SATURDAY. MARCH 9, 1968

e, -they go with everything

Mushroom Institute In-Store Promotion Piece

WITH MUSHROOMS GOING into their peak season, the American Mushroom Institute is offeriga
attractive streamers and price cards to help put more . push behind retail sales of this
vegetable. The aftractive two-color streamer shown above, 19%"” x 7%”, may be used on
a store window or with in-store displays of mushrooms—fresh, canned, frozen or dried. The
price card, 8’ x 5%”, has style and legibility, and should help sell the vegetable. Sets
of two streamers and a price card may be secured for handling cost of 10 cents from the
American Mushroom Institute, P.O. Box 373, Kennett Square, Pennsylvania 19348—or contact

mushroom suppliers.
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INNOVATIVE RETAIL STRATEGIES IN FRESH PRODUCE




The official list of retailer innovations
(according to ChatGPT):

1. Automated ordering systems

2. Vertical Farming in Grocery Stores

3. Robotic Inventory Management System

4. Smart Refrigeration

5. Blockchain for Fresh Produce Transparency
6. Zero-Waste Grocery Stores

1. Freshness Monitoring with RFID

8. Subscription models for fresh produce

9. Al-Powered Demand Forecasting

10.In-store QR codes for Fresh Produce Origins




EVERY INNOVATION NEEDS TO
STAY TRUE TO ONE QUESTION:

What’s 1n 1t for me?







INNOVATION V3. RELEVANCE
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INNOVATION V3. RELEVANCE
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THE GROCERY EXPERIENCE




EXPERIENCE INNOVATIONS

Amazon’s cashier-less technology was supposed

to revolutionize grocery shopping. It’s been a
flop

By Ramishah Maruf, CNN
® 3 minute read - Published 4:35 PM EDT, Wed April 3, 2024
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EXPERIENCE INNOVATIONS

Amazon’s cashier-less technology was supposed
to revolutionize grocery shopping. It’s been a
flop

Caper's smart cart
makes shopping
magical

It's just like a shopping cart, but helps you skip the checkout line and save
money while you shop.

» Find savings and track your total spending on the touchscreen
» Bagitems as you shop

« Check out on the cart and skip the line







EXPERIENCE INNOVATIONS

Caper's sme

mMakes shop e —_g
magical

It's just like a shopping cart, but helps you skip th
money while you shop. {

» Find savings and track your total spending ¢
» Bagitems as you shop

« Check out on the cart and skip the line




EXPERIENCE INNOVATIONS
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EXPERIENCE ]

Touch-free
checkout

Waimart

B

Caper's ¢
makes sl

magical
It's just like a shopping cart, but hel .\

money while you shop.

» Find savings and track your to
» Bagitems as you shop

» Check out on the cart and skip
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EXPERIENCE
INNOVATIONS

Welcome back, PAMELA W!

We will send a digital receipt to your phone
number at (78X) XXX-X194.

Edit phone number

Print receipt

& 0.00 Ib

Accessibility i) e=d= Q01 & Max 3000 min

Q2% Nemax 3000 CC# 9-023

(EZINCR




EXPERIENCE
INNOVATIONS
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Scanner $12.98

Purchase History

&

™ Nov 29, 2024 purchase

Start a return

Welcome back, PAMELA W!

We will send a digital receipt to your phone

number at (78X) XXX-X194. — Curbside pickup

—

o A >
Edit phone number g < > = Picked up on Nov 27
£ — [A] Round rock Supercenter at 4700 E PALM VALLEY BLVD
| |
r‘— |
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INNOVATIONS

] ' The Supermarket of The Future - Modus Labs

: | Switch cake for
ST T E L fruit and get an
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EXPERIENCE
INNOVATIONS

Needler’'s Fresh Market
January 25 at 12:41PM - ¢

Mikey from Middletown isnt for sale but he did just finish stocking more produce for our 25% off
Produce Sale that is happening today -- Saturday, January 25th, from 8am to 8pm! = #

# Don't miss out—uvalid at all Needler's Fresh Market locations, with loyalty and while supplies
last. We can't wait to see you!

mment




EXPERIENCE PRODUCE BUTCHER
INNOVATIONS
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EXPERIENCE INNOVATIONS

COOKING i
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EXPERIENCE
INNOVATIONS
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FRESH INNOVATIONS ‘5;:;1:; Irj:r-.\fiéish E::c:nt for tracking fruit &

By Mike Oitzman | December 20, 2021

GR X JinjSHOR +]

Fruit spoilage is @ major source of lost revenue for grocers. | Image credit: Clem Onojeghuo from Pexels
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FRESH INNOVATIONS Simbie fecaiies patentiforn facking it &

vegetable freshness

By Mike Oitzman | December 20, 2021

Simbe upgrades Tally
retail robot with data
capture solution

January 7, 2025 - Retall, Press Release

& Print & Email m

ORx JinjSRON+

SAN FRANCISCO, Jan. 07, 2025 (GLOBE NEWSWIRE) — Simbe, the
Store Intelligence leader powering the most retail banners in the world,
today announced the launch of Tally Spot, a breakthrough fixed sensor
data capture solution that complements Tally, Simbe’s market-leading
autonomous mobile robot.

Fruit spoilage is @ major source of lost revenue for grocers. | Image credit: Clem Onojeghuo from Pexels

©



FRESH INNOVI{TIONS




ONLINE GROCERY INNOVATIONS

= Subscriptions, but maybe not what you're thinking




ONLINE GROCERY INNOVATIONS

= Subscriptions, but maybe not what you're thinking Instacart to scale food-as-health
programs

By Heather Landi - Jul 17,2024 1:00pm

i N 3111 Northwell
instacarthealth = 33 Jo0H

Instacart launched its health division in September 2022 with a focus on expanding access to nutritious food for underserved
communities. (Instacart)

Grocery delivery company Instacart continues to expand its reach in healthcare and has

€

notched a major health system partnership.



ONLINE GROCERY INNOVATIONS

Related Images

Free, weekly fresh produce
improved diet, physical
activity and reduced CVD risk
factors

American Heart Association Epidemiology, Prevention,
Lifestyle & Cardiometabolic Health Conference, Abstract 21

Farmer's Market fruits and
vegetables

copyright American Heart Association

° ° @ e e Download (1.8 MB)

Research Highlights:

* After 16 weeks of free, weekly home delivery of fresh produce, study participants
boosted their fruit and vegetable consumption by almost ¥z of a serving per day and
added 42 minutes to their weekly level of physical activity.

* One year later, participants had better blood sugar control and lower bad cholesterol
levels compared to adults who did not receive free, weekly produce deliveries.

* The study found that adults who participated in the free, weekly produce program
had improved cardiovascular health measures.

Embargoed until 8:30 a.m. CT/9:30 a.m. ET, Wednesday, March 20, 2024 3 access to nutritious food for underserved ‘

communities. (Instacart)

Grocery delivery company Instacart continues to expand its reach in healthcare and has

notched a maijor health svstem partnershin.



Food Dive Feb 7

ONLINE GROCERY INNOVATIONS @ = suessctes .

Karen Caplan Feb 7
How do you prepare for a sales presentation?

A

How do you prepare for a sales presentation?... 5.7

H-E-B Feb 7
u Subscriptions, but maybe not what you’re thinking Over $15 in deals on fresh produce

© Deals end soon g

= Suggestive selling
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FLORETS b

’

Free select Free select
vegetables

Consumer Reports Feb 7

Final Reminder: save 25% on data privacy f...
Keep your data safe as you shop, share, and b... 3.7

Austin FC Feb 7
Coming to Q2 Stadium: Tigres UANL vs Pu...

Tickets On Sale Today at 1pm! To view this em... ‘j:f
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ONLINE GROCERY INNOVATIONS

= Subscriptions, but maybe not what you're thinking
= Suggestive selling

= Who are your hands-on shoppers?




ONLINE GROCERY INNOVATIONS

Instacart customers have had it with male
= Subscriptions, but maybe not what you shoppersz ‘Substituted my ground beef for a
= Suggestive selling watermelon’

[ W h O are yo ur h an d S-ON S h O p p e I’S? This is why so many online grocery customers prefer female shoppers.

A man shopping at a grocery store. SolStock / Getty Images



A WORD ABOUT GROCERY RANKINGS

= Small sample size, geographically skewed, paid-for, picking names out of a hat

TOP 10

Besl Grocery Stores

in the U.S.
Ranks are based on star rating and the number of reviews AW 1 oo
x ’ t ~ BEST COMPANIES
- S . TO WORK FOR® 2023
D) ) “TX =
S
USATODAY
e READERS’
- CHOICE
o= 2024
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GROCERY RANKINGS

1st Quartile: Strongest Customer Value Propositions

m Rank change vs 23
(H-E-B) 0
MARKET BASKET +2

Cosrco 0

I'ﬁn‘hﬂ +10

FOODS
- +2
amazon 4
S ——

TRADER JOE'S

b —

Walmart

Walmart : -

sam’s club >

3

Publix
meijer
BJS

Hroger

aa

-2

+4

+2

+14

+5

dunnnhunby

Source: Retailers ranked by RPI score, which is a result of dh's RPI model. Customer perceptions input into the model were from dh RPI survey database, August 2023, n=10641 US
grocery shoppers. Each retailer's perceptions are among past 4 week shoppers of the retailer. *Rankings subject to slight change




GROCERY RANKINGS

Rank Gainers and Decliners in 2024

@ Rank Gainers Top 9 Biggest Rank Gainers @ Rank Decliners
(All rose a half quartile or more)

1 Food 4 Less/FoodsCo

« 2types » Also 2 types
. a . - 2 anes - - -

* Quality-first or Price-first ‘ * Quality-first retailers or select

retailers Sl Sart & Final Kroger/ Albertson’s banners
4 Lidl

* Drove perception B e _ | « Saw perception declines in
improvements in their B WinCo their strengths, as well as
vulnerabilities while 6  Brookshire’s Operations rankings
maintaining their strengths 2 | schrucks

* Quality-first retailers also 8  Smiths

improvin rations rankin !
Pro QODE ations ra gs 9  TraderJoe's

duinnhumby
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GROCERY RANKINGS

OO oo

Cleanliness Of Store Competitiveness Of Prices

Fresh Store-Prepared Foods Helpfulness Or Attentiveness Of Employees

Checkout Speed Produce Quality
Produce Variety Meats Or Poultry Quality
Store Brand Quality Selection Of Healthy Options

Prices On Organic Options Selection Of Locally Produced Products

HEEEEEEREEE

Variety Of International Products Or Multicultural Foods

Apply

CLEAMNLINESS OF
OVERALL SATISFACTION i I -
SCORE STORE
COMPETITIVENESS OF
emces 1 [N 2/5
Central Market (TX) FRESH STORE- 5
erepaneo rooos 1 NN : / -
HELPFULNESS OR
arrentiveness oF i |GGG s/ 5
EMPLOYEES
CLEAMLINESS OF
OVERALL SATISFACTION i I ;s
SCORE STORE
COMPETITIVENESS OF
PRICES 1 4/5
egmqns FRESH STORE-
W ererarto rooos 1 NN :/ 5
HELPFULNESS OR
arrenniveness of i |GG s/ s
EMPLOYEES
OVERALL SATISFACTION creanmesort 1 N -
SCORE STORE
COMPETITIVENESS OF
erices 1 NN 2/5
Heinen's
FRESH STORE-
PREPARED FOODS 1 4"!3
HELPFULNESS OR
arrenriveness or 1 |G s/
EMPLOYEES
CLEAMLIMNESS OF
OVERALL SATISFACTION i I ;s
SCORE STORE
COMPETITIVENESS OF
G I ' PRICES 1 - 1f5
e son s FRESH STORE-
ercpaned rooos 1 NN : / -
HELPFULNESS OR
arrenmiveness oF i |G s/ 5
EMPLOYEES
OVERALL SATISFACTION creantmesoet 1 N ;-
SCORE STORE
COMPETITIVENESS OF
' rrices 1 NN
Trader Joe's FRESH STORE- ;
PREPARED FOODS 1 3;5
HELPFULNESS OR
arrenriveness of i |GG s
EMPLOYEES
CLEAMLIMNESS OF
OVERALL SATISFACTION 1 4 f 5
SCORE STORE
COMPETITIVENESS OF
rrces 1 NN ;s
Market Basket (Northeast) FRESH STORE-
PREPARED FOODS © 4/5
HELPFULNESS OR
ATTENTIVENESS OF 1 4.!’3

EMPLOYEES




RETAILERS I HAVE MY EYE ON IN 2025:

= Fresh assortment continues to grow
= Attracting a broader audience

= Innovative merchandising

Always low prices. iz

You’re w el c om e Investing more than More than Nearly Entering new markets
‘ <9B | 800 |3,200 | Llas

stores stores nationwide veg a S
View Weekly Ad 5o st for
4 ame Day.
: R o ot ALDI Announces Plans to Open a Record-Breaking 225+ New Stores in 2025
-

. '—g'»-\
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RETAILERS 1 HAVE MY EYE ON IN 2025:

= 500+ stores, added 66 in 2024
= Opportunity buyer, not afraid to take risks




RETAILERS 1 HAVE MY EYE ON IN 2025:

= 63 stores in 9 states

= Amazon recently appointed Whole Foods CEO to oversee all grocery

< " o B t‘
‘. ‘ “ ) |

N
24

t.lumam ‘Mi :i\u \'u).’\r
naa s.on.(\ “Oh ‘m %

Yo "‘:‘ B PP




RETAILERS I HAVE MY EYE ON IN 2025:

= Initiative to make ‘“Innovation the new normal”

= All the bells and whistles you hear about, actually out there doing the thing




RETAILERS I HAVE MY EYE ON IN 2025:

= Not afraid to do things differently

= New leadership in merchandising with overseas influence

= Located in a hotbed of retail competition

e aaon W W ARRRRNN T

*YOUR NEXT PURCHASE OF $50 0R MORE IN STORE OR @rnline~

OFFER VALID 2/7/25 - 2/9/25. LIMIT ONE (1) PER HOUSEHOLD WITH FRESH REWARDS CARD.
SAVINGS APPLY AFTER ALL OTHER APPLICABLE DISCOUNTS AND COUPONS. NO CASH BACK.
EXCLUDES BEER, WINE, TOBACCO, CBD PRODUCTS, GIFT CARDS, FUEL, LOTTERY AND SERVICES.

0'"'¥00000"08823

TO USE THIS OFFER, SCAN BARCODE AT CHECK OUT OR ENTER PROMO CODE
8823 WHEN PLACING YOUR LOWES FOODS T0 GO ORDER ONLINE.
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DISPLAYS THAT MADE
ME TAKE A SECOND
LOOK
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ingredients. Simply
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SE Weekly Exclusive

Digital Deal

Non-Member Price SE Member Price

1. | Red Cherries 4.99:. 1.7 [

Limit 2 Bags

tal Doal must be clipped to your SE account prior to purchase,

e
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X CommpoLieco t

i. IW el TH ,,
: 4' 1 Ly o i Buy Panera Bread Chilled Salad Dressing, 12
roPper Slice = < y g | o

I usnrjE;TS' ’7 | 0 %255 : - 0z., assorted varieties get FREE H-E-B

Salad Topper Sliced Mushrooms, 5 oz.

xpires today, Unlimited Use

Buy 1 of these

O (%)

":ym Bread Chilled $4.98 each $4.98 each $4.98 eacl
ﬁ'::,om'"" R o Panera Bread Panera Bread Panera Brez
;“"""‘"’"‘"‘" ol o Poppy Seed Caesar Dressing Apple Vinait

t FREE Sl Dressing (Sold... (Sold Cold), 12 f... Dressing &
Slli;s':m:':::: In Produce on the In Produce on the In Produce o

Left Wall Left Wall Left Wall
o o Pt
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466782185388 : ; Coupon clipped

Shop in store to redeem ‘
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flashfdod

COMMENCEZ DES
AUJOURD'HUI A

“Provigo

i

flashfood

Faites une différence
avec votre eplCEl’lE
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ki express Repartez

Commandez en ligne
provigo.ca
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Plus de rabais.
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\ PICKING
\ THE PERFECT
. AVOCADO

To see if an avocado is perfectly
ripened, hold it in the palm of
\! your hand and give it a gentle
\ |\ squeeze. A ripe avocado will be
\ soft but not overly squishy. If the
avocado is very hard, then it
will need a few days to ripen.




" TEXAS GROWN VEGIES

TR \ \
We go the extra mile, so your produce doesn't have to!
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MEET THE GROWER!
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