
India
Exciting Growth in
Largest Export Market
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FY 19-20
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FY 20-21
255,772,032 362,066,700



And has 
risen to be 
the largest 
export 
market for 
the 3rd year
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The last 5 years have been historic
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Almond volume continues to easily 
outpace GDP growth in India
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India: GDP YOY % Change versus Almond NID Shipments YOY % Change
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Population has been increasing 1.1-1.2%



India Jugaad:

Almond Board of California
Julie Adams
Vice President, Global Technical & 
Regulatory Affairs
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The Quintessential Workaround

10



ju·gaad
/ˌjo͞oˈɡäd/

• a colloquial Hindi word, which 
approximately translates as ‘quick fix’, 
‘workaround’ or ‘hack’, expresses a 
quintessentially Indian concept

• Jugaad describes a mentality or approach 
that seeks solutions in adversity, 
describing how the world is negotiated by 
improvisation and ingenuity. The word 
refers to the practice of bending rules 
and thinking laterally to make 
something work

• a flexible approach to problem-solving 
that uses limited resources in an 
innovative way
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What is “different” 
about the Indian 
regulatory 
environment?|  
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Tariff/taxation 
approach

Regulatory 
application

Trade and 
Govt-to-Govt 
engagement
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Applied vs 
Specific Duty

Retaliatory 
Tariffs

Goods and Services Tax 
(GST) 

Tariff/taxation 
approach

Applied 
Duties:
Almond

May 2018
Increase to 
bound rate 
(all origins)

Retaliatory 
Tariffs 

(U.S. only)

Inshell 35 rps/kg 35 rps/kg 41 rps/kg

Kernel 65 rps/kg 100 rps/kg 120 rps/kg
 

 
                       

  
       
                        

                      
       

                  
                      

   
             

Commodity Commodity Description under GST Tariff 
Heading 

GST 
Rates 

Almonds 
Hazelnuts 
Macadamia 
Pistachios  

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

Other nuts, dried, whether or not shelled or peeled 0802 12% 

Brazil nuts 
Brazil nuts, fresh, whether or not shelled or peeled 0801 Nil 

Brazil nuts, dried, whether or not shelled or peeled 0801 12% 

Cashew2 Cashew nuts, whether or not shelled or peeled 0801 5%3 

Walnuts 
Other nuts, fresh, …… whether or not shelled or peeled 0802 Nil 

Other nuts, dried, whether or not shelled or peeled 0802 5%4 

Groundnuts5 

Ground-nuts, not roasted or otherwise cooked, whether or not 
shelled or broken, of  seed quality. 1202 Nil 

Ground-nuts, not roasted or otherwise cooked, whether or not 
shelled or broken other than of seed quality. 

1202 5% 

Mixtures of  
nuts  Mixtures of  nuts or dried f ruits of  Chapter 8 0813 12% 

Preparations 
of  Nuts, etc. 

Vegetables, f ruit, nuts and other edible parts of  plants, prepared 
or preserved by vinegar or acetic acid 

2001 12% 

Fruit, nuts and other edible parts of  plants, otherwise prepared 
or preserved, …. not elsewhere specif ied or included; such as 
Ground- nuts, Cashew nut, roasted, salted or roasted and 
salted, Other roasted nuts and seeds ……. 

2008 12% 
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Inconsistent 
Interpretation

Limited Central 
Govt Guidance

Transparency of 
Regulatory Process

Regulatory 
application India Fumigation

• NSPM 22 guidelines are for local accreditation
• Fumigation parameters agreed in 2006
• No advance communication between India PQ and 

USDA/APHIS

Non-Retail Labelling
• Guidance spans 2011, 2016 and 2020 regulations
• No clear guidance for application to bulk shipment
• Not aligned with Codex standards, definitions

Standards
• Kernel standards focused on quality parameters
• Comments, data to expert panels not considered
• Unclear how standards will be applied on-shelf vs at 

import

Food Facility Reg.

• New requirement for “high risk” foods
• Should not include almonds but unclear how “high 

risk” will be defined…..
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Limited 
Engagement

Hesitancy to 
Question Officials

Making Issues an Importer 
and Exporter Concern 

Regulatory 
application

Trade Policy Forum
• Reestablished after 4 years.  Opportunity to focus on 

regulatory and technical issues in a “non-political” 
meeting.  USTR engaged on November 23.

Govt-to-Govt
• Difficult to obtain written confirmation from GOI  
• Limited willingness to change decisions once made, 

despite existence of global standards or technical data
• Inconsistent implementation at local level

Local Industry • Some representations have been submitted, but 
hesitancy to engage on trade issues – more reliance 
on “workarounds”

• Inclination is to not question local authority 
interpretation

• Need to find a better way to make these India issues
– not just a U.S. complaint….

Trade and 
Govt-to-Govt 
engagement



May 7, 2022



Not only is India 
important today…
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but growth 
indicators show 
the opportunity 
ahead
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Tremendous upside still exists
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Per capita consumption 0.32 lbs very low compared to most other regions. 
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Growing Economy with 
Favorable 
Demographics

• 6th largest by nominal GDP
• Expected to be 3rd largest economy 

by 2031
• 3rd largest GDP by purchasing power parity in 

2021 
• Fastest growing GDP 
• 8.5% in 2022, followed by 

China at 5.6%
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Favorable 
demographics
• Young nation
• Growing income
• Urbanization
• Growing middle 

class …and spending
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And Rising Consumption and 
Aspirations
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Source: World Economic Forum, Euromonitor

Category Disposable Income Consumer Expenditure Average Household Size

Unit INR trillion INR trillion Number

Urban Rural Urban Rural Urban Rural

2014 46,911 50,265 33,946 38,871 4.6 4.9

2015 51,381 54,903 38,201 43,529 4.6 4.9

2016 55,735 59,658 42,906 48,855 4.5 4.8

2017 60,831 65,530 47,381 54,139 4.5 4.8

2018 67,055 72,996 52,566 60,494 4.5 4.8

2019 71,879 79,238 56,658 65,785 4.4 4.7

Liberalization, consumerism, technology and globalization have 
FAST TRACKED PROGRESS in India. 

https://www3.weforum.org/docs/WEF_Future_of_Consumption_Fast-Growth_Consumers_markets_India_report_2018.pdf
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Democratization of success from privilege to potential

24



However, in a nation 
of 1.39 billion people, 
with 65% below the 
age of 35 years, this is 
also creating hyper 
competition and the 
need to stand out & 
get ahead.
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And these values are being instilled from a very young age. 
Mothers are working hard & pushing kids to build winners for 
today & tomorrow.
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Source: World Economic Forum, Euromonitor

https://www3.weforum.org/docs/WEF_Future_of_Consumption_Fast-Growth_Consumers_markets_India_report_2018.pdf


While India is moving ahead, traditions are only growing stronger.
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Kumbh Mela

Rath Yatra Holi

Ganesh Chaturthi

Weddings

Diwali



Tradition & modernity exists across all social classes.
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A young man touching an elder 
man’s feet as a sign of respect

Ceremonial breaking of a coconut for good 
luck on buying a new car

Modern Indian woman dressed in a 
traditional saree at work Indian woman dressed in a traditional 

saree riding a motorcycle.

A young Indian man in a 
shirt with the traditional 
sacred ash (vibhuti) on his 
forehead 

Online weddings with Indian rituals 
during pandemic



All of these changes 
are shifting health…
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Growing Health-
Consciousness
• Consumers have become more health 

conscious
• Health and wellness goals are holistic
• Rise of health clubs and gyms
• Day-to-day life issues getting in the way: 

many believe it’s “hard to live healthy”
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Holistic 
health is 
the 
lifestyle 
mantra

3232



Increased 
Investment in Health

Physical health
• More gyms
• Aerobic Workouts apps and classes
• Meditation apps show growth

Mental health
• Increased awareness
• More resources – private and 

government
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Ultimately 
health 
is about 
three key 
things: 

Prevention
- immunity building
- antiaging

Performance
- feeling energetic, 

active, and sharp

Protection
- absence of illness



For almonds, core benefits ladder to confidence and 
success. The only dry fruit providing healthy mind 
and healthy body.

|  
 D

ec
em

be
r 2

02
1

In
di

a:
 E

xc
iti

ng
 G

ro
w

th
 in

 L
ar

ge
st

 E
xp

or
t M

ar
ke

t

35



|  
 D

ec
em

be
r 2

02
1

In
di

a:
 E

xc
iti

ng
 G

ro
w

th
 in

 L
ar

ge
st

 E
xp

or
t M

ar
ke

t

36

And some of almond benefits are linked to Ayurvedic medicine.
It still lives today and is growing as the need for the benefits 
are increasing.

Almonds = Mental Sharpness, Energy and Beauty all link.

LINK TO THE PAST STRONG BELIEF TODAY



Government also promoting almonds for immunity.
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And this focus on 
health is also driving 
how people eat|  
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Sudarshan Video
Sudarshan Video:

Snacking is fun in our lives. This is very much so in India where you will find a range 
of snacks which vary from region to region in the country. Most of these snacks are 

high in fat, sugar salt or are deep-fried. They are really tasty but unhealthy. 



Traditional Indian snacks

While traditional Indian snacks tend to be unhealthy, they are the predominant form of snacks consumed in India.

|  
 D

ec
em

be
r 2

02
1

In
di

a:
 E

xc
iti

ng
 G

ro
w

th
 in

 L
ar

ge
st

 E
xp

or
t M

ar
ke

t

40



Beginning of 
Emergence of 
Healthy 
Snacking|  
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New healthy snacking products
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Wingreens: Healthy 
Spreads, Muesli, 
Pasta, Chips

Snackible: Healthy Snacks (Foxnuts, Chips, 
Puffs), Energy Bars, Nut Butters, Nuts, Seeds & 
Berries

The Whole Truth: 
Protein Bars, Muesli

Too Yumm: Multigrain 
chips, Baked Snacks

Yoga Bar: 
Protein Bars, Muesli

Epigamia: 
Greek Yogurt, Ghee Spreads

Green Snack: Quinoa Puffs

Raw: Cold Pressed Juices Open Secret: Healthy Cookies, Chips, 
Spreads, Shakes, Nuts, Shake Mixes



Widening the 
opportunity for 
almonds
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Retail in India has been evolving 
and almonds are available in all channels. 
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Wholesale Market Semi Wholesale Organized RetailMom-n-Pop Stores (Kirana)/ 
Specialized Dry Fruit Stores

E-Commerce



Loose sales, market introductions 
and use in modern retail and 
e-commerce show growth.
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Traditionally Sold Loose

Loose by Weight Private Labels  Packaged in India Imported Packs

Growing Packaged Goods



Program focuses 
on driving both 
Morning and 
Snacking 
Consumption of 
almonds
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Increasing 
beyond 4-5 

kernels

Snacking 
Consumption

Morning
Consumption
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Snacking on almonds also being driven through 
consumer education and beauty programs

Consumer PR program focuses on 
healthy snacking and snack recipes.

Beauty program highlights how snacking 
on almonds could help with good skin, hair 
and weight management.

The New Indian  
Express

Navbharat Times

All print advertorials talk about snacking 
on a handful of almonds.

The Times of India 



Increasing Frequency of 
Consumption Campaign
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Positioning:

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

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

Campaign Idea: 

The best dreams are shared.
Nothing drives you harder than dreams 

that you share with your family.

Mother Child Working Man Working Woman
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And during the short gifting period, 
advertising drives almond messages.

A Gift of Good Health That 
Shows You Care

Sharing of Happiness

Meet and Greet

Selection of the Gift

Big Opportunity



Increasing Gifting Campaign 
during Diwali
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Positioning:
Gifting of almonds honors close 

relationships

Campaign Idea: 

The most special relationships are 
those that are multifaceted

Gifting Outside Family Gifting Within Family
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Program surrounds the consumer with 
messages using key vehicles.

Broadcast 
Advertising

Health 
Professionals 

Education

Digital

• IDA Regional Meets
• Family Consumption 

Campaign
• Festive Campaign

• Festive Digital Program
• Beauty Snacking Digital 

Program
• Younger Audience 

Snacking Digital 
Program

• Media Outreach
• Nutrition PR
• Discussion Over Almonds 

– Panel Discussions
• Spokespeople
• Print Advertorials

Consumer/ 
Education 
Program



The ABC program is 
expanding to meet the 
needs of today’s and 
tomorrow’s consumers
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Almonds have 
many 
opportunities 
to drive 
health 
relevancy for 
now and in 
the future 
Current focus includes:
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Success 
and 

Confidence

Brain 
and 

Energy

Beauty

Diabetes

Weight

Heart 
Health

Immunity



Younger snacking 
digital campaign
focused on 
snacking on 
almonds
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85% use 
YouTub

e

74.7% 
use 

Facebook



Launch Film
|  

 D
ec

em
be

r 2
02

1
In

di
a:

 E
xc

iti
ng

 G
ro

w
th

 in
 L

ar
ge

st
 E

xp
or

t M
ar

ke
t

56



Beauty Digital 
Campaign will 
drive young 
women to 
increase benefits
Focused on the beauty benefits of 
almonds: Skin, Hair & Weight Management

Video 3: 
Hair Benefits

Launch Film

Video 4: 
Weight 

Management

Video 2: 
Skin Benefits



Expanding Relevance of 
Almonds by Leveraging 
Influencers 
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Beauty influencers and experts  
Leveraging beauty influencers, celebrities, and 
a dermatologist to generate awareness of 
almond beauty benefits.

Soha Ali Khan, 
Eminent Bollywood 
actress, author and 
mother 

Dr. Geetika Mittal Gupta, 
An award-winning 
Dermatologist

Mithila Palkar, 
Indian TV actress

South celebrity
Engaging celebrity mother to drive almond health 
benefits on social media.

Priyanka Upendra, 
Famous Kannada film 

actress and mother



Expanding Relevance of 
Almonds by Leveraging 
Influencers 
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Lifestyle and fitness 
Leveraging health & wellness and fitness
influencers to generate awareness of almond 
beauty benefits.

Mommy bloggers
On-ground sessions for mommy and health 
bloggers, featuring celebrity, nutritionist(s) and a chef 
to generate awareness of almond health benefits.

Manish Mehrotra,
Award-winning 
celebrity chef

Yasmin Karachiwala,
Fitness Expert and 
Celebrity master 
Instructor

Mansi Zaveri, 
Mommy influencer and 
author

Ritcha Verma, 
Mommy influencer and 
corporate employee



Leveraging Nutrition Research Done in India
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Dr. Jagmeet Madan Dr. Swati Kalgaonkar

Dr. Soumik Kalita



Introduction of Health 
Professionals Program

Educate health professionals on almond 
health benefits through a sponsored 
speakership opportunity at a national 
medical conference (CSICON or ESICON) 
and regional chapters of Indian Dietetic 
Association. 
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Reinforcing Almond Potential Amongst Trade
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India is poised 
for growth

6464

• Strong alignment with multiple 
benefits – and growing

• Use is traditional morning 
occasion and snacking

• Strong marketing programs 
across audiences
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Exciting Growth in
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