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partnership of interests between the world’s
~ most productive farmers and the largest ag-based
| consumer products company in America is

essentlal Why? Because we need your quality agricultural

products as ingredients in each of our popular consumer
brands. And you need us to help grow national and global
demand for your harvest. That's why we’re launching
Shared Solutions?" the Philip Morris Agricultural Initiative
designed to work with U.S. farmers and ranchers on
issues important to both of us. Read on, and see how

© we're connected.
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American
farmers supply

Philip Morris with quality
agricultural products.

Quality in, quality out.

very box of cereal, can of beer and package of

cheese marketed by the operating companies of

Philip Morris starts its journey somewhere on a
farm. Maybe yours. United States farmers and ranchers
provide us with more than $5 billion worth of agricultural
products each year. No other farmers in the world have
the proven ability to harvest the large, consistently high
quality supplies of the commodities we need year alter

year. At Philip Morris, we appreciate the work you do.

The Philip Morris family of companies spends about
$2 billion on dairy products every year, making dairy
producers and their cooperatives together the companies’

largest supplier of food ingredients.

Every year, more than $400 million worth of pork and beef
meet the nations demand for Oscar Mayer hot dogs, cold

cuts and bacon, as well as other Philip Morris brands.

American producers sell more than $400 million worth
of poultry and eggs to meet the production needs of

various brands, including Louis Rich and Kraft.

High quality U.S. grains — to the tune of more than
$500 million — become cereals, pasta and beer from the
Philip Morris family of companies. Growers of wheat, barley,

hops, corn, oats and other grains are the valued suppliers.

U.S. tobacco is the finest quality anywhere. Philip Morris
U.S.A. and Philip Morris International purchase more than

$1 hillion worth of tobacco from American growers yearly.

The Philip Morris family of companies also buys

more than $400 million worth of fruit, nuts, vegeta})les

and sugar.

“Having g“rown up on
a farm, I've seen the
supply chain from
beginning to end. In

essence, we’re all part

JAYPOOLE  of one industry catering
Vice President of
External Afiirs, 10 @ World of consumers.”
Philip Morris
Management Corp.,
~  from a family farm

in Virginia
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Kraft Foods invests more than any other company to

I n tu rn 9 build demand for dairy products. Product innovations
L ‘ such as Kraft Natural Cheese in resealable packages,
Philip Morris -\

Breakstone’s Four-Pack Cottage Cheese and Tombstone

bul lds de mdan d fo 14 i Stuffed Crust Pizza have helped keep cheese the ’

primary driver of dairy industry growth.

y O u 1/- p rO du C ts ] Oscar Mayer’s “I Wish I Was an Oscar Mayer Wiener”

jingle has created a bond with consumers since the
1960s. Starting in the 1990s, Oscar Mayer Lunchables
‘ offer combinations of cold cuts, cheese, crackers,

pizza and nachos loved by kids and moms alike.

New products are the best demand drivers in the cereal Cn ft M
ey N SHREDDE 0
category. The Post cereal line has earned a reputation as L%,'gl[?y I.': S]\J‘\[&% P’R’ H {f’\%ﬁﬁ?”
an innovator with its array of winning brands.
" ALPHA
Miller Brewing Company created the light beer Q%BB!;; ABIPTS B
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category when it introduced Miller Lite. It has since led

the industry with the packaged draft beer innovations:

Cold-Filtered Miller Genuine Draft and Genuine Draft Light.

B ran ds cConsumers lOV €. Philip Morris cigarettes remain the top-selling brands

in the world.

hat does it take to create a household name? “Managiné risk for
Kraft Foods is like

managing risk on

Greal investments in consumer research and
marketing, lor one thing. Innovative product

development. And an ambitious vision. Take the Kraft

Cheese Division, for instance, which aims to make cheese p my famlly’s farm.
a part of every snack, meal or eating occasion. All of f Th
e numbers are
these investments are focused on one goal: Providing I)I T CE
R LENN
consumers with quality, convenient and good-tasting e ! 2 larget but the
Vice President.
hoices. C delight is the ultimat . ’ inci
choices. Consumer delight is the ultimate success oGS turemend pTlTlClplﬁS are

Kraft Foods, from a family the same.”

farm in Manitoba




We share
strategic interests with
American farmers.

Finding shared solutions.

y some estimates, world population will grow

to more than 10 billion people by the year 2040.

The number of middle-class families is growing
worldwide, also. Satisfying the world population’s increasing
appetite for consumer products will be challenging! To
meet the challenge, all of us involved in agriculture and
the production of consumer products must work together
to make sure the resources and tools we need are available
now and in the future. That means finding issues we have

in common, and exploring Shared Solutions.

Ask any farmer or rancher. Almost all agree theres a
real need to improve consumers’ understanding of
agriculture and food production.With less than

2 percent of Americans now living on farms, each new
generation grows further removed from the realities of
today’s production agriculture. Yet, as voters, policy
makers, teachers and media representatives, people
make decisions daily that impact our nation’s ability

to provide consumer products to the world.

Educating people about our business is clearly a shared
issue. As a first step, in cooperation with the American
Farm Bureau Federation, we conducted one of the most
comprehensive farmer-consumer research studies ever
undertaken. Its mission was to identify gaps that might
exist between consumers’ and farmers’ opinions about
how food should be produced. We learned that while
consumers are very satisfied with their food supply, they
have some concemns about modern farming practices. Lets
seck Shared Solutions to these identified “gaps” and establish
sound farm policies that enable agriculture to continue'to

satisfy the appetite of the growing world of consumers.

“Sometimes we get
caught up in our own
aspect of the chain, and
we forget that we all
need to work together to

BRUCE GINN

Director of Commodities,

deliver products to the

Oscar Mayer Foods, consumer.

from a family farm

in Texas
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Let’s share ideas.  ou
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BARBECUE SALICE

and interests we share, call Jay Poole,

[ fyou'd like to hear more about the issues

Vice President of External Affairs, at
(804) 274-2692, Russell Laird, Director of Agricultural
Relations, at (202) 637-1562, or Katherine Trent,
Manager of Agricultural Relations, at (804) 274-3329.
Lets put our heads together on issues that matter to
both of us. Thats what the Shared Solutions

program is all about.

Shared Solutions™ is a service mark of Philip Morris Management Corporation




