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it started as a joke and got cut of control
— Paui Newman
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“Our missiown is to make
great-tasting, high-quality

food and continue Paul
Newman’s legacy of donating
all profits to charity.”
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Newman’s Own
Foundation uses
the power of

giving to help
transform lives
and nourish the
common good.

FOUNDATION




CORE VALUES T

i Purpose
Trust &
Respect Freedom to

Dream

Serious Fun

Quality
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Supported Organizations

« Nutrition Cohort

- Camp Korey

« Connecticut Council for

Philanthropy

- Connecticut Veterans Legal Center
- Dynamo Academy

- Edible Schoolyard New Orleans

- Edible Schoolyard NYC

- Fair Food Network
- Farmer Veteran Coalition

- Flying Horse Farms

- FoodCorps

- Green Chimneys

- National Alliance for Hispanic

QOMP&Mv

- National Farm to School network

- Net Impact

- Partnership with Native Americans

- Roundup River Ranch

- Safe Water Network

- SeriousFun Children’s Network

. Service Women’s Action Network
Shining Hope for Communities

- The Discovery Center

- The Food Trust

. Tufts Friedman School of Nutrition
Science and Policy

- Victory Junction
- Wellness in the Schools
- Wholesome Wave
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50,000,000+

Foundation’s donations since 1982
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What could be betier +han to hold your hand out to
people wino afe legs fortunate than you are?
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of consumers would rather buy a product that
supports a charity over one that does not.
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The salad dressing
market share 1s worth:




The salad
dressin
seqment fiks

ko a much

larger industry
with ‘



2015-2019 Total
Sales Estimate
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2015-2019 total

estimated sales

when adjusted
for inflation
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o 18% vegetable

= — market growth
“‘_x - since 2010;
- i 90% of vegetables

market




Artificial

Ingredients
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Premium Brands

Highest Prices
Makes up for it with quality
organic ingredients

-t o]
LITEHOUSE N\Ille:g

Mid-level Brands

The is the middle ground on price
and ingredient quality.

It seems that some customers
would rather pick an extreme
than settle in the middle.

Store Brands

Lowest Prices

Purchased by the consumers that
think all dressings are the same
or would rather save money.




Ranch is the choice of consumers for nearly

40% of their salad dressing consumption
opportunities.

The average American eats salad dressing
about per year. Ranch holds double
the share of dollars and units of the next most

popular dressing.
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Lel’s Erv some salad
dressing










Hidden Valley Ranch

Kraft

Private label

Wishbone

Ken's Steak House

Newman's Own

Brianna's

Marzetti Olive Garden

Girard's

Maple Grove Farms of Vermont
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Hidden Valley Ranch

Kraft

Private label

y
n's Steak House

Newman's Own
Brianna's

Mar/en |
Girard's

Maple Grove Farms of Vermont

100

150

200

Million U.S. dollars

250

350

400

450

500
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Premium Brands
. . Q - .
e Highest Prices R o [TEHOUSE >
e Makes up for it with quality - N“ues

oroanic inoradiaentc

Mid-level Brands
e The is the middle ground on price

and ingredient quality. o Qé
It seems that some customers 9T . ‘HlddeanHey) @

would rather pick an extreme
than settle in the middle.

Store Brands
e Lowest Prices
e Purchased by the consumers that
think all dressings are the same
or would rather save money.
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$2.36 $2.98
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$2.36 $2.98
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advertising

WISH-BONE ™ HELPS YOU
B MORE OF THE VITAMINS IN YOUR SALAD
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consumer

current target _
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ey findings
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100% profits to chariby

health conscious ingredients
Paul Newman’s brand relationship

company Fmr&v\ershi;ps




wealkinesses

lack of knhowledqge/context about Paul
Newnan

Little advertising efforts

behind it markel sales
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customizabkion

cause marketing







popularity of ranch

Hidden Valley, Kraft, Wishbone, Ken's

Steals House, and private labels ahead
A sales

stagnant salad dressing aco&egorj
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looking forward

Why are people eating salad
and salad dressing?

What are the buying habits of the
salad dressing consumer?

What does our tarqet acéuatij
about salad dressing?




J
[

you
ons?

.

. Dakad
« N
&
S 3
o £




