1
S e~ S i
T wy PP v
/ \w £ h | B N
| = Y P~ . - 1
?f. N =
4N A & ) ‘,Ig g J
R et o o e (1 B2 :
s
) { 1 7, | " , )
\ A4 =9 %1 )
! P el » /i )
I

BANANA CONSUMER TRACKING
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Research objectives

« Measure overall attitudes towards bananas; tracking
awareness, quality and taste expectations, perception
statements and the health benefits that influence
consumer behaviour.

Track advertising effectiveness. Ad recall and impact
on purchase behaviour.

Establish purchase drivers and identify purchase
barriers to help guide future marketing and
communication initiatives.

 Identify shifts in consumption habits and occasions
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Methodology and Sample:

Methodology

On-going tracking study.

Online quantitative survey using Caféstudy,
Edentify’s proprietary research panel.

() edentify

Sample

n=600 (n=300 per wave)
Grocery Buyers

Age 18+

Australia-wide

Fieldwork timings

April 19 wave: 15t — 3 April 2019
June 19 wave: 22" — 261 May 2019

Aug 19 wave: 11t - 16t September 2019
Oct 19 wave: 8t - 13th October 2019

Dec 19 wave: 10t — 14 December 2019
Feb 20 wave: 3 — 10t February 2020

April 20 wave: 8t - 14t April 2020
June 20 wave: 28" May - 15t June 2020

Hort = | BANANA
innovation | FUND

Strategic levy Investment




SECTION 1

The snacking
category

() edentify

SECTION 2

Purchase
behaviour

SECTION 3

Attitudes
towards
bananas

SECTION 4

Consumption
and usage
habits

SECTION 5

Advertising
effectiveness




SECTION 1

The snacking category

Hort . | BANANA
() edentify Innovation | FUND



TOP 5 SNACKS

83% 62% 62% 62%
0,
We can clearly see that the - 0% . 9%
57
o 56%
Covid outbreak context has
0,
H 50% 50%
affected the snacking 50 i ] 49%  Bananas
46% 47% 47% a5 47%
44% 44% e —— 44% 44%
catego ry’ Wlth some 4?.‘05\ 42%\ 1% 42% e 42% —-_'_"4?%—-——___‘_13.0&__\-_—12.0&— 42%
- 40% T — N 40%
unusual shifts. 40 P %% s 8%
0,
35% 35% 35% - 35% > 3g%
31%
) \'ﬁ%;/ 30% 30% 30% 2%
27% @ 27%
26% [ 26%
.\ 24% 2’5’% 24%
22% 22% 22% 22% 22%
20% 20% 19% 2 19% /-Z:L\ N
20 18% 8% ’ —— AT 18% 135 > 18%— —~—__ 18% 18%
15% 18 , 15% ' 15% LR 16%
13%— qj'l%:ﬁ :;:2 13% " 4% \‘—1';;"'/ 13% ><__13%
\_.________—-——0——-________ /
o ~g—__ 10—
10 ™ 8% - 8%
- 6% 6% o 6%
5% E—— . &~ 4% 5% 4% 4%
e o ———_ ® 3% 3% 29,
0 0% 0% 0% 0% 0% 0%
Aug/Oct 17 Dec 17/Feb 18 Apr/Jun 18 Aug/Oct 18 Dec 18/Feb 19 Apr/Jun 19 Aug/Oct 19 Dec 19/Feb 20 Apr/Jun 20
-8~ Apples Bananas - Biscuits
-4 Buns, muffins, cakes or doughnuts % Chocolate bars -~ Energy/glucose bars
Energy drinks -8 Fizzy drinks/soda =&~ Fruit juice/smoothies
=¥ Muesli/cereals Nuts/trail mix -+- Packets of sweets
-8 Oranges Potato chips Pears
-8~ Avocados Rice crackers Protein Balls
-4 Berries

Q1. Please select your top 5 snacks from the following list. Base: Total each wave n=600
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TOP 5 ENERGY SNACKS

80
76% 75% 75% 76%
73% 73%
71% 71%
Amongst the energy 70 6%
snacks, the most affected
are the ones directly » - -
. 53% 53%
related to energy (fitness) o 4% o o s 50% a9%
or outdoor activities. 48% s 46% A A % 46% 45% by o
43% Nuts/ Trail Mix
o 39% 40%
Although 4% Y4 N .
20 32% 30%
25% A 2;%\25% 25%
23% - 229, —] 1% 22% Fruit juice/
.25‘“7?/\'—1@,70/ J 'm“_ —y— 20%sSmoothies
20 17% _13%% 15% gy 16% 15% LA ::: /E% Protein balls
Bananas are — e . A
. ! . 10 Energy drinks
experiencing a drop from Energyl
0, o, 0% 0% 0% 0% 0% 0% glucose bars
76% to 68%. 0 e e 74 ° &
Aug/Oct 17 Dec 17/Feb 18 Apr/Jun 18 Aug/Oct 18 Dec 18/Feb 19 Apr/Jun 19 Aug/Oct 19 Dec 19/Feb 20 AprfJun 20
-o- Apples Bananas - Biscuits

-+~ Buns, muffins, cakes or doughnuts
Energy drinks

=% Muesli/cereals

- Oranges

-®- Berries

Q1la3. Please select your top 5 preferred energy snacks from the following list. Base: Total n=600 each wave

() edentify

=% Chocolate bars

- Fizzy drinks/soda
Nuts/trail mix
Pears

-®- Energy/glucose bars

-4 Fruit juice/smoothies

-+~ Packets of sweets
Protein balls
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Each year at this period,
Bananas are slightly
dropping as the #1
favourite energy snack. | AN W

That said even in this
extreme context, Bananas
remains the favourite
snack of almost 1in 3
consumers.

25% T T T T T T T T T 1
Aug/Oct 17 Dec17/Feb Apr/lun18 Aug/Oct18 Dec18/Feb Apr/Jun19 Aug/Oct19 Dec19/Feb Apr/lun20
18 19 20

* Significant differences wave on wave, at 95% confidence level
Q1b. Please select your top 5 preferred energy snacks from the following list. Base: Total for each wave n=600
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() edentify Innovation | FUND




Looking at this performance
by key segment, we can
already see the signs of
‘recovery’ in June 2020

0% T T T T T T T T T T 1
Dec 17/Feb 18 Apr/Jun18  Aug/Oct 18 Dec 18/Feb 19 Apr/Jun19  Aug/Oct 19 Dec 19/Feb 20 Apr/Jun 20 Apr-20 Jun-20

es=sTotal 25-39 years e==wFamilies with kids <15

Qla. Please select your top 5 preferred energy snacks from the following list. Base: Total for each wave n=600; in Dec 19/Feb 20 25-39 years old n=173; Families with childre
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During this Covid outbreak, people are progressively getting back to their usual fresh fruit
shopping habits.

BOUGHT MORE OR LESS FRESH FRUITS THAN BEFORE DURING THE
COVID OUTBREAK

65%
56%
19%
I . 5
Buying more Buying about the same Buying less

B Apr-20 ®Jun-20

In the recent weeks, would you say that you have been buying more or less fresh fruit and vegetables than before the COVID-19 outbreak

() edentify

KEY REASONS FOR BUYING MORE OR LESS
BUYING MORE

More health conscious
| feel these will strengthen my immunity.
So | don't eat so many biscuits.

Eating more often at home:
We are constantly at home, therefore we are eating more.
At home more, trying new cooking recipes.

BUYING LESS

Safety concerns

Safety concerns and less grocery shopping.
trying to only buy prepackaged fruit.
Uncomfortable about cleanliness.

Financial reasons

It seems to be more expensive.
Unable due to finance.

Hort BANANA
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During this isolation period, over 1 in 3 is still snacking more than before.

SNACKING MORE OR LESS THAN BEFORE DURING THE COVID
OUTBREAK

50%  50%

38% 39%
II T

Snacking more Snacking about the same Snacking less

B Apr-20 HJun-20

And would you say that you have been snacking more or less than before the COVID-19 outbreak? N=300 each wave

() edentify

Boredom
Because | have less things to do, so I'm snacking more when I’'m bored.
There's no other work than snacking and watching Tv at the moment.

KEY REASONS FOR SNACKING CHANGES

Exogenous factors.
the stress, so | want to eat more snacks.

Hort BANANA
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SECTION 2

-

Purchase Behaviour
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A slightly proportion of shoppers have shifted from shopping several times a
week to once a week.

PURCHASE FREQUENCY

m 2-3 times a week B Once a week B Once a fortnight = Once a month H Once every 2-3 months I Less often

o
X

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Aug/Oct 17
Dec 17/Feb 18
Apr/Jun 18
Aug/Oct 18
Dec 18/Feb 19
Apr/Jun 19
Aug/Oct 19
Dec 19/Feb 20

Apr/Jun 20

Q2. Which one of the following best describes how often you buy bananas? Base: Total n=600 each wave

Hort BANANA
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Shopping less frequently, people tend to buy more bananas at a time

NUMBER OF BANANAS PURCHASED LAST TIME

1

o
X

10% 20% 30%

Aug/Oct 17
Dec 17/Feb 18
Apr/Jun 18
Aug/Oct 18
Dec 18/Feb 19
Apr/jun 19
Aug/Oct 19
Dec 19/Feb 20

Apr/Jun 20

Q2a. Thinking about the last time you purchased bananas, please indicate the number of fruit you purchased.
Base: Total each wave n=600

() edentify

m2-3

40%

m4-6

50%

m7-9

710+

60%

70%

80% 90%

Hort BANANA
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NATURE OF PURCHASE DECISIONS

Bananas remains largely a pre-
planned purchase

0,
65% 70%

Aug/Oct 17  Dec 17/Feb  Apr/Jun 18 Aug/Oct 18  Dec 18/Feb  Apr/Jun 19 Aug/Oct 19  Dec 19/Feb
18 19 20

@ | usually decide before | go shopping @ | usually decide on impulse when I'm at the store

Q4. Which one of these best describes when you usually decide to buy bananas? Base: Total n=600 each wave

67/

Apr/Jun 20

Hort BANANA

() edentify Innovation | FUND

Strategic levy Investment




Purchase intentions remain extremely high, especially amongst families with kids <15

LIKELIHOOD TO PURCHASE (VERY LIKELY/LIKELY) - TOTAL

0%

Dec 17/Feb Apr/Jun 18 Aug/Oct 18 Dec 18/Feb Apr/lun 19 Aug/Oct 19 Dec 19/Feb Apr/jun 20
18 19 20

Q5. How likely are you to purchase a banana for household consumption in the next 2 weeks? Total n=600 each wave, B
n=173; Families with children <15 n=115

() edentify

LIKELIHOOD TO PURCHASE (VERY LIKELY/LIKELY) — KEY TARGETS

«25-39 years - Families with kids <15
100% ................................................... , .................................................................... 0 ...................
QL0,
4 957 o7e -’U/g 94%
(] 0,
% 86%
80% ............................................................................................................................................
60% ............................................................................................................................................
40% ............................................................................................................................................
20% ............................................................................................................................................
0%

Dec 17/Feb Apr/Jun 18 Aug/Oct 18 Dec 18/Feb Apr/lun 19 Aug/Oct 19 Dec 19/Feb Apr/jun 20
18 19 20
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The Cavendish variety is the most obvious one in shoppers’ mind

VARIETIES CONSIDER NEXT TIME - TOTAL

92%
9% 9% 90% 0% e 90%
24% 23% 2% 25%
Mo A% .,-.,/A—/"_\N%
— "
* * 17%
14% 13% 5% 13%
1%
1% 1% 2% % 1% 2

Aug/Oct 2018  Dec 18/Feb Apr/Jun 19 Aug/Oct 19 Dec 19/Feb Apr/Jun 20
19 20

-®- Cavendish -+~ Lady Finger - Red Tipped =& Organic
=¥ Don't know

Q5VAR. Which of the following varieties of banana would you consider buying next time you go grocery shopping? Base

Families with children <15 n=115

() edentify

25-39 YEARS OLD

90% - 90% 92% 90%
88%
28% 27% 26% 28%
19% 2°%N‘%
16% 159 15
T
2% 2%
0_% 126 ¥ 1;;6 1;% N

—_—

Aug/Oct 2018 Dec 18/Feb 19  AprfJun 19 Aug/Oct 19  Dec 19/Feb 20  ApriJun 20

-®- Cavendish -+ Lady Finger % Red Tipped -« Organic
=¥ Don't know

FAMILIES WITH KIDS <15

95% 04%, 95% 96%
91% 90%
26%
25%
240
. f° 239, 23% 23%

21 & 4

I o v o
A -_________.J

15% 15% 149 15%

1% 1%

¥

Aug/Oct 2018 Dec 18/Feb 19  ApriJun 19 Aug/Oct19 Dec 19/Feb20  Apr/Jun 20

-®- Cavendish -+~ Lady Finger -%- Red Tipped =+ Organic
=% Don't know
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At this time of the year, fresh fruit shopping tends to peak at Major Supermarkets

MAIN PLACE OF PURCHASE

es==»Major supermarket e=mGreengrocer/ Fruit and Veg shop e==s=|ndependent store/ local supermarket
80%
70%
o 6% o o, C) 0 0 68%
3 % ; % 3 o b % %
60% 9% 3 0% o
50%
40%
30% \ . % %
2 % % 4% 0 9 ) %
20% ° 0 0 19%

10%

0%
o & > < < N S o & S > o N S S < P P ~» & Q Q2 - »
3 o 2 O 2 N “
NS I I I N R
9

2
3 v & v o o & N &

Q7. Which is the main place you buy fruit? NB: data prior to Aug 16 includes a small number of apple, pear, avo Hon BANANA
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SECTION 3

Attitudes towards
Bananas
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People are continuing to associate bananas first with good nutritional value , good taste and
energy. It’s interesting to note that associations with versatile, ‘happy & fun’ and morning are

slightly increasing this wave.

SPONTANEOUS ASSOCIATIONS WITH BANANAS - THEMES

36%

319,
20%
25%
23%
20% 20%
e  17%
13%
"% 4o /o
% s%
I 4% 4%

Healthy Yummy Energy Convenient Filling

snack

Versatile Happy & Fun Soft & creamy

® Aug/Oct19 @ Dec19/Feb20 @ Apr/Jun 20

Q. What words, images or feelings would you associate with bananas? Base Total: n=600 each wave

() edentify

4%
3%
2%
=1

Morning

WORD CLOUD
breakfast SWeet wtamlns
Tropical bani,:lﬁer OW
mimy E n e rg taste
fi

Yummy
eas fl”ln SOﬂeat Convenient

shack
High nlce Natural Smoothie

L ont O reatfood aglow full
potassium
Comfort fl'Ult
onkey UICk
nlﬁrlthUS ba nana Favourite

health I t h
delicious Versatile Ml'ke y
Smooth

Hort BANANA
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Over 2 third of shoppers are satisfied with the quality of bananas available in store

SATISFACTION WITH QUALITY OF BANANAS AVAILABLE FOR SALE RECENTLY

m Satisfied B Not satisfied

Apr/Jun 20 7% 67%

Ql4a. How satisfied have you been with the level of quality of the bananas available for sale recently? Base n=600 each wave.

() edentify

KEY REASONS FOR SATISFACTION LEVEL

SATISFIED

The supermarket | go to have good quality bananas that keep for
about a week.

They are fresh and remain that way up to a week.

The bananas are always fresh

NOT SATISFIED
Seem to be small and too ripe for my taste

they seem to go brown extremely quickly these days

Hort BANANA

Innovation | FUND
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Agreement with KPI
statements remain
high.

The number of people who

has bounced back

from a big drop in Aug/Oct 19.

100

80

60

40

20

96% 95% 96% 96% 95%

94% ° — o- (]
QW —_—— rd —_

W 88%

82%

0%
9

83%

0%
@

KPI STATEMENTS ABOUT BANANAS (AGREE + STRONGLY AGREE)

95%
3% 94%

85%

85%

90%

80%

0%
L &

Aug/Oct 17

Dec 17/Feb 18

Q14. Please read the above statements about bananas and state your level of agreement with each. Base n=600 each wave.

() edentify

> 84%
82% g1y,

73% <:|

Apr/Jun 18 Aug/Oct 18 Dec 18/Feb 19 Apr/Jun 19 Aug/Oct 19 Dec 19/Feb 20 Apr/Jun 20

-®- Ideal for a healthy filling snack on the go

- Great for keeping me alert and helping me concentrate

-~ Long lasting energy source

-¥- | use bananas in more ways than just to snack on

-®- | would rather choose a banana over a packaged health food snack

L

Strategic levy investment
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Q14. Please read the above statements about bananas and state your level of agreement with each. Base n=600 each wave. in Dec 19/Feb 20 25-39 years old n=173; Families wi

() edentify

Ideal for a healthy filling snack on the go

Long lasting energy source

| would rather choose a banana over a
packaged health food snack

Great for keeping me alert and helping me
concentrate

| use bananas in more ways than just to snack
on

Total
u25to0 39 years

u Families w/ kids <15



SECTION 4

Consumption and usage
habits

@BF
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Bananas continue to
be by far the most
popular fruit eaten to
start the day even
despite a little drop
during the self
isolation period

Q. Which of the following would you say is the type of fruit you might eat to start the day? Base: total n=600 each wave

() edentify

80

60

40

20

1%
._—

72%

FRUIT EATEN TO START THE DAY

72%

0%
A

Aug/Oct 2018

-®- Bananas
-~ Mandarins

Bananas
Dec 18/Feb 19 Apr/Jun 19 Aug/Oct 19 Dec 19/Feb 20 Apr/Jun 20
-o- Apples -i- Pears -&- Strawberries =% Blueberries -®- Oranges
- Kiwifruit -4~ Avocados

Hort BANANA
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More people are consuming bananas for dinner/dessert than before (and slightly less

in Mid-afternoon)
CONSUMPTION OCCASIONS

65%

60 59%
40
20
0

Breakfast Mid-morning Lunch Mid-afternoon Dinner/dessert Late evening
8- Apr/lJun19 =& Aug/Oct19 -%~ Dec 19/Feb20 -®- Apr/Jun 20

Q5a. Which of these best describe when you usually eat bananas? Base: Total n=600 each wave

Hort BANANA
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In the Covid context, fitness and energy related activities are reduced, which translates here in a slight
decrease in the mean number of banana occasions/day.

MEAN NUMBER OF BANANA CONSUMPTION OCCASIONS

m Total 1 25-39 years = Families with kids <15

2.3 2.352'41
.0 2.113, 08 2.145 102.13 2.152.152 13
293, 501.90 ®1962.00

2.082-142.11
I I | | | I | | | | | | | I | | If

Aug/Oct 17 Decl7/Feb18 Apr/jun 18 Aug/Oct 18 Dec 18/Feb 19 Apr/Jun 19 Aug/Oct19 Dec19/Feb20 Apr/jun20

Q5a. Which of these best describe when you usually eat bananas? in Dec 19/Feb 20: Total n=600; 25-39 years old n=17 Horf BANANA

() edentify innovation | FUND



Bananas continue to be
eaten on their own the
most.

Q5b. How do you usually eat bananas? Base: Eat bananas — Dec 19/Feb 20 n=559

() edentify

MODE OF CONSUMPTION

84%

81%
78% 76% . 76% 78% ™
.\TQL/—"‘ 5% -
L ———
44% 42%

—
., _
18% e ——18%
13% 1%
3% e 4%
0% 0% 0% % 0% 0% — =

Aug/Oct 17 Dec 17/Feb 18 Aprfdun 18 Aug/Oct 18 Dec 18/Feb 19 Apr/dun 19 Aug/Oct 19 Dec 19/Feb 20 Apr/Jun 20

-®- On their own (whole)
-i- As an ingredient when baking

=¥ In a fruit salad
As an ingredient when cooking

On their own (chopped)
-& In a smoothie
-®- With something else (e.g. cereals, yoghurt..)
-#- | eat them another way (please specify)

Hort | BANANA
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SECTION 5

600D

Advertising effectiveness

Hort . | BANANA
() edentify Innovation | FUND

Strategic levy Investment




In this unusual context, 55

media activity and

information have been *

atypical. ’e
20
15
10
5
0

Q6. Which of the following have you seen or heard advertised in the last 2 months, either on TV, radio, magazines, in store or somewhere else? Base: Total each wave n=60C

() edentify

UNPROMPTED ADVERTISING RECALL

33% 33%

17%
» Bananas

13%

1M%
8%
Aug/Oct 2018 Dec 18/Feb 19 Apr/Jun 19 Aug/Oct 19 Dec 19/Feb 20 Apr/Jun 20
-0- Bananas Apples
-~ Avocados =& Uncle Tobys muesli bars
=¥ Arnott's Tim Tams -®- Energy drinks (Red Bull, Mother, V)
Chobani yoghurt -B- Boost Juice

Hort | BANANA
nnovation | FUND
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However, thanks a
consistent and salient

PROMPTED AD RECALL

campaign, Australian 50
Bananas ads recall remains = 5%
high, .
even during this off-media 36%
period.
30
As an indication, Ad Recall Benchmarks:
20
Food
Technology
Beauty 10
Mobile phone
Travel
Automotive ’ Aug/Oct17 ~ Dec17/Feb18  Apriuni18  Aug/Oct18  Dec18/Feb19  Apriun19  Aug/Oct19  Dec19/Feb20  Apridun 20
AB2. Do you remember seeing any of these or similar ads from this advertising campaign before? Base: Total n=600 each wave; Dec 19 and Feb 20 n=300 each Rh" ‘ BANANA
nnovation | FUND
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PROMPTED AD RECALL — BY KEY AUDIENCE

An ad recall that

) e==sTotal 25-39 years  e==mFamilies with kids <15

remains stable across o
the 2 key target -
audiences 2%

40%

30%

20%

10%

* Significant differences at 95% confidence level
0%

Aug/Oct17 Dec17/Feb 18 Apr/juni8 Aug/Oct 18 Dec 18/Feb 19  Apr/Jun 19 Aug/Oct19 Dec19/Feb 20 Apr/Jun20

AB2. Do you remember seeing any of these or similar ads from this advertising campaign before? Base: Dec 19/Feb 20, total n=600, 25-39 years old n=173; Families with chil

Hort | BANANA
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PROMPTED TAGLINE RECALL — BY KEY AUDIENCE

“Peel good, feel good”
Interestingly, even off

media the tagline
recall remains rather
strong
B Yes
B No
Recall for
“Make your
39% 34% ) body sing”
31% 50%
(Apr/iun 20

Oct-19 Dec19/ Apr/iun Oct-19 Dec19/ Apr/lun Oct-19 Decl19/ Apr/lun
Feb20 20 Feb20 20 Feb20 20
TOTAL Families w/ kids <15

ABtagline. Do you remember seeing or hearing the tagline above before today? Base: Total n=600, in Apr/Jun 19 25-39 years old n=173,; Families with chiIdrei <

rlon‘ | BANANA
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Key message take outs continue to be associated with energy, with increases in
“Keep you going” and “Give you long lasting energy”

MESSAGE TAKE-OUT - TOTAL

80% 80% 80%
74% 75% 74% 5% 74%
Ps
) 0% i 68% 68%
)
65% 66% —
0
A
Aug/Oct 2018 Dec 18/Feb 19 Apr/Jun 18 Aug/Oct 19 Dec 18/Feb 20 Apr/Jun 20

-®- Give you long lasting energy
-~ Keep you going

-4~ Healthy alternative to other energy snacks
-~ Start the day with a banana

AB3. What do you think the ads are trying to tell you? Base Total n=600 each wave in Aug/Oct 19 25-39 years old n

() edentify

79%

0%
J'd
Aug/QOct 2018

-0~ Give you long lasting energy

- Keep you going

79%

Dec 18/Feb 19

25-39 YEARS OLD

79%

Apr/Jun 19 Aug/Oct 19 Dec 19/Feb 20 AprlJun 20

-4~ Healthy alternative to other energy snacks
-4~ Start the day with a banana

FAMILIES WITH KIDS <15

83%

0%
4
Aug/Oct 2018

Dec 18/Feb 19 Apr/Jun 18 Aug/Oct 19 Dec 19/Feb 20 Apr/Jun 20

-®- Give you long lasting energy
- Keep you going

-4~ Healthy alternative to other energy snacks
-4~ Start the day with a banana

Hort ) BANANA
innovation | FUND
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65% are likely to take
some form f action as a
result of seeing the ads.
The 25-39 years
demographic are most
likely to take action after

seeing advertising

AB4. And as a result of seeing these ads for bananas, which of the following actions are you likely to take? Base Aug/Oct 19 Total n=600, 25-39 years old n=170; Families with

() edentify

ACTIONS LIKELY TO TAKE AFTER SEEING ADVERTISING

Eat bananas more often

Eat bananas as a snack instead of unhealthy
alternatives

Buy more bananas at the shops

Eat bananas as a snack instead of other fruit
alternatives

Look for banana recipes

Buy different banana varieties

Talk to someone about the ad

IR 35%

39%

S 39%
I 33%

32%

o 3%
N 22%

25%

L 2%
I 20%

23%

L 22%
B 14%

19%

L 16%
W 9%

11%

L 11%
W 6%

11%

L 8%

m Total
25-39 years old

= Families with kids <15

Hort | BANANA
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Insights summaries

edentify



=
.

The Covid outbreak definitely had an impact on purchase behaviour towards bananas (people shopping less often; people
eating more at home; people snacking much more).

Amongst the energy snacks, the most affected are the ones directly related to energy, fitness, or outdoor activities.

As such, bananas remain the clear favourite energy snack, but are experiencing a drop from 76% to 68%.

Each year at this period, Bananas are slightly dropping as the #1 favourite energy snack.

That said, encouragingly even in this extreme context, Bananas remains the favourite snack of almost 1 in 3 consumers, and
we can already see small signs of ‘recovery’ in June 2020.

Intention to buy bananas in the next two weeks and satisfaction towards the quality of bananas available has remained high
the whole period.

Attitudes towards bananas remains largely positive (healthy; high energy; convenient snack).
If anything, it’s interesting to note that associations with 'versatile', ‘happy & fun’ and 'morning' have slightly increased this
wave.

In the Covid context, fithess and energy related activities are reduced, which translates here in a slight decrease in the mean
number of banana occasions/day.

Thanks to a consistent and salient campaign, Australian Bananas ads recall remains high,
even during this off-media period.

| Betson | N
edentify vy Invseimant




CONTACT

Flora Delecour
Research Project Director
flora@edentify.com.au

() edentify
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The consolidation of #1
ranking energy snack is
driven by the broad
audience.
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