WPWES,. Fostering Dairy Sustainabillity In

Daly Todayods Retail Env

November 3, 2020



Todayos Presenters & Panel i st

Sarah Hanson Martha Kemper
Megan Sheets : : : : ) : Bob Lefebvre
: Executive Vice President, Vice President, Dairy ) :
Manager, Consumer Insights . : : Vice President,
. . Innovation Center for U.S. Dairy Experience - Demand : :
Midwest Dairy : ) . Agriculture Affairs
Dairy Management, Inc. Midwest Dairy

Midwest Dairy

DMy




Anti-Trust Statement

Industry Statement for Anti-Trust Compliance

There shall be no discussion or activities for the purpose of
arriving at any understanding or agreement regarding price, the
terms or conditions of sale, distribution, volume of production,
territories, or customers.

There shall be no discussion or activity for the purpose of
preventing any person or persons from gaining access to any
market or customer for goods or services, nor any agreement or
understanding to refrain from purchasing or using any material,
equipment, services, or supplies.

There shall be no discussion or activity that may be construed as
forestalling or limiting research and development.

Each meeting will be governed by a written agenda prepared in
advance and the meeting will be summarized in a document
prepared after the conclusion of the meeting.

Your consideration and full compliance with these guidelinesis
expected, both while in attendance at meetings of Midwest Dairy
including but not limited to its Board or Committees, and at all
times in your business.



Market Research Sources

DATA AND RESEARCH REPORTS:

A Mintel

A Global Data

A The Hartman Group

A Aimpoint Research

A Innovation Center for U.S. Dairy

Market research is all information used to identify and define market
opportunities. This can be in the form of survey data, sales data,
syndicated reports, etc. Insights are the interpretations and/or key
takeaways that come from analyzing and synthesizing the research.
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Bringing Dairy to Life!

1. Shopper Sustainability Definitions & Expectations
2. Dairy Community Sustainability Initiatives

3. Sustainability Activations at Retail



Shopper Sustainability
Definitions & Expectations
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Opportunity

While most consumers have positive associations of dairy and sustainability,
there is a moveable middle looking for more information.

Dairy products | buy are locally sourced and produced

Most dairy cows are treated humanely

Dairy products are environmentally friendly 31%
“—

m Strongly agree  mSomewhat agree  ®Neutral = Somewhat disagree  ® Strongly disagree

7 Source: Ai mpoint 2020 AAU, Mi dwe st consumer S
di sagree with each of the following stateme
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Sustainabi |l 1ty oespoassoke baoming andtamd wi t h
management, animal welfare and the climate has risen since 2013.

Definitions of Sustainability
Trended to 2013

Resource conservation 48%
Ability to last over time 48%
Environmentally friendly e — 44% +7p
Recycle, reuse, reduce 44%
Responsible farming S —————— 39% +11pp
Responsibility 35%
Reducing carbon footprint I 359 +8pp
Self-reliance 31%
Maintaining clean water 27%
Stewardship of land TTT———————— 250 +6pp
Green 24%
Economic viability 22%
Humane animal care e 15%+4pp
All-natural 14%
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The Hartman Group Sustainability 2019 Beyond Business as Usual, page 12



Consumers are also making a strong connection between
sustainability and wellness.

ALI ving an
or sustainable

lifestyle is
Important in
creating a feeling
of wel l ne
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Roughly 1 in 4 consumers have a perception of local food and beverage

to have areduced environmental impact of carbon footprint.
o =

What drives you to purchase locally produced foods and beverages?

Supports local economy
Fresher ingredients

Supports community or small businesses

Minimally processed, more natural ingredients

Producers or growers that you can trust _ 31%
Healthier, more nutritious ingredients _ 30%
Better tasting meals [ 299
Local farmers take good care of their cows _ 29%
Greater food safety or traceability _ 29%
Higher quality of meals _ 25%
Reduced environmental impact of carbon footprint _m
More authentic, better crafted foods _ 20%




Demographic

There iIs demographic overlap with those striving to live more
sustainability and those who consume dairy.

Commitment to Change

|l O6m willing to drastically change my |ifestyle to |ive
more sustainable way
No children in HH
Children in HH 48% -
Boomers
Gen X 13% 26%
Millennials 23% 26% 49% -
Gen Z
Total

4

Source: The Hartman Group Sustainability 2019 Beyond Business as Usual, page 14

m Strongly agree m Agree

D4y,




Responsibility

Over half of consumers take responsibility for sustainability as
iIndividuals, however the majority see large companies as carrying the
most responsibility.

Responsibility for Sustainability
Who bears the most responsibility?

Trended to 2013 7 Ranked 1st/2nd/3rd

Large companies 84% +4pp
Governments 71% +12pp
Individuals 58% +15pp
Small companies 50%

Environmental groups social

justice groups and non profits 3%

: ®
iy | 12 . .
Source: Hartman Group Report Summary 2019 Q3 Sustainability: Beyond Business as Usual
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88% of consumers would like brands to help them be more
environmentally friendly and ethical in their daily lives

[ ]
aiy; |
Source: Futerra, November 2018
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38% of consumers say retailers are responsible for environmentally
friendly food and beverage choices.

Respondents said they
would like to see retailers
play an active role in
supporting these efforts
through clear
communication.

Source: sl Food Packaging Trends i US i Jul m
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