Consumer Attitudes and
Behaviors on Sustainability for
Dairy (US)

Presenter: Tom Vierhile, Innova Market Insights — tom@jinnovami.com
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Macro forces impacting consumer needs and behavior

More focus on health and
maintaining a healthy lifestyle
The increase in cost-of-living

Potential political and global
threats

Technology transformations in
the way we shop and live

9

Looking for easy ways to access
good nutrition.

Balancing enjoyment with
necessities.

Need to feel safe and guarding of
resources. Relief from anxiety.

Sustainability
issues remain top
of mind as the
effects of climate
change become
more pronounced

Doing what you can, to manage
environmental impact.

Not getting left behind vs actively
engaging with new opportunities.

Source: Innova Global Megatrends to 2025 Report
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From traceability to farming practices: sustainability
takes many forms in dairy over the years

2019

US, Jan Th v o
e {E‘:Ilﬁ:::lﬁ! :r‘-;lrllu'n: N

our organic milk are certifled by
Independent third-party anfrmal
welfare specialise, Validis

US, Feb 2024

Q

KIRKLAND

ORGCANI@®
Low Fat

MO0

1% MILKFAT
PINEAPPLE

« Ukra Pasteurized
 Vitamins A & D

care taken every step of the way.  Animal Welare Cerfified

- Grade A
« Homogenized
BST

)
. "};.P‘lzo?sm SR
U s

Wy ced | 3 .
“Wmﬁmﬁfmmmrm TOPPING 16 wmm Borden® Cheese is brought to you by

ontinual pursult of s . > a cooperative of 100% family-owned
e s ) # Continual pursuit of sustainable farming @ US. Dec 2022 ot dalw s
e ™ US, May 20’] 9 HALF GALLON (1.891) o0 ’

(! #Extraordinary care and comfort for our cows
8 Exceptional quality milk standards
& Traceability back to our farms

Source: Innova Database
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Past to present: A
current look at
sustainability




s+%, INNOVA
¢ e MARKET

Roughly half of American consumers say they make food
and beverage choices that reflect their values

“I believe my food and beverage choices largely reflect my

values and beliefs (e.g., sustainability)”
% of respondents
0% 20% 40% 60% 80% 100%
us 13% 5%
28%
consumers in the US
state that the health of the planet _ _
concerns them the most* m Strongly agree = Agree mNeutral mDisagree mStrongly disagree

Sources: Innova Trends Survey 2023, Innova Lifestyle & Attitudes Survey 2023 (US) 7

Note: *Which of these global issues concern you most?
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Sustainability claims garner attention across younger
generations

Millennials GenZ

Gen X Boomers
46%
0 43% 31%
of consumers in US state that
they always pay attention to
sustainability claims on packaging
Source: Innova Packaging Survey 2023 (US) 8

Note: “To what extent do you agree with the following statement?- | always pay attention to sustainability claims on the packaging”
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Unveiling diverse aspects of sustainability actions on
pack

FTHLL astwer

HRERAR BT T R‘ZON;I‘ "'-‘
e y . . NIC :
e From organic pasture raised cows eo—— mms
. / WO ADDED HORMONES |
!‘!IGH mwu ORGANIC g 7:.{‘:;:-'::[&:\3;01[{5 b
MAKES ALL THE :

HORIZON

DIFFERENCE
&"‘q —8 Pasture-raised: They eat organic, non-GMO feed
- i |
> HoomaY! o -
\&) i meceme - —® For our farmers: From organic family farms T ——

oncanic [ ORa e

PASTURE-RAISED’

REDUCED FAT
MILK

Since 1991

—8 USDA certified organic

':_. Caring for the earth: organic certification o et

requires farming without prohibited pesticides.

United States, Jan 2024 Certified B corporation

Source: Innova Database 9
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It is all about values: honesty and transparency are key

of consumers in US say honesty and
48% transparency are the most important
values related to food*

) g === - . 3
In the past year, which actions have you
taken to be more socially/ethically
responsible in your food choices?

_ “At Crystal Farms, we
Norton acts | coveal Falg source from dairy farmers
] FOR

L o it

———

e R

e,

of

CRYSTAL FARMS

FARM AND across the Midwest to help
SNACK CUBES R |/ fhom and the co-ops they 14%,
GOUDA CHEESE ' are a part of, thrive.”
T TO S0uUR Of consumers in US have chosen
co! e products

that support social/
ethical causes and/or are of
traceable origins

; Ro Al
MiDwEesT pAIRY FP

US, Mar 2024

Sources: Innova Database, Trends Survey 2024 (US), Innova Lifestyles & Attitudes Survey 2023 (US), Crystal Farms 10
Note: Q: “To what extent are the following values important to you in your diet?” (Sum of extremely important and very important)



), IN NOV%
MARK
" INSIGHTS

Sustamé‘bfllty them Yol
Dairy ProductsT-




++% INNOVA
'§ '8 MARKET
338" INSIGHTS

Sustainability drivers: strong support at both ends of the
age spectrum

1 ° consumers in US say that environmental factors (sustainability, waste..)
5 should drive the development of new products

Boomers

19% 17% 17% 21%

Source: Innova Trends Survey 2023 (US) 12
Note: “Considering food and beverage, which aspects do you think should drive the development of new products the most?”
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Nature Protection: Animal welfare themes in dairy focus
on improving the living conditions of animals

“When talking about nature protection, what comes up in your mind?”*

Animal
protection

Reduce
P
carbon footprint

Almost 1 in 3 consumers in US look
for “ensuring animal welfare” claim

Sustainable :
farming — A
1=  Reduce water
w °"  pollution
Biodiversity " | 7
ﬁ £, l Recycle & upcycle
Protect ocean BORDBIA United States (imported from
IRISH FOOD BOARD Ireland), Oct 2023
Sources: Innova Trends Survey 2024 (US) 13

Note: *Repondents can select all that apply out of 12, Q: Which of the following nature-related claims in food and beverages are you looking for?
(Select all that apply out of 13)
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Consumers are willing to help solve animal cruelty issues
by devoting additional resources to the cause

P‘STU” MJ'S{'D

NATURALL #
ZEAL v ¥ B ’é{

GOLDEN

G ¥ suTTER .

UNSALTED (M
SINGLE FARM |

it T K sLowW

d T RANGE | CHVRNED \l
., \ 87/, BUTTERFAT

HAPPV CALVES AND COWS MEANS HAPPV MILk!

living, 365 days a year. Our land to cow ratio averages one dairy
cow per acre to roam, where they walk 10,000 steps a day!”

5 8 0/ “The conditions at our farm in Missouri are perfect for outdoor

of consumers in US

NON
GMO

Project

VERIFIED

Sources: Innova Trends Survey 2024 (US), Innova Database; Zeal Creamery 14
Note: Are you willing to pay extra for food/beverage products that are devoted to solving these global issues?

are willing to pay extra for food/beverage
products that are devoted to solving ‘animal
cruelty’ issues
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Clover conveys their message toward sustainability
through on-pack messaging and certifications

|

 Cm e L

GOOD THINGS
COME IN

HOW D WE MAKE IT

LACTOSE FREE? |

e f

qut".
W i Lactase mcyme s fresh —= " 079
{Deves milh K

The lactast paryme breads down —==
.MLJJ
Clover was the

15T DAIRY

U/ to be AMERICAN
“0%% HUMANE certified

------------ SINCE 2000 -+ auuvains

# Zero tolerance of animal abuse

# Safe environment for each animal

® Extonsive employas traning

# A hord health plan oversean by
a vaterinarian and nutritionist

® Annual farm audits

Certified We are proud

to be B-Corp™

L.ertified-—
B a grgmrmg

movement to

MATERIALS!
C|_D\"“ is the first dairy in the US
to switch to a plant based carton

—

- _ Uuse business
Corporation as a force

| beorporation.net for gﬂﬂﬂ

[Afﬂ]—SE‘Fﬁ'EE

(+) LOWFAT
1%8icK

VITAMIN A&D

® Zero tolerance of animal abuse

® Safe environment for each animal

Hy purchasing thi FEC“MI"-!ME'\ mm

mmwmmwumm

e Extensive employee training

Learn mare st www humaneheartland.org

:_1,-_ S

e A herd health plan overseen by
a veterinarian and nutritionist
FSC® CERTIFIED

PAPERBOARD ABOUT a5 ® Annual farm audits

US, Aug 2023

Sources: Innova Database; Clover sonoma

15



Consumers do care about how foods are farmed
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TREND ¥5

FARMING
THE FUTURE

“I care a lot more about the sourcing
of ingredients in my foods now than |

1in 2 “I prefer products that mention the
In benefits of their sourcing or farmin

did a year ago.” consumers in US method on the pack.”

“Made with real cream and
milk from local farms. Locally
sourced from Northwest

farmers who care.”

US, Feb 2024

THICK cuUT

5CHEESE ITALIAN

US, Dec 2023

Sources: Innova Trends Survey 2023 (US), Innova Database
Note: To what extent do you agree with the following statements?

16



% INNOVA

i :® MARKET

ese® INSIGHTS

Growing consumer preference towards ‘localizing’;
An opportunity for environment and local community

“Locally produced/sourced is an

made with
important food and beverage ,
. r L
claim to me” pamtty 48 We're proud to partner
with Alexandre Family
| J Farm combining cur
2 tasty produce with
NCE their A2 /A2 organic
i whaole milk 1o make 4
UPON A

sippable sweet dairy
treat — all witheaut any
added sugar®,

of consumers
in US

Y

US, Feb 2024 fresh

B couni i)
st

Farm-to-fridge

Sources: Innova Trends Survey 2024 (US), Innova Database 17
Note: *Average of respondents to “strongly agree” and “agree”
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Brands showcase farmer-owned claims on front-of-pack

MADE WITH

REAL
MILK &
CRERM

CREAMERS

Together We Stand.
United We Farm.

In 1921, we formed Minnesota Cooperative Creamernies Association
with the belief that we're better when we work together Today. we're
more than 1,000 Land O’Lakes farmer-owners strong.

United States, Oct 2023

FARMER EST. 1909

OWHNED -_f' OREGON

CREAM CHEESE

MADE WITH EXTRA CREAM’

ALL FARMERS WHO SUPPLY MILK FOR TILLAMOOK PRODUCTS PLEDGE NOT

T0 USE ARTIFICIAL GROWTH HORMONES. THE FDA HAS STATED THAT NO

We believe that caring for cows and farms, for people and
products, for our community, and the environment is not just
about smart business, it's about staying true to our values. That’s

why we're putting even more care and hard work into upholding
our values as we move forward.

United States, Jan 2024

Sources: Innova Database, Land O Lakes, Tillamook

18
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Environment-minded consumers show positive attitudes

toward innovative agriculture practices

practices

Positive perceptions on
innovative farming

2. Weather tracking

3. Precision farming

1. Regenerative farming

~

j

— Regenerative
RAO Organic
Certified’

CERTIFIED
HUMANE
) RaiseD&HANDLED |

i
4[] ORGANIC |s]
o CCOF NON-GMO
i3 & MORE v7 |

US, Sep 2023

Sources: Innova Trends Survey 2024 (US), Innova Database; Alexandre Family Farm

19

Note: “Which of the following innovative farming practices do you have the most positive perception of? Select up to five
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Regenerative agriculture redefined

2020 2021 2023 2024

Top Ten Trends Top Ten Trends Top Ten Trends

Trend #2 ¢m ! ‘

Top Ten Trends

-

TREND #1 -
¢

Storytelling:

Winning with Words | i

10
&
. . . SNz
average annual growth in dairy with a 7S S o
regenerative agriculture-related claim*
JVEL
(US, CAGR 2021-2023) gaf* _*‘D ) p LS % Hopnycnincls
C SISTERS™ E S Hcppy farmers
ﬂ ORGANIC SKYR YOGURT * Healthy soil
Regenerative agriculture =Q\:§};= e s % Clean water and air
slated to restore ecosystems V WS PLA'E z;bmm ec"sys’“?;”s
. < , 6%"" | rong communities
as pressure mounts in F&B food ql ** % Ahealthier future for all
sector, says FoodChain ID ingredients L.
27 Oct 2023 ssaﬁsED United States, Sep 2023
Sources: Innova Database, Food Ingredients First 20

Note: *Product launches with regenerative agriculture claims are growing from a small base with less than 10 launches in 2021
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Product storytelling, an evolving trend that increasingly
engages consumers

amost 1 1N 3 consumers in US check detailed product storytelling on pack

“We are not perfect, but we want to
bet on a greener planet. That's why
we have packaging that is more
plant-based and more
sustainable...”

Portugal, May 2022 MILKLAB® IS A COLLABORATION

S BETWEEN FOODIES, BARISTAS AND
FARMERS WHO ARE PASSIONATE
POSITIVELY P ABOUT COFFEE.

IMPERFECT =

2023 &

Taiwan, Nov 2023

Sources: Innova Trends Survey 2024 (US), Innova Database, MilkLab 21
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Environment-minded consumers seek to reduce waste
and use repurposed products

“l am taking more actions* to...”

1. Minimize food waste

2. Recycle/upcycle/repurpose products

3. Choosing local products & services

)

Sources: Innova Trends Survey 2023 (US), Innova Database
Note: *“If you are looking to reduce your spending/cut costs, how will it affect your actions regarding these social or environmentally-minded choices?”

22
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The power of storytelling for sustainable initiatives

Taking a stance against food waste.
Reusing whey.

“We rescue the '
excess fresh liquid
whey from yogurt 4

makers” CYCLED
CERTIFIED )

OUR WHEY

WESTROLTES!

We do things different here. NATURAL

ENERGY!

WETCACID
RVOUR GUTE

Because basic is boring. And
wasteful! We fight food wasteand

climate change by rescuing 3 HIBISCUS

ORANGE
surplus fresh whey generated i

during vogurt fermentation. ' s
The result: a deliciously
refreshing, not-too-tart, not-too-
sweet, fizzy whey beverage with
super benefits. For the planet
AND for your health. Win win,

baby! United States, Apr 2023

Brand responsibility for a sustainable future

5g PROTEIN
PORPOUCH

s
600D SOURLE OF
s CALCIUM

JOIN US AS WE STRIVE TO MAKE
EVERY FIELD IN AMERICA ORGANIC!

AT STONYFIELD ORGANIC WE'VE CARED ABOUT THE ORGANIC FIELDS
WHERE QUR COWS GRAZE AND THE FIELDS WHERE OUR FRUITS AND
VEGGIES GROW FOR OVER 35 YEARS. TODAY WE EXTEND THAT
COMMITMENT TO NEW FIELDS. THE PLAYING FIELDS. OVER 26 MILLION
KIDS PLAY SPORTS ON FIELDS® AND 65 OF FIELDS ARE SPRAYED

WITH HARMFUL PESTICIDES"™" IT'S TIME FOR A CHANGE!
POUCHES ‘ = WE ARE TAKING ON QUR BIGGEST MISSION YET—TO HELP TO MAKE ALL

m. PLAYING FIELDS ORGANIC AND FREE FROM HARMFUL PESTICIDES. WE
‘m-:amsmmg) : s T . WILL BE HELPING COMMUNITIES AND FAMILIES ACROSS AMERICA TAKE
140z%g) LIVE & ACTIVE CULTURES ,.nk‘:."':'."’.%“.." "2 THE NECESSARY STEPS T0 MANAGE FIELDS AND OUR OWN BACKYARDS

»‘f=; (ORGANICALLY AND FREE FROM THE USE OF HARMFUL PESTICIDES

US, Aug 2023 “Stony field is on a mission to
make every field organic and
free of pesticides”

Sources: Innova Database, Super Frau

23
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Corporate transparency in dairy is about assessing
sustainability from business to product

I
I
i
I

’:-O . /:'\1 579% - —

4

'. [] n n ,‘ of consumers in US
L] ——

I would like to see
straightforward
communication about
companies' efforts in
sustainability on pack.

@

8
@
3

=
g
HOTALOW CALORE 1600

38
A
<
D\ O
y o
¥ oo
(o7
‘(@

L OLO)

=
L

m\m
TR H&\.{EU RED
LOWFAT M I.K

The government should set
stricter rules for companies to
tackle the world's
environmental problems

\‘ &
3
2

+2nd counting!
L THE Goop app up

Corporation % || US, Nov 2023

Sources: Innova Trends Survey 2023 (US), Innova Database 24
Note: “To what extent do you agree with the following statements”
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Younger consumers are influencing the purchasing
decision for carbon-related claims

[ Climate Positive ] [ Less CO: emission ] [ Carbon Neutral ]
»
SEUATE Yoo
Boomers 15% Boomers 11% Boomers 16%
Source: Innova Packaging Survey 2023 (US) o5

Note: “Which sustainable claims influence your purchasing decision of food and beverage products?”
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Unlocking sustainability: Carbon emission claims as a
key sustalnablllty indicator

MEKE 18,

=R

______ i

— iy &= = et
TEppagias e i P SR RN

neutral

Carbon neutral from grass fo glass,

13 1bs \OF¢
—f ——
Carbon ‘
Offset / BER

Carbon emissions associated with a
product are the most important factor to
determine how sustainable a product is

44%

of consumers in US
agree

United States, Nov 2023

H
e

neutral

Carbon neufral from grass fo glass.

Offset

neutral

Carbon neutral from grass fo glass.
712...\ Measure
| Carbon Reduce

Offset

by SCS
global services

CERTIFIED

WY 5C3 GLORAL SERVICES

Sources: Innova Trends Survey 2024 (US), Innova Database; Eat Neutral
Note: “To what extent do you agree with the following statement?” (sum of agree/strongly agree)

26
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Business responsibilities go beyond sustainability,
requiring actions that make a positive difference to nature
protection

US, Mar 2023

" e
T
ELD

“From no-till planting to building
towards self-sustaining farms,
they're helping to
increase biodiversity and build
healthier soil.

e M o~
“What would you like most to see brand/companies doing
to help the environmental/social causes?”

CERTIFIED

REGENERATIVE
=~ AGW

Nearly

1in4g

consumers in US

“Nature Protection”

What Does ‘Regenerative’ Mean?

B Here at A Greener World, we define Regenerative Agriculture

TRAh UL as: A set of planned agricultural practices that ensure the
?ﬂ.‘?,&‘.‘i‘&%‘fﬁm [ Fmaxi holding is not depleted by agriculture practices, and over
time the soil, water, air and biodiversity are improved or
maintained to the greatest extent possible.

59 FLOZ(1.74L)

Sources: Innova Lifestyle & Attitudes Survey 2023 (US), Innova Database, a2 milk 28



++*%, INNOVA
‘f @ MARKET
%53 INSIGHTS

Educating on the need for sustainability through
connective technologies

Jus de Fruits Caraibes collaborates with Tetra Pak Packaging
and Appetite Creative for connected packaging INSIGHTS
11 Sep 2023

Nearly

consumers from all
generations in US

“‘Banga is employing smart packaging developed in
partnership with Tetra Pak and Appetite Creative.”

would like to see sustainable

information when using “Jus de Fruits Caraibes will utilize the interactive connected
connected packaging packaging experience to educate Banga consumers on
technologies environmental sustainability and allow them to scan the on-pack

QR codes to play games.”

Sources: Innova Packaging Survey 2023 (Europe: Average of France, Germany, Spain, and the UK), Packaging Insights 29
Note: What information would you like to see when using connective packaging technologies?



++*%, INNOVA
‘f @ MARKET
%53 INSIGHTS

Role of technology: The future of dairy farming is in

automation

Robotics — An emerging technology in dairy industry

Sep 2023 - Expects the system to
be milking 200 cows per hour
speeding up the whole-time
process

“The Lely Exos is the first
autonomous machine that can
harvest and feed grass to cows
on farms up to 24 hours/day.”

food . _ .
ingredients Ever.Ag unveils “revolutionary
22 Jan 2024 cheese yield” leveraging Al

“Its Cheese Yield
Optimization program
digitizes most of the
cheese production
process, analyzes the data

to provide actionable
recommendations to
make operators in real-
time and provides
suggested recipe
changes for future
production.”

Sources: DelLaval (Irish Farm Journal); Lely; Food Ingredients First

30
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Green transition: Bidding farewell to false & misleading
claims

Greenwashing crackdown: EU plans to outlaw misleading environmental Packaging
. [{\\ C) C.l 'V:‘J
claims on consumer-packaged goods -
22 Sep 2023
Misleading Trustworthy
“There is no such thing as ‘carbon neutral’ or ‘CO2 Labels Certifications

neutral’ cheese or plastic bottles. They are
greenwashing, plain and simple.”

e §

RTiFED FAIRTRADE

“It's giving the impression that companies are taking
serious action on their climate impact.”

“These claims are scientifically incorrect and should
never be used. EU has seized this legislative

opportunity to ban carbon neutral claims.”
Y 4
Earth Friendly

Source: Packaging Insights 31




Key findings and recommendations

Trust:

Taking responsibility
for environmental
improvement &
improving trust should
be greater priorities, @
going forward.

Values matter:

Consumers do not

expect perfection
but value honesty ®
and transparency.

Be real and honest

with consumers.

Find common
values:

Consumers of all
ages care about
reducing food waste
which makes
environmental &

economic sense.

Source: Innova Market Insights

recommendations
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Focus on the
“how”:

Consumers care
about how foods
are farmed and
created. Make this
information
accessible.

Youth matters:

Younger consumers
show elevated concern
about sustainability.
Make sure they are
included in the
conversation and
messaging.

Key findings &

Animal welfare
a key theme:

“Animal cruelty” is a
consumer hot
button. What
actions are you
taking to address
this issue?

32
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THANK YOU

Reach out to learn more




Midwest Dairy Contacts

‘q\\DW.ESr

04

Maureen Windisch
Sr. Manager, Business Insights
& Data Analytics

mwindisch@midwestdairy.com

34

Martha Kemper Mitch Schulte

Vice President, Dairy Experience Vice President, Agricultural Affairs

BUSIn S Dev.elopmenF mschulte@midwestdairy.com
mkemper@midwestdairy.com



