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ASB Strategic Research: Online Survey Report
EXECUTIVE SUMMARY

[. INTRODUCTION

Cypress Research Associates conducted research on behalf of the American Society of Baking (ASB) to determine
how ASB can better serve the needs of its current members and attract new members. The following
methodological approaches were used:

1) Conference evaluation survey

2) In-depth telephone interviews with key ASB members & eligible non-members

3) Online survey of ASB members & eligible non-members

Results from the conference evaluation were presented in an April 2011 report. This report presents findings from
the online survey. Results from the telephone interviews are presented in a separate September 2011 report.

. METHODOLOGY

An online survey was conducted with a broad sample of current ASB members and eligible non-members. Specific
online survey items were developed based in part on results from the telephone interviews and through
collaboration with the ASB research team. ASB provided Cypress Research Associates an Excel database of
contact information for members. A database of eligible Non-Members was acquired from AIB International.

. RESULTS: ONLINE SURVEY

A. DESCRIPTION OF PARTICIPANTS

ASB provided Cypress Research Associates with a final sample of 1,263 current Members to include in the online
survey. Completed surveys were received from 425 Members, for a 34% response rate. Among Non-
Members, completed surveys were received from 34 out of 266, for a 13% response rate.

The following industry sectors were represented among survey respondents:
e Bakery manufacturers i 36%
e Ingredient manufacturers i 27%
e Equipment manufacturers i 23%
e Allieds 7 15%

Survey respondents were comprised of the following age groups:
e Age18-407 16%
e Age41-607 58%
e Age6l+-27%
Among non-members, 50% indicated they are not a member of ASB because they are not familiar with the

organization or with the benefits of membership. Just over one-third (35%) indicated they have never received
membership information and have not been asked to join.

NOTE: Results from the survey are presented in aggregate form, but are also segmented as follows:

1) Industry sector: Bakery manufacturers, Ingredient manufacturers, Equipment manufacturers, Other allieds
2) Job position (Bakery manufacturer members only) 1 Corporate management, Sales & marketing,
Technical/R&D/QA, Operations, manufacturing, engineering

3) Age (Bakery manufacturer members only) i age 18-40, age 41-60, age 61+

Cypress Research Associates, LLC September 2011
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B. PERCEIVED VALUE OF TRADE ASSOCIATION MEMBERSHIP

Survey participants were asked to rate the value of being a member of an industry trade association on a 7-point
scale where 7=6Very valuabl ed.

V Members rated the value of trade association membership higher than non-members, with average
ratings of 5.6 vs. 4.9, respectively.

V By job role, sales/marketing and corporate management positions viewed the value of association membership
higher than the other two job positions (i.e., R&D/QA and Ops/Manuf/Eng.)

V By age, bakery manufacturer ASB members age 61 or over viewed the value of association membership higher
than other groups, at 6.1 (compared to 5.7 for age 18-40 and 5.4 for ages 41-60).

C. IMPORTANCE OF INDUSTRY TRADE ASSOCIATION BENEFITS

Industry executives were asked to rate the importance of various industry trade association benefits on a 7-point
scale where 7=06Very important. d
V 6Networking opportunitiesd are viewed as the most i mpo

V  Educational benefits (5.2) and professional recognition/development (5.2) were viewed as the next most
important benefits.

V  Member offers and discounts were viewed as the least important trade association benefit (4.0).

Segmentation of results reveals:
V  Non-members rated the importance of all member benefits higher than members.

V Bakery manufacturers view education benefits as more important than the other segments (i.e.,
ingredient manufacturers, equipment manufacturers, and allieds). Allied companies view networking
opportunities as more important than the other segments.

V  Among bakery manufacturer members, sales and marketing executives rated all five member benefits listed as
significantly more important than the other job positions, particularly in the area of networking opportunities and
competitive business edge.

V By age, 18-40 year olds rated the importance of networking opportunities significantly higher than the
other age groups at 6.3. Executives age 61+ rated the importance of educational benefits, competitive
business edge, and professional recognition/development significantly higher than the other age groups.

D. RATINGS OF ASB MEMBER BENEFITS

ASB members were asked to rate the quality of member benefits offered by ASB in the same five areas ona 7-
point scale where 7=0Excellentb.

e Networking opportunities offered by ASB were rated highest at 5.7, followed by:

e Education benefits (5.1)

e Professional recognition & development (4.9) and competitive business edge (4.9)

e Member offers and discounts were rated the lowest at 4.1.

Cypress Research Associates, LLC September 2011
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Segmentation of results reveals:

Bakery manufacturers rated ASB6s education offerings h
Allied companies rated networking opportunities higher than other segments.

Among bakery manufacturer members,sal es & marketing executives tended t
higher than the other job functions.

Participants age 61 and overtendedtorat e ASB&s education benefits and comg
significantly higher than the other age groups.

Participants age 18-40 rated networking opportunities higher than the other groups.

< < <K<

E. WHICH TRADE ASSOCIATION PERFORMS BEST?

Executives were asked to indicate which baking industry trade association performs best in six assessment areas
(e.g., education benefits, competitive business edge). Survey participants presented with a list of the following 8
trade associations: AACC, ABA, ASB, BEMA, BCMA, IFT, SFA and TIA. Respondents were also given the option
of selecting 6no differencebd.

ASB was selected as the clear leader among the trade associations listed for the following benefits:
¢ Networking opportunities (50%)

e Education benefits (40%)

e Professional recognition & development (43%)

Other trade associations were selected or participants s
Competitive business edge

Member offers & discounts

Legislative, regulatory, lobbying

F. OVERALL SATISFACTION WITH ASB MEMBERSHIP

ASB members were asked to indicate their overall satisfaction with ASB membership.
V  Executives indicated moderate levels of satisfaction, with an average rating of 5.1 on a 7-point
satisfaction scale among the overall sample.

V  Bakery manufacturer executives in corporate management and sales/marketing reported higher satisfaction
with ASB membership than R&D/QA and Operations/Manufacturing/Engineering job positions.

V Participants age 61+ indicated higher levels of overall satisfaction with ASB than their younger counterparts.

G. RATINGS OF ASB ON SEMANTIC DIFFERENTIAL SCALE

Survey participants were asked to rate ASB on a 7-point scale anchored by 7 pairs of dichotomous attributes (e.g.,
expensive vs. good value, stuffy vs. friendly). Among the sample as a whole, executives tended to_view ASB as
slightly more:

o G&r i en(wloysd uffyod

o Mel pful f(owrs . myénootbbéhel pful for my job)

e 0Good valued (vs. Oexpensived)
Respondents were more middle-of-the-road in their opinions of ASB in the following dimensions, indicating more
negative perceptions of ASB on these dimensions:

e Stagnant vs. innovative

e Low-tech vs. high-tech

e Declining vs. thriving

Executives tended to view ASB as an:
e 60ld boyds cl ubiressiyjey s. young & prog

Cypress Research Associates, LLC September 2011
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Segmentation of results reveals:

V  Members viewed ASB more positively on all attribute dimensions than non-members except one: Non-
members were slightly Iless |likely to view A8&Bmbasstian 6o
rated ASB low on this attribute at 4.0 on a 7-point scale.

V Bakery manufacturer membersaged 18-4 0 wer e more | i ke
clubé and 6decliningdéd than their ol
membership as a good value.

y to weekvb ASBolad b
er ¢ ounlytevieyw ASBt s .

H. VALUE OF ADDITIONAL ASB PROGRAMS AND SERVICES

Respondents were asked to indicate how valuable it would be if ASB offered a list of 8 specific program and service
concepts to better serve current members and gain new members. Among the overall sample, respondents rated
the following programs and services as most valuable (ona7-poi nt scal e where 7=06Very Va
e More in-person networking opportunities (5.3)
e Webinars (5.2)
e Online education/training courses (5.1)

Executives rated the following services as least valuable:
e Online/social media networking
¢ Individualized professional mentoring

Segmentation of results reveals:
V  Non-members rated the value of all 8 programs and services listed as higher than ASB members. Non-
members were particularly interested in:
e Webinars (5.7)
e ASB Industry Certification Program (5.7)
e More in-person networking opportunities (5.6)
e Online education/training courses (5.4)

V Bakery manufacturers were less interested in ASB offering more in-person networking opportunities than the
other industry sectors. Bakery manufacturers and Allieds were also slightly more interested in webinars and
regional ASB chapter meetings than the other industry segments.

V  Among bakery manufactures only, sales and marketing executives were more interested in in-person
net working opportunities (6.3) and a young executiveso
Corporate management executives were more interested in an ASB Industry Certification Program than other
employees.

V Respondentsage 1840 wer e more interested in a young executi ve:
education/training courses (5.8) and online/social media networking (5.2) than their older counterparts.

Cypress Research Associates, LLC September 2011
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|. SUGGESTIONS FOR FOSTERING ASB6 S GROWTH

What else do you believe ASB can do in an effort to foster growth and gain new members?
ASB Members
V  Strengthen educational/training content for various industry segments, job positions/levels
o Content for various industry segments, job positions/levels

Practical, unique content/can apply immediately
General education themes
Cover emerging/hot button industry issues
Use technology to deliver content

0 Better vetting of presenters
Different show location(s)/dates
Modernize organization
Targeted marketing/sales efforts to prospective bakeries, industry segments, job positions/levels
Offer member discounts/incentives/scholarships
Non-members
V  Offer more tangible, direct value, including more educational opportunities

O o0 oo

<<<<

J. TARGET SEGMENTS FOR NEW ASB EXPANSION EFFORTS

Baking industry executives were presented with a list of market segments and asked to indicate which segment(s)
ASB should primarily target in new expansion efforts (in addition to bread and rolls). The large majority of
respondents (62%) indicated that ASB should target mid-size and small wholesale bakery manufacturers. Only
29% of respondents indicated that ASB should focus on companies that manufacture cakes and other sweet
goods, followed by frozen dough/par-baked (24%).

K. ADDI TI ONAL 6MEMBERS ONLY® QUESTI ONS

Approximately three-fourths of ASB members indicated they see value in mentoring their fellow employees into
ASB membership. This was particularly true among Allieds (83%) and Bakery Manufacturers (78%).

Among the overall sample, 44% indicated allied/supplier members of ASB should be eligible to become society
chairman. Allieds were more likely to agree with this statement (50%).

Respondents overwhelmingly agreed that e-newsletters are their preferred method of communication from ASB
regarding association business and events, at 85%. Thirty-five percent of respondents also selected the ASB
website. Respondents age 18-40 were more likelytoselect &é6Li nkedl nd, OFacebookd
methods of communication compared to the other two age groups.

Cypress Research Associates, LLC September 2011
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ASB Strategic Research: Online Survey Report
[. INTRODUCTION

Cypress Research Associates conducted research on behalf of the American Society of Baking (ASB) to determine
how ASB can better serve the needs of its current members and attract new members. Specific questions of
interest included:

Expectations of association membership:

V  What conference content is of most interest to ASB members and eligible non-members (including
members in industry sectors such as pizza, tortilla and ingredient manufacturing)?

V  What other conferences do members and non-members attend? Why?

V In addition to conferences, what other types of services (e.g., networking opportunities, young

professionals group, social media, mentoring, continuing education, webinars) are members and non-

members interested in receiving from a baking industry association?

How aware are eligible non-members of ASB? What is their perception of ASB?

Why do baking industry professionals choose NOT to become members of ASB?

What would entice non-members (particularly younger professionals) to become members of a baking

industry association (like ASB)?

V  What types of media do younger professionals in the baking industry prefer using?

<<<

The following methodological approaches were used:

1) Conference evaluation survey

2) In-depth telephone interviews with key ASB members & eligible non-members
3) Online survey of ASB members & eligible non-members

Results from the conference evaluation were presented in an April 2011 report. This report presents findings from
the online survey. Results from the telephone interviews are presented in a separate September 2011 report.

. METHODOLOGY

A. In-Depth Telephone Interviews

Telephone interviews were conducted in January through May 2011 with the following target groups:

Number of Interviews
Target Groups Conducted
Group 1: Current members (from midsize and large companies) 11
Group 2: Eligible non-members 10
Total # of Interviews: 21

ASB provided Cypress Research Associates with an Excel database of current & potential members to include in
the interview process. Current and potential ASB members who are contacted for interviews were informed that
ASB enlisted the services of Cypress Research Associates, an independent research firm, to conduct the research.
They were further informed that all comments will be held in strict confidence by Cypress Research Associates and
that responses will not be attributed to specific individuals or organizations in the reporting phase of the study.
Interview protocols for customer segments will be developed based on collaboration with the ASB research team.

Interviews ranged from 24 minutes to 67 minutes, with an average length of 42 minutes.

Results from the In-Depth Telephone Interviews are presented in a separate report.

Cypress Research Associates, LLC September 2011
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B. Online Survey

An online survey was conducted in August and September 2011 with a broad sample of current ASB members and
eligible non-members. Specific online survey items were developed based in part on results from the telephone
interviews and through collaboration with the ASB research team.

ASB provided Cypress Research Associates an Excel database of member names, company names, job titles,
member status, and e-mail addresses of the appropriate contact person at each company. Cypress Research
Associates acquired a list of recent AIB International School of Baking graduates for use as the Non-Member
database.

The following methodological approach was used:

e An e-mail invitation was distributed by Cypress Research Associates to the sample of ASB members &
eligible non-members. The invitation explained the purpose of the study and the confidential nature of
results, and informed members and non-members that the study is being conducted by an independent
research firm. The e-mail invitation contained a hyperlink to the online survey.

¢ Non-respondents were e-mailed up to 4 additional invitations (4 to 5 days apart) in order to increase
response rates.

Following are results from the online survey.

Cypress Research Associates, LLC September 2011
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lll. RESULTS: ONLINE SURVEY

A. DESCRIPTION OF PARTICIPANTS

ASB provided Cypress Research Associates with a total of 1,311 current Members to include in the online survey.
A total of 48 members opted-out of participation in the survey, for a final sample size of 1,263. Completed surveys
were received from 425 Members, for a 34% response rate.

ASB provided a database of 284 eligible Non-Members. A total of 18 people opted-out of participation in the
survey, for a final sample size of 266. Completed surveys were received from 34 Non-members, for a 13%
response rate.

1,263
Final Sample

266
Final Sample

ASB Members Non-Members
34% 13%
Resnnnse rate Resnnnse rate

Cypress Research Associates, LLC September 2011
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Just over one-third (36%) of respondents were employed by bakery manufacturers. Twenty-seven percent of
participants were employed by ingredient/mix manufacturers, and 23% were employed by equipment
manufacturers.

Industry Sector
Other allieds*

15% Bakery
manufacturer

36%
Equipment
manufacturer
23%
Ingredient
manufacturer
27%

*Other Allieds include Consultant, Education, Engineering Services, Trade publication, Software

Segmentation by Member vs. Non-Member Member M':r%r:)-er
Bakery Manufacturer 32% 85%
Ingredient Manufacturer 28% 12%
Equipment Manufacturer 24% -
Allied 16% 3%

Cypress Research Associates, LLC September 2011
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Among bakery manufacturers, the principal products produced were fully-baked bread/buns (60%), cakes & sweet
goods (28%), cookies & crackers (15%) and par-baked bread/buns (15%).

BAKERY MANUFACTURERS:
What are your company's principal products?

Bread, buns, and other fully-baked item 60%

0,
Cakes & sweet good 28%
Cookies & cracker 15%
Bread, buns and other par-baked item 15%
Frozen dough 11%
Tortilla %
Pizza 5%
Salted snacks 2%
Waffles, wafers, candy/confectioner 2%

Segmentation by Member vs. Non-Member Non-
Bakery Manufacturers Only Member | Member
Breads, buns and other fully-baked items 58% 67%
Cakes & sweet goods 29% 24%
Cookies & crackers 17% 3%
Bread, buns and other par-baked items 13% 24%
Frozen dough 13% -
Tortilla 7% 7%
Pizza 5% 3%
Salted Snacks 2% -
Waffles, wafers, candy/confectionery 2% -

Cypress Research Associates, LLC September 2011
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Half of respondents reported company-wide sales of less than $50 million in 2010. About one fourth indicated
between $50 million and $499 million in 2010 company-wide sales. Twenty three percent report 2010 sales of

$500 million or more.

What do you estimate were your companyide sales in 2010?

Less than $1 mil

$500 mil or more
23% o

P
y

$100 mil to $499.

$1 mil to $9.9 mil

15%

$10 mil to $24.9

mil mil
15% 15%
$50 mil to $99.9 $25 mil to $49.9

mil mil

11% 12%
Segmentation by Member vs. Non-Member Member M';lr%rl])-er
Less than $1 mil 8% 10%
$1-$9.9 mil 15% 10%
$10-$24.9 mil 15% 15%
$25-$49.9 mil 13% -
$50-$99.9 mil 11% -
$100-$499.9 mil 15% 20%
$500 mil or more 22% 45%
Bakery Manufacturer MEMBERS only S;I:S%_
Less than $1 mil 5%
$1-$9.9 mil 11%
$10-$24.9 mil 13%
$25-$49.9 mil 14%
$50-$99.9 mil 8%
$100-$499.9 mil 17%
$500-$999.9 mil 8%
$1 bil to $4.9 bil 13%
$5 bil to $9.9 bil 5%
$10 bil or more 7%

Cypress Research Associates, LLC

September 2011
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Approximately one-third of respondents (32%) were employed in sales & marketing positions for their companies.
Twenty-four percent were in corporate management, and 16% were in technical/R&D/QA positions.

Job role

Purchasing),[her
1% 79

_ Sales & marketing
32%

Engineering
8%

Ops, manuf.
12%

Technical/R&D/Q

16%
Corporate mgt.

24%

*Other includes allied, consultant, student, retired

Segmentation by Member vs. Non-Member Member M';lr%rl])-er
Corporate management 24% 6%
Sales & marketing 32% 3%
Technical/R&D/QA 15% 24%
Operations, manufacturing 10% 35%
Engineering 8% -
Purchasing 1% 3%
Other 7% 3%
No answer 4% 27%
Bakery Manufacturer MEMBERS only S;I:S%_
Corporate management 21%

Sales & marketing 10%
Technical/R&D/QA 15%
Operations, manufacturing 31%
Engineering 13%
Purchasing 1%

Other 5%

No answer 12%

Cypress Research Associates, LLC September 2011
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Only 4% of respondents were between the ages of 18 and 30. Twelve percent were age 31 to 40. Approximately
one-fourth of the sample (23%) was between the ages of 41 and 50. The large majority of respondents (62%) were

age 51 or over.

Age of respondent

18-30
4%

61+

31-40
12%

4150

23%
51-60
35%

. Non-
Segmentation by Member vs. Non-Member Member | Member
Age 18-40 12% 68%
Age 41-60 59% 24%
Age 61+ 28% 8%

Bake.
Bakery Manufacturer MEMBERS only Manuf.
Age 18-40 11%
Age 41-60 61%
Age 61+ 28%

Cypress Research Associates, LLC

September 2011
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The majority of participants (43%) had been members of ASB for more than 15 years. Fifteen percent were new
members of 2 years or less, and another 15% had been members for 3-5 years.

MEMBERS ONLY: How many years have you been an ASB member?

2 years or less
15%

More than 15 yrs

43% 3-5 years
15%
6-10 years
14%
11-15 years
14%

16

Cypress Research Associates, LLC September 2011
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A full 93% of members said they plan to renew their ASB membership.

MEMBERS ONLY: Do you plan to renew your ASB membership?

No
1%

Unsure
6%

Yes
93%

Members who indicated they will not renew their ASB membership or are unsure were asked why they might not
renew. Participants indicated they were weighing the cost vs. the value of ASB membership. Specific
comments include:

fit will be a business decision of value perceived vs. cost.0

fités gotten more expensive and I'm getting less out of it each conference- last year was the worst!o
fLittle value - can spend time better with different activities. 0

fNeed to select the memberships that provide the most value. Not sure ASB is one of them.o

i We ar etimamember (affiliated industry) so | am still processing the usefulness of membership to
me and my organization. 0

fAllocation of resources. This is considered Sales activity here and must be compared to trade shows and
other expenditures.o

fiWe have other people in our company already members. Not sure if they like to add any more.o

il hadn't been a member or attended the annual meet.
short, | was appalled at the old-boy network that permeated the entire proceeding. Unimpressive speakers

(except for Dr. Catlett), too much dead air in the middle of the day, too many tabletops in too small a space,

too many politically-motivated remarks made by people | thought should know better, etc., etc. A waste of

my time and my company's travel budget. And what does ASB offer other than the annual meeting? Not

much. So, no, you won't get any more of my money. Get busy changing, or continue dying...0

Cypress Research Associates, LLC September 2011
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Half of non-members indicated they are not a member of ASB because they are not familiar with the organization or
with the benefits of membership. Just over one-third (35%) indicated they have never received membership
information and have not been asked to join.

NON-MEMBERS: Why are you not a member of ASB?

. . . . 50%
Not familiar with ASB/benefits of membershi

Never received memb. info/not asked to joi 35%

Was a past member; not currently a memb 18%

No time to participate in ASB or other ass 12%

Memb. fees too expensive/company won't pa 12%

Don't see the value of ASB membersh 6%

l intend to join ASB but have not yet signed 6%

Not a good fit for my job position in the industr 3%

NOTE: Results from the survey are presented in aggregate form for all respondents, but are also segmented as
follows:

1) Industry sector

Bakery manufacturers

l ngredient manufacturers
Equi pment manufacturers
Ot her allieds (e.g., consultants, educators, mg
sition (Bakery manufacturer members only)
C o r prmeanagdment

Sales & marketing
Technical / R&D/ QA

2)Job p

O« OC O« O O¢ O« O¢ O«

0 Operations,,emgmeennffacturi ng
3) Age (Bakery manufacturer members only)

0 46

0 460

0 61+

Cypress Research Associates, LLC September 2011
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B. PERCEIVED VALUE OF TRADE ASSOCIATION MEMBERSHIP

Survey participants were asked to rate the value of being a member of an industry trade association on a 7-point
scale where 7=6Very valuabl ed. Members rated the value

members, with average ratings of 5.6 vs. 4.9, respectively.
MEMBERS VS. NeMEMBERS: Overall, how valuable is it
for you to be a member of an industry trade association?
(Averages: Scale of 1="Not at all Valuable' to 7="Very Valuable")

1.0 2.0 3.0 4.0 5.0 6.0 7.0

Overall Sample
Members
Non-members

Results were segmented by industry sector for members only. No significant differences in perceptions of the value
of trade association membership were evident.

BY INDUSTRY SECTOR (Members Only): Overall, how valuat
for you to be a member of an industry trade association?

(Averages: Scale of 1="Not at all Valuable' to 7="Very Valuable')

1.0 2.0 3.0 4.0 5.0 6.0 7.0

Overall Sample

Bakery Manufacturers
Ingredient/Mix Manuf.
Equipment Manuf.

Allieds

Note: Allied companies include consultants, educators, media companies, and software companies

Cypress Research Associates, LLC September 2011
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Results were further segmented by job role and age (for bakery manufacturer members only). Sales/marketing and
corporate management positions viewed the value of association membership higher than the other two job
positions (i.e., R&D/QA and Ops/Manuf/Eng.)

By age, bakery manufacturer ASB members age 61 or over viewed the value of association membership higher
than other groups, at 6.1 (compared to 5.7 for age 18-40 and 5.4 for ages 41-60).

Segmentation by Job Role

(Bakery Manufacturer MEMBERS ONLY) COm’gt’_a‘e Mi?:f;iﬁg - Mar?&f/-é g
Value of association membership 6.0 6.3 5.6 5.6
Segmentation by Age

(Bakery Manufacturer MEMBERS ONLY) 18-40 41-60 61+

Value of association membership 5.7 5.4 6.1

C. IMPORTANCE OF INDUSTRY TRADE ASSOCIATION BENEFITS

Industry executives were asked to rate the importance of various industry trade association benefits on a 7-point
scale where 7=06Very important. 6 Among the sampl e
most important benefit of a trade association, at 6.0. Educational benefits (5.2) and professional
recognition/development (5.2) were viewed as the next most important benefits, followed by competitive business
edge (5.1). Member offers and discounts were viewed as the least important trade association benefit, at 4.0 on a
7-point scale.

as

OVERALL SAMPLE: In your opinion, how important
are the following industry trade association benefits?

(Averages: Scale of 1="Not at all Important’' to 7='Very Important’)

1.0 2.0 3.0 4.0 5.0 6.0 7.0

Networking opportunities

Educational benefits

Professional recognition & developmen
Competitive business edg

Member offers & discounts

Cypress Research Associates, LLC September 2011
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An analysis of members vs. non-members reveals that non-members rate the importance of all member benefits
higher than members.

MEMBERS VS. NeMEMBERS: In your opinion,
how important are the following industry trade association benefits?

(Averages: Scale of 1="Not at all Important' to 7="Very Important’)

1.0 2.0 3.0 4.0 5.0 6.0 7.0

Networking opportunities

Educational benefits 57
B Members

Professional recognition & developme = Non-Members

Competitive business edg 5.6

Member offers & discounts

By industry sector, bakery manufacturers view education benefits as more important than the other segments (i.e.,
ingredient manufacturers, equipment manufacturers, and allieds). Allied companies view networking opportunities
as more important than the other segments.

Segmentation by Industry Sector _ :

(MEMBERS ONLY) Vant, | Manut | wenuf. | Alieds
Educational benefits 54 5.2 5.1 5.2
Competitive business edge 5.0 5.0 5.1 5.1
Professional recognition & development 5.2 4.9 5.2 5.3
Networking opportunities 5.9 6.0 6.1 6.3
Member offers & discounts 4.1 3.8 3.9 3.8

Cypress Research Associates, LLC September 2011
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By job role, sales and marketing executives rated all five members benefits listed as significantly more important
than the other job positions, particularly in the area of networking opportunities and competitive business edge.

Segmentation by Job Role
(Bakery Manufacturer MEMBERS ONLY) Corporate | Sales & Ops./
Mgt. Marketing R&D/QA Manuf./Eng

Educational benefits 5.6 5.7 5.2 5.4
Competitive business edge 5.4 5.8 4.5 5.0
Professional recognition & development 5.3 5.6 5.1 5.0
Networking opportunities 6.1 6.7 5.7 5.9
Member offers & discounts 3.4 4.9 3.7 4.3

By age, 18-40 year olds rated the importance of networking opportunities significantly higher than the other age
groups at 6.3. Executives age 61+ rated the importance of educational benefits, competitive business edge, and
professional recognition/development significantly higher than the other age groups.

Segmentation by Age

(Bakery Manufacturer MEMBERS ONLY) 18-40 41-60 61+
Educational benefits 4.6 5.4 5.6
Competitive business edge 4.8 4.9 5.3
Professional recognition & development 4.9 5.0 5.5
Networking opportunities 6.3 5.9 5.7
Member offers & discounts 4.3 3.8 4.3
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D. RATINGS OF ASB MEMBER BENEFITS

ASB members were asked to rate the quality of member benefits offered by ASB in the same five areas on a 7-
point scal e wh eNetvorking dppoxtunidels dfferedtbp ASB were rated 5.7, followed by education
benefits (5.1), professional recognition & development (4.9) and competitive business edge (4.9). Member offers
and discounts were rated the lowest at 4.1.

MEMBERS ONLY:
Rate the quality of ASB member benefits in the following areas:

(Averages: Scale of 1="Poor' to 7="Excellent’)

1 2 3 4 5 6 7

Networking opportunities

Educational benefits
m ASB's Performance

Professional recognition & developmen Importance

Competitive business edg

Member offers & discounts

*For the above member benefits, the following additional explanations were listed in the survey:

Networking opportunitiesthrough annual ASB BakingTech receptions, luncheons, MarketPlace.

Educational benefitdi KNR dzZAK I yydz- £ ' {. . I 1Ay 3¢ KoDtiessivrsyBBHEite yesbbrees
Professional recognition & developmerthrough annual ASB Baking Hall of Fame, ASB Baking Tech speaking opportuni

Competitive business edgey providing members with information on baking industry trends, changdsaents.

Member offers & discount®n registration for annual ASB BakingTech conference and AIB seminars and courses.
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By industry sector, bakery manufacturers rated ASBO6s education
companies rated networking opportunities higher than other segments at 6.0.

Segmentation by Industry Sector _ :

(MEMBERS ONLY) Bakery Ingredient Equip. Other

Manuf. Manuf. Manuf. Allieds

Educational benefits 5.4 4.9 5.0 5.3

Competitive business edge 5.0 4.7 4.8 5.0

Professional recognition & development 5.0 4.8 4.8 5.2

Networking opportunities 5.7 5.6 5.7 6.0

Member offers & discounts 4.2 4.0 4.1 4.1

Among bakery manufacturer members only,sa | e s

highert han t he ot her

j ob

functi

& mar ket
ons.

and educational benefits more favorably than the other job functions.

ng

executives
Corporate

Segmentation by Job Role
(Bakery Manufacturer MEMBERS ONLY) Comgtr.ate Mi?:f;iﬁg REDIOA Mar?tﬂ?/'llzng
Educational benefits 5.6 5.8 5.2 5.4
Competitive business edge 5.0 5.6 4.9 4.9
Professional recognition & development 5.1 5.5 5.1 4.8
Networking opportunities 6.1 5.9 5.6 5.6
Member offers & discounts 3.9 4.6 4.0 4.4
Among bakery manufacturer members, partic

i pants

management

of f

tended t
e X

age 61 a

competitive business edge higher than the other age groups. Participants age 18-40 rated networking opportunities

higher than the other groups.

Segmentation by Age

(Bakery Manufacturer MEMBERS ONLY) 18-40 41-60 61+
Educational benefits 5.0 5.3 5.7
Competitive business edge 4.2 4.9 5.3
Professional recognition & development 5.2 4.9 5.1
Networking opportunities 5.9 5.7 5.5
Member offers & discounts 4.0 4.2 4.4
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E. WHICH TRADE ASSOCIATION PERFORMS BEST?

Next, executives were asked to indicate which baking industry trade association performs best in six assessment

areas (e.g., education benefits, competitive business edge). Survey participants presented with a list of the
following 8 trade associations:
e AACC
ABA
ASB
BEMA
BCMA
IFT
SFA
TIA

Respondents were also given the option of selecti

ASB was selected as the clear leader among the trade associations listed for the following benefits:
e Networking opportunities (50%)

e Education benefits (40%)

e Professional recognition & development (43%)

ng

6no

Ot her trade associations were selected or partiath@ants

following:

e Competitive business edge

e Member offers & discounts

e Legislative, regulatory, lobbying

MEMBERS ONLY*: In your opinion, which single trade association
performs bestin delivering the following services/benefits?

mASB mAACC mABA mBEMA mIFT mOther* m No difference

0%

100%

Networking opportunities

Educational benefits

Prof. recognition & devel.

Competitive business edge 20%
Member offers & discounts 17%

Legis., regulatory, lobbyingikeki)

*0Ot her 6=BCMA, SFA, TIA

Note: Insufficient numbers of non-members answered this question to allow for segmenting out by this subgroup.

Segmentation of these results by Industry Sector, Job Role and Age are included in the Appendix.
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F. OVERALL SATISFACTION WITH ASB MEMBERSHIP

ASB members were asked to indicate their overall satisfaction with ASB membership. Executives indicated
moderate levels of satisfaction, with an average rating of 5.1 on a 7-point satisfaction scale among the overall
sample. No differences were evident by industry sector.

BY INDUSTRY SECTOR (Members Only): Overall,
how satisfied are you with your ASB membership?

(Averages: Scale of 1="Not at all Satisfied' to 7="Very Satisfied")

1.0 2.0 3.0 4.0 5.0 6.0 7.0

Overall Sample
Bakery Manufacturers
Ingredient/Mix Manuf.

Equipment Manuf.

Allieds

Note: Allied companies include consultants, educators, media companies, and software companies

By job role, bakery manufacturer executives in corporate management and sales/marketing reported higher
satisfaction with ASB membership than R&D/QA and Operations/Manufacturing/Engineering job positions.

Segmentation by Job Role c . cales & ons /
orporate ales ps.

(Bakery Manufacturer MEMBERS ONLY) Mat. Marketing R&D/OA Manuf JEng

Satisfaction with ASB membership 5.7 5.6 5.3 5.0

By age, participants age 61+ indicated higher levels of overall satisfaction with ASB than their younger

counterparts.
Segmentation by Age
(Bakery Manufacturer MEMBERS ONLY) 18-40 41-60 61+
Satisfaction with ASB membership 4.5 5.1 5.7
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G. RATINGS OF ASB ON SEMANTIC DIFFERENTIAL SCALE

Survey participants were asked to rate ASB on a 7-point scale anchored by 7 bipolar adjective pairs (e.g.,
expensive vs. good value, stuffy vs. friendly). Among the sample as a whole, executives tended to_view ASB as
slightly more:

o &r i en(wloys& uffyo

e el pful f(ows . myoénotbdhel pful for my job)

e 0Good valued (vs. Oexpensived)

Respondents were more middle-of-the-road in their opinions of ASB in the following dimensions, indicating more
negative perceptions of ASB on these dimensions:

e Stagnant vs. innovative
e Low-tech vs. high-tech
e Declining vs. thriving

Executives also tended to view ASB as an:
e 60ld boyds clubdé (vs. young & progressive)

OVERALL SAMPLE: How do you view ASB as
an organization in the following attribute dimensions?

6.0 7.0
Expensive GoodValue
Stuffy Friendly
Stagnant Innovative
Hiaghtech

Low-tech
Not helpful for my job Helpful for my job

Old boy's club Young & progressive

Declining Thriving

27
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Members viewed ASB more positively on all attribute dimensions than non-members except one: Non-members
were slightly Il ess Ilikely to view ASBnommembers stifl mteddASBlow 6 s
on this attribute at 4.0 on a 7-point scale.

MEMBERS VS. NeMEMBERS: How do you view ASB as
an organization in the following attribute dimensions?
m Members ® Non-Members
1.0 2.0 3.0 4.0 5.0 6.0 7.0

Expensive Good Value
Stuffy Friendly
Stagnant Innovative

Low-tech Hightech

Not helpful for my job Helpful for my job

Old boy's club Young & progressive
Declining Thriving
Few meaningful differences were evident by industry sector.
Segmentation by Industry Sector . :
(MEMBERS ONLY) Bakery Ingredient Equip. Other
Manuf. Manuf. Manuf. Allieds
1-=Ex pensi ve.éé é#oodValue 4.9 4.8 4.7 5.1
1=St uf f yééeéeéeééé ékriéndly 5.3 5.2 5.1 5.4
1=Stagnanté é € é é é é . .=Inribvative 4.5 4.3 4.2 4.3
l=Low-t ec h é é é é &€ é .=High-tech 4.7 4.4 4.4 4.4
1=Not hel pful.éf sHelpfuhy 5.2 5.1 5.0 4.9
1=0O1 d b oy 6=roungl&ptogressiv& 3.7 3.4 3.4 3.6
1=Dec | i ni ng é é&é é éehriving 4.0 4.1 4.0 4.0
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By job role, corporatemanagement and R&D/ QA job positions were more
the other job positions. Corporate management executive
other groups. Sales & marketing executives tendedtoview ASB as sl ightly Im@rtehametd lpé u
job positions.

Segmentation by Job Role c . Sales & Ons /

orporate ales PS.

(Bakery Manufacturer MEMBERS ONLY) Mat. Marketing R&D/OA Manuf JEng

1=Expensi ve.éé é#&oodValue 5.4 4.3 5.6 4.8

1=St uf f yééééééeé é&kriéndy 5.6 5.0 5.1 5.0

1=Stagnanté é é é é é é . .=Inrbvative 4.7 4.8 4.5 4.5

l=Low-t ec h é é é é é é . =Eligh-tecly 5.0 4.4 4.6 4.6

1=Not hel pful f eHelpfuh y 5.1 5.9 5.1 5.1

1=0O1 d b oy 6=roungl&ptogressiv& 3.7 3.5 3.8 3.6

1=Decl i ni ngé é é é é=ghrivéng . 4.3 4.1 3.9 3.9

By age, bakery manufacturer membersage 18-4 0 wer e more | ikely to twveelwd AS®Bolad
clubdé and o6decliningd than their ol der noorelkelyteviewASBt s . Re

membership as a good value.

Segmentation by Age

(Bakery Manufacturer MEMBERS ONLY) 18-40 41-60 61+
1-=Ex pensi ve.éé é#oo0dValue 4.8 4.8 5.6
1=St uf f yé é é é é é é é&Friendly 5.1 5.3 5.4
1=Stagnanté é é é é é é . .=Innbvative 4.0 4.6 4.9
l=low-t ec h é é é é é é . =Eligh-tecly 4.1 4.6 5.4
1=Not hel pful f eHelpfuhy 5.0 5.2 5.2
1=O1 d b oy 6=roungl&plogressiv& 3.3 3.6 4.4
1=-Decl i ni ngé éé é éghrivéng . 3.7 4.0 4.4
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H. VALUE OF ADDITIONAL ASB PROGRAMS AND SERVICES

Respondents were asked to indicate how valuable it would be if ASB offered a list of 8 specific program and service
concepts to better serve current members and gain new members. Among the overall sample, respondents rated
the following programs and services as most valuable (ona7-poi nt s c alVeryVahable)e 7 =06

e More in-person networking opportunities (5.3)

e Webinars (5.2)

e Online education/training courses (5.1)

Executives rated the following services as least valuable:
e Online/social media networking
¢ Individualized professional mentoring

OVERALL SAMPLE:
In order to foster ASB's growth and gain new members, how valuable would
it be if ASB offered the following additional programs and services?:

(Averages: Scale of 1="Not at all Valuable' to 7="Very Valuable')

1 2 3 4 5 6 7

More in-person networking opportunities

Webinars (e.g., new baking/ingred technologie 5.2
Online education/training course 5.1
4.9

ASB Industry Certification Progra
Regional ASB chapter meetin
Young executives chapter of A
Online/social media networking

Individualized professional mentorin

Cypress Research Associates, LLC September 2011



ASB Strategic Research: Online Survey Report 31

A comparison of ASB member vs. non-member ratings reveals that non-members rated the value of all 8 programs
and services listed as higher than ASB members. Non-members were particularly interested in:

e Webinars (5.7)

e ASB Industry Certification Program (5.7)

e More in-person networking opportunities (5.6)

e Online education/training courses (5.4)

MEMBERS VS. NEMEMBERS:
In order to foster ASB's growth and gain new members, how valuable would
it be if ASB offered the following additional programs and services?:

(Averages: Scale of 1="Not at all Valuable' to 7="Very Valuable')

1 2 3 4 5 6 7

More in-person networking opportunitie

Webinars (e.g., new baking/ingred technologie

Online education/training course

ASB Industry Certification Progra

Regional ASB chapter meetin

Young executives chapter of A

Online/social media networking

Individualized professional mentorin

B Member ® Non-Member
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Bakery manufacturers were less interested in ASB offering more in-person networking opportunities than the other
industry sectors. Bakery manufacturers and Allieds were also slightly more interested in webinars and regional

ASB chapter meetings than the other industry segments.

Segmentation by Industry Sector _ :

(MEMBERS ONLY) foan | e | o ||
More in-person networking opportunities 4.9 54 54 5.6
Online/social media networking 4.6 4.4 4.6 4.7
Young executiveshapter of ASB 4.8 4.8 4.6 4.8
Individualized professional mentoring 4.6 4.6 4.5 4.8
Online education/training courses 5.2 5.1 5.0 5.2
Webinars(e.g., new baking/ingredech, food safety) 5.4 51 4.7 5.3
ASB Industry Certification Program 5.1 4.6 4.8 5.0
Regional ASB Chapter meetings 4.8 4.6 4.3 5.0

Among bakery manufactures only, sales and marketing executives were more interested in in-person networking

opportunities (6. 3)

and a

young

execut i v Eapbrate hamggememt

executives were more interested in an ASB Industry Certification Program than other employees.

Segmentation by Job Role
(Bakery Manufacturer MEMBERS ONLY) Cou’gtfa‘e Mi?'keesﬂﬁg —— Mar?tﬂ‘?/.llfng
More in-personnetworking opportunities 5.0 6.3 4.5 4.8
Online/social media networking 4.9 4.6 5.0 4.6
Young executives chapter of ASB 4.9 5.4 4.4 4.7
Individualized professional mentoring 5.0 5.0 4.2 4.7
Online education/training courses 5.2 5.6 5.5 5.2
Webinars(e.g., new baking/ingredech, food safety) 55 57 5.8 5.2
ASB Industry Certification Program 5.4 4.7 5.1 5.1
Regional ASB Chapter meetings 4.8 4.3 5.0 4.9

By age, respondentsage 18-4 0 wer e mor e interested in a

(6y0p onting

education/training courses (5.8) and online/social media networking (5.2) than their older counterparts.

Segmentation by Age

(Bakery Manufacturer MEMBERS ONLY) 18-40 41-60 61+
More in-person networking opportunities 4.9 4.8 4.8
Online/social media networking 5.2 4.5 4.6
Young executives chapter of ASB 6.0 4.6 4.6
Individualized professional mentoring 4.8 4.5 4.9
Online education/training courses 5.8 5.1 5.4
Webinars(e.g., new baking/ingredech, food safety) 55 5.4 55
ASB Industry Certification Program 4.7 5.3 5.2
Regional ASB Chapter meetings 4.8 4.9 4.9

of A

executiv
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. SUGGESTI ONS FOR FOSTERI NG ASBO6s GROWTH

What else do you believe ASB can do in an effort to foster growth and gain new
members? (ASB Members) .
(out of 98)

V  Strengthen educational/training content for various industry segments, job positions/levels 35
e Content for various industry segments, job positions/levels 7
e Practical, unique content/can apply immediately 7
e General education themes 7
e Cover emerging/hot button industry issues 6
e Use technology to deliver content 5
e Better vetting of presenters 3

V Different show location(s)/dates 14

V Modernize organization 12

V Targeted marketing/sales efforts to prospective bakeries, industry segments, job 11
positions/levels

V  Offer member discounts/incentives/scholarships 10

V  Miscellaneous 16

Following are examples of direct quotes for each theme:
V Strengthen educational/training content

Content for various industry segments, job positions/levels

fOffer education in breakout tracks by industry segment. Include a professional development track, industry
regulatory track for executives from a high level. Make the education tracks appeal to different levels Plant
Engineer/Production, Mid-Level Management, Executive Management. Currently ASB still attracts the Mid-
Level Engineering manager that go to alll shows. The p

fiMake the sessions more useful to small er wholesalers

fi O m eASB membership up to more of an industry-wide organization. Right now it is geared toward
production/maintenance. Why not add sales/marketing/finance programs and try to incorporate more sales and
marketing targeted membership? Many sales professionals work very closely with the production side but ASB

is seen as a Obakerso6 organilzoatniootn cnoontt ian udeb atkoi nagpdp loyr gta
broke we donét need to fix it."

=11

Embrace t he al |I-ipackiging, rirgredients, t@ahmolegy/R&D, and equipment. The present
ituation is represented by the Hall of Fame which is

n

i Encour ag-evetahdemajoribakeries to send more of their younger production and engineering staff to
ASB. This will provide their employees not only bakery industry education and motivation but also increase the
younger generations feeling of belonging to a | arger o

AExpand yoursidélokngesbubread. o

=13

Reach out to | ess tr adflatthieads and tortila, kdalth daked proquetsnlikeenatural
rganic and nutrition bars, etc.o

(@)
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Practical, unique content/can apply immediately

AJust as wdangd AlB caursey atierkddees should walk away from the Best Week in Baking with practical
knowl edge they can use i mmediately. o

Aln addition to a o6certified professionals programé of
AProvide more pract ircoadu cbtaiko nn gi nafnodr nbaatkii onng. Op

AProvide excellent, unique information and resources f
APartner with educational providers to provide more pr

il f you get t he &da kilkaome. Utfostunately miodt ef tha ihfbrmation in the programs is
available from many sources today that were not available years ago. The information needs to be more
valuable, timely and something they cané6t get el sewher

AiUnl ess t hi@ has sogathing to affer the attendees in regard to value and justification for paying the
expense and time away from their jobs to attend these conferences they will all die. That is pretty evident from
what is happening in all these organizations. ASB needs to rethink their old ways of no trade names spoken
and worry more about delivering truly useful information to support the industry. When all of these
organizations, not just ASB go back to the roots of baking and provide those valuable tools, technical support
and beneficial information the membership and industry

General education themes

AEducation of your members is the best way to attract
education. o

AFocus on eduwhatttheynnged,bwhak thely want both now and in the future. Meet the needs of the
bakers and the suppliers and allied trades will be there to support ASB."

il mprove upon the materi al in the educationaldo progr ams
iMore training. There are fewer bakers and |l ess train
to back fill the bakers leaving/retiring. o
AOpportunities to | earn and network are t vedbummotdetading al ua
the industry. o

Al nclude some relevant international topics which may
international or import/export markets affecting or in

Cover emerging/hot button industry issues

fBe on the leading edge in discussing emerging issues for the industry especially in the areas of environment,
energy. o

AProvide more educational programs involving technolog

A woul d | i ke t dgon endoemulation tends (low fatr high fiber, low calorie, no trans-fat, low
sugar, nutrient enhancement) and presentations from ingredient manufacturers who have solutions to these
trends. 0

AAt the annual meeting do mor eweebgoods praductoom t Eduoaet us about o f c
formulation and methods of cake shelf |life extension s
fiBe t-he meeting annually for professional devel opment
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Use technology to deliver content

i believe the annual meetings the | ast few years hayv
probably don't view webinars and social media in the same way as a younger person starting out in the industry
would. The fact that the industry has seen a lot of mergers makes it difficult to attract people to the conference
since travel budgets are restricted. Use el ectronic p

AASB must use mor e c uitascientific revibyy panet? eThéd argarizatignymust have more
soci al net working presence and must be on Facebook. 0

AYou can try on the social media front. Younger membe
iSend out -aewslater summarizing developments in the news that affect the membership. It might
include legislation, new ingredient technology, energy conservation techniques, marketing innovations,

equipment developments, patents, etc. Summarize what the stable of media publications are broadcasting . 0

Better vetting of presenters

Aln the yearly meeting I have seen ASB presenters gi\
presenters were not qualified to speak on the subject in which they are proposed experts. | have sat through

many presentations that were several years behind in quality. This was brought about by trying to include all
members as equals, when in essence some were technically more advanced than others. A closer screening

of the speakers could prevent this if the screener s t hemsel ves were more expert.o

iConsi der using more Industry professionals to presen
Society has trended towards professional speakers and

V Different show location(s)/dates

fiMove the conference to various |l ocations. o

AfiMaybe Chicago is not the place for the meeting. o
AfiHol d conference in different cities, from time to tim
iChange up the annual meeting | ocrast iThe meeting has kad theasarmde e s p €
basic format for several years. o

AChange it up; Chicago is getting old!o

AConsi der relocating the winter/spring meetings to a
sponsored golf tournament, fishing, bakery tour, outings like deep sea fishing, or historic tours, co-locate with
ot her organizations at the same time RBA, BEMA, ABA, B

=11

Maybe Chicago be the home site, but, that it be on an

=11

Stop having tCoenfenmremnmale Tagch he Marriott in Chicago. 0o

APerhaps ASB should schedule the conference at a more
choice. If the time of year is more important, then consider a more attractive location rather than Chicago in the
dead of winter. All of these organizations seem more interested in making money and surviving rather than
truly supporting the industry with applicable value to those in attendance. Until the value is there, attendance
will continue to decline or be stagnant. Even if value returns, growing the numbers will be difficult, as the
numbers are no |l onger there due to mergers and consoli

APl ease switch venue of annual meeting to Florida or a
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iMaybe warmer | etatihan asdlarlget . o
fiChange the meeting from Chicago every year. Rotate it
AA national meeting every few years on either coast wo

local bakers/allied who cannot afford to attendt he Chi cago meeting. 0

fiRot ate the meeting |l ocation to be closer to more peop

V Modernize organization

AfAt the show there is a |ot of old guys that stand ar
with old music, some drinks and everybody leaves and goes someplace by 8:00 or 9:00. The new guy is left

alone in Chicago and nobody to hang with young or ol d.
iNeed to modernize.........attract the "new" generatio

AEncourage younger membeornan @&fndorad d miwz & thieoon ¢ ot @« ome t o t

AEncourage | arge and small companies to | et their y 0 U
support ASB  We need to make sure that food education especially bakery in this case has a great future for
young people. ASB or ASBE has not made enough of an effort to educate young people. Neither has the
baking industry as a whole. They have to get our young people interested in the baking industry. The best way
to start that is by signing peopleup f or courses ( Long or Short ) with th

AEngage younger generation on their terms. oo

iwWe have to reach out to younger baking professional s.
fi | spent many years in a producti on plaadthougatshat®ASBlwasve r a
just an "old boys club" that | could join once | got to upper management. | wish | would have had the
opportunity to join and be more involved earlier in my career. This would be a great way to get the word out

about ASBtothosewho | ove this profession of baking. o
Al nvitation and encouragement by forward thinking memt
careers wil/l help grow ASB. 0

AiYou have to engage the younger people. o

Al'm in my mid 30" SBfar® gearh dt weemsahatithene o gedy limited numbers in the age
groups of twenties and thirties. The idea of developing some junior organizational structure seems to have a lot
of promise in developing growth and getting the younger crowd moreengaged from the start. o

MSB materials | ook old and out dated. o

V Targeted marketing/sales efforts to prospective bakeries, industry segments, job positions

fDevelop a sales team of past committee people to get out the message of how ASB is career insurance . 0

APersonal contact by ASB to bakery people. o
AfAdvertise benefits and include basics of baking in pr
AiLet more people know about the Society. o
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