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Supermarkets Top 10

Share Sales*

Wal-Mart Supercenters 11.1% $57.2

Kroger

Albertson’s

Safeway

Ahold USA
Supervalu

Fleming

Publix Super Markets
Winn-Dixie Stores
Loblaw Cos.
Delhaize America

9.6%
7.1%
6.1%
5.3%
4.5%
2.9%
2. 1%
2.71%
2. 1%
2.5%

$49.2
$36.4
$33.2
$27.5
$23.3
$14.7
$13.8
$13.8
$13.8
$12.7

Sales in billions

of dollars




Hass = +90% of USA
Avocado Consumption

SOURCE: CAC

GENUINE CALIFORNIA AVOCADOS 2001 AVAILABILIT
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Hass Avocado Shipment Percentage
by AMRIC Region
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Population Percentage
Distributed by AMRIC Region
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US market supply
timelines
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MEXICAN AVOCADOS TO USA




Pre Conditioning
Increases Retall Sales
by 1009%!!!!

PRODUCED BY THE CAC




POS and Produce
Manager Material

PRODUCED BY THE CAC




USA OFFICE
LOCATIONS

Seattle B 2
Chicago
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Santa Ana -
Main: Office




GENERIC INDUSTRY
MERCHANDISING BY
the California
Avocado
Commission

(CAC)

Funded 100% by California Avocado
Growers
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CONSUMER REPORT:

RESEARCH SHOWSE HEALTHY APPETITE
FOR CEHUINE CALIFORMIA AVDCADDE.,




MARKET REPORT:

CEMUINE CALIFORMIA AYOCADO
| VALUE IS STACKED IN YOUR FAVOR.

CONSUMER REPORT:

RESEARCH SHOWS HEALTHY APPETITE
| FOR CEMUIME CALIFORMIA AVOCADOS.

=

CENMUINE CALIFORNIA AVOCADOS
ARE RIPE WITH OPPORTUNITY.




CAC Point of Sale
Material
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CALIFORNIA HASS AVOCADOS

Natures Whole Food

'1.-.1 & Cholesterol-Free - Sodium-Free

¥ & Nutrient-Dense in Folate, Potassium, and
Vitamins C, E and B&

b #". FL';-.'
- Use in 2-3 Days Use in 3-5 Days

Saft Enrnﬂ-hu 50 H

Tields to gentle p ich : .1 color

Don’t forget you can rej‘rfgemte ripe avocados far later use.



CAC Newspaper Coupon
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CAC Annual Ad Activity

AD ACTIVITY - NOVEMBER 1996 thru FEBRUARY 2001




CAC Retall RipeMax!
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AC Co-Marketing

VALUABLE COUPONS INSIDE

The Makings of a Qm June 2001

Gl'Eilt G'Et-TﬂgethEI' Featuring Ready Pac Salad, Avocados, &

E&J Twin Valley wines.
*Local Radio spots will be featured prompting
consumers to visit Ralphs for this refreshing
summer salad delizhi,

Coupons:

S1.00 Off any TWO European or
Organic Ready Pac Salads
SL.00 Off Avecados
% The tup 5 Store Dlrecturs, their District Managers, and
Yice President with the highest increase in sales vs. 2000
for Ready Pac, Avocados, and Twin Valley get an all
expense paid trip to Sonoma.
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Ad Results
Retaller’s Wish List

CHICAGD

plier ‘s invenboey list

e, 15 i opimion of
ers who particpated ima reoend study

Bocted by e Chicaro

This Tirmn & calegory MAnagement o=
TAM IFCIEes OefEikE and i ind
i on costs, merchandising

uct performance, [ine comparesons,

sppsd v ky I.'lrl'l[‘."ll"ll.'\l!'-\- o ilite  Hetanhers

wl other melevant data, 1
STPARY PTON

{ that tracks

4
SO0 DRI

iled consumer information. All &

{ imemn ickeneliind v dals oo

riority while anly 19% reported having  suppliers.”

PERISHABLES GROUP FINDINGS

m Fifty-seven percent of retailers report wanting support from suppliers in devel-
oping retail advertising plans.

m All retailers report wanting additional consumer and product consumption data
from suppliers. Only 19% report suppliers are providing this information.

B Seventy-four percent of retailers report wanting more competitive data and
market intelligence from suppliers. Only 3% say suppliers provide this service.

B Seventy-seven percent report wanting some level of category review support
from suppliers. Only 10% report suppliers are providing this senvice.

B About one-quarter of retailers indicated that getting this data from suppliers is
not currently a priority.

B Seventy-six percent report wanting some level of support from suppliers in de-
veloping overall category plans. Only 14% say suppliers provide this service.

® Half or fewer retailers surveyed said they wanted promotional support or sup-
ply chain cost data.




The future In the USA

US market supply sometime in the next 10 years

Dominican republic

New Zealand T .

Other
3%
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Calavo Shipping Point= Véncouver, B.C
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Calavo Shipping Point- Vancouver, B.C.




Calavo Avocado Bag - Retall
Store Vancouver




Retall Display, Vancouver
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Calavo Marketing Action In
Japan 2001

Calavo Growers of California

Tokyo Office 504, 2-44-10, Tomigaya, Shibuya-ku,
Tokyo, Japan 151-0063




Objective

m For the marketing action success, Calavo Tokyo
Our goal is the Office has taken the following actions:

sales increase of
Calavo Avocadosy
in Japan Markejmes

1. Research the Japanese market and
consumers for magnify the Calavo
Avocado share.

Acknowledge of Calavo Avocado as the
best and safe quality world No. 1 brand.

Support sales action and movement for
Japanese market.

M For sales increase of Calavo Avocado, key point is
Promoting Action in the making a real brand image as World No.1
Construct the No. Avocado. Moreover, importance is the way of
1 Avocado brand customer service for making the brand image.

Image & Positive B By concentrating to find out the Japanese
Cust_omer . customer needs, wants, and expects, we learn how
Service &~ to best execute this promotion plan.

== mFor the real service action, classify the customer
into wholesalers, Brokers, Retailers and




Service for

Wholesalers and

Brokers

Service for

Consumers

m Provide information on production locations and
growers.

B Announce the support of customer sales with in-
store demonstrations and sales support tools.

B Plan the original order made style sales support
plan as sales fair or event.

m Announce the support of customer of sales with

Service for In-store demonstrations and sales support tools.

) B Plan the original order made style sales support
Retailers J y PP

plan as sales fair  or event.

B Communicate with retailers and exchange
information.

m Communicate by effective visual presentation for
confidence of the products. (High quality and
good brand image.)

B Announce the information of Calavo Avocado
for awareness.

B Maedia Action




Instore Demonstration for Sales Fair

Educate Calavo Avocado Sales Assistants so they can provide
support to wholesalers, brokers and retailers.

For keeping the Calavo Avocado brand image, plan the order
made fair depends on the store style.

For correct the data of avocado consumption and consumer.

Instore Demonstration Sales Fair Restaurant Fair




Seminar/PR Event

Contract with a famous chef or cooking coordinator for cooking
specialist awareness.

Open the Cooking Class or Contest by consumers.

Operate by the well educated Calavo Avocado Sales Assistants for
consumer awareness.

Avocado
Vegetable Seminar for

Party for :
: . . people in the
people in the - - food

food industry

and media Industry and

media




B Calavo Avocado Reception with Calavo
International Sales Manager, Steve Hayworth

B Operate by Calavo Growers of California Tokyo
Office for business communications and
awareness of Calavo Avocado.

Calavo Reception for Wholesaler, Middleman, Retailer

AnmA NAAAA
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B Other Promotions

B Calavo Tokyo Office act positively for Calavo
Avocado acknowledgment.

Calavo PR Car for Broker
Calavo PR Bicycle
Calavo Train for Christmas Charity at Tokyo Bay




Example

v" Original Cooking Guide
Leaflet

v Original POP (Order
made Style)

v" Logo Sticker

v" Color Chart Sticker
v Original Character
Goods

v Original Bag

v" Original Apron

Calavo Avocado Production for Sales
Promotion

The production must enforce the high quality
item image.

Spread the acknowledgment of Calavo Avocado
as the best brand.

Must make the customer support and service
system as the reliance company.
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CALAVO AVOCADOS - GARAK PRODUCE MARKET
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