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What does it take to
be a Farmer?




The Agrarian Lifestyle
IS In Voguel!

Authentic Intrinsic Integrity
Wholesome Values




MILK...

e Strong

e Trustworthy

e Solid Family Ties

e Fluid Milk Sales Are Huge
e Over 250 Million Followers

Yet Losing FANS!




Enviable Statistics — many strengths

97% Household purchase milk
37 Gallons per household per year
Remains third largest beverage

Consumed in MANY ways
— As a beverage

— As an additive

— As a compliment

— As an ingredient

83% adults hold favorable feeling toward product

Source: Symphony IRI Panel



Milk drinking in the US among highest In
world — behind Australia & Canada

Milk Consumption - Lbs per Capita
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UK over 220 |bs

Source: Dairy Facts: IDFA, ed. 2011



Fluid milk remains an important part
of total milk utilization!

% Utilization
U.S. Milk Supply Total Solids Basis

Fluid milk utilization
has shrunk from 40%
in 1980

Non-fat Dry
Milk
5%

Frozen Dairy
5%

Source: IDFA Dairy Facts 2010 data



Yet the Milk Glass Has Chips...




Per capita consumption of milk has
been in a downward trend since 1945!

Growth in consumption has NOT kept pace with population growth!

mmTotal U.S. Milk Consumption, mm pounds (Sales plus Consumed on Farm)
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Penetration of Milk declines with age
and Is decreasing over time.
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LATEST 52-WEEK FLUID MILK SALES
US Total Volume= 31,714,734,080 Ibs. (-1.9%)

WEST
Volume 3,895,632,128
Growth = -1.8%

CALIFORNIA
Volume 3,206,450,688
Growth = -3.9%
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NORTH EAST
Volume 4,864,221,184
Growth = -1.0%

GREAT LAKES
Volume 5,280,669,184
Growth =-2.1%

PLAINS
Volume 2,598,956,728
Growth = -1.1%

MID SOUTH
Volume 4,074,384,760
Growth =-1.6%

SOUTH CENTRAL SOUTH EAST
Volume _3,4436386,624 \Volume 4,354,038,272
Growth =-1.6% Growth = 2.1%

IRI DATA Category - Milk Total U.S.- MO —
Sales Summary Trend Period Ending 2/24/13



Milk has lost beverage share over the
long-term, but is stabilizing short-term.
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Milk’s competitive position has
weakened...

Is milk up for a fight?

— Over long-term, milk lost to large beverage
glants

— More recently, smaller players taking share

Source: Symphony IRI Panel



Alternative Beverages




Fortified Competitive Beverages
Calcium & Vitamin D Added
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The Soy Category Is Bigger Than Ever...
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Non-dairy beverages often positioned as
having advantages over milk...

Milk Doesn‘t Always Come From Cows TRY SILICANG SHE QPOBBEE 70 MIEK.

Banich ko Sile mand drcover Iha differsnce.

»  Parent company Califia Farms is
branching beyond juices to introduce an
Almond milk line significantly differant

from competitors. While typical almond o T :

milks are processed from roasted &

almonds, Callfia Farms’ Almondmilk is iy e e

made from whaote blanched [not roasted)

California almonds, resulting in a frash, ﬂ @

vibrant taste, plus more nutrients. e Eaang EaLl

Delicious flavor containing 50% more P e T e E e

calcium than regular cow milk. M1 -M’ __)‘ Pure
ALMONOHIE |\l wopie i BEMONOHILK

= el EUT !
With 5 grams of protein in f
three delicious flavors.. M‘U III |

Juice never looked so good. | H
New silk:

Fruit&Protein

A refreshing juice blend with the
nourishing power of protein. T '.,’

(0 MOST PEOPLE FREFER THE ASTE OF 3 Lﬂi 'JmJlLLP 'W ﬂHEF CEREAL (VER DARY MILK™
Bar , AND, T 1S 0% MORE CALCUM THAN TYFCAL DARY MILC™ J&ﬁ%

Join us at for offers, games & more




Soy, Almond, and other alternative
beverages are not ‘Milk’!

 FDA Standard of Identity of ‘Milk’

— “The lacteal secretion...obtained by the
complete milking of one or more healthy cows”

— “Shall not contain less than 8.25% milk solids
not fat and not less than 3.25% milkfat”

o ‘Soy Milk’, ‘Almond Milk’, nor any plant derived
liguids do not meet the requirements to be
allowed to be called ‘Milk'... but they are doing
so using milk as a non-standardized descriptive

term.

Upstate Niagara

) Cooperative, Inc.
_.;_a:m

X )
1-_‘&3:/




What does It take to use
the Real Seal?




e MILK!

e Whole
e Authentic
e Quality
 Natural

e | ocal
e Sustainable

Dairy Product




Value-Added Milks, while small, have grown
while the total fluid milk category has declined
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In 2011, Value-added
milks accounted for 7% of
fluid milk volume at retail

and 14% of dollars.

These include Lactose-
free, Organic, Creamy,
. Refuel, Omega-enriched.

2007 2008 2009 2010 2011

Source: Symphony IR DMI custom milk database
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Export Opportunities

o Shelf-stable milks & products
« Recognized symbol for REAL DAIRY

 Trusted sign indicating safe & high-
quality contents
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Volume Trend — Shelf Stable Milks

Shelf stable is defined as any product with ‘refrigerate after opening’ or similar
language on the package.” Currently offered mostly in pints and quart sizes,
consumers pay an equivalent of $12 per gallon.

Volume Growth Trend % vs. YA

MULO Data thru 2/24/13 52 wk 7o Mix 4 wk 13 wk

:ETIE:UL?TIP[E![FI‘E‘: MILK/ 32,960,536 100% 1.9% 3.8%

Shelf Stable Milk 20,651,123 62.7% -2.3% 0.8%
White Milk 2,921,288 8.9% 3.0% 4.6%
Flavored Milk 16,952,931 51.4% -3.6% 0.2%
Alternative Beverage 12,309,413 37.3% 9.1% 8.9%
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Source: MilkPEP monthly topline data 2/24/13



National, Regional, & Store Brands
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Upstate Niagara proudly displays the Real
Seal symbol on all dairy product
packaging...
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What does it take to
be a Dairy Farmer?
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