L 01 4 T 4 T 4
S T D I
€ 4 € 4 < a4 £
i I B B
LA I A I A 4
J > 4 3 d > 4
< Jd £ 4 £ a4 £
S L I S
LA A S T 4
J > Jd > d4 » 4
€ A £ 4 £ a4 £
L I L I VL Y
LN I A B A R 4
4 > 4 0 4 » U
€ 4 < 4 < a4 £
S B N A
£ 1 £ 77 £ 7 £
Jd > > 1 »
< A < A £ Ja £
T A I (R
LA S I S B 4
S I T T B B
€ Jd € J € Jd £
LT I | I Y I W
< 1 < 77 £ 77 £
S T D
€ Jd € 4 £ Jd £
W oW oW oW
LA I A B A A 4
d > J ¥ J »
LR I A A I 4

Key export drivers for Danish agriculture
and food companies in Germany

Presentation of the Insight Report on Denmark as a food nation by
Maria Dyrby Nielsen, project manager, Food Nation
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The core of what we do

=

We are the go-to portal

for international private

and public decision-makers
seeking information about the
Danish food cluster, and how it
works towards better solutions,
products and global cooperation

—



What gives us credibility and agility

" Not for profit
—

O

Public Public - Private Private
Partnership

~ ; \ Q Q



Our founders & partners

?ﬁ MINISTRY OF FOREIGN
M AFFAIRS OF DENMARK
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MINISTRY OF INDUSTRY, BUSINESS
AND FINANCIAL AFFAIRS
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(&2} Ministry of Food, Agriculture

and Fisheries of Denmark

Public - Private
Partnership

Fa"g Danish Agriculture
4y & Food Council

novozymes®
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Confederation of Danish Industry

Royal Greenland

Food
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Danish Crown
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Strongholds of the Danish food cluster
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STAY UPDATED ON NEWS
F AND EVENTS

SOLUTIONS OF TOMORROW L -
DENMARK

.- -
Visit
www.foodnationdenmark.com

—

Food Nation strongholds

Solutions of tomorrow — by Denmark
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ONDENMARK AS A FOOD NATION 2020
Sustainability - a key export driver
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INSIGHT
REPORT

ON DENMARK AS A FOOD NATION 2020
Sustainability - a key export driver

The Insight Report 2020 was the second of
the annual image analysis of Denmark as a
food nation.

The analysis was conducted in six selected
export markets; China, Germany, Great
Britain, USA, Japan and India.




Background and purpose

By engaging 1.229 decision makers across 6 international markets

1.229

Interviews collected in six
international markets

All decision makers are from
companies working with
agricultural or food
products/solutions

s
200

interviews

200

interviews

N

221

interviews

N=1229 Question: Now, we will introduce you to a series of statements that others have made about
Denmark. Do you agree or disagree with the following statements?

203

interviews

201

interviews

204

interviews
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Solutions of tomorrow
By Denmark
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Key findings

I_FOOD I
I_NATION |

While top-of-mind awareness is limited, Danish agriculture and food products/ BB
solutions have a strong reputation — especially with regards to sustainability

Denmark has an
unaided awareness

of 5%

Denmark is associated
with quality, food safety,
sustainability and
reliability

More than half of decision
makers (55%) consider
Danish agriculture and

food products/solutions to

be among the most
sustainable in the world

The majority (83%) thinks
that sustainability will
become more important
in the coming years

... and that proposing
sustainable products/
solutions is necessary to
secure long-term
growth

Food Nation / side 10



Brand Awarenss

Brand awareness — Great potential to grow

When international decision-makers
are asked which countries are top of
mind as suppliers of relevant food
and agriculture products and
solutions, 5% of them mention
Denmark.

Top 5 top-of-mind food nations plus Denmark
Unaoided awareness of food nations among decision-makers who participated in the quantitotive survey

{owm market excluded)

China France Germany Brazil Denmark

5%

Food Nation / side 11
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Brand Awarenss

Brand awareness — Great potential to grow

When international decision-makers
are asked which countries are top of
mind as suppliers of relevant food
and agriculture products and
solutions, 5% of them mention
Denmark.

Unaided awareness of Denmark compared to trade flow

Totel shaore of decision-raakers that hove mentioned Denmark o o top-of-mind food nation

(o market excluded) versus the total shore of exports (Statistics Denmark]
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Solutions of tomorrow
By Denmark

Total share of Danish export

m fwwareness of Denmark

%

Food Nation / side 12



Awareness of Denmark

Denmark has an unaided awareness of
5% among international decision makers

13

enmark is ranked on 15™ place
ith an awareness level of 5%
ompeting with large nations.

areness of Denmark tends
be higher in countries that
ccount for a large share of

Danish exports.

N=1229

Question: Which countries pop up when you think about agriculture and food production and solutions
relevant to your industry?

Note: Decision makers own country is excluded from answers

I_FOOD I
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Solutions of tomorrow
By Denmark

Unaided awareness of agriculture and food production countries

China

USA

France
Germany
Brazil

UK

Canada
Japan
Spain

India
Australia
Netherlands
Italy

South Korea
Denmark
Mexico
Thailand
Taiwan
Pakistan
Indonesia
South Africa
Vietham

I 2 300
I 2590
I 14
I 10%
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I 00
I /00
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I 1%

N 3%
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Danish characteristics — all stakeholders

Denmark is associated with several positive characteristics
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Question: Which of the following words do you associate with Danish agriculture and food products and solutions?

Note: The words are predefined. Multiple choice. Only showing top 10



Danish characteristics — all stakeholders

Top 5 attributes of Danish food and agricultural exports compared to domestic B
prOdUCtS and solutions (all six markets)

Animal welfare

1

Sustainab“ity | believe many Danish companies
underestimate the potential of focusing

] ] marketing and branding on the Danish
Low environmental impact food cluster’s historical ability to develop
and produce healthy, sustainable and

organic food.
FOOd safety Har?ne Segndergaard, EVP & CMO, Arla Foods

Organic produce

200000

Food Nation / side 15
The top five attributes of Danish food and agricultural exports that decision makers rank higher than
products and solutions on their domestic market.
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Solutions of tomorrow
By Denmark

Let’s zoom in to Germany — The biggest European market

Exports of food and agricultural goods 2019

Live animals, edible Dairy products Fish and shellfish Beverages
DKK 4.3 billion DKK 3.5 billion DKK 3.9 billion DKK 2.7 billion
Export development 2010-2019
= —

0y 32%

) l l :

Live Dairy Fish and Beverages  Total Danish

animals, products shellfish exports

edible

[Gtatistics Denmark)



German decision makers
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Solutions of tomorrow
By Denmark

Top 5 attributes when doing business with Germany

[ / Germany is the country out of the 6
rveyed markets where the unaided
wareness of Denmark is the most
found - 11% of the decision makers

mentioned Denmark

Efforts to drive brand
wareness should focus on
ality, healthiness, organic,
innovation and reliability

The top five attributes of Danish food and agricultural exports that decision makers rank higher than
products and solutions on their domestic market.

2%
£ | 8%
23% | ©

/ Organic

o | 21%

- Innovative

% | A

When producing, purchasing, selling or handling food and agricultural products and solutions, the
following five attributes are important to German decision makers. Food Nation / side 17




Sustainability — all answers + country split

More than half (55%) of the international decision makers agree that Danish
agriculture and food products/solutions are among the most sustainable in the world

x57% *

Jooan 65% @
5“533% / Eh.-mﬁu'%@

@54 nso 60%

Question: Now, we will introduce you to a series of statements that others have made about Denmark. Do you agree or disagree with the following statements? Danish agriculture and food Food Nation / side 18
products and solutions are among the most sustainable in the World. The graph shows the percentage of decision makers who ‘agree’ or ‘strongly agree’ with the statement



. . T
Sustainability — decision makers from Germany | NATION |

Solutions of tomorrow

Decision makers from Germany mostly associate the word sustainability with
sustainable use of resources regarding energy, water and waste

Sustainability top-of-mind (unaided/open question)

Sustainable use of resources (regarding energy, water, waste) I 2%
To act, work and consume sustainably T 20%
Environmental responsibility/clean environment FE 16%
Recycability (products/packaging) S 11%
Business & sustainability symbiosis [ 7%
Reduce CO2/prevent global warming =0 6%
Local products/more sustainable transport =0 6%
Organic products/biodegradable packaging 0 6%
Importance for the future T 6%
Renewable energy = 4%
Regulation & policies 1 2%
Other I 6%

Don't know? 0%

0% 5% 10% 15% 20% 25% 30%

Food Nation / side 19

N=1229 Question: Now, we will introduce you to a series of statements that others have made about Denmark. Do you agree or disagree with the following statements?



Sustainability tendencies according to German decision-makers

74%
68%
63%
61%
54%
45%
35%

Sustainobility will become mare important
to our company in the coming years.

It is necessory to have sustainoble products
to secure long-term growth.

Our customers are demaonding maore
sustainoble products.

We prefer to buy ond colloborote with componies
thot focus on sustainability.

Danish food and ogricultural products ond solutions
are among the most sustoinoble in the world.

Privote componies are responsible for driving
sustainoble development.

Sustoinobility is more relevant than price
or other troding parometers.

I_FOOD I
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Solutions of tomorrow
By Denmark
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A broad range of actions are needed to Drivers of sustainable dev.

drive a more sustainable development from a German perspective

Using recyclable materials in production 31%//

Important drivers — all answers Important drivers — German decision-makers

Reduced

Reducing environmental footprint 30%

Minimising waste in the supply chain 29%

/ Environmentally environmental Efficient use of raw
friendly packaging footprint materials, including
water and energy
Efficient use of raw material, including water and energy 28%
Environmentally friendly packaging 27%
Sustainable transport solutions 25%
Reducing climate footprint 23% /

Re-using equipment across the value chain 22%
Organic production 18%
Educating end-users to consumers on how to limit waste 16%
Increasing research and development spend 15%
Increasing the use of plant-based alternatives in food production 12%
N=1229 The top three drivers according to German decision makers.

Question: For your company, which of the following would have the biggest impact in terms of driving a
21 more sustainable development? You can choose up to 3 answers



Taillormade communication and marketing on the German market can increase
brand awareness and sales

Danish strongholds
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Solutions of tomorrow
By Denmark

Quality and Innovative
safety Collaboration  Sustainability technology
o o é
S——
Organic Ingredients Health Gastronomy
ioo 7
Q o ‘%Oq
So g
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Find the Insight Report
on our website -

foodnationdenmark.com/toolbox
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INSIGHT

REPORT

ON DENMARK AS A FOOD NATION 2020

e assana IV

INSIGHT REPORT ON DENMARK AS A FOOD NATION 2020 ARTICLE: UNIQUE SELLING POINTS — DANISH STRONGHOLDS ARE VALUABLE
in a swvey conducied by Epinion for Food Nation, we asked international decision ASSER
makers in =x of Denmark's important export markets (US, UK, Germany, India Interrational decision-makers highight a senes of attributes, which are at the heart

China, Japan) about their views on Danizh food products and solutions. of Denmark’s positive image as a leading food nation
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Join the launch of the Insight Report in September
2021 - Stay tuned in our newsletter

Toolbox | Contact

Strongholds  Cases .« Eve..s  News  Plan your visit

AR \
Q\, o e |
_SOLUTIONS OF TO¥ W BY —
A o =N
S /
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Thank you

®y )
for your %“
time - 3 )
questions? =
—1 2
Contact: :J %0%

Maria Dyrby Nielsen
mdyn@foodnationdenmark.dk
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