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The annual Sales and Utilization report tracks
total U.S. potato usage and sales volume by

channel and form

Food- Total

Utilization

service

Nielsen xAOC Technomic, Inc. TradeStats Northwest (U.S.
and secondary and Department of Commerce,
FreshFacts primary data Foreign Trade Division)
analysis
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Total U.S. Potato Utilization

Total U.S. Potato utilization in 2015 was flat, with
increases in exports and decreases in imports
offsetting loses at retail

In billion pounds fresh weight equivalent

Retail Total

Sales + FSSales + Exports - Imports = Utilization
2013 14,969 19,492 6,572 4,758 36,276
2014 14,906 19,344 6,695 4,801 36,144
2015 14,644 19,181 6,911 4,716 36,019

%
-1.8% -0.8% 3.2% -1.8% -0.3%
change
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U.S. Exports

Four percent increase in 2015
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U.S. Imports

Two percent decline in 2015
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World Trade in Potatoes

Growth driven by increasing demand in areas with
limited production

@ World trade in potatoes and products grew 35% from 2009
- 20014

* Led by 38% increase in frozen products

@ World export price for potato products rose 13% during that
same time

PotatEes
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U.S. Sales by channel

Foodservice is increasingly important for potatoes,
accounting for 57% of volume sales in 2015

2014 Millions of Ibs. (FWE)* 2015 Millions of Ibs. (FWE)*

Retail

14,906

Foodservice Foodservice

44% 19,344
56%

19,181
57%

PotatEes

. . USA
*Includes export/import adjustments



Foodservice Penetration

Potatoes are found in a majority of restaurants

7

96%

Full
Service

Midscale
Fine Dining

Casual Dining

Fast Casual

85%

Limited
Service

Quick Service

© 2015 Tecknomic Inc. - Q3 MenuMonitor
Base: 813 FSRs and 665 LSRs With Menus 2014 - 2015

100%
95% 7
95% 7
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Incredible Shrinking Menu

Despite a drop in potato menu items; they are
outperforming overall menu trends

Potato Dishes / Menu ltems

Overall
22881 23,440 22 699 g Operator Segment l\gl;ezr;u
Top Independents -16.7% -18.1%
Full Service -6.3% -9.6%
Top 1,000 Chains -5.6% -8.6%
Reg. Independents -1.9% +7.0%

2012 2013 2014 2015

-
© 2015 Teclhomic Inc. - Q3 MenuMonitor POtate 88

Base: 813 FSRs and 665 LSRs With Menus 2014 - 2015 USA



Where are potatoes being consumed? POIC

Self-reported consumer usage data also indicates

more potato occasions are occurring in foodservice

(vs. at home)

2016 Average Weekly Potato Occasions

(n=2000)
B At Home W Out 3.0
1.0
16 1.9
0.9
0.6 20
1.0 1.0
Breakfast Lunch Dinner
SHARE:
Prepared at Home 63% (-) 53% (-) 67% (-4 pts)
From a Restaurant 37% (-) 47% (-) 33% (+4 pts)

10
2016 USPB Consumer A&U
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Foodservice Sales by Product

V016

While frozen still dominates in foodservice, fresh sales

increased again in 2015

2015 Millions of Ibs. in Foodservice (FWE)

Refer
522
3%

Fresh
4,310
22%
Frozen
11,886
62%
Chips
1,544

ehy
918
5%

8%

*Uses old estimates (vs. Technomic) for chip volume

Foodservice
(millions of pounds FWE)

2014 2015 % change

Fresh
Chips
Dehy

4,262 4,310 1.1%
1,739* 1,544
927 918 -0.9%

-11.2%

Frozen 11,907 11,886 -0.2%

Refer

Total

510 522 2.4%
19,344 19,181 -0.8%

PotatEes
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: : DO
Fresh sales in foodservice are nearly as ﬁ

large as in retail

Fresh
2015 Millions of Ibs. (FWE)*

Foodservice
Retail 4310

4,973 46%
54%

Retail was at 55% in 2014
*Includes export/import adjustments

Foodservice Segment
" o Fresﬁ 2014 = 2015
Restaurants 73% @ 71%
Limited Service 13% @ 12%
Full Service 60% | 59%
Beyond Restaurant 27% | 29%
Travel & Leisure 7% 9%
Retail Hosts 4% 5%
Business & Industry 3% 3%
College & University 3% 3%
K-12 Schools 2% 2%
Healthcare 7% 6%
All Other 1% 1%

Potatges
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Attitudes toward potatoes are positive

016

among foodservice professionals

* Top of mind

* Taste

* Versatility

 Value

* Consistency and availability

* Broad consumer appeal

2015 Foodservice Deep Dive

“Potatoes are top of mind
because they are inexpensive
and desirable”

“Potatoes are nostalgic, there’s
just something so comforting
about them”

“Potatoes work across dayparts
and they can be used in many_
forms”

PotatEes

USA
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However there are challenges in growing
potato presence on menus

the main reason potatoes don’t get
added to a dish is due to the lack of
novelty or excitement with the
traditional varieties and forms

PotatEes

2015 Foodservice Deep Dive



Retail Sales by Product P06

With the exception of refrigerated, potato sales at
retail continue to slip

Retail
(millions of pounds FWE)
2015 Millions of Ibs. in Retail (FWE) 2014 2015 % change
Frozen  Refer Fresh 5119 4,973  -2.8%
Dehy 2,070 411 FZRTE ,
son 149 3% 305 Chips 5961 5884  -1.3%
6% 3% Dehy 920 890 -3.2%
Frozen 2,078 2,070 -0.4%
Fresh Refer 392 411 4.8%
4,973 Fz RTE 373 355 -5.0%
Chips 34%
5,884 Canned 63 60 -5.0%
40%
Total 14,906 14,644 -1.8%

PotatEes

*Uses old estimates (vs. Technomic) for chip volume Usa
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A growing need for convenience is likely
playing a role in volume loses at retail

% Rating Potatoes Excellent

Gen Pop Food Enthusiasts
ER N R
Convenient 45% 44% -1 52% 52% -
Prepared quickly and easily 44% 42% -2 49% 48% -1
Potatges
2016 USPB Consumer A&U uEs



However, self reported usage among
consumers remains stable and even
increased among the target audience

2016 Potato Share of at Home Meal Occasions; in the last 7 days
(n=2000)

B With Potatoes  ® Total Prepared at Home

53
4.4 : l
! . 1.6

4.8

SHARE: Breakfast* Lunch* Dinner Snacks*
30%
[0) 0, [0)
Total Sample 18% 18% (stable from 2015) 10%
32%
1 [0) 0, [0)
Food Enthusiasts 22% 20% (+2 pts from 2015) 15%

Potatges

2016 USPB Consumer A&U
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When chips are included, potatoes are
part of about 40% of lunches, snacks
and dinners at home

2016 Potato Share of at Home Meal Occasions Including Chips;
in the last 7 days
(n=2000)

B With Potatoes ® With Chips = Total Prepared at Home
5.4

4.0

SHARE
(including chips Breakfast* Lunch* Dinner Snacks*
vs. without chips):
Total Sample 27% 40% 39% 38%
P (vs. 18%) (vs. 18%) (vs. 30%) (vs. 10%)
. 30% 44% 43% 45%
Food Enthusiasts (vs. 22%) (vs. 20%) (vs. 32%) (vs. 15%)
Potatses

2016 USPB Consumer A&U USA



Increasingly, consumers are looking
for flavor, freshness and
unprocessed foods

Important Food Attributes (Top 3)

49%
Be very flavorful 43% e
43%
Be fresh 38% /

38%
Be healthy for you 10%

35%
Be a good value 39%

Be something everyone would enjoy 2% 3%

22%
Be natural/unprocessed 8%

21%

Convenient 3%

o 16%
Familiar 1o e

Be something you get excited about eating %82;2

179% M Total 2016 Sample

Be prepared or served quickly and easily 22%
Total 2015 Sample

10%

Bring people together 11%

PotatEes

2016 USPB Consumer A&U USA



Attitudes toward potatoes are also
improving among consumers

% Rating Potatoes Excellent

Food Enthusiasts
Fresh 53% 53% 58% 63%
Something everyone enjoys 47% 49% +2 53% 60% +7
Natural/unprocessed 48% 49% +1 54% 58% +4
Flavorful 40% 42% +2 47% 52% +5
Fun to eat 35% 37% +2 43% 48% +5

Allow you to feel good about
what you/family are eating

Healthy for you 31% 33% +2 35% 44% +9

Provide a good source of vitamins

33% 35% +2 41% 44% +3

. 31% 32% +1 36% 43% +7
and antioxidants
Gluten free 22% 27% +5 27% 35% +8
Good for weight management 18% 20% +2 22% 28% +6
Potatzes

2016 USPB Consumer A&U



o
Consumers appear to be shifting from
buying potatoes to “stock up” to buying
with a specific meal in mind

Last Potato Purchase

2016Total  Food

U.S. Enthusiasts

Planned purchase decided before entering the store

o/ (- o/ (.
(stock up) 38% (-3) 36% (-4)

A planned purchase decided before entering the store

0, )
(specific meal) 31% (+3)  35% (+5)

Decided shopping in the produce department 16% (+1) 17% (-2)
Decided shopping in another part of the store 9% (-1) 9% (+1)
Potatges

2016 USPB Consumer A&U USA



And less is going in the trash can

Last Potato Purchase — How Much Was Used

About three quarters of what | bought 21% (+2) 20% (+1)

52016 Total U.S. éFood Enthusiasts| \
All of it 68% (+4)  74% (+6) ,

About half 6% (-2) 3% (-4)
| threw away more than | used 1% (-2) 0% (-3)
Don't know / can't remember 4% (-1) 2% (-1)

PotatEes

2016 USPB Consumer A&U



Key Takeaways:

@ Overall usage of U.S. potatoes has stabilized

@ Exports continue to grow and increase in importance to
the industry

@ Consumption of food at foodservice continues to expand
and potatoes remain a top item in this sector

@ While retail sales of traditional potato varieties and
products continues to decline, sales of new, convenient
and trendy potatoes and products is growing

PotatEes

USA



Implications:

World demand for potatoes will continue to grow, but so
will the competition

There’s an opportunity to inspire both consumers AND
foodservice professionals with new ideas for using
potatoes to protect and increase sales

Consumers will likely continue to turn to convenient
solutions; the industry will need to innovate to grow

Innovation in the industry should focus on addressing
consumer’s need for convenience AND the growing desire
for fresh and natural foods

PotatEes

USA



Thank you!

All studies referenced will be
sent out to the Industry




