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1. Beef Industry Long Range Plan

Background
» Developed every five years

» Approved at 2015 summer conference

» Engaged 16 experts representing industry sectors
S » Conducted SWOT analysis

Grow Consumer Trust i Beef and Beet Production

o= k » Developed core strategies
e T > Defined and prioritized initiatives

Promote and Strengthen Beaf' Valus Proposition
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» Developed key measures of success
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1. Beef Industry Long Range Plan 1. Beef Industry Long Range Plan

Major Themes

> Research Vision
> Consumer Preference .
To responsibly produce the most
trusted and preferred protein in

the world.

> Health Perceptions
> Perceived Value

> Millennial Power

> Production Practices

> Global Opportunity

‘ Industry Long Range
‘ Loug Raape Plan Vision ‘

1. Beef Industry Long Range Plan

Market Research Toolbox — Qual and Quant
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2. Audience Evolution
History of Target Audiences

Millennials
Food and Health Older Millennial Older Millennial
Involved Parents Parents
2007 — 2013 2013 - 2017 2018

« Taste and nutrition « Shift predicated on: * Older Millennial
campaigns oPopulation parents —very pro-
combined oAbility to target beef.

Audience Evolution * Higher beef effectively in * Increased beef

consumption social media. consumption

« Food and Health oChannel * More interest in
Involved Influencers opportunities production

Broader Target
Audience

* Adults 20 - 44
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3. Beef Product

3. Beef Product

Attitudes towards beef have increased steadily. Chicken perceptions,
especially Bucket 1, exceed beef

Beef
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The
Consumer
Beef Index

Last Week Beef Usage In Bucket Segments:
There are light and heavy users within every bucket

Trend Throuan 2016

3. Beef Product

Top 6 Most Important Factors to Consumers — At-Home
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3.Beef Product

“Product” Performance Trends — At Home
How much do you agree /disagree with each of the following when eating beef at home?
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Safe to Eat
60%

o Always Tender
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30%
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Sounce: Consumer Beetndex, August, 2017

3.Beef Product

Older Millennial Parents are inquisitive about culinary pursuits and beef
Page 1012

(Top Box) (Top 3 Box)
5% 0
‘Cook meals frequently. o
s
Willing to try new beef cutsirecipes -y [—
e
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Cooking to express creativity [SERES s
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3. Beef Product

Summary of Conclusions

Consumption
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3. Beef Product - Eating MORE
Reasons planning to consume more beef include a variety of factors, from taste to price
to knowledge to comfort with food safety and production practices.

‘Amang consumers (14%) who plan t eat more bee!

Quick ™
o
of beet 6%
The ri 3%

Jour diet B |
More of a family favorite TS 71%
Great prices at stores | EC S 7 1%
Lean beef fits a healthy diet [T 63%
Less worried about safety of beef [T 59%
Feeling comfortable with how beef raised [ IEC T 57%
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3. Beef Product - Eating LESS

(19%) who say they are eating less beef

LIMITING FAT IN THE DIET 36% LA 65% | -

OTHER MEATS SEEM HEALTHIER 63% |55 48
LIMITING CHOLESTEROL. 32% 29% 61% 56 +5

.
| Very important 2012 Change

EATING MORE PLANT BASED PROTEIN 31% 24% 39 416

CONCERNED ABOUT ‘FACTORY FARMING' 31% 23% - 2 35 419
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Sourc: Consumer Bt Index, August, 2017

Reasons to eat less beef are largely about nutrition, but production concerns are climbing

4. Beef Production

Perceptions about how “cattle are raised” have been on an upswing.
A 15% historical gap with beef perceptions has been falling.

ctober, 2016 Consumer Image Index,
‘August, 2017 Consumor Boef Ins

L] How Cattle are Raised

29%

78%

Bucket 2
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Beef Production

4.Beef Production

Important factors regarding production include safety, animal welfare,
transparency and

Importance Versus Performance — Total Market
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4.Beef Production

The consumer is not knowledgeable about production, but expresses a strong
desire to know more.

Openly Share Information

Familiarity with How with the Public
Cattle are Raised 17%
46%
Importance Beef Agreement

Source: 2016 onsumer Image Index

4.Beef Production

Consumer have a range of concerns about our production process.

Consumers Are Concerned — 2016 Cll Unprompted Concerns

57% Mention a Concern

29% 15% safety/ 10% 9%

Treatment of Tainted
Cattle Product

Hormones Antibiotics

Source: 2016 Consurmer Image Index:
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