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Frozen food consumption
frequency:

Frozen food consumers

98.4% 95.6%

40% High frequency
- Daily
- Every few days

28% Medium frequency

Of Americans Of frozen food - Weekly
purchase from the buyers purchase

frozen food frozen fruits and 28% Low frequency
department at vegetables at least : E‘ef?;;?: o fnkjnth
least 1x a year 1x a year

2% No frozen foods

= 94% of American households
buy frozen fruits and vegetables

Never + < 1x/month + no frozen
fruit/vegetables were
discontinued from the survey
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Frozen fruit & vegetable sales — Dollars

Dollar sales frozen fruit & vegetables

$7 1B $7.1B H3YA m2YA YA Current
$5.98 & k %

szse-,sBOB >8> 3 bilion 6238 "™ Strong demand
$2.15  »23B @ in combination

i $13 158 51.58 B with price
Sl - $212M $187M  $177M . increases have

$221m 2 %%8o3m | $160M | $186M / = driven an

| - —— g oo

. additional $1.2

TOTAL FROZEN FROZEN PLAIN FROZEN POTATOES & FROZEN FRUIT FROZEN PREPARED  FROZEN CORN ON % billion in sales
FRUITS & VEGETABLES ONIONS VEGETABLES THE COB Line four-year
VEGETABLES

period

Source: IRI, Integrated Fresh, MULO, 52 weeks ending 6/26/2022 vs. YA, 2YA, 3YA !‘ ﬁ Ly -
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Frozen fruit & vegetable sales — Volume

Volume (pound) sales frozen fruit & vegetables

4.184.1B

3.98
3.6B
1.581-6B1 58
1.3BI

TOTAL FROZEN  FROZEN POTATOES &
FRUITS & ONIONS
VEGETABLES

H3YA m2YA YA Current

1-58 l-SB
1.4B

FROZEN PLAIN
VEGETABLES

FROZEN CORN ON
THE COB

FROZEN FRUIT

Source: IRI, Integrated Fresh, MULO, 52 weeks ending 6/26/2022 vs. YA, 2YA, 3YA
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1.4B
546M 476M 433M
523M
I I 4?. 358M 478M 453M

8aMm /7'M 76m 78M

FROZEN PREPARED
VEGETABLES

\

5 .

While volume
sales of frozen
fruit and
vegetables are
not as high as
they were the
previous two
years, they are
271 million

| pounds ahead of

pre-pandemic
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Frozen fruit & vegetable sales growth

S % % UNIT % % VOLUME % %
SALES CHANGE CHANGE SALES CHANGE CHANGE SALES CHANGE CHANGE
VS.YA VS. 2YA VS.YA VS. 2YA VS.YA VS. 2YA

Frozen fruits &
vegetables S7.1B +0.4% +3.3% 2.7B -6.1% -5.4% 3.9B -5.4% -5.7%
Fruit S1.5B +1.9% +13.7% 278M -5.5% +2.2% 452M -5.3% +3.3%
Mixed vegetables S903M -2.1% -3.8% 447 M -6.1% -6.8% 433 M -6.1% -9.1%
Broccoli S486M -2.5% -4.0% 253M -4.9% -5.9% 246M -5.1% -7.9%
Beans S317M -0.5% -7.2% 174M -6.5% -13.0% 154M -7.0% -14.5%
Corn S257M -5.9% -14.3% 158M -10.5% -16.6% 147M -10.6% -18.9%
Peas S242M -3.7% -11.6% 144M -8.9% -15.2% 131M -8.7% -15.8%
Prepared vegetables $212M +4.6% +1.8% 96M -0.4% -5.2% 78M +2.8% +1.6%
Corn on the cob S180M -2.8% -3.7% 47M -9.0% -10.7% 479M -8.1% -11.9%
Spinach S132M -2.9% -5.7% 81M -4.8% -8.7% 62M -5.6% -8.3%
Onion rings S98M -8.5% +6.8% 28M -18.2% -1.7% 31M -17.8% -2.5%
Squash/zucchini S59M -22.1% -17.2% 20M -16.4% -8.8% 16M -21.1% -15.5%
Frozen carrots S27M -0.8% -6.3% 22M -1.5% -3.5% 17M -2.4% -5.2%
Frozen onions S24M +2.3% +3.8% 16M -2.6% -1.7% 12M -3.3% -3.1%

Source: IRI, Integrated Fresh, MULO, 52 weeks ending 6/26/2022 vs. YA and 2YA
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Top 10 growth states
(% S growth L52 vs. YA)

1. Oklahoma
Wyoming
Arizona

Utah

Alabama
South Dakota
Nevada

South Carolina
. Texas
10.Florida

Regional performance differs

Impacted by migration patterns as well

<

©®NOUAWN

Top 5 selling states

(% S growth L52 vs. YA) Dollar Sales, % Change

1. FIorida ] \ vs YA

2. California - >1gzto 10%
3. Texas e M _I:,« 5 122 R
4. New York

5. Pennsylvania Source: IRI, Integrated Fresh, MULO, 52 weeks ending 6/26/2022 vs. YA
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-requency of consuming frozen
fruits and vegetables

9 40/ Consumption segmentation
0 22% Light consumers

of American - <bxmonth
- Every few weeks
households
AP TS 1 buy frozen 47% Medium consumers
With 94% of American | \ f t d - Every other week
households already buying L A ruit an - Weekly
frozen fruits & vegetables, the vegeta bles

best growth opportunities lie in
a) purchase frequency and
b) purchase variety

30% Heavy or core consumers

- Every few days
- Daily
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Who are America’s core frozen
fruit & vegetable consumers?

Core FF&YV buyers:

30%

of American
households
consume frozen
fruits and
vegetables every
few days or daily

Frozen Fruit i%?éfglg ntI TdF?é(r\c/eeB %J nt

More likely to be*

e Older Millennials

* Northeast

e Larger households

* Kids in the household, esp. ages 7-12
* Highincome

More likely to shop:
* Supercenters, club stores, drug stores and
convenience stores

More likely to:
* Buy every single type
* Use them for a wide number of applications

r 8?—:%'& a tsr%l ng U.S. Consumers and SNAP-Eligible Households©

There are no statistically
significant differences based
on gender, ethnicity or area

25% of SNAP-eligible

households are core
consumers

46% are medium consumers
29% are light consumers
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cookmg routines — p\anned vs. backup

Description of your use of frozen fruits and vegetables (% yes)

68% 87%

Buy FF&V with a | like to have frozen

specific meal/ FF&V as a backup

day in mind solution

w*" 61% Light consumers 83% Light consumers

Core consumers plan meals == 69% Core consumers 89% Core consumers
with FF&V in mind, butalso 22l 61% SNAP-eligible households 84% SNAP-eligible households
like to have FF&Vias'a :\7" 67% Middle income 88% Middle income
CagKyRoon 70% High income 85% High income

* ~
adn W “ - -
AMERICAN
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gl America’s perceptions, planning and

Y& cooking routines — food waste

Description of your use of frozen fruits and vegetables (% yes)

83% 68%

FF&V help me prevent Share of consumers who
food waste never or hardly ever throw
away FF&V because they are

79% Light consumers
85% Core consumers too old or freezer burned
81% SNAP-eligible households
85% Middle income

80% High income

FF&V is a popular solution to '
combat food waste.
According to USDA, $161.1

64% Light consumers
71% Core consumers

billion worth of food goesto ™% 73% SNAP-eligible households
waste each year, with 27% % 70% Middle income
happening post-harvest. 69% High income

DAY N e

’
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B America’s perceptions, planning and
» cooking routines — convenience

Description of your use of frozen fruits and vegetables (% yes)

86% 76%

FF&V allow me to buy a FF&V are an easy solution

mix of different fruits or for fruits/vegetables | don’t

vegetables all at once know how or want to make
from fresh

81% Light consumers

WENEW .~ AN 89% Core consumers :

: | 74% Light consumers
Sg;i:ﬁg;‘i?i;sblzﬁ tgile 3 | 81% SNAP-eligible households 74% Core consumers
purchase a mix of frfits or | 87?’ I\/!idd!e income 71% SNAP-eligible households
vegetables in one product 5\: 84% High income 79% Middle income

W 220 n-"f'g N 71% High income
" |
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America’s perceptions, planning and
cooking routines — save while eating more

Description of your use of frozen fruits and vegetables (% yes)

86% 80%

FF&V make it easier to FF&V allow me to save
& : eat more fruits and money over buying fresh
-‘31‘,:5; hi ~ #vegetables in my diet fruits and vegetables
FF&V enable SNAP-eligible = " 75% Light consumers 74% Light consumers
and middle-income _ 93% Core consumers 84% Core consumers
hogsehO'dSbtlo eathfrme fruit S 829 SNAP-eligible households 80% SNAP-eligible households
s 2t S SO ’; 88% Middle income 82% Middle income
money over buying fresh. C. C
Az 84% High income 71% High income
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Per unit frozen fruit & vegetable pricing

PRICE/ % CHANGE % CHANGE % CHANGE

UNIT VS. YA VS. 2YA VS. 3YA
Frozen fruits & vegetables $2.66 +6.3% +8.8% +13.0% _
Frozen corn on the cob S3.82 +5.9% +6.8% +9.4% : \
Frozen fruit $5.51 +7.3%  +11.0%  +13.0% B Rgnd vegetqpicy
have experienced below-
. | inflation in th t
Frozen plain vegetables §1.91 +3.6% +3.5% +7.2% VOISR " (R
year. The price per unit
. . . . across total food and
Frozen potatoes/onions $3.08 +8.8% +9.2% +11.0% beverages has increased
8.7% versus year ago and
Frozen prepared vegetables §2.21 +5.2% +7.6% +14.3% 17.6% versus 2019. The price
per unit for frozen fruit and
vegetables have increased
. 6.3% year-on-year and

Source: IRI, Integrated Fresh, MULO, 52 weeks ending 6/26/2022 vs. YA, 2YA and 3YA 13.0% versus 2019.

—
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Frozen vs. fresh base price per pound comparison

Base price per volume comparison frozen vs. fresh fruits and vegetables. Note: fresh has much greater seasonality in prices

Broccoli Cauliflower Green beans Mixed vegetables Carrots

Frozen: $2.11 Frozen: $2.65 Frozen: $1.94 Frozen: $2.27 Frozen: $1.77

_170 +50 - V) - 0, + V)
Fresh: $2.55 % Fresh: $2.53 % Fresh: $3.24 40% Fresh: $4.54 20% Fresh: $1.40 27%
Corn Blueberries Strawberries Cut pineapples Cut mango
P -
*~' . -~ x
\nia/
Frozen: $1.92 Frozen: $3.86 Frozen: $3.13 Frozen: $3.38 Frozen: $3.58
+5% -309 -179 -299 -379
Fresh: $1.83 ° Fresh: $5.51 30% Fresh: $3.76 % Fresh: S4.72 3% Fresh: $5.65 37%

Source: IRI, Integrated Fresh, MULO, 13 weeks ending 5/15/2022
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339%

Would buy more FF&V if they were
available in convenience stores,
bodegas or other easy in & out stores

e 32% Light consumers
33% Core consumers

33% Middle income
31% High income

Frozen Fruit & Vegetables 2022: Perceptions, Usage and Expectations among U.S. Consumers and SNAP-Eligible Households©

Where does America shop for frozen
fruits & vegetables? Everywhere!

31% SNAP-eligible households

B Significantly over indexes

AFF

ALL CORE

FF&V FF&V
Supermarket/grocery store 81% 84%
Walmart or Target 73% 79%
Costco, Sam’s Club or BlJs 35% 41%
ALDI, Lidl, Dollar General or other value stores 28% 31%
Whole Foods, Sprouts or other specialty/organic stores 16% 17%
CVS, Walgreens, Rite Aid or other drug stores 7% 11%
7-Eleven, Casey’s, Wawa or other convenience stores 5% 9%
Online-only companies 3% 6%
Other (such as bodegas) 1% 1%

AMERICAN
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ncome and age affects where shoppers .
ourchase frozen fruits & vegetables =

ALL SNAP MIDDLE HIGH

FF&V ELIBLE INCOME INCOME GENZ MILL. GENX BOOMERS
Supermarket/grocery store 81% 76% 80% 84% 81% 75% 83% 88%
Supercenter 73% 71% 76% 66% 76% 85% 70% 60%
Club 35% 11% 36% 49% 46% 38% 33% 26%
Limited assortment or value stores 28% 28% 31% 22% 25% 31% 29% 22%
Specialty/organic stores 16% 6% 15% 25% 22% 22% 13% 6%
Drug stores 7% 6% 7% 8% 12% 12% 5% 1%
Convenience stores 5% 3% 5% 5% 10% 7% 4% 1%
Online-only companies 3% 3% 2% 6% 6% 5% 2% 0%
Other (such as bodegas) 1% 1% 1% 1% 0% 1% 1% 1%

M Significantly over indexes M Significantly under indexes
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Frozen fruit & vegetables
e-commerce

Types of information shoppers want to see when ALL CORE
buying FF&V online: FF&V FF&V

Clear picture of the product 62% 68%
Nutritional information 59% 59%
Detailed product description 52% 56%
Number of portions 44% 43%

Shopping routines:
Production attributes (flash frozen, organic, etc.) 43% 48% buy FF&V in-store only

buy FF&YV in-store and online
buy FF&V exclusively online

Source details (country, region, farm, etc.) 38% 46%

Recipes 29% 31%
The likelihood of buying FF&V online mirrors
the typical online shopper profile: urbanites in
major metro areas, younger, higher income
and households with kids

Also-buy suggestions 21% 25%

B Significantly over indexes
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What frozen fruit & vegetable items are purchased?

Share of frozen fruit & vegetable households who buy:

Individual vegetables Mixed vegetables Potato-based items Mixed fruit Individual fruits

A
b 4

63% 53% 44%

69%

Prepared vegetables Entrees w/vegetables Riced/spiralized vegetables Smoothie mixes Yogurt/fruit bites

!f,\)" a1 P 7
. B S

41%

22%
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Pu rChaseS by usage and |ncome On average, FF&V buyers purchase

4-5 different items
* 3.7 Light consumers

Share of frozen FF&V ALL LIGHT CORE SNAP MIDDLE HIGH

households who buy: BUYERS FF&V FF&V ELIBLE  INCOME INCOME j; iﬂ“:jgl-:'i‘i?)';zousehO'ds
Individual vegetables 69% 59%  77%  68% 71% 68% 4.8 Highincome

Mixed vegetables 64%  52% 74%  56% 65% 65% o
Potato-based items 63% 56% 71%  63% 62% 67%

Mixed fruit 53% 41% 57%  41% 54% 54%

Individual fruits 44% 39% 51%  35% 43% 48%

Prepared vegetables 43% 35%  53%  40% 43% 47%

Entrees with vegetables 41% 32%  48%  44% 41% 43%

Spiralized/riced vegetables  30% 26%  36%  21% 30% 34%

Smoothie mixes 24% 18%  27%  12% 22% 28%

Fruit & yogurt bites 22% 15% 28%  13% 22% 25% Share of FF&V households who only

purchase frozen potato-based items, such
as French fries, tater tots or sweet potato
fries

B Significantly under indexes
M Significantly over indexes
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FF&V applications

FF&V usage occasions and ALL LIGHT CORE
applications BUYERS FF&V FF&V
Sides to a main entree 63% 49% 71%
Beverages/smoothies 50% 43% 51%
Pasta/rice dishes 44% 36% 52%
Breakfast foods (omelets, etc.) 42% 32% 48%
i Desserts 39% 36% 40%
- S i ¥ Appetizers 36% 27% 43%
AN : _, = e Casseroles 35% 28% 41%
% ;" ¥ y. 3.5 Applications Soups/stews/chowders 35% 23% 47%
On average, buyers use FF&V for Baked items (pie, cobbler, etc.) 33% 29% 37%
3-4 different applications Sauces 19% 18% 21%
* 2.8 Light consumers
* 4.0 Core consumers Dishes for entertaining/get togethers 19% 11% 26%

* 3.2 SNAP-eligible households _ o
ST dlelincome Compotes/jams/jellies 7% 7% 6%

* 3.7 High income

M Significantly over indexes M Significantly under indexes
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Applications by age and income

FF&V usage occasions and ALL SNAP MIDDLE HIGH
applications BUYERS GENZ MILL. GENX BOOMERS ELIBLE |[INCOME INCOME
Sides to a main entree 63% 57% 55% 66% 75% 65% 64% 63%
Beverages/smoothies 50% 68% 62% 49% 23% 34% 50% 56%
Pasta/rice dishes 44% 46% 46% 43% 41% 41% 44% 46%
Breakfast foods (omelets, etc.) 42% 43% 52% 39% 29% 35% 45% 36%
Desserts 39% 43% 44% 33% 35% 35% 42% 33%
Appetizers 36% 41% 47% 32% 18% 29% 37% 36%
Casseroles 35% 25% 34% 34% 42% 35% 37% 33%
Soups/stews/chowders 35% 34% 32% 37% 37% 34% 36% 33%
Baked items (pie, cobbler, etc.) 33% 34% 42% 29% 23% 26% 36% 30%
Sauces 19% 22% 25% 19% 7% 12% 20% 21%
Dishes for entertaining/get togethers 19% 21% 23% 18% 12% 12% 20% 20%
Compotes/jams/jellies 7% 9% 10% 7% 2% 4% 7% 9%

M Significantly over indexes M Significantly under indexes

Frozen Fruit & Vegetables 2022: Perceptions, Usage and Expectations among U.S. Consumers and SNAP-Eligible Households©
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Frozen fruit & vegetable consumption
P re - p a n d e m | C CO m p a rl S O n ISvlpeeccj:li:Ir:y;c(::]gsalJnr]iqcesr’:‘o(r'SeZ:/I(')m)oppers (46%)

Frozen smoothie mix buyers (43%)

Core consumers (41%)

Middle Atlantic region (38%)

62% Families with kids ages 7-12 (38%)
Urbanites (38%)

Gen Z (37%)

Hispanics/Latinos (37%)

Consumption of FF&V compared with pre-pandemic

22% Frozen entrees with FF&V (36%)

— ] ]
A lot less Somewhat less About the same  Somewhat more A lot more
10% 28%
Below-average variety Above-average variety & applications
Below-average # of applications Narrowing of demographic gaps

Shifts from light 2 medium = core consumers

AMERICAN
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Freezer space i
capacity across
segments and ‘
incomes g AT 8

Jg/

Available freezer SMALL FRIDGE LARGE FRIDGE MULTIPLE LARGE CHEST FREEZER
space at home WITH SMALL WITH FREEZER FRIDGES WITH OR
FREEZER DRAWER OR FREEZER DRAWERS STANDALONE
COMPARTMENT COMPARTMENT OR COMPARTMENTS FREEZER
All 14% 75% 14% 24%
Light consumers 24% 70% 12% 22%
Core consumers 7% 78% 18% 32%
SNAP-eligible 25% 69% 6% 19%
Middle income 12% 77% 13% 22%
High income 10% 76% 22% 32%

M Significantly over indexes M Significantly under indexes
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Greater freezer capacity goes hand in
hand with more FF&V purchases

29% 51%

Of FF&V buyers have expanded Of buyers would buy more
their at-home freezer capacity FF&V if they had the freezer - A
since the start of the pandemic space ' 32% of core FF&V consumers
. have expanded their at-home
« 27% Light consumers « 47% Light consumers freezer capacity since the start
* 32% Core consumers * 54% Core consumers R C. AddIUgly
? . ? o 54% would buy more if they
* 19% SNAP-eligible households * 53% SNAP-eligible households had more available freezer
* 29% Middle income * 51% Middle income space. 53% of SNAP-eligible
* 34% High income * 48% High income consumers would buy more if
they had more freezer space
available.

AMERICAN
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Pick your three main reasons for buying FF&V

B % of top 3 mentions

Ease of preparation
Convenience

Last longer

Taste, quality and nutrition are
assumed factors for both fresh
and frozen fruits and vegetables, Time savings
not differentiators for frozen. Taste
However, nutritional value is a

bigger purchase reason for core
FF&V consumers. Quality

Nutritional value

Price

Variety of options

Shelf life is the 3" most
important reason for buying
FF&V. This goes hand-in-hand
with 83% of buyers agreeing that
FF&V help them prevent food
waste

Product consistency

Frozen Fruit & Vegetables 2022: Perceptions, Usage and Expectations among U.S. Consumers and SNAP-Eligible Households©

Reasons for eating frozen fruits
& vegetables — Top 3

LIGHT CORE SNAP MIDDLE  HIGH
FF&V FF&V ELIBLE INCOME INCOME
47% 46% 48% 47% 50%
45% 46% 54% 48% 47%
34% 46% 39% 49% 42%
38% 29% 38% 32% 30%
27% 23% 24% 26% 25%
24% 25% 26% 22% 24%
20% 21% 19% 20% 17%
16% 19% 15% 18% 18%
13% 21% 15% 16% 15%
9% 8% 4% 9% 13%

B Significantly under indexes

B Significantly over indexes

AFF
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-resh versus frozen. No!
t's fresh and frozen, say consumers

Share of FF&V buyers who also buy fresh produce 80%

No
5%

FF&V hold me over in between
shopping trips when running out
of fresh produce

75% Light consumers

82% Core consumers

78% SNAP-eligible households
81% Middle income

79% High income

93% of SNAP-eligible households buy fresh
produce as well

AMERICAN
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When :reSh’ When frozen frults & Other reasons for using FF&V

by SNAP-eligible households

Vegeta :) | e S ? “When fresh is too expensive”

“For longer shelf-life”

Share of frozen FF&V LIGHT CORE SNAP MIDDLE HIGH
households who agreed: ALL  FF&V FF&V ELIBLE INCOME INCOME [ )
Recipe calls for frozen

Convenience: FF&V when | 63% 57% 66% 65% 63% 64%
need something easy or a mix “Store | can walk to only has
Timing: FF&V when | need 49%  45%  50%  45% 52% 44% frozen”
something quickly

“For it t of "
Availability: FF&V when Irun  49%  46%  51%  45%  48%  52% o o 0 e
out of fresh : :
Specific meal calls for frozen 43% 38%  49%  37% 43% 45%
Always frozen for the
particular type of 42% 30% 50% 42% 41% 43%

fruit/vegetable

M Significantly over indexes M Significantly under indexes
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Interest in health/nutrition claims —|ea|th/n utrltlon Clalms When buylng

when buying FF&V is higher among:
Specialty/organic shoppers (68%) r .
Families with kids ages 0-12 (57%) rozZen fru ITS & Vegeta b | es
Urbanites (56%)
Core FF&V consumers (55%)
Gen Z (54%)

Millennials (54%) Share of frozen FF&V LIGHT CORE SNAP MIDDLE HIGH

| households who look for: ALL  FF&V FF&V ELIBLE INCOME INCOME
.’ , Nutritional value claims 50%  45%  55%  41% 50% 52%
(high/low in...)
| No artificial ingredients 50% 45%  52% 43% 52% 51%
(sweeteners, etc.)
|1» Health benefit claims 42% 4% 43% 33% 43% 43%
| (Immunity, energy...)
| None of these 23%  27%  22%  35% 23% 20%
B Significantly under indexes
B Significantly over indexes
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Share of frozen FF&V CORE SNAP HIGH P rO d u Ct | O n - re | ate d

households who look for: ALL FF&V ELIGIBLE INCOME ) )
Fresh frozer sav s s s claims when buying
No artificial ingredients 43% 44% 39% 41% froze N fru |tS &
Natural 38% 42% 32% 40%

Grown in the USA 37% 37% 35% 35% Vegeta b | €5

Minimally processed 31% 37% 23% 34%

Organic 28% 29% 18% 39% p

Non-GMO 26% 28% 1% 25% — :

Fair trade 10% 12% 7% 11% | |

Low carb (Keto/paleo) 10% 10% 9% 8%

Vegetarian/vegan 9% 9% 6% 10%

Kosher 5% 5% 3% 5%

None of these 14% 13% 21% 16%

B Significantly under indexes
M Significantly over indexes
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—_ . % very important core FF&YV
-resh fruit & vegetable shoppers:

. . . 45% Re-sealable (open/close)
OaCkagl ng I n novatIO ’]S 37% Package size variety
34% Microwave-ready
33% Environmentally-friendly

Share of frozen FF&V NOT SOMEWHAT VERY 18% Recipes and meal ideas
households: IMPORTANT [IMPORTANT IMPORTANT : T
Have re-sealable L
_ 11% 45% 44%
(open/close) packaging
Have different pack size/
_ 12% 52% 35%
amount options
Have microwave-ready
_ 24% 47% 30%
(steam) packaging
Have environmentally-friendly
. 22% 51% 28%
packaging
Have recipes and meal ideas
47% 38% 16%

on the package
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Prompting trial with frozen
ruit & vegetables

Share of household that can be prompted ALL CORE SNAP
to try new FF&V through: BUYERS FF&V  ELIGIBLE
Good price/promotion 70% 71% 80%
Health benefits 44% 48% 37%
A new item from a familiar brand 42% 46% 42%
Looking for new FF&V you haven’t had before: Recipe/serving ideas 379% 379% 38%
NV Recommendation from friends/family/social network  35% 38% 32%
Rarely Sampling/cooking demonstration 27% 25% 23%
Occasionally Attractive packaging 26% 32% 16%
Frequently New called out on the package or shelf 18% 14% 17%
On-pack callouts/claims (high protein, low fat) 14% 16% 10%
Occasionally + frequently: Food blogs, podcasts, articles, etc. 13% 14% 7%
Light FF&V consumers None of these 29% 29% 39

Core FF&V consumers

M Significantly over indexes M Significantly under indexes
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-rozen fruit & vegetables
orand preferences

Typical brand preference when buying FF&V

lustaliybuy = National/manufacturer brand
national 19% Light consumers

(manufactur
et brand 18% Core consumers

items IR YCINRVSCIEIISICIVNS IO \\/hat if your preferred FF&V brand is out-of-stock?
18% 16% Middle income
| buy a mix | el B 26% High income Buy a different brand of the intended FF&V
56% store-brand Buy the same brand but a different FF&V

Go to another store to buy it
Skip the purchase altogether

items
27%

Buy a different brand:
Light FF&V consumers
Core FF&V consumers
SNAP-eligible households
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Frozen fruit & vegetable brand performance

% % % % % %
S CHANGE CHANGE UNIT CHANGE CHANGE VOLUME CHANGE CHANGE
SALES VS.YA VS, 2YA SALES VS.YA VS, 2YA SALES VS.YA VS, 2YA

Frozen fruits &

$7.1B +0.4% +3.3% 2.7B -6.1% -5.4% 3.9B -5.4% -5.7%
vegetables
National brand S3.7B -0.4% +2.7% 1.2B -8.8% -8.0% S1.8B -8.0% -6.6%
Store brand S3.4B +1.3% +4.0% 1.5B -3.6% -3.1% S2.1B -3.1% -4.9%

me M Both store and national brands show dollar gains, but unit

2 and volume pressure in the latest 52 weeks compared with
one year and two years ago. The store-brand performance
- is slightly stronger across all measures, but national brands
are the larger seller.

y & -.__': - i T
W " & i "

Source: IRI, Integrated Fresh, 52 weeks ending 6/26/2022
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-rozen fruits & vegetables —
market conditions

Production and supply of this item have been Encountering out-of-stocks when trying to buy FF&V

significantly impacted. 549%
0

You may notice limited variety and quantities
as we work with our supplier partners to
resolve this issue as quickly as possible.

Thank you for your understanding and we 31%
apologize for the inconvenience. :

12%
|
None Some Frequent On virtually every trip

} .

e Supermarkets: 30% Supermarkets: 12%
* Supercenter: 29% Supercenter: 13%
e Club: 33% Club: 12%
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Frozen fruits & vegetables — crystal ball

FF&V buying predictions for the next few months Expect to purchase Somewhat A lot
73% more more more

All 12% 4%

Light consumers 7% 1%

Medium consumers 10% 2%

Core consumers 18% 9%

. 12%
. 8% 4% SNAP-eligible 10% 3%
L k
Middle income 11% 4%
A lot less Somewhat less About the same Somewhat more A lot more
l l High income
11% 16%
Buy below-average variety Above-average variety & applications
Below-average # of applications Planned and backup
Saving money
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Key ta keaways — TotaI U S

FF&V have high household penetration,
@ which means growth needs to come
from buying a greater variety and
buying more often

Greater availability would drive more
FF&V spending for 33% of current
buyers. Indeed, core consumers buy
in a wider range of channels

It is not frozen versus fresh, but
frozen and fresh. Core consumers are
just as likely to mix and match the
two as light consumers

Core consumers, using FF&V every few
days or daily, are 30% of the total. Their
usage provides a blueprint to grow use
among light and medium consumers

& Core consumers buy a greater variety &
| of FF&V items and use them in a

wider set of applications

Core FF&V consumers are much more

likely to look for new items, especially |

from familiar brands, featuring health
benefits and in attractive packaging

Frozen Fruit & Vegetables 2022: Perceptions, Usage and Expectations among U.S. Consumers and SNAP-Eligible Households©

Consumers meal plan W|th FF&V and
use them as a backup. They help save
money and waste while allowing
consumers to integrate more fruit and
vegetables in their diets

Freezer capacity is a limitation to
purchasing more and freezer capacity
directly correlates to usage. Package
optimization is a must

Growth predictions show most
growth will come from current core
consumers, complemented with
medium users

AMERICAN
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Key ta keaways — SNAP-EIlgl ble Households
et it - MR T TR SRE . ~ o, Do o s il T
: SNAP-eI|g|bIe households make Iess SNAP eligible households are more g Of SNAP—eIigible households 8 in 10
than $28,000 a year. They are over- I|kely to be light consumers and are  E& agree FF&V make it easier to eat |

represented by female head-of- " less likely to plan meals with frozen in §f more fruit & vegetables, prevent food |

1 households and Iiving in the South S mind f,__ waste and help save money .

,h AL s N T e T o i e I kY BT -, T

SNAP -eligible households who buy | FF&V complement fresh produce 54% of SNAP ellglble consumers

| FF&V perceive them as convenient, ' purchases among SNAP-eligible ,, would buy more FF&V if they had

easy to prepare and a way to prevent _,5. ' households. They buy fewer FF&V more freezer space or if they were

s ? waste but use FF&V across fewer L varieties and are equally likely to sold more in more convenient places
(31%) such as c-stores and bodegas

%v" i applications e, purchase potato based items
| Priceis an over5|zed purchase driver
,‘ among SNAP-eligible households as

-&:-

e,
Jq
l

=P & LLINE Y

i 4t ; T T Q‘ T s TN

; 13% of SNAP el|g|ble households

i‘ﬁn Ll ,m _L ¥ g 2 ;.r -

=+ SNAP- el|g|ble households are much
less interested in organic, non-GMO
. L and natural, but equally likely to

1. general population - value “grown in the USA”

A e — - — - _ _
B M A T N
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Appendix

Data tables
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Fresh and frozen: pizza toppings

When buying a frozen pizza, do

you add any fresh toppings? If yes, what toppings?

75% Extra cheese

58% Extra meat

46% Peppers

46% Onions

42% Mushrooms

30% Basil or other herbs

10% Don’t buy at all
26% Don’t add extra toppings
63% Sometimes/always

add extra toppings

Other: Olives, pineapple, artichoke
hearts, fruit, tomatoes, dates,
spinach, shallots, pesto, etc.
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