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Who Is Sysco?




Sysco Corporation

*  Sysco is the global leader in selling, marketing and distributing food products to
restaurants, healthcare and educational facilities, lodging establishments and other
customers who prepare meals away from home.

*  Our family of products also includes equipment and supplies for the foodservice and
hospitality industries.

*  We operate 196 distribution facilities, serving approximately 425,000 customers in
North America, as well as joint ventures with Pacific Star in Mexico and Mayca in
Costa Rica.

. In addition, we have recently acquired Brakes Group, a leading European
foodservice distributor in the United Kingdom, France and Sweden with additional
operations in Ireland, Spain, Belgium and Luxembourg.

. For Fiscal Year 2015 that ended June 27, 2015, we generated sales of more
than $48 billion.




Sysco Lamb Offering

« Sold 10.2 million pounds domestic & imported lamb
(4,628 tonnes) in 2015
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Sysco works with

« Australian Companies
— Foodcomm International/Thomas Foods International
— The Lamb Company

— Pilot Trading P

— Domestic Lamb Companies BUTCHER™S BLOCK_
« Australian Brands Impoiled Samé

— Fletcher ~ s

— Thomas Foods International
— Country Fresh Meats

— Midfield Commodities

— Opal Valley

— Pilot Brands

— Sysco Butcher Block & Sysco Imperial (Fresh Australian)
— Wagstaff



Who’s Eating Lamb?

Fine Dining

*APPROACHABLE~*

Lamb Beyond Fine Dining
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MENU APPLICATIONS:
* Guilled Americars Lawd Selad

* Huriesa Lo Kabobe

* Hosty Shopharcls fia

* levh Stew

* Lamb Stic Fry

* Retivserie Lamh Panin

MENU APPLICATIONS:

* Barbecusd American Lamb Sandwich
* Indian Lumb Corry

* Lamb Empanadss

* Mosaccan Lamb Tagins

* Pagpardeli with Shwdded Limb

* Pulled Lumb Tocos

MENU APPLICATIONS:
* Lamb Bugers

* Guiled Lamb Xafta

* Maathally

* Margues Flatheasd

* Mausaben

* Samon
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Actording to Fresh Losh dets, retad sates of
round lamb incressed 52 parcent in 2016
versus 2015. Lumb burgers are found on
more and mece meesss - wp 17 povcent in
20% verwes 2015,

AMERICAN LAMB VISIT

ww.americanlamb.com




Fine dining

UWhat’s On The Tileru?
R

Aecording ta o recart mamw ropart frem Datassantis) MenaTrands™, lamb antrées showed the strongest menw growth in 2014
whan compared to other fop entres protans in fine diming. Mare than 60 parcent of fine dining rastaurants offer lamb ca thesr
otrbe mamus, a5 [nmb contirues ta ba synonymout with upscale dining snd offers an alternstive 10 mars cammon proteins

Whait Lamb. Cuts Lamb Chefs Want

Pescantage of fine dining menos Rotio of menus thot st
o, thot frosure lamb. S v e On The TMenw? Restawaot and hotelflodging fne diing operators
64 /° AT R RO perceive domestic lamb more positively than imported
Sh i Gein Tamb on 8 large variety of attributes. According to +
oy R Rack of Lamb 31.3% study by Technomics Inc., here are the top ten
steributes chofeifood and bevorags dirsctors
Lamb Chop 28.7% sssociate with domestic imb:
Sausage/Merguez 9.4% Lisfrasher
2. Has 3 larger rib eye
’:”u::: m:o’:l:: Shank 9.4% 3. Customers prefer
tacrr n-center of the plate g iSRS ER z 4. Has a higher meat-to-bone rati
byl fo et Ry Loin 8.8% 8 % 0

5. Sustainably raised
Vihid Rack of Lamb and traditssnal lallipops to spicy lamb ris. y

center of the plate entsies top the kst Leg 5.2% 6. Humanely raised

o e Sy st Wb B St 7. Has tender texture

:-d more j’:.,:’.‘:.::‘::“' Shoulder 4.7% 8. Offers consistent quality
Burger 45% 9. A fair value for the money

10. Is always available
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Steakhouses, Frensh and Nationd Restaurant Assocation

Mediterrnnesn Restaurants shaows the top trend identified
Feature lamb om the menu. by ehefu in recent yaars is loeally
sowrced mests sod veafosd.

Reduction

Top Sowces ond Spices
Foired with Lamb in Fine
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Fine dining

)

NEW YORKk

Pier A

HARBOR HOUSE

— EST. 1886 —
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Who’s Eating Lamb?

Fast/Family Casual




Fast/Family Casual

cava HESINILS

KABOBLINE

Mezze Grill

T RSEE

CHURRASCARIA

Brazilian Sfea(//)oaée




*10 REASONS~*

Gue Should Tlenu Jmerican Lamb

1. fupponting the Tation’s ghepherds
When you menu local lamb, you'r supporting the nation's
shepherds and their famises. The vast majority of LS. theep
cperations are family-cwned and run.

2. Auailable Locally and Year-Round.

Famiy f d ranchers raise shy

6. Jaworful

- The distinctive flaver of American Lamb is a rasult of matural
. pesture, superioe genetics and an excoptional diet.

7. Better Valwe.

: On the bone, Amarican Lamb yiekds. more mest than
Sl i #

ot U:5:s makiig fresh focad arnb avollible whiorover you

"WM

Shopherds

cycling vital nutrients back through the sod, minimizing
ercsion and encouraging native plant growth, Sheep that are
grazed on a vaniety of nutrient-dense grasses, legumes and
forage will produce succulent, tender meat.

Meny wineries ere osing sheep to gro te weeds in the vineyards.

4. Generations of Care

Good care, a cleon environment, balanced nutrition and
heslth management are all part of rising healthy

Fee many shepherds, sheep husbandry has been passed an |

through genarsticns of raiting lambs.

8. Tresher
Fifty parcont of the lamb consumed in the United States is

rted from Austesta and New Zealand. American Lamb

is upt0 10,000 mills fresher.

o A - Porty pe

Lamb, rating it high for flaver, quality and terdermess.

are. Adapted to a range of climates, sheep graze American *

rangolands, from pastoral grasslands to high alpine meadows. -
© Noartficial growth hormones ars used inlamb production in
© the United States,

y toquality ©

and conservation. Sheep improve pasture and rangaland by ©

8. TNalural

8. dofe

Al American Lamb s either USDA inspected for

. wholessmeness and quality or inspected by stats systemns

equal to the foderal government standards. The USDA has

© sat five quality grodes for lamb. More than 90 percant of
© American Lamb will grade USDA Choice or Prima,

10. ‘Customer Demand.

* Your customers care about where their food comes from so

call out fresh, homegrown loeal lamb on your menu.

TO FIND A LAMB SUPPLIER IN YOUR AREA VISIT

www.amaricanlamb.com/lamb-lecator

Frem Pasture Jo Plate

L

More than 80,000 family farmers raise lamb
S.

across every state in th

o,

Pasture

Sheep recycle vital nutrients back - Sheep graze on high-quality
into the sod, improving the quality - natural grasses and forage
of the pasture and rangeland, resulting in succalent, tender
while minimizing erosion and American Lamb.
encoursging nstive plant growth.



TREND OF TOP PROTEINS AT US CHAINS
& INDEPENDENTS:

20150

PENETRATION
1 d I d Pulled®ork 18.8% +5% +21%
Penetration and Time Tren ed a8 o 2
Lamb 20.0% +1% +8%
Over the past four years, only Duck 15.1% 1% 6%
Pork 61.0% +2% +6%
pulled pork and tofu have out- Satmmon 20.9% i et
M S 59.9% +1% +2%
paced the growth of lamb with N by o b
M M M Chicken 96.2% +0% -1%
lamb having a higher penetration e - . —
Fish 49.7% +0% -4%
than bOth Steak 74.3% +0% -4%
Ham 53.1% -1% -5%
Shrimp 66.0% +0% -5%
Pepperoni 27.7% -1% -5%
Salami 25.8% -1% -5%
Lobster 22.9% -0% -5%
Turkey 45.7% -1% -6%
Tuna 39.0% +0% -10%
Pork@hop 16.7% -2% -10%
Crab 35.8% -1% -10%
Scallop 29.9% -2% -11%
Clam 23.4% -3% -11%
RoastBeef 23.5% -3% -17%

MENU PENETRATION: across appetizers, entrées,

sides, % of restaurants that menu...




Lamb tracking slow but steady growth

70% A
Fine Dine: 59.5% +26%
60% A | ‘
| |
! 1
! 1
oo ) 10-Year
Penetration % Change
40% ~

o -
30% Casual: 25.4% +51%
20% - Midscale: 17.3% +23%

10% - QSR/FC: 7.0% +56%

0% T T T T T T T T T T 1
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

MENU PENETRATION: % of us chain & independent
restaurants that offer lamb




Familiar formats




Keeping it healthy

2D v bamtar TR R P | A S i

INSIDE b T Cheney
gmnarrs oy it

Vo
porndins
Py unbound

AA time

Clean Eatln
~ =

20 DELICIOUS e |
TE DS RS = P Meals

TACOS o

Like You've Never Had "Em
Light but Loaded!

t-Packed Pastas _ IIIII

{Fool your family into eating more




Sysco Keeping it healthy
w0

HEALTHY 1.0 @ HEALTHY 2.0 HEALTHY 3.0

WEIGHT MANAGEMENT Py, FEEL GOOD FUNCTIONAL
1980's to early 2000's early 2000's and beyond .

early 2010's and beyond

Low-fat Local =
Low-calorie Natural AanOXIdGIn"T- :
Low-carb Organic Superfoods



Keeping it natural

& | NATURALLY FRESH

ysco believes the best food Is made from the highest quality

ingredients avallable — now more than ever, so do customers.
Trend data shows that customers across all age groups, from boomers
to millennials, are Increasingly seeking fresh and healthy dining
experiences, right down to the Induigent burger. Though seemingly
an unikely candidate, burgers are actually the perfect carnvas for
showcasing fresh Ingredients across meats, cheeses, toppings.
breads and produce.

Freshness
is the New
Standard

Exiding a burger with frash
3 stors

the top 2016 NRA

food trends ""‘_":"" A

x = are willing to pay e most valu

is a shift mwax}g fresh, L premium prices for quality distinction

natural and minimally ¥ healthier food options marker when it
processed food comes to food

One of
the top 2016 NRA

food trends
is a shift towards fresh,

natural and minimally
processed food




Keeping it natural

Consumers increasingly consider social responsibility in their purchasing decision.
For beef, food safety, animal welfare and environmental concerns are top of mind
for many, especially women.

| would be more likely to purchase and | am willing to pay for beef that is...

Premium
Hormone-free
Stercid-free
Comestically raised
Antibiotic-free
Grass-fad
Farm-raised
Locally raised
GMQO-free
Natural
Organic

Free-range

Sustainable

m Slightly more {£5% price increase} M Significantly more {>5% price increass}




Keeping It green

Itis important that the environment is
not negatively impacted because of the
way beef cattle are raised

Itis important that the beef | eat came
from animals that were treated
humanely

It is important to me that the beef | eat
came from animals allowed to roam
freely

“Male ®Female




Keeping it clean

FLAVORGM U -

TOPw TRENDS CURRENT ISSUE  FEATURES RECIPES  ABOUT  SUBSCRIBE SEARCH Fouow nn

What’s

HOT

2015 CULINARY FORECAST

~ _TOP10 == p———
FOOD TRENDS ¢ - B o =

ToP 10 TRENDS

., Locally sourced meat and seafood --
Locally arown produce L

. Environmental sustainability
Healthful kids' meals

. Natural ingredients/minimally
processed food

New cuts of meat
. Hyper-local sourcing
Sustainable seafood

Food waste reduction/management
. Farm/estate branded items NATIONAL
RESTAURANT

ASSOCIATION 7))

“Feel-good” takes the mantle from
“better-for-you” in appealing to customers

FEEL-GOOD CUISINE is the next iteration of
better-for-you. Consumers are now responding
to menus that make them feel good about the
choices they make — both in body and mind.




Keeping me engaged

Sysco is dedicated to supplying the freshest locally sourced products available. This
not only helps meet a growing consumer demand to “eat close to home,” it also
helps small businesses get the recognition they deserve for the quality and care that
goes into perfecting their craft.




Thank you



