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VALUE DIMENSIONS BEYOND PRICE (e

Quality reflects the primacy of personal food standards
and eating aspirations (e.g., freshness, health and
nutrition, ethics)

Relevance Relevance refers to deliberations about needs versus
wants, necessity versus indulgence, alignment with of U.S. shoppers

. household preferences, utility, and potential for waste 85% place a high priority

on getting good
value

Experience captures the importance of dimensions such
as pleasure, novelty, variety, and discovery

Experience Convenience

Convenience embodies not only traditional criteria such
as speed, ease, and accessibility but also contemporary
expectations around engagement, flexibility, experience,
and relevance

FROZENiQ
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I choose to shop at stores that prioritize sustainability

Gen/

Millennial

GenX 29%

Boomer 14%

Source: FMI, Sustainability in the Food Industry 2023 EHRQ%ENE:S



When you choose specific products to buy how important are the following to you?

@ B
I 3

Produced in an ethical, socially conscious, [ 50,
humane vy |

Produced in an environmentally sustainable way

M Name Brand
B store Brand

Source: FMI, Power of Private Brands 2022: What Makes Private Brands Powerful to Shoppers
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Sustainability is Directly Tied to Transparency

information on sustainable packaging (recyclable, compostable, etc,) 771%
information on sustainability practices that benefit the environment 74%
value-based information such as fair trade, or labor practices 74%
value-based information such as animal welfare 14%
14%

Information on sustainability practices that impact the environment
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DOES YOUR COMPANY HAVE
QUANTIFIED GOALS AND IMPLEMENTATION

What Do TIME FRAMES FOR

S usta I na b I I Ity Food waste reduction
& Energy use reduction
Transparency Responsible sourcing
Look Like in Package waste reduction

ACt | on ? Carbon emissions reduction
Water use

Animal welfare

Source: FMI, The Food Retailing Industry Speaks 2023

RETAILERS

65%
82%
70%
17%
86%
86%
48%
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And Now...
A Deeper Dive
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