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An indepth look at the produce department
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THE VOICE OF FOOD RETAIL
Feeding Families! Enriching Lives

FMI is the trade association that
serves as the voice of food retail.
We assist food retailers in their role
of feeding families and enriching
lives.
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The Association:

Our members are food retailers, wholesales and
suppliers of all types and sizes

FMI provides comprehensive programs,
resources and advocacy for the food, pharmacy
and grocery retail industry

CONSUMER & FOOD SAFETY GOVERNMENT INDEPENDENT
CENTER STORE COMMUNITY AFFAIRS & DEFENSE RELATIONS OPERATOR PRIVATE BRANDS SUPPLY CHAIN TECHNOLOGY
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FMI is committed to the growth and success of fresh
companies and their partner&MI provides resources and
networks that support the interests of member companies
throughout the global, fresh produce supply chain, including
family-owned, private and publicly traded businesses as wel
as regional, national and international companies.

Emphasis on fresh

A Produce Rick Stein

A Meat Vice President, Fresh Foods
A Seafood Food Marketing Institute
A Deli/In-store, fresh prepared foods and

202.220.0700
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FMI Fresh ExecutiMéommittee

John Ruane (Chair)
Ahold USA

Rick Steigerwald (Co-Chair)

Lund Food Holdings, Inc.

Tom DeVries
Giant Eagle, Inc.

John Beretta
Albertsons, LLC

Dave Bornmann

Publix Super Markets, Inc.

Scott Bradley
Target Corporation

Jerry Chadwick
Lancaster Foods, LLC

Alex Corbishley
Target Corporation

Buddy Jones
MDI Distributors

Dan Koch

Associated Wholesale Grocers,
Inc.

Brett Bremser
Hy-Vee

John Haggerty
Burris Logistics

Mark Hilton
Harris Teeter LLC

Christopher Lane
Wakefern Food Corporation

Geoff Wexler
Wakefern Food Corporation

Koen Vermeylen
Brookshire Grocery Company

Dan Murphy
SuperValu

Pat Pessotto

Nick Carlino
MDI Distributors

Jerry Suter
Meijer, Inc.

Geoff Waldau
Food Lion

John Grimes
Weis Markets

Richard Cashion
Healthy Home Market

Shana DeSmit
Walmart

Mark Doiron
Fresh Thyme

Jim Lemke
CH Robinson Fresh

Steve Howard

Longo Brothers Fruit Markets Inc.  Bristol Farms/Lazy Acres

Emily Coborn
Coborns

Jerry Goldsmith
Spartan Nash

Mike Papaleo
C&S Wholesalers

Jewel Hunt
Albertsons LLC

Blaine Bringhurst*
Price Chopper Supermarkets

Nicole Wegman*
Wegmans Food Markets, Inc.

* Silent members
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Fresh Foods

The FEC seeks to
A identify areas of

collaboration across all
fresh foods
departments

promote understanding
and cooperation
throughout the industry
and with sister fresh
associations

maximize common

l earning6s
fresh categories and to
create a vision of
leadership for the
entire fresh category
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In-depth information, trends and
insights to foster innovation,
take advantage of new
opportunities and help develop
winning strategies

Share ideas, explore best
practices and develop business
relations

Understand what is going on in
Washington and make your
voice heard
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Big, profitable and growing

A Big: $63B
2nd largest fresh dpt at 33% of total fresh sales

A Lucrative: a basket builder
Produce basket +44% over average ring

A Growing: outpacing total store
Dollars +3.4%
Volume +2.2%
Units +0.1%

FMI | The Power of Produce®© 2017 Source: IRI, 52 weeks ending 3/19/2017




The Power of Produce 2017

A Shopper insights combined with market reality .
A Consumer survey among 1,700 shoppers o lRI
A Third year .
A Blending trends and new nlC]SCl]

A Study input by all partners in the produce supply chain

Wonderful [fvecece  Hillphoenix. ThePacker | s

com p an y enticeeinformeinspire AODOVER)compaNy
[
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http://www.iriworldwide.com/
http://www.thepacker.com/

@,\ Participation Driving
t g (penetration) trips
e
W Operational Basket &P
oo excellence size &.,so;%;.,
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%, @@ DRIVING CONSUMPTION
\? LEVERAGING NEW OCCASIONS AND
A NUTRITION

00D RET/
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Room for growth in consumption occasions

Household penetration

99.7%

FMI | The Power of Produce®© 2017 | Source penetration: IRI

dzi X NR22Y (2 AYyO
occasions containing fresh produce

Current fresh produce consumption

<l day/wk B days/wk 5% days/wk

Just about every day

B G i)

1 1 THE VOICE OF FOOD RETAIL
Feeding Faiios I Envching Lives




Breaking through the habitual purchase

Shoppers are creatures of habit but welcome suggestions

17% 33% 50%

. dz& G KS al Y SH Buythe same set but woull Have my favorites, but
like to try anything welcome tips to try always on the lookout
new/different new/different items for new/different items

v W
50% 83%

Creatures of habit Welcome ideas

™
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Shoppers agree: bring on the produce!

CNBEAY3I G2 SFEO Y2NB FNBAK

(9,
L
X 9 0%
52yQl GNP G 2Wih ! . (" Asa  Insmoothies/
consume more breakfast i lunch dinner ; !  snack freshlysqueezec |
: : i juice i
6%  All|  36% . 42% ____44%) \_56% ______23% .
Millennials 35% 39% 44% 57% 30%
Boomers 40%)! 44% | 47% 59% 20%

B G iwonwny)
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Create reminders and points of interruption

FMI | The Power of Produce© 2017

Good Breakfast=
Great Day! ==

-

~ I by

\

Dannon
Oikos or Light & Fit §
Greek Yogurt
4 pk. Select vari eues I

el

Blueberries 2 2 7
St 56 R 5 /

»
2

o

i 349

i|

z Bakery Fresh

§ Unfilled 9 9 Prairie Farms

E‘ ton"% Johns Chocolate Milk

; coul

1 gallon Select varieties

B G i)
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Drive fresh produce convenience beyond the
department silo in other fresh areas

nnnnnnnnnnnnnnnnnnnnnnnnnnnn

X y \ _ S -
) Triple Cheese Twice Baked Potato [ :
Chicken Breast Kabob with Vegetables e ¥ Pork Loin Baby Back Ribs

ioz. Ve
110z. Bake In 350°F oven M - crillorbake in 350°F oven
until internal temperature reaches 165°F. until internal temperature reaches 145°F.

- Grill
until internal temperature reaches 165°F.

$600ea

Cook Time

« 3 al
$2 1515 [N 429

™
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Consider bringing produce into the rest of the sto

cap Bananas in cereal aisle Avocados in snack alsIeVeggles in meat case Lemons near seafood case

B G i)
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Solutions for healthy snacklng/smoothleslju|ceslwate

FMI | The Power of PI’OdUCG@ 2017 THE VOICE OF FOOD RETAIL
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Connect with parents and kids

Farmers'Market

Hey Kids, Grabla
healthy snackionius!

12 8 under please,

[T
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Snack packs/bars combining fruits, veggies and nuts arntedrealth & convenience
callof the consumer - .

%BROOKSIDE :

RUIT & NUT BAR

ln,;w; ‘ ;
M X MX
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$ sales

+4% to +71%

FMI | The Power of Produce© 20173ource: IRl MULO+G2 Weeks ending 12/26/1



And QSRs, LSRs, convenience and drug joining

govdness on-the-go

HUMMUS DUO & VEGGIES
SALAD SAMPLER
MODERN MEDITERRANEAN
BALANCED BITES

_________

y |
smungp/

= ek
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Lifestyle, including diet, plays a critical role in-sealfe

Self-care strategies most critical to taking care of your overall health

4 2 100
s
12
19 S
20 ................

( \

1 1

1

1 1

1 1

1 1

1 1

1 1

' :

: Lifestyle | Doctor/ Prescription Vitamins/  Over-the-counterAlternative therapies/  Rx Total
L (diet, exercise, etd) lab visits medicines supplements products home remedies  consultations self-care
\\ ________ ’I
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FMI | The Power of Produce®© 2017 | Source: IRI 21 THE VOICE OF FOOD RETAIL
Feeding Faiios I Envching Lives




Going beyond the produce health halo

Balanced diet Heart health Avoiding emptycal. Fighting ailment/
Digestivehealth  Healthy weight Providing energy health condition
Essentiahutrients Building immunity Building physical

Mind health/happiness strength
Building bone densit

.m T
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Communicating benefits is winning with consumers

©

REBOOT YOUR
DIGESTIVE SYSTEM

: az
-
SLEEP PEACEFULLY

Q

INCREASE
YOUR LIBIDO

@

FEEL REFRESHED

&)

LOSE WEIGHT

FMI | The Power of Produce© 2017

— BUDA CLEANSE BENEFITS -

Q

N _ 7
~ -

ENJOY MENTAL
CLARITY

®)

IMPROVE YOUR
IMMUNE SYSTEM

1of

CRAVE HEALTHIER
FOODS

25:

BRIGHTEN
YOUR SKIN

B

BOOST YOUR
ENERGY

Richiin potassiym
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Retall dietitians can play a key role

Feature Jtem
KOWALSKI'S |

ANTIOXIDANT
MIX

6 —
® .
| KOWALSKIS FRT
e PR IMMUNE POWER 4(
SAVE s A <
)| upc-061001416:
JasosTRBUTNG

00016299 2017 16 0Z

™
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Preparation methods also help expand knowledge

7

. Do ygu fgel enpugf The recommended dail* The nutritional profile of
information is available amount of produce individual produce items

e
[

Different preparation
methods that may be

I 62d healthier than others
Yes 62% 54% 42%
No 21% [ 30% 36% |
52y Qi LJ @&
y this 18% 16% 22%

B G iwonwny)
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Messaglng about a balanced diet and portions

ll-“d-...nm >
_E-Co'lo.. el T

Find tools
to help
you stay
on track:

FMI | The Power of Produce®© 2017 THE VOICE OF FOOD RETAIL
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Alternative cooking methods/ideas

[/ - F >4 : o . h B
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We're celebrating the m ‘Maize in our kitchens with our
chef-made fresh corn and corn-on-the cob two ways!

seasonings. Grill¥ver indirect heat until
tender. Move to direct heat and grill over
sides.

Sooran Corn Sdlad Cilawkre Line Corn

Swest, grilied
fresh com, kidney beans, roassed red by our ehefs and finished with our-
d P

Corn Suceskash Salad Gilled Corn

vegan, Sosimpleand delicious, our
B e e e
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DRIVING TRIPS AND DESTINATI(
OPTIMIZING PROMOTIONAL OUTREACH,
IMPULSE, CONVERSION AND LIMITING Tt
IMPACT OF ALTERNATIVE CHANNELS

00D RET/
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Produce as a trip and basket driver

///////// = ‘\\\\\\\\\

o

annual
trips
(MULO)

40
annual
trips

+0.8%
52 wks
3-19-17

+2.1%
52 wks
3-19-17

72
Millennial
annual
trips

33
Millennial
annual
trips

Higher chance of buying
Faster trip growth: +5%
Bigger basket +28%

Makes for a valuable
growth customer

.m T
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A wellresearched purchase indeed

@
o ™
-

74%
of shoppers plan produce purchases pip

51% list specific produce items

24% generically list fruit/vegetables

H c32 R2y Qi YIFI1S tAadaktaral
50%
of shoppers decide on produce-store

00D RET/
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The promotional funnel is changing

Increased attention should be paid to-store and apps

O 56% 46% 32%
O Circular at In-store Circular
home promotions In-store

Refer to 1+

promo platformsto 22% 18%
check produce Digital Email
promotions circular specials

pre or during the visit

3%
Social Text
research media specials

Yearover-year:Decline Growth No change .m |HH\||H|H||||”|||”||||‘| “
31
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Embracing the Millennial way

Older Millennials 2536 Boomers
67% Tend to do research 79%
43% Paper circular prérip 69%
49% In-store promotional signage 47%
33% Paper circular in store 35%
26% Electronic circular 27%
" 23% Store app 11%
i 16% 1 Produce promotion email 12%
i 11% i Smartphone research 2%
i 8% | Social media deals 2% ;
l\___7_%_ ,,: Text specials 1% .ﬁm

FMI | The Power of Produce© 2017
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A8%rank appearancestwhen selecting fresh produce

@ &

Appearance Price Nutrition Knowledge
Avgrank score 3.1 2.7 1.4 0.9

LY 20KSNJ 62 NRA X
1. Best prices without execution may not seal the deal
2. While excellence in execution may prompt impulse purchase

FMI | The Power of Produce®© 2017 THE VOICE 6PROOD RETAIL




Produce can drive impulse in many ways

Drivers of impulse

86% ‘ 58% Eyecatching displays

Purchase unplanned 3 /% A great promotion
produceitems 319% Sampling
on occasion

. 2 8% Recipe/serving ideas
25% Almost every tim v P g

33% Frequently 2(% Nutrition callouts
35% Occasionally 16%t N2 RdzZOG AYF2NXNI GA

6% Grower/brand

B G
34
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Eyecatching displays have universal appeal

All

Millennials

Gen. X

Boomers

Matures

Eye catching displays 58%

FMI | The Power of Produce®© 2017 '

55%

58%

59%

35

62%

-m UM
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otions catch the eyes of

Millennials

=

Hot prom

' = EEE -
M FREEN FREE

ALMONDs
‘Olavffcsn‘
CHEESE

/
v

!

sundardet 4o ppmitciaL cotoss, favors, — e > ‘
""""" SWEETENERS e ‘ & E > ‘ - .
B g # - = N e o D 2 .
) oS AT GUARANTEE o
; ...u (N % L ol OTS
; ca
GPECIAL ooﬁ : L2PPIES
ob — =

All Millennials Gen. X Boomers Matures

Great promotion 37% 42% 38% 33% 19%

B G iwonnn)
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All Millennials Gen. X Boomers Matures

Samplinc 31% 34% 30% 29% 33%

B G i)
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Information helps drive Millennial purchase

All Millennials Gen. X Boomers Matures
Recipe/serving idee 31% 34% 30% 29% 33%
Nutrition callouts 27% 32% 23% 28% 16%

B G i)
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~~~~~~~~~~
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Primary grocery vs. produce channel
Channel switching

Alternative channels

Safety and quality

CHANNEL CHOICE

FMI | The Power of Produce© 2017



Produce is a supermarket stronghold

But Millennialsoverindexfor supercenters, organic stores & alternative channe

Supermarkets Supercenters Club stores Organic stores Other

A

unu 63% 21% 7% 8% 2%
Primary storegroceries
&
O* 64% 16% 5% 9% 6%

Primarystore produce
Change vs. 2016 t t t

FMI | The Power of Produce© 2017

B G iwonwny)

40 THE VOICE OF FOOD RETAIL
Fecding Faniles 1B Enrching Lives



Reasons for switching highlight points of differentiatic

Top 8 reason$or channel switching:  Overall  To a supermarke

Better quality/freshness of produc 50% 67%

O Better variety of produce in gener 29% 36%

2 1 /O Lower produce prices in genet 27% 33%
Switch Better location/more convenien 19% 28%
‘ Better selection of organic produc 19% 23%
31% Supercenters Better selection of local produc 19% 26%
12%0 Supermarkets Better promotionalproduce prices 17% 28%
A cleaner produce departmet 10% 13%

[T
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Alternative channels pick at produce dollar

Shopped for produce in the last 30 days

mP Em & K

C Il NJY S NERQadside Online Organic Ethnic specialty Meal kit

markets  produce stand order specialty store store delivery
All  37% 16% 3% 17% 9% 3%
Millennials  35% 15% 6% 20% 9% 5%
Boomers  39% 19% 2% 16% 10% 2%

.m UM
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z: DRIVING A PREMIUM BASKET

LEVERAGING GROWTH AREAS: ORGANIC
m LOCAL, VALUEDDED, BRANDS AND OTHE!

00D RET/
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Growth

Reasons for buying
Shopper segments
Future predictions

ORGANIC&

B G rwnmnn
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