers, post-gym
refuel, quick bites for retirees

+ Fruit & Veggie Mood Boards
For life’s moments (Sunday Scaries
Reset, Girls’ Night In, Solo Cozy
Night) — produce becomes part of
lifestyle moments, not just health
goals.

= Nostalgia Meets Modern
Lean into nostalgic yet modern meals
like updated shepherd’s pie with extra
veg or plant-forward sandwich builds

Low Prep, High Satisfaction
Meet people where they are & create
simple wins with 1-pan meals with
minimal chopping or pre-cut produce
for “snack & serve” options




QUESTIONS
& DISCUSSION




Fruitsandveggies.org

Your one-stop-shop for all things fruits & veggies




—SETEMBER IS ——
NATIONAL FRUITS

SVEGGIES MONTH | .

fruitsandveggies.org

Download the Toolkit

Y )


https://fruitsandveggies.org/nfvmtoolkit/

THANK YOU!

WE'RE SO HAPPY YOU’RE WITH US!

@ P @ ® @

BROUGHT TO YOU BY

@9 THE
FOUNDATION
Py

FOR FRESH PRODUCE


https://twitter.com/Fruits_Veggies
https://www.facebook.com/FruitsandVeggies
http://www.fruitsandveggies.org/
https://www.instagram.com/fruitsandveggies/
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