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PROGRAM OVERVIEW

Objectives, audience, key Performance indicators and revenue
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Marketing Objectives

Objectives

* Achieve a premium average price per pound that meets or exceeds the
four-year historical F.O.B. price differential between California
Avocados and imports

* Build and sustain trade commitments (retail and foodservice) that
support California Avocado volume, timing and market priorities

* Maintain or increase preference and perceived value with
targeted consumers

Strategies

* Utilize data and strategic insights to shape trade and consumer targeting
and programs

* Develop trade and consumer communications that differentiate
California Avocados and create demand leading up to and throughout
the season

* Create collaborative trade programs that reach avocado shoppers
and patrons



Target Audience

SECONDARY

Age range: 25-44 (primarily Millennials)

55% have children in the home, 36% serve avocados to children as
well as adults

$89K+ average household income

51% college educated, 30% associate degree

Located in the Western Region: California, Oregon, Washington,
Arizona, Utah, Colorado

76% are interested in "healthy living"

Younger Gen Z (18-24) (any race/ethnicity, ultra/mega buyers)
Elder Gen X (55-60) (any race/ethnicity, ultra/mega buyers)
Spanish-language speakers (any age, ultra/mega buyers)
Expanded geographical regions (dependent on availability)



Key Performance Indicators

$1.06

Average Selling Price”

Category Average Selling Price per Unit for
the 4-weeks ending October 4, 2026

2 5 8 o 4 Million

Consumer Media
Impressions

Includes offline, online and social media
impressions through September 2026

1 9 7 o 9 Million

Consumer
PR Impressions

Media coverage impressions secured with
print, broadcast, online media outlets and
influencer channels through September

2026
22 .8 wition 6.63 1.33 wition
Trade Media and Public Return on Ad Spend Custom CALIFORNIA
Relations Impressions AVOCADO bag straps
" . . . In pilot partnership with Instacart, which . .
Positive direct CAC trade media and public distributed

relations circulation through
September 2026

drove $329K in attributed sales on $49.6K
spend, with new-to-brand shoppers at
11x ROAS




Retail Sales & Volume

AETAIE Sep25 Sep26 Variance
(4 weeks) (9/8/25 - 10/5/25) (9/7/26 - 10/4/2026)
Avg. Volume (Units) / Week 56,648,820 58,868,303 +3.9%
Avg. Dollars / Week $63,253,072 $62,428,051 -1.3%
Avg. Selling Price/Unit $1.12 $1.06 -5.0%
RETAIL Mar25-Aug25 Mar26-Sep26 Vari
c q (3/9/25 - 9/28/25) (3/8/26 - 9/27/26) ariance
California Season 20 Weeke 20 Weeke
Avg. Volume (Units) / Week 58,916,065 65,282,417 +10.8%
Avg. Dollars / Week $73,337,044 $69,349,562 -5.4%
Avg. Selling Price/Unit $1.24 $1.06 -14.7%
RETAIL Sep24-Feb25 Sep25-Feb26 -
. . (9/8/24 - 3/2/25) (10/5/25 - 3/1/26) ariance
Non-California Season pe .
Avg. Volume (Units) / Week 54,536,716 62,349,011 +14.3%
Avg. Dollars / Week $68,840,414 $61,681,700 -10.4%
Avg. Selling Price/Unit $1.26 $0.99 -21.6%

Source: Circana, Total U.S. MULO+, 4 weeks ending 10-04-26 vs. prior year; 2026 CA Season vs. prior year; 2026 Non-CA Season vs. prior year



Retail Price

Avg. Retail Price Avg. Retail Price
$1.24 $0.99

2026 Non-Season

Avg. Retail Price
$1.06

Mar 2025 - Aug 2025 Sep 2025 - Feb 2026
(3/9/25 -9/28/25) (10/5/25 - 3/1/26)
30 weeks 22 weeks

Source: Circana, Total U.S. MULO+, 2025 CA Season; 2026 Non-CA Season; 2026 CA Season

Mar 2026 - Sep 2026
(3/8/26 -9/27/26)
30 weeks




Revenue: Crop Movement &
Measures

California Avocado Grade and Size Distribution - This Year vs. Last Year

NMovember 1, 2025 - October 31, 2026

Movember 1, 2024 - October 31, 2025

. {(millions) . (milions)
= Size % Avglug$ | Size % Avglug$
Grade Size Pounds Dollars Pounds Dollars
Hass #1 Conv |40 9.6% 24.0 37.1| % 38.71 6.3% 14.6 325/ $§ 55.67
48 35.1% 87.6 139.8| $ 39.92 | 32.5% 75.4 174.6| $ 57.88
60 25.5% 63.5 93.9| § 37.00 | 25.4% 58.9 117.1| $ 49.71
70 15.5% 385 49.5| $ 32.09 | 17.5% 40.6 62.4| $ 38.41
84 6.8% 16.8 20.0| $ 29.66 | 11.2% 25.9 305 $ 29.43
Other 7.6% 19.0 7.2% 186.7
All 100% 249.3 366.5| $ 36.75| 100% 2321 447.5| $ 48.19
Hass #2s All 34.2 389/ $ 2845 225 33.3| $ 36.97
Hass Organic #1|All 19.4 36.7| $ 47.28 18.7 49.2| $ 62.44
California Avocado Region Distribution - This Year vs. Last Year
AllVarieties November 1, 2025 - October 31, 2026 Movember 1, 2024 - October 31, 2025
{millions) (millions)
Region Region% | Pounds Dollars | Avglug$ |Region% /| Pounds Dollars | AvglLug$
EAST CENTRAL 3.8% 12.4 20.2| $§ 40.81 4.6% 12.6 25.9/ $ 51.15
NORTHEAST 5.5% 18.1 28.2| $ 38.95 3.3% 9.1 19.4| $ 53.39
PACIFIC 76.0% 249.2 357.8| $ 35.90 | 76.6% 209.9 392.6| $ 46.76
SOUTHEAST 6.8% 22.3 35.1] $ 39.35 6.6%0 18.0 38.0| $ 52.78
SOUTHWEST 2.6% 8.6 12.6| $ 36.60 2.4% 6.7 12.8| $ 47.61
WEST CENTRAL 4.6% 15.1 23.1| $ 38.22 6.2% 16.9 36.4| $§ 53.74
EXPORT 0.7% 2.2 3.5/ $ 39.86 0.2% 0.7 1.5/ $ 59.16




Revenue: Crop Movement &

CRMIFORAS

d¥ocapo®

U.S. Hass Avocado Supply (November-October)
2025/26 2024/25 2023/24

Origin Volume (MM Lbs) [Volume (MM lbs) |Volume (MM lbs)
California 338 329 363
Chile 8 18 12
Colombia 17 137 59
Mexico 2,819 2,306 2,423
Peru 143 218 134
Total 3,325 3,008 2,991




Revenue: Crop Movement &
Measures

Size Distribution and Average Lug Price
Hass #1 Conventional (November-October)

i

2025/26

\

Source: AMRIC

10



CONSUMER & RETAIL
MARKETING HIGHLIGHTS

Creative, paid media, social media, website, email, search,
brand PR, and events and influencer partnerships



FY26 Executive Summary

©y R’ &

218.4M 8.5M 2.3M 986K 190.4M

PAID MEDIA PAID MEDIA WEBSITE PAGEVIEWS EMAILS DELIVERED EARNED MEDIA
IMPRESSIONS CLICKS/ FY25:2.1M FY25:1.05M IMPRESSIONS
Flmiesl ENGAGEMENTS FY25:177M

FY25:16M 2 0 1 3
40M 20.2% ’ 7.5M
8.2M ° NEW EMAIL SUBSCRIBERS °
FY25:1,573
SOCIAL MEDIA SNl Sl LS CONSUMER
SOCIAL MEDIA FY25: 26.2%
IMPRESSIONS CLICKS/ 1 9 80/ INFLUENCER
FY25:109M IMPRESSIONS
ENGAGEMENTS -0’70
1 1 M - OPEN RATE
FY25:21.2%
SOCIAL MEDIA
VIDEO VIEWS 0
FY25: 28.9M ° o
CLICK RATE

FY25:1.2% 12



Consumer & Retail Marketing
Results

Tactic

AUDIO

OOH

DIGITAL

VIDEO

SEARCH

SOCIAL

PR & EVENTS

CONSUMER
INFLUENCER

WEBSITE

EMAIL

TOTAL

*All metrics fiscal 2025-26 through September 30, 2026; paid media includes consumer and retail paid media program metrics

2024-25
Budget

$150,000
$150,000
$1,140,000
$950,000
$100,000
$625,500
$752,000
$141,000
$83,600
$77,500

$4,169,600

2025-26
Budget

$0
$125,000
$650,000
$915,000
$30,000
$500,000
$356,000
$175,000
$83,600
$75,000

$2,909,600

%
Change

-100%
“17%
-42%

3%
-70%
-20%
-53%
+24%

0%

-3%

-30%

2024-25

Impressions

12,751,493

16,170,058

137,982,482

78,616,088

8,176,805

109,719,383

177,000,000

3,600,000

2,082,605

1,049,196

546,235,616

2025-26
Benchmark
Imp

N/A

17,076,503

88,448,520

58,315,901

2,413,515

21,588,212

125,000,000

2,200,000

2,000,000

750,000

317,792,651

% Change

N/A

+6%
-36%
-26%
-70%
+17%
-29%
-30%
+4%
+39%

-41%

Impressions

N/A

13,691,860

87,731,941

112,566,274

4,394,490

39,496,575

190,445,226

7,514,718

2,309,963

986,038

459,137,085

2025-26 Achieved | Tracking to

Benchmark

N/A

-20%

-1%

+93%

+82%

+82%

+52%

+241%

+15%

+31%

+44%
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Approach

Results

Developed Voice of the Grower campaign, featuring
real growers as approachable, trusted storytellers,
bringing authenticity and a stronger emotional
connection to consumers

Highlighted California Avocados as locally and
responsibly grown by farmers who care, reinforcing
their premium difference

Total budget: $320K (Consumer $250K, Retail $70K)

Strengthened California Avocado differentiation
through authentic grower storytelling and a focus on
care and quality

California Avocados continue to be described as
worth paying more for, with 61% respondents
agreeing they are worth paying more for, on par

with 2025

California remained the preferred growing region
for avocados among Californians, but fell slightly
behind 2025 levels (54% in 2026 vs. 61% in 2025)

Expand to always-on, grower-driven content across
social and blog, including behind-the-scenes
stories, occasions and use cases

Evolve Voice of the Grower for seamless integration
with future activations tied to California's 2027
Super Bowl and 2028 Olympics opportunities




Highlights: Paid Media

*  Promote the Voice of the Grower campaign through

s a mix of channels reaching consumers and
This Sushi-Inspired g shoppers at every stage of the funnel across
Burger Balances Spicy a consumer and retail channels
Tuna with Creamy $ + Total budget: $1.753M (Consumer $1.378M
California Avocados < . e L ( il ’
This is & restavrant-dovel burger that sho satisfles Retall $375K)
your saishi craving
£ + High-impactvideo and custom content beat

benchmarks all season. LoopMe CTV reached a
98.9% completion rate (vs. a 90% benchmark) and
. Instacart © - drove a 10% lift in purchase consideration (85K+
; people), while both The Kitchn custom recipes
topped their 40K page-view benchmark
* Retail media proved it drives sales. Instacart, a
new partner this year, delivered a 6.63x ROAS
($329K in attributed sales on $49.6K spend), and
new-to-brand shoppers hit 11x. It’s the only tactic in
the program with direct sales reporting

Want more free time? Sit back relax, and get in-
season California Avocados and ol of your
other favorites delivered in as fast as 30
minutes through Instacart. Terms apply

Results

Moving YouTube and paid search to managed
partners in FY27 for more hands-on optimization
and stronger performance

Consolidating to fewer, higher-impact partners

They're Packed with Flavor and Take 10
Minutes to Prep: Meet Marinated California
Avocados (Partner)

Saly, wweet. acxd Nighlly apicy, thase oy et Cadforsia Avecadon

e rocachly wied yo e e how reacin

HEAD MORE

and prioritizing those that offer brand lift and sales
studies, so we can measure the campaign’s
impact on consideration and purchase, not just

0 ke [ Commest 2 Shae media metrics




Highlights: Web, Email &
Search

* Leverage digital channels (email, website and search) to educate,
inspire and drive conversion through the Store Locator

* Total budget: $188,600 (Website $83,600; Enewsletter $75K,
Search $30K)

Approach

CONSUMER WEBSITE
( » Sessions: 2.0M (21.5% increase YOY)
L * Pageviews: 2.3M (10.9% increase YOY)
* Engagement rate: 20.2% (22.9% decrease YOY)
|-°°a")’ Grown’ * Top landing page by sessions was Store Locator: 768.5K (154.2%
Sustainably Farmed

4
CA‘ORN 1A AYOCADOS

increase YoY)
* Instagram was the top traffic source for website sessions, driving
449.5K sessions (397.1% increase YoY)

n
-
> ENEWSLETTER
: &3 * Subscribers: 160,252 (increase of 2,013 subscribers since Nov. 2025)
SUMMER THE CALIFORNIA * Emails Delivered: 986,038 (6.0% decrease YOY)
(AVOCADO) WAY » Average Open Rate: 19.8% (6.6% decrease YOY)

* Click-Through Rate: 1.22% (0.8% decrease YOY)

SEARCH
* Organic Search Sessions: 428,083 (21.5% of traffic, 51.5% increase)
* Paid Search Sessions: 234,734 (11.8% of traffic, 50.8% increase)
* "Avocado nutrition facts" had 415,381 impressions (118.5% increase
YoY) and 20K clicks (281.1% increase YoY)

Salads & Sides

Desserts

b ond ebsite aud plement page updates a eeded

», »,
O a A B o :- O e 3 O o o O s die o -: O
enda Do Yo 3 O Hea O email to engaged 0
GET YOUR SUMMER MENU

ar segme 0

ea 0 conte elating to the top 0 ers are 0

se the o o o o

*All metrics fiscal 2025-26 through September 30, 2026




Highlights: Social Media

S * Drive engagement, consideration, loyalty and
8 awareness through social media content,
g advertising and engagement with target audiences
< *  Total budget: $500K total; $220,500 paid spend
* Drove more action across channels:
2] Engagements and clicks grew nearly 70% to 8.2M,
S with 44% less spend than last year
é * Grew a loyal, engaged community: We added

nearly 3,000 net new followers, up 11.6% over last
year, led by strong growth on Instagram

Prioritize high-growth channels: Focus investment
and content on Instagram and TikTok, where our
audiences are growing and engaging the most

Lean into local, everyday moments: Create more

lifestyle content that highlights California Avocados'
local roots and mirrors how California Avocados
show up in consumers’ everyday lives




Highlights: PR & Retailer

Wi

/ - ‘/// i

YCEIFRRATING:
/ FOE a ﬂﬁ;_lﬂ i

®CBS LA
~ MORNINGS

Approach

Results

[

]

PR: Drive awareness and demand for California Avocados
during the 2026 season through media outreach, TV
Spokesperson segments and the distribution of a

MAT release

Retailer Events: Strengthen CAC's connection to key retail
partners and drive consumer awareness of California
Avocado availability in-store through local influencer retail
events and a grove tour

Total budget: $356,000 (Media Relations: $171,000, Retail
Activations: $185,000)

Generated 190.4M on-strategy media impressions —
exceeding KPIs by 83.65% — with 50.5M coming from TV
Spokesperson segments and 38.3M from the MAT release
Achieved 1.5M impressions and 14.4k interactions
across retail influencer events from the Ventura Grove Tour
and retail partnerships with Sprouts Farmer's Market,
Stater Bros. Markets and Erewhon

Expand the mix of dedicated segments and round-up
opportunities as well as expertise of spokespeople to
maximize both message depth and scale

Reserve budget flexibility for timely in-season

segment opportunities

Further explore types of content creation from firsthand
experiences at future grove tours to deliver

credible, seasonal storytelling




Highlights: Consumer
Influencer

* Collaborate with 7 highly curated influencers to
deliver aspirational, crave-worthy content across
three high-impact points, fueling seasonal buzz,
purchase intent and long-term brand affinity

* Total budget: $175,000

Approach

J Reached 7.5M impressions, exceeding our
impressions goal by nearly 250% as well as
maintained an average engagement range of 2.42%
(against our goal of 1-3%)

'y A & W
“' ﬁéésetodaywe‘re
) s
. 1
- 1S

Results

* Achieved 237K interactions across 26 deliverables
and positive consumer sentiment as indicated
through audience comments

Engage mid-tier to macro-level influencers when
awareness is the primary objective and smaller,
niche creators when engagement is priority

Explore a curated group of influencers to create a
steady stream of content throughout the season,
helping build familiarity and credibility of the brand




TRADE PR

Trade industry media coverage and press releases



CRUFORNS
d¥ocapo®

Trade PR Executive Summary

257 22.8 Million

Total Story Placements Total Story Impressions

Proactive Outreach
Timely press releases covering crop forecast, board leadership, marketing
launch, California Avocado Month, retailer activations and TRQ efforts, etc.

Responsive Interviews

Served as reliable, go-to source for both California Avocado feature stories
and category/industry coverage

21



Trade PR Highlights

e ———————— “PRODUCE NEWS _
= - — - — = - —]

California Avocado Commission Seats New Board of SPS ) s
Directors R Califoruia Avoeado Vonth highlighted
through peak season marketing efforts

* Combined proactive releases with responsive
interviews to garner stories with top produce and
grocery trade outlets that would reach key retail
decision makers

California Avocado Commission
Unveils New Advocacy Video
Supporting Seasonal Tariff Rate Quota
Proposal

Approach

* Comprehensive coverage secured across key
produce and retail trade outlets.

*  Feature stories covered topics such California
avocado crop size, retail marketing efforts, TRQ
advocacy and

. Generated 257 stories, resulting in more than 22

, ; A he Mo million media impressions
“SNACK
How Dighal Tools and

Authentic Stemos Drve
" Spring Marketing EMorts

Results

CALFORN(

VOCADOS

NPT

Prioritize outreach around key retail planning windows,

B PN develop more in-depth features on retailer programs

NAXANO W

and industry health, and use coverage insights to refine
topics and target outlets.

- -

- [
& bl rasal ' é

22



RETAIL PARTNERSHIPS

Retail activations, partnerships and retailer support



Key Performance Indicators
Retail - Western Region

76% CA Peak Months 92
. . ° Milli
More Retail Activations oen
Retail Shopper
Activations in May =16/June =28 Impressions
July =31/ August = 24 Retailer’s Shopper Marketin
2026 than 2025 S  Shopper ! g

$918,000 196 Audits = Expansion

Attributed Sales Store Audits SoCal & NorCal CALIFORNIA AVOCADOS

Over 8 weeks Peak Season in
Retail Shopper Marketing TX, OK, KS, CO,

Campaigns 79.3% Loyalty Rate FL, SC, GUAM

24



Retail Highlights-
Shopper Marketing Campaigns

* o a @

Raleys BeWAir Nob HiLL  Rafeys

Shop  WeeklyAd  Discover

| <
Aigcee o
8 *  Shopper Marketing Campaigns communicate brand
— . . . .
8.' messaging to shoppers and optimize online sales
<
_——————————
Watermelon, Cantaloupe
and California Avocado
Salad
Fresh from the grove to
you
. . 8 n
California Avocados are in RV | = L .
ceason and delicious S * 9.2 million impressions
' S  «  $918,000 attributed online sales
Shop now ) g ’

SAFEWAY () 22863 scotsdalerd > Seardyproducts wnd recoes

Frozen Mousshoid  Reclpes  Shopmore  Season favor

Frosh Pontry  Beveroges

NOW In seuson

California Avocados is a supportive digital partner
to key retailers in California and western states
Social media add-ons

Complementary digital assets from the retailers
programming

$2.50 / easiseian $1.50/ eas: /e




Retail Highlights —

Sighs & Brand at Point of Purchase

<

é * Request and negotiate California Avocados at
% Point-of Purchase in Custom Signage

<

2

§ *  Six (6) Retailers participating

o

Digital TV Screens at Retail
Check-stand dividers and cart signs

CALIFORNIA GROWN

D

READY IN 3-4 DAYS:
Choose bright green and
firmer fruit and dark green

RIPEN ON YOUR COUNTERTOP UNTIL DARK GREEN, THEN PUT IN THE FRIDGE




Retail Highlights —
Albertsons/Vons SoCa

@ $1.00 off

I.OYAL

Signature Farms Bagged...
5-7-ct. Limit 1.
Offer Details

Clip Coupon

gxclusive Brand

*  Win back Southern California largest retailer to stay
in California for the full season and no longer use
Peru avocados

* Plan activations per month for every month of the
California season May - September

Approach

*  2-3Activations Per Month
* Variety of activations to engage shoppers and
optimize CAC funds

11X17” SINGLE SIDED - AVOCADOS

Results

SERRATO FARMS
VOCADOS

Jaime o ling his

Digital coupons
Higher level “Local California” message

e Advertising California Avocados 2-3 times per
— month to continue driving sales

MemberPrice  Medium Ripe Hass Avocados



Retail Highlights - Sprouts

SPROUTS ...

Buy One, Get One FREE' or Buy One, Get One 50%
May 13th-19th

Grown in the Cool Coastal Climate of the Central Coast,
by Families who hiave Dedicated Generations to\Growing Premium Fruit.

Save $1.00

California Avocados

Save $1.00 on any ONE (1) California Avocados |
ct. Bag, Including Organic

Exp. Aug 14, 2026

CLIP

Approach

Results

Frequent activations season-long to drive sales
Negotiate additional regions for California
Avocados

Demos, custom signs, digital coupons, bulk & bag
promotions and late-season support
CA, AZ, CO, OK, KS and TX expansion

Demos to support ads and displays in stores to

engage shoppers for sales




Retail Highlights — Four Seasons

* Identified East Coast distributor with desire to
invest in California Avocado programming

»  Strategized with customer and handler to create in
store incentives for participating retailers

Approach

TR * Four Seasons reported 4X California Avocado volume

X

4 5 . VS. any previous reporting period!

"’)" ‘ _ ' * Established significant display and merchandising
activity with leading edge retailers across the East
coast

* Developed the impetus for an ongoing GEM support
program celebrating the most recent California
Avocados varietal

logalifoiniz 4 =
SN, - sew h
JIGEM & ™ AVOCADOS
AvocAogs g &

Results

Promoting the connection to California with a 2027
Grove Tour celebrating and recognizing their best in

class retailers from the 2026 season




Retail Highlights - Wakefern

we are fresh picked here.

®$229

0 Goldm

Pinuppln

¥

$399

Halos
Mandarins
2-Ib. Bag

&L

79¢

Sweet
Mnngogs

yyyyy

35799
W

4049

Juicy Lemons

= 79
B

$399

» luwh Fresh
= Hida (_:o!n

$349

D & '& Crunch Pak
% Snackers '[vgyl
YA § et

=

The Floral Shoppe

2 2
- 335
NatureSweet
Cherubs or
Comets Tomatoes

089¢

Navcl orangn

., 099t

\ g vldalla onlons
N

0 A $199

v Brown

Coconuts

o

Pick Of The Week

3699

California Crema
Avocad?t
ey

>

h o9 iy, Auarted Verats

3499

WV PER VARIETY
Little Leaf Farms
; Sa ad:

Maradol
Papayas
t

$949
Bowl & Basket

White
Mulhrgo_mt

$249
Homycvl'rp

APpIn

$249
Hampton Farms

Shelled Peanuts
ar Cashows

Approach

Results

Early season opportunity with NY Metro Market
share leader

Identified interest in heavy early season promotion
with CAC

Wakefern achieved $800,000 in retail sales
exclusively against GEM variety (bags)

Internally identified commitment with $1,000,000 in
retail sales on GEM for 2027

Committed to extended program for 2027 inclusive
of CA Hass crop

Meeting with Wakefern digital marketing personnel
late October 2026

Identifying and optimizing on targeting capabilities
for digital marketing efforts for 2027




Retail Highlights — Publix MET

* Publix identifies continued desire despite freight
and logistical costs to support California Avocados
CAC works thru a season-long plan involving
multiple handlers

Approach

—

USA GROWN.
FARMED responsibly.
- . *  Publix reports positive results, albeit under margin
compression
* METAtargeting is focused singularly on the CAC
digital marketing target audience

Results

US4 GROWN.

SUSTAINABLY farmed. }

< ®

Cause marketing event was also included this
season. Evaluating the effectiveness of PRODUCE
FOR KIDS vs. brand objectives

Retailer reports positive results and is evaluating

2027 season in late 2026

Will be visiting with both Publix merchandising
contacts as well as digital marketing contacts at
Publix retailer marketing department in late 2026




RETAIL COMMUNICATIONS

Social, email, website, print and TV with retail partners



Executive Summary - Retail
Communications

Giving retailers a compelling reason to talk about California Avocados

18.5M+ impressions
99+ placements across social, newsletters, web, printand TV

Consumer Insights Survey of 1,000 Western Region Avocado Shoppers gave
retailers CAC-owned themes and supporting stats to build digital campaigns around

Social, Email, TV, Print and Web Campaigns with nine retail partners, including new
2025-26 partner Northwest Grocers

California Avocado Month Retail Social Media Co-Promotion with Gelson’s,
Avocado Green Mattress and dietitian Mascha Davis: 317K combined partner
Instagram followers, 37K views and 5,800 comments

33



Retail Highlights

How to cut and peel
a California Avocado

Approach

Results

How to Select, Store and
Ripen Avocados

4-week social media campaign in support of
California Avocado Month (June)

Weekly posts featuring CAC provided content,
including: grower profile, how to videos (2) and
recipe

Impressions: 1,394,783
Views: 1,138,638

Closer and more timely alignment with RMDs’
promotional agreements to pitch and build
campaigns accordingly

Provide RMDs with ideas to pitch ready-to-publish
bylined blogs for retailer websites, attributed to
retailer produce managers




Retail Highlights

HY-VEE DIETITIAN PICK OF THE MONTH

Discover health news, dietitian-recommended products & tips from Hy-Vee

tiyVee.

JULY HEALTH AND WELLNESS NEWS

& Multi-touchpoint campaign throughout July
> AP _ S *  Hy-Vee Health 360 and This Week at Hy-Vee
iyVee ! Yy Y X . lQ - 3 newsletters
heG”h . Y 4 ., D Q + In-store signage
i A () ‘\ ” Es < * Social media posts
36 O = » Dletltlan's [ ¢ TVsegments (3) and newspaper articles (5)
| Dietitian’s Pick of the N = 2 sl
Month: California PR § R T
avocadps .
R Print
O e oo g - 13.7Mreach
1 Giulio Cercato - Best Life (Instrumenta Q:\:;::slal[t\:r:‘el:gfa‘:as.peeeadu $1 26K ad Value | $380K neWS Value
GRILLED paper bag i an ook, £ TV(KCRG, Cedar Rapids)
A\/OCADO, g:;nsa.na. or kiwi for two to five (% . 421 .5K reach
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Hy-Vee Newsletters

[ swipe >3
% * Health 360: 400K circulation

* This Week at Hy-Vee: 146K circulation

Provide CAC boosting budget to secure social

, metrics report for month-long campaign
®: Q27 R

© Liked by anneelizabethrd and others

hyveedietitians Grill season just got a delicious
upgrade. & &/ @

Creamy burrata, smoky grilled California peaches,
buttery avocados, and crisp greens—all tossed with a
bright homemade lemon vinaigrette. It's the perfect
balance of sweet, savory, and fresh in every bite.




Retail Highlights

LUNDS & BYERLYS

4/ Celebrate California Avocado Month with Peak Season Avocados

@ © Lunds & Byerlys il.com> Tuesday, Jun
To: O Tomsche, Katie
Dinner in 10 minutes ilat!
s
Summer Avocado S
o)
p -
o
o
<
How to Grill An Avocado
rz gdk\‘ 0
. . 3 @
Grilled Peach & Prosciutto Salad Grilled Flatbread with Corn & Burrata 7-Layer Stuffed Avocados —
St S
n
. 1)
@ Lunds & Byerlys e X ' :dndsandbyerlys o

¢/ California Gem Avocados are here! ¢/

These sustainably grown avocados are unique
to California and characterized by a gold
speckled skin that, when ripe, turns black. Enjoy
the delicate, nutty flavor and smooth, velvety
texture of the Gem California Avocados in
salads, sandwiches and so much more. Gems
are available for a limited time!

@ Lunds & Byerlys
Jul 3 -

"Reed” all about it! 2= @/ Fresh, in season,
USDA-certified organic California Reed
Avocados are the summer celebration
sensation. Responsibly grown and ethically

Shopnow sourced by California farmers, Reeds are
big, bold and buttery with a creamy texture
Qe v and slightly sweet flavor. They're only
lundsandbyerlys § Caffornia Gem @vailable for a limited time, so pick some up
acber® now and WOW your guests with California

These sustainably grown avecados . Avocados recipes like California Avocado
to California and characterized by a

California GEM Avocados Shop now gold-speckled skin that, when ripe, tur Tri- C0|0r Potato Salad e perfeCt for
Enjey the delieate. nutty fiavor and st gyymmer celebrations! Reeds bring smooth,
B innsa . e velvety texture of the Gem California #
© O ® Jim Vantr... 13 comments 12 shares in salads. sandwiches 2nd so much m SUMMer-fresh flavor to every bite. Try it

o Like O Comment 2> Share Gems are available for a imited time! today httpS //blt Iy/40P9D4B

Good Taste Newsletter: Celebration of California
Avocado Month with CAC-provided messaging and
multiple recipes

Varietal Posts: Social media campaign featuring
GEM Avocados (April 30-June 4) and Reed
Avocados (July 3)

Good Taste Email: Circulation: 540K
Social Media - GEM: 117K

Closer and more timely alignment with RMDs’
promotional agreements to pitch and build
campaigns accordingly

Provide RMDs with ideas to pitch ready-to-publish
bylined blogs for retailer websites, attributed to
retailer produce managers




RETAIL TRADE ADVERTISING

Retail trade advertising, communications and data-driven insights



ZRLIFORN S

dvocapo>

Executive Summary - Retalil
Advertising

Combined trade advertising, retail communications and data-driven insights
to reinforce the value of California Avocados and support retail planning and
promotion.

PROGRAM HIGHLIGHTS
Trade Visibility: 216 advertising placements generating 6.8 million in print and digital

circulation

Retail Engagement: Newsletters achieved a 28% average open rate and a 4.7% click rate
Actionable Insights: Developed customized scorecards, Annual Business Reviews (ABRs),
retailer tools and performance reports to support retailer decision-making

PROGRAM SUCCESS

Strengthened retail communications and equipped retail partners with the
information and resources needed to plan, merchandise and promote
California Avocados.

38



Retail Highlights

The California Advantage o

Calfornia Avocado sesson defvers peak freshness, trused. growing practices . Developed and executed The California Advantage

and premium quality, driving stronger shopper engagement and higher in-store Campaign across produce and grocery trade
publications, with print and digital placements from
March through October

*  Total Advertising Spend: $110,000

performance. Where California Avocados are widely available in season, average
weekly retail sales rise by +7% in units and +6% in dollar sales when compared to
the non-season. Make California Avocados your competitive edge at shelf.

Access seasonal retail insights and performance tools.
CaliforniaAvocado.com/Retail

Approach

b |

©) LOCALLY grown and SUSTAINABLY farmed

* Highlighted California Avocado retail value and
seasonal sales opportunities driving traffic to the
retail newsletter and webpage
* Placements included The Packer, The Produce
News, Produce Business, Perishable News, Fresh
Plaza, Shelby Report, AndNowUKnow and Produce
Reporter

. Total Placements: 216

d West regions MULO*, 2025 California Season vs. 2025 Non-Call

Receive seasonal Discover the California Advantage

Results

v
-~ insights with our
-

mopemeeedl retail newsletter
3 )

B

* Total Print and Digital Circulation: 6,800,000

ZOFORRS

0
Lvocune .

Put the

California Avocado
Advantage to Work
Meet us at the
Global Produce &
Floral Show

BOOTH 3342




Retail Highlights

ZAOTORNY
Locancs

Forward This Emal | Subscrive Hers

CALIFORNIA AVOCADO INSIGHTS FOR YOUR BUSINESS

* Delivered targeted retail-focused messaging to

CALIFORNIA AVOCADO SEASON IS UNDERWAY g Chains’ independent retallers’ handlers and
8 distributors, featuring category insights, benefits of
% carrying California avocados and merchandising
T < opportunities and resources
FO R0 SEASO!
I * Retail newsletters maintained strong audience
engagement in 2026
WHY CARRY CALIFORNIA AVOCADOS j2) * Average Open Rate: 28.0%, up 2.2% YOY (27.4% in
) é 2025)
“ ‘ i) * Average Click Rate: 4.7%, down 35.6% YOY (7.3% in
oc
2025)
CALIFORNIA SEASON VS. NON-SEASON
AVERACE WEEKLY RETAIL SALES Industry average rates- Open: 30.9% Clicks: 1.01%
+5.8¢, B Based on Omeda, 2026 B2B newsletter benchmarks

DOLLAR SALES B Sy

& |
+7.2% Q@ ]

UNIT SALES f

The retail newsletter program has been

discontinued




FOODSERVICE HIGHLIGHTS

Chain promotions, culinary training & education,
foodservice media



(,p‘\'\FON/4
dvocapo>

Foodservice Executive Summary

13.3M 350K

ANNUAL MEALS PAID TRADE MEDIA
SERVED BY CULINARY IMPRESSIONS
TRAINING PARTNERS

16 876

CHAIN PARTNER PARTICIPATING CHAIN
BRANDS LOCATIONS

60+

CHAIN PARTNER
SOCIAL POSTS

Despite the reallocation of funding
for this program early in the season,
the foodservice program delivered
on metrics while leaning on its
strength in relationships and loyalty
among partner foodservice
operators.

Foodservice partners built
preference for local, sustainable
avocados into their brand DNA,
while broadcasting and amplifying
CAC’s messages to their paying
customers, AND buying and serving
California Avocados in season.
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Foodservice Highlights:
Chain Promotions

DeNnys it 222

FRESH JUICES & SMOOTHIES

. Engage current chain partners to participate

* Meet potential new partners at industry events to
sell in the program

* Activate menu promotions during the season,
focused on digital/social media promotion, in-store
POS and local/sustainable messaging

SUPER!
DUPER

BURGERIS

N

MIXT

Approach

ERIK’S
) mg) ) gum)
esto DELICAFE 1973 EJ TlJ Tl-' 5) e 16 brands ran CAC promotions from May 1-Aug 18

*  100% returning long-term chain partners from FY25

- n * 876 Locations
LADLE & LEAF FLAME ! BB,QL!!'EETB % * 60+ social posts by partners promoting California
3 Avocados, delivering seasonal, sustainable
o messaging
JIMBOY'S
BUCKHORN —=TACOS=
BBQ +GRILL EsT 1954 ]
DOS COYOTES

BORDER, CAFE.

dh 43




Chain Promotion Examples

Denny's (7600 Reseda Blvd, Reseda, CA)

‘ennrs
August 18 - @

Denny's adds fresh California avocados to menu

# Titles are generated by Al from Meta

Elevate any plate with Fresh California Avocados! Upgrade your next Slam, burger or app with

California Avocados. #Dennys #CaliforniaAvocados

| Facebook |

@ jimboystacos & - Follow

@ jimboystacos # Only the best foods get their

own holiday @&/

And our locally grown and sustainably sourced
@ca_avocados are no exception! Get to dippin’
with the good stuff, made in-house daily, at a
Jimboy's Tacos near you. Happy &/
#NationalGuacamoleDay #guac #foodies

#sacfoodies
Mw

Qe v

14 likes
July 31

@ Add a comment...

elourmarketing © Erixt This is what I'm taking sbout.A o

ca_mwocados © Perfectly done, chefs kiss! Y9V

®*Qe v 2]

@ Uked by ca_svocados snd others

oQe v

95 likes

mixt®
mixt © Proof that Califarria svocados belong on every salad.

Locally grown close to home, Csiforria avocados sre 8
stapie for 8 good ressons/ flac

a

- /ﬁj norms - Follow

/sj norms We've partnered with @ca_avocados for

3 GIVEAWAY to celebrate California Avocado
Season!

Three lucky NORMS fans will win gift packs! &/

vy

Follow the steps below and enter to win:
- 1. FOLLOW @norms and @CA_Avocados on
Instagram
+ 2. COMMENT and TAG a friend.

BONUS Entry: Take a photo of your favorite
NORMS menu item featuring California
Avocados and TAG us.

- Entries will be accepted throughout July 31.
+ Winners will be announced on August 4.

« No purchase necessary. Prize will be mailed.
This is in no way sponsored, administered, o
associated with Facebook or Instagram. Please
note, this is our only official Instagram account.

@ Add a comment

R

MADE FRESH WITH CALIFORNIA AVOCADOS
LOCALLY GROWN AND SUSTAINABLY FARMED

44



Foodservice Highlights:
Culinary Training & Education

* Hands-on, sensory on-site training and menu
ideation with culinary staff/team members

*  Pairwith pop-ups to reach a consumer audience

* Position California Avocados as the preferred,
premium, local source for fresh avocados

* Menu signage and digital promotion of California

™
" Avocados at meal stations
. Conducted training with Nike HQ, UCSB, Oregon
State University, University of Washington culinary
-~ teams and at the Flavor Experience conference

Approach

* Reached Gen Z guests at corporate and university
settings with California Avocado messaging and
culinary innovation

* These institutions serve an estimated 13.3MM
meals per year and focus on local sourcing

Results

M
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Foodservice Highlights: Media
FSD oo

Grilled California Avocado with Peanut Salsa Macha

Culinary Arts: Alchemy or Artistry? Yes, to Both

Aneesha Hargrave, executive chef for the California
Avocado Commission...creating an avocado-stuffed
flatbread topped with a salad and finished with pickled

avocados... layered flavors, spices and textures to create a
bomb

Sponsored by California Avocado Commission

Chefs and operators share how seasonality, versatility, guest demand, and
freshness turn this ingredient into a strategic advantage.

Doubling down:
How California
avocados drive
menu value this

THE GOLDEN STATE

STANDARD: ELEVATING
MENUS WITH FRESH,
LOCAL AVOCADOS

DOWNLOAD NOW

se€ason

THE GOLDEN STATE STANDARD: ELEVATING MENUS WITH FRESH,
LOCAL AVOCADOS

Why seasonal sourcing is
becoming more than a
marketing strategy

: S t B i f
How restaurants are turning peak-season ingredients into margin
drivers and brand signals.

Approach

Results

Utilized paid and earned media to generate
awareness of the California Avocado brand within
foodservice industry

Focused on value-driven messaging with paid
media

Showcased versatility and high benefit of California
Avocados on the menu with earned media

$40,000 paid media investment yielded over
350,000 impressions, averaging $.11 per
impression

Almost 50% of those who requested information
from the California Avocado Commission were
Director level and above
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RESEARCH HIGHLIGHTS

Annual Tracking Study, California Market Analysis, California
Avocado Branded Bag Study



Research: Tracking Study

Objective Metrics

( )

Awareness

California region and ad awareness continue to be
on par with Mexico, but region awareness fell
slightly since last year (to 80% from 85% in 2025).

Preference
Preference for California continues to be very
strong and above Mexico, but returned to 2024 ' ; o P o
levels as well (to 54% down from 61% in 2025).
- J
s N

Premium Perception

California maintained last year’s perception of
being the best, and worth paying more for (72%
agree somewhat or strongly that California
Avocados are the best). 61% say they are worth
paying more for.




Research: Tracking Study

Additional Highlights
e R

Willingness to Pay More

These attributes command willingness to pay

more for California Avocados:

Locally grown

2. Fresher/higher quality

3. Grown in safe environmental conditions

4. In-season produce

—_—

deliciously FRESH.

Purchase Drivers

When choosing to buy avocados in general, taste
is the most important factor, followed closely by
grown in safe environmental conditions

"Grown in" Verbiage

Within California, Grown in CA is the most
compelling signage, followed by Locally Grown;
USA-grown decreased since last year




Research: Tracking Study

Recommendations
4 I
REINFORCE...
that California Avocados are superior and worth
paying more for, with the messaging that QUALITY FROM
resonated most with consumers:
* Locally/ California grown

* Fresh/better tasting YOU CAN TRUST.
* Grown in safe environmental conditions 3 e

* |n-season
\_ J

4 )

SUPPORT...

messaging with growers’ efforts to ensure
California Avocados are sustainably and
responsibly grown

- e

TAILOR...

growing region message to regional audience
(e.g., locally grown within California, USA-grown
when marketing elsewhere)




Research: California
Market Analysis

Overview: Key Takeaways

» This study delivered a comprehensive * Regional Shipments: A greater share of
assessment of evolving California Avocado the FY 2025 crop stayed in California,
market dynamics. rising to 57% (+2 points vs. FY 2024)

e Examined supply trends, retail sales * RetailV9[ume: Unit sales reached
performance, and FOB pricing within the 470.9Min FY 2025, 2% below FY 2021,
California Avocado marketplace while dollar sales hit a five-year high of

$647.5M

* Established key metrics to evaluate and
monitor California season performance

* Delivered to CAC staff in March 2026

. California Season Lift: The 2025 season
added +$45.2M in incremental retail
dollar sales, offsetting a $31.6M decline
in the rest of the year

FY2025.California Avocado market «  Sales Velocity: California Avocados
dynamics: delivered a $3.0K dollar sales velocity,
* The California Avocado crop declined 10% more than double the $1.3K national
vs. FY 2024 to 325.6M lbs. average
* California Avocados accounted for 48% of * Bagged vs. Bulk: The retail price gap
total California shipments (down -14 narrowed to 3 pointsin FY 2025. Outside
points) California, the gap remained wider at 11
* Retail ASP per pound in California averaged points

+14% above the rest of the country




Research: California Avocado

Branded Bag Study - Walmart

ﬂerview: \

e California Avocado branded bags ran at
Walmart in two formats, a 6-count small
Hass and a 4-count large Hass, across
select Western Walmart regions from July to
September 2025

* Results compared Walmart regions that
carried the branded bags against the rest of
market (ROM), 11 weeks ending 09-28-25
Vs. year ago

\-\ Delivered to CAC staff February 2026 /

Key Takeaways

Regions That Carried: Walmart regions
carrying the branded bags beat their ROM
by +8.1 points in unit growth and +3.5
points in dollars

Bagged Growth: Branded bags drove the
gains, with total bagged units up +15.6%
year over year

6-Count Driver: The small 6-count bag
led growth, up +213.4% in units and
+170.5% in dollars

4-Count Velocity: The large 4-count bag
reached only 22.6% distribution but
posted the highest sales velocity of any
bag size where it was carried

Implication: California-branded bags
may offer an opportunity for growth and
stronger performance relative to the
market with the right support
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