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Total Global pork

U.S. PORK

PrOdUCtlon DOMESTIC INTERNATIONAL

Landscape 70% 30%

~20 Billion ~8 Billion
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The Question
How Do We?

Change consumer perceptions of pork?

CONSUMER

Reach the right consumers with the \

right content with the right message?

PRODUCT

Replace, stabilize and unlock growth*

CONSUMPTION

Move more pork to everyday items?
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Know the Consumer

_ To Understand Develop Actionable Insights
Determine What Consumers _____ What Matters Most to Build Trust & Add Value
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Path to Increasing
Pork’s Relevance?

Started with the consumer
Asked them
Listened to them
Meet them
Monitor

SELL MORE PORK

\.

Identified the path to
growth

Risk assessment

Consumer value at
stake

Segmentation

)

INCREASE THE
VALUE OF PORK

\.

Blueprint for success
Consumer strategy
Brand strategy
Marketing strategy




We Learned

Consumer base The decline Pork is relatable Use pork to Pork as an Create consumer
is shrinking is reversible & relevant sell more pork ingredient pull through

ROrA,
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Younger Americans
Eat Pork Less Frequently

Total U.S. Consumer Retail Pork Purchases
(Fresh) Per Capita in 2022

30.4

LBS
5.8
LBS

GenZ Millennials Gen X Baby Boomers  Silent Generation

13.8
LBS

ROrA,

Source: NPB Checkoff-Funded Proprietary Research, Circana, Point of Sale Data, 2023.



NPB CONSUMER CONNECT

consumers are
Diverse and in Charge

Account for of the U.S.
Population and Fresh Pork Consumption
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Source: U.S. Census (3-year population trend by region), Circana (3-year trend of pork consumption [Ibs])




Want & Need?

Consumers to eat
more pork, more often



NPB CONSUMER CONNECT

Seven Consumer Segments

* * *
I’'ve Got This! Stretch My Dollars Up for the Challenge
Confident Meat Eaters Tasty Value Seekers Culinary Adventurers . )
y Y Mindful Choicemakers
20.2% of Meatcase Sales 17.6% of Meatcase Sales 16.9% of Meatcase Sales

Just Get Me What’s the Connections
Through This Meal Alternative? Matter Most
Simple Feeders Meat Minimizers Culture Celebrators _ o
* Audience Priorities for
11.2% of Meatcase Sales 10.2% of Meatcase Sales 8.5% of Meatcase Sales the 2025 Campaign

Source: NPB Pork Checkoff Domestic Market Development Marketing Strategy m



MDM: Meat Demand Monitor

The MDM tracks U.S. consumer preferences, views and demand for meat with separate
analysis for retail and food service channels. MDM is a monthly online survey with a
sample of over 2,000 respondents reflecting the national population.

Mar-Sept 0 0 0 0 0 0 0
2024 MDM% 19% 12% 7% 18% 21% 9% 13%
NPB 16% 14% 8% 18% 20% 12% 11%
2023 Seg Study %
NPB CULINARY MINDFUL CULTURAL TASTY VALUE CONFIDENT SIMPLE MEAT
Seg ment Name ADVENTURERS CHOICEMAKERS CELEBRATORS SEEKERS MEAT EATERS FEEDERS MINIMIZERS

%@AgManager KANsAS STATE Agricultural Economics
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MDM: Meat Demand Monitor

. ]
RETAIL DEMAND "ACESA“QEL CULINARY MINDFUL CULTURAL TASTY VALUE CONFIDENT SIMPLE MEAT
MEASURE ($/1b) ADVENTURERS CHOICEMAKERS ~ CELEBRATORS SEEKERS MEAT EATERS FEEDERS MINIMIZERS
Ribeye Steak $17.63 110 - 95 91 95
Ground Beef $8.74 95 92
Pork Chop $7.19
Bacon $5.94

Chicken Breast $8.56

@ﬁ@ AgManager

KANSAS STATE Agricultural Economics

UNIVERSITY



Meeting
Consumers
Where They Are

Consumer
Connect

Connecting Pork to
Consumer Values,
Info Sources, and

Preferences

ey
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Marketing Advisory Group

Packers Producers Board Members

porA,



Once-in-a-
Generation
Crossroads

First in the world. Third in the U.S.

CONSUMER

Gen Z & Millennials crave

taste and flavor, balance,
convenience and versatility.

Pork is seen as “occasion

only” or value-based meat.
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Domestic Demand
Journey

. ]
=i Multicultural @
The Other @ ) Marketing ‘Nutrition & Consumer TASTE WHAT
White Meat: Be £msFired Push Insights to Action Research PORK CAN DO
1985-2005 2011-2017 2019 2021 2023 2025
2005-2011 2018 2020 2022 2024
Build Trust & Ground NPB Consumer
o Ol Add Value Pork Focus Connect
Don'th!hlah.' PONLE
PORK.
foord



What’s
Different
ThIS Time?

( Unapologetic About Pork

W “Whole Hog” Approach —
Fresh and Processed

<® We’re Not the “Other” Anythi
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What’s
Different
This Time?
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Data in Our Control
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Metrics That Guide
Decisions for Success

i

Industry Is Supportive
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Vision &
Ambition

Emotional
Connection

What We
Stand For

Brand
Promise

Building a Relevant Brand

No. 1 in flavor. No. 2 overall. Expand from "special day" to every day.

Enjoyment and the ability to unite through pork.

Authentic flavor, unapologetic enjoyment, self-expression and creativity,
making memories, and responsibility and care.

Pork brings flavorful moments to your everyday life.




Weekend + Evervda
Holiday Treat F|a\,2)’r F&’ ROIX,
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Mean Importance

Taste Leads, Indeed!

Current Month Values Shown

Protein Values -e- Mar-25 Apr-25
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NOODLE BOWL

SWEET SPICY SAVORY

BALSAMIC GLAZED

PORK TENDERLOIN

pork EASY

TASTE WHAT
PORK CAN DO.

Preheat at 350°F, Marinate pork tenderloin in
balsamic vinegar bake until the internal
temperature of the tenderloin has reached a
minimum of 145°F, followed by a 3 minute rest.

TASTE WHAT
PORK CAN DO.




Measuring Success

Showcasing high-flavor pork products.

Attracting new consumers to high-value pork products.

Creating pork dishes that customers want
and developing products consumers need.

Measuring the investment: ROI

YA YEYS

AN AN




QUESTION

Does building pork demand
matter to hog producers?

@@@ AgManager




Research Says Yes

“Production Dynamics and Disruption Responses in the Pork Supply Chain,”
Butcher and Schulz, lowa State University:

+1% increase in wholesale pork demand
= +0.7% Iincrease in market hog price

+1% increase in expected market hog price
= +1.9% increase in feeder pig price

+1% increase in expected market hog price
= +1.2% increase in early weaned pig $

UNIVERSIT

%@ AgManag_gE KANSAS STATE ‘ Agricultural Economics



Research Says Yes

“Production Dynamics and Disruption Responses in the Pork Supply Chain,”
Butcher and Schulz, lowa State University:

If 2023 wholesale pork demand stayed at higher 2022 levels
(8% difference), producers would have seen:

+4% market hog prices
+4% feeder pig prices
+5% early weaned pig prices

UNIVERSIT

%@MManagﬁE KANsAs STATE Agricultural Economics



MY POV

Derived demand market
signhals are now quantified,
substantial, & warrant MUCH
wider appreciation

@@@ AgManager
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US Expenditures for Meat & Poultry

Per Capita, By Type of Meat, Annual

Beef e e e oPOrk e Brojler

500
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Nominal Dollars

200 ....00°000oooooooo
P Y n

150

100

50
1998 2000 2002 2004 2006 2008 2010 2012 2014 2016 2018 2020 2022
M-C-16B
Data Source: Bureau of Economic Analysis & USDAERS, Compiled by LMIC 1/29/25
Livestock Marketing Information Center

info UNIVERSIT
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US Expenditures for Meat & Poultry

Per Capita, By Type of Meat, Annual

Beef e e e epPork e Broiler
Linear (Beef) - Linear (Pork)  ----- Linear (Broiler)
500
450
400
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Data Source: Bureau of Economic Analysis & USDAERS, Compiled by LMIC
Livestock Marketing Information Center

‘%@ AgManager
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Price Sensitivity

« Pork purchases are 4-6 times as sensitive to pork
prices as beef or chicken, median estimates
suggest

» Beef and chicken retail prices have less impact
than pork’s own-price

@@O AgManager

While cross-price
effects matter,
own-sector
Impacts remain
more important

KANsAS STATE Agricultural Economics
UNIVERSIT




The majority of self-
declared vegan and
vegetarian Meat
Demand Monitor
respondents also
declared prior-day
meat consumption.

@@@ AgManager

America
Plant-based ear

By Yasmin Tayag

The Atlantic Sign In

Is Done Pretending About Meat

ing has lost its appeal.

KANSAS STATE Agricultural Economics

UNIVERSIT



Let’
focus on
Growing
the Pie

@3@ AgManager

2021 Food dollar: Marketing bill (nominal) ("1 ‘Sm““‘
... a tour de force.” - Andy Haldane,

Chief Economist, Bank of England

Farm share Marketing Share,
1as5¢ | 85.5¢

HOW GREAT COMPANIES
DELIVER BOTH PURPOSE
AND PROFIT

T T T T T T T T T T T T T T T
1993 1995 1997 1999 2001 2003 2005 2007 2009 2011 2013 2015 2017 2019 2021

Note: The food dollar estimates provide the average farm share and marketing share of each dollar spent on
domestically produced food in a year.

Source: USDA, Economic Research Service, Food Dollar Series.

KANSAS STATE

Agricultural Economics
UNIVERSIT



FINAL THOUGHT

Globally, the public
wants meat protein.
Pork has an opportunity.

@@@ AgManager




More information available at

%@A&Manasmz

This presentation will be available in PDF format at:
http://www.agmanager.info/about/contributors/individual/tonsor.asp

Glynn T. Tonsor
Professor

Dept. of Agricultural Economics
Kansas State University

Email: gtonsor@ksu.edu

Twitter: @TonsorGlynn

Agricultural Economics

@@@ AgManager KANSAS STATE

UNIVERSITY
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Scan Code to
Stay in Touch

_
ROk

Consumer Focused. Producer Led.

©2025 Copyright. National Pork Board. This message is
funded by America’s Pork Producers and the Pork Checkoff.



