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Congratulations on the below accolades - very well deserved.
Merit of Excellence Awards:
* Fluid Milk
o Kansas City, MO
e Cultured Products
o Norman, OK
oTyler, TX
o Belfonte - Kansas City, MO
*lce Cream
o Springfield, MO
oTyler, TX
o Belfonte - Kansas City, MO

Plant Assessment Excellence Awards:
* Chandler, OK

* Fayetteville, AR

e Fort Smith, AR

* Kansas City, MO

* Little Rock, AR

* Norfolk, NE

* Norman, OK

» Springfield, MO

e Tyler, TX

e Tyler, TX (Ice Cream Plant)
* Wichita, KS

* Belfonte - Kansas City, MO

Oromge Juice Product Excellence Award:
«Little Rock, AR (won 3 out of the last 4 years!)
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Congratulations to allinvolved and thank you to the markets that helped amplify
the promotional messaging in stores! We are so proud of the work we get to do
with you every day.

To view the full entry and learn more about the campaign, click here.



https://www.dropbox.com/s/fj855p1xqohtjvq/HilandDairyQCS%202021%20OutstandIntegratedMarketingCamp.pdf?dl=0

Promotional Period:
November 15 - December 31, 2021

This year’s holiday season is expected to be extra festive as Americans are wanting to make up for
scaled-back celebrations last year and is projected to have the most spending in history according to “The
State of Smooth: 2021 Holidays Unwrapped” report.

We have created an engaging consumer promotion with our favorite food blogger, LoLo Home Kitchen,
who has developed fun content and recipes for “every holiday moment.” In addition to LoLo, we have
partnered with a third-party influencer partner that will provide original content with paid amplification
centered on cooking and entertaining with Hiland Dairy for the Holidays. We will work with influencers in
Hiland's markets to provide a combination of recipe videos and photography that will be repurposed on
Hiland’s website and social channels.

Consumers will be directed to a landing page where they can sign up for a chance to win a year's worth of
Hiland Dairy products and have access to recipes, savings, and more.

An integrated marketing campaign utilizing paid social media (including Facebook, Instagram, Snapchat,
Pinterest), digital display/native, video/connected television, traditional television, and radio will help drive
awareness of and traffic to the promotional landing page.

Goals/Objectives:
* Inform and educate consumers about Hiland Dairy products
* Support product sales efforts
* Increase engagement and awareness

HilandDairy.com/Holidays
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Digital, Social and
Traditional Morketing

The media schedule will provide powerful
tactics to ensure the message is heard
throughout Hiland'’s trade area.

Media Support ] - voveunen | _occaeen

* Digital Ads T

i i DIGITAL
* Social Media Ads, Cover Photos . e e i, Oirstcme Ty

and Strategy Longview, Little Rock, Fay/Ft. Smith
. . INFLUENCER
* Streaming Audio Partnership with bloggers in key markets
DISPLAYMATIVE
o Connected TV Mative ads placed within cooking, Holiday and antartainmeant
varlicals

* Pre-Roll Video VIDEO

Pre-roll & CTV viges within Holiday content
FACEBOOKINSTAGRAMPINTEREST/SNAPCHAT
Image & Video
BROADCAST (oKcC, Omaha, KC, Littie Rock, Tyler,

RADIQ (0T, Omah, Karsas City, Ll Rock, Springlield])
30 radio spots running on top stalions for W 25-54

TELEVISION
230 radio spots running on top stalions for W 25-54

* Public Relations

¢ Consumer Emails
* Traditional TV
* Radio

® Have a store that wants to get 9
involved? We can provide customized
point-of-sale materials. ®

Questions?
Call Kelly or Kathy at Envoy | 402.558.0637

See for Yourself

Visit the landing page for more details:
HilandDairy.com/Holidays
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Period 10 through October 3, 2021
If you would like to see the full report, click here.

Yogurt Volume and Price Were Up as Mix Shifts Back toward Cups

At the same time, SKU count continues to decline
and is down 14 items or -5% since 2017. (The
number of Greek products is -19 items, while
regular has risen and drinks held constant.) This
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Last 52 Wks Ending 10/3/21

Dollar Sales ~ $7,782 mm +3.2%

Milk Sales Topline Report

Period 10
Thru October 3, 2021 % Volume w/Merch 25.2% -L.7pts

Unit Sales 3,992 mm -23%
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Econamic & Category Dutiook is featured starting on page 54. < —

Soure mMLBIE milk «pep

Key Takeaways:
* Milk volume sales during Period 10 were -5.9% vs. YA. This is consistent with the last several periods
as reported in IRI-tracked channels.

» The USDA August results for the entire category showed meaningful improvement to -1.7%, bring
YTD to -4.8%. As you will read on p.6, most products saw trend improvement, led by +48% for
Flavored Fat-Reduced in August. This represents students being back in school and the return of
chocolate milk for their lunches.

* The remaining months of 2021 should benefit from students being in-school and out-of-home
mobility effecting c-stores and some foodservice segments. The full year projection improved by
17mm gallons to 5,145mm or -4.8%.

* Softness vs. 19 was driven by traditional white milk (-4.7mm/wk or -9.5%), offset by growth in
Value Added products (+1.1mm/wk or +16.5%). Flavors saw accelerating growth during the summer
but slowed at the end of September. The opposing trends (VA growing double-digit and Traditional
declining) have continued since June ‘20.

* March -5.3% level. Once schools are back in session in August/September the forecast will be
further refined.



https://www.dropbox.com/scl/fi/6szolochr51422286wm13/MilkPEPSalesToplinethru10.3.21-F.pptx?dl=0&rlkey=pjikfc055n25mxgvp08kxy99u

We have updated sustainability messaging with the 2020 figures. These documents are
available for download on The Hiland Sales Home.

Hiland Dairy's Social Responsibility )

Hiland Dairy is proud d consumers'health
needs. As a member of the Us.  our goal products are produced
p Along with our d processors, we pl
rainabili d food safety. Hiland Dairy.

neutraliy, opt

usage, and improve water quallty by 2050

Hiland Dairy’s , reusing, every stage of
distribution process resulted in a six times more significant increase than reported in 20131

@9 2020 Recycling

36,381,725 pounds of non-food waste was recycled. This is about 33% of Hiland's
total reported waste amounts for 2020. This is about six times greater than the
amount reported in 2019,

AT AT
2020 Milk Crate — e

Recycling/Reuse

Hiland Dairy Nl crates re earth-frencly and
the only secondary packaging needied for
delivery to our reail partners, This means no
waste. Hiand's milk crates stand up to extreme
temperatures, take abuse, and last years and
years before being recycled into new crates
Every time a milkcrate i aken, a replacement
has to be produced.

“Hiland Dairy is proud to provide our consumers with healthy, affordable dairy
products. We pledge to be responsible in all phases of our production and
delivery processes, thus affirming our commitment to social responsibility.”
Gary Aggus, Hiland Dairy CEO

Rec;
iand Dy ocus on recucng
2020 Recycing 2020 Hours Volunteered and g (RS
Hiland Dairy’s focus on reducing, Product Donations of the production and distribution ps

Hland Dty emplrecs g sty Mt s
contribute to their communites through volunteering, S X
aritable giving, and product donations. increase than reported in 20191
e o eparean 215 P
ok Doneions 126561 Founds T AT
Direct Monetary Donations $121,500 USD ﬂ':m ey

2020 Milk Crate Recycling/Reuse 2020 Waste Diverted
o i g o st et rom o0 768365 puncs \ 2020 Milk Crate
has to be produced. Waste Sent to Landfill 18,656,214 Pounds y IS

2020 Hours Volunteered/
Product Donation

2020 Waste Diverted
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airy Retail Sales

PERSPECTIVES

Dairy Retail Sales Up More Than 10% Compared to 2019

Dairy product sales rose to new highs during COVID-19. This skyrocket can be attributed to more
consumers cooking and baking at home, with dairy products being a star ingredient. While retail

sales are down 4.8% during the first half of the year compared to 2020, 2021 is still shaping up to
be an impressive year in the dairy aisle. Dairy retail sales are up 10.9% compared to 2019 sales.

°

66

$29.6 BILLION
’ in dairy sales during the
first six months of 2021 2

—Andrew Wasserman, director of center
store at Uncle Guiseppe’s Marketplace

A

increase in retail sales in $22 Billion

2020 in the dairy sector in sales of natural cheese, increase compared
ompared to pre-pandemi reamers and refrigerated dip: to 2019 of whipped
~ sales seenin2019. om May 2020 to May 2021 toppings.

NOILYIDOSSY Ad3NVE 1130 AdIVA TYNOILYNEILNI FHL ANY Id1 :S304N0S

6 October 2021 | DairyHerd.com

Dairy Retail Sales PDF is available for download Here.



https://www.dropbox.com/s/9p3zeyvwcbfdte6/Dairy%20Retail%20Sales%20Up%20More%20than%2010-%20compared%20to%202019.pdf?dl=0

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 nhew this month?

New Updates

Date File Download

10/28/2021 2021 Hiland Holiday Promo Brief (PDF) Download

1o/28/2021 Hiland 2020 Sustainability Graphic (PDF) Download

10/28/2021 Hiland 2020 Sustainability Efforts Fact Sheet (PDF) Download

10/12/2021 Classic Cream (PDF) Download

10/1/2021 2021 September Sales Team Communication (PDF) Download

New Point-of-Sale
Materials Available!
Contact Sarah to order.

2021 World Dairy Expo
Championship
Dairy Product Contest Winners

~ SixNew

A d

For recipes and savings, vistt

e e Ao
warl. Locally Made. Naturally Delicious?

o HilandDairy.com

“We Proudly Serve” Stickers

We have produced 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.

TheHilandSalesHome.com
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Elastitags

Elastitags are available to order via
Sarah or Greg and come pre-packaged
in quantities of 250.

Please check the expiration date on any
elastitags you have in your possession and
be sure to distribute prior to expiration date
or coordinate with Sarah to send to another
market if you do not plan to use them.

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

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 are in boxes of 250.
Please contact Greg or Sarah to order.

TheHilandSalesHome.com

Sour Cream or Dip Any Gallon Milk Cottage Cheese

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

Locally Made.
Naturally Delicious™
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CAN HEP YOUR BODy |

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

your body needsincluding: |

Helps build and maintain
strong bones and teeth
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Milk Posters
Interested in posters that 7 A & e 10%
show the 12 ways that milk
can help your body? Sarah
has customized and printed
and can send to you.

- 10%

DAILY VALUE
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Shelf Strips

These general
Hiland-branded shelf
strips are available to
order from Sarah.

TheHilandSalesHome.com
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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 morel!

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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