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MARKET STATUS
across Europe




(o) Despite avocados perceived as an expensive fruit...
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(d Top 10 European suppliers

PERU

353,069

Source: Cirad -Fruitrop 24/25
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(?) European Consumption per capita (Kgs)

Hungary 0,7
Italy 0,9 | Norway 2,6

Romania l

EastEU1
Poland 1,1

France 2,3

United Kindgom 1,8

Germany 2

WestEU 1,8

Nordic Countries 2 Source: Cirad, Kg per capita

Spain 1,9




WAO's support

(Year to date)
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(.) How we reach your consumers to drive category growth:

On their phones
In-store



Results

Media articles: 202 articles reaching 570million consumers

Retailers supported: x 3

Alcampo AEET
Social Media:June to date
@ 14k followers

o
G 128k followers ' O '

Reaching 221k
consumers




Results

Media articles: 118 articles reaching 156million consumers

Retailers supported: x /
TESCO OCdAdQC ‘h '|: rose Morrisons \ggg)ﬁg

Social Media: June to date

ﬁ 282k followers 'O', 54k followers @ 84k followers




Results

Media articles:

Retailers supported:

Intermarche ¢ Leclerc® Zuchan

Social Media
ﬁ79k followers ‘ O" Reaching BGkQ Reaching 11k
J consumers consumers




Results

Media articles: 88 articles reaching 27million consumers

Retailers supported: x 4
= (i s

EDEKA

Social Media: June to date

*) Reaching 67k Reaching 67k
G 6k followers ' | 'consumgrs @consumgrs
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Results

Media articles:

Retailers supported:
m *CONAD

Social Media:
@
9k followers O Reaching 32k Reaching 110k
consumers consumers
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Results

Media articles: 325 articles reaching 382million consumers

Retailers supported:

Social Media June to date

G 73k followers ‘ O.'19 million followers




@Results, In-house social media team

Follow us

6—’. @aguacateespana @ @avocadoitalia

@avocadounitedkingdom

O @avocadodeutschland @ @avocatfrance

15 Channels, 5 languages




(.) Results,Retail summary:

Continually driving category growth:

\/Invested in 11 Countries

« Marketing activities in 28 Retailers
+ 120 marketing activities to date!
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@ Measuring our Retail activity:

Avocado al

X .
- den Teller! +

1. 36million impressions
W . 2.Sales uplift in 1 week 26tonnes / €190,800
e A 9 | ' 3.Attracting 13.7% NEW trialists
el | 4.Every €1 invested, a return in sales of €4.83



3 Measuring our Retall activity:
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* Aisle banners, Shelf displays, digital screens & online
banners (4)

‘ * In line with price promtion

1. All stores showed positive uplift (wk 22-32), delivering
€534k value sales

e 2.Delivering on objective to attract NEW trialists. (24%)
g‘m 3.Every €1 invested, a return in sales of €12.70







@We have researched over 500,000 consumers:

To grow the category it's essential
to understand the consumer




@Understanding consumers, across 11 countries:

Target Consumers identified in:

m Germany
Spain
France

UK

Italy
Netherlands
Portugal

Poland
.  Consumers (Europanel)
Romania « Consumers (World panel)
India * Overlay & robust figures (Conjointly)

China




The Target Consumers that will Drive Growth differ by country

Germany
The Netherlands .}f‘
: _ - 25-39 year old pre- & Poland - 50+ year
United Kingdom Awaiting Data &  family or with lold parents with older
28 to 44 year old Parents young children M children (16+) or

\ '

of school aged children.

empty nesters

France - Under 34
year olds with primary
school aged children
or none.

I Romania
50+ Empty nesters

' 'S Portugal
@\l B 65+ year olds

RN\ Italy - Under 35
\ year olds with no
\ children

Tl R

Spain - 35 to 49 year
old Parents with school
aged children.




(.) The Target Consumers that will Drive Growth differ by country

INDIA W 4T . CHINA

» 1.45 billion population “ e .7 < 1.40 billion population

* Target Consumer: 25-34 year old parents * Target consumer: 25 to 44 year old

* 365 million parents, representing 25% of urban Mothers of primary school
the population aged children

* 310 million mothers in this group



As each country has a different consumer dynamic, we need
to be clear on our strategy when choosing who to target:

O

_ _ _ Households that Strategy
The split between households buying and not buying avocados buy Avocados
- - %, of all households  |look at the groups with the
B NotBuying [l Buying buy avocados — best growth opportunities
—

= 100%
O
S
S 1% Si1h Ids
o ' look at the groups that buy
—~ a Nearly half :
il households buy __Mmore avos as proportion to
3 50% avocados =—all food they buy
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X Spain France UK Poland Germany Romania Portugal ltaly =

< > <& > < = > avocados
Countries

Established Deve|oping New




@ India consumer & market data findings:

« The main driver to eat avocados is health. They consider
vitamins/minerals, high fibre and blood sugar regulation
most important.

« Good fats/cholesterol don't seem to be an issue in India, a
largely vegetarian nation.

e The main uses are for breakfast, on toast or as a smoothie
and as snacks eaten throughout the day.

 Primary Target: Growth will come from getting new 25 to 34
yr old consumers to try avocados for the first time

WA®
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@ Dutch consumer & market data findings:

* 457% of all Netherlands homes buy avocados at least once a
year

* Value growth of 6.4% year on year (cf food inflation at 4.2%)
* Younger shoppers significantly over index on avocado
purchase. These consumers will mature into family

households

* Primary Target: Under 35 "s buying for the first time, thus we
need to attract these NEW consumers.

WA®

WORLD AYOCADO ORGANISATION




@ German consumer & market data findings:

« The German Avocado Market is one of the biggest in Europe. It
Is growing well, yet still has a lot of growth opportunity.

443 % of all German homes buy avocados at least once a year.

Last year, value grew by 24% year on year (cf food inflation at
2.5%)

Younger people are eating the most avocados when compared
to the proportion of all the food they consume.

Growth will come from pre family and young families buying
for the first time. 25-39 year olds

WAO
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O Polish consumer & market data findings:

Growing volume at 27% and retalil prices at 2% year on year

Value increase of 30% year on year (cf food inflation at 4.9%)

50% of all Polish homes buy avocados at least once a year with
9% new consumers being added in 2025

Primary Target: 50+ year old parents with older children (16+) or
empty nesters.

WAO
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Majority of European consumers do
Avocados come from...

O

Where do all Europeans* believe the best avocados are grown?

715%

50%

25%

Source:
Conjointl

WA®

~_‘;\%_hage of respondents who picked each answer
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( European consumers do not consider Origin when making a
purchase decision: —

—_— =

Do consumers in Europe care about the origin of their
avocados?

Buys whatever's in stock [ Believe quality depends on origin @ | Not Bothered

75%

50%

Relative Importance

25%

Germany UK MNetherlands  Spain ltaly France Poland




O Key takeouts from speaking with consumers:

* Importers to turn retail relationships from a trading to strategic,
offering category management support.

* Always look to improve the quality of supply so that consumers
can better trust avocados

* Align with WAO to price promote avocados to consumers along
with secondary display, this encourages new users to try them.

* Reduce the use of expensive supermarket media that doesnt
drive ROI, rather increase out of store marketing activity

WA®
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Plans to drive
CATEGORY GROWTH




WAO's Board

The Board is made of grower and importer representatives from across the globe, to ensure fair diversified
support that’s representative of our members big and small.

Zac Bard Adrielle Dankier Clive Garrett
CHAIRMAN DIRECTOR DIRECTOR

Juan Carlos Paredes Daniel Bustamante Canny Giyora Marom
DIRECTOR DIRECTOR DIRECTOR

WA
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The WAO Team (in house)

Tom Van Hees Shelly Vorster Constance Goulletquer Laura Davis Selina Welter Candice Dixon
MANAGING DIRECTOR MARKETING DIRECTOR BRAND MANAGER HEAD OF MEMBERSHIP CREATIVE LEAD MARKETING CONSULTANT

©®

Social Media Team

VOO

Alba Garcia Lena Lied| Bénédicte Kinkolo Jessica Smith Domiziana Sandroni
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() WAO supporting category growth

Consumption per capita (kgs)
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(.) Supporting the Winter season, for the 1st time:

» Retall campaigns supporting new grower members
o Colombia and Israel

Waitrose AT = JUMBO®

EDEKA

» Press and media campaigns ongoing

» Social media every week, specific across 5 countries
= |nhstagram
= TikTok

® Facebook




(0) 2026 plans underway with precision focus
& growth into New territories:

» Data insights - split Winter & Summer

» Utilising consumer research to target marketing activities per country
» Linking with key opinion leaders and calendar dates

» Expanding marketing into Netherlands, Poland and China

* [N touch with consumers daily via Social media, from 5-7 countries
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(9 Questions & Answers?

Your marketing arm across
the avocado industy




Thank you

WA®
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www.worldavocadoorganisation.com
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