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Introduction

Protein: the basics

Protein is crucial to life

Proteins are made up of amino acids,
and there are 20 different amino acids
that join to create protein. Protein is the
second most plentiful substance in the
body, after water. Without protein there
would be no life.

Protein needs vary by age

The Recommended Dietary Allowance
(US) for protein varies from 13g per
day for children ages one to three, to
as much as 56g per day for men up to
and beyond age 70. Eating too much
protein can be unhealthy.

Some proteins are
Some amino acids cannot be made by
the body; these are called essential
amino aci ds. A
provides all essential amino acids.
Meat, poultry, fish, milk, eggs, and
cheese are complete protein sources.

Nutrition levels can vary, too

Insects are a surprisingly nutritious
protein source. For instance, 100g of
top sirloin beef contains 29g of protein
and 21g of fat, but 100g of
grasshopper has 20g of protein with
just 6g of fat.
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How does the consumer view protein?

Consumers see a tight connection between protein and building muscle

Q: nTo what extent do you agree or d
statements ab ousdéonsymérsadlyei n? 0

m Agree strongly = Agree somewhat

Body-building foods
8895  and supplements have
helped promote the link
between protein and
muscle-building

Foods and beverages
that contain protein are - 80% S UNDERGROUND
part of a balanced diet '

Protein helps people feel
full

Protein helps build
muscle

High protein diets can
help with weight loss

Ad for Nutrex Muscle
Infusion Black

Source:l nt ernati onal Foods I nformation Counci | 6Bodybuldingcofood & Health Survey. Phot o COI’I




The connection between protein and athletics is strong

Consumers see athletes as most likely to benefit from higher levels of protein

Q: AnDo you believe that consuming hi

especially beneficial to any of th
US consumers only

Athletes 80%
Teens 13-19 66% ®™Yes
= No

0
Men 61%

Pregnant women A Athletes and teens are

seen as the primary
beneficiaries of high
protein consumption.

16% A The need for qlder
consumers to ingest
16% _ protein to maintain
22% muscle mass is not well

understood.

5 Source:l nt ernati onal Foods I'nformation Counci | 0sgspotddutriionfaood & Heal th Survey. Phot o cert

Women
Children under 12

People aged 55 or older




Consumers do not associate protein with weight gain

Protein is not perceived by consumers to be a major source of weight gain

Q: AWhat source of calories I s most
US consumers only, values rounded

Not sure,
11%

Sugars, 20%

All sources A All sources of calories
aresggl/::al, Carbo- play an equal role in
hydrates, weight gain.
19% A But consumers view

sugar, carbohydrates,

_ and fats as the primary
Protein, 1% Fats, 18% drivers of weight gain.
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Proteindos healthy halo 1 s at

Interest in protein has grown faster than interest in almost any other nutrient or ingredient

The percentage of shoppers who say that ingredients are of concern to
them when they read product labels (based on those who read them).
US consumers only.

Change Change

Protein content 33% No. of carbohydrates 43%

Trans fat content 58% +6 Prebiotic/probiotic 11% +2
Saturated fat content 58% +6 Serving size 42% +1
Chemical additives 45% +5 Potential allergens 13% +1
Number of calories 60% +4 Glycemic index 10% +1
Cholesterol content 44% +3 Salt/sodium content 67% 0
Preservatives 42% +3 Vitamin/mineral content 27% 0




Consumers are seeking out high protein products

Evaluating the amount of influence that <cl ai

Q: AHow much i nfluence does the foll o
and bever age Hghpratetne s ? 0

mUS mGlobal AHi gh/ ve

responses easily
out pace i
| owo r es

40%
35%
30%
25%
20%
15%
10% -
5% -
0% -

ﬁ

Very low Low amount Medium High amount  Very high
amount of of influence amount of of influence amount of
influence influence influence
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Protein consumption is higher later in the day

The timing of protein consumption is weighted toward evening rather than earlier in the day

Q: AWhich of the following describes

US consumers only, multiple responses allowed
60%
50%
40%
30%
20%
10%

0%

52%

1% 2%

I 4

Througha Througha Througha  Through Aslongas| None ofthe Not sure
meal in the meal inthe mealinthe snacksat getenough above
morning middle of the evening any point protein over

day during the the course of
day the
day/week, it
doesn't
matter

9 Source: International Foods| nf or mati on Counci |l 8Bvey2012 Food & Health .)




New research pushes the case for protein at breakfast

Link between high protein breakfasts and appetite control

A high protein breakfast could Could this research shift satiety-
be a key to improving appetite related product innovation from its
control current focus on lunch and dinner?
A new University of Missouri study <. A 4

published in The American Journal of 15 _ Marks & Spencer
Clinical Nutrition found that eating a -t h\ Simply Fuller

Longer Flatbread
Gk Sandwich (high
e » protein, moderate

high protein breakfast reduced the

urge to snack later in the day versus

2= MARKS &
SPENCER

eating a non-high protein breakfast. a,% Twkey, @O0 carbohydrates)
| p t i A ‘\. o5 .

: . _ \ fEégaélrgntal -Q& :

ﬁ E a t I n g _rmh u‘EaktB$t e I n %‘e& ﬂznbreile _a%’? sﬁ\ﬂ/r

impacts the drive to eat later in the

day, when people are likely to Baxters St
consume high-f at or sugar I"":sXe *2 ek s LN
ull Soup ‘\s :

. (highin [
Heather Leady, assistant professor at the protein | 4 b
University of Missour {/eae?ablge p,lu
Nutrition and Exercise Physiology? meat, pulses). (KL
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Popular sources of protein are varied

A bias toward healthier sources of protein like chicken, nuts, and seeds

Q: n What

Poultry

Nuts, seeds, peanut butter, nut butters
Eggs

Fish

Cheese and cottage cheese
Beef

Beans

Milk

Yogurt

Pork

Cereals

Luncheon/deli meat

Protein bars

Soy

Protein shakes or beverages
Protein supplements

Other sources

sour ces
sayling

o f
Gis\toBsSmer®only

15%
18%

pr ot

44%
35%
29%
29%

ein are you t

90%
87%
87%
80%
17%
76%
74%
70%
66%
65%
62%

Weight Watchers
Chicken Burgers,
with 25¢g protein

(@Weight
Watchers

Per Burgs

- — S , @ .z\:valuva
. Chicken
~ i Burs&v’g

-
B e
PRE-PORTIONED xR

4 oz each > + extralean

“NETWTSL0IQ )




Plant sources of protein appear to be on the rise

Nut butters and nuts are among the top-growing natural supermarket categories

The fastest-growing food and beverage categories Plant protein and
in natural products in supermarkets in the US, health links are
according to SPINSscan Natural! becoming more overt
Percentage gain in dollar volume, 52 35.7%

weeks ended January 19, 2013 vs year- 33.1%
ago period 29.9%
27.3% 27.5%

A
TTER > ;,"&t‘.‘)

CA
BUSH EW

Y
o . "Rt
efrigerated Packaged Refrigerated Nuts, seeds, Nut and seed

juices & produce condiments  dried fruits butters Planters promotes

functional and Aenergyo whil ¢
beverages vegetables links with sports nutrition.




Plant proteins may also be rising due to economics

One in four consumers find that the cost of protein limits their consumption

Q: nTo what extent do you agree or d
statements ab ousdéonsymérsadlyei n? 0

= Agree strongly = Agree somewhat Groups most likely

to say protein is too

expensive
It is easy for me to Low income
incorporate protein into 84% households; especially

my diet income <$35,000/year

Younger consumers
(181 34) twice as likely
as 65+ to say too costly

Foods that contain protein
are too expensive to
consume as much as |
would like

Hispanic consumers

Obese consumers

13 Source:l nt ernati onal Foods I nformation Council 6s 2012 Food & Health Survey. .)




Agenda

New product watch

A Alook at protein claims for new product introductions

A Where is protein innovation taking place?

A Protein profile: categories driving protein forward

A Protein innovation: unique new high protein product launches
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watch: where are protein claims headed?

claims on new pr oc¢

ntageyf foo iIC beverage new product reports
akingystated claim, US new product launches only

emsHigh fiber
___ewHigh protein ... Protein claims begin
| | to rebound
High calcium

After declining over the
past few years, protein
fortification claims are
starting to rise again, in
w w w absolute terms and

2009 2010 2011 2012 relative to other major
fortification claims.

esmHigh antioxidants

15 )




Protein category analysis: t

What new food or beverage categories are mo:

OQut side of meat substitutes, dairy product
Top food and non-alcoholic beverage categories Yoplait Greek Frozen Yogurt Bars
making high protein claims: 20111 12, US only s %

Meat substitutes y km:
Frozen yogurt

—
Cereal bars 3 | G REEK
Dairy and soy drinks A
Yogurt - ‘ \

HONEY CARAMEL
Percentage

of new
product ‘
reports

Milk

Frozen meat products

Smoothies

making
. . Anhigh
Functional drinks proteino Of fering Athe nutr.i
Baby snacks claim smooth and creamy ice cream-like

experience, 0 these
protein of regular frozen yogurt.

16 Source: Datamonitords Product Launch Analytics. Photo courtesy of Datamonitords ”du
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Protein category analysis: biggest-changing categories

Whatf oo d

Sou

in

and

beverage

Frozen yogurt and breakfast cereal are two rising categories to watch

Top emerging food and non-alcoholic beverage
categories making high protein claim: 20117 12
vs 20091 10, US only, percentage point difference

Frozen yogurt

Artisanal ice cream

Smoothies

Dairy and soy drinks

Breakfast cereals

Chilled soup

Frozen desserts

Yogurt

Morning goods

Frozen fruit

Sandwiches and salads

Chilled ready meals

categories are showing
A Archer
+38.1 Farms
+14.3 " CINNAMON Simply
multigrain “""C:‘:':.B'L“m of cinnamen B al an Ce d
+7.6 o, ngh
+6.5 Protein
+5.2 (_Zereal
150 with 14_g
of protein
+44 per
+4.2 serving
+2.8
+1.8
+1.8
+1.6 High protein cereal introductions

rce: Datamonitor 65
the 2011 to 201

period,

ver sus

now include private label offerings.

P r o d measures theudifferdnce i tha pesceéniage of newArodutt jaenches i n
period.

the 2009 to 2010

a

product
Phot o

category
courtesy of

m a il g
Da or




Protein profile: Greek yogurt

Greek yogurt is gaining from its perception as a high-protein style of yogurt

Greek yogurtdos meteoric growth rate 1Is
attract new competitors, and improve the health perception of yogurt

Greek yogurt as a percentage of all yogurt
sales, US only?

— m—— s
— i

2012 to July

néwe are stil!l [

2011 to July days of Greek yogurt
| adoption in the
e such a cultural food, it has so
0% 10% 20% 30% 40% much potential around the
worl d, too. o

O of US consumers purchased Greek Ron Graves, chief executive
O yogurt in 2011, up nine percentage points officer of frozen yogurt sefler
since 2010.2 Pinkberry Inc.
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Greek yogurt expands into new categories

Hoping that Greek yogurt can grow and revitalize markets outside of cup yogurt

Dips and
. . ST S
AL NATURAL
GREEK YOSURT

#m PRETZEL, A"\

:
l | \ Irresistibly <\ cet and <alty 1 ' .

Breakfast

V4SS —

TUMMUS v

! \ GReek YOGURT
I | GRIIKYOGURT Be8

whoLe GRAIN
ad N

—

. :i‘.-s; #,ﬁ

Nice!
BLUEBERRY

GREEK YOGUR

Source: Dat amonitords Product Launch Analytics. Photos courtesy of Datamonitoré’)ro




Protein profile: meat snacks

Meat snacks are going up-market to reach a new generation of consumers

Jerky enjoys back-to-back years of
double-digit yearly sales gains

16%
14%
12%
10%
8%
6%
4%
2%
0%

20

US sales of jerky?

13.4%

2011

12.9%

2012*

Artisan
crafted jerky

' SWEET BAR-B-0
BRAISED PORK
8 STRIPS 2

Fighting Ajerky shameo

AThereds just this nast:’
(of jerky loaded with salt, preservatives, and
all sorts of artifici

Tom Ennis, CEO of Oberto Brands?

)
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Protein profile: meat snacks

The booming popularity of meat snacks is leading to marketing innovation in the

sector

Jer ky, by subscription: Krave Jer kyos
Can't get enough jerky? ~
Join the Krave Klub and receive 5 bags each month for just $30, E Vth iln tﬂh €y
with free shipping! the finish line (after

a

[eed your need for meat

mar at hon)

600h my gosh
so hungry, this little

PICK YOUR granol a bar

cut it.

That s one
most powerful

FLAVORS moments for
NOW
Katie Tessitore,
Krave Jerky
spokeswoman?
Krave Klub is the fijerky of the montho club wh

jerky each month for $30, with free shipping. Flavor choices can be changed at any time. In

addi ti on, Krave KIlub members receive a
recipes, wine pairings, cocktail recommendations, and more.?!

n excl us

)
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Protein profile: beyond powders and drinks

Alternatives to protein powders and drinks have expanded, but with mixed results

=

309 protein/serving

WHEYHEY

THE HEALTHY ICE CREAM

useL:
AT/ |

Beyond
powders
and
drinks

Ketchup ®
100% WHOLE GRAIN * GLUTEN-FREE 26 . 8
and DECADENT )

snack ~ CHOCOLATE protein/serving
15¢ ﬂ ) cake mix
protein/ n ,
serving

11g protein/serving o
od

22 Source: Dat amonitords Product Launch Analytics. Photos courtesy of Datamonitoros




Protein innovation: IPS Egg White Chips

A unique, high protein, snack-chip-alternative to potato chips

A new kind of high-protein snack chip

A Intelligent Protein Snacks (IPS) Egg White
Chips are a new type of snack chip made with
egg whites and high in protein.

A One serving of IPS Egg White Chips contains eSS l .
79 of protein, the equivalent of two egg whites.  Traeef ‘e /
| meceeae e ) Y |

~-THE ORIGINAL-

Accidental product innovation EG6 WHITE CH(IPS) 0 ”

A The inspiration for Egg White Chips came

AMON Su
from IPS founder Sean Olson discovering that ' ‘““ GAR -

his kids loved the crispy edges of the eggs he
cooked for them for breakfast.

AThis | ed to the creatio
puffedd chip with half

Making fAhigh proteino

A Salty snacks like chips are extremely
convenient, but are generally not perceived to
be a top choice for protein.

A IPS Egg White Chips offer a guilt-free way to
snack while increasing protein consumption at
the same time.

23 Sources: Intelligent Protein Snacks, Dat amonitor research. Photo courtesy of Dat”ni
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Protein innovation: Powerful Yogurt

A yogurt for men to help you Afind your i nne

Greek yogurt, for men

A Powerful Yogurt is unlike any other yogurt on =
the market: it is a high protein Greek yogurt
that is designed just for men.

A Men will like the 20g of protein per serving,
and the larger than usual serving size 7 an
80z. cup (a third bigger than usual).

L

(

Serving a fAneglectedo popul ati on

to address the unique health and nutritional
needs of the most neglected consumers in the
categor¥y¥: men. o

A Yogurt (in the US, at least) has always been
perceived as a feminine product.

Using proteindés fheal't iYogurt makers are

Al wedbre not. (And) men
ADubbed ABrogurto by so 45% have tried it. We raised money for
| everages proteinds ass this concept i1 n (]

and pumping iron to reach out to men.

Carlos Ramirez Zavarce, CEO and
founder of Powerful Men LLC?2

A The more popular a category gets, the more
likely it is to fragment.

Sources: (1) AThis EXxists: Greek Yogurt For Men, 0 Febr uar gturaRProduct Bxpo3West,Ti me . c o m; (.
Anahei m, CA, Mar ch 9, 2013. Photo courtesy of Dat amoni tords Product Launch Analy

APower ful Yogurt iIis said to be fAspecially suit

o —
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