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Today’'s Agenda

« Consumer Mindset Driving Choice
« Total Milk Trends

« Milk Segment Trends
- Fat Levels

- Value Added
. Size

« Milk vs. Alternative Beverages

« Recommendations
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The Consumer Mindset

Drivers of Consumer Choice: Food & Beverage Landscape
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. Affordability

Health & Wellness .

Sustainability

Convenience .
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Top 10 Drivers of Consumer Choice: Food & Beverages

Which of the following factors are important to you when selecting food and drinks?

Top 5 Drivers: Next 5 Drivers:

Taste 6. Natural Ingredients
Price 7. Organic
Freshness 8. Local
Healthfulness 9. Animal Welfare

Convenience 10. Environmental Sustainability

. &
Da‘!,y | 5 Source: Mintel’s 2024 Sustainability in Food & Drink report



Consumer Need: Affordability

Milk Connection: Right Sizing Products




Nearly half of U.S. adults say they are worried about
not being able to afford the things they need and want

WPWES,

May 2025: % of U.S. adults saying they are worried of not being able to afford what they...
Need Want

2.3% 2.2%

46.8% { 28.5% 30.6% } 47.8%

Not being able to afford goods/services that you Not being able to afford goods/services that you
NEED WANT
m Extremely worried Somewhat worried  ®mNeutral = Notworried atall = Not Applicable
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Larger sizes help families economize
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Smaller sizes allow trial with lower risk

Smaller sizes also add convenience for today’s busy life-styles.

Premium Chocolate Chocolate PB Salted Caramel
Strawberry Malt

L ]
@
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of consumers in the Midwest
Dairy Region agree that...

“Dairy is
affordable for me
and my family.”

Driver of Purchase
Improve

“\\DWEsr

a‘r | Source: Sept 2024 Midwest Dairy’s Proprietary Research Midwest
Dairy Region 1,001 respondents Ages 18+



Consumer Need: Health & Wellness

Milk Connection: High Protein & Low/No Added Sugar




Top 10 Drivers: Consumer Perceptions of Healthy Food

1. Fresh
2. Good source of protein

3. Lowin sugar

o I = I =

4. Good source of nutrients

5. Contains fruits or vegetables

“R\DWEST
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6.

/.

8.

9.

Low sodium
Natural
Limited/no artificial ingredients

Minimal/no processing

10. Good source of fiber

= denotes strength for milk

[ ]
@
Da‘!"y | 12 Source: 2024 international Food Information Which of the following best define a healthy food to you? Please select up to 5 choices. (n=3,000)



Across generations, what do consumers say is the most
important nutrient in a healthy food or beverage?

Gen/Z Millennials Boomers

\ I

|
Protein

4 ® Source: Hartman Group Health Study: U.S. Consumers 18+ years of age
a‘y | 13 Question: If you could create a food or beverage product that would improve your general health and wellness, which of the following would you say
would you be most important for the product to have or include?



Evolution of Protein

Just about everyone is looking for quality protein options

PROTEIN’S JOURNEY FROM SPORTS NICHE TO GOOD FOR ALL

r

Dairy protein
found mainly in
supplements for

athletes and

body-builders
&

\

J
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Science established
protein’s role in
effective weight

management

/

Discussion about
the science
generated media

~N

attention

regimes

. 7

Source: New Nutrition Business

. 3 2

/" From2012-20asteady
increase in successful brands
normalised protein claims in
the supermarket, moving
protein from sports to

indulgence

N\ J

Animal protein’s
quality advantage
opens up opportunities
for a new phase of the
market



America Is protein obsessed

[How protein took over the wellness world

BY EMILY JENSEN « MAR 17 202%

Welcore to Glossy’s Wellress Week. In daily feature stories, Glassy will break down the trends
tramsforming the way amsumers are thinking about, and sprnding om, wellness. And on
Thursday at noom ET, well host the Glossy's Wellness Leaders Forum, a virtual event diving deep

intowellness’s mew era. Join us.

When Alex Taylor and Victoria Thain Gioda launched Perelel in 2020, they starved
with a lineup of prenatal vitamins built around micronutrients like calcium and omega-
3 farty acids. The brand soon expanded to products catering to fextility support
supplements and antioxidant powders. But Taylor and Thain Gicia say there was one

0 X inw

Glossy

Wellness
Week

Tl tyed®™

e ardy CHAR bt v 100

KNOW YOUR
CUSTOMERS,
GROW YOUR
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Health & Wellness

Protein-Packed Products Have Become an
American Obsession

KELLY BEATON | SEPTEMBER 18, 2024

Image by Freepik

Nowadays, snack aisles and dairy cases are overflowing with high-protein products: Snack bars — barely 2
ounces in net weight — packed with 20g of protein ... Ready-to-drink milkshakes featuring 42g of “protein
fuer ... and earlier this month, the world’s first “super candy” even launched across North America that,
according to its advertising, boasts “up to 100 times more protein than any candy on the market.”




35% of consumer say a healthy food is low in sugar

Weight and blood sugar management is a struggle for many U.S. consumers.

« 82% of American adults are engaged in some
form of weight management’

* 42% of Americans over 20-years-old live with
obesity?

* 15% live with diabetes
* 45% have hypertension

« By 2035, 7% of individuals and 13.6%
households are projected to be using GLP-13

“R\DWEST
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Key health claims driving dairy growth

Product labels are an important element of the user experience and play a big role in shaping and
influencing consumer perceptions.

Dairy Claims $ Growth % Growth

No/less/low sugar $392M 10%

'|i_i|' ngh/§ource/more $276M 10%
protein
‘;‘&e’i‘ No/reduced lactose $253M 6%

“R\DWEST
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Milk brands are telling the protein story

Protein

The protein in milk is considered a “complete”
protein, which means it provides all the essential
amino acids at optimal levels. Protein helps
support strong muscles, and milk is the #1 source
of protein for American kids, 2-18 years old.*

All Products

*Keast DR, Fulgoni VL, Nicklas TA, O’Neil CE. Food Sources of Energy and Nutrients
among Children in the United States: National Health and Nutrition Examination
Survey 2003-2006. Nutrients. 2013; 5(1):283 - 01.
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of consumers in the Midwest Dairy

Region say that they or someone in
their household have...

“Dairy Sensitivities.”

+3 point vs. Year Ago

Gen Z reports higher rates

WPWES,

[ ]
a‘r ° | 19 Source: Sept 2024 Midwest Dairy’s Proprietary Research Midwest
Dairy Region 1,001 respondents Ages 18+

PROTEIN

PROTEIN

Milk

3 Fortified with Ultra-Fitered Skim Milk

LACTAID® products are made from 100%
real dairy and are easy to digest, so you
can enjoy your favorite foods without the
discomfort!

Lactaid Website April 2025



Consumer Need: Sustainability

Milk Connection: Animal Welfare, Environmental Sustainability & Local




Growing consumer preference towards “localizing”; an
opportunity for environment and local community

4 )
“Locally produced/sourced is an

important food and beverage
claim to me”

OE@@

From our to dairy
farms... plant... to Cub...

to you!

51%

of consumers
in US

Our milk goes from the farm, to the plant, to Cub, to you in 48 hours!

Cub Website June 2025

w\DWEsr

[ ]
Mf @ 21 Sources: Innova Trends Survey 2024 (US), Innova Database
Note: *Average of respondents to “strongly agree” and “agree”



Brands keep dairy milk in the consideration set for ethnically
conscience consumers

The growing prevalence of environmental and ethical claim signal a continued focus on make dairy product more sustainable.

GRASS-FED ORGANIC ANIMAL-FRIENDLY

+133% +8% +21%

Dairy milk launches Dairy milk launches Dairy milk launches
2019-23 with "grass-fed" 2019-23 with "organic” 2019-23 with "ethical -
claims claims animal" claims

¢ i
:E ’a‘g | 22 Source: Mintel GNPD 2024



Total Milk Category Trends

Definitions | Total US | Channels | Gallons vs Half | Buyer Behavior




Milk definitions used throughout...

Total Milk: Traditional and Value-added Milk

- Value Added Milk: Organic, Lactose Free, A2, Protein, Omega, Pre/Probiotic, extra/added
vitamin A, D and Calcium (not mutually exclusive groups)

« Traditional Milk: Total Milk less Value Added

Alternatives/Beverages: Plant-based substitutes
- Almond, Cashew, Coconut, Soy, Rice, Goat & Sheep, Horchata, Oat, All Other

Volume: Expressed in Gallons

w\DWEsr
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When consumers put milk to their cart, they spend almost twice as much!

Average Spending per Shopping Trip
Without Milk in the Cart vs. With Milk

$87.72

W . . " ]
WOH Sy Without Milk With Milk
oy | =
Source: Circana DMI Custom Milk Database, Total US Multi Outlet+ w Conv, YTD Ending 6/1/2025 Unify ‘Milk Annual Trends



Total milk volume showing incredible improvement in the last 18 months

Total Milk Volume (MM Gal)

. % Change vs. Year Ago
Dairy is THE >

largest dollar aisle

|
in the store. - - -0.1% -0.3%
Milk is the .second 0%
largest Dairy 279,
Category
delivering $18.3B
and growing
dollars by 3.8%
-6.8%
2020 2021 2022 2023 2024 YTD 5/25/25
Vol
(M &al) 3,962.0 3,691.0 3,591.1 3,518.0 3,513.4 1,415.4
WPWEs,
Da‘!’je 26 Source: Circana DMI Custom Milk Database, Total US Multi Outlet+ w Conv, YTD Ending 6/1/2025 Unify ‘Milk Annual Trends




Over the last 18 months, there have been many positive volume periods
VS. year ago, signaling a change in buyer behavior

Total Milk - Monthly Sales % Change vs. Year Ago

2.0%

0.0% -0.1%
-0.6% 0-4% -0.6%

-0.9% -0.8%
1,30, 0-9% E% 1.3%

1.1% -1 29, 0-8% 1 19

-1.4% -1.4% -1.4%

-2.0% -1.9% -1.9%
-2.7%

-5.6%
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Value added milks account for 16.7% of total Milk. Traditional flavored is
5.7% of total traditional. Value added flavored is 7.0% of total value added

Total Milk Volume (MM Gallons) — Latest 52 weeks

MILKSHAKE,
EGGNOG&  BLENDS&  TRADITIONAL TRADITIONAL VALUE ADDED VALUE ADDED
CUSTOM MILK ~ BUTTERMILK OTHER FLAVORED WHITE FLAVORED WHITE
4,000
3,510
3,500
3,000 2,734
2,500
2,000
1,500
1,000
532
o 39 ’ 165 40 .
) - I —
Vol Share 0.6% 0.0% 4.7% 78.0% L 1.1% 15.6% |

w‘DWEST
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Value added milk growth is outpacing traditional, but
traditional is improved relative to historical trends

Total Milk Volume Change vs. Year Ago — Latest 52 weeks (000 Gallons)

40,000
30,000
20,000
10,000

(10,000
(20,000

)
)
(30,000)
(40,000)

)

(50,000

% chg vs. YA

Daty | 29

EGGNOG &
CUSTOM MILK  BUTTERMILK
=
(12,144)
-0.3% -4.1%

MILKSHAKE,
BLENDS & TRADITIONAL TRADITIONAL VALUE ADDED VALUE ADDED
OTHER FLAVORED WHITE FLAVORED WHITE
33,136
268 862
[ ]
(3,321)
(41,436)
62.8% \ -2.0% -1.5% 4 ) 2.2% 6.6%
Traditional Value Added

Source: Circana DMI Custom Milk Database, Total US Multi Outlet+ w Conv, 52weeks Ending 5/18/2025



Organic has rebounded in the last 52 weeks, while lactose
free and higher protein continue significant gains

Value Added Milk Volume & % Chg vs YA — Latest 52 weeks (000 Gallons)

REMAINING
LACTOSE HEALTH
ORGANIC FREE/REDUCED A2 OMEGA PRE/PROBIOTIC PROTEIN ENHANCED
350,000
313,891
300,000 269,551
250,000
200,000
150,000
112,643
100,000
50,000 05,528 31,963
- 674 1,451
%chgvsYA  19% | 95% | 89.5% 0.7% 162.1% | 21.5% | -1.3%

WOWES, *Value Added milks are not mutually exclusive (some have multiple benefits)
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. |
In 2022, traditional white half-gallons grew amid inflation, but recent
52-week declines suggest a shift back toward value-focused choices

2.2B Gal 498M Gal

Traditional White Milk '

Gallons & Half Gallons
Latest 52 weeks

Volume Change vs.

-1.8% vearago Half gallon

Volume is
| 23% of
.  Gallons

w\DWEsr

[ ]
w @ 31 Traditional White Inc Multipacks
Source: IRI/DMI Custom Milk Database, Total US Multi Outlet+ with C, 52weeks 5/18/2025; Unify ‘GIP Milk Gallon Half Trends



There are more buyers of traditional white half gallons than full gallons. The 2022
surge in half gallons was driven by more buyers and increasing volume/buyer

Traditional White Milk — Size Comparison

= Latest 52 weeks == CY 2022
5/18/2025 J

64OZ HALF
Buyers 72,480,271 74,051,719 75,450,301 75,710,696
Buyers Change vs YA (1,207,169) (535,449) (1,252,422) 1,749,976
Buyers % Change vs YA -1.6 -0.7 -1.6 2.4
Volume Sales per Buyer 30.6 6.7 29.8 6.5
Volume Sales per Buyer % 23 14 20 0.9

Change vs YA

Da‘!’y | 32 Source: Circana DMI Custom Milk Database, Panel 26Wk 5/18/2025



. I
Boomers drive the most volume with the highest number of Buyers of

Traditional White half gallons, while Gen X is growing the fastest -

-~

1
: Seniors and Retirees (Born 1925-1945)
1
|
|
|

Traditional White Milk — Last 52 weeks

1
I
I
easures 1280 640 : 1280 640Z HALF 12807 640ZHALF ! 12807
z 40Z HALF / 4
GALLON GALLON | GALLON GALLON GALLON GALLON | GALLON 6402 HALF GALLON

I I I

Volume Sales 816,723,770 113,452,744 :639,106,520 134,742,950 :604,681,183 200,037,443 : 77,223,097 35,666,902
I I I
I I I

Buyers 24,682,668 20,761,010 : 21,467,142 21,706,759 : 20,741,172 25,280,708 : 2,813,954 3,858,608
I I I
I I I

Buyers Change vs YA (225,845)  (603,128) 1 (574,900) (34,484) 1 (487,876) (102,010) 1 (275,651) (274,755)
I I I
I I I

Buyers % Change vs YA -0.9 -2.8 : -2.6 -0.2 : -2.3 -04 : -8.9 -6.6
I I I

Volume Sales per Buyer 33.1 55 ] 298 6.2 I 202 7.9 | 274 9.2
I I I
I I I

Volume Sales per Buyer % Change vs YA 5.3 2.8 : -0.9 3.6 : 1.9 0.2 : 3.3 -1.6

“\\DWES r
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Trips to club stores for milk increased significantly more
than trips to food stores and Walmart for milk

Milk Trips have grown slower Trips Percent Change 26 weeks vs YA +15MM Milk TFIDS
than Edibles in ALL OUTLETS.
But Milk is outpacing Edibles in
Dollars/Trip

12.1
+48MM Milk Trips +5MM Milk Trips +16MM Milk Trips

6.1 6.1 56
I ]

All Outlets Food Walmart Club

m Edible Refrigerated m Total Milk 17 1

“R\DWEST

Da‘!’y | 34 Source: Circana DMI Custom Milk Database, Panel 26Wk 5/18/2025; Unify ‘Milk Trips vs Ref’



Consumers are making more trips but are spending
less on each trip, except for milk

F&B Trips per Buyer % Chg. vs. YA

4.0

_0.7-1.3

2.0

1.6 1.6 Food & Bev
1.8
Food & Bev
-6.9
13 13 13 13 13 13 13 13 13 13 13 13 13 13 13 13

Weeks Weeks Weeks Weeks Weeks Weeks Weeks Weeks
Ending Ending Ending Ending Ending Ending Ending Ending

Apr-02- Jul-02- Oct-01- Dec-31- Mar-31- Jun-30- Sep-29- Dec-29-

2023 2023 2023 2023 2024 2024 2024 2024

‘“\DWEST
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Weeks Weeks Weeks Weeks Weeks Weeks Weeks Weeks
Ending Ending Ending Ending Ending Ending Ending Ending
Apr-02- Jul-02- Oct-01- Dec-31- Mar-31- Jun-30- Sep-29- Dec-29-
2023 2023 2023 2023 2024 2024 2024 2024
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Total milk key purchase measures all healthy except for volume/trip

Total Dairy Milk

Vol Per % Households  # Buyers Trips Volume Volume
Household Buying (MM) per Buyer per Buyer per Trip
‘ 0000 o
v B A
Current 27 1 91.6 119 30.2 29.6 1.0
YA 26.9 91.7 119 29.6 29.3 1.0
Change vs YA 0.3 0.0 0.7 0.6 0.3 0.0
% Change vs YA 1.1% 0.6% 2.0% 1.2% Bt -0.8%

w\DWEsr
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Source: Circana DMI Custom Milk Database, Panel 52Wk 5/18/2025




Frequency is the main driver in keeping total milk volume stable

Total Milk Volume Drivers — Change Due To Analysis — Latest 52 weeks

+19.3M 3.5B
-20.8M -8.3M
Volume Sales Year Ago Volume: Chg dt Buyers Volume: Chg dt Freq vs YA Volume: Chg dt Vol/Unit  Volume: Chg dt Units/Trip Volume Sales
vs YA vs YA vs YA

WOWEs,

]
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. I
The average store sells 57 milk items, down 6.6 items since 2021, with decreases
In both traditional and value added, while alternatives continue to add items

Avg Weekly Items per Store Selling

54.0 4 Yr Vol CAGR
' -4.1%
15, 50.7
49.0 ___—49.
- 485
\
Value Added has lost 4 ar4
items while producing a 44.0 —TRADITIONAL
o
3.0% CAGR VALUE ADDED
39.0
Alternatives gained 3 ——ALTERNATIVES
items with a declining 34.0 34.0 _— 4 Yr Vol CAGR
. r vo
CAGR . 30.5 299 30.0 3.0%
g 20.2
24.0 . 250 EZEH—
19.0

52Wks May 52Wks May 52Wks May 52Wks May 52Wks May
2021 2022 2023 2024 2025

rotal Mk tems - [ S T A I I S N
@\DWES r . . . .
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Value Added milk delivers total basket dollars significantly higher

than alternatives Total In Basket

Doll Tri
Total Dollars per Trip — Panel — Latest 52 Weeks ofiars per irip

Value-Added —— $109.54
Flavored i |
VaIL\J/\e};ﬁ;ceided $93.30 $100.42
Alternative Bev RS $87.52 $92.75
ol - $90.42
Total Milk ﬁ $83.17 $87.72
Traditional White H $82.91 $86.61

m Milk Dollars per Trip Dollars Rest of Basket

w\DWEsr
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Milk Segment Trends

Fat | Lactose Free | Flavored | Organic | A2 | Protein | Pre/Pro Biotic | Omega | Size

w\DWEsr

Daﬂj | 41



Whole milk’'s 48% volume share and growth rate of 2.8% make it the
largest driver of total milk performance

Performance of Fat Levels vs. Total Milk — Latest 52 weeks

TOTAL
MILK
Volume Share 100 48 35 12 3)
% Vol Change vs YA | -0.3% m 2.3% -4.3% 4.6%
4 Yr Vol CAGR May ‘21-'25 -2.2% \1.1% -3.7% -5.9% -8.6%
Total Points of Dist. 8,255 3,703 1,996 1,762 792
Total Points of Dist. Chg vs YA 189 264 15 -83 -6

w\DWEsr
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Whole Milk Buyer Behavior is very healthy. More Buyers, Trips and Volume/Buyer is a
terrific combination. Lower Volume/Trip is a pattern across the store

Whole Fat Milk

Vol Per % Households  # Buyers Trips Volume Volume
Household Buying (MM) per Buyer per Buyer per Trip
‘ o000 L
v mr B M
Current 12.8 70.1 91 20.0 18.3 0.9
YA 12.2 70.1 91 19.0 17.4 0.9
Change vs YA 0.6 0.0 0.6 1.0 0.8 0.0
% Change vs YA 4.8% 0.6% 5.4% 4.8% -0.5%

w\DWEsr
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Source: Circana DMI Custom Milk Database, Panel 52Wk 5/18/2025



Households (HH) with children
clearly gravitate to Whole Fat

« Millennial over indexing follows suite with
children

« There is an opportunity to position milk
differently to race and ethnicity groups

Under Index
Over Index

Highly Over Index

w\DWEsr

Doy,

Source: Circana DMI Custom Milk Database, Panel 52Wk 5/18/2025

.
Fat Level Demograp

Vol Index

All HH Size
1 Person HH

2 Person HH

3 Person HH

4 Person HH

5+ Person HH

All HH Race

Race - White

Race - African American
Race - Asian

Race - Other / Unknown
All HH Income

Income It $15K

Income $15-24.9K
Income $25-34.9K
Income $35-49.9K
Income $50-69.9K
Income $70-99.9K
Income ge $100K

Millennials-Younger (Born 1990-1996)
Millennials-Older (Born 1981-1989)
Generation X (Born 1965-1980)
Boomers-Younger (Born 1956-1964)
Boomers-Older (Born 1946-1955)
Seniors and Retirees (Born Before 1946)
All HH Children Age Groups

Age of Children 0 to 5 only

Age of Children 6 to 11 only

Age of Children 12 to 17 only

Age of Children 0 to 5 and 6 to 11
Age of Children 0 to 5 and 12 to 17
Age of Children 6 to 11 and 12 to 17
All HH Hispanic Ethnicity

Acculturated Hispanic

Non Hispanic/Unknown

hics — Latest 52 weeks

2% ) FAT
WHOLE epicep "% LOW  pree

FAT " ppy FAT

80 103 91
113 100
151

113 119 IZ)

1 1 6
17 7 ﬁ

e 69 60|

104 106 108




Lactose free milk continues to outperform full lactose. Distribution gains are
positive and should continue to the be focus as solid buyer trends continue

Performance of Lactose Free vs. Total Milk — Latest 52 weeks

TOTAL (rota
MILK Full
Lactose
Volume Share 100.00 91.04 8.96 Lactose Free is
the second
largest driver of
0 -0.3% -1.2% 9.5%
% Vol Change vs YA 0 o b Total Milk
performance
4 Yr Vol CAGR 21-°25 -2.2% -3.0% 8.7%
Total Points of Dist. 8,255 6,495 1,759
Total Points of Dist. 189 105 a4

WOWES, Chg vs YA
@
Da‘!’j | 45 Source: Circana DMI Custom Milk Database, Total US Multi Outlet+ w Conv, 52weeks Ending 5/18/2025



2% Milk leads fat types for lactose free in volume share

Lactose Free Volume Share by Fat Level — Latest 52 weeks

s, T119%

32%

2o
]

Skim 1% Fat Whole
“a\DWEST
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Lactose Free purchase measures are very strong

Lactose Free Milk

Vol Per % Households  # Buyers Trips Volume Volume
Household Buying (MM) per Buyer per Buyer per Trip
‘ o000 L
9 mr B A
Current 2.5 24.4 32 14.3 10.3 0.7
YA 2.3 23.2 30 13.6 9.8 0.7
Change vs YA 0.2 1.2 1.7 0.6 0.4 0.0
% Change vs YA 9.6% 5.8% 4.7% 4.2% -0.5%

w\DWEsr
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There are several clear buyer
differences in demographics between
Lactose Free and Full Lactose

« Acculturated Hispanic ethnicity clearly
leans to Lactose Free

« Volume is somewhat evenly distributed
among Asian, African American and
White groups

Under Index

Over Index

Highly Over Index

w\DWEsr
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Lactose Free Demographics — Latest 52 weeks

Vol Index

All HH Size
1 Person HH

2 Person HH

3 Person HH

4 Person HH

5+ Person HH

All HH Race

Race - White

Race - African American

Race - Asian

Race - Other / Unknown

All HH Income

Income It $15K

Income $15-24.9K

Income $25-34.9K

Income $35-49.9K

Income $50-69.9K

Income $70-99.9K

Income ge $100K

All HH Generation
Millennials-Younger (Born 1990-1996)
Millennials-Older (Born 1981-1989)
Generation X (Born 1965-1980)
Boomers-Younger (Born 1956-1964)
Boomers-Older (Born 1946-1955)
Seniors and Retirees (Born Before 1946)
All HH Children Age Groups

Age of Children 6 to 11 only

Age of Children 12 to 17 only

Age of Children 6 to 11 and 12 to 17
No children under 18

All HH Hispanic Ethnicity
Acculturated Hispanic

Non Hispanic/Unknown

FULL  LACTOSE
LACTOSE FREE/REDUCED




Flavored milk volume is about 6% of total milk. All flavored milks are

underperforming plain white milk

Performance of Flavors vs. Total Milk — Latest 52 weeks

Subset of Choc

TOTAL All Choc
MILK Other Reg
Volume Share 100.00 5.40 0@ 1.96 3.44
—
% Vol Change vs YA -0.3% -0.3% -0.6% Q’I % -0.7% -0.6%
—
4 Yr Vol CAGR ‘21-25 -2.2% -2.1% -3.0% 1.0% -1.5% -3.9%
Total Points of Dist. 8,255 5,826 1,440 088 627 813
Total Points of Dists Chg vs YA 190 65 63 61 68 -9
@\\DWESr
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We are seeing a positive reversal on organic volume supported
in part by distribution gains

Performance of Organic vs. Total Milk — Latest 52 weeks

ﬂl’ otal

TOTAL N
on- Total
MILK Organic Organic
Volume Share 100.0 92.3

% Vol Change vs YA -0.3% -0.5% 2.0%

4 Yr Vol CAGR ‘21-25 -2.2% -2.3% -1.0%
Total Points of Dist. 8,255 5,943 2,311

Total Points of Dists Chg vs YA 189 53 136

w‘DWEST
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Although total volume share of enhanced milks is under 5%, most
had a positive year. Higher Protein milk leads absolute gains

Performance of Enhanced vs. Total Milk — Latest 52 weeks

TOTAL Q)mega Pre/ grotein
MILK Pro
0.73 0.91 0.02

Volume Share  100.00 3.22 0.04
% Vol Change vs YA -0.3% 89.4% 0.7% 163.4% 21.7% -1.3%
4 Yr Vol CAGR ‘21-'25 -2.2% 28.1% -5.0% 57.4% 10.7% -5.1%
Total Points of Dist. 8,255 199 363 50 840 22
Total Points of Dists Chg vs YA 189 12 65 25 182 2
WPWESs,
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Lactose free with higher protein is driving double the growth (+13.4%)

versus without, highlighting the strength of dual benefits

Lactose Free Milk Volume — Comparison WITH / WITHOUT Higher Protein CAGR
Latest 52Wks (MM Gal)
/ 313.0 8.6%
224.7 106.2 13.4%
4.
64.3 6.6%
206.8
Lactose Free
Share of Total Milk
2025 - 8.9%
2021 - 5.9%

2021 2025

wowes,  WLactose-Free w/o High Protein = Lactose-Free w/ High Protein

D j 52 Source: Circana DMI Custom Milk Database, Total US Multi Outlet+ w Conv, 52weeks Ending 5/18/2025
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Lactose Free — Protein vs W/O — Latest 52 weeks

There are stark profile differences CUSTOM MILK
. Volume Index ACTOSE .

between buyers of lactose free milk — (roTen [wo protn
with higher protein vs other lactose ' 2 Porson HH

3 Person HH
free buye rS 4 Person HH

5+ Person HH

All HH Race

Race - White

° 3 person HHS Race - African American

All HH Income
Income $35-49.9K

. . Income $50-69.9K
- Millennials Income $70-99.9K
Income ge $100K
. . All HH Generation
. HHs with older children ‘ Millennials-Older (Born 1981-1989)
Generation X (Born 1965-1980)

Boomers-Younger (Born 1956-1964)
Boomers-Older (Born 1946-1955)

« Distinct lifestyle groups from All HH Cildren Age Groups
professional to blue collar / ’ e e e

All HH Hispanic Ethnicity

C raftS man / A}::::;T;ated Hispanic

Male Graduated College

Male Post Graduate School

Male Blue Collar

Male Craftsmen/Foreman (Skilled)
Over Index Fem Graduated College

Fem Post Graduate School

Fem 35-44 years old

Fem White Collar

Fem Professional

Fem Prop/Managers/Officials

53 Source: Circana DMI Custom Milk Database, Panel 52Wk 5/18/2025 M10 - 35-44 w/Kids $70k+
M15 - 45-64 No Kids $100k+

Under Index

Highly Over Index

@\DWEST

Do,




. |
Single serve milks have been underperforming in size and volume change, likely

due to growth in other single serve functional beverages, and channel shifting

Performance of Single Serve and SS Multipacks— Latest 52 weeks

SS 1602 Single serve
& less growth in
beverages with
Volume Share 1.60 0.37 functional benefits
has been

% Vol Change vs YA @ “12.7% tremendous

Suggests an

value-added
Total Points of Dist. 1,266 672 benefit proposition
Total Points of Dists Chg vs YA 56 90

w‘DWEST
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Milk vs. Alternative Beverages
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Total dairy milk volume is 9 times greater than alternatives

Dairy Milk vs, Alternative Beverage Volume (MM Gal)
Latest 52 weeks ending 4/20/2025

90% Vol Share \
375

[ Dairy Milk: J Alternatives

Total
Dairy Milk

w\DWEsr
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Alternatives are on a continual volume slide

Alternative Beverage Volume (MM Gal)
% Change vs. Year Ago

1.9%

-2.5%
-5.3%
6.2% 6.6%
2021 2022 2023 2024 YTD 5/25/25
Vol (MM Gal) 444 433 406 385 165
WPWES,
Dﬂ‘ge 57 Source: Circana DMI Custom Milk Database, Total US Multi Outlet+ w Conv, YTD Ending 6/1/2025




Huge buyer loss compounded with fewer trips and volume/buyer
suggest a major consumer shift in attitudes

Alternatives

Vol Per % Households  # Buyers Trips Volume Volume
Household Buying (MM) per Buyer per Buyer per Trip

4

vy 0 it =

%
S

Current 3.0 47.9 62 94 6.3 0.7

YA 3.2 49.3 04 9.5 6.5 0.7

Change vs YA -0.2 -1.4 -1.5 -0.2 -0.2 0.0
% Change vs YA / -6.0% ) < -2.3% > Q% -3.3% /—@

w\DWEsr
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Almond flavor is driving total decline. Oat growth, while still positive,
has significantly declined from prior years

Alternative Volume by Flavor (MM Gallons) — Latest 52 weeks

ALTERNATIVE
BEVERAGES ALMOND COCONUT OAT SOY ALL OTHER
400 374
350
300
250 237
200
150
100 61
50 30 - 27 14
e [ —
Vol Share 8% 16% 7% 4%
Vol % Chqg vs
% Chg 6.1% 5.3% 0.1% -5.8% -3.8%

YA

‘“\DWEST
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Buyers of both Traditional and Value-Added buy significantly more
milk than other groups, even with some also buying alternatives

Volume per Buyer — Traditional, Value-Added & Alternatives

Traditional and Value Added 1.0% | /36.9°
Traditional Dairy Milk Only 35.7% I"- 31.1 "
Value Added Dairy Milk Only 3.5% 19.1
Alternatives 6.0% 0.0
Value Added and Alternatives ' 6.6 | 3.4% 17.6
Traditional and Alternatives 27.8 6.5 21.7% 27.8
Traditional, Value Added and Alternatives 23.7 12.2% ' 37_3 '

®m Traditional Value Added mAlIlt Bev

w‘DWEST
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Value added milk dollars are about 75% greater than alternatives, and

are posting close to half a billion in dollar growth vs. alternative declines

Dollar Sales Dollar Change

" sa57.4Mm )
S

$5.6B

52 Week

Dollar and

Change vs

Year Ago

$3.2B
-$145.M
Alt Beverage Value-Added Alt Beverage Value-Added
Price per Price per Gallon% 1.8° 0
Gallon $8.57 $9.83 Chg vs YA 8% 2:4%

[ ]
@
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Value-Added milk volume is about 53% greater than alternatives,
and are posting solid growth versus alternatives

Volume Sales (MM Gal) Volume Change (MM Gal)
571
34
52 Week Vol
Volume and +6.3%
374 Change vs Chg.
Year Ago
Price per Gallon
% Chg. vs YA
-6.1%
M Vol Chg
(24)
. Alt Beverage Value-Added Alt Beverage Value-Added
Price per
Gallon $8.57 $9.83 1.8% 2.4%
@\\DWEST
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Key Findings & Recommendations

Milk is proving its relevance with consumers

Milk continues to drive enormous category dollars

« Assess shelving and space opportunities on assortment/mix, space to sales and basket dollars

Whole Fat and Lactose Free have proven long term success with buyers
« Messaging will be key to fuel the fire
« Assess opportunities to position milk to best leverage positive consumer perceptions

Consumers’ view of health continues to evolve

« Increasingly food is seen as medicine for total well-being
« Milk has a strong connection to consumers’ health & wellness needs
« Nutritionally dense, high-quality protein, clean ingredients, fresh and minimal processing

Consumers are seeking the benefits of value-added milk beverages like never before
- Review and drive innovation platforms in protein, energy, digestion and stress relief
« Assess how current enhanced milk can fit those needs

w\DWEsr
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Circana Contact

John Loehr

Principal, Client Insights

John.loehr@circana.com
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Midwest Dairy Contacts

Maureen Windisch Beth Bruck-Upton Martha Kemper
Sr. Manager, Business Insights Vice President, Research and Vice President, Dairy Experience
& Data Analytics Innovation Business Development
mwindisch@midwestdairy.com bupton@midwestdairy.com mkemper@midwestdairy.com
WPWESs,
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