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USPB Mission Statement

Maximizing Return on Grower Investment

The mission of the United States Potato Board is to increase
demand for potatoes and potato products through an integrated
promotion program, thereby providing US producers with

expanding markets for their production.



USPB Long Range Plan- 5 year

Maximizing Return on Grower Investment

® Growth will come from innovation, consumer-based offerings
developed from research and new markets; without innovation

and new markets there will be few growth opportunities.
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USPB Strategies

Maximizing Return on Grower Investment

® Increase usage of US potatoes and potato products
® Expand markets
® Improve the competitive position

® Present a favorable image of potatoes to the public
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US Potato Production

by Category

1,000CWT | 2010 | 2012 |% Change
On Farm, Livestock & 32,162 39,764 24%
Cnd

Seed 20,621 23,706 15%
Chips 54,508 56,349 3%
Dehy, Starch & Flour 40,498 58,590 45%
Frozen 149,077 165,822 11%
Table-stock 107,407 118,535 10%

Total 404,273 462,766 14%



US Potato Exports as

Percentage of Production

Total Exports
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US Potato Exports

in 1,000 CWT
ot | o | o |z
Seed
Chips 6,557 4,274 4,507
Fresh 5,488 8,090 9,456
Dehy 10,074 14,351 17,114

Frozen 19,987 27,651 35,077



US Potato Exports

Value (by Percentage)
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US Frozen Potato Products




Frozen Potato Exports
Protect and expand

US market share

{ Er, The Shoestring Fry




Local & Global
Competition




Shoestring Fry Competition-

Very Global

J.R. Simplot (2)
Twin City Foods

Oregon
Lamb-Weston (2)
J.R. Simplot

Logan International
Heinz Frozen Foods

Idaho
Lamb-Weston (2)
MecCain Foods
JR. Simplot (4)




Major “North American” Potato Processors
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Why Buy US Fries? aka WBUS

Project initiated




Why Buy US Fries? aka WBUS

Project initiated in phases

e Foundation / Preliminary Work

e Benefit / Attribute Research

e Message Creation

e Material Development /Implementation




2 types of research conducted

® Foreign market and buyer ® Benefit/ Attribute laboratory
understanding and research, work to compare the highest
and message development in fry products physically at
various international markets Oregon State University’s

FIC




OSU Laboratory research

L

Food Innovation Center, OSU

“@LE.WI YOUR PROFITS With US Fries

The Food Innovation Center
(FIC) of Oregon State
University is a state-of-the-art
independent food laboratory
located in Portland, Oregon.

It is known for its extensive
experience in food product
analysis, new product
development, agricultural
research and knowledge of
global markets.




OSU Laboratory research

FIC Research

- Tested frozen shoestring fries produced by
multiple processors in the US, Canada and Europe

- All samples purchased in the international
markets in Asia and Latin America

- Purchased highest quality product available in the
markets

- Conducted extensive evaluations of length,
moisture, oil content, quality and yield.
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Main Research Outcomes

Why Buy US Fries?

. Profitability
« Superior Quality Fries
« Consistent Supply Chain

- US Potato Board Support




Main Research Outcomes- Profitability

Profitability

The FIC research
documented that US
Extra Long Fancy
(XLF) fries provided a
higher percentage of
long fries than the
highest grade fries
from competitors.

?—@mmm US Fries

It’s the Potato!

More: Volume

Volume of 1 kg of Frozen Fries

Canadian European

F{m W YOUR PROFITS With US Fries




Main Research Outcomes- Profitability
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Your Profit Example
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Average Price Per Serving

13 More Servings US vs. EU
X
$1.25/Serving = $16.25

Cost Differential Between
US Fries and Competitor Fries

US XLF $20 - European $18 = $2

Your Additional Profit

$14.25

%——Ewwm PROFITS With US Fries




Main Research Outcomes- Quality

%

Superior Quality Fries

US Fries have the taste and characteristics
your customers want
Appealing Color
Appetizing Texture
Delicious Taste

ﬂh—@._mm US Fries




Main Research Outcomes- Consistency

K]

Consistent Supply Chain
- Dedicated US Growers K]
N eira o b oo Ars USDA Grade Standards L

Processing
- USDA Grade Standards

USDA Frozen Fry Length Specs
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30% are longer than 7.5¢cm (3")

15 Extia Lang Feuicy 80% are longer than 5.0cm (2")

15% are longer than 7.5cm (3")
US Loy Famey 70% are longer than 5.0cm (2)
Us Medium 50% are longer than 5.0cm (2”)
US Short 50% are shorter than 5.0cm (2”)
Other Countries Mo Standards
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Main Research Outcomes-

USPB Support Programs

US Potato Board Support

« On-Site Training

- Tailored Seminars

- Educational Materials
- Promotional Support
- Representation

%—-Eln-mmm US Fries
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Feedback and
Material (Creation




US Material Creation- “Grow Your Profits” brochure & presentation
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Including research results from the
Food Innovation Center at Oregon
State University




US Material Creation- Plastic Cylinders




US Material Creation- demo clip

Why Buy

US Fries

Demonstration
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Profitability Demo
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WBUS activity
implementation 1n
the 1nternational




Training of the reps-

Asia and Latin America
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International Material Adaptations- Vietnam
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International Material Adaptations- Vietnam




International Material Adaptations- Thailand
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International Material Adaptations- Korea
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International Material Adaptations- Japan




Japan version video
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US Frozen Exports
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WBUS Outcomes-

* # of chains/ operations switching to US or

upgrading to US frozen item(s)

FY13 = 28



WBUS Outcomes-

* Increased sales of US fries- other than just

shoestring— additions

FY13 = 48
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