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The Food Industry has LOTS of ISSUES!!

* Obesity .
 Glutenfree .
» Allergies .
 Organic/Biodynamice
« GMOs .
* Hormones .
 Natural .
« Local .
» Sustainability .
« antibiotics .

Animal rights
Human rights
Immigration

Fair Trade

Food Deserts
Food Waste
Vegetarian/Vegan
Food safety

Food security “A”
Food security “B”

A partial list, in no particular order

SOCIETAL CONTEXT

- Pervasive internet and social media usage (receiving and

sending)

- Multi-media coverage of food and food industry

- Rising awareness of food related issues

- Rising concern about food sources & practices

- Levels of awareness and concern higher than level of

understanding of issues

- Information and misinformation abound

- Confusion conflates issues formany consumers

- Aging Baby Boomers and rising Millennials

- Stagnation and polarization of household income
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FOOD AS DESIGNER DRUG?

Salt + Fat?

x Pleasing Mouth |Feel = A Fabd Designed to Addict

Satisfying Crunch

Winner of the Pulitzer Prize

Insidathe byperengincered.
saagery marketed. addicton-cresing batefor

Source: New York Times Magazine, Feb 24,2013 ‘ American emach thare s s s

ORGANIC CONSUMERS ASSOCIATION

CAMPAIGNING FOR HEALTH, JUSTICE JSTAINABILITY, PEACE, AND DEMOC

[ el |

/2

HOME BLOG TOPICS CAMPAIGNS MEDIA ABOUT PROJECTS DONATE

Home / Blog / Drugging Animals on Factory Farms—ENOUGH Already.

Drugging Animals on Factory Farms—ENOUGH Already.

Receive Organic Bytes, OCA's weekly email

I

LA

Pasteurized, homogenized,

SIGN UP organic, hormone-free: What's up
with your milk?
oy Sarah €. Dariels 2
ABOUT F.E.P.
Food Empowerment Project seeks to create a more just and sustainable world by recognizing the power of
FOOD JUSTICE: one’s food choices. We encourage choices that reflect a more compassionate society by spotlighting the
abuse of animals on farms, the depletion of natural resources, unfair working conditions for produce
KNOW THE ISSUES workers, the unavailability of healthy foods in communities of color and low-income areas, and the
importance of not purchasing chocolate that comes from the worst forms of child labor.




SLEUTH 4 HEALTH

ABlog For the Rational Public. The Real Truth About GMOs & Other Stuff

pro GMO

sing butermik.

Isiod by UK on daniary 5 2076

Ideas for using Buttermilk 3 : G_MO Use Will Advance Regardless Of Folks
Like Mercola

add buttermilk

SOMEWHAT REASONABLE

THE POLICY & COMMENTARY BLOG B OB 8 B
— I

)F THE HEARTLAND INSTITUTE

BUDGETS/TAXES ECONOMICS EDUCATION HEALTH CARE ENVIRONMENT/ENERGY INTERNET/TELECOM POLITICS PODCASTS

“ Featured - Government - Legal Affairs - Politics - Regulation - Science

Time to Stop Worrying About GMOs

John Engle Heartland’s 32% Anniversary
Benefit Dinner

MAJOR ENVIRONMENTALISSUES AND ORGANIZATIONS

- Sustainability ¥

- Pesticides, herbicides ° (‘3

WWF  Nem? SLERRA

L. CLUB
- Hormones, antibiotics GREENPEACE i v

Friends of
- GMOs

the Earth
- Air quality

. (| @ Know your environment

- Water quallty NRDC \>~// Protect your health.
. . . - Toe Enerws Besterense. | @WO
- Fisheries viability .. N N
3 TheNature @
- Food Waste @ Conservancy N

AMAZON WATCH
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MAJOR HUMAN RIGHTS CONCERNS & ORGANIZATIONS

- Livable wages
- Child labor
- Slave labor

- Working conditions

- Immigration reform

UNITED NATIONS

S}' HUMAN RIGHTS .
Coalition of ALLIANCE

Immokalee Workers

MAJOR ANIMAL RIGHTS ISSUES &
ORGANIZATIONS

- Gestation crates for pigs
- Battery cages for chickens

- “Factory farms”
- Antibiotics

- Hormones

THE HUMANE SOCIETY

OF THE UNITED STATES

- Testing

PEOPLE FOR THE ETHICAL
TREATMENT OF ANIMALS
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What is natural? First wave of comments are in (and

hint at the challenge facing the FDA)

By Elaine Watson+, 01-Dec-2015

“...grown without pesticides, herbicides, chemical fertilizers, growth

hormones, and above all GMOs.”

“_..natural should only refer to the ingredients, not the way the product

is processed....”

“Food made by God is natural. Food made by a chemical companyin

thelabis not natural.”

“If the human food product comes in a box or packet and any of the
ingredients have been processed, the term “natural” should never be

allowed.”

ood-navigator.com

ource:

foodminds

Words Matter —
40 Years of Dietary Guidelines
FoodMinds Analysis by the Words

Total Word Count

As waistlines have expanded,
s0 have the words in the DGAS.

1980 I 3159

1985 I 4172

1995 . 10,054
2000 . 14,359

The 2015-2020 Dietary Guidelines for Americans (DGAs) will serve as the comerstone of nutrition
policy and programming through 2020. Published every five years since 1980, this marks the 8th edition
of the DGAs. FoodMinds completed a word content analysis of 40 years looking at dietary guidance.

Top Five Words

A strong shift from individual foods and single nutrients
to an emphasis on overall healthy eating patterns.

1985
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HEART For Teenagers, Potassnum May Matter More Than Salt
Study Questions Fat and Heart Disease Link B TARAPARKERPOFE  APRIL2T, 2015247PM . Zommments
By ANAHAD O'CONNOR  MARCH 17, 2014 5:00 P 52

A diet high in potassium appears to protect teenagers from high
blood pressure in adulthood, while a low-salt diet had no effect,
according to new research.

The Full-Fat Paradox: Dairy Fat Linked To
Lower Diabetes Risk

Ema

Foods Loaded With Sugar, Salt and Fat? Bring It

By STEPHANIE STROM  APRIL 22, 2016

<X ; Calories:
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What'’s better? Organic or Non-GMO?

AND ANNIE GASPARRO

Natural-foods makers have
spent years going after the in-
dustry establishment. “Now,
they are taking on each other.

Surging sales of foods mar-
keted as made without geneti-
cally modified crops are out-
pacing sales of food labeled
organic in U.S. grocery stores.
That is frustrating some or-
ganic companies and farmers,
who invest significant sums to
meet government organic
standards and to get their
foods certified.

The organic industry

Source: Wall Street Journal, December9, 2015

antibioti¥.
“Qreanic i< non:GMQ” said




Confusion!

HALF OF THOSE POLLED
BELIEVE IT IS EASIER TO DO THEIR TAXES

THAN TO FIGURE OUT HOW TO EAT HEALTHFULLLY

International Food Information Council Federation

THE BREAKDOWN:

52%

OF THOSE POLLED

Tk et o disease or cholesterol issues, or high blood
ot pressure - ARE MORE APT TO FIND IT DIFFICULT.

Vs,
8%
OF THOSE POLLED

Thinkitis harder to figure out how to do NO COLLEGE DEGREE (56%) vs. 40% of COLLEGE GRADS

your own taxes.

Those most in need of learning how to eat
healthfully, those with high BMI, heart

GROUPS MORE LIKELY TO SAY FIGURING OUT WHAT TO EAT IS HARDER:

MEN (55%) vs. 48% of WOMEN

BMIin the OBESE (60%) or OVERWEIGHT (54%) range vs. 42% low BMI
HEART DISEASE (59%) or HIGH CHOLESTEROL (54%)
and HIGH BLOOD PRESSURE (57%) vs. 48% NO HEALTH CONDITIONS

Consumer Value Drivers

Ead itional I

49%

Comparatively straightforward;

Existing skill sets and
operating models

Source: Deloitte Food Value Equation Survey 2015, Deloitte Analysis

Elving I

Health &
VELTESS

Safety 51%

Social
Impact

Experience

Complex, changing, amorphous;
Outside existing skill sets and
operating models
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Figure 13: The average consumer looks for many pieces of information related to Health & Wellness
Percentage of surveyed consumers seeking each claim when looking at package front

Whole grain

Low sodium

Low sugar

High fiber

No artificial ingredients
No trans fats

No preservatives

Low calorie

No/low fat

No Hfcs (high-fructose corn syrup)
Natural

Non-GMO

Low/Lowers cholesterol
Reduces risk of heart disease/heart healthy
Certified organic

Low carb
Antioxidant-rich
Vitamin-enriched

None

Calcium-fortified
Gluten-free

Source: FMI U.S. Grocery Shopper Trends, 2015

29%

28%

26%

26%

2%

2%

20%

20%

19%

19%

16%

14%

41%

4%

38%

37%

35%

Expanded View of Food Safety — Longer-Term
and Blurring with Health and Wellness

Figure 17: Many new attributes are now part of consumers’ definition of Safety
Based on survey question: When you think about safe food and beverages, do you consider any of the following? Please select all that apply.
Percentage of surveyed consumers ranking an attribute as an important measure of safety (showing top five attributes only)

Criteria not traditionally considered
as part of 'safety’ definition

62% A

Free of harmful Clear and Accurate Clear information Fewer ingredients, Nutritional
elements labeling (ingredients / sourcing)  processing, no artificial content

Source: Deloitte consumer food value equation survey, 2015

5/6/16
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How much do you trust large, national food or beverage brands to Traditional Evolving % difference
provide food and beverages that... drivers drivers

Are safe in the short-term

2.16 1%

Are safe in the long-term

2.49

Are clear about what's in the product, and how and where it was made

2.55

Provide value for money spent

2.58

Avre nutritious

2.67

Contribute to Health and Wellness

2.81

Avre produced in a socially and/or environmentally responsible way

283

Note: Q40 How much do you trust large, national food or beverage brands to provide food and beverages that (are)...? (n=5001) (Average
values shown, where: No trust = 5, Very little trust = 4, Some trust = 3, Good deal of trust = 2, Full trust = 1) Source: Deloitte Consumer Food

Value Equation Survey, 2015, Weighted Respondent Dataset

Consumers who favor
evolving drivers express
less trust and are willing
to pay more....

23% Willing to pay

10% - 20% more

3% Wiling to pay
more than 20% more \

19% Willing to pay
0% more

55% Willing to pay
up to 10% more

Source: Deloitte American Pantry Study, 2015

FOOD INDUSTRY CONTEXT

The supermarketindustry is a 1.5% business

- Most retailers perceive themselves as buying agents for
consumers, but the definition is changing

- Food retailing is polarizing: Discounters and

Differentiators

- Shifting balance of power toward consumers

- Intensifying retail competition, too much square footage

Online shopping rising rapidly from a small base

- Supply chain visibility and traceability is improving

Food safety concerns dominate

- Large food manufacturers losing share but reacting

5/6/16
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SIPPING |

X PRETTY:
Y TEQUILAS
h GLOBAL

“Big” has become bad

Traditional, large food
companies losing share

+ Consumers want less —
simplicity, fewer ingredients
and less processing — a hew
definition of healthiness

Can large, established food
companies provide
“authentic and genuine”
food experiences?

Emerging, rapidly growing
“Better For You” brands are
capturing market share

% £
omr =z ) new: QUETES h new:
farrlife farlife farlife
c el el

ttree

GRASS-FED
LOWEAT 1% MILK

FRESH GRASS-FED DAIRY PRODUCTS

5/6/16
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11 Food Companies Removing Artificial Colors And
Flavors By 2018

“We know people want to feel good about the foods they eat.”

m ET | Updated Ju

‘ Kate Bratskeir W/
Food and Health Editor, The Huffington Post

HorPoc S

sandwnches

WITH REDUCED FAT MOZZARELLA CHEESE IN A

garlic buttery semeicus

| 9 " i .
% ol 7 il i
p 7 o
74 ; s\emu\\;“
Aol ov! . ;| pipPERY
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=

Yogurt Buyers Send Dannon Back to the Farm

New Direct Supply Relationship

By STEPHANIE STROM APRIL 26, 2016 Wlth jOlntly ag reed up on:
New YorkTimes

- animal welfare standards

- soil and water conservation
practices

- traceability

- GMO-free feed by 2018

- price guarantees

5/6/16
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The food retailer with the

highest total sales of organic
products in 2015 was?

|||||||

Organic Sales in 2015: $4 billion svo capia tarkeis

EFIEEE Y (NNEET (NENEET TRNER

5/6/16
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Food Retailing in the U.S.

+ Trillion $ market

* Low-No growth

* Fragmented

* Traditional formats
losing share

Supermarkets as Buying Agents for
Consumers, Providing:

* Choice - broad and deep assortments — 50,000+ SKUs
* Choice — multiple strata of price and quality

* Information

+ Services

* Quality and safety assurance

Stimulating demand through merchandising,
promotion, and services, but avoiding
controversy and the debates about healthfulness,
upstream production practices, etc... in favor of
consumer free will.

5/6/16
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The Buying Agent Role Of Supermarkets is
Rapidly Changing

Excess square footage, stagnant growth and demand
for low prices are fueling low price competition and
format differentiation.

FRED w — Real Median Household Income in the United States

58,000
57,000
56,000
55,000
54,000
53,000

52,000

(2014 CPI-U-RS Adjusted Dollars)

51,000
50,000
49,000

48,000
1985 1990 1995 2000 2005 2010

Source: US. Bureau of the Census
research.stlouisfed.org myf.red/g/2i39

Discount formats account for approximately
40% of retail food sales...and the proportion
is growing

Price transparency is not far off....

Owned C

5/6/16
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Aldi: 200+ stores per year
Dollar General: 1000+ stores per year
Lidl: 200 stores by YE 2018

2. Capturing Growth Opportunities

Significant Store Growth Opportunities
& Number of
: : Open Stores

12,483

Number of Remaining
Opportunities

~13,000

@ Open Stores
« Opportunities

Note: Open stores as of 1/29/2016 and identified remaining opportunities as of March 10, 2016

Wal-Mart jumps into milk processing, hits Dean Foods'
stock

A new Walmart dairy facility, one of the biggest in the US, will be built in Fort Wayne, Indiana.
It will create more than 200 jobs, and be operational by 2017.

17



The Buying Agent Role Of Supermarkets is
Rapidly Changing

The balance of power in the food value chain is shifting
downstream from manufacturers to retailers to
consumers

Demand is exploding for
healthier products that are
produced in more sustainable
ways

You.

Consumers want information
and transparency

Perception is reality

Yes, you.
You control the Information Age.
Welcome to your world.

Retailer as Curator

* Limited Assortment formats

* Natural Specialist formats
 SKU rationalization

* Rising private label penetration

 Expanded assortments of organic,
natural, simple products

* Premiumization

5/6/16
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SimplyNature

Products made with honest ingredients that

you can feel good giving to your family.

Less is more with SimplyNature.

Each SimplyNature item is created without adding
over 125 artificial ingredients and preservatives.

View our SimplyNature line

. wie

In an effort to give you better food choices, the ingredients below are not
added as aningredient or as acomponent of an ingredient in SimplyNature
products. That way you get more of what you wantand nothing you don't.

Poa.
L

Acesulfame-K (acesulfame Anisole
potassium) Artificial/Certified/FD&C colors

Acetylated esters of mono- and Arifical flavors

digycerides Aspartame S

Aluminum calcium silicate Autolyzed Veast Extract e

[t

Aluminum potassium sulfate /
aluminum sulfate (alum)

% Antibiotics

The Natural ”Specialist”
Formats

door:®-door
| «0rganicsy
#[oc ,dz&‘wned

[@pROUTS FARMS |
15::;& & DAIRVEYT,

:

5/6/16
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Wegmans —

T 2
U Over 3000 organic items throughout the store!

Why are we so committed to organics?

Because they are produced more sustainably, contain nothing artficial and taste great, They're also
the simplest way to avoid GMOs because USDA organic standards prohibt their use. Our customers
share this passion 0o, as we've seen demand skyrocket over the past few years. To meet your needs,
we offer over 3000 organic items, with many more on the wa

‘Wegmans Organic Farm

AP
We started our Organic Farm in 2007 z/ o il \J
10 help develop and share best
practices with our customers & \¢

partner-growers. oarTe

Leamn More About How We Partner Together

Private Labels

eatwell live well

Food You Feel Good About

Many stores are jumping on the natural foods
bandwagon these days, but our Food You Feel
Good About line has been around for over a decade.

Food You Feel Good About products taste great—
naturally! The easy-to-spot bright yellow banner on
the package signals a great-tasting item that is also
part of a natural lifestyle.

Specifically, Food You Feel Good About means:

free of artificial colors, flavors or preservatives
free of trans fats from partially hydrogenated
oils

« fresh meats are from animals not given
antibiotics, hormones or animal by-products
« no high fructose cormn syrup

And in some cases, we push even further to include certified organic selections in our Food You Feel
Good About lineup.

Welcome to Simple Truth®!

Here, you'll learn all about our Organic, Natural
and Free from 101+ foods and ingredients.
Simple Truth® and Simple Truth Organic® make it easy to
eat better with a full line of honest, easy to understand and
affordable choices...available exclusively at the Kroger Co.

Family of Stores. Krogel‘

Product selaction may vary by store.

Voo

EMPLOYEE OWNED

230 stores
200+ Registered Dieticians

Pharmacy

Medicare Part D
Hy-Vee Dietitians
HealthNotes
HealthyBites

Begin Program

Live Healthy America
NuVal

Healthy Weight
Commitment

Wellness Services

health Health » Find Your Dietitian

Hy-Vee Dietitians

[zip lor{state :]or{cﬂy #]m

what can a hy-vee dietitian do for you?

5/6/16
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Nutritional
Scoring System w O%PS

The higher the score,

the higher the nutritional value,

B ~ pEPTO0S
| DANNGILPEACH GREEK YO§ .

(051022012 _
12153002 260 PER O

l% 139

1
' (I LI

! 7552148
| | 000-36632-02730 401 7

Q) iswal ol Uylee

s Foods | XD
Brookshire's HPEfnJ’M‘l,E COBORN'S
ScoLARI’S

Fooo CiTY

chimnss Raleys NoBHIL — separ

Scores and Attributes Scores and Attributes Scores and Attributes

= &
s
M /7((1!1\11 Am*g'.;s' @

Milk

Chug Milk Shake Vanilla
Nonfat Skim Milk

2% Milk

1% Milk
Silk Chocolate Light Soymilk

Silk Soymilk

@ unosesverys
AAFHI.IAYEII

CHOCOLATE
OBSESSION

rely Decadent
[ 106 llllll"llll llllll'm
44473"48021

$4.89 .o

HowGood

* Environmental Impact
* Social Responsibility

Product Integrity

Look for new HowGood product
ratings on shelf price tags

Organic Flax Cereal S FE

$399 = GREAT

[y - |

RATING SCALE

— 3\ (7
S \\\ -\\
Good L Very Good

»\‘

) (‘xuu ]

5/6/16
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HowGood

Sustainability
Ratings

Indicators: How We Rate Every Product

Sourcing

Production

& £

Organization

Growing Procurement Labor Livestock Distribution Ingredients ‘Workforce ing Ce it
. Mechanical
Pesticide [Groweryes Geographic Feed Analysis Iﬂgvem_ems Ingredient Geographic Processing Policy Impact Community Risk Profile Emissions
Practices Sourcing Impact Profile Profile Index Engagement History
Fertilizer Geographic Manufacturing Manufacturing Chemical Corporate - Historic Labor
Practices Clcres 22 Sensitivity Sipelvcias Distribution Needs Sensitivity Processing Structure Legal Disputes Relations ncLsu/RICHe
Labor Method of ‘Workforce Discrimination Reputation Geographic Clean Energy
Grower Type Industry Profile 5 #00% iy Pasture Use. Transport Safety Record e Heat Processing e
Grower Record | Ingredient Current Labor Pestide (.. . . Geogiaphic  Curentlabor Pasteurization  Accounting Competitive  Employment  Clean Water
Impact Relations Practices b Relations Practices Conditions Act
Greenhouse Grower Labor Fertlizer Refrigeration e Workforce Ingredient Regubtory g Discrimination oo
Gas Profile Relationships. Conditions Practices. Conditions Degradation Infractions E B
Waste Disclosure Waste
Livestock Index Grower Impact Management Packaging Stabilizers fRacards) Policy Impact Management
Flavor
Historic Record Fhiarcers
NO TAG " Standards not met Better than 75% Better than 85% The best 5%

(or product not yet rated)

FORTHE WORLD.

of all food produced in the ULS.

FORTHE WoRLD

of all food produced in the ULS.

of all food produced in the ULS.

‘FORTHE WORLD.

~—

HowGood’s Product Rating Indicators

Growing

Pesticide Practices

Greenhouse Gas Profile

duct

Fertilizer Practices

Habitat Risk

Grower Type

Site Diversity

Grower Record

Livestock Index

Organization

Procurement Labor

Pesticide . Geographic
e Grower Type A Feed Analysis
Fertilizer Labor
e GrowerSize 5 & Oy Animal Welfare
T Current Labor
G " Past
GrowerType  Industry Profile Rt asture Use
- Ingredient Current Labor Pesticide
Grower Record y * S
mpact Conditions Practices
GreenHouse Grower Labor Fertilizer
Gas Profile Reltionships Regulations Practices
oy Grower Antibiotic &
Conditions Hormone
Waste
Site Diversity Y

Livestock Index Historic Record

Distribution i ing

Livestock E

Feed Analysis Fertilizer Practices
Animal Welfare Antibiotics & Hormones
Pasture Use Waste Management
Pesticide Practices Historic Record

= ‘Workforce Ingredient Disclosure Historic Policy ‘Waste
Packaging Shblizers Regulations Degradation Records mpact Management

Flavor Corporate

Enhancers Structure

Source: howgood.co|

5/6/16
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Premiumization

Price of +25% to mainstream item

Distinguishing attribute(s) such as quality of ingredients,

manufacturing or production processes, pointof origin,
or other unique characteristics consumers are willing

to pay for

5\
7,

/4
R BLUE ©

0 GREEN ISLAND 50-

L] L]

&)
S1E8Is
Ieelandic strained

EEE O% B
skyr Milkfat = yogurt

RASPBERRY e
11gSugar | 14g Protein | 100 Calories *°5

) now (T
farrhfe
----';ﬂ

Premiumization in Dairy

PRICE-TIERTRENDS IN TOP 10 F&B CATEGORIES

YTD 2015, MULO+C

Category % share of premium tier

Ppts. Share Chg. vs. YA

Mainstream Premium

Beer/Ale/Alcoholic Cider 20.1%

Salty Snacks 12.7°

Bottled Water 44.4

Chocolate Candy 20.1

Energy Drinks 38.3

Wine 48.99

Coffee 22.2

Yogurt 38.3%

Breakfast Meats 8.3

Top 10 average 25.2% -0.4 0.4 +0.9

IRI: 2016

5/6/16
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Takeaways

Consumer awareness, interest and concern is high
and will continue to grow

Understanding lags — consumers seek information
and assistance in making healthy and sustainable
food choices

Traditional food retailers are losing share —future
growth will be concentrated in the discount segment

Retailers are curating assortments to differentiate,
appeal to consumer demand and become more productive

Retailers are providing more information while
attempting to avoid bias and controversy

Manufacturers and retailers, while steering clear of controversy,
are altering policies and practices when and where consumer
sentiment is “clear”

Premiumization is an opportunity

5/6/16
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