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Executive Summary

Nestle and Ocean Spray have a strategic supply chain allianc

Alliance formed in 2002
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.
I Procure together (material, ingredients and media spend as

We warehouse collectively,

examples),
Make capital Investments
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This has saved both companies significant dollars annually and is

continuing to be a fruitful business relationship.



Agenda

A Quick overview of both companies

A The origin of the Alliance, what drivers
prompted it and what benefits have resulted

A Current challenges within the Alliance and
strategies to overcome them

A Lessons learned and views for the future
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Nestlé USA

QurcorCompany’ s

Vision

“To be the Very Best Nutr.i
Company 1 n the United St at

Nestlé USA will provide food and beverage products that offer superior
Nutrition, Health & Wellness solutions to our consumers and customers.
Through superior consumer insights,
nutritional and emotional preferences and serve them better than our
competitors by anticipating their future needs and providing them with
innovative branded products and communications.
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Creating Shared Value
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For a company’s
to prosper in the long term,
it must create value for their

employees, customers,
consumers and their families,

as well as society at large
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ey  Who We Are
#1 Brand in US Juidgsle
GrowerOwned CeOp #1 Cranberry Sauce Brand
since 1930 #1 Dried Cranberry Brand Craisins
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2 2 NI RQa Employ 2,00(people
cranberry handler worldwide

Sold in over 50 countries In more
than 800 products worldwide 12



An 79-Year-Old Agriculitinat Caoperativeive

w Owned by 700 cranberry growers and 50 grapefruit growers
w Our reason for being:
I Take in all the fruit our growers produce

I Onbehalf of our growersgarn as much money as
possible on the processing and marketing of their fruit




Where we grow fruit
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Growing Region % Production

Wisconsin 44%

Massachusetts 24%

Canada 16% —
New Jersey 11%

Oregon 3%

Washington 2%

Total 100%
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Ocean Spray'’s
Vision, Mission and Values

Our Vision
A To be the best branded cooperative in the world.

Our Mission

A To provide our Growe®wners with a superior value
proposition, for their membership, comprised of
competitive commodity payments plus worldass
value from the processing and marketing of their fruit.

Our Values
A Respect - Ownership - Innovation



Our Stratégic imperatives
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A Develop a culture that attracts and retains diverse,
talented, and engaged employees

A Build additional scale through alliances, mergers, or
acquisitions

A Research & communicate meaningful cranberry
health news

A Implement more sustainable business and
agricultural practices
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Il Alliance Business
I Branded Business

Il Agricultural Business

[ 1Process

O Final Product

Fruit

Receiving

Ingredient
SDCs

—>

Bottling
Facilities
A A

Freezers Concentrators
A

Frozen
Bulk

Industrial
Market

|
OSC
Beverage
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Ocean Spray Business:Model

Cranberry Cranberry
Suppl Demand
Processin Boutling, Customer Cranberry
Gfowing Cranberriegs Canning, Distribution  Marketing Consumer | Cranberry ~/\
Packing 9, Galles Promotion | Innovation Research
k A
Y N ' _
Core Competencies G9FTFTAOASYy O& C2epagfempetencies
i1 In-Source where U Innovate using Cranberrie:
U Own this process economical u Communlcate Cranberry
U Use proprietary U Use Partners / Alliances for Beneﬁ_ts _
U Investing in Health

technologies

economic benefit
Out-Source thaest

Research
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Packaging

SAPPORO S0 FE1RDBR IRKIS:

19



Oceam Spray\andd\estie|©gerations
Alliance

The Alliance Saves both companies significant $ annually

wTwo NationallyBranded Juic€€ompaniesot in direct competition
wScale and begpractice benefits
wClosecultural fit

wConsistent business values between the twompanies
¢Shared commitment to Produduality
¢Similar Customer Servicgtandards
wStablebusiness volumeavith soundgrowth

wSimilar Customebase

wlLarge overlap in procured materials arstipplies
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Nestle Alliance
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Nestle |
Objective
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Nestle which leverages economies of scale and best practice
sharing in Manufacturing, Procurement and Logistics to
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The Alliance gives us scale across the
whole supply chain

Nestle / Ocean Spray \

Alliance —
Nestle

Nestle
OSC




The scope of the Alliance covers
Procurement, Manufacturing and

Distribution

A Collaborative procurement of common raw and
packaging materials as well as common
operating supplies.

A Ocean Spray manufactures all Nestlé's juice
products.

A Nestle and Ocean Spray pursue shared

trans

portation services and joint distribution

centers wherever it saves operations costs within

the a

llance.
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Oceam Spray Operations Facilities

Richmond, B.C.—__ " Langley, BC
A
Markham/*;

Long Bea

Bandon/

Hendersom7-*

BlackMountain DC

(11) Receiving Statiens
(4) Food Plams

(4) Beverage Plamts
(4)5 PHxDPQa

Tomah Wisc. Rapids
Babcock
& Kenosha Middleboro
* W Carver
“E :Bordentown
\ Chatsworth

Burlington DC

De Kalb (NestlgDC

Sulphur Springs
Ft. Worth (Nestlg¢ DC
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The Origin and Drivers of the Alliance

A Nestlé was looking for a reliable partner with assets to
consolidate their current capacity structure.

A At the time, Nestlé Juicy Juice was being manufactured at the
Henderson plant under a co pack agreement and appeared tc
be an ideal partner candidate.

A Close cultural fit between the two companies.
A Large overlap in procured materials and supplies.
A Consistent business values between the two companies.

- Similar commitment to product quality.
- Similar customer service standards.

A National network of beverage manufacturing plants producing
a branded juice product.



Benefits from the Alliance

A Constantly optimizes both supply chains from
procurement through manufacturing and
distribution

A Savings for both companies
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Current challenges within the Alliance
and strategies to overcome them

A Different corporate and individual goals

I that work towards total business performance for
each company
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A Changes in business patterns

I acquisitions, additional alliances, growth, changes
etc.

A Governance by steering committee
A Changes in steering committee membership



Lessons learned and views for the future

A Consistent business values between both
companies
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A Renewed Contract
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Questions?
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THANKS!



