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Are you in the Game or on the Bench?
DMa
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Stén EhNine Vice President of Farmer Relations and Activation
Twitter:@Stan Erwine
Facebook: Stan Erwine

Who is DMI?

Who do | work for?
How have we changed?
What have we learned that’s relevant to you?

My goals for today’s presentation:
1. Share 1 or 2 things that cause you to think differently about
agricultural advocacy
2. Cause you to think differently about the modern consumer
3. Motivate you to embrace new communications tools and
channels
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How Checkoff Investment Impacts Dairy Sales, Demand & Image
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Work is funded & directed by dairy farmers for to benefit dairy farmers.

The Power of Partnerships
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Unmet Demand - DMI Business
Plan Extends Farmers’ Influence
and Voice o
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Benefits to Dairy Farmers
g Extends farmer voice - pMagniﬁes farmer investment

: - ) pizze
saco Domestic Cheese Sales +4 Billion Ibs. of milk 1/14 - 7/15 4
BELT

N

Let us butter you up + 600 Million Ibs. of milk Q)\ Milk Fat is Back!

'm lovin’ it

+10 billion Ibs. of milk since 2009 + 100 mm Ibs. of Pac Rim Cheese @

]
@ + 12 billion additional Ibs. of export sales since 2009
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Tough Questions

* Is trust in dairy, food or agriculture increasing or
decreasing?

* Whose job is it to communicate to consumers?

* Who do consumers want to hear from?

* How often do you communicate with consumers?

* How large is your consumer audience and voice?

» What are you doing to grow it? What’s at risk if you
don’t?

* What or who are you waiting for?
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~Stephen Covey

Most profound demographic
change since 1890’s
* 55+ Population will increase 45% by 2020
* 50% of Growth 2000 - 2010 Hispanic
* Asian Population +43% since 2000
* 45% Children under 5 are Minorities

* 48% of Food Expenditures Away from Home

* Couples with Children Declining

‘Sources: 2005 and 2010 Gensus, Dr. Ron Brownstln ~ National Journal EtoralDirctor
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THE EVAPORATION OF TRUST:

NGOS, BUSINESS, MEDIA
/ ALL DECLINE
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TRUST IN BUSINESS INNOVATION: °

PACE IS TOO FAST BY A 2-TO-1 MARGIN

THE PACE OF DEVELOPMENT AND CHANGE IN BUSINESS AND INDUSTRY TODAY IS...

28% Too Slow 19% Just Right ~ 51% Too Fast

2 X4
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5 27 <oty goba .

INNOVATIONS PERCEIVED AS DRIVEN BY 9
TECHNOLOGY, BUSINESS TARGETS AND GREED/MBNEY

DRIVERS OF CHANGE IN BUSINESS AND INDUSTRY TODAY ARE PERCEIVED TO BE:

Technology
Business Growth Targets

Greed/Money

Personal Ambition

IEETIT | Improve People’s Lives
' Make World a Better Place

(‘: barometer

Most Consumers Confident in the Overall Safety of Milk

t and 10 s very confident, please indi

icate your degree of

25%
23%
% Total Adults (n=886) 21%
Mean rating = 7.9
13%
7% 68%
6% Very confident
29 1o 2% 2%
1 N o I 10
Most Negative Driven by": Most Positive driven by
+ Goncems over “added" addivesichemicals — |+ Safety proceduresiregulation pasteurzatio; lack
‘oap. Hormones, Antibiatcs What Prevents more favrability? recalls
Animal care concerns. (No clear patter) Faith in farmer, processor, retailer and/or product

+ Lack of trust n processing, transport,
government regulation
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Consumer Trust Monitor for Dairy

Indicate Dairy Farming and the e Farm Animal Care
your degree Environment
of trust for Physician High Veterinarian
each source ‘ Dairy Farmer P State or County Ag Officlal
Environmental Scientist Dairy Farmer
on the " Family Member Animal Rights Activist
topic of ! Veterinarian ‘ Cattle Rancher
Friend . Spouse or Partner
Dairy Farmer’s Assoc. Rep. i Friend
Environmental Group Rep Family Member
Environmental Activist A Pig Farmer
University Representative Professor
Animal Rights Activist Local Educator
Food Activist Grocery store
State or County Ag Official Neighbor
Federal Ag. Official Co-worker
Social Media Blogger Social media friend
S ey Menitor: 3 Corporate Representative Social Media Blogger
Politician Low Politician

Erwine | DMI
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Most Adults Want to ask Dairy Farmers About
Farming Practices

Would you have
questions for the
dairy farmers about

What would you ask a Dairy Farmer?

their dairy practices? + Animal Treatment/Care 21%
‘. Animal Living Conditions 5%
* How Often Milked 10%
+ About Food/Grazing 1%

No
47% +  Milk Safety Procedures 37%
+ Process on Farm 4%

= x
BPAAE oy wanacemens me.

MEDIA SOURCES: SEARCH ENGINES NOW MOST TRUSTED

TRUST IN EACH SOURCE FOR GENERAL NEWS AND INFORMATION
Millennials Are Even More

Lo Trusting of Digital Media
asn
s e o
oz o3 e« Online Search 72% (+8)
60% Engines

Traditional Media 64% (+2)

s Hybrid Media 63% (+10)

L - . " Social Media 59% (+11)

p . - Owned Media 57% (+10)
2012 2013 2014 2015

Cstoaroieter

Erik Qualman

www.youtube.com/watch?v=zxpa4dNVd3c&feature=youtu.be
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All the Rules have Changed

Consumers Expect More Than Good Food

Expect Us to Treat Animals, Workers &
Environment Well

We Must Intercept Groups Organized Against Us
| We Must Adopt a New Attitude and Tools

KPAAS o1inv manacemens ime-
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>Verizon = 11417 AM

Stan Erwine
o

Stan Erwine iesday at 7:55 PM - Edited - 44

A Day on a Dairy Farm @Food52 My wish for &

every American in 2016 is to visit a dairy, ranchil i
or any type of farm. Many people have been & o [
misled to believe farmers are not to be trusted, =
or are greedy corporations Nothing could be  gyo i
) # further from the truth! U.S. Farmers are some
* Amtica. of the most authentic, hard-workin... See More p, 5 psnand/dad/son & voice of and for
T s 1
e = /mers about dary farming &
* L2 A Day on a Dairy Farm for Dairy Management
We've partnered with the U.S. houghts are my own.
Stan Erwine Farmers & Ranchers Allianc...
e youtube.com w0 .
Post Update Info  Activity Log More. I Lkes 5 Comments
Stan Erwine
Son-Brother-Husband-Father-Friend. | love e Like W Comment A Share A Day 00 a Dairy Farm 0F00dS52 My
family/friends/reading/photography/history/ wish for all Americans in 2016 fo
travel & sports. visit a dairy, ranch or farm of any
Edit Bic Stan Erwine updated his profile o
#  Lives in Overland Park. Kansas picture, - 5
L N T )
f ® L

CONSUMER

WHERE ARE CONSUMERS AT TODAY?

Trying to “eat healthy” is complex — they seek
“shortcuts” (e.g., fresh, local, organic)

Driven more by “what to avoid” vs. what to eat

farming is

. d performed in a [ U-S. farmers y
Want simpler, more straightforward food responsible [ take good care only 33%
. . . of e
information to make better choices way environment [ livestock are

treated ina
More concerns in food SGfefY, animal CAF e coon "y WHERE GOOD
Conts From. | © W= FIELDTOFORK WHERE GOOD,| 5,

GROWING DISCONNECTION FROM
AGRICULTURE, LEADING TO
SKEPTICISM

477

Only 47%
believe

40% believe 33 %

Erwine | DMI
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“Farm animals that are raised for food
should be treated the same way

household pet owners treat their pets.”

([Moto3 m4ato7 m8to 10]

2013 Mean 5.67

2012 Mean 6.03

0% 20% 40% 60% 80% 100%

2013 Centr for Food nterity

“If farm animals are treated decently and humanely, |
have no problem consuming meat, milk or eggs.”

W0to3 M4to7 M8tol0

l

2014
2014 Mean 7.46

2013 Mean 7.28

2013

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m

FOOD INTEGRITY

TRANSPARENCY AND SOCIAL LICENSE

Transparency: Operating in such a way that it is easy for others to see
what actions are performed. It has been defined simply as "the perceived
quality of intentionally shared information or action".

Social License: The level of acceptance or approval continually granted to
an organization's operations or products or services by consumers, the
local community and other stakeholder Based on:

Maintaining public trust/belief that your business activities are
consistent with social expectations/values of community & stakeholders

Y

FOOD INTEGRITY

Why Does Dairy Care About Millennials?

Spending (CPG) 2014 $150 Billion 17% of $ 884 Billion Market

2020 $290 Billion 29% of $ 1,000 Billion Market

96% Buy Milk 32 Gallons/Household (-4%)
Account for 27% of Retail Milk Volume
Yogurt and Millennials  90% Buy Yogurt 31 Pints/Household = 1.6%
Account for 28% of Retail Yogurt Volume

Cheese and Millennials 98% Buy Cheese 34 Pounds/Household
Account for 28% of Retail Cheese Volume

Milk and Millennials

Erwine | DMI

MILLENNIALS
cf}’ i

"= . e OVER HALF OF MILLENNIALS HAVE NOT
e =, (‘ YET FORMED OPINIONS ABOUT DAIRY
fMILLENNIALS N
EVERYWHERE! :
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90% Equate Success with being a Friend
68% Working for a Cause The Believe In

The Me-Me-Me - Generation

Later Life Stage Differences Marry & Become Parents Later

Less Likely to Own a Home

49% Are Early Adopters of Technology
29% Regularly Use a Mobile App to Pay

Technology - Mobile Devices

44% Say They are Brand Loyal
52% Quality & “Purpose” over Price
62% Buy Healthfulness

40% Buy Sustainability

Brand Loyalty

What Drives Consumer Trust?

ARES

AU

Shared values are 3-5x more important in building trust
than demonstrating competence

Trust research was published in December 2009 -

Journal of Rural Sociology

b

UNITED DAIRY INDUSTRY ASSOCIATION

WHERE GOOD COMES
FROM

WHERE GOOD COMES FROM.

SHIFT IN THE COMMUNICATION LANDSCAPE

The Old World

o One-way
communications;
focused on “push”
messaging \\

o Traditional media %
was the only media 1

o ‘“Influencers” defined
by their titles

o Feedback was £ 22
delayed or
nonexistent

The New Reality

Intense speed of information,
fragility of trust; more connected
world

Media has changed (“search” is
key; simultaneous use of Web, TV,
mobile, media consumption
increases overall)

Social media is mainstream media
Authority redefined
Societal/attitudinal shifts (activism)
Conversations start anywhere and

involve influencers of all types

WHERE GOOD | 5,
‘COMES FROM.
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DAIRY HAD TOO MANY VOICES, TOO
MANY MESSAGES

th A YR
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healthy milk é,,,,";’hs R oy
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duct passion farmalicious: pure- comes From. | **

) from fay Our
i farm to yo:”s to  Products.
\Wholesome: table. Our passion.

OTHERS HAVE BEEN BETTER ORGANIZED,
MORE NIMBLE AND LEADING ONE-SIDED
CONVERSATIONS

- NATIONAL
% GEOGEL PHIC

GROWING

FOOD FIGHT

WHERE GOOD | 3,
COMES FROM.

COMMON VOICE NETWORK
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NEW COMMUNICATION SYSTEM TO
MEET OUR AUDIENCE WHERE THEY LIVE

Dairy

where good comes from

WHERE GOOD | 55
‘COMES FROM.
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The Dairy Good Newsroom

WE HAVE THE TOOLS AND SUPPORT FOR
DAIRY IS HIGH, BUT ADVOCACY IS LOW.

ACTIVE PASSIVE ACTIVE

SUPPORTIVE
coRE TARGEy

PASSIVE
SUPPORTERS WHO

CAN BECOME
ACTIVE
ADVOCATES

-

NEUTRALIZE MOBILIZE

WE NEED TO DO MORE...NOW!

WHERE GOOD | 5
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THE UDDER TRUTH: VIDEO SERIES

JEHESHY |

““Cow Care”

Joe Kelsay, Kelsay Farms,
Whiteland, IN

Myth: Most large dairy
farms prioritize profits over
animal care, and mistreat
animals through crowded
conditions and abuse

LINNEA HOOISTRA

“Antibiotics”

Linnea Kooistra, Kooistra Dairy,
Woodstock, IL

Myth: Antibiotics are
standard practice on most
US dairy farms and
antibiotic residue ends up
in the milk we drink

& 0k Lok

“Big Farms”

Annie Link, Swisslane Dairy
Farms, Alto, MI

Myth: Most dairy farms are
large, corporate, factory
farms that are driven by
profit rather than taking
proper care of their cows
or the land ouygesd | 39

Erwine | DMI
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Acres + Avenues: Video Series

THE HOST: Jax Austin

is|

currently wol
pilot, which
travels.

Highly-enga|
travels and 4
snowbocrdirL

mirrors the

potentially 1
* Jax's millenfiid rd = & S 3

embrace Jax’s involvement in Acres & Avenues and amplify the

episodes further.

-~

Consumer Confidence At Work

N
1.1 MM Video views 4.4 MM Video views
24 Million Onion Impressions 30.5 K Shares

44 million Total Impressions in 5 weeks 20.9K Social Actions
49 Media Placements 62 MM Impressions...and counting

Erwine | DMI
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Http://mydairy.dairy.org

https://amplification.dairygood.org/

Amplifying Dairy’s Voice

73,000 schools reaching 38M ]\ -{\ Nﬂﬁxonv@;%?"w
£ G0) chidren with NIEREEULS DAIRY
< ” 11 M children engaged o
- yDairy 27M+ Facobook fans

AM+ Tuitter followers
2,400 producers active in social media

TM customers per day
RAIRY.RESEARCH INSTIIMTE

300+ companies
1,000+ industry staff
34 communication professionals
1,800+ industry members accessing insights
and opportunities

14,000 us. stores

2,800+ scientific and industry leaders. %
sing nutition, produst and sustainabity =~ M

-
US DY lilkPEP
search

100+ cooperaive, processor and Industry
. . tradnoicompany Gembers) coordination onissues
o - and crises.

60  Dairy Producer Trade o Nearly 5,000 Uss. stores
750,000 heatth and wellness Organizations Q

8M+ Facebook fans
professionals advocating for dairy

WHERE GOOD | 45
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ACTIVATION IDEAS
Everyone can do these types of things

Share content and amplify— episodes shared on company websites, social
properties, etc.

Engage employees/stakeholders to share content through their social channels

Use content as springboard to local social responsibility stories

Participate in real-time, social conversations sparked by episodes

Use raw footage/assets for your customized content

*CHANGE BEFORE YOU HAVETO."

JACK WELCH

“There is at least one point in the WILLINGNESS TO CHANGE “THE SECRET OF
history of any company when you IS A STRENGTH, EVEN IF IT CHANGE IS TO FOCUS

have to c'h(:n( e dl'ci‘vn(ﬂlca]\y to MEANS PLUNGING PART ?-\JIB# g’i \Fc;tw E TEI’l\‘\lE RTGHYE,
rise to evel of
performan that moment - O F MAECONT NI NI OLD, BUT ON BUILDING
and you start to decline.” TOTAL CONFUSION FOR A THE NEW.”
—Andy Grove WHILE 7

"As we look ahead
IF YOU DON'T HAVE A into the next
COMPETITIVE Y
ADVANTAGE, DON'T
COMPETE.

Don’'t become paralyzed by analysis —
focus on laser-sharp goals, act and fine

tune. As leaders you have been
empowered to act not overthink. Tom
Gallagher DMI CEO

Erwine | DMI
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