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As the food industry association, FMI works with and on behalf of the entire industry to advance a
safer, healthier and more efficient consumer food supply chain. FMI brings together a wide range of
members across the value chain — from retailers that sell to consumers, to producers that supply food
and other products, as well as the wide variety of companies providing critical services — to amplify
the collective work of the industry. For information regarding the FMI, visit www.FMI.org.

This report was made possible by a generous grant from the FMI Foundation. Established in 1996, the
FMI Foundation seeks to ensure continued quality and efficiency in the food retailing system and is
operated for charitable, educational and scientific purposes. To help support the role of food retailing,
the FMI Foundation focuses on research, education and resources in the area of health and well-being,
which includes food safety, nutrition and social responsibility considerations. For information
regarding the FMI Foundation, visit www.fmifoundation.org.
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Since 1989, The Hartman Group, Inc., based in Bellevue, Washington, has been immersed in the study
of American food and beverage culture, using ethnographic observation, quantitative tracking surveys
and deep study of trends to understand the subtle complexities of consumer and shopper behaviors.
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