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• Global cultural heritage 

• Nutrient rich 

• Substantiated health 

• Convenient 

• Portable 

• An ingredient and a snack 

• Tasty and crunchy 

• Versatile 
 

 

 

Almonds: an amazing food 



Consumer Needs and Desires are Changing 
 

  

• Rising middle class 

 

• Drive for healthy food 

 

• Need for convenience 

 

• Desired taste 
 

 

 



NORTH AMERICA 

Canada 

U.S.  

EUROPE 

UK, France, Germany  

ASIA 

China, India,  

S. Korea 



Today’s Speakers 

Established Markets 

• Dariela Roffe-Rackind – Director, Europe and Global 

Public Relations 

• Molly Spence – Director, North America 

 

Emerging Markets 

• Becky Sereno – Manager, S. Korea and Interim China 

• Connie Cheung – Almond Account Director, Bravo Asia 

Advertising Agency 

• Sudarshan Mazumdar – Director, India 



Almond Board  

Global Marketing: 

Established Markets 

Stacey Humble, ABC (Moderator) 

Dariela Roffe-Rackind, ABC 

Molly Spence, ABC 



 

Dariela Roffe-Rackind, ABC 



ABC Annual Conference|  
EU3 
December 2014 



Europe: 2nd largest region  

2013/14 Shipments by Region 

Source: Almond Board of California. 



Why EU3? France, Germany, 

United Kingdom 

42% of EU 
population 

46% of EU 
retail food 

spend 

Top 3 EU 
markets for 
new almond 
product intro 

Heritage with 
nuts 

Relevant 
health 

concerns 

Spending 
power 

Availability  
of product 

Trend  
setters for  
rest of EU 



Let’s not forget about 

transshipments 

http://new.innovadatabase.com/search/productinformation.rails?from=export&productid=1626113&guid=DEE0417A-3702-4B6D-B722-FAF379544081
http://new.innovadatabase.com/search/productinformation.rails?from=export&productid=1696872&guid=FEC015A7-0E67-4C38-AEB6-82BAEA0272EE
http://new.innovadatabase.com/search/productinformation.rails?from=export&productid=1724977&guid=350059DA-BBBA-4091-87B8-8904DB51BD93
http://new.innovadatabase.com/search/productinformation.rails?from=export&productid=1719043&guid=E9F8EE2E-946E-4B4B-A0B7-283685210774
http://new.innovadatabase.com/search/productinformation.rails?from=export&productid=1682739&guid=4B7E4CB0-2132-440D-B42D-34D02351BBDD


Europe continues to dominate 

2013 Global Food, Nut, and Almond Introductions 
Regional Share 

43% 43% 43% 

27% 28% 25% 

14% 16% 19% 

8% 6% 6% 
8% 7% 6% 

Food Intros Nut Intros Almond Intros

Middle East & Africa

Latin America

North America

Asia-Pacific

Europe



EUROPE DRIVES 
MANY GLOBAL 
FOOD TRENDS 



MORE TIME  

AT WORK 

COMMUTING 

= DESIRE FOR 

CONVENIENCE 

 

 

 

 

 

Lifestyle shifts are creating 
common consumer needs 
across markets.  



Europeans are snacking 

regularly 
While snacking was not historically part of the culture for many European 

markets, busier lifestyles have impacted the way people eat throughout Europe. 

Market Average # of Snacks per Week 

UK 14.4 

Netherlands 14.3 

Spain 13.6 

Italy 13.5 

Germany 13.2 

Sweden 12.8 

France 12.7 

Total Europe 13.4 

U.S. 15.0 

Source: European Snacking Study 



BUT THE ALMOND 
SNACK MARKET IS 
UNDEVELOPED  



European Context: Lifestyle Shifts  

“I need to lose weight. 

I’m trying to get fitness 

back into my life.” 

Source: UK Exploratory Focus Groups 



Desire for natural products 

“Healthy food, to me, 
are whole foods that are 
fresh and unprocessed.” 

Source: UK Exploratory Focus Groups 



Trends / Market Drivers 

 

Need for 
convenience 

Desire for 
natural, 

unprocesse
d foods 

Creates a 
need for 
snacking 

= Almonds 



Consumer Messaging Platform  

Almonds are a snack that is naturally satisfying and enhances my day.  

• Healthy 

 

• Wholesome 

 

• Simple 

 

• Pure 

 

• Minimally processed 

 

• “From the earth” 

 

• “Nutrients my body needs” 

• “Doing something good” 

 

• Satiety, “tides me over” 

 

• Texture and crunch 

 

• Provides energy 

 

• Delivers valuable nutrients 

 

• Long lasting 

 

• Pleasure 

• Quick, easy, convenient 

 

• Helps me balance, peace of 

mind 

 

• No pressure 

 

• Good for my body 

 

• Feeling smart 

 

• Comfortable and safe 



Meet the consumer 
need 



Focus on health, convenience and 

lifestyle 



Communicate about almonds as 
the perfect healthy and tasty on-
the-go snack 



PARTNER WITH SPOKESPEOPLE 

AND MEDIA 



TALK TO THE EXPERTS 



INTERACT WITH CONSUMER 



Provide inspiration & rationale to 
manufacturers to satisfy 
consumer demand  





THE PROOF IS IN THE PUDDING 

UK France Germany Total EU3 

Sales* 

(€MM) 

Change  

vs. YAG 

Category  

Share 

Sales 

(€MM) 

Change  

vs. YAG 

Category  

Share 

Sales 

(€MM) 

Change  

vs. YAG 

Category  

Share 

Sales 

(€MM) 

Change  

vs. YAG 

Category  

Share 

Total Nuts € 422.6  5.0% n/a € 447.1  6.9% n/a € 952.6  16.0% n/a € 1,822.3  11.0% n/a 

Peanuts € 146.8  -0.4% 34.7% € 122.1  3.9% 27.3% € 227.9  10.4% 23.9% € 496.8  5.4% 27.3% 

Cashews € 91.2  9.3% 21.6% € 87.6  7.9% 19.6% € 143.2  16.3% 15.0% € 322.0  11.9% 17.7% 

Pistachios € 36.8  -3.7% 8.7% € 87.0  0.9% 19.5% € 82.1  11.9% 8.6% € 205.9  4.1% 11.3% 

Almonds € 33.0  23.0% 7.8% € 42.8  29.0% 9.6% € 64.8  16.9% 6.8% € 140.6  21.8% 7.7% 

Walnuts € 18.4  6.6% 4.4% - - - € 114.6  14.4% 12.0% € 133.0  13.2% 7.3% 

Hazelnuts - - - € 11.8  10.5% 2.6% € 44.5  13.2% 4.7% € 56.3  12.7% 3.1% 

Mixed Nuts € 52.0  4.8% 12.3% € 81.3  7.6% 18.2% € 91.5  23.4% 9.6% € 224.8  12.8% 12.3% 

A/O Nuts € 44.4  11.8% 10.5% € 14.4  3.4% 3.2% € 184.0  23.1% 19.3% € 242.8  19.5% 13.3% 

Source: 2014 EU3 IRI Snack Nut Performance Analysis. 

EU3 Snack Nut Category Value Sales 

September 2013–August 2014 



INDUSTRY RECOGNITION 



WHAT’S NEXT? 



THERE’S STILL A LOT OF 

UPSIDE 
And although top-of-mind awareness of 

almonds improved 2% points since 2012, it 

remains low overall at 7%. 

 
Almond Awareness: First Mention 

2007 2010 2012 2014 Change vs.  YA 

UK 5% 6% 6% 9% +3% 

Germany 2% 1% 1% 3% +2% 

France 1% 6% 8% 9% +1% 

Source: 2013 EU3 AAU. 



Continue to communicate 
about the benefits of 
snacking on almonds 

Emphasize good vs. 

bad fat & nutrient 

density messages to 

overcome weight-

gain concerns 

Provide more compelling 

reasons to choose 

almonds as a snack  

Drive Almond Snacking. 

Identifying the Opportunity  





 

Molly Spence, ABC 

 



North America Update 

• December 2014 



AMERICANS ARE 
CHANGING  
THE WAY THEY 
EAT… 
 

Cultural shifts don’t happen overnight. They build slowly—a sip of 

coconut water here, a quinoa purchase there, and suddenly the 

American diet looks drastically different than it did 10 years ago.  

       

    –Coca-Cola CMO  



A NATION  
OF GRAZERS 
 



97% of Americans report eating at least 

one snack each day, and 40% report 

consuming three to four snacks per day. 

 

North Americans snack an average 2.3 

times per day, up from 1.8 times per day 

in 2008. 



THE LINE 
BETWEEN A 
MEAL AND A 
SNACK IS 
BLURRING 
 



Food and beverage choices  
per SNACKING occasion 4.4 



47% 

44% 

38% 

36% 

36% 

33% 

31% 

31% 

31% 

30% 

29% 

29% 

22% 

21% 

21% 

19% 

18% 

15% 

13% 

42% 

47% 

39% 

42% 

43% 

40% 

34% 

39% 

35% 

37% 

32% 

36% 

27% 

22% 

25% 

25% 

22% 

20% 

18% 

Filling/satisfying

Nutritious

Low calorie

High protein

High fiber

Natural / unprocessed

Reduced fat or fat free

Whole grain

Low/no trans fat

Low sodium

Positive source of…

Good for the heart

Sugar-free

Portion controlled

Low carb

Contains antioxidants

Improves digestive…

Cholesterol lowering

Boosts immunity

All Snacks Healthy Snacks

What are people looking for in a 
snack? 



Awareness of Nuts as a Snack 

31% 

21% 
20% 

12% 

6% 
4% 

2% 
1% 1% 1% 

0 
1% 

Almonds Peanuts Cashews Pistacios Walnuts Pecans Macadamia
Nuts

Hazelnuts Pine Nuts Brazil Nuts Other Don't
know/can't

recall a
specific nut

type

Almonds are the #1 
nut associated with 
snacking 

Pistachios 



Almonds are the leader, but there is huge potential 

31% 

11% 

Almond Snack 

Occurrences  

5.3 billion  

Nut Snack 

Occurrences  

40 billion  

Salty and  

Sweet Snacks, 

Including Nuts 

113 billion  

Total Snack Food 

Occurrences 

354+ billion 

 

1.5% 

there is huge POTENTIAL 









http://www.google.com/url?sa=i&source=images&cd=&cad=rja&docid=OoGbDEt7vSJW1M&tbnid=6KoF5H1FXffM_M:&ved=0CAgQjRw&url=http://siliconangle.com/blog/2010/08/20/free-digital-subscriptions-on-ipad-for-people-magazine-consumers/people_magazine-logo-c7552ffc4d-seeklogo-com/&ei=RKyrUuHeNcqssATR14H4Ag&psig=AFQjCNH9liYcVP42_aqGq4qHmqws4aJ7LQ&ust=1387068868957770
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=uS9ck12otVAMRM&tbnid=ny3_MDTg7d64IM:&ved=0CAUQjRw&url=http://www.frugallivingandhavingfun.com/2012/08/shape-magazine-subscription-only-36%C2%A2-an-issue/shape-logo-10/&ei=-32eUq7EAsa1kAeAh4D4Dw&bvm=bv.57155469,d.aWc&psig=AFQjCNG9xY8XQbb-4rRR2_xjAdbIumpe9w&ust=1386205043159292
http://www.sheknows.com/channels/parenting
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=lwpzuhRmgfpwLM&tbnid=YDt2O9Jr_ag4wM:&ved=0CAUQjRw&url=http://www.hollywoodreporter.com/news/fox-news-trusted-news-source-419105&ei=uilcUr3ROs7ekQfN-oHoCg&bvm=bv.53899372,d.eW0&psig=AFQjCNE5eUCNV5Qn8Q-01KEjXkjSI-J65Q&ust=1381858099918826
http://www.huffingtonpost.com/news/nofilter
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THE WAY PEOPLE 
CONSUME MEDIA 
IS SHIFTING… Media consumption is no longer sequential. Today’s brands 

can't just focus on where someone is—consumers are on all 
types of media at all times. 

 

-Anna Kassoway, Crowdtap's CMO     

     



DUAL SCREEN,  
DUAL 
PURPOSE 
 



CONSUMER
S ARE 
SPENDING 
MORE TIME 
ONLINE  
 



EXPECTATIONS:  
INFORMATION WHERE AND 
WHEN THEY NEED IT 





• Add 8.26 :30 clip 







LOOKING  
AHEAD 



NOW, MORE THAN EVER, 
CONSUMERS DEMAND 
TRANSPARENCY WHEN IT 
COMES TO FOOD 



OTHER INDUSTRIES ARE 
MAKING TANGIBLE 
COMMITMENTS TO IMPrOVE 
SUSTAINABILITY and address 
consumer confidence 

In 2009, the U.S. dairy industry announced a 

commitment to reduce greenhouse gas emissions 

25% by 2020 and laid out a plan to reach the goal. 

In 2010, the U.S. beef industry formed the 

Sustainable Beef Resource Center, which 

provides ranchers with economic rationale and 

tools to adapt more sustainable practices.  



COMPANIES ARE RISING TO 
THE OCCASION TO CULTIVATE 
TRUST WITH THEIR consumers 



We are in  
a time of 
transition 



We are at  
the top of  
our game 




