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INDIA REGULATORY 
ENVIRONMENT….
EACH DAY SOMETHING NEW!



A WORK IN PROCESS… 

 

 
                       

  
       
                        

                      
       

                  
                      

   

Commodity Commodity Description under GST Tariff 
Heading 

GST 
Rates 

Almonds 

Other nuts, fresh1 such as Almonds, ……. 
whether or not shelled or peeled 0802 Nil 

Other nuts, dried, whether or not shelled or 
peeled, such as Almonds, …. 0802 12% 

Cashew nuts2 
Cashew nuts, whether or not shelled or 
peeled 0801 5%3 

Hazelnuts or 
filberts (Corylus 
spp.) 

Other nuts, fresh such as ….., Hazelnuts or 
filberts (Coryius spp.), ………., whether or 
not shelled or peeled 

0802 Nil 

Other nuts, dried, whether or not shelled or 
peeled, such as ……, Hazelnuts or filberts 
(Coryius spp.), ……… 

0802 12% 

Walnuts 

Other nuts, fresh such as ….., walnuts, …… 
whether or not shelled or peeled 0802 Nil 

Other nuts, dried, whether or not shelled or 
peeled, such as …….., walnuts, ………. 0802 5%4 

Pistachios 

Other nuts, fresh such as ……, Pistachios, 
……. whether or not shelled or peeled 0802 Nil 

Other nuts, dried, whether or not shelled or 
peeled, such as ……….., Pistachios, ……. 0802 12% 

• NOC: need to find resolution
– B/L consigned to order of shipper is negotiable
– BUT issue is IGM filing by shipping line
– Engaging Customs; industry delegation?

• GST: awaiting feedback
– Fresh vs dry
– Lower rate for domestic production

• COO: new interpretation by FSSAI
– USDA engaging FSSAI: Chambers of Commerce 

are official entities



KERNEL STANDARDS: 
MORE THAN ALMONDS

• Standards: only kernels…..for now
– FSSAI targeting product on the market;

not applied to inshell at import
– Despite comments, kept C/S, doubles, oil
– Goes into effect July 2021

• Other Standards Less Burdensome
– Standards for cashews, peanuts,

pistachios have fewer parameters
– Walnut kernel also recently notified
– More local industry engagement needed



INDIA MARKETING PROGRAM:
EVOLVING TO LEVERAGE 
NEW OPPORTUNITIES



COVID-19, A PROBLEM FOR INDIA.. 
AN OPPORTUNITY FOR ALMONDS
• India has second highest COVID-19 cases in the world, with 8.7 million cases*. 

• India had the most stringent lockdown which impacted the economy. 
• In Q1 FY21, GDP shrank by -23.9%. 
• IMF predicted GDP will shrink by 10.3% in FY 21, 
• However, by next year, strong recovery expected with 8.8% growth (IMF).

• Consumers increasingly shifting to online spending to avoid disease exposure. E-
commerce payments to record steep increase of 26% in 2020. 

• Consumers more health conscious and concerned about immunity. Preventive 
healthcare, immunity and personal hygiene has seen tremendous growth.

• Greater awareness of pre-existing conditions like CVD, diabetes, pulmonary diseases 
causing greater fatalities for those infected.

• Increased faith in traditional/ ayurvedic products.

Source: Economic Times, LiveMint, Google
*as of 12th November 2020
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ALMOND CONSUMPTION IN INDIA IS DRIVEN BY TRADITION 

Consumed raw, soaked & 
peeled first thing in the 

morning
Given by mothers to 

children
Good for brain & provide 
energy through the day Gifted during festivals

Accompaniment with 
wedding invites

Integral part of prayer 
offerings

Usually eat 4-5 almonds 
per consumption occasion



BIG GROWTH OPPORTUNITY IN INDIA
Low Per Capita Consumption

• India’s per capita consumption (addressable population) 
at 0.32 lbs very low compared to most other regions. 

Strong Opportunity for Morning Consumption and Snacking

• 40% of households with children are not currently engaged in the Morning Occasion.
– Households participating in Morning occasion, average number of days is 2.8/ week.

• Significant opportunity to grow consumption beyond morning ritual as a healthy snack. 
– Incidence of consumption from mid morning to rest of the day is low varying from 2% to 

13% by day part.
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Strong Opportunity for Gifting

• Only 11.9% of people who gift during festivals, gift almonds.

11.90%
8.80%

0%

5%

10%

15%

20%

Target Audience Non-Target Audience

% Share of Dry Fruits Among Gift Givers*

58%

19% 13% 8% 8% 9% 6% 2% 2%
0%

50%

100%

Ea
rly

 in
 th

e m
or

ni
ng

 b
ef

or
e

br
ea

kf
as

t Br
ea

kf
as

t

Mi
d-

m
or

ni
ng

 sn
ac

k

Lu
nc

h

Be
tw

ee
n 

lu
nc

h 
an

d 
te

a t
im

e

Du
rin

g 
te

a t
im

e

Be
tw

ee
n 

te
a t

im
e a

nd
di

nn
er

Di
nn

er

An
 af

te
r d

in
ne

r o
r l

at
e-

ni
gh

t
sn

ac
k

When Almond Are Consumed

*During Festivals



ALMONDS STRONGLY POSITIONED TO MEET HEALTH AND 
WELLNESS GOALS FOR BOTH CHILDREN AND ADULTS 

% Agree Strongly Eat Almonds Before 
Breakfast

Don’t Eat Almonds 
Before Breakfast

Good to eat in the morning 58% 51%
Good for my brain 58% 52%
The king of dry fruits 58% 50%
Good for my heart 58% 48%
Is energizing 58% 51%
My favorite dry fruit 58% 49%
Good for my mental acuity 57% 50%
Is fresh 57% 46%
Good for my hair 57% 48%
Recommended by my nutritionist/dietician 57% 49%
Provides energy 57% 51%
Is high quality 57% 52%

Almond Benefit Delivery 

Top 12 Wellness Goals For Kids
Become physically fit 22%

Have more energy and stamina 22%

Have a sharp memory/concentration 18%

Avoid or manage diseases 18%

Prevent sickness or diseases 18%

Have better digestive health 17%

Keep their mind stimulated 16%

To increase their mental alertness 16%

Be a good example for others 16%

Feel good about themselves 15%

To be able to think quickly 15%

Live a long life 15%

Top 12 Wellness Goals Women Men

To become physically fit 20% 19%
Set a good example for my children/family 19% 18%

Having good relationships with family and 
friends 19% 19%

To have more energy and stamina 18% 18%
Sickness or disease prevention 18% 18%
Avoid or manage diseases 18% 18%
Improving my digestive health 16% 15%
Keeping my mind stimulated 16% 15%
To have a sharp memory/concentration 16% 14%
To increase my mental alertness 15% 16%
Feeling good about myself 15% 15%
Maintaining a quality of life 15% 17%

Segmentation Study



INDIANS ARE DRIVEN BY SUCCESS. 
BEING HEALTHY IS SEEN TO BE KEY TO BEING SUCCESSFUL. 

Segmentation Study

Lifestyle upgradation drives people today
Acquisition and ownership of symbols is now essential. 
Consumers are willing to extend themselves or stretch 
their resources because they don’t want to be left behind

Bettering the self is a universal desire
• Honing skills and upskilling
• Developing talents 
• Exploring the “new and different” to enrich oneself 

The reward of bettering self and 
performing consistently is to have a 

sustained advantage
• Building excellence 
• Honing and playing to one’s strengths 

Moms also encourage this need for 
betterment and performance in their kids

Extracurricular activities are seen as opportunities to 
Improve or learn new skills or perform in front of an 
audience and receive accolades

“If you want to be happy…”

“When you are healthy, you feel confident.”

“If you are healthy nothing will stop you and you 
will be successful.”

“Health is also fitness and, if you want to look 
good and slim, health is important!”

“If you are healthy, your future is secure!”

“It is for your family’s peace and happiness.”

“If you want to be disease free…” Performance 

Give everything you take up your 
100%, with concentration 

Do a better and faster job 

Stand out for it; get a promotion 

Get noticed by others 

Be successful 



THE POSITIONING

“Small investments today build into 
the big successes of tomorrow. 

Almonds are a small investment into 
my and my family’s future.”



HARNESSING 
THE 

OPPORTUNITY



CONSUMER EDUCATION OPPORTUNITY

• Beliefs come from tradition, therefore, lower awareness 
of benefits coming from extensive nutrition research.

• Opportunity to position almonds as being good for 
immunity by leveraging nutrients.

• Almonds are high in Vitamin E and Copper.

• Almonds are a source of Zinc, Folate and Iron.

• Could further increase frequency, snacking and portion 
size.



CONSUMER EDUCATION PROGRAM

PRINT ADVERTORIALS NUTRITION PR MEDIA OUTREACH MEDIA EVENTS



DISCUSSION OVER ALMONDS (BADAM PE CHARCHA)
THEME: ‘THE IMPORTANCE OF ENSURING FAMILY HEALTH AND NUTRITION AMIDST THE ONGOING PANDEMIC’

Sakal

The Pioneer

The New Indian 
Express

The Pioneer






TRADE: REINFORCING CONFIDENCE
Trade NewslettersTrade Conference



NEW PROGRAM 
INITIATIVES IN 

INDIA 



BEAUTY DIGITAL CAMPAIGN



BEAUTY BENEFITS: MOTIVATOR FOR ENHANCED CONSUMPTION



BEAUTY PROGRAM: TARGETING A YOUNGER AUDIENCE
• When we look at the beauty benefit, we see that a younger audience (females, 

18-24 years) are more attractive to target as compared to older women:
o Strongly believe being well-groomed is essential for success
o Believe that looking after their health improves their appearance
o Believe that beauty comes from within
o Believe in herbal/ natural products over chemical cosmetics.

• Higher usage of internet compared to older women.

Source: TGI

68%

62%

52%

Internet

Media Consumption Habits
Females 18-24 years Females 25-34 years Females 35+ years



CAMPAIGN SHOWCASE






RELOOKING AT THE FESTIVE PERIOD



FESTIVE COMMUNICATION: ADAPTED TO CURRENT SITUATION
• Covid-19 could result in muted festive gifting.

• Social Distancing: Reduction of people visiting each other to give gifts.
• Economy: Economy expected to degrow in FY 20-21 resulting in employment continuity concerns with possible reduced Diwali bonuses.
• Prioritization of health of self and family… More important than gifting to others.

SO…
• Replace current 4-week Festive Broadcast Wave with:

• Family Consumption Broadcast Wave for 4 weeks to drive health messaging of almonds.
• Festive Broadcast Wave for 2 weeks to remind consumers of gifting of almonds closer to Diwali (14th Nov). 
• Digital Campaign promoting Festive Broadcast Spots on Facebook, Instagram & YouTube.



THE
RESULTS



GROWING STRENGTH OF ALMONDS AND AS A SNACK
Strength of Almonds

32%

46%

Almonds

Top of Mind 
Snack

2016 2019

34%

51%

Almonds

Consumed 
most often as a 

snack

2016 2019

73%

83%

Almonds

Tides me over 
to next meal

2016 2019

Snacking Parameters

2019

45%

69%

Almonds

Top of Mind

2016 2019

80%

82%

Almonds

Eaten 
Everyday

2016 2019

43%

53%

Almonds

Top of Mind 
Chocolates

2016 2019

33%

47%

Almonds

Top of Mind 
Bakery

2016 2019

Source: GPS 2019, 2018, 2017 & 2016



INCREASED KNOWLEDGE OF ALMOND BENEFITS

83%

89%

Almonds

Heart Healthy

2016 2019

78%

82%

Almonds

Source of Fibre

2016 2019

80%

87%

Almonds

Rich in Antioxidants

2016 2018

77%

85%

Almonds

Low in Saturated Fat

2016 2018

84%

87%

Almonds

Good for People with 
Diabetes

2016 2019

Source: Global Perception Study 2019, 2018 & 2017



INDIA: THE #1 EXPORT MARKET, 2ND YEAR IN A ROW

Source: Position Report, Almond Board of California
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