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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
eal with third parties are illegal.

= Discussions of prices (including elements of prices such as 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
* It is important to avoid even the appearance of unlawful activity.
* Questions or concerns? Please consult with FMI staff.
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Research Background

FMI and Label Insight present this research as a follow-up to research conducted in 2018. The earlier report
established the growing importance of transparency and explored factors ranging from consumer preferences
to shopper confusion.

This updated research delves deeper. It again focuses on transparency, but also probes shopper behaviors and
perspectives more widely. In particular, it looks at the buying preferences and habits of omnichannel shoppers,
those who buy both online and in-store. The findings indicate, for example, that perspectives on transparency
and likes and dislikes about buying experiences are different when shopping online versus in physical stores.

METHODOLOGY

* In-depth interviews with omnichannel shoppers
* In-depth interviews with food retailers
* Transparency Trends survey

- Online survey of 1,000 U.S. adults 18 or older

- Conducted March 5 - 20, 2020

- Shop online for groceries (omnichannel shoppers)




What we plan to cover

* TRANSPARENCY MATTERS

* TRANSPARENCY RESPONSIBILITIES
 HEALTHY, WELL AND WISE

* OMNISHOPPING

* TRANSPARENCY IN AN ONLINE WORLD
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IMPORTANCE OF TRANSPARENCY

Not important

Somewhat
important 3%

15%

mpor DEMOGRAPHICS DEEP DIVE

1% Those who place greater importance on transparency include:

Not important

MILLENNIALS (85%)

D) cenx (84%)
Extremel

importan Higher grocery spenders - $125/week (86%)
45% =

Important
36%

@ Frequent online shoppers - order every
— two weeks or more frequently (84%)

& Have children in the household (87%)
College graduates (85%)

\/ = Higher household income - $100,000+ (88%
81% g Mis : (83%)







