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Methodology and Objectives

Quantitative: Online Survey via Tangere Mobile Application

Tangere leveraged its mobile application that is available on

By, GETITON #  Download on the 7 Download on
* Google Play S App Store 5% AppGallery
The study surveyed n=2000 18 to 51+ year old with various civil

status nationwide (both males and females) from ABCDE
households, nationwide.

Tangere has its very own bayanihan study to gather insights
regarding Filipino Breakfast, that brands and business decision
makers may find useful, with the following objectives:

« To know the food preference of Filipinos during breakfast
« To understand the considerations of Filipinos towards
breakfast
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Respondent Demographics
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What comes to your mind when you hear about “Breakfast”?

| Coffee

| Egg
| Fried Rice

I 055 |

I 18%
I 11%

Pandesal

Hotdog

To Eat

Important Meal

Tuyo

Delicious

Energy Food

First Meal

Milk

Healthy

Warm food/ Warms our Stomach
Starts the Day

Food Before Work/ Class

Happy
Tocino

I 7Y
N 7%
N 6%
N 6%
N 5%
I 4%
N 3%

B 3%

I 2%

M 2%

M 2%

M 1%

M 1%

M 1%

M 1%

Filipino breakfast is often
perceived as:

* Coffee

* Egg
 and Fried Rice

Pandesal and Hotdog are also
considerations when asked about
breakfast.
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SOURCES OF INFORMATION AND CHANNELS OF PURCHASE




When looking at information or ideas that Filipinos would like to eat for breakfast. Social media
platforms like Facebook and Youtube, TV, Cooking Book are the primary sources for Filipinos.

Food COOking SOCK]I Medld Radio MGgGZineS News Others

Apps Book Paper
You
OO ﬂ Q900
Website

Tiktok Blogs YouTube Facebook Instagram Twitter Pinterest

57% 62% 84% 95% 35% 21% 19%

Q3. Which of the following social media apps do you go to get information/ ideas about the
food that you want to eat for breakfaste Choose all the answers that apply to you.

35%

Q2. Which of the following sources/ channels do you get
information/ ideas about food that you want to eat for

breakfaste

Q2. Among qualified respondents n=2000 Q ECQUiSlitiDn
Q3. Among users of social media n=1549 dpps, InC.



Sources of Information by Demographics

ABC households drive the use of different channels for information. Visayas dwellers prefer Radio,
Newspaper and Magazine, while Mindanao dwellers prefer TV as their channel for information.

Social Food
el Cooking| .. aggregator .
SOURCES OF INFORMATION F"T‘feb°°k' IV |/ Recipe|MeNds/| " obc(ex. | Radio |NE€WsPd|Magazin|  Other
ikTok, family per e answers
Instagram, book FoodPanda,
Grab, etc.)
etc.)
Total| 2000 77% 62% 60% 59% 35% 24% 22% 23% 5%
NCR| 465 81% 63% 60% 59% 37% 20% 21% 23% 3%
Northern Luzon and Central Luzon| 428 78% 60% 61% 59% 30% 21% 20% 22% 6%
AREA Southern Luzon and Bicol Region| 582 75% 58% 58% 57% 32% 21% 19% 19% 6%
Visayas| 274 74% 68% 63% 63% 39% 37% 31% 31% 5%
Mindanao| 251 79% 70% 59% 60% 37% 29% 20% 23% 4%
18 to 25 yearsold| 416 74% 59% 56% 58% 35% 22% 22% 22% 6%
AGE 26 to 35 years old| 987 78% 63% 59% 58% 34% 22% 20% 21% 4%
36 to 50 years old| 525 79% 64% 64% 61% 36% 26% 23% 26% 6%
51andup| 72 76% 71% 68% 65% 36% 40% 32% 29% 8%
GENDER Male| 801 74% 63% 58% 57% 36% 25% 24% 26% 6%
Female| 1199 80% 62% 61% 60% 34% 23% 20% 21% 4%
Class ABC| 508 83% 66% 65% 65% 44% 26% 26% 27% 3%
SEC Class D| 765 76% 61% 57% 57% 29% 23% 19% 19% 6%
Class E| 727 75% 62% 59% 57% 34% 24% 21% 23% 5%
Married with children| 362 80% 64% 57% 59% 31% 24% 21% 21% 5%
CIVIL STATUS Married wi’rhpu’r children| 493 78% 67% 66% 62% 35% 26% 21% 25% 5%
Single Parent| 297 80% 62% 56% 62% 36% 25% 22% 22% 5%
Single without children| 848 75% 60% 59% 57% 35% 23% 22% 23% 5%

- Significantly Higher/Lower vs. the Total
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Social Media Usage by Demographics

Social Media usage is propelled across different demographics.

Facebo e . . . Other
SOCIAL MEDIA YouTube | blogs/ TikTok | Instagram | Twitter | Pinterest
ok A answers
websites
Totall 1549 | 95% 84% 62% 55% 35% 21% 19% 1%
NCR| 377 7% 81% 65% 51% 34% 20% 16% 1%
Northern Luzon and Central Luzon| 332 4% 83% 61% 57% 32% 18% 17% 0%
AREA Southern Luzon and Bicol Region| 439 4% 81% 57% 54% 36% 21% 17% 0%
Visayas| 202 95% 90% 71% 57% 41% 28% 30% 0%
Mindanao| 199 4% 86% 64% 57% 34% 22% 20% 2%
18 to 25 years old| 307 96% 83% 56% 65% 35% 19% 20% 0%
AGE 26 to 35 years old| 772 4% 82% 60% 53% 34% 22% 19% 1%
36 to 50 years old| 415 5% 87% 68% 51% 34% 20% 18% 1%
51 andup| 55 100% 82% 82% 55% 53% 29% 22% 0%
GENDER Male| 593 94% 83% 61% 54% 37% 24% 20% 1%
Female| 956 95% 84% 63% 55% 34% 19% 18% 0%
Class ABC| 420 97% 86% 66% 55% 39% 25% 21% 0%
SEC Class D| 582 93% 80% 61% 53% 30% 19% 18% 1%
Class E| 547 95% 85% 61% 57% 37% 21% 18% 0%
Married with children| 291 97% 84% 63% 51% 29% 17% 15% 0%
CIVIL STATUS Married wi’rhpu’r children| 385 96% 87% 68% 57% 37% 22% 22% 0%
Single Parent| 237 92% 79% 63% 56% 34% 22% 19% 1%
Single without children| 636 24% 83% 58% 55% 37% 22% 19% 1%

- Significantly Higher/Lower vs. the Total
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Where do Filipinos usually purchase breakfast or
ingredients for breakfast?

Palengke or Market Stalls, Sari-Sari Store, and Grocery are top
channels where Filipinos often buy their ingredient or breakfast.

32%

24%

16% |
12%
8%
5%
2%
0.3% 0.3% ]
Palengke/  Sari-sari store Grocery/ Specialty Supermorke‘r Convenience Online Pharmacy/ Ofher answer
Market Stall Neighborhood stores/ Store (7- (Lazada, Drugstore
Grocery Karinderya eleven, Shopee, (Watsons,
Ministop, etc.) Facebook Mercury Drugs,
— Marketplace, etfc.)
etc.)
Q4. Among qualified respondents n=2000 ECQUISlIl'.IDn
dpps, InC.






What are the things that you
consider when purchasing food for
breakfast?

3.80 Healthy
4.06 Portion and Size

Affordability, Healthy, Portion and Size

4.41 Delicious are the top considerations when
purchasing or choosing food for
5.20 Recommended by Family and Friends breakfast.

5.83 Promo and Discounts
Meanwhile Availability Online and

5.90 Distance of the Store Trending Food Online are the least
considered when choosing food for
6.57 Ease or Convenience of Purchase breakfast.
Q5. Among qualified respondents n=2000 Q g;gl;lSlrll'.chn
, INC.



Which of the following categories do you usually
consume for breakfast?

Bread, sausages, and dried fish are usually the top breakfast choice
of Filipinos.

92%

72%
65% 63%
53%
4
6% 43%

I I 36%

Bread (ex. Sausages (ex. Dried fish/ Canned goods Processed meat Fresh Food (ex. Cereals, Oats Dairy (ex.
Pandesal, loaf Hotdog, seafood (ex. (ex. Corned (ex. Chicken Fruits, and Grains  Yogurt, cheese,
bread, etc.) footlong, Tuyo dilis, beef, luncheon nuggets, ham,  vegetables, etc.)
longganisa, danggit, etc.) | meat, sardines, etc.) etc.)

etc.) etc.)

Q6. Among qualified respondents n=2000 ECQUiSlitiDn
dpps, Inc.



Breakfast Categories by Demographics

Different breakfast categories are propelled across different demographic segments. E.g. NCR drives the
consumption of bread and dairy for breakfast, while VIS-MIN dwellers consume more canned goods.

Bread (ex S e Processed .
) (ex. Dried fish/ Canned goods Fresh Food Dairy (ex.
Fernetgel, Hotdog, | seafood (ex. | (ex. Corned beef T [(E7 (ex. Fruits Saees, Yogurt Other
B ol E e footl I T dilis . Iur;cheon meat ’ il ve ‘eiable’ (Okzhis el cheese, answers
bread, oofiong, vyo ' . " |nuggets, ham, g Grains !
longganis ([danggit, etc.)| sardines, etc.) s, etc.) etc.)
etc.) a, efc.) etc.)
Total| 2000 92% 72% 65% 63% 53% 46% 43% 36% 6%
NCR| 465 95% 75% 63% 60% 53% 44% 48% 43% 6%
Noriner tuzon and Cenital o8 | g97 71% 67% 60% 51% N% 0% 31% 6%
AREA | southern Luzon and Bicol Region| 582 |  94% 69% 61% 61% 51% 41% 40% 36% 6%
Visayas| 274 21% 74% 67% 70% 58% 52% 47% 37% 7%
Mindanao| 251 88% 71% 69% 72% 57% 63% 42% 31% 9%
18 to 25 years old| 416 89% 66% 59% 61% 48% 45% 38% 30% 7%
AGE 26 to 35 years old| 987 92% 73% 66% 64% 52% 46% 40% 33% 5%
36 to 50 years old| 525 94% 73% 68% 64% 58% 47% 50% 43% 8%
51 andup| 72 96% 69% 64% 64% 56% 46% 61% 61% 6%
GENDER Male| 801 21% 71% 65% 64% 55% 45% 40% 36% 5%
Female| 1199 92% 72% 65% 63% 52% 47% 45% 36% 7%
Class ABC| 508 95% 79% 67% 65% 59% 47% 52% 47% 6%
SEC Class D| 765 21% 70% 64% 61% 53% 44% 41% 32% 7%
Class E| 727 21% 69% 64% 64% 49% 46% 39% 32% 6%
Married with children| 362 21% 73% 67% 65% 54% 51% 45% 38% 6%
CIVIL STATUS Married wi’rhpu’r children| 493 92% 75% 68% 67% 59% 51% 48% 39% 7%
Single Parent| 297 95% 74% 70% 65% 51% 44% 44% 35% 5%
Single without children| 848 21% 68% 60% 59% 49% 42% 39% 34% 7%

- Significantly Higher/Lower vs. the Total

Q
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UNDERSTANDING THE CUSTOMER JOURNEY:

The end-to-end experience of a customer with a brand

CATEGORY LANDSCAPE

Awareness Consideration

Customers seek/ Barriers are Triers are converted to Customers
receive information penetrated to more recent usage, demonstrate loyalty
on products/services proceed fo adopting the by consistently
that can potentially customer’s product/service patronizing the brand
address their needs consideration and offering
frial of the brand
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What Type of Bread Do Filipino’s Usually Eat for Breakfast?

Filipinos usually consume pandesal, loaf bread, and monay for their choice of bread during

breakfast.
- 1
7%
86%
>7% 49%
46% 44% 40% 37%
Pandesal Loaf Bread Spanish Bread Ensaymada Pan de Coco Mamon Cupcakes

Q8. You mentioned in the previous question that you eat Bread for breakfast, what Among respondents who consumes bread n=1840 Q acquisition

type of bread do you usually eate Choose all the answers that apply to you. dpps, inc.



Bread Consumption by Demographics

Loaf [Ensayma Pan de STZEME
TYPE OF BREAD CONSUMED Pandesal Bread da |Menay|'~ o h Mamon |Cupcakes| Others
Bread
Total 1840 97% 86% 46% 59% | 44% | 49% 40% 37% 0%
NCR| 441 98% 87% N% 54% | 43% | 47% 39% 37% 0%
Al DLiiehe Cfngfn' 382 | 98% | 85% | 43% | 57% | 43% | 48% | 35% 33% 0%
AREA southem Luzon and BICO g4 | o797 | 837 | 45% | 40% | 42% | 48% | 39% 37% 0%
Bread consum pTIO nis driven \ljijog;/zns 248 96% 88% 57% 68% | 54% | 60% 54% 47% 0%
across d Iﬂ:er.enT Mindanao| 221 94% 95% 48% 58% | 43% | 50% 38% 34% 0%
demogrdphlc Segmen’rs. 18 to 25 years old| 370 96% 81% 57% 58% | 50% | 56% 46% 44% 0%
AGE 26 to 35 years old| 209 97% 86% 42% 58% 42% 47% 39% 36% 0%
36 to 50 years old| 492 98% 91% 44% 62% | 45% | 49% 37% 36% 0%
51 and up| 69 96% 88% 42% 55% | 42% | 51% 35% 33% 1%
Male| 732 97% 84% 45% 58% 45% 49% 37% 35% 0%
GENDER Female| 1108 | 97% 88% 46% 5% | 44% | 49% 42% 39% 0%
Class ABC| 485 7% 92% 44% 56% | 44% | 49% 42% 38% 0%
SEC Class D| 697 98% 86% 45% 60% 42% 48% 41% 37% 0%
Class E| 658 96% 83% 48% 60% | 47% | 52% 38% 38% 0%
Married with children| 331 99% 85% 40% 58% | 40% | 43% 37% 34% 0%
CIVIL STATUS Married without children| 455 96% 90% 46% 62% | 44% | 51% 43% 40% 0%
Single Parent| 282 97% 89% 46% 58% | 45% | 48% 39% 35% 0%
Single without children| 772 96% 84% 48% 58% | 46% | 52% 40% 38% 0%
- Significantly Higher/Lower vs. the Total Q achiﬁitiDn
apps, inc.



Awareness on Different Brands of Bread

Gardenia is known by almost 10 out of 10 of Filipinos, followed by Monde and
Goldilocks.

m Aided Awareness

© goldiocks % FUwa @ [Z¥% 338 SariMonde
marby tuwa 12 NG

(1
a.éma‘:’?aa'z

Q9. Which of the following brands of bread are you aware of2 Choose Among respondents who consumes bread n=1840 Q acquiqitiun
all the answers that apply to you. dpps, InC.



Awareness on Brands of Bread by Demographics

BREAD AWARENESS Gardenia| Monde [Goldilocks| Marbys FF‘L":VZ' B"F';‘i*r"s Walter s°’i";°“d Others
Total 1840| 97% 88% 86% 63% 53% 40% 32% 26% 32%
NCR| 441 | 99% 89% 90% 79% 65% 60% 36% 28% 36%
Awareness of bread noriher tuzon and Cenital 35 | 943, 90% 85% 66% 50% 31% 29% 22% 29%
brands is driven across AREA SO e O”Segi‘;‘i: 548 | 98% 87% 84% 68% 52% 36% 32% 27% 32%
different demographic Visayas| 248 | 96% 87% 87% 46% 50% 35% 34% 31% 34%
segments. Mindanao| 221 |  93% 84% 86% 36% 38% 29% 28% 24% 28%
18 to 25 years old| 370 94% 89% 85% 47% 47% 31% 27% 22% 27%
A 26 to 35 years old| 909 | 98% 86% 85% 63% 53% 37% 30% 26% 30%
36 to0 50 years old| 492 | 98% 90% 89% 75% 56% 48% 40% 31% 40%
51andup| 69 | 97% 81% 91% 75% 58% 68% 4% 23% 4%
CENDER Male| 732 | 96% 86% 86% 62% 53% 40% 33% 27% 33%
Female|1108|  97% 89% 87% 64% 52% 39% 32% 26% 32%
Class ABC| 485 |  98% 91% 90% 74% 60% 48% 36% 30% 36%
SEC ClassD| 697 | 97% 88% 86% 65% 54% 39% 32% 24% 32%
ClassE| 658 | 96% 86% 84% 54% 46% 35% 30% 26% 30%
Married with children| 331 96% 86% 85% 62% 55% 41% 32% 25% 32%
TSI Married without children| 455 98% 89% 89% 70% 56% 41% 37% 28% 37%
Single Parent| 282 | 98% 89% 86% 67% 54% 40% 30% 28% 30%
single without children| 772 | 96% 87% 85% 59% 49% 38% 30% 25% 30%
- Significantly Higher/Lower vs. the Total Q achiﬁitiDn
apps, inc.



Trial on Different Brands of Bread

Reflective on bread awareness, Gardenia leads the overall trial followed by
Monde and Goldilocks.

m Aided Awareness m Ever Tried

32% 26%

© goldiocks % FUwa [ZVTY SariMonde
marby tuwa s,

Q10. Which of the following brands of bread have you Among respondents who consumes bread n=1840 Q acquiqitiun
ever triede Choose all the answers that apply to you. dpps, InC.




Trial on Different Brands of Bread by Demographics

Gardenia | Monde |[Goldilocks| Marbys [Fuwa-FuwalBaker's Fairf Walter |Sarimonde

97% 81% 80% 56% 35% 30% 20% 17%

81% 23% 18%

. . 96% 81% 77% 33% 17% 14%

Trials of .d|ff¢ren’r bread 075 5% 5 255 0% .

brands is driven across

different demographic oo i o o -

95% 76% 78% 14%

segments. 95% 84% 77% 14%

97% 80% 79% 56% 36% 17%

98% 83% 83% 68% 37% 20%

97% 78% 70% 43% 25% 17%

96% 79% 78% 56% 38% 32% 21% 17%

97% 83% 80% 56% 34% 29% 19% 17%

98% 82% 23% 19%

7% 80% 28% 20% 18%

96% 81% 27% 18% 16%

96% 78% 79% 40% 29% 18% 15%

98% 82% 84% 37% 30% 23% 18%

83% 81% 37% 34% 20% 20%

96% 82% 77% 32% 30% 19% 17%

. . - Significantly Higher/Lower vs. the Total acquisitinn

Q

apps, inc.



One-month usage on Different Brands of Bread

Past one-month usage still dominantly led by Gardenia, almost half have
purchased from Monde and over a third from Goldilocks and Marbys.

B Aided Awareness m Ever Tried mPIM

53%

35% ?5%770
° ° 32% 26%

22% 20%
15% 17%
11% 10%

© goldiocks % FUwa @ [Z¥% 338 SariMonde
marby tuwa 12 NG

(-3
a.éma‘m

Q1 1. Which of the following brands of bread did you eat in the past 1 Among respondents who consumes bread n=1840 Q acquiqitiun
monthe Choose all the answers that apply to you. dpps, InC.



Usage on Different Brands of Bread by Demographics

BREAD - P1M Gardenia | Monde |Goldilocks| Marbys |Fuwa-Fuwa(Baker's Fairl Walter |Sarimonde
Total| 1840 81% 46% 43% 36% 22% 15% 11% 10%
NCR| 441 86% 40% 46% 44% 26% 18% 11% 9%
norinem tuzon and Cenial 3, | g1 46% 40% 39% 20% 12% 8% 7%
Usage of different bread AREA SoutemuzonandBel g | o | s | wn | wn | o 1% % oo
brO n d SIS d riven ac rOS.S Visayas| 248 76% 52% 52% 25% 25% 22% 19% 19%
d IfferenT demogrO ph|C Mindanao| 221 73% 44% 40% 16% 14% 13% 10% 9%
segments. 180 25 years old| 370 | 77% 44% 1% 25% 20% 15% 9% 9%
26 to 35 years old| 909 83% 47% 44% 35% 24% 14% 10% 10%
AGE 36 to 50 years old| 492 81% 45% 43% 43% 21% 15% 12% 11%
51 and up| 69 21% 43% 46% 48% 28% 20% 14% 12%
ST Male| 732 83% 45% 43% 36% 25% 17% 12% 1%
Female| 1108 81% 46% 43% 35% 20% 14% 10% 9%
Class ABC| 485 85% 48% 48% 45% 32% 15% 12% 10%
SEC Class D| 697 80% 44% 4% 36% 19% 15% 1% 10%
Class E| 658 80% 46% 42% 28% 19% 15% 10% 10%
Married with children| 331 78% 42% 43% 35% 24% 14% 9% 8%
LSS Married without children| 455 83% 48% 44% 39% 23% 14% 12% 10%
Single Parent| 282 84% 46% 44% 38% 23% 14% 10% 1%
Single without children| 772 81% 46% 42% 33% 21% 16% 11% 11%

- Significantly Higher/Lower vs. the Total acquisition

Q

apps, inc.




Loyalty on Different Brands of Bread V),

Gardenia still leads the overall share of loyal customers, surprisingly Marby and Fuwa
Fuwa leads over Goldilocks in terms of brand loyalty.

m Aided Awareness ®EverTried ®EPIM BUMO

68%

4%

| e~ Sbib o +
@ goldiocks % fuwa @ "-‘)5';{ (N3N SariMonde
marby tuwa st
Q12. Which of the following brands of bread do you Among respondents who consumes bread n=1840 Q acquiqitiun
eat most ofteng dpps, IncC.



Loyalty on Different Brands of Bread by Demographics

BREAD - BUMO Gardenia| Marbys | Monde | """ IGoidilocks PSS |Sarimond| yaper | others

Total 1840|  68% 8% 7% 5% 4% 2% 0% 0% 7%
BUMO of Monde bread NCR| 441 | 71% 1% 4% 5% 2% 3% 0% 0% 3%

prOdUCTS IS drlven by The Northern Luzon and Centrall
younger generation (18 Tl 382 | 65% 10% 8% 6% 2% 1% 0% 0% 7%
to 25 yedars old. AREA Southern Luzon ongelgico?]l A8 45% 9% 7% % % % 0% 0% 5%
. Visayas| 248 | 65% 0% 10% 3% 8% 3% 0% 0% 10%
Whlle BUMO Of Mindanao| 221 65% 2% 10% 2% 7% 4% 0% 0% 12%
Goldilocks bread 1810 25 years old| 370 | 62% 5% 1% 4% 6% 3% 0% 0% 8%
products is driven by 26 10 35 years old| 909 |  67% 9% 7% 5% 4% 3% 0% 0% 6%
Visayas dwellers. AGE 36 to 50 years old| 492 | 72% 8% 5% 4% 2% 1% 0% 0% 8%
51andup| 69 |  77% 7% 3% 6% 4% 1% 0% 0% 1%
. Male| 732 | 67% 8% 7% 5% 4% 2% 0% 0% 6%
Brands are SIgI’)IfICO nfly GENDER Female| 1108|  68% 7% 7% 4% 4% 2% 0% 0% 7%
weak ACross different Class ABC| 485 |  70% 10% 4% 7% 4% 2% 0% 0% 3%
demographics SEC ClassD| 697 |  66% 8% 8% 3% 3% 3% 0% 0% 9%
ClassE| 658 | 67% 6% 9% 4% 5% 2% 0% 0% 7%
Married with children| 331 64% 7% 8% 6% 4% 2% 0% 0% 9%
Married without children| 455 71% 9% 5% 4% 3% 1% 0% 0% 7%

CIVIL STATUS :
Single Parent| 282 70% 9% 7% 4% 3% 3% 0% 0% 5%
Single without children| 772 66% 7% 8% 4% 5% 3% 0% 0% 7%
- Significantly Higher/Lower vs. the Total Q acquisition

apps, inc.



Bread Category Landscape Summary

Gardenia has been established as the top brand of bread. However, Marbys and Fuwa-Fuwa
have potential with good conversion and retention rates.

@ Awareness Consideration

Trial Rate Ever Tried ConR\:;resion ReLcec'r;ieion

Gardenia 100% 97% 84% 83%
Monde 93% 81% 56% 16%
Goldilocks 0% 54% %

Marbys 89% BT - B 2% :

Fuwa-Fuwa 67% =3 > I 0% J'
Baker's Fair 76% 50% 16%
Walter 62% 54% 0%
Sarimonde 66% 57% 0%

Q acquisition
apps, inc.



Top potential challengers of Gardenia are Marby and
68(7 both of which still have a high potential for growth in the market.
O

BUMO Fh3b
w1 _Z SR
MM . deniais o market leader in the mmer y FU\NO

bread category market with high
performance across the customer

journey in 1*' place. | Both brands have exceptionally weak performance in
Visayas and Mindanao regions, in each phase of the

The current goal of Gardenia is to .
customer journey.

ensure brand loyalty to prevent

lapsing or switching to another
brand.l| However, having both a high conversion rate and

retention rate there is high potential for growth given that
awareness and trial are increased.

Q acquisition
apps, inc.



CANNED GOOD CONSUMPTION AND BRAND PERFORMANCE
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What Type of Canned Goods Do Filipino’s Usually Eat For Breakfast?

Filipinos usually consume Cornbeef, Tuna or Sardines, and Luncheon Meat for their choice of
canned good breakfast.

I_ - I |

97%
88%

/3%

53% 49%

41%

Cornbeef Tuna/Sardines Luncheon Meat Canned Ulam  Canned Sausages Pork and Beans

Q13. You mentioned in the previous question that you eat Canned goods for breakfast, which  Among respondents who consumes canned goods n=1263 Q acquisition

of the following Canned Goods do you eate Choose all the answers that apply to you. dpps, inc.



Canned Good Consumption by Demographics

Tuna/Sardi [Luncheon| Canned | Canned | Pork and

. Corﬂbeef consum pﬂOﬂ TYPE OF CANNED GOOD CONSUMED Cornbeef nes Meat Ulam Sausages Beans Others
IS FT)}’I;Ophe llljed by I\/\orrled Total 1263 97% 88% 73% 53% 49% 1% 0%
with chiiaren NCR| 280 | 97% 89% 84% 55% 51% 44% 1%
Northern Luzon and Central 256 96% 85% 799 49% 49% 1% 0%

« Luncheon meat Luzon
consumption is driven AREA Southern Luzon 0”562%‘;' 353 | 97% 86% 73% 56% 48% 36% 1%
across demographic Visayas| 193 | 98% 91% 66% 55% 49% 49% 0%
segments Mindanao| 181 |  98% 91% 53% 50% 46% 37% 0%
18 to 25 years old| 253 96% 88% 58% 58% 44% 37% 1%
e Pork and Beans and AGE 26 to 35 years old| 628 98% 88% 72% 52% 47% 38% 0%
Conned SCIUSCI es are 36 to 50 years old| 336 97% 89% 82% 53% 54% 46% 0%
g 51 and up| 46 926% 87% 89% 52% 59% 54% 0%
more consumed by the GENDER Male| 513 |  97% 88% 77% 57% 51% 42% 1%
upper-mcome Female| 750 97% 88% 70% 51% 47% 40% 0%
household. Class ABC| 332 97% 88% 87% 57% 58% 51% 0%
SEC Class D| 466 98% 88% 73% 53% 47% 38% 0%
Class E| 465 97% 88% 63% 51% 44% 37% 0%
Married with children| 235 99% 86% 74% 49% 48% 41% 0%
Married without children| 332 97% 89% 72% 50% 49% 42% 0%
CIVIL STATUS Single Parent| 192 95% 920% 79% 54% 49% 39% 1%
Single without children| 504 97% 88% 70% 57% 48% 40% 0%
- Significantly Higher/Lower vs. the Total Q achiﬁitiDn
dpps, InC.



CORNED BEEF

CATEGORY LANDSCAPE




Awareness on Different Brands of Corned Beef

Argentina is known by almost 10 out of 10 of Filipinos, closely followed by CDO and
Purefoods.

m Aided Awareness
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Q14. Which of the following corned beef brands are you aware of?2 Among respondents who consumes corned beef n=1228 Q acquiqitiun
Choose all the answers that apply to you. dpps, IncC.



Awareness on Brands of Corned Beef by Demographics

CORNBEEF BRANDS AWARENESS Argentinal CDO |Purefoods|/Highlands| Holiday |  Swift De'";w"d Palm
Total 1228 99% 97% 94% 74% 68% 59% 47% 42%
NCR| 271 99% 98% 97% 82% 55% 66% 57% 45%
. norinem tuzon and el 545 | 99% | 99% | 9% | 70% | 89% | 56% 47% %
Awareness of d |fferepT AREA Southern Luzon and Bicol
Comed beef bI’CmdS is Region 344 99% 98% 93% 74% 55% 58% 47% 41 %
driven across different Visayas| 190 98% 96% 92% 70% 96% 61% 44% 50%
demogrcphic SegmeﬂTS. Mindanao| 178 99% 95% 92% 69% 97% 53% 34% 34%
18 to 25 years old| 243 99% 97% 1% 65% 67% 42% 1% 34%
s 26 to 35 yearsold| 615 100% 98% 93% 73% 67% 58% 47% 43%
36 to 50 years old| 326 99% 97% 99% 80% 72% 71% 49% 45%
51 and up| 44 98% 95% 95% 75% 55% 84% 64% 55%
GENDER Male| 500 99% 98% 93% 74% 67% 61% 49% 43%
Female| 728 99% 97% 95% 73% 69% 58% 45% 42%
Class ABC| 322 98% 97% 98% 83% 64% 69% 60% 48%
SEC Class D| 457 99% 98% 94% 75% 66% 58% 44% 41%
Class E| 449 100% 98% 21% 65% 73% 53% 41% 39%
Married with children| 233 100% 97% 92% 74% 71% 58% 46% 40%
CIVIL STATUS Married without children| 322 99% 98% 95% 73% 70% 65% 46% 45%
Single Parent| 183 99% 98% 95% 75% 67% 63% 48% 40%
Single without children| 490 99% 97% 94% 73% 66% 55% 47% 42%
- Significantly Higher/Lower vs. the Total acquisition

Q

apps, inc.



Trial on Different Brands of Corned Beef

Reflective on bread awareness, Argentina leads the overall trial followed by
CDO and Purefoods.

m Aided Awareness m Ever Tried

94%
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Q15. Which of the following corned beef brands have you ever Among respondents who consumes corned beef n=1228 Q acquiqitiun
triede Choose all the answers that apply to you. dpps, InC.



Trial on Different Brands of Corned Beef by Demographics

Argentina CDO Purefoods | Holiday |Highlands |Delimondo Swift Palm
99% 93% 88% 56% 52% 30% 37% 26%
99% 96% 27%
98% 93% 88% 49% 28% 36% 29%
TI'IOI Of dlffere_nT C_Olfned 99% 95% 88% 51% 29% 34% 23%
beef brqnds 15 drlven 98% 90% 87% 31% 43% 33%
across different 095 84 21
demographic segments. 98% 91% 56% 39% 2%
99% 93% 55% 28% 25%
98% 94% 58% 35% 29%
98% 1% 93% 52%
99% 95% 87% 56% 56% 33% 1% 27%
98% 93% 30%
99% 93% 88% 27% 25%
99% 92% 84% 27% 23%
99% 90% 85% 58% 53% 30% 36% 23%
99% 93% 90% 59% 52% 31% 1% 28%
98% 96% 21% 60% 55% 34% 42% 28%
99% 93% 88% 51% 49% 28% 34% 25%
. . - Significantly Higher/Lower vs. the Total Q acqui:-':itinn
dpps, InC.



One-month usage on Different Brands of Corned Beef

Past one-month usage still dominantly led by Argentina, and is followed by CDO
and Purefoods

B Aided Awareness m Ever Tried mPIM

94%
88%

59%

30%

37%
26%
ZA 17% 16%
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QT16. Which of the following corned beef brands have you consumed Among respondents who consumes corned beef n=1228 Q acquislitiun
in the past 1 monthe Choose all the answers that apply to you. dpps, InC.



Usage on Different Brands of Corned Beef by Demographics

CORNBEEF BRANDS - P1M Argentina CDO Purefoods | Holiday | Highlands Swift |Delimondo| Palm

Totall 1228 90% 68% 58% 38% 24% 20% 17% 16%

NCR| 271 92% 76% 59% 23% 31% 21% 21% 15%

norfhern Luzon andi Cenlial 545 | 97, 73% 59% 23% 24%, 18% 17% 17%

USOIge of dlfferen’r corned AREA Southern Luzon and Bicol ,,, 99% 9% 58% N% 20% 18% 15% 15%
beef brands is driven Region

ffere n’[ | Visayas| 190 86% 62% 59% 76% 28% 26% 23% 24%

ACTOSs dl . Mindanao| 178 89% 52% 50% 75% 18% 16% 11% 11%

demographic segments. 1810 25 years old| 243 | 91% 63% 53% 38% 18% 14% 16% 14%

e 26 to 35 years old| 615 21% 66% 53% 39% 24% 19% 16% 16%

36 to 50 years old| 326 88% 73% 67% 38% 28% 24% 19% 17%

51 and up| 44 93% 66% 77% 34% 32% 34% 23% 27%

Male| 500 91% 70% 57% 39% 28% 22% 20% 18%

GENDER Female| 728 90% 66% 58% 38% 22% 19% 15% 15%

Class ABC| 322 90% 68% 63% 31% 29% 22% 23% 16%

SEC Class D| 457 92% 69% 56% 35% 24% 19% 15% 17%

Class E| 449 89% 65% 55% 46% 22% 19% 16% 16%

Married with children| 233 88% 65% 55% 40% 23% 17% 14% 13%

SVITLSTIE Married without children| 322 21% 72% 61% 43% 25% 20% 19% 16%

Single Parent| 183 91% 63% 58% 37% 28% 25% 20% 18%

Single without children| 490 91% 68% 56% 34% 23% 19% 17% 18%

- Significantly Higher/Lower vs. the Total Q achiﬁitiDn
apps, inc.



Loyalty on Different Brands of Corned Beef V),

Argentina still leads the overall share of loyal customers, followed by CDO and
Purefoods, surprisingly Holiday leads over Highlands in terms of brand loyalty.

m Aided Awareness ®EverTried ®EPIM BUMO

69%
12% 8%
| rqentlna Cdo® mlw HIGHLANQS ) . DELIMONDO QPALM
Q17. Which of the following corned beef brands do Among respondents who consumes corned beef n=1228 Q HCQUiSlitiDn
you eat most often? acauIs e



Loyalty on Different Brands of Corned Beef by Demographics

CORNBEEF BRANDS- BUMO Argentina CDO Purefoods | Holiday |Delimondo| Highlands Palm Swift

BUMO of Argentina Corned Total 1228|  69% 12% 8% 8% 1% 1% 0% 0%

Beef producfs IS prope”ed NCR| 271 69% 14% 10% 0% 3% 3% 0% 0%

by NCR dwellers and the Norfher Luzon and Cenital 45 | 75% 13% 9% 0% 1% 1% 0% 0%

younger generation (18-25 AREA southern Luzon and Bicoll 54, | 714 17% 8% 1% 1% 1% 0% 0%
years old) Region

Visayas| 190 68% 6% 4% 19% 1% 1% 0% 0%

On The OTher hCIhd, CDO iS Mindanao| 178 58% 1% 7% 32% 1% 0% 1% 1%

prope”ed by SLBR dwe”ers, 18 to 25 years old| 243 76% 9% 4% 8% 0% 1% 0% 0%

and Hohdoy |S prope”ed by e 26 to 35 years old| 615 71% 1% 6% 8% 1% 1% 0% 0%

VISMIN dwellers and those 3610 50 years old| 326 | 62% 13% 14% 8% 2% 1% 0% 0%

in the lower-income 51 and up| 44 55% 16% 18% 5% 2% 5% 0% 0%

household groups. GENDER Male| 500 70% 12% 8% 7% 2% 1% 0% 0%

Female| 728 69% 1% 8% 9% 1% 2% 0% 0%

Purefoods corned beef is Class ABC| 322 65% 12% 12% 4% 2% 1% 0% 1%

more pQTronized by older SEC Class D| 457 71% 12% 8% 7% % % 0% 0%

adults (36 to 50 years old) ClassE| 449 |  70% 10% 5% 12% 1% 1% 0% 0%

and from the upper- Married with children| 233 | 65% 12% 8% 1% 0% 3% 0% 0%

income class. Married without children| 322 | 64% 13% 10% 8% 2% 1% 0% 0%

CIVIL STATUS
Single Parent| 183 72% 9% 9% 7% 2% 1% 0% 1%
Single without children| 490 73% 11% 7% 7% 1% 0% 0% 0%
- Significantly Higher/Lower vs. the Total acquisition

Q

apps, inc.



Corned Beef Category Landscape Summary
Argentina has been established as the top brand of corned beef. Although CDO and Purefoods

have high awareness and trial rate, it has a seemingly weak retention rate. Holiday on the other
hand has potential with good conversion and retention rates.

@ Awareness '“Consideration

Irial Rate ConR\:;resion ReLcec'r;ieion
Argentina 100% 92% 77%
CDO 95% 73% |r B ;%_ - |
Purefoods 94% 65% : 14% :
Highlands 70% 47% 5%
Holiday -~ - D = | |
swif e L W
Delimondo 65% 57% 7%
Palm 61% 64% 0%

Q acquisition
apps, inc.



\; . Argentina is a market leader in the
corned beef category market with
high performance across the
customer journey at 1" place.

The current goal of Argentina is to
ensure brand loyalty to prevent
lapsing or switching to another
brand. Argentina sfill has the
potential to capture the market as
its close competitors have low
retention rates despite having
good awareness and frial rates.

Summary of Findings For Corned Beef

Top potential challengers of Argentina are CDO and PUREFOODS,
both of which have high awareness and trial rates.

cdo. PUREFDODS

Both brands have exceptionally weak performance in Mindanao
for brand usage and in Visayas for brand retention.

However, having both a high awareness and trial rate there is a

high potential for growth given that consumers are retained.

m Holiday corned beef on the other hand has
surprisingly good conversion and retention rates.

There is also high potential for growth of the brand, if awareness
and frial grow in NCR and Luzon Region, given the brand has a
good retention rate, especially among lower-income class

individuals.
Q acquisition
apps, inc.




TUNA-SARDINES

CATEGORY LANDSCAPE




Awareness on Different Brands of Tuna/Sardines

Century Tuna and 555 of the Tuna/Sardines category is known by almost 10 out of 10
Filipinos, closely followed by Ligo and San Marino.

m Aided Awareness

92%

THE TASTE OF PREMIUM TUNA

Q19. Which of the following brands of canned tuna/ sardines are you aware of? Among respondents who consumes tuna/sardines n=1112 acquisition
Choose all the answers that apply to you. dpps, inc.



Awareness on Brands of Tuna/Sardines by Demographics
Bread brands are driven across different demographic segments.

SARDINES/TUNA BRAND AWARENESS CTe‘:‘r:‘:y 555 ligo Mscxc:i:o Fg:::’és Uni-Pak | Mega f:;‘;'
Totall1112| 98% 97% 93% 92% 88% 86% 85% 56%
NCR| 249 99% 98% 96% 98% 86% 86% 21% 63%
Northern Luzon and
N f dff T Central Luzon 218 98% 98% 21% 93% 85% 87% 83% 55%
Tuwngr/esgféfn%s blr Oe r:gr; ic AREA southern Luzon O”Sezgg%' 305 | 99% 97% 95% 91% 85% 85% 84% 54%
driven across different Visayas| 175 | 98% 98% 94% 90% 96% 90% 87% 61%
demogrophic segmen’rs. Mindanao| 165 96% 96% 85% 85% 93% 81% 81% 47%
18 to 25 years old| 222 7% 96% 92% 88% 86% 84% 80% 46%
AGE 26 to 35 years old| 551 99% 98% 93% 92% 88% 87% 86% 55%
36 to 50 years old| 299 98% 7% 94% 93% 21% 86% 88% 64%
51 and up| 40 100% 100% 90% 95% 80% 78% 85% 70%
GENDER Male| 449 99% 97% 92% 92% 87% 85% 86% 57%
Female| 663 98% 98% 93% 91% 89% 86% 85% 56%
Class ABC| 293 99% 97% 95% 95% 89% 87% 89% 64%
SEC Class D| 408 99% 99% 94% 95% 89% 87% 86% 57%
Class E 411 7% 97% 21% 87% 87% 84% 82% 50%
Married with children| 201 7% 98% 89% 92% 21% 85% 85% 57%
CIVIL STATUS Married without children| 294 98% 98% 95% 93% 920% 89% 89% 61%
Single Parent| 173 98% 99% 94% 94% 84% 84% 81% 57%
Single without children| 444 99% 6% 93% 0% 87% 84% 85% 52%
- Significantly Higher/Lower vs. the Total acquisition

Q

apps, inc.



Trial on Different Brands of Tuna/Sardines

Reflective on bread awareness, Century Tuna and 555 lead the overall trial
followed by Ligo and San Marino.

m Aided Awareness m Ever Tried

92%
84% 867

73%

® - * S .. 2 N

THE TASTE OF PREMIUM TUNA

Q20. Which of the following brands of canned tuna/ sardines have Among respondents who consumes tuna/sardines n=1112 Q acquiqitiun
you ever triede Choose all the answers that apply to you. dpps, InC.



Trial on Different Brands of Tuna/Sardines

SARDINES/TUNA BRAND EVER TRIED Cfs‘;‘;”' 555 Ligo M?r'i’;o Fg:gir"’gs Mega | Uni-Pak |Gold Seas
Total 1112| 96% 95% 86% 84% 78% 74% 73% 40%
NCR| 249 | 98% 96% 92% 92% 71% 83% 73% 47%
e Bl el C‘ESZT;?: 218 |  92% 94% 83% 85% 76% 70% 77% 39%
Trial of dlffgrenT . AREA Southem Luzon andiBicoll 5.7 (EEEEES 94% 90% 87% 72% 73% 71% 36%
Tuna/Sardines brands is sieglon 175 | 95% 97% 87% 78% 92% 72% 74% 48%
. . isayas % A A A A A A A
driven OCI’OS‘S different Mindanaol| 165 |  92% 93% 73% 70% 88% 67% 68% 34%
demographic segments. 18 t0 25 years old| 222 | 93% 94% 84% 75% 76% 67% 70% 31%
AGE 26 to 35 years old| 551 |  96% 96% 87% 84% 79% 74% 74% 39%
36 to 50 years old| 299 |  97% 92% 87% 88% 80% 77% 73% 47%
51 and up| 40 95% 100% 85% 93% 65% 75% 70% 60%
Male| 449 |  97% 94% 87% 85% 78% 76% 73% 42%
GENDER Female| 663 |  95% 95% 86% 83% 78% 72% 73% 39%
Class ABC| 293 |  98% 95% 89% 90% 78% 80% 75% 49%
SEC ClassD| 408 | 98% 95% 88% 87% 76% 74% 72% 38%
ClassE| 411 |  93% 94% 82% 76% 80% 69% 71% 37%
Married with children| 201 97% 94% 83% 82% 81% 76% 73% 43%
Married without children| 294 94% 95% 86% 84% 80% 78% 76% 44%
CIVIL STATUS .
Single Parent| 173 | 95% 97% 88% 85% 76% 68% 70% 44%
Single without children| 444 97% 95% 87% 84% 77% 72% 72% 36%
- Significantly Higher/Lower vs. the Total acquisition

Q

apps, inc.



One-month usage on Different Brands of Tuna/Sardines

Past one-month usage still dominantly led by Century Tuna, and is followed by
555, Ligo and San Marino.

B Aided Awareness m Ever Tried mPIM

e 92%

86% 84%

THE TASTE OF PREMIUM TUNA

Q21. Which of the following brands of canned tuna/ sardines have you Among respondents who consumes tuna/sardines n=1112 Q acquiqitiun
consumed in the past 1 monthe Choose all the answers that apply to you. dpps, InC.



Usage on Different Brands of Tuna/Sardines by Demographics

SARDINES/TUNA BRAND P1M Cfl:‘::y 555 Ligo Mi?i:o Fg:::’éls Mega | Uni-Pak ?:::
Total1112| 81% 75% 60% 60% 54% 51% 45% 26%
NCR| 249 88% 77% 64% 74% 49% 58% 46% 28%
Northern Luzon and
U f dff r nT Central Luzon 218 75% 74% 59% 64% 50% 44% 50% 23%
Tj ﬁg /es g di r|1 ees ke)ro nds i s Souferm e O”Sezico‘;' 305| 86% | 75% | 68% | 61% | 43% | 53% | 42% | 24%
driven across different Visayas| 175 | 83% 79% 61% 55% 71% 53% 48% 34%
demogrcphic SegmenTS. Mindanao| 165 70% 71% 42% 38% 70% 47% 39% 21%
18 to 25 years old| 222 75% 75% 61% 50% 53% 47% 44% 22%
AGE 26 to 35 years old| 551 81% 78% 60% 62% 55% 52% 45% 25%
36 to 50 years old| 299 86% 71% 60% 63% 55% 53% 45% 29%
51 and up| 40 85% 78% 68% 70% 40% 53% 45% 28%
GENDER Male| 449 84% 74% 63% 63% 52% 55% 45% 27%
Female| 663 80% 76% 58% 58% 55% 49% 44% 25%
Class ABC| 293 86% 76% 64% 72% 54% 59% 47% 33%
SEC Class D| 408 83% 77% 63% 61% 51% 51% 42% 23%
Closs E| 411 76% 73% 55% 51% 57% 46% 45% 23%
Married with children| 201 82% 78% 58% 58% 61% 57% 42% 25%
CIVIL STATUS Married without children| 294 81% 74% 56% 59% 56% 52% 44% 26%
Single Parent| 173 82% 76% 60% 65% 48% 46% 43% 29%
Single without children| 444 81% 75% 64% 60% 52% 50% 47% 25%
- Significantly Higher/Lower vs. the Total acquisition

Q

apps, inc.



Loyalty on Different Brands of Tuna/Sardines V),

Surprisingly for the Tuna/Sardines category, 555 leads over Century Tuna. Meanwhile,
Family's brand fares better in BUMO/Loyalty compared to Ligo.

m Aided Awareness ®EverTried ®EPIM BUMO

31% 33%
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THE TASTE OF PREMIUM TUNA
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Q22. Which of the following brands of canned tuna/ sardines Among respondents who consumes tuna/sardines n=1112 Q acquiqitiun
do you eat most often? dpps, IncC.




Loyalty on Different Brands of Tuna/Sardines by Demographics

ily's San . . Gold
SARDINES/TUNA BRAND BUMO 555 Cf‘:":‘:y F‘;:L‘n’é Maring | Mega | ligo | Uni-Pak | &0 ¢
Fomily’s Brand is driven Total1112| 33% 31% 11% 9% 7% 6% 2% 1%
more by VISMIN dwellers NCR| 249 30% 37% 2% 14% 8% 6% 1% 2%
while San Marino is driven No”hecm luzonandi o] 547 | 319 8% 10% 5% 6% 5% 0%

. entral Luzon

oy NCR and Ligo by SLBR AREA Southern Luzon and Bicol
dwellers. Reciion 305 | 30% 32% 3% 10% 10% 11% 1% 3%
Visayas| 175 | 41% 7% 19% 4% 27 D% 1% 1%
In terms of income classes, Mindanao| 165 | 32% | 23% | 33% 2% 6% 1% 2% 1%
Century Tune is propelled 18to 25 yearsold| 222 | 38% 27% 12% 6% 5% 6% 4% 0%
by the upper-income class AGE 26 to 35 yearsold| 551 | 35% 30% 1% 8% 7% 6% 1% 1%
whereqs Fgmily’s brand is 36 to 50 years old| 299 | 25% 36% 9% 11% 7% é% 1% 2%
more preferred by the 51 and up| 40 30% 38% 3% 18% 5% 8% 0% 0%
|Ower_income Closs' GENDER Male| 449 33% 3]% ]O% 8% 7% 7% 2% ]%
Female| 663 | 33% 31% 1% 9% 6% 6% 2% 1%
I\/\eOﬂWhHe 555 |S more Class ABC| 293 27% 39% 4% 10% 8% 6% 1% 3%
oatronized by single SEC ClassD| 408 | 31% 31% 1% 10% 7% 8% 2% 0%
Class E 411 | 38% 25% 15% 7% 6% 5% 3% 1%
parents. Married with children| 201 | 30% | 32% 12% 10% 5% 7% 2% 1%
CIVIL Married without children| 294 |  26% 33% 14% 8% 9% 6% 2% 2%
STATUS Single Parent| 173 | 41% 29% 8% 10% 6% 3% 1% 1%
Single without children| 444 35% 30% 9% 8% 6% 7% 2% 1%

- Significantly Higher/Lower vs. the Total

Q acquisition
apps, inc.



Tuna/Sardines Category Landscape Summary

Century Tuna and 555 have a good overall customer journey. Ligo although achieving high awareness
and trial rates has low retention leading to low loyalty. Family's Brand has high potential given the high
conversion and improving retention rates.

@ Awareness Consideration

Irial Rate ConR\:;resion ReLcec'r;ieion
Century Tuna 98% 85% 38%
555 97% 80% 43%
Ligo 93% 70% |r 0% -:
San Marino 91% 72% 14%
Family's Brand 89% L_&;% B - B 207_0 _______ :
Uni-Pak o T w
Mega 86% 70% 13%
Gold Seas 72% 64% 5%

Q acquisition
apps, inc.



Top potential challengers of Century Pacific Foods are San Marino
and Family’s Brand both of which also have good results on overall
customer journey reading.

SAN MARINO'

BRAND

Both brands have potential in terms of improving customer

Century PCICIfI'C Food is @ ?’ear retention, given that there is already a nationwide footprint on
market leader in the combined
) - both brands.
tuna and sardines market with
high performance across the
custfomer journey. Ligo on the other hand although part of Century

Pacific food Inc. has low retention rate.

The current goal of Century
Pacific Food Inc., is fo ensure
and maintain brand loyalty to
prevent lapsing or switching to
another brand.

However, Ligo as a known brand can also achieve growth of
the brand, if the brand can improve its customer loyalty
programs.

Q acquisition
apps, inc.



1. ,:' V[ sokc

B PEB?ESSED FOOD CONSUMPTION AND BRAND PERFORMANCE

O ZLHEAR) IO I




- »

S J“

"L

SAUSAGE AND
HOTDOG CATEGORY
LANDSCAPE

,b" G T =
ML 3

B A ' J ' }.



What Type of Sausage or Hotdog Do You Usually Eat for Breakfast?

Filipinos usually consume either regular hotdogs, cheese dogs, and longganisa as their
choice of sausage or hotdog meals during breakfast.

r — L
89%
75% 75%
61%
54% 53%
47%
. . . )

Regular Cheese Longgoniso| Chicken Dogs Big Hotdogs Small Hotdogs Canned  Beef Hotdogs

Hotdogs Hotdogs | Sausages
Q23. You mentioned in the previous question that you eat sausages for breakfast, Among respondents who consumes sausage or hotdogs n=1432 Q achiﬁitiDn
which of the following type of sausages do you eat?g dpps, InC.



Sausage or Hotdog Consumption by Demographics

Regular | Cheese | Longganis |Chicken Big Small | Canned | Beef
il = Ol Sl 2 Eol T Hot%ogs Hotdogs gc? Dogs Hotgog Hotdogs| Sausages Hotdogs
Total 1432| 89% 75% 75% 61% 54% 53% 47% 36%
NCR| 347 87% 83% 76% 65% 59% 48% 50% 35%
Northern Luzon and Central
ConsumpTion of different Lu.zon 303 87% 77% 74% 62% 50% 52% 43% 34%
Sausage or Hotdog brands | %4 soiemtuzonane 8eol 4o | 9% | 73% | 725 [(8SR| S3% | S1% | 4% | 3%
Is driven across different Visayas| 203 | 89% | 72% 79% 65% | 57% | 62% 53% | 42%
demogrcphic segments. Mindanao| 177 | 92% 67% 72% 60% | 50% | 56% 47% 46%
18 to 25 years old| 273 87% 72% 73% 57% 48% 53% 42% 36%
AGE 26 to 35 years old| 725 920% 74% 73% 58% 54% 52% 45% 35%
36 to 50 years old| 384 88% 78% 77% 65% 56% 55% 51% 39%
51 and up| 50 86% 88% 88% 78% 64% 50% 70% 42%
GENDER Male| 570 89% 76% 76% 63% 55% 55% 46% 39%
Female| 862 88% 75% 73% 59% 53% 52% 47% 35%
Class ABC| 399 1% 80% 77% 66% 55% 54% 53% 39%
SEC Class D| 533 88% 77% 76% 58% 56% 52% 48% 36%
Class E| 500 87% 70% 71% 59% 51% 53% 4% 35%
Married with children| 266 86% 77% 76% 59% 54% 46% 44% 31%
CIVIL STATUS Married without children| 369 89% 75% 75% 63% 56% 57% 48% 39%
Single Parent| 220 90% 76% 71% 64% 57% 55% 54% 1%
Single without children| 577 89% 74% 75% 59% 51% 53% 45% 35%
- Significantly Higher/Lower vs. the Total Q achiﬁitiDn
apps, Inc.



Awareness on Different Brands of Sausage or Hotdog

Purefoods leads the overall awareness for sausage and hotdogs, followed closely by
CDO.

m Aided Awareness
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Q24. Which of the following brands of sausages are you aware of? Among respondents who consumes sausage or hotdog n=1432 Q acquiqitiun
Choose all the answers that apply to you. dpps, IncC.



Awareness on Brands of Sausage or Hotdog by Demographics

SAUGE BRANDS AWARENESS P”'e:°°°' cDO A’9§""“ P“’:‘Egzgd swift | Frabelle | Virginia | King Sue

Total 1432 92% 90% 72% 70% 62% 56% 51% %

NCR| 347 | 93% 94% 70% 80% 67% 72% 45% 51%

Norinem Lzon aNdl 303 | 0% | 91% | 69% 79% 0% | 63% | 35% | 40%

Awareness of ditferent AREA | Southem Luzonand Bicol ,n, | oo | 907 | 49% 71% 65% | 60% | 87% | 39%
Sausage or Hotdog brands Region

is driven across different Visayas| 203 92% 87% 83% 60% 63% 40% 84% 42%

. Mindanao| 177 |  93% 84% 77% 44% 46% 26% 87% 27%

demographic segments. 1810 25 yearsold| 273 |  90% 90% 78% 63% 47% N% 52% 29%

AGE 2610 35vyearsold| 725 |  93% 89% 71% 68% 60% 56% 50% 40%

36 fo 50 years old| 384 |  92% 92% 71% 77% 73% 66% 52% 49%

51 andup| 50 | 90% 90% 74% 80% 84% 68% 56% 60%

CENDER Male| 570 | 91% 90% 74% 71% 65% 54% 52% 43%

Female| 862 | 92% 90% 71% 69% 60% 58% 51% 40%

Class ABC| 399 |  93% 92% 75% 77% 71% 64% 55% 49%

SEC ClassD| 533 | 92% 90% 69% 72% 60% 57% 47% 40%

Class E| 500 | 90% 88% 74% 62% 56% 49% 53% 36%

Married with children| 266 92% 90% 73% 72% 63% 60% 56% 42%

CIVIL STATUS Married without children| 369 93% 89% 73% 71% 68% 59% 56% 46%

Single Parent| 220 92% 4% 71% 70% 65% 60% 52% 41%

Single without children| 577 21% 89% 72% 69% 57% 52% 46% 37%

- Significantly Higher/Lower vs. the Total acquisition

Q

apps, inc.



Trial on Different Brands of Sausage or Hotdog

Reflective on bread awareness, Purefoods leads the overall trial followed by
CDO.

m Aided Awareness m Ever Tried

FUREFDODS  cdo. Nraentinalied i M swit S rabelic WL

SINCE 1930

Q25. Which of the following brands of sausages have you ever tried? Among respondents who consumes sausage or hotdog n=1432 Q acquiqitiun
Choose all the answers that apply to you. dpps, IncC.



Trial on Different Brands of Sausage or Hotdog

Pampanga’
s Best

59%

Purefoods| CDO |Argentina Swift Frabelle | Virginia | King Sue

47% 40%

28%

88% 61%

Trial of different Sausage
or Hotdog brands is driven
across different

demographic segments. i,
38% 26%

40%

40%
41% 31%
39% 26%
41% 33%
47% 36% 27%
42% 43% 26%
52% 42% 28%
49% 43% 32%
49% 42% 30%

. . - Significantly Higher/Lower vs. the Total () ECQUI%IUDH
dpps, Inc.



One-month usage on Different Brands of Sausage or Hotdog

Past one-month usage is still dominantly led by Purefoods, and again followed by
CDO.

B Aided Awareness m Ever Tried mPIM

41%

28%
18%

A S ~' B wreerrer— -, >
&) biparea's ST J swift rabella —~
AE@ cdo |fED OmEEmD EIH §

= SINCE 1930

Q26. Which of the following brands of sausages have you consumed in Among respondents who consumes sausage or hotdog n=1432 Q acquiqitiun
the past I month2 Choose all the answers that apply to you. dpps, InC.



Usage on Different Brands of Sausage or Hotdog by Demographics

SAUGE BRANDS P1M Purefoods CDhO Argentina Par:ggggo' Frabelle | Virginia Swift King Sue
Total| 1432 75% 69% 44% 4% 32% 29% 28% 18%
NCR| 347 76% 77% 39% 46% 36% 16% 28% 18%
Norfher tuzon and Cenral 33 | 7,7, 77% N% 48% 39% 15% 27% 17%
Usage of different AREA St Wren CEl B /g | IR 67% 39% M 31% 15% 27% 17%
Sausage or Hotdog brands Region ’ ’ ’ ’ ’ ° ’ )
iS d rive N ACross differe n-l- . Visayas| 203 73% 60% 56% 37% 30% 67% 32% 28%
d h|C se men_l_s Mindanao| 177 72% 55% 54% 24% 13% 66% 23% 14%
€ mogrc p g : 18 to 25 years old| 273 72% 68% 52% 40% 27% 32% 25% 21%
AGE 26 to 35 years old| 725 72% 70% 43% 40% 31% 28% 25% 18%
36 to 50 years old| 384 80% 69% 38% 43% 35% 28% 32% 17%
51 and up| 50 84% 74% 48% 50% 36% 26% 54% 18%
Malel 570 76% 70% 46% 44% 31% 28% 29% 20%
GENDER Female| 862 74% 69% 42% 39% 32% 29% 27% 17%
Class ABC| 399 79% 72% 46% 46% 34% 28% 32% 20%
SEC Class D| 533 75% 71% 39% 40% 31% 24% 27% 16%
Class Ef 500 70% 65% 47% 38% 31% 34% 25% 18%
Married with children| 266 73% 67% 42% 39% 30% 29% 25% 14%
Married without children| 369 77% 69% 43% 39% 32% 33% 30% 20%
CIVIL STATUS .
Single Parent| 220 76% 72% 45% 44% 36% 30% 29% 19%
Single without children| 577 73% 69% 45% 42% 30% 25% 27% 19%
- Significantly Higher/Lower vs. the Total acquisition

Q

apps, inc.



Loyalty on Different Brands of Sausage or Hotdog )

Given high awareness, trial, and usage, Purefoods leads the loyalty among Sausage
and Hotdog customers, followed by CDO.

m Aided Awareness ®EverTried ®EPIM BUMO

40%
29%
10% 5%
| nd §5) Pumpanga’s BEST
PIREEOODS cdo. | f7Ifiik
Q27. Which of the following brands of sausages do you Among respondents who consumes sausage or hotdog n=1432 Q acquiqitiun
eat most ofteng dpps, IncC.



Loyalty on Different Brands of Sausage or Hotdog by Demographics )
1=

SAUGE BRANDS BUMO Purefoods CDO Argentina | Virginia PGTE:;gd Frabelle | King Sue Swift
Loyalty over Purefoods Totall 1432|  40% 29% 10% 9% 5% 3% 1% 0%
sausage or hotdogs is NCR| 347 | 44% 3% | 6% | 1% | 5% 5% 0% 0%
driven by SLBR dwellers and Northern Luzon and Central 303 379 19% 0% 8% 5% 2% 1%
older adults (36 to 50 years Luzon : i i i i i i
old). AREA Southern Luzon and BIcol oy | 4a 32% 5% 3% 1% 1%
egion
. Visayas| 203 33% 0% 1% 0% 0%
CDO is propelled mostly by AN 0% 0% 0%
NCR and NLCL dwellers. 1810 25 yearsold| 273 |  38% 26% 18% 8% 3% 2% 1% 0%
AGE 26to 35vyears old| 725 | 36% 31% 10% 10% 6% 4% 1% 1%
Argentine on the other 36 to 50 years old| 384 | 46% 29% 1% 4% 3% 0% 1%
hand is driven more by 51andup| 50 |  54% 18% 4% 2% 6% 0% 0%
Visayas, the younger GENDER Male| 570 | 41% 28% 1% 9% 6% 2% 1% 0%
genergﬂon and those in the Female| 862 39% 30% 9% 10% 4% 4% 1% 0%
|Ower_income class. Class ABC| 399 45% 26% 9% 6% 3% 1% 1%
SEC ClassD| 533 |  44% 30% 7% 4% 4% 1% 0%
Meanwhile, Virginia is more ClassE 500 | 32% | 30% 15% 12% 4% 3% 15 0%
. ’ Married with children| 266 | 41% 29% 8% 12% 4% 3% 1% 0%
tfroniz VISMIN
Saeﬁersed by S CIVIL STATUS Married without children| 369 40% 28% 8% 13% 5% 4% 1% 1%
’ Single Parent| 220 38% 26% 12% 7% 7% 5% 1% 0%
Single without children| 577 | 41% 31% 12% 7% 4% 3% 1% 0%
. - Significantly Higher/Lower vs. the Total achiﬁitiUn
apps, inc.



Sausage or Hotdog Category Landscape Summary

Purefoods has been established as the top brand of Sausage and Hotdogs. Followed by CDO across the
overall customer journey. Argentina and Virginia has room for improvement given the good conversion
and retention rate for Argentine, and retention rate for Virginia

@ Awareness Consideration

Trial Rate Ever Tried ConR\g:resion ReLcec'r;ieion
Purefoods 96% 85% 54%
CDO 95% 81% 42%
Argentina 84% |r _72_%_ R .. B _23; _______ 1|
Pampanga’s Best 84% 70% 1%
Swift 79% 56% 2%
Frabelle 84% 67% 1%
Virginia 78% 72% |r - _33; _______ .:
King Sue 68% 64% o :% _______

Q acquisition
apps, inc.



Summary of Findings For Sausages or Hotdogs

40%

BUMO

Purefoods leads the market in the
sausage and hotdog category
with high performance across the
customer journey at 1" place.

The current goal of Purefoods is to
capture more of the market,
ensuring more customer retention
to convert into brand loyalty and
prevent lapsing or switching to
another brand.

as the top competitor of

Cdo® Purefoods, has 29% or 3 out10 of

Filipinos patrons.

The brand can excessively increase its share over weak
areas such as Visayas and Mindanao to increase its

: .
Meanwhile Argentine and ?q%]tma @

Virginia are also brands worth

mentioning, these brands have a high potential for growth in
the sausage and hotdog category given that have brand-
building efforts that would increase further their conversion
and retention rates.

Q acquisition
apps, inc.



PROCESSED MEAT
CATEGORY LANDSCAPE




What Type of Processed Meat Do You Usually Eat for Breakfast?

Filipinos usually consume either Haom, Chicken Nuggets, and Burger Patties as their choice of

processed meat during breakfast.

r— —

88%

86%
77%

Chicken
Nuggets

Ham Burger Patties

52%

51% 48%
° 46%
. . ‘ -
Chicken Frozen Fish Tempura Chicken Salami
Tenders Fillets Drumettes

Q28. You mentioned in the previous question that you eat processed meats for
breakfast, which of the following processed meats do you usually eate Choose all

the answers that apolv to vou.

Among respondents who consumes processed meat n=1059

Q acquisition
apps, inc.



Processed Meat Consumption by Demographics

Chicken
Tempura |Drumette| Salami
s

Total 1059| 88% 86% 77% 52% 51% 48% 46% 39%

Chicken | Burger | Chicken| Frozen

TYPES OF PROCESSED FOOD CONSUMED Ham Nuggets | Pafties | Tenders |Fish Fillets

Consumption of Ham is NCR| 246 | 90% | 88% | 79% | 53% | 52% | 42% | 50% | 46%
propelled by Mindanao NOISMLIZONANGl 18| ss% | 87% | 78% | SI% | 48% | 41% | 44% | 36%
dwellers, Salami by NCR AREA Southem L < B

dwellers, and Tempura for ouihern tuzon G”Reg'%‘; 295 | 86% 86% 79% 49% 49% 1% 42% 40%
VISMIN dwellers. Visayas| 158 | 92% 86% 75% 57% 55% 68% 52% 42%

Mindanao| 142 |  80% 80% 67% 50% 50% 60% 42% 28%
18 to 25 yearsold| 199 |  87% 85% 77% 53% 50% 52% 46% 39%

Meonwhlle consumpftion 2610 35 yearsold| 516 |  88% 86% 76% 52% 50% 48% 46% 40%
of Chicken Nuggets and AGE 3610 50yearsold 304 | 87% | 87% | 78% | 50% | 53% | 44% | 45% | 38%
Burger Paftties is driven 51andup| 40 | 88% 90% 75% 60% 53% 50% 45% 48%
Male| 440 | 89% 85% 78% 51% 50% 48% 45% 39%

more Oy the upper- GENDER Female| 619 |  87% 87% 76% 52% 51% 48% 47% 40%
income class. Class ABC| 298 |  90% 90% 83% 58% 56% 53% 52% 43%
SEC ClassD| 407 | 88% 86% 75% 47% 48% 42% 41% 39%

Class E| 354 84% 82% 73% 53% 49% 51% 46% 37%
Married with children| 197 86% 85% 75% 50% 48% 50% 43% 38%
Married without children| 291 88% 87% 78% 54% 49% 50% 46% 40%

AL R Single Parent| 152 90% 89% 76% 55% 55% 50% 49% 44%
Single without children| 419 87% 85% 77% 50% 52% 45% 46% 38%
- Significantly Higher/Lower vs. the Total Q achiﬁitiDn
apps, inc.



Awareness on Different Brands of Processed Meat

CDO leads the overall awareness of Processed Meat types, followed by Purefoods
and Pampanga’s Best

94%, m Aided Awareness

Cdo u F Ds sy Pampanga’s BEST ==

SINCE 1930

Q29. Which of the following brands of processed meats are you aware Among respondents who consumes processed meat n=1059 Q achiﬁitiDn
ofe Choose all the answers that apply to you. dpps, InC.



Awareness on Brands of Processed Meat by Demographics

CDO Purefoods PGT::;gd Bonus Swift Frabelle | Virginia | King Sue
94% 89% 81% 74% 64% 56% 55% 45%
96% 91% 78% 69%
93% 86% 74% 63% 46%
Awareness of different s . o . e
Processed Meat brands is
. 0 4 ) (o) 47 (e}
driven across different 747 83% %
demographic segments R 2%
emograp g . 92% 84% 75% 73% 49%
94% | 8% 79% 72% 57%
9% | 9% | 88% | 78% 55%
90% 93% 88% 68% 60% 60%
95% 90% 80% 74% 65% 57% 56% 45%
94% 89% 82% 73% 63% 55% 54% 45%
96% 78% 58%
94% 89% 74% 60% 50% 44%
92% 87% 70% 59% 58% 40%
96% 91% 82% 70% 60% 54% 59% 46%
96% 90% 81% 76% 70% 55% 60% 49%
95% 88% 80% 80% 67% 57% 49%
92% 88% 81% 71% 59% 53% 4%
. . - Significantly Higher/Lower vs. the Total acquisition

Q

apps, inc.



Trial on Different Brands of Processed Meat

Reflective on bread awareness, CDO leads the overall trial followed by
Purefoods and Pamapanga’s Best

94% m Aided Awareness m Ever Tried

% 81%

LyA

AN N THE "ORIGINAL" THE "SPECIAL" SINCE 1967 @ .
PUREFDODS & PR

SINCE 1930

Q30. Which of the following brands of processed meats have you Among respondents who consumes processed meat n=1059 Q achiﬁitiDn
ever triede Choose all the answers that apply to you. dpps, InC.



Trial on Different Brands of Processed Meat

Pampanga’
s Best

74%

CDO Purefoods Bonus Swift Frabelle | Virginia | King Sue

46% 43% 33%

36%

84%
87%

93% 79% 33%
Trial of different Processed ) )
Meat brands is driven 84% 8% %
87%

across different

. 85%
demographic segments. — =
46% 31%
43% 37%
85% 45% 48%
83% 72% 42% 34%
90% 85% 75% 61% 49% 47% 44% 32%
93% 66% 46% 39%
92% 84% 60% 47% 40% 31%
88% 79% 58% 45% 45% 30%
90% 85% 75% 59% 46% 44% 48% 32%
91% 86% 74% 62% 55% 47% 48% 35%
95% 87% 74% 67% 51% 54% 49% 41%
89% 81% 72% 60% 45% 44% 29%
. . - Significantly Higher/Lower vs. the Total Q acqui:-':itinn
apps, inc.



One-month usage on Different Brands of Processed Meat

Past one-month usage is still led by CDO, followed by Purefoods and
Pamapanga’s Best

94% ®m Aided Awareness m Ever Tried mPIM

1%
77%

81%
LA

57%

W AR ERARES Pumpanga’s BEST = _
-——— 5005

SINCE 1930

Q31. Which of the following brands of processed meats have you consumed Among respondents who consumes processed meat n=1059 Q achiﬁitiDn
in the past 1 monthe Choose all the answers that apply to you. dpps, InC.



Usage on Different Brands of Processed Meat by Demographics

PROCESSED FOOD BRANDS P1M CDO |Purefoods P°T§::ig°' Bonus | Virginia | Frabelle | Swift | King Sue
Total 1059 | 77% 68% 57% 43% 34% 34% 33% 22%
NCR| 246 | 81% 68% 64% 46% 19% 39% 31% 20%
norfhern Luzon and CENtral 1 | gg, 67% 69% 44% 21% 40% 34% 26%
Usage of different : AREA Southern Luzon and Bicoll 5051 /g5 71% 60% 40% 19% 34% 31% 20%
Processed Meat brands is Region
driven ACross differen’r . Visayas| 158 75% 70% 47% 55% 74% 34% 43% 35%
. Mindanao| 142 65% 63% 29% 34% 65% 14% 27% 14%
demogrophlc segmen’rs. 18to 25years old| 199 |  74% 65% 56% 49% 32% 31% 30% 24%
er 26 to 35 years old| 516 79% 67% 55% 45% 36% 32% 31% 22%
36 to 50 years old| 304 | 76% 72% 60% 38% 31% 38% 35% 21%
51 and up| 40 80% 78% 65% 40% 33% 35% 53% 30%
Male| 440 |  78% 67% 55% 43% 32% 32% 34% 23%
GENDER Female| 619 |  77% 69% 58% 44% 35% 35% 32% 22%
Class ABC| 298 | 79% 74% 64% 46% 34% 38% 37% 23%
SEC Class D| 407 |  79% 69% 55% 4% 29% 32% 30% 20%
ClassE| 354 |  75% 63% 53% 45% 39% 32% 33% 25%
Married with children| 197 | 74% 66% 54% 41% 36% 28% 29% 21%
Married without children| 291 77% 69% 55% 42% 37% 33% 35% 23%
CIVIL STATUS _
Single Parent| 152 86% 72% 63% 51% 35% 44% 41% 28%
Single without children| 419 76% 68% 57% 43% 30% 33% 31% 21%
- Significantly Higher/Lower vs. the Total acquisition

Q

apps, inc.



Loyalty on Different Brands of Processed Meat V.

CDO still leads the overall share of loyal customers, and again followed by Purefoods
and Pampanga’s Best

m Aided Awareness ®EverTried ®EPIM BUMO

45%

38%

33%

28%

22%

13%
7% 9%
= = - @) 2% L = u
Y W™
L rabelle = @
Cd0® PUREF00DS L BONUS trabel VingiA.
Q32. Which of the following brands of processed meats Among respondents who consumes processed meat n=1059 Q acquiqitiun
do you eat most often? dpps, IncC.



Loyalty on Different Brands of Processed Meat by Demographics )
1=

PROCESSED FOOD BRANDS BUMO CDO  |Purefoods|"9MPANST'| yiginia | Bonus | Frabelle | Swift | King Sue

CDO processed meat s Best
produc‘l’s are highly driven by Total| 1059 38% 28% 13% 9% 7% 2% 1% 0%
NLCL dwellers. NCR| 246 41% 27% 20% 4% 3% 1% 0%
Norfhern Luzon and Cental o1g | g7 - 19% 8% 4% 0% 1%
Et;/rselfglg?jsvvperl?eorlgds are driven AREA Southern Luzon ongelzi)%l 295 14% 7% 1% 1% 0%
Visayas| 158 9% 0% 0% 0%
Pampanga’s Best products Mindanaol| 142 0% 1% 1%
are driven by both NCR and 18 10 25 years old| 199 0% 1%
NLCL dwellers. T 26 to 35 years old| 516 1% 0%
36 to 50 years old| 304 1% 0%
And Virginia products are 51andup| 40 | 33% 38% 13% 8% 5% 3% 3% 0%
driven Dy both visayas and | eosk B A A AR AR A A AN
Mindanao dwellers. Class ABC| 298 |  34% 30% 17% 9% | 4B | 3% 1% 0%

: : SEC Class D| 407 |  37% 33% 13% 8% 7% 2% 0% 0%
Meanwhile, Bonus brand is ClassE[ 354 | 43% | 21 | 1% 1% 9% 1% 0% 1%
pafronized by the younger Married with children| 197 | 38% 29% 13% n% |4 | 3% 1% 1%
age group (18 fo 25 years old) Married without children| 291 | 39% 27% 1% 1% 6% 2% 1% 0%

CIVIL STATUS Single Parent| 152 36% 29% 14% 8% 8% 1% 1% 1%
Single without children| 419 38% 27% 15% 7% 8% 2% 0% 0%
. - Significantly Higher/Lower vs. the Total Q achiﬁitiUn
apps, inc.



Processed Meat Category Landscape Summary
CDO has been established as the top processed meat brand across the overall customer

journey.

@ Awareness

Consideration

Purefoods
Pampanga's Best
Frabelle
Virginia

King Sue

Trial Rate

96%

94%

1%

83%

77%

83%

79%

73%

Ever Tried
9M1%
84%
74%
61%
49%
46%
43%

33%

Conversion
Rate

85%

81%

77%

71%

69%

73%

76%

68%

Retention
Rate

49%

41%

23%

16%

2%

6%

28%

2%

Q
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apps, inc.



3 Summary of Findings For Processed Meat

Top potential challengers of Gardenia are PUREFOODS and

387 Pampanga’s Best both of which already have a good
Cdo O nationwide footprint among processed meat products.

B UMO _ . THE "ORIGINAL" THE "SPECIAL" SINCE 1967
PUHEFU u I] s f_t Pampanga’s BEST

CDO leads the market in the

processed food category with

high performance across the

customer journey at 15 place. § pyrefoods reach is stronger in Southern Luzon and Bicol Region
while Pampanga'’s Best is the close competitor in the NLCL

The current goal of CDO is fo region, and is more driven in the NCR region.
capture more of the market,

further increasing its retention
achieving a higher brand loyalty
and prevent lapsing or switching
to another brand.

There is potential for growth for these two brands given more
brand retention efforts are given so that other brand patrons
will switch to their brands.

Q acquisition
apps, inc.
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v' Do you want a better understanding
of your Market?

v Are you in need of Consumer
Insights?

v Are you targeting the Right
Consumers?

Contact Us!

Angela Gloria - Senior Accounts Manager
angela@tangereapp.com

+63 917 358 5158

Joseph Canuto - Business Dev Solutions Architect
im@tangereapp.com
+63 906 412 1270
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