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Executive Summary

Supermarkets support food banks in countless ways. They donate all types of food —
dry, fresh and frozen. They help food banks transport products, build warehouses and
raise millions of dollars each year to feed the hungry. The FMI Food Bank Survey 2005
spotlights a maturing, innovative partnership. It is the latest in a series from Food

Marketing Institute (FMI).

Each year, one-quarter of the supermarkets surveyed give food banks one million or
more pounds of food — enough for at least 800,000 meals. More than half now donate
at least 100,000 pounds annually. Most donations go to local food banks in the national

network known as America’s Second Harvest.

Supermarkets donate the products that food banks need most — led by dry grocery
items, which have the longest shelf life. The survey of food banks found that 86 percent

prefer these foods, and 88 percent of supermarkets donate them.

Numerous supermarkets give perishable products high in protein and nutrition. These
donations meet a critical need that only retailers can fulfill because of their close
proximity to local food banks. Substantial numbers donate baked goods (71 percent),
fresh produce (51 percent), dairy products (44 percent), deli items (33 percent) and fresh
meat (33 percent). Giving in all these categories increased since FMI last surveyed

supermarket donations in 1998.

Supermarkets are answering food bank calls for more cash donations — needed
increasingly to fill product gaps and to cover the costs to operate and expand facilities.
Between 2003 and 2004, 43 percent of retailers increased their cash donation levels, up

from the 37 percent reported in FMI’s survey covering donations in 1998.
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Food banks welcome the partnership with their local supermarkets. “As we continue to
secure more food each year, retailers are so supportive of our mission from the store level
up to the corporate level,” says Alice Archabal, Second Harvest vice president of
philanthropy. “They are our bread and butter.”
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1. Supermarket Support Grows
And Evolves

Food banking began in the late 1960s. By 1980, America’s Second Harvest was

established as an official clearinghouse for large donations. The supermarket industry has

supported food banks since the concept emerged. More than six out of 10 supermarkets

surveyed have worked with food banks since the 1980s or earlier.

All types of supermarkets support food banks.
Companies range from large chains to small
independents, from retailers to wholesalers and

from high-end stores to discount outlets.

The most common way supermarkets help food
banks is by donating unsaleable products.
Nearly all of the respondents (95 percent) said
they donate food that cannot be sold
(reclamation). Food drives are another
traditional way that retailers support food
banks, conducted by three-quarters (74 percent)

of those surveyed.

Thanks to new and ongoing programs, retailer
support — in both dollars and pounds of food
— is rising. For instance, more than half (53
percent) of the retailers surveyed donated at
least 100,000 pounds of food products to food
banks in 2004 (see Figure 1). One-quarter (24
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Hunger in America Is Growing

Having enough food to eat is a daily struggle for
38 million Americans, including 14 million
children, according to the U.S. Department of
Agriculture’s survey of hunger in 2004. The
number of hungry people increased by two
million since the 2003 survey.

Requests for emergency food aid increased by
an average of 14 percent, according to the
2004 survey of hunger and homelessness by the
U.S. Conference of Mayors. As many as 96
percent of the cities surveyed registered an
increase.

Hunger is not just an urban problem: 16 percent
of the households with children that have sought
help from food banks live in rural areas,
according to America’s Second Harvest, the
national network of more than 200 food banks.
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percent) donated more than one million pounds of food in 2004, more than double the
10 percent noted in 1998.
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2. Supermarkets Respond to

Food Bank Needs

Supermarket companies donate a broad range of food and nonfood items. Many
companies donate in nearly every product category. Over the years, supermarket

donations have grown and changed to meet food bank needs.

General grocery products continue to be the largest donation segment. This category,
with a large variety of nonperishable items, is one of the most useful areas for food
banks; 86 percent of those surveyed cited dry groceries as one of their top three product
needs (see Figure 3). Supermarkets are responding with 88 percent of the respondents

donating such products, up from 66 percent in 1998 (see Figure 2).

Figure 2. Supermarkets Donate From Every Aisle
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Produce is also a major source of donations: 51 percent of the surveyed retailers
contribute goods from this area, and 42 percent of the food banks expressed a preference

for these items.

Two areas showing significant growth are fresh meats and frozen foods. More than six in
10 food banks (62 percent) mentioned fresh meats as one of their top three preferred
items in 2004. Supermarket donations of fresh meat nearly doubled, from 17 percent of
those surveyed in 1998 to 31 percent in 2004. This large increase reflects the growing
number of food banks that are encouraging donations of meat and other perishable
products, and are also supplying the refrigeration to transport and store the items. These
areas represent prime growth opportunities for food banks and supermarkets, according
to Second Harvest. For instance, more supermarkets are beginning to freeze meat

products with close-to-expiration dates for food bank donations.

A growing number of food banks (52 percent) are looking for more frozen foods as their
programs broaden to offer more fresh and nutritional items for their clients.
Supermarkets are responding. In 2004, 42 percent of the surveyed retailers donated
frozen foods, up from 28 percent in 1998.

Dairy products are also in demand. In 2004, about one-quarter of the food banks
surveyed (26 percent) said dairy products were one of their top three preferred items.
Retailer donations are growing in this area — up to 44 percent in 2004, from the 33

percent reported in 1998.

Food banks are piloting perishable programs to collect more meat, dairy and deli
products from retailers. Using refrigerated trucks that adhere to the same strict food
safety standards that apply to retailers, food banks are able to provide more fresh and

nutritious products to their clients.
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The bottom line is that retailers and food banks are both deeply committed to

supporting their communities and to working together for the long haul. Retailers are
also in a perfect position to partner with other corporate or community supporters to
boost donation levels. “Our ShopRite Partners in Caring program has created
partnerships among manufacturers, the food banking community, hunger-fighting
charities and our own ShopRite associates to ensure the plight of the hungry is not
forgotten,” says Joseph Colalillo, chairman and CEO of the Wakefern Food

Corporation.
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3. Retailers Donate Dollars and

Services to Food Banks

Supermarkets are becoming front-line fundraisers for food banks. Direct monetary

donations have increased. Between 2003 and 2004, more than four in 10 of the retailers

surveyed (43 percent) increased their cash donations, up from the 37 percent that

reported an increase in 1998. Working with local food banks, retailers often launch

promotions with a generous grant or match customer donations.

Numerous retailers are using scannable coupons to facilitate donations from

compassionate customers. More than six out of 10 of the surveyed retailers (65 percent)

offer scannable coupons for customer cash donations. Many retailers offer such coupons

to raise funds for Food for All, a program of the Arlington, VA-based Food Industry
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Funds from this We Serve Foundation
program go directly fo fighting hunger.
For more information on our programs
and our dffiliate locations, please call
1-800-123-4567; visit our website at:
www.weservefoundation.org; or write
We Serve Foundation, 100 E. Give Dr.,
Beautiful, US 10000

We Serve is a 501(CJ(3) non-profit
charitable organization (Federal tax |.D.
#12-345678). Save your cash register
receipt for income tax purposes.

sAMPLE

Crusade against Hunger (FICAH). The Food for
All initiative is a point-of-purchase fundraising
program that offers shoppers the opportunity to
contribute $1, $3 or $5 to food banks in their area.

More than 2,000 retailers operate the program all
year, and about 6,500 supermarket companies
offer the program during the winter holiday
season, according to Food For All. Other retailers
have developed their own point-of-purchase

tundraising concepts with their local food banks.

Supermarkets contribute a wide variety of
services, including transportation, operational

support and public relations (see Figure 4).
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Company volunteers roll up their
sleeves and help sort products at food
bank warehouses. Many also glean
farm products after crops are harvested
(see box). Food safety professionals
lend their expertise. Nearly two-thirds
of the companies surveyed (65
percent) provide such in-kind support.
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The survey also asked food banks to rank different kinds of support from one to six, with
one being the best or most desirable (see Figure 5).

Cash donations were the most desirable form of support, receiving an average rating of
1.90 from surveyed food banks. This is not too surprising since cash donations give food
banks the most flexibility to provide their clients with what they most need. Unsaleables

was the next most preferred donation, receiving a 2.38 rating. After cash and unsaleables,

tood banks find scannable coupon donation programs and prepackaged donation bags of
tood most helpful.
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4. Supermarket Focus on

Hunger Is Part of Being Good
Corporate Citizen

Although supermarkets have consistently worked to help the hungry, retailer concern
about the issue has increased in recent years. Nine out of 10 respondents surveyed said
they support food banks because they are concerned about hunger in the community (see
Figure 6). “We have a heightened awareness of the natural link between being in the
food business and hunger relief in our community,” explains Peggy Conlin, director of
marketing and public relations, Busch’s, Ann Arbor, MI. “We want to be part of that

solution.”

Supermarkets are committed to their communities, and believe strongly in being good
corporate citizens. Fully 100 percent of the survey respondents said they support food
banks because they are good corporate citizens. “As a grocer, Food Lion is well
positioned to help feed the hungry, and it’s one way we help our neighbors and
communities,” says John Mercer, Food Lion vice president of retail services. “Food Lion

acts on the belief that assisting the hungry should be a priority for food retailers.”

Most grocers agree. For instance, 79 percent of the respondents said that supporting food
banks is part of their overall philanthropic/contributions program. Similarly, 58 percent
of today’s supermarkets have made fighting hunger a part of their overall public relations

program.

Many retailers also donate to food banks because they believe it is a good use of

unsaleable products; 86 percent donate because they don’t want to waste food.
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For many retailers, supporting hunger relief programs is a natural part of their business.
“This is the land of plenty,” says Denny Dietrich, president of Gary’s Foods in Mt.

Vernon, IA. “No one should be starving.”
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5. Supermarkets Participate

In Other Anti-Hunger and
Community Programs

Supermarkets are often on the front line helping their communities in many ways.
Increasingly, retailers are volunteering their time and talents, as well as making financial

contributions to a variety of anti-hunger organizations and causes.

For instance, six in 10 supermarkets donate prepared foods to feeding kitchens (see
Figure 7). To tackle the hunger issue from a different angle, 22 percent are helping enroll

more low-income families into food stamp and other federal nurition programs.

Other key community programs include job skills training and other charity programs
that range from Children’s Miracle Network to education and literacy programs.

Figure 7. Supermarkets Participate in Other Community Activities

Activity Percentage
Donation of prepared foods to feeding kitchens 61%

Other charity programs (Children’s Miracle Network,
MS Society, Salvation Army, education, literacy programs,
abuse/violence prevention support, United Way, Jimmy Fund,

Juvenile Diabetes Foundation, etc.) 39%
Job skills training 26%
Gleaning programs 22%
Efforts to enroll more low-income families into Federal nutrition
programs such as food stamps and WIC 22%

FMI SurRvEY oF SUPERMARKETS AND Foobp BaANKks, 20075

J— 187



FMI SurRvEY OF SUPERMARKETS AND Foobp BaNks, 20035
— 19—



Methodology

This report is based on surveys completed by FMI member retailers operating 8,360
supermarkets and executives for 78 food banks. The information was gathered from
March to May of 2005. The surveys were distributed by fax and e-mail linking to a

Web-based questionnaire. Percentages may not add up to 100 percent due to rounding.
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