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 From a statutory levy 0.06 collected from GB
farmers on every litre of milk produced = £7m

e DairyCo replaced the Milk Development Councill
(MDC) from 15t April 2008 & report in to
Agriculture & Horticulture Development Board

« Not for profit organisation covering GB and
Income Is considered public funds and therefore
subject to State Aid rules



AH DB Agriculture & Horticulture
DEVELOPMENT BOARD




o promote world class knowledge to British
dairy farmers so they can profit from a
sustainable future”

—We prepare, provide & promote services
to farmers & industry stakeholders

—Provide evidence based information on
dairy farming to consumers, influencers
& Industry



 Issues Management; the reactive industry response
when the safety, benefits or reputation of dairy products

or dairy producers is called into gquestion publically.
(PROTECT)

 Image Management; the proactive planned
communication of the benefits and / or methods of
production of the dairy industry to defined
audiences.(PROMOTE)



Where are we now?
Where do we want to get to?
How do we get there?

Who Is going to do what and when and
how do we measure our progress”?



* As an industry how are we performing?

* \What insight do we have to know how
consumers view us?

 How effectively are we promoting and
defending the image of dairy?



e nVision research 2007 — 7% claim
Influences product choice

e |GD research 2008 — 149% claim influences
product choice

e Carbon Trust 2009 — 19% claim influences
product choice




Environmental Issues and Buying Behaviour: 2008

O Strongly Agree B Agree O Neutral O Disagree @ Strongly Disagree @ No opinion

When | am shopping | think about the erwvironmental 1 |

lwill actively go out of my w ay to avoid purchasing 6% 1o
products | believe to have a high environmental imrpact ° °
Only if it easy will | avoid purchasing products | believe
. . . Yo 36% 199
to hav e a high environmental impact
| am happy to buy foods with low environmental impact -
but don't think it really makes a difference S0% 32% 25%
Im not bothered about the environmental impact of the o
f | 1 buy 18% 4256 24%
I 'would like more information about the “carbon footprint™ ] - -
of the f {1 buy 219 40545 199 149
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Source: Telephone survey of 800 members of the public by Swift Research (April 2008). Weighted results.




Dairy Products and Environmental Issues:
2009

O Strongly Agree B Agree O Neutral 0O Disagree B StronglyDisagree @ No opinion

When | am shopping | think about the environmental j ‘
. 14% 28% 19%
impact of the food | buy

I will actively go out of my way to avoid purchasing

products | believe to have a high environmental 16%0 28% 30% 15%
impact

Onlyifiteasywill | avoid purchasing products | Zey: Teok

believe to have a high environmental impact :m 2 2

| am happy to buy foods with low environmental
_m 20% 32% 28%

impact but don’t think it really makes a difference

I'm not bothered about the environmental impact of
T - [ R
the food | buy

| would like more information about the “carbon
footprint” of the food | buy

22% 20% 15%

0% 20% 40% 60% 80% 100%

|

Source: Telephone survey of 800 members of the public
by Swift Research (June 2009). Weighted results.




Dairy Products and Environmental Issues: 2008

@ Strongly Agree m Agree O Neutral O Disagree m Strongly Disagree @ No opinion

| think dairy products do not
have a high environmental
impact

lw ould buy few er dairy
products if they had a high
erwvironmental impact

| think that grazing dairy
cow s and hedgerow s are
important features of the
English countryside

| think dairy farmers could
do more to reduce their
environmental impact.

36% 18%
6% 29% 30% 29% [
49% 40° 8% [
46% 15%
0% 1(;% 2(;% 30% 40% 50% 60% 70% 80% 9(;% 100%

Source: Telephone survey of 800 members of the public by Swift Research (April 2008). Weighted results.




Dairy Products and Environmental Issues: 2009

O Strongly Agree B Agree ONeutral O Disagree B Strongly Disagree @ No opinion

I think dairy products do not have

. R . 0, 0,
a high environmental impact 40% 15%

Iwould buy fewer dairy products
if they had a high environmental
impact

I think that grazing dairy cows
and hedgerows are important

features of the English S9%

countryside
I think dairy farmers could do
more to reduce their 24% 21% 14%
environmental impact.

0% 20% 40% 60% 80% 100%

Source: Telephone survey of 800 members of the public by Swift Research (June
2009). Weighted results.




Attitudes to New Approaches in Food
Production 2008

O Strongly Agree B Agrea O Meutral ODisagres MW Strongly Disagree 0 Mo opinion

| support the use of new tachnologies in dairy
production if t improves animal w elfare

| support the use of new tachnologies in dairy
production if it protects the environment

| support the use of new technologies in dairy
production if it gives clear consumer benefits

(e.0. price, qualty)

Source: Telephone survey of 800 members of the public by Swift
Research (June 2009). Weighted results.



Attitudes to New Approaches in Food
Production 2009

O Strongly Agree B Agrea O Meutral ODisagres MW Strongly Disagree 0 Mo opinion

| supportthe use of new tachnologies in dairy
production if itimproves animal welfare

| supportthe use of new tachnologies in dairy
production if it protects the emvironment

| support the use of new technologies in dairy
production if it gives clear consumer benefits (e.9.

price, quality)

Source: Telephone survey of 800 members of the public by Swift
Research (June 2009). Weighted results.



Situation Analysis
Further insight to the

marketing environment
Media monitoring

http://www.youtube.com/watch?v=
MggR3pSS5JI




Typical headlines include:

Meat and dairy cuts urged to save the environment - Food Manufacture Magazine
We can fix emissions til the cows come home—The Times

The green cow. It's not emission impossible—The Times

Ethical consumption and production—The Guardian

Each of us should help the planet by changing our diets—The Independent
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 Promoting and defending dairy aiming to
create a +ve (or at least neutral) consumer
marketing environment



Nutrition (Healthy, functional)

Enjoyment (Taste, luxury/premiumisation)
Convenience (Usage occasion)
Integrity/Provenance (Feel good)

Value (Quality, price/price point)




 Segmentation — How should we divide up
the market(s?)

« Targeting — Which segments of the
market should we focus upon?

* Positioning — How do we want to be
perceived in each different target
segment?



Taste
Quality |
Price |
Health |

Convenience

Animal welfare standards

Natural ingredients

Supporting British producers I

Low pesticide use |

Supporting the local area/community I
Supporting local businesses I
Environmentally friendly I

Produced on the farm |

Locally produced |

Knowing where the producers are
Fairtrade

Keeping attractive countryside

— — — Sustainable praduction_method
Luxury/Indulgence

Organic

Luxury
Knowing the breed of cow
Attractively packaged

Produced in an area of oustanding natural beau

|

m Very Important

@ Quite Important
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Key dairy product types
Purchasing intent if product has provenance

Hard cheese

Fresh milk

Standard ice cream

Luxuryice cream
Sp[efvs?:t'so%“utﬁg The provenance opportunity

Soft cheese Products with widespread appeal

Whipping/Double cream

Single cream

Standard fruit yogurts

Standard block butter

Luxury yogurts

Low-fatice cream

Continental style cheese

Premium block butter

Clotted cream

Crumbly cheese

Sorbet

Functional/added health

Blended cheese

Functional yogurt drinks

Frozen yogurt

Long-life milk m Very likely
Flavoured milk
Yogurt based smoothies [ @ quite likely
Milk based smoothies 5 ‘
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 \Which communication tools are we going
to use”?

 \What messages do we wish to
communicate?

Do we have the necessary
resources/budgets?

— and then an action plan!



e Itis clear that on the whole consumers
have a strong emotional connection with
farming

* Environmental concerns continue to push
pushing further up the agenda

e Dairy industry needs to create a positive
perception and to do this must be armed
with information to protect and promote
our environmental credentials




