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ALFALFAS
Natural /Organic Industry Growth

90+ Billion Natural Products — Forecast 2012
e 30+ Billion Organic Foods

* Non Natural Foods Store Sales Reaching 60%
of Total at Retail

* Rocky Mountain Growth Strongest - over 11%



ALFALFAS
Naturally Boulder

450 Members & 75 Sponsoring Members

* More Participants than even in Networking
Nights & Education Sessions

e Boulder Economic Council

— Natural Products now 1 of 6 Industries they
focus on



ALFALFAS Regional Hot Buttons

« Organic

 Non- GMO

* Local Produced & Ownership
« Artisan, Small Batch, Micro

« Seasonal

* Authentic Stories

e Cultural Curiosity

« Taking Charge of Own Health & Wellbeing



ALFALFAS
NMI/TOC Study “Engaging the Next Wave”
Organic Consumer Study

* Syndicated Data

« Ethnographic — 12 Across 3 Cities, Philadelphia, Nashville,
San Francisco

* Online Organic Community Study - 8 Weeks, 300 Participants

« 13 Quantitative Survey’s, 65 Messages Tested, 30,000
Surveyed



ALFALFAS Some Key Results of NMI/TOC

« General Population Using any Organic Product -
60 — 65% in Both 2010 & 2011

« Highest Ranked — Drivers of Usage is Avoidance — Pesticides,

Additives, Hormones, Etc.
52% Natural Users - 64 % Organic Users
« Better for me - 62% Natural 63% Organic
« To Promote Overall Health - 55% Both
« Higher Quality - 37%, 48%
* Taste - 39%, 44%

 Protect Environment - 23%, 34%



ALFALFAS
Price — Elephant in Room

Price is Barrier — But Consumer are Open to Solutions

Ready to take Leap

 Need Encouragement

» Retail Experience has to Live up to Promise
« Organic Must be at Parity some of the Time

« Working to Justify Price in NOT Effective by Itself



ALFALFAS
Innovation — Some Ideas

Brand as Promise of Experience - Create Emotion ... Get
Action

« More with Less — Simple, Modest, Recyclable, No Packaging
e Cultural Curiosity — Explore, Rituals, Handicraft, Authentic
« Turned on Society — Constantly Connected, Smart, Savvy

« Disregard Conventional Thinking - Respect Failure, Embrace
Uncertainty

« What Can You Do Better
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Certification Seals: Familiarity

Now you are going to see some seals or labels that could appear on the packaging of products you buy. Please indicates if you have seen that
label or seal before. Note: Respondents are only shown visual representations of certification seals. (% Responding “yes, have seen”)

All 18-29 30— 44 45 -64 65 +
(Recyclable) 89% 97% 91% 86% 78%
(Energy Star) 87% 91% 89% 87% 83%
(USDA Organic) 62% 71% 63% 59% 56%
(Smart Choice) 45% 74% 50% 34% 22%
(Green-e) 21% 26% 21% 20% 17%
(Whole Trade Guarantee) 19% 32% 21% 13% 9%
(Fair Trade Certified) 18% 21% 17% 17% 19%
5 | (Rainforest Alliance Certified) 17% 18% 16% 16% 17%
(Certified Humane Raised and 14% 18% 15% 13% 8%
HUMANE
. Handled)
(LEED or Green Building Certified) 12% 12% 11% 13% 9%
(Cruelty Free/Leaping Bunny Certified) 11% 16% 10% 10% 10%
(Marine Stewardship Council Certified) 11% 17% 11% 9% 6%
(Forest Stewardship Council Certified) 6% 9% 7% 6% 2%
11

Source: BBMG Conscious Consumer Report 2009 BBMG



Certification Seals: Impact of Purchasing

How often do you look for each of the following seals or labels when shopping for various products or services — always, most of the time, rarely
or never? Note: Respondents are only shown visual representations of certification seals that they have seen before. (% Responding)

Always Most of Sometimes Rarely Never Never
the Time seen
(Energy Star) 31% 26% 18% 7% 6% 13%
(Recyclable) 20% 25% 25% 10% 9% 11%
(USDA Organic) 8% 15% 21% 12% 7% 38%
(Smart Choice) 7% 11% 15% 7% 5% 55%
(Green-e) 3% 5% 8% 3% 2% 79%
(Whole Trade Guarantee) 3% 4% 7% 3% 2% 81%
(Fair Trade Certified) 2% 4% 7% 3% 2% 82%
CERTIFIED e - 0 o 0 0 0 0
rumane| | (Certified Humane Raised and Handled) 2% 3% 5% 2% 1% 86%
(Rainforest Alliance Certified) 2% 3% 6% 3% 2% 83%
(LEED or Green Building Certified) 1% 3% 4% 2% 1% 88%
(Cruelty Free/Leaping Bunny Certified) 2% 3% 3% 1% 2% 89%
(Marine Stewardship Council Certified) 1% 3% 4% 2% 1% 89%
(Forest Stewardship Council Certified) 1% 1% 2% 1% 1% 94%

Source: BBMG Conscious Consumer Report 2009 BBMG
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ALFALFAS

What Makes Organic / Natural Industry Special

> “3 P’s” = People; Planet; Profit.

> “Walking the Walk” = Implementing the vision and the
plan every day.

» Values & Beliefs Driven.
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ALFALFAS
The “3 P’s” Of Our Industry

People

« Community
 Passion

« Commitment

Planet

« Sustainability & Environment Focus

« Organic, non-GMO, Local, Fair Trade, Environmental
Footprint

Profit

* Growth — Consumer Demand

« Capital Markets

« Social Finance

« Profit Only One Means of Fulfilling Purpose
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ALFALFAS

Walk your Talk:
Golden Rule:

Listen to Customers:
Gross Margin:

Stay Focused.:
Self-Knowledge:

Pick ‘em Right:

Keys to Success

Vision, dream, authenticity;

Treat others as you want to be treated;
Understand demand, marketplace;

Key to profitability;

Be a finisher, Avoid distractions;

Know who you are; Don’t believe press clippings.

Build your team with high performers.
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ALFALFAS

Entrepreneurial “Breed Stock”

Ambitious:
Winners:
Sociable:
Listeners:
Persistent:
Vision:
Persuasive:

Loyal:

High Self-Esteem:

Desire;

Top Ten Attributes

Highly motivated, sense of urgency, a “go getter;”
Athletics, competitive, awards;

Can they relate, relationship builders;
Understand need and see solution;

Hard-worker, long hours;

A dreamer, sense of greatness;

Close the deal;

Will go the extra yard, dedicated,;

Confident;

Risk taker, not afraid to fail.

16



Things that Happen to Entrepreneurs in
Periods of Emerging Success

What you Hope to See: What you Typically See:

1. Emerging Humility 1. Arrogance beyond belief

2. Acknowledges contribution of team, 2. Dismisses role of others; seeks
through compensation as well as words spotlight credit and spoils

3. Increasing paranoid about competitors 3. Increasingly dismissive of competitors

4.  Spends freely, often before positive

4. Hoards capital; keeps expenses low _
cash flow realized

5. Constantly planning and re-examining 5. Overly confident of validity of existing
strategy; probing ways to improve plan
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Things that Happen to Entrepreneurs in
Periods of Emerging Success

What you Hope to See: What you Typically See:
6 Keenly aware of customers and their 6 Customers taken for grated; out of touch
needs; constantly surveys and seeks with the marketplace

customer involvement in product
development and improvement

7 Believes it is time to work even harder 7 Starts to go on “cruise control”

8  Avoids publicity; realizes too much 8 Seeks publicity; grabs the limelight;

press puts a bulls-eye on firm; is believes his own press releases
cautious with press releases

9  Maintain personal discipline (exercise 9 Eats and drinks too much
routine, diet, etc.

10 |hsures accessibility to customers, 10 Becomes increasingly isolated; often

colleagues and suppliers through unnecessary corporate
bureaucracy
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ALFALFAS

Living Your Values

Be Authentic

Know yourself; then be yourself. Hold to
same values in whatever role.

Be Vulnerable

Being honest with your feelings in the
context of your work. Admit mistakes. Open
with doubt.

Be Accepting

More important than approval. Focus on
ideas not person. Accept disagreement.

Be Present Having your whole self available
at all times. Bring all your values to your
work.

Be Useful Service — Most important. Be a resource;

Provide productive work space; Pay
attention.

19



ALFALFAS My Guide for Purposeful Work

» Do what gives you satisfaction and
meaning.

» Work with people with whom you share
common values and enjoy being
around.
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ALFALFAS

Questions & Answers

21



