Global Marketing:
Bringing the Benefits of
Almonds to People
Around the World
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Almonds: an amazing food

* Global cultural heritage

* Nutrient rich

» Substantiated health

« Convenient

« Portable

* Aningredient and a snack
« Tasty and crunchy

« Versatile




I Consumer Needs and Desires are Changing

Rising middle class
Drive for healthy food

Need for convenience

Desired taste
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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

e Sudarshan Mazumdar — Director, India
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Almond Board Global
Marketing:
Emerging Markets

Stacey Humble, ABC (Moderator)
Becky Sereno, ABC
Connie Cheung, ABC

Sudarshan Mazumdar, ABC
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South Korea: Living
Life Beautifully

December 10, 2014
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Market Insights
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There Is a strong desire to live a portfolio life

Marked by
accomplishment
and success

“I will graduate with a Master’s
Degree in Social Welfare this year. My
goal is to build a welfare center.99

Male Excitement Seeker

o &t 81 =

REPUBLIC OF KOREA

 PASSPORT

Full of experiences —
at home and abroad

Dynamic and social,
filled with friends

“I want to study or live abroad for a
few years — maybe in Japan or Europe. | “Spending time with friends after

want to experience the world, to work and on the weekends is

experience as much as posmble.” every’rhing.”

Male Snack Actualizer Female Excitement Seeker


http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=d2zH7bUXNPIwZM&tbnid=elDV6hVJKauSWM:&ved=0CAUQjRw&url=http://www.shannoncollege.com/2010/03/2010-graduation-ceremony/&ei=LvJmUYygGsG8yAGeoICoCg&psig=AFQjCNGbH1ggE_CoN1A2X2-3ZpTOASQYkA&ust=1365787535287095

But fear of falling behind
adds pressure

« “Keeping up” with a competitive,
collective society
« Adds stress, drains energy, and leads to
day-to-day fatigue
« Pressures to maintain youth

« Stay thin, have beautiful skin and hair, ‘-

avoid sickness and disease




if you

-

d
| behind.”

alth Conscious Snacker

W

ed and.depresse
— i |
— \‘.I..‘

stress:

WA

eeftic. You get

It 'Ls/b

L SRCANARR AN

ey M n

4
e =

!

.'.

15 iy
et
n'/

'
¢ "‘ .
e

“This is
- -

-t

I


http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=l9rn83XDEzIX2M&tbnid=P0mLlMVCRjA2rM:&ved=0CAUQjRw&url=http://gmygotravel.blogspot.com/2010/12/south-korea-seoul-city-rushhour.html&ei=5VdnUf-7AY7uqAHAl4H4CA&psig=AFQjCNHEgbSAQHBQooD7UnE0a0qUzY1bgA&ust=1365813407056219

So, they work hard to maintain their health...

) » 'y
V. 8 ¢
a8
exercise visits to traditional yearly doctor visits
spas and massage


http://reverendtimothy.artician.com/portfolio/Hiking-in-WonJu-South-Korea/
http://www.google.com/url?sa=i&rct=j&q=south+korean+spa&source=images&cd=&cad=rja&docid=kvtZpuxgTYprtM&tbnid=QPyodG9Cu289pM:&ved=&url=http://florkim.blogspot.com/2008/12/spa-in-south-korea.html&ei=YK1sUd30NcbgyQGH-oHIDQ&bvm=bv.45175338,d.aWc&psig=AFQjCNENfTmLHmO4JFGB_63VRfT0H4vhng&ust=1366163169071517
http://www.google.com/url?sa=i&rct=j&q=south+korean+doctor&source=images&cd=&cad=rja&docid=0JBaJzf1Cru2-M&tbnid=4XgN2CLT9EY7NM:&ved=&url=http://www.medicalkorea.or.kr/eng/bbs/fam_notice_list.jsp&ei=aa5sUem4HaLCyQH5nICAAQ&bvm=bv.45175338,d.aWc&psig=AFQjCNE0_DkPI1rDasGS0MG5gSTepj66EA&ust=1366163433865056

“You need supplements to get those things that you don’t produce yourself in your body

or are hard to get enough of from your food.”
—Female Health Conscious Snacker




And snacking is an important daily activity

At home, at work, mindless munching

« Lots of away from home eating — particularly at work/with co-workers —
drives additional eating occasions

+ Keep food on hand for planned at home “activity” snacking (watching

TV, on computer, etc.), often in the evening

e6Meals are obligatory. Snacks are for joy
and pleasure.99
Male Excitement Seeker

66| can't live without snacks.99
Female Snack Actualizer




S. Korea Consumer Target Audience

Target definition: The target is made of men and women who are
defined as “Snack Actualizers, Health Conscious Snackers, and
Excitement Seekers” with an estimated size of 16.9 million or 66% of the
population between ages 24-55

Situation: Currently almonds are not top-of-mind, differentiated from
walnuts or peanuts, nor own a need state. With the new positioning

there is a huge opportunity to fuel growth in South Korea

Total Korean Population: 50.7 Million

Korean Population ages 25-55: 25.6 Million (51% of total)
Korean Population ages 25-55 who purchase nuts once/month+: 15.3 Million (60% of those 25-55; 31%

of total)
Social Snack Excitement Heal:r h Young
. Conscious
Snackers Actualizers Seekers snackers Indulgers
(n=320) (n=432) (n=397) (n=476) (n=368)
% 16% 22% 20% 24% 18%
Core Segment Size 2.5 million 3.4 million 3.1 million 3.7 million 2.8 million
Segment rank 5 2 3 ] 4
Core+Adjacent Segment Size * . -
4.1 million 2.6 mimon 5.1 minmon 6.2 milmon 4.6 million

(Lighter or non-category users)


http://www.google.com/url?sa=i&rct=j&q=korean+man&source=images&cd=&cad=rja&docid=KTRhO5vdgypR-M&tbnid=fzYXL7luoCFwVM:&ved=0CAUQjRw&url=http://www.korea-dating-tips.com/tips-for-dating-older-men.html&ei=X1KUUczwJIyA9QS5wYDwBA&bvm=bv.46471029,d.eWU&psig=AFQjCNH5P1GdBtD6m8GyXWzcxFr6RA0JuQ&ust=1368761295691971
http://www.google.com/url?sa=i&rct=j&q=korean+woman&source=images&cd=&cad=rja&docid=UUtBPcOW6mo4iM&tbnid=1Ubx5_UwOJToBM:&ved=0CAUQjRw&url=http://www.flickr.com/photos/mytripsmypics/5116602589/&ei=n1KUUbeLD5SK9ATat4HgDw&bvm=bv.46471029,d.eWU&psig=AFQjCNEzjpNbBKZ8X44f3U2k0rvIpxuO5A&ust=1368761342358732

Rising to the opportunity
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Solidify the message that almonds are
a perfect mid-morning snack
to enable a vibrant and healthy life

“Almonds, The Good Day Starter”
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Media Coverage
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Headline: Traveling to California, the Capital
of Almonds

Media: Singles

Date: October Issue

Headline: Giddy Up! Plump and Ripened
Almonds Drop All Over the Ground
Media: Chosun lIbo

Date: September 11, 2014
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Headline: Almonds Cause Weight Gain? In
Fact They Help Curb Hunger with Improved

Satiety
Media: Chosun llbo

‘ Date: October 28, 2014
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Good Day Brunch Party

Finger Foods and Hot Dishes ‘Perfect Morning’ Advice Sessions

1
growing
ADVANTAGE
The Almend Conference

Social Media
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http://blog.naver.com/almondskr
https://www.facebook.com/almondsKR
https://twitter.com/almondsKR

Korean Pop Culture is International — Case Study

— TV Show “The Heirs” Product Placement

— The entire 20 episodes of the show achieved 1.07 billion views in China, 17 million views in U.S. (both
online only)

— Online simulcast was launched in more than 30 countries (top performers: US, China, Taiwan)

— Television rights were sold to 14 countries — including Japan

9th most popular show in

online video sites in China 49th most popular show

on HULU in the US
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ABC used Weibo China’s social media
platform to repost photos from the episodes
and provide snacking messages
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South Korea 2014 Highlight Video




What's Ahead?
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Headline: Almonds for Middle-Aged People to Overcome Climacteric Symptoms
Media: Munhwa llbo

Date: May 21, 2014
Professor Bong-suk Shim introduces almonds as a great food for middle-aged men. Almonds are a

‘ ‘ great source of antioxidants like vitamin E.
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IChina: Wealthier, Healthie
Socially Connected

@ liforni
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Almond Board of California



China GDP growth

(2010-2014E)

1006— 2% 8% 8% 8%

2010 2011 2102 2013 2014 (E)
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optimistic, yet cautious

| The Intention to Spend Has Recovered Moderately, Especially in Small Cities

More MACs plan to spend more than to spend less

% of respondents
100 --

Plan to spend
36 more than
80 last year

60
Plan to spend

about the same
40 as last year

33 33 Plan to spend
24 25 | lessthan
last year

2011 2012 2013 2014

Source: BCG China Consumer Sentiment Survey, 2011, 2012, 2013, 2014

Note: MACs = middle-class and affluent consumers.

Sentiment in small cities has recovered but
in big cities has continued to deteriorate

% of respondents
S0

40

\

30

20

10

Big-city MACswho  Small-city MACs who
plan to spend more  plan to spend more

[]2012 2013 [2014




Urban households (millions)

2013 2020

Approximately
38% of urban

Source: BCG Center for Consumer and Customer Insight, China income forecast model and category consumption database.
iStated in real 2010 RMB (that is, adjusted for inflation).

households
..................................
m:ﬂmusql'goldm Enual household income’
I Upper affluent Greater than RMB 240,000 Emerging middle RMB 47,000-RMB 75,000
B Lower affluent RMB 120,000-RMB 240,000 W Aspirant RME 30,000-RMB 47,000
Middle RMB 75,000-RMB 120,000 [l Poor Less than RMB 30,000

Approximately
59% of urban
households







take . .
particpate in

exercise . vitamins/healt
control diet wellness
regularly h
programs
supplements

all consumers| (30 66% 5100 3800

wperafiuent 7904 | 69% | 62% | 48%

Sources: BCG Chinese Consumer Health and Wellness Survey, 2013; BCG analysis.
Note: Respondents were asked whether they agree with the following survey statements: “I exercise regularly to keep myself energized and healthy,” “| make conscious decisions

about my dietary intake and consumption,” “Taking VMS and OTC products is effective and convenient,” and “| pamper myself with wellness programs, such as going to a spa or
having a massage.”



Spending on vitamins and supplements
grows as income increases

Annual VMS spending
per capita (indexed)?

Poor | Emerging Lower and upper
middle affluent
Aspirant Middle
w
i
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wealthier...

healthier




a perfect fit for our value proposition

‘almonds are the nuts that bring out your natural youthful energy and vigor’









*
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Internet users

0 0
(penetration) 632MM (46%) 277MM (86%)
smartphone penetration 54% 69%
som_al users amongst 60% 2304
Internet users

size of e-tailing (share of
total retail)

$295B (7-8%)

$270B (6%)

e-commerce platform alibaba ebay
items 800MM 550MM
active users 231MM 128MM







daily screen minutes

161 mins

59 mins

89 mins

170 mins






Users (millions)
700

5
0

8
Total Internet users

Sina Weibo uers'
600

500
Mobile Internet users

Weixin users’
450

271

Online shoppers

2008 2009 2010 2011

Sources: China Internet Network Information Center (CNNIC); annual reports.
These numbers reflect registered users. Weixin is a social-media micromessaging site.




Key Programs



#1
Invest In mobile : Welshi



63 PHER T

Weishi

Mobile App
Interactive Event

activity : | love Badanmu
Invite audience to upload
short videos in line with the theme
‘perpetually feeling good’




sese: EBY T FHA7 0 100% .

WeiShi < ORZEBEERX 2%

Channel : App
Type: Custom Label
Link: Mobile

on the app page to promote
the activity



esenn LB T FHAN O 100% -

Weishi < ORBEBEAR 4%

» Participants to upload short
videos and

 Also able to watch videos and
upload by others’

* Audience to vote for their most
liked video




H2
Change of media focus
from offline to online



54% of media dollars allocated to online

Y1 257 . My ‘\ i
M Z; Bmwﬁlg .mmm glellelol¥s

#1003 I SHF

tv.sohu.com




use relevant formats to connect



Product Placement in drama on Internet video
sites

Watch on laptop and mobile phone

‘ ull
ﬁgéﬁmi L ) |||

tv.sohu.corh




Internet drama co-operation with California Almonds
branding
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Internet video sites broadcast California
Almonds ads before drama series starts
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. connecting more people
so@ IN More places
%%, sharing the love of

@ california almonds
0[. 0
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Sudarshan Mazumdar, ABC
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ABC Annual Conference

India
December 2014
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I India: A land of tremendous opportunity

/v India
$15T

1T

$5008 -

* India’s GDP (2013 -14): $1.87 trillion!. Expected to become 3™ largest economy by 20302
*  Population: 1.25 billion!. Expected to reach 1.4 billion by 20253

*  Young India: Median age of 27 years*

* Indian middle class (households)*: 32 mn (2008). 147 mn (2030 est.)’

*  Urban population: 31.3% (2011)* By 2050, adding 404 million®

Y,
) : |
growing
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Sources:
1: World Bank, 2013, 2: PWC, 3: EY 2013, 4: CIA World Factbook, 5: McKinsey

*Middle class: Earning between Rs 2,00,000 and Rs 10,00,000 a year (Source: McKinsey Global Institute, 2010) Global Institute, 2010, 6: UN World Urbanization Prospects Report 2014
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The principal opposition party, the BJP fought the elections on
I planks of governance, growth & development

i

Time to make:
dlfference. '

h’sﬂmmmdhdruum

lt'tﬁmmmulmlhhmdm&. ;
MMMMMMM ‘

It's time,

* Promise of a strong focus on governance, speed of decision
making, simplification of procedures & single window-clearance
and a firm foreign policy?.

*  Campaign run like a presidential campaign. Narendra Modi, the

prime ministerial candidate

TIME FOR CHANGE |
TIME FOR MODI |

N IR
. X Source:
1: BJP Election Manifesto, 2014
growing '
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Sources:
1: Times of India




...And things have started to change

INDIA GDP ANNUAL GROWTH RATE
Percent Change in Gross Domestic Product

5.7

I
2012 2012 2013 2013 2014 2014
SOURCE: WWW.TRADINGECONOMICS.COM | MINISTRY OF STATISTICS AND PROGRAMME IMPLEMENTATION (MOSPI)

* The GDP grew by 5.7% in Q2 2014. Expected to grow by 6.4% in 2015-16*
*  Current Account Deficit: Down to 1.7% of GDP this fiscal as compared to 4.7% of the GDP in FY 2013-14.2
*  Consumer Price Inflation down to 5.52% in Oct 2014 from 10.20% in 2012-133

*  Food Inflation down to 5.59% in Oct 2014 India from 14.72% in Nov 20133

‘ . Sources:

. 1: IMF World Economic Outlook, October 2014, 2: Business Today,
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Big plans being put into action

il ot
I
MBKE I INDIR. -
/ A \}

Pressure & empowerment of
bureaucracy to be people & goal
oriented, disciplined and for speedy
decision making.

Launch of “Make in India” campaign to increase
jobs in manufacturing.

$100 billion worth of foreign investments

- H 2
: DO‘YOIIHW!OMM from Japan, China & the US.

3 who does not have a
) bank account?

Developing an online portal: A "one-
stop single window system" where
investors can log on to seek all required
clearances, in few cases even over 100,
to set an industry in India.

Jan Dhan Yojana (Public Wealth Scheme) : >
launched where every Indian family will be A k- %
enrolled in a bank for opening a zero balance S 5 '5}’.‘,5
account. Plans to open 7.5 crore bank accounts e SO
by 26 January 2015.* Encouraging FDI in defense, railways,
construction.

Promise to build 100 smart cities
(ecologically friendly, technologically
integrated, meticulously planned).3

Sources:
1: Zee News, 2: Busi jard, 3: Fi ial Express




/ | Government determined to make

DOlng India rank within the top 50 on the

World Bank’s Ease of Doing
Business
Bl @IFC

Business Index from current 142.




Internationally too, confidence in India is growing

McKinsey&Company

“Narendra Modi has turned
India into a magnet” says
Dominic Barton, CEO,
McKinsey.

@E Merrill Lynch

According to Bank of
America Merrill Lynch,
India’s economic growth is
expected to rebound to
7.5% by 2018.

Nj
y

THE
@ WORLD

BANK
According to the World
Bank, a 'Modi dividend'

could lift India's economic
growth to 6.4% in 2015-16.

NOAURA

"We expect India's real GDP
growth to rise t0 6.4% in
2015, from 5.2% in 2014,

and further to 6.8% in
2016."



- 50, where do ’
almonds fit

Into all this B



I Almond consumption in India is driven by traditions

Current Program: Reinforcing existing traditions and beliefs

* Consumed soaked and peeled first thing in the morning
* Given by mothers to children

* Believed to be good for the brain

* Provides energy that lasts through the day

Next Opportunity Program

* Identifying how to bring almond benefits to more Indian Consumers

v,

ADVANTAGE




Our 4 stage consumer research, suggested that people were looking
for growth, prosperity & success

. Phase 4:
Phase 2: Phase 3:

Target consumer Creative

o . Message
insights & benefit testing concept

selection testing

Family Consumption Campaign

Insights:

* Psychographic Orientation: Highly oriented towards
healthy living.

* Drivers: Success both at home and at work.

* Key Benefits: Mental alertness & energy for the day

“ Mental Alertness + Energy Through The Day . Housewives betwe.en the ages of 25-5.;5 giving almonds to their children
® . . * Housewives, Working Men and Working Women between the ages of
| ) > -> Productivity -> Success -> Prosperity 25-35 for self-consumption
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The Winning Message, The New Positioning

Small investme%s today,
build into the big successes
of tomorrow.

Almonds are a smal
investment into my future.




Our New Positioning, fits in naturally with what the
country is looking for: A Better Tomorrow

A large young workforce
with big dreams &
aspirations

Increasing focus on a
The Economic Growth sustained healthy lifestyle
Promise and needs like mental
alertness & energy

Almonds,
An investment into
my future
Y
9
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Communicating Almond Benefits When and Where
they’re Relevant
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I Broadcast Campaign

Tomorrow Begins Today

No matter what tomorrow has in store, you're
best prepared for success when you have your
almonds today, everyday

K
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Consumer Education Program:
I Sharing More Nutritional Benefits

Focd fee Exponms. oo tor Py Bt
Your young ones seem 1 be groeteg op 5o bt ’ B‘mmf mh-mn—-mmh-wn?
e mirute they we tockdens g the fext m“‘ Whan you red 2 srack thet Soudes your chids
nwery-tny wce, o you know 1, you e Raxte buck, but @ good on the nuttiond ot
them rarring off 1o thatr ned adhwrture, Thar m 100, JOu Cm Court on droncl, WS ther butiey

‘Sutn et ovw-cha-end ounch, shroncs peir
roll o thelr Yorgpams, chty s chey. By thede pafuctly with ket of ingrechurts. They can
g catockiea, you s w10 3 e L w3 2 veeiety of kv, B e, sl
Rcowery, Foery ard bary prganed hond, chosped, and bhnchact Juat & dush of
wvery chulerge. Tasty st hasdty simonchs can = ol o 4 TG of Crreeron o 3G can
el you g ot e bt fam ham i 8 scruTpious ack e
Food L Lowrany Foed for gty
Frem scance besmons 1o spors pricion, 8 grama of proten, 4 grae of Sing e ad
home-wor 10 s propcts, chichn hve s lot of plerty of wsnartid rtrits - hafx whel
g packie 1 4 wegh ey Avvanch, wehthe | Fathacd 1 every haechd (bt 30 graemed of
power of pacein, peouchs [ fruch neaded abronc’, sy nutstornd A Samecce

gy bocsd yoor ks need. These te-sined Theom woncher s a0 & Ht weth o ig8 OGS

burde ol U] gt th g for an actve Mestyle st
shuching o of sy S of the cy. st & ekl craloppatie et
of smonds he sap your e lesens pow-

porprpatue s 0,

Mt 33 averen, o w—— -
e o o o e

Tomorrow Begins Toq y

(.’.;"(anﬁnnla
dim

Enargy Packed o Anytima Snack m Heart Haalthy « Antioxidant Rich
it b o Gl
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Formal Trade Conference:
I Keeping Trade Up to Date

U
amonds




I The India Program at a Glance

C alifornia
amonds

Almond Board of California

Tomorrow Begins Today




So, How is the Program Doing?
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Results from the AAU 2014

The Top of Mind (ToM) Attitudes
Almonds out-performed all other dry-fruits and saw a healthy Almonds are the dry fruit liked best by consumers and are
jump in all mind-measures. also considered the healthiest.
Tgx ;L':ﬂ:;‘:‘ Total (Overall) Total (Snack) (Ing.ll-'gaallent) Dry Fruit Total (Liking) Total (Health)
Survey Year 2012 2014 2012 2014 2012 2014 Survey Year 2012 2014 2012 2014
Almonds 47% 52% 28% 35% 29% 44% Almonds 9.13 9.17 9.46 955
Cashews 38% 36% 40% 39% 37% 27% Cashews 9.06 9.00 8.96 8.91
Dates 5% 4% 5% 6% 1% 2% Raisins 8.53 8.32 8.51 8.42
Attributes Barriers
Almonds out-scored all other dry fruits on all parameters of ‘Already Eat Enough’ dropped from 47% to 38%

importance and went on to increase it’s lead.

m2012 = 2014
Almon Leadership 60% - 53%
51% 0
Attribute Impcoertan AI;:)T;dS ds Gap vs 50% - ° 47%
2014 Cashews 40% - 38%
Is the healthiest dry 30% -
Pl 70% 74% 81% 68% 20% | 1% g0 1%, 13016%
My favorite dry fruit 70% 44% 58% 26% 10% 1 . .
- 0% - : . .

ci‘:\i::sr;g;ar:n / 69% 65% 74% 60% ’ Expensive nI alriad%ea: | prefer other nuts Fattening Oily
Helps children to be 67% New 69% 49%
successful ? ? 0
Provides energy 67% 62% 67% 46%



The Vision: Looking Forward
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Consumer Growth Strategy

1 Enhance Frequency

Mothers giving

almonds to their children

2 Enhance Perceived Value

Energy
through
the day

Self Consumption

Working

Housewives
Man

Working
Woman

My Success/ My
Children’s Success

N, Continue to evaluate other benefits

ADVANTAGE




I Thank You




