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

A Avoid discussions of sensitive topics that can create antitrust concerns.

0 Agreements to fix prices, allocate markets, engage in product boycotts and to
refuse to deal with third parties are illegal.

0 Discussions of prices (including elements of prices such as allowances and cre
terms), quality ratings of suppliers, and discussions that may cause a competit
to cease purchasing from a particular supplier, or selling to a particular
customer, should be avoided.

0 No discussion that might be interpreted as a dividing up of territories.
A It is important to avoid even the appearance of unlawful activity.
A Questions or concerns? Please consult with Sisff
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MEET YOUR PRESENTERS

Sue Borra Hilary Thesmar
Chief Health & Wellness Officer Chief Food & Product Safety Officer

David Fikes

VP, Communications &
Consumer/Community Affairs
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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, ho\
they shop and what issues are most important to them as food
shoppersFor the past three years, FMI has partnered with the
Hartman Group to conduct this research.

M ETHODOLOGY :

Quantitative Research Qualitative Research

A A 25-minute survey fielded online Februaryi8, 2017 to 2,145 A In-depth oneon-one 3hour interviews with 9 consumers from 4
U.S. shoppers aged 18 and older. The sample was split to cover gnulti-person households and 1 singlerson household in the

wider range of topics, with each ssample having n>1,000. Atlanta area October 257, 2016.
A Shoppers surveyed are responsible for at least 50% or more of&hgive in-depth oneon-one virtual interviews with 5 shoppers acrc
grocery shopping in their household. the nation. These interviews were augmented with homework

A Additional analysis includes previous FMI survey data, U.S. Cens(@ages provided by the consumer.
Bureau of Labor Statistics and Hartman Group syndicated repoit$20132016 Hartman Group ethnographic research into cookinc
eating and shopping.
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OVERVIEW OF 2017 FINDINGS

2016 2017
AChannel fragmentation in food AChannel fragmentation continues,
retail challenges stores to attract with ecommerce gaining users

and keep shoppers by meeting

their evolving needs )
ATransparency means context beyond

. the package
AGreater numbers of adults share P J

in shopping not only because
they need to but also because AFood retailers are increasingly well
they want to positioned for shopper wellness

ARetailers are key allies in
shopper swellnesser al |
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WHAT WE PLAN TO COVER

1. State of the Marketplace

2. Shopper Values and Trends: Food Safety

3. Shopper Values and Trends: Health & Wellnhess
/[Family Meals

4. Foretaste of things to come: Transparency
Expectations
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State of the Marketplace



GROCERY SHOPPING REMAINS A
NATIONAL PASTTIME

Currently in the U.S.

WA of all U.S. Adults say they haatleast 50%of
84 the household responsibility fagrocery
| #o = | shopping (Compared to 83% in 2015)
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did most of the cooking when | did the shopping, but now
2dz2NJ Nt Sa KIS {AYyR 2F Tt AL
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T Tanya, 45
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CO-SHOPPING IS CONSISTENT,
MALE SHOPPING CONTINUES TO GROW

Singleperson
Households

24%

SF1LFHOPPER

ALL shopping

£45% 55% }

vs. 2016

48% 52%

WORLDOFSHOPPERS

Multi -person Households

CO-SHOPPER Svarying degrees of sharing the labor
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PRIMARYSHOPPER SECONDAR®HOPPER SHARESHOPPER

Equal shopping

Maijority of shopping Minority of shopping
vs. 2016 vs. 2016 vs. 2016
31% 69% 73% 27% 59% 41%

Source: FMI U.S. Grocery Shopper Trends, 2017. Shoppers R2Q]1745=2,062016.



