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U.S. Consumers Switch to Healthier Oils

m Consumer Perception
m Healthiest Oils
" Fits  as% | 6
Olive oil - 91%
Soybean oil — 87%
| Nuts [ 36% | - Sunflower — 82%

:
Pty |3 | 9 canola - 52%
ETENETIE  Scfower—7o%
" Reducedfat | 25% | 29 _ Corn oil - 67%

_ Red. Calorie | 23% | -21 |

FDA Claims/Label: MUFA, PUFA/Omega, ALA, LA, DHA = New RDIs

SLOAN TRENDS & SOLUTIONS, INC. HealthFocus, 2005; United Soybean Board '04-°05



Greater Consumer Understanding of Good
vs. Bad Fats Driving New Products

423 New U.S. Canola 245 New Oleic or Olive; 41 DHA, 21 MCT, 18 CLA,
Products 2004 84 high oleic safflower 16 GLA, 28 EPA
Products 2004

SLoAN TRENDS & SOLUTIONS, INC.
Mintel GNPD, 2005



Healthy Fats = Entry in Positive Nutrition Mkt

Functional Foods $24.7B. +8%
Low Fat Use Slowly Slides, Heart Market New Opportunity

(% general population stating have used ... in the past year)

859
° & Fortified

foods

84%
8 80%

g __82%  809%
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B 1] —
76% 7[AT<I)/0 75% 62?/0 ~ A Functional
62%0 63%0 67% s~ . foods
< 56%
59% > 5894 5806 X Lowv fat
46% A foods
A  50% :
O Fat free
31%0 foods
A

1999 2000 2001 2002 2003 2004

Source: The NMI Health & Wellness Trends Database
© The Natural Marketing Institute, 2004



Health: New #1 Global Industry Driver in ‘04

> Convenience, Private Label
Shift to More Expensive & Healthier Oils

(Calculated & Adjusted for Inflation on Euro Basis

Fastest Growing
Category

Category Growth
Rate 2003-04

Category
Growth
Value
(Euro)

Fastest Growing Category T

Category
Growth Rate
2003-04

% Category
Growth
Value
(Euro)

Soy-based Drinks

244 mill

Cocoal/Chocolate/Malt
Drinks

189 mill

Drinkable Yogurts

655 mill

Fresh Ready-to-Eat Salads

166 mill

Eggs

802 MILL

Frozen Meat

299 mill

Cereal/Muesli/Fruit Bars

314 mill

Sports/Energy Drinks

438 mill

Fresh Vegetables

640 mill

Sugar Substitutes

77 mill

Refrigerated Desserts

237 mill

Refrigerated. Complete
Meals

487 mill

Cooking/Edible Oils

640 mill

Refrigerated Meat

2.0 bill

Frozen Fruit

37 mill

Shelf-stable Cakes/Gateaux

259mill

Refrigerated Salad
Dressing

21 mill

Refrig. Soup/Bouillon/Stock

25 mill

RTD Non-carbonated
beverages

SLoAN TRENDS & SOLUTIONS, INC.

1.9 bill

Bottled Water

920 mill

Toaster Pastries

56 mill

ACNielsen, Dec.’04: 59 Countries, 89 Categories, 93% GDP



CVD Cancer Top World Health Issues

SUMMARY

MOST
COMMON
HEALTH
CONCERNS

MOST
COMMON
HEALTH
PROBLEMS

Heart disease
Cancer
Tiredness

Tiredness
Stress
Overweight
Allergies

SLoAN TRENDS & SOLUTIONS, INC.

Central Asia

Cancer
Heart disease
Eye health

Overweight

Cosmetic signs of
aging

Tiredness

Freq. colds/flu

Cancer
Heart disease
Osteoporosis

Freq. colds/flu
Osteoporosis
Tiredness
Arthritis

Cancer
Heart disease

High blood
pressure

Overweight
Stress

Tiredness

Cancer
Heart disease

High blood
pressure

Tiredness
Overweight
Stress

Cosmetic signs

of aging

HealthFocus International, Tampa, Fl, 2005




Cancer #1 or #2 Cause Death
Developed Countries: Close #1 in U.S.

SUMMARY

MOST Cancer Cancer
COMMON Heart disease Heart disease
HEALTH Alzheimer’s Other allergies
CONCERNS Eye health Tiredness

Cancer Tiredness
Heart disease Heart disease
Tiredness Eye health

Tiredness Stress Tiredness
MOST Tiredness I . . I
COMMON Stress Overweight Tiredness Stress
HEALTH Stress Overweight Frequent colds/flu

o ight
PROBLEMS verwelg Other allergies | Frequent colds/flu Gl problems

SLOAN TRENDS & SOLUTIONS, INC. HealthFocus International, Tampa, Fl, 2005



In 2001 CVD #1 Cause of Death Globally
2020 #1 Disability

THE ATLAS OF

HEART DISEASE CVDto 7
AND STROKE

110 M in E.U. T cholesterol;

US 107M, 10% kids, 70.3M
CVD

HBP: 600M global, US 70M
Kids BP 3X last 10 yrs. US,
Epidemic Asia: HPB, weight

CVD T India & China > all developed countries combined

> infectious disease & malnutrition
SLOAN TRENDS & SOLUTIONS, INC. 9/23/04, WHO, Geneva - The Atlas Of Heart Disease And Stroke




Avoidance Behavior Returning

Dietary
negatives
coming
back onto
consumer
radar
screens

Natural Claim $11.2B
Natural $49B

WV -5 pts.

HealthFocus Organic $1 0.9B
2005 $18-22% to ‘08

1990 1992 1994 1996 1998 2000 2002 2004

Always/usually

SLoAN TRENDS & SOLUTIONS, INC.

—— Choose foods because they don't contain undesirable nutritional qualities
-#- Avoid some favorite foods in order to eat healthier




Moderation
Low is High on Shoppers List 2004

% of Overweight Adults Who Worry About Their

Weight — And Take Action:
Purchased Foods Promoted as:

Very concerned about
my weight

63% promoted “low fat”

Tried 2+ diets in past
year

40%

Low-fat diet 2 - 55% “low saturated fat”

Low-cal diet 20%

52% ‘“low calorie”

Low-carb diet 20%

Low-salt & sugar diet 20% 480/0 “IOW saltlsodium”

Source: IRI's MedProfiler Health & Wellness Survey

Overweight adults defined by both BMI and self reported 0 (13 1L
perception. 40 /0 IOW Ca rb

Fat #1, Carb #2 — Reject New Product 7%, 22%)

SLoAN TRENDS & SOLUTIONS, INC. Information Resources, Inc. 7/04; FMI 11/04



No/Low Fat Growth Low Single Digits
Largest Good-For-You Segment $32.6 B

% Change $ Fat-free & low-fat foods: compound
Product Segment | Vol. ve. year annual growth usage ¥ 5% & 2%
respectively past 6 yrs.

Organic 14.4%

Sugar free, less sugar 11.3%

Flax/Hemp 13.6% Fat caused shoppers to buy a new
Whole Grain 7.0% product | 74% in ’95 to 29% in ’04;
No/reduced lactose 5.6% #1 reason not to buy - 27%

Carb conscious 3.8%

Natural Marketing Institute, 04, Food Marketing Institue 2004).
No/reduced calories 2.5%

No/reduced fat 2.3%

Calcium - good source 1.7%

Low/no sodium -0.9%
Soy -1.0%

ACNielsen, Y/E/ March, 19, 2005
SLoAN TRENDS & SOLUTIONS, INC.




Low Fat Leads New Products Intro’s with
Health Claims in N. America

Foods Minus

Calorie

Sugar 0 Jan-Jun 2005

Adds/Preservs 5] 2004
] 2003

1,000 1,500 2,000 2,500 3,000

Low fat leads but activity slight slowing down

Low carb peaked in 2004

No additives/preservatives

Strong growth continues in low sugar

Low/no trans fat claim influenced by FDA regulations

SLOAN TRENDS & SOLUTIONS, INC. Mintel GNPD New Products Database, July 2005



“No Trans” - Topic of Moment FDA'’s
Deadline January 1, 2006

+80 aWay tofsensible]

2/3 aware trans, +8% 2003 Withfa\WholelGrain]Heart Elqjlihg@%m

43 % u s e tra n s = fre e fo o d S &ﬂer more than 103 years of providing America with a .
satisfying and_tas_l}f srlac:,clr:;[::rilslza:tﬁ:;\;}!lﬂllz Sr:;:gsun

44% try to I i m i t tra n S , + 8 o/o to :3?1?03-' irtgch:;fly, woven cracker made with 100 percent

whole grain. Triscuit will now display an official Whole Grain
Heart Health claim hbased on a Food and Drug Administration
0 - (FDA) advisory released December Sth of last year that
expands use of the claim to other whole grain foods that are
1 2 A) aVO I d CO m p I ete Iy low in saturated fat and cholesterol, but contain a moderate
level of total fat.

65% trans worse other fats

G TS S BT e Natural Marketing Institute, 2005



“No Trans” T Product Sales in U.S.
$6.4 B Yr. End ’04; 33 of 635 Categories

Dollar %
Sales
10 Largest Labeled Change
) Dollars U.S.
No trans Categories vs. Year
Ago

Total No Trans

Sales 52 Weeks Food/Bev | Fat Claim (Billon)

Ending: Sales ($ | Product : 4.8
BiIIion) Sales $ Snacks - Potato Chips $1.833 .8%

Snacks - Tortilla chips $1.453 -0.8%

10/7/00 $200.4 B $4.8 Cereal - Ready-to-Eat $.781 +22.6%

Puffed cheese $.410 +3.9%
10/6/01 $210.6 $5.2

Snacks - Remaining $.298 +6.6%

10/5/02 $216. $5.5 Snacks — Corn chips $.287 -3.29%

Bakery — Bread — Fresh $.245 +163.5

10/4/03 $219.8 $5.7 Margarine and Spreads $.228 +9.1%

Cookies $.170 +28.9%

10//2/04 $223.1 $6.4

Snacks — Pretzels $.159 -3.0%

ACNielsen’s Label Trends Tracking Service, Y/E 12/04 Total U.S.
SLOAN TRENDS & SOLUTIONS, INC. — Food, Drug, Mass — excluding Wal-Mart




Trans Most Associated: Snack foods, Fast Food, Margarine
Foods: Potato Chips, French Fries, Sweets, Margarine

SLoAN TRENDS & SOLUTIONS, INC.



SLoAN TRENDS & SOLUTIONS, INC.



Most Important Food Label Claims

Extremely/very important label

Fresh

Extremely/very important label

Low calorie

Whole grain

Fat free

Grown without pesticides

Low sodium

Good source of calcium

Sugar free

Low in saturated fat

Natural

No trans fatty acids

High energy

High fiber

Low carbohydrate

Good source of antioxidants

Certified organic

Cholesterol free

High protein

Lower in sugar

Low fat

SLoAN TRENDS & SOLUTIONS, INC.

GMO free

HealthFocus, 2005



Low Fat Most Influential Health Claim

Health Concerns Trying to

Influence Purchases | Lose Weight
Generation % alot %% !

Claims ; Gen.Y Gen X Boomers Matures Yes Mo

Lowwe-fat X ¥ 2 & B [

Whale-grain L 43 a5 &H Gl by

Loww nsaturated fats 25 44 . ; &

Loww calorie ~ &0

High in calcium

High in witamin C

Ly s=dium

Witamin-rich or
witamin-fortiied

Sugar-free

Reduces nisk of
Feart dispase

Loww-cark

Reduces nsk of cancer

Food Marketing Institute’s “Shopping for
SLOAN TRENDS & SOLUTIONS, INC. Health Survey,” Nov. 2004, Wash, D.C.
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Consumers Confused About Fats More
Familiar When Appear on Labels

86% saturated fats unhealthy
63% trans fats unhealthy
> 50% hydrogenated oil unhealthy

53% polyunsaturated fats unhealthy
49% monounsaturated fats unhealthy

59% Aware of Omega-s, 48% think healthy

United Soybean National Report 2004-05;
SLoAN TRENDS & SOLUTIONS, INC. Gallup Multi-Sponsor Surveys 2004



Positive Dietary Components Will
Become Key Marketing Tools
Labels T Familiarity

Dietary Fat Content Comparisons

Canola oil - n 61
Flaxseed oil 10 43 26
0 —
Sunflower oil 12 [
Corn oil 2
Olive oil 75
Soybean oil 2
Peanut oil 48
Cottonseed oil

Lard 47
Beef tallow

49

Palm oil k)
28

7

Butterfat
Coconut oil

SLOAN TRENDS & SOLUTIONS, INC. www.canolainfo.org



OMEGA-3, EFA’s

2000

1600

1200

ﬁ 800 /
#—COMMERCIALIZATION /—d b

400 - ~O~
N
MEDICAL THRESHOLD o

‘95 ‘96 ‘97 ‘98 ‘99 ‘00 ‘01 ‘02 . . ‘95 ‘96 ‘97 ‘98 ‘99 ‘00 ‘01 ‘02 ‘03 ‘04
proj

--— M EDICAL Counts o= CONSUMER Counts

#1 selling supplement ‘04; +40%/yr last 5 yrs.
22%7T ’04, 32% think deficient

Food Execs rank #4 to grow their business,
9] after soy, calcium, fiber/grain

g 55% link to heart, skin #2, mental #3

with OME

& VITAMIN E
enhanced calcivm

FULL TASTE
WATRA b s s BAT

Kid’s Learning & Cognition Strong Market

SLoAN TRENDS & SOLUTIONS, INC.

HealthFocus, '05; NBJ, ’05; NMI, °05; Proc. Prep Fds ‘04



Omega & MUFA Claims Open CVD Markets

% HH'’s Prevalence of Cardiovascular Diseases in Americans
0 Age 20 and Older by Age and Sex

Condition Trying to NHANES: 1999-2002

Prevent

i
17.8

Cancer 77.2% 15.0

I Ilen 5
:l Women

Vision Problems 77.1%

520 965

ulation

Heart Disease 76.6%

High Cholesterol 76.2%

6.2 6.6
228
Hypertension 75.0% ;
j 112 Ui
Obesity/overweight 74.2% o 7
Arthritis 74.0% 0 | =

' 20-30 35-34 4554 55-64 65-74 75+
Stress-Related Problems 67.6% Ages

Percent of Poj

Lack of Energy 69.5% Sowrce: COC/NCHS and NHLBI, These data mclude CHD, CHF, stroke and
hypertension.

70M CVDe 104M T chol e« 110M Pre/Reg HBP o
CVD T 24% Men by 2013 ¢ Women 19%

SLOAN TRENDS & SOLUTIONS, INC. Natural Marketing Institue, 2005, Am. Heaert Assn, 2005




65% Shoppers Manage/Treat Condition:
72% Heart, 65% Both HBP & Cholesterol

Incidence of Chronic Health Problems
According to Body Mass Index Assessment

G Diabotos

] High Cholesteral
@@ High Blood Pressure

44%
5%

105

Heart #1 Condition Shoppers
Treating with Food

Reads Label to

Conditon Manage Condition %
High Cholesteral

Has 44

At Risk 13
High Blood Pressure

Has 44

At Risk 13
Diabetes

Has 14

At Risk [4
Qsteoporosis

Has [4

At Risk [4

FMI, Shopping for Health 11/2004



New AHA Women’s Heart Guidelines
““Go Red” Campaign, NHLBI “Code Red”

CHD Deaths Men & Women In U. S. ’79 - 01
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AHA/ CDC/NCHS, 2004

SLoAN TRENDS & SOLUTIONS, INC.



Which benefits present the greatest opportunity?

SLoAN TRENDS & SOLUTIONS, INC.



Cross Marketing Heart Friendly Foods &
Rx Customer = $70 B Untapped Op

Projected
U.S. Ailments Projected Dollars, Front-

Prescription end Spending,
Total US ($

Scripts
Frequenc hillions
[ AleesAstmaBronchus] 93 | a1 | sa
[ AnxewyandDepressin] &1 | 36 | s
Amwms| a4 [ 2e [ s
[ owoomcometvel m | s [ en
Cholesterol (High)

s21

High Blood Pressure/Hypertension 535
— ]
——Tienopause ant Oswoporosn] 30| 35|16
[ Pain Management Muscuardoind 71| 28 | se0
 Sunconamons] | 2 | s |

Total Heart

Heart Health | 44| $15

Rx Centric Marketing — Information Resources Inc. 11/04
SLOAN TRENDS & SOLUTIONS, INC.



CHOLESTEROL & Kids

MEDICAL THRESHOLD

= MEDICAL Counts o= CONSUMER Counts

F eatu l'i_"d FF['H:[ uet

TRENDSENSE™
SLOAN TRENDS INC.

ALLERGEM FREE! e B il |

r

i =
Lilltage Chavst

SLoAN TRENDS & SOLUTIONS, INC.




ﬂg,. B | g health

SLoAN TRENDS & SOLUTIONS, INC.

Balancing T

LightHouse

M e n US iS Menu: looking

out for your

Business
Get Bigger

Have fast food/full-service restaurants done a better
joh at pruviding healthier options in 20047 % ihﬂut
% Saying doing a better job the guilt. »

0 HE%

47%
Fast Food
. Full-Service

Source: Technomic/American '-tpﬁ-._._. Oy n-rr'llr_]'.l'.lt ||_4.”,F'p_

Atkins—approved menu @%ﬁ

Technomic Inc, 2/2005



Slide 29

AES7 Liz, 1/28/2004
AES8 Liz, 1/28/2004



About Half of Today’s Diners Think Health

Status Quo and Fast
Fooders = 38% of
consumers; 47% of
restaurant visits.

Low carb eaters and those
trying to eat healthier = 31%
also are heavy users of
restaurants.

Low fat/calorie, vegetarian
and salad eaters = 22% visit
restaurants less frequently.

SLoAN TRENDS & SOLUTIONS, INC.

Consumer Segmentation
Share of Restaurant Visits

Salad and
Cutting Water
Meat 5%
7%

Low Fat
10%

Cutting Carbs/
More Grilling
15%

Status Quo
38%

Fast
Fooders

Health Shift
16% 9%

Technomic To Be Released 8/31/04
N=1,664



10 Fastest Growing Restaurant Items
Natural Meats & Poultry Enter Chains

Microwave in Bag

All Natural
Chicken

SLoAN TRENDS & SOLUTIONS, INC.




Ordered More Restaurants Last 2 Yrs.

% Operators report ordering more of vs. 2 Years ago

Seafood/fish 64%
Salad 56%
Take-out 52%

Spicier Dishes 30%
Beef 30%

Pork 29%
Vegetarian 48%

Pasta 28%
Chicken 36%

Turkey 182
Appetizers 36% urkey 18%

Veal 13%

Specialty Coffee 31%

Salad #1 Casual & Family Rest; Seafood #2

Protein: Boomers Index T Seafood, | Boredom Fx

SLoAN TRENDS & SOLUTIONS, INC.

National Restaurant Assn, 2004



Grilled Menu Mentions Doubled U.S. 2004

Question: “Compared to the last few years, are you currently
eating more, less or the same amount of the following foods?”

Don’t
Food Item More Less Same Eat

X \% ', 4 ‘ '. 1 st o
Technomic Inc. 5/2005
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Top 15 Ingredient Health Claims

ealthy - 14

Reduced-Fat - 19

on-Fat - 29
Trans-Fat-Free - 30
ow-Sodium - 48

Wheat-Free - 58

Fat-Free - 298

Gluten-Free -72

Lean - 80

Cholesterol-Free - 107
Low-Carb - 274

rganic - 110

Vegetarian - 132

Light (Nutritional) - 186

ow-Fat - 151 g
r]"]"E"I'"a-u h-uiﬁ‘l'ﬂ“‘:‘lI



Top 15 Menu Ingredients with

=

i
2
>
C
()
zim
=3
O:
53
o}
géim-""
prd

Ranch Dressing-

Italian Dressirg™ .

Tortill48"

Health Claims

Mayonnaise:

Chicken"
Egg.

Honey Mustard-Pressing .

Mozzarella‘Gheese:

Salad Dressingn; |
Caesar Dressitig™
Black Bean-

j Vegan
1 Reduces-Fat

i Lows Gluten™egh Pratain

J Mon-Fat
. E'r'gan:u:_
. Lean

2 Low-Sodium
. Wheat-Frae
D Gluten-Free

B owra

C’ Vanetarign

. 'Cl"uJIB-merul-FrEE
- Low-Carp

W gy (Nutritionayy

. FHi-Fre.H



Number of Menu Items

Top 15 Menu Ingredients with
Health Claims

Ranch Dressing

Italian Dressing

Tortillas

Mayonnaise

Honey Mustard Dressing

__‘_-__"_—‘——..
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:] Vegan
J Reduces-Fat

i Lows Gluten™egh Pratain

J Mon-Fat
. E'r'gan:u:_
. Lean

J Low-Sodium
- Wheat-Frae
D Gluten-Free

0 Low-Fat

C’ Vanetarign

. 'Cl"uJIB-merul-FrEE
- Low-Carp

D uigny (Nutritionayy

. FHi-Fre.H



Overhaul Kid’s Menu'’s for Health

Distribution of menw tems with nuiritional reference, 1st half 2004

Options 4% Appetizer 4%
Soups 2%

Most Orders by Kids o ost Menued
Carbonated drinks st
French fries
Burgers
: izza Sl 1286 s 19
Chicken nuggets

M exican Percent distribution of new menu items by meal part, 2nd half 2004 S pag h ett|

Veggies ondiches 2190 i Hot dogs
Iscedf tead .. [rmrn. Poul r ry 7% C orn d og S

| eafoo - Fish & chips
Ce cream _ -'j'!ij Entrees, Meat 9% Tacos

Kreaklas 14%

Chicken strips
Burgers
Grilled Cheese
Pizza

Mac & cheese

Entrées, Seafood 9%

Salads 13%

SLoAN TRENDS & SOLUTIONS, INC.
Technomic, Inc, 2004; NPD Group/CREST, 2004



Olive Garden Touts Healthy Oils

SLoAN TRENDS & SOLUTIONS, INC.

b inspired by what we learn in italy. At Olive Garden

When you order our Spaghetts defle Rocca)
experience the flavor of an authentic italian recipe:
From our food and serdce to our décor — WSERE.

wie take pride in providing each guest with a genuing
Italian dining experience and we learn from the Italians
exactly how it's done. -

New Uses QOils

Dipping Breads, Veggies etc
& Drizzling Hot Oils on

Fries, Meats, Salads,
Appetizers




$ Sales Top 10 Indulgence Categories

52 Weeks Ending May 15, 2005 vs Prior Year
Carbonated Beverages -1.5% i

Beer il 0.5%
Salty Snacks - 1.7%
Wine -_ 8.1%
Chocolate Candy -. 0.7%
Ice Cream/Sherbet - 1.6%
Cookies -I
Crackers -. 0.9%

Coffee I 1.8%

Spirits

SLoaN TRENDS & SOLUT/ONS, INC. Information Resources, Inc. 8/ 2005




Snacks and Desserts Strong Appeal

Echo Boom Adults (21-27)

Eat Five Servings
atFive =elvigs & eneration X (28-39)

of

Fruits/Vegetables  younger Baby Boomers (40-49)
Older Baby Boomers (50-58)

Per Day

Echo Boom Adults (21-27)
Eat Desserts or Generation X (28-39)
Indulgent Snacks  younger Baby Boomers (40-49)
Older Baby Boomers (50-58)

Echo Boom Adults (21-27)
Generation X (28-39)
Eat at a Fast Food
Restaurant Younger Baby Boomers (40-49)

Older Baby Boomers (50-58)

Information Resources, Inc. 8/ 2005

SLoAN TRENDS & SOLUTIONS, INC.
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