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The Food Marketing Institute (FMI) conducts programs in public affairs, 
food safety, research, education and industry relations on behalf of its 
1,500 member companies — food retailers and wholesalers — in the 
United States and around the world. FMI’s U.S. members operate ap-
proximately 26,000 retail food stores and more than 15,000 pharmacies. 
Their combined annual sales volume of $680 billion represents three-
quarters of all retail food store sales in the United States. FMI’s retail 
membership is composed of large multi-store chains, regional firms and 
independent supermarkets. Its international membership includes 200 
companies from more than 50 countries. FMI’s associate members in-
clude the supplier partners of its retail and wholesale members. 
 The bond uniting FMI members is a commitment to maintaining and 
improving a system to distribute grocery products that is responsive to the 
changing needs and wants of customers and, at the same time, is sensitive 
to social, economic and governmental concerns. FMI also helps the indus-
try develop systems and practices to move food from the producer to the 
consumer in the most efficient possible 
manner. 
 Based in Arlington, VA, FMI was 
formed in 1977 through the merger of the 
National Association of Food Chains and 
Super Market Institute, two organizations 
that had served the industry since the 1930s. 
 FMI provides a broad range of serv-
ices in the following areas: 
 Government Relations efforts fo-
cus on advocating industry positions on a 
wide range of issues to Congress and 
regulatory agencies. Cooperation with 
government, consumer organizations and 
related industry groups to promote gro-
cery industry positions in the public inter-
est is a major element in FMI government 
relations planning. Particular emphasis is 
given to liaison and cooperation with con-
sumer organizations, the agricultural 
community and state and regional indus-
try groups. 
 Food Safety Programs focus on 
four areas to prevent foodborne illnesses: 
ensure that suppliers minimize contamina-
tion; help retailers develop science-based 
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The bond uniting FMI 
members is  a 
commitment to 
maintaining and 
improving a system to 
distribute grocery 
products that is  
responsive to the 
changing needs and 
wants of customers 
and, at the same time, 
is  sensitive to social,  
economic and 
governmental 
concerns.  

FMI Vision Statement 
FMI provides leadership to retailers and wholesalers of 
food and consumer products, as well as to their supplier 
partners, by fostering and enriching the lives of their cus-
tomers. 

FMI Mission Statement 
FMI represents food retailers and wholesalers and de-
velops and promotes policies, programs and forums sup-
porting its members, their customers and supplier 
partners, and other industry stakeholders in the areas of: 
 Government relations 
 Food and product safety and defense 
 Education 
 Industry collaboration and networking 
 Research 
 Health and wellness 
 Social, environmental and sustainability programs 
 Communications 
By pursuing these activities, FMI provides leadership and 
advocacy for the food and consumer products industry 
worldwide as the industry innovates to meet the changing 
needs of its customers. 
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controls at the store level; train employees how to safely store, handle and 
prepare foods; and teach consumers the most basic and effective measures to 
safeguard products. FMI spearheaded the creation of Fight BAC!®, an 
award-winning food safety education campaign for consumers. Working 
with the federal government, it helps notify the industry of product recalls 
and foodborne illness outbreaks. FMI developed the Rapid Recall Exchange 
powered by US GS1 to expedite the communication of standardized infor-
mation about products being recalled from suppliers to retailers and whole-
salers. 
 The association also helps members with food safety crisis management 
and communications and helps educate members how to protect the food 
supply in the event of a natural disaster to security threat. 
 Research aims are to build and maintain a comprehensive data bank to 
provide members, the industry, government and the public well documented 
information. Major emphasis is placed on consumer trends, new technology, 
improving management practices and total systems analysis. The Research 
Department publishes widely respected annual studies, including the Food 
Retailing Industry Speaks, U.S. Grocery Shopper Trends, Facts About Store 
Development and Annual Financial Review. It also issues special research 
reports on new developments. 
 The FMI Information Service holds the world’s most comprehen-
sive collection of information on food retailing, wholesaling and distribu-
tion. The service answers thousands of individual requests a year, ranging 
from a single statistic to a large compendium of material on a subject. 
 Education Programs include conferences, seminars and training 
materials designed to teach skills and to improve efficiency at all levels of 
management. Training and education programs are also designed to build 
employee morale and instill an awareness of the social and economic envi-
ronment in which the industry operates. Conferences each year cover a 
wide range of subjects, from store security systems to food safety to re-
cruiting, retaining and motivating employees. In 2009, FMI launched Fu-
ture Connect, a leadership development forum. The association also 
publishes guidebooks and develops multimedia training programs on in-
dustry issues and practices. 
 FMI’s convention features North America’s largest product exhibition 
and educational forum, held every other year in May. 
 The Communications Program provides a reliable source of 
documented, objective information about industry performance and mem-
ber views on public policy issues to the news media, government and other 
interested parties. Another key objective is to help member companies de-
velop effective programs in community relations, urban affairs and manag-
ing diversity. 
 The Consumer Affairs Program provides regular liaison with 
consumer interest groups, serves to create an understanding of the food 
distributor’s role in the food system, and identifies concerns of common 
interest among retailers and consumer representatives. A top priority is the 
development of consumer education, information and research programs 
on behalf of the members. 

The FMI Information 
Service holds the 
world’s most 
comprehensive 
collection of 
information on food 
retailing, wholesaling 
and distribution. 

FMI policies are set 
by the Board of 
Directors,  selected to 
represent the food 
distribution industry 
by sales volume and 
geographical location 
with equitable 
representation by food 
retailers and 
wholesalers of all 
sizes.  
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 FMI Policies are set by its Board of Directors, selected to represent 
the food distribution industry by sales volume and geographical location 
with equitable representation by food retailers and wholesalers of all sizes. 


