eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee

The State of the US
Economy

Implications for Frozen Foods

Dr. Leo Feler

Numera tor, Chief Economist




Advancing the Power of Frozen for Manufacturers and Retailers

Numerator
Primer

N Numerator



A modern consumer panel
with higher engagement

N @® Gamified app experience

Nl ® .
@ Redeem Coins!

Connect accounts, earn bonuses

Passive, permissioned digital
data collection

nnnnnnn

One snap receipt upload

@

HHHHHH
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1M+ active panelists
150K longitudinal panel (as of March ‘23)

200M purchases in 2022
13x more trips than legacy providers

Club, Convenience, eComm, Instacart,
DoorDash, Dollar, Restaurants, and more

eComm, B&M, and other data all from the
same panelists

Benchmarked against multiple data sources
to ensure accuracy

Advancing the Power of Frozen for Manufacturers and Retailers



How can Consumers share their data with Numerator?

’ Upload trips via paper receipts
13M+ trips* captured monthly (Jan 2024)
»  Accept receipts from almost any store/retailer/restaurant

@ :
6 =xm

Featured

Link Amazon, Upload a paper
earn more! receipt

Bonus Rewards (3)

Januar y 22, 2022

N Numerator
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How can Consumers share their data with Numerator?

6 Linking a loyalty or online shopping account

«  8.3M trips captured monthly (Jan 2024)

* 646K users with 1+ account linked (April 2024)
® 7-Eeven | « 45+ retailers supported (US)

@ ACME Markets

e Albertsons.com

@ Baker's
o Chewy.com

@ City Market

N Numerator
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How can Consumers share their data with Numerator?

1159

< Home Add Account

Online Receipts Accounts

© Email S

How it works

More account types coming soon.

,’;? e Upload e-receipts from email

« 791K trips captured monthly (Jan 2024)
« 402K users connected (April 2024)
»  Support for Gmail, Yahoo, Outlook

N Numerator
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How can Consumers share their data with Numerator?

our account up to date. Tell us a bit about
our household so we can offer better rewards in the

What is the highest level of education you
have completed?

Less than high school

High School/GED

Some College or University
Trade/Technical Degree

2 year College Degree

4 year College Degree

Some Graduate School

Master's Degree/PhD

° Complete MicroSurveys prompted after a receipt upload
 Panelists are prompted to share their core demographic
attributes upon account setup and updated on a rolling 12
month basis

Advancing the Power of Frozen for Manufacturers and Retailers
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Here’s a snapshot of what the data looks once we process it

USER ID

BANNER_ID

BASKET_ID

ITEM_ID

ITEM_DESC

PARENTBRAND

MAJORCAT

DATE

AMOUNT

Packaged Portable Sweet

9015349 kroger 1917094895 105705|Little Debbie Snacks Iced Honey Bun, 4.02 oz Little Debbie Snacks 5/27/2024 $1.67
9015349 kroger 1917094895 41147491|KLGS SPC K PST CRS CRL BAR STRW 12 CT 003800016778 Kellogg's Special K|Nutrition and Wholesome Bars | 5/27/2024 $2.50
9015349 kroger 1917094895 1309689|kroger brand vegetable oil Private Label Oil & Shortening 5/27/2024 $10.29
9015349 kroger 1917094895 107552|0re-Ida Golden Crinkles French Fried Potatoes Ore-lda Frozen Potato Snacks 5/27/2024 $4.99
9015349 kroger 1917094895 791487539 KROGER GREEN APPLE CHERRY SOFT & CHEWY ROPES CANDY Private Label Non-Seasonal Candy 5/27/2024 $1.79
On The Border Salsa Natural Mexican Grill & Cntn Medium 1 Ct 16 Oz -
9015349 kroger 1917094895 1234772|078113870016 On The Border Dips 5/27/2024 $2.99
9015349 kroger 1917094895 4089822 WONDER CLASSIC WHITE ROUND TOP 200Z Wonder Packaged Bread 5/27/2024 $2.99
9015349 kroger 1917094895 794500061 KROGERA® VANILLA INSTANT PUDDING & PIE FILLING Private Label Baking Mixes 5/27/2024 $1.49
9015349 kroger 1917094895 26943649 0n The Border CafAfA® Style Tortilla Chips - 110z On The Border Chips 5/27/2024 $2.99
DREYERS EDYS GRAND FROZEN CHOC PNUT BUTTER CUP ICE CREAM
7263769 dollar_general | 1915979832 1901789 REGULAR FAT CONTENT 48 OZ - 0041548024974 Dreyer's/Edy's Ice Cream & Novelties 5/26/2024 $4.50
7263769 dollar_general | 1915979832 26743420 STORECV WHOLEDISCOUNTGALLON MI Private Label Milk, Cream, & Milk Substitutes | 5/26/2024 $7.50
7263769 dollar_general | 1915979832 791136490ZEP PRO STRENGTH DRAIN OPENER 64 FL OZ Zep Drain & Septic Care 5/26/2024 $5.00
9929390 walmart 1916098475 62488|Dr Pepper Reg Pepper Soda Regular Plastic Bottle 1 Ct 20 Oz Dr Pepper Soft Drinks 5/26/2024 $2.28
9929390\walmart 1916098475 25029504 Pizza Rolls Totinos Frozen Appetizers 5/26/2024 $12.34
8423142|costco 1915835411 22886523|FRESH ATLANTIC SALMON Private Label Fish 5/25/2024 $35.72
8423142|costco 1915835411 53329100|ECOS 225 0Z/225 LOADS HE Ecos Laundry Detergent 5/25/2024 $14.99
8423142|costco 1915835411 65774606\WHOLE FARMED WHITE SHRIMP Northern Chef Frozen Seafood 5/25/2024 $21.99
8423142|costco 1915835411 22893892 TOP SIRLOIN Private Label Beef 5/25/2024 $37.04
Strawberry Watermelon Liquid Water Enhancer Drops - 1.62 fl oz - Market
6408297 targetcom 1915896316| 783390305Pantry&#8482; Private Label Drinks & Mixes 5/25/2024 $2.29
RASPBERRY LEMONADE LIQUID WATER ENHANCER DROPS - 1.62 FL OZ -
6408297targetcom 1915896316| 783290155MARKET PANTRYA,,¢ Private Label Drinks & Mixes 5/25/2024 $2.29
6408297targetcom 1915896316| 27216452 Pillsbury Toaster Strudel Strawberry Toaster Pastry Pastry Filled Frozen 11.7 Oz Pillsbury Frozen Breakfast Food 5/25/2024 $2.99
6408297|targetcom 1915896316 20265/0M BACON TURKEY Oscar Mayer Bacon 5/25/2024 $4.69
6408297|targetcom 1915896316 12466|Kelloggs Eggo Minis Regular Pancake Breakfast Entree Round Frozen 14.1 0z |Kellogg's Eggo Frozen Breakfast Food 5/25/2024 $3.49
6408297|targetcom 1915896316/ 26865937|Strawberries, 1 lb. Fruit Fruits 5/25/2024 $2.79

o for Manufacturers and Retailers

Advancing the Power of Frozen ft



N Numerator

Here’s a snapshot of what the data looks once we process it

USERID BANNER_ID

BASKET_ID

ITEM_ID

ITEM_DESC

PARENTBRAND

MAJORCAT

DATE

AMOUNT

Packaged Portable Sweet

9015349 ((eSLe]1 1917094895 105705|Little Debbie Snacks Iced Honey Bun, 4.02 oz Little Debbie Snacks 5/27/2024 $1.67
9015349 ((e]:L:1s 1917094895 41147491|KLGS SPC K PST CRS CRL BAR STRW 12 CT 003800016778 Kellogg's Special K|Nutrition and Wholesome Bars | 5/27/2024 $2.50
9015349 (oS {=]8 1917094895 1309689|kroger brand vegetable oil Private Label Oil & Shortening 5/27/2024 $10.29
9015349 (el Le]1 1917094895 107552|0re-Ida Golden Crinkles French Fried Potatoes Ore-lda Frozen Potato Snacks 5/27/2024 $4.99
9015349 4qelLe]8 1917094895 791487539 KROGER GREEN APPLE CHERRY SOFT & CHEWY ROPES CANDY Private Label Non-Seasonal Candy 5/27/2024 $1.79
On The Border Salsa Natural Mexican Grill & Cntn Medium 1 Ct 16 Oz -
9015349 4qeSLe]1 1917094895 1234772|078113870016 OnThe Border Dips 5/27/2024 $2.99
9015349 (e]:L:1s 1917094895 4089822 WONDER CLASSIC WHITE ROUND TOP 200Z Wonder Packaged Bread 5/27/2024 $2.99
9015349 (e]:L:1s 1917094895 794500061 KROGERA® VANILLA INSTANT PUDDING & PIE FILLING Private Label Baking Mixes 5/27/2024 $1.49
9015349 ({eSLe]1 1917094895 26943649 0n The Border CafAfA®© Style Tortilla Chips - 110z OnThe Border Chips 5/27/2024 $2.99
DREYERS EDYS GRAND FROZEN CHOC PNUT BUTTER CUP ICE CREAM
ypiseyfseldollar_general | 1915979832 1901789 REGULAR FAT CONTENT 48 OZ - 0041548024974 Dreyer's/Edy's Ice Cream & Novelties 5/26/2024 $4.50
ypiseylseldollar_general | 1915979832 26743420 STORECV WHOLEDISCOUNTGALLON MI Private Label Milk, Cream, & Milk Substitutes | 5/26/2024 $7.50
ypiseylseldollar_general | 1915979832 791136490ZEP PRO STRENGTH DRAIN OPENER 64 FL OZ Zep Drain & Septic Care 5/26/2024 $5.00
walmart 1916098475 62488|Dr Pepper Reg Pepper Soda Regular Plastic Bottle 1 Ct 20 Oz Dr Pepper Soft Drinks 5/26/2024 $2.28
walmart 1916098475 25029504 Pizza Rolls Totinos Frozen Appetizers 5/26/2024 $12.34
8423142 [el1(els) 1915835411 22886523|FRESH ATLANTIC SALMON Private Label Fish 5/25/2024 $35.72
8423142 [el1(els) 1915835411 53329100|ECOS 225 0Z/225 LOADS HE Ecos Laundry Detergent 5/25/2024 $14.99
8423142 [el)(els) 1915835411 65774606\WHOLE FARMED WHITE SHRIMP Northern Chef Frozen Seafood 5/25/2024 $21.99
8423142 [ely(els) 1915835411 22893892 TOP SIRLOIN Private Label Beef 5/25/2024 $37.04
Strawberry Watermelon Liquid Water Enhancer Drops - 1.62 fl oz - Market
targetcom 1915896316| 783390305Pantry&#8482; Private Label Drinks & Mixes 5/25/2024 $2.29
RASPBERRY LEMONADE LIQUID WATER ENHANCER DROPS - 1.62 FL OZ -
targetcom 1915896316/ 783290155MARKET PANTRYA,,¢ Private Label Drinks & Mixes 5/25/2024 $2.29
targetcom 1915896316| 27216452 Pillsbury Toaster Strudel Strawberry Toaster Pastry Pastry Filled Frozen 11.7 Oz Pillsbury Frozen Breakfast Food 5/25/2024 $2.99
targetcom 1915896316 20265/0M BACON TURKEY Oscar Mayer Bacon 5/25/2024 $4.69
targetcom 1915896316 12466|Kelloggs Eggo Minis Regular Pancake Breakfast Entree Round Frozen 14.1 0z |Kellogg's Eggo Frozen Breakfast Food 5/25/2024 $3.49
targetcom 1915896316] 26865937|Strawberries, 1 lb. Fruit Fruits 5/25/2024 $2.79

o for Manufacturers and Retailers
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Here’s a snapshot of what the data looks once we process it

MARITAL HH HAS POSTAL
STATUS SIZE CHILDREN CODE STATE

9015349 Millennials [1982-1995] Black or African American Graduate Degree Employed Full-Time $125k + Never married 2Yes 72227 Arkansas

USER_ID GENERATION ETHNICITY EDUCATION EMPLOYMENT INCOME

7263769 Boomers+ [< 1965] White/Caucasian Trade/TechnicalDegree  Disabled $20k-40k Married 2No 74021 Oklahoma

8423142 Millennials [1982-1995] White/Caucasian Some College or university Employed Full-Time $60k-80k Living with partner 98042 Washington

N Numerator
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Here’s a snapshot of what the data looks once we process it

N Numerator
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USERID BANNER_ID BASKET_ ID  ITEM_ID ITEM_DESC PARENTBRAND  MAJORCAT DATE AMOUNT
Packaged Portable Sweet
9015349 kroger 1917094895 105705|Little Debbie Snacks Iced Honey Bun, 4.02 oz Little Debbie Snacks 5/27/2024 $1.67
9015349 kroger ICAVACEEC] 41147491 KLGS SPC K PST CRS CRL BAR STRW 12 CT 003800016778 Kellogg's Special K|Nutrition and Wholesome Bars  RIPFIPAPL! $2.50
9015349 kroger 1917094895 1309689 kroger brand vegetable oil Private Label Oil & Shortening 5/27/2024 $10.29
9015349 kroger 1917094895 107552|0Ore-lda Golden Crinkles French Fried Potatoes Ore-lda Frozen Potato Snacks 5/27/2024 $4.99
9015349 kroger gckQlerEcl)  791487539KROGER GREEN APPLE CHERRY SOFT & CHEWY ROPES CANDY Private Label Non-Seasonal Candy 5/27/2024 $1.79
On The Border Salsa Natural Mexican Grill & Cntn Medium 1 Ct 16 Oz -
9015349 kroger 1917094895 1234772/078113870016 On The Border Dips 5/27/2024 $2.99
9015349 kroger 1917094895 4089822\WONDER CLASSIC WHITE ROUND TOP 200Z Wonder Packaged Bread 5/27/2024 $2.99
9015349 kroger CEWAIYEEE 794500061 KROGERA® VANILLA INSTANT PUDDING & PIE FILLING Private Label Baking Mixes 5/27/2024 $1.49
9015349 kroger SERVORYELY 26943649 0n The Border CafAfA®© Style Tortilla Chips - 110z OnThe Border Chips 5/27/2024 $2.99
DREYERS EDYS GRAND FROZEN CHOC PNUT BUTTER CUP ICE CREAM
7263769 dollar_general 1915979832 1901789 REGULAR FAT CONTENT 48 OZ - 0041548024974 Dreyer's/Edy's Ice Cream & Novelties 5/26/2024 $4.50
LTSN BT E I IS EpClsiey) 26743420 STORECY WHOLEDISCOUNTGALLON MI Private Label Milk, Cream, & Milk Substitutes RsyPATA022 $7.50
LYo O BTG E MRk isTepAelsiey)  791136490ZEP PRO STRENGTH DRAIN OPENER 64 FL OZ Zep Drain & Septic Care 5/26/2024 $5.00
62488 Dr Pepper Reg Pepper Soda Regular Plastic Bottle 1 Ct 20 Oz Dr Pepper Soft Drinks $2.28
25029504 Pizza Rolls Totinos Frozen Appetizers $12.34
8423142 costco BRIV NRN 22886523 FRESH ATLANTIC SALMON Private Label Fish 5/25/2024 $35.72
8423142 costco CKBRRIZ NN 53329100 ECOS 225 0Z/225 LOADS HE Ecos Laundry Detergent 5/25/2024 $14.99
8423142 costco CKERRIY AR  65774606\WHOLE FARMED WHITE SHRIMP Northern Chef Frozen Seafood 5/25/2024 $21.99
8423142 costco CKBRRIY AR 22893892 TOP SIRLOIN Private Label Beef 5/25/2024 $37.04
Strawberry Watermelon Liquid Water Enhancer Drops - 1.62 fl 0z - Market
783390305 Pantry&#8482; Private Label Drinks & Mixes $2.29
RASPBERRY LEMONADE LIQUID WATER ENHANCER DROPS - 1.62 FL OZ -
783290155MARKET PANTRYA,,¢ Private Label Drinks & Mixes $2.29
27216452 Pillsbury Toaster Strudel Strawberry Toaster Pastry Pastry Filled Frozen 11.7 Oz |Pillsbury Frozen Breakfast Food $2.99
20265/0M BACON TURKEY Oscar Mayer Bacon $4.69
12466|Kelloggs Eggo Minis Regular Pancake Breakfast Entree Round Frozen 14.1 0z |Kellogg's Eggo Frozen Breakfast Food $3.49
26865937|Strawberries, 1 lb. Fruit Fruits $2.79
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Here’s a snapshot of what the data looks once we process it

USER ID

BANNER_ID

BASKET_ID

ITEM_ID

ITEM_DESC

PARENTBRAND

MAJORCAT

DATE

AMOUNT

Packaged Portable Sweet

9015349 kroger 1917094895 105705|Little Debbie Snacks Iced Honey Bun, 4.02 oz Little Debbie Snacks 5/27/2024 $1.67
9015349 kroger 1917094895 41147491|KLGS SPC K PST CRS CRL BAR STRW 12 CT 003800016778 Kellogg's Special K|Nutrition and Wholesome Bars | 5/27/2024 $2.50
9015349 kroger 1917094895 1309689 kroger brand vegetable oil Private Label Oil & Shortening 5/27/2024 $10.29

9015349 kroger 1917094895 107552 Ore-lda Golden Crinkles French Fried Potatoes Ore-lda Frozen Potato Snacks 5/27/2024 .
9015349 kroger 1917094895 791487539 KROGER GREEN APPLE CHERRY SOFT & CHEWY ROPES CANDY Private Label Non-Seasonal Candy 5/27/2024 $1.79
On The Border Salsa Natural Mexican Grill & Cntn Medium 1 Ct 16 Oz -
9015349 kroger 1917094895 1234772/078113870016 On The Border Dips 5/27/2024 $2.99
9015349 kroger 1917094895 4089822 WONDER CLASSIC WHITE ROUND TOP 200Z Wonder Packaged Bread 5/27/2024 $2.99
9015349 kroger 1917094895 794500061 KROGERA® VANILLA INSTANT PUDDING & PIE FILLING Private Label Baking Mixes 5/27/2024 $1.49
9015349 kroger 1917094895 26943649 0n The Border CafAfA®© Style Tortilla Chips - 110z OnThe Border Chips 5/27/2024 $2.99
DREYERS EDYS GRAND FROZEN CHOC PNUT BUTTER CUP ICE CREAM
7263769 dollar_general 1915979832 1901789 REGULAR FAT CONTENT 48 OZ - 0041548024974 Dreyer's/Edy's Ice Cream & Novelties 5/26/2024 .
7263769 dollar_general | 1915979832 26743420 STORECV WHOLEDISCOUNTGALLON MI Private Label Milk, Cream, & Milk Substitutes | 5/26/2024 $7.50
7263769 dollar_general | 1915979832 791136490ZEP PRO STRENGTH DRAIN OPENER 64 FL OZ Zep Drain & Septic Care 5/26/2024 $5.00
9929390 walmart 1916098475 62488 Dr Pepper Reg Pepper Soda Regular Plastic Bottle 1 Ct 20 Oz Dr Pepper Soft Drinks 5/26/2024 $2.28
8423142|costco 1915835411 22886523|FRESH ATLANTIC SALMON Private Label Fish 5/25/2024 $35.72
8423142|costco 1915835411 53329100|ECOS 225 0Z/225 LOADS HE Ecos Laundry Detergent 5/25/2024 $14.99
8423142 costco 1915835411 65774606 WHOLE FARMED WHITE SHRIMP Northern Chef Frozen Seafood 5/25/2024 $21.99
8423142|costco 1915835411 22893892 TOP SIRLOIN Private Label Beef 5/25/2024 $37.04
Strawberry Watermelon Liquid Water Enhancer Drops - 1.62 fl 0z - Market
6408297targetcom 1915896316/ 783390305/Pantry&#8482; Private Label Drinks & Mixes 5/25/2024 $2.29

6408297

6408297

targetcom

targetcom

1915896316

1915896316

783290155

26865937

RASPBERRY LEMONADE LIQUID WATER ENHANCER DROPS -1.62 FL OZ -
MARKET PANTRYA,,¢

Strawberries, 1 lb.

Private Label

Drinks & Mixes

5/25/2024
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Numerator provides a geographically representative view of
the US

4 4

NUMERATOR PANELISTS US POPULATION

b @ Static panelists (150K)

All panelists

N Numerator
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Economic
Update
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1. The US economy has been exceptionally strong

2. The pace of US economic growth is slowing to normal rates

3. Inflation is moderating but still too high

4. The era of “taking price” is over — growth needs to come from units, not prices

5. Slowing growth means less of a tailwind from consumers going out

The State of the US Consumer, keyliake aways
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Consumers have gotten
squeezed by high inflation
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2020

CPI

Core
CPI

YOY % Change

Inflation is coming down
(just not fast enough)

Core CPI Forecast —
6.5 - 6.3 6.3
6.0 4
5.5 4 ~2.3% Core CPl is
50 | consistent with the
' Fed’s target of 2.0% for
4.5 4 44 Core PCE inflation
4.0 A 4.0 3.8

3.6

3.5 4 3.3
25 25 2.4

L - 423
2.0 1
1.5 1
1.0
0.5
0.0

Q1Q2Q3 Q4 Q1 Q2Q3 Q4 Q1Q2Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2021 2022 2023 2024 2025
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Price Distribution moved out, is now moving back.

Distribution of the Cleveland Fed's Median/Trimmed-Mean CPI price basket, 3-month change annualized, with components
whose expenditure weights fall above/below the 85/15th percentile of price changes removed.
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The distribution of
price changes is
back to about 2%
annual inflation
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Price Distribution moved out, is now moving back. / Greg Ip @ @greg_ip - 15h
Distribution of the Cleveland Fed's Median/Trimmed-Mean CPI price basket, 3-month change annualized, with components Retailers don't cut prices to ease inflation pain. They cut prices because
whose expenditure weights fall above/below the 85/15th percentile of price changes removed. . . . . .

when inflation is low and stable, someone is always cutting prices and

someone is always raising prices.
July, 2017-

October, 2017-

c SamRo o~ & @SamRo - 15h

Retailers announcing price cuts @YahooFinance
instagram.com/p/C7j_R3GSlal/

January, 2018~
April, 2018-
July, 2018-

October, 2018-

RETAILERS ANNOUNCE PRICE CUTS IN
EFFORT TO EASE INFLATION PAIN

January, 2019-

April, 2019-
July, 2019-
. NUMBER OF ITEMS NOTABLE ITEMS
October, 2019
GETTING A PRICE CUT IMPACTED

January, 2020~

April, 2020~

July, 2020 Wal mart Groceries

October, 2020~

January, 2021~
! Good & Gather (store
brand), groceries,

"frequently shopped items"

April, 2021~
July, 2021-
October, 2021-
January, 2022 amazon ) Groceries
April, 2022- T
July, 2022-
October, 2022-

WW _ Nice! (store brand),
vitamins, toys

January, 2023~

April, 2023~
July, 2023-

L ]
SOURCE: COMPANY ANNOUNCEMENTS yahoo.’fmcmce
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Excess Core PCE Inflation
Gap of contributionagainst 2%-consistent contribution
Percentage points, year-over-year

Inflation is e
becoming less 35
+3.0
brOad-baSEd Core Services ex.
+2.5 Housing & Auto
420 / Insurance
NOW “EXCESS 2 Core Goods
) ° ” ® +1.0
inflation” is mostly . N—
0.0 ¥
just h.ousmg and " L
auto Insurance o
-1.5
2018 2019 2020 2021 2022 2023 2024
19 Source: US Bureau of Economic Analysis; Calculations by Ernie Tedeschi at Yale University Eﬂﬁegénghmwj:ﬁ

N Numerator



N Numerator

What has actually happened since January 2020 to
incomes and inflation?

Since Jan 2020, personal incomes have grown Keeping consumption baskets constant,
more than consumer prices affordability is up 5.6%!

Personal Incomes 26.6% Affordability 5.6%

CPI All Items 21.0%

Advancing the Power of Frozen for Manufacturers and Retailers



Why have HH incomes gone up so much?

Advancing the Power of Frozen for Manufacturers and Retailers
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Why have HH incomes gone up so much?

Change in Nonfarm Payroll Employment Since Jan 2020 = 6241K
By Detailed Sectors

Friv. Educ. & Health 1 16749
Prof. & Bus. Senvices 1
Retail Trade

Construction -
Government -

Financial Activities 1

Trans. & Utilities
Wholesale Trade

Durable Goods Manuf.
Information

Leisure & Hospitality
Mondurable Goods Manuf. 1

Other Services

Mining & Logging

0 500 1000 1500
Gain/Loss in Employment since Jan 2020
(Thousands)

Source: L3S Bureau of Labor Statistics.

Chart created by Lea Feler at Mumerator on May 29, 2024, FROZ EN i@

Advancing the Power of Frozen for Manufacturers and Retailers
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Why have HH incomes gone up so much?

% Change in Nonfarm Payroll Employment by Sector Since Jan 2020 (Percent)
By Detailed Sectors

Retail Trade 1 131
Construction

Prof. & Bus. Senvices

Priv. Educ. & Health -
Trans. & Utilities 1
Financial Activities
TOTAL 1

Information

Government o

Curable Goods Manuf. 1
Wholesale Trade 1
Mondurable Goods Manuf.
Leisure & Hospitality 1

Other Senvices

Mining & Logging

Gain/Loss in Monthly Employment
(Percent)

N Numerator

Source: US Bureau of Labor Statistics. 29
Chart created by Leo Feler at Murmerator on May 29, 2024, FROZEN |’\§
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Why have HH incomes gone up so much?

FRED .~ — Average Hourly Earnings of All Employees, Total Private, Jan 2020=100
130

e Apr 2024:122.2 &,-

110

100

Index

a0
a0

70
2008 2010 2012 2014 2014 2018 2020 2022 2024
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Source: U.5. Bureau of Labor Statistics fred.stlouisfed.org
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Individual components of the CPI relative to Income

Motor vehicle repair

Motor vehicle insurance
Veterinarian services

Motor vehicle maintenance and repair
Motor fuel

Tobacco and smoking products
Energy services

Used cars and trucks

Laundry and dry cleaning services
PERSONAL INCOME

Food away from home

New and used motor vehicles
FOOD AT HOME

Housekeeping supplies

Shelter

Pet food

All items

Financial services

Water and sewer and trash collection services
Admission to movies, theaters, and concerts
Cable, satellite, and live streaming television service
Personal care

Household furnishings and operations

Dental services

Sporting goods

Internet services and electronic information providers
Professional services

Education

Medical care

Physicians’ services

Apparel

Public transportation

Airline fares

Toys

Televisions

% change in personal
income and selected CPI
components between
Jan 2020 and Apr 2024

25

N Numerator

A

-23.8%

Less affordable

More affordable

-0.3%
-7.6%

48.0%
46.2%
35.9%
34.7%
34.0%
31.9%
31.7%
29.5%
27.3%
26.6%
26.5%
25.4%
25.3%
22.9%
22.8%
22.6%
21.0%
20.9%
20.7%
20.3%
19.6%
18.5%
18.4%
18.1%
10.9%
10.9%
10.5%
10.5%
9.8%
8.0%
8.0%

2.5%
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% change in personal
income and selected
CPI food-at-home
components between
Jan 2020 and Apr 2024

Less affordable

More affordable

Margarine
Other fats and oils including peanut butter
Crackers, bread, and cracker products
Eggs
Flour and prepared flour mixes
Uncooked beef roasts
Sugar and sugar substitutes
Other uncooked poultry including turkey
Carbonated drinks
Canned vegetables
Sauces and gravies
Uncooked beef steaks
Canned fruits and vegetables
Beef and veal
Poultry
Frozen vegetables
Juices and nonalcoholic drinks
Fresh whole chicken
Frozen and refrigerated bakery products, pies, tarts, turnovers
Fresh biscuits, rolls, muffins
Chicken
Spices, seasonings, condiments, sauces
Processed fruits and vegetables
Cookies
Breakfast cereal
Lunchmeats
Other dairy and related products
Bread
Candy and chewing gum
Frozen fruits and vegetables
Uncooked ground beef
Pork chops
Other foods
Meats
Nonfrozen noncarbonated juices and drinks
Canned fruits
Cakes, cupcakes, and cookies
PERSONAL INCOME
Meats, poultry, and fish
Lettuce
Breakfast sausage and related products
Frozen and freeze dried prepared foods
Frankfurters
Butter
Ice cream and related products
Other pork including roasts, steaks, and ribs
Snacks
Other beverage materials including tea
Other processed fruits and vegetables including dried
Salt and other seasonings and spices
Bacon, breakfast sausage, and related products

Beverage materials including coffee and teﬁ
Por|

Coffee

Bacon and related products
Other fresh fruits

Fresh whole milk

Fresh milk other than whole
Prepared salads

Frozen fish and seafood
Ham

Fresh fish and seafood

Fish and seafood

Processed fish and seafood
Shelf stable fish and seafood
Oranges, including tangerines
Fresh fruits

Potatoes

Fresh fruits and vegetables
Citrus fruits

Fresh vegetables

54.2%

Cheese and related products 12.1%
Bananas 7.3% J"
5.7% |

Tomatoes
Advancing the Power of Frozen for Manufacturers and Retailers

Apples 1.7%

Source: U.S. Bureau of Labor Statistics. Calculations by

Leo Feler at Numerator. Data through April 2024. v
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Leo Feler at Numerator. Data through April 2024.

Margarine

Other fats and oils including peanut butter
Crackers, bread, and cracker products
Eggs

Flour and prepared flour mixes
Uncooked beef roasts

Sugar and sugar substitutes

Other uncooked poultry including turkey
Carbonated drinks

Canned vegetables

Sauces and gravies

Uncooked be s(!eaks

Canned fruits and vegetal
Poultry

Frozen vegetables
Juices and nonalcoholic drinks
Fresh whole chicken
Frozen and refrigerated bakery products, pies, tarts, turnovers
Fresh biscuits, rolls, muffins
Chicken
Spices, seasonings, condiments, sauces
Processed fruits and vegetables
Cookies
Breakfast cereal
Lunchmeats
Other dairy and related products
Bread
ndy and chew 3gum

Frozen fruits and’) Nvegetables

Pork chops
Other foods
Meats
Nonfrozen noncarbonated juices and drinks
Canned fruits
Cakes cuR(I:akes and cookies
PERSO (!VIE
Meats, pou try, and fi
Lettuce
Breakfast sausage and related products
Frozen and freeze dried prepared foods
Frankfurters
Butter
Ice cream and related products
Other pork including roasts, steaks, and ribs
Snacks
Other beverage materials including tea
Other processed fruits and vegetables including dried
Salt and other seasonings and spices
Bacon, breakfast sausage, and related products
Beverage materials including coffee and tea
Pork
Coffee
Bacon and related products
Other fresh fruits
Fresh whole milk
Fresh milk other than whole
Prepared salads
Frozen fish and seafood

am

Fresh fish and seafood

Fish and seafood

Processed fish and seafood
Shelf stable fish and seafood
Oranges, including tangerines
Fresh fruits

Fresh fruits and veget@mj:fé

Fresh vegetables

Cheese and related products
Bananas

Tomatoes

Apples

46.3%
42.3%
42.2%
40.6%
39.3%
38.9%
37.2%
35.6%
35.2%
33.4%
32.8%
3229% 32.4%
31.2%
31.1%
31.0%
30.8%
30.7%
30.2%
29.8%
29.2%
29.1%
28.5%
28.3%
28.1%
27.9%
27.8%
27.6%
27 4% 27.6%
27.3%
27.1%
27.1%
26.9%
26.9%
26.8%
e0% 26.6%
25.7%
25.5%
24.7%
24.5%
24.3%
24.1%
24.0%
23.8%
23.2%
23.2%
22.9%
22.4%
22.0%
21.9%
21.5%
21.4%
20.5%
19.5%
19.3%
17.9%
17.8%
17.0%
16.8%
16.5%
16.2%
14.9%
14.5%
13.8%
13.5%
128% 13.0%
12.2%
12.1%

54.2%
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Source: U.S. Bureau of Labor Statistics. Calculations by
Leo Feler at Numerator. Data through April 2024.

A

Margarine
Other fats and oils including peanut butter
Crackers, bread, and cracker products
Eggs
Flour and prepared flour mixes
Uncooked beef roasts
Sugar and sugar substitutes
Other uncooked poultry including turkey
Carbonated drinks
Canned vegetables
Sauces and gravies
Uncooked beef steaks
Canned fruits and vegetables
Beef and veal
Poultry
Frozen vegetables
Juices and nonalcoholic drinks
Fresh whole chicken
Frozen and refrigerated bakery products, pies, tarts, turnovers
Fresh biscuits, rolls, muffins
Chicken
Spices, seasonings, condiments, sauces
Processed fruits and vegetables
Cookies
Breakfast cereal
Lunchmeats
Other dairy and related products
Bread
Candy and chewing gum
Frozen fruits and vegetables
Uncooked ground beef
Pork chops
Other foods
Meats
Nonfrozen noncarbonated juices and drinks
Canned fruits
Cakes, cupcakes, and cookies
PERSONAL NCO(!VIE
Meats, poultry, and fis
Lettuce
Breakfast sausage and related products
Frozen and freeze dried prepared foods
Frankfurters
Butter
Ice cream and related products
Other pork including roasts, steaks, and ribs
Snacks
Other beverage materials including tea
Other processed fruits and vegetables including dried
Salt and other seasonings and spices
Bacon, breakfast sausage, and related products

Beverage materials including coffee and teﬁ
Porl

Coffee

Bacon and related products
Other fresh fruits

Fresh whole milk

Fresh milk other than whole
Prepar saladd

Frozen fish and seafoq
Fresh fish and seafood

Processed fish and seafood
Shelf stable fish and seafood
Oranges, including tangerines
Fresh fruits

Potatoes

Fresh fruits and vegetables
Citrus fruits

Fresh vegetables

Cheese and related products
Bananas

Tomatoes

Apples

46.3%
42.3%
42.2%
40.6%
39.3%
38.9%
37.2%
35.6%
35.2%
33.4%
32.8%
32.4%
32.2%
31.2%
31.1%
31.0%
30.8%
30.7%
30.2%
29.8%
29.2%
29.1%
28.5%
28.3%
28.1%
27.9%
27.8%
27.6%
27.6%
27.4%
27.3%
27.1%
27.1%
26.9%
26.9%
26.8%

26.0%
25.7%
25.5%
24.7%
24.5%
24.3%
24.1%
24.0%
23.8%
23.2%

26.6%

54.2%
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income and selected -
CPI food-at-home
components between
Jan 2020 and Apr 2024

Source: U.S. Bureau of Labor Statistics. Calculations by
Leo Feler at Numerator. Data through April 2024.
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More affordable

Frozen and freeze drie

A

Margarine
Other fats and oils including peanut butter
Crackers, bread, and cracker products
Eggs
Flour and prepared flour mixes
Uncooked beef roasts
Sugar and sugar substitutes
Other uncooked poultry including turkey
Carbonated drinks
Canned vegetables
Sauces and gravies
Uncooked beef steaks
Canned fruits and vegetables
Beef and veal
Poultry
Frozen vegetables
Juices and nonalcoholic drinks
Fresh whole chicken
Frozen and refrigerated bakery products, pies, tarts, turnovers
Fresh biscuits, rolls, muffins
Chicken
Spices, seasonings, condiments, sauces
Processed fruits and vegetables
Cookies
Breakfast cereal
Lunchmeats
Other dairy and related products
Bread
Candy and chewing gum
Frozen fruits and vegetables
Uncooked ground beef
Pork chops
Other foods
Meats
Nonfrozen noncarbonated juices and drinks
Canned fruits
Cakes, cupcakes, and cookies
PERSONAL NCO(!VIE
Meats, poultry, and fis
Lettuce

Breakfast sausage and relateft products
prepared foods

Butter

Ice cream and related products

Other pork including roasts, steaks, and ribs

Snacks

Other beverage materials including tea

Other processed fruits and vegetables including dried
Salt and other seasonings and spices

Bacon, breakfast sausage, and related products

Beverage materials including coffee and teﬁ
Porl

Coffee

Bacon and related products
Other fresh fruits

Fresh whole milk

Fresh milk other than whole
Prepared salads

Frozen fish and seafood

am

Fresh fish and seafood

Fish and seafood

Processed fish and seafood
Shelf stable fish and seafood
Oranges, including tangerines
Fresh fruits

Potatoes

Fresh fruits and vegetables
Citrus fruits

Fresh vegetables

Cheese and related products
Bananas

Tomatoes

Apples

46.3%
42.3%
42.2%
40.6%
39.3%
38.9%
37.2%
35.6%
35.2%
33.4%
32.8%
32.4%
32.2%
31.2%
31.1%
31.0%
30.8%
30.7%
30.2%
29.8%
29.2%
29.1%
28.5%
28.3%
28.1%
27.9%
27.8%
27.6%
27.6%
27.4%
27.3%
27.1%
27.1%
26.9%
26.9%
26.8%

26.0%
25.7%
25.5%

24.5% 24.7%

24.3%
24.1%
24.0%
23.8%

26.6%
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The Fed is talking about WHEN it will begin cutting rates

Table 1. Economic projections of Federal Reserve Board members and Federal Reserve Bank presidents,
under their individual assumptions of projected appropriate monetary policy, March 2024

Percent
Median!
Variable 2024 | m25 | 2026 | Longer
run
Change in real GDP 2.1 2.0 20, 1.8
December projection 1.4 1.8 1.9 : 1.8
Unemployment rate 4.0 d.1 1.0 : 1.1
December projection 4.1 d.1 | : 1.1
!
PCE inflation 24 2.2 2.0 : 2.0
December projection 24 21 20 2.0
I
Core PCE inflation? 2.6 232 20
December projection 24 232 20
i
Memo: Projected :
appropriate policy path I
I
Federal funds rate 4.6 3.4 3.1 : 2.6
December projection 4.6 3.6 2.9 : 2.4

30
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N Numerator

The Fed is talking about WHEN it will begin cutting rates

Table 1. Economic projections of Federal Reserve Board members and Federal Reserve Bank presidents,
under their individual assumptions of projected appropriate monetary policy, March 2024

Percent
Median!
Variable 2024 | m25 | 2026 | Longer
run
Change in real G 2.1 20 20 : 1.8
December projection 1.4 1.8 1.8 : 1.8
Unemployment rate 4.0 d.1 1.0 : 1.1
December projection 4.1 d.1 | : 1.1
!
PCE inflation 24 2.2 2.0 : 2.0
December projection 24 21 20 2.0
I
Core PCE inflation? 2.6 232 20
December projection 24 232 20
i
Memo: Projected :
appropriate policy path i
I
Federal funds rate 4.6 3.4 3.1 : 2.6
December projection 4.6 3.6 2.9 : 2.4

31
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The Fed is talking about WHEN it will begin cutting rates

Table 1. Economic projections of Federal Reserve Board members and Federal Reserve Bank presidents,
under their individual assumptions of projected appropriate monetary policy, March 2024

Percent
Median!
Variable 2024 | m25 | 2026 | Longer
run
Change in real GDP 2.1 2.0 20, 1.8
December projection 1.4 1.8 1.9 : 1.8
Unemployment rate 4.0 d.1 1.0 : 1.1
December projection 4.1 d.1 | : 1.1
!
PCE inflation 24 2.2 2.0 : 2.0
December projection 24 21 20 2.0
i
Core PCE inflation? 2.6 2.2 2.0 :
December projection 24 232 20
i
Memo: Projected :
appropriate policy path I
I
Federal funds rate 4.6 3.4 3.1 : 2.6
December projection 4.6 3.6 2.9 : 2.4

32
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The Fed is talking about WHEN it will begin cutting rates

Table 1. Economic projections of Federal Reserve Board members and Federal Reserve Bank presidents,
under their individual assumptions of projected appropriate monetary policy, March 2024

Percent
Median!
Variable 2024 | m25 | 2026 | Longer
run
Change in real GDP 2.1 2.0 20, 1.8
December projection 1.4 1.8 1.9 : 1.8
Unemployment rate 4.0 d.1 1.0 : 1.1
December projection 4.1 d.1 | : 1.1
!
PCE inflation 24 2.2 2.0 : 2.0
December projection 24 21 20 2.0
I
Core PCE inflation? 2.6 232 20
December projection 24 232 20
i
Memo: Projected :
appropriate policy path I
I
Federal funds rate 1.6 in 3.1 : 2.6
December projection 1.6 3.6 2.9 : 2.5

33
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The Fed is talking about WHEN it will begin cutting rates

Table 1. Economic projections of Federal H
under their individual assumptions

Percent

Figure 2.

FOMC participants” assessments of appropriate monetary policy: Midpoint of target range
or target level for the federal funds rate

Median®

Variable 2024 | m25 | 2026 | Longer
run
Change in real GDP 2.1 2.0 20, 1.8
December projection 1.4 1.8 1.9 : 1.8
Unemployment rate 4.0 d.1 1.0 : 1.1
December projection 4.1 d.1 | : 1.1
!
PCE inflation 24 2.2 20 2.0
December projection 24 21 2.0 : 2.0
I
Core PCE inflation? 2.6 232 20
December projection 24 232 20
i
Memo: Projected :
appropriate policy path I
I
Federal funds rate 4.6 3.4 3.1 : 2.6
December projection 4.6 3.6 2.9 : 2.4
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The Fed is talking about WHEN it will begin cutting rates

Table 1. Economic projections of Federal H
under their individual assumptions

Percent

Figure 2.

FOMC participants” assessments of appropriate monetary policy: Midpoint of target range
or target level for the federal funds rate

Median®

Variable 2024 | m25 | 2026 | Longer
run
Change in real GDP 2.1 2.0 20, 1.8
December projection 1.4 1.8 1.9 : 1.8
Unemployment rate 4.0 d.1 1.0 : 1.1
December projection 4.1 d.1 | : 1.1
!
PCE inflation 24 2.2 2.0 : 2.0
December projection 24 21 20 2.0
I
Core PCE inflation? 2.6 232 20
December projection 24 232 20
i
Memo: Projected :
appropriate policy path I
I
Federal funds rate 4.6 3.4 3.1 : 2.6
December projection 4.6 3.6 2.9 : 2.4
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The Fed is talking about WHEN it will begin cutting rates

Table 1. Economic projections of Federal H
under their individual assumptions

Figure 2.

FOMC participants” assessments of appropriate monetary policy: Midpoint of target range
or target level for the federal funds rate

Percent
Median!
Variable 2024 | m25 | 2026 | Longer
run
Change in real GDP 2.1 2.0 20, 1.8
December projection 1.4 1.8 1.9 : 1.8
Unemployment rate 4.0 d.1 1.0 : 1.1
December projection 4.1 d.1 | : 1.1
!
PCE inflation 24 2.2 20 2.0
December projection 24 21 2.0 : 2.0
I
Core PCE inflation? 2.6 232 20
December projection 24 232 20
i
Memo: Projected :
appropriate policy path I
I
Federal funds rate 4.6 3.4 3.1 : 2.6
December projection 4.6 3.6 2.9 : 2.4
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Search on Google for “FOMC Meeting Schedule”
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Stay Connected - Recent Postings - Calendar - Publications - Site Map - A-Z index - Careers - FAQs - Videos - Contact

About News Monetary Supervision Financial Payment Economic Consumers
the Fed & Events Policy & Regulation Stability Systems Research & Communities

alltd OlNe 15 » ol cclcd. K o po W dl2[TIE al 10 FOMCSearch
About the FOMC minutes are in the calendars below. The minutes of regularly
scheduled meetings are released three weeks after the date of the Search all EOMC materials
Meeting calendars and policy decision. Committee membership changes at the first reqularly
information scheduled meeting of the year. °
FOIA i
Transqipts and other historical The FOMC makes an annual report pursuant to the Freedom of FOMC Document Filter
materials Information Act. The FOMC FOIA Service Center provides information | Advanced Search
FAQS about the status of FOIA requests and the FOIA process.

2024|2023 | 2022 | 2021 | 2020 | 2019

2024 FOMC Meetings

January 30-31 Statement: Press Conference Minutes:
PDF | HTML PDF | HTML
Implementation Statement on Longer- (Released February 21, 2024)
Note Run Goals and Monetary

Policy Strategy

March 19-20* Statement: Press Conference Minutes:
PDF | HTML Projection Materials PDF | HTML
Implementation PDF | HTML (Released April 10, 2024)
Note

Apr/iMay 3041 Statement: Press Conference Minutes:
PDF | HTML PDF | HTML
Implementation (Released May 22, 2024)
Note

June 11-12*
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minutes are in the calendars below. The minutes of regularly

Consumers
& Communities

About the FOMC
policy decision. Committee membership changes at the first regularly
information scheduled meeting of the year.

FOIA
The FOMC makes an annual report pursuant to the Freedom of

Meeting calendars and

Transcripts and other historical
materials

about the status of FOIA requests and the FOIA process.
2024120232022 | 2021|2020 | 2019

FAQs

2024 FOMC Meetings

January 30-31 Statement: Press Conference
PDF | HTML
Implementation Statement on Longer-
Note Run Goals and Monetary

Policy Strategy

March 19-20% Statement:
PDF | HTML
Implementation
Note

Press Conference
Projection Materials
PDF | HTML

Apr/iMay 3041 Statement: Press Conference
PDF | HTML
Implementation
Note

June 11-12*

scheduled meetings are released three weeks after the date of the Search all EOMC materials

(]

FOMC Document Filter

Information Act. The FOMC FOIA Service Center provides information | Advanced Search

Minutes:
PDF | HTML
(Released February 21, 2024)

Minutes:
PDF | HTML
(Released April 10, 2024)

Minutes:
PDF | HTML
(Released May 22, 2024)
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For release at 2:00 p.m., EDT, March 20, 2024

Summary of Economic Projections

In conjunction with the Federal Open Market Committee (FOMC) meeting held on
March 19-20, 2024, meeting participants submitted their projections of the most likely
outcomes for real gross domestic product (GDP) growth, the unemployment rate, and
inflation for each year from 2024 to 2026 and over the longer run. Each participant’s
projections were based on information available at the time of the meeting, together
with her or his assessment of appropriate monetary policy—including a path for the
federal funds rate and its longer-run value—and assumptions about other factors likely
to affect economic outcomes. The longer-run projections represent each participant’s
assessment of the value to which each variable would be expected to converge, over
time, under appropriate monetary policy and in the absence of further shocks to
the economy. “Appropriate monetary policy” is defined as the future path of policy
that each participant deems most likely to foster outcomes for economic activity and
inflation that best satisfy his or her individual interpretation of the statutory mandate
to promote maximum employment and price stahbility.
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Table 1. Economic projections of Federal Reserve Board members and Federal Reserve Bank presidents,

under their individual assumptions of projected appropriate monetary policy, March 2024

Percent
Median® Central Tendency® Range”
Variable ” ] " = ,
H24 H12h 2026 Longer 2024 2025 20026 Longer 2024 2025 20026 Longer
rumn rum run
Change in real GDP 2.1 20 20 : 1.8 2.0-2.4 1.9-2.3 1.8-2.1 : 1.7-2.0 1327 1.7-2.5 1.7-2.5 : 1.6-2.5
December projection 1.4 1.8 1.9 : 1.8 1.2-1.7 1.5-2.0 1.8-2.0 : 1.7-2.10 0825 1.4-2.5 1.6-2.5 : 1.6-2.5
Unemployment rate 4.0 d.1 4.0 : 4.1 3.89-1.1 3.9-4.2 L B : JE-AG J.B-45 3743 3.7-43 : 3.5—4.3
December projection 4.1 4.1 4.1 4.1 4.0-4.2 4.0-4.2 3.9-4.3 : 383 3.0-4.5 3.8-4.7 3847 : 3.5—1.3
i i i
PCE inflation 24 232 20 2.0 2.3-2.7 2.1-2.2 2.0-2.1 i 2.0 22249 20-25 20-23 2.0
December projection 24 2.1 2.0 : 2.0 22-2.5 2.0-2.2 210 : 2.1 21-2.7 20-25 20-23 : 2.0
i i i
Core PCE inflation® 248 232 20 : 2.5-2.8 2.1-2.3 2.0-2.1 : 2.4-3.0 20-2.6 20-2.3 :
December projection 24 232 20 2.4-2.7 2.0-2.2 2.0-2.1 i 2.3-3.0 20-2.6 20-23
i 1 ]
Memo: Projected : : :
appropriate policy path i 1 1
I 1 1
Federal funds rate 4.8 39 3.1 : 2.8 4.6-5.1 341 2.6-34 : 2.5-3.1 4.4-5.4 2.6-5.4d 2449 : 24-3.8
December projection 4.6 3.4 2.9 : 2.5 4.4-4.9 4.1-3.49 2.5-3.1 : 2.5-3.0 39-5.4 24-54d 24-49 : 24-3.8
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Search on Google for “FOMC Meeting Schedule”
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Table 1. Economic projections of Federal Reserve Board members and Federal Reserve Bank presidents,

under their individual assumptions of projected appropriate monetary policy, March 2024

Percent

Median?!
Variable 2024 | 2025 | 2026 | Longer
rumn
Change in real GDP 2.1 2.0 20 1.8
December projection 1.4 1.8 1.8 : 1.8
Unemployment rate 4.0 d.1 1.0 : i.1
December projection 4.1 4.1 i.1 : i.1
I
PCE inflation 24 232 20 2.0
December projection 24 21 2.1 : 2.0
i
Core PCE inflation® 2.6 232 20 |
December projection 24 22 20
i
Memo: Projected :
appropriate policy path i
I
Federal funds rate 4.6 3.9 3 . 2.6
December projection 4.6 3.6 2.0 : 2.5
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The Fed is likely to keep rates high to combat inflation, and
historically, this has led to a recession... but probably not this time

7

FEDERAL FUNDS RATE %

18

16 - Reagan

tax cuts

/ Al investment?

US manufacturing?
Bus. investment Defense spending?

@ bic of internet FOMO?
boom

14 A

12 A

10 ~

9 out

8 1 /
. ®
of 12 times ‘] ¢
4
2 i
0 : . . . .
@ Higher interest rates @ Higher interest rates not Recession
Fe deral Reserve tigh tening followed by recession followed by recession
cycles almost always end in WILL THIS TIME BE DIFFERENT?

recessions...
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Our collective behavior is changing the economy and boosting spending;
Has consumer spending become more resilient because of FOMO?

This summer: Taylor, Beyonce,
and Barbenheimer added to the US $ 8 5 B

economy an additional...
0.5% to ‘23 Q3

GDP growth

Numerator
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Consumers are out and about — we just set an all-time
record during Memorial Day Weekend

Weekly TSA Passengers
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WFH stabilizing at about ~30% for all workers throughout

the economy

% of full paid working days from home

61
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46 See: Barrero, Jose Maria, Nicholas Bloom, and Steven J. Davis, 2021. "Why working from home will stick," National Bureau of Economic Research Working Paper 28731.
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Consumers have already been pulling back on durable and
non-durable goods purchases

Real Personal Consumption Expenditures
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Consumers are spending, and they’re doing so on services
and experiences

BUY RATE VS. YA
L12W ending 5/5/2024, Bar Width = L12W Buy Rate
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Consumers are spending, and they’re doing so on services
and experiences

7.6%

BUY RATE VS. YA

L12W ending 5/5/2024, Bar Width = L12W Buy Rate .. .
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Bye “excess savings” — we’ll miss you!

Cumulative monthly savings above pre-pandemic average since March 2020

3 trillions
ot $2.1 trillion
Aug 2021
1.5 1
1.0 - $102 billion
decrease since
the Feb ‘24
0.5 1
0.0 N
o -$72 billion
B Mar 2024
(]
E 'D.E ] ) T T T
2 2020 2021 2022 2023 2024
Y 4 50

Federal Reserve Bank

of San Francisco

Recent Updates

Pandemic-Era Excess Savings
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Trade-off behaviors will accelerate as consumers take on

more debt and deplete COVID savings

Personal Savings

Consumer Credit
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Trade-off behaviors will accelerate as consumers take on
more debt and deplete COVID savings

Consumer Credit Personal Savings
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Trade-off behaviors will accelerate as consumers take on
more debt and deplete COVID savings

Consumer Credit Personal Savings
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But consumers’ finances are still okay for now; we’re back to
typical levels of consumer credit as a share of personal income

CONSUMER CREDIT AS A SHARE OF PERSONAL INCOME
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CONSUMER CREDIT

As a % of income,
consumer credit is below
pre-COVID levels
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But consumers’ finances are still okay for now; we’re back to
typical levels of consumer credit as a share of personal income

CONSUMER CREDIT AS A SHARE OF PERSONAL INCOME
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CONSUMER CREDIT

As a % of income,
consumer credit is below
pre-COVID levels
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New delinquencies on the rise
The share of U.S. consumer auto and credit card debt at least 30 days past due is up for seven

quarters in a row. For car loans, the new delinguency rate is the highest since 2013. For credit

cards, it is the highest since 2011

14%

Hecessions —»

12

10
Credit card

&l househald
loans

Mortgage

0

2008 2010 2012 2014 2016 2018 2020 2022

MNaote: Latest figures are for the third quarter of 2023.
Source: Federal Reserve Bank of New York
Prinz Magtulis * Nov. 7, 2023 | REUTERS

Line chart with data from the Federal Resarve Bank of Mew York show credit card and auto loans delinguencies for over 30 days.
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New delinquencies on the rise
The share of U.S. consumer auto and credit card debt at least 30 days past due is up for seven

quarters in a row. For car loans, the new delinguency rate is the highest since 2013. For credit

cards, it is the highest since 2011.
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New delinquencies on the rise
The share of U.S. consumer auto and credit card debt at least 30 days past due is up for seven

quarters in a row. For car loans, the new delinguency rate is the highest since 2013. For credit

cards, it is the highest since 2011.
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FROZEN i¥

Advancing the Power of Frozen for Manufacturers and Retailers



N Numerator

60

New delinquencies on the rise
The share of U.S. consumer auto and credit card debt at least 30 days past due is up for seven

quarters in a row. For car loans, the new delinguency rate is the highest since 2013. For credit

cards, it is the highest since 2011.
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Younger generations are more likely to say they are maxed
out on their debt

Americans born during the 1980s or later are most stressed

Share of consumers maxed out

Gen Z I 15 -
Mitennicls | -
Gen X I o

Baby Boomers |GG 2 s

Source: New York Fed Consumer Credit Panel/Equifax
Note: Baby Boomer=born 1946-1964, Gen X=born 1965-1980, and Millennial=born 1981 to around 1996,
Gen Z= born 1997-2012
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Student loan restart affects ~25% of HHs: Main ways HHs say they
will cope with the restart of Student Loan payments

OVERALL - “WE WILL...”

cut back on vacations, travel, entertainment. 18.2%
cut back on going out to restaurants. 17.0%

cut back on how much we put into savings accounts. 11.1%

cut back on food delivery, streaming services, daily coffee, etc. 11.0%
cut back or delay home remodel, appliance, furniture purchases. 10.4%
delay buying a car or new home. 10.2%

not change how we shop or spend in any significant way. 10.0%
cut back on how much we spend on groceries. 9.6%
obtain additional income 0.7%

cut everything 0.5%

Other 1.2%

N Numerator
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Higher interest rates and a rundown of savings will likely
cause a nhormalization of economic growth

Quarterly GDP Growth (% Change — Seasonally Adjusted Annual Rates)
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Higher interest rates and a rundown of savings will likely
cause a nhormalization of economic growth

Quarterly GDP Growth (% Change — Seasonally Adjusted Annual Rates)
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The labor market remains resilient, and this is what’s
powering consumer spending now

Unemployment Rate
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Demographics
and Migration
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Gen Z is overtaking Boomers in the workforce

U.S. full-time workforce, by generation

Seasonally adjusted; Monthly, January 1994 to September 2023

HOm

Baby Boomer A3.om
42 . 8m

48m
e 17.3m
17 .1m

Millennial

1995 2006 2085 2010 2015 2020

Gen £ are expected to overtake
Baby Boomers by early 2024

Data: Glassdoor analysis of Census Bureau data; Chart: Simran Parwani/8xios
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PERSONAL FINANCE

Gen Z says they have it harder than
their parents did — and the economy is

to blame

PUBLISHED THU, JAN 18 2024.9:05 AM EST | UPDATED THU, JAN 18 2024.11:25 AM EST
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PERSONAL FINANCE

Gen Z says they have it harder than
their parents did — and the economy is
to blame
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FORTUNE

Spurned by the economy, young
Americans are feeling so lonely
and powerless they plunged the
nation’s happiness score

EY CHLOE BERGER ﬂ::

Advancing the Power of Frozen for Manufacturers and Retailers



N Numerator

PERSONAL FINANCE

Gen Z says they have it harder than
their parents did — and the economy is
to blame
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FORTUNE

Spurned by the economy, young
Americans are feeling so lonely
and powerless they plunged the
nation’s happiness score
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United States, median income after
taxes and transfers* $'000, 2019 prices

Millennial Gen X
(1981-96) (1965-80) 50
Gen Z (born Boomer
19/9'7/-5012) | (1946-64) 40
30
Silent Greatest N——
(1928-45)  (1901-27) Lost 10
(1883-1900)
0
| | | | | | ] | | | | | | | | | |
520 30 40 50 60 70 80 89

Age, years

*Adjusted by household
size, data from 1964-2023

Source: Federal Reserve
working paper, Feb 2024
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United States, median income after
taxes and transfers* $'000, 2019 prices

Millennial Gen X
(1981-96) .~ (1965-80) 50
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*Adjusted by household
size, data from 1964-2023

Source: Federal Reserve
working paper, Feb 2024
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Gen Z and Young Millennials are a big and influential
cohort, and they’re benefitting from a strong labor market

US Population by Age

An additional ~15M consumers aging into

5
their prime earning and spending years

11l
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w

Population (Millions)
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Age
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Population (Millions)

Younger consumers are also more likely to be from
minority groups compared with older generations

US Population by Age and Ethnicity
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Source: US Census Bureau, 2022 Data, available at: https://www.census.gov/data/tables/time-series/demo/popest/2020s-national-detail.html.
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https://www.census.gov/data/tables/time-series/demo/popest/2020s-national-detail.html
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Immigration to the US is now coming mostly from
the Americas and Asia

U.S. Immigrant Population by World Region of Birth, 1960-2022
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Source: Migration Policy Institute (MPI) Data Hub, http://migrationpolicy.org/programs/data-hub.
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Without immigration, the US population would start
shrinking by 2050

Chart 1: Immigration is the key driver of population growth

US: Projected components of population change
000s
2000 B Natural change- births minus deaths

1800 B Net migration

1600

N Numerator

o &
76 Source: Oxford Economics FROZENl.



PR”!GI'“NS FOR THE WORLD’S
6 LARGEST COUNTRIES
& e | > fores

China’s population is
projected to shrink by
400M people in the

next 50 years

- ,
f s
@

That’s more than the
entire population of
the U.S.
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Population changes since 2020 — out of expensive urban markets
and into affordable Sunbelt, Mountain, and rural markets
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How do the locations of Walgreens and Walmart stores compare
with population changes?
Net migration,

April 2020—July 2022
(most recent data available)

|:| Walmart

Walgreens
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How have households changed their consumption of frozen foods
during the last 12 months versus prior years?

Changes in consumption of frozen foods:

100%

29%
22%

Total About the Same or Unsure Increase Decrease
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How have households changed their consumption of frozen foods
during the last 12 months versus prior years?

Categorized reasons for INCREASED Categorized reasons for DECREASED
consumption of frozen foods: consumption of frozen foods:
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How have households changed their consumption of frozen foods
during the last 12 months versus prior years?

Categorized reasons for DECREASED

Categorized reasons for INCREASED
consumption of frozen foods:

Convenience
More affordable
Preference

Lasts longer
Healthier
Storage
Quantity
Variety

Try new things

82

N Numerator

53.8%

consumption of frozen foods:

Prefer eating more fresh/
Do not like frozen taste or quality

Frozen is too expensive

Eating healthier/Avoiding preservatives
& processed foods/Diet reasons

Cooking more/Has more time

Storage is full/
[tems wanted are not available

Cooking less/Eating less in general

Too busy to cook/Eating out more

Fewer people in HH

. 5.8%
l 3.5%
I 3.2%

2.5%

27.4%
21.4%
18.0%

16.8%
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How have households changed their consumption of frozen foods
during the last 12 months versus prior years?

Generation Income Children in HH GLP-1 Usage

Decrease

Increase

About the
Same or
Unsure
Gen Z Millennials Gen X Boomers <S60k  S60k- >S125k Yes No No GLP-1 GLP-1
= S125k Currently
<) or
E .
g Previously
D
Z Ao
7 83 Source: Numerator Survey [N = 1994], About the Same or Unsure [n = 974], Increase [n = 586], Decrease [n = 434] FROZ E N I &
o GLP-1 Usage Survey (April '24) [N = 1610], No GLP-1 [n = 1303], GLP-1 Currently or Previously [n = 307] Advancing the Power of Frozen for Manufacturers and Retalers



Numerator

Younger shoppers over-index on buying frozen foods overall — because of

potato snacks, breakfast, meat, pizza, appetizers, and sandwiches
GENERATION

% of Spend

Gen Z [> 1996] H Millennials [1982-1995] 1 Gen X [1965-1981] B Boomers+ [< 1965]

4.8% 5.4% 4.6% 5.1% 4.7% 4.6% 5.2% 5.0% 5.3% 5.1% 5.6% 5.7% 6.5% 6.7%
Total Grocery Total Frozen Desserts Dinners & Bakery Vegetables Ice Cream &  Seafood Potato Breakfast Meat Pizza Appetizers Sandwiches/
Foods Meals Novelties Snacks Food Handhelds

Frozen Foods Major Categories
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Numerator

Younger shoppers over-index on buying frozen foods overall — because of

potato snacks, breakfast, meat, pizza, appetizers, and sandwiches
GENERATION

% of Spend

Gen Z [> 1996] H Millennials [1982-1995] 1 Gen X [1965-1981] B Boomers+ [< 1965]

35.4%

4.8% 5.4% 4.6% 5.1% 4.6% 5.2% 5.3% 5.1% 5.6% 5.7% 6.5% 6.7%
Total Grocery Total Frozen Desserts Dinners & Vegetables Ice Cream &  Potato Snacks Breakfast Meat Pizza Appetizers Sandwiches/
Foods Meals Novelties Food Handhelds

Frozen Foods Major Categories
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Lower-income consumers over-index on buying frozen foods — these

consumers are more price-sensitive
INCOME

% of Spend
- $20k S20k-40k  m $40k-60k S60k-80k m S80k-100k m S100k-125k mS$125k +

11.4% 12.7% 12.2%
9 9, 0, 0, 12.3% L/
11.7% 12.0% 12.2% 11.4% 11.8% 11.7% 12.1% 12.1%
13.9% 0 )
13.0% 13.6% 13.4% 12.9% 13.2% 13.3% 13.6% 13.4% 14.0% - 14.4% 14.3%
; ; 9 ; 12.7% 13.5% 13.6% 13.5%
11.5% 12.4% 11.4% 12.1% 12.7% 12.2% 12.2% 12.6% 17 .07 oD%
8.8% 9.5% 8.1% 9.7% 9.1% 9.7% 9.2% 9.3% 9.8% 11.2% 9.6% 9.8%
Total Grocery Total Frozen Vegetables Appetizers Breakfast Meat Pizza Potato Snacks Ice Cream & Sandwiches/ Desserts Dinners &
Foods Food Novelties Handhelds Meals

Frozen Foods Major Categories
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Lower-income consumers over-index on buying frozen foods — these

consumers are more price-sensitive
INCOME

% of Spend
- $20k S20k-40k  m $40k-60k S60k-80k m S80k-100k m S100k-125k mS$125k +

11.4% 12.7% 12.2%
12.0% 5 11.4% 11.8% 11.7% 12.1% 12.1% 12.3% ° °

11.7%

I
I
I

o | o o o o 13.5% 13.6% 13.5%

11.5% 12.4% I 11.4% 12.1% 12.7% 12.2% 12.2% 12.6% 12.7% .07 0270
I

8.8% 9.5% : 3 9.7% 9.1% 9.7% 9.2% 9.3% 9.8% 11.2% 9.6% 9.8%
I 8.1%
I
Total Grocery Total Frozen | Vegetables Appetizers Breakfast Meat Pizza Potato Snacks Ice Cream & Sandwiches/ Desserts Dinners &

Foods : Food Novelties Handhelds Meals

I

Frozen Foods Major Categories
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GLP-1s
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Tracking GLP-1Drug Adoption &
Impact on Consumer Behavior:
Expert Meeting Takeaways

Updated Numerator data across 90K+ households points to: 1)
increasing GLP-1 drug use and faster growth among those
looking to lose weight, 2) increasing interest in the drugs, but
cost is a key hurdle, 3) changes in food preferences, 4) impacts
on household members, 5) lower grocery spend.
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Who’s taking GLP1s and why — and how has this changed since Oct ’23

More HHs now aware of GLP1s: 12.3% have at least one person on GLP1s & 19% considering GLP1s

Oct 23 survey Jan 24 survey Change in %pts

3.6

Responded NO GLP1 Responded NO GLP1 NO GLP1
to GLP1 Would not to GLP1 Would not Would not
Survey consider Survey consider consider
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Who’s taking GLP1s and why — and how has this changed since Oct ’23

More HHs now aware of GLP1s: 12.3% have at least one person on GLP1s & 19% considering GLP1s

Oct 23 survey Jan 24 survey Change in %pts

3.6

-5.9
Responded NO GLP1 NO GLP1 Responded NO GLP1 NO GLP1 NO GLP1 NO GLP1
to GLP1 Would not Not aware to GLP1 Would not Not aware Would not Not aware

Survey consider Survey consider consider

o N Numerator



Who’s taking GLP1s and why — and how has this changed since Oct ’23

More HHs now aware of GLP1s: 12.3% have at least one person on GLP1s & 19% considering GLP1s

‘ ‘ H 0
Oct 23 survey Jan ‘24 survey Change in %pts
3.6
1.8
17.2 19.0
-5.9

Responded NO GLP1 NO GLP1 NO GLP1 Responded NO GLP1 NO GLP1 NO GLP1 NO GLP1 NO GLP1 NO GLP1

to GLP1 Would not Not aware Would to GLP1 Would not Not aware Would Would not Not aware = Would
Survey consider consider Survey consider consider consider consider
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Who’s taking GLP1s and why — and how has this changed since Oct ’23

More HHs now aware of GLP1s: 12.3% have at least one person on GLP1s & 19% considering GLP1s

Oct 23 survey Jan 24 survey

Change in %pts

Responded NO GLP1 NO GLP1 NO GLP1 YES GLP1' Responded NO GLP1 NO GLP1 NO GLP1 YES GLP1
to GLP1 Would not Not aware Would Previously to GLP1 Would not Not aware Would Previously
Survey consider consider Survey consider consider

3.6

1.8

NO GLP1

-5.9

NO GLP1 NO GLP1 YES GLP1

Would not Not aware  Would Previously

consider

consider
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Who’s taking GLP1s and why — and how has this changed since Oct ’23

More HHs now aware of GLP1s: 12.3% have at least one person on GLP1s & 19% considering GLP1s

‘ ‘ H 0
Oct 23 survey Jan ‘24 survey Change in %pts
3.6
1.8
0.9
||
-0.3
17.2 19.0
6.7 I 6.4 BIEE
l l -5.9
Responded NO GLP1 NO GLP1 NO GLP1 YES GLP1 YES GLP1 Responded NO GLP1 NO GLP1 NO GLP1 YES GLP1 YES GLP1 NO GLP1 NO GLP1 NOGLP1 YES GLP1 YES GLP1
to GLP1 Would not Not aware Would Previously Currently to GLP1 Would not Not aware Would Previously Currently Would not Notaware  Would Previously Currently
Survey consider consider Survey consider consider consider consider
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Who’s taking GLP1s and why — and how has this changed since Oct ’23

More HHs now aware of GLP1s: 12.3% have at least one person on GLP1s & 19% considering GLP1s

Oct 23 survey Jan 24 survey Change in %pts
0.9
114 123
YES GLP1 YES GLP1 YES GLP1

Currently Currently Currently
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Who’s taking GLP1s and why — and how has this changed since Oct ’23

More HHs now aware of GLP1s: 12.3% have at least one person on GLP1s & 19% considering GLP1s

Oct 23 survey Jan 24 survey Change in %pts

11.4% of HHs have at least one HH 0.9
member currently using GLP1. l

On average, HHs have 2.4 people.
11.4% of HHs = ~4.6% of the
population on GLP1.

11.4 12.3
YES GLP1 YES GLP1 YES GLP1
Currently Currently Currently
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Who’s taking GLP1s and why — and how has this changed since Oct ’23

More HHs now aware of GLP1s: 12.3% have at least one person on GLP1s & 19% considering GLP1s

Oct 23 survey Jan 24 survey Change in %pts

11.4% of HHs have at least one HH 0.9
member currently using GLP1. l
On average, HHs have 2.4 people. 12.3% of HHs = ~5% of the
11.4% of HHs = ~4.6% of the population on GLP1.
population on GLP1. \
11.4 123
YES GLP1 YES GLP1 YES GLP1
Currently Currently Currently
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What are people taking GLP1s for? —- TREATMENT REASONS

Oct 23 survey Jan 24 survey Change in %pts

12.3 0.9

oz 36 N W
3.0
2.6 13
10 ®w = B :
-0.3
YES For For For ForWL WL WL YES For For For ForWL WL WL YES For For For For WL WL WL
GLP1 DiabetesDiabetes another Overall >15Ibs <=15 Ibs GLP1 Diabetes Diabetes another Overall >15Ibs <=15 Ibs GLP1 Diabetes Diabetes another Overall >15Ilbs <=15Ibs
Currently and WL reason Currently and WL reason Currently and WL reason or
or prefer or prefer prefer not
not to not to to answer
answer answer
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Net effect on monthly spend of GLP1 for weight loss users versus no-GLP1:
selected categories (excluding seasonal, party, celebration items)

Net Effect WL Category Net Effect

Lapsers
Bulk & Bagged Rice (Non-Instant Rice) —

Halloween Candy (Post Halloween)
Puffed Snacks

Meat Snacks
Toaster Pastries
Whipped Toppings
Ice Cream & Novelties

Frozen Pasta & Noodles
Frozen Potato Snacks - -30% to -20%
Side Dishes-Shelf Stable 0 0
Sugar, Sugar Substitutes & Sweeteners -19% to -10%
Cheese -Qo ALY
Milk, Cream, & Milk Substitutes 9 /0 tO 6 /0
Dessert Snacks -5% tO -4%
Crusts
Whipped Cream Toppings -3% to -2%
Packaged Breakfast Bakery _10 o
Jam, Jelly, Preserves, Marmalade, Fruit & Nut Butters 1 A) tO 1 /0
Poulry 2% to 3%

Packaged Portable Sweet Snacks
Breakfast Cereal
Non-Seasonal Candy
Packaged Bread
Frozen Seafood
Pasta
Sauces
Popcorn
Vegetables
Nutrition and Wholesome Bars
Salad Mixes & Salad Kits
Water
Tea
Yogurt & Yogurt Drinks

Salad Dressings & Toppings
Fish
Pea/Bean/Vegetable Snacks

4% to 5%

10% to 19%

i1
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Net effect on monthly spend of GLP1 for weight loss users versus no-GLP1:
selected categories (excluding seasonal, party, celebration items)

11/1/23-1/31/24
VS same period
one year ago

Net Effect WL

Category

Net Effect

Halloween Candy (Post Halloween)
Bulk & Bagged Rice (Non-Instant Rice)
Puffed Snacks
Meat Snacks
Toaster Pastries
Whipped Toppings
Ice Cream & Novelties
Frozen Pasta & Noodles

Frozen Potato Snacks
Side Dishes-Shelf Stable
Sugar, Sugar Substitutes & Sweeteners
Cheese
Milk, Cream, & Milk Substitutes
Dessert Snacks
Crusts
Whipped Cream Toppings
Packaged Breakfast Bakery
Jam, Jelly, Preserves, Marmalade, Fruit & Nut Butters
Poultry
Packaged Portable Sweet Snacks
Breakfast Cereal
Non-Seasonal Candy
Packaged Bread
Frozen Seafood
Pasta
Sauces
Popcorn
Vegetables
Nutrition and Wholesome Bars
Salad Mixes & Salad Kits

Water
Tea
Yogurt & Yogurt Drinks
Salad Dressings & Toppings
Fish
Pea/Bean/Vegetable Snacks

Laisers

|

- -30% to -20%

-19% to -10%
-9% to -6%
-5% to -4%
-3% to -2%
-1% to 1%
2% to 3%
4% to 5%

10% to 19%
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Those using GLP1s for weight loss mostly expect to stay on them for less
than 1 year

Currently on: How much longer do you anticipate
using a GLP-1 type of medication for?

B 3 months or less
Il 4-6 months
B 7-9 months
2 10-12 months
Bl 13-17 months
18-24 months
B More than 2 years
B Unsure / Don’t know

Prefer not to answer

0.2% 0.0%

Primarily Weight Loss Primarily for Diabetes
N Numerator



Those using GLP1s for weight loss mostly expect to stay on them for less
than 1 year

Currently on: How much longer do you anticipate
using a GLP-1 type of medication for?

B 3 months or less
Il 4-6 months
B 7-9 months
2 10-12 months
Bl 13-17 months
18-24 months
B More than 2 years
B Unsure / Don’t know

Prefer not to answer

~70% expect to be
on GLP1s for less —
than 1 year

0.2% 0.0%

Primarily Weight Loss Primarily for Diabetes
N Numerator
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Thank you
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