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OVERVIEW OF PRESENTATION

e Who we are

e Ourstory
— What we've achieved

— Successes and support systems
— Challenges

— Next Steps
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OVERVIEW OF LOBLAW COMPANIES

* Loblaw Companies Limited is Canada's largest food and pharmacy retailer,
with more than 2,300 stores across the country

* Almost 200,000 full-time and part-time Loblaw employees
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OUR BRANDS

Core Brands Multicultural & Tertiary Partners With
Brands
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OURSTORY: PCGLUTEN FREE

Objective: To be the destination for gluten free products

2012 2014 2016 2017
|n|troduced Expanded to Added 30

Gluten Free Grocery additionals k u ' s
bakery line
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OUR PRODUCTS

Presidents Choice PC Blue Menu PC Free From PC Gluten-Free
50 14 11 50
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What are the attributes consumers are looking for in
gluten free products?

« Taste was the
number 1 attribute for
all participants and
was most referenced
in conversation.

Taste / Texture

Nutritional Value

Price

Freshness

Pack Size

* When asked to rank the gluten free attributes.
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SUCCESSES

* Customer retention
— Year over year double digit growth of our gluten free portfolio
— Offering value is key to keeping customers in the set
— Low trial but high repeat purchases

* Maintaining a quality sensory profile
— Dedicated team to ensure sensory profile meets customer expectations

* Innovation/Assortment
— Drives sales in bakery
— Bringsin a different customer by offering an alternative choice
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CHALLENGES

* Finding the right vendor
— Understands impact of ingredients on texture, taste and nutrition

* Healthfulness of different ingredients
— Rice Flour or different starches- alternatives?

* Certification
— Finding a vendor that has a dedicated line or resources
— Canimpact innovation

* Attracting ‘non gluten free’ consumer
— Products taste great but certain consumers won’t buy
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WHAT MORE NEEDS TO HAPPEN

* Ongoing education and engagement to create awareness
— Consumers (Celiac and non Celiac), health professionals
— What certified versus non certified products mean
— Healthier gluten free products
— Taste expectations

* More sharing of insight/research into new ingredients to use to maintain
sensory profile and elevate health of product

* Vendor education and certification
— Challenges of replacing gluten
— Well versed on new or novel ingredients- trends in gluten free
— Certification of more vendors
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WHAT'S NEXT

* Continue to expand our assortment and maintain sensory profile consumers
expect

* Continue to encourage vendors to research new and novel ingredients
*  Work with certifying bodies to get more vendors on boarded
* Integrate innovation into current product portfolio

* Encourage trial with marketing
— Bake shop video
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