OND CONFERENCE

“OWN YOUR EVERYDAY” AND “PONTE ALMENDRA™: NEW
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AMERICA almonds
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E ALMOND CONFERENCE

NEW CONSUMER CAMPAIGNS AND PROGRESS IN NORTH AMERICA

EMILY FLEISCHMANN, Sr Director, Global Marketing, Almond Board of California ¢ california
BRIAN O’CONNELL, Associate Director Strategic Planning, Sterling-Rice Group a mOHdS ADVANTAGE
BECKY JEFFERS, Marketing Manager, Alimond Board of California

Almond Board of California
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“ON THE GO”

LIFESTYLES OF GEN Y + Z
ARE CHANGING EATING
HABITS AND ATTITUDES.
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Presenter
Presentation Notes
With busier lifestyles, adaptations to apartments/shared living spaces, and sometime working multiple jobs or unconventional hours Gen Y+Z are redefining eating moments in America.


AS PART OF THAT, ONE MAJOR FORCE
SHAPING SNACKING HABITS ARE THE STRESS

LEVELS OF YOUNGER GENERATIONS.

Average Stress Levels

Little or no 4.9: Average for all adults A great deal of
stress stress


Presenter
Presentation Notes
Source: https://www.apa.org/news/press/releases/stress/2018/stress-gen-z.pdf

A major part of what drives their snacking habits are their stress levels. Naturally, with Gen Y entering their mid-life and Gen Z entering their Coming of Age their lives are full of stress and anxiety. Couple that with their busy lives and it really changes what look for in a snack.
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“l just wish there were more hours in
the day. | have so many things | want
to do, but you just run out of time.”

-
A

2, S veny
sy

L]
1
] L]
-
»

.

-

-

sasill 'am

\

& ..

: :."

| h‘. w



SNACKING HELPS GIVE THEM A PHYSICAL
ENERGY BOOST, FUEL THEM WHEN THEY DON’T
HAVE TIME TO COOK, SUSTAIN THEIR ENERGY,
AND GIVES THEM A REWARD OR TREAT.

--U.S. ABC SEGEMENTATION STUDY 2017



Presenter
Presentation Notes
Source: SRG, State Of Snacking 11.8

So for them, snacking gives them something they don’t have when they need it—energy, satiety, or even a moment of self recognition for a job well done.


THE ALMOND
OPPORTUNITY:

HELP "ON-THE-GO”

SNACKERS
"RE-ESTABLISH
THEIR CENTER”
WITH ALMONDS.




SSNACKING CAN E
LANKET



Presenter
Presentation Notes
With busier lifestyles, adaptations to apartments/shared living spaces, and sometime working multiple jobs or unconventional hours Gen Y+Z are redefining eating moments in America.


SNACKING
IS TRENDIER

AND MORE
PROLIFIC
THAN EVER




Need for
Convenience

Shifting
Consumer
Attitudes

Proliferation
of Snacking
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Presentation Notes




PEOPLE ARE SNACKING NOW MORE THAN EVER.

Average Weekly Snacking Occasions by Daypart

- 392 3.3
2.6 4-

3.5 3.8
2.7
2.1
1.9
1.4 1.5 1.7 1.4
I| - |

Snack instead of Mid-morning snack Snack instead of lunch Mid-afternoon snack Snack before dinner Snack instead of  After-dinner/ late-night
breakfast dinner snack

%2012 (N=1,507) 2017 (N=2,000)

2012 2017
Total Weekly Snacks 14.7 17.9 94% g; XSD‘;:IIDL%L-BriSSIgACK
Average Daily Snacks 2.1 2.6

*Snack before breakfast occasion not asked in 2012 Source: Mintel, “SNACKING MOTIVATIONS AND ATTITUDES, US — MAY 2017”


Presenter
Presentation Notes
Source: SRG, State Of Snacking 11.8

No wonder, 94% of U.S. adults are snacking on a daily basis. AND; the average weekly snack occasion by daypart is ticking up across every single daypart since 2012.


AS EXPECTED, YOUNGER PEOPLE ARE SNACKING

MORE THAN THEIR OLDER COUNTER-PARTS.

Average Weekly Snacking by Daypart

YOUNGER

Young adults
OLDER are most

likely to have
increased
snhacking and
young snhackers
are most likely
to claim they’re
too busy for

Gen Z (N=144) Millennials (N=772) Gen X (N=752) Boomers (N=332) a full meal

Source: Mintel, “SNACKING MOTIVATIONS
m A snack before breakfast = A snack instead of breakfast = Mid-morning snack AND ATTITUDES, US = MAY 2017

= A snack instead of lunch m Mid-afternoon snack m A snack before dinner

*Snack before breakfast occasion not asked in 2012


Presenter
Presentation Notes
Source: SRG, State Of Snacking 11.8

Not surprisingly, again, a lot of this is driven by younger generations who are snacking more than older generations. And what’s driving this is again that our young folks claiming that their just too busy for a full meal.


A e

AS A RESULT,
WE’VE SEEN A
“SNACKIFICATION”
OF SOCIETY.



Presenter
Presentation Notes
So this is really manifesting in what we call “the snackification of society” …we now live in a world where almost anywhere you look you can see people snacking on a variety different snack. I challenge you to pause in your coming days, look around, and see what snacks you see …their so ubiquitous now, they’re not always obvious.


0%

OF ALL EATING

OCCASIONS
ARE NOW SNACKS!

The Hartman Group,
The Future of Snacking
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COMBINED SALES OF BISCUITS, SNACK

BARS, SAVORY SNACKS,CONFECTIONARY,
ICE CREAM, BAKERY SNACKS

(CAKES AND PASTRIES) AND YOGURT

INCREASED BY A CAGR OF 3%
BETWEEN 2011 AND 2016.



Presenter
Presentation Notes
So this is really manifesting in what we call “the snackification of society” …we now live in a world where almost anywhere you look you can see people snacking on a variety different snack. I challenge you to pause in your coming days, look around, and see what snacks you see …their so ubiquitous now, they’re not always obvious.


INVESTMENT IN E-COM IS DRIVING CATEGORY

GROWTH/PROLIFERATION EVEN FURTHER.

° Internet retailing gained value share across sweet
biscuits, fruit snacks and bars in 2016. Snack bars
enjoyed the highest online penetration rate and
reached a value share of 7%.

O Players like Kind and Quest Nutrition highly invested in
online sales thorough Amazon and direct-to-consumer
programs.

O Mondelez is also betting big on e-commerce,
announcing plans in 2015 to increase online sales to
USD1 billion by 2020.



Presenter
Presentation Notes
Source: SRG, State Of Snacking 11.8

And online those numbers are growing even more—prompting big e-comm investments brome brands like Kind, Quest Nutrition, and Mondelez.


THE ALMOND OPPORTUNITY:

USE ALMONDS
VERSATILITY TO

MAKE IT A UBIQUITOUS
SNACK WITHIN

“THE SNACKIFICATION
OF SOCIETY.”





Presenter
Presentation Notes
With busier lifestyles, adaptations to apartments/shared living spaces, and sometime working multiple jobs or unconventional hours Gen Y+Z are redefining eating moments in America.





Attributes Avoided (N=2,000)

Lets start here, et et
consumers report Fighly processed foods
avoiding snacks with MG
harmful ingredients, ngredients | dont recognie
or ingredients they Additnes
do not recognize. oty calories or high oo,

Saturated fat

Hydrogenated oils

Cholesterol

Carbs

Wheat gluten

Meat or animal-based products
Dairy products

None of the above

*Snack before breakfast occasion not asked in 2012



Presenter
Presentation Notes
Source: SRG, State Of Snacking 11.8

Let’s start here. We know sugar is the new bogeyman in the world of nutrition. Sweeteners, sugars, additives, and anything unrecognizable are things to days consumers are trying to avoid.


CONSUMER PRESSURE IS CHANGING

THE SNACKING LANDSCAPE.

- We are seeing a continued shift away from mass-produced
products with long ingredient lists in favor of products
appearing to be more natural.

- U.S. cities begin passing taxes on sweetened soft drinks,
which significantly reduced consumption

* The FDA will launch new mandates on labels in July 2018,
with a specific emphasis on labeling added sugars.



Eat Butter.

Scientists labeled fat the enemy. Why they were wrong
BY BRYAN WALSH

m Health » Food | Fitness | Wellness | Parenting | Vital Signs

Why your diet should include more fat




THERE’S GOOD NEWS FOR SNACKS. 90% OF SNACKERS

FEEL THAT SNACKING IS PART OF A HEALTHY DIET.

Snacking Attitudes- High Agreement (N=2,000)

I Snacking can be part of a healthy diet 41% 49% 90% I

Good food is what makes life worth living 37% 48% 85%
| like to reward myself with tasty snacks 35% 48% 83%
Even unhealthy snacks are OK if eaten in moderation 30% 53% 83%
Good snack choices are important for preventing... 27% 54% 81%
| like to have a snack while I’'m working 34% 46% 80%
Eating several small meals each day is better for you... 33% 46% 79%
| indulge my cravings for sweets 29% 49% 78%
When | am feeling down, | want to treat myself to... 31% 42% 73%
My snacking is much healthier now than it was... 28% 43% 71%
For me, good taste is more important than health... 21% 47% 68%
I’'m very satisfied with the healthfulness of my snack... 19% 46% 65%
| buy products that are natural 18% 44% 62%

*Snack before breakfast occasion not asked in 2012

m Strongly Agree


Presenter
Presentation Notes
Source: SRG, State Of Snacking 11.8

This can be a big opportunity for snack products and brands: 90% of snackers feel that snacking can be a part of their healthy diet.


THE ALMOND
OPPORTUNITY:

SHOW CONSUMERS
THAT ALMONDS

ARE THE "ONLY THE
GOOD STUFF” SNACK.
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U.S. SHIPMENT GROWTH

U.S. Shipments (Pounds)

800,000,000 734,719,722
700,000,000

600,000,000
500,000,000
400,000,000
300,000,000
200,000,000
100,000,000

FY 15/16 FY 16/17 FY 17/18


Presenter
Presentation Notes
Our largest market, and still growing, with 33% of total shipments and growth of 8.7% last fiscal year. 


MAXIMIZE OUR
APPROACH:

How can we grow consumption even more
in this market? What user group should we
prioritize to efficiently and effectively

increase consumption?

SOLUTION:

Find new target audience that can be
Inspired to increase their purchases and
grow their almond affinity.




DRIVING VOLUME

To ensure demand keeps up with an increase in supply we shifted our focus on increasing
almond consumption among medium users.

- About how often do you eat almonds (either by themselves or in other foods)?

Non-Users Light Users Medium Users Heavy Users Super Heavy Users
N=330 N=870 N=1140 N=450 N=210
11% 29% 38% 15% 7%
« Eat Almonds Eat Almonds Eat Almonds
| never eat : : Eat Almonds
almonds” Several Times Once a Month to Several Times Evervda
Per Year or Less Once a Week per Week ryday




U.S. TARGET AUDIENCE: BUSY BALANCERS

------------------------------------------------------------------------------------------------------------------------------------------------------------

Tries To Do It All

Is strapped for time because of
pursuing so many interests. Enjoys
spending time with family and
friends, working out and staying
involved with the community

Purchase Power

Household income $75K+
(median HHI $70.8K)

Image Conscious

Spends time on social, Aware of others’ perceptions
streams radio, shops online, of them and tries to maintain

stays informed of key topics 29 of a favc?rable and influential
online and plans travel. 377A)|V<I)i||:.:).r?. image among peers.

s ] Adults I e —————— :

Food for Fuel
Savvy $h°pper§ Likes to try new and exciting
LOOKS. to find d.eals without foods, but values convenience to
sacrificing quality. 44% males / 56% females keep up with busy life.

Connected




YOUR EVERYDAY, EVERY DAY CREATIVE

Simdnds

OWN YOUR EVERYDAY

EVERY DAY

sports | f [ r
CBSSPORTS SPORTS HQ BRACKETS FANTASY NFL NBA NCAABB -« PLAY WATCH LISTEN L

B PENN 34 pme CSFULL 71 W UK =70 & DAVID
NCAAB SCORES ~ § HARV 32 @ UCRV 55 T nTENN R =Rl
HALFTIME  £5P2 Fina A A

ALLNCAAB SCORES

aimonds

OWN YOUR EVERYDAY

EVERY DAY

6 grams of protein

>0

OUNCING IT.

California Almonds ... " Iugnu " California Almonds e
3 (Default) [& 1 [De'ault! D/—LJ
Sponsored - @ e Sponsored
Saving the day one minor IT issue at a i i Taking customer service to new heights
time.#OwnYourEveryday Literally.

Almonds_com

Own Your Everyday. Every

Day.

©:

oY Like (0 comment £ Share L paare

o Qav H

califomiazimends With & grams of energy-giving protein
there’s nothing you and almonds can't do
#OwnYourEveryday

Il oogioio ——@ o) —e@



https://www.youtube.com/watch?v=l7m00Y7ZzUQ&index=63&list=PLC1A5A2AB3FFF770B

RTED OFF WITH WINTER OLYMPICS 2018

ﬂw Latest Plentz.rufe citement or The Latest Plentwofexc tement o TheL test Plentyufe cte ment or The Latest Plentvofe cte ent on
Day 3 of Winter Olympics v

Where our ads aired across NBC channels, including their TV, online
and Snap Chat platforms



AND BUILT MOMENTUM FROM THERE

California Almonds
Sponsored - @ |

Saving the day one minor IT issue at a tim¢

California Almonds
#O0wnYourEveryday

Sponsored - @&

Committing a party foul right before tip-off.

77 californiaalmonds.

NCAAM £.. MONMOUTH 85 mk SIENA 85 30T 5:00 | @ FEFETa

imonds

OWN YOUR EVERYDAY

EVERY DAY

REBECCA RIC]
Almond Snadl

Almonds.com
Own Your Everyday. LEARN MC.
Every Day.

G vour Everycay
OO a0 Every Day.

17 Comments 9 Sk

Almonds.com

o5 Like (O Comment 2> sh O=s07s 10 Comments 4 Shares

m— o Like () comment £ Share

“Ledrn More

Social Media Advertising

CBS Sports.com March Madness



CONTINUE WORKING WITH CREDIBLE AND RELEVANT

SPOKESPEOPLE TO EARN TOP-TIER MEDIA COVERAGE

= WomensHealth weaith weightioss Fitness

The Way Victoria Arlen Starts Every
Morning Will Make You Rethink Your
Routine
The Paralympian is serving up some major inspo.

8 a.m: | write out my to-do list during breakfast

“Ilove breakfast. My go to is one-quarter cup of oatmeal, three egg whites, a handful of

blueberries, and a scoop of flmond butter.It's a perfect combo of everything I need. Il
pair it with coconut coffee concentrate from Trader Joe's and lmond milkJplus stevia.”

Q-

Victoria Arlen, Paralympian Gold
Medalist, ESPN correspondent
and semi-finalist on Dancing
with the Stars

Almonds drive this entrepreneur

NMichele Romamow is a busy
womem, As president of
Clearbane., she spends mawch
of her time helping thousands
of North America™s 50 million
self-emplived entreprencurs
and freclance contractors aveess
capital. That would be plenty
foer mose people o numaee,

bur Romanow divides her

time berween the H-person
company she co-futmded in
2006 und her other duries as

an investor, advising startups

she finds as o co-star of CRCs
Drngons” Den realicy TV show,
“Every entreprenenr, as
they grow, needs advice
mentorship.” Romanow savs,
noting that each of the dozen
compan

s she has invested in

have unigue needs,

anow’s daily schedule

2 EHE eVen

et rricky, bue she manages it

with a few key strategies. “For

e, ics importane thae D work

ol in the mornings. for or

five rimes o week — i will

bumpesd for something else if

i Jater in the dun)” she savs,
Her ather key pracrice

is eating healthy snacks.

“Almonds are a great source of nuirients, prot
says Clearbanc president Michele Romanow: C

vee been a hnge cater of
monads sinee as long as |
remember.” she savs, ~Thevre
o ereat sonree of nuerie
proteinand fibre, 1 keep a

packet at the butcom of every

Michele Romanow, in Toronto,

bz, they're available on planes
anddin airpores, amd 1 have
beawls of cherm all aronnd the
uffive.

inclined o snack on empey
calories. Instemd, she's eating
something thae gives her energy
and satisfies her hunger, which
keeps her feeling alert and
focused on her work.
Romanow has other g
a bisy sehedule: She
weests picking the chres mos
important things to doina day
and doing the hardese one first
“We all get into cveles where
we feel overwhelmed. bue by
doing the lurdese sk st the

tor

luy gets better and betrer”
I ehere’s adecision o make,
she says, make i “Only two
o hive percent of decisions
are ireversible, The rest are
reversible, so make then as
ieklyas posalles
es furmer LS,
president Barack Obama as
one of her greatest inspiracims,
not Just for low she strategizes
bur also how she snacks. =1
met Obama's chief of staff.
whe told mie alownds are his
number one s Romanow
savs, “Ihev're a perfect smack,
becatse they're healthy, o grea
sunree of enerey. and they're
convenient.”

BESTLOOKS BESTYOU BEST EATS CONTESTS AND GAMES sus:

lth

One of Canada’s Busiest Women On How
to Be More Productive in Life

The secret to being more productive could be az simple as a Post-it note. Tech entrepreneur and
Dragon's Den investor. Michels Romanow shares her tips.

ph

How to truly be more productive

If you thought your schedule was busy, just wait until you hear what Michele Romanow has on her
to-do list At just 25-years-old, Romanow co-founded the top daily deal site, Buytopiaca and her
entreprensurial career has only grown from there. Today the Canadian tech entreprensur juggles
managing a business (Clearbanc). speaking engagements. filming for Dragen’s Den. and mare. all
while still maintaining some semblance of a healthy lifestyle \We asked the 32-year-old self-
praclaimed productivity master to share her top tips for keeping it all together

What's the first thing you do when you wake up in the morning?

I know this is the wrong answer, but | check my phone to see my schedule for the day and respond
to anything urgent that has come in overnight If there is nothing urgent. | brush my teeth and head
to the gym with my trair
workout everyday - some combination of weights and cardio. | like to grab a protein shake

afterwards with almond milk and jump in the shower

er Sonia Jhas She puts me through a different and usually crazy hard

is a young entrepreneur

co-founder of Buytopia.ca and frequently appears on
Dragon’s Den — the Canadian equivalent of Shark Tank




-??1?,- USA TODAY mews  SPORTS  LIFE  MONEY TECH TRAVEL  OPINION ’@b 75°  CROSSWORDS  VIDEQ  SUBSCRIBE  NEWSLETTERS  MORE

Why Meghan Markle makes us want to stock up on
almonds




And the story caught VANIDADES

1L ESTILO DEVIDA CociNa VIAES ~ REALETA  CELEES sorRoscoPos  SUSCRIEETE Q

o n a c ros S N o rt h A m e ri c El screto de Meghan Markle para mantener una e tersa

ccion Vanirdades

s REAZA MWODA EELEZA ESTOEEVIDA  VIDED | e cremaEL Ll O
food metwnrk's

healthyets
:( :!(;L:l;oces el secrelo de Meghan Markle

Meghan Markle Is Making Us All paraunpelo perfecto?
Want to Stock Up on Almonds ; S

Her glewing skin isn't all due to Prince Harry! ‘ vi 2 realsza y plan

EESARETS N D

|2 futura esposa del principie Harry mantiens su ensrgia y
como celebridad =& sdapta a su e

mente. Meghan reveld que lz= almendras y 3 m

torio de snacks. Y si consumir cualguier atime
&5 |o sufcientements bueno para 3 nueva integrante d
cuaiquier muper!

|5 de almendra son parte

De hex
porgue cuenian con un &l
pisl

a5 almendras son un complemento diario perfects de tu régimen de bellera
contenido de zinc, que ayuda al mantenimiento del cabelloy 3

Las almendras son &l fruto seco con mayores niveles de proteina, fibra. calcio,
3, ademas de grasas buenas y nada de colesterol ya que no

El princips Eamry fmi 2 idense, su pelo ypiel
alla, 5i podemes copiar st sscrato para lograr una malens digna de una princssa v La msjor parte a5
quels a5 ingredi 0 oocing.

i, las bellera, i

enmentran altos niveles de proteina, zine, fibra, vitamina E y ealeio, ideales para fortalecer
el peloy llenar Ia piel de luminosidad.

‘Entonces, a partir de hoy, no tmdizada

snacks, o' prafieres, Rxalos &n tus racetas, por sjemplo, por 1a: maiana aiads um poco de almendras
atu fruta o 2 tu smoothie. éXuestras favoritas? Las California Almonds.

50 Fua del harmans mancr g Lus
Vigue?

l By Aly Walansky

A5 WE DOUNE S bt roysl wedding (e than bwio wee ks mweyd), wen= &l Blued 1o all of msrmans de Megran s sd s Gt
Mezhan Marde's BECSIonS — B0 har oo o e wine thal wil be Sered —Dut f tums out 8 b FrammmanammmL s
et of her besuty routine Invohves what she nes been ssting for quile 8 whie.

W= A Wit wes Eal, BN Markie nas shared that aimonds and almond utier sre s g part of ner
dist —brns cut IS Sisa part of Wiy SnE fes. sUch nesutul sknl

Markle has shaned she ikes io sreck on aimonds (and aimond bulfer) o keen energly levets up

WIIE ShE WaS 0N 52131 St and row It she fes 8 pecked scheduie 85 S IUtUre myal S
mik In har smoothies.

&En puUts sim:




IVE PROMOTION OF ALMOND MILK

Almond milk is the 2"
largest almond category at
retail in terms of almond
volume.

Chef Dan Churchill, the personal chef for
Lindsey Vonn for the 2018 Winter Olympics
and our Almond Milk Spokesperson, featured
almond milk hot chocolate on the Today Show
live from athlete’s village.



Presenter
Presentation Notes
Almond Volume share is 18.7%. This is behind #1 snack nuts (52.6% share) and ahead of #3 chocolate (8.9% share).  This data is from the 2018 IRI report. 


. Health & Almonds Recipe About | B English US/Canada |
(.V california Snacking Nutrition Center Almonds =

a mond S v L Search B

Almond Board of California

ALL THE |
PLAGES

INSPIRING CURRENT ALMOND MILK
CONSUMERS WITH VERSATILITY MESSAGES
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help you lose -
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Moving in to this fiscal year, we’ve secured
even more exciting media to maximize our reach
to these busy consumers.
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Print: 365,000,000
Online: 295,000,000
Broadcast: 472,500,000	
Print Reach: 58%
Print Frequency: 5.5x


(O] CBS SPORTS |

FRANCE 2019

907 June - 97 July 2015

COMING HIGHLIGHTS

CBS Sports.com streaming of Super Bowl 2019
Women's World Cup 2019 sponsor
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Broadcast: 472,500,000	
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Print Frequency: 5.5x


WHERE IS THE

ALMOND EMOJI?

JOIN THE CAUSE AND
SIGN THE PETITION

Sign today!

Application will be sent to the Unicode
Consortium in spring 2019

www.almonds.com/emoji-signup

NECESSARY:

Food, water, shelter, love...
and also an almond emaoji,
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MEXICO SHIPMENT GROWTH

Mexico Shipments (Pounds)
25,000,000

22,172,131
20,000,000 17,423,598

sooceo
10,000,000
5,000,000
0

FY 15/16 FY 16/17 FY 17/18




XICO
UNITIES

affinity and usage for

r defined consumer target
sitioning almonds as the
snack to help them be
weekdays.

professionals and
rive awareness and



Purchase Power

Socio economic status
ranges from C+-A+

Unique

Consider themselves
unconventional and like
to feel different from
the crowd

Smart Shoppers

Looks for a balance of
quality and price when
making purchases.

20.83% of
Mexico

39,211.401
Million Adults -

48% males / 52% females

MEXICO TARGET AUDIENCE: SUCCESSFUL SAVORISTS

Routine
Oriented

Like to follow a similar
daily regimen

Image Conscious

Take care of their
appearance and like to
be considered healthy.

Snackers

Often snacks between
meals. Consider themselves
the key decision maker of
the snacks they consumer

Source Galileo Ipsos Blmsa Universo Ipsos



Media roundtable to introduce Almond
Board of California to health and Nearly 10,000 Facebook followers and

wellness media in Mexico 500 Instagram followers

ADVERTISING EVENTS
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UN SNACK

QUE TE ACOMPANA

TODO EL DiA

R SOCIAL
TV, Print, Radio, INFLUENCERS MEDIA
Digital and Out
of Home
MEDIA
RELATIONS
T Audi More than 60 earned articles in 4 months
arget udience with 20.85 million impressions. Negotiated
Successful Savorists - 21% of adults partnership for regular appearances on
Snacking, routines, H&W, purchase power Pasele Yo Invito, a national TV show with

37 Posts = 895K Reach & 37K Interactions 4.4 million impressions.



Presenter
Presentation Notes
We’re reaching this target audience, the Successful Savorists, in several ways, surrounding them with almond messages that drive relevance to their daily lives.

Our advertising shows people like them balancing many things during their hectic weekdays, with almonds as a snack that’s there for them as they go go go. We launched our program to media in the spring with a lot of high-profile placements, and have used Facebook and Instagram to further reach consumers, developing content and paying to ensure our target receives it in their feeds. We continue to conduct traditional PR, and we work with influencers to include almond messaging in their highly watched social media content.


For those days where 24 hours isn’t enough, Ponte Almendra.
23 almonds have 6 grams of protein that help you to have the
energy you need to take on your day.

| @

california ¢ @Cd“fomia
Almendras.mx I'. a‘mon S ndras.mx a|m0n




E’'RE MAKING GREAT IN-ROADS
WITH EARNED MEDIA COVERAGE
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AND EDUCATING HEALTH PROFESSIONALS

TO BECOME ALMOND ADVOCATES

Carmen &. Ruiz Monroy
Th-&d

Informacion gue actualiza al nulridlogo y
material educative para la crientacidn
alimentaria.

Porgue la nutriologia es una ciencia y no
cpinianes.

Gracias #Californiz Almonds!?
#Pontealmendra

Almendras. m

XVIII Congreso

Latinoamericano de Nutricion
-t ALIMENTACION SALUDABLE PARA UN PLANETA SOSTENIBLE
——" DEL 11 AL 15 DE NOVIEMBRE, 2018 » GUADALAJARA, JALISCO, MEXICD

Harvest Tour 2018 Social Media




Thank you!

@ /2
almonds f@’rowmg

Almond Board of California




	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	“ON THE GO” �LIFESTYLES OF GEN Y + Z �ARE CHANGING EATING �HABITS AND ATTITUDES.
	Average Stress Levels
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	AS EXPECTED, YOUNGER PEOPLE ARE SNACKING MORE THAN THEIR OLDER COUNTER-PARTS.
	Slide Number 28
	Slide Number 29
	Slide Number 30
	INVESTMENT IN E-COM IS DRIVING CATEGORY GROWTH/PROLIFERATION EVEN FURTHER.
	Slide Number 32
	FOR MANY, SNACKING CAN BE �A SECURITY BLANKET
	Slide Number 34
	Lets start here, consumers report avoiding snacks with harmful ingredients, or ingredients they �do not recognize.
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	WHERE IS THE ALMOND EMOJI? JOIN THE CAUSE AND SIGN THE PETITION 
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64

