Dairy Innovations: Solutions to Achieve
the 2010 Dietary Guidelines for Americans
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What you will hear today

= The Dairy Group and the 2010 Dietary Guidelines
= Consumer needs drive innovation and education
m Protein trends and considerations

m A closer look at sodium

m Marketplace innovations in health and wellness

m Discussion
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The Dairy Group
and the New Dietary Guidelines

Carol Blindauer, MBA, RD
SVP, Health and Wellness
Innovation Center for U.S. Dairy
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We work for the dairy industry

9/29/2011

INN(N\TION lZJ
M hnetiw raln S NATIONAL DARY O

The Innovation Center for U.S. Dairy

Healthy People

Healthy Products Healthy Planet

g

The Innovation Center Operating Committees work to combine
the collective resources of the industry to provide consumers
with nutritious dairy products and foster industry innovation

for healthy people, healthy products and a healthy planet
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The Dietary Guidelines (DGA) at a glance

= Based on a rigorous review
of scientific evidence

m Reviewed every five years

m Updated if necessary to
account for new research
and knowledge about
Americans’ health and diet
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Key highlights of the DGA’s include:

= Maintain calorie balance to achieve healthy weight

= Focus on eating nutrient-dense foods and beverages

a Vegetables, fruits, whole grains, fat-free or low-fat milk and milk
products, seafood, lean protein and nuts and seeds more often

= Child nutrition is a national priority

o Improve child nutrition and encourage development of good habits
early
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We share a focus on child nutrition as a national priority

Fuel up to Play 60 is rooted in the DGA
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Dairy foods are identified in the DGA for their role in
overall health

“Under consumption of dairy foods in the diet
may lead to an increase in cardiovascular

disease and type 2 diabetes, as well as an
increased risk for poor bone health and
related diseases ™
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*2010 Dietary Guidelines for Americans
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Room to close the gap between dairy recommendations
and consumption

Servings Missing Gender/Age
- -
2 I’ I’ Women 18+
-
1% - ’(\Ellﬁ'?sllatttm
-

1 ;# Girls 9-13

1/2 - Boys and girls 4-8
Boys 9-13 and 14-18
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Milk and milk products play an important role in the
DGA

DGA Recommendation Exgmplgs i Dalr_y e
serving sizes; equivalent to:

B |ncrease intake of fat-free or = 1 cup of milk or yogurt
low-fat milk & milk products = 1% ounces of natural cheese
such as milk, yogurt, cheese or =« 2 ounces of processed cheese

fortified soy beverages = 1 cup of fortified soy beverage
™ Recommended intake: P Y g

= 2 cups: children ages 2-3

= 2% cups: children ages 4-8
(increased %2 cup)

= 3cups: ages 9 and older
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Dairy is recommended even for those with lactose
intolerance

= Lactose intolerance doesn’t
mean dairy avoidance

u DGA recommends low-lactose
and lactose-free milk products
for lactose intolerance

m USDA'’s definition of milk and
milk products includes lactose-
free and lactose-reduced
products
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Especially important when you consider that dairy
delivers 3 out of 4 nutrients of concern

m Four nutrients of public health concern are highlighted in the DGA —
calcium, potassium, vitamin D and dietary fiber

= Milk is the #1 food source of calcium, potassium and Vitamin D*
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NHANES 2003-2006; 2+ yrs.

DGA advice can easily be lost in a sea of
information

People are interested in getting the most nutrients
from their food choices

7% 61*

agree dietary advice is interested in learning

helpful when it helps about both the positive
them understand the total nutrients and nutrients

nutrient contribution a [hey should limit

food provides

A¥
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Consumer education through MyPlate shows that Dairy
is an important part of every meal

= With many options, low-fat or fat-
free dairy foods can help
Americans meet the Guidelines
a  Milk
o Yogurt
a Cheese
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Consumer needs drive innovation
and education

Dairy foods deliver multiple nutrients

= 1]
Milk -kl
e, Phospacns

Finfrm Wincin e 1
Wiamink  Trinoke

Calcium
Cheese Phosphotus  Protein

Vitamin D* -

.
Calcium -
Yogurt Phosphorus  Protein AF
-

Riboflavin Potassium
Vitamin D*

BINN(WATK)N > *Some cheeses and yogurts are fortfied with vtamin D
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Most people don’t know about dairy’s nutrition

Communicating the presence of

MULTIPLE NUTRIENTS is critical!

Beyond calcium, the
most compelling
nutrients are vitamin D,
Protein, vitamin B12
and potassium

Milk contains 9
essential nutrients
(new “news” to the

public)

Your patients/clients care about health benefits

Linking nutrients to a

specific BENEFIT is powerful

People need to be
reminded of the
connection between
nutrients and benefits

People understand
nutrients help achieve
a “healthy body” and
this message should

9/29/2011
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People do understand role of milk related to calcium,
vitamin D and strong bones
Top Milk Perceptions
(Aided Question: Agree Completely/Strongly)
Good source of calcium a3
bones by
Cold to enjoy we
Good source of vitamin D Ta%
Healthy choice B
As achild, enjoyed it [0
Beneficial to joints SE%
! dental health 5E%
Tastes delicious 3%
Should drink everyday L b
B da WA Hn A BA TR WA BA
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Significant opportunity exists to educate Americans
about milk’s other nutrients

Nutrients Sought When Drinking Milk

Calcium TE%

Vitamin D H1 59

I o FF ]

viamine12 | 1% Roughly 80% of

Potassium | 1% consumers do not
niacin [ E% look to milk as a

rivoriavin [ % source of protein

Phosphorus [l 4

None of the above |— T

DMI Custom Research, Mik Opportusites/Barrers Stuy,
December, 2008
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be reinforced
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Critical to supporting the DGA’s is educating that milk’s
nutrients remain at all fat levels

Consumer Perception of Calcium and Vitamin D in Milk

Whole Milk SRR
it

2% (red. fat) IS .

I 5%
Nearly 50% of

skim milk has less

i it Wi L e e TE L W
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Protein Trends and
Considerations

Loren Ward, PhD
Director, Research and Development
Glanbia Nutritionals
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What’s the consumer thinking?

B NATIONAL DARY COLUNGC

Eating less meat is moving mainstream — dairy offers
protein alternative

0% Over 1/3 of U.S. Consumers!

CONSCIOUS EATERS

22% - 25%

Tradtinnal  Redecing Mest  Pleatinsian Yagetanes Veqan
(Declining) (Growing) (Growing) (Stable) (Stable)
< Vegelarian Times Survey 2008, Cutate Research
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Why do consumers want to increase dietary protein?

9/29/2011

Previous learnings confirm consumers are interested in
protein

54% 26% 47%

Of consumers say they’re Say they're actually Say the message “good

trying to get more protein consuming more source of protein” is
in their diet vs. a year protein than 2 years very important on

ago, slightly more than in ago** product labels**

previous years*

INNOVATION \ *The NPD Grougs Diting Morior Sevice, 2008
.u-mrhzunm L NATIONAL DARY COLNGC +The 2009 Healh Focus Trend Report
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People are reducing meat to be more healthy and they
don’t refer to themselves as semi-vegetarian

How People Refer to the Practice of Eating Less Meat

Yes Not

Eating more healthy Eating semi-vegetarian |

| Eating less meat | | Eating m%%g'sam'based |

'DMI Emerging Diets Research, 2010
Base: Adults who are reducing the amount of meat thl they ea (1= 345
Q6i: Which of the folowing best describe how you refer o the praciice of eating less meat?
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Consumers associate protein with lean muscle, energy
and satiety

Helps build and maintain muscle

Helps give you energy throughout the day

Helps increase lean muscle mass.

Helps muscles recover more completely after

Helps suppress your hunger between meals

Helps prevent muscle loss during aging

NOTE: These statements were selected by consumers and are not specifally approved for labeling.
'DMI Whey Protein Tracker, 2008
Q12,0 Please select the potential benefis that you believe proein can provide,

B NanomAL DAY COUNG ®




Protein recommendation vs. optimal health

= RDA: 0.8 g/kg for adults
m Preventing deficiencies vs. optimizing health
m Acceptable Macronutrient Distribution Range
(AMDR): 10-35% total calories
= Emerging research indicates some may
benefit from more
a Active adults and athletes
a Aging adults
o Weight-conscious individuals
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Higher protein diets can increase satiety

m Calorie for calorie, whey protein can help people feel fuller
longer than carbohydrates or fats

= |IOM Dietary Reference Intakes for Macronutrients:

a “A number of short term studies indicate that protein intake exerts a
‘more powerful effect on satiety than either carbohydrate or fat”

(f’ INSTITUTE OF MEDICINE
7] 7 1 Ma SO ACAGHAMD

Instiute of Medicine 2005
Halton et a, JACN, 2005
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Healthy weight... still no magic bullet

Energy In — Energy Out

= To lose weight, must expend
more than consume

= Problem: People often don't eat
to preserve muscle or bone
health when losing weight

= Solution: Dairy proteins and
milk’s other nutrients can help
both muscle and bone retention
during healthy weight loss

= Role of satiety — dietary
intervention can partition toward
increased body fat utilization

OLean Loss [

DFat loss

Mass (Ibs)
OB NWHINDN DO

Treatment Control
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Higher protein supported for nutrition and athletic
performance

Position of ADA, Dietitians of Canada, and ACSM

= Protein recommendations are increased in endurance and
strength trained athletes.
0 1.2-1.7 g/kg/day
= Protein consumed after exercise will provide amino acids for the
building and repair of muscle tissue.

- - American Dietetic
| | or 5PoRTS MEDICINE, rigm. Association

ACSMIADA Posiion Stand, MSSE, 2008
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One way to get the benefits of a higher protein diet, is
for consumers to up their intake throughout the day

Satiety example:

Satiety berwfits can de athieved by dets higher ix protein

L

Il

e g
“Individuals respond differently; the amount of protein needed to achieve a satiety benefit will vary tBased on the AMDR for a 2,000-calorie diet.

Westerterp Plantenga MS et al. Annu Rev Nutr 2009; 29:21-41; Veldhorst M, et al. Physol Behay 2008; 94:300-307; Pacdon-Janes D Am I Ciical Nur
2008; 87(5upp) 15585-15625: AMDR from Instte of Medicine Dietary Reference Iriakes 2002: Fulgori VL 3% Am J Cin Nutr 2008; 87(5) 1554515575
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Healthy aging

Muscle Bone
Health Health

Minimize Minimize bone
muscle loss loss

FNCR Fr A—

R {inetin ra s Sainn




Healthy aging

Muscle preservation ;

= Milk and milk proteins help slow
muscle loss i

= Problem: Protein consumption f
also decreases with age N

= Solution: Quality of protein
becomes more important with : <
decreased intake of protein

a Aging individuals may benefit from
more specialized types of protein
(fast vs. slow acting), higher
leucine, etc.

m Exercise/resistance training

HINP{& TION

Opportunity: Health professionals can help people add
protein throughout the day

Sample Daily Menus*

Menu 1: Typical protein intake by meal

Menu 2: Higher protein intake spread throughout the day

800 Calorie
Prote
of calorie
Breakfast Lunch Snack Dinner
BINN{W ATION 3 “Innovation Center forU.S. Daiy, 2011
s na [ pamonaL oAy o
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Dairy protein is top quality

Protein
A Amino Acid | Absorption = Protein
P;Otee'" [oITE1[13% Value '\:Jeélipzl;ti::‘ Efficiency
yp (PDCAAS) | (Biological i
Value)
Whey
Protein
Milk 1.00 91 82 2.5
Egg 1.00 100 94 3.9
Soy Protein 1.00 74 61 2.2
Black Beans 0.75 0 0
Peanuts 0.52 1.8
Jounalof Sports Science and Medicine, 2004
BINN(W TK)N
Ty
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Healthy ageing

Bone Heal

= Milk’s nutrients including milk
proteins help prevent
osteoporosis

= Maximize bone health during
peak bone-building years

= Maintain bone; slow rate of loss
(late 20’s — early 30’s)

= Nutrients other than calcium
important in bone health (e.g., s ’ y
mg, cu, fe) hon o

m Protein — beneficial to bones

m Vitamin D — key to absorption

HINP{& TION

Dairy proteins offer convenient and nutritious way to
increase protein intake

Protein Exercise Body
Synthesis Recovery Composition
i 4 j n
Satiety Healthy Weight Healthy Aging
INNOVATION [
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Many have a lack of awareness of dairy’s protein
content

Calcium

Vitamin D s1%

—
Protein "=

N [ 11%
Vitamin A

Vitaminc  [I5% ik
Cheese
—— Yogurt
Iron
Potassium T3
B1%

Vitamin B12
2008 NRF Berchmark Quaniialive; N=1000 US Adus age 18+

Question: Please listany nurients which can be found in ++dairy producis++
Probiotics/bacteria such as cheese, milk (reguiar, whole, 296, 19, of skim) or yogurt. (open end)

Then acked foreach prodet
B INNOWV TION
fws

-
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Room for education on dairy’s protein package

Non-dairy foods provide
about 0% of the protein
% in the U.S. diet

m desserts
fats/oils
other foods/bev
W grain products
= eggs/legumes/nuts

g/day

o fruit/veg

= meats/fish

yogurt

Dairy foods
provide ~18%
of the protein

cheese
milk
Protein

Ages 20 y1

H INN‘)?}{ TION

Not all proteins created equally — milk protein provides
all essential amino acids

Dairy proteins meet needs [

= Milk’s protein provides all
essential amino acids

= Whey protein, a protein f_.
naturally found in milk, exceeds ¥ - v L
benchmark recommendations . o <
= Some may have increased 7S, -"/,/

needs: e

a Sports nutrition — athletes, strength

trainers Nitrogen balance study

a Aging populations -+ S: NBAL=-16.8 + 24.3 (Proin)
NBAL = 0.69 g/kg/day
SA: NBAL = -71.6 + 50.9 (Proin)
NBAL = 1.41 g/kg/day

B INNOVATION lz‘l Tamoposty et a 1952
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Whey protein shines when consumers are told it
comes from milk

Attributes That Make People Want To Consume Whey Protein

tstowin for | 5=

Comes from milk

Cumalns all the essential amino acids
our body needs for good health

Is a “fast" protein or quickly
bsorbed by the body

Mostly closely resembles
the protein in human muscles

M1 Whey Protein Tracker 2008
Q230w any, o1 elowig ainie of
whey protein make You want to consume t2

NATION
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For those who do know about dairy’s protein ...

... helping reduce the gap for those reducing meat

More...
Never consumed - 3%
Cheese 78% Consuming Nolonger consume - 1%
o more
quurt 76% 24%
Milk 67%

Consuming Consuming the
same amount

60%

DMI Emerging Diets Research, 2010. Base: Aduits who are reducing the amount of meat tha they eat (1=345)
Qp: How has reducing the amount of meat n you diet affected the amount of dairy products thal you consume ke milk, cheese, or yogurt?

Whey protein — an example of increasing dairy protein

ERRNOVTION &
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Whey protein can help products deliver on excellent
or good source of protein claim

Whey Ingredient Amount of Whey Ingredient to
Achieve

Excellent Source

Whey Protein Isolate 90 11.2g or more 5.6-10.69
Whey Protein
Concentrate 80 12.5g/or more 6.3-11.99
Whey Protein
Concentrate 34 29.5g or more 14.7-27.99

An Excellent Souxce cortains 20% or more of the Daily Vake. A Good Source cortains 10 -19% of the Daily Value.
4DV for proein is 509 based on a 2,000-calorie diet. These vakues apply to aduls and chiklen over age 4.

The “grams per eference value amount customariy consumed (RACC]' values listed are estimated amounts of e
Specific whey ingredient based on averages that woukd be needed o meet the label clim, providing the product cortains
o other ingrediers with protein.

IRNNTEN & wance




Whey protein is a natural protein that comes from milk
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A closer look at sodium: Role of
sodium in cheese making

Nigel Kirtley, VP

Cheese Research, Development and Quality

Kraft Foods

Innovation Center Health and Wellness Committee member

BNONTION [

Sodium consumption among Americans is higher than
recommended

2010 Dietary Guidelines for Americans*
recommends:

m General Population - 2300 mg/day

= Those with hypertension, diabetes or
chronic kidney disease as well as African
Americans and adults over 50 years of
age -1500 mg/day

Current consumption:

m Current average intake by Americans is
3400 mg/day

*U.S. Department of Healh and Human Services and U.S. Department of Agricullure. Dietary Guidelines.
for Americans, 2010. 7th Editon, Washington, DC: U.S Govermment Priting Offce, Jancary 2011
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A wide range of marketplace applications
[§- 7"
= AU
g ‘-:~ .Aging well
£ A
——
.-’

= Satiety -
Women
.Everyday - 3
Active ; B -
Consumer LA :-d,'i
- -

- “Core - e
.  Bodybuilder -

“The marketing materils ane brarded products rferenced in thi presertaton are solely for
i use endorse,
Support or advocate th claims, posiions, assertors,of contertions made In th cied maerals.

49

Public health concerns have spurred call for further
sodium reduction

m 2010 Dietary Guidelines
= |IOM Sodium Committee

= National Sodium Reduction Initiative
(NSRI)
= American Heart Association

H INNOVATION
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Sodium concerns are not unique to the U.S.

m France, England, Australia, Canada and others have been active in
public health campaigns to help their citizens reduce sodium

m
t

=il

)

AW

World Healh Organization - htpv.ho.intlen/
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High sodium: a public health concern

9/29/2011

Cheese’s contribution to sodium intakes in U.S. diet

Sources of average sodium in the U.S.
diet by food groups:
Cheese contribution is 7.8%*

Cheese also contributes**

21 % of dietary calcium

HFNNOVINTK)N 1;;
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Therole of salt in the cheese making process

[ m gy
i
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How is cheese made?

= Natural cheese
a Made from four basic
ingredients
~Milk
- Salt
- Starter culture
-Rennet

11 % of phosphorus
9 % of protein
9 % of vitamin A

8 % of zinc

g € Souces of s i o sy Pap et s of Vi Corest cn S o Rece S e, nfrreton-Gathring Workas: 200% Washgon O.C
o TS 24 . Py e esecte foodgoups (e, o ez, e crist s

oo s o Choce e cracs, i e 35 Ao, o )
Dy Roarch Istne™, WWANES (2015200, Age 21 yeds. Ot Seuice: Coners for D Cannland esndon, Nenal Conor for o St Nl o and Maon Samirason
Sy i M. S, Dparmen of e 0 i Sercas, Gamers a Dees Gkl s 1Endon. (203 2004 200 205, 1 ik . G PG |

HFNNOVINTK)N 1;;
B (htiv T B NATIONAL DARY COLMGL

Salt plays a critical role in cheese making

= Manufacturing process
m Flavor and texture

= Quality and functionality

= Shelf-life

m Safety

Guinee TP. Role of Intemational Journal of Dairy Technology.
2004;57:99-109

INNOVATION ‘;“
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How is cheese made?

m Processed cheese
aMade from natural cheese
o Stabilizers, emulsifiers and/or
flavor enhancers are added
-Creates consistent product
—Provides smoothness
~Improves shelf-life/stability

ATION
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Research drives progress

= Sodium analysis of retail cheese
m Consumer perspective
m Consumer taste test

SINN(WATION
R anetinma1n vt
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Included variety of cheese types and forms

Cheddar: chunk and shredded

Mozzarella: chunk, shredded and string

Process cheese: process singles

‘Aganwal S, McCoy D, Graves W, Gerard PD, Clark 5 Sodum Cortert in Retal Cheddar, Mozzarela and Process
sos Varies Considerably i the Unied State, Journa of Dair Science, March 2011

SINN(WATION
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Given the variability, manufacturers are conservative

0 Analytical

i

S

c8 Cheddar 615 648

&

o5

2 E Mozzarella 666 685

5

° .

& Process Singles 1242 1313
[BE INNOVATION S, S T e TR

b

o
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Most comprehensive retail cheese study ever

Objective of the study:

m Determine sodium levels in
major cheese types *
m Review variability in sodium * * *
levels across national brands, * *
retailer brands, cheese forms
and regions

= Identify areas of opportunity for
the industry

SINN(WATION
R anetinma1n vt
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Substantial variation across types of cheese

Levels of sodium in retail cheese

Label Sodium Range
(mg/100g)

Cheddar Cheese 600 to 800
Mozzarella Cheese* 526 to 893
Process Singles 1185 to 1740

“Low moisture part-skim mozzarella cheese

‘Aganwal S, MicCay D, Graves W, Gerard PD, Clark . Sodkum Content in RetalCheddar, Mozzarella and Process
(Cheeses Varies Consderably i the Ued States, Journalof Dairy Sience, March 2011

SINN(WATION
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With less variability, sodium control can be tightened

NSRI NSRI

Sodium

Study 2012 2014
Average Target Target
Na(mg)/100g

Na(mg)/100g ~ Na(mg)/100g

Cheddar 615 630 600

(mg/100g)

Mozzarella 666 630 600

IAEEESS 1242 1250 1040
Singles

Agarwal S, McGoy D, Graves W, Gerard PD, Clark S, Sodium Coneent in Rl Cheddar, Mozzarella and Process
Gheeses Varies Cotiderably i e Urited States, Journal of Dairy Seience, March 2011

Sodium levels in cheeses

SINN(WATION
R anetinma s vt
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Research summary

m Thereis a wide variation in sodium levels in cheese driven by type of
cheese, brands and cheese form

m For some brands there is an opportunity to reduce variability without
changing unique flavor profiles

o Toward this end, a “best practices” task force has been commissioned

= NSRI 2012 targets appear within reach for most cheeses with best
practices

= NSRI 2014 targets are going to take much more extensive change

= Quality, food safety and consumer acceptance of reduced sodium
natural and processed cheese needs further investigation

‘Aganwal . McCoy D, Graves W, Gerard PD, Clark S Sodium Cortent in RetalChectar, Mozzarela and Process.
‘Greeses Varies Corsiderably inthe Unted States, Journalof Dairy Science, March 2011
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Recommended level of intake for sodium is unknown
by most

Q. What is the recommended amount of sodium for an average 79%
adult to consume each day according to dietary guidelines?

Correct Response

7%
5%
1%
500 to 1499 1,500 to 2,300 2,301 and above Don't know
(Recommended

(mg) Range)

Health Focus Custom Sodium Suvey, March 2010

BINN(WAT!CN M
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Strategies to reduce sodium

Q. What are you doing to limit or control sodium/salt in what you eat?

Strategies to Reduce Sodium/Salt
(Percent Using This Strategy)

9/29/2011

The consumer perspective on sodium

E !E%N(W ATION
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A little more than a third are concerned

Q. Please select how concerned you are about each of the following.

Sodium vs. Other Food Issues
(% Extremely/Very Concerned)

Trans fats : 57%
Saturated fats 56%
Growth hormones s —— 550
Antibiotics in poultry or.. | 48%

MSC e——42%
HFCS (high fructose corn. . E—————— 42%
Preservatives — 4 1%

Sodium
Salt 37%

This level is significantly lower than for other food issues

[ERINNOVATION [ o e
(INtiE AL S ll‘_-l NATIONAL DARY OO
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Food labels are primary source of information

Q. What are your main sources of information about the health impact of eating
sodium/salt?

Sources of Info — Total

Limiting table salt

Reducing salt in cooking
Checking labels

Eating less processed food
Avoiding fast food

Using herbs/spices instead of salt
Switching to low sodium products

Using salt substitute

I (2%
I 55%
I 519
I 6%
[ 44%
[ 37%

34%
19%

B !E%N(W ATION
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for U.S. Dairy Health &
Wellness, Custom Sodium Sunvey, April 2010

0

[ Food ravels

51%

Doctors or nurses

Internet

Friends or family

Magazines or newspapers
Television or radio

Dieticians or nutritionists

Structured diet and nutrition groups
Other

1do not look for this type of information

[ 32%
I 30%
[ 25%
I 24%
[ 18%
N 16%

- 4%

m 1%

18%

ENOAION [T e

Innovation Center for U.S. Dairy Health &
Weliness, Custom Sodium Survey, Aprl 2010

n
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Consumer sensory study to understand preferences

m Objectives:
a Understand consumer reaction once reduced sodium levels are imposed
a Determine the consumer acceptance threshold for sodium reduction

Itervieuing 100k pace May 17-June 11, 2010 - 150 adulis/ 150 Kds (10-16 years of age). Central
Location Testin 3 Markets: CA, NC, NJ. Research Conducted by Sesory Spectrum, Inc.
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Room for improvement to better meet consumer
satisfaction and health needs

Key
600 630 o
onsumer
L Satisfaction
670 [ Actual
Cheddar Sodium
[ vLabeled
'7 Sodium
800 , NYC2012
474 731 Target
600 630 NYC 2014
Target
690
Mozzarella
452| | e!e 893
4 I ‘526‘ | Il " 4 } Il Il } +
[ | | I | [ | | | I g
s g g g g g s g s g g g 8
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Combining product and sensory learning generates
new insights

m Across all three cheese varieties, there is a narrow range of sodium
levels that provide the highest consumer satisfaction

= There is an opportunity to improve consumer satisfaction by reducing
sodium variability

= NSRI 2012 target is just within reach of consumer satisfaction and is
within reach for both actual sodium and analytical sodium for most
cheese with best practices

= NSRI 2014 targets provide a challenge for products currently in
market and for meeting consumer satisfaction
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Mozzarella

Mozzarella satisfaction analysis

= The maximum amount sodium can be reduced without a substantial loss of satisfaction is 600 mg.
Going lower than 650 mg will result in up to an additional 25% of adult respondents being
dissatisfied when eaten plain.
a Direction is clearer in plain evaluations than in application
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Summary of key consumer insights

= Reducing sodium below consumer preference levels impacts liking

= Most consumers do not know the recommended level of intake for
sodium

m Consumers limit salt itself more than they eliminate foods
m Food labels are the primary source for sodium information
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Best Practices Task Force:

Industry leading proactive solutions to address cheese
and sodium
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Best Practices Task Force

Food Safety Curves

Rapid Sodium Testing

Education & Outreach

INNOVATION ‘1‘
g ——— 2 NATIONAL DARY O

Marketplace innovations in health and
wellness

Carol Blindauer, MBA, RD
SVP, Health and Wellness
Innovation Center for U.S. Dairy
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Innovations taking place in two key areas

Emphasis on Benefits Emphas’l‘seggsSpemflc

Multiple nutrients; including
3 of 4 nutrients of concern

Lower sugar

Healthy living across the

. Lower sodium
lifespan

Digestive health, including
probiotics and lower Lower fat
lactose options
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Health professional resources

For Health Professionals to
use with patients, clients
and general public

For Health Professionals
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From the farm to the fridge — the dairy industry delivers
health and wellness solutions

The dairy industry has
been committed to
health and wellness for
nearly a century,
providing one of the
original wholesome
foods — milk and milk
products
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Dairy is a leader in digestive health

= Yogurt noted as the - Far
“food of the decade” in DRAMATIC Grearlh Capita
the 2,000's CAmplina. of Yegpurt

m Dairy leads in
development of products
enhanced with probiotics
and prebiotics

= Brands offering lactose-
free milk growing — real
milk, with the same
essential nutrients
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http://www.nationaldairycouncil.org/cheeseeducation

Meeting public health needs for lower sugar

Flavored milk available to schools

m 38% less added sugar

m 22.4 grams average total sugar (12 grams lactose)

m Average calorie level is 134

m 95% of flavored milk in schools is 150 calories or less

Yogurt in the marketplace
m 41 yogurt brands have new
products with lower sugar
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Meeting public health recommendations for lower fat

m 70,000+ quick-service ::n nu“ N':;-lmn .: Sales of Reduced,
s
restaurants offer low- o 13 1313, K et 8 o okt b St e
fat milks -

m 94% of total yogurt »

share is low-fat and fat- " "%
free - o e
- "e
= 100 million + pounds of !

school cheese is

reduced-fat, light or - ‘
part-skim % - -

T
1 : BN

m 200+ Iower_—fat cheeses e
have been introduced Wote wbin it
at retail .
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Meeting public health needs: Cheese makers lowering
sodium of cheeses available to schools and at retail

m School processed cheese reduced to 200 - 300 mg of sodium per
serving

m Companies have reduced sodium across their entire product line

m Brand introductions of new reduced and lower sodium cheeses
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Key takeaways

= Dairy is an important part of nutrition and healthy living as
evident in the Dietary Guidelines

= Dairy industry takes action to meet public health and
consumer needs

m Dairy industry values the role of the registered dietitian
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Thank you
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