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FORAGING
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INNOVATION VISION & MISSION PILLARS

TEAM

Foster a culture 

of innovation and 

differentiation 

throughout the 

company

PARTNERS

Become the go-to 

retailer for vendor 

product and brand 

innovation

To be the most innovative health & wellness food retailer in the country

CUSTOMER

Provide our 

target customers 

with a unique 

product 

experience
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CARING FOR OUR 
CUSTOMERS
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“NEW FOR YOU” INNOVATION CENTERS – FORAGING FOR OUR CUSTOMERS

Exciting destination for customers 

to be introduced to emerging brands 

and learn about what is trending in 

health and wellness foods

White glove test and learn program 

for innovative products including first to 

market and Sprouts-exclusives

Creating opportunity for brands to 

graduate to everyday items in-line
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“NEW FOR YOU” INNOVATION CENTERS – PRODUCT PILLARS
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INNOVATION CENTER PERFORMANCE 
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INNOVATION CENTER PERFORMANCE – DRY JULY 
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CUSTOMER AND SOCIAL MEDIA BUZZ

I wanted to pass along a quick compliment, 

as the “new item section“ in the middle of 

the store is such a wonderful idea! I have 

found myself visiting that part of the store 

every time I go into Sprouts now! And I’m 

not the only one… I was talking to my 

coworker, and she said the exact same 

thing.

I worked for a food company for 11 1/2 

years and I have been in over 150 Sprouts 

stores, so I know the layout very well and 

this is such a great idea. It really draws on 

peoples curiosity to see what has recently 

been launched. So major kudos! Keep up 

the great work. 

Paul
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TEAM MEMBER ENGAGEMENT
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TEAM MEMBER COMMUNICATION

• Featured Products

• Team Member Submissions

• Fun Photos

• Contacts

• Foraging Vision

• Foraging Mission Pillars
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TEAM MEMBER COMMUNICATION

• Schematics

• Roll Out Guides

• Signage

• Allocations

• Can Stacker Ad Directives

• Sample Information

• Education

• KeHE Information

• Discontinued Information

• Contacts
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TEAM MEMBER COMMUNICATION/EDUCATION

Fantastic Finds: Sprouts Brand & Foraging Monthly Newsletter
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TEAM MEMBER COMMUNICATION/EDUCATION

Would love to hear your 

feedback and ideas!

Stop by our
“New For You” display



15

CONVENIENCE MEALS 
STRATEGY
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FOCUSED ON THE CUSTOMER

Quality

Convenience Innovation

Simplicity

Our 

Recipe 

for 

Success!
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WHAT’S HAPPENING IN CONVENIENCE MEALS?

Meal Destination Fixture New Sandwich Menu Boards

Sprouts Brand Deli Meats Frozen Meal Solutions
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SPROUTS BRAND
EXCEED OUR CUSTOMERS EXPECTATIONS EVERY DAY WITH

SPROUTS BRAND ITEMS THEY CAN’T LIVE WITHOUT.
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PERFORMANCE

$1B+ in Sales
 Key Milestone

9% Comp Sales

3,000 SKU's

250 Suppliers

400 New Items

19.2% Penetration
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SPROUTS BRAND SALE
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IN-STORE SAMPLING
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PACKAGING REDESIGN UPDATE
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HBA RE-BRAND…

COMING SOON
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SPROUTS BRAND | SPROUTS ESSENTIALS
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SPROUTS BRAND | REAL ROOT
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SPROUTS BRAND | PRODUCT INNOVATION UPDATE

COMING 

SOON...
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SPROUTS BRAND | SEASONAL EVENTS
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SPROUTS BRAND | WE ARE GOING VIRAL!
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SPROUTS BRAND | AND THE WINNER IS… 

Your suggestions coming to 

life later this year!!
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PRODUCE STRATEGY
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FRESHNESS

Freshness 
is #1 

for the 
customer!
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PRODUCE IS THE CORE OF WHO WE ARE

To sell more produce, it needs to be …

On-Shelf Consistently Fresh
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SPROUTS MUST IMPROVE FRESHNESS!

Front of Store Refrigeration Wet Rack Updates

Ripening Rooms
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HOW DO WE IMPROVE THE CUSTOMER EXPERIENCE?
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WOULD I BUY IT?
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