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* Key performance indicators (KPIs) are established at the start of the program
year for primary program activities aligning with two stakeholder requirements: Trade Number of retail prune products using California Prune
1) FAS requirements under the MAP program 2) CPB industry measurements Boards new logo on pack

Prune consumption indicated by POS data

Trade Communications Reach with 100% positive
California Prunes Mentions and AVE

Goals established using historical performance and third-party metrics to set E- Newsletter Opening Rate

benchmarks whilst complying with FAS guidance Trade Seminars Attendance & satisfaction rating (survey)
Number of trade using CPB’s digital POS

These are anticipated outcomes that the in-market team expects to deliver as
part of any given initiative

Benchmarks vary by program and platform, or medium used as well as available Tier 1 Trade Meetings
data Increase LinkedIn followers
Program activities continuously optimized, and strategies adjusted based on Consumer ] e o 0 P el
what the KPIs reveal TV/Digital Reach
TV/Digital GRP’s
* KPIs are continually monitored and tracked in a quarterly measurement report PR Reach

M t ts includ Ivsis of activit f q Its t Social Media (SNS) Reach
easurement reports include analysis of activity performance and results to SNS Engagement Rate

provide context and for team discussions on opportunities to pivot throughout SNS Increase Twitter Followers

the year SNS Increase Instagram Followers
Website unique visitors

* To comply with FAS requirements under the MAP program we undertake full Usage

d Attitude (U&A dies i . K HCP Research performance measurements
and Attitude ( ) consumer studies in rotation in one export market per year Reach of nutritional articles

(each market undertakes a study on average every 3 years to comply with Seminar participants

reporting requirements of FAS). % HCP database sign up

% Newsletter opening rate
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Communications Summary — Year to date

Influencer-owned Social (Trade) Digital and

Social Media CPB TV and Digital TV Activity

YTD performance

(Organic + Boosted total

per platform)

Followers:
Reach:
Engagement Rate:

Followers:
— Reach:
Engagement Rate:

f Followers:
Reach:
Engagement Rate:

Media Activity

YTD performance

Number of posts:
Reach:
Engagement Rate:

Traditional Print Media

YTD performance

Earned
Number of articles:
Reach:

Paid for
Number of articles:
Reach:

Combined Total
Number of articles:
Reach:

TV Reach (paid) :

Digital Impressions exc
YouTube below (paid) :

YouTube Impressions
(paid):

Free Publicity Reach
(earned):

YTD performance

Number of unique
visits:

Average time per
session:

Average pages per
session:
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Trade Strategy & Activities

Ensure California Prunes continues to be top of mind with our key trade
stakeholders by continuing to educate them on the consistent quality,
taste and health advantages which underpin the Industry pricing
strategy.

We will continue keeping the trade engaged to ensure their enthusiasm
for promoting California Prunes in the retail sector, which accounts for
over 90% of California Prunes’ market in Japan through seasonal, year-
round and consumer TV/SNS campaign-synergized promotions

Focus on promotion of premium California Prunes and activities that
will encourage loyalty from our trade partners to buy Californian, rather
than other origins. Focus on whole prunes.

Activities include:

* Nurturing trade relationships, California Prune logo and taglines on
packs

* Trade News Bureau (PR), Trade Advertising, E-Newsletters
* Trade Seminars in Tokyo & Osaka, Trade Shows

* POS materials distribution and digital assets

* B-to-B social media SNS (LinkedIn)

* Collaboration with Culinary Institute

* Website Management



To ensure that California Prunes remain top of mind for the major Japanese prune
trade members, we conducted on-going telecoms and face to face meetings with
major Japanese prune trade stakeholders to share with them the up-to-date CPB 22-
23 activity summary and 23-24 new program year’s marketing plans.

5 In-person trade meetings were conducted with CPB leaders and major Japanese
prune trading stakeholders during CPB Global team visit in September

One on-line trade interview was carried out with CPB executive director for the
Japanese in-house publication to feature California Prunes in multi-tiered marketing
channels

Japanese trade members appreciate CPB’s consistent commitment and support to
Japanese trade for promoting premium grade, quality and taste of California Prunes
through strategic marketing plans and trade support programs

Face-to-face meetings between CPB members and Japanese tier-one trade members
are always the most welcomed as everything matters when communicated firsthand



a m ﬁ ﬁ %’ i ﬁ In response to the kick-off of the CPB’s 23-Fall TVCM and digital campaign, The Japan

Food Journal ran the news on its digital platform. The article featured details of the
'The Japan Food Journal POS materials and marketing activities.
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To keep Japanese trade partners informed on CPB’s official announcements on
program activities and science-based research studies, two trade PR releases were
sent out in this period.
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2 trade releases were sent by e-mails to Tier One as well as being posted on News
page of prune.jp website

On September 1%t 2023, the day of Disaster Prevention Day set up in
commemoration of 100t" year after the Kanto Earthquake, a trade release was
uploaded to inform on availability of re-designed CPB Japan’s Nutrition Guide. This
was designed for retailers to place at store ends as well for any future emergency
situations

On September 5th, trade news release went up and running to inform ASN’s
research paper announced on July 28, 2023

CPB responded well to the Japanese trade members’ needs and requests for more
science-based California Prunes’ health benefits, value and availability not only as
general food but also as eligible and wholesome food to make and keep people
healthy both in time of peace and of natural disaster

We will continue to keep our target audience informed through the trade and public
news release on our website



CPB continued to communicate with Tier One trade members about availability of
7% SUMMIT & PL{katsu PO§ materials. POS was available either by downloading from prune.jp or
s g printed versions upon request.

3 major stakeholders provided to its nationwide retail chains a wide variety of CPB’s
Pukatsu POS materials prior and during the Pukatsu TVCM and digital campaign
period

Approx 600 California Prune retail chain outlets utilized the POS materials including
posters, shelf-talkers, wobblers and recipes

For the coming 2024 Spring TV and digital campaigns, trade members will appreciate
to have more variety of CPB POS materials available for the store-ends and shelves
with warmer colors and featuring the Pukatsu recipes

We will continue to keep our trade members excited about California Prunes and our
program with regular communications to the industry
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k< i CPB Japan’s trade targeted social media platform was built to reach out Japanese and
- . - international food professionals and trade members. On November 2"4, CPB Japan’s

previous program year wrap-up ‘sizzle’ video was posted.

Sf!:ﬁ?ﬁg'a Prunes Japan We gained 2 more followers during this period

REBBIER - Tokyo - 4307 A 0T — - 2~ 10ADHRR We also gained 158 organic impressions during this period
@ JangshinZ AftI32 ADDBHDONRZDR—IET7A0-ULTVWET
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BRERT Japanese trade audience. CPB plan to do some boosting campaigns to develop trade
network and convert them to this media platform
We will post the CPB marketing activity updates more regularly in 2024 to cultivate
_ more digital trade recipients and increase or followers
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The FABEX shows are organized across multiple cities in Japan and they are run by the
Japan Food Journal, Japan’s biggest and oldest trade news media company. CPB
anticipated within the USA Pavilion at the FABEX Kansai food trade show to develop
connections to the Western Japan-based dried fruit trade members.

154 trade contacts were made during the 3-day trade show at the CPB stand — CPB
Japan team will add any relevant contacts to our Trade database

300 people enjoyed California Prunes samples

300 people tried gluten-free California Prune Banana cake bites

300 people were given California Prunes health value talking leaflets

CPB had a good presence and the stand was next to ATO Osaka booth. CPB
promoted the health, quality, versatility and delicious taste of California Prunes

A lot of the visitors were foodservice and food manufacturing/processing industries,
so in future it would be good to promote more professional B2B recipes



Trade E-Newsletters

Current running average and
0,

39.4%/

Open Rate To achieve a % opening rate 40% 35.0% 37.2% (Average)
. (o]
AT ([ R TS S Distribute 4 newsletters At least 4 2 2
throughout the year
Number of Trade To increase our trade list to
. 2 1 1 i

Contacts/Reach 200 tier 1 trade members 00 38 il [{Gomisinee)

Increase the average Click 6.9%/

At least 6%

7.8% (A
Rate across the E-Newsletters 8.7% 8% (Average)

CTR (Click through rate)



Consumer Strategy & Activities o

Encourage health-conscious consumers to have a ‘joy of eating’
California Prunes and to portray our strategy that ‘California Prunes
are what makes every day active and fun’

Promote California Prunes for snacking, as a versatile ingredient and
relay our health benefits. Make the California Prunes key messages as
prominent and accessible as possible, including:

* TV Campaign including POS refresh

* Digital Campaign

* Social media communications on Twitter (X), Instagram and
secondary platform Facebook

* Boosting Campaign 2024
* Influencer Campaign 2024

* Print Advertising



Consumer

Starting in November, the "Pukatsu" campaign reached consumers through various
media including social media, digital campaign and TV. The existing 15 second TVC was
aired in 5 regions from 6™ November to 26" November with multiple free publicity
slots as well. Digital advertising campaign started also on 6™ November and ran until
34 December. The digital ads targeted mainly women interested in health and beauty.

o uu

In addition to "pukatsu”, ““cho-katsu” (gut-health activity) and “hone-katsu” (bone-
health activity) and are also being communicated in the form of digital banners.
Matching POS materials were designed and available to download from the website.

"Pukatsu" has further strengthened its image in Japan

@ pifenio 42,209,345 reach of TV commercial

22,948,468 impressions for digital campaign including Rakuten, Amazon, Instagram
plus others exc YouTube (campaign data for December is not included)

YouTube views exceeded 1.72 million

Over 317,977 each from the free publicity

11 pieces of POS were designed and available for trade use — more information in
the trade section of the report

Nikkei data increased to a high of ¥520 during TV/Digital campaign

Two additional banner appears to increase the efficiency of Instagram ads

Having 2 TV stations in each region is expected to increase targeted reach over the
course of the year

Free digital publicity is critical to gain extra reach and audiences across Japan

POS materials will be refreshed and available for the next campaign in April




Consumer

@ californiaprunejp

The SNS program included both organic and paid activities. The SNS program
continued on primary platforms X (formerly twitter) and Instagram with a secondary
campaign on Facebook. Boosting (Instagram only) started in October and posts
performing well. Content includes existing and new recipes, seasonal posts and
occasional updates from the orchards. Responses to sweet recipes have been
particularly good.

Paid
Number of followers has been consistently increasing by more than 50 per month
Number of reach and engagement rate are also increasing, video posted on 13 October received
more than 200 views
Over 3,000 accesses to recipes using azuki beans
Organic
Good response to sweet recipe posts

Mountain Day post recorded the highest response rate of 3% and also an engagement rate of
21%

Paid
We will continue to pick up material that responds well to our posts and continue to explore
material that can acquire a good response from users

Organic
To further improve overall performance, we would like to explore another category of posts
besides recipes



Consumer
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The newspaperimage is dummy replica of the ad.

On 26 November, an advertisement was placed under the front-page title of the Tokyo
newspaper to coincide with "Good Prune Day". Next to the advertisement was an
article on 'What day is today', attracting readers.

Official circulation is 394,198 around Tokyo and seven prefectures in the
metropolitan area

Provided information at the start of the day, and increased awareness of the prune
on the day of the anniversary

As anniversary-related contributions have a high affinity with Japanese culture,
newspaper advertising may be considered as a measure to broaden the target
audience, depending on cost and budget available
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HCP Strategy & Activities

Communicate the health benefits of California Prunes to Healthcare Professionals (HCP’s)

As they are conduits to our consumers, it is imperative we effectively connect to HCPs and highlight
the value our product can play in their professional lives. In order to achieve the above, we will also
leverage access to CPB Ambassadors’ to encourage recognition and promotion of California Prunes.

To appeal to healthcare professionals, we will strengthen our partnerships with magazines and
communications utilizing the following tactics:

HCP Ambassadors

* HCP Magazine advertorials, News bureau PR articles + adverts
* HCP Seminars Q3 2024

* HCP Associations Q3 2024

* HCP Research Q3 2024

* Sampling opportunities
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To build relationships with HCPs in Japan in 2023-24 and to increase the awareness of
premium quality, versatility and health benefits of California Prunes., where appropriate
CPB distribute press releases when relevant global research and nutrition news becomes
available. In September, CPB released the latest Cardiovascular release from research
presented at the American Society of Nutrition.

1 Cardiovascular press release was translated and distributed in September
Press release generated 28 earned articles with over 660M reach
Earned coverage was worth $80,574

Use HCP titles to reinforce quality of California Prunes alongside nutritional benefits with end
audience of nutritionists, dieticians and HCPs

HCP titles are interested in CPB updates and research news— this can generate great earned
coverage



Sampling opportunity was carried out by Kagawa Nutrition University, at their two-days
school festival from November 4t to 5%, healthcare event at Shibuya from November 9th
to 12t and at a Seminar at Toita Women'‘s College on 215t November.

Collaboration with them provided us an opportunity to reach potential targets offline and
get consumers and HCPs to try a delicious California Prunes sample.

Kagawa Nutrition University - 400 sampling bags were handed out to the visitors
Healthcare event Shibuya - 500 sampling bags were handed out to the visitors
Toita Women's College - 40 sampling bags were handed out to the attendees

It would be a great collaboration to continuously carry out samplings at Kagawa
Nutrition University’s school festival twice a year

As we hear many positive comments from visitors — not only related to prunes’ taste
such as “California Prunes are tasty” but also related to ways of daily consumption

77 N e\ y like “our kids eat prunes with yogurts”

4 iiiig“‘iﬁ ) > At healthcare events, many health-conscious people attend, which is the right target,
L s — , — ' - so we would like to continue to do sampling at health-related events if the

: | W opportunity occurs




Marketing Activities:

c%paggga Timeline



Reporting Period: AUGUST - NOVEMBER 2023

Trade SNS

Trade E-Newsletter

FOODEX Japan 2024 application

Website updates in accordance with Pukatsu
campaigns and recipe development

POS distribution

ATO Fabex Show

For Trade:

Nurturing trade relations
Trade News Bureau (Public relations)
Website — ongoing content updates

Timeline

Reporting Period: DECEMBER — MARCH 23/24

Trade SNS booster

Trade E-Newsletter

Trade Advertising

2024 POS materials development

FOODEX Japan 2024 participation — March

Year-Round Programming

Reporting Period: APRIL — JULY 23/24

CPB trade meetings in Osaka

CPB trade meetings/events in Tokyo
Murakawa Gakuen future chef event in Osaka
(California Prunes Seminar, Cooking Demo,
Recipe Competition)

Trade SNS

Trade advertising

Trade E-Newsletter

Support to US Embassy July 4th events




Timeline — Consumer & HCP

Reporting Period: AUGUST — NOVEMBER 2023 | Reporting Period: DECEMBER — MARCH 23/24 Reporting Period: APRIL — JULY 23/24

Year-Round Programming

Consumer Consumer SNS Consumer SNS Consumer SNS
TVC and Digital Campaign first flight Digital Campaign first flight Social boosting campaign
Pukatsu POS Creative Refresh TVC and Digital Campaign second flight
Influencer campaign
HCP Ambassadors Support — HCP website update Ambassadors Support Ambassadors Support
Seminars

Magazine Advertorial
HCP Research

* Trade News Bureau (Public relations) as required
* Creative & design support
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