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Feeding Families! Enriching Lives

Y

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.




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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Fresh @ FMI

FMI is committed to the growth and success of fresh
companies and their partners. FMI 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 well as regional, national and
international companies.

Emphasis on fresh

* Produce

* Meat

+ Seafood

* Deli/ln-store, fresh prepared foods and
Fresh Foods assortments

* Bakery

* Floral

Rick Stein

Vice President, Fresh Foods
Food Marketing Institute
rstein@fmi.org
202.220.0700
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Research and Education

In-depth information, trends

and insights to foster innovation,
take advantage of new
opportunities and help develop
winning strategies

Networking

Share ideas, explore best practices
and develop business relations

Advocacy

Understand what is going on in
Washington and make your
voice heard
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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.

Nate Stewart
Hy-Vee

John Haggerty
Burris Logistics

Mark Hilton
Harris Teeter LLC

Terry Murphy
Wakefern Food Corporation

Kirk LaBoyteaux
Brookshire Grocery Company

Dan Murphy
SuperValu/UNFI

Pat Pessotto

Longo Brothers Fruit Markets Inc.

Nick Carlino
MDI Distributors

Don Sanderson
Meijer, Inc.

Geoff Waldau
Food Lion

John Grimes
Weis Markets

Rick Findlay
Fresh Thyme

Jim Lemke
CH Robinson Fresh

Steve Howard
Bristol Farms/Lazy Acres

Emily Coborn
Coborns

Jerry Goldsmith
Spartan Nash

Anthony Sattler
C&S Wholesalers

Teri Rose
Kroger

Jack Bell
Save-A-Lot

Paul Kneeland
Gelsons Markets

=" FMI Fresh Executive Committee (FEC)

John Ruane (Chair)
Ahold USA

Scott Evans
Price Chopper/Mkt 32

Buddy Jones
MDI Distributors

Amanda Becker
Fairway Markets

Troy Vosburg The FEC is..
Festival Foods
Comprised of FMI
John Beretta Member
Albertsons Co’s companies,
Paul White Retailers and
Wholesalers

Luckys Markets

Manuel Gonzales
Northgate Gonzales

Reade Sievert
AWG

Nicole Wegman*
Wegmans Food Markets, Inc.
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John Ruane (Co-Chair)
Ahold USA

Rick Steigerwald (Co-Chair)
Lund Food Holdings, Inc.

All- FEC Members
FMI Fresh Executive Council

Chris Dubois
IRI

Michael Eardley
International Dairy-Deli-Bakery Assoc.

Jason Jerome
National Cattleman's Beef Association

Sarah Schmansky
Nielsen Perishables Group

Paul Mastronardi
Mastronardi Produce

David Sherrod
SE Produce Council

Tom Stenzel/Miriam Wolk
United Fresh Produce Assoc.

FMI Fresh Foods Leadership Council

Julie Ann Potts/Eric Zito
North American Meat Institute

Tom Super
National Chicken Council

Jarrod Sutton
National Pork Board

Joe Watson
Produce Marketing Assoc.

Joe Weber
Smithfield Foods Inc.

Art Yerecic/Elizabeth Yerecic
Yerecic Label

Brad Roche
Hill Phoenix

Greg Livelli
Hussmann

Robb MacKie
American Bakers Assoc.

Jim Huston
Johnsonville

Chad Gregory

United Egg Producers

Eric Gassaway
Bayer

John Knorr
Phillips Seafood

Mike Celani
Wonderful

Jim Randazzo
Aqua Star Seafood

Jeff Thompson
Trident Seafood

Jeff Baker
Hormel Foods

Sally Lyons-Wyatt
IRI

Wendy Reinhardt Kapsak
Produce for Better Health (PBH)

Michael Lang
Invatron

Tom Daniel
Sterilox/Chemstar

Randy Evins
SAP

Tom Windish
Cargill

Michael Forrest/Ellisa Garling
Thomas Foods

Mark Molter
ADC.

Lance Jungmeyer
FPAA

Ray Fager
Kings Hawaiian
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The Power of Bakery 2019

An in-depth look at retail bakery through the shoppers’ eyes

Anne-Marie Roerink | 210 Analytics




The Power of Ba kery 2019

“ First annual study

= Commissioned by the ABA in partnership with FMI
= Conducted by 210 Analytics and ToddHale, LLC
= Made possible by Corbion

= 360° view of bakery sales
» Understanding habits and preferences to pinpoint
opportunities
= For the industry, by the industry
= QOur world through the shoppers’ eyes
= Nielsen retail measurement and panel overlay

Source: The Power of Bakery 2019
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“Today’s agenda

SALES AND
CONSUMPTION
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CHANNEL
CHOICES

¢

CUSTOMER
SERVICE

AISLE & IN-
STORE BAKERY

hE

PRODUCTION
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Source: The Power of Bakery 2019

PRICE &
PROMOTIONS
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Source: The Power of Bakery 2019

Bakery retail sales trends

Household engagement
Consumption

SALES AND CONSUMPTION
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$277B

Grocery

Source: Nielsen, Total Food View, All Outlets plus C-stores, 52-weeks ending 12/29/2018 12
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Ik about a lot of dough

Between produce and frozen if bakery items were counted as one department

$39.8B Grocery
$13.8B Bakery

$59.7B

2018 Bread and baked
goods sales $3.6B Frozen

$2.4B Dairy
$8.2M Deli

Source: Nielsen, Total Food View, All Outlets plus C-stores, 52-weeks ending 12/29/2018 13




“With accelerating sales growth

The in-store bakery has both the highest near- and longer-term growth

+0.8%

3-year CAGR

+1.5%

Growth vs. YAGO

YOY Growth
+1.3% Grocery

+2.2% Bakery

+0.9% Frozen
+1.4% Dairy
+1.8% Deli

Source: Nielsen, Total Food View, All Outlets plus C-stores, 52-weeks ending 12/29/2018 14



High household engagement
But opportunities to leverage buying frequency and enhance per trip spend

Broad reach Trip magnet Assortment
matters
A o '
® o y—
Tif -

11—
99.9% 46.2 $6.46
HH penetration Trips per year Per trip spend

Source: Nielsen Homescan, All Outlets, 52-weeks ending 12/29/2018

Leverage aisle
trips to drive in-
store bakery trips

Consider product
placement outside
of in-store bakery

15



A consumer framework
Switching from the industry view to the consumers’ perspective

1. Defining the in-store bakery vs. bakery aisle

2. Organization by type

Functional

Source: The Power of Bakery 2019 16
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Consumption frequency shows room for growth

Many people buy bakery, but not everyone eats bakery items all the time

Functional items Indulgent items/desserts

15%
7%

<1x/wk 1-3x/wk | 4-5x/wk Daily <1x/wk 1-3x/wk |4-5x/wk Daily

Source: The Power of Bakery 2019 17
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“Connect the dots to capitalize on trips & engagement

By thinking backwards from the occasion

E

Susiarse”

Mini Plain Bagel 1
p’* Cream Cheese + GrapeJelly &
¢ Crisp Fresh Apples

In deli-prepared o

Pictures: 210 Analytics




Candles/party paper goods Herbs/olive oil with breads Do you have everything for
the BBQ? In-store sign series

Pictures: 210 Analytics




EARTH FRRE®

SIGNATURE
BAGUETTE &

This delicious artisan recipe is brought to
life with Old World technigues.

¥ | 1 ||
Back-of-cart “what can you do with bread” ideas Signature items no one else has

Pictures: 210 Analytics
20



Conversion

Occasional purchases

CHANNEL CHOICES

Source: The Power of Bakery 2019 21



upermarkets lead primary store choice

But miss out on the Millennial purchase, captured by supercenters and others

Primary store
51% Supermarket

32% Supercenter
8% Limited assortment

6% Club
3% Organic/specialty

Source: The Power of Bakery 2019 22



Bias

rimary store vs. primary bakery destination

'

Competition mostly comes from bakeries and in-home baking

Conversion % (bakery bought at primary grocery store)

Functional Indulgence/desserts Special occasion
% 63% 0%
74 (0 (0 4 (0
17% A bakery 23% Bakery/cupcake store 36% Bakery/cupcake store
5% Bake myself 11% Bake myself 14% Bake myself
4% Different store 3% Different store 4% Different store

6% Don’t buy

Source: The Power of Bakery 2019 23



' FIIow the bread crumbs

Many channels nibble at the bakery dollar as occasional bakery purchases

At least occasionally shopped for bakery items in any given month

67% 44% 38%
Bakeries/ Convenience Farmers’
cupcake stores stores markets
38% 23% 22%
Bakery outlet Online Drug
stores ordering stores

Source: The Power of Bakery 2019 24



Be a destination to compete with bakeries

Top-of-mind awareness with a strong reputation and a personal touch

o' Verizon = 16:17 0 X% 94%

+p.' Q. Search

’ Donna Horvath, Eaglebrooke

Our Promise To You!

Custom Cake for Shower

Need recommendation for a bakery or someone
local who makes custom cakes for a Baby
Shower.

! J
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BEs T B A e 1 Darlene Fahrig Jodie Schweiss ﬁ‘:).‘fl'{'mme
. I(E i hef  Cake Decorating Champion
12 rep“es 35m ago R‘ Eﬂgﬁ.ﬁuﬁfﬂmﬁﬁ lnmmndunall!mrgna]lﬁuknrgAssucinr.‘mn

(©) Thank () Reply D17 m——— Oubin ¥ B

Consumers look for Remind shoppers of your Show off your expertise
recommendations. image and reputation
Are you on the list?

Pictures: 210 Analytics
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DECORATE YOUR ! = S ——————

OWN COOKIES e e —

FOR THE HOLIDAYS!

Bake-off items Decorate your own, with Apple pie meal kit
Pictures: 210 Analytics our easy setup 26



Ideate to generate demand

December 16, 201¢

QuicK qift for
I(Lu(hﬁ[
e imix

Candy coo A
ﬂld)()ll Ta
Gookie

|1-:00a!
E:‘ 2'10()[)1 n-

Cookie walk o Bell for hot bread Publix/school program. $9 cake

Pictures: 210 Analytics kids can decorate for mom



Source: The Power of Bakery 2019

What'’s selling in the aisle & in-store bakery?
Shopping patterns

Aisle and in-store bakery strengths
Designing the bakery department

Role of brands vs. private brands

AISLE & IN-STORE BAKERY

28
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‘Most shop both the aisle and in-store bakery

Millennials are more likely to only shop the bakery for indulgent items (30%)

Functional items Indulgent
items/desserts
Only in-store bakery 20% 29%
Only bakery aisle 20% 19%
Both 60% 53%

Source: The Power of Bakery 2019 29



“Aisle and bakery strengths in the eyes of shoppers

Perceptions can serve as starting points to strengthen or change opinions

Aisle strengths In-store bakery strengths
Price Product consistency
Nutritional information Selection
Shopping convenience Healthfulness

Service
Freshness

Quality of ingredients

Taste

Source: The Power of Bakery 2019 30



hoppers desire a more integrated world

Smallest share prefers the split setup common in most grocery stores

Ideal location for packaged bakery goods, according to shoppers:

34% 28% 27% 11%
Near the in- Aisle and Together in one Separate aisle in
store bakery but bakery items area, but not center-store vs.
still separate mixed together, mixed in bakery in
sorted by type perimeter
Boomer-driven Millennial-driven

Source: The Power of Bakery 2019 31



Bakery flowing into deli Dairy bakery solutions mix in Bakery with deli cheese
w/pre-packaged indulgent items

Pict : 210 Analytics
ictures y 32



Source: The Power of Bakery 2019

Production claims

Defining freshness
Scratch vs. partially-prepared/baked

PRODUCTION

33



Fresh is the universal winner in production claims

Millennials underindex for fresh but overindex for organic and all natural

Top 8 production traits people look for

70%  Fresh

56% Baked today

40%  Made-in-store

33%  All natural

29%  Hot/warm 2-way tie with Artisan
20% Non-GMO

17% Organic

Source: The Power of Bakery 2019 34



- ﬁ?"ﬂ

Deliver on top production claims
In both functional and indulgent items/desserts

i G :
QUANTITY LIMITS PER HOUSEHOLD APPLY

LoW
time B 499 PRICE

offer 1N
- PURE JOY CINNAMON BREAD
OR APPLE CINNAMON, HANDMADE ARTISAN

\
‘ BREAD, SIGNATURE RECIPE, 24-OZ PKG.

Pictures: 210 Analytics



“Price differentials weakens interest

16 percentage point jump in conventional when price differences are introduced

Scenario 1: Regular

No price difference

Artisan/premium

Organic/Non-GMO

37% 46% 17%
Scenario 2:
Price difference 21.50 52.50 53.00
53% 36% 11%

Source: The Power of Bakery 2019

36




efining freshness, according to shoppers

The when is 2x more important than the where

Top 5 freshness definition elements

66%
52%
49%
33%
26%

When it is baked (date/time)

Use-by date

Enjoyable taste

Where it is baked (in-store vs. elsewhere)

Minimally-processed ingredients

Source: The Power of Bakery 2019

37
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any see scratch-baking as superior

However, partially-prepared/baked solutions are widely accepted

Thinking about in-store bakery items...

81%

Scratch baking is
superior

Source: The Power of Bakery 2019

57%

Are indifferent to the
store using partially-
prepared/baked items

39



Pictures: 210 Analytics

“Everything we bake
starts with pure,
healthy ingredients
and ends with pure
enjoyment”

40



Source: The Power of Bakery 2019

The importance of customer service
Personalization vs. made-to-order
Packaged vs. select-your-own
Packaging properties that matter

CUSTOMER SERVICE

41



Customer service is more important in indulgence

Much more important among Millennials, particularly Younger Millennials

Customer service is important (4+5 on 5-point scale) in...

Functional Indulgence/desserts Special occasion

25% 29% 52%

Younger Millennials
40% 42% 62%

Source: The Power of Bakery 2019 42
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ove beyond order fulfillment

Answer questions and educate to drive sales and loyalty

e

Heeft u een vraag over
allergenen? We helpen
u graag.

Introduce staff members Do you have a question on
allergens? We gladly help

Pictures: 210 Analytics
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Personalization > made-to-order

Even shoppers with kids are more likely to prefer personalization

Preference when purchasing special occasion items

42% 24% i 34%
Packaged, but Packaged, no ! Made from scratch
ability to personalization i to personal

personalize needed i preferences

Source: The Power of Bakery 2019 44
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Pictures: 210 Analytics
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Iit opinion in pre-packaged vs. pick-your-own

Even split between self-serve and clerk assistance for unpackaged

Preference when buying from the in-store bakery

|
43% i 24% 27%
Pre-packaged ! Not packaged, Pre-packaged with
i w/clerk assistance self-serve

Source: The Power of Bakery 2019 46



Self-serve is making its way into bakery more and more
While reminding shoppers of freshness, when and where

Pictures: 210 Analytics
' Vi 47



“Shoppers want to be able to see items

Packaging aimed at enhanced shelf life could be another important hook

Packaging properties | % Very important

66%  Ability to see items through packaging
52% Helps extends shelf-life

36% Various amounts/items per package
34%  Multi-use packaging

29%  Environmentally-friendly packaging

Source: The Power of Bakery 2019

48
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Leverage packaging to reinforce the brand
Match look/material to production attributes

T |
SROMEN ‘
i cR A9 \.
Ik ) |
L i
COEE

Pictures: 210 Analytics
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Source: The Power of Bakery 2019

The influence of sales specials/promotions
% sold on deal in grocery vs. in-store bakery

Driving impulse outside of sales promotions
Impulse items

PRICE AND PROMOTIONS

50



%

ecials affect brand switching, impulse and trial

Strive to increase spending, not just substitute brands or items

Can sales specials prompt you to...?

LL UL 11 A 1 111 e

Switch brands Impulse purchase  Stock up Visit a
different store

Try a new item Purchase a different
type of item

Source: The Power of Bakery 2019 51
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Sample and wow to drive impulse

Shoppers with high promotional sensitivity have higher impulse tendency overall

Top 5 ways to prompt impulse beyond sales specials
58%  Sampling

51% Coupons

A46%  Eye-catching displays

29%  Attractive packaging/labels

21% Talking to a bakery associate

Source: The Power of Bakery 2019 | Picture: 210 Analytics

52



That one
item you
just have
to have
when you
see it....

Source: The Power of Bakery 2019

Donuts, cookies and cupcakes drive impulse

Chocolate, cinnamon and fruit are the top flavors to prompt unplanned purchases

blueberry muffin 1 0 0n

; poppyseed muffins

apple fritter German chocolate cake )
Twinkies coconur cake fruit tart

strawberry rhubarb pic chocolate chip C¢:>~:Jkiesk honcy buns  cheesecake
chocolate donuts CREFTY tUrnOver haklava |1 olac
PI'CIZGI bread aPplc cider dotiuts e Hohos Cupcakes
orange cupcakes  HOmSs eclairs biscuit chocolate cake

zihgers cakes scones  pumpkin roll
pumpkin pie bagel pfcan pic bread Hostess  snickerdoodles

donut : .
Bearclaw fresh bread roll blueberry pie Cakc Krispy Iralian bread

cream pua eclair  cherry pie  byundr cake kroger

carrot cake yheyr Breme Onuts filled  cookie dough

pie
Sweet red velver cake pastries

. apple turnover
brownies PP ed donuts chocolate covered donuts coffee cake

chocolate croissants black and white cookies rolls

apple pie : - i big cookie
corn muffins Freshly Lirtle Debbies sugar cookies

Key lime pic . danish fudge  chocolateStTaWberry cake
C Ookles coolie Eaglish m umesChDC?lma cookies
i sweets | bread croissant chocolate cupcakes
mutrns __ strawberry shortcake sourdough bfmd_
chocolate long jobn - Cream  paked CiNNamon buns./rolls
Whole chocolate chip muffins _ French bread

chocolate muffins cheese danish canno

53
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Source: The Power of Bakery 2019

The role of health, nutrition and better choices
Natural vs. artificial colors

Impact of calorie callouts

HEALTH & WELL-BEING —
INDULGENT ITEMS/DESSERTS

54
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Shoppers downplay nutrition’s role in indulgence

But it may matter a lot more depending on who shops your store

Role of health, nutrition and better-for-you choices in indulgent items/desserts

369% Noinfluence
37% Alittle influence
27% Alot of influence

Source: The Power of Bakery 2019 55



“Real” is big, along with smaller portion sizes

Many consumers want to avoid “artificial” and tie it to health/nutrition

Top 5 ways heath/nutrition/better-choice strategies in indulgent items/desserts

48%
42%
41%
39%
36%

Made with “real” ingredients (cheese, chocolate, milk, etc)
Smaller portion sizes
Avoid artificial flavors
Avoid artificial colors

Choose lower-calorie alternative

Source: The Power of Bakery 2019 56



“Tout real and offer portion size variety

Minis are selling like hotcakes

¥
¥ . , /
N\ /
.;‘ll, v o L
A ’ 9 . THE TASTE OF

WILL MAKE YOUR HEAR

g
Pictures: 210 Analytics




Shoppers lean toward natural colors

Educate consumers to manage color expectations in novelty, themed or seasonal

Preference for indulgent items/desserts

41% 59%

w

Bright and/or seasonal colors, Natural colors, even if | can't
even if they can only be get the same bright and full
created with artificial colors range of colors

Source: The Power of Bakery 2019 58



Pictures: 210 Analytics

D ——

“Why our cakes are better:
No artificial sweeteners,
colors or preservatives.

No bleached or bromated
flour and cage-free eggs”

“Indulge in flavor, not
certified synthetic colors”

59
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Source: The Power of Bakery 2019

The role of health, nutrition and better choices
Natural vs. artificial colors

Impact of calorie callouts

HEALTH & WELL-BEING —
FUNCTIONAL ITEMS

60
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Whole/multi-grain are top ingredients

But interest is heavily Boomer driven; Millennials focus on minimal processing

74%

Of consumers seek
out one or more
ingredients when
buying functional
bakery items

Source: The Power of Bakery 2019

Top 5 ingredients shoppers pay attention to

43%
37%
33%
26%
25%

Whole-grain
Multi-grain

No artificial ingredients

Minimally-processed ingredients

Sweetener type used

61



Prominently highlight desirable features

And portion size can also work in functional

c Whole Grain

e 3 n—ns—wum
Korenlanders

Extra donker “'"2"
Bron van vezels
W (cat2)

TS a0 mR (VST

S DAVES YILLER BR BREAD KILLER 1 WHOLE SRA
TR
'I'IHIIIII'II‘HIII 1]

Pictures: 210 Analytics
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“Calories, fiber and sugar are high on the radar

Carbs, protein and gluten pop higher among Millennials

712%

Of consumers pay
attentionto 1 or
more nutrition
related claims

Source: The Power of Bakery 2019

Top 5 claims shoppers pay attention to

32%
31%
27%
25%
24%

Calories
Fiber
Sugar
Carbs

Sodium

63



Meet ingredient, health and nutrition needs

But always remember
the power of emotion




Emotlonal connections drive loyalty

Bakery word association

* Dominated by positives, such
as delicious, good/great, the
wonderful smell/aroma,
memories, childhood, yummy,
tasty, love and like

= Not one person mentioned

carbs, one mentioned sugar,
one mentioned calories

Source: The Power of Bakery 2019

fresh delights  yatur albI'OWmes
great memories  pyb1i oo diag
chocolate gluten hot bread Jummy freshgmufﬁns
C ak fresh goodies deli convenience
milk turnovers delicious breakfast

baked goods = LaBreaBake
hot like bagels 5 k dessert 7 eating
fresh baked french bread CLlpca s flavor Kroe‘erd Marianos

great baker good

family pillsbury carbs

Costco  artisan
Shoprite rea] eclairs

cinnamon rolls Jove [ jttle

sugar

frosting treats indulgent

tasty

pie pastries “pumpkin pie

cheesecake

fresh 1 almart gweets
croissants

calories ¢, Faner

freshness muffins

freshly baked fresh baked goods

bread rolls gomemade

_]esus Debbies food

old fashioned %‘-:;E«f;dk;ryeijke
rolls fresh cook1es aroma

dOI’lU.tS yum muffin fresh goodness snack cakes danish

memories

fresh donuts fresh pies wedding cakes samples

Sara Lee

sweet treats

o Corner Bakery
desserts guality

fresh pastries

Diana's

cookies fresh bread

fresh goods

65



“And emotional connections build strong brands

Of items and stores alike

Emotionally engaged customers are:
= 3x more likely to recommend

= 3x more likely to re-purchase

= Less likely to shop around

= Much less price sensitive

Source: Mori; Married to the Brand; Retail Feedback Group

66
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“And the story of the community table

UND e TABLE |}
7 I ""
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Pictures: 210 Analytics 69



Source: The Power of Bakery 2019

A quick introduction to ABA
Key takeaways

Ordering your copy of the report
Contact information

FOOD FOR THOUGHT

70



@ American Bakers Association

Working for more
than 1,000 baking
facilities and
baking company

suppliers which
employ nearly
800,000 workers.

Industry
Alignment
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Key takeaways

Cross-department bakery item sales shows the true power of bakery

Growth is fueled by smaller subcategories

Conversion rates leave ample room for improvement

Be a destination with strong brand differentiation

Three in four shoppers look for specific ingredients and nutrition callouts

Consider the size of the prize given the wide variation

Meet consumer needs in ingredients and claims, but always remember the
power of emotion in driving (impulse) sales

By offering education and choice, the bakery industry can keep shoppers

engaged indulgent items/desserts
Source: The Power of Bakery 2019
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Key takeaways (continued)

Fresh is king, with shoppers focusing more on the when than the where

While consumers see scratch baking as superior, the use of partially-
prepared/baked items is widely accepted

Use the bakery aisle and in-store bakery’s unique strengths and weaknesses
to reinforce or change consumer perception

Bread and baked goods bring shoppers to stores nearly once per week.
Capitalizing on category/store basket size remains an opportunity

Sales promotions can prompt brand switching, impulse purchases and new
item trial among three-quarters of shoppers. Focus on incrementality.

Source: The Power of Bakery 2019



' The Power of Bakery 2019

* For your copy of the study:
= Bakers: email Christine Donnelly at cdonnelly@americanbakers.org
= Retailers: visit www.fmi.org/store

* For questions or information:
= Anne-Marie: aroerink@210analytics.com

= Rick: rstein@fmi.org

= Robb: rmackie@americanbakers.org

Source: The Power of Bakery 2019 74
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