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Mushroom Category
Best Practices (BP’s)

Produce Departments with sales above
$32,000 and Household Incomes above
$30,000 dollars
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@ Background

Regional and National composite data
1998, 1999, 2000, 2001
Over 30 Chains
Over 3,500 stores
Retailer data representing specific chains
SaveMart
Schnucks
Genuardi’s
A&P
SuperTarget
Kroger
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@ Current Views

Produce Departments with sales above $32,000 and Household
Incomes above $30,000 dollars (Demographic 1).

Produce Departments with sales below $32,000 and Household
Incomes above $30,000 dollars (Demographic 2).

Produce Departments with sales below $32,000 and Household
Incomes below $30,000 dollars (Demographic 3).
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® What are Best Practices?
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@ How Are They Developed?
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Performance:

Produce Departments with sales above
$32,000 and Household Incomes above
$30,000 dollars
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& Category Performance Targets
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& Category Performance Targets

(*

MUSHROOM
COUNCIL

3.0% ~
2.5% -
2.0% -
1.5% -
1.0% -
0.5% -

0.0% -

2.7%

Category Contribution

2.3%

0 Top Performers
O National Average
0O Bottom Performers

Dollars

Page 8



& Category Performance Targets
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Assortment Best
Practices
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@ Assortment

White mushrooms - Whites are the mushroom category staple,
representing over 89% of category volume.

Brown mushrooms - Browns follow whites in volume share at
roughly 10% of category volume.

Specialty mushrooms - Specialty mushrooms represent 2% of
category volume.

Dried mushrooms - Category representation is under 1% of
volume.
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@ The Assortment Pyramid

g‘
Dried

Specialty
Mushrooms
‘e
4 )2
_ c.

%
@
%

Q
&
&
o
Q

@ MUSHROOM T —
N&¥% COUNCIL Page 12



@ Assortment

1. Carry both packaged and bulk mushrooms.
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@ Assortment

2. Utilize white mushrooms to drive category
volume.
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@ Assortment

3. Use the Brown and Specialty categories to
drive gross profit dollars.
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@ Assortment

4. Limit exposure of bulk specialty
mushrooms to high end stores.
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@ Assortment
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5. Carry an average of 16 SKU'’s.

MUSHROOM
COUNCIL

ASSORTMENT
SUBCATEGORY PACKAGED BULK
White Whole 8oz Large
Sliced 8oz
Whole 160z
Brown Sliced Portabellas Portabellas

Whole Portabellas
Italian Brown/Crimini
Baby Portabella

Italian Brown/Crimini

Specialty Shiitake
Oyster
Enoki
Dried 3 Varieties
TOTAL SKUS: 13 3
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Pricing Best Practices
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@ Pricing
BP

1. Target multiple consumers by tier pricing
mushroom subcategories and segments.
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Pricing

Tier pricing helps match the right price to the right product, and
positions mushrooms for the appropriate consumer.

Mushroom Category Price Tiers
Target Consumer Category Segment Image

Niche Consumers

Gourmet

Educated Consumers Variety/Premium

Families Value/Convenience

Everyone Value
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@ Pricing
BP

2. Attract the every-day user, and create a
value priced image with white packaged
mushrooms.
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@ Pricing
BP

3. Price Brown and Specialty mushrooms
competitively to attract consumers who

want to upgrade from every-day white
purchases.
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@ Pricing
BP

4. Price bulk mushrooms at price-points that
offer a savings to consumers when
compared to packaged product.
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@ Pricing
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Mushroom Pricing

Packaged (each)

Target Price

Whole 8oz $ 1.69
Sliced 8oz $ 1.79
Whole 160z $ 3.09
Sliced Portabellas | $ 3.89
Whole Portabellas | $ 3.69
Italian Brown/Crimini| $ 2.29
Baby Portabella $ 2.99
Shiitake $ 2.59
Oyster $ 2.59
Enoki $ 2.59
Dried Product $ 3.29
Bulk (per pound)
Large White $ 2.79
Portabellas $ 5.99
Italian Brown/Crimini $ 3.69
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Promotion
Best Practices
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& Promotions

1. Utilize White packaged mushrooms to
drive category volume. Discounts shouid
average 33%.

frequency of promotions.
items promoted.

type and size of promotion.
display space.

level of discount.
price-point.
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& Promotions

2. Hot price (40-50% discounts) on packaged
white’s drive the highest category volume
and dollars.
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& Promotions

3. Promote brown or specialty mushrooms in
combination with white packaged product
for profit building promotions.
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& Promotions

4. Use promotions to attract new
consumers to the category.
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& Promotions

Promotional Planner

Prmn Date Promotion Items / Description Promotion Type Promotion Price In-Store Activity
Quarter One Spring
Week 4 Specialty ad Subfeature 25% off pricepoint Chinese New Year
Week 7 White/Brown Combo ad (include bulk) Subfeature 30% off pricepoint
Week 9 White/Specialty Combo Ad (include bulk) Subfeature 30% off pricepoint
Week 11 Hot White single item ad Feature 45% off pricepoint Salad Theme
Quarter Two Summer Promotion Type Promotion Price In-Store Activity
Week 13 White/Brown Combo ad (include bulk) Subfeature 30% off pricepoint
Week 15 White/Specialty Combo Ad (include bulk) Subfeature 30% off pricepoint
Week 17 Hot White single item ad Feature 45% off pricepoint Salad Theme
Week 19 Sampling/Demo Ports Subfeature 25% off pricepoint Grilling Theme
Week 21 Portabella Ad Subfeature 35% off pricepoint Memorial Day
Week 23 White/Brown Combo ad (include bulk) Subfeature 30% off pricepoint
Week 26 Hot White single item ad Feature 45% off pricepoint Salad Theme

Promotional Planner

Prmn Date Promotion Items / Description Promotion Type Promotion Price In-Store Activity

Quarter Three Fall

Week 27 White/Specialty Combo Ad (include bulk) Subfeature 30% off pricepoint | 4th of July/Shiskabob theme

Week 29 White/Brown Combo ad (include bulk) Subfeature 30% off pricepoint

Week 30 Hot White single item ad Feature 45% off pricepoint Salad Theme

Week 31 Specialty ad Subfeature 25% off pricepoint

Week 33 Sampling/Demo Ports Subfeature 25% off pricepoint Cooking Theme

Week 35 Hot White single item ad Feature 45% off pricepoint Salad Theme

Week 36 Portabella Ad Subfeature 25% off pricepoint Labor Day/Grilling Theme
Quarter Four Winter

Week 39 White/Brown Combo ad (include bulk) Subfeature 30% off pricepoint

Week 45 Sampling/Demo Ports Subfeature 25% off pricepoint Italian Theme

Week 47 Specialty ad Subfeature 30% off pricepoint Thanksgiving

Week 52 Hot White single item ad Feature 45% off pricepoint Salad Theme
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Merchandising
Best Practices
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@ Merchandising

1. Dedicate 28 square feet to mushrooms.
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@ Merchandising

2. Place Mushrooms between the salads and
cooking vegetables for the best cross-
merchandising opportunities.
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@ Merchandising
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3.

Merchandise all mushrooms in the
same location.
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@ Merchandising

4. Target a $50 per square foot space to
sales ratio for mushrooms.
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@ Merchandising

4. Target an optimum shrink percentage of
10%.
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® Merchandising

(*

SEGMENT Square Footage | Dollars per sq. feet | Volume % | Shrink %
Packaged 21 $ 56 85% 8%
Bulk 7 $ 15 15% 28%
SUBCATEGORY
White 14 $ 88 89% 8%
Brown $ 10 10% 25%
Specialty 1 $ 1 1% 29%
TOTALS: 28 $ 50 100% 10%
MUSHROOM -
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