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Trust Crash In All Categories
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Trust In Food & Beverages Diminishing
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Consumer Trust

43%

don't trust food
manufacturers

32%
intentionally
hiding info
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Three Components Of Trust

Capability

Caring Believability
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Lack Of Shared Values Leads To Perceptions That Big = Bad
@

Only 1 in 4 consumers say
small food companies put
their own interests ahead of
the public interest

But more than half say large
food companies put their own
interests ahead of the public
interest
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Big = Bad

27% 28%

trust big trust small
brands less brands more
than before than before
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Brands With a Purpose
seventh’ IRGIERRY;
@Q,VB generation. ® g/
faster growth vs other brands

600 o] account for 60% of company growth
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To prosper over time, every company
must not only deliver financial performance,

but also show how it makes a positive
contribution to society.

LAURENGE D. FINK

Chairman & Chief Executive Officer

BLACKROCK®



Our job as CEOs now includes driving what we

think is right. It’s not exactly political activism,

but it is action on issues beyond business.

BRIAN MOYNIHAN

Chief Executive Officer

Bankof America <%
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Consumers Have Positive Impressions of Agriculture

Very Unsure

Negative
Somewhat

Negaiive Very Pasitive
8% 14%
g:s'ﬂ}f; 64% have positive
Nor impressions of US
Negative agriculture
23%
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Impressions of Food Manufacturing Are Less Positive

Somewhat
Negative

18%

-
Neither-

" Positive Nor
‘Negative
31%
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Very
Negative

Unsure

Very
Paositive £
8% /

44% have positive
impressions of US
food manufacturing

Source: Centar for Food Integrity, 2017 Constiner Trust Study
What would you sayis your overall impression of food manufacturing in the US today?

Farmers Among Most Trusted

Trusted To Ensure
Healthy Food

Trusted To Ensure
Safe Food

Mean: 10-pt scale Mean: 10-pt scale
Family 7.31 7.10
Doctor 7.23 6.80
rFarmers 6.79 6.80
Dietitians 6.62 6.40
Nutrition Groups 6.56 6.41
University Scientists 6.56 6.27
Federal Regulatory Agencies 6.23 6.24
State Regulatory Agencies 6.22 6.24
Grocery Stores 6.34 6.22
Restaurants 5.78 5.83
Food Companies/Manufacturers 5.77 5.756
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Source: Canter for Food Integrty, 2017 Consumer Trust Study
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NUTRITION

Dairy milk scores much higher than plant-based on many
nutrition-focused dimensions.

% Completely + Somewhat Agree

Base = Tolal
. 89%
Good source of calcium 44%
I . 80%
Good source of vitamins/minerals 53%
Good source of protein 49 2%
_ ; : 63%
Limited # of ingredients 40%
N e pr————
58%
Gy i 51%
No artificial ingredients 329,
- 43%
No additives 27%
m Plant Based Source. WIIAB Consumer Confidencs Fre Test December 2016, Wi Only
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Q2 How strongly do you ogroe or disagres hal deanyplant-based milk




And yet less than half believe dairy milk is more nutritious
than plant-based milk overall.

Which is more nutritious?

43% 45% 12%

Dairy is more Plant-based is Both zlalre
nutritious more nutritious equally
nutritious

Soures: WMMB Consumsr Ganfidence Fre Test Decembsr 2016, Wi Only
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Nutrition Is More Than The Nutrition Facts Panel

If Two Products Have the Same Nutrition Facts Panel...
Which is Healthier?

60% 0% 20% Nutrition Fa % 0% 60%
—E tai
Contalns GMO | s.r‘ms';;:r'mﬂ a':g'cup I Contains Non-GMO
Ingredients ‘ _—-— b Ingredients
L Amount per serving 230 o :

( I.orlgeii List of ‘ i .c_aIN'L___ TRt i shorter List of I
Ingredle 2 palty Nalon” I I dients
ngredients i T o | ngredien

Tastes 1 - f:;:::: L 9 I Tastes Less
Sweeter : . B e | Sweet
( Produced With | | . Totel CondopEeia g 3% Not Produced With
| Dtary Fer 49 |
Newer Technology | | 'f&gi_f’ o - | Newer Technology
Produced in More [imamii e . "I’d“‘?" 1o Produced in Less
Environmentally | Leen s Environmentally
inable Way L | Sustainable Way
Fresh Food Frozen Food
Product Product
60% 40% 20% 40% 60%
[B Highly Likely This Product is Healthier 1] somewhat Likely This Product is Healthier

Source: IFIC Food & Health Survey, 2018
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Dairy Intake

12% 12%

10% 10%

. Trying to get
less dairy

ﬂ Trying to get
more dairy

2016 2017 2018
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Digestive intolerance is the main reason consumers avoid
dairy

Lactose intolerance

35%

Dairy sensitivity/allergy 28%

Avoiding growth hormones 24%

Reducing saturated fat consumption 24%

Cutting back on dairy with age 23%

Animal rights/cruelty issues 20%

Avoiding antibiotics in dairy

15%

18%

Environmental reasons

Source: Cargil, The Shifing Global Daiy Markel, 2018
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FLUID MILK CONSUMPTION

White Milk

115 million
93% households

FARM,
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US Milk Per Capita Consumption (in Ibs.)
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Retail Sales of Fluid Milk

Volume Sales of Fluid Milk (in billions of gallons)

4.24
411
: 3.72
-3.1% -3.9% -1.4%

2012 2013 2014 2015 2016 2017
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Whole Milk Sales Up

Volume

Volume Growth

Share

2017 2018 thru 4 wks end 2018 thru

8/12 8/12 8/12
TOT Milk -2.4% -2.4% -3.2% 100.0%
Whole +3.0% +1.9% +1.0% 38.0% LOMOGENZED MK

37 wisxrard

2% -2.8% -2.8% -3.7% 37.0% sipan TR
1% -6.1% -5.7% -6.7% 16.7%
Fat Free -13.3% -11.5% -11.8% 8.3%

Seurce: 181 Market Advantages Retail Sales Daiz

A
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Flavored Milk Sales Up

Volume

Volume Growth

Share

2017 2018 thru 4 wks 2018 thru
8/12 end 8/12 8/12

TOT Milk -2.4% -2.4% -3,.2% 100.0%
White -2.8% -2.6% -3.3% 93.1%
Flavored +3.8% +1.0% -1.0% 6.0%

Source: IR! Markst Advantage Retail Sales Dala
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Lactose-Free Milk Sales Up

Volume Growth

2017 2018 thru  4wksend 2018 thru

8/12 8/12 8/12
TOT Milk -2.4% -2.4% -3.2% 100.0%
Full lactose -2.9% -2.8% -3.6% 96.0%
Lactose-free +11.6% +9.0% +8.6% 4.0%

HALF canson
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/4.6 million fewer gallons of
milk in 2017 vs 2016

Source: IR} Natioral Consumer Pansl, Total All Outls: 3 endmg 122017 vs YAG
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Buyer Migration
2016 ~ 2017

Light
49.1 mil HHs

Medium
33.8 milHHs

g CEAAY
27.5 mil HHs

Source: (R! National Consumer Pans!, Total All Outiats: 52 weeks ending 11/12:2017 vs YAG
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85%

bought something else

Source IR Nstional Consummer Panel, Tois! Ail Qutlats; 52 wssks ending 11122017 vs YAG =
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Just over half
of white milk’s
lost volume
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Our View of Milk Alternatives

SOY-FREE » DAIRY-FREE
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REVERAGE
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QAT @owen ™

paet FARMERS

WISCONSIN

Consumers’ View of Milk Alternatives
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Aging of America: Largest Age Group by County in 2010

Largest Age Group
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Aging of America: Largest Age Group by County in 2030
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Married With Kids No Longer The Norm

Household Composition

8% | 748,

1%

60%

44%, 48% WMarried HHs
—  40%
e 33% 34%

31% 31% Non Family HHs

26%

- _
20% 15% 24% 21% 1Q% Married w/ Kids
s 1960 1970 1980 1990 2000 2010 2015
=p=Married HHs Married w/ Kids HHs ~ =s=Non Family
Source: US Census Bureau
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Fewer Households With Children
% of US Households by Presence of Children <18
100%
90%
80%
70% 72% HH's
without
60% H
53% children
50%
i A7%
30% HH's with
28%
° children
20%
10%
i

1950 1955 1960 19!1:5 1970 1975 1980 1985 1990 1995 2000 2005 2010 2015
Seurca: US Census Eursau
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