New Opportunities
-Health Conscious Consumers-

Mario Parisi — Green Nature Marketing
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GNM / History

Green Nature Marketing (GNM)

Connecting green
brands with
foodservice/vending
operators and
distributors on a platform
of sustainability,
education, and values.

GNM was established in 2007 and is
headquartered in Dayton, Ohio. As
true pioneers in sustainable
foodservice & vending we are leading
the movement and represent over 30
brands in 26 states throughout the
eastern United States.

GNM Sustainable Vending | 3

My History

» Parent company | Supply Co. is a
31 generation family owned and
operated $300 million dollar
Foodservice Distributor

» Member of UniPro Buying
Cooperative

» Stepped away from I-Supply in
2007 to establish GNM Brokerage
as a pioneer in the clean food and
beverage movement

» Since 2007 GNM has grown in
coverage to all states east of the
Mississippi, handled by a Director
of Sales, Director of Marketing
and several regional based
Territory Managers
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The Sustainable Consumer



Who

IS the sustainable
consumer?

A lifestyle

@ = e e e e e e e -e
g Forward Thinking
Savvy Q Q Putting it all together for a better
. . future
Resourceful Concerned
Willing to source and pay forclean = Qg A% -
healthy options. Placing Environment First

Aware of health and environmental
concerns

Takes Ownership

Understands that they deserve
better and can get better.

\ Informed

SS

" Knowledgeable

Know what to look for and
understand labels and
certifications.
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What

IS sustainability
to the consumer?

...................................... - A Lifestyle

~ A lifestyle typically reflects an
A Movement - . ‘!
~ A common ideology shared by
many consumers that believe in

R -A Trend

~ A trend simply reflects what
seems to be going around at any
given time.

individual's attitudes, way of life,

values that forego a sense of self.
giving equal weight to the future and
the present.

~ A form of behavior that develops among a
large population and is collectively followed
enthusiastically for a period of time.
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Sustainable
B uzzZwo I’dS ~ A non-profit organization committed to

preserving and building sources of non-GMO
product and educating consumers while
assuring them that food items have not been
contaminated with genetically modified
organisms.

Non-GMO Verified

Allergy Friendly/Gluten-Free

~ A certification for products that do
not contain the protein gluten. Gluten is
a protein found in grains such as
wheat, rye and malts. A gluten-free diet
is used as a treatment for celiac
disease

VERIFIED

NGNS projest oey)

Certified USDA Organic

~ The National Organic Program (NOP)
develops, implements, and administers
national production, handling, and
labeling standards for organic
agricultural products.

ORGANIC

Vegan / Vegetarian

~ A certification for products that do not
contain animal products and that have
not been tested on animals.

Fair Trade

~ Fair trade certification is a product
certification system designed to allow
people to identify products that meet
agreed environmental, labor and

developmental standards.
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Evolution
of market
acceptance

R 5 T L

Emerging Limited Supply Innovative New Phase
Channels Chain Operators

Foodservice, Vending, PartICIpantS Select foodservice and  Traditional distribution is

Micro Markets, C-stores Natural / Organic Specialty ~ vending operators now investing in this
Retailers & Distributors leading the charge. category / lifestyle

WH&LE ﬂ making sustainable
EOO! § unfi _ products more available.

\)ISTAR.
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The effect on the
vending industry

Expanded Customer Base

By offering
clean and healthy options

you will grow your customer base
while catering to the changing needs of your
current customer

New Targets Evolved Customers

: Current consumers
A new crop of sustainable with new consumption

consumers. behaviors



Vending
Categories &

Emerging
Brands
Chocolate Bars Sodas
Chocolove Virgils
Amy’s Andy Dandy lzzy
Salty Snacks Protein Drinks Hansen's
Kettle Chips Orgain
Boulder Brands Organic Valley Fuel/Balance
Protein Bars RTD Teas
Clif Bar & Co. Steaz Organic Teas
. Go Organic Honest Tea
Potato Chlp Functional Probar Inko’s
Alternatives Beverages
Beanitos Naked
Beanfields GT’s Kombucha
Evolution

Energy Bars

Clif Bar & Co.
Kind Bar
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Green Nature Marketing | Mario Parisi

Phone & Email Follow Us
mparisi@greennaturemktg.com  Facebook.com/greennaturemarketing
937-266-1690 Twitter.com/greennaturemktg
www.greennaturemktg.com
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