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Fresh Mushrooms: A Produce Section Powerhouse

Did you know that fresh mushrooms are among the most
popular items in your store’s produce section? A May 2008
study by Rose Research found that fresh mushrooms
ranked third (46%) after fresh tomatoes (56%) and fresh
broccoli (47%) when consumers were asked to name their
three favorite fresh vegetables.

So, what does this mean for produce managers? With the
right product handling and merchandising, fresh mushrooms
can be a powerhouse seller in your produce section.

A recent retail store test in an upstate New York location,
reported by Willard Bishop in February 2008, offers insight
into the power of merchandizing your fresh mushrooms. In
this test, sliced white button mushrooms were paired with
fresh bagged salads in six stores while the same bagged
salads were merchandised without mushrooms in six control
stores. The result was an 11% lift in fresh mushroom
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sales when fresh sliced white button mushrooms were featured in a secondary produce department location.

8l In the same study, leading supermarket category managers underscored the importance of
fresh produce and fresh mushrooms to the overall success of their entire store. Indeed, when

&4 ““Produce is a point of differentiation and the lead into fresh,” said one manager. Another
¥ manager said, “We differentiate ourselves by winning on fresh.” For more information on
P8 the proper handling of fresh mushrooms, visit www.mushroominfo.com/retail.

asked to list three produce items that were “showcase categories,” category managers
listed berries (50%), tomatoes (43.3%) and mushrooms (26.7%). In other words, these
items affect consumer perceptions of the entire store.

Quality Lead Motivator in Buying Mushrooms

Recent studies indicate product quality is the leading factor that entices consumers to purchase more

mushrooms. In a 2008 Rose Research survey, 43% of respondents indicated that they would be more likely

to purchase mushrooms “if they didn’t spoil so fast.”

There is good news with these findings—with proper cold chain management of fresh mushrooms, produce
managers can extend the life of fresh mushrooms both in-store and after purchase. You may be
surprised at the sales impact from some basic employee education on the handling and merchandising of
fresh mushrooms. Demand for mushrooms improved by 18% in stores that incorporated best practice
education in care and culling, according to the 2008 Willard Bishop study.

Another interesting finding of the Rose Research study—24% of respondents indicated that they would be
enticed to buy more mushrooms if they “knew more about their health benefits.” Through the recent
partnership with Weight Watchers, the Mushroom Council is helping consumers understand the significant
health benefits of eating fresh mushrooms. For more information about these partnerships programs and
on extending the shelf life of your fresh mushrooms, visit www.mushroominfo.com/retail.

Proper cold chain management
can extend the shelf life of fres!
mushrooms.




IRI Data Confirms Fresh Mushroom Sales Growth Through First 26 Weeks
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confirms fresh mushroom retail dollar sales continued to grow in :
2008—up 3.9% for the 13 weeks ending August 24, 2008 over ToTAL PRODUCE

the same period in 2007. In fact, fresh mushroom sales have welone

increased every audit period in 2008 with the first half results s
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2008. Mushrooms were only one of a handful of produce items to | E=E2EEE 2 KeoR®™ 28] W oeere 20 % 18 ot
record positive pound increases over the last two consecutive retail sales reports ending in May and August 2008. This figure is
even more extraordinary when one considers that bagged salads, a historically profitable produce item, have experienced a
first-ever decline over the past two quarters.
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Fresh mushroom sales growth improved across all but one of the Information Resources Inc.
Fresh Mushroom Retail Dollar (IRI) regions with the Pacific Northwest showing the largest increase at 6.7% for the 26
Sales Share By Variety week period followed by the North East region that grew 5.1% versus the same period in
(26Weeks Ending 6/29/08) 2007. The Plains region that had been down -2.9% for the first 13-weeks rebounded to a
+0.7% increase in dollar sales for the first 26 weeks versus 2007.

White
White mushrooms continued to account for the majority of first-half retail dollar sales with a

71.6% share. Sliced mushrooms also represented over half of first-half dollar sales accounting
for 55.6%. Sliced brown mushrooms increased 13.6% for the first 26 weeks of 2008 while
whole brown mushrooms were up 7.2% for the same period versus the previous year.

Salads, Sautés and Sides: The Many Consumer Uses of
Mushrooms
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Data collected on consumer use of fresh mushrooms has found that consumers continue to
discover versatile ways to incorporate mushrooms into their meals.

The latest data from a 2008 study shows that 27% of respondents most often eat mushrooms
as part of a salad. This is a rise of 8% from the figures of just three years ago. This presents a
distinct opportunity for co-merchandising between mushrooms and bagged salads, which has
proven to be highly effective through in-store trials (see the earlier article, “Fresh Mushrooms:
A Produce Section Powerhouse™.)

Mushroom Dishes Eaten Most Often

Perhaps most interestingly, more consumers are
sautéing mushrooms than in previous years. A
SSnd 2005 Rose Research study showed only 4% of
oSauteed consumers most often consumed sautéed
oemetat | mushrooms. That figure rose to 16% in the 2008
OB study, coming in only second to salads. The only
mstirfiyichinese | two mushroom dishes that declined in
comelet commonality between 2005 and 2008 were pasta
and omelets.
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The Mushroom Marketplace is a publication of the Mushroom Council for professionals in the grocery industry.

For more information call 408-432-7210 or visit www.mushroominfo.com/retail




