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The Challenge:

Increase consumption (demand) for
blueberries in advance of the expansion in
blueberry production.

* C(Clearly there is a need to grow the number of consumers and
per capita consumption. This can be accomplished through:

— Expanded distribution

* Morelocations where to buy / consume blueberries
— Increase penetration

* More blueberries in more locations

* Increase velocity of purchases
— New product innovation

* Think differently about our berries m




FRUIT QUALITY & CONDITION

at the consumer level needs improve

— Quality AND taste are KING

e Consumers expect great taste — especially when comparing
domestic vs import prices

— Compare the difference in quality
e <5 days (Domestic) vs >28 days (Import)

» There is no good market for berries that looked aged,
wrinkled, dehydrated, soft, mold & mildew.

* There are alternatives that can replace Chilean blueberries
» The locally grown effect

— New Varieties (Genetics) and Organics
* powerful ways to differentiate




FRUIT QUALITY & CONDITION
at the consumer level needs improve

Consider US Grade #1 the starting point — the minimum standard

The expectation from Retailers is Grade Standard “U.S. No. 1”
Anything less than that is exception receiving only.

If they find production that can make this standard they will
purchase that first.

Buyers are defining their standards based on their customers,
their markets, competitors and where their wives friends shop
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AVOID DELAYS getting berries from
the Chile to the consumers

* Increase production requires improve
coordination with the best customers

— Pre-planned selling programs with the top volume
retailers

e Keep fruit moving — use largest customers to
move the crop when inventories build

* Do not depend on the weekly spot market as
your primary way to sell berries

— The entire industry requires a pre-committed
volume base and only sell into a spot market when

conditions are right — be proactive!




RETAIL CONFIDENCE

drives ads, larger displays and increased sales

- A retailer wont risk putting weak fruit on display

Can causes consumers to not shop at his store

If a consumer has a bad experience with produce, they stay away for 4-6
weeks

Consumer complaints are seen by upper management and taken
seriously.

Increases shrink (loss) 2-3% is expected S average for department —
higher priced berries can make that number jump up fast

Produce department is more important than blueberry sales

— Need to keep Chilean blueberries top of mind in a
positive tone

* Avoids the retailers from building displays m
and go on ad with other fruits |




ATOMIZED SELLING BASE
creates a price driven marketplace

 The industry (sellers) must be focused on expanding
consumption not filling orders for the fruit “on the
boat”

* Too many sellers allows the buyers to wait until the
last and lowest seller sets the price

* The produce industry has many examples where
unity in the grower base creates more stable
markets

— Less intermediaries who create unstable market prices and volumes

— Common standards of quality, rewarding the growers who deliver high
quality berries, consistently, reliably.




IMPROVED PLANNING

with largest and best customers (retail and foodservice)

— Long Term Growth Strategies (3+ years ahead)

* Top to Top level engagement
e Buyers and grower are committed to support each other
e Establish Berry growth goals, plans, products

— Mid Term Sales Planning (Upcoming season)
Compare sales forecasts to “last year”

Sell the same products and hope for better prices to set by the market
leaders

Let the buyers set the ads — timing and volume
Sell what is packed vs pack what the marketplace wants

— Short Term Sales (Day to Day, Week to Week, Ship to Ship)

* Spot markets pricing

 Fill orders vs create demand
* Rely on third party intermediaries to find a “home” m




The Opportunity:

Make it easier for consumers to
Find, Buy, Consume and Enjoy
FRESH BLUEBERRIES

Follow the @l@% example:

“To be within arms reach of desire”
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52 Weeks ending 2/26/2012 — FreshLook Marketing (FLM)

Top 10 Fruit Categories - Dollars

0.9%

Cherries
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Tangerines

The Berries category accounts for
18.9% of Total Fruit dollar sales:

And Berries saw a +4.7%increase
in dollars vs. the previous year:

1.7%

Peaches

Dollars

Current 52wks

%
Change

Berries
Apples
Bananas
Grapes
Melons
Avocados
Oranges
Cherries
Tangerines
Peaches

$3,571,879,288
$2,685,832,173
$2,473,021,108
$2,214,993,412
$1,664,709,514
$945,801,560
$831,404,258
$693,304,583
$624,929,967
$449,235,223

4.7%
0.5%
1.5%
-3.4%
-4.5%
4.7%
-5.7%
0.9%
9.0%
1.7%

Total Fruit

$18,940,641,167

0.6%




Walmart

Kroger
Costco
Safeway
Supervalu
Loblaws
Publix
Ahold
C&S

10 Delhaize

Source: Supermarket News

Walmart

SAFEWAY €Y

Ingredients for life..

suPERVALU
nelghborhood

&

Publix.

64 Ahold

grocers

DELHAIZE =8

( c&s wholesale

11

12

Who Are Top 20 Retailers
-—-—

H.E. Butt
Sobey’s IObQYI

7- Eleven
Meijer

Dollar General DOLLAR GENERAL

Save time. Save money. Every day!’

Wakefern Mﬁ(efem

Metro
B.J's Wholesale

Whole Foods

Giant Eagle



http://www.wholefoodsmarket.com/
http://www.publix.com/Home.do
http://www.ahold.com/
http://www.delhaizegroup.com/en/Home.aspx
http://corp.7-eleven.com/Default.aspx
http://www.meijer.com/home.jsp
http://www.gianteagle.com/Default.aspx
http://www.bjs.com/
http://www.metro.ca/en/on/	                  			                 	              	 	                  	 			           		  	    	  		            			  		     		         	       	      	/en/on/home.html
http://www.dollargeneral.com/home/index.jsp;jsessionid=wJ83TkSPyDWTyt0ffTyQQyHRrXzz25h78zQ4xyGJLtNLJyBr8P8y!1283465056
http://www.shoprite.com/wakefern/
http://www.cswg.com/

Understanding US Consumer Demand
for Blueberries

e Retail sales to consumers has been growing from
East to West >

— Better display space / size / ads +

— Regional differences $

* How to increase depth of sales
—Sales per store >

—Consumer per capita /

Gy




Consumers are NOT Alike

CONSUMPTION BY REGION

Eatings by U.S. Region (%)

United States Census Regions
/\Engla

Fresh

Processed

North East

New England

7.4

4.7

Mid-Atlantic

13.4

14.6

Central

East North Central

20.1

254

West North Central

8.2

6.6

South

South Atlantic

East South Central

West South Central

West

Mountain

Pacific

Source: NPD Group.




Retailers are NOT Alike.

Comparison of Average Weekly Store LBS Sales

2011/01/09 2011/01/16 2011/01/23 @ 2011/01/30

Pounds per Store Selling California 103 87 190 143
Great Lakes 102 76 121
Midsouth 76 98 91
Northeast

Plains

South Central

Southeast

West

Total U.S.




Blueberry
Market Development Index
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What Drives Blueberry Consumption

They taste good

They have health benefits

They have multiple uses

It is important to have fruit in your diet

Good for baking

Don't know

I 1 14
I 20.84

0.00% 20.00% 40.00% 60.00% 80.00%

100.00%

Source: USHBC Blueberry Attitude & Usage Study 2008




How Are Blueberries Consumed?

In what ways do you like to eat blueberries?

Fresh, as a snack ("out of hand")
QOver cereal or yogurt
In quick breads/muffins/bagels 30.40%
In pancakes/waffles 23.28%
In pie 19.82%

In salads (e.g. fruit salads, green salads) 7.30%

In smoothies 16.42%

Use in other ways 11.68%

Withice cream 10.03%

In cake 5.78%

Frozen, as a snack 3.66%
In unbaked desserts 3.419
In dessert sauces 3.18%

In savory sauces/main dishes 1.21%

Don'tknow B 0.97%

0.00%  10.00% 20.00% 30.00% 40.00% 50.00% 60.00%

Source: USHBC Blueberry Attitude & Usage Study 2008



Consumer Consumption Facts

 Where do consumer spend 2/3 of their days
— Away from home — where to they eat ????
* Breakfast - car
* Lunch — at the desk
* Dinner-?

* Did you know that 2% of Blueberries in FDS

— Limited long term plans / no confidence / no crop
knowledge / difference between getting orders and
getting on the menu / no foodservice packs &
products / culinary (exec chefs) vs procurement

Gy




2009 Share of Consumer Food SS

M FAFH
.1 Grocery
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Foodservice Distributors —
Top 7 in Growth




The Foodservice Market is
Segmented by Operator Type

Total Restaurants Beyond Restaurants
(Commercial) (Non-Commercial)

Limited Service Business & Travel & Leisure
Restaurants Industry (Lodging, Air)

Full Service Healthcare Retail Hosts

Restaurants (Grocer, C-Store)
Other

(Vending, Military)

oy

Bars & Taverns Education




Restaurants

(QSR)Quick Service / (LSR) Limited Service
2009 Sales: $189.3B

Nominal Growth: 1.5%

McDonald's

Baskin (77) Robbins.




ALMOND.

CHICKEN SALAD

WWENDY NVISE

" ERESH SALAD FACTS

« Provides 707, of the

recommended ampunt w‘fmc

?ood sowrce of floer.

.wﬁ«l-sfwawi;ml,a.ao_‘_

calorics withowd chicken.

 NEW

FRESH FOR THE




Restaurants Chains

(FSR) Full Service
2009 Sales: S136.7B

Nominal Growth: (4.1%)

RUTH'S 25 Dennyk

STEAK HOUSE ’.\Bpp[ebee's,.l

Evvex Fe/ Neighborhood Grill & Bar




Education

College & University
2009 Sales: 512.9B

Nominal Growth: 3.0%

Schools

2009 Sales: S16.9B
Nominal Growth: 2.0%




Healthcare

Hospitals

2009 Sales: S9.8B

Nominal Growth:

Nursing Homes
2009 Sales: S5.0B

1.5%

Nominal Growth: 3.5%




Business & Industry
2009 Sales: 513.4B

Nominal Growth: (2.6%)

Convenience Stores

2009 Sales: S10.4B
Nominal Growth: 1.5%

Hotel/Lodging

20009 Sales: 525.7B
Nominal Growth: (5.6%)




Summary of the Industry
2010 Purchases — $ Billions

Limited Service I 2 :
Full Service. [ 51.3
Hotels/Motels [N 7.6
Supermarkets [ 10.7
C-Stores [ 6.1

Department Stores [ 1.8
Recreation [ 4.2

Business & Industry [ 7.9
Schools _9.5

Colleges/Universities [ 6.9

Hospitals -4.5

Senior Living & Care [ 6.4
Military .1.9

Other I‘I

Vending (I 9

0 5 10

Source: Technomic, Inc. & NRN




Berries on the Menu

Taste
Vibrant
Nutritious
Delicious
Trusted Since 1917 §% e e Hea Ith
Color
Texture
: : Aroma
Culinary
Indulgence

C‘T;Q)/\,flbd}/’ﬁ cOoN

Fresh — Quality

Fresh Naturipe Berries inspire creative expression

in the kitchen, add a pinch of your imagination, a

dash of passion and culinary innovations grow...
vy -

) \,.a,'/[/, A (:, ( ’A e\ ‘r')’.’.‘":‘_":\ '/,,i,,(“y{' ,, Elega nt
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Blueberry Menu Items are on the Rise

% Growth of Blueberry Menu Items
2008-2010

Add-on Dessert Entrée Healthy Beverage

ata: Technomic 2010









Pre Washed Ready To Eat

A

~ WASHED & READY TO EAT

SH BLUEBERR! 15 0Z SNACK PA( LT, 4.5 0Z (128¢

PERISHABLE KEEP REFRIGERATED

PERISHABLE KEEP REFRIGERATED PERISHABLE KEEP REFRIGERATED ]
N trltlon Arsasn | sarvin Dy Vodan®  Amcast | sarviy Dy Voo |
t 2

DISTRIBUTED BY: Naturipe Farms, LLC
Salinas, CA 93901

US NO. 1 PRODUCT OF USA
12049 00201

www.naturipefarms.com
‘ This unit not labeled for individual sale ¢ B This unit not labeled for individual sale. =537

Retail and Foodservice Packs



Disney — Magic of Healthy Living

WASHED]&IREADY4TOJEAT:
ERESH|BEUEBERRIES

3-150Z SNACK PACKS |  NET WT 450Z (128q)

This unit not labeled for individual sale. This unit not labeled for individual sale. Thls unn not labe\ed for mdw\dual sa\e

‘| H ‘H ‘ Salinas, CA 93901, 1-877-762-8874 £ Cholesterol Omg 0

1 2 049 OO 2 03 ; " US No. 1 PRODUCT OF USA * Sodium Omg
g N\ © Disney

Saturated Fat0g 0%

INGREDIENTS: Blueberries acts  Twrd % Total Cart B9
DISTRIBUTED BY: Naturipe Farms, LLC s Trans Fat 0g ]




Growing the category requires new
approaches, new thinking and developing
new possibilities
'm
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Thank You for the courtesy of your attentlon ‘
Robert Verloop :
Executive Vice President of Marketing \

From Our
Family Farms

To Your
Family’s Table

rverloop@naturipefarms.com
www.naturlpefarms com
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aturi o e BLUEBERRY@%
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- MBG Marketing
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naturip.efdrms.ch « Boston: 239-552-4455 + Estero: 239-531-1664 + Grand Junction: 269-434-6791 + Salinas: 831-722-3505



