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@ ‘ Retail Activities

» Select product lines

» Front of package nutrient guidance

* Foundations and Community Action

» Signage on packages and point of display



“First Lady, Wal-Mart Announce

Healthy Food Initiative”
January 20, 2011

“Tesco launches range of healthy
food for children — Tesco Goodness”

July 6, 2011

“Giant Food Stores addresses

iIssue of childhood obesity”
May 17

“Safeway plans healthy-food line

pitched at kids”
June 4, 2008

*HEB presents Healthy Kids Club”

- Where you can learn some great tips for developeajthy kids




SELLING THE HIGHEST QUALITY
NATURAL & ORGANIC PRODUCTS

HOME STORES PRODUCT INFO

VALUES & ACTIONS
Overview
;\;'ho]e Plax;;t Foundation

Whole Kids Foundation
Organic Food

Green Mission
Local Producer Loan Program
Seafood Sustainability

Genetically Engineered Foods
Sustainability & Our Future

Community Giving
Parents and Kids

Find your store: Welcome, Guest Talk to us: Coupons

Twitter
ZIP Code: - m Login / Register Facebook

All stores | Canada stores | UK stores Customer Senvice Flickr

Jobs at Whole Foods Market Email Newsletters Our blog

RECIPES HEALTH STARTS HERE VALUES COMPANY SHOP ONLINE

Success Story
Whole Kids Foundation's mission is to <

support schools and inspire families to
improve children's nutrition and
wellness. Our ultimate goal is an end
to the childhood obesity epidemic.
Through partnerships with innovative

organizations, schools and educators
Salad Bar Success at Brent Elementary

we work to provide children access to
fresh, nutritious meals. We use our

FOUNDATION voice to help children and families

. ] Donate Now
make healthy food choices for life.

Your generous donation gives kids a growing

SALAD BARS IN SCHOOLS chance for a healthy future.

Whole Kids Foundation is a member of Let's Move Salad Bars to Schools, an ( Donate o
initiative to fund and grant 6000 salad bars to schools across the nation by 2013. : amazonpayments™
In 2010, through the generosity of Whole Foods Market shoppers, $1.4 million 3 —]

was raised to award 564 salad bar grants. Seeing the overwhelming response,

Whole Foods Market pledged an additional $1 million to the program. Today, Vendor Pledges

Whole Kids Foundation continues this work by raising awareness and funds and To sponsor a salad bar, pledge vour support
by encouraging schools to experience the difference a salad bar can make in here.

increasing children's consumption of fruits and vegetables.

SCHOOL & COMMUNITY GARDEN GRANTS Partners & Resources

Learning about the process of growing food helps children develop a deep gyt Apply for a salad bar for
understanding of the connection between healthv eating and a healthv body. IC

(S to Schools  your school.



chickadees®
Cheddar

These baked, kid-friendly snack
crackers are bursting with flavor.
And because they're Market
Pantry, they're a tasty value, too.

market D)ﬂl?v promises
freshness and quality
always at a great value.
we guarantee it 100%

&% Carton made from minimum
‘ 50% post-consumer
rog ded paperboard

07110 1083 10410425-1083

NETW

Cheddar

baked snack crackers
made with

WHOLE GRAIN

13g per serving*

*contains 3.5q fat

”'('1570)

Nutrition Facts
serving Size 60 crackers (30g)
Servings Per Contalner about 8

Amount Per Serving

Total Fat 3.50
Saturated Fat 1g
Trans Fat 0g
Polyunsaturated Fat Og
Monounsaturated Fat 1.59
Cholesterol 5mg 2%
Sodium 250mg 10%
Total Carbohydrate 180 6%
Dietary Fiber 2g 8%
Sugars 1g
Protein 3g

]
Vitamin A 0% e \itamin C 0%

Calclum 8% e Iron 8%

* Parosat Valuos wre bassd on 02,000 cdaris
dist. Your dady valuse may bs highar or lower
depending on your oalenio nesds:

Calories: 2,000 2,500
o%g
g

SPICES, ONION POWDER, ENZYWES, ASCORBIC ACID,
ROSEMA RY EXTRACT CITRIC ACID, COLOR (ANMATTOL
MAY CONTA N PEANUT, TREE NUTS AND SOY
DISTRIBUTED IT MREET CORIOMTION
‘s MINNGAPOUS, MN 55400
® & ©2011 Target Brands, Inc.
All Rightc Recerved Shop Target.com
Guest Sarvices 1-800-316-6151
Ksep package for reference.

baked snack crackers
made with
WHOLE GRAIN

13g per serving*,

*contains 3.5¢ fat

senving suggestion

NETW aé'(q)




serving sugpestion

10 - 0.5 0Z (14g) STRIPS
NET'WT 5 07 {140g)

»
Sati ion
100é5¢tufuzha

AND THEY SAID YOU CAN'T
QUARANTEE HAPPINESS .

) e a—

071 20 1143 ID460460-1143

o ) )

serving suog

10 - 0.5 OZ (14g) STRIPS
NETWT 5 0Z (140g)

DISTRIBUTED Y TARGET CORPORATION
'® MIKNEAPDL[S, MN 55403
Cariified Organic by Oregon TR
® & ©2010 Target Brands, Inc.
All Rights Reserved
Shop Targetcom
Guest Services 1=800-316=£151
Keep package for reference,







« Ads/Campaigns must isolate affected Vendor products

* Important to keep accurate records
— Increased reliance upon Vendor’s assertions and formulae
— Track Vendors and products affected by voluntary standards
— If applicable, identify which standard (IWG, CFBAI) is being used
— Focus age group (2-17 or 2-12)

» Decisions on how to conduct ad campaigns for non-participating
Vendor foods
— Consumer perception
— Advertising collateral choices



* Mixing non-qualifying foods with qualifying foods
IN same ads
— Consumer confusion
— Advertising risks
 What message is being sent

» Legal claim risks
— Brand Reputation






$ # &

* Heavy reliance upon Vendors for accurate

communication
— Need for Vendors to maintain consistent formulae

e Legal risk with Vendor inconsistency
— False, misleading advertising
— Misbranding
— Deceptive business practices
— Brand reputation



$ # &

e Retaller recourse when advertising claims filed

— No regulatory enforcement within voluntary standards
— Contract actions:
» Breach of contract, warranties, guarantees
 Indemnification for consumer claims
— Need to rewrite contract warranty/guarantee/indemnification clauses?



# ' &

* For owned brands, how best to audit Vendor’'s adherence to
voluntary standards?

» Vendor self-audit or Third-Party Audit
» Heavy Retailer reliance upon Vendor accuracy

« Many marketing/advertising campaign challenges
— Accurate foods, age ranges, nutrition standards

* How will this impact Vendor selection?

» Can Retailers meet consumer expectations?
— Product selection
* Who influences whom: Consumer  Retail Merchandising
— Consumer education
* Right message; expense
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e Consumer expectations met?
— Taste
— Value
— Health

 Effect on advertising/marketing
— Costs
— Accuracy to avoid claims

» Sales
— Increase
— Decrease
» Lost sales to other products or competitors ?
— Hudson Institute Report, October 2011*
» “Better for You” foods result in profit

15 international food/beverage manufacturers polled
*Progressive Grocer, 10/14/11




( %
 Positive or Negative
* Increased responsibilities for Retailers

— Advertising accuracy and risks
— Selection of foods

* What if Vendor stops meeting voluntary standards?
— Consumer reaction/expectation

— Food sales and selection
— Advertising/marketing of food
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