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Change

Influencing Our Business
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Who’s Ketchum?

.Power Shift
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Food 2020

FOOD eVangelist
FOOD INVOLVED k.

GENERAL POPULATION
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The Food eVangelist —~w--=- :

Change Agents I

Not Activists
Skeptical
Values-Driven
Leaders

Opinionated

Powerful

Ketchum Food 2020




Listen to

Trust No One
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Perfection is
Impossible

Food B2B Exposed

Processes
Ingredients

Suppliers
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Quantitative research
in 11 countries

Focus on
+2,008 Food eVangelist @ BRAZIL
*Men and women 18+

« Proactively share opinions
about food 4x+ per week

]
Methodology

) ARGENTINA
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SFOOD
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Q the Food eVangelist
’_ moves from niche to the
o '."j'new;ﬂormal

INCREASE IN ONLY

INTHE 6 COUNTRIES
OF GENERAL SURVEYED IN

2015 7D 2015 OF GENERAL
ROBULATION POPULATION

2013 2015

Growing in Numbers and Influence
Ketchum Food 2020




Incidence of Food eVangelists Globally
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Food eVangelists: UK
Global Shifts from 0 I 17%

2013 to 2015
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2013

48% under 35 years old
62% female

46% have children 18
or younger in home

63% married
Income well above average
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2013

48% under 35 years old

62% female

. 46% have children 18
or younger in home

63% married

Income well above average

2015
53% under 35 years old
52% female

36% have children 18

Demographic Shift or younger in home

- ~ - r 60% married
3 % Income more evenly spread

o g

Buying Habits
Changing the
Marketplace

Food eVangelists’
children are the mass
market of tomorrow
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The Children of
Food eVangelists
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Role modeling STILL

the strongest teacher

Core behaviors will likely carry

forward into future years despite
priority conversations and topics
today

MARKETERS PARADOX:
OPINIONS ARE BEING
FORMED IN SCHOOLS

physical
education/health class
in school.

| became aware of how
food is grown/raised in

Ketchum Food 2020 In many countries food marketing/outreach is banned
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Growing Preference for Local vs. Mass Vendors

66%

47%

B

42%

9
39% 36%

34%
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us Brazil Argentina Italy Hong Kong  Singapore Netherlands

Retailer is Local in Other Regions; U.S. is the Exception
Ketchum Food 2020
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Locale is the
new local

In 2015:

70% report eating more
fresh than a year before

In 2013:

69% report eating more
fresh than a year before

Ketchum Food 2020

Preference for Less Processed,
Not Zero Processed
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Globally Nutrition
Professionals Edge Out
Friends as Trusted Sources
for the First Time
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Credentials Matter Globally

Famity -
1 4 Nutition Middle of the pack

professionals Chefs

Academia

Consumer groups

Lower Priority
Agricultural companies
Bloggers

?) ‘Medical celebrities

/ Government/regulatory groups

Medical

professionals
Ketchum Food 2020
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Big Shift in US: Food First, No Credentials

Ketchum Food 2020

3 Friends 1“\‘

YA

4 <%>
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5 Food media,
journalists

Local Middle of the pack
r farmerf Registered dietitian nutritionists

Medical professionals
Scientists/researcher
Food manufacturers

i Lower Priority
b
.// = & —\ Government/regulatory groups
Bloggers
‘Medical celebrities”
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GERMANY

47%

34%..

Ketchum Food 2020

Brazil: 25%

{
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Food Industry Listening

and Responding

Panera Wants You to Eat
More Plants

Ketchum Food 2020

theFuod indestry
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A Seisenic Shift in How People Ext
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So, How Do We Reach And Move Them?

Activists stoke urban
myths

The topic heats up on
Twitter

Food eVangelists Food eVangelists drive Marketers take
form a POV conversations on and competitive strikes
offline pro/con

Trending stories frame the

day’s headline news

Consumers choose sides. Trust in
food supply and value chain
erodes further
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Be in their world...
everywhere

Ketchum Food 2020
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Multiple News Sources Valued Equally

N Online news source 53% Food eVangeliSts
= seek information everywhere
@ National TV news 51% instead of trusting a single source

Local newspapers 48%
Local TV news 48% "

[D Magazines 46%

66% want to communicate
more with food companies

50% expect food companies
to use social media to
engage consumers

Ketchum Food 2020
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“Don’t Soundbite Me”

Twice as many want
access to detailed
information, people
and experts

Versus bits and bites
on social platforms
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“Don’t Soundbite Me”

Twice as many want
access to detailed
information, people
and experts

Versus bits and bites
on social platforms

gebdake information
gnore discoverable

Ketchum Food 2020
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Communications that Works

ey
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truth truth
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Today’s Communications Realities

BEFORE SHIFT

Stick to the scripted Don't engage Never admit fault. Science has proven ‘Wait it out. Memories
and D it; regulatory bodies and news cycles are
statement. can't be persuaded. have approved it. short-lived.

4 ¥ 4 ¥ ¥
AFTER SHIFT

Messages Detractors can no Consumers believe Science proves Stories, labels,
frequently longer be written companies are nothing and discussion boards live
fall on deaf ears off. hiding things from regulatory forever and negative

consumers bodies are virtually stories are often
impotent recycled, gaining
steam and
significance
over time.
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Honesty trumps perfection

All media matter

Access is more important
than reach

Communications is more than
words

Future Food eVangelists
need your attention today

Ketchum Food 2020

Thank You.

Kim.Essex@Ketchum.com
+1.312.228.6820

break through

Ketchum Food 2020
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