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Introduction
Proposal presented by the American Dairy Products Institute,

a non-profit trade association, on behalf of the Dairy Protein
Messaging Initiative (“The Strong Inside” campaign), and its New
York-based supporters

GR I-Z.-'t'l‘- LLAKES LACTALi Sm

AMERICAN GROUR INC.

Aari-Mark
® C HEESE

Whey & Dairy Proteins

@CAYUGA &5 .

COOPERATIVE, INC.



THE
STRONG
INSIDE

Agenda

=Introduction
=Context
*Proposal Description, Goals, KPIs, Project Costs

=Benefits to the New York State Dairy Industry

*New York State Supporters — Letters of Support




qn!-%,\’

- Dairy proteins reigned... &

p Estimated share of the protein ingredient market: >90%

INSIDE

Source: ADPl, 2019. Based on new product introductions. United States.



And 68% of
Americans said they
wanted to consume
more proteins

687




Protein content influences 3 in 5 global
consumers, 30% of Americans
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“Protein content
is influencing my
purchasing
decision”

Protein content
drives purchase
decisions and
R&D

Source  Innova Consumer Survey 2019: Average of 10 countries, Innova Database. ADPl July 2020
Notes *Y ear-to-date = Jan 2020 - July 2020



This attracted a flood of investments

Investing in plant protein accelerates

_— Why Investors Believe Plant-Based Protein Is the
s ﬁb Kev to Building the Tesla of the Food Industry

4 HI CONFERENCE 2018

Investors back a boom in plant proteins

p ',::-f, »' How To Invest In The Growing

’ "44 Demand For Protein

May 22, 2016 5:25 AM ET | 16 comments | Includes: ADM, BG, BUR, CALM, DANOY, DF, GLAPF, MHG, S#

Western Canada’s protein supercluster tapped
for a cut of $950 million

THE
%%BE Pulse of the Prairies: Why investors are pouring millions into peas as 'the future of food'




New protein ingredients multiplied, as well
as alternative beverages R
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‘ Perfect Day

HOW WE MAKE PERFECT DAIRY
PROTEINS WITHOUT COWS




And today...

S17%

of Americans are |
interested in plant- |
based products ‘*




Sales of plant-based “milks” up 6%




And our market share of the protein
market is falling
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THE

In 2018, the dairy industry united to create Dairy Protein
Messaging Initiative, funded The Strong Inside™ Campaign: b
now supported by 55 companies, associations, trade press.
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A digital
communication
campaign
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Campaign Initiative: The Strong Inside™
campaign is dedicated to educating consumers
about the importance of proteins from milk.

Marketing Objective:Raise awareness of
the benefits of proteins from milk, as found in milk,
cheese, yogurt, and a variety of milk ingredients.

Goals:
* Drive consumers to consider proteins from
milk

* |ncrease connection between health and
proteins from milk with key audiences



~ PROTEINS

The digital campaign utilizes tested messages
which can effectively influence consumers

Intent in consuming more proteins from milk,
pre- and post-messaging

*ADPIDPMI Padila Consumer Research 2019.




Digital communication campaign:
core website, videos, infographics, paid media ads and
searches, earned media, paid and organic social media,

influencers
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PROTEINS FROM MILK

Create the Strong Inside

Proteins From Milk Are Strong Inside




Proposal is designed to strengthen core
campaign elements and adds incremental

elements
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PROTEINS
FROM MILK
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BUILDA
HEALTHY
LIFE
FROM THE
GROUND
uP

Proteins. from
milk give you
strength from - __
the inside out '

PROTEINS

FROM MILK
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Website, video, infographics,
recipes:

Core of the campaign, the website is continuously upgraded to
match consumers FAQs. Consumers are driven to the site
through a variety of digital levers (see below). The site features
benefits of dairy proteins, downloadable guides, practical

| information (protein calculator, recipes), and addresses myths
=M and misconceptions in a positive tone.

KPIs 2020: Goal of 465,000 sessions.

\ - Paid Media: Expose consumers to the message,

benefits of dairy proteins. Target broad range of consumers

#1 within audience.

KPIs 2020: Goal of 15 million impressions, exceed industry
benchmarks for conversions (consumer follow-through to

‘| website)
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Website
upgrades
Photography
Recipes
Re-targeting

.

Increase

placement of
ads




How Much Protein Do You Need? | The Strong
Inside | Guide To Understanding Protein
www.theslronginside.com

Powerful Proteins Inside Milk Fuel Us By Providing A
Unigue Combination Of Nutrients! Fuel Your Body In
The Most Natural & Simple Way To Make You
Stronger From The Inside Out

Benefils

Protein Tips
How It's Made
For AHealih Life

Stronger Results -
& Recovery

Paid Search: e
Effectively guide consumers who seek protein information to NSIPE 4
the campaign website and personalized information to meet Increase

their needs.
placement of
ads

KPI's: 2020 Goal of 1.2 million impressions, maintain
conversion rates well above industry average

Influencers: Working with key influencers who post _

videos of recipes with proteins from milk, (Instagram and Recipes
1)

Facebook audiences), and redirect to campaign website.

postings
health tips

KPIs 2020: Goal of 2.25 million impressions.

Paid Social Media: Actively push benefits* to _

target audience, using the power of social media; achieve status
of credible source for information on proteins from milk. Current NeWS ads
)

rating: 5 Stars. .
increased
KPIs 2020: Goal of 25.8 million impressions. postings

*Designed to reflect the Strong Inside message map. Messages
are tested for effectiveness.



SAN DIEGO
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Organic Social Media: I —

Use-free tools provided by each social network to build a social New

community and interact with it, sharing posts and responding to )

customer comments. Create engagementand support. meSSHglng,
photography
for social

KPIs 2020: Goal of 17,500 impressions, 2,800 followers media

Earned Media. I

Broadcasts and digital articles.
Place actionable information on how to use proteins from milk, NeW
where to find them and why proteins from milk are preferred in Segme nts
%|| health and fitness segments of local news. .
| Get coverage in on-line health and fithess magazines (Shape, On'hne
others) health
KPIs 2020: 3 Segments. magaZIneS




Elements targeting New York State consumers

HOW TO

CHOOSE

THE MOST
BENEFICIAL

PROTEIN

New York
media

TV segments in New York
state regions (e.g.
Rochester, Albany,
Syracuse)

KPI: Audience reached

Health

Professionals

Communications

Customized e-mails with
content on benefits of
proteins from milk

KPI: % conversions

gothamist

Health & Fitnhess
Professionals

Database developmentfor targeted

media: health and fitness professionals

communications, New York media RD,
New York sports and fithess experts

New York weight management specialists
KPI: Contacts in database

NYC Digital
Magazines:

Sponsored contentarticles
KPI: Circulation and reach




New York supporters can use the initiative to
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support their own digital communications

AMPLIFICATION: EXAMPLES
Posts on Linked In, Social Media

Lactalis Brand Pronativé Joins
Industrywide Communication
Initiative to Educate Consumers

on Protein Ingredients
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Also available to New York State processors, @

pending support: Use of campaign assets
(Use on milk cartons - example, test project, California)
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How is success measured?

Metrics: Each digital elementhas its
own metrics and KPIS: impressions, click-
through rate, conversions, etc. and

Intent in consuming more proteins from milk, . .

-, O R analytics are used to measure impacton a

* ADPUDPMI Padila Consumer Research 2019, m O n t h I y b a S | S ]

Campaign impact on attitudes

measured yearly:

In early testing 67% of consumers
exposed to campaign messages
intend to increase their
consumption of proteins from
milk




Projects costs

= The StrongInside™ proposal for funding
features support and enhancements of the
existing nationwide campaign ($100,000), as
THE well as elements specifically targeting New

STRONG York State-based consumers ($47,000).
INSIDE

= The StrongInside™is managed by the
American Dairy Products Institute, a non-profit
trade association, with both input and oversight
fromits funders/investors.

= Participation through Committees and Task
Forces

= 100% of funding goes to campaign
expenses; monthly reporting to supporters,
quarterly meetings + ad-hoc presentations.
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Benefits to NY State Dairy Industry

* |ncreased awareness of dairy benefits
among new generation of NYS consumers

= Dairy market share growth

* |ncreased sales, intent to consume more
proteins from milk

» Use by NYS processors (retail) for
promotions

= Use by NYS industry and partners for own
digital and education campaign

v Ingredients: 1/3 of milk solids utilization
(US), over $375 million in NY State.
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Agri-Mark, Inc.
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Seprember 3, 2020

Dot Bowrd of Deectors of the NY Dary Fromotion Onder

The non-prof trade susocptesn Armerscen Deiry Froducts ingttute | ADEF ) Dmburet, IL. hat subsmrited 8 propossl
for tunding of penerc promotion cemps ign propect from the Mew York Stete Dery Fromotson Order,

Owr compary, Agri-Mark, Inc is in full suppor of the ADPT fundling proposal. We desine 1o grow sales of Rew York
millc Bnd Sairy defived prodiacts Bhd To this end, we hawe firancially tuppor ed ADP [The Serong intide™
camppn This Campaign i now enlering inlo ity wdond yeat of delvering on it objeciive 1o incress comune
awarimisi on T saperority of dary (malk and whey | oot vesius plant baied products. Out Ooopeate it
atively engaped in the Tack Foece wisich manages and supedvises this efan

The AP proposal for funding conasts of: (1) an incrementasl contribation to the netiommde, digital mareting
CEMEMAEN Gedscted 10 dUTHEING DOFSUMErS SRou T eTmoTtant of proteing from mdk (5100,000) snd. (2] speof
Elementy which will terget oonauamers in the Stabe of Mew Yors, directly 5o well 23 thioagh heatth influsncers snd vis
Tradbional [TV) ared dggital mecha platformy (547 000§, Theough thes effort, we o The Collective demy ndustry, deyre
13 INCFEESE OiF MBMet shade of the Pobll proted mamer

The Strong e ™ Cargalgn i camertly wippoed by & sumber of com panies cgerating in the State of New York,
InCualing our COMEany, AFN-Mamn Inc | with ow MoCadam Cheete pland is Ch Uy, MY ir acelimion 1o Cay uga
Wil ingredientt, Great Laked Cheede, O AT 04 Ml Froductt Coop, ard Sormento/Lecislie. Thic campaigs i eruly pre
competitive because the >50 representative funding companies ane 2 mix of domestic and foreign suppliers, coops,
TadE BEECIInGAL 30 CTher SRiry OFEEAEETIGNT

It @ owr hape That the Boand of the Mew York feve Dmiry Promation Order reviews the ADP funaing proposs
favorably, a2 we sre confalent fe mplementation will help support our 452 NY farmens and offser Mew York besed
ol grd whey proten msnufscherers 1o moresse seles of New York made milk snd whay protems both dome stice by
and wterraorsly

Wi hope you agres, lae we did, that the The Strong Insice™ campaign i 3 tanise worthy of finandial suppart 1o
norease sales of WY milk.

ours Truky,

4 f
77

Presigent & CEOQ
g ek Ine

Owned by the farm families of Agri-Mark who provide

m thebr tarm fresh milk to their award-winning brands.
T R T e
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September 7, 2030
Denr Bosrd of Directors of the NY Deery Promoton Order:

The non-profit trade associstion Amencan Deiry Products instrube (“ADP"), Dimbierst, L has submitted
& proposal for funding of geners promotion Cemoaign project from the New York State Doery Prosrotion
Qrder

O pormpeny, Greet Lskes (heess hay been g memiber of ADPI For rmoe then 50 yeers and 5 in full
mipoort of the ADF fundng propossl Grewt Lakes Chese operstes two chesse plents i the Stete of
Mew York: Adema, NY snd Cubs, NY. The dery protes macioet i3 vl to keep us competrthve i natonel
#nd workd markets. To support the sales growth of Reew York milk, we have financially supported ADPI's
(The Strong bridde ™ ) camgaign This campaign (s now entisving Hlo i woond yean of dellveding om it
Ol theg Uh NCFEEe ConiueT Inliendid o thé tupeniorty of itk Sroteind werial plent Bated
produaty O (ormpary Bostively engaged in e Tank Force aish managsy arad wapetvises this offon

The ADP proposel for hendng coments of |1 en morermertsl condribution to the netomwde, chgrtel

campeign dedicated to sducating corsurmears about the important of protein from mill
{5.100,00C) and, (1} specific elements which will target consumers in the State of New Yory, directly
well as the pugh health infisencers and via tredtional (TV) and dighal media platiorrrs (547,000]
Through this effort, we ac the coliective dairy industry, desire to inoease our racket share of the gobal
proted ikt

The Strong e ™ campsipn & currently supported by 8 rumber of other companess operating = the
State of New York, inguding Coayvugs Mtk ingredierts. Agr-Mark Inc, D-AT-ICA Milk Products Co-op, and
sorrerto/lactals This campaign B truly pre—compettne because the *50 representatier funding
companikes are a min of domestic and foreign suppliers oo -ops, trade atsociations and other dairy

o

B i owr hope that the Bosrd of the New York Sete Deiry Fromoton Ordes reveews e ADP) Funding
proposal favorably, &5 we are confident i implementetion will help tupport our compeny and other
New York based milk proten manutecturers to morease sales of New York made milk proteirs both
domestically and mternatonally.

S wly
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Tacravis,

Dt Bwtred of Diesciars of the NY Dairy Promiolion Ordes

Tha non-profit trade ssscciabon Ameniosn Dairy Products institude CADPT). Elmbarst, 1L has
submSed a proposal lor funding of generic promobion campeign project from the Mew York
Sitate Dairy Promotion COeder

Our compaly, Lactale Amancan Group, is in full suppor of the ADPI funding propoasl. We
distirn i grow snlen of New York mil, and to bhis ond, ee have fnanoally supporied ADPTy
[The Strong Inasde™ | campasgn. This campalgn is now srlesing |l ds secord year of
defvreg on it cheecive 10 NDSEsE COTEUMSY BWEPENEEE O T Guperionty of Ml peoleing
wersyE ant besed producis. ﬂu:mumluﬂpmmﬂnﬂ!nﬂmm
mardges Bl supsrdsse this =ffen

The ADP| proposal for funding censists of | 1) an incrome ial conirbution o fe naticmide,
dighal maieting campaign dedicated 10 sducabrg comsrmen sboul The mporant of peosins
From il (3100 000) and, () spacific alsmants which will langs! consumens in the State of New
York, Senctly &5 wall B8 PYnugh Reah iFflusnces. ind v rsdsional [TV) and degial modie
platforms (47 000} Theough this afor, we as e colleciive dairy ndusiny, desire o inoresss
st Mk ahare ol T globial profes markel

The Sirong Inside™ campaign 18 curmently supported by 3 mamber of companss ogersting i i
Stwle of New York incudng our cormpany. Cayuge Milk ingredenis, in sddillon o Agr-Mark
Ine, (areat Lakes Choage, O-AT-ICA MK Products Coop, and Servanto/Lsctalin Tha cormpaign
i8 iruly pre-compeditres because tho ~60 represantalive funding companies are & max of
dormaetic and forsegn supplion. coops, mde assocaions and olhed dary orgaricabong

0 s our hops (hal e Bosrd of M MNess York Siaie Dalry Promedios Order reeows thae ADID
funding proposal fevorably, b we are conldent B mplementabon wil Relp suppor owr
comparny and ather Maw Yark basod milk proten manudscherers io increass sales of Mew Yok
mmia midh proleins Dofh dormasd icaly and internationally. Owe oompany wnoe inosplion In 2014
has desiiad 0 sell mors milk peoleine, and 0 ben, we Wl gource mom Righ guality Mew York
milk [0 do e

Seplamber 18 2020

We hope you sgres, ke we &id, hal the The Strong inside™ campalgn is & ceuss worllly of
T il o] | incretrss nlies of MY k.

Yiouire Truby,
.‘ .-—":._ e p—,
Thissry C el Yamn Connan

CEDQ of Lactabs North America Wice President of Sales Lsctaks |mgredianis
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Thank you!
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The Strong Inside video



https://www.youtube.com/watch?time_continue=2&v=8nXg06CpGbg
https://www.youtube.com/watch?time_continue=2&v=8nXg06CpGbg
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