Presented by SYSCO

September 2009

Why All Natural?

So what’s the deal with “all natural” and why
should today’s consumer choose all natural
and organic menu options?

The natural and organic categories are two of the
fastest growing categories in the foodservice indus-
try with poultry leading the way as the most popu-
lar protein. 76% of natural and organic consumers
said in a recent Coleman Natural study that they
specifically look for restaurants that offer natural
and organic menu options.

A 2009 study conducted by the National Restaurant
Association discovered one of the top 20 trends
heading into 2010 was the necessity of free range
poultry menu offerings. Other trends listed were
gluten free products and an overall concern for
healthy menu options.

Why Coleman Natural?

Coleman Natural is the largest processor of fresh
and prepared, natural and organic, free-range
poultry in the United States. We create our prod-
ucts the way nature intended? What does that
mean? USDA defines “all natural” as “products that
have undergone minimal processing and contain
no artificial flavors or added colors, no chemical
preservatives, or any other synthetic ingredients.
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At Coleman, we go a step above. We call it our
“Never Ever” promise, allowing animals to grow at
their natural pace, free from growth hormones and
antibiotics....the way nature intended™

Many restaurant chains are adopting our promise
by understanding the importance of all natural
menu offerings. From all natural, free range chick-
en, to a vast array of additional all natural prod-
ucts, today’s dining establishments including fine
dining, fast casual and multi-unit chains are add-
ing all natural, gluten free, and organic options for
their customers to meet the growing demands.

Research shows that while the economic struggles
have impacted the natural and organic buying pat-
terns in some areas, all natural poultry sales con-
tinue to climb and the growth within this segment
appears consistent. Recent Nielson data shows over
a 19% increase in all natural and organic poultry
sales However, the all natural and organic protein
market is highly untapped and a recent Coleman
Natural independent study shows that only 5% of
the market share in the foodservice segment has
been penetrated.
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With a majority of this market untapped the possibilities are endless for
growth. The Coleman independent study also revealed that the vast ma-
jority of all natural and organic meat buyers searched for dining venues
whose menu offerings included natural and organic food.

Why poultry?

The low cost of poultry items gives this protein a significant advantage
over other all natural and organic proteins, making it the most frequently
used.

So that's the deal with all natural. It is an untapped market of endless op-
portunity for the foodservice industry. With sales expected to continually
climb and demand rapidly growing, specifically for all natural, free range
poultry offerings, more and more operators will increase their menu op-
tions to include that of all natural and organic foods.
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