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Who’s Our Consumer and What Will They
Want in 20 Years? -
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Delectables.

« True meat lovers have a passion for food, and
they know what cuts to buy and how to
prepare fresh meat.

* _Quality is foundational for this segment. They

search the meat case for cuts with high flavor
and marbling and will open their wallets to
pay for the best.

* Represent one-third of all dollars spent in the
fresh red meat category. (Beef >6X/month)

« Tenderloins, Porterhouses and Ribeyes.

« Primarily females age 45-64 who are either
retired or have higher household incomes.

Source: Cargill Proprietary Red Meat Consumer Study 2015

The Diet TODAY

Poultry DEVELOPED COUNTRIES

The Piet 2050

Poultry
80 Ibs. DEVELOPED COUNTRIES
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Born Born
1981-96 1946-64

Millennia

G e n X Born Born
1965-80 1928-45

EXHIBIT 2 | U.S. Millennials View Themselves More Positively Than
Non-Millennials Do
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Note: Size of word indicates frequency of response.

Attitudes About Beef by Generation Beef Consumption by Cut Among Millennials
Total Millennials (N=413)  Gen-X (N=278) B%Sg:;? o % of Ealings

Bucket 1
Positives strongly
outweigh negatives

80%

Bucket 2
Positives somewhat
outweigh negatives.

16.0%

Bucket 3
Negatives somewhat

%

outweigh positives

Millennials Millennials With Kids Millennials Without Kids
Bucket 4

Negatives st

outweigh posi r,',’g uGround or Chopped Beef u Steaks # Beef Roasts uBeef Ribs u Other Cuts™
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Spotlight on

Leading QSR-Plus chains growing fast
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These leading QSR-Plus chains collectively grew
sales 9.2% in 2014, vs. 3.8% for the restaurant

industry as a whole.
Importance of
burger customization

' How lmportant is |
| that restaurants offer. A (E% I s E z 6“W

STEAKBURGERS
] > ; D

\\ i

?@F@EMZ

SANDWICH SHOP.

TECHNOMIC.

oo 158

> C @ hitps//www.youtube.com/watch?v=0DyP-OFEn0 :m:
I would like restaurants to offer - e M S Oc N et @0 Fselty {15 el (0 Tas-cRer [ nied vines 1= |
% who agree and agree completely = You® Seach Q

A wider variety of BEEF ENTREES [N 42%
BEEF ENTREES with new/unique flavors _ 42%

100 ABetter Way to Cook - Y. X

Up from 32%

A wider variety of BEEF SANDWICHES _ 37% in2012

More ethnically inspired BEEF DISHES _ 37%
A wider variety of PORK ENTREES _ 33%

A wider variety of PORK SANDWICHES [N 29%

A Better Way to Cook
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1 Agriculture has Always Been Keen on
“EDUCATING” Consumers Instead of CONNECING .
/ With Them

RN

Distributors are juggling many challenges

Our company has initiatives related to . . .
Top 4 Other initiatives

78% 78% 78% Package materials/
material efficiency

Fair trade/ethical
sourcing

33%

Local Animal  Product/  Traceability
sourcing welfare/  ingredient Use of antibiotics/
humane safety growth hormones
treatment

22%
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Consumers increasingly want
to know...

...“Where’s the beef come from,
and how was it produced?”
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About MG

BUGGovemance.

Beef Programs & Beef Supply-Chain Management

Paticiptng Feedyarts
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PROGRESSIVE BEEF" P
Offer a beef product that delivers on consumer PROG_RNESSMEEF

values.

y they woud ey seek a gocey

uccess with Braveheart is
ing the U.S. Beef Industry

The Consumer Value Driver Plate
Health &
Safety
=
Experience

MOM KNOWS BEST

+ Globally, they control $20 trillion
in annual consumer spending
power.

* $7 trillion is contributed by
women in the U.S. in consumer
and business spending.

* Women handle the bulk of
purchasing decisions for
everyday items like groceries and
clothing .

* In fact, 50 percent of products
marketed to men are actually
purchased by women.

+ Selling to Millennial moms poses
new, unique challenges not seen
by generations past
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25.8

83% of all new moms Millennial parents wield average age of

are MILLENNIALS $200 BILLION FIRST TIME MOMS
in spending power in the U.S.
Worldwide of births to millennial
8 IN 10 BIRTHS moms are to

are to millennial moms UNMARRIED WOMEN

Sources: BabyCenter 215t Century Mom® Insight Series: 2015 State of Modern Motherhood Report, cosponsored by IAB, February 2015
CDC, final birth data for 2013. CIA World Fact Book.
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Marbling

BRAVEHEART

BLACK ANGUS BEEF,

The James/ '/ g
Beard Awards' |
25 Years

Food preferences change at a glacial rate compared with preferences

for other types of products and services like phones, computers or
entertainment choices.

So the odds are high that the consumer of 2050 will be eating many of
the same foods we enjoy today.

The change in our diet will not be so much in what
we eat and drink, but who will provide our foods
and beverages. And we will most likely follow those
marketers that make our lives easier or our food
costs lower!”
— Harry Balzer

S~

GROUP

Chief Industry Analyst and Vice President
NPD Group

Forecasting Is Difficult, Especially If
It’s About the Future

35 Years Past TODAY 35 Years Future

Coffee
Milk
Vegetables
Fruit

Toast

BIF 2016 General Session |




Brad Morgan, Performance Food Group June 15, 2016

Forecasting Is Difficult, Especially If Forecasting Is Difficult, Especially If
It’s About the Future It’s About the Future
35 Years Past TODAY 35 Years Future 35 Years Past TODAY 35 Years Future

Coffee Fruit Coffee Fruit Sandwiches
Milk Sandwiches Milk Sandwiches Fruit

Vegetables Milk Vegetables Milk Vegetables
Fruit Vegetables Fruit Vegetables Milk
Toast Coffee Toast Coffee Coffee
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