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Executive Summary

Using value chain analysis to identify potential inefficiencies and opportunities for a more consumer
focused, profitable citrus industry

Project purpose

A ‘Value Chain Analysis for the Riverland Citrus Industry’ examined two navel orange ‘supply’ chains, one
domestic and one export, and was undertaken to better understand consumer preferences, attitudes and
purchasing behaviour towards navels. It aimed to identify potential opportunities for differentiation and
competitive advantage in the chains, in order to guide the development of a demand-driven industry for the
future.

Key Activities

The methodology used for this project was broadly based on Sustainable Value Chain Analysis (SVCA)
methodology as detailed by Bonney et al (2009)'. A flexible approach was taken where necessary to meet
industry requirements and timelines. It comprised a combination of consumer research, data collection and
analysis, a carbon and water life cycle analysis and value chain analysis.

Key Outcomes

The two chains studied are currently dominated by a supply or push approach, with the production end of the
chain driving the main activities. Instead, rather than consumer demand creating a pull-through effect in the
chain, the production of fruit and its disposal or sale dominates the chain’s actions.

Currently in the chains observed fruit is graded for size, colour and blemish as directed by the specifications of
retailers, rather than by eating quality as preferred by consumers. A value chain that is driven by market
demand responds to consumer preferences, generating a positive eating experience which results in repeat
purchases and product loyalty.

In the retail marketplace observed, both in Australia and Japan, citrus displays are not highly visible and the
product receives little promotion in-store compared with seasonal fruits competing for the same consumer
dollar. There is real and immediate potential for navels to be differentiated from other varieties, and given
more prominence at the retail point-of-sale, raising the profile of the product in consumers’ eyes and
highlighting the freshness and seasonal qualities.

In Japan, consumers are sophisticated and knowledgeable when it comes to food, making very informed
choices. In the research Japanese consumers stated directly that they would like more product information at
point-of-sale, specifically stating they would be encouraged to buy more navels if given more information
about their sweetness levels and clearing up confusion about when Australian citrus is in season. In addition,
all oranges are instinctively thought to be valencias, delivering a clear opportunity for developing
differentiation. Activities around these issues, both in the domestic market and in Japan, present very
achievable first steps in moving toward an effective value chain and delivering on consumer expectations.

Within both chains there is currently limited evidence that the consumer plays an influencing role in decisions
and business activities around navels, but rather is acknowledged in the background. By better understanding
and focusing on what consumers want, the chains can become more responsive, and improve their target
marketing and engagement with consumers.

! Bonney, L., Clark, R., Collins, R., Dent, B., Fearne, A. (2009). Sustainable Value Chain Analysis: An agri-food
chain diagnosis. Unpublished.
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A navel chain that understands and delivers what markets and consumers require by:
e responding to consumer preferences,
o differentiating their product in the market place
e adding value from orchard to eating experience
will be better able to:
e win market share from competitors,
e achieve premium prices for their product, and
e have a more sustainable, profitable future.

Improvement projects of benefit to the Australian Citrus Industry
The following broad areas for improvement have been suggested as projects for industry to consider, in
moving toward a more consumer and value-driven approach to business:
e  Futuristic scenario planning to assist industry to better prepare for its future
e |dentify opportunities for differentiation of navel varieties by developing a seasonal map linked to
sensory analysis to highlight when navels are at their peak and to counter the consumer research
response that ‘an orange is an orange’.
e Invest in further LCA research across both domestic and export value chains studied to Refine the
model and expand the dataset.
e Improve point of sale communication to spark consumer interest and allow them to make more
informed purchase decisions.
e |nvestigate ways of grading for eating quality to be better able to deliver to consumer expectations
e Review business models in the fresh category that demonstrate collaboration, co-innovation,
cooperation, where the consumer drives the business.
e Economic analysis to evaluate the opportunity and costs of operating as a value chain
e Provide Nielsen consumer research to improve the focus of the navel industry’s domestic marketing
campaign to improve consumer focus.
e Improve management of stock systems and fruit handling by retailers in the domestic market as part
of improving displays and the eating experience by always providing the freshest fruit.
e Foster a value chain culture in the citrus industry
e Continue exploring innovative product development to overcome the “messiness” associated with
eating navels.

Shifting from a supply chain focus to a value chain one can demand significant change. It requires businesses
in the chain to work more collaboratively with one another: emphasis must change from pushing product
into the marketplace, to taking direction from the marketplace itself and ensuring production meets
consumer expectations. By taking a value chain approach, product attributes valued by the consumer are
underpinned by a common strategy, effective information flow and positive relationships within the chain.

For agricultural chains in Australia, where there has commonly been a culture of suspicion and competition
between chain participants and where commodity-style supply dominates many of the larger industries, the
shift to value chain thinking is particularly challenging. However, every step taken to increase consumer
understanding, foster collaboration between chain participants and put an emphasis on adding consumer
value can create a more sustainable future with better returns.
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PART 1: INTRODUCTION

What is a value chain and how does it function?

Key messages:
e Traditionally, the citrus industry has had a supply chain focus.
e A value chain approach involves focusing on the consumer, identifying what they value and working
together as a chain towards meeting consumer demands.
e Applying a value chain approach can create a sustainable competitive advantage for the chain.

Emphasis has been on what the industry can produce and pushing it out to consumers through as many
distribution channels as required, rather than allowing the pull of demand to drive the business. In supply
chains:
e Efficiency is key and costs are cut wherever possible.
e Information shared between businesses is at a transactional level.
e Relationships between businesses in the chain are often weak and lack trust and commitment
(Fearne, 2009a).

A value chain approach places the focus on the consumer, exploring what it is they value and identifying ways
for the chain to work together toward the common goal of meeting those consumer demands. In value
chains:

e Costs are only cut in areas where value for the consumer will not be diminished.

e The effective flow of information through the chain is critical to its success.

e Relationships are strong and underpinned by trust and commitment.

e The chain communicates effectively to make better decisions about how to increase consumer value

(Fearne 2009a).

Consumer insight is fundamental to the supply of product that people want. Understanding the consumer
gives insight for making better decisions about how to allocate resources by focusing on the areas that create
consumer value. It also allows the value chain to anticipate and respond to change in a timely manner. A
flexible, adaptable and strong value chain has a sustainable competitive advantage over other supply chains
(Mugford, 2009a).

Fearne (2009b) lists four key success factors in building sustainable value chains:
1. Consumer insight.
2. Strategic alignment — all businesses in the chain working towards a common goal.
3. Transparency — effective and efficient flow of relevant information throughout the value chain.
4. Relationship integrity — trust, commitment and inter-dependence between businesses in the chain.

In addition, a sustainable value chain also understands the environmental impact of its product and works
towards becoming more environmentally sustainable. It combines environmental sustainability with
consideration for the attributes consumers value and how these will be perceived if changes are made to
production processes and product attributes (Mugford, 2009b).

Shifting from a supply chain focus to a value chain focus requires businesses in the chain to work more
collaboratively with one another. This is not something that can happen overnight and requires a change in
culture away from an approach which has served businesses well in the past (Fearne, 2009a). However, by
taking a value chain approach, product attributes valued by the consumer are underpinned by common
strategy, information flow and relationships within the chain. These components that are critical to success
but can be hard to replicate. They can therefore give the chain a sustainable competitive advantage over
other supply chains.
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How the project came about

The Riverland Citrus Industry Value Chain Analysis Project was jointly initiated by the Riverland Futures
Taskforce (RFT), South Australian Citrus Industry Development Board (SACIDB), Citrus Growers of South
Australia (CGSA) and Primary Industries and Resources SA (PIRSA).

These bodies formed a project steering group with the role of:
e Sourcing funding required to carry out the project
e Providing broad direction regarding the value chains to be studied

Funding (cash and in-kind) contributions to the Project included:

e SACIDB e PIRSA
e CGSA e Horticulture Australia Limited
e RFT e Citrus Australia

Why a Value Chain Analysis?

A Value Chain Analysis was identified as a way to assess whether the industry is effective and efficient at
maximising opportunities for adding value in the eyes of the consumer. Through the use of consumer and
customer intelligence, Value Chain Analysis was also used to identify opportunities for the industry.

Thinker in Residence Andrew Fearne’s work on Sustainable Food and Wine Value Chains was also a catalyst
for this project. Further information about Fearne’s residency can be found in his final report Sustainable Food
and Wine Value Chains (2009).

Why navel oranges?
Based on existing market intelligence, the steering group decided upon the analysis of navel oranges. The
market intelligence presented was:
e Navel oranges are the largest horticultural export from South Australia. A large proportion of total
production is consumer overseas.
e Exports to USA, Hong Kong and Japan are important high value markets for the SA citrus industry
e Despite challenges in production, Australian navel export growth has been strong over the last five
years.
e Inrecent years, the total trade in fresh mandarins is showing faster growth than oranges
e Despite the faster growth in total trade and consumption for fresh mandarins, there is still a large
number of navel oranges planted in the Riverland (Palmer et al., 2009) creating potential oversupply
in some growing seasons.

Supply chains to be studied
1. Domestic supply chain — navel oranges supplied to a major metropolitan retailer, east coast of
Australia.
2. Export supply chain — navel oranges supplied to a major metropolitan retailer, Japan.

A domestic and export supply chain were chosen as a general representation of the SA navel industry. Both
supply chains represent significant markets for navel oranges. The Japanese market has potential to grow
while the domestic market study was more about determining opportunities to create value for consumers. It
was also recognised that most potential growth in the domestic market is likely to occur on the Eastern
Seaboard.
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Context of the research

The South Australian Citrus Industry

In 2008, South Australia produced approximately 162,000 tonnes of citrus per annum, accounting for around
28% of Australia’s crop. At that time, navels made up the majority of production at 48%, valencias 36% and
mandarins 9%, with other varieties such as lemons, grapefruit and tangelos making up the balance (SA Citrus
Board, 2011).

Participating in the South Australian citrus industry in 2008 were some 450 growers, 26 packers, six
processors and 18 wholesalers. Three of the packers were of significant size, handling over 15,000 tonnes of
fruit per annum; there were two other large-scale packers handling 5,000 — 15,000 tonnes; three medium-
sized handling 1,000 — 5,000 tonnes and 18 small packers handling less than 1,000 tonnes per annum (SA
Citrus Board, 2011).

This production comes from three million trees on 7,315 hectares. In recent times there has been a trend
towards planting a range of early, mid and late maturing navels specifically to extend the period during which
the export market can be supplied with fresh oranges. 48% of the navel crop is exported, making it South
Australia’s single largest fresh citrus export variety. The SA citrus industry sends 30% of its fresh citrus to over
25 different countries, with 17% of this is exported to a number of Asian markets, including Japan which is
one of the SA citrus industry’s largest export markets on a volume basis. Other major export markets include
New Zealand and USA (SA Citrus Board, 2011).

In recent seasons, the Riverland has experienced below average water availability with enforced restrictions
necessitating the adoption of water reduction strategies and more efficient growing practices. While water
remains an ongoing challenge, it was not found to be a topic of major concern during the interviews with
growers.

The Citrus Value Chain Project

This project is an analysis of two navel orange supply chains, one domestic and one export, and was
undertaken to better understand consumer preferences, attitudes and purchasing behaviour towards navels.
It aimed to identify potential inefficiencies and opportunities for differentiation and competitive advantage in
the chains, in order to guide the development of a demand-driven industry for the future.

A large Australian-owned grower/packer joined the project as a partner, and within this arrangement, two of
its operational chains were reviewed:

e adomestic chain supplying a major supermarket in the Eastern states,

e an export chain supplying an importer in Japan with links through to a retailer.

In the domestic chain, it is significant that the retailer was not willing to participate. This has resulted in gaps
in the findings, with the need to draw on indirect sources. Such gaps may need to be addressed in future work
beyond this project. Engaging the retailer as part of the overall chain may achieve better integration of the
chain, improve the flow of information and promote common objectives.

In Japan, the grower/packer relationship of the chain studied was effectively with the importer, with little
knowledge and direct engagement with parties beyond that part of the chain. This is a complex chain that
appears to be built on a multitude of relationships. How these relationships have evolved is not fully
understood and may be based on cultural factors. A different methodology was used for the export research
component in Japan, given the cost and logistical difficulties of conducting such research in another country
with a very different culture. So while the research undertaken along the various parts of the chain by third
parties in Japan has provided some useful insights, the information gathered was sometimes limited and often
(necessarily) filtered by the grower/packer’s Japan-based facilitator.
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The 2009/10 Season

The Riverland-focused Citrus Value Chain Analysis Project was conducted during the 2009/10 navel season.
This particular season was characterised by extra large fruit resulting from a November 2009 heatwave, which
caused excessive flower drop. The volumes of fruit that were harvested were lower by fruit number than
average, and the extra large size proved too large for a number of markets. As a result, the project may not

have identified areas of potential improvement that would be evident during more typical seasons or in times
of high volume.
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PART 2: METHODOLOGY

This project was based on Sustainable Value Chain Analysis (SVCA) methodology as detailed by Bonney et al
(2009). A flexible approach was taken where necessary, to meet industry requirements and timelines and
account for cultural factors.

The Sustainable Value Chain Analysis (SVCA) methodology:

e Defines value creation in terms of the product attributes which affect consumer behaviour (willingness
to pay and frequency of purchase).

e Identifies which activities add this value, from inputs for agricultural production to
consumption/disposal of the final product.

e Evaluates the preparedness of the chain to create, realise and distribute value effectively.

e Compares the environmental impact of different activities along the chain.

e Assesses the scope for the chain to act collaboratively to create competitive advantage through both
product and process innovation and improved environmental management.

The Sustainable Value Chain Analysis methodology comprises a combination of consumer research, a carbon
and water life cycle analysis and a value chain analysis. The methodology focuses on five key themes:
1. What product attributes do consumers value in the product?
2. Where in the chain is this value created?
3. What are the main environmental impacts of the chain, and through which activities do these impacts
arise?
4. How is information generated, shared and used, from final consumption/disposal up to primary
production and inputs and back again?
5. Do the relationships in the chain enhance strategic alignment? How much trust and commitment
exists?

The following describes the methodology used in more detail.
Engaging the Chain

This project required a high level of engagement from the chains. A number of businesses and chains were
identified as meeting the criteria for the chains outlined by the Project Steering Group as:
= Domestic chain: South Australian navel oranges supplied to a major metropolitan retailer on the east
coast of Australia
=  Export chain: South Australian navel oranges supplied to a major retailer, Japan.

Given the requirement for the oranges to be produced in South Australia, it was decided that grower, packer
and marketer businesses based in South Australia would be first approached to participate in the Project with
the rest of the chain approached later.

Relevant businesses were invited to participate at the end of July 2010. Commitment from a grower, packer,
and marketer to participate as part of both the domestic and export chains was gained during September and
an agreement confirming commitment was signed.

Domestic chain

Multiple attempts were made to engage a distribution centre and retailer. Given a number of factors,
including the end of the navel season drawing closer, the research team decided to commence the project
and data collection in September, while at the same time continuing to try and engage a retailer.

At the end of October, the ‘fresh’ category distribution centre for a major retailer located in Melbourne,
Victoria agreed to participate. Despite a number of different approaches, a retailer could not be engaged to

Page 11



participate in the project. The project was carried out focusing on a retail store in Melbourne, Victoria to
which the chain was supplying; however it must made clear that the retailer did not contribute directly to this
study.

Export chain
The participating company’s representative in Japan:

e agreed to participate as a key part of the supply chain,
e provided input on the research methodology intended for Japan
e coordinated participation and engagement from Japanese businesses.

The participating company and their Japanese representative nominated the chain in Japan to participate in
this Project.

The chains engaged to participate in the projects were as shown in the diagram below (figure 1). This diagram
highlights the common grower, packer and marketer to each chain.

Domestic

Distribution
Centre

P! Retailer =PI Consumer

Packer/
Grower == - rketer

— Distribution Distribution .
Centre Pl cCentre [P Retailer = Consumer

Warehouse

Locatedin Riverland, Locatedin Melbourne,

South Australia Victoria Locatedin Japan

Figure 1 Diagram of the domestic and export chains studied showing businesses in each chain, their location and also
highlighting the common grower and packer/marketer components of both chains.

Consumer Research

The Nielsen Company was contracted in September 2010 to conduct the consumer research for the domestic
and export chains on the behalf of the South Australian Citrus Board and its project partners.

Domestic

The objective of this research was to gain an understanding of shopper purchasing behaviour for navel
oranges in order to develop strategies to enhance profitability and value to the consumer value and
profitability.

The context for this research and its findings relate to understanding:
= How shoppers decide when to buy oranges, which variety, brand and type.
=  What value consumers attach to navel oranges and why.
=  What influence the attributes of navel oranges have on these purchase decisions.
=  Ways to stimulate consumption and increase purchasing.
= The opportunity to build South Australia or Riverland as a brand.
=  What factors deter purchase and what they mean for marketing decisions.
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The domestic research program used three sources of information on consumer behaviour; Nielsen
Homescan data, qualitative focus groups and a quantitative online survey.

The qualitative focus groups were based around a target audience of Melbourne-based female shoppers that
were main grocery buyers that purchased from a range of stores. Three focus groups were conducted with
approximately six members in each. The composition of these groups is shown in table 1.

Table 1. Focus group composition (category, age and user group) of the domestic market consumer research (Nielsen,
2011)

Group Category User Group

1 Empty Nesters 46 years+ ¢ Heavy purchasers of oranges
*  Buying 12+ times/ year
2 Young singles & couples 25-35years ¢ Light purchasers of oranges
*  Buying 1-4 times/ year
3 Mothers with children aged 35-45years ¢ Medium purchasers of oranges
6-18 years at home e Buying 5-11 times/ year

The quantitative online survey of Nielsen’s own online panel reached a target audience of 600 people. These
respondents had bought fruit in the previous seven days from a variety of retail outlets.

Export

The Japanese research program was conducted by Nielsen’s office in Japan which provided the benefits of
using Japanese consultants. It was done with the overall aim of gaining understanding of Japanese consumers’
perceptions of navel oranges and their purchase behaviour.

Specifically the objectives were to:
= Understand Japanese consumers’ awareness and perception of navel oranges.
= Understand the factors that influence purchase decisions.
= |dentify how these purchase decisions are influenced by the attributes of navel oranges.
= Explore potential marketing strategies for South Australian navel oranges.

Focus group interviews were conducted in Tokyo with four groups of six respondents per group, all married
females aged 30 — 49, with at least one third of all respondents working. These people were the brand
decision makers, purchasers and consumers of fruit. Three of the groups were navel orange purchasers and
consumers who bought oranges at least twice a month on average and who had bought navel oranges at least
once within the previous 12 months. The fourth group were non-purchasers/consumers who buy citrus fruit
at least twice a month on average, but who hadn’t purchased navel oranges within the previous 12 months.
Each group included two respondents who purchased oranges at the value chain’s retail store.

Life Cycle Assessment

Primary Industries & Resources SA (PIRSA) collaborated with Department of Primary Industries Victoria (DPI
VIC) to conduct the analysis of the carbon and water foot print of the value chain. A full record of the Life
cycle Assessment can be found in “Life cycle assessment case study series: Navel Oranges (Riverland District)
Technical Report” (Fisher et al,. 2011).

The Life Cycle Assessment (LCA) was based on the carbon and blue water footprint for the production and
distribution of one kilogram of fresh navel oranges to the point of consumption in Melbourne, Victoria and
Tokyo, Japan.

The calculations were based on data collected by PIRSA and provided by chain participants. Due to the lack of
engagement of a retailer in both chains, assumptions have been made regarding their contributions to the
carbon and water footprint of the chain. Data collection commenced in December 2010.
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Information was obtained from navel orange farms involved in the project, all being located in the Riverland
district of South Australia. Property size ranged between 20 and 1200 ha, and the growers varied considerably
in their production system and area of their property planted to navel oranges.

Data for the packing shed were from a major company in the Riverland district that packs the oranges from
the five farms in this study. Data for the domestic distribution centre (DC) were from a major company in
Melbourne that handles the oranges from the Riverland packing shed. This DC supplies fresh fruit and
vegetables from a number of different suppliers to retail stores around Victoria. Data at the retail and
consumption levels were constructed based on the assumptions that:
e the warehouse and DCs in the export chain operate with a similar electricity and fuel requirement as
the DC studied in Australia (export chain)
e navel oranges spend up to 24 hours at the retail store at ambient temperature and therefore their
emissions were negligible (both chains)
e consumers make a 5km round trip to buy oranges as part of a 25kg shopping basket (both chains).

Construction of the citrus LCA model was undertaken using SimaPro 7® (Pré Consultants, 2008). The total
global warming impact was calculated using the Australian Indicator Set 2.0 (Centre for Design at RMIT and
Life Cycle Strategies Pty Ltd, 2010). Emissions from farm inputs included electricity generation, water supply,
fuel production and fertiliser and chemical manufacture. Emissions from farm practices included fertiliser and
fuel use. Post-farm emissions included transport, chemical and packaging manufacture and electricity use.

The water footprint was calculated using only the ‘blue water’ consumption. This is withdrawal of water from
aquifers, lakes, rivers and dams (Falkenmark, 2003). Rainfall used was not included, although it can indirectly
impact on the water footprint by altering the quantity of blue water required. The domestic chain water
footprint included all water used throughout the supply chain as well as water used in the manufacture of
fertilisers and electricity. For the export chain, the water footprint was calculated for pre farmgate water use
only.

It is important to note that the purpose of the exercise was to provide strategic insights relevant to the
Sustainable Value Chain Analysis (SVCA); however the input data may not be adequate to support labelling
and marketing claims without further refinement.

Mapping the Chain

The data collection process for mapping the chain involved two main steps:
= Chain walk — physically visiting each business in the Australian component of the chain to gain an
overview of the flow of navel oranges through the chain (material flow) and insight into the
relationships and information flow that exist;
= Face-to-face interviews — One hour interviews with key representatives from each Australian business
in the chain to build a picture of material flow, information flow, relationships, innovation and
sustainability within individual businesses and across the chain.

The majority of the chain walk was completed on October 13 and 14, 2010 when research team members
travelled to the Riverland to see the growers and packing shed operations. Visits were also made to the
Distribution Centre and retail stores in Melbourne, Victoria on November 11, 2010.

Face-to-face interviews commenced on October 12 and were completed on December 21, 2010. Businesses
along the chain nominated appropriate staff for the research team to interview. In total, 17 people were
interviewed across the two supply chains studied. These interviews were designed to collect data on the
individual’s view of the operation of the chain from the point of view of their own business. Each interview
was conducted by two people from the research team. Where necessary, further questions were asked at a
later stage to fill gaps in information identified during the data analysis.
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Export chain

Structured interviews based around a written questionnaire were conducted with the Japanese businesses in
the chain. This questionnaire touched on themes of information flow, relationships and use of consumer
insight. The Project Research Team believed this would be a more appropriate way of gathering information
from these businesses given language and cultural factors. The written survey was conducted on behalf of the
Project Research Team by the participating company’s Japan-based representative during December 2010.

Data analysis

Data analysis was carried out between January and March 2011.

Thematic content analysis (Bonney et al. 2009) was used to analyse the data collected from the face-to-face
interviews. Thematic content analysis involves the searching in a systematic manner across the data set, in
this case the interviews. The process used in this analysis was:

1. Reading of interview transcripts.

2. Coding of the data into key themes of material flow, information flow, relationships, consumer

insight, innovation, and sustainability and general notes.
3. Reviewing of the data coded to each theme.
4. Summarising themes at each part of the supply chain.

The consumer research was also included in this analysis. Activities and inputs were assessed as ‘adding
value’, ‘necessary’ or ‘wasteful’, in the eyes of the consumer. This analysis aided in the development of
improvement projects for the chain and industry.

Improvement projects were developed and reports composed between April and July 2011. During this time
the findings were also “ground-truthed” with the chains studied to verify the information collected was
accurate.
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Project Research Team
The Project Research Team, led by PIRSA, carried out the research including development of the
methodology, data collection, data analysis and development of improvement projects. Members of the

Project Research Team are listed in the table below.

Table 2. Project Research Team members, their role on the research team and their full time position and organisation.

Name Role on Research Team Position
Denise Little Project Manager and Manager — Horticulture Industry
Research Team Member Development, PIRSA
Casey Work Research Team Leader Research Officer Value Chain — Horticulture
Industry Development, PIRSA
Kym Thiel Industry Funded Research Value Chain Coordinator — Export Market
Team Member Liaison, Citrus Australia Limited
Elizabeth Gunner Industry Funded Research Consultant, Elizabeth Gunner Consulting
Team Member: data
analysis
Karen Shepherd Industry Funded Research Consultant, Elizabeth Gunner Consulting
Team Member: data
analysis
Jack Langberg Economic Analyst and Manager — Industry Strategy and
Research Team Member Performance, Agriculture, Food, Wine and
Forestry, PIRSA
Dr Jackie Venning Sustainability Analyst and Joint position with:
Research Team Member School of Earth & Environmental Sciences,
The University of Adelaide
and
Agriculture, Food, Wine and Forestry,
PIRSA
John Fennell Research Team Member Principal Officer, Agriculture, Food, Wine
and Report Writing and Forestry, PIRSA
Ben Hebart Research Team Member Project Manager — Value Chain
Development, PIRSA
Sonia Gallasch Research Team Member Project Officer — Value Chain Development,
PIRSA
Dr Peter Fisher Life Cycle Assessment Section Leader Soil Physics, Victoria
Researcher Department of Primary Industries
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PART 3: INDUSTRY LEARNINGS FROM THE DOMESTIC AND EXPORT
CHAINS STUDIED

Currently both chains use a ‘supply push’ approach

The chains studied are characterised by a commodity focus, with emphasis on supply pushing product through
rather than a demand driven pull. This is unsurprising considering the orange is a relatively low value
commodity product with little currently to differentiate it in the marketplace and minimal opportunities to
extract a premium. Industries like this are not unusual in horticulture and the broader agricultural sector in
Australia. They typically have a spot marketing approach, where long-term goals are over-shadowed by the
pursuit of short-term, opportunistic sales. This leaves the primary producers in these chains as price-takers,
unable to exert influence on the chain over where their products go and for what value. Spot marketing
becomes the most attractive means of minimising risk and securing an immediate return to cover production
and processing costs with the hope of also securing a small profit.

In the supply chains studied, the packing shed generally makes sales/marketing decisions on behalf of the
chain. The packing shed has an imperative to move as much fruit to market as possible to gain high volume
through-put therefore maximising returns to both the shed and growers.

The packing shed studied exhibited a sophisticated operation that is both mature and efficient in handling and
moving fruit. While this is positive for both the domestic and export chains, it makes it more difficult to
recognise the imperative for change.

The implication of the differing objectives of the packing shed and marketing activities

It appears that both the pack-house and marketing functions of the chains have differing objectives. As
illustrated above, the packing shed has a focus on through-put however the marketing function has a
requirement to meet customer specifications, providing a consistent product in response to market
expectations. This seems to present a challenge with the two different agendas coming together in the middle
of the chain. In a more demand driven value chain, the objective is the same for the whole chain, with the
market creating and driving a pull effect and the chain responding with product to specification from the
production level upwards.

Fruit graded for size, colour and blemish rather than eating quality

The packing shed uses grading machinery to sort fruit into size categories as well as colour and blemish
grades, which is overseen by QA staff who monitor and check the grading. The retailers set specifications that
the packing shed must meet in the supply of orders. This will often require interpretation of grades to deliver
the required fruit. Sometimes this will be a composite of grades.

In the supply chains studied, fruit is not currently being graded across the packing line for eating quality. Fruit
is graded on size, colour and blemish alone after passing a minimum maturity level test (comprising
measurements of juiciness, brix and brix:acid ratio). In this system, the different considerations and
opportunities of palate preferences in the numerous global markets are not capitalised upon.

While harvesting and grading fruit for markets based on taste is the preferred system for a truly market
oriented chain, it is recognised that this would require significant change in the navel chains studied and
industry as a whole. For example, a market that prefers more tart fruit may provide an opportunity to supply
earlier varieties or specific varieties that have more acidic characteristics. Developing a market driven value
chain like this would require fruit to be differentiated in the marketplace by way of eating quality and growers
to be rewarded for providing fruit that suits that market. While this would require a major change to the
existing chain, it would provide consumers with a more reliable, consistent and enjoyable eating experience.
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Navels have little prominence or differentiation at a retail level
At the retail level the commodity focus is continued, with navels often displayed with no prominence, and
with limited promotion or point-of-sale information for shoppers to support sales.

Domestically, oranges are sold year-round, an impact of global availability and the competitive nature of
doing business with Australian supermarkets. Interestingly, the consumer research has highlighted that for
some consumers this takes the excitement out of purchasing oranges, with seasonal fruit considered to be
more appealing because of its limited availability, among other things. It could be that the industry and retail
sector’s drive to provide year-round availability has detracted from the appeal of navels. It may also have
clouded consumers’ understanding of growing regions, countries of origin and when Australian navels are in
season.

In the Japanese market, the research highlighted that Tokyo consumers don’t differentiate between navel and
valencia varieties due to the fact that the retailers label all varieties simply ‘oranges’. The Japanese research
also indicated that consumers were quite sophisticated in their expectations of products. In particular,
Japanese consumers identified they would be more inclined to purchase if there was more product
information available, such as sweetness level identifiers, seasonal and varietal information, branding and
country of origin.

For both chains therefore, there is enormous opportunity to engage shoppers at the point of purchase with
more information and education around navel orange consumption. The domestic consumer research
conducted indicates the majority of consumers have not made up their minds about which fruit to buy before
they enter the supermarket. This shows there is a valuable opportunity to grab shoppers’ attention and
influence their purchase decisions. However, this will require investment from industry and a partnership
approach with the retailers both in Australia and in Japan. A resulting increase in sales would benefit all
parties.

It is worth noting that the chain in Japan is far more complex than it is domestically, with numerous entities
involved and complex relationships, with this chain also depending on an intermediary to facilitate those
relationships. Despite the complexities and cultural differences when doing business in Japan, investigating
opportunities to grow the market for South Australian navels is well worth the investment, with sophisticated
consumers who have in this research clearly identified what needs to be done to gain their interest and
loyalty.

The need to better understand consumers before attempting to engage them

That being said, the research team has also observed that currently there is a lack of genuine consumer and
market understanding by the chain as a whole. For instance, there is little evidence of consumer information
and taste preferences driving the chain’s activities, which is typical of a supply-focused chain, whether
domestic or export.

To take advantage of opportunities to engage consumers, the chain must firstly make the effort to better
understand them, their purchasing behaviour and their consumption patterns. Without this, any attempt to
capitalise on these opportunities could be detrimental to both the chain and the industry. For instance, it is
harmful to develop a brand or promote a product that does not deliver on its stated expectations or is being
directed at the wrong target market.

Parts of the chains studied as well as the wider industry have the belief that consumers simply need to be
educated to eat navels as they are, rather than understand what it is the consumer wants and attempting to
grow and provide to that expectation. This is a simplistic supply driven view. A true value chain would have a
good understanding of its consumers, current and future levels of demand for its product, and where it sits
with its competitors in the eyes of the consumer, and be continually developing strategies to drive growth
across the chain.
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For long term sustainability, a value-chain invests in understanding what consumers want and how this differs
from market to market and within the different demographic groups. This enables products to be
differentiated to meet specific consumer expectations and may result in increased premiums by doing so.
Differentiation can occur in a number of ways: specific varieties for different taste preferences; alternative
packaging options for different customer uses; or a strategic marketing approach to engage a new set of
consumers.

The challenge for the navel chains and the industry at large
Overall, the navel supply chains studied, both domestic and export, are functioning efficiently and effectively
as supply driven commodity chains.

The lack of participation from a retailer in the domestic supply chain was a major limiting factor for this study.
It is evident that there is significant opportunity to build relationships and opportunities for collaboration with
the retailer.

Another major hindrance appeared to be the differing objectives where supply meets demand and the
challenges this presents to the packing and marketing functions of the chain. These issues however, have not
prevented the chain from operating effectively in an opportunistic sales environment.

If the individual chains and the industry at large want to increase consumption and potential value of their
product, thereby securing a more sustainable future, a value chain approach must be adopted where
consumers drive demand. This will require significant changes to be made to the overall business focus of the
whole chain as well as the citrus industry. However there are smaller, more manageable steps that can be
taken and opportunities to be pursued that will make a difference in the short to medium term. These are
outlined in Part 6: Industry Improvement Projects.
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PART 4: DOMESTIC SUPPLY CHAIN

Consumer Research

The consumer research was conducted by The Nielsen Company. A full record of the domestic chain
consumer research can be found in Appendix 1.

Domestic Research Summary

Nielsen Company Homescan data has been used to provide an introduction into the Australian fruit market
and how consumers shop within the marketplace. Across Australia, seven in ten households are purchasing
oranges approximately six times per year, with an average annual purchase of 9.5kg and an average annual
spend of $19. This compares with other fruit where nine in ten households purchase bananas and apples,
spending approximately $58 and $45 each year, respectively.

Orange buyers were segmented in the research into three categories of heavy, medium and light buyers
(figure 2):

e Heavy orange buyers represent only 15.8% of total buyers, purchasing oranges 12 times a year or
more, with a value of 55.3% of total value spent on oranges. This category is dominated by people
over 35 years of age without children at home and senior couples.

e Medium category buyers represent 46.3% of buyers, purchasing oranges 3 — 11 times a year and
accounting for 37.7% of value. This category is made up of families with children aged 6 — 17 years.
Nielsen believes this segment is performing under its potential because of the number of people in
the household.

e Light category buyers represent 37.9% of orange buyers, purchasing oranges 1-2 times per year,
accounting for only 7% of value. This category is not defined by any demographic profile and is a wide
representation of the population.

7.0
37.9 3
7.7
46.3
% Buyers % Value

® Heavy " Medium " Light

Figure 2. Percentage of heavy, medium and light buyers and the associated value they contribute to the orange value
chain. Based on raw occasions for period 52 week ending 4/9/2010. Heavy orange buyers = purchase 12+ times per year.
Medium orange buyers = purchase 3-11 times per year. Light orange buyers = purchase 1-2 times per year.
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These heavy, medium and light orange purchasers also buy other popular fruits such as bananas (19.8% of
value spent on fruit), apples (16.1%) and stone fruit (10.8%), compared with oranges at 6.1% of value, making
them the sixth most popular fruit purchased by all three categories. However, within the heavy orange buyers
category, oranges are actually displacing apples and bananas as the most popular fruit.

Heavy orange buyers are already buying oranges frequently, as their preferred staple fruit choice. Nielsen
suggests that the medium category represents the greatest capacity for growth in orange purchases because
there is greater potential sales return per purchaser, compared with other buyers. Light users, being hard to
define given their wide-spread representation of the population and their infrequent usage are not being put
forward by Nielsen as a desirable category to focus on for growth.

South Australia and Victoria seem to lag behind other states in how often they purchase oranges and how
much they spend on each occasion. There is an opportunity to increase purchase of oranges in these states in
particular.

Consumer attitudes towards oranges

Oranges are a low involvement purchase, with shoppers believing that “an orange is an orange...” Purchase
tends to be out of habit and there is low awareness of orange varieties, brands and growing regions. Shoppers
are aware of navels and valencias, but limited in their understanding of what differentiates these varieties
from each other. Navel buyers appear more loyal and valencia buyers are more likely to switch to other
varieties. Most assume that oranges in supermarkets are Australian by origin and are reassured through
stickers or country of origin information on the shelf. There is little knowledge, however, regarding orange
growing regions of Australia. Around four in five shoppers cannot identify when the best tasting oranges are
in season.

This would suggest there are opportunities to provide shoppers with additional information about orange
varieties and navels in particular, when they are in season and where they are grown, potentially lifting the
fruit from a low involvement purchase to a more informed and engaged purchase.

Consumers perceive oranges as being fresh, juicy, sweet and healthy. Awareness of high vitamin C levels
remains strong, but is more relevant at times of illness. Factors such as high fibre content, aiding digestion,
and providing anti-oxidants make oranges appealing, particularly to older women, and generate positive
feelings towards general well-being and counter-acting the effects of ageing. Additional attitudes to oranges
include its role as a staple, of having a ‘sporty’ connotation and staying fresh for longer.

Despite these positive attitudes, oranges are considered messy and difficult to eat, with preparation and
clean-up required when eating them. This means they are usually consumed in the home, despite being seen
as more portable than many other fruits. Because oranges are available all-year-round, they lack the
excitement of other seasonal fruit, such as mangoes, strawberries and watermelon. They are considered to be
sensible and reliable, rather than fun and different. As oranges are ever-present, there is no sense of urgency
to purchase. However, overall, Nielsen believes these are not barriers to purchase and shoppers are still
buying oranges, though they appear to be unexcited by the product and it remains a low involvement
purchase.

Consumer purchase drivers, triggers and barriers

Being on special or cheaper than other fruit is the most important element in the purchase decision for
oranges. Shoppers will also assess the individual characteristics of the orange, such as firmness, colour,
seasonality, smell and variety, indicating the level of freshness. The orange must not be too soft or wrinkly as
this suggests to the consumer an old and bitter taste and the colour must be bright and vibrant.
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The positive connotations consumers have with oranges exist beyond the product’s characteristics and extend
to fond childhood memories, suggesting a sense of safety, stability and homeliness. This could be leveraged
for triggering purchase and generating loyalty. While consumers might be attracted to more exciting, seasonal
alternatives, there are no overwhelmingly negative perceptions of the orange: provided the price is not a
barrier, oranges are being purchased, but in the broad offering available to consumers, they are somewhat
lost in the mix.

Why shoppers are purchasing oranges

Oranges are bought for the household as a healthy snack alternative and kept as a staple in the fruit bowl.
Oranges are eaten with breakfast, after dinner and sometimes taken to work as an after lunch snack. Unlike
bananas, mangoes and strawberries, they are not necessarily considered a favourite in the household, but
provide a healthy and refreshing alternative. An analysis of purchase drivers revealed that the elements of
excitement and convenience are most important to shoppers when deciding what their favourite fruit is.
Heavy orange buyers are less price sensitive with regard to orange purchases, with variety and region being
more important. Medium buyers are more likely to state seasonality is important than heavy buyers.

Bananas are considered to be great for cooking and apples have varieties that are instantly recognisable, with
multiple uses. Mandarins seem to be competing more directly with as favourites with apples and bananas.
Oranges on the other hand, are the only fruit that are seen to be ‘sporty’ and stay fresh longer, which gives
them a potential point of difference over the more popular staple fruits. Oranges are the only fruit with
above average portability and below average ease of eating. This presents the challenge of providing easy to
eat solutions for consumers.

In summary, the Nielsen research identified the following purchase drivers in priority order, as used by the
research team in their value chain analysis:
e Price relative to other fruit
e Indicators of quality/ freshness:
o Firmness
o The colour (bright/vibrant)
o The smell
o Skin thickness & shininess
o Seasonality
e Packtype

Overall purchase experience
e Taste (juicy, refreshing and sweet)
e Health benefits (fibre, antioxidants)
e Shelf life (stays fresh for longer compared to other fruit)

Purchase decisions
Most orange buyers are buying their oranges loose rather than pre-packaged. There is a perception among
some consumers that pre-packaged oranges are of lower quality than fruit sold individually.

Consumers have also indicated it is easier to store loose oranges, as large packs are too cumbersome to carry
home and store in pantries. This may have negatively impacted on some consumers’ perceptions and
expectations of oranges.

Supermarkets account for over 60% of national orange sales, compared to 40% via green grocers. There are
negligible differences between the demographics of consumers across all retail channels. The research, which
was focused on Melbourne, found that orange shoppers are generally happy with the quality of the oranges
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offered and the convenience supermarket shopping provides, compared with green grocers and fresh
markets. Nielsen suggests that consumer expectations of quality in the fruit section of supermarkets have
been met and now they desire choice of varieties as offered by green grocers and fresh markets.

Shoppers are not familiar or confident with cues for freshness or sweetness when buying oranges. Orange
purchases are often based on impulse compared to other staples like bread and milk. Shoppers plan as far as
‘fruit’ or ‘oranges’, but base their decisions in-store on what’s on special, at a good price, looks freshest or is
in season. This makes in-store factors like display and ‘activation’ very important.

There is also a degree of uncertainty when buying oranges: buying just a few at a time minimises the risk of
purchasing oranges that lack taste and sweetness. An opportunity exists to boost consumer confidence at the
point of purchase by exploring strategies for assuring eating quality.

The role of in-store specials

Offering competitive pricing and specials to orange shoppers is an important tool to drive sales. Shoppers
notice price variations across the year, but do not associate oranges with strong calls-to-action in-store,
indicating more could be done to drive a sense of urgency at key seasonal periods. Most consumers go into
the store with little to no information or planning, relying on in-store displays and tickets for pricing and
promotion, making a decision in-store on which fruit and what variety to buy. Shoppers are heavily
influenced by prominent displays which indicate an abundance of in-season fruit, suggesting an urgency to
buy now while at its peak. This provides an opportunity to utilise promotional techniques both in and outside
the store to increase sales of navels. Over a quarter of all fruit shopping trips are spur-of-the-moment. In-
store display and promotion strategies could be utilised to capture more impulse purchases.

Key Findings by Nielsen that might direct future marketing strategies include:

e It's not that oranges are boring; it is that there are more attractive fruit options that are easier to eat.

e There is potential for increased sales of oranges, in comparison with other staple fruits such as apples and
bananas.

e Nielsen has divided the market into heavy, medium and light orange buyers, with senior couples defining
the heavy purchases and families defining the medium.

e |t is suggested the best strategy is to increase the frequency of purchases amongst the medium/family
buyers. This is a strategy based on boosting sales through increased volume rather than elevating the
price to try and increase value.
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Chain Insights

The following is a list of the key insights as drawn out by the research team on each part of the chain. These
insights have been loosely grouped under themed headings for context. Note that the first part of the chain
(grower and packer) is common to both the domestic and export chains studied.

Grower insights

Fruit production activities

Navel oranges for the chains being studied are either supplied through:
o Farms managed by the packing shed company (vertically integrated)
o Independent growers:
= growers who supply 100% of their navel oranges to the packing shed studied
= growers who supply the packing shed studied as well as other packing sheds
Vertically integrated farms:
o have economies of scale
have greater leverage when accessing capital for development
have opportunities to share skills, knowledge and ideas across their farms
are in a better position to innovate
have guarantee of supply
o have greater ability to respond to market information
All growers demonstrate sophisticated on-farm activities. They are very aware of their growing
environment, orchard management and water saving options. Many also use the services of
consultants. In saying this, little on farm innovation is driven by the consumer.
All growers aim to produce a high yield of large, well-formed, well-coloured fruit that is blemish free.
It is believed that this fruit meets consumer needs.

O
O
O
O

Harvest practices

Maturity and harvest time of oranges is affected by variety and location but can also be managed with
the use of chemicals (eg. gibberellic acid).

Harvest of oranges is only allowed once the packing shed’s Grower Liaison Officer (GLO) has assessed
that a minimum maturity standard has been met.

During the season studied, growers used a strip picking method where all oranges (regardless of size
and quality) are picked and sent to the packing shed.

The flow of information

Growers maintain contact with the packing shed through the GLO. The GLO is in regular contact with
all growers supplying the packing shed.

Feedback from the packing shed is received formally via a packout sheet. This sheet provides
estimated returns per tonne by packout grade, but does not necessarily identify the market fruit has
been sold to (with the exception of USA). Some growers experience delays in receiving their packout
advice.

Growers rely on the packing shed and their marketing team to achieve the best returns for them.

Payment to independent growers

Growers respond to the prices they receive from the packing shed. Prices are highest for the grower
either early or late in the navel orange season. As a result, the smaller independent growers are more
likely to grow the earlier and later varieties to capitalise on the better prices.

The option of cold storage of oranges destined for the domestic market only also provides a means of
capitalising on higher prices later in the season. The decision to put oranges into cold storage is made
by the grower and they accept any risk associated with doing so.
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Smaller-scale independent growers’ fruit may be mixed together at the packing shed. If there is a fault
identified in the fruit, traceability back to an individual grower is difficult which increases the risk of
rejection for small growers.

Market and consumer understanding

Growers state that easy peels (mandarins) are increasing in popularity with the consumer based on
the higher prices and increased sales that mandarins are achieving. Some growers are reluctant to
produce easy peel varieties because of the additional labour and technical management required.
There is also concern over the market’s ability to absorb the volume of easy peels that are expected
to come onto the market over the next few years.

Growers vary in their understanding of market requirements and have a desire to receive more
information about consumers.

Packing shed insights

The business management of the packing shed

The packing shed business studied has 3 packing sheds in the Riverland. Only 2 of these located at
Murtho and Renmark pack navel oranges, with Murtho packing the majority of navels. Relationships
between all 3 packing sheds are strong; they work to the same grading standards and often share
expertise and materials if needed.
The packing shed has two key drivers:

1. Optimising packout and financial returns for the grower

2. Optimising their returns by maximising throughput

Market and consumer requirements

There is limited differentiation of navel orange varieties at the packing shed, depending on the variety
and destination.
For the domestic chain studied here, navels are not differentiated.
Packing shed staff believe consumers want large-sized (but not jumbo) fruit that is easy to peel. There
was no mention of eating quality in what consumers want.
Specific domestic chain insights:

o The retailer requests grade 1 fruit

o The retailer’s fruit is packed in black plastic crates but they will also occasionally take fruit

packed in cardboard cartons

Grading standards of fruit

Grading standards at the packing shed are based on size and visual quality (blemish level and colour).
Beyond the minimum industry Brix:Acid ratio (or minimum Brix:Acid ratio for specific varieties) for the
harvesting of navels, there is no grading at the packing shed for eating quality.

The packing shed have 4 grades with up to 10 different sizes per grade.

Grading standards are determined by the packing shed and the mix supplied depends on the
specifications of markets being supplied.

Auditing of grades & traceability

Quality control monitors the quality of navel oranges in comparison to the grading standards. These
staff report to the packing shed manager.

Communication and expectations up and down the chain

Internal formal communications within the packing shed appear to be well established, with
numerous regular meetings.

There is an indication of some issues with informal communication between the packing shed and
marketers. This appears to be exacerbated by the fact that the packing shed is the point where the
different objectives of a supply driven chain (throughput) and a market driven chain (market

Page 25



requirements) come together. There is a challenge at the packing shed in keeping both growers and
customers happy.

The GLO is the critical intermediary between the growers and packing shed for all production and
supply information and requirements.

Packing shed operations

The GLO initiates grower harvesting operations. Fruit will only be accepted by the packing shed once
it has passed a minimum maturity test which the shed undertakes.

The operation of the packing shed is driven by a daily running sheet which programs product flow and
packing requirements.

The packing sheds appear to be sophisticated in their operational activities and savvy regarding
sustainability such as re-use of water and packaging materials.

Innovation in the packing shed

Past seasonal issues tend to drive innovation in the packing shed. There are frequent overseas field
trips which also provide impetus for innovation, though it is heavily focused on technical operations.
However, there are numerous obstacles to the adoption of innovation, such as the amount of capital
required and the small scale of packing in Australia relative to countries like the US. There has been
some trial work undertaken looking at innovations observed overseas, but viability problems have
prevented adoption.

Marketer based insights

The flow of information

Information flow and relationships are key to the role of the marketer.

The marketer receives daily stock levels and forecasts from the packing shed. In return, the marketer
advises the packing shed of fruit requirements (quantity and specifications) based upon market
conditions and trends.

The marketer recognises that the consumer is important and that information about the consumer
should be flowing back to the packing shed and the growers.

Customer/retailer specifications

The packing shed studied is one of a number of suppliers to the retailer. Each week, the retailer
tenders their citrus requirements and each of the suppliers submits their quote.

While the retailer’s specifications are set at the start of the season, variations may be negotiated
should the season dictate.

The retailer specifications for the navel oranges in this value chain align with the packing shed’s Grade
1 fruit.

Distribution based insights

The business function of the Distribution Centre

The Distribution Centre (DC) is a logistics-based business with a clear focus on accurately filling store
orders.

The DC consolidates all fresh fruit and vegetables (i.e. not only produce from the packing shed
studied) for the Victorian stores of the retailer being studied.

It is important to note that the DCs speciality is temperature control and logistics. These skills could
be transferred to other products.

Fruit passing through the DC is owned by the retailer, making the DC custodians while the fruit is
under their management.
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Key business drivers

The commercial relationship between the DC and the retailer has been put under additional pressure
with a change of retail ownership and the subsequent increase in expectations of its shareholders.
This has meant there is continual pressure on the DC to achieve increased cost/benefit savings
through operational efficiency and innovation.

The operation of the DC is sophisticated, based upon computer-aided order picking technology

The DC has a closed-book arrangement with the retailer. No financial information is disclosed to the
retailer, in order to maintain their competitive edge.

A key performance indicator of the DC is to deliver to stores accurately and in a timely manner.

The DC has made large investments in monitoring accuracy, such as closed circuit TV and daily
inventory checks, to maintain a success rate of 99.8% in regard to accuracy of order delivery.
Increasing accuracy of orders and a strong focus on workplace safety drives innovation in the DC.

Relationships up and down the chain

The DC has no need for direct communication with the packing shed specifically, and any
communications required are done through the marketer.

The retailer has quality assurance (QA) staff based at the DC who inspect all fruit on arrival, including
navel oranges, and have the authority to reject out of specification fruit.

The DC has a direct relationship with a transport company which is used to deliver fresh fruit and
vegetables to the retailer’s stores. This is a one-off, historical arrangement that doesn’t exist in other
states, where typically the retailer holds the relationship with the transport company.

Retailer insights

As the retailer was not engaged in this project, the following observations at the retail level were
contributed by other members of the chain:

It appears navel oranges are not refrigerated once merchandised and available for purchase.

There would also appear to be a great variation in the skills of retail floor staff in the handling of
product to maximise its shelf life and saleability.

Individual retail stores are unable to order navel oranges from a specific supplier, with all orders being
placed through the DC and retail head office.

There would appear to be an opportunity to improve point-of-sale information in-store for
consumers. For example, better communication on the quality attributes of navels in a way
consumers can relate to; improvement in the prominence of in-store displays; and training of staff to
better handle the product and educate and inform consumers.
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Domestic Chain Material Flow Summary

The Material Flow describes the flow of navel oranges through the supply chain and the various activities and
inputs at each stage of the chain.

The material flow for the domestic supply chain is presented in Figure 3. In this chain oranges are produced by
the grower then transported to the packing shed to be processed and packed for various markets. Crates of
navels are then transported to the distribution centre to be consolidated and then re-distributed to the retail
stores. Finally, the consumer buys navel oranges and transports them home or to their place of consumption.
Attributes valued by the consumer, as identified in the consumer research component of the project, are
listed in the far right box.

Each activity and input has been assessed against the attributes valued by the consumer and classified as
either:

e V= activities or inputs that meet or exceed the attributes valued by the consumer.

e N = activities or inputs that are necessary but do not make the product more valuable in the eyes of
the final consumer. These activities and inputs are necessary unless the existing supply process is
radically changed. Efficiency and reduction of waste are essential to these activities, which in the
longer term should be targeted for radical change or even elimination.

e W =unnecessary activities and inputs. Activities and inputs that do not make the product more
valuable in the eyes of the final consumer and are unnecessary. These activities should be targeted for
elimination.

DOMESTIC Supply Chain — Material Flow

DISTRIBUTION

=) RETAILSTORE =) CONSUMER

Activities Activities Activities Activities Attributes valued
Crop Management *Maturity test (V) *Manage Cold Chain (V) *Manage Stock (V) IN STORE FACTORS
*Fertilise (V) *Wax (V) *Quality Assurance *Promotion *Price
*Prune (V) *Chemical Treatment (V) Product (V) *Price (V) *Firmness
*Irrigate (V) *Quality Control (V) *Process (N) *Demonstrate (V) *Colour
*Manipulate (V) *Grade *Picking (N) «Store Layout (N) *Smell
*Pest management +Colour (V) *Receival (N) *Merchandising *Skin Quality
(N) *Size and blemish (N) *Dispatch (N) *Display (N) *Seasonality
*Graft/ Plant (N) *Cleaning (N) *Manage Inventory (N) *Position (N) *Packaging
*Harvest (N) *Storage (V) *Waste (W) *Ordering (N)
*Waste (W) *Short term (V) *Sales (N) OVERALL EXPERIENCE
Business Management Long Term (W) *Waste (W) *Taste
*Strategy (N) *Pack(N) *Health benefits
*Monitor (N) *Forecast (N) *Shelf life
*Estimate crop (N) *Manage By-product (N)
*Compliance (N) *Waste (W)

Inputs Inputs Inputs Inputs
*Genetics (V)* *Chemicals (V) *Crates (N) *Plastic bags (N)
*R&D (V)* *Machinery (N&V) *Machinery (N) *Crates (N)
«Climate (V) *Bins (N) *Palletising (N)
*Water (N) *Water (N) *Orders (N)
*Nursery Stock (N) *Packaging (N)
*Bins (N) «Labour (N)
«Consultancy (N) «Labels
*Machinery (N) «Crate (N)

*Orange (W)

Labour, Energy & Transport are inputs required along the whole chain

Figure 3. Domestic supply chain material flow showing activities and inputs at various steps along the chain and the
attributes valued by the consumer. Each activity and input has been described as either: contributing to attributes valued
by the consumer (V), necessary (N) or wasteful (W). A full page landscape of this figure can be found in Appendix 4.
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Retail Store

Stock management, price promotions and demonstrations were all considered important in influencing
attributes valued by the consumer. For example, poor management of navel oranges on display could
influence firmness and shelf life. Price promotions in terms of their development and timing are important as
being on special or cheaper than other fruit is an important factor consumers look for when buying oranges.
Depending on the focus of the promotion, in-store demonstrations could influence any of the attributes
valued by the consumer.

The processes of store layout, merchandising, ordering and sales were all considered necessary activities.
Plastic bags and crates of oranges were classified as necessary inputs.

Waste such as spoilt oranges due to incorrect stock management or ordering in excess of demand was
considered unnecessary and should be targeted for elimination.

Distribution Centre
Many of the activities and inputs at the distribution centre level are considered necessary in order to
efficiently distribute fresh products to individual retail stores.

However, management of the cold chain and quality assurance of the product both add value in the eyes of
the consumer. Maintenance of the cold chain can influence firmness and shelf life in particular, while quality
assurance (testing navels against the specifications of the retailer) ensures the product meets some of the
quality attributes, including taste, that are valued by the consumer.

Packing Shed

There are many opportunities to influence attributes the consumer values in the packing shed. Various
treatments such as testing for maturity, waxing, chemical treatment, grading, quality control and short-term
cold storage affect shelf life in particular.

In the supply chain studied any long-term cold storage of navels was considered to be wasteful in the eyes of
the consumer. The attributes valued by the consumer in terms of firmness, smell, taste and shelf life can all be
negatively influenced by long-term cold storage. In addition, labels on the orange were also considered
wasteful in the eyes of the consumer as they fail to communicate any information related to the attributes
consumers value. All other activities and inputs at the packing shed were considered necessary just to get the
navel orange to the consumer.

Grower

There are also many opportunities to add value to the consumer at the production level. Firmness, colour,
skin quality and taste can all be influenced by elements of crop management such as fertilising, pruning,
irrigation and crop manipulation eg. thinning or application of gibberellic acid. Other activities and inputs on
farm were considered necessary.

Summary
While there are many opportunities to add consumer value at the production level, it would appear that this
area has been well researched and as such, growers are already implementing best practice methods.

There is some opportunity at the packing shed to enhance elements of maturity testing and grading
machinery in order to better meet consumer requirements or minimise time spent in cold storage.

To date there has been a high level of investment in research and development of production practices
without a similar investment in other parts of the chain. Therefore, one of the greatest areas for improvement
in the domestic supply chain studied is at the retail level in terms of management of stock and in-store
promotions.

These observations are reflected in the improvement projects recommended to both the chain and industry.
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Life Cycle Assessment

Primary Industries & Resources SA (PIRSA) collaborated with Department of Primary Industries Victoria (DPI
VIC) to conduct the analysis of the carbon and water footprints of the value chain. The following description
of results has been taken from the full record of the Life Cycle Assessment, “Life cycle assessment case study
series: Navel Oranges (Riverland District) Technical Report” (Fisher et al,. 2011).

Carbon and water footprints have been calculated for the functional unit of one kilogram of loose navel
oranges produced and packed in the Riverland of South Australia and distributed to the point of consumption
in Melbourne, Victoria.

The functional unit is a reference point to which all inputs and outputs are related. In this study, the
functional unit was one kilogram of packed fruit at the production level. Some juice grade fruit may also be
produced depending mainly on the proportion of young trees. Allocation of any emissions to this co-product
has not been included in this initial study as the data was not available and the value of juice grade fruit is
only a tenth of packed fruit. Inclusion of juice fruit as a co-product would reduce the carbon and water
footprints of those growers with significant amounts of juice grade fruit.

Carbon footprint
The carbon footprint comprises upstream emissions (pre farmgate) and downstream emissions (post
farmgate), as well as emissions due to electricity and fuel inputs along the supply chain (figure 4).

Road transport
Growers at varying
distances from packing
shed

Road transport Road transport Road transport
650 km 50 km 5 km round trip

Grower == Packer Consumer
Location: Location: Location:
Riverland, SA Riverland, SA Melbourne, Vic

Figure 4. Schematic of the domestic supply chain

Pre farmgate

Pre farmgate emissions varied from 0.172 to 0.386 kg CO.e per kilogram of packed navels between the five
farms studied (table 3). This analysis provides a snapshot in time of the farm operations and can be used to
better understand differences between the farm management systems. The farm management systems can
vary for a range of different reasons, such as scale, maturity of trees and fertilisers used. Greater confidence
in the weighted average emissions would require an expanded dataset’.

> Refer to Part 6: Improvement Projects, 3. Invest in further LCA research to refine the model and expand the
dataset, page 50
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Table 3. Pre farmgate greenhouse gas (GHG) emissions (kg CO,e/kg packed navels) for the five grower properties
studied. The representative volume (%) of navels supplied to the packing shed studied is also shown.

Grower GHG emissions Representative
number (kg CO,e/kg) _ volume

1 0.197 8%

2 0.247 8%

3 0.172 4%

4 0.386 40%

5 0.198 40%

The property with the highest emissions (grower 4) however has been identified as an outlier. Its relatively
high emissions can be attributed to the following factors:
e Low yield per hectare due to a high proportion of young trees (50%) not yet yielding at full capacity
e High electricity use associated with pumping water directly from the river as opposed to water
delivered through an irrigation trust (the water delivery method used by all other growers in this
study).

The property in this study with the lowest carbon footprint per kilogram navels (grower 3) used a large
amount of organic inputs (compost) however emissions from the organic inputs were not included in the
emissions from fertiliser applications. The amount of emissions that organic inputs might add depends on the
extent of recycled waste used and the energy used in the collection and recycling system

As expected there was a strong relationship found between the pre farmgate carbon footprint per kilogram of
navels (packed fruit) produced and the amount of nitrogen fertiliser used per kilogram of fruit. This is because
the use and manufacture of nitrogen fertilisers is carbon intensive. Other significant contributors to the pre
farmgate carbon footprint were diesel use and manufacture, electricity production and pesticide
manufacture.

Based on a weighted average for the five properties studied (representative of each grower’s proportion of
navels delivered to the packing shed in this study, table 3), the pre farmgate emissions for this supply chain
are 0.276 kg CO,e/kg of packed navels. Treating the highest emitting property as an outlier, the weighted
average emissions for this supply chain would be reduced to 0.201 kg CO,e/kg of packed navels. This may be a
more appropriate figure to use as a benchmark at the production level to measure the effectiveness of future
improvement projects related to reducing the carbon footprint for this packing shed.

Pre farmgate emissions for this navel orange supply chain are comparable with studies in Spain, which range
between 0.22 and 0.33 kg CO,e/kg, but are double those for studies in Italy (0.10 kg CO.e/kg) and Brazil (0.08
kg CO,e/kg) (Mordini et al 2009). However, it must be cautioned that individual studies can include or exclude
different components of the value chain when calculating the carbon footprint of food crops and food
products and as yet there is no international agreement on the single best method. Therefore, care is needed
when comparing studies as differences in values for carbon footprint calculations may reflect different system
boundaries rather than differences per se.

Post farmgate

The post farmgate to retailer emissions included processing (grading), packaging and distribution. These parts
of the supply chain generated a total of 0.41 kg CO,e/kg. The greatest single contributor was from electricity
use at the DC. The second largest contributor was from the road transport of navels from the packing shed in
South Australia to the DC in Victoria.

Emissions associated with transport from the retail store to the point of consumption are approximations as
they are influenced by many variables including length of journey to the retail store, purpose of the trip
(single purpose or multipurpose) and type of vehicle. When emissions were calculated for a single purpose 5
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kilometre round trip to purchase oranges as part of a 25kg shopping basket, the emissions were found to total
0.085 kg CO,e/kg.

Based on the information presented above, the approximate carbon footprint of one kilogram of loose navel
oranges produced and packed at this specific packing shed in the Riverland of South Australia and distributed
to the point of consumption in Melbourne, Victoria was 0.695 kg CO,e/kg of packed navels (figure 5).

0.8
0.7
0.085
% 06 - 0.013 Transport'to point of
g consumption
©
o Transport to retail store
()
E 0.5 -
o 0.26 Distribution Centre
<
(V)
S 0.4 - aT .
o ransport to DCin
g Melbourne
(7] .
5 03 - m Packing shed
2
IJEJ B Transport from farm to
% 0.2 - packing shed
B Production
0.1 -
O -

Domestic Chain GHG Emissions

Figure 5. Sources of greenhouse gas (GHG) emissions for the domestic supply chain from production (weighted average
for the specific packing shed in this study and excluding grower 4) in the Riverland district to consumption in Melbourne,
Victoria. The total carbon footprint for the domestic chain up to the point of consumption is 0.695kg CO,e/kg packed
navels.
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Blue water footprint

The blue water footprint of one kilogram of loose navel oranges packed at a Riverland packing shed and
consumed in Melbourne, Victoria was 268.74 L H,0/kg of packed navels.

Table 4. Blue water use — Domestic chain

Post farmgate

Retailer o
(incl. transport to retailer) 0.000 0.00%
Distribution Centre 0
(incl. electricity, packaging, transport to DC) 0.62 0.23%
Packing Shed 0.03 0.01%
Other 0.02 0.01%
Post farmgate subtotal 0.67 0.25%
Pre farmgate

Irrigation water applied (weighted average) 267.55 99.56%
Water required in fertiliser manufacture 0.45 0.17%
Water required in electricity generation 0.08 0.03%
Pre farmgate subtotal 268.08 99.75%
Total blue water use (L/kg navels) 268.74 100.00%

The majority of water is used pre farmgate for crop production (99.56 %) with only small quantities used post
farmgate for processing (0.01 %) and distribution (0.23 %) (table 4). Irrigation water used at the pre farmgate
level was based on a weighted average for the five properties studied (representative of each grower’s
proportion of navels delivered to the packing shed in this study).

The blue water footprint for the five properties studied is dominated by water use for irrigation. There is wide
variation in water use across these properties; those with the greatest proportion of non-productive trees
having the highest blue water use per kg navels.

The average pre farmgate water use of 268.08 L H,0/kg recorded in this study is much higher than the global
average of 110 L H,0/kg and the Australian average of 186 L H,0/kg (Mekonnen and Hoekstra 2010) (Table 5).
It must be cautioned that these studies have used differing methodology to derive the blue water footprint
for navel oranges. Care is needed when comparing studies as differences in water footprint calculations may
reflect different methodologies rather than differences per se.

Table 5. State average blue water footprint to farm-gate (Litres of H,0 per kg of fresh oranges packed) (Mekonnen and
Hoekstra, 2010).

Wales Australia Australia Average
229 220 164 180 214 186

New South Queensland South Victoria Western Australia

This relatively high blue water footprint may be attributed to:

e the functional unit including only packed fruit at the production level as opposed to also accounting
for juice grade fruit

e the low reliance on rainfall in this region

e the inclusion of non productive areas or areas with a high proportion of young trees not yet yielding
at full capacity which would increase the water use per kilogram of navels produced.
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PART 5: EXPORT SUPPLY CHAIN

Consumer Research

The consumer research was conducted by The Nielsen Company’s Japan office. A full record of the export
chain consumer research can be found in Appendix 2. The Japanese translation for the export supply chain
consumer research report can be found in Appendix 3.

Key Insights by Nielsen

Japanese consumers give priority to seasonal fruits due to the perceptions that they are delicious, high in
nutritional value and inexpensive. They also tend to be the fruits that are most prominently displayed in-
store. Because oranges are regarded as a year-round fruit they have little prominence in-store and no
seasonal value.

In Tokyo, all oranges are instinctively thought of as valencias, despite the juiciness and sweetness of navel

oranges suiting Japanese consumer tastes. Differentiation between varieties is muddled.

There is a small minority of orange users who are loyal and actively seek out navel oranges and appreciate

the convenience of their attributes of ease of peeling, lack of seeds/pips, and the ability to leave thin

inner skin still on.

Purchase of navel oranges appears to be random and consumers think of simply buying oranges. They

don’t make selection based on variety.

Two different purchase patterns for oranges emerged in this research (figure 6):

o Type A: Consumers who always keep a stock-standard supply of fruit in the house, including
oranges and actively seek them out when shopping for fruit, even if they are not prominently
displayed. These consumers buy whatever is on offer, provided that price and quality are acceptable.
Loyal navel users fitting this Type A profile will look for the navel label and the familiar appearance of
navels when they are in-store.

o Type B: Consumers that enjoy variation in their fruit diet and who give priority to seasonal fruits
when buying. They mainly purchase seasonal fruits that are prominently displayed and promoted.
Oranges tend to be outside their usual shopping route and they are unlikely to detour to find them.
They are only purchased if these consumers cannot find any seasonal fruit that they want and oranges
happen to catch their attention as they move through the store. For Type B navel non-users, who buy
valencias without being conscious of variety, the main barrier to purchase of navels is a lack of in-
store presence as a seasonal fruit.

Figure 6. Visual representation of Type A and Type B navel orange consumers. (Nielsen 2011)

Navel Orange Loyal Users

Awareness *Perceived unique benefits in Navel oranges, and Type A
of Navels i i
actively preferred to purchase Navel oranges if Keep oranges as part of stock-
High they were available in-store. standard supply of fruit at
A

home, and go to store
intending to purchase oranges.
*Made only hazy differentiation between Valencias

and Navels. T B
*Tended to purchase Valencias more frequently . L ype .
than Navels, butbasically did not differentiate Give priority to seasonal fruit.
between orange varieties at time of purchase. If they happen to notice
oranges in-store they might
v .
Low Navel Orange Non-users purchase them to bols_ter their
. supply of seasonal fruit.
*Had no stock-standard supply of fruit; sought
variation.
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Usage of Fruit by Japanese Consumers

In this research, all family members liked and ate fruit, almost every day. In some households fruit was mainly
eaten for breakfast or snacks and in others fruit was regularly eaten as dessert. Consumers showed strong
interest in the functional benefits and nutritional value of fruits. In households with young children, mothers
were keen to feed children healthy fruit rather than sugary snacks and treats. Young children mainly preferred
sweeter fruits and became more accepting of sour or tangy fruits as they got older. This is possibly relevant
for South Australian navels. However, for childrens’ snacks, there was a preference for fruit that they can peel
themselves though in packed lunches fruit is frequently cut up rather than presented whole.

Fruit that required peeling or cutting, tended to be used after evening meals when people have more time to
spend on the preparation. Respondents in this research indicated that family members tended not to eat
them because having to peel and cut was too much hassle. Oranges needed to be made easy to eat by being
served cut. An advantage of citrus over other fruits such as apples and bananas, is that it did not spoil after
cutting and was not filling, therefore fitting as something to eat after a meal. Citrus lasts longer than many
other fruits and there is little worry in having extra oranges sitting in the fruit bowl. A small minority of
respondents used oranges for juicing and/or cooking.

In the research the following drivers came into play in the respondents’ purchase decision when considering
oranges:
e Seasonality (Prominent in-store displays, promotions, inexpensive)
e Taste (rich, sweet, juicy, reliable.) For other types of fruit, consumers look at the sugar content
labelling to determine taste, but this information was not available for oranges.
e Colour (dark orange)
e Freshness (lustre of skin, not bruised or spoiled)
e Quality (safe, reassuring, stickers, brands, country of origin.)
e Thin smooth outer skin, easy to peel
e Price (loose < ¥100 per orange, bagged = ¥350 - ¥399 per bag of 5 oranges)
e No pips/seeds
e Shelf life (longer compared to other fruit)
e Size (larger oranges preferred for loose, smaller for bagged) Note that the respondents in this research
lived in Tokyo metro area, so visited the supermarket on foot or bicycle, and therefore preferred to
keep the total weight of their purchases down, so chose loose oranges rather than bagged.

Nielsen’s Findings
The following is a summary of the recommendations of Nielsen’s consumer research conducted in the
Japanese market. A full record of these including suggested strategies can be found in Appendix 2 and 3.

1. Increase the presence of navel oranges in-store and arm shoppers with information that enables them
to make an informed product choice.

1a) The Nielsen study has indicated that seasonality is a major issue for Japanese fruit users. Where and
how products are displayed in store and pricing are key indicators to consumers of seasonality. There is a
need to educate consumers about country of origin and the influence of this on seasonality. Currently
Japanese consumers perceive Australian oranges to be out of season because they don’t understand that
the Australian season is the opposite of the Japanese one.

1b) There is little awareness among Japanese consumers that oranges contain more vitamin C than
lemons and grapefruit. While Japanese consumers are very conscious of vitamin C content of citrus fruits
and consumed with that in mind, they were not aware of the specific health benefits of oranges.
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2. Make orange users aware of the differences between valencia’s and navels and emphasise the benefits
of navels. Introduce the broader marketplace to the attributes of the navel orange, already appreciated
by loyal users.

3. Ensure sales are not lost among the loyal navel users by highlighting navels and ensuring they are
differentiated from valencias.

Given the weak presence of navel oranges in stores, and little information about them, there is likelihood
that navels may go unnoticed, even among loyal users who prefer to buy them. During the research
period, even loyal navel users had difficulty recognising the Australian navel when shown, as it was larger
than their image of navels and the skin more pebbly.

4. Trigger Japanese consumers’ emotional interest and fuel expectations about delicious taste by branding
South Australian navels.

A key advantage for South Australian navels is that they are seasonal in the Japanese summer. This means
that they are in-store at a time of year when navels from Northern hemisphere countries are not
available. This creates significant scope for creating impact with country of origin and branding. In this
study, while consumers did not recognise the sticker of the brand being studied, they did support the
presence of stickers to clarify country of origin.

South Australian navels are well positioned to meet Japanese consumer needs.
To boost the awareness, positive perceptions and purchase intent of South Australian navels by Japanese
consumers, the following market expectations and in-store activities should be pursued.

1. Japanese consumer expectations include:
e Price of less than 100 Yen per orange or 350 — 399 Yen per bag (of five or six oranges.)
» Taste should be rich, sweet and juicy.
e Appearance needs to be dark orange in colour with thin outer skin that is easy to peel.
» Size: bags should contain smaller oranges with loose offering larger oranges. Some consumers prefer
to buy loose as they are concerned about the additional weight of buying in bulk.

2. Japanese consumers in this research indicated specifically that the following factors will influence their

purchase decision:

* Alarge prominent, seasonal display indicating Australian oranges are now in season and available for
a limited time in-store.

* In-store promotions with sampling, along with small video panels and animations.

» Point-of-sale material that conveys the delicious taste, for example sweet, along with a sweetness
level indicator which is numerical and visual.

e Information that communicates nutritional value and country/region of origin.
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Chain Insights

The following is a list of the key insights as drawn out by the research team on each part of the chain. These
insights have been loosely grouped under themed headings for context.

Note that the first part of the chain (grower and packer) is common to both the domestic and export chains
studied. For this reason, the insights associated with these parts of the chain are similar with only some subtle
differences as outlined below.

Grower insights
Please refer to Part 4: Domestic Supply Chain, Chain Insights page 24 for a full record of grower insights.
In addition to these insights, the following point is relevant for the export supply chain:

Preparing for export
e Another key driver for the grower is meeting export market requirements on farm to ensure market
access.

Packing shed insights

Please refer to Part 4: Domestic Supply Chain, Chain Insights page 25 for a full record of packing shed
insights.

In addition to these insights, the following points are relevant for the export supply chain:

Market and consumer requirements
e There is limited differentiation of navel orange varieties at the packing shed, depending on the variety
and destination.
e For the Japanese market, there is only limited differentiation with navelinas packed separately.
e Packing shed staff believe consumers want large-sized (but not jumbo) fruit that is easy to peel. There
was no mention of eating quality in what consumers want.
e Specific export chain insights:
o The retailer studied requires a composite grade fruit, size 72 and 88
o Fruit destined for the Japan must be inspected by AQIS and the container sealed at Renmark.

Marketer based insights

Market access

e Navel oranges are usually exported to the Japanese market between June and November each year.
Outside of these times (December to May) there is a period of additional tariff, payable by the
importer, that comes into effect.

Flow of information

e Sales to the Japanese market studied are planned with the importer at the start of the navel orange
season. Orders are monitored and adjusted weekly and even daily.

e The packing shed require 7-10 days from order confirmation to consolidate the order and have it
ready to leave the packing shed.

e The export marketer maintains close contact with the packing shed.
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Retailer specifications and consumer insights

The retailer for this chain requires composite grade (combination of grade 1 and 2) or grade one navel
oranges of size 72 or 88. The packing shed need to sell more than just these limited sizes to Japan in
order to make the export viable. Therefore, the role of the importer/distributor is critical in being able
to take more than just the one size.

There has been little consumer research completed in the Japanese market that the marketer is
aware of. The perception is that Japanese consumers in Tokyo want oranges that are easy to peel,
sweet, juicy and seedless. It is known that the Tokyo market does not differentiate between navel and
valencia oranges.

Distribution based insights

Research has been undertaken along the various parts of the chain in Japan by third parties in Japan.
Information was gathered via a structured interview and questionnaire and is therefore limited in comparison
to the information collected through face to face interviews. This information was also often necessarily
filtered by the grower/packer’s Japan-based facilitator.

The Japanese chain participants

The first stage of the chain — the company comprising production, packhouse and marketing
functions — is common to the domestic chain, so the focus here is on the members of the chain once
the fruit arrives in Japan.

There are a large number of businesses involved in the supply of navels in Japan, some with
duplicated roles; for example, there is both an importer and importer/distributor who could do the
same function, but in this chain perform separate function because of an existing business
relationship.

In the chain being studied, once the fruit reaches Tokyo navel oranges can be held at one of three
locations; the warehouse (arranged by importer), distributor’s distribution centre or retailer’s
distribution centre. Once in Tokyo, fruit also changes ownership three times; importer, distributor
and retailer. The comparison between material flow and ownership is demonstrated below (figure 7).
The chain participants are described further below.

Ownership:

Grower / Packer / Marketer ==»| Importer m=Pp| Distributor = Retailer mjp Consumer

Material Flow:

Grower P> Packer/ =P Warehouse |™P»| Distribution ™ Distribution ™P> Retailer ™F> Consumer

Marketer Centre Centre

Figure 7. Comparison between export supply chain ownership changes and material flow. Common colours represent an
association. For example, the importer subcontracts the warehouse and the retailer owns both a distribution centre and
retail store.

The role of the importer

On arrival of the fruit, the importer contracts a bonded warehouse and arranges for customs and
guarantine clearance. Oranges may be stored here for up to a month and in some rare cases this can
be up to six months. The importer also monitors orange quality at the warehouse. The warehouse
will also re-package navels into bags if the distributor’s distribution centre is too busy.

The importer pays the packing shed for the fruit once it has successfully cleared customs, and so
bears the cost and responsibility for the fruit until it passes to the distributor’s operations.
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The role of the distributor

The distributor in this chain is one of the largest importer/distributor companies in Japan, but only
acts as the distributor for this chain because of existing relationship it has with the retailer, and that
the importer has with the packer/marketer.

The distributor contracts a Distribution Centre (DC) to arrange the pick-up of the navels from
importer’s warehouse, and movement across to the DC.

This sub-contracted distribution centre is the main location where navels are re-packaged into bags
(of five or six pieces). (Note that bagged/packaged fruit equates to <50% of navels sold in Japan for
this chain).

The role of the retailer

The retailer has indicated a preference for Australian navel oranges of size 72 or 88 and requests a
composite grade in terms of colour and blemish to meet their requirements.

Doing business in Japan

All members of this chain believed the navel attributes of price, pack size, country of origin,
appearance, taste, freshness and packaging design, are all important factors to the consumer in their
purchase decisions.

Due to the long travel time and distance associated with supplying fruit to Japan, any issues
identified, particularly relating to quality, can take additional time to resolve. For example, a quality
issue identified in Japan by one of the chain partners is difficult to remedy in any further fruit that
may already be en-route.

Most business is agreed to verbally. The lack of written contracts between businesses is not
uncommon in the Japanese culture.
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Export Chain Material Flow Summary

The Material Flow describes the flow of navel oranges through the supply chain and the various activities and
inputs at each stage of the chain.

The material flow for the export supply chain is presented in Figure 8. In this chain oranges are produced by
the grower then transported to the packing shed to be processed and packed for various markets. Boxes of
navels are then transported to the warehouse in Japan firstly by road to Adelaide, then rail to Melbourne, ship
to Japan and finally road to the warehouse. In this supply chain, navels then pass through two distribution
centres before reaching the retail store. Finally, the consumer buys navel oranges and transports them home
or to their place of consumption. Attributes valued by the consumer, as identified in the consumer research
component of the project, are listed in the far right box.

Each activity and input has been assessed against the attributes valued by the consumer and classified as
either:

e V= activities or inputs that meet or exceed the attributes valued by the consumer.

e N = activities or inputs that are necessary but do not make the product more valuable in the eyes of
the final consumer. These activities and inputs are necessary unless the existing supply process is
radically changed. Efficiency and reduction of waste are essential to these activities, which in the
longer term should be targeted for radical change or even elimination.

e W =unnecessary activities and inputs. Activities and inputs that do not make the product more
valuable in the eyes of the final consumer and are unnecessary. These activities should be targeted for
elimination.

EXPORT Supply Chain - Material Flow

- PACKING SHED - WAREHOUSE - DISZ’;I:::EION - DISZ’;‘:::EI - RETAIL STORE m)p  CONSUMER

Activities Activities Activities Activities Activities Activities Attributes

%

Crop Management *Maturity test (V) *Manage Cold *QA —Product (V) *Ordering (N) *Manage Stock (V) valued®
*Fertilise (V) *Wax (V) chain (V) *Repackaging (N or *Receivals (N) *Merchandising *Seasonality
*Prune (V) «Chemical *QA—Product (V) V) *Dispatch (N) *Display (N) *Taste
*Irrigate (V) Treatment (V) *Repacking *Manage Inventory *Picking (N) *Position (N) *Colour (dark
*Manipulate (V) *Quality Control *Marketing (N) *Manage *Promotion orange)
*Pest Control (N) (v) (v) *Waste (W) inventory(N) *Price (V) *Freshness
*Graft/Plant (N) *Grade *Spoilage(N) *Quality Assurance *Demonstrate *Quality
*Harvest (N) Size and *Customs Product (N) (v) *Thin smooth
*Waste (W) blemish (N) clearance (N) *Process (N) Store Layout outer skin,

«Colour (V) *Chemical *Waste (W) (N) *Price

Business «Cleaning (N) Treatment (N) *Ordering (N) *No pips/seeds

Management «Storage (V) *Manage «Selling (N) *Shelf life
«Strategy (N) *Short term (V) Inventory (N) *Waste (W) *Size
*Monitor (N) *Long Term Storage (N &W)

*Estimate crop (w) *Waste (W)
(N) *Pack(N)
«Compliance (N) *Forecast (N)
*Manage By-
product (N)
*Waste (W)
*inno particular
order

Inputs Inputs Inputs Inputs Inputs Inputs

*Genetics (V)* *Chemicals (V) *Packaging (N or *Packaging (if *Machinery(N) *Plastic bag (N)

*R&D(V)* *Machinery (N&V) V:if branding) necessary) (Nor V: «Store orders (N) Display material (V)

«Climate (V) Labels if branding)

*Water (N) *Orange (V)

*Nursery Stock (N) Carton (N)

*Bins (N) *Bins (N)

*Consultancy (N) *Water (N)

*Machinery (N) *Packaging (N)

*Reefers

Labour, Energy & Transport are inputs required along the whole chain
Figure 8. Export supply chain material flow showing activities and inputs at various steps along the chain and the

attributes valued by the consumer. Each activity and input has been described as either: contributing to attributes valued
by the consumer (V), necessary (N) or wasteful (W). A full page landscape of this figure can be found in Appendix 5.
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Retail Store

Stock management, price promotions, demonstrations and display materials were all considered important in
influencing attributes valued by the consumer. For example, poor management of navel oranges on display
could influence firmness and shelf life. Price promotions in terms of their development and timing are
important as being on special or cheaper than other fruit is an important factor consumers look for when
buying oranges. Depending on the focus of the promotion, in-store demonstrations and display materials
could influence any of the attributes valued by the consumer.

Store layout, merchandising, ordering and sales were all considered necessary activities. Plastic bags were
classified as necessary inputs for consumers to carry loose navel oranges.

Waste such as spoilt oranges due to incorrect stock management or ordering in excess of demand was
considered unnecessary and should be targeted for elimination.

Distribution Centres
All of the activities and inputs at second distribution centre were considered necessary in this chain to
efficiently distribute fresh products to individual retail stores.

Quality assurance of the product and repackaging at the first distribution centre both add value in the eyes of
the consumer. Quality assurance ensures the product meets some of the quality attributes, including taste,
that are valued by the consumer. Depending on the branding and design, packaging could influence elements
of quality that are important to the consumer.

Warehouse

Maintenance of the cold chain can influence firmness and shelf life in particular. Quality Assurance of the
product monitors some of the attributes valued by the consumer. Repackaging for marketing reasons was
seen to contribute to the attributes of ‘quality’ as defined by the consumer giving the packaging itself can
communicate the brand and country of origin.

Long-term cold storage of navels at the warehouse was considered to be wasteful as it can negatively impact
attributes valued by the consumer such as taste, freshness and shelf life.

Packing Shed

There are many opportunities to influence attributes the consumer values in the packing shed. Various
treatments such as testing for maturity, waxing, chemical treatment, grading, quality control and short-term
cold storage affect shelf life in particular.

In the supply chain studied any long-term cold storage of navels was considered to be wasteful in the eyes of
the consumer. The attributes valued by the consumer in terms of firmness, smell, taste and shelf life can all be
negatively influenced by long-term cold storage. In addition, labels on the orange were also considered
wasteful in the eyes of the consumer as they fail to communicate any information related to the attributes
consumers value.

All other activities and inputs at the packing shed were considered necessary just to get the navel orange to
the consumer.

Grower

There are also many opportunities to add value to the consumer at the production level. Firmness, colour,
skin quality and taste can all be influenced by elements of crop management such as fertilising, pruning,
irrigation and crop manipulation eg. thinning or application of gibberellic acid.

Other activities and inputs on farm were considered necessary.
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Summary

While there are many opportunities to add consumer value at the production level, it would appear that this
area has been well researched and as such growers are already implementing best practice methods.

There is some opportunity at the packing shed to enhance elements of maturity testing and grading
machinery in order to better meet consumer requirements.

To date there has been a high level of investment in research and development of production practices
without a similar investment in other parts of the chain. Therefore, one of the greatest areas for improvement

in the supply chain studied is at the retail level in terms of in-store promotions.

These observations are reflected in the improvement projects recommended to both the chain and industry.
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Life Cycle Assessment

Primary Industries & Resources SA (PIRSA) collaborated with Department of Primary Industries Victoria (DPI
VIC) to conduct the analysis of the carbon and water footprint of the value chain. The following description of
results has been taken from the full record of the Life Cycle Assessment, “Life cycle assessment case study
series: Navel Oranges (Riverland District) Technical Report” (Fisher et al,. 2011).

Carbon and water footprints have been calculated for the functional unit of one kilogram of loose navel
oranges produced and packed in the Riverland of South Australia and distributed to the point of consumption
in Melbourne, Victoria.

The functional unit is a reference point to which all inputs and outputs are related. In this study, the
functional unit was one kilogram of packed fruit at the production level. Some juice grade fruit may also be
produced depending mainly on the proportion of young trees. Allocation of any emissions to this co-product
has not been included in this initial study as the data was not available and the value of juice grade fruit is
only a tenth of packed fruit. Inclusion of juice fruit as a co-product would reduce the carbon and water
footprints of those growers with significant amounts of juice grade fruit.

Carbon footprint
The carbon footprint comprises upstream emissions (pre farmgate) and downstream emissions (post
farmgate), as well as emissions due to electricity and fuel inputs along the supply chain (figure 9).

Transport:
1. Road to Adelaide (250
km)
2. Rail : Adelaide —
Road transport Melbourne (700 km)
Growers at 3. Ship: Melbourne — Road
varying distances Japan (9,500 km) Road Road Road transport
from packing shed | | 4. Road: Yokohama — transport transport transport 5 km round
Tokyo (40 km) 32 km 5 km 37 km trip
Grower oyl packer |==p| Warehouse DISEZ:;:“ Consumer
Location: . _ Location: Location:
Riverland, SA L9cat|on: L ocationy Chiba Tokyo
Riverland, SA Tokyo, Japan ’
Prefecture, Japan
Japan

Figure 9. Schematic of the export supply chain
Pre farmgate
The pre farmgate LCA results are the same for both the domestic and export chains studied.

Please refer to page 30-31, Pre farmgate, Carbon Footprint, Life Cycle Assessment, Part 4: Domestic Supply
Chain.
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Post farmgate

The post farmgate to retailer emissions included processing (grading), packaging and distribution. Post
farmgate to retailer emissions are 0.62 kg CO,e/kg. The greatest cause of GHG emissions from the post farm-
gate supply chain was from electricity use at the warehouse and distribution centres.

No data was available for the electricity use at the warehouse and distribution centres in Japan, so the
assumption was made that each has the same power consumption as that used by the Australian distribution
centre studied within the domestic chain. In effect this meant that the supply chain in Japan utilised three
times the amount of electricity compared to the domestic supply chain. Despite this greater electricity
consumption in the export distribution centres, the total GHG emissions from electricity are only 0.016 kg
CO,e/kg greater than the domestic supply chain as the electricity used in Japan, is less carbon intensive (due
to the mix of generation sources, including nuclear). As emissions for the export warehouse and DCs have
been calculated using raw data from their Australian equivalent, it is recommended that these emissions be
further evaluated to more carefully identify the contribution of the additional handling facilities in particular®.

1
Transport to point of
09 +——— — consumption
LR Transport to retail store
- 08 +—— 0.015
[
o0 . s
< Multiple DC's in Japan
6 0.7 -
o 0.276 .
2 Road transport to DC's in
€ 06 +— ————— Japan
¥
? Sea transport to Japan
8 05 -
o .
o
g 0.15 Rail transport to
2 04 +— — Melbourne
o
2 et B Road transport to
0.3 - ;
E Adelaide
g m Packing shed
O 0.2 -
B Transport from farm to
0.1 - packing shed
0 M Production

Export Chain GHG Emissions

Figure 10. Sources of greenhouse gas (GHG) emissions for the export supply chain from production (weighted average)
in the Riverland district to consumption in Tokyo, Japan. The total carbon footprint for the export chain up to the point of
consumption is 0.901kg CO,e/kg.

Emissions associated with transport from the retail store to the point of consumption are approximate only as
they are influenced by many variables including length of journey to the retail store, single purpose or
multipurpose trip and type of vehicle. When emissions were calculated for a single purpose 5 kilometre round
trip to purchase oranges as part of a 25kg shopping basket, the emissions were found to total 0.085 kg
CO,e/kg.

* Refer to Part 6: Improvement Projects, 3. Invest in further LCA research to refine the model and expand the
dataset, page 50
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Based on the information presented above, the approximate carbon footprint of one kilogram of loose navel
oranges packed at this specific packing shed in the Riverland of South Australia and distributed to the point of
consumption in Tokyo, Japan was 0.901 CO,e/kg of packed navels (figure 10).

This compares with an approximate carbon footprint of 0.695 kg CO,e/kg for the export supply chain studied.
Blue water footprint

The blue water footprint for the export supply chain was calculated for the pre farmgate only due to the
unavailability of data from Japan.

Based on a weighted average for the five properties studied (representative of each growers’ proportion of
navels delivered to the packing shed in this study) the blue water footprint of one kilogram of loose navel
oranges produced in the Riverland of South Australia was 268.075 L H,0/kg of packed navels (table 7).

The blue water footprint for the five properties studied is dominated by water use for irrigation. There is wide
variation in water use across these properties; those with the greatest proportion of non-productive trees

having the highest blue water use per kg navels.

Table 7. Blue water use — Export chain, pre farmgate

Pre farmgate

Irrigation water applied (weighted average) 267.55 99.80%
Water required in fertiliser manufacture 0.45 0.17%
Water required in electricity generation 0.08 0.03%
Total blue water use (L/kg navels) 268.08 100.00%

The average water use of 268.08 L H,0/kg recorded in this study is much higher than the global average of
110 L H,0/kg and the Australian average of 186 L H,0/kg (Mekonnen and Hoekstra 2010) (Table 8). It must be
cautioned that these studies have used differing methodology to derive the blue water footprint for navel
oranges. Care is needed when comparing studies as differences in water footprint calculations may reflect
different methodologies rather than differences per se.

Table 8. State average blue water footprint to farm-gate (Litres of H,0 per kg of fresh oranges packed) (Mekonnen and
Hoekstra, 2010).

New South Queensland South Victoria Western Australia
Wales Australia Australia Average

229 220 164 180 214 186

This relatively high blue water footprint may be attributed to:
e the functional unit including only packed fruit at the production level as opposed to also accounting
for juice grade fruit
e the low reliance on rainfall in this region
e the inclusion of non productive areas or areas with a high proportion of young trees not yet yielding
at full capacity which would increase the water use per kilogram of navels produced.

Although post farmgate blue water use has not been calculated for the entire export supply chain, water used
to wash oranges at the packing shed and generate production and fuel used throughout the rest of the chain
is unlikely to significantly contribute to total blue water use.
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PART 6: INDUSTRY IMPROVEMENT PROJECTS

There are four key success factors in building sustainable value chains:
1. Consumer insight
2. Strategic alignment between businesses in the chain where each adds value to the chain
3. Effective flow of communication and information from the consumer all the way through the value
chain
4. Trust and commitment to the common objective between businesses in the chain

Consumer insight is fundamental to be able to supply product that people want. Without consumer insight,
even strategies that are aligned might fail, and information flow and the trust are of no value if ultimately
consumers don’t purchase.

A navel chain that understands and delivers what markets and consumers require by:
e responding to consumer preferences,
o differentiating their product in the market place
e adding value from orchard to eating experience
will be better able to:
e win market share from competitors,
e achieve premium prices for their product,
e and have a more sustainable, profitable future.

Improvement project summary
The following improvement projects have been suggested for industry to consider in moving toward a more
consumer and value-driven approach to business:

Futuristic scenario planning to better prepare for the future

Identify opportunities by developing a seasonal map linked to sensory analysis

Invest in further LCA research to refine the model and expand the dataset

Improve point of sale communication to the consumer

Investigate more efficient ways of grading for eating quality

Review business models in the fresh category that demonstrate collaboration, co-innovation,
cooperation and consumer drivers

7. Economic Analysis to evaluate the opportunity and costs of operating as a value chain
8. Provide Nielsen consumer research as input into domestic industry marketing campaign
9. Improving management of stock systems and fruit handling by domestic retailers

10. Foster a value chain culture in the citrus industry

11. Innovative product development to overcome ‘messiness’ in eating

ouhwneE
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Recommended
Actions

Brief description
and rationale

There are a number of ways to conduct scenario planning and one option may
include:

1. A brief review of the citrus industry developments to date,

2. A review of factors that are likely to shape its future over the next 20 or
30 years,

Describe four future scenarios,

Conduct an analysis of each scenario,

Identify what each scenario means for industry participants; and

Identify what industry needs to do to ensure a sustainable future.

oukWw

Some examples of potential scenarios could include:

Environmental war economy: stringent measures are used to combat climate
change pushing markets to the very limit of what they can deliver

A high tech and highly regulated world: The family farm has almost
disappeared and corporate farms reign supreme. The latest technology and
innovations are adopted at every step of the value chain.

Consumers are king: Society is very individualistic, and social media and the
internet are held in high regard. Consumers are increasingly unpredictable
and demanding. Large established businesses need to innovate continually to
maintain or grow their share of the pie.

A protectionist world: globalisation is retreating and countries focus on
security and access to food and water resources at any cost.

There are a lot of uncertainties in the world. We do not know definitively how the
citrus industry will develop in the long term any more than we can predict the
future trends. Scenario planning is a tool that can assist industry to better prepare
for an uncertain future.

The aim of scenario planning is to:

e Describe credible and robust futures that are relevant to the citrus
industry

e Test potential new ideas, policies, products and formats

e Stimulate a progressive and far sighted response to challenges and
opportunities facing the industry today

Page 47



Recommended
Actions

Brief description
and rationale

The following steps are proposed for the development of a seasonal map:

1. Review of current materials and research relating to the differences in
eating quality experience and product attributes of the different varieties
of navels grown by the industry.

2. If required, conduct further sensory analysis to determine the specific
taste parameters of the different varieties and seasonal times.

3. Map the navel variety season, documenting eating quality at different
stages of maturity and in terms of varietal differences and seasonal
variations

Once the map has been developed, opportunities may emerge for producing
point-of-sale material, possibly in partnership with major supermarkets, to
provide customers with information to encourage and assist their orange
purchases. A joint approach with the retailer, not only means that they are on
board with the idea, but presents an opportunity to educate their staff, who
ultimately can have an influence on consumer purchases.

Opportunities to create a marketing campaign based around the seasonal guide
for navels should also be explored. This may be as simple as offering tastings of
each variety in-store, at its seasonal peak, or communications material describing
the particular characteristics and uses of each new seasonal variety.

In a retail environment where choice abounds, consumers are seeking more and
more information about the food products they are purchasing and looking for
‘guarantees’ of quality and a positive eating experience. To meet these needs with
navel oranges, the industry must focus on eating quality by firstly identifying the
‘taste experience’ of navel oranges and the varietal differences and seasonal
variations that occur; and secondly by communicating these attributes to
consumers.

Whilst the packing shed studied currently measures fruit for maturity by way of
brix:acid testing in particular, this ceases once fruit reaches the minimum maturity
defined for harvesting. Going further to measure taste at different stages of
maturity and in terms of varietal differences and seasonal variations, will provide
an opportunity to better understand the taste experience throughout the season,
whilst building a library of data for industry.

The opportunity here is to provide consumers with this information about taste
and possible uses of navels to encourage purchase at each variety’s peak, by use
of a seasonal map. Simplified versions of this are already used in-store for apple
and potato varieties. The challenge here is that currently all navels are
merchandised together, regardless of variety or the time of season, so this will
need to be taken into account when developing a strategy with the retailer and
the point of sale material.
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The juiciness, brix:acid and brix levels for each variety will need to be tested and
monitored over the season to communicate the marketable attributes with
consumers. This seasonal map will help consumers make informed choices about
what they purchase when, and takes some of the guesswork out of the eating
experience of a fruit that’s difficult to judge from the outside.

An in-store example might be:

‘X’ Navels are the first navels to ripen in the orchard and have a refreshing
tartness and easy-peel nature that makes them ideal for a pick-me-up snack. Y
Navels peak mid Winter and have a sweetness that makes them a winner with
the kids cut up in a lunch box or handed around at half-time of the footy match
etc.

In order to develop information communication that targets consumers’ interest
and product usage, the seasonal map should link to consumer sensory analysis
within each market. As consumers have identified taste as an attribute they value,
sensory analysis is crucial to identifying the exact parameters of ‘taste’ and how
these can be related back to measurable and communicable attributes of the
orange. Conducting the sensory research to make this improvement project
possible will also help the citrus industry identify varieties by best-fit-for-market,
both here and overseas.

The map may also be an important resource in identifying opportunities for
branding. It may identify and quantify varieties with superior or variable eating
quality. Once these varieties are identified, further work can commence into
developing specific uses, along with supporting marketing communications, based
on eating quality.

The benefits of applying this recommendation may include:

e The seasonal map will provide consumers with product information on which
to make more informed choices around varieties and uses, based on the
eating experience.

e It will help create a point of difference for consumers based on varietal and
seasonal factors. This could present a strong platform for brand development
and differentiation.

e Using a joint approach with a supermarket to develop this tool will provide
an opportunity to educate their staff as well as increase the profile of the
orange category in-store through the pull-effect of meeting consumer
requirements. Ultimately it will be a relatively simple, but important,
communication tool to boost awareness, sales and consumption, build
product and brand loyalty, and gain satisfied customers.
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Recommended
Actions

Brief description
and rationale

It is recommended that industry further invest in mapping the carbon and water
footprint of the domestic and export supply chains.

Further work is required to refine the model and expand the dataset to include
more properties and packing sheds in addition to incorporating successive years of
production data. Further clarification and development of assumptions used to
calculate carbon and water footprints is also required at:
e the distribution centre (DC), retail and consumption levels of the domestic
supply chain
e the distribution network, retail store and consumption levels of the export
supply chain.

Specifically, the following should be investigated:

e Emissions and water use associated with organic fertilisers such as
compost

e Inclusion of juicing grade fruit in yield calculations at the production level

e The affect of tree maturity on carbon and water footprint and how this
should be best accounted for in the model

e Standardised studies of Australian and Japanese retail store carbon and
water footprints

e Emissions and water use associated with consumption

Lifecycle Assessment provides a way to determine the potential environmental
impacts of navel oranges from ‘cradle to grave’. This concept estimates all
greenhouse gas (GHG) emissions emitted through a product’s entire supply chain
including sourcing of raw materials, production, distribution, use and disposal of
the product.

With the proposed carbon tax and countries such as Japan introducing voluntary
carbon labelling it is becoming more important for industries to understand the
carbon and water footprints of the products they produce.

Understanding the carbon and water footprint helps prepare the Australian citrus
industry to actively mitigate the risk of GHG quantification as a potential market
access barrier, market requirement, or source of competitive advantage. The
information it provides can inform the development of mitigation strategies and
could lead to the identification of potential marketing opportunities.

The LCA study conducted to date is indicative only. Its purpose was to provide
strategic insights relevant to the Sustainable Value Chain Analysis (SVCA), however
it is not adequate to support labelling and marketing claims without further
refinement and should not be compared to other LCA studies conducted globally
at this stage.

This is the first LCA study on citrus conducted in Australia and there is still
considerable work required in refining the model and expanding the dataset.
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Recommended
Actions

Brief description
and rationale

Investigate ways of improving point of sale communication to the consumer by:

e Further investing in more regular consumer research in target markets

e Exploration of ways that consumer research can be practically
incorporated into in-store activities designed to meet consumer
expectations and increase purchase and consumption of navel oranges

e Continuing the current industry focus on marketing campaigns

e Evaluating current point of sale communication

e Working with key retailers to explore communication opportunities

Research tells us most Australian consumers make their purchase decisions in
store. There is currently limited point-of-sale material explaining the attributes,
benefits and uses of navels, encouraging consumers to buy them. Where navels
are purchased as a low-involvement, fruit-bowl staple, more could be done to
engage consumers and compete with the more exciting and appealing seasonal
fruits that are vying for the same dollar.

Given the current way the two major retailers source their citrus, industry has the
opportunity to develop and implement point of sale material at a general level.
One coordinated approach nationally would improve return on marketing
investment and could have a positive impact on the entire Australian citrus
industry.

Examples of possible point of sale material/activities include:
e Wobblers
e In-store demonstrations
e Fresh cut oranges on display for consumers to smell and taste.

The consumer research found that most shoppers make judgements on price and
orange characteristics (quality judged by firmness, colour, smell) in-store, so it’s
important that stores and outlets display fruit in ways that deliver positive
perceptions of these characteristics in order to drive oranges sales.

Shoppers are unable to differentiate between varieties of oranges, understand
where they come from or identify the season when they have the best flavour.
The research indicates that about 4 in 5 shoppers are unable to identify when the
best tasting oranges are in season.

Consumers don’t know a lot about oranges and purchase is to some degree out
of habit. Oranges may be a staple purchase for many but there is also low
awareness of orange varieties, brands and growing regions, presenting a real
opportunity to explore options for differentiation and adding value.

Oranges are always available and in-season so they may lack the perceived
excitement that other fruit offers. While being considered a fruit-bowl! staple is
quite positive, not enough is being done to promote the characteristics that set
oranges apart and may generate additional sales.
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Similarly in the export chain studied, Japanese consumers have indicated that
more information will make a difference to their purchase behaviour. Improving
point of sale communication to Japanese consumers should be a relatively
simple, but highly effective strategy to put in place.

In contrast to the domestic chain, industry has a role in the marketing of citrus in
general. However there is opportunity at an individual chain level for chains to
further develop their point of sale communication.
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Recommended
Actions

Brief description
and rationale

Review existing and emerging technologies for the measurement of eating quality
(e.g. NIR), based on the taste attributes identified in the consumer research as a
minimum. The review should include:
e Each method’s effectiveness in determining eating quality accurately
and efficiently.
e Cost/benefit of each method to the packing shed and to the whole
supply chain.

Investigate the feasibility of applying the technologies within the Australian citrus
industry.

In the chain studied, eating quality is currently measured once by the packing shed
for each grower for each variety. This ceases once fruit reaches the minimum
maturity defined for harvesting. Although this means the fruit must meet a
minimum taste profile as set by industry standards, it may not necessarily
capitalise on all the taste expectations of consumers.

There is therefore opportunity in further developing more efficient methods for
measuring eating quality within the packing process to better meet consumer
expectations.

If eating quality measures such as brix, brix:acid and juiciness are to be further
developed and incorporated into grading standards, a review will firstly need to
determine if the current measurement methods are the most effective and
efficient means of grading for eating quality. This is particularly necessary in light
of the taste attributes identified in the consumer research. Other existing and
emerging measurement methods, such as NIR, should be explored.
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Recommended
Actions

Brief description
and rationale

A project should be conducted to explore business models that encourage value
chain collaboration, co-innovation, cooperation and incorporation of consumer
drivers in all business activities.

Possible models to consider include:
e Sunkist: Branding in citrus category.
e Nature's pride: Consumer focus, collaboration along the chain
e OneHarvest: A vertically integrated value chain model.
e Houstons: Effective collaboration with supermarkets.
e Meat Standards Australia (MSA): A national, independent eating quality
grading system, based on consumer research.

There are a number of industries and enterprises making use of value chain
thinking that may provide the citrus industry with alternative business models and
ways of conducting business that could be worth considering. A review of these
examples, evaluating their worth, relevance and value to the citrus industry
should be conducted.

Current business models in industry (both domestic and export) are supply driven
and demonstrate limited understanding of the consumer. However, businesses
that collaborate, co-innovate, cooperate and use the consumer to drive their
decision making, will be more sustainable into the future.

There are examples in the fresh category of industries and businesses that are
successfully demonstrating these elements. The citrus industry may find value in
understanding what makes these business models successful and whether or not
their own industry would benefit from making changes.
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Recommended
Actions

Brief description
and rationale

It is essential to evaluate the feasibility of implementing change within a business
or value chain. The following steps are proposed to conduct the economic
analysis:

1. Engage a consultant to:

a. Assist in deciding what chain or part of industry is to be assessed

Develop a base scenario on the current state.
Assess the impact of applying various improvement projects
Conduct analyses applying those impacts
Compare with the base scenario
. Report on findings.
2. Use the model as a tool for assisting in making decisions on applying

changes to activities along the value chain.

-0 oo0T

The analyses implemented will basically be a quantitative assessment of the
impact that suggested changes will have on the profitability or viability of the
value chain and the businesses within that chain. It can be applied either at a
single chain level or to the industry as a part or a whole.

The analysis will need to compare the impact of change with the current state of
the chain or industry and also assess the impact over time

The citrus industry is characterised by a supply chain culture where the emphasis
is on supply and pushing product through the chain. A number of incremental
changes will be required to implement a value chain culture where product is
pulled through the chain to meet consumer preference.

The Economic Analysis will assist in providing justification and prioritisation for
proposed incremental changes. It will also assess which parts of the chain will gain
the most benefit from the proposed changes,
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8. Provide Nielsen consumer research as input into industry marketing campaign

Recommended Note this has been completed.

Actions

Brief description Citrus Australia has a role in developing more effective domestic promotion
and rationale programs. Associated with this is the current promotional activity through the

'Aussie Oranges’ website (www.oranges.com.au) including the appointment of
Kim McCosker as the official Aussie Oranges Ambassador, a new advertising
campaign, recipes and various media releases regarding the use of oranges in
cooking, cocktails and in the household.

Consumer research conducted for the Citrus Value Chain Analysis (VCA) Project
provides specific insights into the attitudes and behaviours of Melbourne
consumers of navel oranges. This information is relevant to the current Aussie
Oranges marketing campaign and may provide useful insights to inform further
developments of the campaign.

The Citrus VCA Project Consumer Research was released to the citrus industry in
April for use in their industry marketing campaign.
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Recommended
Actions

Brief description
and rationale

Further research is required to determine the extent of best practice handling of
citrus, both on display and in storage, at the retail level.

Having implemented this research, strategies need to be developed to identify
and implement best practice more consistently across all stores.

For example, some strategies may include working with retailers to develop:
e tools to encourage best practice handling
e training modules for retail staff to adopt best practice

Throughout the project a number of retail stores (supermarkets and fruit and veg
stores) were visited across Victoria and South Australia. There were observations
made of inconsistent handling and presentation of navel oranges in these stores,
though not in the specific chain studied.

As consumers make their purchase decisions in store, it would beneficial to both
industry and the retailers themselves to understand how best to manage and
handle their navel oranges, to boost shelf-life and encourage sales by presenting
the best offer possible to the consumer.
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Recommended
Actions

Brief description
and rationale

Four steps are proposed to begin the process of fostering a value chain culture in
the citrus industry:

1. Citrus industry value chain knowledge, skills and application audit: to
determine the current level of expertise in value chains is at in the citrus
industry and who holds expertise in value chains

2. Value chain resources audit: to identify current resources and programs

relating to value chains
Identify available programs that may suit the needs of the citrus industry
4. Develop specific citrus industry programs if required

w

The citrus industry is characterised by a commodity focus, with emphasis on
supply and pushing product through the chain rather than demand and pulling
product through the chain. The study also identified a lack of genuine consumer
and market understanding. Instead of consumers being used to drive decision
making for the chain, it is often thought that consumers need to be educated to
eat navels.

While the industry has been functioning efficiently and effectively as a supply
driven commaodity chain, this needs to change in order to be sustainable into the
future.

The citrus industry has a role in actively encouraging industry participants to
consider new business models, including value chain thinking and principles,
which may be more sustainable into the future.

Before any specific programs or tools can be developed to foster a value chain
culture in the industry, the current level of knowledge, skills and application of
value chain thinking and principles needs to be identified. There is also a number
of value chain resources available that may be suited to the needs of the citrus
industry. These should be explored and any potential gaps requiring the
development of specific citrus industry programs should be identified and
programs developed accordingly.
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Recommended
Actions

Brief description
and rationale

The following steps may be taken to investigate product development options:

1. Conduct research into packaging and product innovations.

2. Establish the feasibility and cost/benefit of pursuing outcomes from
research in new product/packaging development.

3. Develop the project brief for the work required.

4. Explore partnership opportunities with retailers and packaging suppliers
and possible funding initiatives for new product development.

5. Develop prototype and test packaging options with consumers. Make
refinements and develop a strategy for commercialisation.

6. Develop marketing strategy to launch and promote new packaging option.

Note: This may not be a high priority project for the industry at the moment, but
with new technologies continually being developed (particularly in the packaging
field), it should not be dismissed outright. Keeping an open mind to this potential
improvement project is recommended for the advantage it might provide.

It has long been known by industry that consumers generally consider oranges to
be messy and difficult to eat. While strategies have been explored in the past, the
lift in sales of mandarins and competition from other easier-to-eat fruit is
increasing. Research should be conducted into possible innovations in product
development, packaging, value adding and alternative uses to counter-act this
negative aspect in the eyes of consumers.

This was again raised in the domestic consumer research study as a barrier to
purchase and consumption, and the recommendation was made to develop new
innovative products. This could mean exploring packaging options that overcome
the messiness barrier, delivering a ‘new’ product that is easy to eat cleanly and at
any time.

This might encourage people who wouldn’t normally buy oranges to consider
them, as well as encourage people who do buy oranges as a staple, to buy them
on other occasions, and at times they wouldn’t normally consider eating an
orange.

While this wasn’t raised as a recommendation in the export consumer research, it
still may be applicable for the Japanese market, depending on the product
development initiative. Japanese consumers did highlight that their main
consumption occurred at breakfast and after dinner, highlighting the fact that
oranges required preparation, and this was better done in the home. A separate
element of consumer research would be required to test any innovative packaging
options in the Japanese market.
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PART 7: WALKING THE CHAIN

Background

Traditionally the food and wine industries operate within a silo context, where businesses within a supply
chain only focus on what they are doing and push (or supply) their product or service onto the next business
in the chain hoping they will buy it. In this system, the only real way to increase margin (and profit) is to focus
on reducing costs. However, where supply chains adopt a value chain approach, the focus shifts to the end
consumer and identifying what it is that they are willing to pay for and why. It can then be quickly identified
that to achieve what the consumer wants (or does not want) the businesses in the chain need to work
together or collaborate.

The Walking the Chain activity is one component of the Riverland Citrus Industry Value Chain Analysis Project
aimed at identifying opportunities to use consumer insight to value add and sustainably increase the
profitability of businesses in the supply chains being analysed.

Project Description

The Walking the Chain activity was a two day event and provided chain participants the opportunity to
explore value chain thinking and concepts. It involved the participants (1) walking their own chain from
paddock to retail outlet and then (2) visiting a number of agrifood businesses that use consumer insight as a
key driver for their business, helping the value-add and do business differently.

Over a two day period chain participants had the opportunity to:
e Gain a greater understanding of the roles and expectations of other businesses in the navel orange
supply chain, increasing the opportunity for;
o Effective information flow between businesses in the chain
o Establishing and strengthening relationships to build a foundation of trust and commitment
o Aligning business strategies
e Explore the use of consumer insight including how to obtain, interpret and use it effectively within the

chain
e Explore new methods and tools for establishing a consumer demand (value) approach within their
chain
Itinerary Overview

Participants commenced the walk in Renmark, South Australia.

On Day One participants visited:
e acitrus grower
e  acitrus packer/marketer
e a selection of retail outlets in Adelaide ranging from small independent fruit grocers to major
supermarkets.
Day One concluded with a dinner and guest speaker.

On Day Two participants visited the following businesses:
e Adelaide Produce Markets, Pooraka, South Australia
e Major Retail Distribution Centre
e Lenswood Apples, Adelaide Hills, South Australia
e Adelaide Mushrooms, Monarto, South Australia
e Swanport Harvest, Murray Bridge, South Australia
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Walking the citrus chain

During the walking the chain activity, participants visited businesses along the South Australian navel orange
supply chain from production and packing in the Riverland through to retail in the Adelaide metro area.

Walking the navel orange chain provided an opportunity for participants to:
e Understand at a practical level, the flow of navel oranges from production through to retail.
e Understand the challenges of operating under a value chain model in the context of the navel orange
chain.
e Identify where good relationships exist along the chain.
e Identify where there may be some potential areas for improvement in information flow and
relationships available.

Most participants were familiar with navel orange production and/or packing shed operations but less so with
the distribution and retail components of the chain.

Of particular highlight were visits to the Adelaide Produce Markets, Pooraka, the major retail distribution
centre and the retail outlets

Adelaide Produce Market, Pooraka, South Australia

The Adelaide Produce Market is South Australia's centre for the exchange and sale of fresh fruit and
vegetables between growers, wholesalers, supermarkets, greengrocers, food processors, exporters and
providores.

The Adelaide Produce Market is also active in educating and inspiring consumers to increase consumption of
fresh fruit and vegetables. The Burst of Freshness program is an example. South Australian independent
retailers can join as partners that provide them with access to recipe cards, media advertising (television,
radio, and print), and point of sale material, in-store competitions and Crunch Bunch store appearances. In
collaboration with local suppliers, a number of Burst of Freshness vending machines have been installed
which carry products such as fresh pasta, potato salad and cut up fruit bowls.

Major Retail Distribution Centre

The distribution centre (DC) provided an insight into the logistics of receiving and distributing fresh produce to
retail stores. Quality control processes were demonstrated to participants including fruit testing and rejection
procedures.

Retail outlets

Participants visited a small fruit and veg store, large specialty fruit and veg store and a major supermarket.
The retailers differed in their range of products, volume of navel oranges handled, quality specifications and
means for sourcing fruit.

All outlets were focused on providing their customers with a good shopping and eating experience. They also
placed a great importance on informal interaction with their customers.

Fruit and vegetable wholesalers were an important source of product information for the small independent
fruit grocers.
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Agrifood businesses visited

Visiting businesses demonstrating sound application of value chain principles provided an opportunity for
participants to:
e Gain an insight into the operation of a successful value chain with the aim of applying key elements
where appropriate to the navel orange supply chain
e Understand the challenges associated with building a value chain and operating using value chain
principles
e Identify where good relationships and information flow exist along the chain
e See evidence of co-innovation along a chain
e See evidence of how consumer insight can be used to value add

Lenswood Cold Stores, Adelaide Hills, South Australia
The visit to Lenswood Cold Stores gave participants an opportunity to see an alternative packing system and
business model while still within the fruit sector.

Lenswood Cold Stores is a community organisation founded by Adelaide Hills apple growers in 1933 and is
probably one of the most successful fruit co-operatives in Australia. The Co-op aims to provide local growers
with subsidised communal facilities for the storage, packing and marketing of apples. In addition they aim to
keep ahead of technology to ensure the fruit stored and packed at the facility is done so to the highest
possible quality.

Lenswood Cold Stores also apply strict quality specifications which have been designed around customers’
needs to ensure the consistency of their product quality and value for money for consumers.

Adelaide Mushrooms, Monarto, South Australia
The Australian mushroom industry is unique in the way it works together and uses consumer insights as part
of their sales and marketing program.

Adelaide Mushrooms is Australia's second-largest mushroom producer, supplying South Australia, Victoria,
Tasmania, Western Australia and the Northern Territory. It also has Tasmanian production operations at
Spreyton and in the Huon Valley.

Their production program is very intensive with approximately 160 tonnes of fresh mushrooms produced
each week. Adelaide Mushrooms are very aware of the need to supply a consistent quality product when the
market wants it. As such, production is based around holiday and festive needs.

Consumer insight is considered critical to success and is used to forecast consumer demands and design
promotion campaigns. Currently Adelaide Mushrooms are moving to pre-packing mushrooms in whole and
sliced form and also ready-to-use packs.

In addition to the site visit at Monarto, Doug Schirripa, owner of Adelaide Mushrooms and President of
Australian Mushroom Growers Assosciation, was the dinner guest speaker. During the dinner Doug challenged
the citrus industry to work more collaboratively.
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Swanport Harvest, Murray Bridge, South Australia
Swanport Harvest is an innovative company. Its primary focus is their key brand, Staycrisp Lettuce.

Stay Crisp Lettuce demonstrates a branded and differentiated product, underpinned by consumer research, in
a category that has traditionally been characterised by a lack of differentiation (similar to citrus). Their
branded lettuce encourages buyer loyalty.

Stay Crisp Lettuce are fresh-cut iceberg lettuces, packed and vacuum-chilled within minutes of harvest. The
snap-cooling process and packaging, dramatically increases the product's crispness, freshness and shelf-life. In
addition, lettuces can be harvested and delivered to the market within twenty-four hours.

The company concentrates on the South Australian and Northern Territory markets as these markets can be
comfortably supplied. They also strictly adhere to their quality specification to maintain their brand image.
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Appendix 1: Consumer Research: Domestic
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Appendix 3: Consumer Research: Export
(Japanese translation)
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Appendix 4: Domestic Chain Material Flow Summary, Figure 3

Crop Management
*Fertilise (V)
*Prune (V)
*Irrigate (V)
*Manipulate (V)
*Pestmanagement
(N)

*Graft/ Plant (N)
*Harvest (N)
*Waste (W)

Business Management
*Strategy (N)
*Monitor (N)
*Estimate crop (N)
*Compliance (N)

Inputs

*Genetics (V)*
*R&D (V)*
*Climate (V)
*Water (N)
*Nursery Stock (N)
*Bins (N)
*Consultancy (N)
*Machinery (N)

*Maturity test (V)
*Wax (V)
*Chemical Treatment (V)
*Quality Control (V)
*Grade
*Colour (V)
*Size and blemish (N)
*Cleaning (N)
*Storage (V)
*Shortterm (V)
*LongTerm (W)
*Pack(N)
*Forecast(N)
*Manage By-product (N)
*Waste (W)

Inputs

*Chemicals (V)
*Machinery (N & V)
*Bins(N)
*Water (N)
*Packaging (N)
*Labour (N)
eLabels
*Crate (N)
*Orange (W)

*Manage Cold Chain (V)

*Quality Assurance
*Product(V)
*Process (N)

*Picking (N)

*Receival (N)

*Dispatch (N)

*Manage Inventory (N)

*Waste (W)

Inputs

*Crates (N)
*Machinery (N)
*Palletising (N)
*Orders(N)

*Manage Stock (V)
*Promotion
*Price (V)
*Demonstrate (V)
*Store Layout (N)
*Merchandising
*Display (N)
*Position (N)
*Ordering (N)
*Sales(N)
*Waste (W)

Inputs

*Plastic bags (N)
*Crates(N)

Labour, Energy & Transportare inputs required along the whole chain

DISTRIBUTION
| GROWER » PACKING SHED » CENTRE » RETAIL STORE » CONSUMER
Activities Activities Activities Activities Attributes valued

IN STORE FACTORS
*Price

*Firmness

*Colour

*Smell

*Skin Quality
*Seasonality
*Packaging

OVERALL EXPERIENCE
*Taste

*Health benefits
*Shelf life

Figure 3. Domestic supply chain material flow showing activities and inputs at various steps along the chain and the attributes valued by the consumer. Each activity and input has
been described as either: contributing to attributes valued by the consumer (V), necessary (N) or wasteful (W).
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Appendix 5: Export Chain Material Flow Summary, Figure 8

-) PACKING SHED -) WAREHOUSE - DISZ‘:II\?_IL_:;ION - DIS'I(':I:I;#;I;I -) RETAIL STORE m) CONSUMER

Activities Activities Activities Activities Activities Activities Attributes

%

Crop Management *Maturity test (V) *Manage Cold *QA - Product (V) *Ordering (N) *Manage Stock (V) valued®
*Fertilise (V) *Wax (V) chain (V) *Repackaging (N or *Receivals (N) *Merchandising *Seasonality
*Prune (V) *Chemical *QA —Product (V) V) *Dispatch (N) Display (N) *Taste
eIrrigate (V) Treatment (V) *Repacking *Manage Inventory *Picking (N) *Position (N) *Colour (dark
*Manipulate (V) *Quality Control *Marketing (N) *Manage *Promotion orange)

*Pest Control (N) (v) (v) *Waste (W) inventory(N) *Price (V) *Freshness
*Graft/Plant (N) *Grade *Spoilage(N) *Quality Assurance *Demonstrate *Quality
*Harvest (N) *Sizeand *Customs *Product (N) (V) *Thin smooth
*Waste (W) blemish (N) clearance (N) *Process (N) *Store Layout outer skin,
*Colour (V) *Chemical *Waste (W) (N) *Price

Business «Cleaning (N) Treatment (N) *Ordering (N) *No pips/seeds

Management *Storage (V) *Manage *Selling (N) *Shelf life
*Strategy (N) *Short term (V) Inventory (N) *Waste (W) *Size
*Monitor (N) eLong Term *Storage (N & W)

*Estimate crop (W) *Waste (W)
(N) *Pack(N)
*Compliance (N) *Forecast (N)
*Manage By-
product (N)
*Waste (W)
*in no particular
order

Inputs Inputs Inputs Inputs Inputs Inputs

*Genetics (V)* *Chemicals (V) *Packaging (N or *Packaging (if *Machinery(N) *Plastic bag (N)

*R&D(V)* *Machinery (N&V) V:if branding) necessary) (Nor V: *Store orders (N) *Display material (V)

*Climate (V) Labels if branding)

*Water (N) *Orange (V)

*Nursery Stock (N) *Carton (N)

*Bins (N) *Bins (N)

«Consultancy (N) *Water (N)

*Machinery (N) *Packaging (N)

*Reefers

Labour, Energy & Transportareinputs required along the whole chain

Figure 8. Export supply chain material flow showing activities and inputs at various steps along the chain and the attributes valued by the consumer. Each activity and input has
been described as either: contributing to attributes valued by the consumer (V), necessary (N) or wasteful (W).
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Strategy and tactics

« Oranges play a key role in the homes of Australians as a kitchen staple that sits in the fruit bowl and offers the
household a fresh and healthy snack option. Despite this close connection to the home, the orange market is
underperforming in its potential especially when compared with other fruit staples.

« Apples and bananas, orange’s main competitors, are being sold in greater volumes with an average higher spend
per households.

« There are a number of elements that drive this lower performance, including :

— Oranges are generally messy and more difficult to eat when compared with bananas and apples. There is an
element of avoidance to eating oranges in public places or being self conscious when eaten outside the home.

— There is a lack of excitement within the category when compared with other fruit. Seasonality and limited
availability of some fruit create an element of excitement for shoppers which is not present with the year-round
availability of oranges. This means that other seasonal fruits are more attractive to shoppers. Apples have
been particularly successful in this area by creating multiple brands/varieties that peak at different times over the
season, providing choice of flavours, textures and colours under the apple brand.

— When shopping for oranges, the purchase is a generally a habitual one, with low involvement. Shoppers are
unfamiliar with brands, varieties and growing regions of oranges. There is also an element of doubt about what
the best-tasting orange is and when they are available in the year.

— Competitive pricing is an essential element of the marketing mix. Price (along with quality) is one of the most
important attributes driving choice in-store. There appears little room to pursue a strategy of increasing prices
across the board. Specials and promotions in-store are influencing decisions when shoppers are faced with
competitively priced staple fruit, particularly apples and bananas.

nlelsen Driving Growth in Consumer Value for Navel Oranges
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Strategy and tactics, continued

 Driving up prices across the board doesn’t appear to be a viable strategy for a number of reasons. Firstly, being on
promotion or at a cheaper price than other fruit is the most important factor that shoppers consider when buying
oranges (followed by the quality of oranges). This means that if the price isn't competitive or considered of value, a
purchase is less likely to take place.

« The best option to increase sales and drive up value is to improve household penetration and frequency of
purchase. The three approaches proposed below have been prioritised from short-term to long-term.

— Positioning: Introduce a brand that is differentiated from ‘staple’ oranges — we see this a ‘just arrived, new in
season’ SA Riverland orange. A strong marketing campaign and in-store promotions would be used to create
excitement around the availability of the sweetest flavoured oranges, available for only a short time, early in the
orange season.

— Merchandising: Introducing a SA Riverland branded packaged product that consistently delivers to high quality
standards and clearly differentiate it from the poorer quality packaged options currently available. Quality is a
key consideration when stocking the fruit bowl; increasing consideration and penetration can only be achieved
by consistently meeting the highest quality standards.

— Product development: Introduce packaging options that overcome the messiness barrier, delivering a product
that is easy to eat cleanly at any time. We see this as a product development option, a carefully packaged
product, not a free give-away of an orange peeler or a packet of moist wipes at every display. This is about
offering a new product that encourages people who wouldn’t normally buy oranges to consider them, as well as
encourages people who do buy oranges as a staple, to buy them on other occasions, and at times they wouldn’t
normally consider an orange.

nlelsen Driving Growth in Consumer Value for Navel Oranges
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Strategy and tactics, continued

« The development and execution of each strategy proposed is beyond the scope of this study and further research
would be required to determine the best approach for implementation in the marketplace.

« Shoppers are unable to differentiate between varieties of oranges, where they come from or even correctly identify
the season when they have the best flavour. Oranges may be top-of-mind for many but it appears that in almost all
consumers’ minds, ‘an orange is just an orange’. This is an opportunity that needs to be investigated in terms of
launching differentiated sub-brands into the market.

» Most shoppers make judgements on price and orange characteristics (quality judged by firmness, colour, smell) in-
store, so it's important that stores and outlets display fruit in ways that deliver positive perceptions of these
characteristics in order to drive oranges sales.

nlelsen Driving Growth in Consumer Value for Navel Oranges
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Research background

« South Australia’s 580 orange growers produce 159,000 tonnes of oranges from about 1.6 million trees. The annual
farm gate value of oranges in South Australia is $87 million.

 Citrus grows well in South Australia because of the Mediterranean climate (cool winter, warm summer without
excessive rainfall) and irrigation water supply from the Murray River.

« Value-adding is mainly through expert grading and packaging systems with central desk export marketing. Citrus
juice for fresh and concentrate, and organically grown citrus for domestic and export markets are also produced.

« Main industry issues include: water supply, bio-security, adoption of new varieties and accessing alternative markets
for fresh fruit (which are higher value than juicing).

« The SA Citrus Industry Development Board and its partners have commissioned a Value Chain Analysis (VCA),
which will identify opportunities for the industry to better match supply to consumer requirements.

« Findings of this research provide a consumer perspective in the wider understanding of the VCA.

« This report details the findings of the consumer requirements, preferences, attitudes and behaviours that drive
demand; in this case, the quality, size, taste, colour and other specifications of Navel oranges.

nlelsen Driving Growth in Consumer Value for Navel Oranges
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Research objectives

« The overall objective of this research is to obtain a comprehensive understanding of shopper purchase behaviour for
Navel oranges in order to develop effective measures and strategies to enhance consumer value and profitability.

» The specific objectives of this research are to:

— Identify the factors that influence shoppers’ purchase decisions. That is, how do shoppers decide when to buy
oranges, which variety, brand and type to buy?

— Determine the importance, relative and absolute, of different product attributes. What value do consumers
attach to Navel oranges and why? Quantify the degree of influence that each product attribute has on
behaviour.

— Explore the marketing mix in terms of what changes are required to it - i.e. what additions or extensions to the
existing range would be most likely to stimulate consumption or increase expenditure on Navel oranges?

— Determine if there is the opportunity to build “South Australia” or “Riverland” as a brand.
— lIdentify factors that deter purchase and the implications these have in the market mix.

o
O
O
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Research design

» The research programme involved a mixed methodology approach, using consumer behaviour database analysis,
Nielsen Homescan, qualitative focus groups, and a quantitative online survey.

« Qualitative Focus Groups:

— Target audience: Melbourne female residents, main grocery buyer, purchase frequency, and purchase from a
range of stores.

— Each focus group (3) contained approximately n=6 respondents and each focus group was conducted for a
duration of 1 %z hours.

— Dates of Fieldwork: 10 and 11 November 2010.

Group Category User Group
Heavy purchasers of oranges
1 Empty Nesters 46 years+ Buying 12+ times/ year
2 Young singles & couples 25-35years | Light purchasers of oranges
g sing P y » Buying 1-4 times/ year
Mothers with children aged . * Medium purchasers of oranges
3 6-18 years at home 35-45years | | Buying 5-11 times/ year

« Quantitative Online survey

— Target audience: Those who had bought fruit in the past 7 days, whose last shop was at Coles.
Woolworths/Safeway, a Green Grocer, or a Fresh Market.

— Sample size: n=600 with quotas set on last store visited, region and for those that planned, considered, bought
oranges in the past 7 days.

— Fieldwork was conducted from 8 to 15 December 2010.
— Average interview length: 20 minutes.

nlelsen Driving Growth in Consumer Value for Navel Oranges
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Reporting notes

« The report has been structured into two parts. The first part examines the behaviour of shoppers (market profile)

and the second part (consumer profile onwards), their attitudes and perceptions towards oranges and the wider
shopping context.

« Significant differences between these target groups and other sub-groups have been noted through out the report
where appropriate. All significant differences are highlighted using the following symbol CO

nielsen
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Research Findings
« Market profile
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Market profile — summary findings

How many households are buying oranges and what are they spending?

« Across Australia, 7 in 10 households are purchasing oranges, with the average spend per year approximately $19
and an average purchase of 9.5kg per year. Australian shoppers buy oranges about 6 times a year (about once
every 2 months) and there is opportunity to increase this further.

« Compared with other fruit, oranges have a lower household penetration and average spend with over 9 in 10
households purchasing bananas and apples and spending approximately $58 and $45 per year, respectively.

» Despite this, citrus value sales are growing at a very healthy 8.9% nationally versus a year ago. Apples and
bananas are declining during the same period. Oranges represent 44% of total Citrus sales.

» Relatively, New South Wales households purchase more oranges than any other state (71.3%) and households in
Victoria (68.5%) and South Australia (incl NT) (63.4%) purchase slightly less. There is potential to increase
household penetration of oranges within these markets.

- In addition to lower household penetration, Victoria has the lowest average household spend, at approximately $18,
although this is not very different from the national average spend of $19.

» Nielsen’s view is that driving penetration will be a better strategy than trying to increase prices for the basic ‘orange’
product.

How are oranges purchased?
» Most are buying oranges loose rather than pre-packaged. However, oranges are better at pre-packaged than
apples, since 17% of orange sales are for pre-packaged, compared with only 10% of sales for apples.

« While shoppers may be purchasing more pre-packed oranges (than apples) the adverse effect is that it's keeping
shoppers away from the orange shelf, with only 3 purchase occasions per year (compared with almost 6 for loose
purchases). This means they are less exposed to in-store sales and specials.

« In addition, pre-packed oranges are generally perceived to be of lower quality compared to those sold individually —
‘there is likely to be one or two bad oranges in there’. This means there is a small group of shoppers that may have
experienced poorer quality oranges, which may impact perceptions and expectations of oranges overall.

nielsen
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Market profile — summary findings, continued

Who are the heavy, medium and light orange purchasers?

 In order to obtain a better understanding of the orange market and who best to target for the future, orange buyers

were segmented into three categories of heavy, medium, and light buyers. Detailed below is a profile of each.
Heavy
15.8%

« Heavy orange buyers (purchase oranges 12 times per year or more)

— They represent 15.8% of buyers and account for 55.3% of value

— They are: those over 35 years old without children at home and Senior Couples 3'-;%':;
« Medium orange buyers (purchase oranges 3-11 times per year)

— They represent 46.3% of buyers and account for 37.7% of value

They are families with children aged 6-17 years old
This segment is performing under its potential given the number of people in the household

. orange buyers (purchase oranges 1-2 times per year) Medium

46.3%

They represent 37.9% of buyers and account for only 7% of value
They are not defined by any demographic profile and as such, are widely represented in the population

What else do heavy, medium and light orange purchasers buy?

» Overall, oranges are the sixth most popular fruit purchased (6.1% of value), which is substantially lower than the
most popular fruits of bananas (19.8%), apples (16.1%), and stone fruit (10.8%).

« Amongst heavy orange buyers, oranges are displacing apples and bananas - the more common staples for other
groups.

nielsen
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Household penetration and average spend on oranges could be
performing better when compared with other popular fruit options like
bananas and apples, and citrus generally

. . What are the key consumer drivers of sales? - Brand Health - Value
Australian market by fruit ALL SHOPPERS - AUS - MAT TO 04/09/2010 - BASED ON VALUE ($000'S)/1000

categories

150

934 995 94F 947

] . . 91.4 919
100 79g H27 850 789
0.4
a0+
0- *
TOTAL FRUIT TOTAL FRUIT BAMANAS  TOTAL FRUIT APPLES §TOTAL FRUIT CITRUSI TOTAL FRUIT MELONS TOTAL EEE:I STONE TOTAL ORANGES TOTAL FRUIT GRAPES  TOTAL FRUIT PEARS T%FSPI_ICFELUS”
B PEMETRATION YA ® PENETRATION
(2009) (2010)

300

200+

100
14 330 344
317 174 189 gp 191 310 269 165 17.0 182 145
. N O e s W Y s o B O e v e s
TOTAL FRUIT TOTAL FRUIT BAMANAS  TOTAL FRUIT APPLES BTOTAL FRUIT CITRUSY TOTAL FRUIT MELONS TOTAL EEEH STONE TOTAL ORAMNGES TOTAL FRUIT GRAPES  TOTAL FRUIT PEARS T'I?R;B&PLICFELUS”

B AWOR (5) YA B AWOP (5)

(2009)  (2010)

Source : ACNielsen Homescan Australia

Penetration YA = Penetration Year Ago (% of households purchased in last year)

lliels ell AWOP = Average Weight of Purchase (i.e. avg. household spend per year)

*Note: Change in orange penetration from 09 to ’10 is due to changes in database

e e e a e aaaa collection process and is not an actual increase in household penetration
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There is an opportunity to increase household penetration oranges
in Victoria and South Australia, in particular

Australian vs. state What are the key consumer drivers of sales? - Brand Health - Value
markets for oranges only Source: Nielsen Homescan | For Period MAT To 04/09/2010 | Based on AUS Total Fruit | NAT AUS

Penetration - Oranges

100

69.2% 69.3% 71.3% 68.5% 63.4% 69.2%

50
% Buying
HHs
IE T
NAT AUS QLD NSW vIC SAINC NT WA
$AWOP - Oranges

30+

$21.15

- $19.01 $19.00 $19.40 $18.15 $19.00

NAT AUS QLD NSW VIC SAINC NT WA

Source: Nielsen | Homescan Australia Issue# 438617

= 1 Penetration YA = Penetration Year Ago
l]le Serl AWOP = Average Weight of Purchase (i.e. avg. household spend)
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Orange buyers in Victoria seem to lag behind other states in how often
they purchase oranges and how much they spend on each occasion

What are the key consumer drivers of sales? - Brand Health - Value
Source: Nielsen Homescan | For Period MAT To 04/09/2010 | Based on AUS Total Fruit | NAT AUS

$AWOP . Oranges

$19.01 $19.00 $19.40 $18.15 $19.00 $21.15

$ AWOP NAT AUS QLD NSW VIC SA INCNT WA

M ME Occasions Per Buyer

Per Buyer NAT AUS QLD NSW VIC SAINC NT WA

L R L R = L =]

$ Per Occasion

o Wl W o N |

NAT AUS QLD NSW VIC SA INC NT WA

Source: Nielsen | Homescan Australia Issue# 438617

I

Value per
Occasion

AWOP = Average Weight of Purchase (i.e. avg. household spend)
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Supermarkets appear to be underperforming in sales of oranges
compared with non Supermarkets (e.g. Green Grocers and
convenience stores)

Retailer S SOT %

100%
80% - O Non Supermarkets
8 A/O Supermarkets
o/ _
60% W IGA
40% - O ALDI
B Woolowrth's
20% - B Coles Group
0%

Oranges Oranges

Oranges

SA INC NT

SOT = Share of Trade

lliels ell A/O = All Other supermarkets

Non Supermarkets, for example Farmer Jacks, Franklins, Spar, Food for Less, Foodworks, Costco (not extensive list)
Copyright © 2011 The Nielsen Company. Confidential and proprietary.




The best strategy is to target the medium orange buyers — driving
frequency of purchase

Oranges Heavy, Medium, Light Definitions | Based on Raw Occasions
For Period 52 w/e 04/09/2010 | Relative to Total Oranges| Tl Australia

7.0 » Whilst heavy buyers represent a small proportion of
buyers, they account for over half of all sales and are
therefore a very valuable market.

» Converting medium buyers to heavy buyers is the
best strategy for a number of reasons:

37.9

—Light buyers only offer 7% of value and converting
them to medium buyers does not offer the same
return in value compared with converting medium
buyers (the leverage in terms of value per
purchaser is higher for medium buyers).

—Light buyers are not defined by any demographic
group and are therefore harder to target than
medium buyers who are largely defined as family
groups.

—It is easier to increase frequency of purchase of
oranges than value.

% Buyers % Value - Given the lower value the light buyers offer, this

B Heavy M Medium = Light segment is not the best market to target.

= 1 Heavy orange buyers = purchase 12+ times per year
llle Sell Medium orange buyers = purchase 3-11 times per year
D R R Light orange buyers = purchase 1-2 times per year
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Nearly a third of households are medium orange buyers and moving
them to heavy buyers will create a significantly higher average
spend

What are the key consumer drivers of sales? - Brand Health - Value
Source: Nielsen Homescan | For Period MAT To 04/09/2010 | Based on AUS Total Fruit | NAT AUS

Penetration - Oranges
100

) 69.3%
504
Buying 0 m B a -

AUS-Oranges AUS-Light Orange Buyers AUS-Medium Orange Buyer AUS-Heavy Orange Buyers

$AWOP - Oranges

501 $68.05

B0+

404

$19.47

i T

AUS-Oranges AUS-Light Orange Buyers AUS-Medium Orange Buyer | AUS-Heavy Orange Buyers

20

Source: Nielsen | Homescan Australia Issue# 438617
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Value per occasion is similar across light and medium buyers, whilst
heavy buyers spend approx 50c extra per occasion

What are the key consumer drivers of sales? - Brand Health - Value
Source: Nielsen Homescan | For Period MAT To 04/09/2010 | Based on AUS Total Fruit | NAT AUS

$AWOP - Oranges

i $68.05

40 1947

E : 3302 S i — l
0 T T T

AUS-Oranges AUS-Light Orange Buyers AUS-Medium Orange Buyer AUS-Heavy Orange Buyers

$ AWOP

M l@ Occasions Per Buyer
@ 20.8
_ 6.4 5.6
Occasions 14 S s

Per Buyer AUS-Oranges AUS-Light Orange Buyers AUS-Medium Orange Buyer AUS-Heavy Orange Buyers

$ Per Occasion

>’ $3.03 $2.55 $2.83 $3.27
Value per o s

Occasion AUS-Oranges AUS-Light Orange Buyers AUS-Medium Orange Buyer AUS-Heavy Orange Buyers

Source: Nielsen | Homescan Australia Issue# 438617
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Heavy

Heavy orange buyers are skewed to older age groups

AUS-Heavy Orange Buyers
For Period 52 w/e 04/09/2010 Tl Australia

foral Fanel _68.u
Srareup Families ’ _lﬂ.?I

Small Scale Families

E Senior Couples
W Established Couples

Bustling Families 62.6

O Independent Singles

B voung Transitional ‘Young Transitional

tndependsntsingles T _583

O Bustling Families

O small Scale Familias

B start-up Families

Established Couples

sentor couples ) _3.8 I

B Demographic Penstration O AWoP (%)

Demographic Distribution | Demographic Distribution |
Based on Buyers Based on Value

nielsen

Copyright © 2011 The Nielsen Company. Confidential and proprietary.




Medium

Families are slightly over-represented amongst medium buyers compared
with the national population, but their value is higher given number of
mouths in the household (based on value contribution). Senior couples

are also significant players as medium orange buyers
AUS-Medium Orange Buyer

For Period 52 w/e 04/09/2010 Tl Australia

Total Panel

[y
[l

I I .

Start-up Families

b
Iy
n

Small Scale Families 17.2

E senior Couples
B Established Couples

Bustling Families 17.3

O Independent Singles

B Young Transitional ‘Young Transitional

ey
[l
]

=

0

in

[
o
i
=
o b
)

O Bustling Families

O small scalz Families

B start-up Families IndependentSingles

=
@

Established Couplas

38.6

Senior Couples

0 a3 10 13 20 23 30 ¥ 40 43 0 25 3 T7A 10 125 15 175 20
Demographic Distribution | Demographic Distribution |

Based on Buyers Based on Value B Demagraphic Penetration O AWOP )
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Light buyers can be found in all household types

AUS-Light Orange Buyers
For Period 52 w/e 04/09/2010 Tl Australia

Total Panel

W
o

Start-up Families 4.1

Small Scale Families 3.6

E senior Couples
B Established Couples

Bustling Families

O Independent Singles
B Young Transitional Young Transitional
O Bustling Families

O small scalz Families

B start-up Families IndependentSingles

18.1

Established Couplas

Senior Couples

w
«

330 1 2 3 4 a
Demographic Distribution | Demographic Distribution | ) )
Based on Buyers Based on Value B Demagraphic Penetration O AWOP )
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Amongst heavy orange buyers, oranges and citrus in general
displace other popular fruits like bananas and apples

Share of Repertoire (Value)
For Period 52 w/e 04/09/2010 AUSTRALIA | Based on Total Fresh Fruit

100%

0%

0% O Other Fruits

O Prepared Fruits

0% 4 _ E Mangoes

O Aavocadoes

s0 ~ HE Melons
O Berries
0% - OTropicals

W Stone Fruits

0% 4 . W Pears
O Grapes
30% 4 - O Apples
O Bananas

0% 4 ~ O Other Citrus

B Oranges

0% =+ . T
AUS-Fresh Fruit AllS-Oranges AUS-Light Orange Buyers AUS-Medium Orange Buyer AllS-Heawy Orange Buyers
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What we’ve learnt so far

» This Homescan research has provided an introduction into the Australian fruit market and how consumers shop
within the marketplace.

» This research methodology has demonstrated shoppers behaviour and in particular:
— That sales of oranges are not as high as they could be, compared with the sales of bananas and apples
— There is lower household penetration in Victoria and South Australia/ Northern Territory, and

— The market can be divided into heavy, medium and light orange buyers, with senior couples defining the heavy
purchasers and families defining the medium buyers.

 Itis suggested that the best strategy is to increase the frequency of purchases amongst the medium or family
buyers.

« The remainder of the report examines the attitudes and perceptions of fruit shoppers to further explore and
understand the orange market in the eye’s of the consumer.

nielsen

Copyright © 2011 The Nielsen Company. Confidential and proprietary.




Research Findings

o Attitudes towards oranges
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Attitudes towards oranges — summary findings

What do shoppers think of oranges?

« Shoppers don’t really ‘think’ about oranges as it is a low involvement fruit. Shoppers believe that ‘an orange is an
orange’.

« They don’t know a lot about oranges and purchase is to some degree out of habit. Oranges may be top-of-mind for
many but there is also low awareness of orange varieties, brands and growing regions.

« The main varieties shoppers are aware of are Navels and Valencia’s but there is still limited understanding of what
differentiates these. Navel buyers appear more loyal to their variety than Valencia buyers who are higher switchers
(to other varieties).

» Most assume that the oranges in supermarkets are Australian and they take some reassurance through stickers or
country-of-origin information at the shelf. However, there is little knowledge and consensus regarding orange
growing regions within Australia.

« About 4 in 5 shoppers are not able to identify when the best tasting oranges are in season.

How do shoppers buy oranges?

» Shoppers are not particularly discerning when it comes to oranges, as they are uncertain how to differentiate
varieties in the store. They are also not overly familiar or confident with any concrete cues for freshness or
sweetness. This lack of understanding indicates that consumers’ perceptions of oranges are that it's a fairly bland
choice and therefore they lack imagination when shopping for them.

» There tends to be a fair bit of impulse around the category when compared to other staples like bread and milk.
Shoppers plan as far as ‘fruit’ or ‘oranges’ but will wait till they get to store to see what is on special, at a good price,
looks the freshest or is in season, making in-store factors like display and activation very important.

“With apples | can tell a Fuji from a Red delicious and | have an expectation of how they are different”

“With potatoes they even tell you on some of the packs now that certain types are better for boiling or mashing
and others are better for roasting.... | don’t know if some oranges are better for juicing or eating”

nielsen
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Attitudes towards oranges — summary findings, continued

Why do shoppers purchase oranges?

« Oranges are bought to provide the household with a healthy snack alternative and kept as a staple within the
household fruit bowl.

« They are not necessarily a favourite within the household (unlike bananas, mangoes and strawberries) but provide a
healthy and refreshing alternative.

» Mothers purchase oranges to feel they are providing the household with healthy options and the fruit bowl plays a
key role in providing a choice and variety when snacks are wanted.

» This does not mean that mothers will only purchase oranges as a snacking option. Both the purchaser and the
consumer need to prefer oranges in order to warrant their purchase.

« Oranges are eaten as a snack with breakfast, after dinner, and sometimes are taken to work to eat after lunch each
day.

What are the benefits of eating oranges?

« Orange are seen as fresh, juicy, sweet and healthy. Oranges offer the following health benefits to shoppers:
— They add more fibre into consumers’ diet, women in particular tend to look for as they age
— They are easy to digest and aid with digestion so they don’t leave you feeling bloated

They provide anti-oxidants which is particularly appealing to older women
They generate positive feelings towards ageing and wellbeing by complimenting the desire for healthy living.

« Apart from these health benefits, oranges are also considered a kitchen staple with a sporty connotation and they
also stay fresh for longer.

nielsen
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Attitudes towards oranges — summary findings, continued

What are the limitations of oranges?
« Oranges are seen as messy and difficult to eat, because of this they require preparation to eat and hands need to be
washed afterwards.

« This means oranges are usually consumed in-home rather than out-of-home (despite being seen as more portable
that other fruit).

« They are also not as exciting or exclusive as other fruit like mangoes, strawberries and watermelon. This is
particularly due to the fact that they are available all year-round and therefore lack the excitement that other more
seasonal fruit has to offer.

« Overall these limitations are minimal and don’t necessarily prevent purchases for most shoppers. Encouragingly,
there are no overbearing gripes or negatives towards oranges which will be hard to change in consumer’s minds.

What do oranges have that other fruit don’t?

» Oranges are a household staple that require some form of preparation before eating. Their point of differentiation is
that it stays fresh for longer and is considered a sporty fruit.

 ltis also viewed as a kitchen staple along with apples and bananas.

» Oranges’ key competitors, apples and bananas, are seen as more functional and easy to eat. More specifically,
they are great for cooking, have many uses, great for kids and have varieties that are instantly recognisable.

» Mandarins also appear to be competing within the orange and banana space (on these dimensions).
» Oranges are not seen as exclusive or hard to find which often drives excitement for purchase.

nielsen
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Apples and bananas are top-of-mind for most which reflects the
higher household purchase behaviour

» Oranges are more ‘top-of-mind’ than Mandarins despite being easier to eat.

Apples | - watermeion [N >°
arares | - pineappic [N '°
Oranges _53 Kiwi fruit - 18

Nectarines |GG cherries || 2

Mango _43 Limes .6

Strawberries _36 Blueberries - 17
Grapes _ 38 Avocados . 6
Pears _24 Rockmelon - 16
Apricos - - u ;E\Oiglo_o t))ought fruitin past 7 days S . .
Peaches [ GG --

Lemons - 12

: Mandarins 7 :

lliels el,] Q7. Which types of fruit do you remember seeing in store when you were shopping for fruit? [Coded open ended question]

Note: Responses <7% not shown. See Appendix for full list of fruit recalled
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Navels and Valencia’'s are the main orange varieties that shoppers
are aware of however they are not top-of-mind for most

» Navels are more top-of-mind for senior couples than families most likely because they are frequent orange buyers.

» Those living in a household with 2 adults where the oldest is at least 35+ years are more likely to be aware of Navels
(73% unprompted) than those living in a family household (57%). Again, this may be because they are frequent
orange buyers and are more familiar with Navels.

o1 84 B TOM Prompted Total awareness
28

40 O
63 61

44

Q10. What variety of oranges are you aware of? (coded) / Q11. Which of the following orange varieties are you aware of?

lllels 61] Base: Those who bought fruit in the past 7 days
TOM = Topofmind / (n/s)= Not Specified i.e. no region or area was specified

NET = Combination of ‘Navel (n/s)’, ‘Navel Australia’, and ‘Navel other areas’
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While oranges may be top-of-mind, most are not familiar with the
growing regions. There is an opportunity to increase awareness of
the South Australia and Riverland brands

« Just over 1 in 4 fruit shoppers cannot recall which Australian regions oranges grow.

mildura [ 13

Murray River I 3

South Australia . 6

Riverina - 12

North Victoria | 1

Riverland [JJJj 8

nielsen

Awareness of orange growing regions

Northern area | 1
Western Australia I 3
South/South coast I 3
Sunraysia |2

South of New South Wales | 1

W Total - bought fruit FRastern Australia/East coast | 1

past 7 days (n=600)
Others . 10

Don't know - 27

Q42. In which areas/regions in Australia do oranges mainly grow? [Coded open ended question]
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There is a lot of confusion around the Navel vs. Valencia season

7 in 10 fruit shoppers are not aware that the When are the best tasting oranges in season?

best tasting oranges (Navels) are in season in
winter. I -

- Heavy orange buyers i.e. those who purchase Summer 45

oranges fortnightly or more often are more likely _ 43

to say the best tasting oranges are in season in

summer (42% than medium buyers, 23%). _ 30

* Medium buyers i.e. those who purchase Winter 20 W Total - bought fruit in past
oranges 1-3 times a month are more likely to _ 23 7 days (n=600)
say the best tasting oranges are in season in
winter (41% than heavy buyers, 26%). - 14 Bought Navel (n=212)
« Other sub-group analysis revealed some minor All
. o . year round 17
differences but there is still an opportunity to - 18
increase awareness and understanding of the
Navel season. B Bought Valencia (n=82)
I -
AN OE NITRALINECTEDS Don't know 18
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
VALENCIA ® ® ® © e e e -17
NAVEL O e ® ® @ @ O
w0 Ceeeeec I
LEMON ® ® ® OO NET: Not Winter 80

< Q41. When are the best tasting oranges in season?
llle SCI] NET: Not Winter = Combination of ‘Summer’, ‘All year round’, and ‘Don’t know’
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Oranges are always available and in-season so they lack the
excitement that other fruit offers

« Consumers view the overall fruit market on the dimensions of availability of fruit and seasonality.

« Within this, oranges are seen as always available and in-season and therefore lack the excitement that other more
seasonal/ periodically available fruit offer like mangoes and strawberries.

* Always available *Highly seasonal
*Ever present / no * Availability creates

sense of urgency excitement and urgency
*Sensible and reliable *Fun and different

Qualitative research

nielsen
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Oranges are a sporty fruit, stay fresh for longer, and are considered a

Kitchen staple

« Oranges are not
seen as exclusive or
hard to find.

» Bananas are great
for cooking, and
similarly with apples,
have varieties that
are instantly
recognisable, great
for kids, and have
many uses.

» Mandarins seem to
be competing more
directly with apples
and bananas than
oranges.

Easy to eat/ functionality

° Exclusive/hard to find

nielsen

= Plum
o
o Easytn ot Portable
= Nectarines ® Pears
= Peaches
P. jonfruit™ | .-.-""...........“"'-0..
assionfru
Egsy to prepare Great for cooking
KiwiFruit  Healthy “Hancar .
. s * Bananas ., .
EXCItlng Strawberrle? o Varieties that are instantly recognisable % Staple 2‘;'2;
> Great forkids K e
s Fxeiting ".. " Rockmelon Has many uses = Apples
v Mangoe g . o Brightand colourful Teeel,, RTETILA
%o ... ._..-" Invokes fond childhood memorleé'"":::'............................,._
o* ] °  Akitchen staple.:-
. Plneapple" Refreshing : ot . K
.., " Watermelon..- o oeel e’

LY
%o, [
o®
®0000000°

Require pfeparation

., ° Asporty frwt‘

.-"."

.
.
. o
o,
e,
.

Axis 221.2%
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Navel oranges must be ‘exciting’ and offer ‘convenience’ to become a

favourite household fruit

« A driver analysis reveals that the elements of exciting and convenience are most important to shoppers when

deciding what their favourite fruit is.

» ‘Exciting’ is a key aspect to aim for as it drives consumers preference and loyalty.

Exciting
o

* Exciting

*Fun

* Invokes fond childhood memories
* Exclusive

* Great for cooking

* Has many uses

* Varieties that are instantly
recognisable

- Convenience

43%

* Great for kids * Bright & colourful
* Healthy * Portable

» Easy to eat * Refreshing

* Easy to prepare

Staple J
L 4%

* A sporty fruit
* A kitchen staple
- Stays fresh longer

nielsen
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Oranges are the only fruit with above average portability and below

average ease of eating. Providing easy to eat solutions will allow
oranges to be more competitive

Bananas
| N
4 O
Strawberries Apples
17
Mandarins
| P8R tarines Pears
B = W
P Peaches
S |1 | | . 1 | | | T
> Watermelon Kiwi Fruit
© Oranges
. Roclaelon . . H i
L Passionfruit
N H
Mango 1
[
Pineapple
Lemons 7]
H

Portable

nielsen
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Encouragingly, Navel shoppers appear more loyal than Valencia buyers
but a third of Navel buyers would still switch to another variety if
unavailable

Reaction when out of stock

7)

Buy a different variety
of orange

I 15
Buy it on the next trip
13

Buy another type of _1 },7
fruit altogether PR 15

&)

24
I 13
Go to another store s 14
14
I 10
Forget about it -‘_)7 13
B Total - bought oranges in past 7 days
Buy a different variety . % (n=338)
of citrus —_—3 Navel (n=212)
Buy orange juice I B Valencia (n=82)
instead -13
' Other (n=60)
Other " 1

2

< 1 Q29. What would you usually do if the oranges that you bought on that occasion weren't available? Would you be
llle SCI] more likely to...

--------- Base: Those who bought oranges P7D
Copyright © 2011 The Nielsen Company. Confidential and proprietary.



Oranges are most commonly eaten as snacks for the household and
used to stock the fruit bowl

« Those that live in a family household with kids are more likely to purchase oranges to stack the fruit bowl and for
juicing.

| bought them for snacks (to eat between _ 39

breakfast, lunch and dinner)

I bought them mainly just to stock the fruit bowl _33

| bought them specifically for my lunches - 13

| bought them mainly for that night's - 12
dinner/dessert/supper (same night as the shopping

I bought them specifically for juicing - 12

| bought them for a particular night's - 10
dinner/dessert/supper (not the same night as the

| bought them for breakfast - 8 B Total - bought fruit in past 7

days (n=338)
I bought them specifically for the kids lunches . 7

| bought them specifically for my partners lunches . 7

Others I 2

< 1 Q23a. From the list below, please choose the statement/s which best describe the occasion/s you bought oranges
llle Sell for on this most recent occasion?
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Oranges are a fruit for the whole household — the fruit bowl plays a
key role in providing fresh and healthy eating options

Who bought oranges for
whole household
B

| bought them mainly
for myself

| bought them mainly . 9
for my spouse/partner

| bought them mainly . 7
for the kids
B Total - bought fruit in past 7

| bought them mainly days (n=338)
to entertain guests or I 4
friends

someone else inthe § 2

I bought them for I
household

< Q22a. Which of the following best describes who you bought oranges for?
niclsen
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Research Findings

* Drivers of purchase

nielsen




Drivers of purchase — summary findings

What are shoppers looking for in an orange?

« Being on special or cheaper than other fruit is the most important element that shoppers look for when buying
oranges.

« Other important aspects involve assessing the individual characteristics of the orange such as the firmness, colour,
seasonality, smell and variety. These elements indicate the level of freshness of the orange.

« The orange must not be too soft or wrinkly (as this suggest an old and bitter taste) and the colour must be bright and
vibrant.

« Interestingly, all these element are more important to shoppers when shopping oranges in-store (as opposed to at
home).

What are the triggers for purchase?
« Overall, the drivers for purchase relate to the attributes of oranges, consumer preference and habit.

« More specifically, the oranges need to look fresh in-store and fresher than other alternatives when buying an orange.

« While they are not a favourite fruit, shoppers do prefer them and purchase them because they know that others in
the household prefer them too.

« Having a constantly ‘healthy’ (i.e. full and colourful) fruit bowl plays a role in driving the habitual purchase of oranges.

What are the barriers for purchase?

« The primary barriers to purchasing oranges are price and the fact that there are other more attractive fruits available
which potentially offer more excitement than oranges.

« Shoppers, through their overseas travels, have been exposed to new and different fruits which create more exciting
and exotic alternatives to the humble orange.

« Despite these barriers, there is nothing overly negative in consumers’ perception of oranges that push people away.
— its just that the selection and choice is so great, oranges are lost in the mix.

nielsen
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Being on special/cheaper than other fruit is the most important factor that
consumers look for when shopping oranges

Important factors when shopping for oranges

« Other important aspects can be Being on special or cheaper
defined by the characteristics of the relative to other fruit
orange such as the firmness, colour,

seasonality, smell and variety. Firmness

« Organic oranges are less important to

The colour
orange shoppers.
* Heavy orange buyers i.e. those who Seasonality
purchase oranges fortnightly or more

often are more likely to state that the The smell
variety of orange (65%) and the

region (49%) is important than orange The variety of orange (Valencia vs.
buyers on average (59% and 42%, Navel)
respectively). They are also less P

likely to state that being on special/ Skinthickness
the price relative to other fruits is
important (67%) than those on

average (71%). The pack type (loose vs. pre- A1, W Valencia (n=82)
- - —
« Medium buyers are more likely to packed) 3

state seasonality is important (64%)
than heavy buyers (59%).

Shininess of skin Navel (n=212)

50 M Total - Those who usually
buy oranges (n=594)

The brand/region

Organic

Q39. Listed below are some factors that other people have said are important to them when shopping for oranges on their last occasion. Please

lllels 61] click and drag the one factor that is most important to you when purchasing oranges and place the least important factor at the bottom. This does
Cooaoo0o oo not necessarily mean it is not important, just that it is the least important.
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In-store presence is key to making a sale

nielsen

Total - bought fruit in past 7 days (n=600)

At home In store
The price (on special or relative to other fruit) 6% 85%
Firmness 8% 82%
The colour 7% 81%
Seasonality 19% 63%
The smell 7% 82%
The variety of orange (Valencia vs. Navel) 32% 56%
Skin thickness 7% 76%
Shininess of skin 3% 83%
The pack type (loose vs. pre-packed) 38% 55%
The brand/region 16% 61%
Organic 18% 59%

Q40a. Below are the factors you said were important to you when shopping for oranges on the occasion that you
did. Could you please indicate for each if it was decided/considered at home or in the store?

Copyright © 2011 The Nielsen Company. Confidential and proprietary.




Once purchased, product quality, preference, or habit are used to

validate the purchase

Triggers for purchase by netted features

| bought them because | liked the
brand or region where they are from
| bought them because they looked

| bought them because of the health benefits
| bought them because they were in season

Product 51

fresh (fresher than other options) | bought them because they came pre-packed

| got them because | prefer them

| got them because my kids prefer them

| got them because my spouse/partner prefers them
Allergy/dietary requirement

Stocking up

| ran out at home

| bought because they were on promotion/special

| realised | needed some for a recipe

| realised | needed some for entertaining/a special occasion

I'd seen them advertised recently
Advertised in a retailer catalogue/feature
Signage, graphics poster caught my attention

nielsen

The fruit | really wanted wasn't available so | got them instead Range I 3

Preference 48

Habit
Price - 12
Occasion - 11
B Total - bought fruit in past 7

days (n=338)

Advertising - 7

Q20a. Why did you buy the oranges that you bought on that occasion?
See Appendix for Triggers for purchase by individual feature
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There are no overwhelmingly negative aspects of oranges to
overcome

Barriers to purchase

| don't usually buy oranges | IEEGg@H 33
I didn't need them |G 2°

All the prices were too high in that store | 11

| realised I still had enough at home |l ©

I did not like the way the oranges looked in this o
store/ looked old/ not appealing B & " Ig:]asli d;ri)slznvzgobilydgrtbuy

| bought something else instead [l 7 oranges last visit (n=107)

| knew they weren't on special [l 6

|forgot Il 5

Not in season/buy seasonal fruit (imported, not W5
good quality)
Prefer juice ] 4

Don't eat (many) oranges (incl allergies) [} 4

| never buy oranges [l 3

| planned to buy them elsewhere |l 3

e oranges | wanted weren't available in the store i3
atall
Q12. You didn't shop for, consider, plan to buy or buy any oranges on the last occasion, why is that?

[ ]
niclsen
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The main barriers to overcome to win new trialists are to make oranges
more attractive than other fruits and provide solutions to make oranges
less messy and easier to eat

Why don't you usually buy oranges?
(of those who don’t usually buy oranges)

There are other more
attractive fruits available

They are too messy

My children/household don't
like them

They are too difficult to peel

and eat 15 B Total - Those who don’t

usually/never by oranges
(n=43%)

| don't like the taste

i I

Oranges are boring 3

Q13. Why don't you usually buy oranges?

lliels 61] Note: *Small sample size. Caution when interpreting results
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Competitive pricing is a key factor in converting intentions into sales

Reasons for lost sale and opportunity (netted)

They weren't on special

All the prices were too high in that store Price
| was just checking prices
| realised | still had enough at home
| didn't need them
Not needed/Forgot
| forgot
| don't usually buy oranges
| just did not find any oranges | was interested in .
ol i — Couldn't find/Out of
couldn't find the oranges | wante stock
The oranges | wanted weren't available in the store at all
| bought something else instead Category/Store
| planned to buy them elsewhere Leakage

| found it too hard or unpleasant to shop for oranges in this
store
| did not like the way the oranges are arranged in this store

34b. You visited and considered buying oranges but didn't
end up buying them, why not?

See Appendix for reason for lost opportunity by individual
features

nielsen °

Shelf/Display

31

B Total - Those who
considered and didn’t buy
oranges and those that
planned to buy but didn't
(n=155)

3

Q34a. You planned to buy oranges before you entered the store on that occasion but
didn't, why not?
See Appendix for reason for lost sale by individual features
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Research Findings

« Specials in-store

nielsen




In-store specials— summary findings

« Offering competitive pricing and specials to orange shoppers is an important tool to drive sales as 1 in 5 orange
buyers bought on special.

« In addition, about three quarters of those who bought on special state that the competitive price had a role to play in
their decision to buy oranges.

« Only 2 in 5 Navel buyers knew they were on special before entering the store. Most found out about the competitive
price through in-store displays and tickets. This suggests that there is potential to increase sales by further
promoting Navel oranges outside the store.

« Consumers are heavily influenced by the layout within stores as prominent displays indicate an abundance of ‘in
season’ fruit which suggests a sense of urgency to ‘buy now’ while it is at its best.

« Shoppers also notice price variations across the year which highlights the variation in the season that they should
consider.

« Shoppers do not associate oranges with strong ‘calls to action’ within the supermarket and more must be done to
heighten the urgency to buy at key periods in the year.

nielsen
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Specials drive sales for about a quarter of Navel shoppers despite
being at the end of the Navel season

« There are no differences in the prevalence of oranges on special between stores or markets (cities).

« Of those who bought Navels on special, nearly 2 in 5 knew they were on special before entering the store. This can
be compared with a third of orange buyers in general.

 Itis feasible to increase awareness of specials in order to further drive sales.

Thinking about the oranges that you bought, were any of them on special (e.g. price discount /
multibuys / competition)?

31

Don't know 32

® No
34
M Yes 18 18 15 19 13
Total - Valencia Navel Other (n=60) Coles  Woolworths/  Green Fresh
bought (n=82) (n=212) (n=150) Safeway Grocer Markets
oranges in (n=96) (n=66) (n=26%)
past 7 days
(n=338)

Q24. Thinking about the oranges that you bought, were any of them on special (e.g. price discount / multibuys / competition)?

1]1618 61] ase: Those who bought oranges In the past 7 days
Q25. Did you know they were on special before going to the store? Base: Those who bought Navels on special (n=52) . Those who bought

I I N I S oranges on special (n=69). *Caution when interpreting small sample sizes. Results are indicative only.
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Specials have a role to play in driving short term sales

« Buying on special has a role to play for just over three quarter of those who bought oranges on special.

Proportion who state orange . -
bought was on special Specials effect your decision to buy oranges?

Yes / One of the reasons

18% why | bought it 49

Don't know
32%

The main reason why
I bought it

It was not a reason
why | bought it

No
50%

B Total - Those who bought
oranges on special (n=69)

No / Don't know

= 1 . Thinking about the oranges that you bought, were any of them on special (e.g. price discount / multibuys / competition)?
llle Sell Q28. Did the special have any effect on your decision to buy? If so, was it.... ?
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In-store displays (and to a lesser degree special tickets) play a key
role in communicating sales to orange shoppers

How did you find out in the store that the oranges were
on special?

Saw a display

Saw a special ticket

In store
demonstration / 16 MW Total - Those not aware
promotion oranges would be on special

before going to store (n=51)

In-store catalogue 7

< Q27. How did you find out in the store that the oranges were on special?
niclsen
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Research Findings

» Level of planning and how decisions are made

nielsen




Level of planning and how decisions are made — summary findings

How are shoppers deciding when to buy oranges and what are they planning to buy?

« Most are planning to buy fruit although for about a quarter of shoppers, the decision to buy is made in-store
therefore in-store displays are important to drive orange sales.

« Most are going into the stores with little-to-no information as to exactly what orange variety they want (other than
Navel or Valencia) and will make a decision on these aspects when in the store.

« In addition, they are open to buying both loose and pre-packaged oranges before going into the store, but the
majority are walking away with loose oranges. Recall from Homescan that 17% of buyers are purchasing packaged
fruit. This suggests that consumers need a choice but are being turned away perhaps because of the lower
perceived quality oranges used for packaging.

» Loose is generally preferred over packaged because shoppers are not trusting of the quality of bulk packs (there is
likely to be one or two bad oranges in there). It is also easier to store loose oranges and large packs are too
cumbersome to carry home and store in pantries.

« There is also a degree of uncertainty when buying oranges and by just buying a few at a time, shoppers can be
assured of the taste and sweetness.

nielsen
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Of all orange shoppers, one in five consider oranges but do not make a
purchase. One in ten plan and do not purchase

Fruit Shop Planning Orange Planning

Q9a,b,c: Fruit shopped or planned or bought?
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1 in 4 decided to shop for oranges when in the store, making
presentation and displays very important in driving purchases of oranges

» Shopping for fruit is more spontaneous than shopping for milk and bread — there is more excitement variety in choice.

» Melbourne fruit shoppers are more likely to decide to buy fruit when in the store (28%) than Sydney fruit shoppers
(11%). This suggests that Melbourne shoppers can be persuaded more when in the store.

Planned vs. spontaneous fruit shop

14
23

| decided to shop
for fruit when | was
in the store

29

B | planned to shop
for fruit before
entering the store

NORMS Total - Those who Bread (Shopper Milk (Shopper Modality)
shopped for fruitata  Modality 2008) [NORM] [NORM]
supermarket (n=434)

1 1 Q8. And was the fruit shopping in <INSERT FR OM Q6> on this last occasion planned or was it decided on the
llle Sell spur of the moment?

D R R Base: Those who shopped for fruit at a supermarket
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Providing in-store information about the Riverland brand and its
benefits over competing brands/varieties is key to driving sales

« This is particularly important in driving sales amongst family households which are more likely to make the decision
on what to buy at the shelf (57%) than senior couple households (33%).

» Senior couples are more certain in what variety (48%) and how many oranges they want (21%) than families (26%
and 6%, respectively).

« Ofthe 1in 10 that knew what brand/ region they wanted, most confirmed they wanted Navel or Australian oranges in

general.
How made decision on what to purchase

I knew | only wanted
oranges and then made all
decisions at the shelf

50

| knew what variety | wanted

(Valencia vs. Navel) 33

| knew exactly how many |
wanted

B Total - Those who planned to

I knew what pack type | purchase oranges (n=272)

wanted (pre-packed vs.
loose)

| knew what brand/region |
wanted (e.g. | wanted
brand x oranges)

Q30. You said you planned to buy oranges, please choose from the following statements those that describe how

lllels 61] you made your decision about what to purchase.

Base: Those who planned to purchase oranges
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Navel and to a lesser degree, Valencia are the main competitors in
the market

» Navel oranges are the main variety that orange shoppers plan to buy and potentially do buy.

Variety planned to buy Variety bought
Valencia - 22
Hamlin I 3
Pineapple |2
Pineapple I 2
Parson Brown | 1
Parson Brown I 1 B Total - bought
B Total - Those who knew the oranges in past7
variety of orange they days (n=338)

Salustiana I 1 wanted to purchase (n=88) Other

B

can't recall I 2 | can't recall

Q31. Which variety of orange did you plan to buy?

1’11618 el’] Base: Those who knew the variety of orange they wanted to purchase
Q18. Which variety of orange did you buy?
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Almost all are purchasing loose oranges rather than pre-packed

« Of those who planned to buy pre-packed, all of them bought pre-packed.

Packaging type planned to buy

B Total - Those who planned to buy pre-packed
oranges (n=41%)

92% bought loose

Loose oranges
8% bought pre-packed

Pre-packed and

100% bought pre-packed
sealed

Q32. Which packaging type did you plan to buy? [MA]

lliels 61] Base: Those who planned to buy pre-packed oranges

Q19. Which packaging type did you buy?
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Research Findings

« Consumer profile
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Most fruit shoppers are married

n=600 n=600
Melbourne 30% " Married 55%,
>
_CS Sydney 34% © In a partnership or de facto relationship 1%
(o)) n
thg Brisbane 15% © Divorced or separated 7%
Adelaide 9% S | Widowed 1%
0 At least 1 adult but the oldest is younger than 35 13%
Perth 12% young
5 [Men 47% Only 1 adult who is 35yrs or older 7%
§e)
c At least 2 adults, the oldest is 35-59 279
8 Women 53% 5 east 2 adults, the oldest is yrs Yo
[ At least 2 adults, the oldest is over 60yrs 15%
18 to 24 years 12% S
2 The oldest child is less than 6yrs 9%
25 to 34 years 22% o
% T The oldest child is between 6-11yrs 8%
<C |35to 45 years 26%
The oldest child is between 12-17yrs 21%
46 to 54 years 17%
y ° 1 9%
55+ 24%
o 2 35%
Coles 32% Q
o 8|3 21%
®© © |Woolworths/ Safeway 32% -
0 = 2 4 20%
5 .2 0
(% S Green Grocer 25% 5 12%
Fresh Market 1% 6+ 39

Q2. Which area do you live in? / Q44. What is your gender? / Q3. Please fill in your age / Q6. Thinking about

lllels 61] the most recent occasion you did the fruit shopping, which ONE of the following stores did you visit?
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More likely than not to be in paid employment and to be white collar workers

n=600
Working Full time 47%
é " Working Part time 17%
3 % Working on a Casual basis 3%
g' @ Currently seeking work 1%
= Not currently seeking work 4%
Managing the Home / Home duties 9%
Student 6%
Retired 12%
Blue Collar 1 - E.g. Trade persons and related workers - policeman, nurse, 89
8 technical officer, foreman, carpenter etc °
'("_B' ‘3 Blue Collar 2 - E.g: Drivers, Machine operators, Factory workers, Labourers, 49
% E Cleaners, Removalist, Truck driver etc. ¢
Q w
8 White Collar 1 -. E.g: Managerial, Senior Administration, Professional, 539
Associate-Professional-engineer, chemist etc. °
White Collar 2 - E.g: Clerical, sales, personal service workers - sales/ 359%
customer service, business owner, clerical etc. °
Under $40,000 14%
2 o | $40,001-60,000 8%
<
3 g $60,001-$80,000 11%
S
2 S | $80,001-$100,000 14%
$100,001- $120,000 12%

< 1 Q49. What is your current employment status? Are you... / Q50. And which of these best describes your current
llle Sell occupation? / Q51. Finally, which range below best describes the total annual income for your household?
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Just over 1 in 10 fruit shoppers buy oranges once a week or more often

Frequency of purchase

Once a week or more - 13

Fortnightly - 23

3 times a month l 5

Once a month _ 30 W Total - bought
fruitin past 7
days (n=594)
Once every 2 months . 7

Once every 3 months I 3

Less often - 18
(Net) Fortnightly or more often _ 37
(Net) 1-3 times a month _ 35

(Net) Once every 2 months or less often 28
oo this ]

1 Q43. How often do you purchase oranges?
niclsen
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Favourite fruit

Bananas - 21
Mango - 19
Strawberries - 12
Peaches - 8

Pineapple I3

Rockmelon I 2

W Total - bought fruit in past 7 days
Nectarines I 4 (n=600)

Watermelon . 6

Pears I 1

nielsen

Apples - 9

Oranges I 2

Plums |2

Passionfruit I 3

MMFmHIZ

None of the
2
above I

Q35. Which of these types of fruit is your favourite?
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Factors that are important when shopping for oranges

[e2]
»

The colour

Being on special or cheaper
relative to other fruit

» I
~ ~
—_—

Firmness

The variety of orange (Valencia vs.

[6)]
©

Navel)
Seasonality | ©
Skin thickness || GGG +°
The smol N

48 B Total - Those who usually buy
oranges (n=594)

Shininess of skin

The pack type (loose vs. pre-
packed)

N
w

The brand/region 42

30

Organic

Q39. Listed below are some factors that other people have said are important to them when shopping for oranges on their last occasion. Please

lllels 61] click and drag the one factor that is most important to you when purchasing oranges and place the least important factor at the bottom. This does
not necessarily mean it is not important, just that it is the least important.
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Unprompted recall of fruit

Grapefruit |2
Coconut |2
oo W
Raspberries I3
Dates |2
Cantaloupe |2

Pomegranate I 1

Tomatoes - 10 | (Totglo-o t))ought fruitin past 7 days
n:

Dragon Fruit 0

Melons . 7

Honeydew I 4
melon

Stone fruit |2

Lychees I 3

Vegetables not I3
fruits recalled

Berries |1

Star Fruit I 1
Nashi Pears 0
Jackfruit 0
Custard Apples 0

Guava 0

Q7. Which types of fruit do you remember seeing in store when you were shopping for fruit? [Coded open ended question]

nielsen
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Triggers for purchase by individual features

Triggers for purchase by individual features

Preference | got them because | prefer them _ 39 Occasion | realised | needed some for a recipe - 8
Habit | ran out at home _ 32 To try something new and different I 3
| bought them because they looked fresh (fresher _ . .
28 2
Product than other options) Preference Allergy/dietary requirement I
Habit Stocking up - 20 Advertising Advertised in a retailer catalogue/feature . 5
, | realised | needed some for entertaining/a special
Product | bought them because of the health benefits _ 23 Occasion occasion . S
Product | bought them because they were in season - 19 Advertising |'d seen them advertised recently I 3
Preference . . .
I got them because my spouse/partner prefers them - 17 Advertising Signage, graphics poster caught my attention I 2
Price : . Range The fruit | really wanted wasn't available so | got
12 3
| bought because they were on promotion/special - them instead I
. I made a mistake and grabbed the wrong one by
10 2
Preference | got them because my kids prefer them - accident I
Product| bought them because they came pre-packed [JJj 6 N Others ] 2
B Total - bought fruit in past 7 days
(n=338)

| bought them because | liked the brand or region
Product where they are from

- 10 Don't know I 2

Q20a. Why did you buy the oranges that you bought on that occasion?

nielsen
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Reasons for lost sale (netted)

Reasons for lost sale (netted)

They weren't on special

All the prices were too high in that store Price

| was just checking prices

| bought something else instead Category/Store

| planned to buy them elsewhere Leakage

| just did not find any oranges | was interested in . W Total - Those Who_pla'nned to

o e | . Couldn't find/Out of buy oranges but didn't
couldn't find the oranges | wante stock (n=50)

The oranges | wanted weren't available in the store at all

| realised | still had enough at home

| didn’t need them Not needed/Forgot

| forgot
| don't usually buy oranges

| found it too hard or unpleasant to shop for oranges in this
store Shelf/Display

| did not like the way the oranges are arranged in this store

3

l,lielsel,] Q34a. You planned to buy oranges before you entered the store on that occasion but didn't, why not?
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Reasons for lost sale (by individual)

Reasons for lost sale (by individual)
price All the prices were too high in that store | NN 28

Category/Store leakage | bought something else instead | N 21

Price They weren'ton special | 19

Couldn't find/Out of stockl just did not find any oranges | was interested -

in 16
Price | was just checking prices i} 9

Condition of orange (didn't look nice, old
stock) s

Not needed/Forgot | realised Istill had enough at home [l 7

Not needed/F t didn' 7
ot needed/Forgot |didnt need them - W Total - Those who planned to

buy oranges but didn't

Couldn't find/Out of stock | couldn't find the oranges Iwanted [l 5 (n=50)

Not needed/Forgot |forgot [Jj 5

The oranges | wanted weren't available in the B
Couldn’t find/Out of stock store at all

Not needed/Forgot | don't usually buy oranges [l 3

< Q34a. You planned to buy oranges before you entered the store on that occasion but didn't, why not?
llle SCI] Responses <3% not shown
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Reason for lost opportunity (netted)

Reasons for lost opportunity (netted)

They weren't on special )
All the prices were too high in that store Price
| was just checking prices

| realised | still had enough at home
| didn't need them

| forgot

| don't usually buy oranges

Not needed/Forgot

| just did not find any oranges | was interested in W Total - Those who

. Couldn't find/Out of considered oranges but
| couldn't find the oranges | wanted stock didn't buy (n=105)
The oranges | wanted weren't available in the store at all
| bought something else instead Category/Store
| planned to buy them elsewhere Leakage

| found it too hard or unpleasant to shop for oranges in this

store Shelf/Display

| did not like the way the oranges are arranged in this store

2

< Q34b. You visited and considered buying oranges but didn't end up buying them, why not?
niclsen
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Reasons for lost opportunity (by individual)

Reasons for lost opportunity (by individual)

Not needed/Forgot |didn't need them - 19

| just did not find any oranges | was interested
Couldn't find/Out of stock in - 18

Category/Store leakage | bought something else instead [N 17

Price All the prices were too high in that store [[|lll16

Not needed/Forgot | realised Istill had enough at home [ 15
price |was just checking prices ||l 14

price They weren't on special [l 13

7
Not needed/Forgot |forgot [l B Total - Those who
Couldn't find/Out of stock | couldn't find the oranges |wanted [ 3 considered oranges but
ouldn't find/Out of stoc g didn't buy (n=105)

The oranges | wanted weren't available in the 12
Couldn't find/Out of stock store at all

| did not like the way the oranges are I2
Shelf/Display  arranged in this store

Not needed/Forgot | don't usually buy oranges [ 2

< Q34b. You visited and considered buying oranges but didn't end up buying them, why not?
niclsen
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Day of week of shop for orange

Monday - 10
Tuesday -13
Wednesday -14
Thursday - 12

Frida B Total - planned, bought,
Y -12 considered oranges in

Saturday _ - past 7 days (n=493)
Sunday -11
Can't remember . S
weekday (codes 1-5) (NET) [ GG -2
Weekend (codes 6 or 7) (NET) _ 34

= Q14. On what day of the week was this shopping trip?
nielsen
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Time of day of shop for oranges

Early morning - 8am-10am - 13

Late morning - 10am-12noon _ 28
Early afternoon - 12noon-3pm -21
Late afternoon - 3pm-5pm - 13

Early evening - 5pm-7pm -16

B Total - planned, bought,
considered oranges in
past 7 days (n=493)

Late evening - 7pm-8.30pm . 5
After hours - After 8.30pm I 2

Can't remember | 1

Morning (codes 1 or 2) (NET) _42
Afternoon (codes 3 or 4) (NET) [ EGN 34

Evening (codes 5 or6) (NET) || 2

= Q15. What time of day did this shopping trip take place?
nielsen
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Shop experience

| knew what | wanted, and went
straight to where it was, and got
out as quickly as possible

| generally knew which parts of the
store had the items | wanted, and 37
just visited them

Iwent up and down all the aisles,
and picked up items | wanted as |
saw them

| took my time, and browsed all
parts of the store

considered oranges in

H Total - planned, bought,
6
I past 7 days (n=493)

lliels el,] Q16. Which of the following statements best describes the way you shopped <STORE FROM Q6> on that
occasion?
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Shopper missions

nielsen

9

Big routine shop _ 42
Specific . 4
Meal shop . 4

Event I 3

W Total - Those who
planned/bought/considere
d oranges P7D (n=493)

Just for fun / browsing I3
/ time out

Emergency shop I 3

Special I 1

Q17a. Which of the following best describes your initial intention for the type of trip you made on that occasion?
Base: Those who planned/bought/considered oranges P7D
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Store performance

Orange section of the store...

The store | went to has all the fruit | need

Products are well planned and layed out

Easier to locate the oranges | want

Has more choice and variety

| enjoyed shopping the orange section

Passing the orange section makes me want
to stop and shop

Layout is NOT confusing

nielsen

63

51

50

26

23

92

Performance compared with average

Coles Woolworths/ Safeway Green Grocer Fresh Markets
(n=255) (n=179) (n=116) n=50

Q38. On the same scale, could you please tell me how the oranges section of the <INSERT FROM Q6> you visited
rates on the following areas compared to other stores?
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Questionnaire

nielsen




nielsen

I A

SudyID JB66-AT Resp. ho.
rizreawzr Ho. Intervics Lengh
Mo, LF Llueres Heterence MNo.

Thank yru for agresing o paricipste i1 ths oy Your views ars mparzant oo aned yor answers will Be kaps

n the striciesi confidznoe.  Deperding on your answers. the survey will :ake about 13 minutes to complete

11 you wowid line b weve o privassy shalsmenl clok e, 1D you regquine aysisbanzs ol any Line duing B suwey o

would ke to contactus, please click on tha anvslops in the boltom et hand comer of e soreen.

on the buton belew.

To bagin, chck

Q1 ASK ALL.
RANCL: FOURDICITS AS PZRSTANDARD AUZTRALIAN MOSTCODD
Plzasa fill in yrur pest eada

Q2 BUTO CODE ON THE EASIS OF POSTCOCE VALIDATION IN Q1 Codz Route
B5K ONLY IF FOSTOODE AT @1 15 ENTERELD INZOSRECTLY OF INVALID
Whch area do you live in? :ulngle l"«nﬂ.-\lllal]
Sydney .. 01
Jest of N‘:'n'l' P.C_ 2 CLOSE
Wleboume... 0l
Rt o VI 4 CLOGC
Zrisbana . ... 0z
Fest o QLD ... 1] CLOSE
Adelace.. a7
Jest of -::;. hT 0z CLOSE
“erh.. uy
el L.IW.*... 10 CLOSE
TAE i 11 CLOSE
Q4= ASK ALL Codz Roue
What is your gender"[Slngle P.rs.w=r]
Wae .. . 1
Temiale e 2

ASK ALL
TERMINATE ANY RESPONLCENT AGED LESS THAN 13
HANGE -2

Plzasza fill in yrur ags
BIAGE lin vears). oo

| dezided o =rop for frait when | veas in the stors ..

I BANMOMISE ORNER TFRUIKATE IF CONE=5 61011 Canrle Prue
Do vou or anvens in your househaold work in the folowing industries! seciors?
[Mutiple Answer)
Adwertising ... il
Media ... 2
Marketresearch LK
Education... [
chns. ]
] '.1l.||Llulu 1 bd.|h‘.'r- u Il:l.dIIIIH urrr E!h Tl dIIJ vyt Lalkd L]
Marufacturing .. 7
Farming/ prirr.ar_v industry. g
Publio scotor .. an
Suparmarkat... i}
Girean grocer’ Frpnh rn:lrin:r 1
Hrne of the ahnwe a7
105 Hawe vou shepped for fresh fruitin the past 7 days? [Single &nswer] Code Foue
Yes.... ... SRR 1
No....... 2 C_OSE
135 Thinking about the most racent eccasion you did the fruitshopping, which OME of | Code Foue
the followng stomes did you vsit?
If yow viaited mor= Han one store on fre moat recent eccasion plesas choooe the
shors you wistod for mostof pour fraf produets.
[Fingle Ancwer]
Bi-lo.. ... 2 C_0OSE
Coles. ... E]
FrankBns 4 C.OSE
134, 5 C_0OSE
Woolwerths/ [
Gresn Srocer ... 7
Fresh Market. B
CHNET [SPBCHIYY oo et e et e ean 2 COSE
= Wiheh Lypees ol liuil do you remenbe seeing i sane wlien you were shopping G Iailt®
rroo Piozec fot as many ypos of fuit you ocn reooll sooing in shorz.
a5 ASKIFQE=CODE3IOREG Code Foue
Andwizs the frui: shopping in <IHSERT FR OM Q6= on th's last cocasion planned
cr was it decided on the spur of the mement?
|Hingle Answer]
| Pl o shop Fa Dl belaeenbig Besles 1

TEEA-ATT Riverland Crmz Frsir Shappas (1 Tarsmbar, 20170}

Tagal o 1%

1866-AU Foverland Ciira: Frait Shopper (| Dacember, 2010) Pagalofl3
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EL] "ASK ALL EXCEPT IF G = CODE 2. QL INCLUDE TICK BOX OF "Don't know™ (CODE=9%)
IF G5 =7 OR £ ADD ‘the' VWnat varizty of oranges are you aware of 7
RUIAIE.
CODE 1 AMD 107 ARE MUTUALLY EXCLUSIVE
Please ndizate which of he ‘ofowing types of fresh fruit you panned 1o buy befare enfering <insert
from GlE=. . .
Pl'l:naE e e 2l varefaly onu pick fe iz el ool ciuesly nreleh wilial pou au in e, [MA] Qi %rﬂm varktles are you aware orF[Vultiple Answer] Crde Route
[ ASKALL ernaF Fieaze saizat af that apply
IF G& =7 OR £ ADD the' Valencia o
ROTATE - -
Please ndlzate which of hie “ooowing types of frult yau bought whss at < NSERT FROM G5=. [MA] Hawel ... it
(El Create hidden gueston that oon ke used by programmer to autsy punch C8o when ercating tables Hamin ... Uz
OMLY ALLOW CODES NOT ANSWERED IN G%a'b F_"m"' Jramim... ':'+
IF Q& =7 OR £ ADD the Fineappis m
And whnat else 0 you consicer whilz you were 3t he stose 7 MUl Answer Salustiana . i’}
rRoal Please choose all ather hyper of ruit pou siypped and shepped or consdarsa whils 2 the sfore on Hone ofthe EI:II:\'E a7
this accasion.
Qla Qi Qi qQiz ORANCL CARRIORS Code | Mo
“ocds Foods Foods ASK|F CODE 3 NOT ANSWERED |H &3%a AND Qb AND Qe
Flaniea Sought Censklersd ROTATE
Mone, | didr't plan any frait types, warted to make decisicn at the Toudidn't shop for conslder, pAan 1o buy or buy any oranges on tha last oicaskon,
[sinra (Cia O ¥) il a1 o8l whyis taat?  [Multple Anewer] i
lfoples ... i 0c2 D2 | bought something el52 iNStEad.. .o e a1
Cranges it 03 o3 I did't reed them . 1]
Mandarins ... i HEs e I don't usualy buy orarges .. s
ITanmgp=tines... 00 0cs 5 Liedised | =il had syl al womne . L
|Zrapafrut..... 008 acE nes | fndd it 430 hard nr enpeazant tin «hr'p Fnr nr..nﬂu:n in Ihl: q1nrn ]
Lemens.. o7 ) o7 All the prices were too high in thatstore . 1]
Limes..... i3 o ms | kmew theywsaenionspecial......... iz}
Hanaias... e e i) | couldnt tnd tre oranges | wanted .. jLe}
v trut...... Wi ] RN The cranges | wanled werentavalable in the store at al 1
rreappls o1l 011 o1 | frurgnit 7
Paars..... 012 012 ol | planned tobuy them elsewhers . 13
|STawbemes. .. 013 013 03 | did not like the way the cranges nched n 1|'|5 'HDTE' I-:-:ked {:-Id- n.1 appaalln; 14
2 uekemiss. . 014 0 04 | MEVEr BUY Oranges .. e En
Raspiemes. 015 015 os Crther {Spm ey} oo cececeen e B
Mactarines. lg g o
017 07 o7 Ql: ASH IF 312 =CODE 3 OR 57 Crde Route
g g (] ROTATE
BLTIEETS v oo eecar s s e s e 0lo 019 0.9 Wity 'l yuu wsually buy orages Tl S ]
=assionfuit ... ] 010 o Idnn't like the taste m
W atemelon .. o 011 ol They are too dificult to peel and eat L1}
Fockmeon. .. oz 02 oz They are oo messy . e
| Isneyden maion o5 073 o My ch u:renh-::usehnll:lcﬂn‘t IIIE therr' i
Paw Paw | Fapaya e 04 m4 Them are cther rore attractive fruits :'-'nlnble . [15]
05 015 oS firanges are hering i3]
0% 16 s Ot (o] - e e e e s B
7 o7 w7
08 03 0s SHIF 10 W30 [GENEAAL SELC IIDN) IF CUDE 3 MU ANSWEREL IN Y3 AN WHD AND Wdc, atter WIE or
OSSO NN = a0 o0 843 completed
Custard Anplec ] 0N min -
Fam Egran::a : 031 031 031 IF Qg =7 ORL§ ADD the s - ]
s et - g EDoLt When you visted <INSE- ] 51 UHE FHUM WE> ang shapped tor orznges. When answenng
5 “':" Y- il the guestions please hink aboutthat oosasion and thal oowasion only
Figs ... 033 033 [EE]
Lrchiees, - 34 04
Haokfuit. 033 033 EELS
Mne (Glhie TN YY) 17 w7 a7
186€-AU Riverland Crimas Fruit Shepper (1 Dezember. 2010) Fagedof 13 1946 A0 Rivarland Citras Fruit Sheppar (1 Diacezabar, 2010) Pige 4 of 135
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a4 in wha day nf the weak was fhis shogping tip? Crrle Rnute BOUGHT EECTION
Fiease select one answer only [Single Answer] ESK OMLY THOSE WHC BOUGHT DJRANGES - CODE 3 IH Qb
Moaday.. 1
—\?:“a:y - jane Which uaristy of orangs did you buy? [I.-!u 1p|a Answar Code Routs
WE:lI'IES:‘IE'.' 5 Valencia 01
Mawel .. . al
:;r::aym :. Hantm a3
S:turd::; P Parsnn Armimen nd
Surday..... 7 gir:eappe gE
L L SO SO OO alustana.....
Dl (Flease specly)..... 28
faLs Whiat te of day &5d thie shoppng trip fake plase? Coda Boute | ran® rersl a
Fiease select one answer only. _
|Smgle ansaer] e Which packaging type did you buy? [Sngle P.nswe] Code Foutz
Eary moming Sar 10am 1 Luuse wanges.. e e at
Late momirg - 10am-12neon 2 ::"'F'-I"R"* F"': ans spaled e g ha:||}="|:| g;
Eary atermoon- 12noon-3gm 3 G TRCA] o s
Late afzrnoon - 3pm-3pm 4
Eary avaning - Spm-Tpm § [4ia  ROTATELIST
Lats evzning - Tpm-. 3]pm g SHOW COLUMMHEADER OMLY IF CCDE 1 AND 2 1N QG13. IF 3-€. 98 OF 99 SELECTED SEOW
ARer heurs - Afier 8.30pm . T 'CTHER" COLUMMN HEADING.
P ——— P ; Wiliy didd o buy e wrarges el you buoghl on lhal ousasion® [Muliple Sosweern]
20
Q16 IFGE =7 CR 8 ADD the’ Code | Rouse V!E;Lia rf:ﬁ; é]t"h?r
Whish of tha fol naing statenerts heast descrihes tha way vau sanpped €STORF l;_l‘:l‘ I ran out at home .. Ul ul L
FROM Q6= on that cocasion? [Sings Answer] (B2} Stoaking up ... 02 a2 o
| knew wha | wanbsd, and went sirasgn? to where it Was, and got ou: as guikly as (B3} | bought be._,.a_use mE-,.- WEre o u-grrmm.spema - 03 03 03
possibls .. w1 (B4 The fruit | realy wanted wasat availible so Igntthe-n instead.. = 04 ™
| genera’ly bnew M’ll...h :-arts cflhe =1|:-re ha:l 1he |tEﬂs Iwanted ard us1 wsrbe-: (B5) | pought them because of the health benehts.. 13} 03 o3
them e : (B} | realsed | necded come for eritcrtainingfa spooial u:u:\:.-siun 0 08 1.3
| want up nnd :I':-wna Ihe & :Ie: and pt-:-ke' uf iters I'n'ar1ed an | may them 3 (BT} realsed | needed somefora recipe ... 0 07 o7
| took my time. and browsed all parts of the store 4 (B8} I made amistake and grabbed the wrong ore by 0% it i}
(E¥] ' seen them advertised recently........ ... Us oy w
Jll 2 Which of the “ofowing best descrbes your inifal intention for fe type of tip you made onthat occasion? (F10} | got them besause my kds prefer them ... 10 10 10
_ Pleass selend the respanes that best apples [Ringle Ancwer] {E.111 | ot them because my sacuselpartrer prefiers them 11 11 1
|31Te  IF RESPOMSE Ik Q17a SELECTED, PLEASE BOLD SAME RESPONSE IN G17b. 20 NOT SHOW (R12} 1 got them because | prefer them ... ... 12 12 12
BOLD 1IN GiTa. - e 4 ) ;
Somstimas things don't aways tun cut the way we planned, plezse choois whick of the tollowng bast (L3} Adertised in & retaller cataloguenesture L - =
describes how the trip actually tumed out? (BT} Mlergy/diatary requirzment.. v “ “
If the tnp fumed o 35 ou Kvenasd please pok e stafemert that 15 bold rype. |Sngie Answe (R.15) Signage, grachics peste: caunh1m\l attention 1= 15 13
Qi CYC (RL18) To try something new and dferent ... ... 1z 16 16
- - - [ELL/] 1 pought them Decause they were m Season . N I
Hair Intenticn | Oither Trip N N
P - iR.lE] | bought them booause thoy same pre packed.... . 1% 12 i
Tiip Type YRES . . .
5 g routing shop (Large. planned grocery shopping trip done on a reguiar 13ses 1Le ':R-lm{l:g't:':i': them becauze they ocked frzsh [fresher than ':"ﬂ"E’ 15 e &
h=eikcly nr farnightly) n 0l ) eccneeieea - . .
Top up shop Fegulas small tip irggered by the needto top up groceries).. . 02 0 [R20}1 DD?rz:m them I:-B::au:e | IIKEU me I:-ran-: or reqlm where mE-.r 20 0 m
Emergency shop |Grocery trip foritems you didn® ex;ec’tbz run out of fc'gmtc: 2om g; ; m - - o8 o
[purchase | nesd immediatehy].......... .. R 0z 02 iRSn: C = i e P o P
heal shop [Shopping trip for a 'SIZIEGIfI..- meal fnrﬂ'E zame -:am S 04 4 (REg) Coon't know : -
Ereni (Shoppng irip il:lEGfI..a 1.rfcr a special accasion, perties, EIEL. or fcr
fenbes kinimg) . e . 03 o5
lust far fin § hrnu.: ng ! fime nat [!l.n :njnyahlp arrl h:n.lrnlg,r rr||'| rr}nn1n|:||]|=ln=d h'!,l
[the meed for time out or fo spod yourselfithe family or ust © have a look aourd].. .. 04 o6
|Z2ecific (One specific ibem in mind and planned to buy) . o o7
|=2c0ial (a trip friggercd by scoing a special ina cataleguc or ad) oe 0g
Mo other (SHOW for b OMLY ..o 7 a7
2045-Al7 Toverland Crres Irait Shopper (| December, 2010} Pame Sefl3 2265 ALY Foverland Cimus Frait Skopper (1 December, 2010} Moo dof [
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121 SHOW FOR THOSE SELECTED IN G18=1-99 HI4  SHOW COLUMMN HEADER CHLY IF CODE | AND 2 IN G118 AND IF 3-6, 93 OR 33 SELECTED 3HOW
ASKIF G20 = CODE 20 _ ) 'OTHER" COLUMN HEADING.
You said you bought them because you liked the brand or region where they are from, do you remember Thinking atout the oranpges that you bougnt, were any of them or specia (e.3. price discount f muitiouys /|
the brandiregion of the oranges you bought? cunmpe Ll )7 [Faghe Sseer)
(B1)Valencia Ga
. HI (H2) (H3)
(B2 Navel Valencia Mave! Other
1 1 .
(R3)Hamlin 2 2 2
(B3 Mion't ki g 2 i
(R4)Parson Brown
JI53 SHOW COLUMMN HEADER CHLY IF CODE 1 AND 2 IN G18 AND IF 3-6, 93 OR 99 SELECTED SHOW
(B5) Pineapple "OTICR” COLUMK HICADING.
ONLY SHOW COLUMN HEADING IF CODE 1 SELECTED G24a (for each column)
(RF) Salustiana A_EK IF G24 = CODE 1 ] ) )
i you kemews Ursy sesre v special befure guing b Lhe store? [Single Ansvee)]
(B8 Onher varety Gl5a
(HIi (H2) (H3)
Valencia Nave Orther
|3122  SHOW COLUMM HEADER OMLY IF CODE 1 AND 2 IN Q18 AND IF 3-8, 98 OR 99 SELECTED SHOW 1 1 -
JOTHER™ COLUMM HEADING. 3 a 1
ROTATE STATEMENTS ] ] (B8 Don't now. g 9 !
Which of the following best describes who you bought oranges for? _[Single Answer] 36 SHOW COLUNN HEADER ONLY IF CODE ! AND 2 IN Q18 AND IF 3.6, 93 OR 83 SELECTED S10W
Qia 'OTHER" COLUMN HEADING.
HI) (HY) HN DOHLY SHIOW COLUMY IICADING If CODCE 1 SCLCCTLD G24a (for each colamn
Valencia Navel Other ASK ONLY IF CODE * IN G235
(R1}1 bought them manly for myself ... 1 1 1 ROTATE . . o . )
(R2)1 bought them manly for the kids . 1 1 3 Heuw il s Ted woul Bl B wansges sere wn specia bekone going oibs Ue sloee? Rullphle 2asaeer]
(B3} 1 bought thermn mamnly for my spouse/parner .. 3 3 3 ":_:‘i*‘
(B4 bought them for someone 'se in the hcusehclc 4 4 4 (HI . (H) (H3)
(5} | bought them for the whale household.... 5 5 5 Valenzia | - Nave Other
(R5) | bought therm mamnly to entertain guests or friends ... & § § (BL TV ad.. 01 n i
(B Rasio ad ... o2 n =2
[7232 SHOW COLUMN HEADER ONLY IF CODE 1 AND 2 IN G18_AND IF 3.6_98 OR 93 SELECTED SHOW (B3 Newspaper ad. oo i3 5 5
"OTHER COLUMN HEADING. B Magazne 3d . o e e 0 M M
ROTATE (B3 Catalogue | brochere in the letterbox . el 15 5
From the list below, please choose the statement’s which bast describe the cccasion's you (R Swmeune wid e abaoul it 08 £ o6
bought oranges for on this most recent occasion®  [Multiple Answer] (R7 Postarin the window. ... ..... o7 17 il
(B OETS . e e ] kL] ]
Q3 — = =
o en 127: SHOWCOLUNN HEADER ONLY IF CODE 1 AND ¢ IN G18 AMD IF 3-6 93 OR 99 SELECTED SHOW
v o 8 "OTHER' COLUMN HEADING.
] o alencia ave ther ASK ONLY IF CODE 2 ord Ih G
(B1}1 bought them mamnly for that night's dinnerfdessert’supper 01 01 o1 O Y SHOW COI LMY HEANING IF CONE 4 8F1 FCTED G243 ifar each enlimn)
{same night as the shopping occasion)
(B2} bought them for a particular night's dinnerfdessert'supper (not 02 [ 01 ROTATE
the same night as the shopping cocasion).. How did you fird out in the stors that the cranges waere on specia? [Multipla Answer
(B3 bought them for breakfast 03 03 03 G172
(R4 !:I::I-ﬁ_:.;grm them for snacks (1o 2at betwean breakfast, knch and 04 04 04 Bl [EE) 3
. R . Valencia Nave Uther
{RE‘I bought them spec!ﬁua  for the kids lunches ... :5 DE 3 (P Saw a spesial kel oo .. 21 31 ol
(R:,I bought them EPEG!ﬁH  for my pariners lunches .. :{j D: IZI? (B Saw adisplay ... a2 n o
(B7)1 bought them specifically for my lunches ... vl ! o7 (B3} In-store catalogue .. 02 b i
(RE}| boughs them spzcifically for juicing is 0z g (B In store demanstratior | prc:m-:1||:-n 04 M e
(R8}| bought shem mainly just to stock the fruit bowl 1 o8 oe (B Sl el s e 2 o
(R.38) Others 28 o8 o8 (208 Ditkare aR i o
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Qi ASHK IF Q30 = CODE & Crde Route
fhida  SHUW CDLUMM HEAUER DNLY IF CULE 1 ANLD & INGTE AND IF 36 38 UK 28 SELEC IEL SHUW Which packaging type did you plan to buy? [Multple Answe]
g;'ﬁfag?—%g%g?hmms- Luuse wanges...... -
e il
ONLY SHOW COLUMN HEADING IF CODE 1 SELECTED 324a (for each cclumn r:;;’:r":;: and wesles :
- . . o . 5 , .
Did the special have any eflect on youwr decision te buy? Fsoowas it.. 2 [Single ag:;uer_ EE FAKE B0 =CODES
=2 ‘Which brandiregion of the crange=s did youplan to buy?
= (HYy (H3)
Valenciz Havel Uther
(BL) Tiee miain veamwn why [oughlin...... 1 1 1
VT_:_",' Cna of tha reasens why | bought : _]' ? E i LS| SALE
(B3} ltwas not & reason why | bought | 3 3 3 ASK IF 3 CODED IN Q% BT 40T 1M Q%. ROTATE
(BF) Mo { Dor't know.... - g 9 9 You plnned io buy cranges before you eniered the stare on fhatoccasion but cidnt, why not?  [MA]
2% SHOW COLUMN HEADER ORLY IF CODE 1 AND Z IN Q18 AND IF 36, 98 OR 99 SELECTED SHOW Q35 LOSTOPPORTUNITY
= ASH IF 3 CODED IN Q9: BJT NOT ING3L. RCTATE
'OTHER" COLUMMN HEADING. - - - . .
ROTATE Wron wsited and ransderd buying aranges bt divn’s @ndup hoying emahy net STRA]
What wrmld wnunsa@lly dn # tha amnges hat yoo hnogh an that pecasion weren't availabls? Winld gon Q034a Cidb
be maore ey to.. [Singe Answer] Lost Sake Lost
Ma Jpportunity
ED [EH] [ | L»f.ugl Lsumekring =he inslead .. [ ol
Valencia Havel Other | didn't naed them ..o 2 1]
(R1} 2o o arother stors o il il | den't uswally auy oranges . J 03 03
(B} Buy it on the next irp 1] ikl [k | realised | stillhad enough a1 hDI‘ﬁE = o4
(P3) Forget asout it .. 0 03 03 | just did et find any ararges | was B— - 05 i
(4] Buy a differsnt -.,ar .:.1-9 .;T gmngg I (153 g4 | Toummdl il bow brand wn unpleasant b shup o sasges in Ih|= wlu e 1] ]
(P Buy anhien Lype of fuil alugete .. a5 05 03 | did nct liks the way the crangss are arangss n ths siore.. w7y o7
(Rf) Buy a diffarent variety of riinis 1] il e All the prices were toc hich in that store ... i} 1
(B7) Buy erarge uice instead 07 a7 a7 They weran't cn specal....... L 0o
(R.08) Cther (Specify) oo e a3 o8 o8 | couldnt find the eranges wanted . 10 1
The wrangees | wanl=d we en’, available U skaeal dll .. .1 11
MLANKCD SCCTICHN | | forgat... 2 11
| planned t:- I:|l.1.r ﬂ'em Elsewhere 3 13
TN BSK IF CCDE2 IN Q%3 Code | Rrute | wias just checking prees....... 14 14
CODE 1 ISMUTUALLY EXCLUSIVE Other (Specifyl ..o i b
Tuusad you planmed b buy wmanges, pleass ofooses Do e Tollewin g s dlenenls
‘hose that describe how vou made yeur decision aboutwhat to puichase. GEMERAL SECTION |
Siegse kesp in mind foat ¢ deesn’t matter i vou bovght them or nat [Multiple j— —
Ansener] Q3 RAKDOMISE CRCER OF BRANDS Cude Ruule
knzw | only wanted cranges and then made all deisions at the shelfo.. o 1 Whizh rf thesa fypes of friit is yonr funirte?[Single Answer]
kn=w what variets | wamed (Valzncia vs. Mavel) 2 Appls a1
knzw what brandregon | wanted (e.g. wanted brand x oranges|. 3 Orangss.... i
knzw what pzck type | wanted (prepacked vs. loose) ... 4 Mandams . w
knzw 2cactly how many | wanmted ... :] Lernonz.......... “
Rananas s
TEN ASK [FGM =CODEZ Cade Toue KiwiFruit......... 1]
‘Which \‘arletg.raf orange dd you plan1|:- huyr [I'.1.1 1||: =l .f\ns.wer] Pineapge.. g}
Valencia.. ut Fears....... =
] ... e e 0z L T T Y e e e o
Hambn... [1E3 Hertarires i}
TS0 BITW et e BURUN I Peaches 11
TINEARTE oot e e U B -1 Plurss ... 1z
Salustiana . o Fassionirut.. 13
cantrecall... % Walerrmizlun.. 1+
Rackmelon . 5
Manpo .. R 15
Hens of the abeve., a
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AE REVERSE ORDER OF COLUMNS AND ROWS 50 fruit are in rows and statements are in columns. Multiple selection per column unless ‘none
of these” selected
RANDOMSE ORDER OF BRANDS AND STATEMENTS
\We will now show you a number of staterents. For each staternent, please selsct the trpes of fruits you think the statement applies to.  [Single Answer]
FrRoBE You can select as many or a5 fewfypes of fruit per sfatement a5 you wish.
Crange| Apoles |Mandar| Lemeon [Banana| Kiwi [Pneap| Pears |[Strawo|Mectar |Peache| Plum |Passio | Water | Riodem |Mango | Mene
5 ins 5 5 Fruit ple ermes | nes 5 nfrut | melon | elon of
these
(B Varieties that|
arc mstanthy
recognisable| 01 2 03 04 05 ] 07 i1 m ] 11 2 13 14 15 146 7
(B2} Great for
cooking....... 0 [ 03 04 05 0 07 i1 0 10 11 12 14 15 146 7
B3 Fun....coeee 0 [ 03 04 05 0 07 i1 0 10 11 12 14 15 146 7
(F4) Refreshing ..] 01 [ 03 04 05 0 07 i1 0 10 11 12 3 14 15 146 7
(R.5)Easytoeat..] 01 [ 03 04 05 0 07 i1 0 10 11 12 13 14 15 146 7
(R.d) Easy to
prepare ... 0 [ 03 04 05 0 07 i1 0 10 11 12 3 14 15 146 7
{B.T) Exciting....... 0 [ 03 04 05 0 07 i1 0 10 11 12 13 14 15 146 7
(BB} Has many
WSES e al {z 03 o= 03 ] o7 [1]:] el i) 11 2 13 14 1 14 L
(B8 Invokes fond
chidhood
memories....] 01 i 03 04 05 0 o7 1] 0 10 11 12 14 13 14 a7
ElY Portable ... 01 i 03 04 05 0 o7 1] 0 10 11 12 3 14 13 14 a7
BT Graat for
kids oo 0 [ 03 04 05 0 07 i1 0 10 11 12 3 14 15 146 7
P12} Healthy ... 1] [ 03 04 05 0 o7 1] 0 10 11 12 13 14 15 146 7
‘R13) Exclusiveha
rd fo find .....{ 01 2 03 04 05 ] 07 i1 m 10 11 12 13 14 15 146 7
E14} A kitchen
staple......... ur 2 i U= (1K1 U uy ug s w 11 12 13 13 1 La uy
‘R15) Bright and
colourful....... 0 [ 03 04 05 0 07 i1 0 10 11 12 3 14 15 146 7
‘B16) A sporty fuit] 01 [ 03 04 05 0 o7 1] 0 10 11 12 13 14 15 146 7
‘B17) Stays fresh
longer........ ol 02 03 02 s 05 o7 0g o9 i 11 3 13 14 13 15 a7

1866-AU Riverland Crrus Fruait Shopper (1 December, 2010} Pagz 11 0f 13
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ja37 ‘ROTATE STATEMENTS
On a scale of Strongly Disagree o Stongly Agese, could you please indicate how the fruit seclion of the
<INSFRT FRNOM OR= ynu visited ratas na the fnllowing areas comparsd tnnther sfnes? [Single Answe]

Strongly  Dizagres | Meiter hgres Strongly
Dizagres Agres nor Agree
Jsagres
(B} Has more chaice and variety .. ..o 1 2 3 4 5
(B Has new and interestirg products .. 1 2 3 4 5
(BRI} Easier to locate the produc's | want .. 1 2 3 4 §
(B Layul iz v fusing .. 1 2 3 4 3
(B5) Progucts are well planne::l and Iayed :-ut 1 2 3 4 §
(Bt} Passing the fuit section makes me want l:-
=inp and shnp 1 2 3 4 5
(BT erjoyed shopping the fruit secton .. . 1 2 3 4
(BE) Thie slwee |waenil Lo Diae all e il | ||:«=.J 1 2 3 4 3

|Q1 ROTATLC STATCMCHTS
On fhe same scale, could you please tell me how the oranges section of the <INSERT FROM GE= you
visled rates on the folbwing areas compared 10 other sores? [Single Answer]

Strong'y | Disageee | Mether Agree Stonply  |Don't cnow
Cisagres Agres naor Agres
Micagres
(R.1} Has more chaice and variefy .. X 3 L ] a
(F3) Easler i locate the oranges |
want .. 2 k] 4 5 bl
(B4} Layout is -:x:-rfu 5irg... X 3 L ] a
(BE) Products are wall pl:nn:-:l and
layed out.. X 3 L ] a
(B} Pasaing Ihl: e anye seslion
maies me want te stop anc
shap ... . X 3 4 5 ]
(B Erlcve:l shmmrn 1he oranoe
2 k] 4 5 bl
(BB} The stoes | want &2 hac all tha
frue Imeed. ] 2 3 4 5 9

1238 DO NOT ASK IF O12=zode 57

Lizted belowr are some faotors that other people have said arc impertant to them when shopping for
orarges on their last occasion.

Fleese ik anmd doay Ue wine Taclus Uhal iz mmes iopeer cennd o0 poo wien puchiesing sanges and day il
onic the top of the bar.

How place the ieast impor@n: factorat the bonom. TS does nel nexessarlly mear It 1s not impotant,
justthat t is the least important.

Mow move each oher factor somrewhere on the line so that everything is in erder from most to l2ast

imperiant.
ARac i)
OrEBE AL

VRE Q3G Esl  YES 030 EMm VRS 089 Ewmi

D402 DMLY DISPLAY THOSE RATED 2 - 100 IN @3 fi.e. exclude those who rated 'least imoortant’.
Bzlow are the factors you said weee importznt 1o you whea sheppirg for oranges on the ocason that you
did. Could pow plaass inceate for sachif 1 was decidediconsiderad at homaorir the stors 7 [Sngle
Answer]

QA

&1 Hemie In Snre Nnn't knnw

(B.1} The wariety of crangs (Valencia vs. Mavel) ...
(F.2) The pack iype [loose v, prepacked). .
(B3 The brandfregion ...
(B4} The price 'on q:leclal or relatve to ntherfru1]
(RS} The colowr.. ettt e e ntea—a e anan aanae
(B} The smell ...
(BT} Firmness.....
(B.B) Skim thicknass ...
(B2 Shininess of skin
[ELU] =eazonality ..
(E11) Organic

P N N N A

41 Wihen ane Lhe besd laslig wangzs in seawn® [Single s Cande Fuule
Summer ...

All yzar round
Dontknow ...

147 In whith amasiregicns ir Anstraliz do srangas mainly gros?

g

43 DO NOTASK IF G12=47 [Newer buy orarges| Foute
Haoaw ofien do you surchase eranges?[Eingle Answer]
COnez 3 weekor more._
Fortnighty ..
3 times a manth

COnez 3 month...

Oz every 2 i

Cnez every 2morths

—

(B The variety of orange (Valenoin va, Bavel) oo s e e ece e e

(B:2) The pack fype (locse vi. pre-packed).
(B3 The brardiregion ...

(R4 The prics (on spscial or relative o othar freit) .

(B3 The colour

(B The smell

R7iFirrness

(B.B) Skin thiciness ..

R Sraznnaity

1866-AU Rivarland Criras Fruit Skoppes (1 Decexber, 2010) Page 12013

el ER L b D

Lesz often oo,

[PEMOGRAPEICS

Sinaly. just a fewr muisstons shoe yorself which wil he ised far statisheal purmpases o'y, tn encies that we are
peaking o a good cross secton of the community. Your ansaers will, of course, be treated i strictest confidence.

43 We are tying to establish the main grocery shopper for the Fousehold. Are youthe | Code Foute
person in the housshold responsible or ecually responsble far most of the grocery
shopping? If you are equally responsible then recond a5 "Yes” Howewer if vou are
responsibie for pushing the troffey and do not ke an setive role n the decisions
making, than the rsponse 5 Mo as pou are nof responsible for groceny shoppang
decisions.

[Simgle Anmvre ]

Yes ... 1

1866-AU Riverand Cromus Frait Shopper (1 December, 2010} Pagz 13013
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1351 Flease sslect one ansveronly Code | Roue
Raule Frnally, wehich range beluw bl desaibes the bl amual ircome oyou
hnieehnld? [Single Arswer]

Under $20,000....
E200001-4C,000 ..
F40,001-00,000 ...
60001 320,000 . ...
5800001-5100.000 ...
F100.001- §120.0C0..
Raute 5120.001- 5140.0C0..
140,001~ 3100,0C0..
CANYOU PLEASE MAKE EACH ROW 2 LINES WIDTE TC MAKEIT A BIT 160,001~ 3120,0C0..
EVEMLY SPACED? PLEASE ALS0 HAVE A SPACE BETWEEN CODE 3 AND 5180000+,
KIDZ HEADING . . Prefer not o say .
Whirh nf theee hast desmrites wmur hnosshnld? [Sing e Aacwser]

FroEE Pease selec! the onz that bestfits i
Adults DI‘II}I‘ HI;I.ISE hold — ITheu is allthe questons we Fave for you onthiz cocasion. Thank you very mivch for wour time,

[ Wiy wl Lhie Iullseing =|.l|.|l s L }'{lu" S yu.. [Single Aimwen]
Singlke never maried.. e e ana e s
Marred .
In @ partn Ermlpur e f-:.J:CI rEI't cnsh p
Lworncec or separatad... -
Widowssd ...
Frafer nat tncay

-..m.;.-.a..“_”-%

g

247 EXIT DEMOS MODULE 4.2

(there Is no one aged 1Tyrs of younger)  [Heacing Oy
At least 1 adult but the oldsst & youngarthan 33
COnly 1 adultwha 5 353yrs or oder ..
At least 2 adulis, the oldest is 33-39yrs ..
At least 2 adulis, the oldest is over Blyrs .
Klds In Household (Reaging Ol ... ..o
Tha aldest child is less than Byrs ...
The oldest child is betaeen 6-11yrs
The oldest child is between 12-17yrs . ...

e un ds s b e

[ad CI3FLAY DROF DOWN BOX 2F 1 TO 30 AND 0+, OHNLY HUMBERS CAN Cande Raule
EE SELECTED.
Including yourself, how many people fee in your househo'd ?[5ingle Answer]

48 Viha: is your cumren: employment status? Are youw . [Singls Answer] Code Raute
Viorking Fulltime..
Viarking Part 1|rne
viorkingon a uasual I:-asls
Currently secking work...
bt current’y seeking w:rk
Managing the Hame [ Fome dL‘tE’E
Studznt . .
F|=I||=l............ e e era .
Frafor Mot b B ay e et e e 2

=0 CMLY SHOW TD THOSE WHO SELECTED CODES 1.20R 3 AT 049 Code Raute
And wihich o these es! describes your cument oocupation? [3ingle Answer]
Eluc Collar1  iIn most oases, a4 year certifiaate (oten via appreniocchip] is
reeded. E.g Trade persons and related workers - poceman nuse, technical
officer, foreman, caperter, butzher, cook) . 1
Elue Cullar 2 - 1S Duiven s, Nacline Lll.lH'd.ILI'h Fancur l.lwl.llhl:l: L:Lll.. s,
Cleaners. Removalist. Trucs drver. Rcadworker. Cleaner. Fruit poker. Window
washer, ﬁ.ssstamslmﬁdepermn*‘ . .
White Collar 1 - (n most cases, a ::IEg'ee or "||:-I|:rna 5 requreu: E g I'.1ana;|er|al
Senior Mrnnl:dmhcn Professiona, Assocate Prefesional cngnee:, ohemst,
sznior manager, solcitor, company direcion, dochar].... .
White Collar 2 - (Eg- Clerical. sales, and personal service w.rkers.
SINEL/CUSIOMEr SeMice, DUSMESS owner, Ciencal, pand eler, supernviEors w
rsinmer sRWins nrranatinns) 4

[

(')
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Navel Oranges U&A Study

Exploring Opportunities for Further Penetration of
South Australian Navel Oranges into the Japanese
Market
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Research Objects and Research Design
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Research Objectives

 For the export chain (Japan), the South Australian Citrus Industry
Development Board (SACIDB)’s aim is to gain a solid understanding of the

Japanese consumer’s purchase behaviors with and perceptions of navel
oranges.

-« Specific objectives are to understand:
« Consumer’s awareness and perceptions of navel oranges

» The factors that influence shoppers’ purchase decision of navel
oranges

* Identify the importance, relative and absolute, of different product
attributes of navel oranges

» Explore the marketing mix for South Australian navel oranges

nielsen
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Research Design

Methodology: Focus group interviews (2 hours)

Number of groups/sample size: 4 groups with 6 respondents per group
Research Area: Tokyo (Nielsen’s round table discussion room)
Group Composition:

— Group 1: Navel orange purchasers/consumers

— Group 2: Navel orange purchasers/consumers

— Group 3: Navel orange purchasers/consumers

— Group 4: Navel orange non-purchasers/consumers

* Respondent Criteria:

— Married females aged 30-49

— Group 1&2 respondents: Those who have any preschool or primary school aged child

— Gr:ﬁ)éjp 3 respondents: Those who do not have any preschool or primary school aged
children

— Group 4 respondents: Half of respondents with no children (or adult children), half of
respondents with preschool or primary school children

— Group 1,2 &3 respondents: Those who buy oranges at least twice a month on average plus
who bought nave orange at least once this year

— Group 4 respondents: Those who buy citrus fruit (including oranges and grapefruit) at least
twice a month on average plus who haven’t have been purchasing navel oranges for at least
one year.

— Brand decision maker, purchaser and consumer of fruit

— Both consumers and non-consumers to be non-rejecters of navel oranges

— Those who buy oranges at Jusco store (at least two respondents per group)

— Screen out those who do not eat citrus fruit at all

— At least 1/3 of all respondents to be working females

— Those who pass Nielsen’s Sensitivity Check (to confirm they can articulate their responses)

nielsen
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Key Insights

nielsen
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Key Insights - 1

« Within the fruit category Japanese consumers give priority to seasonal fruits due to
perceptions that they are delicious, high in nutritional value, inexpensive, and also because
they tend to be the fruits that are most prominently displayed in-store. Oranges, being
regarded as a year-round fruit, have little prominence in-store and no seasonal value.

« Oranges are instinctively thought of as Valencia oranges. Differentiation between Valencia
oranges and Navel oranges is considerably muddled.

— Despite the juiciness and sweetness of Navel oranges suiting consumer tastes, Navel oranges
are typically assumed to be Valencias.

— Among the small minority of orange users who are loyal to Navel oranges (actively seek out
Navel oranges), the convenience of Navels (thin-skinned and easy to peel, no seeds / pips, can
be eaten with thin inner skin still on) is highly appreciated and considered a unique benefit of
Navels. However, among the majority of orange users awareness of Navels is low and there is
no acknowledgment of superior benefits of Navels.

nielsen
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Key Insights - 2

« For most consumers purchase of Navel oranges appears to be random. When purchasing
Navel oranges consumers think of this as simply “buying oranges;” they do not confirm
variety or make selection based on variety.

* In this study two patterns emerged in terms of consumers’ approach to fruit consumption,
and this resulted in two different purchase patterns for oranges:

— Type A: Consumers who always keep a stock-standard supply of fruit in the house.

* For these consumers, oranges are part of their standard supply of fruit. They regularly
restock their orange supply and thus seek out oranges when they are out shopping even
though the oranges are not prominently displayed.

+ Selection options tend to be limited, and consumers basically buy “whatever is on offer” as
long as price and quality are acceptable (selection process basically involves a negative
check on price and quality).

* Loyal Navel users fitting the Type A profile look for the “Navel” label and familiar appearance
of Navel oranges when in-store, and give priority to Navels when purchasing oranges.

— Type B: Consumers who are focused on variation, who give priority to seasonal fruits
when buying fruit.

« These consumers mainly purchase the “seasonal” fruits that are prominently on display in
stores and promoted in POPs. Oranges tend to be outside their usual shopping route and
not noticed; users are unlikely to make a ‘detour’ to go to the orange stands. Oranges are
only purchased if consumers cannot find any seasonal fruit that they want and oranges
happen to capture their attention as they move through a store.

* For Type B Navel Non-users who buy Valencia oranges without being conscious of variety,
the main barrier to purchase of Navel oranges is lack of an in-store presence as a seasonal
fruit.

nielsen

......... Copyright © 2010 The Nielsen Company. Confidential and proprietary.



Implications and Recommendations
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Implications and Recommendations - 1

1) Increase the presence of Navel oranges in-store, and arm users with
information that enables them to make an informed product choice.

1. Targeting fruit users in general: in-store promotion of Navels as a “seasonal” fruit in
summer.

> Introduce a “seasonal” perspective in in-store promotion of Navels, and take
advantage of the seasonal timing opportunities presented by South Australian origin.

— Unlike year-round Valencias, Navel oranges are suited to be promoted as “seasonal”
given that they are only available in stores at certain times of the year.

— Using both POP-type tools and taking advantage of tie-ups with retailers to ensure that
Navel oranges are displayed in the “seasonal fruit” section and priced accordingly, the
“seasonal” message needs to be comprehensively communicated.

* Results of this study indicate that seasonality is a major issue for Japanese fruit users. Of particular
note is that issues such as where and how products are displayed in-store, and pricing, are key
indicators of seasonality.

* There is also a need to educate consumers about country of origin and the influence of this on
seasonality given the risk of Japanese consumers perceiving Australian oranges to be out of
season when in fact they have been picked in season (given that seasons are opposite in Australia
and Japan).

It is also recommended that the following in-store initiatives be employed as
extensively as possible:

— Communicate “richness” and “sweetness” for Navels: for example, use POPs and show
the relative level of sweetness (compared to other fruit and/or oranges).

— Communicate the functional benefits of Navels: Use claims such as “one Navel gives half
the recommended daily allowance of Vitamin C,” “high in anti-oxidants important for
beauty,” and “contains anti-cancer agents.”

* There is little awareness that oranges contain more Vitamin C than more sour citrus fruits such as
lemons and grapefruit. Explanations along the above lines will represent a “new discovery” for
consumers and may have strong potential to fuel purchase interest.

Copyright © 2010 The Nielsen Company. Confidential and proprietary.
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Implications and Recommendations - 2

2. Targeting orange users: make users aware of the difference between Valencias and
Navels, and play up the benefits of Navels.

» Introduce consumers to the taste and convenience benefits of Navel oranges = sweet and rich
taste; easy to peel by hand; no seeds / pips; can be eaten with inner skin still on.

— The most effective means of introducing consumers to Navels would be to enable them to actually
experience the oranges for themselves. Thus, along with tools such as POPs and leaflets it is
recommended that in-store tastings be conducted.

— Simply having slices of orange available in-store for tasting would appear to be a sufficient
promotion.
» Once consumers are made aware of the unique benefits of Navels (delicious taste, convenience and ease of
eating) they are likely to be more interested in purchase.

* For households in which there are young children, the benefits of Navels are particularly relevant and easily
discernible. Tasting promotions are an effective driver for attracting children, and this in turn has potential to
influence the shopping patterns of their mothers.

3. Targeting Navel loyal users: Reduce opportunity loss from Navel loyal users not
noticing Navels in store and therefore not purchasing them.

» Strengthen tie-ups with retailers and use clear in-store signage to highlight Navels and
differentiate Navels from Valencia oranges.

— Avoid having the orange section generically labeled as “oranges,” and ensure that labeling is “Navel
oranges.” Use POPs and other promotional activity to educate consumers about the distinguishing
features of Navel oranges, such as their “navel.”

» Given the weak presence of Navel oranges in stores and little in-store information about Navel oranges there is
potential for Navels to go unnoticed, even among loyal users who prefer to buy Navels.

» There is especially strong need for clear identification as “Navels” in light of the fact that results of this study
suggest that there is potential for the appearance of South Australian Navel oranges to differ from Japanese
consumers’ preconceptions about what Navels look like.

nielsen
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Implications and Recommendations - 3

2) Branding as South Australian Navel Oranges

M Link assets of South Australia such as its vast expanses of nature, Southern
geographical position, and ideal sunny conditions to the cultivation of Navel
oranges in order to fuel expectations about delicious taste and add emotional value
to South Australian Navels.

— Take the initiative over other places of origin and create a point of differentiation and
superiority by being the first to actively promote branding in the currently information-
less orange section. Use promotion to establish mass-consciousness of the idea that
“Navels = South Australia.”

— A key advantage for South Australian Navels is that they are “seasonal” in Japanese
summer. This means that they are in-store at a time of year when Navels from
Northern Hemisphere countries are not available, creating significant scope for
penetration of origin and branding.

* In terms of oranges(=Valencia oranges) the Sunkist brand dominates consumer mindshare.

* In this study, while there was no recognition of the “Vitor” sticker the presence of stickers per se
to clarify point of origin was reassuring, and consumers supported the continuance of this
practice.

» Considering that Australia appears to be little-known for fruit despite being strongly associated
with food products in general it might be worth considering promoting Navel oranges in
conjunction with other Australian foods.

nielsen
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Implications and Recommendations - 4

3) Product specs in line with Japanese consumer needs.

M There is no major dissatisfaction with the quality or size of Navels, or with issues
such as bag size, suggesting that current specs should be adhered to.
>< If standards for SA Navels differ from the standards outlined below it would seem advisable to modify
the product.

— Expected standards:
* Price: Less than ¥100 per orange or ¥350-¥399 per bag (of around 5 oranges).

« Taste: Rich taste, sweet, juicy.
* Appearance: Dark orange in color, with thin outer skin that is easy to peel.

+ Size: for bags — smaller oranges; sold by piece— larger oranges.

— However, the following should be noted:

» The South Australian grown navel oranges that were shown to respondent were bigger
than the images respondents have of navel oranges and as such came across as
difficult to identify at first glance (Especially for Navel Loyal Users)

» There are those who prefer to buy by pieces instead of by bulk (in a bag) as they are
concerned with the weighty amount being added to their total shopping and thus show

restraint against buying in bulk.

3 "\] ny =
l-llL' L}{; rl' Copyright © 2010 The Nielsen Company. Confidential and proprietary.



Detailed Findings
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Awareness of Navel Oranges

1. Awareness of Fruits in General, and Positioning of Citrus Fruits
At a fundamental level fruits were divided into “seasonal” and “non-seasonal” fruits.

Seasonal Fruits

*Delicious and high in nutritional *Available year-round

value > *Stock-standard
*Displayed in stacks in prominent sImported
locations in-store I *Not obvious in-store

*Inexpensive

*Grown in Japan / domestically

«Juic efreshing. Sweet-tasting, sour-tasting.
High in nutritional value, such as Vitamin C.

Fruit purchased when seasonal
fruit is not available

Citrus Fruits

Imported Citrus
-Stable quality and price, and
therefore appropriate for stockin
“standard supply.”

Oranges3% | Grapefruit \

Oranges

= Valencia
sl oranges

. . p well,
omestic Citrus

*In particular, in winter when mikan are in
season domestic citrus fruit is “the main.”

Other
( Hassaku; ponkan
mandarin; kiyomi, etc.)

Unshu
mikan

¢ In the rest of the report “oranges” means
. all varieties, unless specifically indicated.
nielsen
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Awareness of Navel Oranges

2. Awareness of Varieties of Orange — the Difference Between Valencias and Navels (1)

- At mention of the word “oranges” consumers instinctively thought of Valencia oranges, and
the link between “oranges” and “Valencias” was very strong. Navel oranges were called
“Navels” rather than “oranges.”

- Consumers were aware that Navels and Valencias were different types of orange, but had
little knowledge of how the two varieties differed in terms of taste, appearance, and other
features. As such, the two varieties were often confused.

— The key appeals of oranges were their sweetness and juiciness / rich taste, but there was general confusion
about which of Valencias and Navels was the sweeter and juicier / richer taste variety.

— Minimal differentiation was made based on skin pebbliness; consumers were unaware of whether the more
pebbly-skinned variety was Valencias or Navels.

- The only real difference acknowledged between the two varieties was that “Navels have a
navel.”

- Imagery of oranges in general was as follows:
— Sweet and juicy.
— Reliable taste; oranges always taste the same.
¢ With mikan taste was “hit and miss.”
— Sweet and therefore liked by children / eaten by whole family.
— Keep well.
— Look nice, with their vibrant color
» Look good in a fruit basket; look nice and create pleasant feeling when served to guests.
= Fruit that is appropriate as stock-standard that is always kept in supply at home.

— More of a hassle than bananas or mikan that children and husband can peel by
] themselves = oranges have to be cut or peeled (down to thin inner skin) for others to eat.
nielsen
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Awareness of Navel Oranges

2. Awareness of Varieties of Orange — the Difference Between Valencias and Navels (2)

- A small minority of orange users were aware of the distinctive features of Navel oranges and
had a distinct preference for Navels (Navel loyal users). These consumers appreciated the

following benefits of Navels, and based on this, preferred them to Valencias.

» Delicious
- Sweeter and a richer taste (more concentrated flavor) than Valencias.
» Easy, convenient
Thin outer skin.
Thin inner skin that can be eaten.
No seeds /pips.
The above features made Navels easy for children to eat, hence mothers of young children particularly
appreciated Navels.
 Available only for a limited time.
* More luxury / premium than Valencia oranges.

- Navel loyal users also differentiated Navels and Valencias by appearance:

— Image of the look of Navel oranges: More elongated; dark, rich color; smooth-skinned.
= When shown Australian Navels, the oranges were larger than loyal users’ image of Navels and their
skin was more pebbly. As such, they were not instantly recognizable as Navels.

- Drawbacks of Navel oranges were that they made the hands dirty and were difficult to cut
because they were so soft. This was perceived to somewhat limit their usage, in particular, it
made them inappropriate for use on busy mornings and in packed lunches.

¢ Detailed usage of oranges is discussed in a subsequent section.

- Among Navel orange loyal users some had grown up eating Navel oranges, and this contributed to

their sense of familiarity and comfort with Navels.

nielsen
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Awareness of Navel Oranges

« Comparative Awareness of Valencia and Navel Oranges (including misunderstanding)

8range
Sers
Il:lc?y\//aell (Purchase
. loranges _
Valencia Oranges Navel Oranges tjriso?i{? t(OG'Ve without being ”;\elssl Non
purchasing g(;psmous o
Navels) ifference
between
varieties)
. Round. - Have navel; elongated; dark color. 5 5 5
. Dark color. - Smooth-skinned and smallish.
Appearance | - Smooth-skinned. - Yellow-tinged. o
- Thin-skinned.
- Smallish - Tough wax - Thick and pebbly skin. Skin is tough. o o
- Sweet. Richer taste than Valencias. o o
Taste / - Sweet. - Both types have same level of sweetness. o o
Content . Navels are more sour. o
- Navels have distinctive fragrance. o
Hard outer ski c ‘b - Skin is soft — can be peeled with hands and
- Hard outer skin — Cannot be eaten as is.
pegletd_ V‘t’ith1 /hGa]mds gr)g,ed krgiifteh). o Not used for juicing. o o o
i - Lutinto 1/5's or 1/os and then eatl| . Flesh is soft — not suitable for packed lunches,
Convenience| . Thin peel is diffcult to eat 2nd difficut fo cut P
- Can be juiced. —
- Inner skin is soft.
+ Good for packed lunches. - No seeds / pips — easy for children to eat. ©
. - Seasonal (although season not known).*¢Very
- Available year-round. ;
- From Callifornia or Australia. few respondentg mentloned._
- From California or Australia.
Available evervwhere - Not widely available; only limited number of o o o
’ SVeryw ' , stores stock Navels (such as Seijoishii
Others - Sold both in bags and by the piece
/individually supermarkets). o
' - Usually sold by the piece / individually.
. Sunkist - Not associated with any particular brands. / No
. ] - Have stickers on the fruit brasgssgglr(’ré ?st%mpﬂt © © ©
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Consumption of Fruit

1. How Fruit is Consumed
+ Two patterns emerged in terms of how fruit is consumed, as outlined below.

COType A: Keep regular supply of stock-standard fruit (bananas, apples, oranges, etc.) and
also eat seasonal fruits.

* Respondents fitting this profile who were in the Navel orange shopper groups (Groups A-C)
tended to be more oriented to stock-standard fruit, while Navel Non-users (Group D) tended
to eat more seasonal fruit than stock-standard fruit.

* Respondents consciously chose stock-standard fruits because of their palatability for all
family members and because they kept well. Fruits such as bananas, apples, and citrus
fruits including oranges and grapefruit were eaten year-round.

COType B: Do not have a stock-standard list of fruits, but continually switch between
different fruits, with a focus on seasonal fruits.

« With oranges being available year-round (at any time) respondents tended to purchase
oranges as a stopgap to seasonal fruit (for example if there was no appealing seasonal fruit
in store / when “between seasons” for fruit) when they happened to notice oranges in-store.

* There was a correlation between the above fruit consumption ‘types’ and in-store purchase
behavior (as discussed on page 24).

« Overall, priority tended to be given to seasonal fruits given preconceptions that seasonal
fruits were more tasty, higher in nutritional value, and more economical than fruits available
year-round.

nielsen
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Consumption of Fruit

2. Usage of Fruit

* In most households represented in this study, all family members liked fruit and ate fruit
almost every day.

* Individual households had their own particular consumption scenarios (for example, in some
households fruit was mainly eaten for breakfast or snacks, while in others fruit was regularly
eaten as dessert at the end of the evening meal) and choice of fruit depended on when and
why it was being consumed, and on personal preference.

— Overall, consumers showed strong interest in the functional benefits and nutritional value of fruit.
Those who served fruit for breakfast were particularly concerned about the functions and
nutritional value of fruit, and showed almost an addiction to fruit.

— Fruit that required peeling with a knife and/or cutting tended to be used after evening meals
(rather than in the morning) when consumers had more emotional leeway and time to spend on
preparation of the fruit.

— In households with young children (pre-school and elementary school-age children) mothers
were keen to feed their children healthy fruit rather than sugary snacks and sweets, and were
therefore very conscious of their children’s preferences when selecting fruit.

+ Specifically, while young children mainly preferred sweet fruits, as they got older they
became increasingly accepting of more sour or tangy fruits such as grapefruit.

* For children’s snacks there was a preference for fruits that children could peel themselves,
such as bananas and mikan.

* For packed lunches consumers tended to cut up fruit rather than put in whole fruits.

nielsen
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Consumption of Citrus Fruit

1. Consumption of Citrus Fruit

« Citrus fruit was particularly liked for its refreshing, juicy taste, and was eaten in many
different scenarios (from breakfast through to dessert after evening meal) .

— In addition to its taste, citrus fruit had the benefit of being rich in Vitamin C, and this was a point
of superior differentiation over other fruit.

« Consumers were very aware of the Vitamin C content of citrus fruit, with housewives
conscious of the beauty benefits of Vitamin C for themselves as well as of the effectiveness
of Vitamin C at warding off colds and flu in children.

» Further advantages of citrus fruit, particularly over other standard fruits such as apples and
bananas, were that the fruit did not quickly spoil after cutting (e.g., did not go brown? and
that the fruit was not filling and was therefore fitting as something to eat after a meal.

* In winter, the season for mikan, consumption of mikan was high and, correspondingly,
consumption of imported citrus fruit tended to decline.

— Bein%easy to peel and eat as they are mikan were ideally suited to being left out for family
members to help themselves to, and many respondents said that they did this with mikan in
winter.

2. Consumption of Oranges

- Oranges were popular as a stock-standard fruit, especially given their palatability for
children due to their sweetness.

« Oranges were typically served cut into 6-8 pieces or sliced.

— Respondents said that unless oranges were made easy to eat by being served cut up, famil
members tended not to eat oranges because having to peel and cut up the oranges themselves
was “too much of a hassle.”

+ Some consumers perceived oranges to be a nuisance to prepare, notably those who
removed the thin inner skin from the flesh of the oranges before serving them.

— In addition, some women who were comparatively new to marriage and/or motherhood and
women who purchased oranges infrequently found oranges slightly confronting in the sense that
they were confused about how best to cut oranges to make them easy to eat.

« A small minority of respondents used oranges for juicing and/or in cooking.
nielsen
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Consumption of Fruit

«  Usage of fruit by occasion.

Consumption
Scenario

Usage of
oranges

Breakfast

For breakfast focus was on functional value of fruit, as well as on convenience. Preference was for fruit
that could be served with minimal preparation given that respondents were so busy in the mornings.
-Bananas were a comparatively popular breakfast fruit, perceived to be healthy as well as quick and convenient.
Quite a few respondents served or ate banana with yoghurt for breakfast.

*Oranges were also regarded as a good breakfast option on the grounds that they were an easy source of Vitamin
C and freshened the mouth.

*However, some respondents said that they did not serve oranges at breakfast because having to peel oranges by
hand and cut them up was too time-consuming on busy mornings.

©

Snack

For snacks the most popular fruits were those that children could eat on their own without needing
preparation or help. In winter mikan were a common snack.

-Mikan and bananas were popular snack options because these were fruits that children could peel themselves
and eat as is. In many households mikan were left out for family members to help themselves as they liked.

A few respondents said that they kept plates of cut-up / sliced orange in the refrigerator for children to eat as
snhacks.

After evening
meal (for
dessert)

Fruit served as dessert at the end of the evening was typically cut up.

«Cut-up apple or citrus fruit was commonly served at the end of the evening meal.

*Even though cut-up fruit was the norm oranges were still associated with nuisance by some respondents, notably
those who felt that they had to peel the oranges and remove their flesh so that their family would eat them (since
family members would not eat oranges without having them presented already peeled and cut-up).

A benefit of oranges over fruit such as apples and nashi pears was that oranges did not quickly spoil once cut,
whereas apples and nashi pears quickly spoiled (e.g., turned brown) if not eaten soon after cutting.

A benefit of citrus fruits in general over fruit such as apples and nashi pears was that they were not particularly
filling, making them ideal as an after-dinner dessert.

Packed lunch

iclsen

Aeress

oo

For packed lunches the focus was on fruit that children liked, as well as fruit that had decorative value /
color and fruit that kept well / did not spoil.

+Fruit that was commonly used in packed lunches included apples, bananas, and citrus fruit such as oranges and
mikan.

*Oranges were a popular packed lunch item because of their bright, appetizing color and because children liked
them. However, some respondents particularly disliked the idea of juice from cut oranges leaking out of the
orange wedges while in the packed lunch, and therefore put oranges in a separate plastic container as part of the
packed lunch.

*Some respondents specifically commented that Navel oranges were not suitable for packed lunches because of
their juiciness; cut-up Navel oranges tended to become sticky and messy.

*Bananas and mikan were put in packed lunches as whole fruit, but no respondents put whole oranges in packed
lunches.
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Purchase of Oranges

1. How to Purchase Oranges

+ Most respondents simply purchased “oranges” without making a distinction between
Valencia oranges and Navel oranges. The process of buying oranges involved minimal
comparison, scrutiny or “selection;” respondents simply picked the product off the shelf.
Most respondents did not even seem to be aware of whether they purchased Navel oranges
or Valencia oranges.

- Reasons for low involvement in selection of oranges were as follows:

» Lack of awareness of different varieties of oranges

0 Respondents had hazy knowledge (at best) of the difference between Navel oranges and Valencia
oranges in terms of benefits, such as taste and ease of eating. When purchasing oranges it did not
really occur to them that there was a distinct choice to be made between different varieties.

0 Oranges were perceived to be fruit that was “always the same” in terms of quality, hence
respondents felt that they could “simply pick up any orange” and be assured of quality.

» External factors (related to store display)

0 Many stores had only a limited stock of oranges on display, and this was not conducive to
comparing and selecting products (there was a strong perception that stores stocked only one
variety of oranges, but in reality it is possible that stores stocked two or more varieties).

O With almost no information about oranges in-store, such as information about country of origin and
different varieties of oranges, orange displays were instinctively thought of as dull.

Some respondents specifically commented on the difference between how domestic fruit and oranges were displayed in-store;
whereas domestic fruit was typically displayed with detailed POP and promotional information about place of origin and sweetness
level, and even firmness / texture, oranges were displayed with minimal information, at most the variety name and name of the
country of origin.

O Varying by supermarket, both Navel oranges and Valencia oranges were bunched together and
labeled simply as “Oranges”

- Against the above background among most users Navel oranges tended to be purchased
randomly as “oranges” rather than by design. Therefore, the way of buying Navel oranges is
niclsen _the same as buying oranges in general.
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Purchase of Oranges

2. Orange Purchase Process and Selection Factors for Oranges

* The orange purchase process varied somewhat between Type A and Type B respondents,
as defined by their fruit-consumption patterns (discussed on page 19).

COType A: Always keep a standard supply of fruit in the house.

» Go to store intending to purchase oranges as part of their standard list of fruits, therefore
go to orange section when in-store.

COType B: Put focus on variation, and consume mainly seasonal fruits.

» Main purchase drivers are large, prominent displays in-store and POPs. Users rarely go to
the orange section by design, although if they happen to notice oranges in-store they might
purchase them as a stopgap to their supply of seasonal fruit.

g aseydind
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Attracts Attention Comparison and Scrutiny Confirmation
(_Go to orange section) * None *Price
- Orange color >users did not even » Bags: Around 5 oranges for ¥350-
Type confirm whether oranges ¥399 range.
A were Valencias or Navels. * By piece: 1 orange for ¥80-¥100.
. . Anything under ¥100 considered
»Any scrutiny that was inexpensive. ¥150 or above too
made was at the level of expensive / would not buy.
- confirming category = °N ive check on li
@ - Orange color, if oranges g ca‘egory SR EEE S E Pl
h t b h B Whether fI'UIt was . Freshness
Tvoe appen to be on Shopping grapefruit or oranges. + Confirm luster of skin and that
yp route fruit is not bruised or spoiled.
B o Large, prominent disp|ays * (Minority) Confirm that oranges
are firm and that stem is a good
- color.
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Purchase of Oranges

3. Selection Factors for Oranges (1)

+ As discussed in the previous pages, in general, respondents did not compare or scrutinize products when
buying oranges. In the minority of cases where oranges were looked at closely and compared the following
drivers came into play:

— Taste: Delicious = sweet, rich, juicy taste
« Oranges with dark, rich color, and that feel heavy.
*  POPs with claims such as “sweet” or “juicy.”

>¢ For other types of fruit the sugar content labeling was looked at, but this information was not available for
oranges.

— Quality: Safe and reassuring
« Oranges with stickers on them (although stickers per se were not looked at closely).
« Brand labeling, such as “Sunkist.”
+ Labeling of country of origin

21 respondent in the total sample specifically looked for oranges from Australia. Other respondents were not
particularly concerned about country of origin.

*  Quantity : Respondents divided among those who buy individually and those who buy by the bag (in bulk)
— Reasons for buying individually
— Heavy

— Including when purchasing other fruit or milk or two heavy products at the same time: As respondents
lived in the Tokyo metro area and as such usually go to the supermarket on foot or via bicycle, they prefer
to keep the total weight of their purchase down as much as possible.

— Another reason is that they want to select an orange with no defects (buying in bulk doesn’t allow this)
— Reasons for buying by the bag (in bulk)

— Because oranges are a standby fruit and preserve themselves for a long period of time, there is little worry in
leaving extra sitting in a bowl or dish in the house

nielsen - The price per piece when buying by bag is cheaper than if buying 1 by 1
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Purchase of Oranges

3. Selection Factors for Oranges (2)

+  Elements that may become purchase decision influencers

» The items below were not utilized or present for oranges at time of focus groups, however, these were
noted by respondents as influencing their purchase intent for fruit.

— Seasonal display (Large, prominent display ) POP indicating its seasonal
» Aware that fruit in season is delicious and high in nutritional value

» |If they see and understand that Australian oranges are “Now in season” and thus available for a
limited time only in-store, their purchase intent will go up considerably (noted among all user

groups)

—  In-store promotions

+ Sampling (tasting)

— Casually taste whatever is being sampled and then impulse buy / Child tastes it while shopping and wants
it so they buy it

* Small video panels / animations
— Taste

«  POP that conveys the delicious taste (EX: “Sweet!”)

+  Sweetness level indicator ( numerical, visual etc.)

< Sweetness level is notated for other fruit but not for oranges

—  Nutritional value

*  POP that communicates nutritional value
—  Country of origin / region grown and other information

#In addition to the above, a description about “Quick and easy preparation for eating” may also increase
purchase intent

_ » For those who feel that cutting and peeling oranges takes time or those females who have just become
nielsen housewives and are not sure on how to prepare
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Purchase of Oranges

»  Expectations of In-store Information with Regard to Fruit (including oranges) and Promotions that
Have Been Influential (Extracts from Verbatim Comments )

Expectations of In-store Information Other Issues
= With apples they show photographs of the apples, tell you about when the apples are |= | can imagine CMs. CMs showing oranges being
at their best, and given information about texture and firmness. | would like it if they did| squeezed for juice against a backdrop of blue sky
A the same type of thing for oranges, gave you introductions to each different variety. and white clouds. Lots of sunlight and oranges that
- Youngest child |* Sugar level, information about the maker and place of origin, and information 1_‘hat seem sweet. .
in elementary made you fgagl reassured about the products, such as that they were grown without . I_f there was a _fe.ature on the oranges on television
use of pesticides. it would be striking. If | saw oranges featured on a
school or younger |. o kiwi fruit they do fabulous tastings. And when you taste the fruit you tend to buy it. | health documentary on television it would probably
» Seasonality is really important. Our summer is when Australian fruit is in season. When| reawaken my interest in buying them.
fruit is in season and tastes good you feel like buying it.
= Ifthey had POPs in-store | would read them. / Maybe pamphlets or DVDs playing in- |+ | have seen TV advertising for oranges (Sunkist)
store. and bananas, but not for Navels.
= Small sheets of information about the oranges left out near the orange section. / * When they had the Gold Kiwi campaign in-store it
Having a sheet of information inside bags of oranges would be good. involved a mascot that captured the kids’ attention.
Navel B . = Photographs of the trees on which the oranges are grown. Photographs of harvesting | And the kids also wanted the stickers and bonus
Orange - Youngest child or of the faces of the people who grow the oranges would attract your attention. gifts that were offered with the fruit. And that had a
in elementary school | = | might buy the oranges if they were only available for a limited time and were strong influence.
Users or younger promoted as such. * Have the oranges featured in television
= |t would be good if Navels had identifying stickers on them. Then you would documentaries, advertising on radio, cooking
immediately know that they were Navels and feel reassured. programs.
= It has happened to me that the kids have tried fruit in a tasting, and | have ended up
buying the fruit.
= Descriptions of the taste. / Claims such as “sweet” and “rich” would create impressions |+ CMs and promotional campaigns give the
c of good quality. / “Rich taste.” imp(essjon that a company is really committed to
. No children = You tend to associate fruit grown in lots of sun with deliciousness. selling its ID_FOdUCt- S
. Youngest child » Ifthey had a POP that said “Southern hemisphere oranges are in season now”more |* | tend to click on Net banner advertising if it seems
e ) people would buy them. interesting.
in junior high « | like to know the sugar level. (In Jusco stores sugar content is shown). * Endorsement by a TV presenter (such as Mino
school or older = | would like to know about safety issues, such as pesticide measures. | am happy to Monta) would get the oranges selling.
pay a bit more for oranges | feel safe about (up to 1.5 times the standard price).
= The sunlight is key. It makes you want to make juice out of the oranges. And that has |= Information about how to effectively peel and eat
D potential to send you to a store in search of oranges, perhaps. oranges. Advice that the oranges can be eaten
- Youngest child |« In Australia the seasons are opposite from Japan. They need to play up imagery of the| without needing a knife. Promotion that oranges
in elementary country of origin, and make consumers aware that the oranges are in season. can be eaten anywhere, anytime, like mikan.
Navel school or * A catchphrase about “cultivated in brilliant sunshine.” / Photographs of orange groves. |= Celebrity endorsement campaigns would not be
Oran ge younger - No These would be far more effective than a promotions featuring a celebrity. effective at making me want to buy the oranges.
children * The word “seasonal” is powerful. With these Australian oranges if you didn’t know that | Having the oranges featured in a television
Non-Users . the oranges were seasonal then you would be concerned that they might have taken a| documentary programs (such as Hanamaru
- Youngest child really long time to get into stores. Market) would increase interest in purchase.
in junior high = “Rich faste.”/ “Juicy.”/ information about sugar content. / Claims along the lines of “xx |* In-store tastings (for kiwi fruit) allow you to see
school or older times Vitamin C than in yy.” what the fruit tastes like and encourage you ta buy
= Comparative information about Valencias and Navels. the fruit.
nielsen
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Purchase of Oranges

3. Selection Factors for Oranges (2)

The following are not purchase decision factors:
+ Size:

@® Respondents had strong preconceptions that oranges “always tasted the same” / that
there was no “hit and miss” with oranges in terms of taste. There was almost no
correlation made between size and taste.

@ Given that oranges were mainly eaten cut-up, size was not an issue.

* A minority of respondents, all of whom peeled the inner skin as well as the outer rind of
oranges, tended to prefer L-size oranges on the grounds that these were easier to peel.

* Also, there was a general preference for smaller-size oranges when purchasing oranges by
the bag, and larger-size oranges when purchasing oranges individually.

*  Pre-cut oranges:
— Pre-cut fruit was associated with higher cost as well as inferior freshness and flavor, and
respondents showed no inclination to purchase pre-cut oranges.
— A few respondents suggested that pre-cut fruit might appeal to people living on their own who
purchased fruit at convenience stores, but for themselves as wives and mothers, pre-cut fruit
was considered irrelevant.

nielsen
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Purchase of Oranges

4,

nielsen

Purchase of Seasonal Fruit

In Japanese supermarkets the fruit section is typically structured around seasonal fruits.
Stacks of seasonal fruit in island displays and end displays, as well as POPs advertising
seasonality, tend to have a strong influence on purchase.

For Type B respondents, who mainly consumed seasonal fruit, in-store shopping route
revolved around the seasonal displays described above, and these were the major drivers to
purchase.

Attracts Attentio Comparison and Scrutiny Confirmation
*Large, prominent *POPs giving information *Price
displays of seasonal fruit. about the features of different
-POPs advertising varieties of fruit, the taste of
seasonality. the fruit, and the origin of the
fruit.

>%Note that for fruits not in
season, including stock-
standard fruit, POPs,
campaigns and taste testing
promotions are effective at
capturing attention (e.g., for
kiwi fruit).

uoisI29( aseyaind
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Purchase of Oranges

5. Correlation Between User Type and Purchase Process

* As noted earlier, in this study there were very few respondents who consciously
differentiated Valencia oranges and Navel oranges when purchasing oranges. Only a small
minority of respondents gave priority to Navel oranges (Navel Loyal Users).

i Navel Orange Loyal Users

Awareness *Perceived unique benefits in Navel oranges, and Type A
of Navels actively preferred to purchase Navel oranges if
y pretert P g Keep oranges as part of stock-
High they were available in-store. > standard supply of fruit at
* home, and go to store
intending to purchase oranges.
*Made only hazy differentiation between Valencias <
and Navels. T B
*Tended to purchase Valencias more frequently . . ype .
than Navels, but basically did not differentiate Give priority to seas<?nal fruit.
between orange varieties at time of purchase. >~ If they happen to notice
oranges in-store they might
v .
Low Navel Orange Non-users purchase them to bols_ter their
) . supply of seasonal fruit.
*Had no stock-standard supply of fruit; sought
variation.

nielsen
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Purchase of Oranges

6. Purchase Process among Non-Mainstream Orange Users (1)

* Navel Orange Loyal Users
= Minority of respondents who actively preferred Navel oranges, and gave priority to Navels
when purchasing oranges.
— Purchase process was basically the same as that of orange users in general. However, the
following differences emerged:
- Attention tools: Respondents relied on “Navel” signage and the distinct shape
(navel) of Navels to help them locate Navel oranges in-store.

— In general, in-store orange sections were associated with being fairly dull and having no
POP-style information. As such, respondents typically relied on product color and shape
as guides.

— The Australian Navel oranges shown to respondents in the course of this study looked
different from respondents’ image of Navels, in fact evoked impressions of Valencias.
Some respondents specifically commented that if they saw the oranges in-store they
would not realize that they were Navels.

- Confirmation: Price = Navel loyal users were prepared to pay a slightly higher price

for Navels than for Valencias if required.
>¢Although not sufficiently important to influence purchase Navel loyal users showed a preference
for Navel oranges with distinctive “Navel-like” properties, such as a large navel.

nielsen
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Purchase of Oranges

6. Purchase Process among Non-Mainstream Orange Users (2)

* Navel Orange Non-Users
= Segment of Type B users; mainly purchase seasonal fruits.

Among these respondents the main barrier to purchase of Navels was lack of in-store
presence as seasonal fruit.

— These respondents made purchase decisions in-store based on what fruit was “in season.” For
Navels, display location and style that were not suggestive of seasonality, and lack of POPs, were
the main barriers to purchase.

— Respondents were not negative to Navel oranges and made minimal differentiation between
Navels and Valencias. Basically, they were not conscious of Navels, and it is possible that they
were buying Navels without realizing.

— Some respondents acknowledged that if they knew more about the flavor of Navels (sweet and
juicy, rich) and about how easy to eat they were (easy to peel by hand, no seeds / pips, inner skin
is edible) they would be more likely to specifically look for Navels in-store.

— For a few respondents the fact that their regular supermarket did not stock Navels was a barrier to
purchase.

nielsen
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Purchase of Oranges

» Purchase of Oranges (Valencias and Navels) ( Extracts from Verbatim Comments / Navel Orange Users)

Attention Tools / Purchase
Motivators

Comparison / Scrutiny

Factors Motivating Selection of Oranges /
Confirming Purchase

Navel
Orange
Users

| don’t think about seasonality with
oranges. For other fruits, if they're in
season then | buy them.

I buy oranges when | remember that
we have run out of them at home.

| didn’t think it was the season for
them so | didn’t look for them. When
Navels are out on display, that’s
when | buy them.

In supermarkets they display the in-
season fruits at the front. | don’t go
to the back of the store just to pick
up one or two pieces of fruit. When |
see stacks of oranges, that’'s when |
think they must be in season.

Stores stock two varieties of
oranges at the most. | just choose
from the ones that are there.

| buy oranges without thinking
about whether they are Navels or
what variety they are. / | just take
the ones off the stack on display. |
don’t know if they are Valencias or
Navels. | don’t look at what type
they are.

Just knowing that they are Navels
makes me think of tastiness, more
so than hearing the name Valencia
I prefer to buy Navels. ( Navel
Loyal User)

You can’t smell their fragrance in-
store. It’s only after | have bought
them and tasted them at home that
| know they are Navels. (No
signage or flags’ to Navels in-
store).

| don't really worry too much about choosing oranges.

They’re not hit and miss like some other fruits.

At the orange section it just says “oranges.” Nothing

about types of oranges. Whereas with apples they give

you the name of each variety, and where it comes from

I look at the products and check the price. | don’t really

pay attention to labeling of what variety they are.

It’s more the claim of “sweet” and the POPs and price

that attract me. Rather than the name.

Oranges usually cost around one hundred yen. When |

see them for eighty yen | think “my lucky day” and buy

a larger amount.

The sweeter the better, but it is difficult to judge

sweetness in-store. There is no information given

about sugar levels or anything. Based on appearance |

assume the darker-colored ones to be sweeter and

tastier.

With oranges | choose the ones that are lustrous and

round, with vibrant color, and that are heavy.

If I had a choice between American and Australian

oranges | would pick Australian. In my experience

Australian oranges are more consistently good than

American oranges. (1 respondent)

* You take it for granted that fruits are grown with
pesticides nowadays. It’'s not something | worry about.

nielsen
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Purchase of Oranges

» Purchase of Oranges (Valencias and Navels) ( Extracts from Verbatim Comments / Navel Non-users)

Attention Tools / Purchase
Motivators

Comparison / Scrutiny

Factors Motivating Selection of
Oranges / Confirming Purchase

* | buy fruit based on seasonality and
mood. Purchase is random. | don’t
have a set list.

| have never gone to the store
intending to buy oranges. | go to the
store and if | happen to catch sight of|
good-looking oranges then | might
buy them. It might be the price that
catches my attention, or the fact that
there are a lot of oranges all lined up.
I don't really have a need for
oranges. If | happen to notice them |
might pick some up, but often | don’t
notice them.

* | have usually decided on citrus fruit
before going shopping, but for the
most part | decide what | am going
to buy once | am in the store and
have seen what is on offer.

* | just think of them as selling
oranges. | don’t buy oranges
because they are Valencias or
Navels. There tend to be more
Valencias, so | end up buying
Valencias.

* My supermarket doesn’t stock
Navels.

» There aren’t that many varieties of

* | have never really thought too much
about choosing oranges. Because there’s
no hit and miss with oranges.

| buy oranges for about 100 yen per
orange. | wouldn’t buy oranges that cost
150 yen.

If the store offers tastings then you can
compare products.

| feel more confident buying products that
are clearly branded or that show place of
origin, such as Sunkist. (I tend to choose
the oranges with stickers on them).

| have never worried about place of origin.
| buy oranges by the bag, so | can't tell

Navel Non- | * / might buy two grapefruit and one orange. whether or not they have a navel.
Users orange. I like to buy different fruits at « | am easily attracted by the word
one time, and compare them when | “seasonal.” | like it when products are
eat ﬂhenl"- One load ShWO"tg of fruit marked as “seasonal” in store displays.
usua /}l/ IaSttSttWOhor thr (laet a¥s, So « If certain products are promoted as being
Z?r a t?e 'to choose lots o “rich” or “juicy” then | can make
frerent Irults. , , comparisons. Otherwise | just go on price.
° Mt/h,?” tnaShtl geaf S a;e n Se"ﬁg” it « | choose based on their shape and color
starts (;3 geThO;{ng IhyOLll ga ?m and whether they have a clean and nice-
every ay/. o ats wnhen i uy arew looking stem. / | feel the oranges, and ook
Olfa”ges- h r?n%es arg ! g "’l" at them all over. / | look at whether or not
stopgap, the /rfw ,tyou i tb;ly e Wteen they have bruising or marks, because that
one seasonal Iruit and the next. leads to spoilage. | look for oranges that
look nice.
nielsen
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Purchase of Oranges

7. Sources of Information

* For fruit users in-store information has a strong influence on purchase.

— Domestic fruit, in particular, is typically displayed with detailed information about place of origin,
sugar content (sweetness level), and the features of different varieties in each category. This
type of information captures attention and fuels interest in the products.

 In contrast, for oranges, the product range is typically fairly limited and in-store
information is confined to the name of the variety and place of origin (without
detailed information about these). This is not conducive to an environment of
“learning about and choosing,” and as a result of this it is surmised that users
are not “tuned in” to looking for information when they are in the orange section.

nielsen
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Acceptance of South Australian Oranges

Awareness and Imagery of South Australian Oranges

- Australia had weak imagery as a producer of fruit, and respondents did not readily associate
Australia with fruit. Only a few respondents recalled “Australia” as a source of Valencia and/or
Navel oranges, and of these only one respondent could remember having purchased
Australian oranges.

* The idea of “Australian origin” evoked imagery of “expansive country,” “vast natural
environment,” “the southern Hemisphere, and warm,” and “sun.” All of these had positive
implications for Australia as a source of oranges.

— In particular, the fact that the origin was South Australia evoked even stronger imagery of warm
earth, which cued expectations of sweet and delicious oranges.

— The one respondent who recalled having purchased Australian oranges perceived that Australian
oranges were more consistently good (rich and delicious) than oranges from other countries. As a
result this respondent now actively sought out Australian oranges when shopping.

— Although Australia had weak imagery of fruit it was very well-known for food products, led by beef
(Aussie Beef). Some respondents also had imagery of Australia as a country that had very strict
quality controls for its food products, and this enhanced Australia’s image as a food producer.

* No respondents were aware of the Vitor brand. One respondent accurately recalled the Vitor
sticker.

Users supported the idea of stickers on fruit (“better than no stickers”) since even if they
were unaware of the brand the fact that the fruit had stickers on made users feel reassured
that place of origin was identified.

— No Jusco users accurately recalled Vitor, although a few vaguely remembered the “blue stickers.”
However, it is possible that respondents were confused with the Sunkist stickers.

nielsen
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Acceptance of South Australian Oranges

“Riverland”

No respondents were aware of the Riverland region of South Australia. Word association
with “River” and “Land” fostered imagery of a location with bountiful nature, however there
was no linkage with specific imagery or benefits for oranges.

Explanation of the Riverland as an area of fertile soil and bountiful water that was warm in
summer transformed impressions of the Riverland. Respondents formed tangible imagery of
oranges grown in an optimal environment, and had high expectations of the quality of the
oranges.

— The key issue was knowing (or having the impression) that the land was optimal for growing
oranges. In particular, issues such as “warm climate” and “plenty of sunshine” were considered
important for ensuring that oranges were sweet.

+ In addition, fueling imagery of the backdrop to the Riverland as blue sky, large tracts of land,
and verdant land enhanced product imagery.

“The health benefits of oranges”

nielsen

Respondents were very conscious of the Vitamin C content of citrus fruits, and consumed
citrus fruit with the Vitamin C content in mind. However, respondents were not aware of the
specific health benefits of oranges such as that they “contain twice the daily recommended
amount of Vitamin C,” “have anti-oxidant effect that is good for beauty,” and “help prevent
cancer and heart disease.”

Respondents indicated that if they were made aware of the superior health benefits of
oranges over other fruits they would be more interested in purchasing oranges.

— Some respondents believed that sour citrus fruits such as lemons and grapefruit contained more
Vitamin C than oranges. Revelation of the specific health benefits of oranges represented a
“new discovery” for respondents, and fueled interest. Respondents’ reactions suggest that
stronger promotion of the fact that oranges contain more Vitamin C than other fruits has
potential to enhance interest in oranges, and lead to increased purchase.
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Acceptance of South Australian Oranges

« Imagery of South Australian oranges / Riverland oranges (Extracts from Verbatim comments)

Imagery of Australian Oranges (Unaided)

Imagery of the Riverland Region

Navel Orange
Users

A

- Youngest child in
elementary school or
younger

Oranges grown in the midst of nature in lots of sunlight, so nice and
sweet.

When | think of Australia | think of meat. | didn’t realize they grew
fruit there as well.

Quarantine is very strict in Australia. You can be sure that food
made in Australia is properly made.

South Australia: oranges from warm regions are the most delicious.

<Aided>

=The idea of “soil that is optimal for oranges” is
appealing.

=Water is the lifeblood of food. Foods from places like
Nagano, where the water is clean and pure, taste
delicious.

B

- Youngest child in
elementary school or
younger

I find it easier to associate oranges with New Zealand than with
Australia.

I don’t remember seeing “Australian” labels on any fruits.

Australia has a reputation for strict quality control, which is
reassuring.

Country that is rich in nature.

| instinctively think of places like Florida and California as sources of|
fruit. | associate Australia more with beef.

<Unaided>

*The name has a good ring to it. It makes me think of
growing things in the sun in a vast, spacious land that
has a natural environment similar to Japan .

<Aided>

=/t sounds like the perfect place for growing oranges.
=The land where fruit is grown is a very important issue.
Australia has imagery of vast expanses of pristine
nature.

C
- No children
- Youngest child in
junior high school or
older

| thought oranges came from America. | didn’t know that there are
also oranges from Australia.

Faced with a choice of American and Australian oranges | would
choose the Australian ones. In my experience Australian oranges
are more consistently good than American oranges.

Imagery of lots of sun / blazing sun.

Australia has opposite seasons from Japan, and it would be good to
take advantage of delicious fruit in (Japanese) summer.

“South Australian” sounds more delicious than “Australian.”
Specifying “South” makes you think it must be famous.

<Unaided>

| don’t understand what “Riverland”(English
transliteration) means. What is it?

=/t depends on whether or not the Riverland is truly
recognized as an orange area within Australia.

<Aided>

*Almost anywhere can lay claim to “clean, pure water.” |
would prefer it if they gave more description of the taste
of the oranges.

D
- Youngest child
in elementary school

| could get it more easily if the oranges were from New Zealand.
“From Australia” just doesn’t seem quite right.

I am not particularly concerned about place of origin for oranges.
Australian oranges sound rich and sweet. For foods that have

<Unaided>

~Just hearing the word “Riverland” made me think of
oranges grown in large areas of land with the blessing
of the sun.

Navel Orange oryounger - No names written in katakana script, such as “oranges” and “Navel
Non-Users | children oranges,” imported products always seem more delicious than
- Youngest child in domestic produce. | don’t have any resistance to imported produce,
junior high school or as long as it is not from South-East Asia.
older = “South” makes me think of a warm climate and sweet flavor.
nielsen
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Acceptance of South Australian Oranges

« Evaluation of the Health Benefits of Oranges (Extracts from Verbatim Comments)

Health Benefits of Oranges

A

- Youngest child in
elementary school or
younger

= The parts about powerful anti-oxidant effect and “twice the amount” captured my interest.
After all, it is cold and flu season at present.

= Until now | have never eaten oranges with a full appreciation of their benefits.

= | already knew all about the Vitamin C in oranges. There is no need to keep explaining it.

= If | had access to information about Navel oranges being superior to Valencia oranges
then | would probably be persuaded to buy Navels.

= | didn’t know the health information about oranges. (Majority)

junior high school or

older

Navel ? Vouncest child in . Iha\'/e alwaxs kngwn that citrus fruits contain Vitamin C.
Orange elementar?/ <chool or = “Twice the Vitamin C ” That means granges are good fqr people of all ages.
Users younger = If oranges can contribute to preventing cancer then | might buy them more.
= | knew that oranges had anti-oxidant effect. | have heard that to get maximal effect you
c have to eat the fruit first, before anything else, on an empty stomach.
. No children = The nutritional information is good. “Half an orange gives a day’s daily allowance” is easy
- Youngest child in fo understand.
junior high school or | . | hrefer the emphasis to be on tastiness. There are other things that are good for health
older and beauty. Optimally, they should talk about both the taste and the health benefits.
D = The part about anti-oxidant effect captured my attention.
- Youngest child in| = This made me realize how amazing oranges are. | now look at oranges in a completely
Navel elementary school or new light.
Orange Non- zgﬁg?g - No  They’re more amazing than lemons.
users . Youngest childin | = From now on | will also look at oranges as preventive food, for diseases such as cancer.

nielsen
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Shown Oranges

Navel orange

Valencia orange
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Sentences Read Out

* Renowned for Vitamin C content, one Australian orange has almost twice the
recommended daily Vitamin C intake. However, other great nutritional properties of
Australian oranges are often forgotten about. Generally, citrus fruits have the highest
antioxidant activity of all fruits, helping to boost the immune system and protect
against cancer and heart disease.

* The Riverland in South Australia (SA) has the combination of warm summers, cool
winters, excellent soil and water quality results in the production of superb citrus
renowned for its intense colour and excellent eating attributes.

nielsen
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Discussion Guide -1

Copyright © 2010 1

—'W'hat do they knowe about nawvel oranges™ Any perceptions that they have
towards nawel oranges™
— To what extent are they aware™ Do they recognize differences behween nawvel
aranges and otheraranges7?
sAny differences compared to domestic mikan™
Ay differenees compared to walencia arange™
—Are there any benefits andfor attractive attibutes that are unique to nawel
aranges7 Which attributes are they™
— In zontrast, are there any neg ative perceptions towards navel oranges™
—Are them amny perceptions regarding country of ofgin or brands (eg. Sunkist,
Dale)y?
—+Id entify the level of perception orimages of nawel aranges without probing.

* Show Hevel OEnges

—'What do they think™ Does it match with the images that they hawe™
— A=k again any attributes that are unique to nawvel aranges (benefits, attractive
attibutes, negative points)
— [Far&roup D] Ask reazons why they do not purchase nawel aranges
— Showy other aranges (eg. valenda oranges) and ask them any differences of
attibutes orimages between nawel oranges and other oranges

» _[For Group A-C] Usage of Newel Oranges

— How often do they eat nawel oranges™ In what occasion do they eat nawel
orangesT
: Reazons why they eat more or less nawvel oranges than any other fruit
by do they eat often or sometimes™)
— Identify sp e cific oczasion of eating
: Howe to eatchowe to cut, hove to senve, amount of eating)), With whom
— Reaszons of eating navel cranges and expectations tovwards nawvel oranges
(Frobe on attributes in detail, such as taste, refreshment, dessert after meal,
nutition, for thirsty, for hungry)
# hlake sure that these attributes are unique to nawvel aranges or not and the
lewel of uniquen ess.
—Are there any other fruit in the same posiion as nawel aranges™ What do they
eatwhen nawvel oranges are unawailablein stores?

Time Theme Question b at to know
! ey infom ati on
5] 1. Introduction
* Mhoderatorintroducton: Role, taping, monitor, confidentality
* Selfintroduction: Name, Family composifion (ncluding child(ren’ys age), Hobbies | « Badiground of lifestyle
20025 2. Positioning of ¥ Usage and attitude
CitrusfOranges within + Usageand Atitude towsrds Fruit towards fruit owerall
Fruit — Fruitthat they often purchaze, occasion of eating the fruit, reasons and pupose | ¥ Positioning of orange
of & ating the fruit within fruit
D Why dothey purchase and eatthe fuit? + Attractive points and
—+ithio in theirfamily influe nces their decision of the type of fuit o buy (e.g. ben efits
Their kids lowve the frif) * How fo e at
— Do they purchase fruit regularhy orfor spedial occasionsy ¥ The lewvel of
understanding'perceptions
* Oocasion of Esting Oranges [Occasion, Ressons, Objectives | of aranges
[For Group O Occasion of esting Citrus]
— Perceptions and eating habits of oranges. Differences in perceptions and eating
habits beteen oranges and other ctrus and the reasons.
— Any differences in percepions and eating habits beboeen the wvadieties of
oranges. The reasons why.
s Are they, and to what extent, aware of the differences betuean the varietes of
orangess
— dentify the lewel of awaneness and perception towards oranges
2000 2. Perczplion and Usage
of Mawvel Oranges = Perceptions and Bencefits of Mevel Dran: 5 The lewvel of

understanding'perceptions
of Hawvel aranges

¥ Unique Benafitz or
attractive attributes of
Havel oranges companed
to otheraranges, citrus
and fruit

¥ How to eat Mavel oranges

# Barriers of purchasing
Mavel oranges for
MNon-shoppers




Discussion Guide-2
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4. Purchase Behawiar
of Oranges and Mawel
Oranges

» Purchasse Behavior of Omnges in Store [Group O Purchase Eebenior of
Citru=]
— I= there any difference of purchasing oranges and any other ctrus™ How much
dothey recognize the difference™
— Basicinfommation regarding purchasing aranges
CWherefnhich channel do they mainby purchase oranges from™
: How many timesin a month do they purchase oranges?
: Out of total fruit purchased, what percentage is for oranges? (Do they
purchase oranges regulady or for spedal occasion™)
: Do they purchase only aranges or do they purchase notonly aranges but also
aother fuit™Are there any combinationsfrules of foit to buy™
Does shopping pattern of purchasing oranges differ depending on the
season

:Timing of purchasing aranges (Lo they purchase aranges every ime they go

to the store, when oranges at the home have mn out when ocranges are
adwertized in a leaflet, when aranges are at a spedal price in stare ar else™)
— Purchase decision process

I Decide which orange to buy before entenng the store.

& Decide to purchase orangefoitrus befare enternng store but decide wihich

arange to buy in store.

@ Decide to purchase both categony of fruit forange/fcitns) and what orange
to buyin stone.

—ithen they purchase oranges, which fruit, orange or other fruit, do they
look at and consider for purchasing™
— Attibutes to affed selecting oranges (First et them talk freely and then probe

b elow)

: Quality £ Product (Taste! freshness! safetyf easy to pesl ete’=Howdo they
chedi the attributes in store™eg. Sweet taste =Dad orange color)
#Probe on attributes that are mentioned in Section 2.

:In-store infomation/package’pice (range of price’l = numbers of oranges in

one packagefcountny of arigin or brands/promotion etc

D Irfluence of season ality

;' What is the key driver to purchase oranges?

+ _[For Group A-C] Frobe on Mawel Oranges
— Are there any purchase decision process or attributes that are unique o nawel
arangesT How much do they recognize the difference?
: Do they purchase nawel aranges allyear around aronby wwhenin season™ (Whean

do thew think the seasonality of navel oranges =7

¥ B asicinfarmation
reganding purchasing
aranges

¥ Detailed purchase
behavior of aranges
* Purchase dedsion

process

* Purchase tiggers
* Purchaze bariers

#* Purchase behavior unique
to Mawel oranges

— Attibutes to affect selecting nawel oranges (First let them talk freely and then
probe below)
2 What kinds of nawel oranges do they like™
e there any types of navel oanges that they are not willing to
purchase™
D Wthat attibute do they proitize™ What do they chedoin stare™
(Sniff, touch, color, price, POP, other in-store materials, packagema,
country of aigin orbrands, promotion, size (small, medium, large) etz
—+Far=zize, probe on reasons why and anmy associations with quality.
—rhich country of arigin comes to their mind? (0o they mention Australian nawel
oranges with out probing ™)
—Haw much are they conscious of purchasing navel oranges™ (Do they just
purchasze oranges and do not care about which wahdety™ Or are they
conscious £ aware of purchasing navel oranges™)

# _[For Group 0 Frobe on ressons why they do not purchase nawvel ormnges
— Explore purchase bariers of navel aranges by asking purchase behavior of
citus in addition to perceptions fowards nawvel orangesin Section 3.

* Information source of fruit
— How do they come to know infommation regarding fruit, such as seas=onality,
newness, health benefits etd? In-store, TV program, magazines or TWCWY




Discussion Guide-3

25M20 | 5, Benefits of 54 MNavel

Oranges * Perception and Impression of Australizn News Oranges * Perceplion of country of
— Do they knowe that there are navel oranges from Australia or South Aostraliay arigin

—Whatimages do they associate with Australian or South Australian oranges’| ¥ Strength and weakness of

nawvel arangesT Australian aranges
sAny function al andfor emotional benefits? * Any clues to prompt

— Hawve they ewer purchased Australian nawel aranges before ar are they awane of purchase of Sfnawel
purchasingAustralian nawvel arangesr aranges
= Comp ansonwith other regions
— Do they knowe origin of "Rivedand™

*+ Showthe Mark Mvitor]
— Perception tovwards the mark

: For Juseo shoppers, ask them to rememberin-store behavior and feelings at
Jusco as much as possible.

+ Acceptance of Mawe omnges from Australia
# hdo derator will explain features or benefits of Australia nawvel aranges.

—What do they think of SA navel aranges™ What iz their impressian™ |s there
anything that is attractive to them™
— Wb at wuould tigger purchase intention™
:Price, promation (media’in-store), brand, nutrition, safety, etc
. Or other value add opportunities e.g. packs ready peeled, packs ready
sliced
—'Wrhat kinds of in-store matedals’ communications such as POP or promotion,
prompt a feeling of purchase not only for aranges butfor fuit overall as well?

# Thanks to them and addition questions f any
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Research Objectives

 For the export chain (Japan), the South Australian Citrus Industry
Development Board (SACIDB)’s aim is to gain a solid understanding of the

Japanese consumer’s purchase behaviors with and perceptions of navel
oranges.

-« Specific objectives are to understand:
« Consumer’s awareness and perceptions of navel oranges

» The factors that influence shoppers’ purchase decision of navel
oranges

* Identify the importance, relative and absolute, of different product
attributes of navel oranges

» Explore the marketing mix for South Australian navel oranges

nielsen
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Research Design

Methodology: Focus group interviews (2 hours)

Number of groups/sample size: 4 groups with 6 respondents per group
Research Area: Tokyo (Nielsen’s round table discussion room)
Group Composition:

— Group 1: Navel orange purchasers/consumers

— Group 2: Navel orange purchasers/consumers

— Group 3: Navel orange purchasers/consumers

— Group 4: Navel orange non-purchasers/consumers

* Respondent Criteria:

— Married females aged 30-49

— Group 1&2 respondents: Those who have any preschool or primary school aged child

— Gr:ﬁ)éjp 3 respondents: Those who do not have any preschool or primary school aged
children

— Group 4 respondents: Half of respondents with no children (or adult children), half of
respondents with preschool or primary school children

— Group 1,2 &3 respondents: Those who buy oranges at least twice a month on average plus
who bought nave orange at least once this year

— Group 4 respondents: Those who buy citrus fruit (including oranges and grapefruit) at least
twice a month on average plus who haven’t have been purchasing navel oranges for at least
one year.

— Brand decision maker, purchaser and consumer of fruit

— Both consumers and non-consumers to be non-rejecters of navel oranges

— Those who buy oranges at Jusco store (at least two respondents per group)

— Screen out those who do not eat citrus fruit at all

— At least 1/3 of all respondents to be working females

— Those who pass Nielsen’s Sensitivity Check (to confirm they can articulate their responses)
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