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89% of our Wisconsin fanbase considers themselves

avid fans, with the rest being casual fans

Source: Vision Insights Local Study, 18+, May 2024
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TOGETHER WE WILL

{ICKEN NUGGETS

Y CODKED BREADED NUGGET SAPED CHICKEN PRITIES

)
-

Advance nugget innovation to sell more Generate fun & national buzz for the Tyson
Tyson products to Packers Nation brand with our national fanbase
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PREGAME VIDEOBOARD FEATURE

CAPTURE HEARTS & MINDS
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FE E D I N G TH E LI N E M E N Custom video content announcing the new
product, featuring team chefs preparing a

mountain of Packers nuggets to satisfy the

@ An Official Protein of the Green Bay Packers hungry linemen waiting in the cafeteria




ank Your Favorite Chicken
ugget Shapes



https://www.instagram.com/reel/C-NyLRxsJ_D/?utm_source=ig_embed&utm_campaign=loading
https://www.instagram.com/reel/C-NyLRxsJ_D/?utm_source=ig_embed&utm_campaign=loading

CRAFT VIRAL
MOMENTS

Spark engagement with fans as the team
gears up for the season with a humorous
nod to an online trend
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ENGAGE &
DELIGHT FANS
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NFL Fan Rankings (Top 10)

Total Number of Fans Age 13+

Source: Vision Insights, Dec 2024

Kansas City Chiefs 34,200,000

Dallas Cowboys 32,000,000

27,200,000

San Francisco 49ers

JAGKERS

Pittsburgh Steelers

22,000,000
21,000,000

Philadelphia Eagles 19,300,000

18,900,000

New York Giants

New England Patriots 18,600,000

17,100,000

Chicago Bears

Miami Dolphins 15,900,000



PACKERS FANS BUY FROZEN FOOD THAT IS FAMILIAR

Current Tyson Perceptions
National Fanbases

Brand Satisfied
Awareness Customer

What is Important when Buying Frozen Food?
Top 2 Highest Indexes for GBP

Well-Known Previous
Brand Experience

CHICKEN NUGGETS © more more
@ © likely © likely
of Packers Fans of Packers Fans
90% 38% 37% o 22 o

of Chiefs Fans of Chiefs Fans
89% 38% 24% - .
0 Jikely not mare likely
of Cowhoys Fans of Cowboys Fans

Source: YouGov, ages 18+ (1-26-25]




BUYING MOTIVES

Packers Fans are more likely to care about protein, and prefer the
convenience of prepared foods.

\ PROTEIN CONTENT |
N ... . —5 |
 Who is mare likely to be concerned about protein | : ’:——— - A V" --\ _,

)‘ content when eating or choosing food to eat?

CONVENIENCE

"Prepared foods are a great way to provide a

WiSCDnSin PaCKerS Fans ..'?"'"\ | home-cooked meal with little effort”
@ more likely to be \ e

concerned about protein

of Packers Fans agree

Missouri Chiefs Fans Texas Cowboys Fans

are not more likely to be

o ]
concerned about protein B D /u B7A|
of Chiefs Fans agree of Cowboys Fans agree

Source: YouGov, ages 18+ [1-26-25]

are not more likely to be
concerned about protein

Source: YouGov, ages 18+ (1-26-25] National Fan bases



CONSUMPTION

Packers Fans visiting our website are more likely to shop for frozen
food & B0% of Packers Fans in Wisconsin watch the game at home.

FROZEN FOOD SHOPPING HOME-GATING

. . . , What 7% of the hometown state
Propensity of visitors to the team website to > h - " o
have shopped for frozen food in the last 30 days watches the game at home:

MORE LIKELY

Source: Comscore September 2024 [ages 18+]

FULLY COKED BREADED WUGSET SHAPED CHICKEN PATTIES MORE LIKELY MORE LIKELY

Source: Vision Insights, [Jan - Dec. 2024), ages 13+
Source: Comscore May 2024 (ages 18+] T —————— oz






