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¢ Almond
Board

Strategic
Marketing

Objectives

Ay

Build long-term worldwide demand
for California almonds

Create an environment in which
almond perceptions and almond
brands thrive

Address issues and seize
opportunities that are best handled
at an industry-wide level

Contribute to the financial well-being
of the industry
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@ Global Market Development Committee
MEMBERS

Brian Ezell Brian Wahlbrink Darren Rigg Dinesh Bajaj
Chair Vice Chair Sperry Farms Minturn Nut Company Select Harvest
Wonderful Blue Diamond Growers

Laura Gerhard Craig Duerr Jared Smith Maya Erwin Warren Cohen
Blue Diamond Growers Campos Brothers Farms Fisher Nut Company Blue Diamond Growers Blue Diamond Growers




Global Market Development Committee

ALTERNATES

Bill Morecraft

Blue Diamond Growers

Andrew Downie
South Valley Farms

Christine Lott

Blue Diamond Growers

Ranjeet Pradeep
Hughson Nut Inc.

Paul Ewing Keith Kwan
RPAC Almonds Taylor & Sims, Inc.

Sean Allen Bikram Hundal
Blue Diamond Growers Custom Almonds LLC/Toor
Farming

Patrick Anderes
Panoche Creek Packing

Suzanne Hagener
Blue Diamond Growers




@ Global Market Development
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North
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Jenn
Freeman

India
Sudarshan

Mazumdar
Based in Delhi

Europe
DEEE
Roffe-Rackind

Based in London

China
Connie
Cheung

Based in Hong Kong

South Korea Trade

& Japan
Murielle
Kim

Based in Seoul

Stewardship
& Marketing
Harbinder
Maan

Marketing
Services
Melissa
Mautz



37%
Increase

5 & 10 Year CAGRs
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Y Driving Long-Term
Demand "
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So, what does
drive demand?







@ ABC Around the World

« U.S.  China
 Mexico

NORTH > . £ & Ll ° ) \;.. ASIA
AMERICA - " A i Sy % )+ India
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Balanced
approach
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9 India

Tremendous upside: 0.32 Ibs
per capita consumption and
1.4B people

Deep cultural associations
with almonds

Increasing investment and
shifting approach




o ABGC’s investment in India
has grown dramatically

2nd +78% +80%
largest increased budget
marketing impressions Increase

investment since 19/20 since 19/20
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v U.S.
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800 million pounds

Shifting approach to
breakthrough in this
mature market




o U.S. budget
drives
efficiency

70,000,000

60,000,000

50,000,000

40,000,000

30,000,000

20,000,000

10,000,000

U.S. vs. International Investment
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Radical digital shi
U.S. media appro

2005-2006
2009-2010
2015-2016
2018-2019
2021-2022

0% digital
20% digital
24% digital
43% digital
70% digital




New
Tool:

Marketing
Mix
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#1 nut
associated
with
snacking

20% . #1 nut
increase in associated

heavy users with beauty
since 2015
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Chongqing Tianjin Hangzhou

3" largest city: 16.4 million people 4th largest city: 13.8 million people 11th largest city: 7.8 million people
Largest economic center in Near Beijing Home to culture and outstanding
Western China museums
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Almond Board Global Marketing December 2021
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Legend

Population_1933 (in Million)

B 0.40-2.57
B 257 - 800
L 8.00-11.79 .. ;
11791756 L/
B 17.56-26.55

B 6553522 0 500 1,000 2,000




¢ Markets on the Horizon

NORTH
AMERICA
« U.S.

* Mexico

« UK .\ » ASIA
* France { * India

* Germany ¢ + China
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EUROPE » i [ \
i T "

34



Why do
consume
choose a
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Taste
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o Global J{ almonds have
a broa ioenefit set

®® @ @

energy heart health weight brain health
management

skin
health

diabetes

stress
management
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o« New on
claims abound
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antioxidants

PROTEIN &

plant based
protein
no sugar

Y VITAMIN C Bags
=

ackage
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106G OF PROTEIN
IST /O SA

| T Fickond | DELICHOUS rm;uumH

protein

wnmm

fiber
no additives

CREAMYBLEND

ALMOND & PEA
MAMNDEL & ERBSE

SOURCE OF
PROTEIN

SOURCE OF
FIBRE

fiber
protein
sugar free

versatile
fiber

protein
calcium
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o New Nutrition
Research

Physical Performance Gut Health Immunity Skin health
Muscle mass and strength
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v However,
consumers’ \.‘
definition of ,,

healthis
changing.
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The unstoppable rise of wellness continues

THE FUTURE OF WORK

The Rise of the Wellness App

Why The Wellness Business Is
Booming (And How To
Succeed In The Industry)

WebMD
Make Your Resolution Wellness,

Not Weight Loss



LT 5 % 4ol
* 2 | 19
|s the act of practlcmg healthy hak |
on a‘dafliybams to attain better Lt



Wellness is bigger
than ever, and it
remains a priority
across the globe

O

believe
wellness is
important

)

consider it a
top priority



It includes broader
views including
mental well-being

According to the same report,
today’s consumer views wellness
across six dimensions

@

Better
health

@

Better
appearance

N

Better
fithess

=

Better
sleep

©)

Better
nutrition

Better
mindfulness



Evolution of U.S. Marketing Goal:

Increase Millennial Aimond
Consumption

v

seek balanced |Ife$t§‘

’wellnessf‘

immunity, balance,
skin care, heart health
angloxldants and more!
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EatThis,NotThat!

—-\'u
HEALTHY EATING | / Expert-Recom ‘n‘:nded I

Secret Effects of Eating Almonds, Says Science

It's nuts what this little snack can do!

@ BY KIERSTEN HICKMAN  AUGUST 11, 2021
i

August 2021
s AN 8 14.5 Million
€ Impressions

e b e

Toby Smithson, Registered Dietitian



Giving
consumers
and
customers
more
reasons to







AVOCADO, COCOA AND ALMONDS: THE
i . 5 VEGAN FOODS THAT AREN’T AS ECO-
Sustainability

is table FRIENDLY AS YOU THINK

|
Sta kes I n t h e Several plant-based foods have come under scrutiny lately due to reports claiming they are bad for the
EU Ny

rV
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End of the avocado: why chefs are
ditching the unsustainable fruit

Farm to Fork
Strategy

- L
5 Give peas a chance -as well as pistachios, fava beans and
For a falf.', hea"‘h\f and pkin seed paste. These are just some of the ingredients
3 Tuits

Ervionmentallyfendy 15 MILK BAD FOR YOU? THE Hbsiborsbivansifiniichinizsi
podsysem =  TRUTH ABOUT DAIRY
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We communicate

about our IEE HEAT
sustainability G0 CH

journey to
protect against
reasons hotto T,

Almonds, Health + ' PIENE DI

Sustainability: - 4 o
eat almonds Bglslllall(?the tY' 4 P BONTA NATURALE

. f e E COLTIVATE
Headlines T frs e s . NSABILMENTE

Keto, Vegetarian, Paleo, Flexitarian...

However you choose to eat, aimonds are the perfect addition toa S 3 1 e A@Cdlif nia
healthy diet and are packed full of nutritional benefits such as B 3 y s a'monds
vitamins (82, B3, B and B9), magnesium, fibre and plant-based / y - ’ b
protein.

But for many of us, it's not enough anymore to just eat foods that
are good for us. We want our food choices to be good for the
planet too.

While determining if a food is healthy is fairly simple, it's not always
the case when it comes to a food's sustainability credentials. In
fact, it's a pretty complex and confusing area. Which is why we've
asked third-generation almond farmer and the Aimond Board's
Senior Sustainabiity Manager, Danielle Veenstra, to take a look
behind the headiines and give you the inside scoop on how
California almonds are grown.







+460%
agrowth
ii'l 202

| Mobile

On average, people open their
smartphones 58 times a day.

Global Media
Consumption .




« More

2015-2016
2018-2019
2021-2022

California Almonds
@almonds

Zen achieved. Thank you
#almondmode

Digital

u.sS.

24% digital
43% digital
70% digital

, almonds and @mankofit
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2015-2016 51% digital
2018-2019 40% digital
2021-2022 95% digital

“e¢- California Almonds @
g8 a
~  Sponsored - &

Dribbling.. On a treadmill.. Backwards.. Does
she Almond? Almonds are bursting with natural
goodness, vitamins and minerals. Do YOU
Almond?

INDIA

2013-2014 30% digital
2016-2017 61% digital
2019-2022 100% digital

2015-2016 0% digital
2018-2019 1% digital
2021-2022 17% digital




India Beauty
Digital
Campaign
will drive
young women
. to increase
! benefits

.



NO DEJES PARA MARAL'. L0 ('JE PUEDES HACER HOY.

¢DE ROV’ Fi DONDE?




Who
consumers
trust
matters

63%

of consumers report they trust what influencers
say about brands more than they trust the
brand’s advertisements

49%

people rely on influencers’ recommendations
when making purchase decisions



o Plant Based i

CREAMY e

— PLATNT BASEDI
COFFEE TASTI \ Gourmet Hprrad
> - i It

150 &

PROTEIN &
VITAMIN C Bars

CRAI‘.KERS

LAk

5-158 01 (45g) BARS
NETWT7.9407 (259) =t

7.2¢ of Protein Py by
Good Source of Dietary Five

PLANT BASED
CAFE STYLE COFFEE

i
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“ E
Bubuk Minuman Rasa
. Kacang Almond
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New Categories

T kite hill

- ALMOND
;
b DG

Jal  AIMOND &8 9%

RANCH
ALMOND FLOUR

“SEE BACK P
FOR MACAE I

!
AT

‘ TORTILLA STYLE CHIPS

NETWT 1 D2(28g)

~

e

FATTORIA DELLA
MANDORIA

MACIOTTA

A BASE DI LATTE D! MANDORLA BIO

Based on organte Almend milk

- NATURAE

-

£ T
KEFIR:BI0
TRy 100% Ve

MATURAL

s
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Beauty Products

Project Beauty fﬁj:::i:
HAIRGURT e

HAIRGURT’

Intense Repair
Yogurt Hair Masque

g

yitn Prepiotics. QUNOE
vl”o‘v Beautiful Hall Sulfate

178ml € 60Z

HONEST : '
shampoo ; i AROMATIKA
body was

Viva

Naturals

100% pure & natus

WEET ALM

SWEET

Intense Repair / ALMOND Q| . pide |
Yngurt Sharl'LPGU j 100% Pure & Fragrance Frea V|Va arelt
.. 4 ' SWEET

Wit "
Sl Beranical Bt Hat

naturals

B in Brooklyn. Made with Love. Born in Brooklyn. Madewithiom ¥

ALMOND
COOKIE

§

.
~ (with almond oil)
shea
~) soufflé
QN\X)  Nourishes & softens
For dry skin
Yo Silicones. No Parabens.
Yo Fatrolatus. No Mineral Oil.
P No Artificial Colors.
8.0 oz/226g

# Soft, Nourished Skin

# Moisturizing Carrier Oil ©
for DIY Beauty Blends # Soft, Nourished Skin

@ Absorbs Easily

# Moisturizing Carrier Oil
for DIY Beauty Blends

# Absorbs Easily ﬁ

Net16 .0z (473 mL) 8 NetI6fl oz (473 ml)







£2The kernel i

f’ 0“ IX 1/3

comes from
the orchard
each year

WOODY BIOMASS



New
innovation
has begun




Creating More Value
from Almond Biomass

With endless possibilities Thursday 2:45-4:00 P.M.

HULLS SHELLS

COATINGS

7 INKS
e -
1

A' NUtritiO i L 3 : - . :
" Ry - ..Ml Activated Carbon e

PLASTICS

Carbon Black

Animal Feed

82






Leverage Almonds Superpowers

W R

Refining Marke trategles

for New Growth
gy S I - -

Geographic Expansion

iY.7 B WG

New Ways to Drive Relevancy

MRl / TR
® TR r\.}' l.lll }

84"
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