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What We’ll Cover Today

e Why partner?
* Risks of partnerships

» A few successful public private partnerships



Why Partner?

» Ability to tackle complex and often large problems,
» Sharing of resources and dollars

» Ability to tap wider perspectives and greater
expertise,

Building Public-Private 4
Partnerships
in Food and Nutrition

INGTITUTE OF MEDNCINE
O B MARORAL ALY



Reordering of priorities
Loss of legitimacy with key influencers

Optics

Partnership Risks
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Partnership Engagement Decision Tree

1.0pportunity

2.Compatibility

3.Benefits vs. risks

4.0bjectives and outcome

5.Formal agreement

6.Monitoring, evaluation and
accountability



Feeding Infants and Toddlers Study

Started in 2002 by Nestle Gerber as a public-

private partnership
Updated in 2008 and 2016

Involves nearly 10,000 young children and their

caregivers

Largest and most comprehensive dietary intake
study of U.S. infants, toddlers and preschoolers

Inform the upcoming zero to 2 Dietary

Guidelines
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FITS: Feeding Infants and Toddlers Study 2016

Mestlé Research and Gerber would like to thank an extraordinary team of contributors
who have provided their time and expertise to the FITS 2016 research.

Andrea 5. Anater, RTI International
Regan L. Bailey, Purdus University
Whitney Battestilli, RTI International
Gary Brinker, Docking Institute, Fort Hays State University
Katherine E. Bronstein, RTI International
Diane J. Catzllier, BTI Internaticnal
William H. Dietz, George Washington University
Johanna Dwyer, Tufts University, Tufts Medical Center
Heather Eicher-Miller, Purdue University
Joanne F Guthrie, United States Department of Agriculture
Lisa Harnack, University of Minnesota Mutrition Coordinating Center and staff
Shinyoung Jun, Purdue University
Karol Krotki, BTl International
Burton Levine, ATl International
Delnn Liska, Biofortis Mérieuwx NutriSciences
Julia M. Lorenzana Peasley, Univarsity of Minnesota Mutrition Coordinating Center
Anne C. Lutes, RTI International
John Marshall, Biofortis Mérieux MutriSciences
Bradley Pendergast, Docking Institute (at the time research was conducted)
Amira A. Hoess, George Washington University
Virginia A. Stallings, Children’s Hospital of Philadelphia
Mary T. Story, Duke University
Ellen Stutts, BTl International
Emily B. Welker, Duke University
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FITS 2016 Highlights

Areas for improvement Successes
&’  Nearly 1in 5 (18%) infants 6-12 & More mothers breastfeed, and for
months fall short on dietary iron. a longer duration compared to

@

More than 1/4 of children 6 to 48
months don't eat a single serving oy
of vegetables on a given day.

3/4 (75%) of 1-3 year olds consume

too much sodium. 6

Almost all (90%) 2-3 yvear olds
consume sweet foods or
sweetened beverages on a given
day.

About 20% of 1-3 year olds don't
drink cow's milk on a given day.

FITS 2002.

More than 1/2 (59%) of 2-3 year
olds eat whole grains on a given
day.

Fewer infants are drink 100% fruit
juice since FITS 2008, with the
same likelihood of eating fruit.

About 25% of little one's daily calories come from snacking occasions.
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A Fresh Look
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The GMO Landscape

Negative
81%

A%

The GMO
debate online Is
one-sided.

GMO sentiment
Sept, 2016 — Feb, 2017

Source: Random sample:from 369,000 GMO-related posts pulled from
Brandwatch.com, March 2017

Neutral
9%

~_Positive
10%



Consumer Misperception

Perception: “I noticed strawberries have
gotten huge and a normal one is small. The
GMO ones don’t taste as great, you can tell
somethingis off with them.”

Reality: GMO Strawberries don’t exist.

Perception: “Scientific food, knowing it’s not
real makes me feel negatively.”

Reality: We have been using science to
improve food for centuries.




U.S. Non-GMO Product Sales Growth
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A Fresh Look Strategic Imperatives:

* Focus solely on reaching moveable mom audiences

e Position GM as a sustainable, safe and innovative

farming method

« Engage where the debate is — primarily online

« Run an agile campaign and employ rigorous
analytics to consistently maximize value
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Put Farmers At The Center Of The Story
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Facebook & Instagram

Qv

26 likes

a_fresh_look_ Don't you wish life was always like
these picture perfect moments? Moments when you
can laugh without the stress - about the future, your

to-do list or what's in your food - weighing you down.

No one has all the answers, but we uaually fpul better
when we know the facts behmd our chc

how our food is grow

GMO Farmina methn (1 are reducina 'rhu amnunt nf

Laura Good, Kelly Sheehan and 7 others like
@ A Fresh Look

Enjoy dinner without the stress knowing GMO Farming helps reduce
pesticide use by 37%.

A Fresh Look

)

o e
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sless pesticides oy 4
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How is your food grown?
Learn about innovative farming

Learn More

O:

UE} Like |::| Comment £ Share

Facebook & Instagram
combined are the world’s
largest social media network
with over 1 billion active
users, and is the most
popular online destinations
for moms.
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Nativo & Teads

SPONSORED CONTENT

Short-form articles or video How GMO Farming Is Helping Create a More
Sustainable Future

placed on premium media e - e
p u b | I S h e r S I te S ; Think of our most groundbreaking advances in energy-efficiency

and sustainability. What comes to mind? Let's stay |l"| TOUCh

Sign up for daily health tips,
plus exclusive offers.

¥ Are Calcium

E}.lpp|e e If you're like most Americans you're probably picturing wind
power and rooftop solar, smart homes and electric cars — not
modern farms. But for decades, GMO Farming methods have

A F re S h L O O k C O n te n t . - helped our nation’s farmers grow the crops we need with less

energy, less water and less environmental impact.

a p p e a rs al O n g S i d e t h e How GMOF From cutting back on how much farmers have to run their
N

Helping Cre: tractors, to allowing for less energy-intensive irrigation, there are
Sustainable | a lot of ways GMO Farming is transforming how we grow our food

- ’ 4
p u b | I S h e r S OW n C O n te n t - g using smarter, more sustainable methods. Here are some of the
n 5 s 2

biggest:

it’s a smarter way to farm.
I can grow safe, healthy food
using less water, land, energ

and pesticides’” -/ :
- Sara Rogars, Nebrasia Tarm

Moveable Moms more likely
to engage because they
see our message on sites
th ey trust. Loading the Charge on Fuel Effciency

While the rest of us were still getting used to hybrid cars, farmers

had already cut the fuel needed to grow crops like corn in half,
thanks to breakthroughs in GMO Farming.*

Traditional farming eats up a lot of energy — driving tractors
across the fields to till and turn over the soil, driving them back to

spray pesticides needed to keep weeds and harmful insects away,
even watering takes energy. But with GMO Farming methods, we
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Campaign Success

20-point Increase in comfort
iIn 10 Weeks

% Moveable Moms who are comfortable with GMOs

Did not see Saw
campaign campaign

23% 44%

. . . . B e s o




Partnership Summary

1.Examine opportunities
2.Consider benefits and risks
3.Evaluate objectives and goals
4.Develop a formal agreement
5.Measure success



Thank youl!

Sally Squires

Ssquires@powelltate.com

202-585-2136


mailto:Ssquires@powelltate.com
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