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Keys to unlocking
growth for
Raspberries &
Blackberries

Value
= Price is a significant barrier for
driving both penetration
amongst non-buyers and
frequency amongst current
buyers — we need to make

ourselves worth paying more
for

[2]

Differentiate
@ from other
berries

= Raspberries and Blackberries

lack relevance vs. other berries
so are easily substitutable
when not available/too
expensive and are less likely to
be on people’s shopping list
prior to entering the store

@ @;L Drive
freshness

= Perceived inconsistent quality
and freshness of Raspberries
and Blackberries reduces
intention to purchase
(especially if at a high price
point)
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Build
Value

= Price is a significant barrier for
driving both penetration
amongst non-buyers and
frequency amongst current
buyers — we need to make
ourselves worth paying more for

1in 4 Australians have purchased fresh Berries in the last 3 months, however only
1in 3 have chosen Raspberries or Blackberries

Fresh Fruit L3M Purchase (Amongst all Australians)

34%
82%
73%
65% 65% HAVE PURCHASED FRESH

RASPBERRIES OR
o, BLACKBERRIES IN THE
73A LAST 3 MONTHS

44%  44%

4% 1% 30% 50
32% 32% 509
24%
17% 16%
I-

HAVE PURCHASED ANY
FRESH BERRIES IN THE
LAST 3 MONTHS

es

Blueberri

OPPORTUNITY TO DRIVE RASPBERRIES AND BLACKBERRIES PENETRATION TO EQUAL THAT OF BLUEBERRIES
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Strawberries and Blueberries are purchased more frequently than Raspberries or
Blackberries, with only 1 in 3 purchasing once a week

Fresh Fruit v Berry Purchase Frequency (amongst buyers of each fruit)

m Daily or more W 4-6 times a week m 2-3 times a week Once a week

Every 2 weeks Every 3-4 weeks Every 2-3 months Less often

57% at least once a week

Strawberries H 13% 4a9% 2% 14% 5% 1%

49% at least once a week

Blueberries a 9% 38% 2% 19% 6% 2
38% at least once a week
Raspberries i‘i 6% 29% 2% 2% 12% %
34% at least once a week
Blackberries 2% 21% 2% 13% 9%

OPPORTUNITY TO DRIVE RASPBERRY AND BLACKBERRIES FREQUENCY AMONGST CURRENT BUYERS

Price and perceived lack of relevance deter purchasing of both fresh Raspberries
and Blackberries

Top barriers to entry into Raspberries or Blackberries (L3M Non-Purchasers)

Not good value for money |  EEREEEII™™. "

16%
No one in my household eats them 0%

Raspberries Blackberries

Price 4% 37% o
Didn't think about them in store | -
Rel 37% 39% o
elevence Don't stay fresh long enough [ ™™ ©°*
Taste/Texture  19% 9% Don'tike the taste [N %%
° W Rasperries
Visibility 17% 20% Too small aportion [ &
Freshness 14% 11% Hard to tellif they are fresh [R5 W Blackberries
Qualiy 10% 0% inconsistent flavour/quality [P,
poor quality [JIM.*
Don'tlike the texture  [JM.5%

Didn't know they were available/in-season [P

They are not sweet enough [ SRS 55

OPPORTUNITY TO DRIVE RELEVANCE FOR BOTH CATEGORIES, WHILST SUPPORTING WITH VISIBILITY IN STORE
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Momentum for both Raspberries and Blackberries driven by cheaper pricing and
increased visibility

Reasons why buying more Raspberries/Blackberries

' N

WRaspberries W Blackberries

38%
% 35%
32% %
30% 20%
23% " "
18% 20% 139 20%
15% N
12% 1190 13%
% S s %
> . 5% 4% 3% 4% 3% >
They are | see them in | buy them for | recently tried They are in I've leamt They are Someone Theylast  Changeindiet Seenmore
cheaper than shopsmore someonein themandlove  season somenew  perfect for recommendedlonger at home advertising for
they used to than | usedto my household them now recipes to use eatingallyear them tome than they used them
be them in round to

CAN WE CONTINUE TO DRIVE THIS VISIBILITY AND POSITIVE PRICE POINT?
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The berry category is largely pulled apart by the level of perceived ‘premiumness’, Both Raspberries and Blackberries being substituted with other fruits when not
with Strawberries better value, and Raspberries and Blackberries more exotic available (or at an appropriate price point)

Perceptions of Berries (Correspondence Map) Raspberry & Blackberry Substitutes

Good value Em Raspberries Blackberries

\)
Juicy * * Blackberries
) 005
'v C i 29%

Sweet 25%

Unique

E Australian | eaithy 2% 20% 3
b 8% 19% 70
G -06 05 04 03 02 01 Highinfibrg | 02 03 04 0s
3 Delicious® Colourful
Versatile Fun,, | High in Vitamin C 7% 7% -
High in energy 4% %%
Essyenac * Raspberries . ‘ [ 2%2% 2% 2% % 2% 2%  1%1% 1% 1% 0% 1%  o%o0% 1% 1%
Reliable for taste 905 e B —— — i
i o o & o o o s 5 o o o - o N
Blueberries Premium e“z é& && e‘& &6 @@ & é\@’ QQ\e ¢ P’ « & S o\\@ ‘\\&
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-01
Axis 1: 84.5%

BLACKBERRIES AND RASPBERRIES NOT SEEN TO BE AS VERSATILE AS STRAWBERRIES OR BLUEBERRIES LACK OF DIFFERENTIATION MEANS WE’RE NOT ABLE TO JUSTIFY OUR HIGHER PRICE POINT

1 LD IN VA
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Raspberries and Blackberries more likely be purchased on impulse vs.
Strawberries and Blueberries

D iffe re nt i ate Shopping behaviour (amongst buyers of each fruit)

from other
planned purchase 48% 40% s’;%‘s”ﬁii s:uz«:sz
SPEND SPEND
berries
An even mix of impulse
planned purchases
= Raspberries and Blackberries = vsfrosty n n u
lack relevance vs. other berries
Strawberries Blueberries Raspberries Blackberries

]/

so are easily substitutable
when not available/too
expensive and are less likely to
be on people’s shopping list
prior to entering the store

¢
&
‘

L 4

INCREASE THE PLANNED PURCHASING REDUCES PRICE SENSITIVITY
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Snacking accounting for half of uses on the last occasion, with 1 in 3 using them as

Strawberries and Blueberries are purchased more frequently than Raspberries or
an ingredient on the last occasion

Blackberries, with only 1 in 3 purchasing once a week

Fresh Fruit v Ber| ase Frequer amongs ers of each fru

u Daily or more m4-6 times a week 2-3 times a week Once a week Snacking As an Ingredient Other

Every 2 weeks Every 3-4 weeks Every 2-3 months Less often
“ 56% . 38% “ 7%
s7%at least once a week o = @ = @ «
Strawberries a 13% 4% 2% 14% 5% 1%
50%

48%

49% at least once a week
Blueberries ﬂ 9% 38% 23% 19% 6% 2%

38% at least once a week

14% 15%

Raspberries # 6% 29% 2% 2% 12% s%
R 4% 4% 5% 5% »
% 1% % 0% 1% 1%
245 atleast once a week —_— -
asnack ( Intunch Asatopping ina th
Blackberries  CEAN 8% 22% 21% 3% 13% 9 eir own) smoothie/fral platter
UNLOCKING OCCASIONS BEYOND SNACKING WILL HELP BUILD FREQUENCY, IN PARTICULAR DIALLING UP THEIR USE
OPPORTUNITY TO DRIVE RASPBERRY AND BLACKBERRIES FREQUENCY AMONGST CURRENT BUYERS AS AN INGREDIENT IN OTHER DISHES
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18] aftyfive5 117]

Over half of shoppers looking for something healthy/good for them when
purchasing Raspberries/Blackberries, followed by taste and freshness

om Raspberries

Something good for me/neatchy - | - Something good for me I 7
something tasty | <% Something I -7
something fresh N < -
Something s 6 %

Something eas b
Something easy to eat

Something s

Something juicy Some

Something easy to prepare

Something affordable Something affordable [ 14%
Something Aust ng Australon grown [ 14%
Something .

Something easy to transport/pack

OPPORTUNITY FOR A TERRITORY THAT PLAYS UPON HEALTH CREDENTIALS

Fiftyfive5

[23]

Fiftyfive5




Drive
freshness

= Perceived inconsistent quality
and freshness of Raspberries
and Blackberries reduces
intention to purchase
(especially if at a high price
point)

At their best, Raspberries and Blackberries are loved by buyers for their taste,
sweetness and ease

Best things about Raspberries/Blackberries

“Little pockets of delicious sweetness”

Look
wDelicious S W e e Really ———
Versatile eat Fruit

“Rich texture, mix with
other berries”

'(”]S'peaa\ Yummy
ﬁiiifs;
Treat

df aDeSSS%r/tDitfe rent

M\x-l—asty
Texrture

Nothg

“Flavour, health benefits, sweet, my children
other berries and : love them”

“Delicious with yoghurt,

“High in antioxidants”
“Easy to prep, liked by all of us, easy to have as a snack, dessert, and give smoothie colour”
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Visual appeal also key when choosing Raspberries and Blackberries in-store, with
1in 3 checking whether there is any ‘weep’

In-store evaluation

Whether they were weeping' [ AR :o%
whether they were weeping' | | I INIEEEENN

ifthey're Australian grown [ 1>
punnet size || I 25
The amountin the pack [ 22
The marks on the skin [ N > Punnet size
sheifie [N 17 Themarks onthe skin - [ 22

Thesmell [ 15% sheifife [ 5%

E FRUIT IN PACK IMPORTANT TO DRIVE CONVERSION IN STORE

019, ONLY TOP 10 FORE

if theyre Australian grown | N 5%
The amountin the pack [ N N 25*

BEING ABLE TO CLEARLY SEE TH

0D

2019. FIELDWORK CON
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But at their worst they are priced out of people’s shopping basket and can suffer
from quality issues
Worst things about Raspberries/Blackberries

“They are too expensive for my budget - and |

g o
“They are expensive and if they tend to eat the whole punnet in one go!

are mushy it's a waste of money” — SHE[FUFE i
T uu‘\A'lITY UK 2 ‘m'
G0 OF : :
SHALL

SOFT i
el LONG
I coste

FRUIT

U EXPENSIVE STAN

RIPE

“Lately getting mould on
i them quickly”

“Their price s indicative of
them not being in season”

S NgULD GLOTHES DON'TLASTLONGDONT

“Doesn’t come cheap compared
to other berries”

“They can be sour and also have a poor shelf life”

NEED TO DRIVE BETTER VALUE PERCEPTIONS FOR RASPBERRIES/BLACKBERRIES

CT BERR FELDWORK CONDUCTED IN MAR
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Raspberries/Blackberries seen to be a healthy and unique snack, but specific
nutritional values aren’t as well known and quality/freshness isn’t always good

Perceptions of Raspberries/Blackberries

u Strongly agree u slightly agree Neither agree nor disagree  slightly disagree u strongly disagree

They are a great healthy snack L% |
They have a unique flavour 10% 3
They are great for me and/or my family's health 11% 7]
Me and/or my family love the taste 1% 3
They are a great variation on my staple fruits |7 18% A
Me and/or my family like the texture 19% 3% |
They're great to eat on the go | NPT Y 7 A 6%
They are versatile & there are lots of different ways to use them 21% 2% |
They're a special treat 23% 45% 21% | 9% |
They are often expensive so don't eat them regularly 27% 41% 20% | 10% |
3a% 5%
L 16% |
A%

They stay fresh for along time  [IEE3 29% 28% 27% 8%

They offer an energy boost 15% 46%

The quality is always good 13% 41% 27%
I know a lot about their nutritional benefits 13% 37% 29%

OPPORTUNITY TO COMMUNICATE SPECIFIC NUTRITIONAL BENEFITS, DRIVE STRONGER VERSATILITY AND ADDRESS
QUALITY/FRESHNESS CONCERN:

FIFTYFIVES. HIA. PROJECT BERR)
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