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Agenda

* Mission

« 2010 Convention Revisit
« 2011 "Pilot” Recap

e 2012 Plan

» Discussion
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Consumer Awareness Mission

* Drive sales growth by educating
consumers about the great taste,
variety and health benefits of

Sprouts.

» Evangelize the safety of Sprouts.
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2010 Chicago Convention

Revisit
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Last time

Only 12% of US population eats sprouts!

Likelihood of sprout purchase based on household
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Acceptance (Behavior)

Communicate the Positives -
/ Step Continuum
Repea
REOQUIRES
1. Consistent engagement & support
2. Sustained short & long-term effort
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GOALS

1. Communicate the Positives

1. Neutralize Safety Concerns
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1. Neutralizing Safety Concerns -
Fact-Based, Cohesive, Consistent

* Neutralize safety as an issue

— Consistent messaging of industry efforts
— PR, Education, Packaging
— Be prepared to manage negative events.

 Process, Protocols & Standards

— Safety Audit Checklist
— Task Force
— Science/Fact-based
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Communicate the Positives
“Branding” the Sprouts Category

Grow Sprout Sales in the short AND long term

« Accentuate the Good News

 Health & Nutritional Value

« Make Sprouts more Relevant

 Taste, Variety, Versatility
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1. Communicate the Positive Health
Benefits of Sprouts

* Nutrition - Phytochemicals
« Health - Longer Life and Renewal

* Taste, Variety & Versatility - Ongoing
Recipe Development and Communication

* Local - Increase Local Grower Visibility
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Increase Local Grower Visibility

* Design local campaigns tied to national
direction to create awareness for individual
growers and brands:

— “Buy Local”
— Tools for Growers
— Local support
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“Sales Growth Toolkit”

* Public Relations templates and how-to's to
drive awareness

 Point-of-Purchase materials

* Promotions ideas and how-to's

* Branding Advice

» Recall Management Checklists
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3-Month “Pilot” Publicity
Campaign

(April = June 2011)
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Public Relations “Pilot” —
April through June

Objectives

1. Sprout Health Foundation Framing
2. Tools for Building Awareness & Sales
3. ISGA New Member Recruitment
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Three Month Communications & Public
Relations Assignment
April - June 2011

PROJECT PLAN & DELIVERABLES

Sprout Health Foundation Framing  Tools for Building Awareness & Sales ISGA New Member Recruitment

Distillation of Key Health Benefits | Public Relations Releases Plan Development
et commiaion ]

Recipe Categorization/Promotion
Press Kit & Guide
Local Grower Sales Growth
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Key Health Benefits

ACCOMPLISHMENTS

* June 1, 2011 “Sprout Month” Press
Release focused on Key Health Benefits

@ PRWeb

» Additional Press Releases
— Health Benefits of Alfalfa Sprouts

— Health Benefits of Broccoli Sprouts
(not Distributed due to e coli outbreak in Germany)
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Key Health Benefits

« June 1, 2011
“Sprout Month”
Press Release
focused on Key
Health Benefits

@ PRWeb

Online Visibility from Vocus

ISGA Announces International Sprout Health &

Wellness Month
Discovering the Health Benefits, Taste and Variety of Sprouts

Warwick, RI (FPRWEB) June 01, 2011 hareThis Email - PDF <& Print

The Intemational Sprout Growers Association
(1SGA) announces the launch of Intemational
Sprout Health & Wellness Month. Combining the
efforts of hundreds of local growers, suppliers and
retailers, the ISGA is helping consumers discover
the unique and broad benefits of sprouts — local,
health, taste and variety. During the month of
June consumers around the world will be able to
taste and leam all about these amazing
vegetables, that some have called “Superfood
and that have been harvested asa low-calo

high benefit food source for over 3,000 years.

“Our goal isto make consumers aware of the manySprouts are delicious and easy
health benefits, taste and variety offered by the daily diet. Healthy
inclusion of both raw and cooked sprouts in our
daily diets.", said Steve Meyerowitz, a Director of
the ISGA.

€ € “\we want to make
consumers aware of the many
health benef taste and varieh
offered by sprou both raw and
coocked.”. 99

“Sprouts are highly bio-active baby vegetables
They are rich sources of enzymes and living
nutrients that are easily digedtible. And they are
real local” agriculture. Food doesn't get any
fresher than this unless you grow it yourself.” — said
Mr. Meyerowitz.

Sprouts contain superconcentrated levels of natural plant compounds and nutrients that promote health
and protect againg disease — sometimes up to 50 times more than those of full-grown vegetables.
The broad range of health benefits that come from eating sprouts include:

= Incorporating sproutsinto your diet helps combat diabetes and obesity, because sprouts are low in
calories and fat

= Alfalfa sprouts contain “saponins” - organic compounds that lower bad LDL cheolesterol and stimulate
the immune system

= Nutrients, enzymes, and plant compoundsin sprouts can help combat coronary artery disease

= Green leafy sprouts contain high levels of anti-oxidants that enhance protection against the effects of
aging

= Phytoesirogensin alfalfa, clover, and soy sprouts increased bone density in studies

= Brocooli sprouts produce the anti-tumor enzyme sulforaphane in levels 50 times higher than in the
mature vegetable

= Sprouts hold great promise to help prevent, Sow and reverse many forms of cancer

The range of health benefits that come from the nutrients and other natural plant compoundsin sprouts
are just beginning to be understood. Eating sprouts regulary can lead to better health and wellness, and
increased longevity.

In addition to being good for your body, sprouts are deli us and easy to incorporate info any type of
diet. There are hundreds of ways to include sproutsin your diet, and consumers and chefs are inventing
more ways to enjoy sprouts every day.

According to Bob Rust of Intemational Specialty Supply, “Throughout the month of June, the ISGA will
be working aggressively to help people understand the wide range of health benefits that eating sprouts
can offer, and show them how to enjoy sproutsin ways that are easy to prepare, and taste great.”

Consumers can leam more about sprouts and find more details on the health benefits and variety of
sprouts, aswell as great-tasting sprout recipes at hitp

About the Intemational Sprout Growers Association (ISGA)

The ISGA is an association of sprout growers, suppliers and educators. The goal of the ISGA isto
promote information-sharing among its membersin the areas of nufrition education, good growing
practices, marketing, and recipe development.

FHHE
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Building Awareness & Sales

» “Sprout Month”

 Umbrella Logo

« June 1 Press Release
* Focused on Health
« Grower Profiles
« Local Media Outreach Plan

e “Sales Tool Kit”

* Financial Support/Member Recruiting
 Pilot Sponsors
« ISGA Members
* Non-ISGA Members
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Building Awareness & Sales

%
SPROUT
MONTH
“Sales Tool Kit” Sent to “Pilot” Sponsors, May 27

1. Sprout Tasting Plan

2. Sprout HEALTH, VARIETY & TASTE Out-of-Store Alternate Venues
3. Sprout Merchandising Adjacencies

4. Retail Couponing

5. Sprouts & “Social Cause Marketing”

6. New Sprout Packaging for Healthy Snacking

P StrataMarketing



SPROUT

MONTH

Sprout Tasting Plan

Objectives:  Grow Awareness and Trial

Educate consumers on sprouts’ health, variety and taste benefits.
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Sprmst Grewers
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SPROUT

MONTH

y
SPROUT
MONTH

Sprout HEALTH, VARIETY & TASTE OUT-OF-STORE ALTERNATE VENUES

Grow Awareness

Objectives:
Endorse Sprouts

y
SPROUT

MONTH

Sprout MERCHANDISING ADJACENCIES

Locations:  Current retail

Timeframe:  “Sprout Mont

Objectives:  Grow Sales
Grow Awareness

Accentuate Variety & Taste

Promote sprouts by using Merchandising Ad
link eating sprouts next to traditional and no
next to hot dogs, ice cream scoops next to th
Locations:  Current retail accounts. Non-traditional reta
Timeframe:  “Sprout Month” June 2011 (focus during Jun

Desired Consumer Response: “How convenient, | can add st

that and they/re so healthy.*

P
SPROUT
MONTH

Retall Couponing

“I never thought of pr ort

livens things up.” “Interesting, I'm going to try adding sprout

Products: Identify varieties that are natural fit with spe

irters:
~perhaps a f

nas “in-seas

ide-stack/tab

%
SPROUT

MONTH

oler)
Charitable Giving - “Social Cause Marketing”

Objective: Generate incremental retail purchases of Sprouts by creating programs that make financial contributions to
charities, on a “per package" or “percent of sales” basis.

Desired Consumer Response: “/ want to vote with my pocketbook and support ethical companies that are making a
real, positive difference in the world. This partnership makes me feel like I'm doing a good thing for other people, when | esults. -May T

eat

Objectives:

Locations:
Timeframe:
Desired Consumer Response: “Wow! Sprouts toste graat and / didn't reckze how haaithy they cre for ma and my fomiiy.
iz g reaily good reminder that | con use sprouts in o ot of the things ! moke to 6dd some excitement to my meais,

P
SPROUT

MONTH

Sprout Tasting Plan

Grow Awareness & Trial

Ecucate consumers on Sprouts’ health, variety anc taste benefits

Utilize tasting events to grow awareness for the Sprout category by providing great-tasting Sprouts to
ConsuUMers at grocery stores, specisity food stores, farmers’ markets and other opportunistic venues.
Leverage the one-to-one interaction to extol the benefits of Sprouts inclucing health, variety anc taste.
Current retail accounts, and local farmers” markets

“Sprout Month” June 2011 (and opportunistically throughout the year]

and they make o gregt smock too. ”

Timeframe: Develop During 3™ Quarter of 2011; Launch & Support on an Ongoing Basis
e)

Design Parameters:
«  Charitable support must be made visible to consumers; with “easy 1o see”, tangible evidence of the donation’ s

dising Manag
) to reside r .
effect campaign
o Simple for growers to execute .
o Causes are selected based on
their appeal to a broad base of consumers, and °
have some direct or indirect connection to Sprouts °
*  (e.g health & wellness, feeding people, local growers' business, or a personal connection -

‘grower’s favorite charity”)

Examples of Charity Partners, or Programs for Social Good:

«  Providing food to the hungry, homeless shelters "
o Promoting literacy

o Providing vaccines

o Providing education

e Teaching people to grow Sprouts for themselves, and giving them the tools to start

Consumer Communication Vehicles:
*  On Package Bursts
Retailer Tie-Ins
Press Releases
Twitter/Facebook .

Grower/Sponsor Websites and emails

Examples of Social Cause Marketing - Food Products:

 Lean Cuisine Susan Komen Lunch Bags - htt leancuisine.com/Newsroom/2007KomenPressRelease. aspx

1

Fit with brand’s stated image of promoting Women's health

SPR;’UT

MONTH

Procucts:
Select recipes to sampie from the folowing categorias:

Cold marinated zakads
Served hot with meat or s2afood
Mixed and cooked with Vegetables, Grain or Rice a3 a sice dizh

With condiments, bresd or crackers as an appetizer or tapas style serving

Merchandising Deta

Signage with Local Grower Logo
Table, cover and skirt
Cooking utensils

Sampiing cupsz, napkins and disposable utensiis, plaztic gloves for server

Recipe cards to hand out

Frequency:

Two tasting events per retail outiet/farmers’ market during the month of June

Setting Up the Tasting Events:

Contact retail accounts and farmers® markets to arrange events; set dates and times

Select varietyliez) of sprouts and recipes to sample for each event

Arrange for tasting tadle, preparation set-up, zampling cups and any neeced serving utensis

Deliver Sprouts, signage, tabie dothes/skirts and recipe ingredients to retail outiets in advance of sampli
events

Enzure colisteral material about the heaith benefits and variety of Sprouts is availadle

Run the event|z)

Document number of zampies given, and conzumer and trace response to the tasting events
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Tools for Building Awareness & Sales

Grower Programs

« Recall Management Checklist
* Press Contact Guide
« Recipe Categorization for ISGA Website
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Recall Management Checklist

Notification / Discovery

Gather Team &

Contact Lab to Determine

» Guidelines and
Process Flowchart

Initiate Recall Procedures Manage the Press
Distribute to Pilot -
= - 4 & Edit Press Release and
Sponsors via Webinar

Product: Reports & Logistics Finance

N - Contact Local Vendors &
Informati & Pick- “Friendly” Press & Empioyees
and/or Worksho
& Define
Action Informed Action Send Press Release to loca, i

Vendors, Post on Welb

Be Available to the Press
Open lines .
for Info flow - king Points

Monitor & Report Proactively

Follow-up with Press

D StrataMarketing



Press Contact Guide

“Local Grower Press SPROUT

Local Grower Media Outreach Process

bb)
e e a S e ro Ce S S S e I I This summarizes the process the ISGA growers will use to contact their local media outlets, to

generate awareness for Sprout Month.

- StrataMarketing Partners will send each company the following 4 files:
tO I Ot p O I I : ; O rS O r a) “Local Outreach” Email Template — This is the body of the email that the growers will send

to each media outlet. The growers will need to edit/add the name of the recipient at the top of

each file, and “Cut & Paste” this template to create their local outreach emails.

) List of Local Media Outlets — A list of media outlets has been created for each market. Each
p ro u O n O C a local company will need to do some research to identify the names, email addresses and
phone numbers for the contact(s) at each media outlet. (This “homework” should be done
prior to June 1

) Company Profile — StrataMarketing Partners has interviewed the “Pilot” sponsors and written
u re aC a concise “Company Profile” for each. Each grower will attach their Company Profile to the
emails they send to the local media.
) June 1, 2011 Sprout Month Press Release — The growers will attach a copy of the “National

° S C h ed u Ie tral n i n g fOl |OW Sprout Health & Wellness” Press Release to their emails to the local media.

The purpose of reaching out to the local media is to generate stories or articles about the local
growers, and National Sprout Health & Wellness Month.

u p Vi a_ We b i n ar an d/o r TIMING & FOLLOW-UP PHONE CALLS

In order to leverage media attention for Sprout Month, the local media outreach should be initiated by
WO r kS h O email on June 15t or 2™, Follow-up phone calls to the reporters who were emailed are recommended
to oceur, just a few days later, on Friday June 3™, or Monday, June 6.

The "script” for the follow-up phone calls would be:

"Hi (Reporter's Name), this is Bob Rust from International Specialty Supply in Cookeville. I'm calling
to follow-up on an email | sent you on Wednesday about my company, and National Sprout Health &
Wellness Month. I'm wondering if you are interested in writing a story about International Specialty
Supply and Sprout Month, and I'd like to answer any questions you may have."

If you get voicemail, end the call with:

"Please give me a call at (931) 526-1106. | look forward to talking with you."

D StrataMarketing



Recipe Categorization for ISGA Website

ISGA's “Sprouts The Good News Recipe Book™” was
categorized into following groups:

Omeletes Cold Salads Seafood Beef & Pork
Dishes

« Recommendations

» Post New Categories/Recipes to ISGA Website

» Collect Consumers’ Favorite Recipes via Web Submission

« Encourage/Help Growers to Post Similar Recipes to Own Websites
« Develop More “Quick & Easy” Recipes

D StrataMarketing



ISGA New Member Recruitment
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ISGA New Member Recruitment

Membership Recruitment Plan Developed

with Publicity Committee

« May 27 Recruiting emails

 Pilot Sponsors
e ISGA Members
« Non-ISGA Members

» Ongoing Recruiting Efforts

constmers.
ement o

Dear ISGA Met

June s SPROUT MONTH! Theon of Jun
Pr and Prograns, We want consun
VARIETY and TASTE. These 3 constmer b

e

¢ ISGA. with your supp
h

ac - and build the promotions!

Dear ISGA Members!

June is SPROUT MONTH! Throughout the month of June. the I\(A will be promoting Sprouts in 1

Press Releases and Programs. We want consumers to learn Sprouts with a focus on HEALTH.,
VARIETY and TASTE. These 3 consumer benefits vullmm.lm vhml throughout the month of June, and into the
future

The ISGA. with your support, and the help of StrataMarketing Partners, LLC has put together a package of activity to

launch re a D things Sprouts have to offer. The plan is to create excitement among our
wers, retailers and. most importantly. consumers - this year - and build the promotional campaign every year with new

different and exciting programs, promotions and public relations efforts

All of this activity will help you drive sales in both the short and long terms, to ultimately make sprouts a healthy
tasty staple in consumers’ die he potential of Sprouts will require LOCAL 2
end in consumer b pC

es and promotion/sampling ideas and
‘o div const itement. Attached to this e-mail are
a variety of ‘tools 10 reness and sl
grow your brand, and help increase consumers® acceptance of Sprouts.

PRESS RELEASES - on June 1" the ISGA will be distributing the atta ess release to over 30,000 media s
and the Associated Press. This National effort should be complemented wit activity. We have also attached a
recommended press release template, co er and process ; vith a human int
approach d ain attention from the M o arta o in your local
market

&PROl T MIONTH Logo - We have created a new. recog: that can be used in all your communication

es including letterhead. ollaterals, pamphlets, banners, etc. The Sprout Month los ttached in JPEG format.

PROMOTIONAL IDEAS - Th in; face-to-face and word-of-mouth to drive awareness. tasting and
Sales of SPROUTS at the LOCAL level. Included are 6 promotional concepts with uidelines on what to do. and how to
doiit. This is only ¥ m will likely have other GREAT ids it to hear about t

we can incorporate them info our “tool box™. and share them with the whole Sprout community

We are truly excited about our first efforts to work together driving cus on all the GOOD Sprouts brin
consumer e . new ideas, “tools™ and public relations efforts (including a process for the proac
mana t of ve s) will be made available to sponsoring members SGA.

If you have any questions. comments or would like clarification on these materials, please don't hesitate fo contact us

LET’S GET THE WORD OUT!
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Response to German e Coli Outbreak:
June 2011
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German e Coli Outbreak

« Sprouts first implicated on June 5t

* Direct association declared by Germany
on June 10t

_ Timely
e |ISGA Public Announcements Response !

— ISGA Website statement - June 8
— Second ISGA Website statement - June 10
— Press Release distributed - June 13

Going Forward: “Industry Spokesperson”, build
proactive defense of Sprouts category

28
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Goals for 2012
 Build Momentum:
— Health Benefits of Sprouts
— Great Taste and Variety
* Sprout Month !
« Accelerate Sprout Publicity Initiatives

 Assist ISGA Members to use Tools and
Media Outreach

— Design and Execute Retail Promotions, Generate Awareness for the Category,
and Make Sprouts Category More Visible and Ubiquitous

* Grow ISGA Membership
« Neutralize Negative News
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ISGA - StrataMarketing Partners
Marketing Communications Calendar
2012

JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER  DECEMBER

Neutralize Safety Concerns
Proactively Defend the Industry

Identify "Friendlies"

Contact and Discuss/Introduce

Open Lines of Communication

Write & Distribute Releases

Define 2-3 "Safe Growing" Topics

Research & Write Releases

Approve & Distribute Release #1 Release #2 elease # elease #4

Develop Industry "Defense Plan" Process

Outline Response Process

Recruit Team & Review

Select and Train Spokesperson _

Compose Press Releases

Prepare "Talking Points"

Defend As Outbreaks Occur

April - "Sprout Month"
Great Taste, Variety and Versatility

Distribute Recipes/Recipe Contest

In-Store Tastings

LOCAL EFFORTS Holidays

Farmers' Markets and Afternate Venues

News About Sprouts' Health Benefits
Identify 3 to 5 Health Benefit Topics

Compose Health Benefit Press Releases

Review & Approve

Distribute Quarterly

=3

Id the Positives - Taste, Variety and Versatili

"Sales Tool Kit" Development and Execution

tility
Develop 2-3 Additional Tools I | summermesls |  Backtoschoo | Holidays

Disseminate to Membership

Webinars and Workshops

Execute Sales Promotions/Events
Develop Sales Support Materials

Create Wish List, Components & Budget
Produce & Use Sales Materials

Execute & Track Results



Thank You |
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Discussion
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Contact Detalls
 Poul Hellmann

— 214.244.6467

 Paul Pliakas

— 651.283.5502
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