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FMI ANTITRUST COMPLIANCE

It is FMI’s policy to comply in all respects with the antitrust laws.

All participants in FMI meetings and events are expected to
comply with applicable antitrust and competition laws.

Avoid discussions of sensitive topics that can create antitrust

concerns.
Agreements to fix prices, allocate markets, engage in product
boycotts and to refuse to deal with third parties are illegal.
- Discussions of prices (including elements of prices such as
i allowances and credit terms), quality ratings of suppliers, and
discussions that may cause a competitor to cease purchasing

from a particular supplier, or selling to a particular customer,
should be avoided.

No discussion that might be interpreted as a dividing up of
territories.
( J (

It is important to avoid even the appearance of unlawful activity.

Questions or concerns? Please consult with FMI staff.



RESEARCH BACKGROUND

For more than four decades, FMI has been tracking the trends
of grocery shoppers in the U.S., taking note of where they
shop, how they shop, and what issues are most important to
them as food shoppers. For the past five years, FMI has
partnered with The Hartman Group to conduct this research.

QUANTITATIVE RESEARCH

An online survey among n=1,786 U.S. shoppers
Fielded February 6 — 27, 2019

QUALITATIVE RESEARCH

In-depth interviews with six households

Six virtual interviews with shoppers across the nation

Fielded in February 2019




EATING
WELL

ACTS OF PERSONALIZATION

MULTIPLE
CHANNELS/

ALL THE FMI TRENDS FOCUS
AREAS OF RECENT YEARS CAN
BE SEEN AS AN EXPRESSION
OF PERSONALIZATION



TODAY’S SHOPPERS NEED A COMPASS
TO HELP THEM EAT AND SHOP
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CONSUMERS CONSIDER THE ACT OF SHOPPING
ITSELF AN ACT OF PERSONALIZATION

Shoppers are looking for the retailer who
makes it easier for them to shop according
to their/ their families personal

needs & wants regarding:






GROCERY SHOPPING REMAINS
A NATIONAL PASTIME

CURRENTLY IN THE U.S.

of all adults
say they have

at least H A L Fof o

responsibility
for household
grocery shopping
(compared to 85% in 2018)

I|81% || 92%
U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS mw
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CO-SHOPPING
IS THE
PREVAILING
STRATEGY

SINGLE-PERSON
HOUSEHOLDS

25%
SELF SHOPPER
ALL shopping

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS

WORLD OF SHOPPERS

MULTI-PERSON HOUSEHOLDS

CO-SHOPPERS

VARYING DEGREES OF SHARING THE LABOR

\ /Y /]
- - 5 C

5%
SECONDARY SHOPPER

minority of shopping

33%
SHARED SHOPPER
equal shopping

37 %
PRIMARY SHOPPER
majority of shopping

(22% of others
in household shop
at least monthly)

80% OF MULTI-PERSON HOUSEHOLDS
SHARE SHOPPING RESPONSIBILITIES



SHOPPERS
SHOP
MULTIPLE
CHANNELS/
BANNERS

The whole ‘one-size-fits-all’ thing — or lack

Shoppers visit

thereof — is the whole reason why | have to go
an average of
to all these places. If there was a store with
4 4 reasonable prices, great selection of healthy,
[ ]
ethically-sourced food, with

(up from 4.1 in 2018)

: friendly, low-key, down-
retail banners

for groceries
each month

to-earth service, I'd
like that. But until then,

Shoppers visit
an average of

3.1

different channels
for groceries each
month

the combination of all
them together does a
good job of meeting

my family’s needs.

— Josh, 58



MULTIPLE CHANNELS/

ONLINE




MANY SHOPPERS SHOP FOR FOOD ONLINE,
BUT ONLY 1IN 5 DO SO REGULARLY

J OF SHOPPERS HAVE SHOPPED FOR
‘B GROCERIES ONLINE IN THE PAST YEAR

0 ARE SHOPPING FOR GROCERIES ONLINE
) REGULARLY (ONCE A MONTH OR MORE OFTEN)

J ARE SHOPPING FOR GROCERIES ONLINE
‘B FREQUENTLY (ONCE OR MORE EVERY TWO WEEKS)

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS
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O N I-I N E SH O PPE RS CHANNEL AND BANNER USE BY ONLINE SHOPPING FREQUENCY
G E N E RA L LY Shopping frequency Frequent Morcm?dl:llblNE %Fégaps?oEnzls Not at all
S H O P M O R E Avg. Number of Channels Shopped 15 12 11
“Almost Every Time” i i i
Avg. Numb fB Sh di
BANNERS/ Ava. Number of Banners Shoaped
C H A N N E LS Avg. Weekly Grocery Trips 1.7 1.5 1.5
Avg. Weekly Trips to Primary Store 1.1 1.0 1.1
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U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS

ONLINE SHOPPERS SPEND MORE

AND STILL SHOP IN-STORE

SPEND BY ONLINE SHOPPING FREQUENCY

Budgets

Weekly online grocery spend

Weekly brick & mortar spend

Total weekly grocery spend

Online share of wallet

m W@
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ONLINE GROCERY
PURCHASES ARE
DELIVERED IN

A VARIETY

OF WAYS

HOME
DELIVERY ONGOING

SAME/ VIA DELIVERY

NEXT DAY STANDARD ogg;gggqy

DELIVERY SHIPPING STAPLES

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS



ONLINE TOOLS CREATE MORE EFFICIENCY

LIST BUILDING TOOLS BASED ON o
PREVIOUS PURCHASES 50 /o

i RETURN OF UNWANTED ITEMS 449

3 SUBSCRIBE-AND-SAVE FOR
% (o)
DISEOUNT FREQUENTLY PURCHASED ITEMS 42 /O

Q INTEGRATION WITH OTHER ONLINE o
0 SERVICES THAT INTEREST ME 2 9 /o

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS mw 16



CONSUMER PERCEPTIONS OF
BRICK-AND-MORTAR VERSUS ONLINE

ONLINE DOES AT LEAST AN EQUAL JOB AMONG REGULAR ONLINE SHOPPERS

CONVENIENT TO USE 81% 1NN
BROAD SELECTION OF PRODUCTS 77%
ACCESS TO DETAILED PRODUCT INFORMATION 75% I
SUSTAINABLE AND ETHICAL PRACTICES 70% GGG
OPENNESS AND HONESTY 70% NG
PERSONALIZED SHOPPING EXPERIENCE 70% NN
AFFORDABLE EVERYDAY PRICES 70% I

SELECTION OF PRODUCTS SUITED TO MY NEEDS  68% I
OPPORTUNITIES FOR EXPLORATION AND LEARNING 64% IIIEIGEG

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS mw 17
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AS A PRIORIT
SHOULD AM

T

RADITIONA

5

'RENGTHS

Y
PLI

e

WILLINGNESS TO GIVE STORE
RETAILERS PERSONAL INFORMATION FOR SPECIFIC BENEFITS

'Y Give me discounts unavailable to
other shoppers

'I A N N E L Make my shopping trip faster

Make sure the selection of products
in the store reflects my needs

Give me info about products
based on my interests

o) Make it easier for me to plan for
81 A) grocery shopping

- Make relevant recommendations for
Express some willingness to new products I'd be interested in

share personal information to Give me ideas on meeting my

help store become more family's health & well-being needs

familiar with their shopping Give me ideas for meeting my family’s
needs needs (customized recipe/meal plans)

Give me info about the store and its
values based on my interests

Customize food/beverages
to meet my needs

Give me a personalized service
experience (e.g. help me shop)

‘Sure, it's important to tailor to my needs. If you want me to
buy at Your store, shouldn’t you drive my loyalty? And you do

that by being the most convenient & helpful friend.
-~ Ben, 49

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS MM 18
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THE MEANING OF ‘EATING WELL CONTINUES TO ENCOMPASS MULTIPLE FACTORS

OVER THE COURSE OF THE WEEK, | FEEL 'VE EATEN WELL WHEN...

76% -5pts

| ate nutritious food and beverages

72%

| ate high-quality foods and beverages

| ate in moderation

72% -5pts

| ate foods and beverages with specific
benefits for my body

HL1V3H

61%

| ate foods and beverages that are good for me in a
holistic way (whole, organic, natural, local foods)

#
48% }
| ate tasty foods and beverages 84%
| ate hearty and filling meals 70%
60%
44% 1
42% +4pts
39%
34% +apts )
31% +7ots A
]

| ate with my family and/or friends

| ate whatever | wanted

| ate in the company of others

INIWAOFrN3

| explored a diversity of preparation
methods and tastes

| ate unique foods and beverages

| dined out

| ate foods and beverages that are

0,
produced in an ethical way 42% +5pts

MINDFUL

| ate foods and beverages that are produced in an CONNECTION

0,
environmentally sustainable way 41% +5pts

73% # BUDGET

| ate within my budget

T® significantly higher among men/women

+/- Statistically significant change from 2018

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS mw
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EATING WELL AND SHOPPING WELL “There are stores whose brands and others align with

what we’re trying to do with our eating and shopping and
ARE A CAREFUL Intentional decisions. | know conventional stores have
BALANCING ACT Improved. They’re making an effort, but they still have
their business model. They can’t do the research or have
the relationships that our small, local, natural store can.”

AMONG TOP CONSIDERATIONS

FOR HAVING "EATEN WELL" {EIRES T

84% 76% ATE 73%
ATE TASTY NUTRITIOUS =
FOODS AND FOODS AND WITHIN MY
BEVERAGES BEVERAGES BUDGET

AMONG TOP PRIMARY STORE
CHOICE DRIVERS

78% 76% 46%
HIGH-QUALITY LOW OPEN
FRUITS AND PRICES AND
VEGETABLES HONEST Image from consumer homework:
in what specific ways do the stores you shop at help
or hinder you in “eating well”?

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS mw 21
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%
33 O OF HOUSEHOLDS SAY THEY HAVE AT LEAST

ONE MEMBER FOLLOWING AT LEAST ONE NON-MEDICALLY
PRESCRIBED DIETARY APPROACH

VEGAN VEGETARIAN PESCATARIAN

o | | £

FLEXATARIAN KETO PALEO

RESTRICTIONS

ON CERTAIN
GLUTEN FREE MEATS | OTHER

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS

49% GEN Z

358% MILLENIALS
FOLLOW
NON-MEDICAL
DIET

TODAY’S HOUSEHOLDS
CONTEND WITH MULTIPLE
WAYS OF EATING

"We don’t like to do
diets” Tt's hard to
have a lfestyle like
that. Diets don't ast.
L think it's more abont being healthy and eating
what gou want. All things in modertion. That's
what T leamed from the vegan thing. T don’t want

to restrict anything, but just moderate it. T don't
want to go all cazy’

— Crystal, 36 & Tyler 36

m W@
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MOST SHOPPERS TRY TO AVOID
NEGATIVES AND HIGHLY
PROCESSED PRODUCTS

U.S. GROCERY SHOPPER TRENDS 2019

| #GROCERYTRENDS

PRODUCT CLAIMS SHOPPERS SEEK WHEN PURCHASING A FOOD PRODUCT

Low sugar

Low sodium

No added hormones
Antibiotic-free

Low calorie

No/Low fat

Low carb

No allergens

No artificial ingredients
No preservatives

Not bioengineered:

No trans fats
Natural

No HFCS
Certified organic
Gluten-free
Whole grain
High fiber
Free-range
Grass-fed
Cage-free

Fair trade
Certified humane
Vitamin-enriched
Antioxident-rich
Calcium-fortified
Low(ers) cholesterol
Heart healthy

34%
33%
27%
25%
23%
23%

> <

1 +4pts

1 +5pts

1 +3pts
28%
27%
16%

16% 1 +3pts
16%

13% *+5pts

12% 1 +3pts
13%

12%

10%

16% ® +3pts
15%

_ Avord OF SHOPPERS
Negatives SAY THEY
ACTIVELY LOOK
FOR AT LEAST ONE
FRONT-OF-PACKAGE
CLAIM
62%
> Minimal
Processing
40%
Good Fiber
31%
> Ethical
Practices
4 +3pts
23%
Positive
Nutrition
22% 3 Significant change from 2018
Heart Health

THE VOICE OF FOOD RETAIL Im

I



SHOPPERS MAKE NUTRITION THEIR
RESPONSIBILITY BUT RECOGNIZE
A NUMBER OF PARTNERS

WHO IS RESPONSIBLE FOR NUTRITION?

l, MYSELF, AM RESPONSIBLE FOR NUTRITION (BY GENERATION)

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS

Myself
FDA

USDA

Manufacturers/
Processors

Stores
Farmers

Other gov't agencies

Consumer
organizations

Other

Any government (net) 57%

1%




SHOPPERS SEE THEIR PRIMARY FOOD STORES AS ALLIES

WHEN IT COMES TO HELPING ME STAY HEALTHY,
THESE PEOPLE AND INSTITUTIONS ARE...

WORKING AGAINST ME ON MY SIDE
5% My family 70%
5% Doctors 69%
5% I My friends 61%
3% Farmers 55% -8pts
.. 6% il Fitness/health clubs 52% -5pts
. 4%0 My "primary” food store 49% -6pts
‘ & | 7% i Food stores in general 37%
' 17% - Health insurance companies 36%
10% . Local, independent restaurants 33%
1% . Drug stores 30%
6% B oniine-mostly grocery providers 28%
21% I  covernment inst/ agencies 23%
13% . Celebrity chefs 18%
29%- Manufacturers / processors 18%
! 25%- The news media 17%
J; 49% N Fast food restaurants 13%

+/- significant
10% change from 2018

32% I

The entertainment industry

U.S. GROCERY SHOPPER TRENDS 2019 | #GROCERYTRENDS mw
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SHOPPERS WANT
OPENNESS &
HONESTY

VERY IMPORTANT IN CHOOSING
PRIMARY STORE

46%

OPENNESS &
HONESTY

70%

ACCURATE
INFORMATION
DISPLAYED

35% 28%

NUTRITION & PROVIDES
HEALTH INFORMATION

INFORMATION BEYOND WHAT
DISPLAYED IS ON THE

PACKAGE



EATING
WELL

ACTS OF PERSONALIZATION

MULTIPLE
CHANNELS/

ALL THE FMI TRENDS FOCUS
AREAS OF RECENT YEARS CAN
BE SEEN AS AN EXPRESSION
OF PERSONALIZATION






FIRST IN THE
WEBINAR SERIES

PERSONALIZATION
IN GROCERY
RETAIL

STATE G ONLINE SHOPPING,
o eEles _ ~ HEALTH & WELL-BEING
MARKETPLACE _ ~ AND TRANSPARENCY
'"HROUGH THE LENS
~ OF PERSONALIZATION

SECOND IN THE N
WEBINAR SERIES SEPTEMBER 12, 2019



hank

LEARN MORE

ABOUT GROCERY
SHOPPING TRENDS
AND DOWNLOAD

THE FULL REPORT AT:

FMIl.org/grocerytrends
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