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Today's Speakers

Rick Stein, Vice President, Fresh, FMI
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2020 = the Year That Continues
to Change Everything
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Regular Shopping Patterns
Had Slowly Started to Turn Back to

Marmal...

Duiring thedr Watest groceny ng (o a8 slone, 8% of
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Explosive
Growth in
Froren Foods
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Even The Holidays are Shaping Up to
Be Unlike Any Other in Modem History
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E-Commerce Has Also Made Massive
Impact — Opening Fresh Opportunities
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Throughout the
Pandemic, Fresh
Remains in Demand...

of shoppers said they plan
to buy mare fresh foods

gach tnp throughout the fall
anly
of shoppers said they
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because of the pandemas
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...But What is
“Fresh™7?

the definition of *fresh foods"
differed across 5 different

major U.S. grocers, for the 52

weaks ending 327720 in IR
Unify for Total U.S. Food

differance in penshables’

share of total siore sales

difference in size of fresh
foods deparimants




The Way Consumers View Fresh — “Panshable” Foods
Consumers DonT Buy Based on Code Type and Often Don't Even Know What Cade is Whal

Refrigerated




Frash Penshables Needs an Industry Standard, Fact-Based Dafinition

PRI Lifdized O Industry Favinershps Wil Reladers and Suppiers o Reseanch
Majoriny-Rules, Agresing, Faci-Based Wiew of Pershniies Definiinons

L reladean ol
ol § D BT B
dnadyra whech S Ty
ek e Sy Sl

e Dy

s R

&18

InEegrain fixed snd random
Lt Misrelebis Ersgage Indlusiry i .
e . vepig ht En a syradicatesd IR
Guido a5 " Tie Breakers iy =

Lot b gusls T i T Sk m ol Bankd Tan il ilatalsd
[ L B i, b Il B 1 A Sty el
el cin b Seferaded - @ e T Soaard of ey Cafa deel Nx akie
IRCH DRy Tt [T T ] e

k] Firlierd ROy e
e o - - = e - L N i) Poan® il il

o e e e i "




Infroducing Integrated Fresh Definition
of Food & Baverage Across the Stora

Dolar Shara

During the

andvnc — .

Ihplrl:rlun'l:: :a

Grew Faster

(ST F s F oo [erocmry, Feoown

B it et st and Gained

-l r-:::-:J-::: 1




During the Pandemic, General Food and Frozen Combined Added
Mearly $17B While Perishables Categories Were a Mixed Bag
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The Pandemic Penod
Strengthenad Meal-Making
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Ferishables Slightly Lower Growth Was Not Unique to the March Stock-Up,
Grocary and Adult Beverages have Trended Higher Throughout the Pandemic
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Throughout the Fandemic Penods, Meat and Frozen Outpaced
While Beverages and Seafood Sales Heated Up in the New Normal

Dollar Safes Change va. ¥4
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Fresh Pandemic Power Houses Came
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From Across the Fresh Departments R,

Bl Added Gx More § Sales fo the Stare Than Any Calegory =S -
and Remained Top-Doitar-Generator Throughow! the Pandemic In Augusd and
Sl

COET BN EnL,

o Th o Tl LA v T
P Fgread ST

Vil S S eyl g™ Sl T 5 ki
T DR DO A S -1
I R AT LAY TS -|."'-'.|
CIEEATET RO
LY O TRl - 150 ik
prms neord e menas [ ve e
| RSN e Ep il & -|a._'\.-
ey yoorn et [N e
impa e R o=

oo
Al pests



The Meat Department Dominated, With Increased Meal Demand
in the Home and the Reole of Pnce Promotion Shifted

The Fandeme: Brought Nesw Meal Buyers - Frooe Alone May Nod Keep Them Enpaged
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Preduce is Diversifying With the Pandemic Period Showing Consumers are Still
Consuming for Holistic Health Reasons, as well as Fresh Snacking, Salads & Sides
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- _
Seafood's Explosive Growth Reveals Meal Fatigue Was Real & Shoppers 1:'_,_:':.1'
Consumers Seek to Upgrade Their Options Despite a Higher Price ST« 1 BT feTal)
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Deli s Complex With Vaned Parformance

Even With
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Making Meals Easy Across the Store
Can Bring Mew Promotion Ideas
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With Consumers Cooking and Making More Sandwiches at Home,
Dali Cheesa Posted the Highest Pounds Sales Growth in Period 3
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Consumers Have Preferred Deli Grab & o and
Pre-Sliced Lunchmeaats for Their Sandwiches and Meals

Volums Sales % Prica par
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Bakery is About Balance Across the Solutions — More than Store Seclion
Convenience, Upgrading Meals and Having Breakfast / Snacks on Hand
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As We Mave Into 2021,
We will See Continued
Focus on These Trends
But with an Emphasis
on Holistic Health and
Food Transparency
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