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CEUs — New Process

Certified Crop Advisor (CCA)

Sign in and out of each session you attend.

Pickup verification sheet at conclusion of each
session.

Repeat this process for each session, and
each day you with to receive credits

Pest Control Advisor (PCA), Qualified
Applicator (QA), Private Applicator (PA)

Pickup scantron at the start of the day at first
session you attend; complete form.

Sign in and out of each session you attend.

Pickup verification sheet at conclusion of each
session.

Turn in your scantron at the end of the day at
the last session you attend.

Sign in sheets and verification sheets are located at the back of

each session room.
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Pre-Export Check (PEC) Program Update

PEC began on August 1, 2015
CY 2016/17, 14,503 PEC Analysis completed
EU is the almond industry’s largest export market

ABC met with EU port authorities in September
2017. Authorities all express great trust in the
Pre-Export Check program.

Concerns loom around Low Grade Product that
continues to filter into the EU which could
potentially harm the reputation of the PEC
program.

In 2017, US peanut’s PEC program was
suspended due to increased aflatoxin

rejections.

California Almonds are the only tree nut that
maintains a Pre-Export Check Program.

2016/17 Crop Year
* 14,503 PEC Analyses

ALMOND EXPORTS BY REGION

Asia- Western
Pacific Europe

38% | 40%

Middle
Canada/ _
Mexico 6% East/Africa

Central/Eastern 14%
Europe 2%



I Rapid Alert Rejections Due to Aflatoxin

2017.AAE QWY

2017.ATZ Italy

2017.AUV  giELY
2017.BMP  giELY

2017.CDO BSJeEl

2017.BZZ Spain
ZAWH VN Spain

2017.0021 BESYEILED

1/3/2017

1/5/2017

5/3/2017

5/8/2017

8/14/2017

10/19/2017

11/10/2017

11/10/2017

N/A

NO

NO

YES

Partial

NO

NO

Alert ID Country [Date PEC Notes
Number
NO

Non-handler shipped low grade product. Shipped from
huller/sheller facility.

Sample off retail shelf.

Known exporter and handler shipped low-grade product.
Consignment sent back to US for further processing.

Known exporter and handler shipped low-grade product.
Consignment sent back to US for further processing

PEC consignment, re-exported

Known exporter and handler shipped mixed load of edible and low
grade product. Blanched low-grade product. A portion of this
consignment had PEC. Pending disposition.

Known exporter and handler shipped low grade product. Pending
disposition.
Known exporter and handler shipped low grade product. Pending
disposition.
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I Low-Grade Product

almonds

LOWER GRADE ALMONDS: POTENTIAL
IMPACT ON EU PEC PROGRAM

Shipments of lower grade almonds and/or *hash” to the EU could raise concemns if not
shipped and documented properly

In the first aleven months of 2017, thers have been sight Eurapean Union (EU) fiatoxin Rapid Alert Notifcations,
resulting in rejected consignments at the port, The numbes of notifications/rejections this year alieady exceeds the past
wo years combined (4 total rejections for 2015 and 2018). This increase has raised concems in the EU, among
customers and import autharities. The additional serutiny could place the Pre-Export Certification (PEC) program
for almonds in jeapardy.

Cfthe rejections this year, six can be sttributed to TOTAL RAPID ALERTS

lowrer grade product which was shipped without
aflatoxin testing or znalysis - one of thoze

rejections was for “hash” shipped directly from the 5 q
huller/sheller. This was an iliegal shipment under

the provisions of the Federal Marketing Order, and
resulted in a compliance violafion including USDA
action. The ofher two rejections were
consignments of lower prade product with high
serious damage and no aflatoxin cerfificate.

203 2014 205 2m6 207

Currently, Canadian Wheat and Calfomia Almonds are the anly two crops and origins which have been granted PEC
approval under Article 23 by the European Commission. Peanuts grown in the United States recently had their PEC
status revoked due to prior-year increased aflatoxin rejections seen in that crop. The risk is that if PEC status for
almends was ever revoked. it would result in inconsistent levels of checks applied at the discration of each EU port. kely
resutting in increased controls.

There arz four legal ways in which simends for food (editle) or feed {non-adible) can be shipped to the EU:

Huller/Sheller

california

aIm

bt Bt of ;...mmm..

..

il Non-Edibile Almond Mon-Edible Almond Edible Almands for

Famie Amancs rasay{ | gt Akmoncs oe e o Edtle mon e A
‘prior th faoa 453 ar s, animal feed or
ather non-food use ther noefacd use

Under na
Gifcumatances i this
[allowed di om a|
et | HE ades pena 1t | HS Coda 2202.10 4 Code 330840 hullerishelier

Al shipmmls Ihmd urlzedl for the EU should include the appropriate aflatoxin analysis - PEC Gertificate for
and an aflatoxin ceriificate of analysis {COA) for shipments intnded for
animal feed. Fuumng are further detsils on aflatoxin levels and documentation requirsments:

Product __ Total Aflatoxin (ppb) B, Aflatoxin (ppb)
i) B

Almands for Food (RTE)
Almands for Food (further, 15 10
Almand 20 20 |

1150 Nirt

Almonds intended for immediate
human consumption (Ready-to-Eat)
food use should be shipped to the EU
under the Hamonized System (HS)
Code specfied in Chapter 3 Edible
Fruit and Nuts [HS 0302.11 and
0202.12) “Almends fresh or dried,
whether or nof shelled or peeled”.

This is the only category
PEC documentation.

Hullerisheller

Undier the Federal Marketing Order for
Almands Grown in California,
HuBer/Shellers are precluded from
introduging almonds intended for
uman consumption into any
channel of trade domestically or
abroad. This would include
almonds shipped “for further

Almonds which are lower quality

grades intended for human

onsumglion but which reguire further

pmessmg Such as sortnglcleaning
or to faad Use should be shipped to

e EU under fre Harmonied System

[H3) Code specied in Chapter

Edible Fruit and Nuts {HS DB02 11

and 0802.12) “Almonds fresh or dried,

whether or not shelled or pecled”

HOT eligible for PEC documentation.

In the L.5., these almends are stil
subject to the requirements of the
mandatory tion program.

p

Per section 0281.16 To Handle, anyone

who puts almonds arown in the area of
i B e e P
workdwide, would

For Europe, the simonds must be
CLEARLY LABELED indicating
“product shall be subjected to sorting or
other physical treatment fo reduice
afiatoxin conizmination before human
use a3 5n ingredient in
ishills' This statement must be
included on the label of each
individual bag, box etc. or on the
oniginal accompanying document.

This labsfing clearly distinguishes
these goods from RTE product upon
arrval in the EU.

be considered as "handing” almonds,
and subject to 3l requirements as 3
“Handler.”

Feed

Lower grade produt
food use [e.g. for animal feed, oil
crushing) should be shipped to the EU
under the Harmonized System (HS)
Code specified in Chapter 22
Residues and Waste from the Food
Industries (HS 2308 00) “Vegetable
materials and vegelabie waste,
vegetable residues and by-products;
whether or not in the form of peliets, of
2 kind used in animal feeding, not
elsewhere specified or included”

It should newer be shipped fo the EU
under the HE code for human food i
that is nat the intended use

Handlers may intraduce non-edible

{non-food use) dmends into commerce

ireugh the scossted user eragram, or
directly to customers outside the

Huler/Shellers may introduce nol
dible almond byproducts (e.g. “hash”)
into commerce for oil stock. animal
feed or other uses not intended for

United States, for
consumption uses.

Such produst should be labeled as
non-pasteurized. and be identified as
or non-human consumgtion.”

NOTE: EU regulations do not permit
imports intended for feed to be
diverted to food use. Ifthis ocours.
porter and exporer wil be.

subject to enorcement actiity as
outined in EU regulations or

requirements 35 a handler under the
Taretng order

Should such product fing its way into
human consumption channels. and the
hullerisheller was aware of the
intended use, they could be held
accountable, and subject to
enforcement by USDA as well as
subject to requirements s 3 handler
under the marketing order.

For all EU shipments, the appropriate HS Codes and documentation should be used to clearly designate the
product use. Almands imported under the For Further Processing provision will likely be subject to afiatoxin testing or

other

by import authorities sfi=r

roce:

to ensure they comply with EU

Feed/olistock exports under HS Code (2308.00) are subject to the serutiny of EU impont autharities responsible for feed
Itis the ibility of EU authorities to monitor shipments to ensure such proguct does not make its way into

controls.
human channels. The

Handler or Hul shipping

dible aimond

to the EU should

work with their customer to clearly understand intended use.
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I Pesticides and Endocrine Disruptors

Endocrine Disruptors, Carcinogens, Mutagens, & Toxic for Reproduction

The EU is reviewing all pesticides to understand if they have endocrine disruptor, carcinogen,

mutagen, or toxic for reproduction properties. EU legislation requires that use of such compounds be
“cut-off” from use in the EU. Furthermore, once a compound has been “cut-off”, EU farmers will not be
allowed to use these compounds and import Maximum Residue Limits (MRLS) will be removed.

US and Global Risk Assessment Process

* Hazard x Exposure = Risk to human health

» To do a complete risk assessment, scientists
need both how hazardous the compound is, as
well as risk of exposure to the human body.
(e.g. skin contact, diet, water, air etc.)

EU Risk Assessment Process

e Hazard x EX{¥9Xire = Risk to human health

 If a compound meets one of the cut-off criteria,
then EU only considers the hazard. It does not

account for human exposure, creating an
incomplete picture of risk to human health.

Glyphosate (Roundup)

On November 27, 2017 European Commission voted in
favor of extending glyphosate’s registration for 5 years.



EU Port Authority Tour of CA Almonds

e Mid-February 2018

* Confirmed: Port Authorities from Greece, Romania,
Netherlands, Germany, and Spain

» Confirmed: EU Rapid Alert Office representative

» Authorities will participate in a seminar that will walk
them through the entire supply chain from the field all
the way to the port

» Several successful tours in the past have resulted in
the ABC being invited to speak about the industry in-
country

e If you would like to volunteer your facilities for this
tour please contact Beth Van Meter at
evanmeter@almondboard.com
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mailto:evanmeter@almondboard.com

Thank You!
Beth Van Meter

Senior Specialist, Global Technical &
Regulatory Affairs

209.343.3256
evanmeter@almondboard.com
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TOM AWARENESS SNACK ASSOC.

SOURCE: 2017 AAU & 2017 Snacking Study






THERE IS TREMENDOUS
INNOVATION IN THE INGREDIENT
MARKET IN EUROPE






EUROPE INTRODUCE
OF NEW ALMOND P

INTRODUCTIONS
(share of global introductions)

D %
RODUCT

N 2016




4 7%

of all global new
product introductions!




EUROPE DRIVES THE LARGEST SHARE
OF INTRODUCTIONS ACROSS THE GLOBE

Food Intros Nut Intros Almond Intros



EUROPE INTRODUCED
MORE THAN 2X AS

MANY ALMOND PRODUCTS
AS ANY OTHER REGION

2016 Global Food, Nut, and Almond Introductions: Regional Share

Region Almond Intros
Asia-Pacific 1,866

North America 1,772

Latin America 852

Middle East & Africa 463

Total 9,422



EUROPE LED ALL OTHER REGIONS IN 4 OF THE TOP 5
CATEGORIES FOR ALMOND INTRODUCTIONS

Snacks = 37%

Bars (led by North America =
42%; Europe = 34%)

Confectionery = 61% Cereal = 42%




NEW PRODUCT
DEVELOPMENT DRIVEN
BY UK, GERMANY,
FRANCE

2016 Global Almond Introductions by Country
Rank Region # of introductions (2016)
1 United States

4| UnitedKingdom

5 Spain 343






EU3 IRI STUDY (SNACKING)

E CONSUMER MOBILE ETHNOGRAPHY =-====
= GERMANY DEEP- DIVE <
2 (ALL CATEGORIES) 2
= EU3 SUSTAINABILITY STUDY &

ADVERTISING CREATIVE PERFORMANCE TESTING
EU3 SNACKING STUDY

2016 GLOBAL PERCE






I’'m feeling out of control, constantly struggling
with my weight, yo-yo dieting, longing for a
healthier lifestyle
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I'd love to find a mid-day
snack that’s healthy, satisfying
and guilt free
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GAININ I\/IOI\/IENT‘UM

Awareness

Association with Slnacking

Volume
Value

| |
#1 in Healthfulness
#1 Positive St







ALMONDS ARE RANKED 3
IN THE UK FOR

SNACK ASSOCIATION
-WHAT NUT IS #17
-WHAT NUT |S #27




#1 NUT = PEANUTS

#2 NUT = CASHEWS




SNACK ASSOCIATION

46% 6% Snack Association

(n=1,000)

39% e=g=mPeanuts

37%

e=lll==Cashews

33%

g A|Mmonds

Pistachios

% 21%
17% % 17%
P

11%
=&
- : o

3% Hazelnuts

e\ alnuts

=@ Brazil nuts

3% 3% 3%

2010 2012 2014 2015 2017

SOURCE: 2017 UK Consumer AAU

Q5: Now, think for a moment about nuts as a snack (i.e. a food eaten between meals or instead of a meal), as a whole nut. When you think about eating whole nuts by themselves apart from a meal, what one type of nut FIRST comes to mind?
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TOP 3 OPPORTUNITES IN UK

Differentiate almonds in health through weight
management, portion control and usage ideas

2 Communicate on key motivational area-tide me over!

3 Tell our sustainability story even more proactively



FRANCE

HOT'RIGHT NOW




| live a balanced, healthy life and approach food
with an "everything in moderation" mentality.

I’'m concerned about environmental issues and the
impact | can have on the planet.

FR JANE
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-
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SOCIAL AT HOME

SELF-CARE

| need snacks that are natural,
unprocessed, and can keep
me satisfied in between
meals.
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ALMONDS ARE HOT IN FRANCE

Top-of-Mind Awareness
Consumer Perceptions
Snacking Association
Volume

Value




SOURCE: 2017 France Consumer AAU

HEALTHIEST NUT

NUT EATEN AS A SNACK
NUT POSITIVE STORY RECALL
AVERAGE CONSUMPTION
LIKING SCORE

BAKING ASSOCIATION







WHAT WAS THE % OF
TOP-OF-MIND AWARENESS

OF ALMONDS IN 20077
(among French Jane)




SOURCE: 2017 France Consumer AAU

1% = 2007




WHAT WAS THE % OF
TOP-OF-MIND AWARENESS

OF ALMONDS IN 20177
(among French Jane)




29% = 2017

UUUUUUUUUUUUUUUUUUUUUUUUUUUU




ALL MEASURES HAVE SEEN SIGNIFICANT GROWTH THE PAST TWO YEARS!
AND DOUBLE-DIGIT GROWTH IN TOP-OF-MIND AWARENESS AMONG FRENCH JANES (29%, +11pts).

Top-Of-Mind Awareness (FR Jane)
40%

30%

2006 I
10% .
o — e ]
2007 2010 2012 2014 2015 2017

m Top-Of-Mind Awareness (FR Jane)

FRANCE

Total Pop. +7 pts from 2015
Total Awareness (any mention) Total pop. 61% +11
Total Awareness (any mention) FR Janes 63% +8
Association with Snacking Total Pop. 28% +9

Association with Snacking FR Janes 35% +9

SOURCE: 2017 France Consumer AAU



SOURCE: 2017 France Consumer AAU

ALMONDS ARE THE #2 NUT FOR
TOP-OF-MIND AWARENESS IN

F
WHAT NUT

RANCE.

S #1 IN FRANCE?




5 TOP-OF-MIND AWARENESS

Top-of-Mind Awareness
(n=1,000)

50%

49%“
45%

=+—Walnuts
“=Almonds
=*Peanuts
20%
o I
1650 b= 15% 152 Hazelnuts
N o 13%
10% "% __D?________.....- _:—1-0%'/
8% e 8% g 7% ==Pistachios
2%
2% -=Cashews
2010 2012 2014 2015 2017

Q1: When you think of nuts, which nuts come to mind? (Open-end)
SQURCE: 2017 France Cansumer AAL



42

BUT ALMONDS LEAD WALNUTS IN
HEALTH PERCEPTIONS!

8 m9 mI10-Extremely healthy

Nut Healthfulness: Top-3 Box
(n=1,000)

66%
54%

23%

21
% 23% 38% 7% 7%

16%

34%
15%

Almonds Walnuts Hazelnuts Pine MNuts Cashews Pecans Macadamias Brazil Nuts Pistachio Nufs Peanuts

Average Healthfulness Score

Q11: Now using a scale from 1 to 10, this time where 1 means not healthy at all and 10 means extremely healthy, please rate the following nuts.

SOURCE: 2017 France Consumer AAl)



AND...FOR THE 1st TIME EVER, ALMONDS HAVE SURPASSED
WALNUTS & PEANUTS, NOW BEING THE #1 NUT WHEN THINKING
ABOUT A SNACK (28%)!

Snack Association

30% (n=1,000)
A 28%
=Walnuts
21% = Almonds
19% 19%
-+Peanuts
1% Cashews
10% 10%
==Pistachios
7%
-s-Hazelnuts
2% 2% 2% 29,
1%
P
2010 2012 2014 2015 2017 ecans

Q2: Now, think for a moment about nuts as a snack (i.e. a food eaten between meals or instead of a meal), as a whole nut. When you think about eating whole nuts by themselves apart from a meal, what one type of nut FIRST comes to mind?

SQURCE: 2017 France Cansumer AAL



| live a balanced, healthy life and approach food with an
"everything in moderation" mentality.

I’'m concerned about environmental issues and the
impact | can have on the planet.
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MEDIA COVERAGE

L'GEIL DU MONDE

I’'amande, reine de Californie

Enlespacededixans,la « Central Valley »
adoublé la surface de ses vergers pour
produire le fruit a coque. En apportant
preés de 80% des volumes vendus sur la
planete, elle écrase toute concurrence

] Une culture trop gourmande

4 28 15
| '/‘I |
W W
Amande Pistach
[a v 104
:"‘d " del'sau consommie
T par vagriculture

en Californie o5t

destinée 4 |'arnande

300 000

’ﬁi\

s louent désormais
en dehors des Etats-Unis

e Nionde

Manger sain : notre obsession, leur business ! - 20/11/2016 - 21:00

Ca

M’INTERESSE

AUJOURD'HUI C'EST DEVENU
L’ALIMENT A LA MODE

Lamande : s aliment ou supe s |

3 Quelgues années encore, grioterdes amandes, CEtait un peché goumand. .. rop gras, bour e
arine simpase comme [un s symboles de & nutition sine, nche e antioiydans, &t méme ant
ate, [ceuvre dun collecti tres puisant + es producteurs damandss calformins ; 8% oe & production
&5 sientfiques et de marketingtrés effcace,fsont réteet & trancformer [image d (amande pouren
faie un super aiment 2 s mode, et exploser Lz pr partrisen 10 ans, D L slgee, custiels comme starsd snacking i
U3 historiue Maitre Prille roi des pruneau, en profitent pour décliner [amande & toutes les sauces, Enquéte ur un super
aliment,.. eveny auss un busie:

(est n sacree rEhedittation
calores ! ujourd s, mirace,
cholestérl, Dermere ce etour e
mondial & e el Acuups (

: . pendant quinze jours,
90 millions d amanll?ers Ilei::rsssent




SUSTAINABILITY EDUCATIO

. California Almonds
13 avrl, 08:00 - €

Saviez-vous que, en réalité, les amandiers et I'eau utilisée pour les cuttiver ne

prndulsenl pas un, mais 3 produits différents ? En plus de notre délicieuse
lacogue Utilisée

liire de ce dernier. L'amandier en ui-méme sera réuiiisé 4 la in de

bour créer des energies alternatives ou améliorer la qualité de la terre.

Calfornia Almonds
-

. Commenter
Développement
durable

sna, Virginie Vi, Gul Ypi et 27 autres personnes  Meilleurs commentaires -
]

£

PROFESSIONNELS DE LA

GRAND PUBLIC ND

& california

almonds oy ogmgh  fmE o oigw
> :

Almond Board of California

ESPACE PRESSE

@ = =

ACTUALITES IMAGES VIDEQS

v

DE LA COLLECTIVE DES
DE CALIFORNIE AU

E DE FRANCE S5,

S, LES SECRETS D'UN
MENT"

2

L . 2

documentaire sur la production damandes a &té diffusé sur France 5, illustrant xA
rance.

x

nne Guenec oul, certes. mais pour

‘eau etles nappes de G

;.f,ﬂ:j:;imfféfm'E."“m
[ 111 LA CULTURE DES AMANDES PEUT-ELLE DEVENIR « ZERO DECHET » ?

«. California Almonds @ Bonjour A
de ocatte question. Veuilez trouve]
mme adda dans les aim dans des
s pharmaceutiues.

03:45

hitpi/bit.yi2nNBY]

xémes, hydratantes et des produ

Latest New:

RECYCLAGE INTEGRAL DES VERGERS

>, POUR DES SOLS SAINS
siste  broyer des vergers d'aman
DES PRODUITS COSMETIQUES,
s AGROALIMENTAIRES,
14 swril. 08:52 3 FHARMA([UTIDUES ET PLASTIQUES significatifs pour les soks, notamment

W étre soumises & des on de leur qualité

autres déchets ligneus) et de réduire ainsi les
déchets alimentaires. Depiss des de .
ducteurs utirent des coproduts &

iochar ), qui peut ensu
qualind et leur

perse su
capacité

R 2

férentes raisons gui ont motivé cette demande des consommateurs - des

jorte hausse du marché du snacking - et a montré comment les amandes sont
alifornie. Certains &léments ont &8 partagés de fagon trompeuse. Nos réponses
ilisation de 'eau pour |a production des amandes en Californie, notre réle dans.
utritionnelle, 1a portion d'amande recommandée ainsi que leur valeur nutritive
brt expliquées ci-dessous.

I'industrie sur ces &léments, il estimportant de reconnaltre que le programme a
I d'amandes mondiale, mettant ainsi en vedstts [nds comme un marché

s de Californie. Cet extrait sur Inde comprenait des scénes d'enfants oui

les amandes dans une usine indienne.

ornie est fermement opposée au travail illégal des enfants en Inde pour le

25 qui sont consomméss en Inde. En tant que producteurs o amandes, notre
nt sain et s0r qui permet aux consommateurs du monde entier d'adopter un
nons avet 1a plus grands fermeté |e travail illégal des enfants sous quelous
s par ailleurs oue tous les travailleurs méritent des environnements de travall

américaines de 'amande décortiguent mécaniguement les amandes depuis
des Amandes de Californie a toujours partagé de maniére transparente, et mis
eurs, oll qU'ils solent, I'information concernant toutes les pratiques exemplaires
en matiére e ratemEnt o8s amandes et de SECUrite 3l mentaire. Cultiver un alimen s2in tot en protégeant
les personnes et I'environnement st un point essentiel de |a mission de |a filigre des amandes de Califormie
Gréce 4 la recherche, nous améliorons de maniére continue de meilleures pratiques avec les producteurs et
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TOP 3 OPPORTUNITES IN FRANCE

1 Capitalize on momentum and explore growth opportunities

Educate on evidence around calories and fat and benefits of
eating 28g

3 Tell our sustainability story even more proactively



GERMANY

GROWTH OPPORTUNILETY
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RESULT OF THE LONG-TERM SNACKING STRATEGY
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ALMONDS ASSOCIATION WITH
SNACKING IS LOW.

BUT ASSOCIATION WITH IS
VERY HIGH




BAKING

ALMONDS ARE STRONGLY
ASSOCIATED WITH BAKERY

IN GERMANY

SOURCE: 2017 Germany Consumer AAU




BAKING ASSOCIATION

Category Association with Almonds: Bakery By Country
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Q1: When you think of nuts, which nuts come to mind? (Open-end)
SQURCE: 2017 Germany Cansumer AAL
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ALMONDS ARE THE 2\° BEST

LIKED NUT IN GERMANY.
WHAT NUT IS #17




SOURCE: 2017 Germany Consumer AAU

PEANUTS

ALMONDS HAVE THE 2nd

HIGHES

" LIKING SCORE BEHIND

#1 PEANUTS — AND AHEAD OF

WALN

UTS AND HAZELNUTS




NUT LIKING

8 m9 m 10 - Like extremely

Nut Liking: Top-3 Box
(n=1,000)

61% 599 58%,

18% 15% 14% 45%
12%

Peanuts Almonds Walnuts Hazelnuts Cashews Pistachio Nuts Macadamias Brazil Nuts Pine Nuts Pecans

Average Liking Score

Q16: Using a scale from 1 to 10, where 1 means you don't like them at all and 10 means you like them extremely well, please rate each of the following nuts

SOURCE: 2017 Germany Cansumer AAL



ALMONDS ARE RANKED #2 FOR

HEALTHFULNESS IN GERMANY.
WHAT NUT IS #17




WALNUTS

WALN

HEAL
WITH A

UTS ARE VIEWED AS THE
'HIEST NUT IN GERMANY.

_MONDS AND HAZELNUTS

TIED FOR 2"° PLACE

SOURCE: 2017 Germany Consumer AAU




NUT HEALTHFULNESS

Nut Healthfulness: Top-3 Box
(n=1,000)

8 ®m9 w10 - Extremely healthy

66%

. 54%
1 48% 47%

21% 19%

Walnuts Almonds Hazelnuts Pine Nuts Cashews Brazil Nuts Macadamias

Average Liking Score

8.0 7.8 7.7 7.7 7.5 74 6.9

43%

Pistachio Nuts

6.4

Pecans

6.3

Peanuts

58

Q17: Now using a scale from 1 to 10, this time where 1 means not healthy at all and 10 means extremely healthy, please rate each of the following nuts.

SOURCE: 2017 Germany Cansumer AAL



TIME TO INVEST IN GERMANY

THE CHALLENGE AHEAD IS TO CHANGE THE
PERCEPTION OF ALMONDS FROM A BAKING INGREDIENT
INTO A HEALTHY, MID-DAY SNACK

IR N




AND BUILD ON POSITIVE PERCEPTIONS OF ALMONDS

o
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G
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2016 IRI + IRI CATEGORY DEEP DIVE =

PRELIMINARY/INFORMATIONAL CAMPAIGN LAUNCH
IN-MARKET QUALITATIVE RESEARCH € MESSAGE TESTING

2015 AAUSTUDY 2016 GLOBAL PERCEPTIONS

2017 ARU 3TU

CONSUMER SEGMENTATION STUDY

GERMANY SNACKING LANDSCAPE STUDY

TARGET AUDIENGE DEVELOPMENT 2

CREATIVE BRIEF & CAMPAIGN KICK-OFF
CAMPAIGN CONCEPTING, TESTING AND DEVELOPMENT

2015 [RI SALES ANALYSI
2015 GLOBAL PERCEPTIONS

FULL ADVERTISING LAU



Snacking is a key part of my diet and
something | look forward to.

Snacks be tasty, but also provide _ ”

energy and be healthy. P ROUTINE SNACKERS

THE DE-LIGHTFUL 1)

” FOOD IS ASPIRATIONAL
]
SNACKER .
”
~
”
”
SO @
-~
$$ . A - REDUCED CALORIE FOCUS
- ”
_ ”
INCOME ~
-~
”
”
@ /

Most of the snacks for in-
between that are tasty and
high in energy make me feel
heavy and weighed down.

ALWAYS ON

O -

LIVING WITH



Snacking is a key part of my diet
and something | look forward to.

Snacks be tasty, but also provide
energy and be healthy.

THE DE-LIGHTFUL

SNACKER .-

-~
-

OL -
02

INCOME ”

-
-
© -

ALWAYS ON

LIVING WITH

O -

Almonds are a delightful
mid-day snack—
naturally rich, but light

and easy to eat P -
everyday P ROUTINE SNACKERS
”
-
-
” FOOD IS ASPIRATIONAL
”
~ - REDUCED CALORIE FOCUS

Most of the snacks for
in-between that are
tasty and high in
energy make me feel
heavy and weighed

o owrnn.



Campaign Timeline & Results

Preliminary Campaign Launch:
May 2017

.nYou — -

I 1 |
August  September  Oc

Full Campaign Launch:
October 1, 2017

Y '|"‘ _‘\i [
Ou T
|

} —
November December 2018

- 115+ ASSETS

- 191 million impressions
- 6,144% increase in
followers on Instagram
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TOP 3 OPPORTUNITES IN GERMANY

1 Invest to raise awareness

2 Focus communications on the mid-day snacking occasion
and the balance of “rich & light”

3 Get the trade on-board so product on shelf reflects
positioning and inspires purchase












Dariela Roffe-Rackind
droffe@almondboard.com



. Kathryn Martino
9 Director, Food & Nutrition, Porter Novelli
London .
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THE WORLD'S FIRST NAKED
RESTAURANT: LONDON



http://www.independent.co.uk/life-style/food-and-drink/gordon-ramsay-michel-roux-ban-photos-food-diners-the-waterside-inn-berkshire-chef-a8035501.html
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SNAPCHAT STORIES PROVE
1 FISH IS 24-HOURS FRESH
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“ZILLA EGGS”







NUT BUTTER
FONDUE
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MONARCH AIRLINE’S
IN-FLIGHT *"MOOD FOOD’




CHOCOLATE
THAT
IMPROVES
GUT HEALTH




WHAT DOES THIS MEAN FOR ALMONDS?

STRIPPED DOWN
_—

Opening up the orchards

23 Servings of
Sustainability

. CREATIVE SUSTAINABILITY

———

Almond by-product
snack bar

i i
1mrssm:nlom._.,4
‘J.&p»).‘&#ﬂ{

amonds

e s L,

Snacking Good!

HEALTHONISM
—

Almonds + chocolate = health halo

The most

researched nut

.
b ‘ P
)
! ‘ HACKING HUMANS
0l ——
ST

An even more

super
superfood



Kathryn Martino
Kathryn.martino@porternovelli.co.uk



Thank you!

g,
Simonds ‘fg’mj@g

Almond Board of California The Almond Conference




B Use #AlmondConf to
o be part of the
conversation on
Facebook and

Twitter




I What's Next

Almond Stage Presentation at 3:00 p.m.

* How Important is the Quality of Data from In-Field ’;ﬂ Semios
Sensors in Making Accurate Navel Orangeworm
Treatment Decisions in Almonds?, presented by Semios

COLDWELL

Fower Ahead

The Almond Conference

Almond Stage Presentation at 3:30 p.m.
» Navigate Your Utility Bill, presented by Coldwell Solar

3:00 p.m. — 5:00 p.m. Coffee Break is sponsored by
Actagro stdCF‘%
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