Consumer Insights to
Boost Your Brands

Learning Objectives

AGENDA

Consumers Lifestyles are Fueling a Change
in Eating Habits

Prepared
Food




DuPont St. Louis Consumer Survey
n=354

1825 4% Unrelated Adults in %

26-35 18% Shared Household N

36-45 22% Live w/Partner 30% Primary Shopper?

46-55 24% Live w/Family 48% Yes 88%

56-65  22% Live By Yourself  18% No 19%
Over 65 10%

2

N .
‘ Sweet Goods were defined Household w/kids

as in-store bakery items that Yes 45%

were not pre-packaged or No 55%

branded

*Women *Men * No Response

How Often do you Buy Sweet Goods found

in the Bakery Department?
(Check One)
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Consumption of Sweet Goods - Household

Last Year
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Why do you purchase Sweet Goods?

(Check all that Apply)
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WForasnack MForaMeal ™ AsaTreat M ForaSpecial Occasion

In your Household, when are Sweet Goods

typically Consumed?
(Check all that Apply)

64%

49%
2%
27%
.u’6 - .

™ Breakfast ™ Morning Snack ¥ Lunch

 Afternoon Snack ¥ Dinner Evening Snack

TOP BAKED PRODUCTS INDEXED ACROSS
MEAL TIMES & SNACKS

1/1/2018-12/31/2019

Brownies Muffins Biscuits

Breakfast

Lunch 54 67 - 98 58 149 138
Dinner 65 218 175 51 131 120
Snack. a5 91 147 147




" Only purchase When | have a Coupon ¥ Purchased in Bulk and Eat as Needed

When do you purchase Sweet Goods?
(Check all that Apply)
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H Part of My Weekly Shopping B Only Purchase When a Promotion or on Sale

When buying Sweet Goods, what are your
Buying/Deciding Factors?

(Check up to 3)
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W Taste ®Price " Unique Flavor ™ Promotion/Deal ™ Healthiness " Novelty ™ New Product Offering ™ Coupon




When Purchasing Sweet Goods, are Food
Claims Important to You?

¥ Yes ®No

When buying Sweet Goods, what would
steer you TOWARDS a Purchase?

®lowSugar ®NoAdditives ™ Gluten-Free ™ Organic MVegan * Vegetarian
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Rank in Order from Most Important (1) to Least Important (6)

When buying Sweet Goods, what would
steer you TOWARDS a Purchase?

®lowSugar ®NoAdditives  Gluten-Free ' Organic ' Vegan ' Vegetarian
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Rank in Order from Most Important (1) to Least Important (6)

When buying Sweet Goods, what would
steer you AWAY from a Purchase?

HlowSugar HNoAdditives © Gluten-Free M Organic MVegan I Vegetarian

1 6

2 3 4 5
Rank in Order from Most Important (1) to Least Important (7)




When buying Sweet Goods, which of the
following would you like to see?

" High Protein ™ High Fiber “ Vegetarian ™ No Additives ™ Traditional
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Rank |n Order from Most Important (1) to Least Important (5)

When buying Sweet Goods, which of the
following would you like to see?

" High Protein ™ High Fiber Vegetarian No Additives Traditional
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Rank in Order from Most Important (1) to Least Important (5)

Would you be more Likely to Purchase a
Sweet Good if it Contained...

Probiotics
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Plant Proteins

HYes MNo © NotEnough Information to Decide

HYes HNo ¥ NotEnough Information to Decide

Key Takeaways
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