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This presentation and any opinions expressed
therein are not created, sponsored or endorsed by
FMI — The Food Industry Association

FMI ANTITRUST COMPLIANCE

It is FMI 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 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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Reminder

If you registered for this webinar, you will
receive a link to this recorded presentation by
e-mail in 2-3 days, including the Q&A.
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The Top Fresh Trends
That We Have Holistic
Examined For Years Health
Are Still Relevant,
But Have Evolved
Dramatically in 2020

Localization

Fresh Prepared

New Supply

Chains Connected
Consumer

-‘

Customization
to Consumerism

Convenience

Food

Social & Cultural Transparency

Alignment

Atomization of
Personalization

o
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Today we’re
going to go
deeper than
ever before to
reinforce
learnings and
drive new

ideas for the
brave new
world
of 2021
and beyond
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. 2020 —the Year That Continues

B to Change Everything
. g : : g

| B of school-aged children (61% of teens) i 8 a®®
" e are still online only / remote learning s E s®f - i
v ¥ g g c
72 s of working adults are continuing to ot
ve % | work from home or alternate location
A Wi - ‘ B : &
¥ Je] of college students are living Srivs 7 P e wpPs, .
e only away from home s
- o of shoppers plan to cook more meals
8 at home than they had in late summer e
5{;‘ 5 ' PR O
_.,'r of meals are being prepared at home

- \ & H

? of food-away-from-home dollars were R ke 2
ol spent in August (down from 52% in -
E 5 February, but up from 32% in April) [ —

Sources: Winsight Grocery Media Headline 10/20/20; IRI Shopper Survey Wave 21, Oct 2020; FMI Power of Foodservice at Retall
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Regular Shopping Patterns
Had Slowly Started to Turn Back to
Normal...

During their latest grocery trip to a store, 58% of
shoppers felt relaxed in mid-September, an
improvement of 15 points since July.

e Trip frequency is still down from year ago,
but basket size remains elevated

e Even with most states seeing increased
COVID case rates, only 24% of consumers
were planning to “pantry-stock” as they had
in anticipation of a rise in cases

¢ 31 minutes is the mean average reported for | , but CRITICAL TO WATCH
a shopping trip — 7% longer than in May Impact of Tighter Restrictions in
Specific Markets as Cases Climb

Sources: IRl Shopper Survey Wave 21, Oct 2020; IRI household panel data including both fixed and random weight data ending 10-4-20

© 2020 Information Resources Inc. (IRI). Confidential and Proprietary.




Explosive
Growth in
Frozen Foods

Even in the Latest
Pandemic Period
At-Home Meals
Brought New
Attention to an Area
Ready to Deliver

Frozen Had the
Highest Store
Growth

Frozen Sales +17%
for 8 weeks (August -
September), $1.4B
more dollars than YA,
while the Meat Dept
only added $1.3B

{J Ri

Most Dollars
Added

Frozen Seafood

Frozen Ice Cream
and Novelties

Frozen Entrees

Highest Growth
Rates

Frozen Fruit

Frozen Appetizers /
Snacks

Frozen Processed
Poultry

Drivers for
Frozen Foods

Convenience

Quality

Relevance

Variety

©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 10




Even The Holidays are Shaping Up to
Be Unlike Any Other in Modern History
Smaller celebrations continue to dominate, but this means

more “hosts” of smaller gatherings. Shoppers still want to make
it special and be inspired to do so at the store and online.

Only 26% of shoppers expect to host or att
extended family for Thanksgiving — down f

Nearly 2/3 expect to have 5 or less people
Thanksgiving meal — 3 less than the 2019

State of Mind About the November / Mid- Mid-
December Holiday Season This Year Sept Oct
Worried that celebrations will cause a spike in COVID-19 cases 32% 36%

Not looking forward to the holidays the way | usually would since | won't

0, 0,
be able to celebrate with others as much as usual due to COVID-19 SIS Y

Looking forward to having something to celebrate after a stressful year 22% 21%

Feeling optimistic that things will be back to normal by then 11% 6%

(3
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E-Commerce Has Also Made Massive
Impact — Opening Fresh Opportunities

Shopper Demand for Online Groceries Has Fast-
Forwarded into 2025, Especially for Perishables

of households use online as their
primary way to buy groceries

expect to make their Thanksgiving
grocery trip online

Latest 26 weeks — Fresh Foods
eCommerce Sales (+99% vs. YA)

Fresh eCommerce sales in brick
and mortar retailer sites (15 points
higher than center-store / frozen)

Source: IRl eMarket Insights and IRI Shopper Survey, Wave 21 October 2020

©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 12



Throughout the
Pandemic, Fresh

Remains in Demand...

of shoppers said they plan
to buy more fresh foods
each trip throughout the fall

)

’h‘

|

only

i

!I

of shoppers said they
would buy less fresh foods
because of the pandemic

|

L

!

Sources: IRl Shopper Survey Sept 2020; IRI Custom Retailer Gateway for Total US Food, 52 weeks ending 09/27/20; each retailer’s “Fresh Foods” definition

© 2020 Information Resources Inc. (IRI). Confidential and Proprietary.



...But What is
“Fresh”?

the definition of “fresh foods”
differed across 5 different

major U.S. grocers, for the 52

weeks ending 9/27/20 in IRI
Unify for Total U.S. Food

difference in perishables’
share of total store sales

difference in size of fresh
foods departments

Sources: IRI Shopper Survey Sept 2020; IRI Custom Retailer Gateway for Total US Food, 52 weeks ending 09/27/20; each retailer’s “Fresh Foods” definition
© 2020 Information Resources Inc. (IRI). Confidential and Proprietary.




The Way Consumers View Fresh — “Perishable” Foods

Consumers Don’t Buy Based on Code Type and Often Don’t Even Know What Code is What

Seafood Refrigerated

©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 15



Fresh Perishables Needs an Industry Standard, Fact-Based Definition

IRI Utilized Our Industry Partnerships With Retailers and Suppliers to Research

Majority-Rules, Agnostic, Fact-Based View of Perishables Definitions

Use retailers and
suppliers own systems to
analyze which items they
consider meat, dairy, deli

and bakery

{J Ri

Let Numbers
Guide

Let numbers guide the
definition— majority rules
and can be defended — a
representative “industry”

view

&12

Engage Industry
as “Tie Breakers”

Where the data is not
definitive, leverage a
governance board of
unbiased suppliers,
retailers, industry leaders

Integrate fixed and random
weight in a syndicated IRI
Unify database

Build this industry standard
in an easily accessible,
ongoing data set for sales
and shopper

Source: IRI proprietary process in partnership with industry associations such as IDDBA, IRI Integrated Fresh syndicated solution

©2020 Information Resources Inc. (IRI). Confidential and Proprietary.
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Introducing Integrated Fresh Definition
of Food & Beverage Across the Store

Dollar Share

58.7%

During the E

-
b Pandemic, )
‘ .
But Other v
} Departments \4

34.7%

6.5%
L] Grew Faster
Adult Fresh Foods Grocery, Frozen,
Beverages Refrigerated and Gained
Dollar % Change vs. YA - -y
16.6% 10.5% 13.6% Share A .

o Source: IRI Integrated Fresh Market Advantage, including both fixed and random weight, Fresh includes Deli, Bakery, Produce, Meat and Seafood 26 weeks ending 10-4-20
IRI ©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 17



During the Pandemic, General Food and Frozen Combined Added
Nearly $17B While Perishables Categories Were a Mixed Bag

Perishables Department Contribution to Dollar Sales Change / 26 WE 10-4-20

$3.5B $936.7M $896.M

$3.8B — -$0.3B
$4.3B [ _— s
$5.1B I

$6.5B I
$7.2B -

$10.4B -
. $335.2B

$292.9B

o
=3
<
]
]
>

DEPT-GENERAL FOOD
DEPT-MEAT
DEPT-FROZEN
DEPT-REFRIGERATED
DEPT-BEVERAGES
DEPT-PRODUCE
DEPT-LIQUOR
DEPT-SEAFOOD
DEPT-BAKERY
DEPT-DELI

Current

Source: IRI Integrated Fresh Market Advantage, including both fixed and random weight, 26 weeks ending 10-4-20
o IR' © 2020 Information Resources Inc. (IRI). Confidential and Proprietary. 18



The Pandemic Period
Strengthened Meal-Making

Departments
Dollar Share

35.4% | ! Like Meat,

)\ Refrigerated

Y

30.9%

7%

. and Seafood

15.7% 14.9% Share
) Increased;
3.2% \ Produce Grew,
|
] %
Produce Meat Deli Bakery Seafood But couldn,t
Dollar % Change vs. YA Keep Up
10.6% 17% -0.7% 5.1% 35.1%
0 |R' Source: IRI Integrated Fresh Market Advantage, including both fixed and random weight, 26 weeks ending 10-4-20
|

©2020 Information Resources Inc. (IRI). Confidential and Proprietary.
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Perishables Slightly Lower Growth Was Not Unique to the March Stock-Up,
Grocery and Adult Beverages have Trended Higher Throughout the Pandemic

Quad Week Trend — Dollar Sales, % Change vs. YA/ Total U.S. — Multi-Outlet

50.0%
45.0%
40.0%
35.0%
30.0%
25.0%
20.0%

15.0%

10.0%

0.0%

-5.0%
4 WE 4 WE 4 WE 4 WE 4 WE 4 WE 4 WE 4 WE 4 WE 4 WE 4 WE 4 WE 4 WE
12-01-19 12-29-19 01-26-20 02-23-20 03-22-20 04-19-20 05-17-20 06-14-20 07-12-20 08-09-20 09-06-20 10-04-20 11-01-20

== ADULT BEVERAGES == GROCERY =t=—PERISHABLES

Source: IRI Integrated Fresh Market Advantage, including both fixed and random weight, 26 weeks ending 10-4-20
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Throughout the Pandemic Periods, Meat and Frozen Outpaced
While Beverages and Seafood Sales Heated Up in the New Normal

Dollar Sales %Change vs. YA

43.5%

31.5%

28.7%

22.3%

20.1%

18.1% 17.5%

16.5% 16.5%

13.7%13.1% 13.0%
11.2% 11.5%
7.9% 6.3% 5 404
7 4.4%
0.3%
General Food Frozen Beverages Meat Refrigerated Produce E Bakery Seafood

-2.9%

Deli

m Pandemic Period 1 (8 wks ending 5-17-20) m Pandemic Period 2 (wk ending 5-24 to 8-9-20) m Pandemic Period 3 (8-10 to 10-4-20)

Source: IRI Integrated Fresh Market Advantage, including both fixed and random weight, 26 weeks ending 10-4-20
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"\

Perlshables in the
3 Time of COVID-19

Key Learnings to Guide
~ the Future of Fresh
s B

© 2020 Information Resources Inc. (IRl). Confidential and Proprietary. 22



Fresh Pandemic Power Houses Came
From Across the Fresh Departments

Beef Added 3x More $ Sales to the Store Than Any Category
and Remained Top-Dollar-Generator Throughout the Pandemic

BEEF

FRESH SNACKING/SALAD VEGETABLES
BACON

CHICKEN

FRESH COOKING VEGETABLES
FRESH SALADS & LEAFY GREENS
FRESH SHELLFISH

DELI SPECIALTY CHEESE
CENTER STORE BUNS & ROLLS
DELI GRAB & GO LUNCHMEAT
CENTER STORE BREADS

FRESH FINFISH

DINNER SAUSAGE

PORK

FRESH CITRUS FRUIT

{J Ri

As the U.S.
turned to a
“new normal”
in August and
September,
convenient,

Top 15 Dollar Sales Change vs YA
Pandemic Period 3 (8-10 to 10-4-20)

I 031,61
N sic v
B 0.4V
B 5::00v
B 50
B s::csv
B s cv
B s::0.4v
B sos.7v
B o/ ov
B scssv
| e

B sscsv

B o6V

B 73V

and

made it
into the

while others
were ongoing
anchors of
the list.

Source: IRI Integrated Fresh Market Advantage, Perishables excluding Refrigerated, including both fixed and random weight, Dollar Change vs. Year Ago 8-16-20 to 10-4-20
©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 23



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

The Pandemic Brought New Meat Buyers - Price Alone May Not Keep Them Engaged

Feb 2020- Meat Dept
35% volume on promotion Meat Buyers & Trips Flat vs. YA
$3.10 promo price per pound

May 2020- Meat Dept
20% volume on promotion Meat Buyers +6% & Trips +17% vs. YA
$3.80 promo price per pound

Sept 2020- Meat Dept
39% volume on promotion
$3.50 promo price per pound

Meat Buyers +2% & Trips +5% vs. YA

Groups Who Increased Meat Buying During Period Pandemic - Critical to Keep Engaged.:

Millennials, Urban, Young Families

(3
“ IRI ©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 24



Produce is Diversifying With the Pandemic Period Showing Consumers are Still
Consuming for Holistic Health Reasons, as well as Fresh Snacking, Salads & Sides

Total U.S. — Multi-Outlet / Pandemic Period 3 (8-10 to 10-4-20) Dollar Sales, Change vs. YA

FRESH APPLES s32.v [
rrest crapes -sos.av - [

FRESH TOMATOES

_ $74.3M ) )
Price Deflation, but Sales Down
_ $55.M Apples and Grapes also declined in
volume sales — despite a lower
-$7.5M . average base price per pound
I 5o
I 505V
I o2 ov
B s2s5v
I 5:s v
FRESH AVOCADOS | $1.1m
I s:s sV
I 2 v
B s:0.6vm

(3
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FRESH POTATOES
FRESH BANANAS
FRESH SALADS-KITS
FRESH LETTUCE
FRESH PEPPERS
FRESH ONIONS
FRESH MELONS

Top 15 Highest Dollar Sales

FRESH MANDARINS
FRESH MUSHROOMS
FRESH CARROTS



Seafood’s Explosive Growth Reveals Meal Fatigue Was Real & Shoppers @
Consumers Seek to Upgrade Their Options Despite a Higher Price [xlaXleRS{=Fi{elo]e

Plentiful Supply Leads to Seafood Pricing Flat Year Over Year — 8 | 9%

But Still Higher Average Price / Pound to Meat / % Change vs. YA more hollcCHEE

bought seafood during
the 26 weeks ending
10-4-20

Fresh Tilapia

11.9%

2 1%

more was spent per
seafood buying
household

14%

more trips included
seafood during the
pandemic v

Fresh Salmon

20.6%

Fresh Lobster

71.7%

Fresh Crab

(3
“ IRI ©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 26



Deli is Complex With Varied Performance
Deli Dollar Sales / Pandemic Period 3 (8-16 to 10-4-20) ;

| % Even With
49.4% { & - @%

Sf Sales Decline,
20.9% 20.5% 8 /’7 Deli Prepared AN

o . Foods still \%
Y Anchor the |

Deli Prepared Deli Cheese Deli Deli Meat

Foods & Meals Entertaining Department

Total % Change vs. YA

- > “
-10.1% 15.7% 0.7% 10.5% % i‘ ‘

(3
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Convenient Meals in the Meat and Deli are $9.1 Billion in the Last 26 Weeks
Side Dishes in Both Spaces Grew as Fatigued Consumers Seek Solutions

Dollar Sales / Total / Current

Pre-Packaged in
the Meat Dept

$2.7B

$1.1B

$894.2M  ¢782.8Mm $623.7M

Deli Deli Deli PreDZ“re . Deli | DeliSide Prepared Pres‘i’c‘;"éed Ol Pigga | D€l SOUPS|  Deli | Cooking
Entrees Salads |Sandwiches P Appetizers | Dishes Entrees . and Chili | Breakfast | Meal Kits
Meats Dishes
Dollar % Change vs. YA
-8.1% -10.1% -13.8% -15.7% -16.6% 10.0% 15.4% 22.0% -17.2% -18.1% 3.5% 42.4%

Source: IRI Integrated Fresh Market Advantage, including both fixed and random weight, 26 weeks ending 10-4-20
(3
“ IR' © 2020 Information Resources Inc. (IRI). Confidential and Proprietary. 28



?:/Iaking. Meals Easy Across the Store
an Bring New Promotion Ideas

ShopRite is rolling out an innovative
“Fresh to Table” concept at three stores,
which it says “reinvents the produce and
fresh departments to provide inspired,
high-quality options for shoppers looking
for a one-stop shopping experience.”

Kroger Ia
_ un
first-of-its che

S Chefbot
- i , a
kind Al Twitter too|

G &ERge
susmssgvs

RETAILERS —’\/ R Giant Eagle to offer ready-to-cook
Are Fr — meals under its Cookery Complete
F esh Me lan brand. The single-serve meals include
uture al Solytj ranc fe-sery .

of GrQCery7Ut'0ns the six different options with each taking

eag‘e approximately 20 minutes to cook.

©2020 Informati
mation Resources Inc. (IRI). Confidential and Proprietary
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With Consumers Cooking and Making More Sandwiches at Home,
Deli Cheese Posted the Highest Pounds Sales Growth in Period 3

Volume Sales %Change vs YA

Deli Grab & Go

Cheese

21.2%

Deli Pre-Sliced

Cheese

10.5%

Deli Service
Cheese

-1. 7%

Deli Specialty

Cheese

13.7%

{J Ri

Dairy Natural
Chunks

5.3%

Dairy Natural
Shreds

13.4%

Dairy Natural
Slices

13.9%

Dairy Natural
Snack

-0.4%

Dairy Processed
Loaf

16.7%

Dairy Processed
Slices

8.1%

Dairy Processed
Spread

2.71%

Cheese Slices
Price per Pound Comparison

Deli Grab & Go $8.26
Deli Pre-SIiced $7.77
Dairy Natural Slices $5.26

Dairy Processed Slices  $3.92

© 2020 Information Resources Inc. (IRI). Confidential and Proprietary.
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Consumers Have Preferred Deli Grab & Go and
Pre-Sliced Lunchmeats for Their Sandwiches and Meals

Volume Sales % Price per
Product Change vs YA Volume
Packaged Lunchmeat 0.9% $4.80
Deli Service Lunchmeat 5.6% $8.35
Deli Grab & Go Lunchmeat 41.0% $8.31
Deli Pre-Sliced Lunchmeat 17.8% $14.23

(3
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Bakery is About Balance Across the Solutions — More than Store Section
Convenience, Upgrading Meals and Having Breakfast / Snacks on Hand

Pandemic Period 3 (8/16 to 10/4/20)

—— 11.8%
‘e Ri : AISLE-BAKERY CENTER STORE BREADS & ROLLS
Bread is Big Business —
Cumulatively, Aisle & ol
Perimeter Breads and AISLE-BAKERY CENTER STORE DESSERTS/SWEET SNACKS -
0.31
Rolls account for 53%
0,
of all baked goods AISLE-BAKERY CENTER STORE MORNING BAKERY &L
dollar sales and grew Qed
i = 1.5%
during COVID-19 g AISLE-BAKERY PERIMETER BREADS & ROLLS ‘ c
0.30 [
-2.9%
AISLE-BAKERY PERIMETER DESSERTS/SWEET SNACKS { i
Perimeter Growth Pockets ;
: : -8.7%
Perimeter Breads, Croissants, AISLE-BAKERY PERIMETER MORNING BAKERY d
Pastry / Danish and ad
-3.3%
Wrap.s/ Flatb.reads all LU sales AISLE-OTHER BAKERY PERIMETER ’
during Period 3 — pointing to -0.04
premium experiences valued
m Dollar Sales %Change vs YA m Dollar Share of Parent Change vs YA

o
o IR' © 2020 Information Resources Inc. (IRI). Confidential and Proprietary. 32



As We Move Into 2021,

We will See Continued Holistic
Focus on These Trends Health
But with an Emphasis

on Holistic Health and

Food Transparency

Localization

Fresh Prepared

New Supply
Chains 42 Connected Convenience
/ Consumer

Food

Social & Cultural Transparency
Alignment
4////
Atomization of Customization
Personalization to Consumerism

(3
“ IRI © 2020 Information Resources Inc. (IRI). Confidential and Proprietary. 33



Discussion Questions

1 | How will the year-end look
different from the fall?

2 | How have health and
transparency evolved?

3 | What are ways to see
retail food service revive?

©2020 Information Resources Inc. (IRI). Confidential and Proprietary.
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B

how did we do?

Your feedback is important.

Please complete a brief survey

SO we can continue to improve.

(3
o IRI © 2020 Information Resources Inc. (IRI). Confidential and Proprietary. 36



Fresh Foods Remains In-Demand And Ripe With Opportunity

Companies who can rapidly adapt will win in the world reshaped and reimagined by COVID-19

Surgically and strategically evaluate pricing and trade
spend in the context of this year’s buying behaviors

Automation and e-commerce should change the in-store
experience — think as the consumer to solve

Utilize what benefits and motivations your products or
departments have to provide value — not just price

Leverage targeted, personalized marketing vehicles for
most valuable ROl and impact with your audience

Alleviate meal fatigue- celebrations and inspiration

Now is the time for fresh to look
beyond individual categories and
commodity-based selling to bring

total store solutions and creative
connections with consumers

©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 37



Solutions News Insights Company

Get IRI News
and Insights

BEST

PRACTICES IRI

Growth

Insights
These in-depth discussions with C-level
leaders at top companies share how they _— - o A
are effectively managing through the /// i e | i BT [ |
COVID-19 pandemic. e - /

Ll T~ N[ | | |/CONVERSATIONS

iy =
IRI 5 ol IRI 4 IRI I q
Growth % Caan '8 GrOWth Stuart Attker GrOWth Vivek Sankaran
Insights . 5‘ e

Insights AN Insights

CONVERSATIONS CONVERSATIONS

Mark Clouse Stuart Aitken Vivek Sankaran
President and CEO, Campbell Soup Company Chief Merchant & Marketing Officer, The Kroger Co. President & CEO, Albertsons Companies
November 10, 2020 September 3, 2020 August 25, 2020

© 2020 Information Resources Inc. (IRI). Confidential and Proprietary.



https://www.iriworldwide.com/en-us/csuite4
https://www.iriworldwide.com/en-us/csuite3
https://www.iriworldwide.com/en-us/csuite5

IRI COVID-19 IMPACT ASSESSMENT REPORTS

e Thouy

COVID-19:
IMPACTON

CPG'AND RETAIL

Or

COVID-19: THE CHANGING SHAPE OF THE CPG DEMAND CURVE

COVO-18 impact an CPO Reti)
PART 1 - THE CHANGING
SHAPE OF THE CP!
DEMAND CUI

COVID19 and Navigacng the Poth Anasd
PART 7 - THE GMNGING SHAPE
OF THE CPG D VE:
U.S. CPG GRO!

PART 1 - HOW THE GREAT
RECESSION RESHAPED
THE CPG DEMAND CURVE

ORri

COVID-19 EMERGING POINT OF VIEW

ROUND OF STIMUEUS O
THE CPG DEMAND | cuRv

THEN.AAND NOW: CONSUMER
CPG BEHAVIOR DURING,
ECONOMIC DOWNTURNS

[e].]

GOV-19 and Narvgating the Path Ahosd
PART 2 — THE CHANGING
SHAPE OF THE G -
DEMAND CURVI

COVID-13 and Mg e Path Avosd
PART 8 - THE ONANG'NG SHAPE

OF THE CPG DEMA‘ND

SNAP BENEFITS | l 'l

PART 2 — MAINTAINING
PRICING DISCIPLINE
DURING A RECESSION

UR

COVID-19 Emerging Boint of View

CONSUMER STIMULUSg o
UNEMPLOYMENT BENE!
SPENDING & SHOPRING BE|

TRACKING THE DRAMATIC
PIVOT/OF U.S. CONSUMER
AND SHOPPER BEHAVIOR

UR

COVIC-18 it Mavigating B P Abesd
PART 3 - "‘E mNG
SHAPE OF THE

DEMAND cul : 'l' l

araticmann of e ekl

PART S | COVDAD
Changing Shape o he CPG Demand Curvs
REIGNITE IN-STORE

MERCHANDISIN( EF TIVENESS
IN THE GROCER' l' ‘

PART 3 - HOW BIG BRANDS
PERFORMED DURING THE
GREAT RECESSION

COVID15 Emrging Polnt o View,

POTENTIAL IMPACT OF RED
UNEMPLOYMENT BENEFIT CH
ON FOOD & B!VERAGE SPENI

4

.. J

CONSUMERS PROVIDE
A PESSIMISTIC VIEW'

ANTICIPATING LIFE
AFTER COVID-19

OF COMING MONTHS.

OR

COVID-13 0 Navigatng o Pu Al

PART 5 - THE CHANGING
SHAPE OF THE

DEMAND CURVEL B¢ BOQNSQ'

Ot 649 o

covo-1e % 0
T Charia Shas 4 4GP Bdrming Cunve

POWERING THE FUTURE HOME FOR
OF CONVENIENCE RETAIL'#% ' THE HOLIDAYS

9 Sories
Busieoss You Busisass

PART 4 - RECESSIONARY PART § - BUlLDING
LESSONS TO APPLY TO BRANDS DURING
PRIVATE LABEL TODAY RECESSIONARY TIMES

Ui R

DISCOVERING POCKETS OF DEMAND

TRl

(click to see full report)

V.19 308 Nt th P Ao
PART 6 - THE WNG‘NG
SHAPE OFTN Pun MAND
CURVE: E Rc y
u__._u..

REVENUE MANAGEMENT
OPPORTUNITIES IN A
PANDEMIC ENVIRONMENT

eopmcn o

PART 7 - DEFENDING AND.
RECAPTURING THE SHELF

PART 6 - INNOVATION
LESSONS FROM THE GREAT
RECESSION TO APPLY TODAY
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https://www.iriworldwide.com/IRI/media/Library/COVID-19-Thought-Leadership.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Thought-Leadership-3-25-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Thought-Leadership-4-3-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Thought-Leadership-4-9-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Thought-Leadership-4-17-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Impact-Assessment-Millennials-Meat-5-15-20.pdf
https://www.iriworldwide.com/IRI/media/Library/IRI-COVID-19-Impact-Assessment-4-24-2020.pdf/
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Changing-Shape-of-the-Demand-Curve-Part-3-6-18-20.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Changing-Shape-of-the-Demand-Curve-Part-4-6-30-20.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Changing-Shape-of-the-Demand-Curve-Part-5-7-24-20.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Changing-Shape-of-the-Demand-Curve-Part-6-7-29-20.pdf
https://www.iriworldwide.com/IRI/media/Library/U-S-CPG-Growth-Leaders-TL_aug20.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Changing-Shape-of-the-Demand-Curve-Part-8-8-28-2020.pdfhttps:/www.iriworldwide.com/IRI/media/Library/COVID-19-Changing-Shape-of-the-Demand-Curve-Part-8-8-28-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Recession-Series-Part-3-Brand-Performance-5-21-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Recession-Series-Part-2-Maintaining-Pricing-Discipline-5-7-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Recession-Series-Part-I-4-29-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Recession-Series-Part-4-Private-Label-5-28-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Recession-Series-Part-5-Building-Brands-6-3-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Recession-Series-Part-6-Innovation-Lessons-6-12-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Recession-Series-Part-7-Defending-and-Recapturing-the-Shelf-7-6-2020-vF.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Demand-Curve-Part-9-Total-Store-Display-9-28-2020-vF.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Demand-Curve-Part-10-Convenience-Rebound-10-20-2020-vF.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Emerging-Point-of-View-7-30-2020.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Emerging-Point-of-View-8-11-2020-vF.pdf/
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Emerging-Point-of-View-8-14-2020-vF.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Demand-Curve-Part-11-Holidays-10-30-2020-vF.pdf
https://www.iriworldwide.com/IRI/media/Library/COVID-19-Demand-Curve-Part-12-Revenue-Management-10-30-2020-vF.pdf
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Demand-Pockets-Part-1-Premium-Opportunity-11-10-2020-vFF.pdf

CPG Economic Indicators

Access IRI’s industry-standard metrics for consumer product demand and supply
during the pandemic, our CPG inflation tracker and the latest data on category
trends, out-of-stock levels, consumer sentiment and more. IRI CPG Channel Shift Index

COVID-19 Dashboard Menu v

U.S. Demand Channel Shift E-Commerce

Demand Index™
Index™ Forecasts Index™ Demand Index™

Inflation Supbly Index™ Out-of-Stock Levels U.S. Topics from
Tracker™ PRy for Subcategories IRI Social Pulse™

The IRI CPG Demand Index™ provides a standard metric for tracking
changes in spending on consumer packaged goods.

U.S. Demand Index™ Forecasts are delivered through a proprietary,
fully automated forecasting solution that anticipates consumer demand.

Channel Shift Index™ provides a standard metric for tracking changes (migration)
in spending on consumer packaged goods across select channels. —

The IRl E-Commerce Demand Index™ provides a standard metric for tracking changes
in spending on consumer packaged goods purchased online.

Inflation Tracker™ provides the well-known price per unit metric for tracking changes in pricing of consumer packaged goods.

Supply Index™ provides a standard metric for tracking changes in product availability (i.e., in-stock rates) in stores for consumer packaged goods.
Out-of-Stock Levels for Top-Selling Subcategories by Market Area in the U.S.

Top U.S. Topics from IRI Social Pulse™
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https://advantage.iriworldwide.com/Engineering/covid19/?i=0

Want to Be the First to Know?

www.iriworldwide.com/en-US/Insights/Subscribe

Registered Users Get New Thought Leadership
from IRI’'s Research, Data & Analytics Experts

(3
“ IR' ©2020 Information Resources Inc. (IRI). Confidential and Proprietary. 41


http://www.iriworldwide.com/en-US/Insights/Subscribe
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CONTACT US
FOR MORE
INFORMATION

>

IRI Global Headquarters
150 North Clinton Street
Chicago, IL 60661-1416
IRI@IRIworldwide.com
+1 312.726.1221

Follow IRI on Twitter: @IRIworldwide
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https://bit.ly/IRI-COVID-19-Reports

