COMING THROUGH GOVID:
- LONG-TERM DEVELOPMENTS
IN THE FOOD MARKETPLAGE |
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AGENDA

« Long-term changes in

the food system
sparked by COVID-19

. New market data
resources available

through NAAF
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PERMANENT GHANGES IN CONSUMER

APPROACH TO FOOD

» Eating healthy is more important

» Environmental health is more important

» Online shopping will continue to grow

» Home-cooked meals will continue

» Snacks continue to replace meal occasions

« Consumers’ approach to “brands” is evolving

« Meat consumption is rising, but shoppers want “ethical and sustainable”
options

o People losing trust in the industrial food system



HIGH COST OF CHEAP FOOD

Number of hogs euthanized due

to COVID_1 9 impacts sti" 6/1/2021 Timeline of Smithfield Foods' 2020 meatpacking plant CO
How COVID-19 tore through Smithfield’
unknown meatpacking plant in 17 days

COVID-19 deaths go uninvestigated as OSHA takes a hands-off approach to  ‘alls Argus Leader

meatpacking plants
The Washington Post
OSHA has not inspected 26 out of the 65 meatpacking vy bies in Darkress

found at least one worker died of COVID-19. : : : .
More than 200 meat plant workers in the U.S. have died of covid:
By Kyle Bagenstose, Sky Chadde and Rachel Axo [Federal regulators just issued two modest fines.

Colonial hack exposed government’s
light-touch oversight of pipeline R

. Big North American meat plants halt operations after
cybersecurity

cyberattack

The TSA is reversing its hands-off approach to overseeing pipeline PUBLISHED TUE, JUN 1 20211:46 PM EDTUPDATED 2 HOURS AGO



U.S. GROCERY
SHOPPER

TRENDS 2021
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Working against me

On my side

8% M My family
10% B8 Doctors
WHU DU YUU 9% B S e
< 9% I Farmers
9% BN My "primary " food store
10% I Registered dietitians
TRUST 10% I Food stores in general
8% B Grocery store pharmacists
10% Drug stores
15% B Health insurance companies
WITH YUUR 1% B Local, independent restaurants
16% BN State/local government*
10% Online-centric grocery providers

HEALTH?  Sd]

19% B
22%

e —

Government institutions®*

Federal/national government*
Manufacturers / Food processors

31% 1

The news media

Fast food restaurants
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CHART 3.4 ESSENTIAL AND IMPORTANT COMPONENTS OF “EATING WELL" hange GenZ & Boomer &
Over the course of the week, I feel I've eaten well when I... from  Millennial Mature

Ate tasty foods and beverages m 76% +4pts [ 6% ] 7% i
Ate hearty and filing meals [INSENRNNNNNNNNNRRNNRNNN ¢oo 3%  63%
Ate with my family and/or friends _ 62% 68% 56%
Explored a diversity of preparation _ 46% 62% 300
LA
methods and tastes
Ate unique foods and beverages _ 40% 59% 21%
I A I I N G Dined out _ 30% -7pts 47% 14%
__-__-'-'-'--_
Ate nutntious food and beverages _ 70% -3pts 73% 67%
. BN
E I.I. ate in moderation [ GGG s> 2% 69%
Ate high-quality foods and _ 68% 69% 66%
beverages
Ate to - VOV 5 Mt
: _tf_ Ti..mia. ind beverages with _ -Spts 71% 44%
specific benefits for my body
Ate within my budget _ -6pts 69% 53%
$te foods and beverages produced -~ e —
i LI”“Ihitdl I'I'.hlitl"r & - it - 4?% 64% f} -
| e

F7-signincant change from 2020 Bold = significantly higher



SPINS® DATA PORTAL:
A NEW RESOURGE AVAILABLE
THROUGH NAAF




WHAT IS SPINS?

A national retail food data mining service that focuses on the health &
wellness (natural) channel as well as conventional.

« SPINS tracks the performance of individual categories and brands in the
retail environment.

o Information can help Tribal food projects determine brand positioning,
current sales landscape and other information.

o Let’s take a look....



NATURAL ENHANCED CHANNEL

EXAMPLE RETAILERS




CONVENTIONAL CHANNEL

EXAMPLE RETAILERS

Publix Kroger Whlyreont @ I'.-

TARGET
Walmart ”)WW &\ Albertsons @ . \IN:
S I

IOWH CENT

+ 8 Standard Regions for the Conventional Channel

» Powered by IR

» Available as both MULO Regions and Food Regions



CATEGORIES MEASURES

= Body Care " Brands

= Frozen . " Time Frame
= Refrigerated \ £y = Dollars

= Grocery ORER = Units

= Herbs and Homeopathic
= Pet

= Produce
= Vitamins & Supplements < = Total Points of Distribution

= Changes in Dollars & Units
= Average Shelf Price

= Regional Penetration
= ...& More

Let’s use jerky as an example... )




CATEGORY PROFILER: SALES OF JERKY& MEAT SNACKS YTD

€D Small penetration in Natural

@ Natural products less than
3%

e $1.6 billion in total sale

Higher penetration in Natural
Natural products a higher %

Smaller category

Product Group Dynamics

Dollars : .
c I -m - e : s e e el :. 1 mm-o li l c -
Channel Channel Channel Channel

Jerky $ Sales $ Sales S Sales $ Sales

9 37.9M 0 4.6M 25.8M 7.5M

Matural Products

ial lellr
Speciliyand Welineas 143.3M 3.3M 35.1M 104.9M
Products
Conventional Products 1.4B 3.2M 815.4M 6685.SM
Total Universe e 1.6B 11.2M 876.3M 718.2M
Product Group Dynamics .
Dollars I'H . - P _
Meat Snacks
$ Sales $ Sales $ Sales $ Sales
MNatural Products 55.1M 14.9M 33.6M 6.6M
Specialty and Wellness
PECPY 189.9M 31M 136.5M 56.3M
Products
Conventional Products 959.8M 1.3M 424.2M 533.5M

Total Universe [ m 19.3M 588.3M 596.4M



CATEGORY PROFILER: SALES CHANGE OF JERKY& MEAT SNACKS YTD

€ Natural Products declining
@ YTD Sales growing

The highest Natural product
growth is in conventional

Natural Products growing

Meat snacks growing, too

Product Group Dynamics
Absolute Dollar Change

Jerky

$ +/-Chg $ +/-Chg
Natural Products 2.6M -729.6K
Specialty and Wellness 29.3M 293 4K 9 9M 11.9M
Products
Conventional Products 281.3M 286.8K 155.8M 125.2M
Total Universe -271.2K 151.6M 155.6M

Product Group Dynamics
Absolute Dollar Change

Meat Snacks
Natural Products 11.9M 1.5M 8.7TM 1.7M
Specialt d Wellness
siele dode b 33.4M 264.0K 19.3M 13.8M
Products
Conventional Products 147.1M 319.5K 71.6eM 75.7M
Total Universe 192.4M 2.1M 99.eM 91.2M



CATEGORY PROFILER: % SALES CHANGE YT

Jroduct Group Dynamics

Jollar % Change

Natural Products
Specialty and Wellness Products

Conventional Products

Tatal l Inivarea

Product Group Dynamics
Dollar % Change

Natural Products
Specialty and Weliness Products
Conventional Products

Total Universe

% Chg
27.5%
21.5%
18.1%

19.08%

% Chg

11.2%
9.3%
34.2%

12.1%

Meat Snacks

% Chg
33.6%
32.5%
16.5%

18.1%



JERKY CATEGORY PROFILER

TOP TEN BRANDS IN COMBINED CHANNEL BY DOLLARS
BRAND A

BRAND B

BRAND C

BRAND D

BRAND E -
BRAND F -
BRAND G .
BRAND H .

BRAND |

BRAND J .

20M 100K 1500 200M 2500 J00M DM 4L0M 450M 3. 0K 23V alCM £oM 70CM

Coltars



JERKY GATEGORY PROFILER CONT.

TOP TEN NATURAL BRANDS IN COMBINED CHANNEL BY DOLLARS

....................... .BRANBA

BRAND B

BRAND C

BRAND D

BRAND E

BRAND F

BRAND G

BRAND H

BRAND |

BRAND J
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Product Attributes

B RAN D I RU I LE Primary Health & Wellness Attributes
]
NATURAL POSITIONIN

LABELED GRASS FED

LABELED NO ADDED H

Attribute Name

e 41 SKUS
e $16.6 million sales YTD

() 3-9% gI’OWth, Zyr. CAGR* | . # of Active Iltems

40

o Distributed in 77.3% of natural
stores surveyed pe—
o Distributed in 48.3% of

conventional stores surveyed |
*CAGR = Compound Annual Growth Rate I

26M




|
Dollars per
ol Shr, | Unit Shr, Dollars, | % of Stores |# of Stores|  Store
GEOGRAPHY Dollars Category | Category TDP ars 0|% Promo Selling Selling Selling

$2.26756531 3204295 02| 01| 160 $21231674 T
§7370,72013]  11951072] 15 11| 1959 $2674,717.00 %63% 42115 §536.86
U.S.Mulﬁ-OutIet §11385746.28] 18457615 08 05 T335| $3348,357 29 204%  235%) 25,834 §440.72

U.S. Natural Channel $2,915,153.35 4526247 85 42| 4637 $784337.33] 269%|  64.6%| 1,255  $2,322.32
oL | sneemor| seneenel | | |woemel | 1 |

Southwest Natural $1,085,196.24 165,966.4 6969 $263669.11| 243%|  906%| 267 $4,085.99
e i —— —| —

Phoenix/Tucson MULO $165,771.31 26112] 15 10| 2487  $71.694.41 $909.80
Phoenix/Tucson Food $249 439 47 38,888.2 1777]  $9349827| 37.5%) 431%| 438  $569.46




MEAT SNACK CATEGORY PROFILER

lop 1B Natural Products Bramds in Combined Channel by Dinllars
dllars

EP

VERKOHNT SkiCHE B CLIRE ;
s ' Product Group Dynamics

Lallzirs
Ceoambired Convenience

(o igl P e,
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Channel

e
e
Tt

Channel

COUMTRY ARCHER

% Sales 3 hales 5 Sales Cales

Matural Products 14,5M S3.0M ERAL o

[ el HETE SN LR

specialby and wellness Lo L g o,

i r.j i & 159.9M 5.6M 136.5M S6.3M
Products

MECKEE BTICRE

(3] B2l R

LORIESAS KITCHER

I HE MEWY PHIRLA
Lol eM 1.2M 444 30 h33.5M

Coarventional Froduels x

Total Universe 1.2B 19.1M 588.2M 296.4M
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MEAT SNACK CATEGORY PROFILER GONT.

COMPETITIVE COMPARISON

Jollars, +- =hg, | Uollars, 3 Jn s,
GEQOGRAPHY DESCRIPTION Yago Chag, ‘l’ﬂun Chy, ‘I'Egﬂ- Chg, Yago

TOTAL US - MULD EFIC 5G4 B8 G2 D0%| 367,199 11 2%
WAL LiG- MRS . a1 1

TOT AL US - NATURAL ENHANCED CHANNEL |EPIC 5119,505 61 2.3%|  116,060.2 5.6%
TOTAL US - NATURAL ENHANCED CHANNEL |TANKA S61,42012]  43.1% 17,2407 44.5%

I|:|:| ld Matural Products Brands in Combined Channel by Absolute Dollar Change
Lo Dollars

Product Grer D*rnq’ni*:ﬁ

Abaolute Dodlar | K]E I CHOMPS
---- akal Ei -._ o
Combrinae:d 1 Comwensenco
COUNTRY ARCHER
Channel , dn ..... nel Channel
. VERMONT SMOKE & CURE

§ +/-Chi

LORISSAS KITCHEM

lzturzal Products 11.9M 1.5M 2.7M 1.7M
a JAES
apeciaily and Wellness qiRi : - i =
1|- L _-_" 4 :'_'l.:ll"'1 Ej_l-JlP:. _-'E'H 1:l':'r".l = H LER

Products
Carmventionmal Producls 147.6M 02 . BK F1.EM i

Total Universe 182 3M 2.8M B8 M g12M
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o Quarterly Market Updates
« Email reports

» Webinars

« Market Research
 Funding for Feasibility

and Business

A VISION FOR NATIVE FOOD AND AGRICULTURE
INFRASTRUCTURE REBUILDING AND RECOVERY

Development


https://nativeamericanagriculturefund.org/wp-content/uploads/2020/10/NAAF_NativeFoodEcon_Spread.pdf




ONTACT INFORMATION

Quarterly Webinars

« Next webinar: December 9, 2021

Dave Carter
o de.carter@comcast.net




