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North America:
The State of the Region in December 2016
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I What was disruptive in 20167?




I But you know, we all hunger for ways we can connect.
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I Meanwhile in Canada...




I When it comes to food...

BIG

WHY DID THE OBAMAS FAIL TO TAKE
ON CORPORATE AGRICULTURE?

BY MICHAEL POLLAN

OCT. 5, 2016

STRIKES
BACK




I Socially responsible purchasing

Big Food’s Biggest Challenge: Regaining Consumer
Trust

» 32% of consumers plan to make more socially responsible food
purchases, almost double the percentage from 2012

 And plans have become reality among
 millennials (10.3%)
« families with children (7.5%)
* households with incomes above $75,000 (6.9%)

Deloitte research for GMA and FMI, 2016
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Big companies making dramatic changes

» Acquisitions

* Incubators

» Testing recipes in food trucks

« Severing ties with industry on GMO labeling
« Sustainability commitments

« “Change agents”

 Ag Water Challenge

« Weather surveying

« Paying farmers to go organic

GENERAL MILLS
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Wide spectrum of proposed
sustainability solutions

Venture capital groups/funds/incubators comprised of conscious companies

Urban shrimp farming to avoid Viethamese slavery

Edible packaging with a milk-based coating | CpEDING CHAy o]

\_g

Cellular agriculture

Bug eating and cockroach milk BABNBAISEB

Microbe-related work

Food Ink/3d printed food IMPOSSIBLE
Nanotechnology n |

Proliferation of plant-based innovation this year

Hyper-local, closed loop communities

Figure 3. Ideal Cycles of Natwre and Society
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I Grab ‘em by the wallet

IVANKA TRUMP /{% _ Yei
#DUMPKELLOGGS: BREAKFAST BRAND .’ R
EII:I'QEK&L:]SJE ggg EEB A‘EE f‘]SD ECLARES HATE Ivanka Trump boycott campaign |

#GrabYourWallet claims retail victory

® Driscolls

Target Adds Private Bathrooms to Quell Transgender Debate

Follows customer protests of its restroom policy on transgender individuals




I The tribes  HOWTHE$84.6BILLIONUS.
; FOOD TRIBE MARKET BREAKS DOWN

Vegetanan
449

Newer tribes:

* Sugar-free
» Pegans
 Freegans

* Biohackers

GhatenFree
215%

Nutriton Beines journod & §motes of cors umer soles

Nutrition Business Journal/Packaged Facts/Mintel o
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I A continued war on science

On Facebook and Twitter, More Users
Are Getting News
% of users of each platform who get news there

=2013 = 2015

Twitter

Facebook

Q4. Facebook MNevws Survey, Aug 21-Sapt

Note; News is defined as “information about events & issues
beyond just your friends and family.”

PEW RESEARCH CENTER
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I GMOs - a labeling compromise, but the war is not over

Is the GMQO War Over?

Just when we thought that the GMO war was over, it looks like
technology is still on the battleground.
2] November 1,2016

Is the GMO War Over?

| | @PhilLempert

n fSupermarketGuru
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I “Above and beyond” - even at Aldi

Aldi says it won 't sell foods raised with major pesticides

Apr 26, 2016, 12:02pm CDT  Updated Apr 29, 2016, 8:50am CDT

« But how science
based is it?
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Sustainability not covered in the latest Dietary Guidelines - so

what’s next?

wwriice

%,

USDA
= @/@

Scientific Report of the
2015 Dietary Guidelines Advisory Committee

Advisory Report to the Secretary of Health and Human Services
and the Secretary of Agriculture

DIETARY ‘

GUIDELINES
FOR AMERICANS

2015-2020
EIGHTH EDITION
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I We’ve been addressing questions about
how almonds & other foods are produced m

foodtank

WAL FOODTAME. COM

GROW WHAT YOU KNOW

ABOUT ALMONDS MENUS® CHANGE

The Business of althy. Sustainakle, Deli
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I Opportunities for almond product innovation

» Sustainability needs

* Wide range of food tribe needs
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FOOD PROFESSIONALS | HEALTH PROFESSIONAIL
(¢ california )
Health & Al dR
Almonds have almonds Snacking Nuirtion " Center
A

Almond Board of California

new DVs, and
a new nutrition BLOG —

Blog » Announcements » Article
label NEW NUTRITION FACTS ABOUT

ALMONDS...BETCHA DIDN’'T KNOW

Posted October 24th, 2016

m 21 W Tweet 7 0 B googleplus | 0| |[EAEmail |6

Building on the recent announcement from FDA about new
guidance on the term healthy and how almonds—full of naturally
good fats*-now meet the updated definition, there's more good
nutrition news to share: a one ounce serving of almonds now
provides half of the daily needs for vitamin E and is a significant
source of magnesium and riboflavin, too.

As a result of changes to the Nutrition Facts panel that went into
effect earlier this year, many of the Dietary Reference Intake
“alues for vitamins, minerals and other nutrients were also
updated. The Dietary Reference Intake Values are used to
calculate the percent Daily Values (%DV) seen on food packages. Several of those that changed
are key nutrients found naturally in almonds. The result of all this is that a healthy handful of
almonds is now a good source of fiber (13% DV) and an excellent source of riboflavin (25% DV),
magnesium (20% DV) and vitamin E (50% DV).

AIMGNds
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FOOD PROFESSIONALS | HEALTH PROFESSIONAL
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Almond Board of California

BLOG

Blog » Announcements » Article

ALMONDS ARE NOW “HEALTHY,”
ACCORDING TO FDA

Posted September 30th, 2016

m 5 | Tweet 50 0 googleplus 0 [ Email |- &

If you're like most people, you probably always thought almonds
were healthy. But until this week, the U.S. Food and Drug
Administration (FDA) did not allow almonds to be called
‘healthy” on food labels, due to the agency's regulatory
definition of the term that considered a food's total fat content,
rather than distinguishing among different types of fat.

L 4
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As of September 27, 2016, that's changed, and almonds can
officially declare that they are a healthy food!

As we reported in a previous blog post, the FDA announced in May 2016 its intention to re-
evaluate its definition of the term “healthy” and this week, the agency unveiled a new interim
definition for the term “healthy” while it begins the public regulatory process.
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Video:
The Almond Board’s Marketing Progress in 2016
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/HERE WE WERE...

Food
Health Involved
Empowered

28






Shifted how we think about FOOD INVOLVEMENT

FQOD INVOLVED . FOOD EXPLORERS
Accomplished cook & entertainer Creative in the kitchen & tries new foods

30



Incorporated Snacking behavior

almonds almonds

4%  b%

Snack Choices Snack Occasions




Included

YOUNGER
SNACKERS




VTR A A o T
SNACKERS

Food Explorers  @lealth Seekers  Seper Snackers INCOME
Household income
($64K+)
I ~ EXPERIEN
ONLINE =
SEEKER

ENTHUSIAS
T

Downloads recipes,
blogs, podcast, photo
share, sports, online
banking

Concerts, museums,
classes, events,
enjoys traveling, tries
new things

Busy + Active

Home improvement,
enjoys cooking, working

in the yard FOLLOWS A
REGULAR
(g KEEPS IT EXERCISE
FRESH ROUTINE
Eats a wide variety of Cycling, running,
fruits and vegetables hiking, swimming

&7
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4 Seg mentS within Savvy Snackers

super HINTH

FOODIES

s INFORMED
INTELLECTUALS



Educated, involved and stimulated
by many things,

Super Foodies q:

energy by being around others, and
enjoy hosting events or going out
with friends.

10% of U.S. Adults



Highly educated, urban dwellers,

Health NUtS stay physically

fit, always try to eat right and care
about how they look.

9% of U.S. Adults

e Y YyryY %\\\\\\\\\%@b



Millennial parents who still care about
the finer things in life,

are a

go-to source for all things hype and
know that everything they wear, buy and
do is a reflection of their status.



INTELLECTUALS

= ¥

Lo

Insatiable in their search of information,

Informed
I ntel IeCtU a.IS are wealthy,

care about the intricacies of how things
work and seek out goods that are better
for the environment.

12% of U.S. Adults
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+ Protein « Joy

« Empowerment

’ Fiber * Vibrancy

o Greater Good
+ Antioxidants



Build advocacy among our loyal almond consumers

PERSON CATEGO

The likelihood of The intelQthe person
them shoring their has in the category

opinion with others
ARDENT
ADVOCA
IES

EXPERIE

The sINJEDE the

brand interaction
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I The ABCs of Content Marketing

The Almond Conference
Melissa Mautz
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I Digital Marketing Has Evolved

It's not just about

soclal strategy _
digital strategy...

..itsaboutanOMnichannel

content

almonds

strategy.



I Content Marketing Defined

Content marketing is a strategic marketing approach focused on
creating and distributing valuable, relevant, and consistent content
to attract and retain a clearly-defined audience — and, ultimately, to
drive profitable customer action.

- Content Marketing Institute




I Know Your Audience
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I It's more than just “moms”
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I Finding Your Content Gem?
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I Best in Class: Patagonia

€« Cc f www.patagonia.com/home KIRON - | o [ 2

3% Apps ) sddiporternavellian [ 505 Pomeroy Road, [ 122 Catalpa Lane, /4 Country House Real  [7) AmazonSmile [ 2824Middiebrook H. » | Other Bookmarks
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MORE v
patagonia SHOP INSIDE PATAGONIA  What ara you looking for? Q © 1 Bl

Patagonia &
Sriadoa
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patagonia e [

Thank you for your arder

Edar Canfimion Harmser, US0042072
FAMILY BUSINESS:
INNOVATIVE ON-SITE CHILD

CARE SINCE 1983 (TRAILER)

Published by Patagonia, Family Business:
Innovative On-Site Child Care Since 1983
illustrates what quality child care looks like and

ek 2zm

Tansparency Act - -

e—— why providing on-site child care to working

a0 families is at the heart of responsible business.
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Watch the video
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patagonia NEWS  WOMENS  WEBSEDALE

30 Years of Pataloha
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I How This Works

Great content =
More qualified

engagement -—-I.l‘
o AN
W purchase W

Wioyaty W
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@gmiifbmia

almonds



@gmiifbmia
almonds

Almane Baard of Califarnin




I North America Program

! California Almonds
34 mins
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SEIZE THE DAY
WITH ALMONDS

YOUR CRASH COACH
SMART SNACKING

SEIZE THE DAY WITH ALMONDS

The more gou

CANDO nsz*sam

DOYOU KNOW WHERE YOUR EHEI!E\'IS?
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] Questions?
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