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California Prunes 2020

Spring Campaign

Blessings of
California

— California Prune Consumption Significantly Grown, Playing a Pivotal
Role in the Consumers’ Life in the Era of “the New Lifestyle with COVID-19" —

California Prune 2020 Spring Campaign “Blessings of California™ has significantly
increased California Prune consumption as indicated by POS data (Nikkei POS Vision)
surging by double digits across all areas where TVCM was placed during and after the
Campaign.

In April 2020 when the Campaign was conducted, the expansion of the COVID-19
infection plunged Japan’ s domestic consumption, and household spending tumbled
11.1 % from a year earlier according to the Japanese Ministry of Internal Affairs and
Communications, marking the fastest pace of decline since comparable data became
available in 2001; even though supermarket sales* rose by 10.7% year over year, which
reflected the “Stay Home” demands induced by the Government’ s declaration of the
nationwide state of emergency.

In three major metropolitan areas(MMAs) where California Prune consumption had
continuously been growing since the 2019 Autumn Campaign amid the mounting
concerns about the consumption tax hike in October 2019 dampening consumer
spending, weekly POS data jumped by as large as 68% during the Campaign period. In
four regional hub areas where TVCM was placed for two weeks for the first time, weekly
POS data rose by 30+% year over year, starting with the Chugoku region up by 105% in
the subsequent week.

As a result, the national figures for monthly POS data surged by 33% in April and by 28% in
May, while in the greater Tokyo area California Prune consumption as indicated by
Nikkei POS also continued growing in May by 26%, subsequent to the dramatical
increase in April by 36%.

2020 Spring Campaign stired Japanese consumers’ needs in the era of “the New Lifestyle
with Covid-19,” and endorsed the fact that California Prunes continue to play a pivotal
role in maintaining and building their healthy lives, which is required more than ever.

*Japan Supermarkets Association  http://www.super.or.jo/2p=11172 "“Supermarket Business Survey”
PRUNE WEEKLY POS DATA: 3 MMAs (Year-over-year Change: 3/2 - 5/10 '20) B PRUNE WEEKLY POS DATA: 4 Regional Hubs (Year-over-year Clpmnge: 372 - 510 '20)
£,

Source: Nikkei POS Vision 0.0
; Source: Mikkel POS Vision !
T 5 i b g X / N
."I \I




Results of California Prunes 2020
Spring Campaign

Japanese consumers rediscover
the values of California Prunes for
their life in the era of

A total of 2,003 interviews were conducted in April and May
among primary grocery shoppers (men and women) 16 - 75
years in age. Consumers were targeted in the

following areas: Tokyo, Kanagawa, Saitama and Chiba.

® The respondents felt that the CM was appealing (9 in 10 feel this way), while better than 4 in 10 indicated that they'll
buy/eat more prunes after seeing it

e More than 60% said the CM was telling them that california Prunes are high quality, healthy and grown naturally, while
50% of them chose California/USA as being the region/country producing the best prunes

® Over three-quarters said that being "a good source of fiber", "a good source of vitamins and minerals" and "a good
source of gut health" as being important factors when choosing to buy a specific food product, while less than half of
them were aware that prunes have a lot of "dietary fiber" and "are good for constipation”. About one-half indicated
that they would buy/use prunes more if they "knew more about their health benefits" half of them indicated that they’ i
buy/eat more prunes after seeing it.

The Japanese consumers who came in contact with “Blessings of California” CM in the midst of the seven-week long
nationwide state of emergency, while in search of ways to adopt “the New Lifestyle with COVID-19" that require them to
refrain from dining out and avoid three Cs (closed places, crowded places, and close-contact settings) evidently
rediscovered in one of familiar dried fruits “California Prunes” the following values:

1. Cdlifornia Prunes are suitable for “nesting” as a dried fruit exhibiting good storage quadility. In the semi-lock-down
environment which allowed them to go out shopping of grocery and sundry goods, consumers refrained from dining
out and instead staying at home with their family, and found California Prunes very useful for preparing three meals a
day and snack for kids as the taste is familiar and they can be stored in the cupboard.

2. The expansion of the COVID-19 infection which details are yet to be unraveled, consumers' health consciousness was
raised, as were their expectations toward California Prunes’ high nutritional values.

3. The general public has become aware of the concept of increased immunity through improved intestinal environment
due fo the recent "Chokatsu (gut health)” boom, and consumers reconfirmed and/or discovered that California
Prunes are rich in dietary fiber which enhances their intestinal environment.

4. Asindicated by the consumer survey, Japanese consumers hold the image of “California” in high regard, and pictured
California Prunes as the premium quality prunes.

The California Prune Board will announce the details of 2020 Autumn Campaign featuring the “Blessings of California™ CM
in the coming weeks to once again inform Japanese consumers of the values of California Prunes in the era of “the New
Lifestyle with COVID-19.”

For “Blessings of California” instore POS materials and the California Prune signature display sheet which supports you in maintaining your long-term
retail shelf space as well as the “California Prunes — A Dish for Your Beauty and Health” recipe book complied from a series of popular articles
carried by the Monthly Katei Gaho magazine featuring star chefs of the Japanese, Western, and Chinese cuisines, please contact The California
Prune Board through its webpage dedicated to the industry and media (https://www.prune.jp/industry)

- CO]j forn_ia“‘" > Contact for Information

runes California Prune Board (Japan)
sEOBEK Noriko Honda, Maki Yoshida, Azusa Sakamoto TEL: 03-6804-38%90
AYTAN=T T —> E-mail: info@prune.jo  URL: https://www.prune.jp
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