U

aaaaaaaaaaaaaaaaaaaaaaaa

Heritage Meets Gen Z:

How Consumer Insight Helped Butterball Evolve from
Holiday Icon to Relevant Brand

BUTTERBALL



Today’s Speakers

JENNIFER PLEVA VAL SAINT SING
Associate Strategy Director Senior Brand Manager - Seasonal
WovenWorks Butterball

YV Gmmd



U1

The Journey Ahead

O1 The Challenge

02 The Cost of Standing Still
03 The Insight-Led Approach
04 The Design System

O5 The Results

BUTTERBALL

BUTTERBALL




Ul

“We designed something
beautiful, butitcouldn’t be
executed.

AV

“We had to dilute what
consumers loved because it
was too hard to produce.”

AV

“Testing wasn’trobust and
more like guesswork.”

Why is packaging innovation so
powerful yet so difficult to get right?

“The process was siloed
and lacked cross-
functional alignment.”

BUTTERBALL

/\

“The need for speed
limited the quality.”

VA

“We didn’t design for scale
or future growth.”
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wovenworks

We are weavers.

We unite every strand of the packaging
journey into one seamless process.

Because iconic brands aren’t assembled.
They’re woven with purpose.



Discover

Uncover insights
and discover
opportunities

U\

wovenworks

Our Woven Method

Define

Define actionable
strategies and
consumer targets

Design

Bring ideas to
life through the
design process

Develop

Test, iterate,
and refine for
maximum impact

Deliver

Launch with
confidence,
speed, and

efficiency



A Fresh Look for an
Iconic Favorite

Challenge: Earn a place at the table, without
losing our seat.

A
Seasonality Trap , x “hm
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One holiday brand, 11 months of opportunity 9808 ... 00080 Al Natuwal ;-A,-»
‘ 2 o S ———
Shelf Confusion
Inconsistent packaging slowed shopper navigation 4% PRE‘MIUM
L) WHQ}EYQP"G JURKEY, o
Shifting Expectations AI)'NAtwdl
New shoppers needed clearer signals to trust and i b e
choose ) TS W) TORKEY SURERS
WAV = < ) ORIGINAL SEASONED
The Goal SOV @S, T @ P T R—
Modernize the brand, without losing trust, SgE D Biarma,

recognition, or sales.
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Discover
Stakeholder
interviews, shopper
barriers, & shelf
behavior

Define

Clear strategy &
simplified brand
architecture

Research Engine
Stakeholder interviews ® In-store behavioral insights ¢ 12 iterative in-person

focus groups ® ~300 shoppers per test cell on-shelf simulations

BUTTERBALL

Unwrapping What's Next

Strategy-led - Research-backed - Performance-driven

Design
Testably different
concepts grounded
in shopper needs &
equity

Develop

Quant & qual
tested, refined for
performance &
clarity

Deliver

Scaled system
validated at shelf
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PRE- BRINED &
SIMPLE TO ROAST

CUTTEARERE

Cook from Frozen

Premium Whole Turkey ——

Pro-brined with up 0 15% of water, contains 2% or less g o x o o
of salt, sodium phosphate, spices, and natural flavors 1
EASY y ©
STEPS!

NEW!

BUTTERBALL

A
oven Roasted

rURKE Y BREAST

all natuwral) 187 ’ E— L BSh s T
m r : e (] p all natural BREAST

TURKEY BREAKFAST { ~: V = o - g b H_O‘R}‘ionl‘:s OR 3 TURKEY RAISED WITHOUT HORMONES OR STEROIDS*
SAUSAGE LINKS | oring Turkey Premium Young Turkey 3 EAFD

FULLY COOKED FIET TN

50% LESS F.
THAN USDA DATA FOR COOKED PO

TURKEY USE
NO ADDED HORMO!

85% LEAN
5% FAT

Turkey Burgers

WITHAATURAL PLAVORINGS

\ Vii0 - 5 : » Lpresy o A
126 NETWT80z @m g 7 - A A P b GROUI;!}IES'IHURKEY original seasoned "\

NO ARTIFICIAL
NO AvDED|
NO AnDED

NETWTIB0Z(1LB) NOTHAW + EREEZER

AL OZENT NET W
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The Cost of Standing Still

A strong brand. A system under pressure.

« Strong loyalty. Aging demographics.
« 364 days of missed everyday relevance

« A growing portfolio, built on a holiday foundation
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A New Generation of
Shoppers

Young consumers are reshaping food choices

0 A Rapidly Growing Economic Force
9 Visually Driven Decision-Making
e Seeking Confidence in the Kitchen

Food as Self Expression

e
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Discover: Categor

Brand Insights
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F: 38%
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58%
D: 58% 3
REUCUTICTTTEaT, TUrKey DUTgers;
Product Ground Turkey, Premium and Classic Turkey Bacon, Turkey Sausage,
3 Ground Turkey :
Lines Patties Turkey Deli Flavors

Special occasion products
you'll be proud to serve at
s your holiday dinner

290

e

Masterbrand + Product
Descriptor

Turkey
Jerky, Stuffing

Turkey Cuts, Ground Turkey,
Turkey Burgers, Turkey
Meatballs, Turkey Sausage

Whole Turkeys (fresh,
frozen, fully cooked,
cooked from frozen),

Turkey Roasts & Breasts

12



Strategic Opportunities

Y

BRANDMARK  (urereait

Strong recognition, but not
distinctive.

TYPOGRAPHY Ijrels(fll \

Overly complex, multiple styles
create slow selection at shelf.

CLASSIC BRAND BLUE

Iconic and recognizable, but not
distinctive.
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Thanksgiving

BUTTERBALL RIBBON
PACKAGING DESIGN

Inconsistently applied and lacking
clear meaning.

CLAIMS

Too many claims create clutter
and slows shopability.

PHOTOGRAPHY

Used effectively, but not
distinctive.

PRODUCT VISIBILITY:

Critical in fresh meat,
cues freshness and quality.
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Define: From Brand Truth
to Design Expression

Translating emotional equity into design

BUTTERBALL

Design Should Feel Like Care, Not Just WE EXIST TO HELP PEOPLE PASS LOVE ON
CO mmunhn i Catio N CATEGORY CONTEXT: MISSION: AUDIENCE CONTEXT:

WE'RE IN THE BUSINESS Together, we provide delicious turkey ENABLERS OF
OFTOGETHERNESS trusted and enjoyed by everyone, every day. GUUD FUUD

e Preserve the Soul, Modernize the Signal P —— N FEELINGS

our lives has evolved, so has the
category landscape.

The lighter, feel-good protein, served with a generous
helping of support, trusted to fill hearts with warmth We're for those who express how

. o . d inspire some swagger in the kitchen. they care through food. Food plays a
Quality and taste have become table al
Ba la nce Wa rmt h Wlth C la I’Ity stakes and a wide array of protein central role in their lives, but they
options compete for share of plate. VALUES: aren't elite foodies — they're busy
WE BELIEVE... everyday people who put passion
\Q/hililourturkey dlelivers simti)lar ) . E\r/]eryone shhould feel gr;eat about what they eat. into what's important to them.
H enefits, we can elevate our bran + Sharing what matters shows you care. et . .
EXp re S S Pe rS 0 n a l'l ty T h ro u g h t h e SySte m above the functional shouting match « Food's ability to connect people. They're increasingly attuned to food's

by doubling down on the legendary impact on health, wellbeing, and the
emotional connection Americans PERSONALITY planet — but at the end of the day, to

i i = them, the highlight of any meal is the
across generations have with us GROUNDEDIN BRIGHT& UPLIFTING  HONEST& g y

e C reate a Platfo rm , N ot Ju St Pa C ka gi n g not just at the holidays, but everyday. | GoODNESS ~ CLEVER  EXPERT  OPENHEARTED connection it helps foster.

n
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Exploring the Possibilities

Two distinct territories, one brand truth

Butterball - Design Territory Development Butterball - Design Territory Development

L ove at First Bite Real Love

TERRITORY INSPIRATION: TERRITORY INSPIRATION:

Bright colors, simple backgrounds,
dynamic imagery closeups, illustrative
patterns, and helpful hints give you
the swagger to provide tasty meals
your family will love at first bite.

Candid family imagery, handwritten
notes, friendly typography, and real
environment settings communicate
moments big and small that inspire
mealtime connection and togetherness.

BRAND PERSONALITY & CREATIVE ATTRIBUTES:

+ Openhearted

BRAND PERSONALITY & CREATIVE ATTRIBUTES:

+ Bright & Clever

« Uplifting Expert + Grounded in Goodness

+ Helpful - Candid
+ Heroic + Personal
+ Energetic + Memorable

Love at First Bite Real Love
A bright, energetic expression of joy and appetite appeal A grounded, human expression of connection and togetherness

YU @)
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From Territories to Concepts

Translated our two territories into three testably different design solutions

BUTTERBALL

RIBBON
EVOLUTION

YU @)
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Define: Qualitative Methodology

12 In-Person Focus Groups in 90 Minutes Mix of demographics:
Target Consumers Two Cities é C} 8&%
. 22-60 HHI Mix of
48 Raleigh Y.O0. $50Kk+ Ethnicities
Ci NC i N nati V Alignment to 2 Butterball consumer targets:
,i\ 33 1 5 Heathy Me Heathy Planet & Red Meat Avoiders

V 8 groups of Loyal Butterball users

V 4 groups of lapses and competitive users

Objectives
Shelf Behavior & Navigation ® Brand Continuity ® Brand Equity Alignment
Premium, Taste, & Health Perception ® Everyday Relevance ® Purchase Intent

m BUTTERBALL



What We Learned

Open to Change, Without Losing Loyalty
e Emotion Is the Equity

Premium Is Designed

Low |
QUALITY |

Relevance Drives Choice

e Food Imagery Closes the Sale

VU G
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How We Evolved

Refined through iterative testing

Advancing the Strongest Directions

 Rebalanced Communication
* Elevated What Matters Most
* Strengthened Appetite Appeal

Expanding the System

* Two concepts moved forward with refinements
* A new concept was built from qual learning.

VU

TURKEY BURGERS i3

ORIGINAL SEASONED

NOTHAW | FREEZERTOGRILL | 707%LESSFAT" 0 Nl

6

Al

( TURKEY RAISEDWITHOUT
HORMONES OB STEROIDS:*

PREMIUM

WHOLE'YOUNG TURKEY

N0 ARTIFICIAL INGREDIENTS
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GROUND
TURKEY
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Define: Quantitative Validation Approach

12-Cell Monadic Design Evaluation Who We Talked to
0 ® s
Category Users Tested 18+ Y.O. 70% 30%
Women Men
8&% 8&% V Purchased a whole turkey at least once / year
100 100 Health V Purchased Ground Turkey at least 2-3x / year
Zennials Conscious Consumers

V Purchased Frozen Turkey Burger at least 2-3x / year

Objectives
Shelf Findability e Purchase Intent e First Impressions ® Brand & Attribute Perception

BUTTERBALL

20
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roven reriormarnnce y
True Blue Wins at Shelf Without Tradeoffs PREMIUM S

@ (©
+5 pts Shelf  +10 pts +4pts +7pts

Visibility Delicious Premium Modern

=
BONELESS
AST

Drives stronger shelf impact while maintaining
purchase performance

Improves findability at shelf in a crowded
category

FREEZER TO OVEN IN MINUTES

Performs at parity or better vs. current across
key metrlcs j%l.rilﬂtll # ..‘I / ‘A & .“ . ﬂn:mnmm

oo

TURKEY BU!EGERS 't &  TURKEY BURGERS COOK FROM FROZEN

WITH NATURAL FLAVORING! WITH NATURAL FLAVORINGS
ORIGINAL SEASONED s { SWEET ONION SEASONED
60%LESSFAT  mimnommin minzonss W 5 60% LESS FAT

tiLlIZl(&IlSLWS 6 VIOUAL i
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A System Built for
What’s Next T

FROZEN

FROZEN

FROZEN

PREMIUM

TURKEY BREAKFAST Ao PREMIUM Li’] Butterball

AGE LINKS
i e s WHOLE YOUNG TURKEY _ CNeee”
CONTAINS UP T0 8% OF A SOLUTION OF WATER, SALT, SPX IES, /‘ ¢ '-.» + ( BU"ERBAI.[

Al Natwal' ‘ AND NATURAL FEAYOR FOK TENDEKNESS AND JUICINCSS. 8 A" va l
M__WL 7, A" \] t n /. g BONELESS
v INK lA‘/b\ f URKEY BREAST ROAST

’OUARY ATIFICIAL INGRDIENTS

I KEY 3 - - : =

i h‘RMOH
GROUND TURKEY

RN AllNatwal :
TURKEY BURGERS i _gmewnamay  [UREYBICN

URAL FLAVORINGS b " - -
WITH NATURAL b ' 3§ = 4 e - | e k. ' g ‘ OR“;'NAL

I&G"‘AL_SEAS_("‘L_, L e Y ‘%EE%“TJ"P" STELESAT e s

&mr TURKEY BREAST
TENDERLOINS

RETIT 1207w e s
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Powertul Results

Turning Trust into Modern Shelf Impact

The redesign improved shelf visibility, reduced

shopper confusion, and strengthened Butterball’s
brand perception, connecting better with younger 4 ' FROZEN' |
audiences while maintaining trust and quality. Vvavad;

FROZEN, . e

FROZEN ' | | | . = " 037 LEAN

7% FAT

+25.7 pt Preference Lift

+1009 isibili mb PREMIUM
10% product visibility W!ﬂQkE YOUNG TURKEY.
+32 pt meaningful brand lift with younger consumers Ie ‘"“""“""‘?'”"3"‘""”“""“‘2‘!'S“"""s"""?'"“g“
, .ﬂl“g&m{fw&l 4 &6
A TURKEY RAISER WITHOUT rzu;:n\; ol A S
Brand Ranks: 1 A G"'C‘V ey
« ” i A e B, I /X TURKEY BURGERS
TOp 1% for “Worth More M ENEV R Gy S B G ) , WITH NATURAL FLAVORINGS
“ ) AYN : N K7y ORIGINAL SEASONED
TOp 3% for TrU StWO rthy ALY N\ ) ' ; : f A A 607% LESSFAT  neuuoxomstemsion s cavoes

TOp 5% for “ ngh Quallty” { % ‘i;mmx’m;-‘ A ) Z B i rirn : nUms;uz:z

QUANCTET




a butterbaliturkey &

New look

Powertul Brand

great taste

Redesigning our packaging positioned
us for success in evolving our brand
platform, social presence, tone, and
overall visual identity.

Making Butterball a company with
purpose & personality.

Without losing our iconic heritage.

n




MODERN

TENDER &

\ JUIC

BUTTERBALL

DELICIOUS

NO
| ARTIFICIAL
INGREDIENTS

FROZEN  FRESH
FROZEN  FRESH
FROZEN  FRESH

PERSONAL COHESIVE




wovenworks

brand packaging reimagined

wovenworksglobal.com
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