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INe evolution of our food journey
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What s the value of the Industry?

Global food industry New Zealand agri-food
— US$16 trillion in sales — US$25bn exports
— (Links to another U$8 trillion in — 3% annual volume growth
other industries) — 5-6% annual value growth
— 1-2% annual volume growth — 0.4% of global production
— 4-5% annual value growth — Food for 0.4% of the global population
— Our exports equate to 0.15% of global
revenue

— QOur exports have a retail value of >$200bn

— New Zealand has the worlds lowest
value-add/agri-food hr worked



INe landscape: disruptive food opportunity
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Ihe NZ dliemma

Estimated
retail value

NZD$37 billion

$0.25 trillion
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What are the global frends?

Sustainability Fusion technology .. -
. . . . Dining paradigms
defines the farming triggers agrarian .
. . respond to lifestyles
conversation revolution

‘Free from’ food
attracts premiums

Health frames the
food conversation

New competitors
emerging

The bok choy effect
shapes global diets

Alternative proteins
gain traction

The passion of the
food producer wins
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INe global opportunity

— There are 183 private companies around the world that are valued at $1B+

— Only two are listed as food and beverage

BREWDOG BEER  f&ereri..

2015
2 28 1,050HL | 540 28 134,000HL |

EMPLOYEES +1 DOG BEER BREWED EMPLOYEES +1DOG BEER BREWED

2 0 32,000 44 iy
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