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Dairy contributes more to Wisconsin’s economy
than citrus to Florida or potatoes to Idaho.
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Know who you
are and who you
want to become.



To Consumers, Wisconsin = Cheese
' wisconsin | 56°%

Switzerland

France

2008 WMMB Consumer Research conducted among a nationally representative sample of adults 18+

PR
ISCONS!

[







Imports More Likely To Have “Specialty” Status

WISCONSIN CHEESE IMPORTED CHEESE

High qualit
v/ Ordinary v/ High quality
Unique
v/ Old fashioned v 9
Indulgent
v/ Good for everyday use v g
Sophisticated
v/ Familiar v Y 2
v/ Traditional / Good for entertaining wid?
raditiona
Excitin L.
- / g ,"” & P
\\ s/ |mpressive

Source: WMMB Geographic Brand Positioning Study, 2015
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WELCOME to this world famous
wine growing region
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Uplands Cheese Company
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UPLANDS CHEESE

"nome Aboust Uy » Photca Our Faern » Onr Choose « Where % Buy Order ~

How 00 you mahe s soas0n Srvorte even mode funT Alstoh # wi & Sew pediect accompanements and
have  dalvered Aol 10 you and pour Meraly and ends. This bos contiend one of Out Seasonal Sorute-
bound IRush Crack Reserve chosson, jogeiter with crachens. Sut Dreserves and o salam. Bandmade e
ol with pork Bom our oen whisyied Dags

» One Rosh Creok Roserve choess (appe 1292)

» 502 pachage of Orpanic Classa Write Crachers. made Dy Potters Crackers (Madkeon, W)
» 1.502 v of Poach Chamormde Proserves, made by Quinde & Appls (Madaon, W)

* 302 Sag of Soced Pecara. made by Trest Mardmade (Madeon, 'W1)

“If you're an editor, you should hire me to
write a piece about Uplands, because
there i1s so much to say, all of it good,
and the cheese is exceptional" —
Christine Clark (freelancer for Allrecipes,
Food & Wine and more)
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. THE HOME OF COLBY CHEESE Y= ' =
3 At his father's cheese factory about one [ 7% 372"
B i mile south and one mile west of here, Joseph
F. Steinwand in 1885 developed a new and |
A unique type of cheese. He named it for the
F e township in which hisi father, Ambrose
TRENEA Steinwand, Sr., had built northern Clark
s County’s first cheese factory three Yyears-
S é;; before. The town had taken its name from
R Gardner Colby, whose company built the.-
RS Wisconsin Central railroad through here.

Colby is a mild, soft, moist cheese. Tts
taste became known in the neig_hborlng areas
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Be better
storytellers.






WHY WISCONSIN? COMMUNICATIONS PLATFORM

Some states dream of cars, or coal or craft beer or whatever it is that floats their boats. Wisconsin is
completely bonkers for cheese, and we’ll never understand why everyone everywhere on the planet
doesn’t feel the same way.

The thing is, we’ve had cheese on the brain for quite awhile. Our ancestors were expert dairy farmers
and cheesemakers. They chose Wisconsin because the terroir — the soil and water nurtured by the
goodness of glacial sediment — reminded them of the homes they’d left behind in Northern Europe.
They started making cheese commercially as early as 1841 and, when the chinch bug killed the wheat
harvest in 1855, it seems like everyone else in the state started dairy farming or trying their hands at
making cheese. So, you see, making cheese is Wisconsin’s birthright — it’s in our blood, it’s in the dirt
beneath our feet, it’s in the air we breathe — it's who we are.

It’s not in our nature as Wisconsinites to rest on our laurels, even if we wanted to. That’s why we never
stop experimenting, trying to improve, dreaming of your next favorite cheeses that we have yet to even
imagine.

We believe in the power of cheese to make the world a better place. Great cheese can elevate any
mood, any meal or any social occasion. We know because we produce more great cheese than any
other place on earth. And we won’t stop until the world dreams of cheese as we do.

Some people dream in color. Some in black and white.

Some states dream in oil. Others in bikini-covered beaches or barrel-aged bourbon.

We dream in cheese.
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We DREAM
IN CHEESE




Invest In
content.



CONTENT

IS NOT JUST KING—IT IS SOCIAL CURRENCY.

The typical American mentions brand
names 90 times a week in both online
and offline conversations.

- Keller Fay Research
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Of consumers worldwide trust

WHY IS IT IMPORTANT recommendations from friends and
TO GET PEOPLE TALKING? family more than any form of
advertising.

- Nielson Wire
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BRAND IMPRESSIONS 750 Billion

We now have 25 BILLION brand

conversations per year in social media,

more than 80 for every US citizen!

But our offline brand conversations are

far more plentiful.

25 Billion

SOCIAL MEDIA OFFLINE

Keller Fay Group




Find your
people.



Target: Food Fanatics

For Food Fanatics, great food isn’t just a hobby, it's a
lifestyle. It's also a sport, where they experience the thrill
of the hunt, the excitement of being first to make
discoveries and the social currency ‘winning SM’ gives
them. Their obsession runs deep and they love nothing
more than spreading that gospel with their tribes. It’s those
conversations that define the winners and the losers in the
Specialty marketplace, and it’s those very conversations
we needed to start infiltrating if we were going to change
the minds that matter most.
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, brought to life by

. hosts;
as the story of Wisconsin  ©
're glad you're here. :
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THIS 5 A PLACE WHERFICH
BECOME STORYTELLERS,




ATATIME.



BEFORE THE PANDEMIC WE
WERE ALL-IN ON IN-PERSON
EXPERIENCES



WASHINGTON, DC
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Over the fall 2018,
winter 2019 and
spring 2019 terms,
we reviewed over

4 1\mMEFE AmMAnRIiIiAmAmAlTE

WE/REACHED THOUSANDS OF PEOPLE-THROUGH IN-HOME CHEESE PARTIES

to over ;W‘ “g\’ f“«*‘;:' *";f,
300 PARTY HOSTS ol At
i v 4 \(1 ‘
in >
r ¥ $
41 STATES (O A
across the country, B =0
which gave nearly : /

3,500 PEOPLE LT

the opportunity
to taste some of
Wisconsin's finest product
through an intimate,
fun, educational,
offline experience and generated

1,800,000

total impression across
Instagram and Twitter.
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AND THEN CAME MARCH...



Since the pandemic, we’ve been doing a variety of monthly
events ... and now they sell out within minutes.

_sandiegofoodie - Follow
Sartori Cheese

smackofflavor - F
U’ Norwood, Massachusetts
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culturedlocal
Miami, Florida

1 : ‘ 1 v ; s z y ™ Liked by suzfann, cheeselandia and 10 others
t ‘lh . cassrn08 It's Wine and Cheese Day!! Thank you for

the amazing #sartori cheese @cheeselandia!!!
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#virtualcheeselandia

Liked by suzfann, cheeselandia and 185 others

iloveilosangeles Save some cheese for me
foodiesnapper Love some good cheese board

Liked by wisconsincheese, suzfann and 66 others

smackofflavor Another great night celebrating
#wisconsincheese with a #virtualcheeselandia party.

Gouda is probably one of my favorite cheeses and
@mariekegouda is one of the best. I've never had
one | did love and it is hard to choose a favorite

We got to chat with other cheese lovers and enjoy

anmna Aalininie alhannas Thanke far havina ma
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142 likes

culturedlocal Last night | received another special
delivery from my friends over at @cheeselandia
@wisconsincheese just in time for their..

mia.latoy Jealous!!!

chefjessrd - Follow

Oak Park, llinois

~ jmgmom Check out the goodies we received for

tonight’s @cheeselandia #wiscofest event in
collaboration with inenkuglesbrewing and

Ahaiirnatbdning #la tartad #akhannnalifa

n Q o A

39 likes

takeabitechi Curd is the WORD! Being a
#wisconsincheese ambassador is one of the
highlights of my foodie life. | am so pumped...

wiseonsincheese Ciirds the ward! We will ‘'see
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Cheeselandia
Goes Into the

AGING ROOM

Participants of Cheeselandia’s latest virtual event enjoyed a behind-the-rind peek
of U.S. cheese champion Marieke Penterman’s special curing room at Marieke®
Gouda in Thorpe, Wisconsin. She guided guests through a tasting of her flavored
goudas made from old-world cheesemaking methods and equipment, cultures,
spices and herbs imported from Holland. Marieke then shared her fascinating
cheesemaking journey, where her extraordinary ability earned her a green card.

wmmmmspludﬂwwdw%cmnsbmchmfubaymdmbam
Join the Cheesalandia community at:

Cheeselandia is a consumer movement celebrating the Wisconsin cheess industry through in-person and online
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SO WHAT HAPPENED NEXT?



$40

2020 Media
Coverage

million







We now have In all 50

Cheeselandians

states!




Socta Medi by 4,000%

increased...
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1.7 million

WisconsinCheese.com
hit a record!

visitors and
counting




Wisconsin Cheese
leads in funnel
performance among
all origins tested...

Significantly
outpacing France

Oon awareness,
consideration and
purchase.




Awareness of _
varieties made IS Up to 60%

in Wisconsin...




Nearly six in ten consumers who are aware
of Wisconsin are ‘extremely likely’ to buy
the cheese strictly based on the origin—

Wisconsin!




Outpaced

growth of
Growth of Wisconsin
Specialty Cheese { h e ENTIRE
Retail Sales... Cheese

category




LET'S STAY CONNECTED

Follow Me on Instagram:
@SuzFann

Connect with me on LinkedIn:

https://www.linkedin.com/in
/suzannefanning

sfanning@wisconsindairy.org



https://www.linkedin.com/in/suzannefanning

