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CURRENT STATUS - RETAIL
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TOP ORGANIC RETAILERS
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ORGANIC SALES GROWTH

Sales ($ MM)

Organic Retail Sales Growth
$20,000 ($ MM) 1997-2007
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PERCENT ORGANIC SALES

Total Grocery Industry Sales: $588 Billion

Total Organic Sales
$19 Billion

__:f}leHAVEN STRATEGY GROUP I Source: FMI/NBJ
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SALES BY CATEGORY

Organic Food Sales by Category
2007 - All Channels ($ million)

Condiments, Meat / Fish /

$520 Eggs, $480
Snack Foods,

$990
Breads & Grains,

$1,950

Produce, $6,930

Packaged Foods, $18,870

$2,400

Dairy, $3,080

Beverage,
$2,520
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DAIRY SALES BY CATEGORY

Organic Dairy Sales by Category
2007 ($ MM)

Ice Cream, $31,

1% Other Dairy *,
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$64 , 2%
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Milk, $1,602 ,

Eggs, $216, 7% 52%

Cheese, $216,

oy $3,080 MM

Yogurt, $862 ,
28%
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MILK UTILIZATION
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RECENT ORGANIC USAGE

Organic Usage in U.S.
(percent usage within last month)
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CONSUMER ATTITUDES
Consumer Attitudes About Organic Foodl
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Pesticides

Is Safer for the
Environment

Is Healthier
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ATTITUDES OF NON-USERS

Attitudes of "Never Buy Organic" Consumers
(% agreement with statement)

0

20

40 60 80

100

Is More Expensive

Grown without Pesticides

Safer for the Environment

Healthier

Tastes Better

Better for you; Worth extra expense

Waste of money; No better v. conventional

.:F:AlR[—]AVEN STRATEGY GROUP l

Source: Harris Interactive



N | N

NON-USERS ARE SKEPTICAL

1. 60% to 83% of population does not purchase organic
products ...

2. Organic is acknowledged to have some benefits - but. ..
3. What’s Wrong With My Diet?
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HURDLES TO ORGANIC ADOPTION
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1. Price

2. Taste
3. Understanding of Organic Benefits

4. Belief that Change is Needed

FAIRHAVEN sTrATEGY GrOUP ]




S
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STORE BRANDS
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SALES BY COUNTRY

Store Brands Sales Penetration
by Country
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MULTI-TIER RETAIL STRATEGY
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WHY RETAILERS LOVE STORE BRANDS

1. Store brands build consumer
loyalty to the retailer:
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WHY RETAILERS LOVE STORE BRANDS

1. Store brands build consumer
loyalty to the retailer:

2. Organic store brands provide
the important “Premium”
hiche:
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WHY RETAILERS LOVE STORE BRANDS

1. Store brands build consumer
loyalty to the retailer:

2. Organic store brands provide
the important “Premium”
hiche:

3. Customers receive greater
value:
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WHY RETAILERS LOVE STORE BRANDS

1. Store brands build consumer
loyalty to the retailer:

2. Organic store brands provide
the important “Premium”
hiche:

3. Customers receive greater
value:

4. Retailers receive greater
margin:
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3 TYPES OF SHOPPERS

“Budget” Shoppers

> Financial constraints.

» Budget and value are
important.

> Store brands meet
quality & value needs
within available family
budget.
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3 TYPES OF SHOPPERS

[ |

“Budget” Shoppers “Loyal” Shoppers
> Financial constraints. > Very loyal to the
retailer.

> Budget and value are
important. » They trust whatever the

retailer offers.
> Store brands meet > Store brands meet

ql_JaI_ity & v_alue need_s needs and express their
within available family confidence in the

budget. retailer.
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3 TYPES OF SHOPPERS

“Budget” Shoppers
> Financial constraints.

» Budget and value are
important.

> Store brands meet
quality & value needs
within available family
budget.

“Loyal” Shoppers

> Very loyal to the
retailer.

> They trust whatever the
retailer offers.

> Store brands meet
needs and express their
confidence in the
retailer.

“Smart” Shoppers

> Believe themselves to
be smart & savvy.

> Think they’ve “figured
out” how store brands
operate.

> Can afford brands, but
don’t see why they
should pay extra for
“marketing.”
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TOP REASONS TO BUY

Top 5 Consumer Purchase Motivators
for Buying Store Brands

| save money buying
store brands

| trust the store that
makes them

My family likes the
store brands | buy

Store brands | buy
taste better

Store brands | buy are
higher quality

0% 10% 20% 30% 40% 50% 60% 70% 80%  90%

Percent Response

Source: A.C. Nielsen
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BARRIERS TO PURCHASE

Top 5 Consumer Reasons Not
to Buy Store Brands

No reason; don't know

| prefer other brands

| think store brands are
more cheaply made

| don’t like the quality
of store brands

| don't like to
compromise on quality

0% 10% 20% 30% 40% 50¢
Percent Response
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WHY I LOVE STORE BRANDS -
AND YOU SHOULD TOO !

1. Store brands are a long-term, M
growing reality in retailing: H"‘Iﬁf{iﬂ‘fﬁ*"‘
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. Store brands are a long-term,

WHY I LOVE STORE BRANDS -
AND YOU SHOULD TOO !

[ |

growing reality in retailing:

Retailers are strongly supportive
of organic through their store
brands:
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WHY I LOVE STORE BRANDS -
AND YOU SHOULD TOO !
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1. Store brands are a long-term,
growing reality in retailing:

. . « NATURAL FOOIDS =
2. Retailers are strongly supportive

of organic through their store
brands:

3. Organic store brands appeal to a
wider range of Americans:
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WHY I LOVE STORE BRANDS -
AND YOU SHOULD TOO !

1. Store brands are a long-term,
growing reality in retailing:

2. Retailers are strongly supportive
of organic through their store _ ALMONDCRUNCH |
brands: G BLuEEERRY GrinoLs

]l-ll

3. Organic store brands appeal to a
wider range of Americans:

4. Today’s store brand organic
purchase is tomorrow’s branded
purchase:
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FUTURE ORGANIC GROWTH

Organic Industry Projected Growth
2006 to 2013
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FUTURE DAIRY GROWTH

Organic Dairy Growth
2006 to 2013
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ORGANIC DAIRY IN 2013

October 2008

October 2013

Total Organic Sales

$21 billion * $40 billion
Organic Dairy Sales
$3.6 billion * $7.3 billion

170,000 Cows in milk **

340,000 Cows in milk

1,600 Organic dairy farms **

3,200 Organic dairy farms

820 NODPA Members **

1,640 NODPA Members

I:‘rF_AlR["']A\/EN STRATEGY GROUP
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SET OUR SIGHTS HIGHER
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'OPPORTUNITY:
CREATE MAJOR CHANGE IN AGRICULTURE

Percent of Agricultual Land
Organic vs. Conventional

Organic

0.4% Conwventional
99.6%

936 Million Ac.
Total

Source: USDA
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OPPORTUNITY:
LET'S BUILD ORGANIC TO 20% OF US. AG.

Percent of Agricultual Land
Organic vs. Conventional

Organic
20%

187 Million
Ac. Organic

Conventional
80%

936 Million Ac.
Total

JEAIRHAVEN sTrATEGY Grour J] Source: USDA
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GROWTH TO 20% - CROPS
2005: 2005: Goal:
Conventional Organic 20% Organic | Increase
Corn 81,759,000 130,700 16,351,800 125 X
Soy 72,142,000 122,217 14,428,400 118 X
Hay & Silage 61,649,000 411,300 12,329,800 29 X
Wheat 57,229,000 277,487 11,445,800 41 X
Cotton 14,195,000 9,500 2,839,000 299 X

:FAIRI--JA\/EN STRATEGY GROUP l
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GROWTH TO 20% - LIVESTOCK

[ |

2005: 2005: Goal:
Conventional Organic 20% Organic | Increase
Dairy Cows 9,058,000 87,000 1,811,600 21 X
Chickens 9,088,567,000| 12,821,000 | 1,817,713,400 141 X
Swine 60,501,000 10,000 12,100,200 | 1,210X
Beef Cattle 32,915,000 36,113 6,583,000 182 X
Sheep & Lambs 6,230,000 4,500 1,246,000 277 X

.:F:AlR[—]AVEN STRATEGY GROUP l

Source: USDA
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KEY SUPPORT
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Measure Total Organic Needed
USDA Budget $93 Billion < $3 million Today: $375 million
Future: $15 Billion
USDA Staff 112,843 9 Today: 450
Future: 20,000 +
# Ag. Colleges 69 5 20 +
Ag. Research $8-9 Billion < $5 million $1-2 Billion
Ag. Research Staff Thousands < 20 Hundreds
Trade Assoc. $500 million + < $2 million $75-100 million
Budgets
Trade Assoc. Staff Thousands 19 100 +

I:‘rF_AlR["']A\/EN STRATEGY GROUP

Source: USDA/OTA
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WHY CHANGE OF THIS MAGNITUDE ?

1. We are still poisoning our
land, water, air and people.
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WHY CHANGE OF THIS MAGNITUDE ?

1. We are still poisoning our
land, water, air and people.

2. U.S. agriculture in its current
form cannot be sustained.
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WHY CHANGE OF THIS MAGNITUDE ?

1. We are still poisoning our
land, water, air and people.

2. U.S. agriculture in its current
form cannot be sustained.

3. We must prepare for the
post-petroleum society.
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WHY CHANGE OF THIS MAGNITUDE ?

l 7

1. We are still poisoning our
land, water, air and people.

2. U.S. agriculture in its current
form cannot be sustained.

3. We must prepare for the
post-petroleum society.

4. It will take 50 years or
longer to transform
agriculture.
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All Stake

holders

Need to Work Together
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e Midwest Qrganic
g o Sentaiuabie Edducation Servece

715-772-3 15378

www.mosesorganic.org
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to Work for
the Greater Good
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“#f We Must Continue to
"] Surprise and Delight
| U.S. Consumers




THANK YOU
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