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The Best Chocolate Company

® The #1 premium brand in Spain
— Family owned and operated since 1881
® Authentic European Product
— Made with Whole Marcona almonds
— Cocoa beans from Ghana, Panama and Ecuador
® Assortment
® contact : Jhon Smith
— jsmith@mycandy.com
- 124-456-7890

UPC BRAND DESCRIPTION UOM | CASE PACK SRP
0-72247-43889-2 | VALOR | MILK CHOCHLATE | 3.5 OZ 12 $ 2,99

PREPACKS AVAILABLE
CHRISTMAS COCOA

0-72247-43578-5 | VALOR INSPIRATION 4 0Z 36 $ 3.59
0-72247-43868-7 | VALOR ASSORTEiRlMPULSE 3.5 0z 72 $ 2.99
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Chain Headquarter
Manufacturer @
5. Manufacturer | 1. B“’L’;"""“"
delivers to pro o aﬁ':':
distributor approva Lrom
deagnated CheinHQ
warehouse
Broker
4. Dustnbutor
order from . .
3. Distnbutor authonze
:‘::nﬁc::azﬂ m anufacturer and start new
1 issued P.O. item process with Broker
Distributor X Store Shelf
2. Broker submits approvalfrom Chamn
HQ to distnbutor for authonzation =
to distnbute product.

6. Distnbutor delivers to store and set up shelf’
according to contracted service option

O A2 X9 E27] 25 HQ of

(Example of Coverage of a Small Regional Broker)

B Cox Associates
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227 3 g 5+ Al

Global Select Foods
D. Tsang 1/20/2010
Broker Name : Cox Associates
Service Area : Southern California
Optimal
Customers Number No. of
of Stores stores for
placement
DPI West
Ralph’s 250 100
Albertson’s 250 50
Safeway Nor Cal 125 20
Safeway Ariz 80 0
Vons 250 10
Bristol Farms 10 10
Gelsons 18 18
Gourmet Merchants
Independents 35 15
Whole Foods South Cal Division 25 25
TOL So Cal 1043 248

O S 2 B27 25 Ee9l o

(Example of Coverage of Medium Sized Broker)

B Excel Brokerage

— 355 H9= DPI NW, UNFI, Unified Western Grocers, Tree o Life/KeHE
Northwest, URM, J.C. Wright®} Crown Pacific 59| 8 45345 53
WinCo Foods, Bi—Mart, Bartell Drugs®] 3@ Aujdo] 32243} 2+ Pacific
Northwest A|9-& AHHE
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O g AMEEZ (Large Food Broker Companies)
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I OJ7FS-E F9 Account Executives
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Example of Sales projection by Chain by Broker by Distributor 6/7/2012
Projected
Number of
REGION BROKER DISTRIBUTORS RETAILERS Stores Store
Approval
Celtic Marketing UNFI (Millbrook) Stop n Shop 375 45
Hannaford Demoulas 65 40
HORIHESST, Action Sales and Marketing Ch s, W_ b 80
Associated Buyers Price Chopper 130 15
Big Y 20 5
Golick-Martins Wakefern A &P 712 15
Kehe Kings 26 20
METRO NEW Shop Rite 250 15
YORK CITY Celtic Marketing e Paﬂ.lmark 154 16
Weis 160 16
Acme 117 13
Crossmark Giant 190 20
MID-ATLANTIC Celtic Marketing DPI -Mid Atlantic H.an'is Teeter 208 25
Bi-Lo 207 15
Publix 1045 110
‘Whole Foods 15 15
SOUTHEAST Maximum Marketing Kehe Southeast ‘Winn-Dixie 480 32
Lowes 111 20)
Brunos 35 5
Ritt-Beyer-Weir Kroger 3574 1200
Signature Sales and

Marketing Jewell 180 35
MIDWEST Kehe Hy-Vee 233 80)
Hanson-Faso Sales and Mejers 197 60
ke Marsh 97, 30
Giant Eagle 397 85
Shnucks 115 32
Dominicks 72 35
DC Scott and Associates Albertsons 217 20)
Horizon Marketing HEB 337 150)
SOUTHWEST Kehe-Southwest Fiesta Mart 60 20
Chandler Sales and Minyards 80 20
Marketing Brookshire Bros 103 10

United
Supermarkets 51 10
Action Sales NW DPI Northwest Albertsons 140 12
Excel Kehe-Northwest Fred Meyer 348 23
NORTHWEST Global Sales and Marketing J.C. Weight Lhriftwsy L 2
G — C&K 63 8
Haggens 32 25
Select Gourmet Market Centre Raleys 188 35
NORTHERN Renaissance Save Mart 243 10]
CALIFORNIA JW Cox and Asgociates Dale Cox & Associates Scolaris 29 6
UNFI Androniccos 5 5
Sunwest Sales Kehe-South Cal Albertsons 28 5
DPI West Stater Bros 167 15
SOUTHERN Unified Westem Grocers |[Whole Foods 25 25
CALIFORNIA and ) UNFI Bristol Farms 13 13
ARIZONA I Coxand Associdles Natures Best Gelsons 18 0
Gourmet Merchants Inc. Bathas 152 iy
Frys 110 8|

221
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&to|M (Broker Agreement, Short Version)

February 9, 2007

N.5.5. (Natural Specialty Sales)
1470 S. Valley Vista Dr. Suite #140
Driamond Bar, CA 91765

Dear Rick:

Please let this serve as your letter of appointment for Umeya. This will involve all of
Southern California, with the exception of Trader Joe's and Onental Accounts.

The brokerage rate is 5% and will be paid based on Umeya's list prices, less any
allowances and credits. The brokerage will be paid monthly.

This agreement will remain in effect, however, either party may terminate by providing at
least 30 days advance notice in writing.

Sincerely,

26 1 == UAERSSAL



‘G'Al E27{ &°M (Broker Agreement — Global Select Foods)

qu.bdl Sr::h:_.n.:{flf:o.ods

Mr. Manufacurer

MAHNUFACTURER INTERNATIOMAL
1234 Street

Anytown, CA SETAS USA

Ph: 123-456-7390

INDEPENDANT BROKEERE AGREEMENT

AGREEMENT, between Global Select Foods (GSF) and Mannfacharer International (MFR), effective 1/1/12. GSF wall
act 2 an Independent Broker on behalfof MFR in selling and marketing the products and services of MFR to US
Supermarkets (SUPER). HEREFORE, G5F and MFR agree as follows:

DESCRIPTION OF SERVICES:

GSF shall assess SUPER sales potentid in US Supermarkets, venfy that the SUPER 15 not dready serviced by MFR or
another food broker, and present MFR's products, samples and services to SUPER's buyers. G8F shal work with MFR an the
preparaion of dl sales documentabon, product knowledge and presentations. Samples for SUPER presentations must be
approved by MFR and be provided to G5F in a timely and mutually agreeable manor. GSF wall do sales calls o SUPER"s
Buyer at thar corporate headquarters; prncipals from MFR can also attend the sales calls i1f appropnate. Once SUPER
suthonzes purchase of MFR's products, GSF and the MFR wall work with the designated Distvibuter (DISTR), seting up
item s in both the DISTR and SUPER's systems. Purchase orders fom SUPER for MFR products will be issued to DISTR.
The DISTR then issues a purchase order to the MFR and copies the PO to GSF, The MFR delivers order to SUPER's
warehouse(s). The MFR 13 responable for invoicing and recesving payments from DISTR. MFR"s responsibilines incude:
purchase order procesang & fulfillment, invoicing, product updates and pricing, product specs, samples and broker
comrmisaon distnbuton.

COMPETITION: GSF reserves the nght to provide professional services to other compames, including competitors o f MFR.

RELATIONSHIP OF PARTIES: it is understood by the parties that GSF 15 an independent contractor with respect to MFR,
and not an employee of MFR.

COMPEMSATION: Under the terms of thiz agreement, GSF shall be compenszated for a sum equal to 5% of the gross sdesto
SUPER, based on purchase orders and Bill of Lading's (BOL). Oben, purchase order quanbties differ from delivered goods,
perhaps due to out-of-stock or back-ordered inventory. The BOL helps venfy the quantity delivered.

PAYMENT SCHEDULE: MFR wall supply monthly statemments of GSF's gross sales and payment hustory. Followang
DISTR s invoice payments, GSF shall receive commission each 15 day of the foll owing month.
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(1) Acosta Sales and Marketing Company

Z=A 16600 Corporate Center Parkway Jacksonville, FL 32216
Phone : 904—281-9800 / Website : http://www_acosta.com

— Acosta Sales and Marketing & 192740 Ay Eo] 28|t} Jacksonville
99| mAlS Gt 7] Yok A2 HEAR LT, Acosta Company
Inc. 2 4#HA L. FA Acostar= £1] 1,299 CPG (Consumer Packaged
Goods) ConAgra, Heinz®?} HormalE &35t AR Hn|o] A A 25 E
Ao 5% SFUAY. Acosta BRSNS E9le] AuIAE AlFsh=t] &
A5 o suEHe EHE Y - EE7Y 57%E HEshs AR o]
10709] -84 90% o142l CPG i, 91% o442l A% 55 sk A
. Acostai= ZF ol o W2 A PSS A5 vjA|ste] K} wEA A=
FEee NSkl 7|E AdEol diet e sk mi f o Eea B
o} Soisket. Acostats Wi 2ol & 13,000%2] 20| ok 109,0000742]

e weEfste miE 100,0000] He widS ®HEekl =

(2) Advantage Sales and Marketing

22 119100 Von Karman Avenue 600 Irvine, CA 92612—6572

Website : http://www_asmnet.com

uplg Auls So BEY 4 L o
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(0|2 Lj Advantage Sales XAt FA )

AT

0=t FHLIT TS0 IRfeH ACH, HUEHS field associate)2 EUS Hel= HEXO0IE

ol

Alabama

2100 Riverchase Ctr, Ste 400
Birmingham, AL 35244
1,205,987.1876

Arizona

3747 East Grove St,
Phoenix, AZ 85040
1,602,437.8333

Arkansas

1301 SE, 8th S, Ste 7
Bentonville, AR 72712
1.479.254.4010

California

1400 S, Douglass Rd, Ste 200
Anaheim, CA 92806
1,714,780,3000

California

200 N Sepulveda Blvd, Ste 1000
El Segundo, CA 90245
1,310,643,7500

California, National Cffice
18100 Von Karman, Ste 900
Irvine, CA 92612
1,949,797.2900

California

6700 Koll Center Pkwy, Ste 300
Pleasanton, CA 94566

1,925,463 5600

California

1720 E Newport Circle
Santa Ana, CA 92705
1,714.979,9898

Colorado

4719 S, Santa Fe Circle, Unit 2
Englewood, Colorado 80110
1,720,542,3812

Connecticut

362 Industrial Park Rd, Unit 5
Middletown, CT 06457
1.860.632.8380

Connecticut Integrated Mkting
501 Merritt 7, 4th Floor
Norwalk, CT 06851
1,203.847.6400

Florida

7900 Belfort Pkwy, Ste 100
Jacksonville, FL 32256
1,904,296.8336

Florida
5908 Breckenridge Parkway
Tampa, FL 33610

Florida
8165 Northwest 33 Street
Miami, FL 33122

Florida, Try Foods Intl,
333 Semoran Commerce Place
Apopka, FL 32703

Georgia, Smyrna — Home Center
3300 Highlands Pkwy, Ste 280
Smyrna, GA 30082

1,813.342,9400 1,305,477.3400 1,407 .884.8011 1,770.840.1835

|daho lllinois Indiana lowa

360 E, Mallard Dr, Ste 200 50 Commerce Drive, Ste 170 6505 East 82nd St, Ste 200 2894 106th St, Ste 200
Boise, 1D 83706 Schaumburg, IL 60173 Indianapolis, IN 46250 Des Moines, |A 50322
1.208.345,0601 1,630.339,7600 1.317.595.6770 1,515,278,1223

Kansas Maine Massachusetts Michigan

11001 Strang Line Road
Lenexa, KS 66215
1,913,696,1700

498 D Woodford St
Portland, ME 04103
1,207,774 2311

300 Foxborough Blvd
Foxboro, MA 02035
1,508,698.5700

56 Grandville Avenue SW
Grand Rapids, Ml 49503
1,616.831,5000

Minnesota

6300 W, Old Shakopee, Ste 110
Bloomington, MN 55438
1,952.829,0833

Missouri

140 Weldon Pkwy

Maryland Heights, MO 63043
1,314,569,3030

New Jersey

146 South Lakeview Dr, Ste 400
Gibbsboro, NJ 08026
1.856,782.7330

New Jersey, Woodcliff Lake
123 Tice Blvd,, Ste 300
Woodcliff Lake, NJ 07677
1,201,825,9400

New York

1184 Troy Schenectady Rd, 101
Latham, NY 12110
1,518.452,1834

New York

2361 Wehrle Dr, Ste 1
Williamsville, NY 14221
1,716.633,6925

North Carolina

802 Fairview Rd, Ste 100
Asheville, NC 28803
1,828,299,3200

North Carolina

13530 South Ridge Dr
Charlotte, NC 28273
1,704,587,0035

North Carolina

120 Southpark Drive, Ste 406
Mooresville, NC 28117
1.704.799.3772

Ohio

10300 Alliance Road, Ste 400
Cincinnati, OH 45242
1,513,841,0500

Oregon

16520 SW Upper Boones Ferry, Ste
100, Portland, OR 97224
1.503,624.0624

Pennsylvania

4250 Crums Mill Road, Ste 200
Harrisburg, PA 17112
1,717.564,4040

Pennsylvania

Three Penn Center West, # 101
Pittsburgh, PA 15276

1,412,787, 3281

South Carolina

1854-B Wallace School Road
Charleston, SC 29407
1.843,216,5441

South Carolina

1120 W Butler Rd, Ste | & J
Greenville, SC 29607
1.864.277.7173

Tennessee

10368 Wallace Alley St, Ste 12
Kingsport, TN 37663
14233233753

Texas

7901 E, Riverside Dr,Big 2, # 10
Austin, TX 78744

1,512.437.4800

Texas

8445 Freeport Parkway, Ste 240
Irving, TX 75063

1,214.647,6000

Texas

8280 Willow PI, Ste 106
Houston, TX 77070
1,281.571.4500

Texas

5121 69th Street, Ste B3
Lubbock, TX 79424
1,806.780,7375

Texas

140 Heimer Road #500
San Antonio, TX 78232
1,210,494,8226

Texas

3362a SSW Loop 323
Tyler, TX 75701
1,214.647.6000

Utah

231 West 800 S

Salt Lake City, UT 84101
1.801.364.6575

Virginia

201 N Washington Hwy,

Ste 201, Ashland, VA 23005
1,804,798,1600

Washington

841 Powell Ave SW, Ste 150
Renton, WA 98055
1,425,572.3250

Washington

15320 E Marietta, Ste 12
Spokane, WA 99216
1,509,922,0305

Wisconsin

18650 W. Corporate Drive
Brookfield, W 53045
1,262,784.1600




(3) Celtic Marking Food Brokers

Z=A 17 Leicester Ct, Owings Mills, MD 21117
Phone : 410—-356—6157

Website : http://www.celtic—marketing.com

— Celtic Marketing Food Broker AJH]2 X9 - Celtic Marketing= 1fj2l52}
ofERolUTE e R 53 AlE 2 WSd AEE 39T Celtic
Marketing> AZAANA vl= A FIH AB|AE Algsh7] Sl & 2=
7otel doks Sdll EF AnlAE A

Chains Services Distributor Services
A&P Kings AGNE (Assoc, Grocer
Abrahan Natural Foods Korean Trade of New England)
Acme Lowes Associated Buyers
Ave Gourmet Price Chopper AWI(Associated
Big Y Supermarkets Redners wholesalers)
BJs Wholesale Club Rodman’s Bozzuto's
Christmas Tree Shops Shaw’s Cavallaro
Davidson Shoppers Chex’s
DeMoulas Market Basket ShopRite DPI
Earth Fare King Kullen Haddon House
Fairway Markets Stew Leonards Imperial
Farm Fresh Stop & Shop Steiner Foods
Food Lion Sweetbay HQ UNFI Natural Div
Foodtown The Fresh Market UNFI SDS MA
Giant Carlisle Tops Wakefern
Giant Eagle Wakefern, ShopRite Wythe Will Tzetzo
Giant Landover Wegman's
Hannaford Weis
Harris Teeter Whole Foods MD
Ingles Whole Foods NJ
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Celtic Marketing Food Broker Brand Representation

Alessi

Fischer & Wieser

Salada Junket

Allied Old English

Four Blue Palms

Sam Mills

American Beverage

Marketers Heartland San Gennaro Foods
Bakery on Main Howards Sans Sucre Mousse Mixes
Bar Clif Inglehoffer Santiago

Bigelow Tea ltoen Sauce Concepts

Black Jewell Johnny's Shore Lunch

Bob’s Red Mill Looza Siol Bliss

Boulder Canyon
Natural Foods

Marie Callender’s

Source Atlantique

Braswell’'s of Georgia Marukan Southeastern Mills

Cains Marzetti Superior Quality Foods
Calhoun Bend Mill Mc Lure’s of New England Sushi Chef

Capa di Roma Mighty Leaf Tea Sweet'n Low Bakery Mixes

Casa Pons Olive Ol

Moore’s

Tabatchnick

Chappagua Crunch

Mrs. Miller's Homemade

The Lazy Dog Cookie Co,

Granola Noodles
Cholula Hot Sauce Mrs, Renfro’s TonNino
Culinary Papers Natural Foods Torani

Dare

Natural Nectar

Traditional Medicinals

Derlea Foods

Near East

Vermont Village Cannery

Organic Valley Family of

Desert Pepper Trading Co, Farms Vigo

Dr. Oetker Organic Ville Waterthins
Dutch Gold honey Oskri Organic Weiman
Edward & Sons Our Daqily Eats Zelo Water
Ekobrew Panorama Foods Ziyad

Euro—American Brands

Peter De Beukelaer

Faribault Foods

Rice Select

321
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* D.C. Scott and Associates, BIAF~F San Antonio®] 9%, BIAIAS) @ F
AL = e
* Excel Brokerage Inc., 2859 Portlando] $J%], YA€} o155 B9
» Mancini Sales, -$E}59] Salt Lake Cityo] $1%], ofoltts, Eeht}, GEf
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* Sunset Sales, Z2]3ZYo}52] Los Angelesoll Y25t A ZY ol g

(4) Crossmark

Z=/ 1 6900 College Blvd Ste 480 Shawnee Mission, KS 66211
Phone : 913—338-1133 / Website : http://www,crossmark .com
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— A AH|A Retail Service
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* AkzoNobel, Fuji Film, General Mills, Johnson & Johnson, Kraft
Foods, Kimberly Clark, Land O  Lakes, L'Oréal, Mead Johnson,
Nestle, Nielsen, Perfetti Van Melle

(5) Daymon Worldwide

Z= 1700 Fairfield Avenue Stamford, CT 06902
Phone : 203—352—7500 / Website : http://www_.daymon.com

— Daymon WorldwideAR= Fojut AH|AQ] ZF2d Bdig A4 otEYZ AlA
2|a19] v f-FAA 2 AE=AA} AFAeR s iAo e By &
FAS Alssto] vkt AF 5 9 felEe sl eyt o A4S 42
. Daymon HHE A S& 59, vl AA| Hille A, 22H &4 9

Tl ohAY AR

— Daymon< A9 AFA|IE AR 20108 40F4-S drolsiglon) 107 o]/\c}_cq
TG 100947 &mid3) 4,0000 o] de] AlzAAke} FEUAE HiEte.
22,000782] 2ol 67l W2 2194719 Ut 5 5
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(6) EMS Sales and marketing

Z=/ 1 2 Van Riper Road Montvale, NJ 07645
Phone : 201,.307.9100 / Web site : http://www_.esm—web.com/

— 604 o] FEe wiFe R HQFE, MAYolElA MEOR wAZkRe] 4
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— Bt = Building Brand
o RIS A WAYo}, mAIZEE] AX G - US QAT 25%, A 30%

AR 2R
C ) BEI AE e AR A 1 S B A9 Hae
CERH AL o] WER 2HS W B AF AR
L 712 S old HAE A B

— Auls AT
¢ olhLE WAL ARYAG 1o 2] g M

o W AE SE £ 9 ZYEHEY
o Thl) 24 ggrle] A4sE vfd) AE “Speed—to—shelf”
* “MerchantEyes” Z[2] A AARE 53 Al Al 2 A4 2 2o
o 1= ®A4] A u ABlA gEE
* Plan—O—Gram A&7}
- 38 17 A Major Account)

* Kings, Wegmans, Shaws, Stop and Shop, Walgreen, A&P, The Food

Emporium, Meijer, Tops &

— d¢4A ESM Sales Offices
* Headquarters : 2 Van Riper Road, Montvale, NJ 07645
* Harrisburg : 7050 Allentown Blvd, #100, Harrisburg, PA 17112




Wayne : 487 Devon Park Dr., #207, Wayne, PA 19087

Grand Rapid:2121 Three Mile Rd. NW, Grand Rapid

Albany : 40 British American Blvd., Latham, NY 12210

Buffalo : 455 Cayuga Rd., #100, Cheektowage, NY 14225

* Baltimore : 21 Governor's Court, #175, Baltimore, MD 21244

* Detroit : 1091 Centre Rd., #140, Auburn Hills, MI 48326

* New England : 640 George Washington Highway, Lincoln, RI 02865
* Pittsburgh : 11676 Perry Hwy, #3301, Wexford, PA 15090

* Richmond : 16436 Pinecote/Lowmoor Ln, Beaverdam, VA 23015

* Carolina’s : 15720 John J Delaney Dr. #202, Charlotte, NC 28277

(7) E.F. Reimann Company

Z=A 1785 Oakwood Rd., Lake Zurich, Il 9004
Phone : 847-438—-9999 / Website : http://www.efreimann.com
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— AH]A Services
* UNFI A& 215 54
* KeHE Distributors
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Mallan ARy REms ol SO Dalsamis
VIBRGEE. COAIITMATE & iusdd

Aloha Shove Co.
Soy Sauces, Terlyaul Clazes from Hawal

ARlanmtic
Eafriparated saafood & cocutall sawres

Ezwn
Hallan cakes, panettones | crofssants,
cociles

Balla
Oihva Oll, BFe3S Crambs, olfves

Eigs
Vinsk. Bad st 350 St AT
Swrlievear Tadd

Eookhindars
MSTArg SOUSETES, A8Y COTKAN & Seafood

E3RE

Eromiav
4L & 100 cf tea 2ags | NEW organic

Chaolula
Hot Sauces

Clazzigus Fare
Famcaics & waffis mix made with Hudsos
craam flour

Cookwell & Co
AN natural I-s14HE, MArMases, sl &
g

Doria
RANEA 3N AStwAl Co0keE & CTACREE

Dhska™s
Jim Baam & Sten's Flavorsd ey &
Seds Strigg

RIS (L

@D
Sy

Spike
SVBgg
B

Lowba "5
Mo BaSEH. Sk Cotalr, Mallas seef
FEILONINY

Massal
1005 AN Matural Low Sodlum Vegeiasis
Bz

Miracia Moodis
Caloris Fres, Clutes Fres, Sov Fres
Noodies

i . Kook
Indias sawces, marisades & raady fo
Bal miIrowaYe maats

PRICOCK
AN Matwral Clutes Fres Bos Noodis

Frima Tacts

Comalsts family sized recips its &
Savces Tor dalicious Asian Cuisine

Rice Exprasions
Frozss engankc rices

Sitver Spring
Muztand, horsaraciss & tamces

Sniiciddy
AN TR DALY PaTTE & Trid

Southarm Homastvie
Chefea frea corn Mo & tortiila cremis

Splka
‘Cayuliond Hauser natwral bards & spices

Stubb's
EEQ samcas. marknades, rals, eroy

Taik O Taxas
Piciied Sura

401



Faamnm
AN matural baideg mbves & sokies

Careho Epom
AN Nturl Civtea Fres S313a Sreszings
Creai, Lite Crwal, Eatsamic

Cald kI
Inarvisual Toll Backsd Purs Clngsr I bag
for Brewing hot o Koed

‘Courmat Farlor Flzza
CUUTEN Fred Crast QUganks Bawie.
rECH - fras chadss Pizza

‘Cray Woll Mosstain
Hearty B sanviag dry sowd & onll mibos

VIZCAYA

Beec Nul Bl Fracenvas & nediars

M. Hasithy m
Butter Soymat butters B roasted 3weel corm
Laiarsae
W‘ Orgasic & sateral Juks Blends &
wonceatrates

Lidia's
FES CRaF & awthor LIl Bastlanin s pasts
Slofdd L opastan

e Water & choroirte Selicacius wits purs &
e
Lotus
ﬁ Falr Trads wniges Ivbersational rices

ey

SQEAN| 2=, Services Distributors

DPI Specialty Foods

ot Wt e e B i e

DPI Specialy Foods MW
Aslinglon Haighty, 1L

Joscph Autogusl & omparny

T e

Josoph Arsogroli & Compary
Chicage, IL

tyVee

Lomar Disiributing Orlondo Graco ond Som Imponts
Des Mones, LA Corod Siream, IL

Tazte Mirvamz
Cocoat Watwrs

Timkcwada
Clgten fres brows rice & vegatabls
sasta’s

Torettl
Mod ~DaMy Kk SR, Bou Cream &
ERAALE LNEd

Tosay Chachars's

Creols spices. rices, grandes, Injector
maringder, fragen ferdwiaing

Wigo
Oitve oll, Beaad cremss, rices, olfves

Wizcava
AN nateral salsa & bob saecs

wrmit
WiGRtaSMG & from juice Siesds

L Proferica
Chicoga, IL

o
HI
ol
4
z
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ot
Bl
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E.F. ReimannAl 12 =25

Total Points

Total Points

Account Name of Account Name of
Distribution Distribution
Anderson 6 No Frills, Inc 18
Associated Food Corp 495 Piggly Wiggly - Direct 16
Associated Grocers of FL 99 Piggly Wiggly - Midwest 97
B&R 16 Price Chopper 122
Bag & Save 12 Publix 1018
BI-LO 207 Ramey/Price Cutter 49
Brookshire Brothers Ltd 72 Rembkes/Biggs 14
Brookshire Grocery Co 150 Roundy's 155
Bruno's 54 Rouse's 35
Buehlers. 13 Safeway 1107
Buehlers-Houchens 22 Schnuck's 106
Busch's 15 Sendik's Food Market 8
Butera Foods 10 Shop N Save- Pittsburgh 65
Caputos 6 Southern Family Markets 66
Central Market 8 Spartan Stores Inc 97
Chef's 12 Spartan Wholesale 155
Cosentino's 25 Strack n Van Til 31
CV Marvin's 25 Straub's 4
EW James 14 Sunset-Highland Park 4
Food Giant 25 Super Target 1,718
Four B/ Balls 29 SuperValu - Acme 123
Giant Eagle 226 SuperValu - Albertsons IMW 202
Harp's 28 SuperValu - Cub Foods 71
HEB 280 SuperValu - Farm Fresh 44
Knowlan's/Festival Foods 9 SuperValu - Hornbacher's 6
Kroger 113 Super Valu - Jewel 185
Kroger - Atlanta 218 SuperValu - Shaw's 176
Kroger - Dillon's 94 SuperValu-Shop 'n Save- 3t. Louis 41
Kroger - Michigan 133 SuperValu Headquarters Headquarters
Kroger - Mid-Atlantic 127 SuperValu- Shoppers 62
Kroger- South West 209 Super Valu-Albertsons SoCal 261
L&L Foods 9 Sweet Bay 103
Lunds/Byerly's 6 Town & Country 17
Mac's Market 8 Treasure Island 7
Marsh/Omalia 102 United Supermarkets 50
Meartin's 20 Valli Produce 5
Meijer 195 ‘Walmart 2900
Nash Finch Lima 31 ‘Whole Foods 300
Nash Finch-Lakeshore 7 ‘Winn-Dixie 515
Niemamm Foods/JM Jones 36 Wiseway 14
‘Woodman's Foods 12

421
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E.F. REIMANN COMPANY

SPECIALTY FOOD SALES/MARKETING ORGANIZATION

E.F. Reimann Coverage Map

Ryan
Porter

Cindy Trefil

e

Joanne
Chrast _

< Todd
Milkovich

Justin
Sheperd

R jzp:son If — NE Region
oL ‘EL“- ;?S:enrauch
’ J:ro::ybi + Joe Kickham
< Gary o + Craig Wolff
Chandler Mike Mayo
T s - Ron Balcwin

TESOAHMO0D ROAD, SUITE S-80E  LAKEZURCH, LLINOB S0 @ TEL BTABI99  FAx 207 085534

(8) Maximum Marketing

Z=A 17710 NW. 56 Way, Pompano Beach, FL 33073
Phone : 954-770—-3335 / Website : http://www,.maximummarketing,com

~ ofe] X A, §71%s AE D ARE, AW, BF, GEANE, JFE 5 o
3 EEe dEsis nRel 189 ool AWE ulgrom AAE EA614 7]
=

= AE gl o] o]|27|7HA] thekst AH|AE A|l-Esh Maximum Marketing
2 19914 Brad Magaro®} 12} ol Robin Miller Magaro©l 23] A% %}
6 Southeast, Northeast, Midwest, Puerto Rico 5 US 2l 60%°] ©]=

L A9 e elAl A&He) A Bt 9l

oo

— AH]A Services
© B2 3]

- AE 2ol B
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Retail Programs A0 =274

Co-op ads In-store promotions
Demos In-store displays
Coupons EDV

End caps Merchandising
Shelf talkers OfF shelf displays

WY shetern Fead Corporation  (S]T=]) €HID) W

| |
Sales Programs - Manufacturers
ﬁF T 089 Bmemowma

cHoniag, “lrdiornl¥biedici.

Heirtiand

Lf&mﬁﬁmﬁ ?g‘»ﬁ

@@ G Yldenin
LORIVA
2 == gm:‘ s gi"gePléﬁ-‘]C_ @ o Jg,' b

oA Eoj ==
Super Specials Year-Round-Deal

Volume Deal
Consumer Flyer Program
Invoice Attachment

Hl.--lll}ny Values

Sales Busters

Vendor of the Month
Shelf Talker

A N =T Selser-Nuteitian Y
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‘ORGANICS

A
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(9) Seidman Hudon Food Brokerage, Inc.

Z=A 17684 Wiles Road, Coral Springs, FL 33067

Phone : (954) 345 — 6622 / Website : http://seidmanhudon,com/

- HE SRl AlFste] 2 ARE Qe SRt =
Zefoluet HUAIFE Auladhe A9 A ZEAR st
Hyol AZEOS ‘Efl Ao g WA]F 9%

=

i =
AE T IF 4

’

o wro| 33t

H
flo

Ao}, ettt 7|
A, HE= o
I, ORAIQL, Efo], o]&E]Qt, Kosher

~ SHFBAH: T4 - S59A) - il ouia) - 204 - sjglo] o] 2t %)
o) 3ol £ Holsto] AFS BT AR hEt Bek vorS B3
wfole) AR, HEA) AV F0% YT vlololet Hulst B 35

o) 2E2 9 Yok Flojels Ados olg

— AH]A Services
« 2401y FEHZF AH|A
o AEAQ AAIE ZAg o]

C FEA G A

CFEAe] b, FR ZREA 52 Sl Y
© FEYA Lot RE Pu) FE 2
© ARES] i 35 24 L /R

i

:
=

o

Al

ol AE 2

© A2g A Ayl
* AR &E HilA
« 5kl i A

* Plan-O—CGram& $I3F wit) 219 Fejrael 2]
s Tk FAE 2ARSEL S

o AE vt 34

© EAF AlE ZYAE el

e

2

v

"

of
e
ot
1c
o




Mi-Lenm

prrr=—
|
Spimarerte .l

RECSSON-EE

SA

tH 47



D2 ALZH 27 30k} 8

SHFB— Au|A 719

(10) Signature Food Group

Z=A 12200 West Higgins Road
Hoffman Estates, IL 60169
Phone : 847.490.1516 / Website : http://www_signaturefoodsgroup.com
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[ 3 7 #HOF xHE (Supermarket Channels)

B

SEd(Food Market Channels)

— eunbA, o, ohlol AL o] BIAelA Bojols A, frunhe
chaket AR U 4 qlow] A7) Ade 259 o) Byl uet 3o
27] k2 of Aol AES ol Aol T, A/o|w FFL 1A, o)

Sol thgeF 2 uhEQ] HSoi Ul 1S I m%%sg

) Ao] 2 8

= U 1=
751, C—stores(H2JH)9] o= @ HAfo|=E 8%
— AN AYdof % 741040] AZAJA = “The Robinson—Patman Act” oo &2
olaf st w3y nE AdRtoA ek Tl YAE AREsle] FUsH
[e)

el FU ATE Bk sl 2

~ ST S-S Blete] A S8 159 o] Hol
&

Aol g A= o2 HAS o8| w § oHdt FA5

.

QTE 41 FHA7)7] 99 ASHoR sk wuul A B unt
A5o| shte] Hals Ol% ol §AIE LA, AE, AHIAE AT AR

A

AdEE di7Idel 3 U=

20104 wmHOF 7HR

22Xt 4= (Number of Employees) 3.4 million

Z THI{H (Total Supermarket Sales) — 2011 $584.369 billion
HIOHE $2 million Ol&Q| #+MOEl & OiE 4 %6560
(Number of Supermarkets — 2011 With $2 million or more in annual sales) ’

MZ & & 20| (Net Profit after Taxes) 2010 .98%

oA 042 37| (HEHIE) (Median Total Store Size in Square Feet) - 2010 40,000 sq. ft.
OfAfE T = IHfol (Median Weekly Sales per Supermarket) — 2010 $466,011
710l 24! AH|E (Percentage of disposable income spent on 5 59
consumed at home) =

718 HioMQ] SA! AH|E (Percentage of disposable income spent on food 3 00
consumed away from home) e

Mo EY =4 DS (Weekly sales per square foot of selling area) — 2010 | $11.78
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AH[XF 7HeiE Tofe! (Sales per customer transaction) — 2010 $26.78
Z2A|ZH & THRZE (Sales per labor hour) — 2010 $166.55
AH|XIO| T IO 22 El4~ (Average number of trips per week 17
consumers make to the supermarket) — 2010 ’

I L0 OfO[EI(SKUs) FE4 (Average number of items (SKUs) 38718

carried in a supermarket) — 2010

Xt& :U.S, Department of Labor, US, Department of Agriculture, Progressive Grocer

Magazine, U.S, Census Bureau and the Food Marketing Institute

— ol B 7R

* vl= Yolle & 36,5699 vilge] 2FEAL lem o A= AlRAAE

ot weh we 752 ey, o

2o $25% #lish= 5719 AAF AlEE A

o

Sof g AZYA} He] 10%] &
Hoz gl w5 gt o)

= $1,825,800 71528 = 312, olE VIR EypH Bar| AujAde $91,425(5%

=

u obAlk A AR A Tle] 0.4% Bt

Tl 7|2y AEQ| of

3. A2 fruuAle] BEE 10% PODS AFE A% 7150|7814

Sales Opportunity in US Supermarkets

*  Number of Supermarkets in the US = 36,569
* If vou can zell to 10%6 of the stores= 3.657 stores 12 your target sales goal
* If there are 200 stores/chain, 3.657/200 = 19 chams
* If each store orders 5 SKUs @ $25/case (case pack 12/case) = $125
o Cost of the first purchase order (one case each of 5 SKUs) = $125
o Number of Units = 5 SKU’s x 12/case = 60 units
o Therefore. total sales for 3657 stores = $125 x 3657 =$457,125

= If each store sells 20 units/month (which iz 5 vmts/week)

o Or=20 cases/'yvear

s 20 cases/vear x $25/cage = £500/vear — sales for each store

* If each store averages same sales, Total Annual Sales = $1,828.500
o 3,657 x $500 = §£1,828.500

*  Buroker commission (@ 3% = $91 425

o Total galez = 12 months x 20 unitg gold/month = 240 units gold/year/store

56 1 =z, LAERSSAL
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~ grofupAe] st ojn)
© W A7, A3 AZGANA A

sieol A2 4 gld, T Al
o] The Aol FHEAL WY A9 AE Thol i BAe] GloAAY E
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FOOD MARKETING INSTITUTE

Grocery Store Chains Net Profit = Percent Of Sales
All Firms
Year Income Before Pt Profit Weor Income Before  1et Profit Afrer

Taxes After Tawes Taxes Toxes
1984 1985 1 L LIS 15as1eee 1e3 1Lo3
1985/1985 184 L9 1990/ 2000 207 L8
198671907 173 112 20000 2001 196 1.25
I9B7/1%88 150 oT7 2001/ 2002 2.23 L.3&
19g8/1%9% Lu 07l 20022000 2.5% S5
ISR/ 1990 143 0BG 20032004 156 B8
155041991 154 0.5 2004 2005 Li% Li&
1590/ 1992 139 orr 2005 2000 2003 Lig
1992/1993 L3l 049 20062007 253 191
1993159594 170 093 2008° L8 14
1994/15%5 Lal 114 2009 le2 L22
I995/15%% 15% L.20 2000 157 S8
1997 /1998 21 122

! Prior to 1984- 1985, Annual Financial Review statistics were based on sales, assets and liabilities of companies
operating oaly supermarkets. Beginning with the 198471985 edition, 1the Annual Financial Review includes
diversified companies with primary supermarkel operations,

r?\'rl prefil wad pulled dowm by e brangdisany ilenu nod nelaled o nomial supermarkel eperalioas, Thew indduded accomnling changes,
et metancrssent, and the sabe of major satsidirics, IF e Facbans are romos e, st peofit {874 perocat,

2008, 3000 and 2010 Figunes ace from the FAI Food Retailing Induntry Speaks Repon.
Somree: Pood Marketing Instifute Anmsal Finaoda) Bevies and Food Hetailing Ioedustry Speaks, 2ou
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Top 50 Major Chains and Independents 2012
2011 2011
Estimated | No. Estimated
Rank Company Headquarters Sales Steis Rank Company Headquarters il No. Stores
Sbillion $billion
: Harris Teets
1 |wal-Mart Bentorwille, Ark. $2642| 4,750 26 TS CELET | fatthews, N.C. $4.3 204
Supermarkets
o . ; Albert: 3
2 |Kroger (1) Cincinnati, Ohio $90.4| 3,574 37 | gr SO | Noise, Idaho $3.9 205
3 |costco Issaquah, Wash. $88.9 592 28 |Roundy's %’ils‘:mkee‘ $3.8 158
. United Los Angeles,
4 |Safeway (2) Pleasanton, Calif. $43.6 1,678 29 P Calif. $3.8 o
5 |SUPERVALU (3) |Eden Prairie, Minn. $36.1| 2,434 o  [|StaterBros. |SanBemardino, $3.7 167
Holdings Calif.
Price Chopper
6 Loblaw Cos. Toronto, Canada $30.6 1,027 31 Rotterdam, N.Y $3.6 130
Supermkts
7 |Publix Lakeland, Fla. $29.9 1,045 32 Ingles Markets | Asheville, N.C. $3.6 203
Carlisle, Pennsylvania,
- ) Demoulas Tewksburry,
8 |Ahold USA (4) and Quincy, $25.1 756 < S $3.5 64
Massachusetts
C&S Wholesale Alex Lee .
9 K NY. 204 &) 34 Hick N.C. I 108
Grocers (5) EENE, $ ™ Tnc.(7) e $
10 |gEB San Antonio, Texas $18.0 337 35 |Grocery Houston, Tx $3.0 60
Supply co. (8)
11 |Meijer Ine. Grand Rapid, Mich $14.4 197 36 |Raley,sInc. f:jliffamenm’ $3.0 132
Houchens Bowling Green,
12 |Wakefern (6) Keasbey, N.I. $12.8 77 37 Industries (9) |Ky $2.9 432
Whole Food: . . .
13 S AS008 Austin, Texas $10.1 316 38 [Bi-Lo Mauldin, §.C. $2.8 207
Markets
: : Tops Friendly |Williansville,
14 |Giant Eagle O'Hara Township, Pa. $9.3 397 39 Markets N $2.7 133
15 |Trader Joe.s Monrovia, Calif. $9.0 373 40 Weis Markets |Sunbury, Pa $2.7 161
Associated . Schnuck .
16 Wholesale Grocer Kansas City, Kan $7.6 76 41 Markets St. Louis, Mo $2.6 100
Grand Rapid,
17 |Aldi Batavia, IlL. $7.3| 1215 42 |Spartan Stores Mi:‘] i $2.6 97
: Associated 3
18 |Hy-Vee W. Des Moines, lowa $7.3 235 43 Robesonia, Pa $2.4 5]
Wholesalers
19 |Winn-Dixie Stores |Jacksonville, Fla. $7.1 480 44 I;o\:r ST Food | bingdon, Va $2.1 106
20 |a&p Montvale, N.J. $6.7 336 45 |Centrdl Toliet, Tl1. $2.0 31
Grocers
gy |WegmansFood o o ter N.Y. $6.2 79 46 |Smart & Final |0 Angeles. $2.0 234
Markets Calif.
22 |WinCo Foods Boise, Idaho $5.2 80 47 Bozzuto’s Cheshire, Comn $1.7 5
United Natural : :
X It Providence, R.L $5.0 12 48 |Bashas’ Chandler, Ariz. $1.6 129
Food Inc.
Affiliated
24 |Nash Finch Minneapolis, Minn $4.8 46 49 Foods Norfolk, Neb. $1.5 0
Midwest
Springfield,
25 |Save Mart Modesto, Calif $4.6 233 50 |Big YFoods Bg;‘:gf‘e : $1.5 62

581




3. AIE AR SExfE(Food Market Channels)

SN #HOp wA

(1) Store Bamers - 3,574 (2,435 supermarkets, 791 ¢-stores, 348 jewelry stores) Kroger,
Ralphs, King Soopers, City Market, Dillons, Smith's, Fry's, QFC, Baker's, Owen's, Jay C,

(2Safeway, Vons, Domimck's, Randalls, Tom Thumb, Genuardy's, Carrs

(3 Albertsons, Jewel-Osco, Acme, Cub Foods, Shaw's, Save-A-Lot, Shoppers, Shop 'n Save, Farm Fresh,
Hombacher's, Lucky

(#)Stop & Shop, Giant-Landover, Giant-Carlisle, Martin's, Peapod

(5)C&S volume does not include sales from two retail subsidiaries: Grand Union Family
Markets, which operates 26 locations m the Northeast; and Southern Family Markets,
which operates 39 supermarkets and 10 liquor store m the Southeast under the Southem
Family and Piggly Wigely banners. During 2011, C&S supplied products to several
companies on the Top 75 list, mchiding A&P, Ahold USA, Bi-Lo, Demoulas Market
Basket, the FoodsCo division of Kroger Co., the Genuardi’s division of Safeway, Save
Mart, Target and Tops Friendly Markets, and volume from those companies is reflected in
the sales total for C&S as well as for each of those companies indvidually.

(6) Wakefern's corporate stores, 47 operate under the PriceRite banner and 30 operate
under the ShopRite banner. The company declined to indicate what percentage of total
sales come from the corporate stores. Wakefern supplies products to three Top 75
companies — Saker ShopRite, Village Super Market and Inserra Supermarkets — and
volume from those companies is included in the sales totals for Wakefern as well as for
each company listed indmwidually.

(TySales at Alex Lee include approximately $1.2 billion from 108 Lowes Food Stores, with
the balance commg from two corporate-owned wholesale businesses (Merchants
Distributors Inc. and Institutional Food House).

(8) Footnote:

The wholesaler declined to mdicate what percentage of total sales come from corporate
stores, which melude the Fiesta Mart cham.

(9)Houchens operates 154 conventional supermarkets under several banners (Houchens
Markets, Buehler Foods, White’s Fresh Foods, Everyday IGA, Food Giant, Pigaly Wigely
and Mad Butcher); 220 Save-A-Lot stores; and 38 convenience stores. Volume from all
retail stores accounts for 75% of total corporate sales, or approximately $2.2 billion, with
the balance commg from manufacturing, recyeling and foodservice businesses.

RS LMERESAL D 59
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Top 50 Small Chains and Independents 2012
2011 2011
Sales No. of Sales No. of
Rank Rame Estimated| Stores Ranle Name Estimated | Stores
$ billion $ billion
1 |The Fresh Market 1.10 100 26 |Lund Food Holdings 0.52 21
2 |Grocery Outlet 1.10 162 27 |Kings Food Markets 0.51 30
3 |Fareway Stores 1.10 100 28 |Balls Food Stores 0.50 28
4 |Woodman's Markets 1.00 10 29 |Martin's Super Markets 0.50 21
5 |Lowe's Market 0.98 146 30 |Sunflower Farmers Markets 0.50 35
6 |Bodega Latina 0.95 36 31 |Sedano's 0.49 34
7 |Redner's Markets 0.86 56 32 |Fred W. Albrecht Grocery Co. 0.48 17
8 |King Kullen Grocery Co. 0.83 46 33 |C&K Market 0.47 75
9 |Northgate Gonzalez Market 0.83 33 34 |Dahl's Foods 0.46 15
10 |Rouses Enterprises 0.82 40 35 |Brown's Super Stores 0.44 10
11 |Cardenas Markets 0.81 28 36 |Harmons 0.43 15
12 |Jerry's Enterprises 0.73 36 37 |Heinen's 0.43 17
13 |Niemann Foods 0.70 95 38 |Reasor's 0.43 15
14 |Foodland Super Market 0.65 31 39 |Gelson's Markets 0.41 18
15 |Dierbergs Markets 0.65 23 40 |Rosauers Supermarkets 0.41 20
16 |Lewis Food Town 0.65 26 41 |Mi Pueblo Food Centers 0.40 21
17 |Vallarta Supermarkets 0.64 39 42 |Perlmart 0.40 7
18 |Haggen Inc. 0.62 29 43 | All American Quality Foods 0.39 27
19 |Festival Foods 0.60 16 44 |Miner's 0.38 29
20 |Roche Bros. Supermarkets 0.59 18 45 |Ronetco 0.38 F
21 |[Cosentino's Food Stores 0.55 26 46 |Stew Leonard's 0.38 4
22 |Glass Gardens 0.55 9 47 |Pro's Ranch Markets 0.37 10
23 |Harps Food Stores 0.54 66 48 |Tawa Supermarket 0.35 39
24 |Pyramid Foods 0.54 48 49 |K.V. Mart 0.34 24
25 |Homeland Stores 0.53 76 50 |B&R Stores 0.30 17
Source: Supermarket News June 2012
. I~
| 4 ! Amop SHEH (Supermarket format)
ey

©

e

— GubLe 27] R wRe] A% SKUS 7HIT 2 HRE o Ak

onf &u7E Yoks AlEe 99 Aol AR AL st o T 4
M sh= FEids. 19208dio] S01A KrogerAto]l o AZ Afn|2 vh49]
i 7h Q) w o ghgo] Halgte] upe} Sujuilo 04315 HolE Sl E, 7]
Ao g Amg Mg ot FHE 7ML §lon o= sunpl, tié &4l
mpl, gl wi Ee HoHoR U A Z:EH%‘ SHupAl, Fresh whl,
Superstore®} Super tha A1y npAlo R 23}6H9-S
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3, AE AR RERE(Food Market Channels)

O Ut AT

— AL MEA R PR F8 AFFE FF A5 Jlon A Rt 7AA
o] 30,0008 HE Ao A5t AZF 2~8uiuide] miEs W HE
15,0009719] Al SKUE FastARE, ofA§F Al 1Pgolu n=shd 2
oRAIt AlES AlQfstale A2 7 ) Ao wi gt sk

O AIZ gl oJorZ & (Combination Food and Drug Store)

— gjEEo iy Aol upAlo] olo] £3H(Stop and Show, Jewel, SuperVlau,
Publix, Kroger ). KrogerAk= wHlTolA & WHAR Z A=2F AQlolH
2011 A7F wj=o] $90 billiong 7|53 UHF AnfjH o 2= Walmart th
Ao 2 Korger #AF ofg|2 & 3574719 A3A} A T3 9l

A
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O MM AF 0iE A (Fresh Format)

— Whole Foods Market©] Fresh 17l &4]9] tj3£2Ql of|, Whole Foods+= W
, 715 AEhE FEeh HRAl MSG, 442 WY 9= 9 |4 &4
AlEL A HF3HA ¥, Whole FoodsAH| A= SAA) =2
I wSE w2 AErER YERd, Trader Joe's "HIE WHEE, {71
B ARSI & T A 7HA 9 o AR Hal=o] =9, Whole
Foodsell ®Jsf 2kl 4xH|Ab= =2 Yo7} Sle BE 259 17ke Atk &
HZR=4, mj o] 86k A 7o = Qlsf 400 mprl& ot JxIn|u
A R 5ol YL & & Wit 37k & o e Aol S ERY BE

FAANS AXA ¢k vz v el dEHE 297 U

i

B~
A|n

O ARZ MM AZE Oj& HAl (Small Fresh format)

— TescoAte] Fresh and EasynlHlo] tj#%4, HAHETL am AXMAZS 3T

62 1 SRS AMAZRETUL



3. AIE AR SExfE(Food Market Channels)

. ol§ 1AL B £EAE0|R, £Ho] HolglA L U9lE EAo| H
Ol AFEo] YRR, Target® ANAES A7) A7) W] oA
o ARYAEL vlel 2 Felo| AF AL Tefslol I

— 1 9] 7]e} mjAL PublixAte] Fresh and Green—wise(W3&d, §71%, 213
7 A& ), Woodman'st= Gourmet box—stores =Y (HAHE A& F&

7zlol) o] 9l

— Woodman's= 50712 22 Aol v = 492 2011 4]
d. % U3 shipper—A|&o] ofn] et i
S8 AolAS do] 4T WA vy Bxole] 19T 4 e} B
LgYo] FEE S AxGAIA R 7
KeHer-&dAe} the ot #EdAE
A5 AxdAle fredAlel nide Az 8a4de & ¢
oA 5% Wobd 4= e, FHot ARIAEE Kot AU HHoR BAS 7
ujiA Ee] o]S “ship to bill to"2kT 3} 7

upz A2 HE2S S48 E &

OPEN 24 HOURS

O 2 PN, AOME, AIHAEO (Mass Merchandisers, Supercenter or

Superstores)

— o]e} 2 Supercenterg FHUPS Wy WHOE FHoj= 30,0000 4]
170,000 E 9] FAJof Z}7-o] urgd Asf $12 million?] &S 7]1538h=
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o uloR 950000179 AE SKUS H. AE olole] ulAE 4B <
A%, golo] A, sl H2

ZAlo] 29, Walmart Supercenters, Super
Targer, Meijer?} FredMeyer 5¢] Supercentero] <3 ¥t Walmartlf
Target A Mass Merchandiser/d|sf Fojd oz E&35)

ol

O 0y &ATH 0fE (Super-Warehouse)

— Superstore?t 30| £t FeE|2 fEFH| AES APt tieFos gh,
Food4Less®} Cub Foods”} Super Warehouses®] Ofﬂ%]

- Ay mie] A9 Ay F9 oy = wof i3 SARSLE w4
7H Ax7E Q. ¢l WinCoFoods®t Aldi7} g ufakel o

SHY MEA (Limited Assortment)

|
_I_4
r°4'

b 7HAel i fruupleR 2000971 veke] HgE e

o™=

o],
and Finalo|t} Save—a—loto] Limited Assortment 2] djojm o]
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© =of 23 oj& (Wholesale Club Stores)

- hE A2 FEje] mjo sjdriele] T, et 120,000 FHHE 27|z A
23 olQo Udt I3} 9 u|-8AE-E 60-70% Fg. 4,000017]2] A& SKU
e HEeER 7 AL FHAgke] #f 7]So] 4%, Costeo, Sam's
Club, BJ's®} Jetro/Restaurant Depot”} <

© M™OJ™ (C-Stores)

— va f HYH(EFRA HYH 232 60,0000702 HEJH C—Storedt e 4]
ol AFH} HAE AEES Wfisks A2 ARE ARloR HE 0]"!“ G
ol A. ARrFo| 45%, THHSH 9 o= e 4 AHIA7E 10%, 7 9 HHl
7F o] 35%F Al AgHARl Fxte® Qs 7+ Algwte g Fol 1-
M2 QA om 714 E3F At fujupzlof vl w2H, et I &%
He HoAE won njato] HHEZFHQ #Hol¥ozL T-Eleven, CircleKet

FoodMart7} ¢




O}2 AIZHZ7 oo} 2ie

O 72 T Pxet oA (Military Sales PX and Commissary)

— “PX"# Post Exchange®] ¢fx}2 A&7} v)AZ A28 Fullsl= Walmart 2
& o v W e vt HAE AEu g WEe 2 el 4
2% AR 714 e, X Y Ee B He En 1 /Ee
all LG lom dubaor 2 A HHES Felshs ool
OFR2l il &4l ¥ Food—at—Home N
Food-at-bone sales by tyoe of outlef 1008-2000
Perceiz
ear 1000 | 2000 | 2001 2000 2005 2004 | 2005 006 | 00T | 2008 2000
biogs s sxfss ] I T IS Y Y ) I Y Y- S Y B
hfess merchendisrs 13 13 13 12 21 19 19 1.3 LT 16 1.6
| Crissinees afher ratziters 1o4l 10 on a5 87 an 23 BT og 28 21
iy shonsp Clubhe, Speqranters 50 'g 03] 117 1.1| 1520  184] 173 1'-3 178 181
 Toectioe| Sodsiyes 736l mal  mol misl a3 ol spsl oA me 897 @)
Tywra- TR o - 14

XtZ) USDA, ERS

© 2= (Drug store)

— AP S b A2 20%2 viEo] Lnt gotet Al

FE 22 &

Fo] ZA, oF=2 A Alof 1A} oAPA=2] HOlE ) A&
7kl Q)L CVS, Walgreens, Osco Drug®}t Rite—Aid7} 1 9

O M2 AEX (Specialized Food Stores)
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Traditional Foodstore Sales by Segment

Specinlty Stores

P

Clonvenmade Slones,
[

Food awd ison=food sale reached $548 bilhon
Source U5 Canans Buresn, Ananal Betail Trade Repoat 2009

l 57 #IH0O oicf £ (Supermarket Configuration)
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T+ U}‘?i =N Wegmanolh} E*‘/\}/\Z-J Central Market
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SEML(Food Market Channels)
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(Food Market Channels)

Item Merch. Case Pack
Position Comments UPC# Stockcode  Long Description Size UOM Facings Method Pack Out
1 4430012178 208762 La Choy Regular Chow Mein Noodle  3.00 07 3 Hand 24 42
2 4430012180 208730 La Choy Reg Rce Ndl 3.00 0oz 3 Hand 12 42
3 4430012171 208764 La Chay Chow Mein N oodles 5.00 0oz 4 Hand 24 40
4 4430012163 224578 La Choy Chow Mein 1200 OZ 1 Hand 12 20
g 2114021761 208876 Nan Ling Chow Mein Noodles 1600 0OZ 1 Hand 12 18
[ 2114021760 208877 Nan Ling Chow Mein Noodles 6.00 0Z 1 Hand 12 18
7 7030305489 DSD Seasons Noodles 1300 0OZ 1 Hand 12 15
8 MNew 03/07 7084470564 DSD Kame Paunut Satay Noodle Box 1160 0OZ 1 Hand 6 12
9 New 03/07 7084470568 DsD Kame Black Bean Noodle Box 1160 0OZ 1 Hand 6 12
10 New 03/07 7488007714 DSD Sunbird Asian Skillet Classics ThaiR ~ 5.82 0oz 1 Hand 12 14
1" New 03/07 7488007713 DsD Sunbird Asian Skillet Classics Sweet  6.62 oz 1 Hand 12 14
Totals: 18 244
Shelf: 2, Length: 8' 0.00", Height:0'9.00", Depth: 1'8.00", Product:7'11.81"
1 4430012125 208748 La Choy Swt & Sr Chkn Bi-Pack 4200 07 3 Hand 12 15
2 4430012121 208749 La Choy Beef Pepper Bi-Pack 4200 O7 3 Hand 12 15
3 4430012113 208747 La Choy Beef Chow Mein Bi-Pack 4200 OZ 3 Hand 12 15
4 4430012111 208746 La Choy Chkn Chow Mein Bi-Pack 4200 OZ 3 Hand 12 15
g 73995260151 DsD Hokan Maifun Rice Sticks 8.00 0z 2 Hand 12 16
] 4783406001 DsD Sushi Chef Short Grain Rice 2000 OZ 1 Hand 6 15
¥ 76866730702 DsD Annie Chuns Meal Chow Mein W Pe 8.20 0z 1 Hand 6 12
8 76566732392 DsD Annie Chuns Meal C.Mein Garl Bb 8.20 0oz 1 Hand 6 12
9 New 03/07 7084470560 DSD Kame Pad Thai Noodle Box 1160 OF 1 Hand 6 10
10 New 03/07 7084470562 DsD Kame Honey Soy Ginger Noodle Box 1160 0OZ 1 Hand 6 10
" New 03/07 7488007710 DsD Sunbird Asian Skillet Classics Sesam  5.90 0z 1 Hand 12 13
12 New 03/07 7488007712 DsD Sunbird Asian Skillet Classics Teriyak  6.73 0z 1 Hand 12 13
Totals: 21 161
Shelf: 3, Length: 8' 0.00", Height:0'11.00", Depth: 1'8.00", Product: 7' 11.77"
1 4430012353 236198 La Choy Chop Suey Veg 2800 OZ 2 Hand 12 16
2 4430012350 208770 La Choy Chop Suey Vegetables 1400 0OZ 3 Hand 12 36
3 4430012370 208781 La Choy Mixed Yegetahle 1400 OZ 2 Hand 12 24
4 4430012330 208787 La Choy Bean Sprouts 1400 OZ 3 Hand 24 36
g 7067000062 DsD Ty Ling Soup Won Ton 1480 0OZ 1 Hand 12 12
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Safeway XHZH|(reset) A=

TYPE
CT > CATEGORY TRANSFORMATION REVIEW
G > CURRENTLY IN GALLERIA
NG > NEWGALLERIA
CL > CLUSTER EXECUTION

Date Updated: 8/25/09

PROJECT > ADD OR ADJUST HARDWARE/CHANGE IN STRATEGY
REFRESH > NO CHAGE IN HARDWARE/STRATEGY - NEW ITEM PLACEMENT ONLY,

Reset Calendar 2010 - By Stocking Section

Division
Last Date Specific or
Category was Store  |pershiblesal
Wave 1 Reset Category January 4 - January 22 Specific | I Dw. |an  Div
Type wave #year Category Divisions Hrs. Hrs. Hrs.
Project W2/ 2008 930 Snack Popcorn All 6
Project W 2/ 2008 940 Shack Nut Al 6
Project Wv ? / 2006 942 Snack Nut Natural All 4
Refresh 958 Snacks Qver Cooler All 3
Project W 2/ 2008 960 Shack Jerky Only Al 3
Project Wv 2 / 2006 1210 |Natural Convenient Shack All 4
Project CT/G W 4 /2009 2001 |Juice/ Drink All 15.%
Project W 5 f 2008 4250 [Cones ! Topping All 4
Refresh Wv11/2006 6001  |Eye Care All 6
Project Wv ? / 2006 6101 |Foot Care All 4
Refresh W7 /2007 6540 Baby Accessories All 4
Refresh SEAS W 1/ 2009 8694 |Seafood Prepared All 5
Refresh SEAS W 1/2009 8695 |Seafood Value Added All 3
Refresh SEAS W 1/ 2009 8696  |Seafood Unprepared All 4
Project 8 Refresh Hours 8.0 12.0 51.5
TOTAL ESTIMATE HRS 63.5
Division
Last date Specific or
Category was Store  (pershiblesal
Wave 2 Reset Category January 25 - February 19 Specific | | Div. (A1 Div.
Type wave #year Cateqory Divisions Hrs. Hrs. Hrs.
Project SEAS W 1/ 2000 1201 |Package Desserts/RTE Pudding All []
Project W9/ 2008 1401 |Spice All 10
3004  |Paper Facial Tissue (Cough/Cold_Allergy Jump
Project SEAS W 2/ 2009 Shelf) (Warm States) 17, 20, 25, 29 1
Refresh W 10/ 2009 3601  |Dairy Milk All 6
Refresh CT/G W 2/ 2009 3630 |Dairy Yogurt All 12
Refresh W 3/ 2000 4303 |Frozen Dessert / Fruit / Topping All 6
Refresh W 8/ 2009 4803 |Frozen Entrée/Prepared All 28
5345 |RK1-Cough/Cold/Suncare
Refresh SEAS W 3 /2000 17, 20, 25, 29 3
Refresh SEAS W 3 /2009 3835 |Rw2-Cough/Gol aiBlleray 17, 20, 25, 29 2.5
Project W 8 {2000 7303 HHLD Air Care Carpet All 10
Project & Refresh Hours 1.0 0.0 86.5
TOTAL ESTIMATE HRS 86.5

72 1 SREAANERETA




3. AIE AR SExfE(Food Market Channels)

Division
Last date Specific or
Category was Stere  |PershiblesAl
Wave & Reset Category May 3 - June 4 Specific | | Di. |All  Div.
Type wave #year Category Divisions Hrs. Hrs. Hrs.
Project G Wv 5 f 2009 210 Cookie Mainstream DSD All 10
Project Wy 5 F2009 299 Cookie / Cracker Lunch Box DSD All 3
Project CTIG W5/ 2007 520 Barbecue Sauce All 16
Project Wv 4 f2009 815 Beverage Mixer All 4
Refresh G Wy 6 f 2009 3825 Dairy Margarine f Butter All 8
Refresh Wy 2 /2009 3901 Dairy Juice All [
Refresh Wy 3 /2009 4501 Frozen Breakfast All 75
Refresh Yvv 10 / 2008 4815 Frozen Meatless / Pasta f |Bread All 8
Refresh Wv 3 f2008 53256 Skin Care - Hand and Body Lotion All 4
Refresh Wy 3 /2008 5320 Skin Care - Facial All
Refresh Wy 7 /2008 5601 |Vitamin / Supplement All 16
Project 2007 5645  |Vitamin / Supplement Herbal All 4
Refresh W 3 £2009 6301 |Adult Incontinence All 4
Project Wy 8 F2008 8856 Meat Dinner Sausage All 4
Project Wv 3 f2008 8856 Meat Bacon Only All 4
Project & Refresh Hours 12.0 8.0 895
TOTAL ESTIMATE HRS 97.5
Division
Last date Specific or
Category was Store  |PershiblesAl
Wave 6 Reset Category June 7 - July 9 Specific | | Div. [All  Div.
Type wave #year Category Divisions Hrs. Hrs. Hrs.
Refresh Wv 6 f2009 103 Candy {Checkstand) All 7.5
Project W5 /2007 501 Condiment Combo All 8
Project 2008 2707 Ethnic italian Gourm et All 4
13, 35, 10,
Project 2008 2715 Ethnic Italian 17 4
Project 2008 2823 Pasta Natural All 4
Project Ct/G/CL| Yvv 10 /2009 2825 Pasta Dry / Pasta Sauce All 14
Refresh Wv 2 2008 3004 Paper Facial Tissue All 5
Project Wy 6 f 2009 3601 Dairy Milk All 15
Refresh WWv 2 2008 3815 Dairy Dough / Pudding All 8
Refresh VW 1/2009 4715 Frozen Potatoes All 8
Project 20047 6201 FIRST AID All 12
Project W9 /2007 7401 Kitchen / Cookware / Gadget All 8
Project W9 /2007 7405 Kitchen / Bakeware All 8
Project Wv 9 f2008 8852 Meat RF Sandwich Snack Pack All 6
Project Wv 8 f2008 8858 Meat Luncheon All 8
Project & Refresh Hours 12.0 14.0 89.5
TOTAL ESTIMATE HRS 103.5
Division
Last date Spacific or
Category was Store  (pershiblesAl
Yave 11 Reset Category Nov 28 -Dec 30 Specific | | Div. |Al Div.
Type wave #year Category. Divisions Hrs. Hrs. Hrs.
Project YW 11 / 2009 4908 Health/Weight/Sport Combo All 12
Project CT/NG |  Wv 4 /2009 830 Beverage Sport Drinks All 6
Project & Refresh Hours 0.0 0.0 18.0
TOTAL ESTIMATE HRS 18.0

898

Total Hours all waves 2009 1085
Total Hours all waves 2010 898
Decrease  -167.2  Hours

Average per wave 2009 a7 Hours
Average per wave 2010 82 Hours
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Z 6 | A0 THO{H| (Selling Costs to Supermarket)

© UHEH| (slotting cost)
— A2JA7E M2E dE= el vidiol] IEAZ)7] 8 E= =& 271 H
£ “slotting fee'2fal 3 AFGARlA= “Slotting Allowance ™ “pay—to—stay”
ghale skt ol YAlE, A BA SR ATEe 27| HEE AAe e
iyl

Al & AlelAE 7 B dACl met $3 milliono] £857|%= o 27
B8 M2 AlE gRste] a7h, v 9 AL XHHHXI AAkst dlold 2
2 A vgo Rz offet w2 AxYA|Y 27] de AE= A o 2

S Op I B 937 2618
Typical Cost of Selling to Supermarkets
o 2! H™H| Slotting Fee
o HFEANZEHEXE Free Fill with first buy
o SILIAFHSLFE WS Q1“BOGO” — Buy one, get one

[}
=
==

AFLHA |M2| In-Store Demonstrations

L ]
rel 4o o
=%(JIﬂ]I—Jo

Slotting feeof| gt =42 H=3] Qlojt=], Hl%‘%ﬂ’g‘% olgfet 7] 94
Hl= 23451 4 AxGA A= fEeh7] < HEo 2 ujd 32 Alg
SHANE thy ARPAES 7ol oAl vl A AlE vjA)7t 7hssiohal

3 vl o) runbAe] ole: ubAQl PO ARlS Shd] Wad FAEo

2 nejsls A

= upAlo] “Slotting fee'S FFsHA &kom Trader Joe'stt Wegman #-2




3.

1=

E A& f5i9(Food Market Channels)

AL UL ol YHTOl WL Y. EF T4 AZYA AR5
£ 53} AEL BoksbA Hw Yt obAul Azte] ufet A et U

H
WZb Wastn, AE FRE R 4% FH EQ wEE 34 ARe
Gelson's 18T FAlo] A% F3 w2 ) T2 Fruinbl Hholofz e

TS WS 5 Qo] WE AXAHS0] B AW HGE J|0] A3

O 2 1071 M2l wmorlel HojH|S

O A and P Supermarket
o FAAT AL 93 & 338719 wiEE &9 Soln 4 W& $6.2
billiion 7|5, & "l 5 20099707} 78 Aol $1x|5ko] oRAIqE AF B
2HR7E Q&
* Slotting : W& A& 2A4]0]~
o 714 el o 33], 20% off

RSTUMZRSSAL L 75
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© AIAE] 30719 i, 4AIZE A PR EiT $150 Ale

@ Publix Supermarket
© F2EoE 2AE T 1045 S &9 5. $29.9 billion®] miE. ©FA
QF AF Qltoll Ak 30001749] ulAo] ]3
- Slotting : WAY AEE 1Ao]A
7t4 &l A 33, A 15% off
A218] - 45mi, o $150

® Kroger Supermarket
o Qafoleof BEAL F 2,00009719] w29, o $90.4 biliion WiE, ©FA
b Al Aol ARt ASAE 29
- Slotting : A 85 B¢ FEA 7| 12% off
< 7HA @91 A 33, A 15% off
- 2] Z203 : AlET $0.0759] -]
A2 5] (A8 0 300 wi, miEE $150

@ Meijer Supermarket
o BAIZESE] A 9], F 19770 i 2. ¢ $14.4 billion W&, oA
A1Z olFto) A%kt 10001719 wjA S EDLP(everyday low price) =
I g uple 10%, FEAAS 8-10%9] Hlud 2o npig
- Slotting : &
<74 Gl AE AT ARAAlA $0.10-30.159] bill back
- AAE (AE) 150w, miAE $150

(® Whole Foods
* AR ZAL 316709 il £, obAIeE A el = 25009719
%ol &, Whole Foods A= 2AMIA Al oS Hshd 3 A< 4|
AE ERACR AZAAIE A A= L et +edAE F A
T QLo -5 9Al Hibs BEEAA AHAE oEs= 4

U
ogk

o}
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a1 =L
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hviife)
m=




3. AIE AR SExfE(Food Market Channels)

U, WA EdAE Bt 8.4%9] vilE |71 Whole Foodse X
40% mHZIS]

* Slotting : Wi 2] 140

-7k el As AlET AERAA A $0.10-30.159] bill back

- M43 (dE) 150 v, i $150

® Central Market (H-E-BA}S 11g3 ulA)
* H-E-BA} 1994 A Central Market& /W45, 3 AEFAQ] A48 o}
AL AN O R dto] FA off57HEd} AnAEA WEA o] Ho] Austin
A9 ©gEol Hol A7t 2¥int B WEAE olFeld. H-E-BAPF Z3AL

ojm EARAFO] EARE FIL 337709 miAe &9 Y. A%t $18 billiond]
&S olEo] W oRAQE Ao A3t 50719 wiEel Sl
- Slotting : W AlFH 1Al0]A 22 F53 vl§

- 744 &l A 33, A 15% off
- A1A3 a5ui, oA $150

(M Woodman’s Market
o 9JaZAlze] Bl 10709 vl 29 Foln] ME ulgo] opAlok Ao A3t
3 A7k $10 billion W&
- Slotting : $=
- 7kA el 9 33, REPA 20% o4 Tl
- AJAB| () 10702 sl ZF $150

Stop and Shop (Ahold®] Z}3]A})
o WARRAIZFOl 2AL 380719] miE & Folm ofAlQh AlsEell Akt 2009
Mol vl 9. ¢ $11 billion WiE
- Slotting : WA 1 Alo|A
7H 2Rl e 33, e Aol 20% ol &l
- AJAE| () 1 1007] gl 2 $150

RS LUMERESAL N 77
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© Wegmans
&5l 2 80470 w29 Foln ¢ $6.2 billion W& 7|5, 7HQl &
F9] AR 70,00009707F Hi= Al SKUE HF (5 73kl 40,0009
Aol AZ D). W EX7F 2 Hoz WE ujgto] ofx|ek AlZe| H3}H
* Slotting : §1&
« 7HE 91 A% Wy
* AA3]  Wegman BiETro] uja; W AJ43)71 7hs

@© Safeway
o Ajyolsof| AL 1,678MdS =9 5. ¢ $43.6 billion W=, oFAIGE
Aol Akt 80001712) wiAo] 9
* Slotting : WIS AlEE $75
7k el A 33], HA 15% off
Al215] (A8 @ 1007] i 2+ $150




3. AIE AR SExfE(Food Market Channels)

O HE g8 HIE

Estimated Slotting Cost with Free-fill one case per store
Estimated number of Stores for placement - Celtic Broker Coverage East Coast Coverage

D.Tsang 2/24/11
. . . Tygical
Total | EstimateNo. | Estimated Reclamation Ad . Category New ltem
Customers Number | of Storesfor | free-fill Cost |SlattingFee | 2% max off | allowance Distnbucor - Demo Review e Farms
4 Slotting Cost Date 2
of Stores | placement | for 8 SKUs* invaice Due Date _— Date Completion
New England
Stop & Shop 330 180 1,300
BJ's 175 175 51,750
Big¥ 56 56 $560
DeMoulas 58 58 $580
Price Chopper 116 60 $600
Wegmans ik ¥ fls 8710
Togs 7% 45 $450
Hannaford/Shop & Save 159 85 $850
Roche Bros 18 18 $180
Ocean State 173 150 $1,500
Shaws/Star| 186 100 51,000
X-Mas Tree Stores 61 61 $610
New York
ABP 450 100 $1,000
King Kullen 46 30 $300
PennT raffic 105 55 $550
Key Foods 85 20 $200
New lersey
Wakefern/Shop-Rite 300 30 $800
Kings 31 31 $310
Pathmark 154 75 3750
Acre 140 65 $650
Foodtown 86 30 $300
Gristedes/Sloans A5 15 5150
Pennsylvania
Weis 156 75 $750
Redners 38 38 $380
Baltimore/Washington
Food City/K-Vat 95 15 5150
Giant 203 85 $850
Mid-Atlantic
Ingles 197 55 $550
Lowes 58 35 $350
Harris Teeter| 147 125 $1,250
Shoppers 55 30 $300
Ukrops 28 28 $280
Total $20,460

*Assuming placement of 8 SKUs is 1 free case per store.
Cost percase from distributor to store $10.00

|7 | ESIAIZ SE97| (Specialty Food Distributors)

Az GA A S2H4F -5 GA




— oS S sjEo] 2ke 2 AEIRRS E59] Haro] ARtsin] 7hze]
A}l wie] Aefel| whet F-FPATE st ool AE FEE MRIAT

— oAGk o] AR/ 4FOR TRHL AL F9o| W2 AF Au] 7

QOER ‘gourmet ©& 7FEE]7| wfjEe]

ool

ko]

- FEPAlES T AR AEE Akl oy ARAAE diAl
sto] whil] g sh= 2ol ok A9l iR 8771 A= ot Ed= A
A s wef iigeld 54 S 872 Aol #edAle] F5 miuAY:

of7E myA7E I50] HEshs dEe AdE = =

— FEYAE AZYAL FuiubA AololA] 4 AR W FHE FYSIE W,
o) WA AE FA L Aol i ok AL HzAY A

— Bl a5 AR g AL g $EANS THsT Hew

o A3E AT YAl f2F 5 FEUAE x| Y2 Aestn
S WE S 25k o] AZAAE MEA SEYAY XHﬂ =

Zo] BV WEE Aol FA SFAAE AZYA] o) A5He A2 @
3 slobe Fal vhe Aok A4l o] wuste Ak 05%9 AE YngS
ST, AT FRA G Al 458 3 3 3E LA 2
A 2o A 4 7] el Ax

2 owls o AARRE FDA AL 59 g HEEA] Adsior o

O SEYN £=2 iL|X (Distributor Category Manager)
A= 5}

— A& 5 YA (Category Manager(CM))+= 2 f%}% alof Q= A AN AlE
o] TH MRS Akt el 5 Ul AlE 5 Ho dEfdow o
25, CM2 594 Hiolo7l Al sl A 4d fEAlE 22 Aol &

AEE 7L 7P7ke o2 Al e5d-—Als= A% 6} 5 sh= dgtol 9
CMZ frE&dAlleh Aloke W of2] vl AQlef AlEs SHst A A
tﬂ‘ﬂﬂ% ez o sfels ujolsie] Mg =2 *WIOHOF & AlEE AR
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3. AIE AR SExfE(Food Market Channels)

O CMe ME 25 A2 (CMs Develop Product Assortment)

— CM2 2|AA] Hlolef A ARE Fate] AQl mfge] 7Hg At AlEol
U AlES] &Rl gt 2 ARIAE AT CMe AlE BRSSO
Plan—0-Gram'S @9}, o] A= v Aut ofrjo] AlEEo] MEHo]
NEA, o= A £ AlFSe] AR nieste] ABEE Jlo] A g EA]
g Hol&

A

~ 7 o} A mel W o] 242 Ttk o) SIXshed, g WY 9%
o ue} AHAIEY $EAS Tefs) AFL o Wol =B A A stel Aulx)
of o WS SEL B9 AuA ABolzt nAo] TofEES Yelt A W
. B4 AEol ol 9K thl B2 7HEolet Mo 2ol <J3) A

~ Aol gL se|aelel EdEe] gloiA CMO] A|4e] it WAk el
o AE S5 7L Q1A% 50 ol el M A Avixt BANES v
go g o Sof 7Pk tfslte] SIXTCHT A4, 1 Rol Hofw

5 7o) e 255 1 01741 Hed s 4 258 AW S, T 4

52 1 HET =2 4 o =& fuiEs Ad 25, ofdt 255
T AdETte] 2 HJ W3l A 7E

- =L o By A3 FH|E] 2& Ao e AFEs vhE e IR (AE
o] o &2 IF) : 7IEoIAY AEFRE o]FoX FY = 7] wiZel Heo| ¢
2 A% U 4E o2 T AY

*REAATE AxGA Y] AES Fulsty] Aol & A1 Fufrte] Selut f5
A E= o] Sito] BRFH

— 5 WSS onl 7120 e Aol tiel Al sls & e AR e
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23§54 (POD)0] Tu|5A] 2 29 4 9]
2. Fhelae] AEe] dia ofelat & dia Belel CMAA 7] whiel, %
A 9% Sa7k 9T 0]o}S W S G AFAA Fol

— CME §F ZHRo] GlolA] "BA) e & 4 9lE. CMS BE i go]
B2 AASHL A4Ho B Belx] o AES 0]oS W 4 g A%oR
WA, TERE SEAACMeA A2 AHEo] ool W 4 itk 21 A
Az} oleg Qlgste] MRt o HEAG AxANNA Fagh

- T3 M2 Al Te) AFAE U] §F Rugs Bof vge] ke
£ sjok 3 CMolA ofBol 7Rsd §% Feuisl Aol Fuulgo]
Egkslolof 3

O SEYA 07}2E LA (Distributor Account Manager)

— 9B oFFLE vjuAE Aoy BAle] SEAA] o) AFE A A
2 pejels $EAA A BEARA ALY BA) ARE, ol7keE wuA
= 79) RN Ui, H7A, 2AY 2 FRE Awsin] AY B 4

Ak AAE A3 glong, Az A6 A o A0 293

O 2™ QEAHF| (National Ditributors)

- A=A FEddle Ax R A A R AHAS AR vAEES
EFeE A3 Bk =0 =] 60,000-70,000 SKUS Had o5 A4
FedAls 54 7ElaelE deses E}E‘ A& =l A=H vFE A=
oA UNFI= Uid A% = 771% AFvs sk vsgh spAv

z|tol] UNFI= Holbrook -5 4A1E UH-,—B‘}oq, SERE EXIDAE
Aol obd tE AlEe Frlishet
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3. AIE AR SExfE(Food Market Channels)

DPI (Tualatin, Oregon)¥} C&S Wholesale Grocers (South Windsor, CT)o]

22
mlo

- FEEAIES Fol AES XS ot 7He|ae] o) EAREY}; WSt pHut
2 AN 1-29 717H) AokS W, FEdAS ofAIQE AlEat 22 3t
A ZHaLe] o] MulAE AlFd £ AL, B HE 7HE a9 AujAE A<
A E2 A AR A5 ok . pHrEle BE 7o) AulAs
Agst7] fleto] shtel f Aol A & = Qi 7+ o E shE|are] g
A AHIAE Algstal e oY A9 fedAel Ak & = s 7
o] FEUAE Aoke 712 e Bk pHvplY FH 542 XA 7t
Ao 219 HHIAE AlFsto] pHulY] o]0 g} Al7|= FEdAlE
Aeish= A
o] §-F5AAE Ad 2 Ak 38 S AR, 2 ¢ e 28 4594
uto] &J¢13¢] 1 KeHE, UNFI, C&S Corp. ©|&3t & wjio AzAA|7F A
AR A BuE & 7 vl AR, veF fsdA7E oWt AlE
= AAR A, AxUAE T FEAQA A AEIAE B T2 ofd A I A

EIAES e 4 gler, ofd wEt @2 AdES O AlEe =Y

O x|¥9 SEYA (Local Distributors)

~ Ao fEAAE €9 2 9 A ZuolA A FEAA} vkt A
SEQA W) H L Wk 48 Holw, Zﬂ}_%}iﬂﬂ Aol AES Solbi

2 5 g E 2 gHol|E F

= T [ol=|

- A FEAANE A FA AR LA ABS AT A AE 7193
YT 2% AW 7o) W] WAL A ARG AEskD BAT ol
go] gl & AlEell 'idt Eo] ARt 7] wiizell AY f-sdA7E Algst
L At A4S ol Bk
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- A9 $EWAE W SAA A9 A B @A HAA AHAE AF 5

ARt A FAE waAF sk AlQl i) wiE WAl whet A=A AQl i

o] B4 ool A 7hedh =3 @A AxdAY] vy gds o

ol

Olt

~ Ao SEUAE a9 BRAt 1Ws Welshe B AE AR, AE LA}

2o o) AHAE AT AR I AEls B HA T A9E 55
ok WA, @A fEAAS Bek Azl Aol g Wl A
T BE s, AR SEUAe el AZAANA AL Bha

Wi

— FHuP/REAA AR theet Tl AH|Aet REAA7E ZF ThAl9] A
AHRE 2718 £ Qe 84 ks vhE i8S St e ARAAE 7
ARl % ‘:"5}% of olof FEUA7E FHuplelA F= BHZFE Quig ®

A Aol g *131 A5 W] g Ha RS BAR RE9A

?—P VJ% TEGAY F8 FYrevenue). o= MG vih 7H4S Z2HA

of Y uABRE, AXAANA F71 upxl Wi Fagh 7t of

Aok ofet f5AA Balehs 3HE 2484 i e F&5o] Ad v

_4

o HAe ekt e 4 oS SEUAIY) EY AW R ne Fa
R4 BHE, FEQAE P A w5 delE OE g 9B a4,
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3. AIE AR SExfE(Food Market Channels)

T, F7 uprle A AlErtae d3Fe T ]EL AH|RRO] amfid ZE

o 7Hol S vR. 57 e A7 Aol el A%le] d

8= ohe AH|A @A we o

» “DSD” (Direct to Store Delivery) — ZzFe] Aol 24 wdsta, AE& 4
ol BlSs & - o] A=l MH|Ae 40%7HA]9] =& nhxle HARH

* “DSDC” (Direct to Store Cross Dock) — $-E%dA|= tf= AAL Aleksia
Aee A Be 1 Ao wigd A A Hdse] AY s =

Fw. DSDCE W2 MHIAE AlEsh7] hize], vpile] g 10-20%74 =

=.

&2

o ol

AL

ol

© I oy 7+ X (Shelf Price Estimation)

A= 2w 7k T = %iﬂ, FHY ‘21% SHAIRE, Al A A= 73‘23
g 237] Qe "2zt B A i) 7HAS dotok 3 AAR ARt
o M el 74140}71 DHT 0184 &, et Adtel QloiM v @ Was

AT = Qe ok -8—%& 4 fHEAe DC= -‘?«Ei B ORTA] A 2]
8o, A7 Tor Ee 7 whed] met e 5 e 4F fEdAES
& A vhle]l 251E Hobr] Aol 258IE Aol Hoprl® SRR, ol
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For example: How much will a consumer pay for a jar of Kimchi?

HI=HH B2 7HH07HE $1.000[2t DA,

Assume the Manufacturer's delivered price: $1.00/unit

H27HO|M 15%, S EHMH 2= $1.00 x 1.05 = $1.05
Broker Commission is 5%, total cost to Distributor = $1.00 x 1.05 = $1.05

SEAMOLE 30%, $1.05 LiF7] 070 = $1.50 + Of&7HA| o|4H| (458|721 E $0.100|2f 07}
Ay = $150 + $0.10 = $1.60

Distributor Margin is 30%, $1.05 divided by 0.70 = $1.50 + freight to store (assume freight is
$0.10/unit) = $1.50 + $0.10 = $1.60

DfEFOFEl 40%, $1.60 Li+7| 060 = $2.67
Store Margin is 40%, $1.60 divided by 0.60 = $2.67

OOt g7t H SN E = $2.67
Therefore the shelf price is $2.67/unit

A=A $1 7HA0f|2H[XH=E $2.558 X B31A I E.

For $1 Manufacturer Value, the consumer will be paying $2.55

wSEA 80 2

SYH 801

= Distributor warehouse set up fee — 2t X F0tCF H#OE sHH E= H| &

= Inand Qut — A 2=l 5 5| THOFEF ©

= MCB - Manufacture charge back, 7 ﬁIZ Her A0E AFO|Y A= Sel2
EE ZS 0L} A7 oo, 2= T

= OI-0Off invoice, 0|2 H = A Zele

« Scandown - H3} 7 HZ0|Lt o[ =0 Cfzt 2ol o

. .‘30tt1ng—7‘<lc’1 OHCHOY| CHEE H| 2+

= Splitcase — 2&H|[RF S50 LA HO[2H EHUE HESE L HEv
*  Spoils & Reclamation — IFs= 2FF0|Lr FE7| 20| X|Lf7
HE|«

= Resets - DfE 0| ME22 HE2 2A|ote g8«

86 1




3. AIE AR SExfE(Food Market Channels)

O FSUHQL HojRrZe| eloly &d XF == EES

Q) 5% MCB 87 (XA 8+ $25) Akt ¥Hg?
A) KeHE= hifatoll Al A= vl 5%5 3%,
12% H]ﬂ A1 STHE Aotelal KeHEZF 1 5 7|7F
9 MCB H]$-2 $50,000 x 12% x 5% = $300& AAFE, Z gujFHo] o}
ﬂ el Folol] st AR 9], AHAH ] il HE 2ol gt
A7, FAHE, HAEE 27F MCB: E38HA] oo 2

Q) 5% MCB H]-8- &4 legacy TOL (Tree of Life f-5UA)8=S 9gteld,
KeHE-&o| tial] AAHE QFo] Hi=uha?
A) 20109 6¥ 7Y W 11 o]Fof FH FEEE AZME

Q) KeHE®] 7} Ao ot $5& 4 Z2AA aa2 A uhvha?
A) 69 79 9 2 o] Aol i $5 80l B ol A W

Q) $500 promo AEZA} 978 oA Th}Q?
A) Book 8 (8%) TH L o]TREL HLE|x] okS

Q) #Alo]2Y KeHE 2o tjat 2 7o v]4 v]& o] 07504 0.502.2 Ho]
A7t8? (TOLE olu] 0.50&%)
A) 64 7Y 9 I o] AE/AE ISl sl &= st

Q) AA A ofoldl Al 5 WAl A HR?
A) 20109 69 7Y Ei= I o]F9 ZZF DC 9| ofoldl

Q) Pack WA thal Y= 3|A} E3F AlF ofole] Mz Qo] ALEL?
A) ofUR., mhek glEZo] A|AE U] A ofole]lo g mt=l UPC WAL o] Qe A
& BojARt Hg
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Q) 2miAelA L creditsell tht 7Hg 0,29 A70 B[R-S AR RE] HLELEQ?

A) 7 0.29 A7 H]8-2 ofn] #f 22F2t legacy TOL §=Fol tisto] 243,

20109 64 79 % 1 o]F Awffol A WP KeHE volume?| creditsol o
st Hd A

Q) W AA| ATioIR) WY BTAE WO, VCRe| o3 0,20 £30] HEwa?
A) oa, 2mfdA g A HEAol= A 0.29 &30] gER] 2 An
FES BE A A8 7T aws ZAd

Q) 20| KeHE A48l (VCR ZE 68) 28] 2ulie] 2% &4 223 o

3t VCR 3A|()E wiorsUTh 271 Ad 0.29 80| Halei}e?

A) ot R, 2% &4 T2 FAUL (KeHE VCR IE 68) g 0,29 270
EERRERE

Q) T A7} ofn] KeHE %= TOLY} Aoz} AlOAE 2331 Qlow ofglA| Huba?

A) A A% KeHESF TOLY| Aofo] 23 Aol7| wfizo] &2 AP E Qolof
% KeHE E+= TOL Al°FA o] MBAR}; T 7M. B frasts, A A
OFx] 9] B=of 7|FEolof g, WioF REE whEoloF & A9, Go—forward 7F
glare] wjyAfol A A=tsfor g

Q) e AR A= B Aol

Fol 3.1l ++8H AR o A-folle ofgA =ua?
A) BA 8 ARgel oldd

Q H& WA ER A H® HA ASAE T AEsoF shta?
A) Ul H]§ W AR AZHEAES} T SAME HAA| O] v1§ W AMRAE

2Hgste] AlEsfortt g
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3. AIE AR SExfE(Food Market Channels)

O SEYX 29 8i2t3| (Distributor Trade Show)

- SEME S0l gelm TRAGIEYA), BRA volo] 123 $EIA
wjUA, shele) WuAS Zol AES wn ANe] 9 uHEs A
AxIASE SEAZIE WIS WA AES Y2 Holeh uElola 2

Al T 4 AL, ] )] mie] dRkQle] obd mpo]of
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>«
3
O

— HEzet AlxgAle2 vololg 223 E3A WuAST vlE] o5 F=

o] Tk AlxgAle vl Be FEAIRE Evlsior &
- 7P aeA] FEe &5 B, vRElE ES5UAIE FolA Altke AR

374 “Plan—O—Gram™2 HFEA] 9otz .
o2 @870l RIS BI(BOGO)-3ht AP sht 34,
TR Za o 0% vy sl o] Solrjok o] BAF sk Ao ZH|s)

of g}, o|ggt uletdl= A AutAyt sl ARV AR Zaﬂlf(‘ﬂ} AN,
£ (A& Fudal A 71t 5 F2 WS 717 GeEle Ao 880 w5
- FEUAIES "Tabletop show gh= A &5 7f&aloF & oA HAl= A F

47 3079 viololE Awnt 7K 4= 9l

Pt 2 AAYES F TR S,

A2 FRQ) ol B st 4]
FEES HlolE $lo] AAIEe] 9L,
Hlolo| 58 FEYUA oL WUAEL W 4 HAS wEsle] 4E )
2200] ol =olgh oleet o] Ak ulgo] wlmA A7 S, oA 550
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0} AlZHZ7 tioi7} 2l

O M2 SE Hi2tg| ME (Distributor National Show Information)

— 2006 x| g8l Tree of Life A= $Ed3|=
345719] B 43709] 73}, 94709] 77152 13171
A2l SKU7F 919
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3. AIE AR SExfE(Food Market Channels)

S A])
AR A
20073 T= FESHEE0l EoctAlZ et dEtels Tolel dEs nzsSut
Xa| T QoA 2oE 4 U= E2 7I2IE HESY AYLICL EHA A0l= 2E
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Z010F &, Fat AdidolA HehAUS ot & AYE Al, F2|I= =7t 017} QU0{0F
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M= HAIZ] 2007 HE
2E A HEe QHUE Sl MEE oIdY. FAO|E= http://tradeshow.com
20] Chell ZE HEE 7|Uok T, MFRE Sl SAl] FAHAR. ZE MFRE ERlot
0, MESH = 7 [HARAZ ELH*'AIE OAE: HAH= Mr, Smithof|| EL{H =

ook ZRE7t 912 ARl EEHE EoI7LE X|Y ARXME So610] sHAL. SR
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HiE=2 25 A 23E. 7[etof %50{ diE=0] 2LIXOF g =2 X<
XS 24 2oz 7|88 2= ME2 20073 18 122U71K| iS00kt ChS

>

FAE HIHFA|7| HEZLCH
Smith Photography, 1319 ABC Street, Dallas, TX 75200, Phone 123—456—7890

2ietoll BiS=0| XI9 TAIZl0lM AHCHH HLHAIX] 20t ELICH.
EHU= MZES ELHAY| HIRILICHHSE MS2 A 2SE|X| ELICE Est AL
I 2F 20l MiZS 226K Yslith. B2 2 2 7 olojRez et

olr

HOIX|E HES #IIE & U= RO| MRI= UZ. shtel FAF Bt JHe| HO|X|
£ 29 23 tiE= 22 MEEE2 StUZ 67E. BuXe= 1012712 MES
St 4709 HiS=S H0|X| 22 FA00 HiX| 7Fs. Ol2{gh Afeto| A7t oA
HEX| 27ts. ReSgXe 02 J2|0 AsloA| ==0| ==X] HRE 2llet =
27t MiSoll thigt £210] O|R0E, 2B AE2 2= MZ0]| 2o FES R
FOE, SE 2 OlY22 MES HEY Al 3| Z0i|M gelz 18, 7t MZ
BAS O Foist7LE HOIX|S 30022 Al2E Al 7IM 75, 2E &
SEAIRE MIZ=HRol|A 2 EofE
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3. AIE AR SExfE(Food Market Channels)

£ 40| F& 71020l B7|=IX| HUE B2, TAEE W RA0M EHE
s J2iet ME2 XMa 2| & Aejzof Qs 22 X0IH SHXIX| 4E A
30| g Mz2 MES 7HESIH SF/ S0iL= =
olzfet MES= 0|2 ZHI5HH T 7isshA| k= A, 2ol Sht M=z2 MES
HMAlotn 3 ME0| 20073 98 120|Lt 2008 F 121 U7kK| HHE 7tsoICHH, 2007
g 12271X| 2E 7HAEEE MESHoF & Jm7iK| 2HS et ME0| FOX|

X gd= A2 F= =9 Vs

e
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O
>
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M
M
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b o

2= M2R MZE 22 7IE MEQ 12-X[2|A SYEFTE 2R,

14-X2|XAt SLLSEZEE AMEE AL A F Xi2| HA.

A HMZ 7Holl tigt FE F7HIE, RE71E2K| 22 R 71 7 oF
= MABHE

2t BME JHH0] 2520 22 A, AT Hol= JHAR HE £ g5 JHES
HIFLD A2 MIZ0|| th5ie] 7HHEE SmithoflA| MIEHIE Smith7t 7IH4EE 86t

r

= ofl & A, 2ret 00 A2l ERICtH, MES0| 0FA FSAIE o EX|=/X] 84

S% 2/9| HIE2 MCB HIE2 2= £A7t SSalof &f. #Hotel SIAF CHEAIM XIS
L2 J1E E2 SEE ZE 20| HEF
=0 AlsH

x7|s uj:

714 ADjAofA EHofvtEeZ #Y|

ME SE(E7/HHIE) - TAIE $ig 207+ 2 MCB HIZ2 Tl T 7142z #7|
HIEE - TAIE fI8t 22l 2 MCB eVtAe 2 HY| RE8ME=E 2582 170 2
2 oy

0f : Open stock ~ $.10 a unit  Shipper  $10.00

vs]

Shippers 22 TAEE2 ¢ 712 MEZ Fg=I0] HiESE mf HAIZIRAT Ak £Z0|

A
HUliRl= A FEE 71 Al FEM0 U= 28 ARl Ziis] 71, ME &Z
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2 X shipper0i| = == A0l 0f2] ZX|=|o0f & ME &=
JHEHH 7HS)S FAIZIolM TOHSHK] RCEtE THAEE, SYYEIE, J2|0 CHE M|

A2 QEUE Salf 71Y. TAE MS== ME &0l tigt &2 shipperet
TA| Sl HIEn S 2/9f S2= HiSE et LX[sHoF & Shippers 671 S2F
NSE

HAIKIS 9Iet AR 62 62 220l AIRF B, 6% 7 SRULE| MAI]7H ARt
H, SQAUSE EQAUVIX| ZIBH=E I5te| MEST} SHAFK ZH|IS Freeman Transfer
2 Sofl =0l ELAEH 20| RAZ HIEZL|C HHqA F00M 12 o= HME
= FAEL ARIEES 2oiA MLEX| 43, MES SullivanoiA| Hi= 2Tt 4215t
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3. AIE AR SExfE(Food Market Channels)

AZA MEN

KeHE Distributors
2011 Sales Meeting
Participation Form
Midwest Region
** If only one vendor participating in table top, you must select whole table

Date of Table Top Meeting:

Vendor/Manufacturer:

ESN # or KeHE Vendor Code

Products Featured:

KeHE Ttem # of one item being presented:

Table Coverage** ‘Whole table 1/2 table

Curr ent KeHE Pr omoti on B ook(s) you appear in: #

Are you a new vendor to KeHE?

Is this a new line/product to KeHE?

Are vouin the KeHE 1.5% merchandising program?

Broker Representative:

Broker Company:

Broker Phone Number:

Broker Fax Number:

Broker Email:

Contact Information for authorized signature bel ow:

Tel ephone Number:

Fax Number:

Email Address:

FEEAuthorized Signature:

Print Name:

Approval subject to Murketing Management
*8i gnature authorizes KeHE Distributors to expense vendor for Table Top participation
Email signed form to eden.vavra@kehe.com or Fax form to 920-552-4040
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O 08 0|5 X§ (Syndicated Marketing Data)

B WA u 2AA ol Bl vl ) AR 8 B4 AZAAS
gatom oiet AE mhel 7S ATE. AR dols: ol
Information Resources, Inc.2til &% SymphonylRI Group (IRI)%k
Mintel, Specialty Foods News, Supermarket News, US AlAA 55 7|€k
Fuhee Zush bl gax JRE F9 BAsl 9 SAE A2
£ #Igt nHAY HE (MarketingIntelligence)E 7515 0™, o]= gt npA|

o WAt e e AR Bad o

~ SymphonyIRLE tHl 2143 Hlo]el “§o]

ojr, o]z AzYGA|et AmjAA7E A, dF, e SAAZ

&l
P~
R
D3
B
1%
tlo
=2
ok
ol
ol
N,
(e}
Ol
Te

A2 4
oo, oA, A 718, ZHE A, e A, AR aAE
71315 Algstcta A93sE “CPG” (Consumer Packaged Goods/AH|A] A|&)
EZF A 220l= gol9d, IRI lofElef 24 F8f auA AlEY dE HE=
3l A5 WER o]F 4 e E3h olddt uAY M &g "H=Y
2 AR B uHAY ARTet dFoly], adEo] uiAY 2,
Az, olof whet AlFE HARISEAL A&HAE Tofsto] 420 w2 H|2UA e

o}
3t v B v A sl o 7] 2y

— E3F vl AR HlolHe 79 A SolAE 22 ¢ Qe dE =
Progressive Grocery A 71AH7/28/2010)°l 2J5FH, Grocery?] mj&<

201049 29 4% Z71). ol © B Aud5o] £ o] 18] Mol

1) (www.symphonyirigroup.com)
2) (Agriculture)
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Az As dEd. 780 7N = &%=, Packaged Factse &3l
(20109) HAEY o] F 2% AT Aol 20119 2% S/ AoR
A& 2011d0] M2E AlES SAlBkE e AXAAAA o=t F52f Hol
Bl R&D % vAE Aol lojA b Fagt

A2 dlolg (Data Exclusions)

+ 200k @ ojst WiEdE 7Hxl WutE, HMAMSANA, A, o= A A
4 oA AA = AQH. o]g9 HolHe +T & fIAY, ZREA] GEUA,
HEz] o] W&, 71eb F-85kAITE 2 HilAoflA ARE-E|A] ¢F2 HlolH
= O Z5 A4 ol 2 B4, A9dE wiE d wid wiE, SE 7K o]

Al olFo] ujE, WE i WA BT obch AF

© OfAlot SA6 O 2| MX| Tf|0]E| (Asian Food Market Research Data)

ofAlR A% FHE|ILE] F A 5 AlETe ThESlaL o] vl gAA] HlolE
= Ul% i 4,00000719] AlF SKU®Je| obAlet Al&Fat w#ls 20124 34
T 59 IRI W& Jaustlon, ofAl A% IRI HlolEe=
AR gkt ofAlobA <=, =, HIEY, A7IEE, dolAlol, gheA,
59 A 928 23 A5 BIME ofioH Jk Q2|5 ofAlgh
7hearelof] 23sHA] G oMol Q= A7t 8= Ad gk F

,ﬂimd
_ﬁ

1~ M
l-"l

N o mE ofN 2

ol
ox,
o
ot

O 07 HE — OfAIQF AE gl Egt AMZE (Marketing Inteligence — Asian Foods

and Specialty Foods)

upAE Aus dole S 5-4 w4 ool 2g Eg| ujef i x%em
Zavt 9l

‘8
=1
AH]E} 914,

-

}
= A& =°l. 73‘Xﬂ, 3t 24%— AHAE FA, obAIE Aol i




— Y AR obkgh 24 Sle|ae, B EE, 7

O:x:
d
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)
o
=

=324
& AlE AR AFl Hid ARE AT S WOJ Al &bl ot A

E3} AE oA =27] (Specialty Food Market Volume)
« 531 AlF AR v AAY g e dueT ASSiA ddse S
2010¥1~20119 4o %’5] Tull= 9. 2% 171 HbH, 20099~20114d E3}
A& ghifl= 19%7HA] 2|42 Mintel International, SPINS, NASFTQ} 7
R e P R B = 1’?34‘3}7}1, St A% v, Y A B
E3} A1E BE AR, o]gfdl EdlEE AHREC] AR SAS A=
°

e skl 0, ol oGt A9l A wie

A Z2AA, A AR, A 3, 553 §5, B ER ¥4 £= EX
5 9 g AA. Zhelae] W s Qi EA| AE2 =2 4R} 1A
M E 9Xhe, & Zeju|y 71A-S HRS(NAFST) National Association

for the Specialty Food Trade®

Eo} AEOR AR 4] AIEE F e Q9 g Al 3lglel, Sat
=

24 s mEolA mAel “Fa AE e e

3) (National Association for the Specialty Food Trade ‘NASFT’)
4) (National Association for the Specialty Food Trade ‘NASFT’)
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‘FQ A¥(Mainstream) A)
2 AHIAE oulgt FEAQl B diFe] ¥iE 11 Ad= tE(Dictionary)

Business Dictionary®)

E3} A|Zo|A FQ AEOT AT ofojElo] o= thea e Ee T
2, AT glo| A, oluby], dElA QAE JTAHOR 2Q AlEo| Soj7t

o 24 AFORE 71, Bk, o] olg

FHuAl W E3} A& (Specialty Foods in Supermarkets)
o = Rl BE oefeh 7hEaze]e] 15,000-60,00071 AiE HISTE
ORAIQF AE-E AR O] =719 Qltell whet it A 43Rt SKUE 7H 7
ol 7HE|aLe] 59 shutd(Progressive Grocer). wr¥{uHl thE 71|
2]o] tpefet TR0l 53t AlEe Flgchet, dE S0, =YE 24
2 55 "2 7HEH e o £, Kosherd] Aujg] 74,
oA 220 “Kosher 7 E|ate] o E5H. B3 A&
| A1) e Aol sfe] oFar, AlElE Aol A
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E3} AlZ 7hg|ate] B AMJE(Specialty Food Category Facts)

+ 20119 B3} A& F wEde §754.19). 11 F v & $597.49

o SA A2 e AA AE wiEY 13, 7%

© 20119 A2 AEE 6.2% Ha 2009950 Hsh FHAHH

« zu|g PB Al 20119 A7) 410709 AlFoE 11% 74

s J2& E3} AlZ o] ME FAH= Kosher, 71 the-& All-Natural

« W AFE 7l 2m 55 AACIA wEA A%, 2009-20119 wiEY
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5) (Dictionary)
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— IRI glojelo]] w2, 20119 ofA|¢F A% WSS & $439,525,276, 0|2
$4,325,46602 19 Amh 1.0% 7} ) SRS 212,590,755 Aeln, 1
Y AHCE 848 0077 2L ko7 0.4% 74, et thk= $2.0709, 14 A
st g §0.03 W 7HH0R 1,4% F7K)

— obAlk 4 Ffelae]  Toh o] 0.4% 4sh] FAR, T ol B o]
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Asian Food Category - 6 Subcategories

Sauce and Marinade
Shelf-Stable Meals

Soy Sauce

1.

2.

3

4. Canned Vegetables
5. Chow Mein Noodles
6

Cooking Oils and Flavored Qils

Emerging Subcategory

1. Roasted Seaweed Snack

| 37 OAIet AIZ 67tx| BlY) BE

O e

— 2011 AA 319 F50 F et $439,525,276 %=

OLAIt AE 2=
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% %
Subcategory Current $ % share Cha;;gAe v Change | Current Unit ChaggAe Vs Change
vs YA vs YA
Total Asian Food Sales| $439,525,276 $4.325,466 1.0%| 212,590,755| -848,007 -0.4%
1|Sauce/Marinade $193,745,534 44.1%|  $9,179,461 5.0%| 66,430,565 2,163,067] 3.4%
2|Shelf-Stable Meal $128,047,873 29.1%)| -36,447,970 -4.8% 83,696,535| -2,091. 441 -2.4%
3|Soy Sauce $54,043,881 12.3%| 82,572,831 5.0% 22,166,378 621,066 2.%
4|Canned Vegetable $23,280,676 5.3% -$712,243 -3.0% 23,656,975| -786,839 -3.2%
5|Chow Mein Noodles $21,084,036 4.8%| -$449,181 -2.1% 12,542,366| -770,682] -5.8%
6| Cooking Qil and Flavored Qil $19,323,276 4.4%, $182,568 1.0% 4,097,936 16,823 0.4%
— oy Rel i = ife) A [e) o o} & O] 2
67FA] 3t F5-2 7l v e A 8 oFAISE A o= Aok, 24|
o= > O > H (¢}
dlolefoll efahe 2ol $6,000,000 od& dufjats 14| fofe] Adf Fio]
223 QS
_ - =10 Iz o “ in] O ”» “ » o O o v o
7 Sh9) BEL s W FEYT Y o] B MRE AR EYA MY
Zz0 = )
zo 209
106 1 ==, UAERSSAL
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Cooking Oil and Reasted Seaweed
Flavored Oil Snack
$19,323,276 $6,000,000

4% 1%
Chow Mein
Noodles
$21,084,036
5%
Canned
Vegetable
$23,280,676
5%

Total category : $439,525,276
A=) IRl 2011

ol
-

Q EZ 1: AA U Rt (Subcategory 1 : Sauce and Marinade)
— &2 9 oFgR 19 EEo| ujEale Ao vls| 5% F7FsE $193,745,534
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AA I AT M9l 10T) HHE A9
Sauce and Marinad Top Ten Brand % Change . Change w “
Rank Current $ % share | Change vs YA = YA Current Unit va Change
vs YA
1 |Kikkoman $72,120,821 473%)| $1,562,903 2.2% 26,687,963 306419 34%
2|La Choy $21,385,181 14.0%| $2,266489 11.9% 10,513,690 703,933 7.2%
3|House of Tsang $13,280,235 8.7% -$48,729 -04% 3,342,188 -45443 -1.3%
4| Soy Vay $11,756,200 77% $892,727 8.2% 2,325,746 160,695 74%
5| Thai Kitchen $9,256.470 6.1%| $1,255488 15.7% 2,322,791 286,139 14.0%
6 |Private label $5,965.652 39%| 81,080,750 22.1% 2,794,647 430,904 18.2%
7|Lee Kum Kee $5.830,130 3.8% $705,886 13.8% 1,841,188 187,809 114%
8| KC Master $4,730,505 3.1% -$348,501 -6.9% 1,611,897 -113,196] -6.6%
9| San Jirushi Intl $4,039,804 2.7% $833,937 26.0% 958,400 211,345 28.3%
10| Allied Old English $4,033,987 26% -$108,249 -2.6% 1,267,736 -16,238 -1.3%
Total top ten brand Sauce/Marinade| $152,398,985 100.0%
Subcategory top ten brands %|78.66%
Total Sauce/Marinade $193,745,534 | sea79461]  s0o]  66430565] 2163067 34%

— A9 107 BERHE Exe 7P w2 WEdRE UE 22 &9E HoE

Kikkoman 2Hdef vlsf 2.2%% 7t 47%5 A5k 1915 2HXE. PB A
15.7%=7}st9 o4, oFA = La Choy2t House of Tsang®| wj&oH

35k KC Master@to] 113,000 7] oJAre] &A1= olgf mjEoio] &

= A=
off mA|A]

A3 A

aj Py (=X

[e]
AA QU QR M2l 10IH HE FHRE
San Jirushi Intl
$4,059,804 Allied Old English
3% KC Master 3’4,();;,987
$4,730,505 0
Lee Kum Kee 3%
$5,830,130

4%

Private label
$5.965,652
4%
Thai Kitchen
$9.256,470
6%

House of Tsang
$13,280,235
9%

A=) IRl 2011

108 1
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Top Ten Seller

Current $

Change vs
YA

%
Change
vs YA

Current
Units

Change vs
YA

%
Change
vs YA

Unit
Price

SOY VAY REGULAR ORNTL
MRNADE & SAUCE TERIYAKI
2107 - 0088177921591

$7,721,920

$672,307

9.5%

1,540,769

129,019

9.1%

$5.01

KIKKOMAN REGULAR ORNTL
MRNADE & SAUCE TERIYAKI
100Z - 0041390000051

$6,183,671

-$9,232

-0.1%

2,949,626

-36,466

-1.2%

$2.10

KIKKOMAN REGULAR
ORIENTAL SAUCE STIR FRY
12.10Z - 0041390020701

$4,953,461

-$796,384

-139%

1,878,706

-345,038

-15.5%

$2.64

LA CHOY SWEET & SOUR
ORIENTAL SAUCE SWEET &
SOUR 1007 - 0044300125511

$4.765,303

-$08,118

-1.4%

2,455,503

=113,328

-4.4%

$1.94

K C MASTERPIECE HONEY
TERTYAKI W/SSM ALL PURPOSE
MARINADE 1607 -
0074609000071

$4,730,505

-$348,501

-6.9%

1,611,897

-113,196

-6.6%

$2.03

HOUSE OF TSANG PEANUT
ORIENTAL SAUCE PEANUT
11.50Z - 0075050006161

$3,363,037

$23,207

0.7%

817,416

-1,506

-0.2%

$4.12

KIKKOMAN TERIYAKI ORNTL
MRNADE & SAUCE TERIYAKI
100Z - 0041390010401

$3,111,314

-$18,111

-0.6%

1,185,527

-8,233

-0.7%

$2.62

HOUSE OF TSANG REGULAR
ORIENTAL SAUCE STIR FRY
11.50Z - 0075050006101

$3,100,848

$45,420

1.5%

770,665

5,518

0.7%

$4.02

KIKKOMAN REGULAR BASTE
AND GLAZE TERIYAKI 1207 -
0041390011101

$3,100,241

-$603,718

-16.3%

1,162,995

-233,974

-16.7%

$2.67

10

KIKKOMAN TERIYAKI ORNTL
MRNADE & SAUCE TERIYAKI
2007 - 0041390000061

$3,060,846

-$163,365

-5.1%

816,014

-81,439

-0.1%

$3.75

X&) IRl 2011

— Soy Vay9| Hl|Zlop7]=

o] 92, House of Tsang®] A& F WT A 9 B

i $5.010]9, 129,0197 5715 Hol HAEAY

& 82 an 5 7 E—Er

3
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=

ol u]3) %7t} WAEMRS] 98 ] 7714 Kikkoman A& 7
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SRS AAMZOETAL | 109

2
S



0 AlZH25) i} 28

AA 9l QHAXE 10Cf MY M=
Sauce and Marinade - Ten Best Sellers

$7,721,920

$6,183,671

$4.765,303 $4,730,505

$4,953.461
9.5% -0.1% |13 9% | 1.4% |
La Choy

$3,363,937

-6.9% I

House of

Tsang Marinade
Sauce 10 oz Fry Sauce Glaze Sauce
120z

$3.111.314 $3,100,848 $3,100.241 $3.060,846

0.7% Ioa-/. I15-/. I163% I51-/.

Kikkoma Houseof Kikkoman Kikkoman
Tsang Stir ~ Baste &  Teriyaki 20

oz

|

Kikkoman Kikkoman
12.1 0z

Soy Vay
Teriyaki 21 Teriyaki 10 Stirfry Sauce Sweet & Masterplece
Sour Sauce  Honey
Treiyaki 16 Sauce 11.5

Paenut
1150z

oz

oz (74 e
A=) IRl 2011
AA U QR - MT U Al ME
: ht:l“gywhn h:g-h
Kikkoman La Choy La Choy
Stir Fry Sauce Teriyaki Orange ginger sauce
Unit Price$2.63, 11.4 oz, Unit price $2.45, 13.8 oz, Unit price $2.44, 14.80z.
Gross $2,02,9685 Gross $1,197,181
Gain of $771,112 YA 118%,

Gross $1,840,733

Gain of $1,337,554 YA 194%

Gain of $681,643 YA, 58%,

1101
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Kikkoman Kame World Harbor
Regular Teriyaki Sauce Hoisin Sauce Sweet & Sour
Unit price $2.67, 12 oz, Unit price $3.19, 7.25 oz, Unit price $2.91, 18 oz,
Gross $4,953,461 Gross $158,788 Gross $1,090,413
Loss $—603,718 —17% Loss —$311,959, —66.3% Loss $1,090,569 YA —50.1%
- A AlE 2 AW AR ST 29 B HleE viEe® A, Kikoman
o] 47%°] FF== 1915 ARG 7 Zikl SKU= offiet &4+

* Kikkoman 2 2} &2, 10 oz, — UPC 0041390023011, @7} $2.06,
214 ofe] $251,195%7}, 216%%)
* Kikkoman & 42 12.4 oz, — UPC 0041390015481, ©7} $2.20, 2hd of
H] $216,494 27}, 244%%)
* La Choy= 2hd ofv] 11.9% 27} A& 14%%)
* 37F4 La Choy SKU+ 2Hd diu] 180% S7F 20119 Al 7FA] &% Bt
$0.09 ©7} shetet
- La Choy Hg]o}7] 2z|olg oFd&k 13.8 oz, — UPC 0044300120662,
A oiv] $1,337,554 7}, @7} $2.459
- La Choy 2#%] AA Qejqllet 24, 14.8 oz, — UPC 0044300120671,
2 oju] $771,112 271 @7t $2.449
- La Choy L2|Ad @ejdllgt okdA}; 14 oz, — UPC 0044300120681, &}
g oim] $771,112 Z7F @7} $2.37¢

* Thai Kitchen #= g Sgjolgr AA 6,50z, — UPC 0737628010551,
7t $3.04, & $250,944




O}2 AIZHZ7 oo} 2ie

* World Harbors®] A2 27F4 SKU= $1,000,0008%= o, ShA|RE,
Sweet and Sour Oriental Sauce 18 oz., 0715364100021, ©@7} $2.91,
$100%F W= 7ha
- & 7] A SKU+=: Maui Mountain Sweet & Sour 16,0 oz, —UPC

0715364100022, @7} $3.09 % $637,058; Maui Mountain Teriyaki
Marinade and Sauce, 16 oz,, — UPC 0715364100013, ©7} $3.04 &

$512,431¢

* Kamed —$476,246, —23.3%2h= 9Hiet &4de A &4 729 29
& Kame Hoisin Oriental Sauce, 7.250z., — UPC 0070844005072 &7}
$3.19, AN —$311,959¢

o= ME

Korean Product Recommendations for Sauce and Marinade Subcategory
¢ Korean Teriyaki Kalbi

e Korean Teriyaki Bolgogi

e Korean Sweet Chili Black Garlic Sauce

O 53 E2 2: M2 S5 AE (Subcategory 2 : Shelf Stable Meals)

— A2 §5 AE B9 BE) wlEd $128,047,813. HA| oAk &4 whAll A5

|'0I
>
Z
>
il

1121
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- ohgh SAH T oWAR 2 MRS Mol 39 BEY Ldde
$6,447,970, Zhd o] 4.8% 7Ha
- A BRO 24 4F, ANG BEY, U, 4% 9am 4
Shelf-Stable Meal Top Ten Brand % Change . Change vs %
Ranik Current $ % share | Change vs YA YA Current Unit YA Change
wYA
1|LaChoy $24,643.571 22.4%)| -$2,538,915 -9.3% 9,726,456| -1,042372| -9.7%
2| Nissin $24,090,781 21.9%| -$1,259,753 -5.0% 26,439,747 488,834 1.9%
3|Maruchan $21,438,995 19.5% -$104,971 -0.5% 23,989,511 -93,774 -04%
4| Simply Asia $16,339.219 14.9%)| -$3,251,316 -16.6% 6,280,287| -1,556,800| -19.9%
5| Annie Chuns $9,200,463 8.4%| 81,362,147 17 4% 3,348,743 848,010] 339%
6| Thai Kitchen $6,110,340 5.6% -$1,720 0.0% 1,926,769 -109422 -54%
7| A Taste of Thai 33446421 3.1% -$261,077 -7.0% 988,610 -119,743| -10.8%
8|Kitchen of India 32,396,470 2.2% -$164,341 -6.4% 799,278 -58.466| -6.8%
9|Kame $1,146,568 1.0% -$92,725 -7.5% 350,183 -15,153 -4.1%
10{D. McDougall $955913 0.9% $617.202| 163.0% 535,585 312,883 14049
Total top ten brand Shelf-Stable Meal| $109,808,742 100.0%
Subcategory top ten brands %|85.76%
Total Shelf-Stalle Meal $128,047,873 [ -36.447970]  48%| 83,696,535 -2091441] -24%
NFL 164% 27F, A HFHOE £ 3]

— Dr. McDougall®] =& U&%E
5o A= A2 F
o] grefo) 4 7)E,
4.7 oz., &7} $1.82,

=R

74 ofolgl EFF FAH NES

Z $171,564. A} Thai Kitchen %

shw oA erom, ol Wi warh o e AS A

3} : Thai Kitchen
Z $1,650,469; 18]al Annie Chun®] "j&- 2|7l

7
woral FRee wa

o

- 107} ¥ 27H“J°l HE7E mfjE ool HEilgk Thai Kitchen®| o7 Stejo]

L7FF 2= 2.6% 2, e $1,451,495. La Choy+=
SAH $2,538,915,

a

9.3% %t

H AES}; ol F2HY.

I Qo) 5% 7+, $1,259,753 &4

&l $24,643,571,

AAH oz o

Aen)




Simply Asiat

0 AlZ6EA % 22
A AES Feths A ek,
e b 2

5ol o 4, ¢ 2

2 319 FRolA Ao
S =
=2 u
42 |8 AE 100 EUE HRE
Shelf-Stable Meal - Top Ten Brand % Share

Kame, $1,146.568 ,
1%

D. McDougall,
$995.913, 1%

Kitchen of India,
$2.396.470 , 2%

A Taste of Thai,
$3.446,421 , 3%

Thai Kitchen,
$6,110,340, 6%

Annie Chuns,
$9.200.,463 , 8%

0 0]35}

. T8 AZXYA La Choy= 53t
HapAgt

- 2 59 ERel 349 Fa HASH 9L
uba} (o) gatake] ARel os) dysgon, 19194 vl v

T
eupsto Al A2 $1309) 3]AF Con Agra Foods?] 3t HA41%. La Choy= 5
2 5E &5, AAE B2 MES 22 S S YE5AEE v=r vt
Ao A7t T SHANE A A] Hlojof &JshH AH|Ab= vl AR F
o $2YH SAET AF oAt S4AS AT
eSS ELEN

1141
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Self-Stable Meal -Top Ten Seller

Current $

Change vs
YA

%
Change
vs YA

Current
Units

Change vs
YA

%
Change
vs YA

Unit
Price

NISSIN CHOW MEIN TERIYAKI
BEEF ORIENTAL NDL SOUP MX
DRY 40Z - 0070662087231

$8.250.060

-$745.934

-8.3%

8,896,815

-177,192

-2.0%

$0.93

LA CHOY CHICKEN CHOW MEIN
DINNER ORIENTAL FOOD
PRDCT 4207 - 0044300121111

$7,610,827

-$857.916

-10.1%

2,134,904

280,737

-11.6%

$3.56

MARUCHAN YAKISOBA
TERIYAKI BEEF JAPANESE NDL
SOUP MX DRY 40Z -
0041789007072

$6.874.440

-$289.382

-4.0%

7.440,021

-308,253

-4.0%

$0.62

NISSIN CHOW MEIN CHICKEN
ORIENTAL NDL SOUP MX DRY
407 - 0070662087211

$5.862,672

-$891.536

-13.2%

6,333,146

-587.242

$0.93

MARUCHAN YAKISOBA
CHICKEN JAPANESE NDL SOUP
MXDRY 40Z - 0041789007011

$4.852,835

-$143.223

-2.9%

5,335,647

-150,273

-2.7%

$0.91

LA CHOY BEEF CHOW MEIN
DINNER ORIENTAL FOOD
PRDCT 4207 - 0044300121131

$4.334.814

-$592.110

-12.0%

1,235,077

-201,418

-14.0%

$3.51

SIMPLY ASIA SESAME TERIYAKI
NOODLE WITH SAUCE
ORIENTAL FOOD PRDCT 8.507 -
0854285000861

$4,091,636

-$256.705

-5.9%

1,403,702

156,450

-10.0%

$2.91

NISSIN CHOW MEIN TERTYAKI
CHICKEN NOODLE SOUP MIX
DRY 40Z - 0070662087291

$3.,722,153

$1.482242

66.2%

3.950,744

1,732,986

78.1%

$0.94

SIMPLY ASIA SPICY KUNG PAO
NOODLE WITH SAUCE
ORIENTAL FOOD PRDCT 8.50Z -
0854285000831

$2.897,600

-$672.987

-18.8%

997,971

273919

-21.5%

$2.90

10

La Choy Ginger Teriyaki Chicken
Bean Sprout 14 oz

$2.872.855

-$154.819

-5.1%

1,891,133

-118,674

-5.9%

$1.52
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Ten Best Sellers - Shelf-Stable Subcategory

$8,250,060
$7,610,827
$6,874.440

$5.,862,672

$4,852.835

$4’334’814$4,091,636
$3,722,153

$2,897,6008$2,872,855

-2.9% F12.0% |59'/o |662% -18.8% -5.1%

-8.3% 10.1% -4.0% -13.2%

Simply Nissin Simply  La Choy
Chow Asia Spicy Ginger

Kung Pao Teriyaki
Ndl with  Chicken

Nissin ~ LaChoy Marchuan Nissin Marchuan La Choy
Chow  Chicken Yakisoba Chow  Yakisoba Beef Chow  Asia

Mein Chow  Teriyaki ~ Mein Teriyaki ~ Mein Sesame Mein
Chicken Dinner42 Teriyaki Teriyaki

Teriyaki Mein  BeefNdl Chicken
Beef Ndl Dinner 42 Soup 4 oz. Ndl Soup 4Ndl Soup 4 oz. Noodle Chicken Sauce8.5 Bean
Soup Mix oz. oz. oz. with Sauce Ndl Soup oz Sprout 14
4 oz 850z. Mix 4oz oz
At&) IRI 2011
— 10709 WIAEAR] F o shito] o]¢] = Nissin A¢-H HZop/l= La
Choy@} Nissin®] 1609+ 22| &4s A7, 1509 229 0|9 A=

116 1 S2E4AERETA



Nissin Annie Chun's Thai Kitchen
Chow Mein Teriyaki Noodle Spicy Chicken Ramen Pad Thai Rice Noodle Kit
Unit Price $0.94, 4 oz, Unit price $1.82. 470z Unit price $1.87, 9.77 oz,
Gross $3,722,153 Gross of $f 71' Sé 4 inev;/) Gross $1,650,469
Gain of $1,482,242 YA, 66.2% o Gain $856,993, 108% YA

Nissin Simply Asia La Choy
Chow Mein Chicken Noodle Soup| Roasted Peanut Noodle Bowl Chicken Chow Mein Dinner
Unit Price$0.93, 4 oz, Unit price $2.89, 8.5 oz, Unit price $2.91, 42 oz,
Gross $5,862,672 Gross $1,230,911 Gross $7,610,827
Loss $891,536 YA, 13% Loss —723,936, 37% Loss $857,916, 10%

o2 7€ ME Al HE

Wanchai Ferry packaged Asian foods owned by General Mills, a $15 billion company, has
essentially gone off the shelves,

WANCHAI FERRY-SS ASIAN FOOD Series unit price $4.9
WANCHAI FERRY SPICY GARLIC CHICKEN ORIENTAL DINNER
ORIENTAL FOOD PRDCT 21.50Z — 0016000173331

WANCHAI FERRY CASHEW CHICKEN ORIENTAL DINNER
ORIENTAL FOOD PRDCT 13.40Z — 0016000173311

WANCHAI FERRY KUNG PAO CHICKEN ORIENTAL DINNER
ORIENTAL FOOD PRDCT 12,80Z — 0016000173321

WANCHAI FERRY SWEET & SOUR CHICKEN ORIENTAL
DINNER ORIENTAL FOOD PRDCT 23,30Z — 001600017312

FASTUMERSSA L 117
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Korean Product Recommendations for Shelf-Stable Meal Subcategory
e Korean Bibimbap Rice Kit — All natural or organic

o Korean Black Rice Kit— All natural or organic

o Korean Jap-chae Sweet Potato Starch Noodles— All natural or organic

O 5} E= 3: 7H2 (Subcategory 3 : Soy Sauce)

7H 519 &9 njEol> $54,043,881, 21 tiH] 5% =7}, $2,572,831 0|2
B 5}9] EEL ofAjgk 249 12,3% HG
2 olXIek 84 dlEolA 3912 AX, e a9 &

=
2l

2L
-0,
o2

im)
lo

al A=
PB A& 214 diH] 10.7% %7}, Kikkoman th2o 2 74 & “Hdlc” &2

A7}st AXIE Z=A| ©Bo| San Jirushi (San—J)= 2Hd tiv] 19.6% <7}
Yamasa= 1 th20 2 & 0]9] 13.3%= 9. San Jirushi®} Yamasa & A%

BE 7% 2 IR U7k Tamari 74 502 A4S
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Rank Soy Sauce Top Ten Brand Current $ %share | Change vs YA ovs ;:;ge Current Unit a,;i”: v Change
vs YA
1|Kikkoman $31,268,516 60.7%|  $1,028,653 3.4% 11,065,868 96,949 0.9%
2|Private label $11,029,654 21.4%|  $1,064,590 10.7% 6,642,559 466,056 7.5%)|
3|La Choy $4,316.894 8.4%)| $22,881 0.5% 1,908,459 -29,298( -1.5%
4|San Jirushi $2,332,806 4.5% $382,445 19.6% 660,988 118,021 21.7%
5|Lee Kum Kee $667,788 1.3% $56,972 9.3% 282,473 10,437 3.8%)|
6| Yamasa $594,915 1.2% $70,881 13.5% 163,329 13,378 8.9%
7|Silver Swan $453,049 0.9% -$19,217 -4.1% 175,151 -12,940 -6.9%
8|Southern Tsunami $283,185 0.5%| -$113,028 -28.5% 94,051 -37,159| -28.3%
9| Aloha $336,200 0.7% $0 0.0% 47,400 0 0.0%
10|House of Tsang $219,834 0.4% -$28,284 -11.4% 65,069 -11,029( -14.5%)
Total top ten brand Soy Sauce $51,502,840 100.0%
Subcategory top ten brands %|95.30%
Total Soy Sauce $54,043,881 $2,572,831 | 5.0% 22,166,378 621,066 2.9%
[e] e X=]
ZHE A9 100 EfiE MRS
Soy Sauce - Top Ten Brand % Share
Silver Swan,
; Aloha, $336,200,1%
$453,049, 1% Southern Tsunami, o °
$283,185, 1%
Yamasa, $594,915,
1%
House of Tsang,
Lee Kum Kee, — $219.834,0%
$667,788, 1%
San Jirushi,
$2,332,806. 5%
SRS AAMEREZALL 119
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— Kikkoman®] vl A48 60.7%°.2, A

Eay3Ke)
= T

2 7 ol S5 AL sk

at PB AES &9 $11,029,654, HG-& 21% 2 24 v 10.7% 2712,
HoF HO)

ol
Kakkoman¥} AE 4= 9

2P 100 HIAEAE

Top Ten Soy Sauce Seller

Current

Change vs YA

%
Change
vs YA

Current Unit

Change vs
YA

% Change
vs YA

Unit Price

KIKKOMAN SOY
ORIENTAL SAUCE SOY
SAUCE 100Z -
0041390000021

$13.565.795

$312,982

2.4%

6,358,926

-50.473

-0.8%

$2.13

KIKKOMAN SOY
ORIENTAL SAUCE SOY
SAUCE 1007 -
0041390001051

$13.114,107

$997.741

82%

4,875,650

288.862

6.3%

$2.89

KIKKOMAN SOY
ORIENTAL SAUCE ALL
PURPOSE 200Z -
0041390000031

$7.814.290

$8.243

0.1%

2,067,506

-76,753

$3.78

KIKKOMAN SOY
ORIENTAL SAUCE SOY
SAUCE 1507 -
0041390000901

$5.816.453

$506,163

9.5%

2.118.243

184,147

9.5%

$2.75

LA CHOY REGULAR
ORIENTAL SAUCE SOY
SAUCE 100Z -
0044300125131

$5.716,228

$92,739

1.6%

3,220,139

-74,146

$1.78

LA CHOY REGULAR
ORIENTAL SAUCE SOY
SAUCE 1507 -
0044300125111

$4.575,909

-$149.,297

-3.2%

1.844.498

-104.828

-5.4%

$2.48

KIKKOMAN SOY
ORIENTAL SAUCE SOY
SAUCE 200Z -
0041390001101

$3,948.911

$49.758

1.3%

871,582

-2.3%

$4.53

KIKKOMAN SOY
ORIENTAL SAUCE SOY
SAUCE 1507 -
0041390001071

$3.868.302

$108.814

1,175,243

23.498

$3.29

LA CHOY SOY
ORIENTAL SAUCE SOY
SAUCE 1007 -
0044300125201

$3.069,148

$21.401

0.7%

1.475.132

22461

-1.5%

10

KIKKOMAN REGULAR
ORIENTAL SAUCE SOY
SAUCE 40.507 -
0041390001451

$2,502,169

-$59,542

-2.3%

416.056

-18.444

-4.2%

$6.01

Total

$63.,991.311

1201
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$13.565.795

Soy Sauce - Ten Best Seller

$13,114,107

$7,814,290
$5.816.453 $5,716.228
$4,575,909
$3.948911  $3.868,302
$3,069,148
$2.502,169
24% 8.2% 0.1% 9.5% 1.6% -3.2% 1.3% 2.9% 0.7% 23%
KIKKOMAN KIKKOMAN KIKKOMAN KIKKOMAN LA CHOY LA CHOY KIKKOMAN KIKKOMAN LA CHOY SOY KIKKOMAN

SOY ORIENTAL SOY ORIENTAL SOY ORIENTAL SOY ORIENTAL ~ REGULAR REGULAR  SOY ORIENTAL SOY ORIENTAL = ORIENTAL REGULAR
SAUCE SOY SAUCE SOY SAUCE ALL SAUCE SOY ORIENTAL ORIENTAL SAUCE SOY SAUCE SOY SAUCE SOY ORIENTAL
SAUCE 100Z - SAUCE 100Z - PURPOSE 200Z SAUCE 150Z - SAUCE SOY SAUCE SOY SAUCE200Z - SAUCE 150Z- SAUCE 100Z- SAUCE SOY
0041390000021 0041390001051 - 0041390000031 0041390000901 SAUCE 100Z - SAUCE 150Z - 0041390001101 0041390001071 0044300125201 SAUCE 40.50Z -

0044300125131 0044300125111 0041390001451

A 519] ZEo| QlojA] ARAEL F&E 10-15 &4 Alo] 20| e AT,
P A% SKU o] 61%71 o] Alol2%s. @A &% 57t vloldE vt
gog WSy, PgE AHESke 7ol soldaS Anleh Kikkomano] 2
2 W iEolA 43%E XSk ATl 9loH, PB Al 35%& 2915 AHA|

SHAREE B AR PB AlE Mo R v AEgk 7HY a.e|7h A
wpe} 7ol tieh mart A% s F7Fd Alr Hoy I vlw 7Y W
o] AAsle] ARRSH= FQ olo|d"lo] 9L San Jirushi International®
Tamari 7F, 10 oz, — UPC 0075810023251, @7} $4.03, $331,367 4 2}
W tiH]25% ole - I} 2 =R 17 Aol AHE 2

ok




O} AIZH 271 3%k} 212
9l AIE§XF - ZEXE

Kikkoman San Jirushi Yamasa
All Purpose Soy Sauce Regular Tamari Soy Sauce Lo Sodium Soy Sauce
Unit Price$1.33, 5 oz, Unit Price$3.02, 10 oz, Unit price $3.21, 4.8 oz,
Gross $2,298,013 Gross $1,255,080 Gross $145,139
Gain of $258,887 YA, 26% Gain $33,262, 30% YA

Gain of $299,978 YA, 15%
Ao} 7|1motar 2kx0]9] 64
22X, 12822 M2

FHOIM At

No Image
64 oz, and 128 oz, pack
Size by both Kikkoman
House of Tsang Southern Tsunami and La Choy are
Ginger Flavored Soy Sauce Soy Sauce disappearing from
Unit Price$3.42, 9.8 oz. Unit price $3.01, 5 oz, the supermarket shelves
Gross $26,386 Gross $283,185
Loss —$15,550, 37% Loss —$113,028, 29%
- 43 AE L A AFS F7H e FA EL v e R ). House
7155 Wi, A 2 1A
oA glojglel whef

of Tsang= $15,0004=2] AL H49] £AS
Alz7h B ol 7I7F glar EuiA

e

3o ge 2

Southern Tsunami”}

12 HEYHA S2ls Hot
u ohet ohE 2ol

- 2% B @
© 2P oS Q1] Qi Bh9) Eoln|, opAlel Almu
Sl e 2SS ALHA To] mE TS o)A il u)a e
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(Korean Product Recommendations for Soy Sauce Subcategory)

* Korean Soy Sauce with Naturally Brewed with Pear — under 8 oz,
(3Ft 7P, A9 ¥ AEA - 82 of3)

* Korean Chili Garlic Soy Sauce — under 8 oz,
(8 10k 7P - 8@zols)

* Korean Thick Soy Sauce with Soybean Paste —under 8 oz,
(& A3 7P B4 - 88 ofs])

19| 22 4: Ok EX2 (Subcategory 4 : Canned Vegetable)

ol

©

— opff sx9 b9l F=9 =N $23,280,676, SAHME —§712,2430 % 2+

d ojv] 3% A

39 F Al oFAIE EA el 5.3% AA

e
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of Agriculture’s Canned Fruit and Vegetable Consumption in the United

States Report to Congress)®)

— SA A 7 5 gl S 1Y 2 oS SxdEdshe Aol 7]EAe]
=0
=]
Ofxf SX2 10t HHE &9
% Change : Change vs Y
Rank Canned Vegetable Top Ten Brand Current $ %share | Change vs YA v YA Current Unit YA Change
vs YA
1 |Private Label $6,159,368 26.6%| $432,199| 7.5% 6,978,786 217,717 3.2%
2 |Geisha $5,484,402 23.7% $432,199| 7.5% 4,851,002 225,755 4.9%
3 [Reese $3,514,006 15.2% $140,330| 4.2% 3,695,650 194,520 5.6%
4 [LaChoy $3,286,898 14.2% -$799.,894| -19.6% 2,910,744 -616,936| -17.5%
5 |Dynasty $2,269,582 9.8% -$10,727| -0.5% 1,982,109 -12.866[ -0.6%
6 [Sun Luck $832,026 3.6% -$233,907| -21.9% 478,081 -129,045] -21.3%
7 |Hokan $551,850 2.4%)| -$77.803| -12.4% 659,449 -109,169| -14.2%
8 | Asian Gourmet $461,104 2.0% -$52,318| -10.2% 431,521 -54,098[ -11.1%
9 |Polar $321,467 1.4%| $14,658| 4.8% 461,604 -27,056[ -5.5%
10 |TyLing $249,989 1.1%| -$8.571] -2.7% 152,364 -9,665] -3.1%
Total top ten brand Canned Vegetable $23.130,693 100.0%
Subcategory top ten brands %|99.36%
Total Canned Vegetable  $23,280,676 [ -s712243] 3.0% | 23656975] -786.839] -3.2%

— PB Al Geisha W5 7.5%2 &5 old= =¥, La Choy= U La
Choy A9l A2 H¥ AZy} np7iA 2 steste] $799,894, 19.8% &A1

Sun Luck 21.9%t= 7 & S4E A=

(o]

6) (US Department of Agriculture’s Canned Fruit and Vegetable Consumption in the United
States Report to Congress)

124 1 2=+ MAEREIA
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Canned Vegetable - Top Ten Brand % Share

Polar, $321,467 1%

Ty Ling, $249,989,
1%

Asian Gourmnet,
$461,104, 2%

Hokan, $551,850, 2%.

Sun Luck, $832,026,
4%

— H|E PB AFo] & 3t¢] F5A 7MY & H9-82 YERAEL o] “AAT B
WL obd, @S 2 7] HAGIA PB AELS “FA P ATs o)
=2 o]Eo] YL ¢S, Geisha, Reese, Dynastyr= 2F $¢=4Y

— o] 10749 oFY $2Y BT ujEo] B o4 E2o] 99 4%2 A5t o}
2 go vA=Ee ve ojojy
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Rank

Canned Vegetable -Top Ten Seller

Current $

Change vs YA

% Change vs
YA

Current Units

Change vs
YA

% Change vs
YA

Unit Price

GEISHA REGULAR SLICED
WATER CHESTNUT 80Z -
0071140551501

$2,611,928

$61,679

2.4%

2,840,866

-8,512

-0.3%

$0.92

LA CHOY REGULAR SLICED
WATER CHESTNUT 80Z -
0044300123911

$2,217,248

-$651,374

-22.7%

1,963,774

-503,126

-20.4%

$1.13

REESE REGULAR SLICED
WATER CHESTNUT 80Z -
0070670000631

$2,149,036

$134,834

6.7%

2,283,434

164,107

7.7%

$0.94

LA CHOY VEGETABLE CHOP
SUEY VEGETABLES ORIENTAL
FOOD PRDCT 2807 -
0044300123531

$1,893,002

-$78,784

-4.0%

752,899

-38,925

-4.9%

$2.51

LA CHOY VEGETABLE CHOP
SUEY VEGETABLES ORIENTAL
FOOD PRDCT 1407 -
0044300123501

$1,480,470

-$95,174

-6.0%

768,872

-39471

-4.9%

$1.93

DYNASTY REGULAR SLICED
WATER CHESTNUT 80Z -
0011152455261

$1,203,092

-$53,392

-4.2%

1,071,732

-61,883

-5.5%

$1.12

GEISHA REGULAR BEAN
SPROUT ORIENTAL FOOD
PRDCT 14.50Z - 0071140552301

$1,013,719

$181,772

21.8%

857,232

127372

17.5%

$1.18

GEISHA REGULAR WHOLE
WATER CHESTNUT 80Z -
0071140551001

$911,430

$74,366

8.9%

994,011

56,836

6.1%

$0.92

LACHOY REGULAR STIR FRY
VEGETABLE ORIENTAL FOOD
PRDCT280Z - 0044300123611

$833,175

-$43,134

-4.9%

327,162

-23,198

-6.6%

$2.55

REESE REGULAR WHOLE
WATER CHESTNUT 80Z -
0070670000491

$717,488

$53,913

8.1%

795,952

78,029

10.9%

$0.90

Total Top Ten Seller

$15,030,589

— A9 1071 Al AA sk F5 wiES) 65%5 AAIsA, o] 107] Al

=
SKUS 24 519 E2o4 & A, S95H) e AEEO] j2e wle 2
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o-1o
Canned Vegetable - Ten Best Sellers
$3,000,000
$2,611,928
$2,500,000
2,217,248
$ $2,149,036
$2,000,000 $1,893,00:
$1.480.470

$1,500,000
-
E $1.203,092
8
i $1,013,719

$1,000,000 $9114

$833,175
,$717,488
$500,000
50 24% -22.7% 6.7% -4.0% -6.0% -4.2% 21.8% 8.9% -4.9% 8.1%
Geisha LaChoy ReeseSliced LaChoy La Choy Dynasty GeishaBean Geidha La Choy Stir Reese Whole
Sliced Water Sliced Water ~ Water ~ Chop Suey  Chop Suey Sliced Water Sprout 14.5 Whole Water Fry Water
Chestnut 8 Chestnut 8 Chestnut 8 Vegetables Vegetable 14 Chestnut 8 oz Chestnut 8 Vegetable 28 Chestnut 8
~$500,000 oz oz oz 28 oz oz oz oz oz oz.
Ly No Image
iy
Geisha Roland Three Diamond

Water Chestnuts, diced
Unit Price$0.89, 8 oz,
Gross $251,161
Gain of $114,763YA, 84%

Water Chestnuts, diced
Unit Price$1.03, 8 oz,
Gross $166,911
Gain of $33,815 YA, 25.4%

Water Chester, Sliced
Unit Price $0.79, 8oz,
Gross $69,315
Loss —$185,522-72.8%

No Image

Sun Luck

WATER CHESTNUT

La Choy
Bean Sprout Canned
Unit Price$1.9, 28 oz.
Gross $146,376
Loss —$215,012,—59.5%

Private Label
Water Chestnut, Sliced
Unit price $0.71, 8 oz,

Gross $78,830

Loss —128,781, —62%

Sun Luck
Water Chestnut, Sliced
Unit price $1.68, 8oz.

Gross $390,278
Loss —$141,168, —27%
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« oA BRY F5O wiEAS $23,280,676, HA| oFAQF A1E9] 5 3% 24|
shH, ol= A & 22 ofd. A9 10719 o T2 HlEs Skl
=9 99.4%5 AA|sto], 9] 10719 HHETL A skl 7<) AR
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(Korean Product Recommendations for Canned Vegetable Subcategory)

* Korean Lite and Sweet Kimchi — All natural or organic 8 oz,
(@ A% - A 5L 7% 8ex)

* Korean Mixed Vegetable with Sauce for Bibimbap — All natural or organic,
8-10 oz. (Al At Hopdy — A4t 52 R71E)

* Korean Tofu House Tofu with Vegetable — All natural or organic, 8—10 oz,

(@ FRot o - AAM 52§71

o

©

~ Aow Emo| tjEoe §21,084,036, X9 o] 2,19 gaskglon LAoe

$449,181

o] £2 5: XARHEZA! £2H) (Subcategory 5 : Chow Mein Noodle)
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. % Chang . hang

Rank | Chow Mein Noodle Top Ten Brand Current $ % share Change vs YA vaiChange Current Unit Change vs Change

v YA YA s YA
1 |LaChoy $11,715,414 57.3% -$584,582| -4.8% 7,268,290 -691,754] -8.7%
2 |China Boy $3,379,596 16.5% -$114,843] -3.3% 1,991,494 -221,866[ -10.0%
3 |Welpac $1,647,353 8.1% -$55,320] -3.2% 732,469 -33,873] -44%
4 |Private Label $1,523,537 7.5% $210,679| 16.0% 1,194,356 97,064 8.8%
5 |Chao Mein $751,988 3.7% -$43,953| -5.5% 256,068 -13,362]  -5.0%
6 |Sun Luck $701,297 3.4% -$37,892| -5.1% 191,735 -10,093] -5.0%
7 |Sapporo $252.851 1.2% $8,474 3.5% 287,496 -4,045 -1.4%
8 [Nanka $193,570 0.9% $5,184] 2.8% 99,166 -6,194]  -5.9%
9 |Winner $153,623 0.8% $70,622| 85.1% 128,007 62,931 96.7%
10 |Lams $128,445 0.6% $80,310| 166.8% 80,665 49,268| 156.9%

Total top ten brand Chow Mein Noodle $20,447,674 100.0%
Subcategory top ten brands %|96.98%
Total Chow Mein Noodle  $21,084,036 [ -sa49181] -2.1%
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F8 A9 HHELE= La ChoyolH, &2 519 E59 57.3%% AA], wj&d
$11,715,414, 3}Aqk, La Choy®a} 714 & &4 —$584,582, —4.8%<% 29
H

om o] 519 67 BE Z7ke] F ujEd R}t F La Choyx 7oAl 54
ZAo R HHIHA O] EAS IEFH12 oz, BA AW AL, w7t
$1.88, o]9] $228,612, 5.6%°1™, 5 oz. 78 A S w7l $1.51, &4
—-$904,789, —11.9%). ©]&Jgt o]} 5 oz, 7Ho] $0.30/0z2 dlof ®laf, 12

0z, 3A+= $0.16/0z, 02 &4 & 71A0] Y| fEY

A9l 3f BRE HE £AS A ow, Winnert Lambs BHlE= 22 w7l

Chow Mein Noodle - Top Ten Brand % Share

Sapporo, $252.851, 1% Winner, $153,623. 1%

Nanka, $193,570, 1%
 Lams, $128,445,1%

Sun Luck, $701,297. 3%

Chao Mein, $751,988.4%
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Rank

Chow Mein Noodle -Top Ten Seller

Current $

Change vs YA

% Change vs
YA

Current Units

Change vs
YA

% Change vs
YA

Unit Price

LA CHOY REGULAR CHOW
MEIN NOODLE REGULAR CUT
50Z-0044300121711

$6.,729.373

-$904.789

-11.9%

4461976

-794.482

-15.1%

$2.10

LA CHOY REGULAR CHOW
MEIN NOODLE 120Z -
0044300121691

$4.308.829

$228.612

5.6%

2,290,108

47433

2.1%

$1.88

CHINA BOY REGULAR CHOW
MEIN NOODLE 120Z -
0070541010141

$2.349.056

-$73.792

-3.0%

1,253,070

-143.611

-10.3%

$1.87

LA CHOY RICE CRISPY NOODLE
ORIENTAL FOOD PRDCT 30Z -
0044300121801

$2,081.180

$3.372

0.2%

1,402,983

-47.804

20,

-3.3%

$1.48

W

WELPAC REGULAR CHOW MEIN
NOODLE LONG AND THIN 60Z -
0011152238352

$1,246,400

-$60.692

-4.6%

517,991

-36,166

-6.5%

$2.41

CHINA BOY REGULAR CHOW
MEIN NOODLE THIN 60Z -
0070541020171

$908.174

-0.6%

652,347

-7.6%

$1.39

CHAO MEIN REGULAR CHOW
MEIN NOODLE REGULAR CUT
120Z - 0754842100081

$743.520

-$17.250

-2.3%

251,056

760

0.3%

$2.96

LA CHOY REGULAR CHOW
MEIN NOODLE 30Z -
0044300121781

$674,799

$91.863

15.8%

515,739

55396

12.0%

$1.31

CHINA BOY REGULAR RICE
NOODLE ORIENTAL FOOD
PRDCT 60Z - 0070541024061

$596,245

$32.436

5.8%

439,998

1,224

0.3%

$1.36

SUN LUCK REGULAR CHOW
MEIN NOODLE REGULAR CUT
60Z - 0076132050152

$561,503

$13.118

2.4%

160,852

4,547

2.9%

$3.49

Total Top Ten Seller

$20.199.080
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$6,729,373

Chow Mein Noodle - Ten Best Sellers

$4,308,829
$2,349,056
$2,081.180
$1,246,400
3908174 $743.520
’ 674,799 $596,245  $561,503
11.9% 5.6% -3.0% 0.2% 4.6% |—0.6% |-2,3% I15_8% ISAS% I2.4%
La Choy La Choy China Boy La Choy Welpac ChinaBoy ChaoMein La Choy ChinaBoy Sun Luck
Chow Mein Chow Mein Chow Mein Rice Crispy Chow Mein Chow Mein Chow Mein Chow Mein Rice Noodle Chow Mein
Noodle 5 0z Noodle12 0z Noodle 12 oz Noodle 3 oz Ndl Long & Ndl Thin 6 Noodle 12 0z Noodle 3 oz 60z Noodle 6 oz
Thin 6 0z oz
~K=] e IT Al IT
X2H 43 MED Hif MF
No Image
La Choy Private Label Winner
Chow Mein Noodles Chow Mein Noodles
Unit Price $1.20, 120z,
Gross $153,623

Chow Mein Noodles
Unit Price$1.88, 12 oz,
Gross $4,308,829

Gain $228,612, 5.6%

Gain of $82,274YA, 94.5%

Unit Price$1.21, 6 oz,
Gross $169,337

Gain $71,626, 87.4%

China Boy

Welpac
Chow Mein (Chuka Soba)

La Choy
Chow Mein Noodles
Unit Price$1.51, 5 oz,

Chow Mein Noodles

Unit price $1.87, 12 oz,

Unit price $2.41, 6 oz.
Gross $1,246,400

Gross $2,349,056
Loss —73,792, —3%

Gross $6,729,373

Loss —$60,692, —4.6%

Loss —$904,789,—11.9%
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Ingredients  (Yields about 5 Ibs,)

17 oz. Dried Sweet Potato Starch Noodles*
10 oz, Onions, sliced

8 0z, Red bell peppers, sliced

8 oz, Carrots, julienne cut

3 0oz, Green onions, chopped for garnish
1 0z, Toasted sesame seeds, garnish
1.5 C. Korean Taco Sauce (see below)
1/8 C. Roasted Sesame Seed oil

1 Tbsp. Vegetable oil

* Sweet potato starch noodles by Jayone Foods are packed in 500 gm (17.64 oz.),

which yields 58 oz, when cooked, Also available in 1 kg (2.2 Ib.) pack

Instructions:

1. Korean Taco Sauce mix : 4C. Garlic Sesame Sauce (Starport 209), 3C. Spicy Red
Hunan Sauce (Starport 212), and 1C. Sugar
. Pour into a pot and slowly hear to 190F, Store in a covered container when cool,

2. In a large pot, hear water to a rapid boil, add noodles, stir frequently, boil for
7 minutes, Rinse well with cold water and drain. (noodles will be gummy if
overcooked or not rinsed well)

3. Place noodles in a pan; add in 1/8 C. roasted sesame oil., Toss and mix well,
Use Kitchen shears to cut and shorten the noodles.

4, Add Korean Taco Sauce and half of the roasted sesame seeds to noodles, mix
and toss well, Set aside,

9. Heat griddle of saute pan at high heat, add oil then onions, carrots and red bell
peppers, saute about 1 minute until hot, Cool vegetables and then add into
cooked noodles, Mix well, pour into serving dish,

6. Garnish with green onions and remaining sesame seeds,

1341
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(Korean Product Recommendations for Chow Mein Noodle Subcategory)

* Korean Sweet Potato Starch Noodles, 6 oz, — All natural or organic and
gluten free
(@At 2 HE g 622 Hd 22 f7ls, 254 =)

* Korean Kelp Noodles 6 oz,— All natural or organic low calories and gluten
free
(@A oAb 622 - HA 2 f7ls W2 ZRee 274 =d)

* Korean Buckwheat vermicelli (naeng myun) — All natural or organic and

gluten free
@E=AF g H) - A 52§71, 2574 248)
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Rank | Cooking and Flavored oil Top Ten Brand Current $ % share Change vs YA A;\S;a;ge Current Unit Ch?‘j’f v Change
vs YA
1 |Dynasty $5,178,157 31.8% -$90,232 -1.7% 928,870 -43.809| -4.5%
2 |Sun Luck $3,623,112 22.3% $108,279 3.1% 767,188 42,514 5.9%
3 |House of Tsang $2,154,960 13.2% $43.210 2.0% 488,537 -951 -0.2%
4 |TyLing $1.217.163 7.5% -$21.363 -1.7% 342958 -10752] -3.0%
5 |Loriva $1,138.417 7.0% -$151,530 -11.7% 152,553 -17,501] -10.3%
6 |Fruit Full Island $803,233 4.9% $25.357 3.3% 180,653 -13,663 -7.0%
7 | Asian Gourmet $602,398 3.7% $75,207 14.3% 164,921 14,003 9.3%
8 |Kame $578,526 3.6% -$371.811 -39.1% 113,083 -76,045| -40.2%
9 |Kadoya $564.,698 3.5% $64,057 12.8% 147,993 18,916| 14.7%
10 |Sushi Chef $406,682 2.5% $74.566 22.5% 116,897 20385 21.1%
Total top ten brand Cooking and Flavored Oil $16,267,345 100.0%
Subcategory top ten brands %|84.19%
Total Cooking and Flavored Oil | $]82,568| 1.0%
o © 1 = [e)
* Sun LuckS T WHA2 71 2 Bl toly $108,2798H= 714 & mjE2He
=
AbE
: [e] - o = = [e] o
+ Asian Gourmet2 14,3%et= 7 2 A4S st AW, A wjEde 48
L AF=
* Kamee= 7H¢ 2 &35 5 —39.1%
: = AF = [e]
 Loriva E3 Q|xEeh o3 £e8 AR 140,579 2 £34E L. of A
3z o} &le] = AR O =3 Q] E L Y=g Al=E 3L
o] oFAQl 81 Foll AR ZEh 2 LY ME Ee Y4 AFo] 2
S| ofor &
o % =20 [1aEKe) CE 2~ 0]o
© B AIEE HE a7t oid FEom AREARE ofgel AE 4 QS
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Cooking and Flavored Oil - Top Ten Brand % Share
Kadoya, $564,608 ,3%
Kame, $578,526, 4% / Sushi Chef, $406,682,3%
Asian Gourmet, $602,398,
4%
Fruit Full Island, $803,233
5%
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Cooking and Flavored Oil -Top Ten

o o
% Change vs CiientUnits Change vs | % Change vs
Seller

Current $ Change vs YA YA YA YA

Unit Price

DYNASTY SESAME SESAME
1 ORIENTAL COOKING OIL 50Z - $3,562,014 -$129.684|  -3.5% 674,326 -51,085 -7.0% $5.28
0011152032631

SUN LUCK SESAME SESAME
2 |ORIENTAL COOKING OIL 50Z - $2,656,208 $170.817 6.9% 617866 55,323 9.8% $4.30
0076132090071

HOUSE OF TSANG SESAME
3 SESAME ORIENTAL COOKING $1,185.824 $134.316 12.8% 261,238 22,404 9.4% $4.54
OIL 50Z - 0075050006241

TY LING SESAME SESAME
4 |ORIENTAL COOKING OIL 6.20Z - $1,175,051 -$20,489|  -1.7% 328,432 -10,691 -32% $3.58
0070670001721

DYNASTY SEASONED SESAME
5 |ORIENTAL COOKING OIL 120Z - $903.642 $36.186 42% 97,734 4,139 4.4% $9.25
0011152032603

LORIVA REGULAR SESAME
6 |ORIENTAL COOKING OIL 12.70Z $743,550 -$140.577|  -15.9% 90,011 -16,547|  -15.5% $8.26
- 0036023004002

SUN LUCK REGULAR SESAME
7  |ORIENTAL COOKING OIL 100Z - $573,793 -$75.781|  -11.7% 67,389 -8,654| -11.4% $2.52
0076132090081

KAME SESAME SESAME
8  [ORIENTAL COOKING OIL 70Z - $507,702 -$327,572|  -39.2% 98,771 -67.246( -40.5% $5.14
0070844005402

TSANG SPICY WOK STIRFRY
9 |ORIENTAL COOKING OIL 100Z - $449.708 -$60.475|  -11.9% 117,938 -15,094 -11.3% $3.81
0075050006011

ASIAN GOURMET SESAME
10 |ORIENTAL COOKING OIL 6.20Z - $439.169 $82.844| 23.2% 117,424 16,621 16.5% $3.74
0076606501551

Total Top Ten Seller|  $12.196,661

— 5 & AR EEO] vl AxH|R} AfolollA] 7 ARl HAEA Q. SEA|E
Panda BHES] 15 oz, 7152 A0 B AF2 obdAut, miEde
$251,941=2 21 djH] $92,156, 57.7% F7F3, o] AlEL $4.97 ($0.33/0z.)¢1
HHH | House of Tsang?] A& $0.89/0z &, AH|AFES] A& A7|Hk= 7}
AS IRt Ae HolE

138 1 ==, LAERSSAL



=1
E

7| 0|7 HAEMZ J2H=

i
oo

0Oil 50z Oil 50z

Sesame Oil 5 oz Roasted Sesame Roasted Sesame Sesame Oil 6.2
oz Sesame Oil 12 oz

Cooking and Flavored Oil - Ten Best Sellers

$3.562.,014
$2,656,208
$1,185.824 $1,175,051
$903,642
$743,550
$573,793
-3.5% 6.9% 12.8% -1.7% 4.2% | -15.9%
Dynasty Roasted  SunLuck  House of Tsang Ty Linh Roasted ~ Dynasty Loriva Virgin
Seasoned

oz

$507,702

I -11.7% I -39.2% I -11.9% I 23.2%

Kame Roasted House of Tsang Asian Gourmet
Sesame Qil 12.7 Roasted Sesame Sesame OQil 70z Wok Oil 10 oz Roasted Sesame

Sun Luck

0il 10 oz

$449,708 $439,169

Oil62 o0z

fa_

T
1

£

Sun Luck
Roasted Sesame Oil
Unit Price $4.3, 5 oz,

Gross $2,656,208
Gain $170,817, 6.9%

House of Tsang
Roasted Sesame Qil
Unit Price $4.54, 5 oz,
Gross $1,185,824
Gain of $134,316, 12.8%

Panda
Roasted sesame Qil
Unit Price $4.97, 150z,
Gross $251,941
Gain $92,156, 57.7%

L

e

Dynasty
Roasted Sesame Oil
Unit Price $5.28, 5 oz,
Gross $3,562,014
Loss —$129,684,—3.5%

Loriva
Extra Virgin Sesame oil

Unit price $8.26, 12.7 oz,

Gross $743,550
Loss —$140,577, —15,9%

Kame
Roasted Sesame Qil
Unit price $5.14, 7 oz,
Gross $507,702
Loss —$327,572, —39.2%

BREAMAZREBA
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(Korean Product Recommendations for Cooking Oils and Flavored Oils Subcategory)

* Korean Chili Oil, 5 oz, — All natural or organic
F2AE 12712, 522 - Wl B §7]%)

* Korean Black Garlic and Chili Oil 5oz, — All natural or organic
(@A FuRs3 W571E 522 - HA 52 871%)

* Korean Spicy Kimchee Flavored Oil 5 oz, — All natural or organic

(Gt g AT 715 52 - A &2 /71%)

O MZ BASIT e 7HE|22] (Emerging Categories)
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O st=2 2A9] = AH|Xt (Who are the Most Likely Consumers of Korean
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O AHIXI Z2ES AXGH= 2 (How do you Determine a Consumer Profile?)
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*  Chinese cuisine (in general)
is still on top of the list
(84% preference)

*  Spicier Morthemn Chinese
ansines (Hunan, Szechwan,
or Shanghaty have about the
same preference as Japanese
cuisine (34%)

= Chinese Cantonese cuisine
commanded a 23%
preference, slightly less than
Thai cuisine

cuondumsroy jo;,

'g’i&i;;;'.';g';;;}}'i BJapese i;i'.'\'.-'o'.iu;;';'.'é};'.;;;';' 1 *  Viemamese, Korean,
i B Cantonese B Viemamese A
WEores QP Asian Singapcrean and Pan Asian

cuisines are trailing

- %% 29E 7 Q7 9

rlr

o= AE 294

O 2= ME 2|9 £8 (Ethnic Exposure)

— “Center for Culinary Development (CCD)2] ‘Emerging Global Cuisines :
Culinary Trend Mapping Report’o] W2H, A2 Hez2y Q= F2H Q7]
© A9 et 1Y Aw, T, B dzol YolE Skl vl= AR
A a2 a8 AAAE Alesh” CCD(&.E] A Alg)of w2, Ae 22

4 o= 9%, H2A, g, dE, 4l 9E - F2e] o] mesd Qe vl

Al Ao S4) - & ZRE olnl, sefofdy, e & 1 a9k A9l HiE

1 =
g A S0l del, ol 22 FAEL ¥ Asshal oA ST

I

7) (Center for Culinary Development and Packaged Facts)
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Figure 1. Percent of Adults 18+ who really enjoy types of cuisine. From GfK Roper Consulting, 2008.
Italian 5%
Chinese 67% Boomers, 77%
Mexican 66%
American 58% Pre-Boomers, 74%
Southern 45%
lapanese 33% GenY, 37%
Cajun 29%
Greek/Middle Eastern 25%
Thai 25%
Spanish 23%
French 21%
California 18% GenY, 23%
New England 17% Pre-Boomers, 4%
German 16% Pre-Boomers, 28%
Indian/Pakistan 14%
lewish 7%

— 2014¢71A] @)= A& 241 20% A% (Ethnic Foods to Grow 20% by 20149))

— Mintel g7to] =21, 2= AF =4 W& 23 (20099) 229 2=1E 715
o Zlolm, 2010994 20149 Afo] F7F=2 20% T S/ A9

— 20044 ofF Q1T Z7l= ol AE o4 AHL 27

ot

~ 2005¥1%E] v 1008 ole] eiFelEe] v §EUAt

— HAS/E A YR obEl7HA) SAo] = AE 549 6225 A

8) (Sloan)
9) (Lukovitz)
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ALL
OTHERS
25%
10%
— 2009¢ Mintel HuAo] 2, o= AF-24] &2 20049 o5 3]
oS 71E3 ESH Mintel 2010
238} 9006
2 35%2] vl A o] Zofy

— ml=r Y ofrJobA] 2R[AEES Hdt HleRIEET 2 YU Holgd. EI
PEW Research CenterlOo] w2, o]E2] Jtufjgle 20084 2013 A}
| 48%7HA 25 AR A
- A7) & WS o] S 7HE 34 SHF o]Flo] mlar QI A ¢Jvkol
AZAA I FEFS v AU (Glazer)
ol S| #s} (US MMA ZAD)
Growth in Asian and Hispanic households
Demographic changes outpace total U.S. trends
TOTALU.S. ASIAN HISPANIC
Average household size 26 3.0 35
Percent households with kids 25% 22% 34%
Average household income $48,400 $63,642 $38 750
Distribution of Asians, Hispanics in U.S.
ASIAN HISPANIC
ATLANTIC
ALL
OTHERS
P

[l

223 9o, 20094 22 k= 2
HEE 2014W7FA] A9 20%°) o|2= Eekst AR o
2008 7FA] opA|oF S-4] Hok= 11%, 91= 4]
- A2 MHREE 2 A QoA mile- BEA Q. 18-244] SEBA T 91%
= o= AE 542 addE(Mintel)
10) (U.S. Census Bureau)
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h 84

Ao g st

e
4

0] o
P =]

O 02 X|Y9E OfAJot A1 MS I (US Regional Preferences on Asian Food)

— a2 A 311,591,917 9] Qltel 3,79 HH upde] WAS 7H uje- 2
A, 119 7E7F EAske, 11 7,899 7 2% oY, Wt g 7t
T 2.53%, oRAet A WS 913 HA O A A2 F, AR Ff3EA| 9] ofAlet
A7} Wol FAVE obAIQt 54 AuAp 223 YA|el= F8 =AY

~ o2 Bof, HelmUolol & ohlet ATUES 74 EAIS Liehw ofeh A

» “Asian Authentic QIUIA"= wzbo|m Agian “QIEIA"7F 100 o]AFel AHS,
g EAIQ] AA Q= oRAI9F AF 241E “H] Fuf'E i
 “Asian” A& ®E “0]2A)” = La Choy, Soy Vay2b 28 FQ ofror &

» 2B A QldAE 100 olsfolu, s ®A9] QI vl opX|eh &
218 “olutz LufjalA] S A7)
EMolnf QldlA H97F 100-130%1 A, 3T E=A| A= w54 ofAlQt
S ‘otz e A

* “Specialty” ZEe 1 AZEZS Ueh




O}2 AIZHZ7 oo} 2ie

Al
al

2| =ZL|oF LH OFAIQt Q17 S4| X|&

— 20104E US MIMA EA

t

Asian Population In California Cities That Has Over 1,000 Asian
b-d
g _= & 32. o I § §
v »| PE|Do| Po|?n| PalFs|FE|_#| P3| ¥x[E | T2
s - EHEHEHEE R HEE nka 50 | @
City Zip_|Asian|Authentic|Specialtyp 58| 25| 3 28|23| 23|28|28|58|a5R8|25[8| @

Covina 91722] 122 — 101 | 96| 4688 23] 1,140 3.4] 1,652] 0.8] 365] 0.6] 273 0.6] 273] 0.8] 365
Cenitos 90703 119 1_.9'1 64 s.gI ,044] 7.3] 2,888] 1.9] 749 3.1]1.232 3,688] 1.5] 58
San Jose 95138 8.8]10,871] 4.6] 1,749 4As| .749] 1.3[ _490] 504 426[ 11.3] 4,26
Mountain View [94040] 127 4.3] 8,502] 9.6] 3,345 2.5 2.6] 904 625 1.6] 553] 1.9] 66
Porter Ranch {91326 6.7] 8.380] 2.3| 1.176] 3.4] 1.703] 1. 08 15] 52[2.5%[ 08[ 377
[Woodland 95776 | 109 103 | 10.0] 3.768] :.iﬁra_g ! 428] 0. 37, 60| 0.7 51 0.8] 310
San Jose 95122 121 29.5|18.600] 4.2| 2.615| 7.3] 4.593] 0.9] 561 ,550] 0.6] 353[ 11.8] 7.460!
San Diego 92 118 123 .0] 6,355] 3.1] 1,316] 4.3] 1.824] 1.4] 588 09| 377] 1.1] 478| 27| 1,147
Baldwin Park__ [91706 | 127 ~ 95 | 14.3] 8,826] 5.3] 3,296 3.7, 2,278] 0.5] 309 03] 167] 05| 278] 25| 1,518
Oakland 94621 115 101 | 19.8|14.152] 0.1| 6.496] 4.0 2.858] 0.7] 487| 1.0] 695| 0.8] 587] 22| 1590
Fremont 94538 37.8]20,714] 11.6] 6,420] 7.9] 4,406 1.1] 583] 9.6]5,200] 1.7] 932] 2.6] 1432
[Santeandro [94577 118 =102 | 20.1] 9,829] 8.4] 4,092 5,2| 2,520] 0.7] 332 1.1] 513] 0.8] 400] 2.2] 1,084
Pleasanton 94588 15.1] 4.983] 5.2] 1.704] 3.0 981] 1.0] 320 3.1]1.027] 1.0] 320] 0.7] 225
Duarte 91010| 127 114 18.0111,604] 7.9] 5,118] 2.8] 1.831] 1.1] 677 0.8] 529] 1.3] 838] 0.8] 529
Elk Grove 95758 15.8] 9,090] 4.0] 2,203] 4.5] 2,569] 1.2] 695 1.8]1.023] 0.5] 287] 2.3] 1,345
Susanville 96130 106 - - 102 | 82| 5039 2.0] 1,229] 2.1 1,207] 0.6] 381] 0.8] 461] 0.8] 461] 1.0 59!
Union City 94587 38.3]25.634] 8.8] 5.913] 15.0[10,021] 0. 595:| 7.5]5.017] 1.2] 809 2.8 1.900
Westminster  [92683 [ 129 114 32.6[19.133] 1.9] 1.109] 2.1] 1.238] 1.1] 663 0.7] 399] 3.4]1.989] 21.6]12.697
City Of Industry [91745 116 28.1]13,950] 10.8] 5.349] 6.3] 3.108] 1.4] 689 0.8] 372 3.5[1.755] 0.9] 441
Rosemead 91770 125 ~ 94 | 28.6|27.589) 2.0]1,931] 0.4] 386] 1.1[1.014] 4.2] 4.008
Milpitas 95035 48.8]19.699 1.6] 638 7.1]2860] 1.6] 638] 11.3] 4.569
|Fremont 94539 46.4]12,173 1.3] 341 1o.s| 2.7ss| 21| 553 4.3 1,130
Sacramento _ [95823] 115 89 22.0]14,454]  4.5] 2.940] X 1.4] 914] 15| o73] 0.2[ 151] 31] 2,045

Xt&) U.S. Census Bureau

- OfA|9t 24! (Highlights on Asian Food)

Ul y) 45,6007 AEO] F3 2410l Q1D ol WEdEel Avhus

o] g T2 A9 = uiY
o OFAIQF A &2 $200% o]AFoZ  ofAet Sl g
3}2)
« A F 4T%= 87 Al oRAQF AL Es EEAE AN
o ORAIOF B3} W Q@E FQ AE AH[R7] 2 IS v
* ORARE A9 FE Bl 5 35544 YUY
ofAlot 28| EHE (Asian Cuisine Trend)

C e fel AR S4B Fol AR FA. Byl 1)

gl Z7kst o] uh

11) (Asian Restaurant News)
12) (Asian Restaurant News)
13) (Nations Restaurant News)
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« ORXQE 88 T vt B2 AHY wiE S4l0] AVE A-F= AR, S
Sk, H=, g, A7REE
« YAEY Fopo] miE 24 Edlte:
s W= e o] XE&Y BBQ &4
- T.G.1.Friday®] Wicked Wings
718 i Al
— Spicy Guacamole Pringles
— Tyson Hot n’ Spicy Buffalo Style Chicken Chunks

— ‘Mo Hotta’ Mo Betta Hot Sauce
— Cayenne Garlic Hot Sauce

— Flamin’ Hot Cheetos

MZ eIz 4%
Ready-to-Drink
————_ T
| Sports Drinks

Energy Drinks

Snack/Granola Bars

|  Shelf-Stable Seafood

Dried Meat Snacks

Creams/Creamers

E
=
3
£
E

Frozen Seafood
Vitamins

Wine

Total Consumer
Packaged Goods
1

I ] T
0% 5% 10% 15% 20%
% Change

A7) Ao WEY S SR A/A Ae|anet A HPES B W
Aslol 2 G2 o yol Fom, mlE AnjAlAe] 43 FsAel 9l

.1%_14)

14) (Sloan)




O}2 AIZHZ7 oo} 2ie

— w3 Ao oAl 94 HEE

OFAI2H AIFQ| X|H OiAHIE &gk, 2007

$200,000,000
$180,000,000 =
$160,000,000
$140,000,000 ||
$120,000,000
$100,000,000 - —
$80,000,000 =
$60,000,000 —
$40,000,000 1
$20,000,000 =
$0 H

| | @3YA

m2YA

| | OYA

- O Current 52
|| Weeks

YA E(Southwest) 7} 3d7F 71 wo] AAsHS Hol=

« BX B (Northeast)?t A5 (Western)7} 7H118]9] & 40%S AHA|$F

_ x]oﬂo 1;}037_]. 7Po] _'rLHQ15

EX=H (Northeast US) : Albany, Baltimore, Boston, Buffalo, Hartford,
New York, Philadelphia, Pittsburg, Richmond, Syracuse and
Washington DC,

Y= 5 (Southeast US) : Atlanta, Birmingham, Charlotte, Jacksonville,
Louisville, Memphis, Miami, Nashville, New Orleans, Orlando,
Raleigh—Durham and Tampa

HAE (Southwest US) : Dallas, Houston, Little Rock, Oklahoma, San
Antonio and West Texas

ZX (Central US) : Chicago, Des Moines, Detroit, Grand Rapids,

Kansas, Milwaukee, Omaha, St. Louis, Cincinnati, Cleveland,

15) (AC Nielsen)

1501

|'0I



4. OpA”E AYEE

Columbus and Indianapolis
o AX (Western US) : Las Vegas, Phoenix, Portland, Sacramento, Salt

Lake City, San Diego, San Francisco, Seattle and Denver

/S2/AIE0| 0|2 10 =2 EA|

home - americas-faverite-cities 2010 - food/drink/restaurants

AMERICA’S FAVORITE

CoLELES

CATEGORIES CITY FACE-OFF BEST + WORST

Food/Drink/Restaurants

1= | i 21 people ke

this. Be the VIR PRRG
first of your
ETHNIC FOOD
s ALL
RES
MISITOR| RESIDENT *BIG-NAME RESTAURANTS
EANK CITY SCORE
» ETHNIC FOOD
1  New York City 476
» FARMERS" MARKETS
2 New Orleans 470
* NEIGHBORHOOD JOINTS AND
2 Providence 470 CAFES
4  San Francisco 482
5  San Antonio 486
6 Chicago 483
7  Honolulu 483
8 SanJuan,PR. 482
9 SantaFe 452
10 Washington, D.C. 443

- I {8 utojofju], MIZTA AT, 2ANAG A AOfE, AL QAE
nyojEe| Aot e £ ZAof 2HE dof o tigtuel 7k EAlE E
Sk ORAIQF 4] AH|AE EPIOR Fl7]of XA Q] A6
© AH[XF 74 (Consumer Profiing)

— &HRRe] SAf ofsfE 3l il AlE, an| g, S AL, o e 2

16) (Travel + Leisure Magazine)
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0} AlZHZ7 tioi7} 2l

% @2aafol dlofeloln] thafe 4% YAES B3 olEd AnE 7 4 9l
o ofnks} 7|eh thE ¢RI ofolslo] FuE wnkch AHEH O w1t A%
ot Tk AEL FulselA el

AT RIS vl AlEe ool 7l Al & 5 e FEE A AR
AL UPC 270E2 ablAh 22 3 93 Aokt e, ole gof el &
HIARE dVe2 A7) HlolEE o]8sk= A mie- Blg Al AnjAE
o] ofn] s AxPA BHE Ee Bt BHES AV 2. A7
HolElE SH T2 e Zg A7 thEolgt dAZ ofoldo] AtHA|
S 2 o, AlxgAle oteld] S el wlgt Feshd H

© AH|XI ¥ 2 M3 & (Consumer Age Group Preferences)

35M|~444] AFFY] LHAES T2 A 1E HlﬁH AlH] A& H]go] 71
. $7,849/1Q1F/ A%t 419, ol TP A& W TF (T5A] ol Hct
7] 2uljol FHY. 35—444] AFFS T 7Y A } 1ol o W] fEd
A%, —2007d9] dlolE 2t Hlﬁ?}lé o, 254 olat A#Fo] g 3 AW A&
F7HEO] 71 SHT7.4%). A
21(6.2%)

45=54M AT (7.2%)3F 35-444] ABZS

A B glojgo] mEH, o] FolA= THA| oA ATFo] 7P W A
AS ZEE sHAE o] YT 7Y a7 9 Q4] 97 nE M A
AN HQ $2,713/191F/A7 AH|Y, o= 7P AEo] w2 IF(9A

35—44A| AYF) A& 33.2%%

=

T5A] oA o4 1SS 35-444] 14 @Eﬂ%oﬂ ula) 4ula 7t 5u) o
W, W vE Pl Hla) 200840 3 1@ AL 16.5% © wol Al
_]

g NS (A e &4 /\HWEE} o2 o WekElE =17

17) (Shifting Demographics Show Evolving U.S. Consumer)




71 Wl =2 1 2| MH| XIS

Expenditures for food at home &
away from home

3000000

2500000

2000000
6. 6
4 9 5, 9
3 3
2 3
1 3

1500000
1000000
500000

0

2005 2006 2007 2008 2009 2010

Billion dollar

Year

mFoodathome mFoodaway from home mTotal

— A GAA] QA AFEFA NPD Groupell &J8hd, 482} 47%% 715 mEe}
A Wi A AARE FHMcLynn), 7H8 2818 24 AR vjEo] AL

2 02 g

O YAOHo| AlMgt EAE H3F (Gen Y — Influencing Eating Trends)
=9 20tH9] =8 gl & 7hAah 7hdgh Axks 20199 7P wEA A%
she Zjelze 22 % A1 AT Psdol B

— A7}l NPD Group?] MZ-& kol oJshd, 1976~1989WA) &H|AE2 FAH
I, YA 10 & m|=919) Alggof 7P & Jaks nd Zogkal ®al,

At 1153

ro
Hl
ol
4>
[P
1~
o
30
ofm
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0} AlZHZ7 tioi7} 2l

NPD9] A& 7jgr t]jadE o]z} A Look into the Future of Eating® A&}

Ann Hanson®] Io oJstd, Al A5 WHsfof| w2 A% oA Hil= IE

o] AAghof| 28 kS v Zolgkal F, Ay Wzl wE Zh Al A4
o

=
o Y ASEE ofdlfsle A2 oA B TR SAPE AREER] Al F5l| 9l

A A7) AZE AS Ego]
— A% WS, S Wk (@Ash BA AR SR, AT AP JTL uioE,
NPDE 35 109 theat 22 2] EdE A4S o3}

o o Ot JW/CAE(+14, 0%)
o 7}l 24 obx AAH+13.4%)

= YAt 7] 7helate] 5 47k oA tiERe] o]eS o] ¥ AY. dE &
of, YAIthO] AH|eF k9 10d &t B/miEst A4 44%, 7hdst AAF 42%,
ThAR 22%, T OF AY/COAE 34% A oz o218

=

=

O 27 BAels St HME 7

Market Products)

——3

g 3l oo (Using Demographics to Develop and

— Neilson Company+= "o 24 2 43 AR AAe FF2 v|A|= W
sl ZAR=H, AxGALt; 2 GA A Bl AnAE gRlsh=t B3]
2l AES Alstr] 9l shEae, Al &84 B, A
Avzb =8 9 4% P5S BT Neilson AH[AF o o ol

of YL v QAES ojistal & = YEE oY 7] RAES A B

- A, Y D BE SE, 1E 27 9 I 2 A BY B g
BEI 2R F7Ioh B AP G AR HoleE BA-o2n A2

18) (www.npd.com)




— A AFCPG) APE B B2 feAlAeh 2219 7 g5 gl w2
Al M2t Neilsen ofol7} 9l 715 tivks= 2025W7H4] thehrt & 212
2 o &3 o]t ¢ BAE WIS uee 2 20204 21 CPG A% 71|
els U AEE, H&B (3 & W), o= H AN, A Hx A v
ERRl, 82 B SulsAE, ARl Axz s, oRdAA AlE, frokesE,
oA ST AR o520, vt Y ARtS
AlEE HARelste] aujAbge] Fushes shetl Eaol
Azt glofE7L ool A

“wlofu] 3], THESL 715, vlEo] HAES LuAAN HAE FHEE CPG
BAS0] duatsl=A L YakAol] ot

Zt&) www, Integershoppermarketing. com

- U7 SAHEY He W ot MZYH 7|8

(m
R
i
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A5 E27} Richard Cope®] ©18FH, Mintelo]

=z
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19) (www neilsen.com/us)
20) (www.Integershoppermarketing, com)
21) (Jess Halliday — Mintel)




D2 ALZH 27 30k} 8

. Mintel B340 SJ5t, Al A Aol glotd Tefslolof sh 371
Fol2e AT AN Wbt 98

@ Bt 3=
B o450l A e ol web dshe dvket S7eke ol&E AfoloflA
HE2 e & 2 AR AlxdAle A anlAelA dfiske At &
sMe o H

g Al ME EE mlg Al 2 RS B AXE, 4 AxGA ®

[e)
3t 17)9} £ zakat “UAlR B_E](Macho Cheffmg)” Eﬂlzoﬂ 2 ol
]

O_L.
i
)
)
T
=
)
uiss

SIS S, R e e W A S AR 4 5 0 g
717} o

5t 24| BRI AHIXEE
(Target Korean Food Product Consumer Profile)

5 SAS B0 B 1Y ARe] AAFLS AY BF A §75,0009] |
W2 20014 60HHe] AFY, 2-439) 7HE TAHUOE T} oY) 1F WEL
o obxjgh 9177 HEE Ao AFRE (US Al

W v 59, AFE WA

K2:3)

£,

uHAY U A= vl ¢l W 9 AR ES o]-8817] 98l US AlAA glo]
HE AR 0|83t AR = US Government Census BureauoA 92 4= 912

o 2R AEe v ElMA] dAE S e o s

156 1 shsaitalz



4. OpA”E AYEE

20109 = US MIMA XIE(U.S. Census Bureau)

Population definition and source info Population, 2011 estimate 311,591,917
Population definition and source info Population, 2010 308,745,538
Population, percent change definition and source info Population, percent change, 2000 9.70%
t0 2010 o
Population definition and source info Population, 2000 281,421,906
Persons under 5 years, percent definition and source info Persons under 5 years, percent,
6.50%
2010
Persons under 18 years, percent definition and source info Persons under 18 years,
24.00%
percent, 2010
Persons 65 years and over, percent definition and source info Persons 65 years and over, 13.00%
J.
percent, 2010 °
Female persons, percent definition and source info Female persons, percent, 2010 50.80%
White persons, percent definition and source info White persons, percent, 2010 (a) 72.40%
Black persons, percent definition and source info Black persons, percent, 2010 (a) 12.60%
American Indian and Alaska Native persons, percent definition and source info American 0.90%
Indian and Alaska Native persons, percent, 2010 (a) oue
Asian persons, percent definition and source info Asian persons, percent, 2010 (a) 4.80%
Native Hawaiian and Other Pacific Islander, percent definition and source info Native 0.20%
Hawaiian and Other Pacific Islander, percent, 2010 (a) e
Persons reporting two or more races, percent definition and source info Persons 2.90%
reporting two or more races, percent, 2010 e
Persons of Hispanic or Latino origin, percent definition and source info Persons of 16.30%
Hispanic or Latino origin, percent, 2010 (b) oue
White persons not Hispanic, percent definition and source info White persons not 63.70%
Hispanic, percent, 2010 e
Living in same house 1 year & over definition and source info Living in same house 1 84.20%
year & over, 2006-2010 e
Foreign born persons, percent definition and source info Foreign born persons, percent,
12.70%
2006-2010
Language other than English spoken at home, pct age 5+ definition and source 20.10%
info Language other than English spoken at home, pct age 5+, 2006-2010 S
High school graduates, percent of persons age 25+ definition and source info High 85.00%
school graduates, percent of persons age 25+, 2006-2010 e
Bachelor's degree or higher, pct of persons age 25+ definition and source info Bachelor's 27 90%
degree or higher, pct of persons age 25+, 2006-2010 e
Veterans definition and source info Veterans, 2006-2010 22,652,496
Mean travel time to work (minutes), workers age 16+ definition and source info Mean 259
travel time to work (minutes), workers age 16+, 2006-2010 )
Housing units definition and source info Housing units, 2010 131,704,730
Homeownership rate definition and source info Homeownership rate, 2006-2010 66.60%
Housing units in multi-unit structures, percent definition and source info Housing units in
e 25.90%
multi-unit structures, percent, 2006-2010
Median value of owner-occupied housing units definition and source info Median value $188.400
of owner-occupied housing units, 2006-2010 ’
Households definition and source info Households, 2006-2010 114,235,996
Persons per household definition and source info Persons per household, 2006-2010 2.59
definition and source info Per capita money income in past 12 months (2010 dollars) $27 334
2006-2010 7
definition and source info Median household income 2006-2010 $51,914
Persons below poverty level, percent definition and source info Persons below poverty
13.80%
level, percent, 2006-2010
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- QI SAjet st gt ME

oAl Eal= et

© TRARFER, ORAQE A FHE AL vl avl] APl A ] RSk
& U SA ofshd, =S4 A4 e wom Al Aed E3t &
. U= Ul 2njRkse] AN S 543 22 ols eAe AlEskaL &
7IHA A st ekl AL Eoizt
WAL R gk )= A b A ston], dha 2412 of2iRt EXIEE
A 9le A4S Ad

« RS H Z olaj s, 2HAF dekal BRE sk AS AT 4 3§

AU Zegof| BE5he AlEs /gstar Heh
Al$-71 18 B wjyx], vpAY wjyA], R&De= Q1+ 4 ARE Al
of 3, QT B4 Are 548 AlE B HE e ¥ 4 1
o7 Fske IJAE Bl AT o s
« IAA 1% (Focus Groups)
CEAL IFE RARRE A S Al A 289 sk W 5 skt
A22), ole} e AA AFE B 54 LFY AlEOIAl ARE, A, T,
gal, ofolrjo], Aol gt 214, o)A, A7, Eiwo tisl 2 AvE EE
s 78S ¥AA OFS HE

7o) e ARlel 257

= @7} Ao oopiy] 47 2olA gl=x), z
A So) ARE wakeh Weo| WE AE P U 4
R&D7} 1L ATE Qs BAL AFL 7120] 3t A)Zo] Wl %xm ot
FURE “zeﬂ”e Al ofalel] Sla EAL 1FL 1
of 7}A7) Q. W EAA 1F Ei= Bo] uiisie} 22 TjE Alislo)N 2

e G WA F, D60 S A AS 0 D

=

O_L,
o
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o)
=
X
o,
=)
°
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22) (The Bureau of Applied Social Research)
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0 XM O YL Yot XMZApe

;17 e

— o] HIAo] ABH ubY AN, Ll ZdY QPEAT 4R 1) 9
L obAk A1E Agel thel AESHE ARY. SEeA AR HlEAg Bl
Aghmet 2ot RS 2 SIXo] thal 2SS AE el

oA AlEol FAIE7] Aol ol2fd 845S AHES] wAstolof &

* Brand Managers EHi= ujjy A

* Research & Development Managers ¥t 7fdt tfu#]
« Marketing Managers BFA|E wjUA]

* Category Managers 7}e|1lg] oju A

Al o] E A Aatel So7i7] Ao e A elstolor &

O M= 22|82 E1M (Product Management Team Review)
- A% TelRlo] BAstm Selsjof g Ak
O MZE AEs SR Aol EAISE71?
C A7 iRk A AERSE, HISsgE AlES] wHf oAb 52 AR s

91 7HA, AR Aoz, TelT ARR(FE ER), HAEAeL dufE A

AES] VSR o), AN, BEA $5E 5)
o AgLuiAT AV % el A

o |
A2 vlaste] Ha-HE A 5 A 24




0} AlZHZ7 tioi7} 2l

® AE WS S 1Y B 9X AY W BA
A R ZASteE AET A HISeha 2 el AE] e el
U, 7Hel] A $IAE dEFA ¢
Sreba Hera 4 9le, ol 5% HA9AS AE Tl Hol 4 Zop Az
& AEL Ao} B A AFZL
!

E
mzoll 7HA Woll g At thE Aol §AE 4= Sl olE &1, B

.l

, = L
FEOH w4 4= Sl AlE BRI olER A sty 7R miE=
=olal o] & keEHe X2 AAslor &

C A BEL s AR TP T2 AIET AAE dEE A
AE A8l == AYH AYnE2 H2rek I A= oF &

n{m
=)

O oAE s E8 (Integrated Marketing Solutions)

3 oY e Anldeh 2927 150 o guet AES BAsD

olsfahs ARH AE, Sue AuAE] A, FHOE 297

o SlollA] TeHOALE AT Tefste] ofwat 2Eo] a8 2

A7) SHe 2] olsfsiof 3. Awhare] AAlm B 2|4 :Laz 24 B o
.

gatol 2ulAE aRAoR TEE oY W )

Fl[‘

* Advertising — print and on—line il - XAy} 22491
* Marketing/sales collateral T} g /]

Promotional deals TH&A 7|

Promotional items ZZIAE
* Demo programs A&l Z 21
Public Relations Sk

* Website readiness for US consumers — drive traffic, customers, sales




o= 2BAE 95 WAIE F5 - A, aH|A,
* Social Media &4 ujt]o]
* Blogging £27
* Online directories - be found online 2}Q1 2}
* Mobile marketing &t =A%
* Event marketing o[HIE u}A|&
* Multi—cultural marketing t=2} u}A &
* Display design HAA|] tjA}Ql
* Related partnerships T TEUA]
* Associated memberships and sponsorships THd AT} AZLA
* Networking events UEH7] o[HIE
* Trade Shows — exhibit and attend A& - A 2 ZH4

* Marketing materials U}AE A4

- 9% wiRde 27] A gl xvkd & gls AE el
&

7} Sl %

—_ Lo

W ok ulgo
o] RE AES 7
AL ARAE S ol gk whel

— oiore] SEAl AL o) B Go'E WA . JJEAoR o]y
SLo| = AARE ZAlof 6714 7Ee] AldTnl 7] 7o) A8 Tl Exko]a}‘_ A
mxm AT 717 B9 BejA] ohe ARES BE o wRE Wk 219, &
A= l:LXPOHﬂI?aTEi FEe e 7P—5L‘—31_ s, WE%MVP *Ju%
A = 7HE B |, 3uA
7] ;8 Az dE 5ol AYE é‘ OHFE ol = %@*194 01]*1%1

o




Oj ALZH 25| 3Ok} 2R

UNFI o EF &elM

| UMFIU Only - Appraeal
zz:
unfi

ORIVEN BY MATURE®

Guaranteed Sales on Product Agreement

UMFlis a full line national distributor offering natural, organic and specialty foods and related products
including nutritional supplements and personal care items. ‘we are committed to providuing our retail
customers with an assortment of top-selling items and supporting our suppliers in introducing innovative
new products into our product selection. This committment requires a strong focus on eliminating slower
selling products.

UMFI requires a sis-month guaranteed sale on allitems being considered for intraduction. & guaranteed
sale is a commitment made by the Supplier to accept back all overstock product purchased by UNF]

during that period.
General Supplier Information
Supplier: Primary Contact
Address: Title:
City: Phone { Fau:
State: I Zip: | E-mail:
General Broker Information
Brokerage: Primary Contact
Address: Title:
City: Phone { Fan:
State | Zip: E-mail:
Authorizer Information ! Signature
o | agree to the terms of Guaranteed Sales on Products
Approved ! Accepted by
[signature required):
Title:
Print Name:
Address:
City: I State: l | Zip:l
E-mail:

PLEASE RETURN COMPLETED FORM TOYOUR UNFI SEM AND SRM ASSISTANT

A7k ol AET o WAA Eo] U} Q= ARE o shelat T HE
2 A, AEo] SEIAE Fol wunplon B G5
£ 452 nevet ) AEsl 3 AZYA A B S42
SEAANA F1, SEAA EF WY B ZAS i) &
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O AZ AN JIE (Product Introductory Kit)
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O HE0| AR =E5}7|7HK]2] EFIZFRI (Timeline for Product to Market)
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August, 2009 | September,2009 | Oclober,2009 | 009 | December,2009 | January,2010 | February,2010 | March,2010 | April, 2010 | May,2010 [ June,2010
02 09\16|23\30\06\13\20|27|u4\11|1s|25|01\oe|15|22|29\06|13|20|27\03\1u\n|24|31|07|14|21|28|07\14|21\28|04|11\1s\25|02 09]16]23[30]06]13]20

Global Select Foods App.
Broker Strategy

Samples Mockup

f

it Fha
Samples Fir

Brokers Education
Brokers App

Distributor Appointment
Iteni/Vendor Forms Sub
Retailer Appointment &

Retailer Authorization
Distributor Authorization &
Product to Distributor

Sales Lt Review
Produgt toRetailer ]—j
Retailer Reset ¢

Imparter Logistics T 1

Product in Importer
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New Supplier with New Items Setup Requirements

Please sign and return the following agreements:

H Supplier Agreement (Physical signature required - Return as a .pdf document in full - ALL PAGES)

] Code of Conduct for Suppliers Agreement (Physical signature required - Return as a .pdf document in full - ALL
PAGES)

[ Acknowledgment of Receipt--UNFI Supplier Policies and Guidelines (Physical signature required - Return as a .pdf

document in full - ALL PAGES)

Please sign and return the following documents:

o Guarantee Sale Agreement_Physical Signature Required.xls (Physical signature required - Return as a .pdf document)

] Supplier Freight Pick-up Allowance Form_Physical Signature Required.xIs (Physical signature required - Return as a
.pdf document in full - ALL PAGES)

Please complete the "6" tabs noted below contained within the following Excel document: "UNFI National New Item AND New
Supplier Forms.xls"

L Supplier Information Form

u Product Basic Info

u Product Details

U Product Attributes

u New Store OpeninQ-Reset Program

U Shipper Contents (This tab pertains to shipper set ups ONLY)
Please provide the following valid certifications when applicable:

5] Organic Certification (Current)

u Kosher Certification (Current)

U Fair Trade Certification - If Available

(] Non-GMO Certification - If Available
Please provide the following items:

[ Supplier's Distributor Price List & Specification Sheet

L Product Label Files (MUST be fully legible labels front and back inclusive of the UPC, complete nutritional panels,

ingredients and recycling redemption states and values)

U "2" Live physical product samples (Delivered directly to your SRM prior to submission of New Item/Supplier forms)

Please supply the following documents:

[ Supplier Certificate of Liability Insurance (Addressed correctly - See "EXAMPLE COI" Tab)

U Form W9 Request for Taxpayer Identification Number & Certification W8 for Canada

170 1 = MAERSSA
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Client#: 28246

ACORD.

CERTIFICATE OF LIABILITY INSURANCE

UNINA
DATE (MMDD/YYYY)

1/05/2011

REPRESENTATIVE OR PRODUCER, AND THE CERTIFICATE HOLDER.

THIS CERTIFICATE IS ISSUED AS A MATTER OF INFORMATION ONLY AND CONFERS NO RIGHTS UPON THE CERTIFICATE HOLDER. THIS
CERTIFICATE DOES NOT AFFIRMATIVELY OR NEGATIVELY AMEND, EXTEND OR ALTER THE COVERAGE AFFORDED BY THE POLICIES
BELOW. THIS CERTIFICATE OF INSURANCE DOES NOT CONSTITUTE A CONTRACT BETWEEN THE ISSUING INSURER(S), AUTHORIZED

certificate holder in lieu of such endorsement(s).

IMPORTANT: If the certificate holder is an ADDITIONAL INSURED, the policy(ies) must be endorsed. If SUBROGATION IS WAIVED, subject to
the terms and conditions of the policy, certain policies may require an endorsement. A statement on this certificate does not confer rights to the

PRODUCER mY
::‘oducer (Ao, Ext: RE ol
y Strest ADDRESS:
Any Town, USA 00000
CUSTOMER ID #:
AFFORDING NAIC #
INSURED ) INSURER A : INSUrance Company
Sample Supplement Certificate
INSURER B -
Any Street
INSURER C -
Any Town, USA 00000
INSURER D :
INSURER E -
INSURER F -
COVERAGES CERTIFICATE NUMBER: REVISION NUMBER:

THIS IS TO CERTIFY THAT THE POLICIES OF INSURANCE LISTED BELOW HAVE BEEN ISSUED TO THE INSURED NAMED ABOVE FOR THE POLICY PERIOD
INDICATED. NOTWITHSTANDING ANY REQUIREMENT, TERM OR CONDITION OF ANY CONTRACT OR OTHER DOCUMENT WITH RESPECT TO WHICH THIS
CERTIFICATE MAY BE ISSUED OR MAY PERTAIN, THE INSURANCE AFFORDED BY THE POLICIES DESCRIBED HEREIN IS SUBJECT TO ALL THE TERMS,
EXCLUSIONS AND CONDITIONS OF SUCH POLICIES. LIMITS SHOWN MAY HAVE BEEN REDUCED BY PAID CLAIMS.

OLICY EFF_ [POLICY EXP.
M MM/DDIYYYY)

LT’ TYPE OF INSURANCE POLICY NUMBER LIMITS
A | GENERAL LIABILITY 123xxx45xxx678 101/01/2011{01/01/2012] EACH OCCURRENCE $3,000,000
X| cCOMMERCIAL GENERAL LIABILITY 'E?E.’}%‘E;?E’;E"’ED 51,000,000
| CLAIMS-MADE OCCUR MED EXP (Any one person) | 310,000
| PERSONAL & ADV INJURY | 35,000,000
| GENERAL AGGREGATE 5,000,000
GENL AGGREGATE LIMIT APPLIES PER- PRODUCTS - COMP/OP AGG | 35,000,000
POLICY e Loc s
AUTOMOBILE LIABILITY COMBINED SINGLE LMIT | ¢
— (Ea accident)
|| ANYAuTO BODILY INJURY (Per person) | $
[ ALLOWaED AlfTOS BODILY INJURY (Per acsident) | $
| | scHepuLep autos T
| | mep auTos (Per accident) '
| | NON-OWNED AUTOS 3
s
| |umereLLALAB OCCUR EACH OCCURRENCE s
EXCESS LIAB CLAIMS-MADE AGGREGATE s
DEDUCTIBLE s
RETENTION _§ s
WORKERS COMPENSATION

AND EMPLOYERS' LIABILITY
ANY PROPRIETOR/PARTNER/EXECUTIVE]
OFFICERMEMBER EXCLUDED?
(Mandatory in NH)

If yes, describe under

DESCRIPTION OF OPERATIONS below

YIN

(WC STATU- OTH-

E.L EACHACCIDENT $

E.L DISEASE - EAEMPLOYEE| $
E.L DISEASE - POLICYLIMIT | $

contract. Thirty (30) day notice of cancellation applies.

DESCRIPTION OF OPERATIONS / LOCATIONS / VEHICLES (Attach ACORD 101, Additional Remarks Schedule, if more space is required)
United Natural Foods Inc. it's subsidiaries and affilates are additional insured where required by

CERTIFICATE HOLDER

CANCELLATION

United Natural Foods Inc.
313 Iron Horse Way
Providence, Rl 02908

SHOULD ANY OF THE ABOVE DESCRIBED POLICIES BE CANCELLED BEFORE
THE EXPIRATION DATE THEREOF, NOTICE WILL BE DELIVERED IN
ACCORDANCE WITH THE POLICY PROVISIONS.

AUTHORIZED REPRESENTATIVE

ACORD 25 (2009/09) 1 of1
#S473337/M472966

©1988-2009 ACORD CORPORATION. All rights reserved.

The ACORD name and logo are registered marks of ACORD

KXD
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Dear Vendor,

A e o BB £ e K T b e e g B i e T B B

Welcome to Cost Plus Management Services, Inc. (CPMS). To help get you set up within cur systems and to ensure you are

aware of all CPMS requirements, pl

ALL VENDORS

ease see below ist:

NEW VENDOR CHECKLIST

FOLLOWING MUST BE SUBMITTED FOR SET UP

Vendor Set Up/Change Form for new vendor setup and to update current vendor information. Complets
Form and return to CPMS buyer for review and approval.
Vendor Gulde All vendors must acknowledge understanding of the Vendor Guide to be set up as a
Acknowledgement Form CPWM vendor. Retumn to CPMS buyer via email (preferred method) or fax to (510}
893-3681 with copy to yendorguide®cpvm,com.
VENDORS
Private Labeled Food = Current HACCP plan
Products = A third-party audit, less than 1 vear old, conducted by an accredited firm
- OruachHdmsmpdvamwcfmmc:uﬁﬁmte
= A copy of any other such as IS0, kosher, etc.
- DmamcandAllleralfmdvendmsnmstrEaiandaqmemﬂleNamd
o Peleri Y o Wenika itk o ol e
Return documents to CPMS buyer with a copy to QAScpwm.com.
C-TPAT (Customs-Trade (Forhlwtvendnrs nnhr I.IIIE imported goods are sold domestically to CPMS on
Partnership Against an “FOB port of entry” basis.)
Terrorism) Security NOTE: Cost Plus World Market C-TPAT Security Survey can now be
Survey mnnlh-mﬂuvmmwﬂhhrmm See

REI FERENCE GUIDES

link:

G Co8

vendor Gulde Guide to provide vendors i for doing b with CPMS induding
Tm&lelmuns,SaT\nleshmuns Ihdmmq, [hmnllarhnq, Price Ticketing,
QuduvAmmFaod&Bevamespedﬁﬁ,lmmﬂDumﬁnch
Documentation, and Expense-Offset Policy.

|Qlll||tvhllll'lm=lﬂllin |Gudemprwdevadurswlﬂ1m5qlahtvmqumwdudmhﬁu1q
inspection, and standard [abel templates.

GT Nexus Vendor User User Guide for CPMS web based PO system. Once set up as a vendor and an order

Guide uebsm.\fendm:willbe

|5phced,l’0‘smllbedelnemdbv6TNem5wad1elr
an invitation to register, Once the has
user name and password will be provided to review and accept PO's on-line.

User Guide for CPMS web based PO system. Once set up as an agent) broker/ rep
and an order is placed, PO's will be delivered by GT Nexus via their website,
Anent/broker/ rep will be asked to complete a contact form and retumn it to GT
Nexus. Once the rep has registration, a user name and
passvmrdmllbemmdedmrevwmdmnmsmbehalfuf&everdur

W Note: All forms, manuals, and guides such as Seasonal Carton Markings, Packaging Requirements, and the

Dcmmcl’ick-upkequstl’wnem can befuundondﬁ\ﬁendorl!ebhonsweb
linke: kK : . Userma

For any questions, please email us

EDL/GT MNexus
Packaging/Transit Testing

per following
: cpl3

at:

Vendor Guide/PO/Compliance - wmm
Quality Assurance Testing and P - gadcowm.com
- EDICoordinatorfcpwm.com

- packaging@cowm.com
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O MAE S2 T} (New ltem Set-Up Review)

- F59A= AT AES Ads] s feell Bagt AEAE a7, ¥
A, Hu], Do A via £+ 5)E Ba 2 ¢ ATE AE A8ks}x)
&S A e SF dACA HdEE A8 = s ok AYE I
29 o] FEUAY] Uyt FFof WA k& A, AL A= IRE 1L
83l Aol A thA] HEES A & . olet T 82 FFUA
oA % it §FUAE AR 55 B4 BE JRE 7AFAEE
S5 A &5l & AR o] EAdlle HEEA X3

O NAE S20f =28t ME (Information Needed for New Item Set-Up)
TEUA olea A=A
e
UPC Z=
Aol ARt A

]

é
|
1o
1z
[>

(o]

rel
=)
i
do
1o
LU i

71012 x A= x %°)

@ Q@ 0 © e @ © ©
ox
sl
1o

gkA 27)|(7FE x A2 x =0))

© YAHAY

Al EAM JAFEAE B9 - #71%, FA, Non—GMO
Trade ?l% A A=

@ TI/HI — Zeof AAEls vta 012 9ha 4= x AZE

+)

2719 FAGARS o 1 3%, £, 47 L= s, A= F)
_/'\_

0%, Fair

B ot A — A4S TRl 2 UG A A AN A

® AL}

@ X] 241(2 O°‘1H°ﬂ AEA 2%241; 309 W A1E)




5. M2ty OiEE ¢

N

Az

1
T

AR 7] A

@D AF g e 7

B % 9 Bl A A

N
F

SRR
@ A THeE A o

=
@ AF 3

@ A3

20k A

KO

A

—

7]

<+

ool A=loll AR

hv s
=)

Al A AR (A2




02 AlZH 25 biofa) 218

M MZ Ho[E M7 &

New Item Fact Sheet 2012 |pate
ltem
[Vendor # [VBBR# |Num‘b-er
|Merchant Name
Jitem Description
Jirem sTIN [1tem uec
|casecmn Case UPC
|mores: a Seasonal Item
€ |ciub Pack item
'D Holiday/Occasion ltem
MName
|POG Notes:
IRepIenish Type |Short Description Brand Noun Merch Control?
ICione ltem Retail Family ltemn Cost Family ltem
DEPT/CAT/CLASS Place ltem After # Replaces ltem # Met Content [size]/ Unit of Measure
["HECOTRED FOR = =
#of Retail | conssmable | Orderatic | Repienishabie *Depth *Width | *Height | *Net Weight
omeereness i pr e wme | (inches) | (inches) | finches) {ibs)
*UNIT
*INNER PACK
required for whse
*CASE
required for whse
*Shipper/Mod
*Pallet Ti *Pallet Tier |PHLIJI:T GTIN Shelf Tray? | Tray Oy Depth Width Height
Gross Cost jcase) Off Invoice Allowance MNet Cost § Unit Cost § Retail Start
‘Container Deposit Coupon Family Code Contminer Tax Tax Tax Tax Tax
Depasit Mew York Chicago Texss Miarmi ‘San Francisoo
Zone 1 Retsil Zone 2 Zone 3 Zome 4 Zome 5 Zone 6 Zone T Zone B Zone9
Zone 10 Zone 11 Zon= 12 Zome 13 Other Other Othier First Ship Date
Tif this is 0 new vendor- need to [l out new vendor sheet
MANUFACTURERS NAME: [Administrative Use Onby
JCONTACT MansE:
r:mm\cr FHOME 3 |mrm!.|:r EMAIL ADDRESS:
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New Shipper / Modification Fact Sheet 2012 IDate
[Vendor # [VBBR# =
€ MNumber
|Merchant Name
Item Description
SHIPPER () |MOD G} mecxone  |GTIN Juec
lstore tem & Description Child UPC# # of Units
IHeplenish Type [Short Description Brand MNOTES:
[Cione Item Noun Merch Control? Warehouse Authorization
DEPT/CAT/CLASS Place Item After # Replaces ltem # Met Content [size] Unit of Measure
[ RECNED PO = =
Bof *Depth *width *Height | *Gross Weht [lbs)
e | e | e | wme | (inches) | (inches) | (inches) | required forwise
COMPLETENESS
*Shipper/Mod
*Pallet Ti *Pallet Tier
Gross Cost fcase] Off Invoice Allowance Miet Cost § Unit Cost % Retail Start
Contminer Deposit Coupon Family Code Container Tax Tax Tax Tax Tax
Depasit Mew York Chilcagn Texas Miami San Framcisoo
Zone 1 Retail Zone 2 Zone 3 Zomne 4 Zome 5 Zone 6 ZoneT Zone B Zone9
Zome 10 Zone 11 Zone 12 Zome 13 Dther Dther Other First Ship Date
"if his is @ mew vendlor- need to fil out new vendor sheet
IMANUFACTURERS. NAME: [Administrative Use Onby
COMTACT MAME:
JCOMTALT PHONE & CONTALCT EMAIL ADDRESS:

S|
(=]

oY

0%
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UNFI 28 dH M3 B

Supplier Name: PFI East Supplier No_: |
Category: | [_|BULK [ |PERISHABLE [ |FR2eN [ |GROCERY [ | GENMERCH[ | PRSMLCARE[ | SUPPLEMENTS
Erieflu list the typels] of products below, [i.e. Chips, Canned Goaods, Yogurt, ete. ).

PICK-UP LOCATION
‘warehouze Mame: Contact:
Address: Phone: [ Ex: ]
City: [ state]  [2ip] E-mail
Appt. Required?:| Appointment required | Howrs of Operation:
FREIGHT ALLOWANCE
CHE | YRK | DAY [ ATL [ I0W [ GR¥ [ SAR | PHI |eiceste
Ferlb.
FPerCase
Toatal - off Invoice

Freight Allouanzerhouldbe deducted off invnice ar arcparate Ficld marked "Freiqht Allouan<o® near the total zolumn ta berure ue reccive the proper amount.
IFthe allouance ir not deducked off invaice, aFreiqht bill back nillb o charqed with an additional adminirtrative fee applicd.

Does the Allow ance apply to all products? O vz CINO

IFNO, please list all products by LINFI ltem Mo, for which
this allow ance does not applyin the bos to the right.

SUPPLIER PICK-UP PREPAID DELIVERY
MINIMUMS [umper fees may appl
REMAINDER OF FORM IS FOR UNFI USE ONLY
AR 0 Buyer: Please estimate average order size per OC:
Chesterfield weight: pallets: cases: cube:
York weight: pallets: cases: cube:
Oayville weight: pallets: cases cube:
Atlanta weight: pallets: cases: cube:
lowa weight: pallets: cases: cube:
Grenwood weight: pallets: cases: cube:
Sarasota weight: pallets: cases: cube:
Philadelphia [Zelect Mutr.) weight: pallets: cases: cube:
Leicester weight: pallets: cases: cube:
ORDER FREQ [ ]weEkLy [ ]BHMONTHLY[ |MONTHLY [ ] OTHER: |
Supplier Deliverad buyo BLNY'ER'S NOTES
FreigEtFIF!ate [optional): BUYER —

TO BE COMPLETED BY INBOUND TRANSPORTATION

Freight per lb.:
Warehouse:| CHE YRK DAY ATL 10w GRW SAR PHI eicestel
Poute code:

Pick-up day: D MDNDAYD TUESDMD WEDNESD.&.E THUHSD.WD FRIDAY |:| S.ATUHDMD SUNDAT

Cross Dock?: |:I YES I:l (]

Transportatio
n Notes:

e i e e e e e e e = i e e = = = e = = e = = = = e = = = = e = = = = = = = e = = = e e = = = e = = e = = = = T
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© Z=2 0|0)% (Gladson Imaging)

- 2HESS A AR AlEECl B FRSAR HolEHo]AE afehal Jlo
o o] gloJefHojie AEYA|, amfdAl Z2|al AMuls Al AREo] A AR
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2 19S At A5

c AlRAAES olF FEl YuE HHE A}, ek Al onA| glolE 1=

2
© AU|AES ok B TE, w29 Heleh jg Ae] B A
A8 GURARE dolgHlols 75E 4
£o FYCSA doleulol2g AgIte] AFS] UARY 2

Qlstal, 24l Al olvAlE Wil LB} 8FARYES

— 2 =L0] 88k AlFolnA 9] 9
KeHE Foods/Z2i& o[olE 3

@ Y& : KeHE & &3l §85= AF olvA AR — SYPEES AF o|n)A|
s g 388 Fat
@ HIE 7K @ FEESo] o ARt AEES thee S Fdl W ads X
o AE &4 (AN 7hett HAER 7)
© B
« A=
« J7IAW £ 7R AlE SAE

o 31 o]u]A]
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¢ TH A "2 Eds
AEE (B3 9)
b

C B AR/ A A
* KeHE A& BEgie AP 71E21
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& HESL faZdo] (KeHE 4, FE &, 7|E 5
o uitf FZt ] (EH 1) oA
« i Anjdel Zw=a9 oju]x|(Jewel, Meijer, HEB, etc)
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o AR AAY olulA
o FHEST Aok Ade A=

« HHEof AHg QlEvlags AlE
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= AlF

o Uut (KeHE FA vy /21 AHA miju A/ Bl 54 ¢E)
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© AFS - 7 ] £

C ALz Edold/ AE A
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¢ RE AE AR S s AR SHL HRE Qojok $1Z US
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KeHE A[E3)A}, 2533} vlolojo]] AEL A o A
KeHE Ham o2l Bl glo] AAE ofnlH AuAE AHA W A
Q4 Qi ABS ARl AulAg 98 SUE olu])) Auliu A|3a}

=
2 B3 oluly AIAE WA g

) =l o 1

® ZWES Al HiEE

O

O

Aol 7AA7] dutd, 24 Al Aol SAEA Al 23

AA Alge 2R 2 A A= A

© AlES HEEA] goll A Belo] ZhssHAl AE o] glofof &
< WA, 871 & A HiE

FABRL Al HolA] Fotok gt

FEol HolA| = A AR

©® eI

O

N2 525 KeHEAZE & “KeHE/Gladson A& E]JA"S HES. A ZE0 A

H|A H[E &S 48 ¢S
525 KeHE AZE & 20084 8Y 1Y o|Fof 520] ¥ A2 (Gladson
of =3 Z|F3foF &

f

Hifl BEES WEEA o

HEAES EET ARl Hoba HujFof o

Al B Al offf 4R HujAfoR ¢

ATTN : KEHE FOODS Gladson Database Department 1973 Ohio St,
Lisle, IL 60532




D2 ALZH27 oSk} 2R

o FAFel A ARFEL Gladson®] AZA{H|2of Fof
CustomerService@gladson,com, (630) 435—2200
FYAIRE 1 Y—= 7 am—6 pm FF EZARL
27} &3 AR Sharon Leckron(Sharon, Leckron @ KeHEfood, com)©|
U 2% A3} 630-343-0233

_g_[.-;: GLADSON

S INTERACTIVE
o|o|&! F=2AM(Imaging Order Form)

1) ZHzte] A EEL Lisle 1LY 9= Gladson@]Abe E ok & Gladsond] EW A=

A olnd FEAE ARelor o

2) GladsonolA Alg=3#E T&MoF o Ad & flole AFS AHA B

3) 2ol ol wekol, b A=), olmR|e MAEAR HlolE ARtE HuiF,
U AR GladsonAl Aol AlES Edshe e A9

— Aol AA7] 4o

é
e

|
o
- o)
W,
£
N
>
=
Hl
|
o
-
o
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©
elr/[
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5. MetH OiEs fl8t

J
J
oY

+ O] AFEL FYGoll AREET] w2l AstolA k=R oS
o 2712 EE3%F AFSRE Sharon Leckron(Sharon, Leckron@KeHEfood.com)oy

253} 630-343-02332 A v

olojF F2A

Today's Date:

Your Company Name:
Copy of image/data for personal use (circle one) YES NO

Your Name:
E-Mail:
Phone #:

Enter SKU # for each enclosed (may need additional sheets):

1. Pricing for Imaging is $38 per SKU
2. Please complete the following:
3. Total # of SKUs: N
4. Price per SKU: X
5. Total Cost: =
6. PRODUCTS WILL NOTBE PROCE,
7. WITHOUT AN ENCLOSED CHECK
8.

For Gladson Use Only: Production

Date Initials Priority R

Entered: NORMAL

Scanned:

DBQA:

Custom Fields: NORMAL

Gain:

— XHUl= 3 : Gladson Database Department— ATTN : KEHE FOODS— 1973

Ohio Street — Lisle, IL 60532

0%
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O M2 A EZM (product specification sheets)

HZE A0 BE2M - ME

Starport Foods A
Classic Wok Sauce

=" with Shiltake Muthrooms

DESCRIPTION: Deliciously thick, rich and savory! The Classic Wok Sauca s one of our BEST flavors - EVER!
Deep soy sauce flavor with gariic, roasted sesame and Shiftake Mushrooms.

INGREDIENTS: Water, Beet Sugar, Soy Sauce (Water, Soy Beans, Wheat, Salt and Caramel Color),

Soy and Corn Protein, Roasted Sesame Oil, Distilled vinegar, Modified Food Starch, Caramel
color, Garlic Powder, Onion Powder, Shiftake Mushroom Powder, Lactic Acid (Adidulant], Spices, Disodium
Inosinate & Disodium Guanylate, Xanthan Gum, and less than 1/10* of 1% Sodium Benzoate (a

preservative).

or noodle dishes. Use it

USAGE: Perfict for any stir-fry! Use with all meats or vegetables. Brush on grilled foods, make delicious rice

all-around sauce.

instead of soy sauce. A

Starport Foods
CLASSIC WOK SAUCE.

AT SHIVE WUSROINS.

£l

n Facts
Product Name CLASSIC WOK SAUCE —
MFG ftem # 250
UPC Code # 789502-092503
ftem Size: 1/2 gal (4.85 Ib)
Case Pack 6x1/2gal
Case Weight 31b
Case Dim. 1575x105x10.25 |I |”||| ||||
Shelf Life 18 months #00 SHANE TS0 T S

——— .
www.starportfoods.com 1

R
Fung's Dillage
STEAMED
EGG
NOODLES

Made fresh in Los Angeles. Authentic Chinese Prodsccime. | SemmeiEas N
style steamed egg noodles. Quickly boil until MFGlem# | 00007
noodles float. Drain and rinse with cold water. UPCCode# | 2263400007
Pan-fry or deep fry for crunchy chow mein Item Size: 518
noodles. Freezes and thaws well. Case Pack /518

Shelf Life 12 months in freezer

184 1 =S UAERSSAL
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Tosaka Red Seaweed

= Red (aka-tosaka)
= Green (ao-fosaka)
= White (shiro-fosaka)

Tosaka Seaweed comes in three different colors:

Seaweed is high in vitamins and minerals, such as vitamin C, calcium and
iron. Seaweed comes in many different colors, textures and flavors and is an
alkaline food, so it is beneficial in balancing your diet. It is preserved in salt
and refrigerated, and is eaten cold, in a salad or served with Sashimi.

ltem# 5600360

Product Tosaka Red Seaweed
Brand Icrest / Packer Label
Unit Weight 221B

Gross Weight | 3.5LB

FOB price $11.94

UPC

Ingredients Seaweed, salt
g?iug!:]w of Japan

Shelf life 1 year — frozen

lcrest products are available from ST Hod

SEEAAAERE

ZA 1185
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1) At 1
2) Al 2
3) Atz 3
4) Ab3 4
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. Sea
: Cost Plus World Market
OIS XIF
I ECAE

—Aar=s

2 AZ 0l Al

's Gift AH4Z

o 9 opH9lo B2
S5t 3AT T






6 vtz Al

AS 07T Al

ALHZI

1 7 Al 1: Sea's Gift ALHZ

— Amazon,com9A Grocery & Gourmet = 899 o] AA=

89. 4 237 days in the top 100

Sea's Gift Korean Seaweed Snack (Kim Nori), Roasted &
Sea Salted, 0.17-Ounce Bags (Pack of 24)

by Sea's Gift

Yrdrferde vy (v (154)
List Price: 22316
Price: $18.90

You Save: $4.86 (20%)
3 new from $18.90

FEE!’*:F(['!

e

*-.._._- -
i

Annie Chun’s

Roasted Sesame Seaweed Snack
Unit Price $1.44, 0.35 oz,

Sales $529,248

CJ Brand
Roasted Seaweed Snack
Unit Price $0.56, 0.18 oz
Estimated Sales Unknown

Seasnax
Roasted Seaweed Snack
Unit Price $1.79, 0.54 oz,
Estimated Sales Unknown

;2 Ml 2: Cost Plus World Market &=

— Cost Plus World Markets (0|3} CPWM) &

IT
=

AAA ARl 271, 2=, & &

-
T

e

oj A2

[ S |




D2 ALZH 27 oSk} 2R

%, BAL AR (H 9 AR, B 9 o]l YRR AN, SR 5 HS
AZEL v 28RA A 201290 CPWM-S & 260470 =+
AlEET MG “Korean Shop” §4 wid) Ax|, zkdvfete] Ba 5 Shalet
?l, Cheryle Tsang o] 54 vjtjol] 4 SKUsE 3A F 7H4] 7|1l 2 £57F
stof (Gt 1M wAF 22jal S7)47l, CPWME| vl 3= 31 300
unit/ SKUE A3 g Fojaidls T2HH ¢ 59 CPWMe] 5 s
SRE AR o|RolWly, WM f4F g A= T HEE o] R A ZFS

W 72 At e g

ol

- A 52260
— A4t wj=k A F(USA STATE)
— SKU9| 4= 4(mjml2 )Y, wiwz =, 7k AR}

— W 20129 19 @A) BRAIE w3 AR B E 2o 91K3) S

CPWM /JAYONE Items |Cases ordered on first PO|Units per case| Units sold

Pepero original 6920 40 276,800
Pepero Nude 5640 40 225,600
Kancho 7232 32 231,424
Pepero Original 4920 40 196,800
Pepero Nude 3840 40 153,600
Lotte Kancho 5024 32 160,768
Yuzu 3264 12 39,168
Yuzu 2280 12 27,360
TOTALSOLD 39120 248 1,311,520

190 1 =R UAERSSAL



Cost Plus World Market April Promotion: 17 days
Ttem Scan Unit quantity sold during Unit quantity sold during weeks
discount/unit 17 day promotion before promotion

Lotte Pepero Original $0.29 1694 500

Lotte Pepero Nude $0.29 763 346

Lotte Kancho $0.20 1591 569

Yuzu Citrus Tea $0.50 Info n/a 50-80

: b . H S < — = IT 71T

(37 M 3:0ISE X F2 oiiFele] $2 AlZ minf

e A AAE sl ARddueakekeE, Zejzyohel, Cheryle
AFE AFo] Bazoln 2tdutete] AMARES] =

800] 3= Dkl Q= vl A|Qlol 40 SKUsE ¥

oF W Zoll A olEe= W = AT, @A of A9l

teF 629 29 Eokal Sl o] Al Aol FE & 3 X2
BN 51 sk 2o Hek Az AR AJAIE A

oSS
oo
BN
rd
DO
S
—
)
am
-3

EsHMAMEREZA T 191
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201131} 2 H|w
Units Sold - 2011 vs. 2012 Year to Date (6/30/2012)
25,000 1
20,000
"]
S 15,000 A
v
v
£ ]
. 10,000
5,000 -
0 - B Units Sold 2011 YTD
2 A o o ™
\\o < *o‘\ ‘\0(\ *o“\ _\o‘\ (\Qx *o "&o c;‘@c, Units Sold 2012 YTD
NN N N A @ o A >
2 & & <@ & & @0 & & &
§ & & o S
& & & & &
] (3 R o> &
2 Q S > & (&) X
v\O \’be"- ) bqq, R \C'\ O‘\O 2 o,b‘a ,_3;\
R & R > & &
& 9 Yoo ©
S ¥ L £ o e
& & N P
> © & 2
& & &«
&
Q
Jayone Product Name
2 Stores - Units Sold - 2 weeks 2012
90 -
80 -
70
60 -
=
3 50 -
2
E 40 -
30
20 4
MANEN (N |
0
SR CANCARR RN S S F & H & o &
¥ ,5\0 N A O@ v 'i\o J‘\fo Q‘,\"" &0 ‘\\5 %@ & g fo‘\o \\,}A (_}’f’b ,§° \’5\0
@ o < . 2 o o & & > . o & o &
S & R & & N & S & £ & o &
y R AN ST A N S S &
& A <® A Sy A T &
o & & F @ & & F & & o ¢
& :70* <& ¥ @ NS @b"e g‘}"% ‘_}5&0 & & < & o
Lo"’o -@b Qi&b Sl rs‘\e o {\@b & 'o'b‘o\
N & 52 L <& oY W@
S & B > & &
OQ,Q & ¢ ,;‘,@ Q;E‘\ N
# & X (®
& )
& L
<€
Jayone Product Name
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tI F2F (Costco Selling with Roadshows)
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1) IE Singapore(international Enterprise Singapore,
2)

d AjiE2 SHEIIR) Arine +EUM +EXIY
A5 X1
JEEL

7|7 (Japanese External Trade Organization, JETRO)
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) e UPE’%]FJ 7419 7

2) sfejAle] o3

3) =A Hig

4) =A Ads F7t

5) WEY Ald]

6) Al &4

7) Bl sie] A W ZeAE o)A
8) T27IUEY FES A% AR A

- IE 47}Z 29| jAdvisory MIO|L}
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A 713158 E53 (www.iesingapore,.gov.sg)
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acesulfame—K (acesulfame potassium)

acetylated esters of mono— and diglycerides
* ammonium chloride

* artificial colors

* artificial flavors

* aspartame

* azodicarbonamide

* benzoates in food

* benzoyl peroxide

* BHA (butylated hydroxyanisole)

* BHT (butylated hydroxytoluene)

* bleached flour

* bromated flour

* brominated vegetable oil (BVO)

* calcium bromate

* calcium disodium EDTA

* calcium peroxide

* calcium propionate

* calcium saccharin

* calcium sorbate

* calcium stearoyl—2-lactylate

* caprocaprylobehenin,

* certified colors

* cyclamates

* cysteine (I—cysteine), as an additive for bread products
* DATEM (Diacetyl tartaric and fatty acid esters of mono and
diglycerides)

* dimethylpolysiloxane

212 1 2= AEQREIAL



dioctyl sodium sulfosuccinate (DSS)

disodium calcium EDTA
disodium dihydrogen EDTA
disodium guanylate
disodium inosinate

EDTA

ethyl vanillin

ethylene oxide
ethyoxyquin

FD & C colors

foie gras

GMP (disodium guanylate)

hexa—, hepta— and octa—esters of sucrose

ydrogenated fats
IMP (disodium inosinate)

irradiated foods

lactylated esters of mono— and diglycerides

lead soldered cans
methyl silicon

methylparaben

microparticularized whey protein derived fat substitute

monosodium glutamate (MSQ)

natamyacin
nitrates/nitrites

partially hydrogenated oil
polydextrose

potassium benzoate
potassium bisulfite

potassium bromate

EsUMERSEZAE 213
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* potassium metabisulfite

* potassium sorbate

* propionates

* propyl gallate

* propylparaben

* saccharin

* sodium aluminum phosphate

* sodium aluminum sulfate

* sodium benzoate

* sodium bisulfite

* sodium diacetate

* sodium glutamate

* sodium nitrate/nitrite

* sodium propionate

* sodium stearoyl—2-lactylate

* sodium sulfite

* solvent extracted oils, as standalone single—ingredient oils (except
grapeseed oil).

* sorbic acid

* sucralose

* sucroglycerides

* sucrose polyester

¢ sulfites (sulfur dioxide)

* TBHQ (tertiary butylhydroquinone)

* tetrasodium EDTA

* vanillin




; 2 1 Trader Joe's®| 2X|H7t2 2£ (Trader Joe's Red List)

RED LIST INGREDIENT FUNCTION MIOST PROBABLE FOODS SUGGESTED
MWATURAL REFLACEMENT
1 ALURAINUM BAKING LEAVERING BAKED GOODS, BURRITOS, WOMN ALUMINUR
POWDER AND PFRODUCTS WITH BAKING POWDER
LEAVENING AGENTS. FLOUR, /DOUGH
SILUICH AS S0DIUM
ALURAINUM SULFATE
F BLEACHED WHEAT FLOUR | BAKING BAKED GOODS, PRODUCTS UNBLEACHED WHEAT
WITH FLOUR/DOUGH FLOUR
3 CALCIUM SULFATE SYNTHETIC DOWMGH BAKED ZOO0S, PRODUCTS RIBLUS NU-BAKE, OTHER
COMDITIONER: WITH FLOUR/DOUGH NATURAL DOLMGH
COMNDITIONERS
CALCIUM SULFATE *MOTE A NATURAL MIMED
CALCIUM SULFATE FORM
EXISTS & USED A5 TOFU
FRMING AGENT AND THIS
SOURCE I5 0K IN TOFLL
4 L-CYSTEINE - MUST NOW | DOUGH CONDITIOMNER BAKED GOODS5, PRODUCTS VEGAM SOURCED L-
BE VEGAM |[TWPICALLY WITH FLOUR/DOLGH Cysteine
FROM DUCK FEATHERS hydrochloride
OF: HEIR] (from vegetarian
fermentation
5 STEARCYL-2-LACTYLATE SYNTHETIC DOLMGH BAKED GOODS, PRODUCTS Matural, or organic
COMDITIOMNER: WITH FLOUR/DOLGH cough conditioner,
example Mutrs Bake
Dough Conditionser
] SORBITAN SYNTHETIC EMULSIFIER BAKED GOODS, PRODUCTS Watural or organic
MOMNOSTEARATE WITH FLOUR/DOUGH emuilsifiers.
7 POLYGLYCEROL SYNTHETIC EMULSIFIER: CHOODLATE SO LECITHIN, VEGAN
POLYRICINOLATE [ PGPR) MORD & O GLYCERIDES
8 PROPYLEMNE GLYCOL SYNTHETIKC PREPARED FOODS ETHYL ALCOHOL, WATER,
EMULSIFIER/CAREIER TOCOPHERDLS OIS
Q POLYETHYLENE GLYCOL SYNTHETIC PREPARED FOODS SEE PROPYLEME GLYCOL
EMULSIFIER/CARRIER REPLACEMENTS
10 | PARTIALLY SOURCE OF SATURATED BAKED GOODS, CAMDY, TROPICAL QILS, BUTTER,
HYDROGENATED OIS FAT FOR TEXTURE, FLAYOR, | PREPARED FOODS FRACTIONATED
INCREASED SHELF LIFE WEGETABLE QILS
11 | COTTOMSEED OIL FAT SOURCE PREPARED FOODS ANY NON GMO
WEGETABLE OIL
12 | SODIUM DHACETATE SYNTHETIC MOLD PREPARED FOODS CULTURED DEXTROSE OR
INHIBITOR WHEAT STARCH
13 | TRIACETAN SYNTHETIC MOLD PREPARED FOODS CULTURED DEXTROSE OR
INHIBITOR WHEAT STARCH
14 | PODIZED SALT SALT SOURCE PREPARED FOODS SEA SALT OR PLAIN MOM-
1ODNZED SALT
15 | POTASSIUN IODIDE IOCHZED SALT SOURCE PREPARED FOODS SE& SALT OR: PLAIN S&LT
16 | NATAMYCIN MIOLD INHIBTOR- NOW CHEESE INGREDIENTS CELLULOSE ANTI-CAKING
ORLY ALLOWED IN BAGGED AGENT.
SHREDDED
CHEESE. MATAMTCIN NOT
ALLOWED IN MIXED
INGREDHENT PRODLMCTS
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| 4 KeHE S5 (KeHE Distributor) Za|HE|0|M X2

Marketing Monthly

Distribution: 4600+ .-

Target: Natural Independent customers "

ltems must be active in at least one of the following distribution
centers:

St. Augustine

Lehigh Valley

Bloomington

Dallas

Y VYV

Yy

» Must achieve minimum promotional allowance for advertised items
» 15% - 24.99% OIl, MCB or combination + TOL contribution
¥ 25%+ Ol, MCB or combination + TOL Contribution
¥» 15%+ Ol or greater with MCB waives minimum MCB Charge

Advertisers and Vendors participating in Summer Selling, Holiday Selling, and CAW shows are

exempt from listing fee of $50 to corresponding book/month publications , @

New to U Program

» For Natural items that are New to Market only
> Items must be available for less than 90
days

» Flyer is available to Top 600 Natural Retailers

shipping from all four Natural DCs

» POP Materials provided to retailers
»Informative Sell Sheet with Product Shots
»“New, Try Me” Shelf-talkers and UPC tags

» Maximum of 6 skus per sheet

» 1-6 items — $800
» 7-12 items — $1550
Vendor may opt in for items to be selected for
Speed to Shelf Program
> Items in speed to shelf program are sent
to retailers at 100% MCB to vendor
»> ltems in Speed to Shelf program have
New to U ad cost waived.
» ltems will also be published in weekly “Just
Arrived” email blast to Natural Retailers and
Territory Managers




D2 ALZH27 oSk} 2R

Everyday Product Catalog

—

What is the Everyday Product Catalog?

» Full Natural Product Listing

» Organized into Grocery, Refrigerated, Frozen & Bulk,
HBC, VMS, Pet, and General Merchandise categories

» Scanable Bar Code for each item

» Published three times per year (January, May, &
September)

» Distribution: 3200+

Advertising Options

» Inside Full-Page Black & White or Color Insert — $525

> Inside Half-Page Black & White — $325

» Inside Front or Back Cover — $1000

» Outside Back Cover — $1000

> Cover Logo - $350

» Product Listing Only — $30 (by brand) i

[

» Advertisers and Vendors participating in Summer Selling, Holiday
Selling, and CAW shows are exempt from listing fee to

corresponding book/month publications A

KeHE Grocery Buying Guide

GROCERY

What is the Grocery Buying Guide?

» Monthly publication listing all grocery
channel promotions

» 1600+ Distributed to Independent Retailers, oo
Chain Accounts, Sales Directors, Account e
Managers, Sales Supervisors and Sales
Representatives

» Black & White book

> Images are inserted for a $300 fee

» Promotional listings for non-advertised
brands $150 fee

¥ Advertisers and Vendors participating in Summer
Selling, Holiday Selling, and CAW shows are exempt °
from listing fee to corresponding book/month

publications
230 I S5 MAERESA



Independent Grocery
Everyday Catalog

What is the Everyday Catalog?
> Distribution Center specific product listings
Portland
Los Angeles
Lehigh Valley
Romeoville
St. Augustine
Dallas
» Published twice per year
» Distribution: 1000+
» Scannable Bar Code for each item
Advertising Options
Color Inserts and Full-Page Black & White Ads — $525
Half-Page Black & White Advertisements — $325
Inside Front & Back Cover and Outside Back Cover — $1000
Cover Logos — $350
Product Listing Only — $30
» Advertisers and Vendors participating in Summer Selling, Holiday
Selling, and CAW shows are exempt from listing fee to

YVYVVVYY

VVVVY

corresponding book/month publications A

Look What's New

»For all items new to market in
Romeoville Distribution Center
»ltems must be available to the
marketplace for less than 120 days
» Available to Top 800 Grocery
Independent Retailers
»Promotional Allowance must be
equivalent to 15% off minimum
»1-6 SKUs $800 ad cost
»7-12 SKUs $1550 ad cost

»POP Materials
»Informative Sell Sheet with Product
Shots
»“New, Try Me” Shelf-Talkers and
Shelf Tags

»Items will also be published in “I'm New,
I'm Here” email blast to Independent
Retailers and Sales Reps

T o

Wil
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Peters Imports @

»
>
>

Independent grocery buyers
can now order everything
KeHE offers from a single
online portal interface. The
industry’s 15t one-stop online
service strategy:

Promotional Ordering
= DEALS Available Now
= NEW ITEMS Available Now
= COMING SOON
= Special AD Offers

Lens “%

Publications for the niche, non-traditional

channel
Six Promotional Catalogs per year
One Everyday Catalog per year
Focusing on Gourmet, Specialty, and Imported
Products
» Unique SKUs that do not have wide
distribution in the Grocery Channel
Types of Peters Customers
» Coffee Shops, College Book Stores, Gift
Shops, Hospital Gift Shops
» Kitchen Shops, Wine/Spirits Shops, Butcher/
Seafood Shops
» Gift Basket Packers, Florists
Specific Peters Customers
» Ace Hardware
» Disney Theme Parks
» Atlantis Hotel

2321



KeHE Holiday Show

Holiday
i : Show
»Retail buyers from all channels — Chain grocery, Independent :
grocery, Niche Specialty Retailers, and Natural retailers — will be
present at McCormick Place in Chicago.

e

» The product focus of our Holiday Show is on the late Fall and
Holiday selling seasons, with all product categories represented —
including specialty & gourmet, natural & organic, fresh, VMS &
personal care, bulk, and general merchandise. The show also
showcases new items, seasonal shippers, pallets, case stacks, and
other hot-priced promotional opportunities.

»Save the datel Chicago’'s McCormick Place, June 9-11, 2013

»Contact Brooke Wooters for Sponsorship & Advertising
Opportunities

KeHE Summer Selling Show
2013 B

;

Join us February 5-6, 2013 in Atlanta!

» The product focus of the Summer Selling Show is on the late
spring and summer seasons, with all product categories
represented — including multicultural and domestic specialty,
natural and organic, fresh, VMS and personal care, bulk,
household cleaning supplies, and general merchandise. The
show also showcases new items, seasonal shippers, pallets,
case stacks, and other hot-priced promotional opportunities.

» The KeHE Summer Selling -a pipe and drape event — easy for

suppliers to set up and dismantle booths.

» Retail buyers from all four channels are represented at the show.

> Contact Brooke Wooters for Sponsorship & Advertising
Opportunities
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September/October 2013 Holiday 2013 (4th Quarter)
HISPANIC HERITAGE, Natural & Organic, Foodball HOLIDAY SHOW EDITION, Thanksgiving, Holiday
Season,FALL BAKING, Labor Day, Soup Season, NON- Merchandising
GMO MONTH
4/1/2013 4/5/13
4/12/2013 4/19/2013

Celebrity Chef: Duff & Charm City Cakes

from Presences Marketing/Dynamic Presence from Presences Marketing/Dynamic Presence
Tortilla Chips & Salsa, National Popcorn Month Seasonal In & Out Snacks, Holiday Merchandising
Juice Category Overview Celebration Beverages
Coffees from Different Terriors (around the world) Seasonal Coffees & Teas

Stress and Sleep supplements and tips to enjoy the
The "Oz Effect” holidays
Soup Season (Soup vs. Stock) Pets Need Love...and Gifts, too; Pet Category Overnview
Gluten Free Month: Category Overview Frozen Appetizers
Sacred Foods: Middle Eastern/Halal Fall Harvest Holidays & Festivals

Vinegars & Frutatos: Health Benefits, Glazes; Category
Authentic ltalian Tomatoes (Canned) Review
Halloween Confectionery, Baking Category Ovenview/Fall [Reasons for Consumption of Confectionery (Gifting, etc.),
Baking Holiday Baking

Merchandising Religious Holiday Candles; Tamale
Hispanic Heritage; Todos los Santos (All Saints Day) Season
Nut Butters Category Review Cocktail Mixers

Rosh Hashanah & the High Holidays

Salumi/Salame...it all tastes good!; Spreading it around
Deli Soup Program - Kettle Soups; Organic Deli Meats (deli spreads);

Probiotic Waters, Raw Coconut Water; Benefits of

Organic Milk Holiday Beverages: Egg Nogg
All Natural Cookies, Crackers A Cut Above Bakery Program
Cheese of the Season (Fall) Cheese of the Season (Winter)
Season Produce Season Produce




-«

Tree Of Life - Natural Channel
Promotional Calendar for 2013

Y i b
Contracts
Promotion Period Theme Due to
KeHE KeHE Purchase Order KeHE Promotion Off
No Late Dates Invoice to Customers
Deals
Calendar Year 2013 Acsepted
Friday Monday Friday First Day Last Day
Stay Healthy Month / Hot Tea Month
Jan-13 / Soup Month/ Superbowl / Diet & 08/10/12 11/26/12 01/11/13 01/01/13 01/31/113
Supplements
Feb-13 Snack Food Month / Canned Food | 46/47/15 | 12131112 | 02108113 02001113 | 02128113
Month / Valentines Day
Frozen Food Month / Diet &
Mar-13 Supplements / Spring Celebration / | 10/05/12 | 01/28/13 03/15/13 03/01/13 03/31/13
Passover
Apr-13 Earth Day / Easter 10/26/12 | 02/25/13 04/12/13 04/01/13 04/30/13
Celiac Disease Awareness Month
} (Glutten Free) / Memorial Day /
May-13 National BBQ Month / Mothers Day / 11/09/12 | 03/25/13 05/10/13 05/01/13 05/31/13
Cinco De Mayo / Suncare
Independence Day / Summer
Jun-13 Celebration / Fathers Day 01/04/13 04/29/13 06/14/13 06/01/13 06/30/13
Jul-13 Picnic / Ice Cream Month / Suncare | 02/15/13 | 06/03/13 07/19/13 07/01/13 07/31/13
Aug-13 Back To School / Labor Day 03/15/13 07/01/13 08/16/13 08/01/13 08/31/13
Organic Harvest Month / All American
Sep-13 Breakfast Month / Autumn 04/12113 07/29/13 09/13/13 09/01/13 09/30/13
Celebrations / Tailgating
This catalog covers promotions
Natural Holiday Catalog from 03/25113
Oct, Nov, Dec 2013
Oct-13 Fair Trade Month / Non-GMO Month /) 45,16/43 | ogj26113 | 101113 10/01113 | 10/31/13
Halloween / Vegetarian Month
Nov-13 Thanksgiving / Baking & Celebration | 06/14/13 09/30/13 11/15/13 11/01/13 11/30113
Holiday Celebrati / Christ /
Dec-13 e e Ny 1| 07112113 | 10128113 | 12113113 1210113 | 1213113
anukah / New Years

Tree Of Life notifies its customers electronically. In order to participate, you must stay within our selling periods for effective results.
Tree Of Life requires the Off Invoice Promotion on all Purchase Orders dated during the dates listed under "KeHE Purchase Order Dates"
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September/October 2013 Holiday 2013 (4th Quarter)
HISPANIC HERITAGE, Natural & Organic, Foodball HOLIDAY SHOW EDITION, Thanksgiving, Holiday
Season,FALL BAKING, Labor Day, Soup Season, NON- Merchandising
GMO MONTH
4/1/2013 4/5/13
4/12/2013 4/19/2013

Celebrity Chef: Duff & Charm City Cakes

from Presences Marketing/Dynamic Presence from Presences Marketing/Dynamic Presence
Tortilla Chips & Salsa, National Popcorn Month Seasonal In & Out Snacks, Holiday Merchandising
Juice Category Overview Celebration Beverages
Coffees from Different Terriors (around the world) Seasonal Coffees & Teas

Stress and Sleep supplements and tips to enjoy the
The "Oz Effect” holidays
Soup Season (Soup vs. Stock) Pets Need Love...and Gifts, too; Pet Category Overview
Gluten Free Month: Category Overview Frozen Appetizers
Sacred Foods: Middle Eastern/Halal Fall Harvest Holidays & Festivals

Vinegars & Frutatos: Health Benefits, Glazes; Category
Authentic Iltalian Tomatoes (Canned) Review
Halloween Confectionery, Baking Category Oveniew/Fall [Reasons for Consumption of Confectionery (Gifting, etc.),
Baking Holiday Baking

Merchandising Religious Holiday Candles; Tamale
Hispanic Heritage; Todos los Santos (All Saints Day) Season
Nut Butters Category Review Cocktail Mixers

Rosh Hashanah & the High Holidays

Salumi/Salame...it all tastes good!; Spreading it around
Deli Soup Program - Kettle Soups; Organic Deli Meats (deli spreads),

Probiotic Waters, Raw Coconut Water; Benefits of

Organic Milk Holiday Beverages: Egg Nogg
All Natural Cookies, Crackers A Cut Above Bakery Program
Cheese of the Season (Fall) Cheese of the Season (Winter)
Season Produce Season Produce




KeHE

KeHE Distributors - Grocery Channel

Promotional Calendar for 2013

DISTRIBUTORS
New | Contracts Recap DEADLINE
Price Changes Items Due| Due to (by midright on )
to KeHE | KeHE day listed) KeHE Promotion
Promotion Book Theme Nolate | MNoLats |Rep/Customer Week| KZ’::;";::‘::' Off Invoice to
Bfective | toms Deals of Customers
Deadlinis; Date Accepted | Accepted
After After
Calendar Year 2013 Monday Sunday | Friday Friday. Begins on Sunday Sunday Monday | Friday Sunday | Saturday
January 2013 (Book 1) Super bw’:ﬂa"“:syamfﬂy\‘(’:::""”els Dayl 073012 | 1012812 | 08/0312 | 0811012 09/3012 11812 142612 |011113| | 1273012 02102113
February 2013 (Book 2) Black History/Ash Wednesday 08127112 11/25M2 | 08/3112 09/07/12 11/04112 12/2312 123112 |02/08M12] 02/03/13 | 03/02M13
Purim Purim 07/3012__| 10281z | 08M7AZ | 0824712 09/02112 102142__| 010713 _|02/22M3| [ 0203113 | 03109113
Passowr Passover 0773012 | 102812 | 08242 | 083112 05/02112 02142 | 11/05/12_|0405M3| | 0203113 | 04720113
Warch 2013 (Book 3) Lent/ March Madness 092412 | 1212312 | 09/28112 | 1005112 1200212 0172013 _| 02813 |031513| | 0303113 | 03730113
"April 2013 (Book 4) Easter/ Earth Day 0972412__| 122312 | 101912 | 10726112 122312 0217743 __| 0212513 |04123| [ 033113 04273
Shawot Shawiot 0972412 __| 1212312 | 101812 | 10726112 1272312 02M7A43 | 0372513 |0510M3| | 04728113 06/01113
Summer Selling Show This show covers promotions from
Fartcipants Moy 2019 - Aug 3013 (Books 5 -8) 10292 | 0172743 | 110212 | 11/09112 12/0912 ByBook
WMay 2013 (Book &) | BBQYSummer Salads/Graduation/Cinco de Mayo | __ 10/28M2___| 0127113 | 110212 | 110912 01313 031013 | 092513 |051013| [ 0428113 06/01113
Tune 2013 (Book 6) Dairy Month/Father's Day/uly 4th 1202412__| 0372413 | 1212812 | 0104113 0310313 0412113 | 04129113 |06M413| | 06102113 07/06113
July 2013 (Book 7) Summer Salad/Cheese Evenlt 0128113 __| 04128113 | 020813 | 0211513 0407113 0512613 __| 060313 | 071913 [ 07107713 | 08103113
August 2013 (Book ) | Back to Schoal/loe Gream Month/Labor Day 0212513 __| 05126113 | 030813 | 0311513 0510513 0612313 __| 07/01/13 | 081613| | 08104113 08731113
Rosh Hashanah Rosh Hashanah 03/25113 06/23/13 | 04/05/13 04112113 05/1913 06/23113 07/01/13 | 08/30M13 08/18/13 | 09/21/13
September 2013 (Book 9) Hisgaiiz Hetaoe. MONHol Eoerige 032513 | 0672313 | 04105113 | 041213 06/02113 072113 | 0772013 |0911313| | 09i01/13| 0912813
Launch/Natural & Organic Month
This show covers promotions from
Holiday Selling Show Oct 2013, Nov 2013, Nov/Dec 2013, and
Participants Prepack 2013 03/25113 06/23113 | 03/15/13 03/25M13 04/28M13 08/04113
(Books 10, 11, 11/12 and Prepacks)
October 2013 (Book 10) | Oktoperest/ C°'”"‘::ZHD“”Ha”w“"/m'“" 042013 | 07728113 | 05/03113 | 0510113 06/2313 08/04/13 08/2613 1011113 | 09/20/13| 1072613
Holiday PPKJ Pallets Holiday 04/26713__| 0772813 | 05/0373 | 05M0/13 06/2313 0804713 __| 08213 |122013| [10/20113 ] 01704114
”‘:‘uf'ey" ’;‘!’;i’)‘” Holiday 042913 | 0772813 | 05/0313 | 05110113 06/2313 0810413 | 080213 [111513[ | 1027713 | 11723113
H""da”(:‘p‘z“’nﬁgi’\“e““s" Holiday 042913 | 0772813 | 0510313 | 05110113 06/2313 0si0413 | 09/0213 (1211313 [ 1027113 01704114
Chanukah i Holiday 03/25M3 06/23/113 | 03/15/13 03/29/113 05/1913 08/0413 09/02/113 [12/13/1 10/27/13 | 12/28/13
Chanuiah ot partcipating in Holiday Show 04128113 | 0772813 | 05/0313 | 05110113 06/23/13 08/0413 | 0870213 |121313| [1027713| 12728113

KeHE

A manufacturer cannot be in books with overlapping dates in th

Rules and Regulations (Please read carefully)

‘KeHE Promotion Off Invoice to Custoner

olumn.

KeHE notifes its customers electronically. In order to participate, you must stay within our selling periods for eflective resuits
KeHE recuires the Off Invoice Promotion on all Purchase Orders dated during the dates listed under *KeHE Purchase Order Dates*

Passover, Rosh Hashanah, and Holiday Purchase Order dates are expanded to accommodate bocking volumeflead time requirements.

Please notice additional deadiine schedule for Chanukah promotions - this is only for vendors not participating in the KeHE Holiday Selling Show
Holiday Catalog detailed information, pricing, and contracts will be sent out in November of 2012
For the Holiday periods KeHE requires special tems on all shippers/ ppks and seasonal products of at least 1% 60 - net 61
For all open stock products for the Holiday periods your category managers will contact you to discuss additional terms.

DISTRIBUTORS

On Trend Winter

On Trend Spring

©On Trend Summer

On Trend

Months Covered

Themes

January & February

‘Super Bowl/Healthy Living/Valentine's

Day/Chinese New Year (Book

On Trend (Grocery Channel)
Promotional Calendar for 2013

Foadiiihe gfecllve Items
After

Monday Friday

Sunday

Dl

Black History/Ash Wednesday (B

ook 2) 07/30/12 | 10/28/12

Purim

Passover
March & April

Lent/ March Madness (Book 3)

Easter/ Earth Day (Book 4)

09/24/12

12/23/12

Shawvuot
May - August
BBQ/Summer Salads/Graduation/Cinc:
(Book 5)

0 de Mayo

Dairy Month/Father's Day/July 4th (|

Book 6)

Summer Salad/Cheese Event (Book 7)

10/29/12 | 01/27/13

Back to School/lce Cream Month/Labor Day (Book|

Rosh Hashanah

ate Accepted

08/03/12

09/28/12

11702112

New Contracts
Price Changes Items Due| Due to
to KeHE KeHE
NoLate |No Late Deals

Accepted
After
Friday

08/10/12

10/05/12

11/09/12

On Trend Fall

September & October
Hispanic Heritage Month/Hot Beverage
Launch/Natural & Organic Month (Book 9)

03/25/13

Holiday (use

Season Begins (Book 10)
HOLIDAY VERSION

Nov, Nov/iDec, PPK
Holiday PPK/ Pallets

Oktoberfest/Columbus Day/Halloween/Football

separate contract)

Holiday Nov Only (open stock)

04/29/13

Holiday Nov/Dec Extended (open stock)

06/23/13

07/28/13

04/05/13

05/03/13

04/12/13

03/25/13

Monday

KeHE Purchase
Order Dates

Friday

Sunday

KeHE Promotion Off
Invoice to Customers

Saturday

11/26/12 | 01/11/13 12/30/12 | 02/02/13
12/31/12 | 02/08/13 02/03/12 03/02/13
01/07/13 02/03/13 03/09/13

11/05/12

01/28/13

02/03/12

03/15/13

03/03/13

04/20/13

03/30/13

02/25/13

04/12/13

03/31/13

04/27/13

03/25/13

05/10/13

04/28/13

06/01/13

03/25/13 | 05/10/13 04/28/13 06/01/13
04/29/13 | 06/14/13 06/02/13 | 07/06/13
06/03/13 | 07/19/13 07/07/13 08/03/13
07/01/13 | 08/16/13 08/04/13 | 08/31/13

07/01/13

07/29113

08/30/13

09/13/13

08/18/13

09/01/13

09/21/13

09/28/13

08/26/13

08/12/13

10/11/13

09/29/13

10/20/13

10/26/13

01/04/14

09/02/13

11/15/13

10/27/13

11/23/13

09/02/13

12/13/13

10/27/13

01/04/14

KeHE notifies its {

Chanukah

03/25/13
Rules and Regulations (Please read carefully)
A manufacturer cannot be in books with overlapping dates in the "KeHE Promotion Off Invoice to Customers" column.

tronically. In order to

06/23/13

03/15/13

03/29/13

09/02/13

you must stay within our selling periods for effective results.

KeHE requires the Off Invoice Promotion on all Purchase Orders dated during the dates listed under "KeHE Purchase Order Dates"

Passover, Rosh Hashanah, and Holiday Purchase Order dates are
For the Holiday periods KeHE requires special terms on all shippers/ ppks and seasonal products of at least 1% 60 - net 61

to

booking

lume/lead time

For all open stock products for the Holiday periods your category managers will contact you to discuss additional terms.

10/27/13

12/28/13
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TO®

Promotion and Advertising Agreement

Internal

Description

Ingredients:

Ingredients:

Ingredients:

Ingredients:

Ingredients:

Ingredients:

Ingredients:

Date Submitted:
N2U Promo Month:

Vendor Representative Name:

Vendor Representative Phone:
Vendor Representative em

Vendor Company Name:

ESN#

Category Manager:
The below signature represents a commitment on behalf of the vendor to participate in the New to You program.
includes the selected allowance below per the above promotional calendar as well as the publishing fee.

This ¢

Key points/attributes about the above products:

select one promo option:

S

T2 /TOSHELF

Signature:

I have the authority to commit to this contract:

15% Ol +10% KeHE/TOL
15% Ol +5% MCB + 15% KeHE/TOL

VES! Consider this item for Speed to Shelf. If selected, bill back 1 free case, at whole sale pricing, for the participating
retailers (1 cases per sku per store location) and fee will be waived. ltems not selected in Speed to Shelf will run in
New to U at normal charge

Print:

Company:

Please send contract to: VENDORSUPPORT@KEHE.COM

NOTE: high resolution images to julie.caine @kehe.com maximum of 6 items per New to U page

New to U New to U Promotion . . :
. N Marketing Marketing Monthly Monthly Marketing Off
2015 entolD Heyjiol PUTCHAsS Ordcr Office Invoicesito Monthly New | Purchase Order Dates Invoice to Customers
Contracts Due Month Dates Customers i H

Monday | Friday | FirstDate | LastDate First Date | LastDate | First Date Last Date

Friday, October 12, 2012 January 26-Nov-12| 11-Jan-13 1-Jan-13 31-Jan-13 February 30-Dec-12 8-Feb-13 1-Feb-13 28-Feb-13
Friday, November 09, 2012 February 30-Dec-12| 8-Feb-13 1-Feb-13 28-Feb-13 March 28-Jan-13 15-Mar-13 1-Mar-13 31-Mar-13
Friday, December 07, 2012 March 28-Jan-13 | 15-Mar-13 1-Mar-13 31-Mar-13 April 25-Feb-13 12-Apr-13 1-Apr-13 30-Apr-13
Friday, January 11, 2013 ril 25-Feb-13| 12-Apr-13 1-Apr-13 30-Apr-13 May 25-Mar-13 10-May-13 1-May-13 31-May-13
Friday, February 08, 2013 May 25-Mar-13|10-May-13| 1-May-13 31-May-13 June 29-Apr-13 14-Jun-13 1-Jun-13 30-Jun-13
Friday, March 08, 2013 June 29-Apr-13 | 14-Jun-13 1-Jun-13 30-Jun-13 July 3-Jun-13 19-Jul-13 1-Jul-13 31-Jul-13
Friday, April 12, 2013 July 3-Jun-13 | 19-Juk-13 1-Juk-13 31-Juk13 August 1-Juk13 16-Aug-13 1-Aug-13 31-Aug-13
Friday, May 10, 2013 August 1-Juk13 [16-Aug-13| 1-Aug-13 31-Aug-13 September 29-Jul-13 13-Sep-13 1-Sep-13 30-Sep-13
Friday, June 07, 2013 September 29-Jul-13 [13-Sep-13| 1-Sep-13 30-Sep-13 October 26-Aug-13 11-Oct-13 1-Oct-13 31-Oct-13
Friday, July 12, 2013 October 26-Aug-13| 11-Oct-13|  1-Oct-13 31-Oct-13 November 30-Sep-13 15-Nov-13 1-Nov-13 30-Nov-13
Friday, August 09, 2013 November 30-Sep-13[15-Nov-13 | 1-Nov-13 30-Nov-13 December 28-Oct-13 13-Dec-13 1-Dec-13 31-Dec-13
Friday, September 13, 2013 December 28-Oct-13|13-Dec-13|  1-Dec-13 31-Dec-13 Janual TBD TBD 1-Jan-14 31-Jan-14
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Grocery Channel Promotional Allowance Form
e for Grocery Buying Guide and On Trend Promotions
A LA On Trend Promo Ads n N
DISTRIBUTORS sromotion Book AL Pricing | Please choose size/ad
I 1/4 Page (max 5 Skus) $250
Manager: First Purchase Order Date 1/3 Page (max 9 SKus) $375
$500
Date: Last Purchase Order Date 1/2 Page (max 18 SKUs)
Enterprise 700
Supplier #: uciry 81 se $308 2/3 Page (max 27 Skus)
Image Fee (uncheck for no A
Brand: image) X Full Page (max 37 SKUs)
e e
X=0n OFF
Trend  MFG mvorce Internal
= New Case Description RegularPrice  §  MCB$ UseOnly
UPC (Must be 12 Digits) _ Ttem _Pack Size uoMm (Do not need to include Brand) per unit perunit _per unit Y% off Internal Use Only
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%

On Trend must Include a 15% OI and must be a 1.5 Vendor. All tem and information must be listed completely.
All promotions must be based on KeHE Promotional Calendar. Late deals will not be accepted. Ad will run in DC books in which items are active,
Submit only one(1) brand per sheet. Vendor acknowledges that this offer being made on proportionally equal terms to all customers in the marketing area
Last Purchase Order Date ks last promotion purchase for immediate Pick-Up or Dellvery on deal. All brand promotions without advertising o participation In a CAW, Summer Selling or Holiday
Show will result in a $150 publication fee.

Phone: E-mail:
Broker: Phone: E-mail:

Authorized Internal

Signature: Comments Use:|

KeHE

prstaisuTors

o
£
° January - June 2013 June - December 2013
T

Independent Grocery Everyday Catalog a

Full Assortment from all Product Categories

Distribution: 3200+

Inside B&W Ad $525

Inside Color Insert $525

Inside Half-Page Black & White $325|

Inside Front Cover $1,000
Inside Back Cover $1,000|
Outside Back Cover $1,000
Cover Logo $350

KeHE Creative Services*:

Printing Color Inserts (PDF provided): | $1,300 Yes: No:
Inside B&W Ad: $400| Yes: No:
Color Insert: $850) Yes: No:
Inside or Outside Covers: $400 Yes: No:

Your Information: (Please Print Clearly)

Vendor Name: Date:

Billing Address: Telephone:

City, State, Zip: Cell:
Contact Person Email: Fax:
Category Manager: Brand:
Contact Name: Internal Use:

Please send Ad Contracts to vendorsupport@kehe.com

To fulfill contract agreement TOL reserves the right to create and publish ads at standard production rate for ads not received

Creative / Graphic Design Information: (Please Print Clearly)

Agency or Designer Contact Name: Telephone:

Email: Cell:
*Creative services requested after ad deadline will incur an additional 50% Rush Fee. All brand listings without advertising or participation
in a CAW, Summer Selling or Holiday Show will result in a $30 publication fee.

Please send Artwork Files to: Julie Caine - Senior Graphic Designer, Marketing Specialist
KeHE Distributors: 900 N. Schmidt Rd., Romeoville, IL 60446 OR via E-Mail : julie.caine@kehe.com




07 AlZEZA o B
I —
KeHE Look What's New Contract- Independent Channel
For top 800 retailers
Size UoMm PK Internal

= DISTRIBUTORS

UPC Brand Description
Ingredients:

| | I I I
Ingredients:
| [ [ I [
Ingredients:

Key points/attributes/additional information about the above products

Date Submitted:
Look What's New Promo Month:
Vendor Representative Nam:

Vendor Representative Phone:
Vendor Representative email:
Vendor Company Name:
ESN#
The below signature represents a commitment on behalf of the vendor to participate in the Look What's New program.

Check one, MCB or Ol
[e]]

Category Manager:
This commitment includes the selected allowance below per the above promotional calendar as well as a $800 publishing fee.

Must equal a minimum of 15% Ol or MCB.

Total $ off
| have the authority to commit to this contract
Print:
Submit Contract to: VENDORSUPPORT@KEHE.COM

Signature:

Company:
This is not just a product that is new to KeHE.

High resolution images should be sent to julie.caine @kehe.com. Maximum of 6 images. This program must be new to the marketplace in the last 120 days.

240 1 &



Images/Product, 2 i "

ol Buy Dates for all items on Contract Promotion Dates to Retailers Look What's New Month
10/26/2012 11/26/2012 11172013 12/30/2012 2/2/2013 January 2013
11/30/2012 12/31/2012 2/8/2013 2/3/2013 3/2/2013 February 2013
12/28/2012 1/28/2013 315/2013 3/3/2013 3/30/2013 March 2013
1/25/2013 2/25/2013 4122013 3/31/2013 4/2712013 Apiil 2013
2/22/2013 3/25/2013 5/10/2013 4/28/2013 6/1/2013 May 2013
3/20/2013 4/29/2013 6/14/2013 /212013 7/6/2013 June 2013
5/3/2013 6/3/2013 711972013 71712013 8/3/2013 Jly 2013
5/31/2013 71112013 8/16/2013 /412013 /3112013 August 2013
6/28/2013 7/29/2013 91372013 9/1/12013 9/28/2013 September 2013
7/26/2013 8/26/2013 10/11/2013 9/29/2013 10/26/2013 October 2013
8/2/2013 9/2/2013 11/16/2013 10/27/2013 11/23/2013 November 2013
9/27/2013 10/28/2013 12/13/2013 11/24/2013 /412014 December 2013

2 - Advanced Order Management KeHE
L DISTRIBUTORS
Vendor New Item or Event Guarantee
Let this show that manufacturer {or manufacturer’s broker on behalf of [ the following
product shipment to KeHE / Tree of Life. In the event that the inventory does not ship through to retail within 4 weeks
of the event end date, vendor agrees to pick up and credit out invento:
Vendor Legal Nam
Vendor Number (ESN#): |
[ Approved by:] ]
| If Broker, Broker Name:| |
[ KeHE Account Name:| |
[ KeHE Account Manager:| |
[ Today’s Date:] |
[ Promo Date: |
[ c's| |
Item Description Quantity in Units
Comments/Additional Information for KeHE relevant to this product shipment:
Please complete form and email to respective KeHE Account Manager
S A ITO rul
SEsMAZRREIA T 241



© KeHE - SPIFF Allowance

KeHE — SPIFF Allowance

A KeHE COMPANY

Tree of Life Ci Care Center | tive Program

Please send completed form to
Wanda Borum
Incentive Coordinator
Wanda Boum®recoflife.com

Fax 800-447-8917
PROMO
VENDOR NAME: MONTH: STARTS:
BRAND NAME: ENDS:

MINIMUM ORDER QUANTITY

Promo month must be at least 6
weeks in advance

PRODUCT GUARANTEED YES NO
Deot I Dc16 I Dcie ] De2e I I ™ Items must be in stock for noted natural DC's
Bkion | Lehigh Valiey | Bioomington | batas | l

MinimumMCB amount is 15%

MCB Iree of Life
Please provide current promotion schecule to coordinate incentive
10% program with any other published deals
$ SPIFF Amount Per Case or
12 Digit UPC Number Brand Description Size| Pk | Discount Each

Additional Spiff Requirements/Details

M CB minimus are 15% to obtain 10% additon from TOI./ KeHE

SPIFES should be based on 5% of the wholesale cost or $1 per selling unit/case; whichever is the highest.

PLEASE NOTE

We require notice of any other promotion ran for all products being spiffed.

PERIOD VIA MANUFACTURER CHARGE BACK

PAYMENT WILL BE MADE FOR SPIFF TO PARTICIPATING AGENTS IMMEDIATELY FOLLOWING SPIFF

Authorized Signature for MCB

Vendor Phone #:

2421




© KeHE / 20121 Whole Foods Z22% HEZE 2|8 AAS
(KeHE / Whole Foods Category Review Schedule 2012)

WF&?D% 2012 CATEGORY REVIEW SCHEDULE

submission and

Family Category RescHpion meetings

Round 1 - September 6th, 2011

Primary Grocery Dairy Probiotic Beverages, Bars & Kefir [Probiotics

Primary Grocery Dairy  [Yogurt

Primary Grocery Baby Products Baby Food, Diapers, Wipes
Grocery Desserts & Toppings
Primary Grocery S8 Non-Dairy Beverages AUGUST
Primary Grocery Salty Snacks
Primary Grocery Dairy Dairy Non-Dairy Beverages
Data Grocery Dairy Milk
Primary Grocery Frozen |Frozen Entrees
Primary Grocery Frozen |Frozen Pizzas
[Round 2 - October 11, 2011
Grocery Canned Meat & Seafood
Primary Grocery Cereal/Granola Bars Breakfast Pastries, Granola Bars
Primary Grocery Cereals Cold
Primary Grocery Cereals Hot
Grocery Cookies Cookies, Biscotti SEPTEMBER
Grocery Entrees & Mixes Mac & Cheese, Grain/Rice/Pasta Dishes
Secondary |Grocery SS Juice
. Dairy Juices & Functional
Secondary [Grocery Dairy Beverages
[Round 3 - November 8, 2011
Secondary |Grocery Candy Chocolate, Gum, Mints, Individual Snacks
Primary Grocery Household Cleaners
Grocery Qils
Secondary |Grocery Paper & Household Products Disposable Kitchenware, Foil, Plastic Wrap
Grocery RTD Coffee OCTOBER
Grocery RTD Teas
Grocery Vinegars
Grocery Dairy Dairy Fermented
Data Grocery Dairy  |Eggs
[Round 4 - December 13, 2011
Grocery Cocktail/Drink Mixes
Grocery Ethnic Asian, Hispanic, Jewish/Kosher, Indian
Grocery Sodas & Sparkling Juices
Grocery Dairy Cheese Alternatives 'ﬁce, Nut, Soy
Grocery Dairy | Dairy Dips & Salsas NOVEMBER

Grocery Dairy | Dairy Meat Alternatives
Primary Grocery Dairy Entrees, Soups, & Grab n' Go
Grocery Frozen |Juices & Beverages

Grocery Frozen |Meat Alternatives




Round § - January 10, 2012 Winter Fancy Food - Jan 15-17 2012

Grocery Condiments Ketchup, Mustard, Mayonnaise, Soy Sauce/Tamari
Grocery Crackers & Crispbreads Breadsticks, Wafers, Toasts
Grocery General Merchandise Batteries, Light Bulbs, BBQ Supplies
Grocery Pickles, Olives, Peppers
Grocery Raw Foods
Grocery SS Dips & Salsas DECEMBER
Grocery SS Fruit
Grocery SSV
Grocery Frozen |Frozen Breakfast Pancakes, Waffles, Handheld, Meatless Atermnatives
Grocery Frozen |Frozen Desserts
Round 6 - February 7, 2012
Grocery Pasta Sauces
Grocery Pastas
Grocery Pet Food & Pet Care Pet Food, Supplies, Toys
Grocery SS Functional Beverages
Grocery \Water JANUARY
Secondary [Grocery Dairy Probiotic Beverages, Bars & Kefir
Secondary |Grocery Dairy Yogurt
Round 7 - March 8, 2012 EXPO West/Holiday Planning Mar 9-11
Grocery Baby Products IEiaby Food, Diapers, Wipes
Grocery Fruit Spreads Jelly, Jam, Preserves
Grocery Nut Butters Jarred Peanut, Almond, Cashew Butter, etc
Grocery Packaged Beans, Grains & Rice [Packaged Beans, Grains, Rice FEBRUARY
Secondary |Grocery Salty Snacks Potato/Corn Chips, Pretzels, Popcorn
Grocery Bulk Bin Bulk
Grocery Bulk Prepack Snhacks (Slatwall & Tubs)
Round 8- April 10, 2012
Secondary _|Grocery Cereal/Granola Bars [Breakfast Pastries, Granola Bars
Secondary _|Grocery Cereals Cold
Secondary |Grocery Cereals Hot
Grocery Soups Canned, Jarred, Aseptic
Secondary |Grocery S8 Juice MARCH
Secondary |Grocery SS Non-Dairy Beverages Nut, Hemp, Rice, Soy
. Dairy Juices & Functional
Secondary |Grocery Dairy Beverages
Secondary |Grocery Dairy Dairy Non-Dairy Beverages Nut, Rice, Soy
Round 9 - May 8, 2012
Grocery Baking Mixes, Ingredients &
Flours
Grocery Seasonings
Grocery Sweeteners Granulated, Liquid, & Alternatives APRIL
Grocery Dairy Dairy Desserts Cookies Dough, Pudding, Whipped Toppings
Grocery Dairy Entrees, Soups, & Grab n' Go
Secondary |Grocery Dairy Milk Products rButter, Cottage Cheese, Sour Cream, 1/2 & 1/2, Eggnog
Grocery Frozen |Bread |Mumns, Bagels, Rolls, Flat, Loaves Mostly Data; Most Reg)|
Round 10-June 12, 2012
Secondary |Grocery Candy Chocolate, Gum, Mints, Individual Snacks
Secondary |Grocery Household Cleaners
Secondary |Grocery Paper & Household Products Disposable Kitchenware, Foil, Plastic Wrap
Secondary [Grocery Frozen |Frozen Entrees MAY
Grocery Frozen |Frozen Fruits
Secondary |Grocery Frozen |Frozen Pizzas
Grocery Frozen |Frozen Vegetables
Sports Bars 1 _—Based on the Whole Body Review Schedule

Sports Bars 2 April —Based on the Whole Body Review Schedule

Tea Committee Review April

November and December have no set work
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ment Team

Ken Erickson
National Account Leadership

ment Team

First Last
Title WFM Addr State rd Cell#
Nome | Name - 1o s calll - O e B B
Ken Erickson b Natlonal 21721 Shasta Lake Road Lake Forest ca 92630 |949-680-7839
Gary _|Henderson ] Account Manager MNorth Atlantic / Northeast 439 Woodfern Road | Hillsborough | ni OBB44 | 732-742-6500
Ed Caputo Account Manager Mid-Atantic / South 860 Charter Club Drive Lawrenceville | GA 30043 |678-873-3564
Scotr Bistrong Account Manager Florida 15320 Southwest £2nd Avenue| Palmerto Bay FL 33157 |7E6-282-5138
Sim Trombing Account Manager Midwest 2213 Ashby Lane Plainfield L B0SBE | 630-222-0380
Mike Plerce Account Manager [ Rocky 2 d Road Austin ™ TB737 [512-694-5657
‘West Coast [Padfic
Sarah Losoya Account Manager Northwest, Northern 6713 Plerce Court Chino ca 91710 |405-535-6313
California, Southem Pacific})

KeHE

DISTRIBUTORS
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* American Institute of Baking

¢ Siliker Laboratories
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* Guelph Food Technology Center
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PUBLIX - Corporate Purchasing Department — Grocery & Non-Foods Phone List

DSDGROCERY

Phone Number: (863) 688-7407

Reception: 53455

Revised June 01, 2012

Joe Gregory Category Manager - 680-5358 55358
Beverages
Joseph McElroy Buyer - Carbonated Soft 616-5740 55740
Drinks
Jeffrey Orme Buyer - Water/New Age 499-8561 58561
James Reeves Category Manager - 499-8565 58565
Bread/Cookies/Salty
Snacks
Kenneth Martin Buyer - Snacks, Dips, 616-5776 55776
Nuts, Rice Cakes,
Popcorn
John (Stan) Tuten Buyer - Bread, Cookies, 616-5738 55738
Crackers, Breakfast
Bread, Sweet Goods
Hector Figueredo Category Manager - 680-5369 55369
Wine/Liquor
James King Buyer - Wine 680-5356 55356
Stephen Hicks Buyer —Liquor/Mixers 499-8491 58491
Todd Chaney Category Manager- Beer  499-8471 58471
Darrin Middleton Buyer — Beer 499-8558 58558
DRYGROCERY
James Lucas Category Manager - 284-5502 55502
Baking/Cereal/Spices
Charles Keeble Buyer — Rice, Beans, 616-5636 55636
Pasta, Pasta Sauce
Stuffing, Instant
Potatoes, Shelf Stable
Cheese
Spencer Larscheid Buyer - Cereal, Breakfast ~ 284-5507 55507
Foods, Syrup, Honey,
Pancake Mixes
Jeffrey Gresham Buyer - Baking Products,  499-5491 55491
Flour, Spices, Salt,
Chocolate Chips,
Desserts (boxed), Sugar
Chris Shaw Category Manager - 680-5359 55359
Canned Products
Darrell Lamoureux Buyer - Juice, Powdered 680-5357 55357
Drinks, Sport Drinks,
Dried Fruit, Fruit Snacks,
James Krebs Buyer - Canned Beans, 616-5655 55655
Canned Fruit, Soup,
Canned Tomatoes,
Canned Vegetables
Michael O’Heir Category Manager — 284-5504 55504
SIRSSAMMEREZAL T 267
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Chad Shoemaker

Pamela Wright

Condiments

Buyer - Ethnic (Chinese, 284-5511
British), Canned

Meat/Seafood, Oils,

Salad Dressings, Sauces,

Shortening, Vinegar

Buyer - Cocoa, Coffee, 284-5509
Ethnic (Mexican), Jelly,

Canned & Powdered

Milk, Creamer

(Powdered), Ice Cream
Toppings/Cones, Olives,

Peanut Butter, Peppers,

Pickles, Tea

GENERAL MERCHANDISE/HBC

Barbara Lucas

Cindy Temples

Scott Courtney

Jonette Bacchus

Max(Pat) Duncan

Cynthia Roberts

Richard Cox

Steven O'Hara

Roberta(Sue) Quillen

Category Manager — 680-5312
Beauty & Personal Care

Buyer - Adult 499-8494
Incontinence, Bar

Soap/Body Wash,

Specialty Bath,

Feminine Hygiene,

Fragrances, Skin Care,

Sun Care.

Buyer - A/P Deodorant, 499-8559
Men’s Toiletries, Oral,

Razors.

Buyer - Cosmetics, 680-5319
Ethnic, Hair Care, Hair

Color, Natural Personal

Care, Travel Size.

Category Manager — 499-8470
Health & Nutrition
Buyer — Analgesics, 499-5423

Antacids, Cough/Cold,

Eye Care, First Aid,
Stomach/Laxative

Buyer — Diabetic, Diet 499-5409
Products, Nutrition,

Therapeutic, Vitamins.

Category Manager - 499-5428
Housewares
Buyer - Acrylics, 284-5505

Appliances, Bakeware
(Metal/Glass/Foil),
Candles, Contact Paper,
Continuities,
Glassware, Hosiery,
Laundry & Bath,
Optical, Plastic Storage,

55511

55509

55312

58494

58559

55319

58470

55423

55409

55428

55505




Gary Hart

Alan Hawkins

Kevin Routh

NON-FOOD
CONSUMABLES

Linda Kilpatrick

Sherry Goodelle-Hall

Kevin Roberts

Brian Shepherd

Michael Brown

Earnest(Ed) Easom

Duane Karcher

Keith Volkmann

Donald(Wayne) Prince

Shoe Care,

Socks Textiles.

Buyer —Audio/Video,
Automotive, Batteries,
Flashlights, Hooks, Light
Bulbs, Mugs/Coffee
Filters, Stationery, Toys
& Games.

Buyer - Air Filters,
Apparel, As Seen on TV,
Coolers, Electrical,
Gloves, Hardware,
Mops/Brooms/Brushes,
Outdoor Supplies,
Seasonal (Jan-Sept).
Buyer — Apron’s, BBQ &
Grills, Film, Kitchen
Gadgets, Umbrellas
Seasonal (Oct-Dec).

Category Manager -
Household/Baby
Buyer — Baby Food, Air
Care/Fresheners,
Diapers/Wipes, Infant
Formula, Insecticide,
Baby Care, Baby Needs
Buyer - Bleach, Laundry
Detergents, Dish
Detergents, Fabric
Softener, Household
Cleaners/ Sponges
Category Manager -
Paper/Pet/Charcoal
Buyer - Bath Tissue,
Charcoal, Facial Tissue,
Paper

Buyer - Cat Food, Dog
Food, Pet Supplies, Pet
Treats

Category Manager -
Candy/Cards/Tobacco
Buyer - Books,
Magazines, Candy
(Gum, Marshmallows,
Mints)

Buyer - Tobacco,
Greeting Cards,
Postcards, Calendars,
Phone Cards, Gift Cards

284-5506

413-8116

499-8567

499-5429

284-5545

499-5430

680-5328

680-5363

616-5624

284-5573

284-5574

616-5616

55506

58116

58567

55429

55545

55430

55328

55363

55624

55573

55574

55616
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Mailing Address

Publix Mailing Addresses
Depa rlmegt Physical Address
Corporate Office ildi
3300 Publix Corporate Parkway PBDUIME;EE :gF
Lakatand, Flordar 338113511 Lakeland, Florida 338020407
Building #3
P.O. Box 407

3300 Publix Corporate Parkway
Lakaiend Florkia 358113511 Lakeland, Florida 338020407

P.O. Box 32008

Corporate Purchasing
Lakeland, Florida 33802-200%

1836 George Jenkins Blvd
Lakland, FL 33815-3760

Payment Processing
1836 George Jenkins Blwd P.O. Box 407
Lakland, FL 33815-3760 Lakeland, Florida 33802-0407
P.O. Box 32008
Lakeland, Flarida 33802-2008

Accounts Receivable

1436 George Jenkins Blvd
Lakland, FL 33815-3760

P.O. Box 32014

D.5.D. Payables
Lakeland, Florida 33804-2014

1935 George Jenkins Blvd
Lakland, FL 33815-3760

Expense Payables
1836 George Jenkins Blwd P.O. Box 32012
Lakland, FL 33815-3760 Lakeland, Florida 33802-2012
P.O. Box 32024

Lakeland, FL 33802-2024

Merchandise Payables

501 N Galloway Rd
Lakeland, FL 33815-7241

Manufacturing / Supply Purchasing

270 1 E2sAm4



Publix Cost/Promotion Form Instructions

Purpose The Publix Cost/Promotion Form is used to detail all cost and promotion
information applicable to an item.

Vendor procedures  Follow the steps below to complete the non-shaded areas of the Publix
Cost/Promotion Form. The information must be typed.

The Publix Cost/Promation Form must be stamped at the reception desk and
immediately forwarded to the buyer (unless otherwise instructed by the buyer).

Field Description

Action

O New O Revision

Check the appropriate box. If Revision is checked, “Form # being
replaced:™ must be completed.

Form # being replaced

Revisions to Publix Cost/Promotion Forms must be made by filling
out a new Publix Cost/Promotion Form with the updated
information and a reference to the Public Cost/Promotion Form that
is being replaced. Enter the number of the Publix Cost/Promotion
Form that is being replaced on this line. Highlight the changes
being presented.

Buyer Name/#

Enter the name and number of the buyer to whom the Publix
Cost/Promotion Form is presented.

Vendor Number

Enter the number assigned by Publix for a vendor. DS Vendors:
If you have more than one vendor number, and all information is the
same for each vendor number, list all vendor numbers on this line.
If you do not have enough room, list the remainder in the Vendor

Comments box.

Manufacturer Name

Enter the name of the manufacturer of your itemi{s).

Invoicing Vendor Name

Enter the name that will appear on the invoice or statement sent to
Publix.

Brokerage Name Enter the name of the brokerage handling the account. If none,

leave blank.
Sales Rep Name Enter the name of the person calling on Publix.
Address Enter the address of the broker or direct sales representative.
Phone # Enter the phone number of the broker or direct sales representative.
Fax # Enter the fax number for the broker or direct sales representative.
Publix Item Code Enter the Publix identifier for an item. If this is a new item, leave

blank.

confinued on Rext page
30100 Publit Cost'Promotion Form Instructions 1
TPOT20 400y
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Publix Cost/Promotion Form Instructions, Continued

Vendor procedures,
continued
Field Description Action
Descnpton Enter the detaled descnption of your item.
Case UPC Enter the number on the outside of the case that identifies the item.
Iterm UPC Enter the scannable code that identifies the item. Be sure to include
all digits.
MC Pk (Master Case Enter the total number of retail selling units in a case.
Pack)
Stz Enter the size of the item. Example: 12 oz, 5 Ibs,, ctc.
List Case Cost Enter the gross cost of a master case before any allowances or

charges have been apphed.

Case Allowances/Charges

Enter amounts to be considered in the cost of goods to lower the net
cost. See the legend at the bottom of the Publix Cost/Promation
Form for a descniption of some individual allowances.

Special Packs Enter a retail package type other than regular, if applicable.
Examples: Preprniced, Off Label. See the legend at the bottom of
the Publix Cost/Promotion Form for a description of some
individual allowances.

Net Case Cost Enter the master case cost after all allowances have been deducted.

Met Unit Cost Enter the net cost of one retail selling unit.

Requested Performance

Enter the code for the suggested performance for which funds are
being offered in box the under the allowance column.

Order Dates

Enter the dates the deals are available to buy for Warchouse or
DSD. tems. See the Supplier Policies and Guidelines for details.

Performance Dates

Enter the dates of suggested performance.

Vendor Promotion #

Enter the promotion number for this deal.

Extended Terms

Enter terms other than the standard terms for the vendor, if
applicable (1.e. the number of days from the invoice date 1n which
the invoice is to be paid, the amount of discount allowed if paid
within the specified time penod, etc.).

2 Pubiix Cost/Promaotion Form Instructions

ronfinued on nexdt page
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Publix Cost/Promotion Form Instructions

Purpose The Publix Cost/Promotion Form 1s used to detail all cost and promotion
information applicable to an item.

VYendor procedures  Follow the steps below to complete the non-shaded areas of the Publix
Cost'Promotion Form. The information must be typed.

The Publix Cost/Promotion Form must be stamped at the reception desk and
immediately forwarded to the buyer (unless otherwise instructed by the buyer).

Field Description

Action

O New O Rewvision

Check the appropriate box. If Revision is checked, “Form # being
replaced:” must be completed.

Form # being replaced

Revisions to Publix Cost/Promotion Forms must be made by Alling
out a new Publix Cost/Promotion Form with the updated
information and a reference to the Publix Cost/Promotion Form that
is being replaced. Enter the number of the Public Cost/Promotion
Form that is being replaced on this line. Highlight the changes
being presented.

Buyer Name/#

Enter the name and number of the buyer to whom the Publix
Cost/Promotion Form 1s presented.

Vendor Number

Enter the number assigned by Publix for a vendor. DS Vendors:
If you have more than one vendor number, and all information is the
same for each vendor number, list all vendor numbers on this line.
If you do not have encugh room, list the remainder in the Vendor
Comments box.

Manufacturer Name

Enter the name of the manufacturer of your itemis).

Invoicing Vendor Name

Enter the name that will appear on the invoice or statement sent to
Publix.

Brokerage Mame Enter the name of the brokerage handling the account. If none,

leave blank.
Sales Rep Mame Enter the name of the person calling on Publix.
Address Enter the address of the broker or direct sales representative.
Phone # Enter the phone number of the broker or direct sales representative.
Fax # Enter the fax number for the broker or direct sales representative,
Publix Item Code Enter the Publix identifier for an item. If this is a new item, leave

blank.

conlinged on Rext page
30100 Publit Cost'Promotion Form fnstructions 1
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Publix Cost/Promotion Form Instructions, Continued

Vendor procedures,

continued

Field Description Action
Guaranteed Sale? (Y/N) Check Yes or No to designate if this item is a guaranteed sale (i.c.
If all merchandise is not sold, can it be retumned?). Note: Any
merchandise that is damaged or unsaleable is subject to retum.
Holdback % If there is a holdback %, enter the amount in this section.

Lomp Sum Funds Enter the amount of Lump Sum Funds given. Describe what the
Lump Sum Funds are for in the Vendor Comments section.

Payment Method Check the box that indicates the method for receiving billback

monies.

¢ Immediate Deduction - billback monics are set up for
immediate deduction.

+ Check mailed to - Check this option if a check made payable to
Publix has been mailed to the Publix A/P Systems address and a
copy of the check is attached to the Publix Cost/Promotion
Form.

+ Billback Invoice - Check this option if an invoice should be
generated by the Accounts Receivable Department and mailed
to the address indicated. Enter the name and address that
Publix should use for billing purposes. The payment terms are
30 days. If payment is not received within 30 days, the amount
will be deducted.

Vendor Comments Enter additional comments. These should include a description of
Lump Sum Funds performance.

Typed Mame Type the name of the person signing the Publix Cost/Promotion
Form.

Sales Rep. Signature Sign the Publix Cost/Promotion Form. Publix Cost/Promotion
Forms must be signed or they will not be accepted by Publix. This
must be the signature of the person presenting the Publix
Caost/Promotion Form.

confinued on Rext page
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Publix Cost/Promotion Form Instructions, Continued

Buyer / Clerical Follow the steps below to complete the shaded areas of the Publix
procedures Cost/Promotion Form. The information must be typed.
Field Description Action

Date received by buyer Enter the date the Publix Cost / Promotion Form is received

Initials Enter your initials to verify receipt of the Publix Cost /
Promotion Form.

Accounts Payable # Enter the Accounts Payable Vendor Number assigned by
Merchandise Accounting to process payment. This can be found
on VRO2 in PIMS.

Repk (Repack) Enter the number of Publix shipping cases within a master case.

Case Allowances/Costs Circle the appropriate division{s), initial, and date the form when

Entered in System case allowances/costs (Le. TOA, BBA, LUA, etc.) have been
entered into the system.

Lump Sum Funds Entered Circle the appropriate division(s), initial, and date the form when

in System the lump sum funds (i.e. LPA) have been entered into the
system.

Date Publix Enter the date the copy was made and sent to Accounts

Cost/Promotion Form Receivable to notfy them of Lump Sum Funds, Payment

Copy Sent to A/R Method, ete.

Ad Dates Enter the dateis) Publix will run an ad, TPR, or in-store special.

Buyer Comments / Enter additional comments and the performance that the buyer

Performance Agreed Upon and the sales representative have agreed upon.

4 Pubiix Cost'Promotion Form [nsfructions
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Publix H| 8/ = & & A| Publix Cost / Promotion Form

O New [ Revision Publix Cost/ Promotion Form
Form # being replaced: (MustBsTyped)  Date received by buyer Buyer's Initials
Shaded Areas ﬂrefarPth'x Use Only 'ul CostiPromotion Form must be stamped at
. reception before you present to buger
Buyer Name/# Brokerage Name
Vendor Numbsr Sales Rep Name
Manufacturer Name Address Revisions must be made by filling out a new
Trvoicing Vendor Name Phone Fax # Publix Cost/ Promotion Form with the updated
E-mail i ion and a reference to the Publix
Accounts Payable # (Publix Use Only) Cost/ Promotion Form that is being replaced.
Pac List Case wance iCharges Special Packs | NetCase | Net Unit
o Case GTIN Item ETIN k |size] coct [TOA [BBA | tun Scan|PmalPRA[OLA|  Cost Cost
0.00 0.00
0.00 0.00
0.00 0.00
0.00 0.00
0.00 0.00
0.00 0.00
0.00 0.00
0.00 0.00
0.00 0.00
0.00 0.00
Requested Performance - Indicate code letter in allowance column:
T=TPR C=Chart R=Truckload  P=Stock Protection A =Newspaper Ad
S = Ttem Intro 1=In Store Special E = Every Day Low Price O = Other
Order Dates —
‘Warehouse D.5.0 endor Promation 8
Stringizolan,  [Ses on - W Extanded Termz
Ending 12:01m. st Yo Won W Grrntend 97 Ove O [
w
Lump Sum Funds L J L A Date Pablix CostiPromotion Form Copy Ad Dates Pagment Method
enter dev: Yeador Comments] Case Allowances! Cocte [ ent to Al O Inmediste Deduction
Entered in Spstem = AdDate
Date =}
[ Publix AfP Syzxems
E‘.'.:.'L.f'::,‘;‘:’_ likisty AdDate 1. 505 52009
Date Lakcknd, Florida $3802-2008
Vendor Comments Buer C: Agreed Upon Copy of check attacked
O Billback lwvoice
Billack Invoics iz to be mailed
o the Fllowming ddrace
I Billack Payment is nat received
it 15 aps from ehe nvaicing ot
the amount wil be DEDLICTED,
See Fromotion fmeline section In SUppliar Folicies and Guidelines.
for timing of Publis CostiPramational Form presentation. Typed Name

The on this form is with Publiz’s for fair and equitable
i support and a i istri the marketplace. _Sales Rep. Signature
BER- Bk il DEDUGTED [T ;
Fio-FroiahsCha e, PRA-Bllawan 4 R —
-
St AAAIZOE T
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Publix Iltem Data Form Instructions for Vendors

Purpose The Publix Item Data Form 1s requred when any new 1tem is presented or when
any item attributes are changed on an existing item. This form mmst be
accompanied by a current Publix Cost/Promotion Form.

Vendor procedures  Follow the steps below to complete the non-shaded areas of the Publix Jram
Data Form. The information nmst be typed When making changes on an
existing item fill out the data form completely and haghhight all of the fields that

Field Description Action

Accompanying Form # Enter the Publix Cast/Promotion Form mumber that commeides with
this Publix Irem Data Form.

Date Effective Enter the date this is effectrve.

O New Item Check the appropriate box. Check Item Mainfenance box only when

O Item Maintenance changes are made to an item that exists in Publix’s system.

Buyer Name/# Enter the name and npumber of the buyer to whom the Publix Jrem
Data Form is presented.

Publix Item Code Ent_eriﬂPuh]n’xitemmth. Provide only when performing

mainfenance to current items, not when adding new items. List
additional item codes on the back of this form if there iz more
than one item in a zhipper or if you are providing maintenance
information on a group of like items.

Vendor # Enter the number assigned by Publx for a supplier. List additional
vendor numbers and names on the back of this form.

Description Enter the description of the item meluding the brand name 1f it
appears on the product label

Vendor Name Enter the manufacturer’s npame.

Vendor Item Code Enter the vendor’s item code for amy item that wall not have a GTIN
or a product look up pumber.

Master Case GTIN Enter the umque GTIN assigned to the master case in the format
K- XX -XAKK

Master Case Check Dhgxt Enter the umque Check Dhgit assigned to the master case GTIN.

Master Case Pack Enter the mmmber of selling units in one master case.

continued on Rext page
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Publix ltem Data Form Instructions for Vendors,

Continued
Vendor procedures,
continued
Field Description Acton

Master Case Code Type Check the appropriate box to indicate what type of oumber will be
included m the GTIN field of the EDI transmission. Items that have
a UCC Standard GTIN will check “Ri( - Regular”

Inner Case GTIN Enter the umaque TN assigned to the mner pack case in the format
N XAOOE-XI0000

Inner Case Check Dhgt Enter the umque Check Digit assigned to the inmer case GTIN.

Inner Case Pack Enter the number of selling units in one immer pack case.

Shipper YN Check the appropriate box.

Ttem GTIN Enter the scannable code that identifies the iftem. Be sure to melude
all digits (except the check digit), using the format sooc-ooom-
AWK

Ttem GTIN Check Digit Enter the unique Check Digit assigned to the item GTIN.

Compressed UPC Enter the scannable code that identifies the item. Be sure to melude
all dipnts.

Ret Pkg Type Check the retail package type that identifies whether the item 15
regular, prepriced, off label, or bonus.

Label Amount Enter the label amount. If the item 1s prepriced or has an off label
amount, enter the amount that is on the label.

Example: 10¢ off or $1.89 pre-priced

Size Enter the actual number of ounces or square feet, eic. of the product.

Size Umnit of Measure Enter the type of measurement used to describe the item size (Le.
umits of measure).

Example: oz, b, 1, ea, etc.

Retal Pack Enter the number of units in the retail package that will be scanned
as one consumer purchase. For most items the number of unsts 15
one. A 6-pack of cola is an example of one consumer purchase
enterad as a retal pack of s units.

Repack Enter the number of Publix shipping cases within a master case.

M/C Weaght Enter the actual weight of the master case in pounds.

M/C Net Weaght Enter the actual weaght of the product without the container.
Example: Canned dog food - 12 pack of 20 oz cans = 15 [bs.

continued on RExt page
2 Publix Item Data Form Instructions for Fandors 08/01/2005
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Publix Item Data Form Instructions for Vendors,

Continued
Vendor procedures,
contmued
Field Description Action

M/C Hh Enter the number of tiers of product shipped on a pallet.

MCTh Enter the number of cases in one tier.

M/C Length Enter the length of the master case m inches. (Mo fractions, use
decimals)

MAC Wndth Enter the width of the master case in mches. (Mo fractions, nse
decimals)

M/C Heaght Enter the height of the master case m inches. (Mo fractions, use
decimals)

I'C Weight Enter the actual weight of the mner case n pounds.

I'C Net Weight Enter the actnal weight of the produet without the container.
Example: Canned dog food - 12 pack of 20 oz cans = 15 [bs.

I'C Length Enter the length of the inner case in inches. (No fractions, use
decimals)

I'C Width Enter the width of the mner case m inches. (No frachons, use
decimals)

I'C Heaght Enter the height of the inner case in inches. (No frachions, use
decimals)

Bormn on Days Enter the maxmmum number of days allowed since mamfacture date
(born on date) in order for a penishable rtem to be accepted mio
inventory. Example: A perishable item with a bomn on days of 10
will not be received more than 10 days after the manufacture date.

Product Date Indicate whether the date on the product case 15 the mamifactured
date or the expiry date.

Seasonal Begin Date Enter the date the season begins if the item is a seasonal item.

Seasonal End Date Enter the date the season ends if the rfem 15 a seasonal fem.

Brand Enter the brand name under which the product 1= sold.
Example: Punna, Tide, Hugges, Sprite, Whiskas

Size Enter the actual number of ounces or square feet, efc. of the product.

Mmority Manufacturer Check the proper minonty group if this item 15 manufactured by a
firm owned or controlled by a minonty or 3 munonty group. Check
“No™ if not. {Used for Feporting purposes only.)

continugd on RExt page
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Publix Item Data Form Instructions for Vendors,
Continued

Vendor procedures,
continued

Field Description

Action

Manufacturer Enter the name of the company that mamufactures the rfem
Example: Emmberly-Clark, Eraft, Procter & Gamble

Pkg Description Check the type of contamer in which the product is packaged.
Example: Box, Can, Bag, Bottle, Jar, or Package

Country of Ongin Enter the country in which the product 15 mamufactured.

Container Type Enter the type of material out of which the contamer 15 made.
Fxample: Glass, Cardboard, Plastic, ete.

Hazardous Matenal Y/N Enter Yes or No to indicate whether or not the product confams
materials that the povernment classifies as hazardous.

Dirug Schedule Code Enter the DEA drug schedule classification for this item.

Narcotic YN Enter Yes or No to indicate whether or not the rfem 1s a narcotic.

Orgamie YN Enter Yes or No to indicate whether or not the rfem 1s orgamie.

Vendor Comments Enter additional comments.

Vendor 15 held accountable Make sure the bar code (UPC) 15 legible and can be read by the

for Item scanability. scanners. Must scan at least 97% of the tme.

Typed Name Type the name of the person sigmng the Publix Jrem Data Form.

Sales Rep. Signature

Sizn the Publix Jtem Data Form. Publix Item Data Forms must be
signed or they will not be accepted by Publix. This must be the
signature of the person presenting the Publix Jtem Data Form.

Local Chains Presently {on the back) Enter the retailer name and the current retail of the
Stocking item presently stocked by other retailers in the area.
4 Publix ftem Data Form Instructions for Fendors 02012005
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Publix Item Data Form

[Wendor: Pleass filin ALL non-shaded areas before
submitting and highlight updated fields.
Thiz form must be typed and

Publix ltem Data Form

Date Prezented

Buger's Initials

niedby 3 Fudsfel:

AccampanyingCostForm# [ !

Effective Date

O New kem

O hemMaintenance

Product Label or Sample Must Accompany This Form for New Items & Label Change

‘ Buyer Name | Number

Publis: kem Code: | Praduct Look Up Number (PLUJ:

Model Code:

‘ Wendor Number:

&l Introductory Cost
ion, List Cost

Dezcripion:

Vendor Mame:

Receipt Description:

Vendor kem Code:

Master Case GTIN: |MESIEI Case Check Digit: ‘Masler Case Pack:

Master Case Code Type:

Inner Case GTIRN:

Inner Case Check Digit: Inner Case Pack:

0 AG-Fegular

O WI-Vendorkem O LU-LookUp

O PI-Publix Code

[Shipper: OYes [ No |ItEmETIN ‘kemEhEckD\gil'

Compressed UPE:

Changes, Deal Changes,
Item Intro Allowances,
AndIOr Special Terms Must
Be Presented On fin
Accompanying Publix Cost !
Promotion Form.

|F'Iltam OYes OHNo

ShippingCaseGTN OMCGTN O ICGTN O kemGTIN RetalPackageTyss [ Reguisr IPre-Price CI0fLadel DEonusPacleabe!Amount Clerizal Check Off List
Category/Family Group: |Rekal Sub Seotior: VaistleWegh: CON OF DA |kemTyps DR OF: OARM ORS O S [me T reee T oo
[Random Weight Oves O Mho |Baol«oum5ca\a OvYes O Mo |FoodStamphem: OvYes O Mo Scales T4l [IET] 1740
T4 i M43
uer  DVes Ol [Tobacco: OYes DMo [UnitPring Count [ePeauruamin | Tare: E T B
TagSize: [OLig  [Sm |TagCount ‘Swze. |Siae Unit of Measure. Exua Text: IT0 1184 1704
i 3 T
[Sessonsl CYes [ Mo |Retsil Pack |Fepac Size Factor Locaar: T I W]
Master Case Weight: Master Case Net Weight: Master Case Hi |Maslsr Casa T Over Des: MAWD [LEE] FLEX
Pz
Master Case Length Master Case Widh: Master Case Height: Grade Cod FiER
irner Case Weight It Case Nt Weight ShelfLite
iner Case Length: Inriet Case Width: Inet Case Height: Pla Type: ity Numbers
2101 4308|4803
Perishable: O'es O Mo |Minimum Days Required: Masimum Diays lecuirac: Pric Modifer e T T o0
Warehouse Shelf Life: BononDays:  MI& |PluductDae OManufactiuredDate  [1Exp. Date | Seasonal Begin Date: Seasonal EndDat 4103 4308 5101
104 401 5201
Brand (1 Size (2] Color ! Flavor | Scent (3)
Fom ‘ Sy Oprions! (11}
FMinority Manwfscturer (8 01 Mo O AfiicsnAmerican [ Asian [ Hsparic [ Nativs American [ Women | Optional (12)
Manutacturs: (7) Pl Description (8 Optional (13
Cauntry of Crigin (9) Containe: Type (101 Optional (1
Hezardous Materiak (] Yes O Mo IDlugScheduleCadt NIA|Narcotiz: OIYes O Mo |Organic:  OYes O No Optionsl (15k

B e | EeraiEmn

DACIDDA Group:

Summary Cade:

Vendor Comments

Buyer Comments




02 AlZH 25 biofa) 218

Publix Super Markets
Request for Appointment Form
(All appointinent requests must be at least two weeks in advance)

To: Date:

Person Requesting Meeting; Phone:

Company Principal: Fax #:

Email Address:

Requested Date(s): Time Requested Conference Room Equipment Required
Option 1: [ 15 minutes [0 Yes [1 Ovethead
Option 2: O 30 minutes O No O vCcr
Option 3: [ 45 minutes

|:| 60 minutes

Purpose of Meeting
[[INew Item Presentation
[JPresentation existing item not stocked by Publix (# of times previously presented
[[JBusiness Update
[JOther, please provide brief explanation for purpose of requested appointment:

Recommended Agenda:

Topic Minutes
1.

2.

8

4.

Vendor Attendees:

Name Company Title

1.

2

=

4.

Internal Publix Use Only:

Confirmed Appointment:

Date: Time: Location:
Assignments:

Name Item Due Date

Notes:

Note To Supplier
The requested information must be provided or the appointment will not be scheduled.
Confirmed appointments will be faxed or e-mailed back to Suppliers.
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Publix

Miami

Product:

—

St

Store Grid

Vendor:

Week No:

WIE Dx

10
12
14
21
23
24
30
3
44
46
50
51
53
54
55
56
66
69
70
72
73
80
84
88
o1
94

112

114

118

126

127

143

167

179

180

181

184

188

195

196

204

210

212

213

214

[[TTTTT]

[[TTTIT]

[T

INRNNRNNRNNRENREEEED

222
223
228
237
238
239
240
241

242

246
250
252
260
261
262
267
279
284
287
290
291
293
294
302
303
313
317
319
324
327
328
337
339
340
342
343
348
362
367
368
369
371
372
373
375

Select All |55, STORES
Deselect All

Please check stores to be demoed. Complete one formfor each product and w eek number.

376
385
388
394
396
397
401
402
406
413
421
423
428
432
434
454
478
484
500
509
510
528
529
549
550
553
567
568
571
575
577
581
583
586
588
590
591
595
600
606
619
620
621
629
637

638
639
645
651
652
653
655
657
658
669
673
674
678
679
682
693
699
703
714
715
728
739
743
747
748
749
750
[ |56
759
e
774
777
785
787
788
794
805
817
818
819
820

821
L
832

INRNRENRREREERREREEREEEEEE

[LITTTTTTTTTT]

ate:

INEEEERENENEERENENENNENENENRINENRRENENRENEEE

835

Number of Stores
In Program

Four w eeks minimum lead time is required.

1129
1136
1137
1144
1150
1151
1157
1159
1209
1221
1237
1246
1247
1264
1273
1284
1288
1297
1301
1311
1333
1345
1350
1361
1368
1378
1384

INNINEENRENRENEENENREENEEEEEE

Total Number of
Demo Days

i 2|AE (Publix Store List for Product Demos)
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8 7 Unified Grocers SS5X# AZ4 XIHZHUnified Grocers Distributor Trade Show Invitation)
l,\,

Unified Grocers is an Associated Distributor and only sell to stores that

are members,

i MARKET 55
ugf’fﬁg CENTRE.

July 16, 2008
Dear Vendor,

Market Centre and Unified Grocers invite you to participate in our 2010
Fall Extravaganza, We 1l be returning to the same location in Reno,
Nevada for this year s show and we re looking forward to another
great event, The show will be held over two days to give both Retailers
and Vendors plenty of time for placing orders, reviewing new items and

programs and have some fun along the way,

Schedule : Monday, November 1st 10.00a.m, to 5:00 p.m. Set—up
Tuesday, November 2nd 08:00a.m. to 5:00 p.m. Show
Wednesday, November 3rd 08:00a.m. to 1:00 p.m. Show

Location : Grand Sierra Resort and Casino 2500 East Second Street

Reno, Nevada 89595

(800) 501—2651, www,grandsierraresort.com

For those who have participated in past year s events, thank you
again for your support. We hope you ve found the shows as successful

as we have and we re grateful to our loyal Vendors, Brokers and




Retailers for their continued success, For those who have not
participated, the Fall Extravaganza is a “selling show  so there is a
great deal of emphasis on show specials (Show Bucks) and order
writing, A large segment of our Chain and Independent Retailers from
Northern California, Southern California, Hawaii, Oregon and
Washington will be in attendance. They will participate in buying
activities for deals available for shipment from January — June 2011,
Orders placed at the show or in the Extravaganza Deal Book will qualify
for Show Bucks. A book of these specials will be printed and distributed

to all Retailers at least one month prior to the show,

We' 1l have approximately 100 booths available and reservations will be
done on a first—come, first—served basis. As you sign up, you 1l be
solicited for show specials (Show Bucks) from which our Category
Managers will select those “hot” enough to be offered at the show.
Deals can be submitted on the EXTRAVAGANZA DEAL FORM (attached)
or through WEB PORTAL, If you are submitting deals through WEB
PORTAL, please print a copy and bring with you when you meet with
your Category Manager, Whether you re submitting on the
EXTRAVAGANZA DEAL FORM or through WEB PORTAL, please double

check your paperwork before submitting,

All deals will be scrutinized along the following parameters:

— Aggressive, strong offers (at least 15% or better)

— Show bucks MUST be offered and must be incremental

— Combined allowances of 20% or more will be featured and highlighted
for retail Buyer review in the EXTRAVAGANZA book.,

— Normal rules apply:

* NO slow—moving items ({10 cases per week) unless they are part of

SREAMAZRETAL 1 285
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the "family" of items
* New items with no proven track record are discouraged

* Vendors MUST honor all published SHOW pricing

Shipping period for EXTRAVAGANZA : First ship week — December 27th,
2010—Last ship week — June27th, 2011

This year we will only do online Vendor Reservations so go to our

website at www, unifiedgrocers,com and click on event registration at
the top of the page to register for your booths, An Extravaganza Deal
Form and Specialty Dept Category Listing are attached so please contact
your Category Manager right away to schedule appointments and

present your deals,

— The deadline for turning in deals to your Category Manager is August 20th,

— The deadline for submitting New Items to be considered for the show is August 6th,

Thank you for your continued support,

Dear Allen

Director Procurement & Marketing
Market Centre

A Unified Grocers Company

More ways to make it your market -
e 4 P i
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