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WHAT'S INSIDE:

A look at the top food
retallers and wholesalers
for 2015
page 2

Grocery, restaurant sales
upin 2015
page 3

Wholesale prices down in
December 2015
page 4

Markets begins
page 13

SHARE US
WITH YOUR
COLLEAGUES

Discounts for
additional members or
user licenses from as few
as 5 people.

CONTACT:

Member Service
Specialist

201.791.5570
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REPORT

BATHYEAR NO. 2

DEFLATION HIT GROCERY STORES FOR FIRST
TIME SINCE 2010 IN DECEMBER
Grocery store food prices : . "
mﬁc__ﬂ”‘l;‘gcﬁ;’;w Retail Food Inflation Rate - Select Cities
territory in  December, [Sowce: Food Insfitute andlysis of BLS data)
faling 0.4% below the

same month last year Diference
marking the first time [bems: 2014 2015 Fercentoge Pis.
that has happened since  Detroit 24 0. -2.3
March of 2010, This put 5t Louis 32 0.4 -28
the inflation rate for Aflanta 9 09 -2.0
food-at-home for all of U.5. Average 24 1.2 -1.2
2005 at just i — LosAngeles 22 13 -0
exactly one-half of the Anchorage 1.1 15 0.4
2014 ate. according to  Chicago 28 15 -1.3
FOOD INSTITUTE  Mew York 1.8 1.5 -0.2
analysis of just-released  Houston 2.4 18 -0.6
government data Seaftie a1 22 -0.%

Ses DEFLATION on page 4

VALUE OF U.S. FRESH PRODUCE EXPORTS SET
TO GROW AS TPP TAKES EFFECT

5 duce industry is w
all:.: r;x:ml::arta‘erl‘yyi ; I:.-ujll-r:l:l at P:tral: Percenﬂ] ge Of U 's -
Produce Imported

according to CORMELL UNNVERSITY
estimates. About 75 billion of this
[Source: BMO Capial M arkefs)
1990 2000 2010 3013

comes from supermarkets and
other retailers, while foodservice (Sl il
establishments acoount for another  Frash Fruit B49E  A24% A50%  5.5%
%55 billion and famers markets fmsh Vegetdbles |103%  133%  244% 9670
create an estimated 513 billien,
according to a BMO CAPITAL MARKETS report.

he US. has been a net imparter of produce since the mid-1980s, with $205 bilion
worth of imports in 2014 compared to $131 bilion worth of exports, with a net trade
defecit of approximately §124 billion This gap is growing as imports rise faster than
exports. Fifty-two percent of fruit is imparted in the up from 35% in 1990, while
27% of all vegetables are imported, compared to 10% in 2008, Despite this trend 78% of
consumers were willing to pay a ¥0% premium for lecal produce in 2015, up from 7 0%
in 2014, according to an AT. KEARMEY paoll Minety-six percent of consurmers consider
ingredients locally grown if they are produced within 300 miles of the point of sale.

US. praduce is sold to 320 million consumers through 600,000 stores and restsurants.
Retailers are galning more importance, as 14 715 fams DFQC.JCEfFESI'I proauce, D.Jtml’y’
224 chain retailers are in the supply chain

In terms of retail gross margins for the produce department are between 30% to 40%,
and shrink for preduce is in the 4% to 5% mnge. Supemarkets tend to turn their produce
Ses PRODUCE on page 5
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Daily Information T Manage Your Business

MEMBER PROFILE

Bruegger s Enterprises Inc.

Bruegger's Enterprises, Inc. (BEI), a leader in the fast casual
eruecoers restaurant segment, operates 290 Bruegger's Bagels bakenes in
w Morth Amenca. Renowned for its authentic Mew York style fresh-

baked bagels, the chain also offers a wide vanety of freshly

%] TODAYFOOD &

Your Company’s
Profile Can Be
Featured
Be seen by thousands

of executives in
the industry.

prepared breakfast and lunch options made with high-guality, simple LEARN MORE
ingredients served with its unigue brand of hospitality. Bruegger's Bagels is
dedicated to the communities it serves and supports chartable causes locally and
nationally. BEI's parent company, Groupe Le Duff, SA, is the world's second-
largest company in the bakery-cafe sector. Founded in 1383, BEl is
headquartered in Dallas.
To leam more about this Food Institute Member, please visit:
www_brueggers_com.
INDUSTRY NEWS FI BLOG

Fairway Market needs to raise more capital by April to meet debt obligations,
with its 15 New York City area stores experiencing "significant losses.” The
company saw a 7% revenue decline in its latest quarter compared to the same
period last year. Fairway is counting on new stores to drive growth, but stated in a
regulatory filing that "our current limited cash resources and significant leverage will
adversely affect our ability to open new stores,” reported New Yorr Post. Full Story

Kroger is planning to expand its online shopping program in Michigan. The

The Food Institute's staff of
industry experts opine on the
latest food industry news and
trends. Read More =>

)
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The Retail Environment

2015 Independent Grocers Financial survey
From NGA and FMS

Environmental concerns ranked 3.8 on a scale of 1 to 10, down from
3.9 the prior year.

Other related areas:

*Government Regulations 6.3

*Food Safety 6.1
eTechnology 6.2
*Energy costs 5.3

*Topping the list was competition from other retailers at a 7.02
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Contect Us Quick Links

% SpartanNash.

Taking food places* Q

About i Wholesale Military - Investor Relations Careers

Home > Corporate Responsibility > Sustaining Our Environment

Community Involvement Sustaining Our Environment

Fundraising . ; ) S i ’
. SpartanMash is committed to environmental sustainability. We know that in order to be successful we need to
Labels For Learning look at how our business decisions, in the long-term, will impact the Earth.
SpartanMash Foundation Sustainability for Spartanidash means looking at how our decisions make envirenmental, social, and financial

R sense. If it doesn't make sense for all three, we realize we need to keep looking for a solution.
Grant Applications

. We have a long way to go, but our sustainability efforts can already be seen across the company from
—— = taining Our e e e T R e S s e e e e e L S e
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Grocery Stores and Food Waste

wra

For every

More than
40%
O of
in revenue wasted food from
grocery stores grocery stores is
generate, donated or
recycled

of
food waste i_ .i
is created

What Happens to the Unsold, Wasted Food Once it's Diverted?

233%  26.2%
FeOMOEER Y SRR 0416% 1 9;,9,.?6

Composted

What is the Industry Deing to Continue to Reduce Food Waste?

Industry Collaboration  Policy Change Logistics
‘Working with nd fedoral Waorking with partnens
Ceywmmy WS ACT | mhm:mdm:‘hﬂ mumwuﬁ:
il and and lood storage limitations.

l“] REDUCTION ALLIAMCE p
o ——————
Markeing ina .@J G0 mmenn]
Allsrae, wotking THE WOGCE O PR FTAL,

Source FOM Anayas of US Food Warte Anong Manwdsthoes, Hetales
#d Rentagranty, prapared by (554 foe B Focs? Wisae Medcton Allece
Miokec P, CillA, g MIGA socgit troad| paracigaasion in the urvey;

& W et 0 ore B F00 of g iepets mesmites 1o haip
ey Hhat the Compasca Qende g tha ot food
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Environment

Energy/Carbon
Water
Zero Waste

? Logistics
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Logistics

Our logistics team is responsible for the movement
of several million products each and every day. We
operate and maintain 36 Distribution Centers (DC's)
across the U.S. They are strategically located to
serve our retail divisions and are the foundation of
our supply network. They receive and hold product
until needed by the more than 2,640 retail locations
they serve.

o v ¥

CUBE INCREASED REDUCED
EFFICIENCY MILES PER GALLON “EMPTY MILES”

Y a1%

FLEET
FRODUCTIVITY




Wakefern ‘“

FOOD CORP®

Jendors | Mewsroom | Careers | Contact Us

Environmental

About Us

Wakefern and the Environment

The Cooperative

utive Tearn Wakefern has demonstrated a true commitment to the long-term protection of the
tainability environment for more than 30 years, Environmentally-focused initiatives incude a

: company- and store-wide recycling program for items such as grocery bags, plastic
filrm and pharmacy stock bottles; at-retail Bag Re-Use Programs; Education

Frograms; and Conseryation Partherships,

Wakefern’s dedication to corporate social responsibility has established the
company as an industry leader in the constant pursuit of environmental
sustainability, Wakefern perseveres in this commitment by implementing a
sustainahility strategy for the company that focuses on making a positive and
lasting impact on the environment and the communities it serves,

Woakefern is committed to the long-term protection of
the environment.

Wakefern Sustainability Statement
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RETAIL FOOD STORE PERFORMANCE - JANUARY

[Food Institute analysis of Census Buregu data)
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* For supermarkets and beer, wine & liquor sfores, cumulative data is from pricr month.,

TOTAL, FOOD & GROCERY STORES BEER, WINE &
BEVERAGE STORES: TOTAL: SUPERMARKETS: LIQUOR STORES

Millions: 2015 2014 e Chge. 2015 2014 %= Choge. 2015 2014 e Chge. 2015 2014 T Chge.
JAM $ 55954 %5328 39% | § 50452 348871 34% ($ 48980 % 47167 3.8% 13.578 $3.394 5.4%
FEB 3 51402 $47.456 3.5% | F 44192 F44.738 333%™ |3 44542 F 43,070 JA%R $3.519 $3.372 4. 4%
MAR % 55081 $53.92% 40% | § 50329 345522 ITH [ 48434 % 46.467F 3.8% §3.882 $3.497 5.0%
APR $ 55070 $53.497 26% | F 49257 46141 23% (3 47298 % 46,278 2% $3.847 $3.713 4.1%
MAY % 58479 $57.208 24% | F 52290  351.084 24% (%3 50018 % 4% 079 21% #4371 $4.202 4.0%
JUME 3 558275 $54.478 29% | F 50073 B4ETRS 28% (3 47904 % 46,766 24% 54,243 $4.098 3.5%
JULY $ 58724 355480 3.4% | F 52204 350548 32% (3 49907 % 48.510 25% 54,524 $4.249 &.5%
AUG % 57385 $556.553 1.5% 8 531.184 550,448 14% |5 48993 % 48,396 i 4,250 $4.22 0.6%
SEPT $ 55323 353,433 32% | F 49348 348,034 28% (3 47244 % 45,133 2A4% 4094 $3.887 &.0%
oCT $ 57233 356122 20% | F 51.085 $30.183 18% |§ 48984 % 48,304 AR 4293 t4.092 49%
O 3 56471 $56,263 07%| 5 50480 350178 0.4% (3 48505 % 48391 0% 14244 $4.137 2 6%
DEC $ 51793 340,810 20% ) 8 53184 152,109 21% (% 51239 % 50,366 1.7% 15843 $5.410 4.2%
JAN - DEC 5 680,591 $ 662853 2.7% 5 606,280 & 591,622 2.5% S 582,128 % 369,139 2.3 S50.710 5 48.450 4.2%

2014 2015 ¥ Chge. 2018 2015 % Chge. 2016 2015 e Chge. 2014 2015 o Chge.
JAM i 55947 % 55954 18%| & 51324 % 50,852 1.3% NA 3 48,980 — MNA $3.578 —




RESTAURANT INDUSTRY PERFORMANCE - JANUARY

(Food Institute analysis of Census Bureau data)
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EATING & DRINKING FULL SERVICE LIMITED SERVICE DRINKING
PLACES: RESTAURANTS: RESTAURANTS: PLACES
% % % %

Millions: 2015 2014 Chge. 2015 2014 Chge. 2015 2014 Chge. 2015 2014 Chge.
JAN $47,920 $42,905 11.7% $21,820 $19,366 12.7% $20,127 $18069 11.4% | $1.B18 $1.696 7.2%
FEB $44,551 342,875 B8.4% $21,034 $19,409 B8.4% $19,444 $17.779  9.4% | $1.755 $1.485 4.2%
MAR $53,045 $49,399 7.4% $23,820 $22,190 7.3% $22,660 $20,848  B87% | $2029 $1,968 3.1%
APR $52,203 $47.713 9.4% $22,647 $20,671 9.6% $22,637 $20,621 98% | $1.894 $1.804 50%
MAY $55,312 $51,072 B8.3% $24,460 $22,282 9.8% $23,852 $21,934  B87% | $2046 $1,979 3.4%
JUNE $51,934 347,843 B.5% $22,659 $20,604 10.0% $23,058 $21,282  B8.3% | $1.891 $1.835 3.1%
JULY $53,037 $48,659 9.0% $23,041 $20,966 9.9% $23,673 $21,776  87% | $1.987 $1.827 8.8%
AUG $53,076 $50,098 59% $23,149 $21,836 6.1% $23,413 $22014  64% | $1.984 $1911 3.8%
SEPT $50,696 $47,.090 77% $21,474 $19,83¢ 8.3% $21,950 $20,343  7.9% | $1.867 $1.818 2.7%
OCT $53,994 $50,161  7.6% $23,267 $21,235 9.6% $23,103 $21,587  7.0% | $2002 $1972 1.5%
NOV $50,247 347,615 55% $21,979 320,755 5.9% $21,705 $20,327  4.8% | $1.878 $1.830 2.4%
DEC $54,624 $50,704 7.7% $24,963 $22,947 8.8% $23,070 $21,442  7.6% | $1.985 $1,883 5.4%
JAN - DEC 5622, 439  5574,154 81% $274, 333 $252097  8.8% $248,494 5248022  8.3% | 523134 522208 427
Millions: 2014 2015 Chge. 2014 2015 Chge. 2014 2015 Chge. 2014 2015 Chge.
JAN $50,691 $47.920 58% $23,082 $21,820 5.3% $21,291 $20,127  58% | $1.923 $1.818 558%




Grocery & Food Sales By Outlet

[Food Insfitute analysis and estimates based on Census Bureav data)

s = Of food sales by The Food Institute
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%o Sales Te of Total Change
Millions: Food 2015 2014 2015 2014 % Points
All Food Sales* 5 1319585 5 1,264,676 100.00% 100.00%
At-Home Grocery & Other Food Total 5 696,944 S 488 522 52.8% 54.4% -1.4
All Food Stores® 69.8% % 475,053 % 462,671 36.0% 36.6% 0.6
Grocery Stores” 739% % 448,041 % 437,209 34.0% 34.6% 0.6
Supermarkets® 74.4% % 433,146 % 423,439 328%  33.5% -0.7
Warehouse Clubs/Superstores® BI% 3 147,359 % 145,189 12.7% 13.1% 0.4
Health & personal Care Stores® 4.7% % 13.245 % 12,690 1.0% 1.0% 0.0
Drug Stores® 4.2% % 11,040 % 10,559 0.8% 0.8% 0.0
E-Commerce/Mail Order* 2.1% 3 8753 % 7.8464 0.7% 0.6% 0.0
Department Stores* 7.0% % 11,751 % 11,992 0.9% 0.9% 0.1
Gas Stations * 6.3% % 27,256 % 33,819 2.1% 2.7% -0.6
Home Furninshings Stores” 2.2% % 2,283 % 2,141 0.2% 0.2% 0.0
Buliding Material/Garden Ctrs.* 0.3% % 295 % 954 0.1% 0.1% 0.0
Away-From Home
Eating & Drinking Places 5 622 639 5 576,154 47.2%  45.4% 1.6
Full Service 3 274333 % 252,097 20.8% 19.9% 0.7
Limited Service i 268,694 % 248,022 20.4% 19.6% 0.8




Peapod by Giant partners with Metro in grocery pilot
program

Feb 1, 2016, 2:52pm EST

RE 2 W@ jnhE f@&@ 3+@ £ order Reprints® W save Article®  # Print@

Get Washington, D.C. Newsletters and Alerts

Morning Edition >> Afternoon Edition >> Breaking News | \/

=
Sara Gilgore @ - Peapod® by Giant®is la1 g
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Discover a better way to cook .
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FOOD INDUSTRY MERGER & ACQUISITION
ACTIVITY BY CATEGORY 2010-2015
[Souwrce: Exclusive Food Institute Analysis)
#"’3-’.- T‘L"f,.
’1’-:;-1'5:"‘@ Th":‘.’ -'1’5.-:5}"‘-.’5:_ 1'.’{__,?
T T N -
CATEGORY OF PURCHASING ENTITY 5, % %, S, % 8, G 9 9, O
FULL YEAR
Agricultural Cooperatives o 1] i T 2 o 2 Li]
Brokers 1] 2 1] 4 14 17 0 2
Consultants & Other Senvice Providers o 14 1 7 14 13 18 ¥
Diversified Firms with Food Induskry Interests 3 14 2 28 13 21 20 12
Food Processors 1% 114 20 140 103 g3 77 75
Baksrs 1 ? 2 10 ] 7 4 4
Confectioners 1 & 0 2] 5 5 5 1
Ciqiry 2 10 4 12 14 7 3 ]
Fruit & Vegetakle i 12 0 14 12 11 3 14
Mieat ] ? 2 B B z 7 &
Multi-Produwct 5 as 12 56 ag 29 34 25
Poultry 1 3 0 5 2 1 2 1
Jeafood 1 8 0 2 1] 3 2 3
Snock Food 1 3 0 7 5 & & 5
Other Processors 2 21 0 18 12 5 5 z
Investment Firms & Banks 4 56 & 73 A7 52 &8 Ab
Packaging & Equipment Suppliers 2 14 2 11 6 23 15
Row Product & Ingredient Suppliers 3 g 4 20 11 il 17 9
Restourants & Foodservice 2 a4 4 &7 22 34 48 44
Institutional Vending Foodservice 0 a 1 a a 3 2 4
Restauranits 2 34 3 57 22 a 44 40
Retailers 14 &0 T 563 41 4a &8 52
Convenience Stores 2] 28 2 18 10 23 34 p
Supermnarkets I 2 3 33 28 1% 21 20
S ——— Other Retailers 1 10 2 12 é 13 5
Soft Drnk /Water/luice - Boitlers & Manufacturers 4 15 4 15 g 8 10 15
Wholesalers & Distibulors 1 7 4 15 17 21 28 25
w Foodservice Distributors 0 4 1 B 16 17 25 1%
E Grocery Whalesalers 1 3 3 7 1 4 3 &
Unclassified 1 12 1] ] 7 3 0 13

h
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SUPERMARKET
MERGER & ACQUISITION ACTIVITY 2010-2015
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2011 2012 2013 2014
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2015
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INVESTMENT FIRMS & BANKS

MERGER & ACQUISITION ACTIVITY 2010-2015

2011

2012 2013

2014

2015
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FOOD INDUSTRY

MERGER & ACQUISITION ACTIVITY 2010-2015
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2012 2013
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Deflation In Retail Grocery Prices
For Second Straight Month In January
{Source: The Food Insfitlule analyss of Bureaw of Labor Statistics)
Percent Change vemus yeor sarier
7.0%
PP - Consumer fnkhed Food === P| Food-af-Home
7.0%
5.0°%
3.0%
1.0°%
h
1.0°%
-3.0%
P —
wt -5.0%
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"Real” Sales Change Estimates

% Chge.
Previous Year:
Jan. 2016

Jan. 2015
Feb.
Mar.
Apr.
May
June
July
August
Sepf.
Oct.
NOV.
Dec.
Jan. - Dec. 2015

Grocery
Stores
-1.1%

Eating & Drinking
Places
3.3%

8.9%
5.8%
4.7%
6.8%
5.4%
5.8%
6.5%
3.5%
5.1%
5.0%
3.1%
5.5%
5.5%
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