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Branding a commodity
CWB brand premise / objectives
Producer and consumer insights

CWB and Robin Hood - results
Primo GrainWise activity
Relationship benefits RH / Primo
Other progress

Questions
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Why do it?
» Maximize sales and financial returns to farmers
» Because brands have personalities — commodities don't
» Develop global demand (new and existing markets)
» “Lock up” the market segment

How do you do it?
» Create a meaningful point of difference
» Provide evidence of brand superiority / explain benefits
» Position the brand via communications and service

» Deliver on the brand promise along all touch points— highest quality
wheat, barley and service for millers, bakers, consumers

N OWB



- W

Well known commaodity branding:

e :

- 'l_-_"'. ALACH
S MG LS / ey * o
x & BEEF fd'd = 2

! l.: 4 ;

1 -

i ' ®
L

GET CRALCRING
www.eggs.ab.ca

U
it Ve

e - BLUE " %
o, Diamon)

-
S R



Juan Valdez

National
Federation of
Coffee Growers of
Colombia




Similarities to the CWB
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Not for profit organization representing 560,00 farmers....same as CWB
but 85,000

In existence since 1927 — Juan Valdez since 1959....CWB since 1935

Colombia produces a premium quality crop due to a unique
environment and farmer expertise....same as Canada

Because of the high quality blending can be an issue....same as CWB
Sells at a premium price....same as CWB
Offer a price guarantee....same as CWB

Recognize that branding creates awareness and ultimately
demand....same as CWB
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They've eamed it.

By By ot iy el [l By sy B e 5 a8 i il e Py L LT - = P e T R LT R L PR
PSR N T TR L B R Sl TR R i g Lol m (b oy = P iy
iy e e o e | o a ek e et ol m s 1. P e e orahe . e @ S e Ll sl
Tl e By e e P el e el B i T = e e T e s Lo e e e

Vg o - i En ey e by ey e = i e O

LE g L R e B g e (N G PR T BN NS PR PR TR PR
e g ] e T g g e G B - - e




[ T . e P L
el E= ST TR N T T JETE

iy m— BT S e e

L | Ty T S P TY JUp ESp— - | -
O T T e pepee——_ Wy T AL | E e

T e e L

B ol g i Pl [l e " Pl P Rl

e Tl L e S
S ] e B e e P e T i W e nn 7 e e

Ly B s e e e v g Pmdey o e e
Padll L S

R 1 P
]

clh i g e g ey ey e g pe— ] e | iy

[EE P LR L






Characteristics:

> |s premised on high quality wheat and barley not the CWB!

> |s targeted at all stakeholders — customers, farmers, consumers
» Can only be delivered by the CWB

» We are the grain equivalent of:

N OWB
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Promote western Canadian wheat as the gold standard

Increase consumer awareness of the CWB brand position
through a communication plan and specific tactics

Secure a permanent position on consumers’ shopping menu for
western Canadian wheat-based products that is frequency and /
or volume based and value driven

Capitalize on supportable health claims / refute health myths

Lock up major market-leading customers in strategic branding
alliances

Ultimately, stabilize /grow the domestic market in terms of per
capita flour / bread / pasta consumption

N OWB



CWB 2007 Producer survey:

» 717 per cent of producers felt it was very/somewhat important to brand western Canadian
wheat to domestic consumers

> 86 per cent of producers felt it was very /somewhat important to brand western Canadian
wheat to consumers in foreign markets

> 76 per cent felt that a marketing campaign could help generate a premium price for their
product

2007 AAFC survey:

» Price is a good indicator of safety and the “brand” is a better indicator of quality in food
products

» 85 per cent of consumers look for the word “Canada” on the label as an indication of
quality grade

2007 CFA survey:

> 84 per cent of consumers said they would favour “Canadian grown” grain products

» Consumers prefer by a margin of 3:1 grain products that are identified as Canadian grown
versus even locally grown grain products that are not 0
2 CWB
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Since entering into partnership in Fall 2007, the CWB has
participated in the following Robin Hood activities:

> Print Advertising

» National Fall Promotions: ‘08 and ‘09

» ‘The Love of Bread’ Spring Promotion '08 and ‘09
» Robin Hood Packaging: Side Panel Advertising

» Robinhood.ca web page activity

%/7.
N
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There must be a rewson iwhy —

MY MOM'S

ALWAYS S0 00D
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Media Buy:

Full Page + 1/3 Ad had distribution in
Canadian Living, Canadian Family,
Homemakers and Today’s Parent in
December 2007

Results:

Advertising reached 33.7% of the
target consumer through these
magazines with over 122,000
consumer impressions.

N OWB
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BAKING (S BACK
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Program:

»>3.4 Million recipe books distributed nationally

>Results:

»During Fall Bake months (Sept — Dec) Flour
category increased 5% $ Vol VYA while Robin
Hood increased 9%

»>Category tonnage volume decreased -3% while
Robin Hood increased 1%

N OWB
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Easy No-Knead Bread

Pregpavatbon Time: 15 minues + 50 minwes eising dme | Baking Time: 45 mimses | Makes; 10 dlices

| direase or line an 8% x 4347 (1.5 L} loaf pan with

2 Combine yeast, warm milk and homey in 2 larpe bovd, et sic 5-7
mavutes, Ak ol epg, st and 2 cups (500 mLb of Tour, Bea on low
speed with mier wnil blended. Increzse speed w high. Bea 1 minse.
Scrge bowl and Dear | minse longer on high speed, Adid remaining
fouer and yogun. Mix well i combine,

S Sposmn dovgh ino prepared pan. Sprinlde with seeds. Cover with
greased was paper and le rise in g warm place

0500 mbnaes ar el dogh eises e e edge of ihe pan

1 Preheat oven w 3757 (190°0),

5 Bake lov 45 mimees, Remaowe foom pan 2md cool on a wire rck

u—_.l.'

Tor chiech if Treadd is done, insent imstant resd
thermomeser i centre of read, Internal
tempermure should be 1HPF (8870}

- Leftewers are preat for French ioast

—

The Canadian Wheat Baoard

1| Canadian Wheat Makes it Good
Wil 2y {, S

7& (?amm plmaued 24 are known

as the breadbasket of the world. That's because the quality
wheat grown by Prairie farmers is prized around the globe.
In more than 70 countries, Canadian wheat is the standard
for quality baked goods.

Hard-working farmers are the pride of the Prairies. Share that

pride with those you bake for. Invite the fresh wholesome

goodness of western Canadian wheat into your kitchen,

Bake with Robin Hood flour to know you are getting

the best; pure western Canadian wheat from the
breadbasket of the world.

4
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N Results:

Program:
»650,000 recipe books distributed nationally

= === = e ————

\ADD THE GOODNESS OF -

»During Spring months (March & April) Flour category
increased 42% $ Vol VYA outpacing Robin Hood at 34%,
expected with market conditions

»Category tonnage volume increased 5% while Robin
Hood increased 3%

N OWB
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» Messages on 14 types of RH Flour
» 4105 million packages produced nationally

Robin Hood

Shuars tha pride, lzng fima tradican

ans expertine af Canadisn farmers
B e e g i All Purpose Bleached, 2.5kg, 7Ib, 5kg, 10kg
s i Best for Bread Homestyle White 2.5kg, 5kg,
Hows Cake & Pastry 2.5kg
e e . 1 Whole Wheat 2.5kg
b All Purpose Unbleached 2.5kg, 5kg
R Best for Bread Multigrain 5kg
i oot Best for Bread Whole Wheat 5kg
— Best for Blending 2.5kg
Whole Wheat 5kg

19
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Wheat grown by Canadian farmers
is prized throughout the world.
To learn miare |:|i|;l|: hm,

B own

20

During key promotion timing (March/April),
Spring Promotion was featured on RH’s
Home Page.

Effective in driving over 22,000 consumers
to promotion entry page.

“Did You Know” buttons highlights
Interesting wheat facts.

N OWB



Quality Page Views

QUALITY 12000

200%

THE BEST PRODUCTS ARE ONLY AS GOOD AS
THE INGREDIENTS THEY COMTAIN.

1 B0%
1.40%

L2z
Quality is & kay ingradient in every Robin Hood product. nd guality means Canadian wheat,
grovn with the sxpetise snd heed neds of Canadisn farmar. —

Rahin Hood usss anly the finest homegrown Canadian wheat to R205e
make our signature FAour. It's‘a smart and haalthy chaice for all of | m
vour baking maeds and not to mention, dalicous. £ oom TR
Grams are an eszential part of 3 balznced diet with loads of - g e
heaithy benafits: o o T R P
# source of enargy z [m]
# saurce of fibre s 4,000 — — ——
® witamins and minerals 0.60%
vy 2,000 [”E] *
DISCOVER THE JOY AND EASE OF BAKING. 0.20%
1t easier than you think and you'll have lots of fun baking thesa simple bread

recipes. 5o let the allunng sce=nt of freshly baked bread fifl your kitchen and the
poadness of Rebin Hood faur fill your turnmees, Veeit our site for mone grest braad

Quality Page reinforces message of Quality from field to flour with
Canadian Wheat. CWB presence with Spring Promotion and

consistent presence on Home Page drives traffic to Quality page.

bl

l
o 2 CWB

Percentage of Total Pageviews



3.6 million recipe
books distributed
nationally
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2009
/o 100% Canadian Wheat

'/ since J 1909 \ Makes it good

1.6 million recipe
books distributed
nationally
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robinhood.ca Ganadian Wheat Makes it |
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Bringing healthy choices to Canadians



The Healthy Pasta category — GrainWise entry

Worth over $27 million nationally:
- Ontario 35%, Total West 33%, Quebec 24%, Maritimes 9%

» GrainWise is Primo’s entry into category (< 1 year)
» Over 50% of the category is dominated by 4 SKUs

» Growth in sales & market acceptance creates an opportunity for further
partnership & increasing both the CWB and Primo’s brand equity

Lz
AR
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Placing the CWB logo on Primo GrainWise pasta will:

» Create a sense of trust in consumers that the product is proudly made
with Canadian Wheat

» Generate a consumer relationship between healthy living and products
containing Canadian Wheat
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Primo outdoor advertising — Montreal market

35 outdoor boards in each of September and January producing a total of
26,460,000 gross impressions per month.

CWB cost - $0.40 CPM impressions

C'est bien meilleur avec du blé canadien




Sponsorship
of Steven
and Chris
show as part
of CBC
media buy
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2} steven & Chris - Steven and Chris - Home - Microsoft Internet Explorer
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Sandy Gold iz back to showe you how
to get What She's Got with makeup!
Dale Curd discuzses "Grown-up'
Relationships, and Christian
ii‘r"rtchardjust loves Potatoes . In our
House Proud, we visit & swingin'
Mid-Century Wodern pad, and in Ask
Steven and Chris, the boys take on
some challenging spaces.

 Fashion & Beauty e ‘
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Approx 1,250
pieces or Six
facings per store
nationally
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Made only with 100% Canadian Wheat

Hows

= [Canadian Wheat Makes it Goodj
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Benefits to producers:

» Association with market leaders gives national voice to our brand
message

» Contributes to efforts to stabilize / ultimately grow flour / pasta markets
» Locks up important customers on a new strategic level
» Cost effective, grass roots branding

Benefits to RH / Primo:

> Provides RH / primo brands with point of difference / news with our
brand logo

» Captures “Canadian” benefit as per consumer research
» Strong link to western producer expertise and iconic wheat imagery

» Some degree of cost sharing
Il
¥ cwB

30



Grains They’re Essential campaign e
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‘ Campaign Logo

e @GR

Three year campaign to influence consumption of grain based foods
Targets dieticians, nutritionists, teachers with health facts
CWB funds half cost per year with matching funds from other partners

Partners include: Canada Bread, CPMA, Dover Flour, Fleischmann’s
Yeast, Horizon Milling, Lallemand, Ontario Wheat Producers, Port Royal
Mills, Weston’s

Recent commitment from the CWB for a further three years to 2010

N OWB



CWB brand logo variations
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CWB consumer
Web site
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Recipes Photos For kids Get more Francais

A p——
Western Canadian wheat

is recognized throughout the world

as the highest quality wheat

e

Western Canadian wheat

Wheat is an essential part of a balanaced diet, The best wheat in the
warld is grown on the Canadian Prairies. &nd the best products -

delicious fresh bread, wholesome flour, melt-in-your mouth cakes - start
from western Canadian wheat,

This holds true at your corner bakery, in your neighbood grocery, and in
more than 70 countries around the world where western Canadian wheat
is considered the standard of quality.

Recipes

Put the best in the waorld on your family's table - try one of our tasty
baking recipes

| Canadian Wheat Makes it Good

All Robin Hood flours are rmade The Prairies are horne to the
with 100 per cent Canadian world's best spaghetti farmers
wheat

| Find out more

For Kids

Did you know?

western Canadian wheat is The Adventures of Kid Kernel
recagnized throughout the world calouring boaok
as the highest quality wheat

I Learn more




Dover Industries truck fleet branding

22 vehicles in S.
Ontario running along
the 401 corridor.

Total cost -
$2,576.00

34




Rogers Foods 10kg Korean flour bags using CWB brand logo

35

First of other Rogers
Foods off-shore
packaging

opportunities — no cost
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(FRELONG WHEAT FLOUR)

AESH: WIE (LELUNR188)

HEYA: RSHD (0,98 &)

FEIE: HEY2EEH 19X

L8 2: 10kg

RS ¥ agh 2WE(Y 100%)

Ml ZE A Rogers Foods Ltd.

4420 Larkin Road Armstrong B.C. VOE 1B0
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PARED PANADERIA

Co-marketing new PaniPlus flour brand as
distinctly Canadian product made with 100
per cent western Canadian Wheat.
Targeted to commercial bakers.

Total CWB cost — USD $22,600

INVITACION TIRO

——

FROM: 01170 TO: CATROR FROM: GuiT0
FLIGHT. CLASS: DATE: TO: CRRCA
ERDOND WP 25 RE05TO FLIGHT: CLASS: DATE:

SKO04D WP 2SRSD
GATE SEAT BOARD TIME

20F 0620

INVITACION RETIRO

Lz
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Guchuan Foods — China

100 per cent western
Canadian Wheat

milled in western Canada,
packaged in China using
Canadian designed
packaging

37
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Consumer oriented
customer poster

L I
rf/ WR www.cwh.ca bd
2 CWB
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QUESTIONS?
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