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The consumer view of frozen food has a
direct relationship to category success.
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PRIMARY SECONDARY

Plethora of Research




PRIMARY

Closer Look at Primary Research




Methodology

Qualitative — May 2023 Quantitative — June 2023
* Focus groups with two groups of Policy Insiders and * Online survey of n=850 General Population Consumers
two groups of General Population Consumers. and n=150 Opinion Elites.

General
Total Sample Population Opinion Elites
Consumers
n=1000 n=850 n=150
MOE: +/- 3.1% MOE: +/- 3.36% MOE: +/- 8%

FROZEN i



Frozen is Perceived as Convenient and Cheap;

Fresh is Perceived as Better to Eat.

- Fresh Food =

Has a longer shelf life
More convenient
More affordable

Easier to prepare

Makes portion control
easier

Better for increasing
national food equity

Better for the
environment

Better for public health
Better tasting

More nutritious

» Frozen Food |
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Consumers

For Consumers: Messages Must Address the Need to Keep

Costs Down, and the Desire for Healthy, Quality Food

Messages

How does this statement affect your
attitude about buying frozen foods in

the future?

% who say “much more likely”

Consumers
(n=850)

Target Audience
30-49, Very Likely to Buy
Frozen
(n=267)

Conscious
Consumers

Always or most of the
time making a conscious

effort to reduce their
environmental impact
(n=487)

Peak Freshness Year-Round 36% 44% 43%
Natural Freezing 32% 46% 39%
Nutrition 32% 45% 39%
Food Waste (Financial) 31% 43% 40%
Affordability 31% 40% 36%
Food Waste (Environment) 30% 42% 40%
Ease of Preparation 29% 37% 35%
Access 28% 42% 35%
Convenience 26% 32% 30%
Labels 24% 37% 30%
Portion Control 24% 33% 32%

* Green shading signifies the top two messages.
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Opinion Elites

Opinion Elites

Messages

Opinion Elites: How would this statement impact your likelihood to support (9] p| nion Elites
frozen food as a part of federal food assistance programs or dietary guidance =150
in the United States going forward? (n=150)

% who say “much more likely” a re FOC u Se d O n

e - Frozen Food’s

Food Waste (Environment) 46% o
Affordability 45% H Igh-le\IEI
Peak Freshness Year-Round 42% Societa I I m pa cts
Food Waste (Financial) 41%
Access 40% - Particularly its
Natural Freezing 39%
. ° Health and
Ease of Preparation 37%
Labels 0% Environmental
Food Equity 35%
Portion Control 32% Be n Efl tS °
Convenience 25%

* Green shading signifies the top two messages, while red shading signifies the bottom two messages. F R O Z E N i%‘;



Nutrition and Environmental Impact Perceptions Show the
Most Significant Improvements.

@ Nutritional value @ Affordability @® Ease of preparation Convenience (access, storage, usability, etc.) @ Portion control
® Shelf life @ Environmental impact @ Taste

Pre-Messaging Post-Messaging Post-Proof Points Post-Opposition Messaging
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Consumers View Health and Industry Professionals as Highly Credible
Opinion Elites View Health Professionals and Advocacy Groups as Authorities

0 Consumers (n=850) [ Opinion Elites (n=150)

Health Farmers/food Frozen food Scientists Consumer Government Friends, Government Environmental Social media
professionals producers industry advocacy groups  health agencies  neighbors, or agricultural organizations influencers
professionals/orgs (e.g. Food Policy family members agencies
Institute)
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SECONDARY

Closer Look at Secondary Research




Three in Four Say They Consider if Food is Processed

Consideration of Processed Foods

HHLD Inc. <$35K
21% HHLD Inc. $35K-$74K
HHLD Inc. $75K+

No, | don't consider it

I'm not sure what is considered a 29 White
processed food Hispanic
Black/African American

Q7 When shopping for foods and beverages, do you consider whether the food is processed before purchasing that product? (n=1,022)

Yes, and | try to avoid prooissoid - — -
noas Millennial
Gen X
Yes, and | sometimes avoid _ — ﬁ Boomer
processed foods Hos Kds <18 |
No Kids <18
Yes, but | don't avoid promfaosizc; - - <Gotege Degree
College Degree+

“Yes” by Subgroups

Total |EEEEE——— 76%

|
||
!
|

71%
1%

Y 81%
75%

" 81%
75%

71%
T 87%

66%
| 78%
I 84%

75%
76%
" 81%

Food 'O'

Information

Council

2023 Food and Health Survey International Food Information Council
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Price is Significantly More Important Today

Purchase Drivers Over Time
(% 4-5 Impact out of 5)

0%
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Note: Prior to 2019, "Environmental Sustainability" was addressed as “Sustainability”

Tastef
Pricet

Healthfulness
Convenlence®

Environmental
Sustalnabllity*

[TREND] Q6 How much of an impact do the following have on your decision to buy foods and beverages? SUMMARY: TOP 2 (Great Impact/Somewhat of an Impact);

2023 Food and Health Survey International Food Information Council
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Nearly One in Five are Buying More Frozen Meat or Seafood

2023 Shopper Trends, FMI

I look for more deals
I buy only when on sale/deal

[ buy fewer items

I don't buy as much FRESH meat or seafood
I buy more FROZEN meat or seafood

I don'tbuyas much fresh produce

[ don't buy organic

[ buy more CANNED meat or seafood

[ buy in bulk

I buy more in person

I buy more online

I changed where I shop for food

I buy more store brands
I changed brands I buy

I use store loyalty programs more
I go shopping less often
I don't do anything differently

52% &
I 31

N 32%
N 18%
B 150 @
N 14%
Bl 13%

M 9% @

N 23%
N 21%
B 2% @
B 10%0 @

N 41%
R 22%

S 30%
I 241
B 6%

Over-index (120) by Cohort Gen Z @ Millennial @ Gen X €)Boomers
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RDNSs are Most Trusted Source of Nutrition
Information

*Revised text vs. 2018

Trust Sources of Information on Foods to Eat/Avoid
(% 4-5 Trust out of 5)

Conversation with Registered Dietitian Nutritionist
Conversation with personal healthcare professional

Conversation with wellness counselor or health coach

Reading a scientific study

Government Agency (USDA, EPA, FDA, or CDC)
Health-focused website

Conversation with fitness professional

Chef or culinary professional

Fitness, diet or nutrition mobile app

Friend or family member

Doctor or nutritionist on TV or via social media
News article or headline, or news on TV

A food company or manufacturer

Social media influencers or bloggers*

. 66
I 6%
I 56%
I 5 1%
I, 50% T
. 49% 1
., 45%
I 45% T
I 42% 1t
I 41% T
I 2%
I 5% 1
I 1% T

I 28%

International

Food

Information

Coungil

(@]
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Closer Look at Professional Insights




Professional Insights

Positive

&

% e

Consumers and policy influencers see health professionals as credible messengers for frozen
foods.

Policy influencers find the food waste/environmental impact of frozen foods to be
compelling.

Consumers and policy influencers are moved by proof points explaining the freezing process
and quantifying frozen food’s waste-saving potential.

Policy influencers are consumers too, and they will be influenced by credible messages.
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Professional Insights

Negative

w Negative perceptions about taste and nutrition eclipse AND are fueled by
price and convenience benefits of frozen foods.

The ultra-processed narrative is resonating negatively with consumers and
policy influencers.
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Ultra-

Processed
Food
Movement

N 12.17.2021 k 1 T T HOW ULTRA-PROCESSIED FOODS COULD BE HARMING YOUR HEART
ewswee = ULTRA D FAST,EOODMSREADY{MEALS

! Risk of
ROCESSE LIVEI3EiAG high

blood pressure

FOOD

ND _ * I Risk of hea
How Harmful are : i GEREALES aita%c’_._“or Stroke

ULTRA-PROCESSED Food J £ .

to your HEALTH SYSTEM?

Brittany T. Hurd




Greatest
Current
Challenge:

Perceived Poor
Quality of
Frozen Foods

The biggest drawbacks to frozen foods are seen as poor nutritional value

and too processed

* Poor taste and high in sodium are listed as other key drawbacks.

DC elites are divided on
the nutritional value of
foods, which Is top of
mind for many. While
23% immediately cite
good nutritional value as
a benefit of frozen foods
(see previous slide), 28%
immediately cite poor
nutritional value as a key
drawback.

Top Drawbacks Associated with Purchasing and
Eating Frozen Foods
[OPEN END]

23% 21%
TR
. ] I

Poor nutritional

Food is too Poor taste High in sodium Mot fresh
processed /
artificial ingredients

’ |E-|'4-||m|::||ug: ﬁF : Q11: What do you belleve are the key drawbacks to purchasing and eating frozen foods?

“It s often over-
processed, it can lose
taste and nutrition, and it
often has fngredifents [ try
to avoid”

T~

“They do not taste as
goodas fresh foods
and may lose some
of their nutritional
value."

T~



How Do We Leverage
These Insights?

FROZEN i



AFFI Evolution

New Imperatives

b

w

TELL OUR STORY BETTER USE CREDIBLE PROOF ENGAGE RELEVANT
POINTS STORYTELLERS
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TELLING OUR STORY BETTER




Words Matter:
Shift the Narrative Related to Frozen Foods

Frozen
Vv
Not Frozen

Frozen
Vv
Fresh
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Strategic Messaging Pillars

Policy Influencers

Accessibility (Food

“ “E frui bl “Today's technical “Frozen foods cost less and
Frozen foods offer an TerA= L, vegedta esl,< advancements allow foods have a longer shelf-life than
excellent sensory, textural entrees, proteins and snacks to be frozen at the peak of refrigerated or fresh foods,

Frozen Food is Quality Food

and flavorful experience...as are nutritious ...as nutritious as freshness, using technology meaning less opportunity for

rmn

good as ‘not frozen’. not frozen’. o ok () e e e Ao 2

Supporting Evidence:
Develop technical paper to
explain in simple terms
“freezing at the peak of
freshness.”

Supporting Evidence:
Document the quality of
frozen foods: sensory
experience, taste, texture,
flavor

Supporting Evidence:
Leverage existing research
and measure cost savings of
reduced food waste.

Supporting Evidence:

Document the nutrition story for
frozen fruits, vegetables,
entrees, proteins, and snacks
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USING CREDIBLE PROOF POINTS



Leverage Credible Science

New documented research on
w the quality of frozen foods:
sensory experience, taste,

texture, flavor

New technical paper to explain
in simple terms “freezing at the
peak of freshness”

New and existing documented
research on the nutrition story
for frozen fruits, vegetables,
entrees, proteins, and snacks

Existing research and measure
cost savings of reduced food
waste.
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ENGAGING RELEVANT
STORYTELLERS



Audiences

Registered
Dietitian

Nutritionists

(With national media
platforms and engaged in
food policy)

Policy

influencers
and makers

AFFI members
and Cold Chain
Partners,

T EENE S
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Strategic Approach

Tell a new/newsworthy story... about QUALITY

Support the new story with strong evidence - flavor, texture,
nutrition and freshness science

Target new audiences who are motivated to amplify our
quality story

Surround policy makers with positive consumer messaging.
Lean into food waste with Congress/regulatory agencies.




Reality Check




Affecting Change: A Long Journey

Awareness Behavior
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