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Building and retaining

foodservice customers through

innovation and new product S
development.... DN
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We Started From Simple
Beginnings...
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To Become Europe’s Leading

Cooked Meats Ingredients
DAWN

Company... FARMS
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Putting Customers At The Heart . .
of Everything We Do... De
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We aim to be the COOKED MEAT
INGREDIENT PROVIDER OF CHOICE to af
least TWO OF THE TOP FIVE players in our

TARGET SECTORS, across identified

geographic markets.

Our objective is to achieve
15% Year on Year Sales Soye
Growth ?’ﬂk’r’ng
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'm lovin' it

And Supplying Some Of The
World’s Leading Food s
Brands... FARMS

EEEEEEEEEEEEEEEE
MAKE GREAT FOOD



We are a Specialist Producer of Cooked
Meat Ingredients....

GREAT INGREDIENTS
MAKE GREAT FOOD
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FARMS

GREAT INGREDIENTS
MAKE GREAT FOOD

Chicken Strips and Meatballs
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Our UK Specialist Cooked
Bacon Facility RS
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Cooked Bacon, Roasted Vegetables
& Sausage Products...
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INNOVATION IS EVERYONE'S
RESPONSIBILITY

wWement in 2012

¢ Lean Fully Developed

« Wor e'D@e On Customer Service Mo
rHuge Gains
ur Digital Year

Analytics On Future Trends/M
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LEAN
MANAGEMENT

—

Ledn S B0 _
platform for \HANGE

It iIs not painless but it is a

JOURNEY not a destination.
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By 2025 two-thrrds of the world’  pop
L ha hwng under.siaaier Sl‘f'..__':.f,“.‘.;;.?. ..

Agrtculture uses _769 iaf the world s freshWater
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SINCE 2010 WE HAVE ACHIEVED: 4

40% ENERGY REDUCTION | 95% WASTE DIVERTED FROM LANDFILL ==
50% WATER REDUCTION | 20% REDUCTION IN CARBON EMISSIONS
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A LEADER IN Sclence and
Iigovahon
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‘aking Products From
NSIGHIS G CONCEPT 1o
PROBI auncnh...

IDEA GENERATION/
EXPLORING OPTIONS

N E C T A R

NEED EXPLORE| CREATE TEST ACTION REVIEW

REALISING AND EXECUTING THE CONCEPT
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Synectics creative ideation session: ‘Build new menu heroes’

1. ‘I wish for heroes to beat the competition and fill menu gaps...’
2. ‘| wish for a beefy challenger to the Golden Arches...’

A4
IESTING
Kitchen and consumer
Prototype ‘Beef Burger’ concept built and tested in kitchen
Subway customisation and ‘Eat Fresh’ positioning built in from the start

ACIION & Keview.
Launchl!

‘Beef Burger’ becomes ‘Big Beef Melt': a hot, melty, delicious sandwich
to fit the value layer of £3 Lunch. Consistently driving traffic to this menu
segment...



CUSTOMER: ) |55 JAND 2 (2 Lo { SIVIARKET TREND

« Subway has a strong ‘healthier’ perception
 Their philosophy is simple: ‘Eat Fresh!’

£3 Lunch very successful and kick-started traffic
growth in the UK and Irish markets — but needed a
line-up of Subs to drive the benefits home to
consumers...

Trend-based ‘task headline’ from Subway:
Build new menu heroes for the value layer!

Tangible benefits Ensure ‘tangible benefits’ to differentiate new
Focusing on proof of real tangible benefits

and established quality products from existing main menu




BIG BEEF MELT

100% IRISH BEEF
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DIGITAL COMMUNICATIONS....

ENHANCING ENGAGEMENT WITH CUSTOMER NETWORKS

NECTAR = FOOQDPLUS »




DIGITAL COMMUNICATIONS....

Ensuring tfimely and effective communications

Innovating Together | We hope you enjoyed the session
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2 DAY
1. Consumer & Food Trends

LICK HERE TO READ

Click here to access the Ebook
version of this presentation >>

2. We Went On Safari Across Dublin

Click here for your visual safari
highlights >>

J. Trends + Insight + McDonalds Need = STREET FOOD MANIA

Click here to view the visuals of the concepts that
were developed >>
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15% YEAR ON YEAR

SALES GROWTH

Innovation

Urgency &
Focus g Y

Speed
Build T —— * =] -
Relationships st | Competitiveness
Positive EalcLe Growth &
Momentum Lean s Direction
Machine i
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The Leading Cooked Meat Ingredients
Company In Europe



