CONSUMER PERSPECTIVE ON SUSTAINABILITY
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CA Dairy Sustainability Summit
Davis, CA — March 26, 2024



Research Overview — Three Phases — 2000 Consumers

Spending a week with
consumers to understand what
sustainability means to them
when it comes to the grocery
store and dairy category

Field: 7/31-8/06/23

Role of This Phase
Directional consumer learnings
around sustainability and
identifying key inputs for phase 2

20-minute mobile-optimized
online survey, including a
MaxDiff trade-off exercise to
capture the role of sustainability
in decision-making

Field: 9/12-9/22/23

Role of This Phase
Determining what messaging and
benefits are the most motivating
for purchase decisions

15-minute mobile-optimized
online survey, with a discrete
choice model exercise to
understand the impact of
sustainability on product pricing

Field: 10/11-10/18/23

Role of This Phase
Quantifying if, and what, premium
pricing can be charged based on

sustainability



Importance of Sustainability in Life
MOFG .I.hO n 60% O.I: Q: On ascale of 1-10, where 1 is not important at all and 10 means

extremely important, how important is sustainability in your life?2
people are very

: % Ranking % Ranking

concerned with 1,2, 0r3 4,56 07
sustainability. Total Sample mex 0

T 1 ] California W 4% E/E’
This Is hlgher in CA Hispanic Population 3% %0
and highest among Children in HH 4% 25
households with
children.

Importance of Sustainability in Dairy

Q: On a scale of 1-10, where 1 is not important at all and 10 means
extremely important, how important is sustainability in dairy?

Total Sample M 8% 34%

California N4% 33%

Hispanic Population N4% 3%
Childrenin HH W 5% 28%

¥ Performs significantly above/below
subgroups at 95% confidence level
Base sizes and question text in the notes
section
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TOP 10 ISSUES ASSOCIATED WITH SUSTAINABILITY IN CA

General Associations with Dairy Associations with
Sustainability Sustainability
Recyclable packaging Animal care I
Climate change Water conservaton I
Air and water polution Recyclable packaging H—
Water conservation Natural resources I
Food waste Sustainable agriculture I
GHG GHG I
Agriculture Energy efficiency
Deforestation Farming practices I
Animal care Safe working conditions IEEEEEEE—————
Over fishing Methane reduction IEEEEE————— REAL
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Q: Which of the following causes, if any, do you associate with sustainability 2
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TOP 10 ISSUES ASSOCIATED WITH SUSTAINABILITY IN CA

General Associations with Dairy Associations with
Sustainability Sustainability

Recyclable packaging
Climate change

Air and water polution
Water conservation
Food waste

GHG

Agriculture
Deforestation

Animal care

Over fishing
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General Insights:

Sustainability = longevity and preservation
Families with kids have the greatest concerns

Consumers rarely look beyond package and
claims

Scientific terminology confuses consumers,
and they gravitate to familiar topics

Consumers favor eco-friendly packaging,
organic, and/or plant-based

Sustainability is more palatable if paired with
other traditional messaging
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38 individual messages were tested, which can be categorized into 7
larger factors, 4 of which relate to sustainability.

. SUSTAINABILITY: 00
Taste, Texture 7| Production O : N
& Use Animal Care
+ High in protein + Great-tasting dairy + Produced by a family-owned + Produced by well-cared-for cows
 High in calcium + Rich and creamy texture dairy business o
. . * Produced by antibiotic-free cows
« Good source of vitamins D & E » Works well in recipes/cooking » Produced by a locally owned dairy farm
L . » Produced by hormone-free cows
« Availability of low-fat options - Is great for baking * Produced by farmers who care

+ Uses organically formulated cow feed

Produced by real California farm families
Is made in the USA
Produced by California dairy farmers

Contains no added sugar
Good for gut health
Good source of dietary fats

Is made in California

Good source of valuable nutrients
for a healthy life

SUSTAINABILITY: C‘ SUSTAINABILITY: g
Packagin ’% Longevit
aing N gevity =)

+ Packaging made from * Is a water-conscious product + Produced sustainably, with future generations in
biodegradable materials + Produced with 100% renewable energy mind
« Uses only plastic-free packaging « Is produced with zero emissions + Produced with a conservation mindset

Is a climate-neutral product

Packaging made from recycled content

) ) . * Is a carbon-neutral product + Conserved natural resources in production REAL
« Packaging widely accepted by recycling
programs « Is a greenhouse-gas-neutral product | ' ' |
* Uses climate-smart production methods
P MILK

Uses planet-smart production methods

Hall 8 Partners — =



MOST INFLUENTIAL DAIRY SUSTAINABILITY MESSAGING:

Q: When it comes to purchasing dairy products at the supermarket for yourself or for your household, which of the following would you say is most
influential in your decision and which is least influential in your decision?

Most Influential

SUSTAINABILITY: 009,
Animal Care

- Produced by hormone-free
cows

- Produced by well-cared-for
cows

- Produced by antibiotic-free
cows

- Uses organically formulated
cow feed

Hall8 Partners

SUSTAINABILITY: g

Longevity (=)

- Produced sustainably, with
future generations in mind

. Conserved natural resources
in production

. Produced with a conservation
mindset

)

. Produced with 100% renewable

energy

- Uses climate-smart production

methods

- Uses planet-smart production

methods

- Is produced with zero

emissions

- Is a greenhouse-gas-neutral

product

- Is a water-conscious product
- Is a climate-neutral product

- Is a carbon-neutral product

Least Influential

SUSTAINABILITY: @

Packaging NP

- Packaging made from
biodegradable materials

. Packaging made from recycled
content

. Packaging widely accepted by
recycling programs

- Uses only plastic-free
packaging

9»_‘ A
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Consumer Case Study — Cowpower

* Sustainability is not inherently funny
* Much of it is doom and gloom

* Complex, science-based terminology often stifles consumers not
inspire them

* Need to make it simple, engaging, and entertaining!
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@ REAL CALIFORNIAMILK & . 3
1 .

In California, we try not to waste waste.
Check out how we're converting cow poo
into renewable energy for vehicles and more.
#FarmtoFuel #RealCaliforniaMilk

CALIFORNIA'S GOT

COW POO FUELS OVER 15,000 VEHICLES

RealCaliforniaMilk.com/sustainability {_

LOOK FOR THE SEAL.

3073 CAM A Bt WAy f o CA Gt s 8.3

realcaliforniamilk.com

We've Got Cowpower Learn more \Y A . 3
Watch The Video ) il S e:,\g
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THE VIDEQ IS EFFECTIVE AT DELIVERING NEW INFORMATION AND IS HIGHLY LIKED

: Bastion Insights : : Bastion Insights :
All Client/Ad Average: 69% New Information Likeability . AllClient/Ad Average: 70% -
Top 2 Box 81%
| liked it a lot

Aot of new information

| somewhat liked it

/READN
CALIFORNIA

Some new information
| neither liked nor disliked it

| sormewhat disliked it
| didn't like it at all

Mo new information
Gave me no new information at all 1‘%

Total LA & SD Total LA & SD




THE VIDED ALSO RATES WELL IN RELEVANCE AND GENERATING POSITIVE PERCEPTIONS OF CA DAIRY

Bastion Insights . -
Al Client/Ad Average: 44% Relevance Impact on CA Dairy Opinion

Top 2 Box 65% 84%

Extremely relevant

Vary positive imprassion

Wery relevant
Somewhat positive impression
Somewhat relevant o
LIFORNI
Mautral [: A | A
ot very ralevent Somewhat negative impression B

Mot at all rekevant Yery negative impression

Total LA & SD Total LA & SD




WE SEE POSITIVE SHIFTS IN CA DAIRY PERCEPTIONS REGARDLESS OF TYPE OF ASSET

Recognizers
Pre Bus ggfgg!e Social Video
Sustainable farming ~ 67% 80% +13 82% +15 go% +13
Proper/ethical treatment of animals 65% 7% +12 84% +19 82% +17
Are invested in a more sustainable future 71% 78% +7 82% +11 84% +13
Climate consciousness® 64% 76% +12 69% . +5 80% +16 TEALN




General messaging update
Package specific messaging research
In-market package testing

Cowpower extensions
® Byproducts used in feed

= On-farm water use/recycling
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Live in. the

GOLDEN STATE

WITH REAL CALIFORNIA DAIRY
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