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TOPICS WE WILL COVER TODAY

EVOLUTION OF ‘BIG FOOD'
NUTRITION LANDSCAPE
CONSUMER SPACE
SCIENCE IN THE HEADLINES

ENTER MODERN STORYTELLING...
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MY VANTAGE POINT:
Nuftrition Science + Creative Media

Head of Foodscape Group based in Chicago, lllinois, USA

Consulting group which merges together the worlds of
nutrition science and media/content marketing

My background:

PhD in Nutritional Biochemistry from Tufts University, now
Adjunct Professor

Former Public Relations Professional

Former Television Producer

MISSION? Focused on creating a healthier food landscape
based on ‘world food’ choice and variety.
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BIG FOOD M&A
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Exhibit 3: Mergers and Acquisitions Grove
in the CPG Industry

Each circle represents a business unit that moved to a new company between 1997 and UK. desserts
2014. The net effect, in most companies, was to coalesce around fewer sectors [see key for
colors}, often applying the same capabilities. This chart captures only mergers, 3::"’(‘"h°mry
acquisitions, and divestitures, not the size of existing businesses.
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WHAT'S OLD IS NEW AGAIN

Products launched between 2011-15

Share that are new  New packaging/Relaunch/
products Brand extensions

Sports/Energy Drinks 49%
Baby food 59
Sauces/Seasonings 59
Juice 63
Snacks 63

Candy/cum [ET 64
Dairy 69
Chocolate 69
Soup HEEERNEN 70
Bakery [ERDD 70
Breakfast cereals [IEZIN 72
Carbonated soft drinks [IEZD 75

Source: CircleUp

THE WALL STREET JOURNAL.

/

Majority of “new” products are result of one
of three things:

New packaging
Relaunch
Brand Extensions

Sports/Energy Drinks represent the one
category where more than half (51%) of
products are in fact “new’” to the market

CPG companies lost $18 billion in market
share to smaller competitors from 2011 - 2015

VC funds made 66 food-and-beverage-
related deals in 2016, up 20% from 2015

About 20% were backed by ‘big food’
companies



'‘NEW NORMAL" EMERGES

Figure 20: The new mnommial

Evolving

Niche THE NEW
Brands NORMAL

Small Regional
& Ethnic
Brands

Traditional
Big Food

Traditional

Low High

Consumer tastes and preferences will
continue to fragment

Niche retailers and more food startups
create further fragmentation

Online grocers and e-commerce growing,
but also fragmented

Larger competitors will adjust to fulfill new,
unigue sometimes niche value propositions

Market success will be determined by
building purpose-driven competitive
advantages
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WORLD HEALTH ORGANIZATION:

Nutrition Guidance 10
FAT FRUITS/VEGETABLES
O s oo 307 of At least 400 g (5 portions) of

unhealthy weight gain
SUGAR

Less than 10% of total energy
intake from free sugars which is

fruits and vegetables a day

Potatoes, sweet potatoes,
cassava and other starchy
roots are not classified as

equivalent to 50 g (about 12 fruits or vegetables

tecspoons) World Health

Ideally less than 5% of total Organ|zat|0n —J—" fc";"’hcw = ';.‘”f-g*??';-;

energy intake for additional d3 .Y G %%

benefits » P g
SALT ‘

Keeping salt intake to less than
5g per day (2000 mg) helps
prevent hypertension and
reduces the risk of heart disease
and stroke



GLOBAL FOOD GUIDES

Japanese Food Guide Spinni Eaua oy

Do you have a well-balanced diet? volonteé
Example of dishes or par jour

ang

A chaque
repas

selon 'appétit -

ﬂ"!!ﬁ. LS Cow R PO, 3par jour | .

n LAIT
Fruits e o . 2 ‘3‘?
3 skreviation of “Serving” . Which 15 8 sleply countable euer 1 ou fois L p—— ,&

e the teoroxiasted smunt of each S12h or fo08 served to ey
" par jour Produits laitiers
Decided by Ministry of Health, Labour and Walfare and .

Ministry of Agrioulture. Forestry and Fisheries (/@@\
- g i’
Viendes, euts ot poissons

26006084 < bt FES Namarra B 67041 206

@ Food Guide Pagoda

Chinese Food Guide Pagoda(2016)

Salt
Cooking oil

K2 Sugars (added)
These symbals show fats and edded sugars in foods.

Lean meats.

LY Milk and dairy products Fats, Olls & Sweets KEY
i& Soybeans and nuts USE SPARINGLY s B Fat (naturally occurring and added)
/ G

\J'

Fish
Eggs

Vepetables S Milk, Yogurt &

Y ; § 7. R Cheese Group ' Fruits
2.3 SERVINGS e/ :

:

[}

Cereals, tubers and legumes  250-400g

N el g ~ —_— ————— - -
oD 1200:1700md R Vegetable Group . . Fruit Group ’ Pr tei
e Ol e ) ! e 3.5 SERVINGS c 2.4 SERVINGS oten

Bread, Cereal,
Rice & Pasta
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PLANT BASED IS A CONTINUUM:
Think ‘Flexitarian’

Vegan _ Pescatarian ‘ Omnivore

Avoid all animal Avoid all red Avoid all red Limit red and
products. meat, fish and meat and processed
Includes pouliry, but pouliry, but meats, but

avoiding red include include include

meat, fish, low/moderate low/moderate low/moderate
poultry, milk, amounts of milk, | amounts of fish amounts of
dairy, butter dairy, butter and seafood, chicken, fish,
and eggs. For and eggs. milk, dairy, milk, dairy,
some, must butter and butter and
avoid honey. eggs. egygs.

More fruits, vegetables, legumes, nuts, seeds and whole grains
can provide foundation for any PLANT BASED dietary pattern.
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PLANT BASED EATING:
A Systematic Review

“Consistent evidence indicates that, in
general, a dietary pattern that is higher in
plant-based foods, such as vegetables,
fruits, whole grains, legumes, nuts, and
seeds, and lower in animal-based foods is
more health promoting and is associated
with lesser environment impact than is the
current average U.S. diet. A diet more
environmentally sustainable than the
average U.S. diet can be achieved without
excluding any food groups.”

Original quote from Dietary Guidelines
Advisory Committee (DGAC) 2015

Followed by subsequent review paper
which strengthened original conclusions
with an additional 8 studies

REVIEW 3

By

Alignment of Healthy Dietary Patterns and

Environmental Sustainability:
A Systematic Review'?

Miriam E Nelson,*** Michael W Hamm,® Frank B Hu,® Steven A Abrams,” and Timothy § Griffin*

ISamtainability Institute, University of New Hampshie, Ducham, NH: *Friedman Schoal of Nutrition Science and Policy, Tufts University, Boston,
MA;* Department of Community Sustainability, Michigan State University, East Lansing M); “Departments of Nutrition and Epidermiclogy, Haw ard
TH. Chan Schodl of Pulblic Health, Baston, MA: "Dell Medieal Sehool at the Usiversity of Texs, Assin TX

wable diets, dietary guidelines, diemy patenn

Introduction

Nutrition and food policy experts in the United States have
long been concerned with the food security of the public.
These concerns typically have been framed i the here and
now; however, as a greater understanding of the human im-
pact on the biosphere emerges, we recognize that actions
taken now affect or constrain future choices. Hence, it is im-
portant to understand how our actions (dietary patterns and
choices) in 2016 affect the potential for food security in the
future. Long-term food security can be ensured only if we
consider the sustainability of our food supply now.

T o ME Nekan, MW Hamm,
rest.
eomespondence shoud be addheed £ malk miamnesmgurheds

221006 Amercan Sodey Be Numiton. Adv Nutr 20167 - ot 10,3545 fan 11 .00 567

Two established definitions from the FAO are relevant to
this work (1, 2). Food security exists when all people ar all
times have physical and economic access to sufficient, safe,
and mutritious food to meet ther dietary needs and food
preferences for an active, healthy life. Sustainable diets are
those diets that have low environmental impact and contrib-
ute to food and nutrition security and a healthy life for pre-
sent and future generations. Sustainable diets are protective
and respectful of biodiversity and ecosystems, culturally accept-
able; accessible; economically fair; affordable; and nutritionally
adequate, safe, and healthy while optimizing natural and human
TCSOUrces

Dietary patterns are defined as the quantities, propartions,
variety, or combimations of different foods and bewerages in
diets and the frequency with which they are habitually con-
aumed (3). The current emphasis on healthy eating patterns,

1005
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(IN PERCENTAGE)

§ ——————= 63%

LA AR A AR AR R AR AR A R AR R R A R R R R AL Al R

nusr_et
’ Nusr-Et Steakhouse E...

10,906,994 views

nusr_et #saltbae #saltlife #salt

alcimar_jr10 @fudeira @joao_marcelo28
ullistoehr @simon___scheid|

maria__722 @eviitz

rwbressan @ g ebressan

fudeira @alcimar_jr10 @joao_marcelo28
epvcfzrpagnt

joao_marcelo28 @alcimar_jr10 kkkkkk

blingdamnling @joshuayhlaw

avivettelee
furlanx @leeofurlan ve se aprende ai
salehasamad @safasamad cutting skills

cafacamad Cittina co 7iada ealt Aalna b



DETERMINING THE METATRENDS:
The Trends Of The Trends 16

Sourced 82 global trends reports in areas of food,
0 FOODSCAPEZO] 7 nutrition, culinary, wellness
METATRENDS
~60% U.S. reports

WHAT IS A METATREND?
~ 40% non-U.S. from Australia, Chinag, Indiq,
Indonesia, UK, South Africa, Singapore, etc.

Pl o7 s st Reports dated late 2016/early 2017

Analyzed 948 unique data points from the reports

- — Tabulated each trend and determined

o frequencies

82 TREND REPORTS
914713 RAW DATA POINTS |dentified top metatrends

Investigated the subtrends driving each metatrend

Go to www.foodscapegroup.com/metatrends

STRENGTH OF TREND




TOP 13 FOODSCAPE METATRENDS

Veggies Rule
| N

Inspired Ethnic

Pure Animal Protein

Good Stewardship
|

Rethink the Drink

Functional Ingredients What’s the goal?
Grains Reinvented To better align
Meals, Meals, Meals nutrition, health
and what’'s on
trend.

Decadent Indulgences
Minimizing Sugar
Savory Everywhere

Breakfast Fascination

F Nostalgia



Sea Vegetables

A

Cauliflower
Purple




40% of food goes to
waste in the United States.
Globally, 50% of all fruits and
vegetables produced each
year go to waste.

Food Waste That's 3.7 trillion apples.

Clean Label “Homemade food is healthier than industrially prepared food.”

Local Sourcing

Percentage

Asia-Pacific Europe AfricaMiddle East Latin America Morth America

Region




SUSTAINABLE CALORIE SOURCES
@/UNIVERSITY OF

MARYLAND

Shift fo more plant-based calories,
especially for protein sources

Use the whole fruit and vegetable -
‘root to stem’ — often there are
nutritional benefits by using the apple
peel or beet greens for example

Be especially mindful of not wasting the
resource-intensive calories

PER EACH 100 CALORIE SERVING

% Chicken breast

» Hamburger
Black Beans

v Chickpeas
Tofu
Seitan
Lentils
Sunflower seeds
Brown Rice
Broccoli

v Qats

v Peanuts (in shell
Peanuts (no shell
Dark Chocolate
Cheddar Cheese
Green peas

Protein

20

Grams of CO, |Gallons of

produced

water used
43

50




PROTEIN NUTRITION o

Feed
Source Conversion % Edible Throughput
Ratio

\g/ Food and Agriculture :
Q\/ﬁ Organization of the
Uniftad Nerioss

P | sy | sm | s

Feed Conversion Ratio = one pound of body mass requires X pounds of food

Throughput = one hundred pounds of feed produces X pounds of edible food



PRODUCT EXAMPLES
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" RAIN-FREE %
GRAIN-FREE =212, ¥
GRANOLAE RANOLAE

Bl with orgonic juice pep,
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SCIENCE IN THE HEADLINES




DIETARY FAT DEBATES HEAT UP...

Annals of Internal Medicine

Association of Dietary, Circulating, and Supplement Fatty Acids With .
Coronary Risk “Current evidence does not

.ﬂfSystem:mn Review and Meta-analysis Cleery Suppor'l' CGrdIOVGSCU|Or

jiv Chowdhury, MD, PhD; Samantha ‘Wamaloula, MPhil®; Setor Kunutsor, MD, M5t*; Francesca we, PhD; Heather A. Ward, PhD;
Laura Johnson, PhD; Oscar H. Franco, MD, PhD: Adam 5. Butterworth, Ph G. Forouhl, MRCP, PhD:; Simon G pson, AV edScl:

T . s D M. MO, D i D, G, nd Enl D g, . 0 guidelines that encourage
& e e T DR G in o0 S G0 high consumption of

] o o polyunsaturated fatty acids
and low consumption of total

saturated fats.”
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'‘BUTTER IS BACK" FOLLOWS

TIME

Opinion Pa CONTRIBUTING OP-ED WRITER

Butter IS Back Scientists labeled fat the enemy. Why they were wrong

BY BRYAN WALSH

HEART

Study Questions Fat and Heart Disease Link

By ANAHAD O'CONNOR

Mark Bittman

)
New Aork

- Cimes
N THE BIG
“It would be o o e soujust sbadon [:AT
unfortunate if these SURPRIS

results were
interpreted to

suggest that
people can go
back to eating
butter and cheese
with abandon,
says Dr Alice
Lichtenstein, Tufts
. University

ter Really Back?

Clarifying the Facts on Fat



SAT FAT CONTROVERSY CONTINUES

“Dr. Dariush Mozaffarian, dean of the Tufts Friedman
School of Nutrition and Science Policy, and his
colleagues found that eating too little vegetable oils
contributes to more heart-related deaths than
eating saturated fats.

In fact, only 3.6% of global heart deaths can be
attributed to eating too much saturated fat, while just
over 10% of heart deaths can be traced to eating
too little plant oils — a three-fold difference.

The study included detailed dietary information from
studies involving 3.8 billion people in 186 countries.”

27
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PLUS THE SUGAR DEBATES

deoi :10.1038 nature1 3793

\
ARTICLE "

Artificial sweeteners induce glucose
111t01erance by altermg the gut mlcroblota oy

DIETARY
GUIDELINES
FOR AMERICANS &~

1

Non-caloric artificial sweeteners (NAS) are among the most wid ely used food additives world wide, regularly consumied
by lean and obese individuals alike. NAS consumption is comsidered ulcmﬂhﬂldn:lowm},toﬂl:n’ low caloric content,
et supporting scien tific data remain sparse and controversial. Here we demons tratethat consumption of common by used

NAS formulatiorns drives the development of glucose intolerance through induction of ¢ ompositonal and functional alter -
deleterious

atorns to the intestinal microbiota. These NAS-mediated metabolic effects areabrogated by antibiotic treatment,
and are fully transferrableto germ- free miceupon fecal trans phn tation of microbiota mnﬁ;,ﬂmtms from NAS- consuming
mice, orof microbiots anserobically incubated in the presence of NAS. W e identify NAS -altered microbial metabolic path-
ways that are linked to host sisceptibility tometabolic disease, and demonstrate similr NAS -induced dysbiosis and glucose
intolerance in healthy humansubjects. Collectively, our results link NAS consumption, dysbiosis and metabolic abnor—
mulities, thereby calling for a reassessment of massive NAS usage.

2014 study in Nature tested saccharin, sucralose and
aspartame - concluded artificial sweeteners
“induced glucose infolerance by altering the gut
microbiome” in mice

Called into question potential gut effects all non-
nutritive artificial sweeteners

Gut health since linked to mood, blood sugar
control, immunity and more

2015-2020 g,
.ﬁ

Nutrition Facts

Serving Size 2/3 cup (55g)
Servings Per Container About 8

Amount Per Serving

Calories 230 Calories from Fat 72

% Daily Value*

Total Fat 8g

Saturated Fat 1g

Trans Fat Og
Cholesterol Omg
Sodium 160mg
Total Carbohydrate 37g

Dietary Fiber 49

Sugars 1g
Protein 3g
e |
Vitamin A
Vitamin C
Calcium
Iron

* Percent Daily Values are based on a 2,000 calorie diet,
Your daily value may be higher or lower depending on
your calorie needs,

Calories: 2,000 2,500

Total Fat Less than 659 80g
Sal Fat Less than  20g 259
Cholesterol Less than  300mg
Sodium Less than  2,400mg
Total Carbahydrate 300g
Dietary Fiber 259

NO MORE THAN

0% OF CALORIES
FROM ADDED
SUGARS

Nutrition Facts

8 servings per container
Serving size 2/3 cup (559)

230

% Daily Value*

Total Fat 8g 10%
ted Fat 1g 5%

Trans Fat Og

Cholesterol Omc 0%
Sodium 160mg 7%
Total Carbohydrate 37g 13%
m

Amount per serving

Calories

20%

Protel n Xq

Vitamin D 2mcg

* The % Daily Value (DV) tells you how much a nutrien
f food contributes to a daily diet. 2,000 calories
a day is used for general nutrition advice



ENTER MODERN STORYTELLING...




5 KEY TENETS

vV v v v Vv

POSITION YOUR PURPOSE
KNOW YOUR AUDIENCE
THINK 'CO’ AND ‘MICRO’
CALIBRATE THE SCIENCE
MAINTAIN CREDIBILITY

30



Qur Process

How do we de it? With notural resources and *
human ingenuity. Instead of having cows do all
+ x

the work, we make our milk with o process similar

to craft brewing. Using yecst and age-old *
fermentation techniguss, we make the very :ame
milk proteineg that cows moke. k I +

PLAMT FATS & |
SUGARS

B d with love
in San Francisco, CA

I

NUTRIENTS

Then we add o apecial mix of plant-boasd
sugars, fats, and minerals to make a totally new
kind of dairy milk without etabilizera, hormanes,

lactose, or other nonzenze.

SEE CAR FAQ FOR MORE INFD




POSITION YOUR PURPOSE 2

“INTRODUCING THE FUNCTIONAL GRANOLA BAR.
Made with our award-winning Ancient Grain Granola +
powered by 2g of Superfood Mushrooms.
e Mushrooms you can feel, NOT taste! Each bar is
Y made with 2g of an Om Mushroom™ blend. These
8| REFRESH S : :
Sl € blends are uniquely formulated with potent mushrooms
e - like cordyceps and reishi to promote functional

COCONUT + ALMOND BUTTER

purely elizabeth, N%w{???;,

P—

benefits, ranging from immunity and cognitive support,
SH'NE Wl é2rs to stress relief and energy replenishment—while fueling
purely clizabetn,  OIHOT ’ the body with powerful adaptogens and nutrients.”

CEO, Elizabeth Stein, Certified Holistic
Health Coach has seen their powers first
hand, by sipping on mushrooms....
“You really notice the difference right

= | ENERGY

MAPLE + PEANUT BUTTER

' purely elizabeth.

M I N D .........
organic granola

CHOCOLATE SEA SALT

+ PEANUT BUTTER

purely elizabeth.,

away,” she says. “The blend | drink [a
mixture of cordyceps and reishi] has
given me sustained energy and focus
throughout the day, no crash or jitters.”

GENERAL MILLS




SO MANY AUDIENCES...SO LITTLE TIME

Sales

® (/U/ﬁ‘u
ISR

33
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KNOW YOUR
AUDIENCE:
CLEAN LABEL

ASIA-PACIFIC

.
S
=
«

MIDDLE EAST

©,0,000 ©

ARTIFICIAL PRESERVATIVE!:

E5 USED IN ANIMAL PRODUC
ITH BPA

OMES USED IN ANIMAL PRODUCTS

OR HORMOMNES USED ) A
A PACKAGE WITH BPA




'‘CLEAN LABEL' BY AUDIENCE

bﬁ,ugg;,)r st

Luscions
faste!

THE
[AS ALTERNATIYE

Srmooth & Creamy
UNSWEETENED

ORIGINAL

Non-Dairy Bewiage

Sorving Size 1 Cup (240 mL)
Servings Per Contasner 4
Arncwnd Per Serving |
Calories 60 Calorios trom Fat 26|
= Owilty Vahsos ;
Total Fat 2 59 s
Saturated Fat Og {
Trans Fat Og |

Sorving Size 1 Cup (240 mL)

| |Servings Por Container 4

Calorios trom Fat 25

Total Fat 2.59
Saturated Fat Og
Trans Fat Og

Choleaterol Omg

| | Sodium 130mg
| Potasslum 170mg
| | Total Carbohydrate By

Diotary Fiber 1g
Sugars 79
Proteln 19

Vitamin A 10% -
Calcum 45% .
Vitamin D 25% . Vitamin E 50%

Phosphorus 2% - Magnosam 4% |

* Parcent Daty Vel arw based on & 2.000 calone Set. Your Oty |

Vakaos May B NgPar Of ower SOpendng On your CaIe Nonds

Cavren 2.%00
Totn Fat Less han - )

B Loss than g
Crovstes Loss Tan - WHomg
SOk Lass Puam 24009
Tota Cammnym ste Mty

Ougtary ¥ e 2 > J

Dietary Fiber 19
Sugars 79

;m!o

Vitamin A 10%
Calclum 45%
Vitamin D 25%
Rbotlavin 2%

-
" Peccmet Dndy Vakss are Dased on & 2,000 calone dwt Y Duby
Vohms may b hgh e o kower (g 0N yias Cakre reedn

Cavres 2000
Tots Fan Lews Ban
St e Lesa P 20y
Creimator s Lana an
Taomdanry L Pan
Totar Cartmdtryd ate
Onttary Vi

Consumers questioning anything extra...this
means carrageenan, gellan gum, and other
“thickener” or “creamier” type agents

Nutrition Facts
Serving Size:1 serving (Boz/226.8g)
Servings Per Bottle: 3.5

amaunt Par Sarving
Calories 130

Calories from Fat 100

Total Fat 11g

Saturated Fat 1g

Trans Fat Og
Cholesterol 0mg
Sodium 100mg
Total Carbohydrate 5g

Dietary Fiber 3g

Sugars less than 1g
Protein Sg
itamin A 0% “itamin C 0%
Calcium 8% Iron 4%

= 2000 cakorie dist

Total Carbonpdraie
CietanyFioer

Ingredisnts: Distilled Water, Orzanic Almonds,
Natwral Himalayan salt

Ingredients: Organic Almonds, Himalayan Salt, Filtered Water.
Allergen Statement: Contains Tree Nuts

35

“We use over 1 cup of
organic and truly raw
almonds from Spain to
make your rich and creamy

nutty beverage.”

COLD PRESSED

MAL

PURE ALMOND MILK

UNSWERTENED



KNOW YOUR AUDIENCE 34
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e 103 IN BAR
ROTEIN BAR [

Egg Whites 3 Egg Whites | 5 Egg Whites
Almonds v 6 Almonds 5 Almonds

3 Cashews Y1 4 Cashews ; : + Cashews
2 Dates 2 Dates g3 > Dates

No B.S. ' No B.S. 1) lo B.S.

Coconut - = Chocolate - ueberry / a
Chocolate / P 4 Sea Salt j

o7 WEABEOF (o)

Em  =m
3Eq 3 Egg Whites:
6Almonds
4 Cashews




KNOW YOUR AUDIENCE

"We want to be a part of
culture," Liz Matthews, Taco Bell's
chief innovation officer, told
Business Insider.

"We want people to talk about
it, and blog about it, and get
excited, and share their
pictures,” Matthews said. "We
can always make food taste
good. But, how do you get that
twist that makes it a part of
people's lives instead of just
eatinge"

The team keeps tabs on most
‘instagrammed’ items to inform
future R&D efforts

tacobell ¢ IEEE

956 posts 1m followers 6 following

Taco Bell Live Mas ta.co/feedadream
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THINK CO & MICRO

60% of B2B marketers said that
producing ‘engaging’ content was
top challenge

/2% cited the need to create more

engagement content as their #1
priority going forward

More than 80% of Americans seek out
referrals or recommendations when
making a purchase of any kind

CO - CREATE
Seek co-creators for authentic and engaging content

Allows for partnerships with experts, influencers and those
who offer skills/expertise/communities that you may not
have direct access to

MICRO - INFLUENCER

Recognize that celebrity influencers and other ‘well
known' people may not be necessary or even desirable
for quality engagement

Go for ‘microinfluencers’ — people who may not have
huge online followings but who are in line with your
corporate values, brand offering and have their own
loyal audience



THINK CO & MICRO

Rl

organics

Fatherly

Health Pros Play Leading Role in
Push for Brand Loyalty

v §3]in]

] , i
" YOU ARE THE
'‘COMPANY

YOU KEEP.
TRUST YOUR

e ARnIEe

o R e >
® [
Organic baby food maker Plum Organics got an unexp ‘; e ln
years ago when Kate Middleton told Vanity Fair that sl

George's hunger pangs with the marketer's additive-fr




CALIBRATE THE SCIENCE 40

The role of protein in weight loss and maintenance'™ B /aS 1

Heather J Leidy, Peter M Clifton, Arne Astrup, Thomas P Wycherley, Margriet § Westerterp-Plantenga,
Naralie D Luscombe-Marsh, Stephen C Woods, and Richard D Mattes

. higher-protein diets have been touted as a
through 1 .

take. Recent evidence also supports higher-protein diets forimprove-  consumption and the clinical health outcomes afier long-tenm, higher-

|I’1C|Udlﬂg prOTelﬂ at each meadl, eCIUO”y But this ‘s @ ; s GOLEAN™ Super Foods, including greens, beets and
balanced throughout the day, yielded sprouted legumes. Yum, Yum. Yum.
the most benefits:
- Non-GMO Project Verified
Fat loss - Gluten Free
. I Kashi.

Preservation of lean mass . Z' Dark Cocod

- 3500mg BC E<t P (]

(AT - ¥

- TN PN i Y

Appetite control

- 21¢ protein per sen

Some guideposts of ‘high protein’ diets: isoure oro " X Q o
1.2 to 1.6 grams protein per kilogram evels of sweetness** O =
body weight per day S

Amounts to about 25 to 30 grams
F with each meal/snack




CALIBRATE BY AUDIENCE

Consumer

4]

Health

Journalist

Investor

Regulatory New Hire



CALIBRATE VIA 'TRANSLATORS'

™\

TRANSLATORS

* Food Scientists

* Boomers
e Adults
* Teens

* Tweens

e Nufrition
Researchers
* Product
Developers
*R&D

*Health Bloggers
*Retail Dietitians

ePersonal Trainers
*Chefs

*Brand
Ambassadors

e Children

SCIENTIFIC

"

DRIVEN BY DATA
& QUANTITATIVE
EVIDENCE
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MAINTAIN CREDIBILITY 43

"In establishing Feed the Truth, my intent is to elevate reputable science,
i bolster the voices of the nutrition community, and improve the guidance
and information offered to Americans. As a business owner, I understand

the importance of prioritizing your bottom line, but it’s equally as

important to consider how you can succeed while also thinking about the

long-term impact on the community."

-Daniel Lubetzky, CEO & Founder of KIND

CEO Pledges $25 million for
Feed the Truth
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