DAIRY FARMERS OF GANADA

- MARKETING EVOLUTION &
2017 COMMUNICATION PLAN UPDATE

Presented by: Blaine McLeod
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WHAT WE WILL COVER TODAY

1. NUTRITION UPDATE

. STAKEHOLDER RELATIONS UPDATE
I'HE NEED FOR CHANGE - A LOOK BACK
RIA BEHIND CREATING SUCCESSFUL

ETING EVOLUTION — KEY CHANGES
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NUTRITION UPDATE - EDUCATION

= Dairy Symposium
= Making sense of dietary patterns

= New education program for family physicians

* Government relations submissions
= Food Guide
= Sugar tax
= Labelling

= New campaign

DAIRY
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NUTRITION UPDATE - RESEARCH

= National Dairy Research Strategy

.'

MOI'e infO? &l onee
L o SN : - Research Highlights

= Dairy Research Cluster 3
= (Call for proposals November 2016

2015-2016

= Research Highlights 2015-2016 s i ST

www.dairyresearchca/newsietter-registration.php

$6.6
million ¥
www.dairyresearchea www dairyknowledge.ca
www.dairyresearchblog.ca wwwdairynutrition.ca

n facebook.com/dairyresearch

’ twitter. com/dalryresearch

wllB youtubecom/user/DawyResearchCluster

info@dairyresearch.ca
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STAKEHOLDER RELATIONS UPDATE
THE MANDATE:

Create irreplaceable stakeholder value (Processors / Retailers / Food Service) in
2017 by :

1. Building Trust.
2. Fostering Collaboration.
3. Adding Real Business Value.
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STAKEHOLDER RELATIONS UPDATE
PROJECTS & INITIATIVES

= On-going meetings with the Processor community to build
trust and understand their collective needs.

= Solidifying and building on key food service relationships (Tim
Hortons) and bringing a collaborative approach to supplier /
processors / food service accounts.

= Maintain strategic contacts with national retailers in
collaboration with Processors.

= Promote the use of our new logo launch with Processors of all
sizes.

= Building a transparent criteria for DFC’s support programs to
processors with the goal of providing real business value in a
cost effective manner.
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THE MARKETING TEAM

SEBASTIEN BERGERON MARIE-CLAUDE JULIEN MARTIN PROTEAU ERWAN PICARD
Assistant Director, Marketing - Assistant Director, Marketing - Product Assistant Director, Digital and Assistant Director,
Masterbrand Innovation Synergies & Partnerships
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THE NEED FOR CHANGE - A LOOK BACK

Traditional brands ~70% of all brands Consumers see 350
are dying at the would not be messages a day,
hands of more missed 1if they went however only 6 are
progressive brands out of business* remembered
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DAIRY FARMERS OF GANADA by Havas Media Company in March 2015




TIlE I’IBE IIF GANRDA
15 CHANGING

VISIBLE MINORITY GROUPS ARE
EXPECTED TO GROW AT
ROUGHLY 8x THE RATE OF THE
REST OF CANADA OVER THE NEXT
TWO DECADES
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GRITERIA FOR CREATING A
SUCCESSFUL BRAND IN 2017

A Strong A focused and
Brand Memorable
Conviction Masterbrand

That consumers
can understand
and relate to and
drives the way we
behave.

That consistently
reminds people

that DFC is behind
all of our messaging.

DAIRY FARMERS OF GANADA

A Clear
Demonstration
of our Benefits

Of how the dairy
product we help
to produce benefit
people’s lives.

Creation of
Unexpected
Communicatio

That is interesting,
entertaining,
surprising, and
thus share-worthy.
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NEW | DFC BRAND GONVICTION

Our Brand Conviction is our unified belief

and mission as an organization -

celebrating the hard work of dairy farmers, P ow R m:
as well as their huge contribution to the D AI RY
physical, emotional, and economic health 'm GlV[ c AN AD A
of Canada and Canadians. A HEAI_THIER H”UH[
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GRITERIA FOR CREATING A
SUCCESSFUL BRAND IN 2017

A Strong A focused and
Brand Memorable
Conviction Masterbrand

That consumers
can understand

That consistently

reminds people
and relate to and that DFC is behind

drives the way we

all of our messaging.
behave. &8

DAIRY FARMERS OF GANADA

A Clear
Demonstration
of our Benefits

Of how the dairy
product we help
to produce benefit
people’s lives.

Creation of
Unexpected
Communicatio

That is interesting,
entertaining,
surprising, and
thus share-worthy.
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BRAND ARCHITECTURE | PRIOR TO 2017

ELEMENTARY SCHOOL
MILK PROGRAM

CANADA'S DAIRY FARMERS %
@™\ \’—;\L,JoEl\LilLEI“ G REEHHR&%H AV
lz@ Chinvpions [T

f getenough.ca
from Orm to ta b\e @ & @ Every™

Day

Mlk &:ery Moment

DAIRY FARMERS OF GANADA

Programs acting in a solo capacity

No clear master brand

No linkage between programs
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BRAND ARCHITECTURE | PRIOR TO 2017

BRAND EQUITY BUILDING PROGRAMS

MASTERBRAND MESSAGE CANADA'S DAIRY FARMERS
e FUELLING lMl
F ™= = = =H = = = = g O F ™" =B E = E = . | . WOMEN w
I . ) i ; ; CHAMPIONS
Farmer Quallty milk I ELEAA/)\IIEL?TF,?&RC\; ég:A(iOL

i Image 1 1 asingredient
e R :
FLUID MILK CHOC. MILK CDN. CHEESE YOGURT ICE CREAM BUTTER CREAM
Mitk Every Moment "’“‘"’”"’ﬁu ayoureeds
o)
)%%NAD\P‘$§
7
“
- -
getenough.ca
090 5
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NEW | BRAND ARCHITEGTURE

MASTERBRAND MESSAGE BRAND EQUITY BUILDING PROGRAMS
FE = === === T FE" "= mEmsE- N "“ - g E E EEEEEE == .
Farmer : : Quality milk | DAIRY : Fuelling Women : 1 Elementary School *
0 Image 1 1 asingredient & FAHMEHS 1 Champions i " Milk Program :
Lo L ol oo i OF CANADA L !
QUALITY MILK | e R R e .
FLUID MILK CHOC. MILK CDN. CHEESE YOGURT ICE CREAM BUTTER CREAM
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ENSURING CONSISTENT BRAND USAGE

DAIRY FARMERS OF CANADA
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SECTION LD LILDGOS

Oiue achnar 1 loges ane o be used in mass
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SECTION 2.0

2.9 REPORT OR BROCHURE SPREADS

POWER OF

CANADIAN
DAIRY

s

Our full soster of brand elements can be used when designing muiti-pepe sroctrares
Typograghy pays o key role, with Knockout used for beadlines and callouts (poge 23), snc
Archer usec Sar body copy and subheads (poge 27). Tyzom oer layered inthe
background help o breek up large areas of copy (page 28) Large full-bleed photogzaphs (Dage
37-36) and ilhustrations (pege 34) Witk peimary hendline troanmens (poge 33) help 1o introduce
subsestions.

DAIRY FARMERS OF GANADA

\NY)

DAIRY
FARMERS

OF CANADA

Tb




8 DISTINCT PERSONAS vs. 1 GENERAL TARGET

A comprehensive research analysis exercise was conducted to develop 8 Personas providing
rich data on their motivations, attitudes and behavior as associated with dairy products.

1. MARKET RESEARCH

20+ research papers

1000 pages of insights and data points

2. FOCUS GROUPS

48 hours of interviews to ask deeper questions

about opinions and beliefs

3. VALIDATION

Media behaviour data layered on (survey 30,000
Canadians media habits, shopping attitudes etc. )

DAIRY FARMERS OF CANADA
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Diane. The Dairy Moderator.

For Family Happiness.

DEVICES

MEDIA
CONSUMPTION

SOCIAL MEDIA
CONSUMPTION

TYPICAL DAY
IN THE LIFE OF

DAIRY FARMERS OF CANADA
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Diane. The Dairy Moderator. For Family Happiness.

Devices
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jmy L]
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Deskiop Tablet
53% 36%
o119 IS5

Time spent: 4-6h hours par day
Goals: Staying on top of what's happening socialky
and in the world, while also finding inspiration.

Diane understands how to use her devices to har
banafit. Whether it's researching befora she shops,

finding an answer immediataly on her phone, or shar

ing tha moment on social madia, Diane is connactad :

with the digital world. X

“1 will reference my mobile device in store if | have
8 quastion that | need answered immediataly”

_ - Afpical day in the life

Wakes up and turns on the Drops the kids off at
imstant coffee machine while school and makes her
nushing to make the kids way to work, singing her
lunch. She keeps the news on favourite songs from the
in the backgrownd to catch the  Top 40 radio station. _ -~
most relevant information that _Le®”
pertaing to her. o
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Timie spent howswsak

Diens is influsnced by recipes she sses circulating
on Facebook and may look to Pinterast, Youtubs, allrec-

™-15 ipas.com or the Kraft websita. She will forwsard links of
L] har favourits I'E:.‘-ipEH or fu““'!" cat videos on her socisl
Radio - 12 channals. Dians will upload the odd image or video of

Mewspapear - 1

-
Intarnat - 16

TV: Cooking shows (44%, 01131), Children’s cartcons
(3635, 0I183), Reality TV {31%, 01120}

MNewspaper: Local news (28%, UITS)

Radio: Top 40 hits {30%, O1162)

Magazine: Today's Parent (169, OI340]

Intemet: Email (84%, 01104}, Food/Recipes [61%,

OI146), Health (33%, 01120), Entertainment (406%%,
Qo

her kids but is more of a8 consumer of contant rether
than a crestar.

Connection insights

Diana likes...

Baking from scratch (79%, O1131)
Entartaining from homs (642, 01141) s — — — —

Visiting Zoo/Aquarium (671%, OITD}  e———
Crafts (44%, 01113 ——
Camping (38%, 143) —

Content format preferences

Diane prafars text and image based contant, as-
pecialky when she's looking for recipes online. Some-
timas sha'll ba interested in gquick how-to videos on

----------------------------------- cooking.
-7 Tablet Desktop v
Chedics hier anﬁglrlmﬁa Instant messages with her While her husband picks Onice the kids are in bed she
accounts thredghout the husband to organize con- up the kids from af- can turn off the cartoons and
day butif she's eating aslona, venience or grocery shop ter-school sports she tries switch on her favourite real-
_ she'll scroll through her depending on schedules something new for dinner ity TV show and dio one final
“  newsfesad to find content she and needs. tonight while snacking on chedk on her social accounts.
can relate to. the delicious ingredients.

12 30pm
330pm

umﬁi
900 pm

Mt

Lorey

1

1

1

1

STAGES PRESHOP THE STORE THE SELECTION MEAL PREF |
) s > > |

Declsion drivers and - Recipes. - Closest or ‘regular” groceny store. - Soamez browsing but mosthy on - Recipes. :
Influsncars - Classic go-io family dishes. -Wheere the sale is. automatic pilot and right 1o - Family prefe |
- Family preferences or requests. - Specialty: farmers market or deli. shelf. - Docasion. !

- Habitual purchases. :

Thinking - I want io find something new - I'mi going to get what | nesd - If a more expensive brand is on - | need to make something :
for school lunches this week. first and then ses if there's sale 'l Roahy buy it that's healthy, daliciows, and 1

- | need to make something for a amything else | want. - Is there anything new I'm easy to make. !

potluck this weskend. irerested in? '

1

Daing - Rewiewing fhyers online and in - Mostly straight to shelf. - Mosthy price driven, sslecting - Preparing dinner alones, while I
print while making a list. - Dcision based on habit, cheapsst with some brand snacking on the ingredients. !

- Browsing recipes cnline, using prefemed brand and price. preference. - Praparing school lunches with :

Google, Faosbook, Finterest, - Rewiswing coupons on - Googling for more information on her childnemn in the kitohen. 1

and Kraft. Chedvout §1, Flipp, Save On. a specific produdt or recipe details. - Following along with & racipe 1

- Looking for coupons online st - Rewizwing her grooery list on - Reviewing her grocery list on her on her tablet. |

Chedkout 51, Fipp. and Save On. her iPhone. iPhone. :

1
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2011 CAMPRIGN TIMING | CONSUMER CENTRIC

MASTERBRAND

Masterbrand
Jan 16 x 12 weeks

MASTERBRAND
June 5 x 12 weeks

MILK
Milk

MILK
July x 8 weeks

HOLIDAY
Dec

Milk Calendar

MILK CALENDAR
Nov and Dec

Chocolate Milk

CHOC MILK

T B I
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SUMMARIZING WHAT HAS CHANGED

BRAND BRAND BRAND L0GO 8 NEW PERSONAS
ARCHITECTURE GONVICTION STANDARDS MNEMONIC
GUIDE

r

MASTERBRAND MESSAGE : BRAND EQUITY BUILDING PROGRAMS y
- i
Farmer Qualty milk DAIRY R | F—— E R F & b3 o
Image r:glredr?elntas FARMERS [ i Cllai:llla"s = M..k?:.'?';;n ! % 2 \ ¥ /
OF CANADA ; E = ¥ S | ) | ~
QUALITY MILK ¢ e v
FLUID MILK CHOCOLATE MILK CHEESE YOGURT ICE CREAM BUTTER CREAM l - 7 ' - ‘ )
1:; JI:J JI:J g.
DAIRY DAIRY DAIRY A Y
FARMERS FARMERS FARMERS »
OF CANADA £ OF CANADA

OUALITY MILK

QUALITY MILE

QUALITY MILK QUALITY MILE

! his T, T «, @ [0GNE GANADA

AHEALTHIER HITURE

o
i

NUTRITION FOUNDATION |

e - Rick KathyRobert Diane
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GRITERIA FOR GREATING A
SUCGESSFUL BRAND IN 2017

DAIRY FARMERS OF GANADA

A Clear
Demonstration
of our Benefits

Of how the dairy
product we help
to produce benefit
people’s lives.

Creation of
Unexpected
Communicatio

That is interesting,

entertaining,
surprising, and

thus share-worthy.
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GCOMMUNIGATION
OBJECTIVES

1. Generate greater awareness of
Canadian milk as a key ingredient in
the dairy products consumers love.

2. Increase credibility and establish
why Canadian milk is so good

3. Ensure successful transition of our

new Dairy Farmers of Canada
Quality Milk logo

DAIRY FARMERS OF GANADA
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If its made with

CANADIAN MILAK,

iL’s worth crying over.

L .
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UNION STATION

DAIRY FARMERS OF CANADA
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QUALITYMILK.CA
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DAIRY FARMERS OF CANADA

PRELIMINARY RESULTS

Although still early in the campaign , overall results are very
positive with our target

IMI Digital Spots (15/10
TV Spot (30 secs) '8 pots (15/ Out of Home Boards
Benchmarks secs)

Breakthrough

Advertising Awareness - % recall in

vvertieing N/A 23% 15% 14%
Impact

Impact on DFC Equity- % Net more 5 o7 & o/ % o/ &

favourable +3G‘ ;’E: +38 .r"ﬁ +59 f"{J +64 ./EJ

Impact on Purchase - % Net Increase

consideration of Dairy Products made 0 o/ * 0 0/ &

from Canadian milk +3G ’{:’ +38 "’a +58 ’ﬁ* +57 "’E'
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ENSURE THE SUGCESSFUL TRANSITION FROM
100% CANADIAN MILK TO DFC QUALITY MILK.

DAIRY FARMERS OF GANADA

\IY)

DAIRY
FARMERS

OF CANADA
QUALITY MILK

OUT WITH THE OLD

INWITH THE MOO

IT°S TIME TO PUT OUR OLD
LOGO OUT TO PASTURE

LOOK FOR THESE LOGOS TO MAKE SURE IT’S MADE WITH HIGH QUALITY MILK
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GRITERIA FOR USING THE

GERTIFIGATION LOGO HAVE NOT
GHANGED
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WHO WE ARE SPEAKING TO
Primary persona: Rick

Secondary persona: Diane PRIMARY PERSONA SECONDARY PERSONA
RICK DIANE

Milk snacking occasions

Evening meal occasions

Lunch milk occasions

Milk purchase volume per week 1.8L 1.6L
See themselves as sharing grocery tasks 54%
Report drinking milk as ‘love the taste’ 71%

\NY)

DAIRY
FARMERS

OF CANADA

Source: Milk Usage and Attitude study, 2014, RMG
Intel Report - Grocery Store Perimeter March 2016
Qualitative IMI Research 2016
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THE IDEA

Rick enjoys drinking milk for what it is — a delicious
refreshing drink to be enjoyed anywhere, anytime.
When you think about it, milk sounds awfully similar

to another drink Rick loves; a drink that represents
good times with good friends.

In this campaign we're going to talk about milk the

way people talk about beer. We'll keep it light, fun
and of course utterly thirst inducing.

DAIRY FARMERS OF CANADA

\NY)

DAIRY
FARMERS

OF CANADA










dp

ICE COLD

ICE COLD TASTE
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TAKEOVERS

1J) FANTASY  NEWS VIDED.  SCORES

) WATOH NFLNETWORK NOW: WL REPLAY 200 P ETCY

LT LAY EREE FANTASY FOOTBALLN: -+~ S

ol

POUR A TALL

COLD ONE

i ’

N 7).
FRANKLIN MOVED TO GUARD 1 DAIRY

Find out what 10 expect om Toroni natve Ornando 4 FARM EHS .
Franidin as he moves back 1o his natural siton of od -
. . OF CANADA

left guard for the Denver Broncos oo QUALITY MILK

-q“ . « Seahawks take trophy to Canada
« Canadian coaches focus on safety

Ao PV Spe@
©
Show hlm the mone « Canadians in camp: Lions* TJ Jones
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EXPRESSWAY

DAIRY FARMERS OF CANADA

&

+ 1

POURA TALL COLD ONE

QUILTY NILE
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WHO WE ARE SPEAKING TO

PRIMARY PERSONA: TRYLOR (MILLENNIAL)
SEGCONDARY PERSONA: DIANE

PRIMARY PERSONA: —
Adventurers and the curious. TAYLOR (70% of media focus)
Specialty cheese is a pleasure that doubles as a badge of
sophistication to be shared amongst friends, family and
community through their social channels.
While price sensitive, he/she are always willing to spend
more on products that help define their curated self.

SECONDARY:

DIANE (30% of media focus)
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BRANDS SUCCESSFULLY LEVERAGE
LONG-FORM ANIMATED CONTENT

Campaign: Lilly and the Snowman Campaign: Scarecrow
Brand: Cineplex Brand: Chipotle

Metrics Metrics
21.8MM views during last two weeks of Sales increased 23.4%.
December 2015. Chipotle spent just $5.8 million on measured media (2011) in US
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THE IDER
GCANADIAN CHEESE. CRAFTED WITH CREATIVITY
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Canadian Cheese is special. It’s different. =0
It respects rules and tradition but are not bound to it.

We are creative and expressive.
Our cheese is an expression of individual Canadian cheese

It’s as diverse as our country.

In these wa ,‘Cﬁﬁan cheese is a lot like T
Curiou creative, daring to push the limi

A .
| We make cheeses that are delicious in { OV
lL

distinct from our European counte

»

We’ve taken the established conyention of y

cheese making and
1t a creative twist -
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The Story
"Mia & Morton”

2 minvideo

Mia | Daughter of Morton

Grown up taught traditional cheesemaking by
her father, Morton

Morton | Father to Mia

Cheesemaker, raised and taught in the
traditional way in Europe
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Mia, a young Canadian girl, has been apprenticing under her
father, Morton, in the art of making cheese. Morton'is very
traditional, and believes cheese should be made how it’s always
been made with no room for interpretation. ;

Mia struggles with his strict adherence to tradition. She resp%t\&f
the process of cheese making, but wants to infuse her personality e,/, %
into her craft and make new, delicious cheeses inspired buﬁﬂ W
bound by tradition. ."';, ¢

."; A -\'
One day before an international cheese competition (which =
Morton has entered for for many years but has failed to win), i
presents her father with a special cheese she s made that she’d | A

like to enter. / Q
Without tasting the cheese, he rejects it becaus'e 1t i '

the traditional process he has been raised on.

-
- X - -y
\n

However later one night, Morton’s curi_osity gets the better of him
and he tries the cheese Mia has made. He’s immediately won over
and secretly replaces his cheese with #a’s, and enters her cheese
in the competition.

Mia’s cheese goes on to win, and breaks her father’s decades long
losing streak—showing that when you respect tradition but are
not bound to it, incredible things can happen.
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TRACKING AUDIT

In 2016, a comprehensive audit was

completed to evaluate top vendors for

communication tracking and reporting.

Each was reviewed for methodology,

expertise, lead time and cost efficiency.

DAIRY FARMERS OF CANADA

nielsen

MEDIABRANDS

IMI®

INTERNATIONAL"™
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TRACKING AUDIT: CONCLUSION

IMI was determined as the optimal partner based on our needs to :

» Understand the impact of our campaigns on brand equity, ROI & ROO.
* Understand contribution of each channel in impacting the above.
* Plan our media mix and ongoing optimization.

 Provide an online dashboard for our stakeholders to access

vil

INTERNATIONAL™
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REPORTING PERFORMANGCE

The following partners and vendors have been selected based on their versatility and
ability to provide DFC with a holistic view of results.

SALES MEDIA PERCEPTION/
PERFORMANCE PERFORMANCE BEHAVIOUR
niclsen My
® © ©¢ ¢ ¢ o o o o ’tividata Foogle Analytics M

facebook INTERNATIONAL™

INSIGHTS
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REPORTING PERFORMANGE

DAIRY FARMERS OF CANADA
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——— campaign post report

THE MILK GqASS“”

COST EFFECTIVENESS

INTRODUCTION

While still liked, milk is too often overlooked due to the overwhelming (and often
trendier) choices in the category. We set out to reintroduce our audience to one of the
oldest drinks in the world with the aid of a tongue-in-cheek technological improvement,
The Milk Glass™.

The Milk Glass™ campaign was launched on Oct 3rd, 2016 as a transitional campaign
leading up to the 2017 launch of the new DFC brand, and was created to put milk centre
stage once again by tapping into the enjoyment associated with drinking it. While
nostalgic messaging had been used in the past, recent studies suggest that by connecting
milk to pleasure and happiness the likelihood of consuming more goes up by 475%.

Below are the highlighted results of The Milk Glass™ campaign.

COST TO REACH
EACH PERSON
MILLION
SPENT

— REACHED —

R{OR: Y EXTREMELY EFFECTIVE! ‘

$0.75 _EXCELLENT
MILLION 50.75 - $2.00 GOOD

PEOPLE

REACH

37%

OF ENGLISH
CANADA

RECALL SEEING :
AT LEAST ONE —— THAT'S ——

MILK
(age 18-5?&3&,;1\;3 3 M I LLION
e # CANADIANS

IMI'S INDUSTRY BENCHMARKS
COST PER PERSON CALCULATED BASED
ON EQUIVALENT, NATIONAL SPEND

— themilkglass.ca —

PAID SEARCH PERFORMANCE 11 0,390
COST TO DRIVE Y/V |E g ? ITT E

$053 T O THE SITE T

WHICH EXCEEDED
(WITH A TARGET OF $1.20) EXPECTATIONS BY

163%

TELEVISION DIGITAL

_I_

)

The DIGITAL content complimented the TELEVISION
spots and reached people that would have otherwise
been missed through traditional TV alone.

L I e L L L

5,000

MILK GLASSES

BUT THE CAMPAIGN

S S THE
PRIMARILY

S it
= WOMEN  CONSISTENTLY
FmW25-54  ACROSS ALL

I ® ®

DEMOGRAPHICS

| |

’ l MILK
GENDER AGE CONSUMPTION
0, 18-29...39% @ 38%
30-39....39% i
40-49....33% D 36%
34% |(|[40%  50-55..39% A 33%

LIGHT

RESULTS

IMROVED

. EEANDIMAGE

A DRINK | ENJOY
+7% +6%
AN IMPORTANT
PART OF MY LIFE

10%

INCREASED INTENTION TO
BUY AND CONSUME

MORE MILK

IN THE NEXT SIX MONTHS Q Q
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HERE'S TO GREAT THINGS THAT LIE AHEAD
THANKYOU
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