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SUPER-POWERING 
ALMONDS’ GLOBAL FUTURE
M o d e r a t o r :  B r i a n  E z e l l  ( T h e  W o n d e r f u l  C o m p a n y )
S p e a k e r s :  E m i l y  F l e i s c h m a n n  ( A B C ) ,
L a u r e l  M u i r  ( S t e r l i n g - R i c e  G r o u p ) ,
H e a t h e r  T r a i l  ( T h e  D i s n e y  C o m p a n y ) ,
D a n i e l  C r u z  ( T h e  D i s n e y  C o m p a n y )
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Almonds’ 
Global Future



The 
World 
Has 
Turned

3

Upside
Down
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Supplymageddon
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Unprecedented 
Transportation 
Issues
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Tariffs
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Input Costs
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In Almonds
we are also 
managing…



37% increase 
over the last 
two years
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Water 
Uncertainty
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Almond
Board
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Strategic
Marketing
Objectives

1
2
3
4

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



13



Global Market Development Committee
MEMBERS
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Dinesh Bajaj
Select Harvest

Craig Duerr
Campos Brothers Farms

Brian Ezell
Chair 
Wonderful

Brian Wahlbrink
Sperry Farms

Darren Rigg
Minturn Nut Company

Warren Cohen
Blue Diamond Growers

Maya Erwin
Blue Diamond Growers

Raj Joshi
Vice Chair
Blue Diamond Growers

Laura Gerhard
Blue Diamond Growers

Jared Smith
Fisher Nut Company



Global Market Development Committee
ALTERNATES
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Ranjeet Pradeep
Hughson Nut Inc.

Christine Lott
Blue Diamond Growers

Sean Allen
Blue Diamond Growers

Paul Ewing
RPAC Almonds

Bikram Hundal
Custom Almonds LLC/Toor 
Farming

Keith Kwan
Taylor & Sims, Inc.

Suzanne Hagener
Blue Diamond Growers

Patrick Anderes
Panoche Creek Packing

Andrew Downie
South Valley Farms

Bill Morecraft
Blue Diamond Growers



Global Market Development 
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India
Sudarshan 
Mazumdar
Based in Delhi

Europe
Dariela
Roffe-Rackind
Based in London

China
Connie 
Cheung
Based in Hong Kong

South Korea 
& Japan
Murielle 
Kim
Based in Seoul

North
America
Jenn 
Freeman

Trade 
Stewardship 
& Marketing
Harbinder
Maan

Marketing 
Services
Melissa
Mautz



Supply-
mageddon

Unprecedented
Transportation
Issues

Tariffs Input Costs37%
Increase
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Driving Long-Term
Demand
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So, what does
drive demand?



Making the right 
investments
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NORTH 
AMERICA
• U.S.
• Mexico 

EUROPE
• UK
• France
• Germany
• Italy 

ABC Around the World

ASIA
• India
• China
• South Korea
• Japan



Balanced portfolio 
approach
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India
Tremendous upside: 0.32 lbs
per capita consumption and 
1.4B people

Deep cultural associations 
with almonds

Increasing investment and 
shifting approach



ABC’s investment in India 
has grown dramatically

25

2nd
largest

marketing
investment

+80%
budget 

increase
since 19/20 

+78%
increased

impressions
since 19/20 



U.S.
800 million pounds

Shifting approach to 
breakthrough in this 
mature market
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U.S. budget 
drives 
efficiency
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Radical digital shift in 
U.S. media approach

2005-2006 0% digital
2009-2010 20% digital
2015-2016 24% digital
2018-2019 43% digital
2021-2022 70% digital
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New
Tool:
Marketing
Mix
Modeling
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China
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#1 nut 
associated 

with 
snacking

20% 
increase in 

heavy users 
since 2015

#1 nut 
associated 
with beauty



Chongqing

D
ec

em
be

r 2
02

1

32

3rd largest city: 16.4 million people

Largest economic center in 
Western China

Tianjin
4th largest city: 13.8 million people

Near Beijing

Hangzhou
11th largest city: 7.8 million people

Home to culture and outstanding 
museums
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Markets on the Horizon

NORTH 
AMERICA
• U.S.
• Mexico 

EUROPE
• UK
• France
• Germany
• Italy 

ASIA
• India
• China
• South Korea
• Japan
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Why do 
consumers 
choose almonds?



Taste Health Convenience



And what becomes 
so powerful is when 
they all come 
together to…
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Relevancy
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So, what are
we doing?



Globally, almonds have 
a broad benefit set
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energy heart health weight
management

skin
health

diabetes
management

brain health immune

stress digestive
health

fiber

protein

magnesium

calcium

vitamin E

iron
good fat



New on package 
claims abound
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antioxidants
plant based

protein
no sugar

protein
fiber

no additives fiber
protein

sugar free

versatile
fiber

protein
calcium



New Nutrition 
Research 
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Physical Performance
Muscle mass and strength

Gut Health Immunity Skin health



However, 
consumers’ 
definition of 
health is 
changing…
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is the act of practicing healthy habits 
on a daily basis to attain better 
physical and mental health outcomes, 
so that instead of just surviving, 
you're thriving.

Wellness



From a survey of roughly 7,500 people 
across the globe

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

79%
believe 

wellness is 
important

42%
consider it a 
top priority



Better
health

Better
fitness

Better
nutrition

Better
appearance

Better
sleep

Better
mindfulness

It includes broader 
views including 
mental well-being
According to the same report, 
today’s consumer views wellness 
across six dimensions



Evolution of U.S. Marketing Goal: 
Increase Millennial Almond 
Consumption

From:

43 y/o
love being busy

energy
6 grams of protein

To:

33 y/o
seek balanced lifestyle

wellness
immunity, balance, 
skin care, heart health, 
antioxidants and more!
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August 2021
14.5 Million 
Impressions

Toby Smithson, Registered Dietitian



Giving 
consumers 
and 
customers 
more 
reasons to 

almonds
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Sustainability
where it matters 
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Sustainability 
is table 
stakes in the 
EU



We communicate 
about our 
sustainability 
journey to 
protect against 
reasons not to 
eat almonds



Showing up in 
new ways
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Global Media 
Consumption 
is shifting
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More 
Digital

CHINA

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

U.S.

2015-2016 24% digital
2018-2019 43% digital
2021-2022 70% digital

EU

2015-2016          51% digital
2018-2019          40% digital
2021-2022          95% digital

INDIA

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

Campaign 
will drive 

young women 
to increase 

benefits



Partnerships and Influence



Who 
consumers 
trust 
matters

63%
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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



Plant Based

75



Milk
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New Categories

77



Beauty Products 



And maximizing 
the use of ALL 
that's grown
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The kernel is 
only 1/3 
of what 
comes from
the orchard 
each year
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New 
innovation 
has begun
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With endless possibilities
Creating More Value 
from Almond Biomass
Thursday 2:45-4:00 P.M. 

HULLS WOODSHELLS

CosmeticsNutritional 
Bars

Carbon Black

Activated Carbon

Animal Feed
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Super-
Powering
Almonds’ 
Global Future
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Leverage Almonds Superpowers 

Refining Market Strategies 
for New Growth

Geographic Expansion

New Ways to Drive Relevancy 



Conclusion
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