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You do not have to
Watch it~
The Toast can't Burn.
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5 NATIONAL BISCUIT
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BROWN DEREY | SHREDDED WHEA
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Seedless Watermelon
Produced by Student




—dJdELL-O

AMERICAS MOST FAMOUS
s td DESSERT

...Chewy Cakes!
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A Marge knows it's Duncan
layer cake mix that makes
her pound cakes so moist and
| delicious. Cut out our recipe
| for ‘your"pound cake!
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It's the New lighter
Duncan Hines Angel Food!

Lighter than if you selected
and separated the eggs youwrsell !

n.m.n« Jw,;unm the Aigher '.\t,'\\,,\\ Food!”
e, That's why 5

wecan Hines mew A Food i Losk for the beight o bo
all Duncan Hines del




g\ ZZex

! 4

AT U TANC B
ciep o A

Unbreakable
‘lrni‘lk.

DIRECTIONS: el

o nopened: or.

nours, in (0119800
Keeps fresh in’ ol sen
S oraka..can be el iep
For longer 3107350 spe!
in froozor. RO
bofore washing P2 o

Sl by 81803 £1E 5L g-wrﬂ

s vy s O

P

N R




_~_VEAL : - [ C
5555 PARMIGIANA,_ g LUNGIICR
[Macks wath Lhagped Wnsd| SIUNEH | = LUNGH €O —

v ok

e S
e

i3
&

.
7,

it Bl

CHICK

§@ve



http://www.inthe70s.com/food/mugalunch0.shtml
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Culture
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OUR FIRST COMPANY PHOTOGRAPH

IMPROVED
PRAGUE SALT

Prague Salt is Used in
Place of Saltpetre to
Shorten Curing Time.

THE SAFE,
FAST CURE

COPYRIGHTED FORMULA BOOKLET
1940

“There iz & shorter road
to perfect euring”

MANUFACTURING CHEMISTS

The
Griffith Laboratories
Limited
Lemide (Toronto) Caneda

1915 West I0h Serset, Chicage, 0L
Newark, New Jersey.
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GRANULIZED! | @

PRAGUE
POWDER

A FULL BOILED CURING PICKLE
hﬂ'l.l. Microscopical Curing Crysta!
e S TR S

Stitch Pump... Needle with holes used to pierce ham and pump in
sweet pickle cure

ham (90 days cure to 12 days)

C Artery Pump - Process for pumping cure in the arterial system of

“BIG BOY”

PICKLE
PUMP

STRINGING
MACHINES

AND

ERADO POWDER

A Germicide and Disinfectant

v

we THE e
GRIFFITH LABORATORIES
1415 West 37th Street
CHICAGO
GRIFFITH LABORATORES, Lnd

1 mcuutniel Strect  Leande, Outarie
Toromto 11



Bacteria - Free Liquid Seasoning...
oleoresin and or the volatile oil from spice
dispersed on salt & dextrose.

Ethylene Oxide Sterilization- Griffith
Purified spices patented: retorts developed,
expanded beyond for use in medical industry

CUSTOM
STERILIZATION
CONTRACT
SERVICE . . .

the original patented
100%, ethylene oxide and
100%, propylene oxide

sterilization process

to STERILIZE and to PURIFY

Effective Economical Microbiological Control
for FOOD INGREDIENTS « COSMETIC POWDERS

PHARMACEUTICALS = PACKAGING -
MEDICAL DISPOSABLES « LABORATORY DISPOSABLES

For further information write Manager Sterilization Contract
Soles ot our Chicago Headquarters




GRIFFITH'S
Eguipmont List
and Kopair Pasts:

BIG BOY PUMPS
STAINLESS PERCENTAGE SCALES
HYDRAULIC HAM PRESS
VACUUM HO0D UNITS
POWER STHINGING MACHINES
PUMPING XEEDLES and
REPAIR PARTS

THE

GRIFFITH LABORATORIES
1415 WEST 37TH STREET
CHICAGO

More Profit -~ more Sell

FORMED IN THIS
GRIFFITH MOLD
AS IT SMOKES -
AS IT CHILLS!

GRIFFITH A
VBORATCRIES ING. P

compounded for Stability
of Nitrite and Ascorbate
in Pickling Brine

Because meat pickli
for days before

sumed, it is ess
pounded for stability

nes may stand
ompletely con
they be com

AL CURE

Curing d
Sodium 'E:“ry“mlln‘ate

Griffith Design & Equipment
Company- Pumps, Scales,
presses, emulsifiers and more.

GRIFFITH'S LIVER SAUSAGE
MASSAGE MACHINE (Lima)

IMPROVE YOUR YIELD « NO MORE REWORK DUE TO FAT OUT OR RENDERING OF LIVER
SAUSAGE. « KNEADS FAT BACK INTO SAUSAGE « INSURES THAT FAT DISTRIBUTION IS
UNIFORM IN SPITE OF RUSH OR LABOR TURN-OVER

HIGH SPEED—Recommendad for liver sausage In cellu-

lase (C.M.V.2. O M.P.) or plastc canings.

LOW SPEED—Recommended for Sver sausaga In natural

casings and AC casings. Nete: Avoid rotatiog or “whip'™

With natural casing product.

COOLING—Best results when sausage ‘s cooled to 88°F
0 G°F, chill Immedistery folioming masssging.

Usuad peactice: Feed from watar Lath at 70°F.

Discharge (o chil bath with ice wter




GRIFFITH’S

MODEL
MODEL
MODEL
MODEL
MODEL
MODEL
MODEL

NO. 475-1000 100 HP
NO. 460-1000. . . . .. 60 HP
NO. 588-1000 . 85 HP
NO. 457-1000 50 HP
NO. 450-1000 . . 50 HP
NO. 455-1000 50 HP
NO. 528-1000 28 HP

GRIFFITH LABORATORIES

1415 WEST 37TH STREET, CHICAGO, ILLINOIS 60609
UNION, N. J. + REMINGTON, IND. * UNION CITY, CALIF. + LOS ANGELES

) 100 horsepower Dual Plate
Mince Master® Emulsitier

STILL THE BEST

GRIFFITH'S MINCE MASTER” EMULSIFIERS

From preground meat to coarse or fine textured emulsion in half the time of
conventional “silent cutters” . . . that's the proof of the Mince Master®
Emulsifiers’ superiority. The basic design that modernized emulsification
remains unchanged. A steady suction pulls the material through sn
arrangement of blades and perforated plates. The replaceable plates are
avaitable with different sized perforations enabling you 10 preduce emulsions
of any of & wide variety of textures. Because the processed material

pours from a stainless steel tube, operations can
be streamiined in your Ssusage Kitchen. Maintenance and sanitation are
simplified due 1o the easy sccessibility of the cutting chamber. The Mince
Master® Emulsifier gives you increased production capacity, less handling and
trouble-fres operation.
A 60 horsepower model and other variations are available. For more
information call or write today.

GRIFFITH DESIGN AND EQUIPMENT CO.
4802 0. MORGAN BTRELT, CHICABO, ILLINGSS
DAVISION OF GRIFFITH LABORATORIES
2/e23-7808

* Design and Construction of the Griffith Mince Master® Emulsifier

|3 C & MS accanted

Beyond




100% Fat Solubility

GRIFFITH
CARRIES
YOUR

INVENTORY

AND MAKES PRODUCTIVE SPACE AVAILARLE

INTRODUGING

GRIFFITH'S UNIT-PACK

hat eliminates the big |
[

mixing. Raleases
saures uniform

5 GRIFFITH'S ?W SPICES

AND NATURAL GROUND SEASONINGS

o\ Without Douli-
s Your Best Assurance of

PURE Spice Flavor

and of

Typical Microorganism Counts on Commercil Semples
Before and After VACUGAS® T: vent

Antioxidants, purified spices, Vegamine, Emulsifiers, soy protein
Concentrates, Liquid Smoke, Chill Milled Spices and more...




Hot off the Grill!

Grillable Coatings

Perfect for BBQI

oo Mrodet

a —

éyond

Boundaries

Fresh, Authentic,
Convenient, Versatile.

B—

o~

C>ormmm....

NO GLUTEN ADDED

Codtling System

* Celoc dsease offects opprosmaiely
1% of the population. but the number

* 25% ot consumers are frying o avold

guten in thek dete.®

* Over the next five yeors, sales of
guten-free products are expeched
fo exceed $5 bilion in the LS* with

double-digit growth In both Canada

and in the US*

Bread Crumbs, Adhesion systems, Coatings Systems for baked and fried
applications, Flava Glazes, Authentic liquids systems, flavors and more..

» on Y7._ ¥ ml
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The NEW Consumer

e Convenience
e Health Awareness
* Individualism

* Digitalization
* Experience Seeking
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The NEW Consumer

e Health Awareness
e Individualism

* Digitalization
* Experience Seeking



Drivers

Working women

Multitasking

Changes in household structure
Expectation of immediacy

Time is the most precious commodity




CHANGE IN POPULATION BY AGE

2017 vs. 2007

“““\““Hh. .||H““|||||h|...
\ '|
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Key Drivers:
Age and Gender

e Seniors and 20’s —
First group has
money, Second lack
of time and skills.

“Tlamt © Women —

lllllll

responsible for
food = demand for
convenience.

Beyond



* Busy, “on-the-go”
consumers place a
premium on convenience
packaging.

[53%]

[50%]

[39%]

+ Today, the average meal [39%]
e, '/ [34%%] 50

minutes. (l Bn

* 1965: consumers spent
an average of 2.5 hours
preparing meals.

The NPD Group’s 21st Annual Eating Patterns
in America, Americans are motivated by
convenience first.

(— Béyond



Powerful Motivators to eat at home

* Saving money

—69% of consumers believed is less expensive
than eating out

* Staying healthy

—92% - “it is healthier than eating out”
* Strengthening family ties

—93% of consumers ranked “sharing meals” as

the most important activity to connect with their
families

C"s Source: The NPD Group. 2011



SLAMS SERVED

24 HOURS DAILY
NEVER CLOSED




On-the-go
Quick Prep
Ready to Eat
Ready to cook

Mini Meals

g

{ BERTOLLI
BERTO



http://iris.gnpd.com/sinatra/gnpd/images/zoom&id=10142054&pic_num=0&origWidth=976&origHeight=505&xOff=0&yOff=0&destWidth=835.5&destHeight=757.5&rotation=0
http://iris.gnpd.com/sinatra/gnpd/images/zoom&id=1018118&pic_num=0&origWidth=976&origHeight=505&xOff=0&yOff=0&destWidth=813&destHeight=757.5&rotation=0
http://iris.gnpd.com/sinatra/gnpd/images/zoom&id=985260&pic_num=0&origWidth=976&origHeight=505&xOff=0&yOff=0&destWidth=579&destHeight=757.5&rotation=0

Work life balance, little time, multi-tasking, etc. are creating a
crossover between food and other categories such as retail,
fashion...

Wash

& Coffee

Amsterdam

Beyond
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The NEW Consumer

e Convenience

* |Individualism
* Digitalization
* Experience Seeking
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Drivers

* Aging population
* Obesity concerns
* Food Safety

* Information availability

—




* Obesity has
become a global
problem

HIGHER HEAILTH CARE
COSTS COMPARED

TO A PERSON OF
AVERAGE

 May be responsible
for killing more
people than

CEHILDREN <
UNDER 5 ARE

OVERW EIGET

Thats almoset 7757

WORILD' S X
FATTEST

malnutrition. CoumTRITA

FSha

11"
overwoight

* According to the _
WHO, a sedentary = -x==-

overweight

——pe—
E—

lifestyle contributes -
to 2 million deaths
a year.

oversweight

EIRIEBATI
3.6
overweight

Ir: Japar.
abovt one-in-
every-20 adult
wornen is obese.

e However...renewed
awareness of what =&z
we eat!

Jordan. one-irn-
Source: IBM, World Health Organization

three in the United States
arid Mexico. arnd segs o
severs-in-10 in Tonges.

OEBESI'T W
WORL DWW IIDE

1.5 BILLION

ADULTS A REOVERWEIGHT

AND THE PROBILEM IS

GROWING

OF THE WORLD 'S POPULATION
LIVEIN COUNTRIES WHERE THEY
ARE MORE LIKELY TO DIE FRONM
OBESITY THAN MAILNUTRITION

BY TEHE

NUOUMEERS:- YOU N D TO BURN
200 ¢ 300 2500
b = CALORIES

TO DROP
A SINGLE
POUND OF
BODY FAT

ARE OBESE.

TEHATS MORE TEHAN

.'I.O o

OF THE ADULT POPULATION

Thats abour
9 howurs on the

~~. clliprical

OBESITY

BILLION

ANNUAL HEALTH
CARE COSTS FOR
OBESITY IN THE
- AND CANADA

SEVERELY OBESE
PEOPLE DIE UP TO
IO Y EARS
SOONER

THAN THOSE OF
NORMAIL WEIGHT

Overweight
and obese
are defined
as abnormal
or exvcessive far
accumulation that
mray impair health.

ACTOSINJURYLAWYERS COM

BMI=-IEKG/M*=

Body mass index (BMI) is a simple index of weight-for-height
that is commmonly used to classify overweight and obesity
in adults. To determine your BMI. divide your weight in
kilograms by the sguare of yvour height in meters.

(For those that dont do metric, thats your weight in poun
703. divided by your height in inches squared. or 7031Lb/.

>25 >0 >335 40

Overweight
Obese™ Obese Oomc

WHAT'S
YOUR
BMI?

Ay Avicn populations develop mopative Roalth consequences ot o lower BMI than Camucasians. some nations hane

rectefined obesity: for the S nese. obesitiy is amy BMI grooater dhas




FIGLIRE 2.
Prevalence of overweight (body mass index = 25 kg/m®) by gender, 2005 and 201 5.

Mean aged 30 years and alder, 2005

* Worldwide, by 2015: N

— 2.3 billion adults will be W

overweight (250%
increase from 20 yrs ago!)

— 700 million will be obese

* Obesity does not =
always impact Menaged 30 years andolder, 2015
industrialized societies,
in developing countries m > x 3
as well. N
|

216-48.5%
B0-T4. 5%

- ETE%R
Ho daky
g:;/@M, World Health Organization


http://patientadvocate.files.wordpress.com/2007/12/ibm-on-obesity-trend.png

Signs for future
management of Obesity...

e US government sends out
obesity Swat team

* Obesity epidemic in
Australia

 Government health project
in Brazil

e Fat Tax on Food

g:;/@M, World Health Organization




China's food safety woes now a global concern
Pet food crisis focuses attention on frightening potential health hazards

ot Herajh g

N i — et SO :
AP Associated Press : i o W . com v S iy (‘ Asla -
. - ——
updated 1:40 p.m. CT, Thurs., April. 12, 2007 T (ﬂ\ o | :v:“* €

SHANGHAI, China - The list of Chinese food
exports rejected at American ports read="
chef's nightmare: pesticide-laden | (Y\Q‘c\t
drug-laced catfish, filthy plums and

contaminated with salmonella. path"®

: . o\ e z o Mne..
o e . 5. 4R “§af oo P oo . Outsourcing makes tainted food hard to trace
contaminated wheat gluten, to focus { <gé=* § { Use of outside suppliers, many brand names adds safety issues, critics warn

public attention on a very real and frigh
Ap Associated Press
updated 11:56 a.m. CT, Sun., Sept. 2, 2007

WASHINGTON - Try searching for a culprit in
the 90 brands caught up in the recent recall of
canned chili, stew and other products, and you
weave back to a single manufacturer.

In recent weeks, scores of cats and dogs |

Amnmsiom= bnmsiom Aimd o Lo mne Fmilisem ol mmnm A o

That also was the case in recalls of spinach,
pet food and frozen meat.

Companies increasingly are paying others to
make the foods we eat — or the ingredients in
them — and then selling it under multiple brand
names. And that has prompted a growing
debate about food safety.

2011 Top of Mind

survey by The
' Unseen danger in bagged salads
co n S u m e r G OOd s E.coli in your veggiebs? At least 2E,|(Jbeople in 3 states repor

Forum ranked Food

Chief consumer correspondent —
NBC News

Safety #4 a s a G Ioba I updated 4:00 p.m. CT, Wed., Aug. 30, 2006

This report aired on Dateline NBC, April 30,

ncern 2006,
ource: MBU Food Safety Policy Center, MSNBC,

f@nal Herald Tribune Sept. 15, 2006: News of E.coli in spinach
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More than 70% of consumers
from the US and western
Europe read labels on food
products

Though differences among
countries are small, Italian
consumers are the most likely
to read food labels, while
German consumers are the
least likely.

Women are more likely to
read food labels than men in
all countries

Source: Iconoculture Mar. 2012

Percentage of US and western European consumers
who read ingredient labels on food products

Spain France Germany

Base: US and western European total age 15+

Note: Data resemble the national population in the US, France, Germany and the UK. Data resemble the
anline population in Italy and Spain.

Source data: September 2011

Beyond



Avoidance = Active Management

e Low fat
 Low carb
e Sugar free

Digestive Health

Longevity

Mind/mood N
Slimming Foods 6\0%
Functional 0(**“?%

: : Q@& ™
ingredients VS




The Jum-plate guides the eating rhythm through
light signals: when you take a bite from the plate,
the plate will light and slowly put out. When the
lights are down, you can take a next bite.

.......
I i

......

.....

% Sk o $ 5 5
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The NEW Consumer

e Convenience

e Health Awareness

* Digitalization
* Experience Seeking
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Drivers

* People creating their own life paths and life
stages as they think best, rather than simply
following their parents and tradition

* Society accustomed to faster, flexible and
tailored solutions

* Changing value proposition

—



K CUPS HOME BREW

1 minute Q U A L I I I
No waste - Often most of the pot is : F L Avo R
set brew sizes for what you need B poured down the drain :
No mess - Just pour in water, [ D E L I v E R
place the K-Cup in,and put your | HEREESEL Wash and clean the coffee  F I YY)
mug um:/er : : pot and maker :
Each person selects their e
own flavor : : :
 PERSONAL

per cup average per cup average




Benefits for your own creations... the Personal

retailer?

There’s a new wrinkle in the product-
personalization trend: consumers proﬁting
from their creations while benefiting the brand.
Beverage company uFlavor will soon enable
customers to dream up flavor combos, adding
the option to test and sell the drinks via social
media. Converse is testing a Facebook app that
lets users market their custom-designed sneakers
to friends (receiving freebies in return for sales).
And the Kaiser Chiefs let fans select songs and
artwork to create their own version of 2011’s

The Future Is Medieval—then take a commission
on sales.

TSy
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Open 8am-2pm mon-fri & Bam-3pm sat & sun

: www.slappycakes.com

/
-
4 2 s f

MAKE PANCAKES

AT YOUR TABLE!
Pancake batler. made from dcrateh daily!

CHOOSE A BATTER PICK YOUR FIXINS ADD SOME TOPPINGS

8 oz. Bottle 2
SWEET 1 SANORY LS

Chocolate Chips _ Crispy Bacon Lavendar Honey
White Chocolate Chips Crumbled a Peanut Butter
Gluten-free Butterscotch Chips Chori Lemon Curd
Peanut Butter Apples nyggg 53&‘:39_3 Organic Maple Syrup
Sweet Potato Bananas Cheddar Lheese

Blueberries** Valdeon Bleu Cheese
Toasted Almonds Goat Cheese
Hazelnuts Peanut Butter
Walnuts Chopped Scallions
[ Pecans Roasted Mushrooms
- www. Joshandashlegysworld.com.

PANCAKES + DRINKS + FUN!

Make Your Own Pancakes, Right at your Table!
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The NEW Consumer

e Convenience
e Health Awareness
* Individualism

* Experience Seeking
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Drivers
* Advancing technology driving 24/7 connection

* Consumers using digital devices to access,
connect with, buy and review food products,
services and brands... Everything is smart!

* Sharing the message... the humanization of
Technology

—
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00 Cooking tablet
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& Recipe reader

88 & 10des de selson

50 Bttt

——
R

. A e shon ban e
ove p——"

PO ——

— 1], ey
EE

e ——
=~ N —ee s




.II“ AT&T '::\

Eats™

Your Guide to the Bea! Restsurants in America

O Nearby

Cities & towns

r top 100 lists and more

% Settings
i About Us

eee More...

ASAAA RS LS ALARAL AL

Q Kobe Beel

—__—‘__—”
al “Charles, look! He’s sending his first text!”
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McDonalds QR-code Shows Nutrition Ay ! =
Information e e
McDonalds Japan uses a lot of QR-
code technology as marketing tool. v KPR K
The QR codes on placemats and o B

product packaging lead you to
McD Id’ .y . ' ~ugzt A D R (3 B8 0120-010-916 (EHWEN S
cDonald’s nutrition site. | MR CRRME
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The NEW Consumer

e Convenience
e Health Awareness
* Individualism

* Digitalization



Generations and Genders Agree!

FIGURE 6A:

Porcentage of American and British adults who agree:

. Millennials (21-34)

An indulgent snack’
meal every once in a
while gives me a mice
break from the day-
to-day grind

Life iz too short not
to have an indulgent
smack/fmeal every
once in a while

Ewven if money is tight,
| deserve to splurge
on a mice meal every
once in a while

There is so much
pressure to have
perfect nutrition habits
that once in a while |
need to indulge myself
and take a break

| wish that | wasn't

reminded of how |

should keep a healthy

diet to improve

my Lifestyle every

— time | turn around

. Gen Xers (35-47) . Boomers (48-57)

FIGURE 6B:
Porcontage of American and British adults who agreo:

. Mazle . Female

An indulgent snack/meal every
once in a while gives me a nice
break from the day-to-day grind

Life is too short not to have
an indulgent snack/meal
every once in a while

Even if money is tight,
| deserve to splurge on a nice
meal every once in a while

There is so much pressure to
have perfect nutrition habits that
once in a while | need to indulge
myself and take a break

| wish that | wasn"t reminded
of how | should keep a healthy
diet to improve my lifestyle
every time | turn around

Source: lconoculture



Experience Seeking

* Millenials or Generation Y
* Largest generation in the US (95 MM)
* Born between 1980 and 2003...

— - Béyond



7 70/0

of restaurant goers report that they (0)

order what they crave when they 69 A’

go to a restaurant
ranked
taste as top
priority

Variety, bold flavors, customized options, and healthful menu
offerings are contributing to growth for the restaurant industry.

3eyond

www.ift.org - PR
—



It is not only about buying food... it is about the experience with food!
, Spain

e 1stfloor: traditional market
e 2" floor: tasting and snacks

e 3 floor: a terrace with
restaurants and bars...




Kitchen restaurants allow consumers to make
themselves feel at home.

The wall between the kitchen and the restaurant dining
room has been disappearing—allowing curious customers to
watch the cooks in action—and now some restaurants are
conflating the two altogether.

For example, The Kitchen Restaurant in Sacramento, Calif.,
offers a six-course meal, with diners encouraged to make
themselves at home. Chef’s Table at Brooklyn Fare, in
Brooklyn, lets 18 guests watch the chef cook 20 or so small
plate courses.

The concept lets curious foodies feel like true insiders and
“unwraps the process” for patrons, providing the behind-the-
scenes view that consumers are increasingly interested in.

&




Countering austerity with laughter, enjoyment and
reward through our food.

Bub leologg

The Delicious Science of Bubble Tea

Bubble Tea is a wide variety of refreshing
flavored fruit and milk teas served ice cold
or piping hot with chewy natural tapioca
balls that you suck up through a fat straw!




Food that hovers in the air is
surely stuff of science fiction?
Not anymore - we’ve seen them
in action and boy are they fun!

Designed by Astrochefs.com they are
capable of lifting up to 400g up to a height
of 1.5cm. They come in various sizes
starting with the UFO.OD-Mini, which is
perfect for lifting small artifacts, toasts,
amuse-bouche or tapas.

The base can easily be hidden undemeath
a tablecloth or attached to the underside of
the table for an even more dramatic effect.

The largest version can hold up to 850g at
a height of 4.5cm, perfect for plates, even
bottles.

LED coasters can be attached to the
levitating part which then glows in the dark
for extra inter-galactic fun!

View the video on the link below to get the
full picture.

videos_html

Levitating Plates

Bet Heston couldn't believe his eyes
when he found this gem!
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As informality spreads, the appetite for street
food grows as well.

This style offers simple, tasty food inspired by
authentic street trading served in a
contemporary context.

Street food constitutes up to 40% of the daily
diet of urban consumers in the developing world;
2.5 billion people eat street food everyday

The simple, yet, exotic flavors make street food
cuisine increasingly popular dishes. Influenced

by all regions of the world.

Is not just a small snack anymore, but a slice of
the culture from which it originates.

Source: Streetfood.org, United Nations




Korean BBQ-To-Go
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All of this is creating a new
value equation for consumers...

Value is not always about
the pricel!l

Balance between Price &
benefits it delivers to
specific individuals

Beyond
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Consumer-driven
Innovation Process
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-
Improvement of the Innovation Process

* Proactive delivery on a broad range of changing consumer needs

* Link to long term strategy to drive differentiation, strengthen position in
marketplace

* |dentifying and leveraging key experts/capabilities/tools internally & externally

III

e Allowing for building of a strong “intellectual” foundation of ingredient, process and

application expertise & excellence

e Ability to build customized value and competitive advantages for customers not
easily imitated by competition

FUNNEL TUNNEL
Projects will be Created and Rationalized Projects will be Developed and Launched

— ;f;\

e T Product Launch and
Idea Phase Concept Phase J Feasibility Development |Scale-Up Phase | 'mPiementation) 5.5 Sunch
Phase Phase Enase Phase

(— Beyond




Consumer
Trends

—ﬁk

Convenience

Individualism

Digitalization

Health
Awareness

Experience

Innovation Platforms

Food Safety

Health & Wellness
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Innovation Structure

INNOVATION TEAM FUNCTIONAL AREAS

Chemistry Product EXTERNAL PARTNERS
Development
Customers
Regulator
&) Process 8 y
.9 Analytical Universities
c Chemistry
> | Culinary — —
%2 | oricin Global Griffith
= : £ Companies
o |
O - Sensory
| Sales Suppliers
|
|
|
- Con§umer Purchasing
6 Insights



Product Development Transfer

Innovation

Technology
Toolkit

Product
Development

Technology
Applications

Customer Beyond




Product Development Partnership

Innovation

Technology N
. Scientific
Toolkit
Methodology
Product

Development

Opportunities
For Exploration

Technology
Applications

Customer

(— Béyond
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Consumer-Driven Innovations

Health & Wellness @ NaRedux" &iCleaning

Swv\(alcCOOkMSs’ BLU’S{

Beyond
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The Future
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Consumer Drivers in the Future

Health Awareness will increase in priority

Natural “high-performance” ingredients

Global focus provides opportunities and learning

* Flavor, Flavor, Flavor
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Summary




-
Innovation begins with Culture...

Innovation is our heritage at Griffith, we must sustain this excellence and passion for
creating unmatched value for our customer and the food industry!

“if you expect to stay in business a long time you must
give value and for that reason every person in our
organization is an important cog”......... “Value”

“if you perform a service for your customers by showing
them how to use your products along with improved
methods which enable them to expand their business &
make it more profitable, you always find a welcome.” ....
Capturing additional value!

“Griffith Laboratories from its inception has been a
teaching company- ....... Salesmen not only sold
merchandise which our organization produced, but they
have shown customers how to do things better.”........
Differentiation!

6 Source: Carroll L. Griffith, The Savory Press: Volume 4- Number 2, April 1964




