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g eMarketer

Growth of Average Time Spent per Day with Major
Media by Adults in Canada, 2012-2018
% change

2012 2013 2014 2015 | 2016 2017 2018

Digital 16.1% 14.7% 11.4% 9.1% | 6.3% 4.4% 3.2%

—Mobile (nonvoice) 93.0% 527% 287% 198% 127% 85% 6.1%

—Desktop/laptop* 20%  -29% -1.3% -1.1%0-1.0% -1.0% -1.0%

Ty** 0.9% -1.4% -1.5% -1.6% -1.8% -1.9% -1.8%
Radio** -1.0% -2.0% -3.3% -2.9% -2.8% -3.1% -3.2%
Print** -6.3% -6.8% -8.6% -7.2% -5.7% -6.0% -4.8%
—Newspapers -5.9%  -6.4% -B4% -6.3% -5.0% -5.7% -4.7%
—Magazines -7.4% -8.1% -9.5% -10.1% -8.4% -7.4% -5.3%
Total 3.8% 35% 2.5% 2.2% 1.3% 0.5% 02%

Note: ages 18+, time spent with each medium includes all time spent with
that medium, regardiess of multitasking; for example, 1 hour of
muititasking on desktop/laptop while watching TV is counted as 1 hour for
TV and 1 hour for desktop/laptop, *includes all internet activities on
desktop and laptop computers, **excludes digital

Source: eMarketer, April 2016

208153 www eMarketer.com

DIGITAL IS THE
MEDIA WITH
THE HIGHEST
EXPECTED TIME
SPENT GROWTH
IN GANADA




AVERAGE HOURS SPENT
ON MOBILE DEVICES
EVERY MONTH BY
ADULTS IN GANADA,
2016

https://www.emarketer.com/Article/Mobile-Drives-Growth-Time-Spent-with-Media-Canada/1014003
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DIGITAL'S INFLUENGE ON FACTS

Oxford Dictionaries

WORD
OF THE YEAR

Defined by the dictionary as an adjective “relating to or denoting circumstances in
which objective facts are less influential in shaping public opinion than appeals
to emotion and personal beliefs,” editors said that use of the term “post-truth” had
increased by around 2,000% in 2016 compared to last year. The spike in usage, it said, is “in
the context of the EU referendum in the United Kingdom and the presidential election in the
United States.”

https://www.theguardian.com/books/2016/nov/15/post-truth-named-word-of-the-year-by-oxford-dictionaries



DIGITAL IS ALL ABOUT CREATING
A GREAT USER EXPERIENGE (UX)

GCONTENT IS AS
IMPORTANT AS THE
WAY IT'S DELIVERED

DESIGNING THE PRODUCT DESIGNING THE EXPERIENCE
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WE HAVE CREATED A CONFUSING DIGITAL LANDSCAPE.

Legend

@ Evergreen

Consumer Audience

Hello Dairy
Sites

hellodairy.ca

Get Enough
Helper App

@ Campaign Sttes

. Contests

® Apps

@ Not managed by Mirum

Industry/Professional
Audience Sites

Support Canadian
Cheese
supportcanadiancheese.ca

Farm to Table
farmtotable.ca

Elementary
hool Milk Progra:
milkinschool.ca

Get Enough

getenough.ca

Spot the Symbol
Contest

ymboltowir

Canadian Milk
canadianmilk.ca

100 Good Reasons

100goodreasons.ca Dairy Goodness

dairygoodness.ca

N00percentcanadianmilk
62,910+ Likes Real Ice Cream

Aaiti00pourcentcanadien JREEHRESEEE]
4362+ Likes

©100CanadianMilk
7.532+ Followers

Milk Calendar

@Lait00Canadien
748+ Followers

|I /Dairy Farmers of Canada
[l 3129+ Subscribers

Milk
Calendar

Contest
@100canadianmilk

476+ Followers

All You Need
is Cheese

Canadian Cheese
Rolling

canadisncheeserolling.ca

allyouneedischeese.ca

(shared)
Cheese
Repertolre

(shared)
Dalry
Nutrition
Catalogue

Milk
Calendar
Moments

N00-canadian-milk
697+ Followers

Y
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Dairy Farmers of Canada
Digital Ecosystem

Irechargewithmilk
1,045+ Likes

@rechargemilk
467+ Followers

RechargeWrhMilk
109+ Subscribers

@rechargewithmilk
183+ Followers

Get a Load of Milk
getaloadofmilkca

Uddertune

Recharge
with Milk
rechargewithmilk.ca

womenchampions.ca

Proaction
dairyfarmers.ca/
proaction

Milkle-Down Effect
milkledowneffect.ca

Idfeple
16,501+ Likes

Canadian Milk
Matters
anadianmilkmatte

Fuelling Women

Champions -
Dairy Farmers

dairyfarmers.ca

@womenchampions
2011 Followers

' /Women Champions
(sl 47+ Subscribers

@womenchampions
702+ Followers

Nutrition Month
nutiritionmonth.ca Teach Nutrition

teachnutrition.org

Up Your
Game
upyourgame.ca

Dairy Nutrition
dairynutrition.ca

Nutrition Catalogue

Family Kitchen

ha
sttt familykitchen.ca

Rewards Symposium
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Most of our consumer content strategy relies
on recipes. Unfortunately, we are facing great
competition on the web for that precise type
of content.

WE NEED TO DIVERSIFY !

Ricardocuisine.com

WIN A TRIP TO

JAMAICA
RICARDO

cuisinecom

WITH
VINNY & NIKKI
IN THE MORNING

HOME  RECIPES  DISCOVER  READ  WATCH

RECIPES

MAIN DISHES ~ APPETIZERS ~ DESSERTS  INGREDIENTS

e
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Breakfast and brunch  Chicken

-

Barley and quinoa

Foodnetwork.ca

@ CreoteARecive | Recpedor &, Join | Siain

HOLIDAYS ~ BAKING  COMFORTFOOD  GREATC

VENDREDI

|72 Sweet Corn Bread

Kraftcanada.com

MAXWELL HOUSE
KEURIG"COMPATIBLE PODS

whats

¢60kiRg

GordonRamsay.com

GORDON RAMSAY

we s W of O E 8

ABOVTGORDON v RESTARANTS BBARS  RECVES  BOOKS  WOWEWAES TV

RECIPES

NE QR

COFFEE & CHOCOLATE CUPS CRUSHED PEAS & MOZZARELLA
s 0 ot ON TOAST WITH PECORINO

or  Thesa lttle bites ore o foke an bey

SPICY BEEF SALAD

allrecipes.ca

allrecipes BROWSE v Find o recipe Ingredient Search n R L J (2]  creseaprone i

g

o

= CountryLiving CRAFTS Q

Trust us, you won't even miss the meat

s

g #
50 of the Best Savory
DINNER RECIPES Pumpkin Recipes

Fall flavors at their finest

ETC. ETC. ETC. ...




OUR ENEMY

Recipe Seekers are mainly women of all
ages looking for recipes on search engines.
They are mainly on mobile devices and are
from Canada. They rarely view a second
page after landing on a recipe.

Kwantyx—DairyGoodness.com Behaviour Analysis




g g 47%
more with
What digital publishers think matters most when

- measuring audience engagement

Source Statista : based on 130 responses from digital publishing professionals

shares comments visitors




OTHER BRANDS ARE INNOVATING

v

affiliates and franchisees, Metro Nc.&Mmpldys:in Quebec and Ontarie:ov:
Wwhose mission is to satisfy theigcustomersievery day-and earn their long-term+oyalty.

[}
iPad = 22:09 73 3nm
< m corpo.metro.ca e M + M

metro

ABOUT US INVESTOR RELATIONS

GOVERNANCE CORPORATE RESPONSIBILITY CAREERS MEDIA

Metro operates a hetwork of more
han 600 food stores in Quebec and
Ontario

With annual salesefiover$l? billign:Metro.inc.founded in1 94 Z, is. theonlymajor:
Canadian*food distribution comipany fo have its héad office in Quebeg.Alongwith-its

5,000 people,

_—P

®
iPad ¥ 21:58 T4 78 %W
< m realcaliforniamilk.com c i + O

TYPES OF CHEESE

o

NAME

ACKAWI

ASADERO

ASIAGO

BABY SWISS

BAKERS CHEESE

BALADI

CHEESE 101

FLAVOR

Mild

Mild

Sharp

Medium sharp to sharp

Mild

Mild, cich

&

HISTORY. | .THEFAQs ‘ GLOSSARY ‘ CHEESE MAKERS

SEARCH BY:
? © &

COLOR&TEXTURE ~ DESCRIPTION & USES

White A Middle Easterstyle heese with comples favor
Firm, smaoth Primarily used a5 a rable eheesc. Alko spelled Akawi and
. May also be 3 semi hard cheese.

White Farcn asis on sandwiches and melted in cooked dishes.
Firm, moist (Nore: that some. forms of Asardem are processed.]
Light yellow Tralian-styie cheese with sharp, rich favor. Used for

Firm to very firm fand
grating in ways similar to Dry Jack of Parmesan.

White Similar to Swiss cheese bat with smaller holes, Use as is,
Semi-firm, for snacks and sandhwiches and in cooked dishes. Comes
in low-fat variery.

White Similar fo cotrage cheese but smoather and softer

Soft curds Maialy used in baked gourls.

White A Middlc Fastern cheese earen as is with erackers, in
i cies 2 sundwiches, or ctizes

iPad ®

v

e
[ ]
22:00 7% 76 %W
[IJ energydrink-ca.redbull.com ¢ ‘ﬁ = @

PRODUCTS ~  CAN LIFECYCLE  COMPANY  CARTOONS ~  CONTACT US

FR

WINGS WHEN YOU NEED
THEM
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OUR AMBITION

Is for the new digital ecosystem to lead the way as
the most relevant, useful, credible and innovative
Dairy Content Platform in the world.




DFC DIGITAL OBJECTIVES

Increase awareness of DFC new Masterbrand on the web and share our organizational
values and mission (effectiveness of our SEO)

Position DFC as an innovative brand on the web

Engage more successfully different types of users/audiences with dairy-related
content by creating a fun, useful, credible and simple online experience

Personalize relationship with digital users while creating an inspiring experience
around Canadian Quality Milk

Establish digital partnerships (with processors, retailers and other brands) in
order to curate interesting content to increase consumption of Canadian Quality Milk.

Demonstrate the leadership of our Canadian Dairy Industry in the world.



2017-2019 GAME PLAN

PHASE 1:

PHASE 2:

DIGITAL ECOSYSTEM CONSOLIDATION
2017—2018

— Consolidate all content (microsites and evergreen platforms)
— Content clean-up and transfer to new environment

— Create one coherent strong message (Masterbrand)

— Content curation

— Social channels consolidation

— Review of all digital communications (newsletters & eCards)

OPTIMIZE AND ENHANCE CONTENT RELEVANCY
2018—-2019

— Personalization of content per user

— Create new Content Marketing Programs (Brand as a publisher)

— Ecosystem Information Architecture Optimization based on user behaviour
— Users profiling
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VISION OF 3 NEW HUBS OF GONTENT

A SIMPLIFIED ECOSYSTEM

DAIRY
CONTENT FOR
CONSUMERS

NUTRITION

CORPORATE & HEALTH

& INDUSTRY
PROFESSIONALS




BUILDING THE NEW HUBS

2017 2018

i
s
|
s
U

HUBN°1 HUBN°2 HUBN°3

NUTRITION &
HEALTH

CORPORATE DAIRY

& INDUSTRY CONTENT FOR
CONTENT CONSUMER

PROFESSIONAL
CONTENT

STEP 1: Regroup different sites around a specific audience
STEP 2: Create and launch a new hub with reviewed content structure
STEP 3: Redirect traffic to the new hub and close older websites.



NEW ECOSYSTEM: STEP-BY-STEP APPROACH

Createa
Gontent
Strategy

Ensure we
publish content
that is relevant

and useful to our
consumers

Build a New
Tech Platform

Build a platform
that is efficient
and effective

Reorganize and
recreate our
ecosystem

Testand
Optimize

Test our
ecosystem with
users —
consumers and
partners — and
optimize it




Y3
)

DAIRY
FARMERS

OF CANADA



ROADMAP — NEXT STEPS FOR 2011

CONSOLIDATION OF DFC
SOCIAL MEDIA CHANNELS

REQUEST FOR PROPOSAL
New digital partner/agency

REORGANIZATION OF DIGITAL
OPERATIONS

HOLISTIC SOLUTION DEFINITION &
UX + PROJECT PLANNING

CORPORATE & INDUSTRY HUB

DAIRY CONTENT FOR CONSUMER HUB




GCHEERS TO OUR NEW DIGITAL ECOSYSTEM!
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