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If you can't beat 'em, don't play Mo Lowie

by their rules: understanding the Food and Agriculture Policy
. Natural Grocers

weaknesses of big grocery. by Vitamin Cottage

12612 W Alameda Pkwy
Lakewood, CO 80228
303 601 9451
Alewis3001@Gmail.com
www.NaturalGrocers.com
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What we do and why it matters
What’s a grocery store?

Supply Chain and consolidation
How Rural Grocery Wins

Four Cs:

e Community
e Curation

e Culture

* Courage



v e g E t ]

- ) e U
Victoria i : () é -
P ‘»é : : NORTH v :
WASHINGTON - ; DAKOTA 3
) = MONTANA ' ®
g Syt L ) : — 3
@B . DB : s - : . MINNESOTA
“Pe _d @ : ' : -‘ .
:'/ ,' ' Minneapolis
. ’ N p o}
- : G \p e 1 SOUTH WISCONSIN
- : : DAKOTA
L @
=< OWEGON - L/
W é u‘__ao @fF . 0 v FUEL L e
Y= WYOMIN g - .
= $ uA( | o Chicago
- NEBRASKA @ @ @
'("’ 7 O Ed ."
S 5 e ’1 | " ILLINOIS ' INDI/
& NEvAPA e o‘nlted States . @ o
\_ OTAH .’ ' »\“f 2 ‘Clty - A Indians
Sacramento o\ Cla Rt ‘g,( () .
2 ‘ 2\ LA KANSAS MISSOURI
San Frgncusco ‘ . - é
5 : > /’
o s ) - : K
San Jose S ' ~ = M G attte e ey T R Q ' ;
CALIFORNIA Las g gas iNaf MR [ S _ $l i@ 5 NastuI
IS : v, . w "S5
~ - ™ 5 OK g oM< % LA TENNES!
, ® (N @ < cy
\ . ARK@ SAS ¢
L I mefZONA™. : . “NEW MEXICO : ® : ; .
%] ; 9, g @ e : MISSISSIPPI
wardbatafatesd NWHAL a Ph&erix : 1 = o> P4 . ALABAN
GRUCERS /| &% Sow o ¢ ¥
\__JJ' 3_/ _a_r } \""--IM” i *:\ ' - TEXAS 3 '
\J A ™\ . L W eeeas S N e
- ORNIA o -4 -
gOOd4U SONORA \ o ® @) Houston LOUISIANAL
CHIHUAHUA_ [/ \-\ ‘ New Orleans

N . San Antonio



iy mj&% Continuous Improvement of Retail Product
e’ Standards for Ingredients and Production Methods

good4u

Science and
Ethics

Our Five Founding
Principles guide us to
_ Supply Chain continually improve Standards
Risk goes down. Demand and strengthen our Iteration
practices.

Quality goes up.

Our success depends on
educating our suppliers, crew,
and customers about the
value of our principles.

Community Crew
Education fraining

The empowered shopper in turn demands higher standards.
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The history of grocery in 4 slides: Who's this?

. Full selection of food and household items

. One hour delivery to home

. Farm to store overnight transportation of goods

. Refrigerated transportation and storage

. Copious private label products at steep discounts

. Larger sizes for economy buyers

. Owned or controlled factories, fisheries, farms across the globe
* Aggregated buying from small producers to supply factories

. Smaller footprint stores within urban neighborhoods

. Highly efficient and centralized operation

. System can supply far-flung network of neighborhood retail stores
. Open stores in new and underserved areas before competition

. Fresh food and ready to eat packaged food

. Price competition requiring supply chain control
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The history of grocery in 4 slides

Conventional Grocer
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200 car trips per 1 incoming truckload



The history of grocery in 3 slides
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About 1000 deliveries of 30 lbs for each incoming truckload



2012

The Healthy Food Funnel:
Why in spite of 309,759 food choices

it's still hard to find a healthy meal.

Food Products NOT Sold as "MNatural”:
193,397 items = 62% of packaged foods

Food Products Marketed as
"Matural”: 116,362 items = 38%
of packaged foods

| "Matural™ Food Products with ‘

Zero Organic Ingredients -
90,976 itema= 29% of Packaged Foods

Foods with Some Organic content:
25,386 items = 8% of Packaged Foods

3| I ORGANIC CONTENT of 93-99%:

LR 10 374 = 3.3% of Packaged Foods
[

ORGANIC CONTENT of 1-69%: ORGANIC CONTENT of 70-84%:
4.001=13% of Packaged Foods '@ 1.890=06% of Packaged Foods

ORGANIC CONTENT of 100°%
9,031 =19 of Packaged Foods

Scroe: SRR Mafural unigue SHL's sold by reporfing sionss n 62 mesks ending BN
Copyright 312 Matural Grosss by Vitamin Cofage. W Naturalancoss aom

So many food products, yet nothing to eat:

2022

Total US- Food

709,982 total SKUs
117,981 Natural-Positioned SKUs

Natural Channel

453,338 total SKUs sold
146,316 Natural-Positioned SKUs sold
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Retail Big Data Architecture
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These 12 companies together
own 550+ consumer brands

Revenue by company (2023): @ Nestlé $111B @ PepsiCo $91B @ Procter & Gamble $84B @ Unilever $66B
@ The Coca-Cola Company $46B @ Mars $47B* 202 @ Mondelez $36B @ Danone $30B
@ Kraft-Heinz $27B @ Associated British Foods $24B @ General Mills $20B @ Colgate-Palmolive $19B
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Bloomfield
Bakers

January 2016

. Decemb
Organic Industry 007
19% equity; TrueNorth
Structure: T P B&6 Foods
Acquisitions & Alliances, 80% equity / Oryaiics #95
Top 100 Food Processors in “ May 2013 Bolthouse
North America ! Farms

Rhythm March 2007
January 2016 | Slpstoics staom Ralcorp
partial equity ! |January 2016 (private label Nove$n2|P;|é201 5
$3M “ GREi organic foods) from ConAgra
Wolfgang 0 Food
i July 2012 Blake's \ 00
Diamond Puck ;‘1V.55 5 @ Should Naturally
Foods July May 2015 v Taste Good
Coleman iy il 2008 .* July 2000;

September 2013,
Natural o

sold to Brynwood

August 2003

Perdue June 2015

ConAgra Partners
Farms Campbhell $231 M "g - 7
Soup Co Garden July 2007 Cascadian Protenergy
o s Fresh Alexia Farm Natural
Draper Foods Gourmet » - Foods
Valley Foods lanuary

Petaluma/ February 2000

Mondelez
Rosie

S Baking Muir Glen
FreeBird/
September 2003

Kraft) Plainville i September 2014
100% equity; ) $820 M
August 2012

Annie’s Seeds of
majority stake Frutti di Millina's Heniantonn December Udi's Chanae

soldtoBrynwood yanuary 29 Bosco Finest $61M Earth's Best - 213 g

Green & June 2012
Fitg:;agqi(‘)ycs Black's September Boulder $125 M
I " i 1ge9 Brands
Mighty B ; Walnut BluePrint :
Leaf 'ée""g March 2011 Acres e from Heinz December (Earth Balance) Erewtion
ool 100% equity 1998
August 2014 Mountain

November
Spectrum

2015 New
December

= s Pinnade $975 M Morning
2015 i Foods
Janvary 2012 $139B/ Octoer 2013 Coca-Cola Garden a5 MOM/Malt-0-
#5 August 2015

of Eatin'
30% equit
0 M

DeBole's February 2014
$9 ’ Arrowhead

Meal/Better

" (from Nestle)
JAB DE. Master 3 dune 2007 LI
WS (fBIe"fe;: Fﬁ%ﬁaﬁ%fﬁ;3 | TofuTown
formerly Sara $1.25B October Post Foods
Company 2014 additional | 2001 Health s LA
7% | S181M Westbrae Breadshop Valley (spinoft from
August 2012 Einstein Green Odwalla Bearitos  Westsoy '200: Casbah Seglggber Ralcorp)
$18 Mountain Little Bear Celestial Imagine/Rice Michael Foods
Coffee Seasonings Dream/Soy May 2013
Dream 7y Golden $158 M
December 2012 Stmpov Earthbound . Temple Willamette FHe:nhsndel
Farm June 2010; joint marketing Valley o S((ered
Caribou Intelligentsia

December 2013
$600 M

agreement Granola division)
September 2014 Applegate .
$195 M

Silk ams ' December

May 2002

May
$189M 2012 Meyer Natural e D;l;:;a
i 775 M Foods
| May 1999 White- s CROPP
April 2014 | September 2008, $57M Alta Dena Wave November 2009, 3
$165 M Hillshire |via Israeli subsidiary Osem Group Stonyfield (Organic
o #39 :

\ (50.1% equity) July 1998, 13% Equity) brand licensed Valle

Brands January 2004, 100% Equity, Pt of Dean) to CROPP s y)
(formerly Sara 4 $216 M Dagoba for fluid milk
Lee) Mediterranean October 2001 X
Foods Horizon October 40% equity; o

o 2006 January 2004
pril 85% equi
o 1899 b 20, Danone
idell's The Organic Dannon
August 2014 Sausage c g f May 2013 ( )
$858 September OW 0} 92% it LD
2015 Flowers sl 3015 Vermont November % equity
1999 - -
3120M Foods $275 M August 2015 $307 M October 2000
31 = $125 M Happy X 21.2% equity
Alpine Valley DKai‘Illz ’s Wallaby Morningstar Family S - g o
Ifrewa
Bread Co. Bread Yogurt el Farms/Natural y

Touch

Stacy’s
Pita Chip

September

Millstone 2010

Processors
July 8

Crispin

February
2014

June 2012 $1.78

November
2008

Humboldt
Creamery

August 2013

Helios

Organic
Brand

AB InBev
#6
August 2009

Fox $195M

February 2009
$14 M
Barrel

Acquisitions

J&J Snack

Foods
#93

Canada Bread
(o.

March 2011 1984
$38.8 M

Goose
Island

# Numbers refer to
rank in North
American food &
beverage sales
according to
Food Processing,
August 2015

Santa Cruz
Organic

Olafson's
Baking
Co.

Phil Howard, Associate Professor
Michigan State University




FreeBird/

Plainville
Farms

Frutti di Millina's
Bosco Finest
June

2001

Walnut
Acres

October
2001

ShariAnn's

June
2003

Mountain
Sun

March

MaraNatha 2008

SunSpire

June 2007
From Dean

October
1997
$23.5M

TofuTown

Westbrae
Bearitos Westsoy

Little Bear

July
2014

$40 M May

2013
BluePrint

November
2012

*

Celestial
#79

March

Celestial
Seasonings

December
2002

Rudi's
Organic
Sany. FoodDive:
Ap$r<'s'12$4 Earth's Best “Hain Celestial
CEO zeroing in

September
1999
from Heinz

December
1998

on M&A, with ‘a
lot of firepower’

Spectrum at his disposal’”’

Organics

August
2005

$33 M Garden

of Eatin’

Arrowhead
Mills

DeBole's

April
1998
April S80I

1999
$80 M

Breadshop

Harry’s
Kineret
ParmCrisps
Terra Chips
Yves Veggie

Health
Valley

Casbah

Imagine/Rice
Dream/Soy

Dream
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Store staff don’t know products, brands

Staff not from community

Severe staff shortages with low pay, no benefits
Special orders really upset us

No time allotted or allowed for customer service

No training on service, only on customer compliance
No awareness or training on nutrition and health

Small margins but big volume - quality is not important
Dependence on big brands and distributors for selection
Always extracting more money from vendors
Promotions are Hi/Lo illusions, not value driven

Meat is case packed by big producers from feed lots
Few local brands or culturally specific products

Longer and longer drive times



The United States'
115,526 food stores sold
S$717 billion of retail food
and nonfood products in
2019.

Four entities control 50%
of sales:

WalMart

Target

Kroger

Safeway

Retail Consolidation

Top 4, 8, and 20 firms' share of U.S. food sales, 1990-2019
The share of food sales at supermarkets, other grocery stores, warehouse clubs, and supercenters
of the top 4, 8, and 20 retailers trended upwards for the last three decades

Percent of sales Billion dollars
20 700
Top 20
60 600
50 Top 8 500
40 400
| B /._—/
30 Top 4 300
20 200
Sales
10 100
0 0

1990 1993 1996 1999 2002 2005 2008 20M 2014 2017

Notes: Sales are estimated based on the sales per employee ratio calculated by firm size and North American

Industry Classification System (NAICS) code. NAICS codes included: 445110 (supermarkets and other grocery
(except convenience) stores) and 452311 (warehouse clubs and supercenters). Food sales are calculated using
the Economic Census product lines statistics on the percentage of sales on food (on and off premises).

Source: USDA, Economic Research Service using data from U.S. Department of Commerce, Bureau of the
Census, and National Establishment Time Series.

https://www.ers.usda.gov/topics/food-markets-prices/retailing-wholesaling/retail-trends/



Continuous Improvement of Standards that Support Communities

Community
Support Up

Rural Vitality
Principles guide us to
LLocal Supply continually improve
Chain Grows and strengthen our
practices.

Our success depends on
educating our suppliers, staff,
and customers about the
value of our principles.

Values
Iteration

Community Staff
Education fraining

The empowered shopper in turn demands higher standards.



Community values inform retailer practices

Misinformation mE) Seek Trusted Science
Mistrust Mainstream # Personal Responsibility
Medical Skepticism BE) Elevate Natural Prevention
Poor Health # Improve Nutrition
Environmental Threats # Lifestyle Changes

Mental Health EE) Community

/
SN TURAEL)
GRUCERS'

good4u



“Turn off the
nhational news.
Set out with your
nheighbors to fix
your town.”



Curate and Differentiate

Because the big boxes are focused on “rationalizing” national brands and their private label products.

Bring in just items your customers want, especially local ones,

Build up cottage foods and locally processed products.
Build in seasonal selections

Build in one time and occasional offerings

Always stock the basics and keep them fresh and reliable

Build your local/regional supply chain that the big boxes can't imagine having access to.
Build in local processing, foraging, milling

Provide an easy conduit for special orders
Specialty ltems
Bulk quantities
Pick up from Big Boxes if you have to

Remove dated products through donation and discounting.
Don’t be a food museum. Don’t risk food poisoning.



Create Culture

Reflect the best practices and aspirations of your customers and community

Make everyone welcome
Make a safe place for the disabled, the lonely, the troubled, the angry, the bereaved, the poor, the haughty

Provide authoritative information
Be clear about how food is made and where it comes from.
Without denigrating any products, elevate better food that meets community standards

Link good nutrition to better health and do your best to make good food affordable
Everyone knows bad food leads to bad health. You don’t need to be the food police.
Provide information or online links to those who ask

Build on the identity of place and community

Maintain privacy and confidentiality
EBT / Credit / Free Food
Domestic situation
Economic circumstances
Health status and Hunger



Create Community
Make a safe place for the disabled, the lonely, the troubled, the angry, the bereaved, the poor, the haughty

Education on health and nutrition
Engage with schools and groups
Fundraising

Volunteering

Services for shut-ins

Donations

Distribution conduit
Sponsorships

Support local producers
Reinforce the circular economy
Promote mutual support
Community bulletin board
Community table for coffee / food
Host community meetings

Be the nexus and facilitator for community relationships

ASKYOUR COMMUNITY FOR HELP AND SUPPORT



Courage

Believe that what you do matters to your community and that a business
can be built on integrity, fairness, trust and cooperation.

R

“The quality | look for most is
optimism: especially optimism
in the face of reverses and
apparent defeat. Optimism is
true moral courage.”
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Natural Grocers
by Vitamin Cottage
12612 W Alameda Pkwy
Lakewood, CO 80228
303 601 9451
Alewis3001@Gmail.com

www.NaturalGrocers.com

The fibberati army has

already won
The occup
commenced.

the food war.
ation has
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