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Who we are

Economic Numbers

Consumer Sentiment

Consumer Shopping Preferences
Apple Product Performance

Deep Dive into Fresh Apples



Category Partners - Capabilities

With a diverse group of
seasoned professionals, we
have the capability to simplify
data and provide the insights

our clients need in order to
succeed.
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g==|| Research &Knowledge Planning

@ Operations Efficiency

( %‘ ) New Product Development Process

Category Management



Meet the CP Leadership Team CpcategORY

Tom Barnes Cara Ammon Julie DeWolf
President & CEO SVP Research SVP Business Dev

* Ourleadership team brings a diversity of knowledge and experience — from CPG products to random-weight,
and success in disciplines from analytics, sales, marketing, category management, strategy, and operations.

* That diversity means we can take a broad view of your opportunities and help you craft holistic solutions to
take advantage of those opportunities.
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Methodology

» Data Source: Economic Data
» Bureau of Labor Statistics, Consumer Price Index
» University of Michigan, Consumer Confidence

» Data Source: USDA AMS

» Movement database
» Pricing database

» Data Source: NIQ Syndicated Data
» Total U.S. xAOC
» “xAOC” includes all grocery, mass, and club
» Categories are shown across all departments

» Example: Dried Apples includes both Produce and Grocery
departments

» 5 Years grouped into 52-week increments
» 2026 = Most Recent 52Wks Ending April 18t", 2026
» 2025 = Most Recent 52Wks Ending April 19t", 2025
» 2024 = Most Recent 52Wks Ending April 20t", 2024
» 2023 = Most Recent 52Wks Ending April 224, 2023
» 2022 = Most Recent 52Wks Ending April 231, 2022
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While consumer price on fresh produce has increased over the last four years, it is not consistent with
the rise in overall price increases affecting consumers

0]
All Item CPI +27.4%
Increase since July 2020

20%

0% (S _---.lIIIIIIIII

2021 2022 2023 2024 2025 2026

% Difference in CPI

Fresh Fruits and Vegetables +19.0%
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Increase since July 2020
15%

10%

% Difference in CPI

Source: U.S. Bureau of Labor Statistics
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Consumer Confidence thru March 2026

Consumer Sentiment

Consumer confidence hit bottom in June of 2022, however, we are
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now very near that level once again
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Source: University of Michigan: Consumer SentimentVintage, Index 1966:Q1




Importance of Department

Fresh Produce is the clear
winner among consumers
when choosing where they
shop

Older shoppers tend to put
more importance on fresh
departments

Younger shoppers are more
diverse in what they consider
important, having the highest
response rate for bakery,
specialty cheese, prepared
foods and deli meat

Source: Omnibus Survey conducted by Category Partners, LLC; August 2025

Department
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In making your decision of where to shop for groceries, how important are the
following departments? (Please rank in order from 1 to 8, where 1 is most
importantand 8 is least important)

Fresh Produce|

621 (62.0%)

281 (28.0%)

Fresh Seafood

272(27.1%)

Canned 260 (25.9%)

236 (23.6%)

224 (22.4%)

30 40 50 60 70

Percentage of Respondents
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Thinking about your favorite store to shop for groceries, why is it your favorite?
Please select up to three . . .

( P ) Price is and always will be the
most important factor for most

226 (52.5%) consumers

Prices

Location A05 (40.4%)

Inverse relationship between
income levels and price
sensitivity

Quality of Fresh Foods 385 (38.4%)

Selection 315 (31.4%)

Promos 224 (22.4%) Responses consistent amongst

allincome levels regarding
quality of fresh produce

Experience 183 (18.3%)

Loyalty Program 178 (17.89%)

Store Factor

Online/Delivery 158 (15.8%)
Customer Service 125 (12.5%0)

105 (10.5%)

App

Dtl"erIT (1.19%)

Do mot sl"-::upl 5 (0.5%)

20 30 40 50

=]
=

Percentage of Resnondents

Source: Omnibus Survey conducted by Category Partners, LLC; August 2025



Fresh Whole Apple Deeper Dive



Top 25 Fruits 5Yr Volume CPCATEGORV

. PARTNERS
& Prlce Change Volume 5Yr % Chg Price 5Yr % Chg

KIWI - R +34.5%
PAPAYAS D £ 1.4% +3.8%
BLACKBERRIES I 10 9% +3.0%
BLUEBERRIES B -10.6% +17.6%
Berries among the LIMES T EER -5.6%
categories posting gains MANDARINS I - 13.8% +4.8%
over the past 5 years STRAWBERRIES B 13.7% +2.3%
MANGOS 1% +9.5%
Cherries and Pears both LEMONS I +11.3% -0.1%
have significant declines WATERMELONS I -o.5% +11.4%
AVOCADOS B 0.3% -0.8%
Avocados also declining RASPBERRIES I 8.0% +0.7%
with one of the largest price PLUMS B +5.5% +30.1%
. ORANGES B 5.0% +4.0%
gains GRAPES B k7% +15.1%
PINEAPPLES l+17% +20.6%
CANTALOUPE [+1.2% +9.7%
BANANAS |+0.7% +10.6%
HONEYDEW |+0.7% +21.1%

( APPLES |+0.1% +0.8% |
CHERRIES -10.8% [EGB +19.1%
PEARS 24.1% |G +16.2%
PEACHES -24.9% G +42.6%
NecTARINES  -27.3% [ +35.9%
NIQ Syndicated Data; Total US xAO C; MR52Wks Ending 4/18/2026 (2026) GRAPEERUITS -28 304 _ -0.7%

*Includes Dried Apples



Apple Products - Volume over time

Change in Volume (lbs) over the past 5 years

+0.1%

. N

-8.9%

-12.4%

APPLES APPLE SAUCE APPLE JUICE APPLE CIDER

2,339.8M 537.8M 111.eM 17.eM
Current Volume (lbs)

NIQ Syndicated Data; Total US xAO C; MR52Wks Ending 4/18/2026 (2026)

-11.2%

HARD CIDER

6.8M

+8.2%

DRIED APPLES

3.5M
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Dried apples are the
only apple product to
post gains over the 5-
year comparison

Juice and Cider declines
partially due to the
competitiveness of the
beverage category




Shipments vs Retail Movement

Retail Apple Movement (NIQ)

-3.3% +1.4% +2.6% -1.0%

2022 2023 2024 2025 2026

USDA Apple Movement (AMS)

+6.2% +3.3% +0.3%
I _m% I I
2022 2023 2024 2025 2026

NIQ Syndicated Data; Total US xAOC; MR52Wks Ending 4/18/2026 (2026) / USDA AMS Movement; Fresh Whole Apples
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» Supply largely
determines retail
movement
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Apple Price Sensitivity

Price Elasticity — Total U.S. xAOC

» Apple Category: -0.5 (inelastic)

Apple Demand Curve

» (Gala Variety: -0.8 (slightly inelastic)

g

» Honeycrisp: -1.2 (slightly elastic)

;

Pounds % Chg
|
[¥)]
2

Price/Lb % Chg

NIQ Syndicated Data; Total US xAO C; MR52Wks Ending 4/18/2026 (2026)
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Price Elasticity - Honeycrisp by Retailer

Price Elasticity - Conventional Honeycrisp

I -0.7
0.9
1.0
16 16

» Not all retailers are created
equally!

» Each retailer needs their own
study to successfully understand
their specific business

-1.0

1.7 -1.6

Retailer 7
Retailer 6
Retailer 9
Retailer 3
Retailer 5
Retailer 4
Total US
Retailer 1
Retailer 8
Retailer 2

Retailer 10

NIQ Syndicated Data; Total US xAOC; MR52Wks Ending 4/18/2026 (2026)
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Variety Correlation to Overall Category Pricing

Correlation between variety pricing to overall category pricing

» These core varieties set the tone

in pricing for the entire category 0.8 .
» Consumers use these varieties g‘ 0.7
as a benchmark and comparison 3 [;76
. . -I_‘
for all other varieties on the shelf & 0.6 ! 0.68 0.68
© Gala Honeycrisp
2 0.5
(@]
)
5 0.4
4
L
£03
8 Numbers above .5 are considered a strong
.3 0.7 correlation with anything above .7 considered very
E strong

e
o B

NIQ Syndicated Data; Total US xAO C; MR52Wks Ending 4/18/2026 (2026)



CPCATEGORV % organic 5yr % Chg TOp 21 Fl‘uitS by
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\ Organic Volume
sananas | ' | +246% Organic Berries have made
STRAWBERRIES_:L:L% | +14.8% b|g gains over the past five
- e
Levons [ 7+ | 206+
A\/OCADOS_7%|+6.8% Apples, at 12%’ has a
srapcreurrs [ s+ | .o+ healthy mix compared to
crapes || - | 255+ other fruits
NECTARINES _5% |-32.2%
ORANGES_4% | +20.1%
peaces || 200
MANGOS -3% | +39.6%
MANDARINS -2% | +91.8%
CHERRIES -2% | +4.5%
LIMES -2% |-11.8%

PINEAPPLES - 1% | -20.1%

WATERMELONS -1% | -2.0%

NIQ Syndicated Data; Total US xAOC; MR52Wks Ending 4/18/2026 (2026)
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Organic Apple Performance

% of Category

% Chg YoY 15 30
11.4% +10.4% 11.8%
11.7% 10 7% +8.8% -4.4% > Organic a5 8 whole has
-11.4% struggled due to

NIQ Syndicated Data; Total US xAO C; MR52Wks Ending 4/18/2026 (2026)

inflationary pressures
onthe consumer and
have just recently
started to make gains
again




CPcATEGORY Apple Volume by Pack Size 5Yr Shift

2022 2026
» Bagged apples continue BULK BULK
to take share of
category away from
Bulk 3LB % 3LB
» 2,3 and4lb bags all
made gains over the 5 LB [ 8% 21BN 7%

past 5 years

2LB 6% S>LB 6%

3% ALLOTHER

ALLOTHER 5%

A%

4B 2% 41B

NIQ Syndicated Data; Total US xAOC; MR52Wks Ending 4/18/2026 (2026)
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Distribution by Variety

ACV 5Yr Chg ACV 2026

COSMIC CRISP +33.9pp 65.3%

Many of the top varieties to

N : SUGAR BEE
gain distribution still have

+18.7pp 31.6%

less than 70% total ROCKIT +12.6pp 36.7%
distribution

ENVY +8.0pp 59.7%

PINK LADY +5.2pp 72.0%

OPAL +4.3pp 22.6%

SNAP DRAGON [l +3.3pp 8.9%

GALA .+2.8pp 80.9%

HONEYCRISP .+2.?pp 78.8%

SWEETANGO .+2.6pp 16.3%

NIQ Syndicated Data; Total US xAO C; MR52Wks Ending 4/18/2026 (2026)
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ACV 5Yr Chg ACV 2026

ROME BEAUTY -2.9pp - 3.2%

ADY ALICE 2208 - 5 00t Red Delicious drops below
' ' 70% distribution in the US
HARALSON ~3-4pP - 2:4% Golden Delicious now at
40% distribution

RED DELICIOUS -5.0pp - 66.2%
JONAGOLD -5.1pp - 3.3%
CORTLAND -6.3pp - 15.7%
DELICIOUS

AUTUMN GLORY -9.1pp _ 7.8%

NIQ Syndicated Data; Total US xAO C; MR52Wks Ending 4/18/2026 (2026)
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What’s in Store for the U.S. Apple Market?

Retail buyers are looking for

— Consumer confidence will continue to ities f h
e O fluctuate during this tumultuous time opportunities for growt
E\O a ° Healthy EaUng Trend Continues hd Constantly lOOking for the next new
thing to drive business

ﬁ:] * Looking for respite through new

\_/ experiences

* The money in their wallet will always be
important

* How do we help them win?

Opportunity for growth is there
* Focus onvelocity through assortment
* Consumer education and trial is a must
+ * Organic will struggle to rebound until

(]
m cost of living becomes less of a concern



Tom Barnes
President & CEO
Category Partners, LLC

tom@categorypartners.com

208.656.3169
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