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Promotional Period:
May - Ongoing

We built a landing page and supporting
content to promote the new 3.5 oz cream
cheese product that will be hitting stores
soon. We teamed up with one of our favorite
influencers, Lolo Home Kitchen, to create
unique snack ideas and custom imagery to support the product launch. Once the productis in
stores, we will release a limited-time coupon to incentivize trial.

Public Relations:
We sent a press release on April 27 to industry and consumer outlets. If you are interested in

delivering samples to the media, please let us know and we can help you coordinate.

Let us know how we can help support with in-store efforts. Need store signage, clings, shelf
strips, or other point-of-sale materials? Let Sarah know at scarey@hilanddairy.com and
we'll get them to you as soon as possible.
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You're Gonna
Need Milk for That mllk\;/pep

Campaign Launch: May18, 2021

We will be activating MilkPEP’s new
campaign, You'’re Gonna Need Milk For
That in correlation with our Summer
Olympics promotion. More details
below. Please let Sarah know if you
are interested in activating at store
level, as we have several assets
available to customize.

YOU’RE
GONR

DY / Skateboarding

MilkPEP's brand-new platform You're
Gonna Need Milk For That (YGNMFT) is
here and ready to be activated!

For thousands of years, milk has been
building the muscles that build
civilizations. Milk has repaired,
rehydrated, and replenished those who
needed it, and it’s time milk’s legacy
came to light. It's time to let the world
know—-when the need to perform
arises, you're gonna need milk for that.
To help bring the You're Gonna Need
Milk For That campaign to life, MilkPEP

has released the first phase of the
program'’s toolkit, available below.
Make sure to check back later for new

assets, such as videos, recipes, social
posts, and more!
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HOW IT WILL COME TO LIFE
IN CAMPAIGN ASSETS
“White Milk use only with Olympics T
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Campaign Launch:
May 18, 2021
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If interested in the full report, please reach out Milk Sales Topllne Report
to Sarah and we can provide, but here are the _
key takeaways. Period 3

Thru March 21, 2021

Key Takeaways:

- As expected, the last two weeks of Pd. 3 were overlapping the large surge from initial
‘'stay-at-home’ related buying in 2020. Even so, 2021 weekly volume has been soft for the
past 4 weeks when compared to 2019 (-3.7mm gal/ wk, or -5.5%). Softness (vs. 19) was
driven by white non-VA milk, offset by growth in VA products while flavors were flat. In
addition, some of the decline may source from consumers engaging in more out-of-home
occasions as restrictions were eased.

- New! Check out the new weekly data pages (pp.12-17) to aid in the interpretation of volume
trends versus 2020 and 2019.

- Trends.... Value-added has grown every week of 2021, averaging +lmm gal/wk, or +14.5% vs.
19, while non-VA milk has declined -3.5mm gal/wk, or -5.6% vs. 19 (see page 17). The
opposing trends (VA growing double-digit and non-VA declining/flat) were also evident
each week since mid-2020 (week 23).

- For Period 3 vs. YA, retail sales dropped -17.7% vs. the same period (which included the
stay-at-home surge) in 2020. Flavored volume for the period was -9.3% vs. YA in
IRI-tracked outlets. Organic milk volume was down -19.9% this period vs. YA.

- 2021 projections made about a month ago suggest this year’s volume will be -4.5% to -5% or
5,140-5,165mm. This will be refined in the coming 6-8 weeks.
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Adh f the U.S. Population to the Dietary Guidelines
Across Life Stages, as Measured by Average Total Healthy

Eating Index-2015 Scores » Americans across the lifespan are
00 not following healthy dietary

patterns or meeting nutrient needs

2 *» To address this public health issue,
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Dairy Recommendations in Global Dietary Guidelines - Promote the 2020-2025 DGA's
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Locally Made.
thqrdlly Delicious™

Red Diamond Unsweet Tea Gallon, Quart, & Pint




Unsweet Tea Pint
Product #21745

0H “ 70242 " 30132 “ “6

Unsweet Tea Quart
Product #33976

0H “ 70242 " 30013 H“8

Unsweet Tea Gallon
Product #8395

0 ‘70242 30120HH3

Nutrition Facts

1 servings per container

Serving size 12 oz (360mL)
I
Amount per serving

0

% Daily Value*
Total Fat Og 0%
0%

oo/o
0%
o“/o
oo/o

Nutrition Facts

0%

0%

0%

0%

falue (DV) tells you how much a nutrient in
ood contributes to a daily diet. 2,000 calories
Ised for general nutrition advice.

2.5 servings per container

Serving size 12 oz (360mL)
m
Calories 0
% Daily Value*
Total Fat Og 0%
Saturated Fat Og 0%
Trans Fat Og
Cholesterol 0mg 0%
Sodium 10mg 0%
Total Carbohydrate 1g 0%
Dietary Fiber Og 0%
Total Sugars Og
Includes 0g Added Sugars 0%
Protein Og
1
Vitamin D 0%
Calcium 0%
Iron 0%
Potassium 0%

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

Nutrition Facts

11 servings per container

Serving size 12 oz (360mL)
m
Calories 0
% Daily Value*
Total Fat Og 0%
Saturated Fat Og 0%
Trans Fat Og
Cholesterol Omg 0%
Sodium 10mg 0%
Total Carbohydrate 1g 0%
Dietary Fiber Og 0%
Total Sugars Og
Includes 0g Added Sugars 0%
Protein Og
Vitamin D 0%
Calcium 0%
Iron 0%
Potassium 0%

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

PekoerPekoe Cut Black Tea.

Ingredients: Water, Orange
Pekoe, Pekoe Cut Black Tea.

).> ==

Calories 0

128 FLOZ (1

HilandDairy.com

Ingredients: Water, Orange
Pekoe, Pekoe Cut Black Tea.

PINT 20 Per Crate
QUART 9 Per Crate
GALLON 4 Per Crate
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Please be sure to share this very important tool chest with your sales teams!
We are constantly updating the Sales Home with new materials. Please be sure to check the
New Updates tab to see what's new!

What's new this month? A search feature has been added to the Sales Home, as well as
new sales sheets for Red Diamond Tea and 3.5 oz Cream Cheese.

Date File Download
4/26/2021 Hiland Red Diamond Unsweet Tea Sales Sheet (PDF) wnil
4N16/2021 Hiland Spreadable Cream Cheese Sales Sheet (PDF) |
3f3/2021 Hiland 12 Nutrients in Milk Infographic (PDF) Download
Ifmf200 2021 March Sales Teamn Communication (PDF) wnl
3hefzom Hiland 2021 Corporate Brochure (PDF) Download

“We Proudly Serve” Stickers T

We have designed these stickers
to provide to retail stores (think
ice cream or donut shops, etc)
that say they proudly serve
Hiland. Please let Sarah know if
you are interested in ordering.

Elastitags

We have 20,000 of each of the
above elastitags, which are
available to order via Sarah or
Greg and come pre-packaged in
Cottage Cheese quantities of 250.

&,
SAVE NOW
55¢0FF

SAVENOW
50¢0FF

Any 16 oz
Sour Cream or Dip

Any Gallon Milk

[
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Farmer-owned.
Future-focused.
Driven by care and quality.

Company Brochure Refresh
Please contact Sarah or
Gregto order the new
corporate brochure.

%}d Locally Made.

¥ =
ﬂl @8 Naturally Delicious™

HilandDairy.com

Sales Folders

We have made some
revisions to the Sales Folder
and the Springfield office has
about 1,500 available to send
out to markets. These arein
boxes of 250. Please contact
Greg or Sarah to order.

Locally Made.
Naturally Delicious’”

TheHilandSalesHome.com
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CAN HELP YOUR BODy
|

One serving of milk contains |
many of the essential numentj‘

your body needsincluding: |

Helps build and maintsin
stron

%
trong bones and teeth,

DAILY VALUE

o
DAILY VALUE

°
DAILY VALUE

o
DAILY VALUE

Milk Posters

Interested in posters that o o 15%
show the 13 ways that milk

can help your body? Sarah 2 B

has customized and printed -

and can send to you. ;
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PROTEIN
Helps build and repair o,
tissu ina
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Shelf Strips

These general
Hiland-branded shelf
strips are available to
order from Sarah.
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Need Mqueting Assistance?
We can help with:

» Sponsorships/Race Ads * Local Marketing Initiatives

* Print Ads/Materials « Design (from trailers to murals,
* Grocer Partnerships and In-Store Materials you hame it)

* Research and Consumer Feedback * Public Relations

*|RI * And more!

Have an upcoming event you want to promote? Let us know and we can
share with our fans on social media or send an email to targeted zip codes.

Hiring? We can help attract qualified leads with targeted ads on social
media driving to your job posting.

We've added a Comments/Suggestions form to thehilandsaleshome.com. You can use this
to submit product suggestions, marketing ideas, general feedback, etc.

Need marketing materials or assistance? Give us a shout!

Sarah Carey Kathy Broniecki, APR Kelly Bentley
scarey@hilanddairy.com KathyB@envoyinc.com KBentley@envoyinc.com
417-370-6451 402-558-0637 ext. 107 402-558-0637 ext. 129
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