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Business & Market Intelligence

Cadbury Mounts ImpasBefencagainst the Kraft bid

The Board of Cadbury plc has publishing its share'

circular in response to the offer (posted by Kraft F %

Incon 4 December2@08. st ated i n

announcement on 9 INovember 2009, the Board hlqher

unani mously rejects Kr

substantially undervalues Cadbury and recommelt performance

shareholders reject the Offer. The Board is comm Iq er

maximising shareholderevahd believes that this is Iue

best achieved through the strong continuing perfo

of an independent Cadbury. R’eject Kraft’s offer
* Cadbury is a business with exceptional growtt __~

opportunities, reflecting its strong position as a un

pureplay confectionery businggh,iconic brands an __}?

leading positions in the attractive confectionery m SR
* Cadbury has also built the leading position in

nadequat

emerging markets, which has driven

Cadbury is the only global pure-play investment

opportunity i significamevenue growth and which
we expect to drive strong growth in the
future
iy ] * The first two years of Vision into
< | Action have transformed Cadbury into a
plmyer / X financially stronger, more competitive
= . - sl business which has delivered ahead of
cuntestiou s JEEEN v our plan
e ®O . v Kraftodos offer fails

i v 7 ? value of Cadburyés pe
ny and the beifits of completing the
Vision into Action plan set out in June
2007
* Following a mi@&rm review of our

plan, started in Spring 2009, we are today setting out upgraded targets for the next four years whicl
expected to deliver significant adidvadume. New |let@gm targets include:

1 Organic revenue growth@@b5per annum

1 Improved margins ofl866 by 2013

1 8090% operating cash conversion from 2010

1 Double digit growth in dividends per share from 2010 onwards
Download Cadbury defence docusnprasentation...Defence documents, pdf, 56 paayes
Investors presentationpgbges

War of wordsontinues heeen Kraft atzhdbury

Kraft Foods on Tuesday sought to counter the arguments offered by Cadbury against its £10.3bn h
bid, continuing the war of words between the two cirepamesenfeld, Kraft chairman and chief
executive, also repeated her insistence that Kraft would remain disciplined in its pursuit of the Britis
confectioner. Investors are looking for signs as to whether Kraft willaaéshaésesastier for

Cadbury, which currently values the Dairy Milk maker at 730p per share. The board of Cadbury has
rejected the bid, dismissing it as Aderisory

Read
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http://www.investis.com/cadbury_event/main-events/2009-12-14a/Defence_document.pdf
http://www.investis.com/cadbury_event/main-events/2009-12-14/investor_presentation_20091214a.pdf
http://www.ft.com/cms/s/0/d7861d9a-e94d-11de-be51-00144feab49a.html

US body approves Kraftdés bid for Cadbury

US competition authorities have approved a bid by Kraft Foods to acquire UK confectioner Cadbury
US food giant said in a note to the London Stock Exchange. Eahljdfriiisappealed directly

to shareholders with details of its cash and shares bid, now worth STG9.9 billion ($A17.61 billion),
from an initial STG10.2 billion ($A18.14 billion). Over the past couple of months, Kraft has repeated
tried to nab the Oénfectioner, and had been snubbed by Cadbury management at every turn. Kraft
has taken its bid directly to shareholders, who have until 5 January to decide whether or not to acce
the deal. The European Union is expected to rule on the takemveatyid by. JRead

General Mills Profit Climbs 49%

General Mills Inc. reported a 49% rise in fiscajismtendarnings as the packagednaker

continues to benefit from lower commodity costs and higher prices, while gettiitg a boost fro
hedging stratedyhe results exceeded analysts' expectations and the company raised its earnings
outlook for the fiscal year by 12 cents, to $4.52 to $4.9he steker. of Cheerios, Pillsbury and

other brands during the quarter jettisoned some underperforming retail products that generated net
sales of about $35 million in its last fiscal year. Its earnings have been boosted in recent quarters b
moderating corodity prices and strong sales of household staples such as Hamburger Helper,
Multigrain Cheerios and Pillsbury cookie dough, allowing the company to recently boost its dividenc
second time this fiscal yeamn interview, Chief Executive Ken Powell said the company might use
"modest” price promotions in a few categories to drive growtpetlfy dienjpr®ducts and

categories where the company will boost prdrettides have been trying to reduce the stock

keeping units, or product varieties, on their shelves. But Mr. Powell said the company's overall
distribution has widened. The cgnigsaeeing sales grow in traditional grocery stores, as well as

other locations such as dollar stores and drug stores,.h&saidl.

Government of Canada investing in Canadian pulse industry innovation

The Government of Canada is investing in new environmentally friendlyeffidiembre cost

herbicide development so that pulse farmers can continue to succeed in markets around the world.
Members of Parliament Bev Shipley (l-Kergldiddlesex) andridelLobb (Hur@ruce), on

behalf of Agriculture Minister Gerry Ritz, announced today that the Government of Canada is
contributing $772,000 to Pulse Canada to develop a herbicide that will dry crops faster for easier
harvesting. New restrictions foritlentsidues means there are fewer products available for
desiccation as harvest aids for dry bean growers in Canada. The funding will allow researchers to
evaluate what is currently available and to develop new environmentally and economically sustaina
harvesaid programs for dry beans. Canada produces nearly 10 per cent of the world's dry bean
exports, valued at $136 million annually, making it the fourth largest exporter ofwligebeans world
Last year, Canada exported more than $2 billieprdigudss to more than 150 countrigsad...

Danone to enter health products market in India

After its bitter battle with biscuit company Britannia Industries L¢ti Btld) nagr Groupe

Danone is playing it safe in its second inning in the domestic market. Six months after its settlemen
disputes with BIL, the Raaged MNC's Indian subsidiary Danone India has made a quiet entry into
the local diary market wgtfoitified chocolate milk making it to the shelves in Hyderabad. However,
Jochen Ebert, general manager of Danone India, says his company is still studying the market and
competitors to decide its moves in India. "We have to see how it (chodkdatdangistiyy we

are watching the market and activities of our competitors. We are testing a lot (of our product) and
searching the market for ideas that can work India," he told DNA Money. Two weeks back, the dair
company with brands such as Actarti@rnia that are very successful in the Europe, began test
marketing Choco Plus Milk in Hyderabad. Ebert said it was too early to gauge the response of the
market for the product but he said it would "definitely not be limited to Hydeealolad."..........
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http://www.dynamicbusiness.com/articles/articles-news/us-body-approves-krafts-bid-for-cadbury4891.html
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http://www.agr.gc.ca/cb/index_e.php?s1=n&s2=2009&page=n91214
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Martek Announc@® decreased in saldsaarth Quarter

Martek Biosciences Corporadisannounced its financial results for the fourth quarter and fiscal year
ended October 31, 2009. Revenues for the fourth quarter were $87.6 million, down 3% from $90.4
million in the fourth quarter of fiscal 2008. Net income was $11.0 millionijute#iGBarpefat

the fourth quarter of fiscal 2009, a 5% increase compared with $10.5 million, or $0.31 per diluted sk
in last year's fourth quarter. The fourth quarter of fiscal 2008 inchededrey nax benefit of $1.5

million. Excludingsttaix benefit, the fiscal 2008 fourth quarter earnings would have been $8.9 million,
or $0.27 per diluted share. Compared to these pricGyealP momounts, the Company's net

income rose by 24% in the fourth quarter of fisCaln2®@®ting on the quarter and year, Chief
Executive Officer Steve Dubin said, "Martek's solid fiscal 2009 financial results, though impacted by
many global economic factors affecting business irefiecietfad, quality of Martek's products and

the desire of consumers to improve their healthhaimbywelien in times of economic uncertainty.

Sales to our infant formula customers decreased by 5% from 2008 primaristaitlerntg the de

issues wedve previously discussed as well as declining U.S. birth rates; however, our sales of DHA
outside of infant formula increased by over 25% in fiscal 2009, with record quarterly sales achieved
Q4 2009. This increase was substantial in light of ¢écergbomal | expect formula sales to

increase slightly in 2010, as we believe that continued growth in international markets is expected t
more than offset the impact of declining U.S. births or any etditlonglaféenventory by our

customers...... Read

USDA Announces New Dairy Economic Loss Assistance Payment Program to FRelrefe Financial

to Struggling Dairy Producers

Agriculture Secretary Tom Visesakinounced the implementation of the new Dairy Economic Loss
Assistance Payment (DELAP) program. The 2010 Agricultural AppropriatiedssB80authoriz

million for loss assistance payments to eligible dairy prodmeginsthis program, eligible dairy
producers will receive economic assistance that will help stabilize their operations during these toug
economic times," said Vilsack. "paeanally heard from hundreds of struggling dairy farmers from

all across our country who have been hit hard by declining prices over the past year, and now, we'll
able to offer them h&fidk prices declined substantially througtremA009with the national

price for milk averaging $16.80 per hundredweight (cwt.) in the fourth quarter of 2008 and averagin
$12.23 per cwt. in the first quarter of 20@@ree?t decline. On average, the price U.S. dairy
producers received for milk mdriketiee summer of 2009 was about half of what it cost them to
produce milk....Read

Fonterra sees big potential in TPP talks

Dairy caperative Ftarra on Friday welcomed news of a decision by the United States to begin trade
talks to join the Trans Pacific Partnership§@ B&je officials on Tuesday announced that they will
begin negotiations with TPP members New Zealand, SingapoBru@eileeandgotiations will

also include Australia and Peru, while Vietham will observe the first three round§ bEnegotiations.
US is New Zealand's second largest dairy export market after China. Last year, Fonterra says New
Zealand exported 188,bnnes of dairy goods to the US, mostly casein, caseinate, milk protein
concentrate and chedgese exports were worth $1.3 Bidiiterra's senior trade consultant Ken

Geard says the negotiations have the potential to significantly open up trRdeific tregissia

"TPP will be a major breakthrough in international trade policy if negotiations are successful," he
says.....Read
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http://www.npicenter.com/anm/anmviewer.asp?a=25978&print=yes
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Advertise in the Functional Foods Weekly

Functional food demand on the rise

Growing consumer awareness of functional foods is spurring demand and boodébdityroduct avai
for digestive health ingredients, according to a market research report from the EU. Functional food
have been high on the agenda of a number of food manufacturers due to the growing demand for
healthy food. However, the market is stillthiendyawth stage as it takes time to confirm the image

of healthfulness in the mind of the consumer. In 2008, digestive health was the largest product segt
of the total EU approved functional food market, accounting for 68.0 per cent obdaf#s. Rising p
prices, coupled with the extension of application areas, will continue to enhance market prospects,
according to analysis from Frost & Sullivan. Indeed, such is the interest that the market is expected
more than double by 2015 (on 2008 figurds)e Eur opean mar ket for di ¢
the growth stage and new product | aunches ar
l ndustry Analyst Sridhar Gajendran. fProduct
foods and the dietary supplement segments, with the former having a relatively larger share in term
both volume and value in 2008.0 Currently, f
products, fortified beverages, baked foeals, @ed convenience foods. This category is poised for
healthy growth in the coming years, primarily due to its significant potential to penetrate different
application sectors....Read

Private label claims record market share in Australia

The battle for the supermarket floor between private label and branded goods is heating up with pri
label reaching a record share of the grocery markeiaina&ostrhhg to new research by market

insight and information group TNS. The news comes as supermarkets push their own labels hardel
ever. The largest Australian chains, including the likes of Woolworths, Coles, and IGA, have all rept
the strongrowth of private label this year and have continued to boost their expenditure on private
label lines. While Aldi, which almost exclusively sells its own brands, has continued to expand quicl
along the eastern border. And tensions are only idfelgridobaveen manufacturers and retailers,

with a number of promotional campaigns from the major chains this year encouraging consumers tc

examine carefully the price di $utheccanpaigne bet we
include a TV protion by Woolworths that insinuated the only difference between their Home Brand
products and those of similar but more expen

Coles to compare theirdark beer offering to that of the major bvélverd. e Col es & succ
OFeed Your Family for Under $10Nj campaign fo
Read

Dairy marke@ipdate, Canada
Third quarter data from Stat Canada

* For the 12 month period ending 30 September 2009, Canadian requirements were 50.23 million
hectolitres (at 3.6 per cent butter fat(BF)) as determined by the Canadian Milk Supply Management
Committe@CMSMC).
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* Canadian requirements, which are calculated by the Canadian Dairy Commission (CDC), repre:
the total demand for industrial milk and cream and are the basis for establishing national Market Sh
Quota (MSQ).

* Canadian milk prodsa®ld 7.57 million kilolitres of milk and cream to dairies during the 2008
2009 dairy year, down one per cent from the same period last year.

* Industrial milk sales, which accounted for 60.1 per cent of all milk sold, totalled 455 million kiloli
Fluid milk sales, at 3.02 million kilolitres, were slightly-agovewalar

* Canadian consumers purchased 3.01 million kilolitres of milk and cream -@0G8gkuey2008
year, down 0.6 per cent from last year levels.

* Sales of twaer cent milk, the most popular, were virtually unchanged at almost 1 249 thousand
kilolitres. Sales of one per cent milk and skim milk both increased, at 608 thousand kilolitres and 29
thousand kilolitres respectively. Sales of standard (homoketi8&a)thalisand kilolitres
declined 2.7 per cent.

* Total cream sales, at 278 thousand kilolitres, declined 2.4 per cagoflevelgear

* Butter production, at 84 thousand tonnes, decreased 1.7 per cent from year ago levels during tt
20082009 dairy year.

* Total production of variety and cheddar cheese durirgOb@ @aio8year decreased 2.4 per
cent from last year levels.

* Variety cheese production, at 230.6 thousand tonnes declined, while cheddar cheese productio
131.9 thousand tonnes, increased three per cent from the same period last year.

................. pdf, 46 pageRead

Brighter dairy outlook on the horizon according to Rabobank

After a year ihiegh the global dairy industry went through severe price declines, reflecting weak glob
demand, a recent report by Rabobank suggests that 2010 offers the prospect of more stable dairy
marketsThe recovery in the dairy markets over the last conble lbasnoeen helped significantly

by reduced supplies in the Southern hemisphere, with little evidence that Northern hemisphere sup
will increase until at least March/April 2010, according to Rabobank. To highlight the recovery that |
takenplacQGut ch whey prices have risen by.Réd % to

Trends in frozen food provide some good news

According to Frozen Food Europe magazine, consumers are buying frozen food as they seek good
quality, versatile meals at lower prices. Research carried out by losightiResdiahed in the

magazine found that 81% of consumers purchase branded frozen food because it offers rich taste :
flavour and 78% because it offers a good price/value ratio. Some 81% of consumers agreed or stro
agreed that frozen foods asatilerand convenigsdcording to TNS the UK frozen food market is

now worth £5.1 billion. It has grown by 5.4% in value in the 12 ptemibsrtd089. Some

categories have performed better than others. For example, frozen potatoes grew at 6.1%, frozen
confectionery and desserts at 6.5% andnfeaz@md poultry grew by 6A8%arding to the British

Frozen Food Federation, the frozbméwket has grown by over £700 million or 15.9% in the last 3
years. As can be seen from the table below all categories have grown in value terms in the 12 mon
to September 2009.Read

Further growth expected in French organic food market

The future is bright for the French organic food sector. In spite of the economic downturn and slow
growth the overall food industry is currently experiencing, a recent study carried out by Percerota (1
Xerfi Group) suggests that the sector willggonuloh as 8% by 2@yanic food sales in France
alone are expected to reach 3.7 billion by
that by 2012, around 2.5% of household consumption willHeeargdipte retailers dominate

with an estimated share of 45% of the organic market by 2012, as a result of a wide range of private
label and organic products. There is now approximately 280,000m2 of retail space in 2,000 stores
dedicated to organic produce, representing a 36%amr2@66.fEven discounters such as Lidl
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http://www.statcan.gc.ca/pub/23-014-x/23-014-x2009003-eng.pdf
http://www.bordbia.ie/industryservices/alerts/pages/BrighterdairyoutlookonthehorizonaccordingtoRabobank.aspx?src=home
http://www.bordbia.ie/industryservices/alerts/pages/Trendsinfrozenfoodprovidesomegoodnews.aspx?src=home

are now offering a range of organic fruit and vegetables and French discounter Leader Price has
devel oped it ds o wlhelauach af eew or§aniosupgranarkets (Bipstore dhis c e .
year and Naturéotlgsar) shows the growth potential which this sector offers for suppliers looking for
new distribution channels. These specialised organic stores are expected to grow and reach 31%
market share by 2012 in comparison to 23%.in.R@as.

Survey on Consumer s(leeladly t i tudes to Food Label

A nationwide survey which was commi ssioned b

understanding and views of food labelling on the Irish market has recently been published. This su
conducted by Ipsos MORI,

Figure 4: Frequency with which consumers consult comprised fateface interviews
labels when shopping for food (n=1,021) with 1,021 consumers countrywide
and revealed that while one in four
Never, 12% consumers in Ireland always read

Always, 25%

food labels when shopping for food,
27% said thegrely or never
consult thenkighty seven percent
of consumers considered the
nutrition table on a label to be very
Usually, 16% or fairly important, but most would
prefer to see nutrient values stated
per portion (e.g. per bowl), rather
than per 100 g/ml. Over 70% of
consumersusveyed said they were
very or fairly concerned about salt in food.
but the majority of
consumers said that

Figure 7: Reason for consulting food labels

they WOUId pr(?fer to (all who find food labels informative/fairly informative; n=759)
see a 0OS a

Rarely, 15%

Sometimes, 25%

the |abe| inStead, Nutrngrt n‘f:}rﬁnr?m‘n I ] 37%
alorie content 35%
al though iy
(Sd t ) 6 f or Allergen information | ] 13%
Use-by/best-bafore dat 11%

deemed acceptable. — masio -
The general labelling Fat content | <%

. . Food additives [~ ]3%
legislation does not orig T— 3%
require the place of Other :3%
origin or provenance Sattcontent 2% : : : . . -
of the food to be 0% 5% 10% 15%  20%  25%  30%  35%  40%

labelled, unless its
absence might
mislead consumers
as to its true origin, however some foods have specifarigitesnarking laid down in product
specific legislation (e.g. beef). In this survey, nearly three quarters of consumers (74%) thought the
should be compulsory for an indication of origin to be givenifao#tl predskaged andose.
The survey also showed that:

* Over 80% of consumers want health advice regarding the consumption of alcohol labelled on
alcoholic products.
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* 75% of consumers would like to see @
date of minimum durabi”ty labelled on fc  Figure 14: How concerned consumers are about salt in food
sold loose. frrozn

* Atéast two thirds of consumers said Nemal
would be inclined to buy food products

|l abell ed with the 0l ow s al
0l ow sugarso6, Oo0one high fib
6fat freebod.

* Consumers consider the voluntary
all ergen meisrséaly emmd Farty
i nformative that 0 at

handl eséé6.

* Less than half of consumers have seen
percentages of certain ingredients written in the ingredients list, in line with the QUID (quantitative
ingredient declaration) requirement; andfaliesé consumers said that they do not use this
information toludnce their choice of purchase...... pdf, 25 pagesRead

General Mills lowering sugar content of cereals marketed towards kids

In response to a recent report that the least healthy breakfast cereals are most frequently and
aggressively marketed towards children, General Millsnicasl dmatcthe company is reducing the

sugar content of all cereals advertised to children under 12 to single digit grams of dngar per servin
a press release sent to the press and consumers on the General Mills mailing list, General Mills list
thesugar levels of their presweetened cereals that had been lowered after a reformulation in 2007.
Franken Berry and Boo Berry, for instance, had the sugar content lowered from 15g to 129 per sen
Other presweetened General Mills cereals that wilnottlergeformulation to get the sugar

content below 10g include Lucky Charms (currently at 11g of sugar), Trix (11g), Cocoa Puffs (119),
Apple Cinnamon Cheerios (11g), Reeses Puffs (11g), Chocolate Lucky Charms (12g), Cookie Crisj
(10g) and Frosted Cheee¢10g)....Read

Sara Lee commits to 20 per cent salt reduction

The list of food manufacturers making sweeping commitments to reduce salt in their range of food
products continues to grow, with Sara Lee this week announcing plans to reduce salt by an averag:
20 per cent over the next five years. The redusiseemilhcross its key categories of fresh bread,

hot dogs, lunchmeat, breakfast foods and cookedfisdubages i s i n | i ne with
and nutrition strategy, which focuses on increasing the presence of positives, such as whole grains
lean protein. At the same time, we are reducing the amount of certain less desirable ingredients, su
as trans fats and salt, o said CJ Fraleigh, e
Retail and FoodservicensiiWer ad eratqpichs éangl f or r
plan to continue to provide-tasitg Sara Lee foods that they have come to know and love, but now
with lL.eResdsalt. o

Shoppers unconvinced about the impact of their ethical shopping choices

British research has discovered that food and grocery shoppers are not yet confident they can mak
sustained differertbeough their shpppg choice¥/hen asked what they feel they can positively
influence, shoppers told food and grocery experts IGD:

personal heakb7%

British farmerd1%

the local econorB38%

the way animals are treaB&%o

farmers and workers in poorer na2ig¥s

the envonment23%

sustainable fishihj7%
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