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Overview

Cereal Market

90% Other Brands

(10)One Source Retrived from
http://globalbb.onesource.com.ezproxy.lib.purdue.edu/web/Reports/ReportMain.asp
x?KeyID=120807162&Process=CP&FtrID=UNIFIEDSUMMARY

10% Post Holdings Inc.

Post Holdings, Inc.
four segments: Post Consumer Brands,
Michael Foods Group, Active Nutrition and
Private Brands.

Post Consumer Brands segment includes the
Post Foods branded ready-to-eat cereal
operations and the business of MOM Brands.

Michael Foods Group: distributes egg
products, refrigerated potato products,
cheese and other dairy case products, and
pasta products.

Private Brands segment manufactures and
distributes organic and conventional private
label peanut butter and other nut butters,
baking nuts, raisins and other dried fruit, and
trail mixes.

Active Nutrition segment markets and
distributes protein beverages.(10)



Our Problem 1 <Competitors>:

Major competitors

focusing on natural and organic : A nostalgic older consumer

brands have seen some N ‘ and millennial segment.

impressive growth over the past | :

yvear while Post has been / Kellogg introduced Krave, a chocolate

declining. cereal targeted at Millennials. General
4 : Mills relaunched French Toast Crunch

Nature’s Path organic sales:$70.2m-$77.3m (52w) ) in 2015, which it had removed from

its shelves in the 1990s. (cited from

KIND LLC organic sales : $23.6m-$41m case introduction)

(These smaller manufacturers are cutting Post out
of the market.) (cited from case introduction)
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Our Problem 2 <Overall Market>:

Figure 16: MULO sales of cold cereal, by leading companies and brands, rolling 52 weeks 2014 and 2015

Company 52 weeks ending Apr. 20, Market 52 weeks ending Apr. 19, Market |Sales change 2014 Share
2014 share 2015 share 2015 change
$million % $million %o % % point
Total 9,176.8 100.0 8851.2 100.0 -3.5 -
Kellogg Co. 3,051.1 33.2 2860.2 32.3 -6.3 -0.9
General Mills 2,860.7 31.2 27824 31.4 -2.7 0.3
Inc.
Post Holdings 1,006.3 11.0 1000.3 11.3 -0.6 0.3
Inc.
Private label 790.5 8.6 747.5 8.4 -5.5 -0.2
Others 1,468.1 16.0 1460.8 16.5 -0.5 0.5
Source: Information Resources; Inc., InfoScan Reviews/Mintel @F download into spreadsheet |glij create new graph

e Compared with the total sale of cereal market in 2014, the market size of 2015
decreased, which means it is not only the problem of post holding Inc. but more
iImportantly the depression of the whole market. (Thought the market share
Increased, it still cannot offset the shrinking of the whole sales of the cereal

m arket- 1) 1. Mintel. Retrieved from http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745924/



http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745924/

» 1. Since the overall cereal market is projected to be an $11 billion

market (with cold cereal making up 87% of the category) we still
need to regain our share in the market with a new more market-
targeted competitive cereal product.

2. But as the whole cold cereal market is shrinking, we need to
gradually transfer our focus to another more potential area within
the Post Holding Inc. as a long-term plan.



Problem Analysis 1

* 29% of those who eat cold cereal want to be able to add extra ingredients (e.g. nuts, fruit, flavor
packets) to their bowl

* The top cereals that Swing Generation cereal consumers eat are customizable. (e.g. high-fiber cereal,
with 65% eating them)

* According to Mintel’s Make It Mine trend, as consumers expect to play a role in the customization
process.

* High-fiber cereal and granola have 75% and 69% of cereal consumers eating them, respectively. 19%
of them are eating more high-fiber cereal, while 17% are eating more granola. (2)

»
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Focus on more customizable products, like high-fiber cereal and gﬁ\ e
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e
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(2)Mintel Retrived from http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745932/



http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745932/

* Granola and muesli are very alike. The slight difference is that muesli is neither baked nor
sweetened.

*  While 69% of cereal eaters consume granola, only 36% eat muesli, a mixture of rolled oats, seeds,
nuts and dried fruit similar to granola. This could be because muesli is still is not as well-known and
developed in the US as it is abroad. Muesli could be an area where, with the right formulations and
marketing, manufacturers could grow the cereal category.

* Since granola is very popular in the USA, it is reasonable to deduce that muesli can also be popular in

the future. (3)

Muesli, which is similar to granola but with good marketing strategies could become a even bigger
potential in the customized cereal market.

. (3)Mintel. Retrived from (http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745929/)



http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745929/
http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745929/)

Problem Analysis 2

“What types of organic foods are used in your household?”

HH Income: Under J| HH Income: $25K-  HH Income: $50K- HH Income: $75K- HH Income:
$25K 49.9K 74.9K $99.9K $100K+

Base 986 1,360 1,141 1,030 2,710

% % % % %
Yogurt 449 49 48 45 47
Meat/poultry 33 36 41 41 45
Juices/other 35 34 25 30 26
drinks
Bread 31 30 32 2_5 24

IEHast cereal 37 34 25 21 22 I

v Chickhere to show full table «

Source: Experian Marketing Services, Summer 14 Simmons NHCS
Adult Study 12 Monthy Experian Information Solutions inc Mntel

@ download into spreadsheet il create new graph

Since people who have a lower income tend to have a higher percentage of organic food in breakfast
cereal, price plays a very important role in competing with other companies in the organic cereal area



* “Post’s acquisition of MOM Brands.
 MOM Brands is known for manufacturing lower-priced bagged equivalents of popular

national brand cereals.
* Two smaller manufacturers focused on natural and organic brands have seen some

impressive growth over the past year.
* Consumers’ increasing interest in natural products coupled with the desire to support
smaller manufacturers (see Mintel’s Minimize Me trend) could be helping drive this

growth.” (4)

mmmmmm)  Post holdings In. has price advantage

l

Focus on providing low-price organic food

4. Mintel. Retrived from http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745924/
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Problem Analysis 3

Nostalgia consumer psychographic analysis

ire 34: Attitudes toward cereal, any agree, by demographics, May 20

Base: 1,012 internet users aged 18+ who eat cold and/or hot cereal

“Which of the following statements about cold and hot cereal do you agree with?"”

Younger cereal consumers still think
about brands from their childhood,
with 68% of Millennials who eat
cereal saying the brands they loved
as a kid are still their favorite,
suggesting a possible interest in
classic cereals.(9)

%

Consumers also have interest in
products that predate them

Making use of this kind

of nostalgia, post can
focus on some
tl‘ad |t| on al Cereal I | ke The brands | loved as a kid are still my favorite
’ = Millennials (Base: 710) m Generation X (Base: 389)

g rano I a’ W h IC h was » Baby Boomers (Base: 592) = Swing Generation/World War Il (Base: 139)

established since late

19s C_entury in (8) https://en.wikipedia.org/wiki/Granola
America.(8) (9)http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745936/



http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745936/
https://en.wikipedia.org/wiki/Granola
http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745936/

Analysis for problem 2

(the on-going shrink of cold cereal market)

The total market size of

cold cereal decreased Figure 16: MULO sales of cold cereal. by Jeading companies and brands, rolling 52 weeks 2014 and 2015
3.5% from 2014 to 2015 Company 52 weeksendingApr.20, Market 52weeksendingApr.19, Market | Saleschange 2014- | Share
2014 share 2015 share 2015 change
Even though the market $million % Smilfon % % % point
share of Post holding Total 9,176.8 100.0 88512 1000 35 :
Inc. increased 0 3% its Kelogg Co. 30511 12 2860.2 43 29
. ] General Mils 2,860.7 312 27824 314 27 03
sale still decreased e
0.6% (11) Post Hokdings 1,006.3 114 10003 113 05 03
Inc.
Private label 7805 84 7415 84 55 92
Others 1468.1 16 14608 13 45 03
Post ho|dings needs to Source: information Resources, Inc. infoScan Reviews Minte ¥ download iffo spreadshest s graph

boost its sale by
developing other
products which are in

boomi ng markets (11) http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745924/

(mintel)
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« Customer prefer high-taste, convenient breakfast options such as yogurt and bars.

(http://academic.mintel.com.ezproxy.lib.purdue.edu/disxplay/745918/)
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The bars and yogurt markets are increasing according to mintel


http://academic.mintel.com.ezproxy.lib.purdue.edu/display/733398/
http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745699/
http://academic.mintel.com.ezproxy.lib.purdue.edu/display/745918/

Action & Implementation:

Launch small packaged products that customers

Focus on more customizable products— _ : _
can flexibly combine on their own.

— » Highlight the healthy characteristics to promote

Launch Muesli products Muesli products.

Use Michael Food(Post’s sub-company)’s organic

Focus on providing low-price organic food — _ :
farm to grow the materials used for production.

Partly shift to yogurt and cereal bars to offset the decline in the cereal market.—
Advertise it as more easier ways of breakfast.



Internal

External

Helpful Harmful

Increasing the sales * Need deeper and more
and revenue in the cold precise financial
cereal market analysis

Making full use of the
resources within Post

Exploring new potential « Other companies might
products within the do as we do as well.
cereal markets

£~ il B — ( ~— -

Exploring alternative
booming markets
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