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RADE ISSUES ARE AT A CROSSROAD...

- On March 29, 2019, Brexit will change the
face of the EU...

- Existing Tariff Rate Quota — allocate
portion to UK or remain with EU?

* Future trade agreements to be negotiated
with EU and UK

* Technical and Sanitary/phytosanitary
barriers are the real concern: driven by
philosophical differences, and harder to
address... PES“':“'ES

ALLERGY

BREXIT

- “Rules-Based” and “Scientifically-
Supported” do not always rule the day...


Presenter
Presentation Notes
New structure and transiton issues stil to be decided; unclear even if Parliment will agee when they vote on December 11
-- Opportunity for the UK to be the European gateway, with more reasonable standards/requirements

WTO rules at issues regarding allocation of tariff




EU — MARKET SITUATION

Aflatoxin controls increased due to higher insect Western Europe (Month over Month)

600M

damage, higher aflatoxin levels
- Aflatoxin rejections threaten almond

pre-export recognition ——
- 31 rejections in 2018 = nshel
- Return to <1% inspection if rejections remain low & ™
Engagement has helped head off PEC o

2012/2013 2013/2014 2014/2015 2015/2016 2016/2017 2017/2018
Crop Year

=~
o
o
=

illions of Pounds

suspension, further controls _
- Industry proactive approach Alliances are Key
*  Minimum grade standards

« Engagement with European associations

] o to broaden our “voice”
Chemical tools face more restrictions

» Hazard approach does not consider exposure * Reputation and trust are essential — with
- Existing tools under pressure — e.g. iprodione, authorities, customers and consumers
glyphosate « Shows ABC commitment to local

- Insufficient phase-out / transition economy, trade, consumers
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Eat Healthylsh

An A-Z Of Macros (gﬁﬁ In Conversation With
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robdoo - Follow
ICE

robdoo Found out today from someone in
the states that there's an #icecream shop in
#Falkirk selling #mayonnaiseicecream O
had to find it and try it! @ice_falkirk -

#ice Ficefalkirk #visitfalkirk #shoplocal
#scotland

faichnie Is it ok?

robdoa @faichnie it's "ok” €. 1

couldn't finish it tbh; it's definitely

mayo ice cream! [ did get an additional
"safe” ice cream which was great!

dan.164a [ love mayonnaise but that is
too far

mochitloon Baulk! =
robdoo @dan.164al agree =

sylvie_winryskye Hahahah is that for
real?! E& how was it?!

robdoo @sylvie_winryskye legit tasted

oQad
41 likes

Add a co

An ice cream
shop In Scotland
has created

‘mayonnaise ice
cream’ which has
become a social
media hit
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Is it a yogurt, a dip or a sauce?...




WHAT DOES THIS MEAN FOR ALMONDS?

THE -ISH

DISRUPTIVE SUSTAINABILITY

The Quorn revolution: the rise of
ultra-processed fake meat

DISCOVERY:
THE ADVENTUROUS CONSUMER

- - .
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HE ALMOND CONFERENCE

Europe - Leader in food innovation @ “‘:
HARBINDER MAAN, a Fﬁgﬁds QTO\/\/IHQ

Associate Director, Trade Stewardship and Marketing Almond Board of California The Amond onfersnce
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COFFEE PROTEIN SMOOTHIE
AS EASY AS CATCHING A RIDE ON A PROTEIN-POWERED BULLET TRAIN

#1 Global nut in new products AACK YOUR WORNING

BREAKFAST ROUTINE WITH
OUR DELICIOUS PLANT PROTEIN
POWERED COFFEE SMOOTHIE.

| BANANA

Europe, strong ingredient usage

Europe as a hub for new
product introductions

COFFEE
PROTEIN

SMOOTHIE

P —

COFFE
PROTEIN

SMOOTH | E

COFFEE,
OATS.

Key food trends being
. e ALMOND
drlven by Europe l:'r:|5E:"|'Fl.l.HIFIDTEIH EHNL[hRA
; 1 CUP OF COFFEE %
Examples i

I.,_12g,| CANE SUGAR

COFFEE.
OATS.



Presenter
Presentation Notes
This product example is typical of what we are seeing coming from Europe and this same product is launching in the US in January. 


ALMONDS ARE THE MOST USED NUT

IN NEW PRODUCTS GLOBALLY!

For over 10 years, almonds have remained the most-used nut in new product introductions.

Nut Introductions by Type

12,000
=e—Almond
10,000 =o—Hazelnut
8,000 =o—Peanut
~o—Cashew
6,000 =o—\\alnut

—o—Pistachio

4,000
/ —e—Pecan
2,000 . . . —— —

—— ——— — e —e—Macadamia
0 — —o—Mixed

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017




Category Share of Pure Almond Volume

CATEGORY

PERFORMANCE:
PURE ALMOND Cookies, Biscuits,
VOLUME SHARE
BY CATEGORY -

Milk Alternatives,

RTE Cereal, 2.2% 2.0%

Cereal Bars - Pure & Mixed,
0.5%

Sweet Spreads, 0.2%

GERMANY, 2016

Total Marzipan,

0
15.6% Total Snack Nuts,

54.3%

INGREDIENT
CATEGORY STILL
IMPORTANT !

Chocolate
Confectionary,
17.1%

 Total snack nuts category represents the largest pure * As one of the largest markets for California Alimonds,
almond volume share at 54.3%, followed by chocolate Almonds as an ingredient represent about 46% of
confectionary (17.1%) and total marzipan (15.6%). almond usage in Germany.



EUROPE IS THE
TOP REGION

FOR FOOD, NUT
AND ALMOND
INTRODUCTIONS

» Europe drives the greatest volume of new
product introductions around the world

2017 Global Food, Nut, and Almond Introductions
Regional Share

6-70/0 4.20/0
1.1% 10.0%
. (1]

m Middle East & Africa

1 Latin America

= North America

m Asia-Pacific

= Europe

Food Intros Nut Intros Almond Intros

Europe’s share of almond introductions respectively outpaced
their share of nut introductions, which outpaced their share
of total food introductions.


Presenter
Presentation Notes
Germany, France and the UK are the top three leading countries for almond new product introductions. 



CONSUMER BENEFITS LEAD TO

STRONG NEW PRODUCT LAUNCHES

 Almonds especially dominate new snack product introductions in Europe

Europe Almonds Hazelnuts  Peanuts  Cashews Walnuts Pistachios Pecans Macadamias

Confectionery - 357 66 68 167 28 39

Snacks

Bakery - 159 88 161 72 49 20
Bars 187 - 326 45 30 24 20
Cereals 344 - 34 90 45 7 50 8


Presenter
Presentation Notes
Because of intrinsic almond characteristics, we see almonds as the number one nut included in new product �introductions in Europe in the bar, snacks, bakery and cereal categories.

Snacking is a great example where peanuts always dominated, but almond versatility in different forms and their ability to pair with other ingredients, has given them an opp to shine in different snack formats, clusters, trail mixes, flavored, and where crunch is needed. 



% of new product launches

1IN 10 SNACKS FEATURED

ALMONDS IN EUROPE IN 2017

11%
11%
10%
10%
9%
9%
8%

Snacks with almonds continue to grow with almonds,
not only are total new products increasing almonds share is also increasing

Almonds as percentage (%) of new snack*
launches tracked by region/country (2017 vs. 2013)

u2013 m2017

10.7%

X
o
o

Europe





Presenter
Presentation Notes
The need for transparency in ingredients, what they can do for you and how they are grown has been driven by a consumers coming together in large numbers asking questions and calling out companies seen to be green washing or hiding ingredients. 


Health & Wellness is a growth platform for

European snacks with almonds

m 2013 m201/

20%
18%
16%
14%
12%
10%

% 3
o~ o%

4%
2%
0%

% of new product launches

Quien FE€

*Snacks: including the snacks market category in the Innova Database as well as other snacking related categories
**Health & wellness claims: health, free from and clean label claims
***No additives=no additives/preservatives, fiber=high/source of fiber, protein=high/source of protein


Presenter
Presentation Notes
Reflected in the growth of key claims on pack: 

Free from, gluten, and lactose
Plant based, healthier for the, planet and for you
Clean label, more natural and unprocessed
Origin of ingredients called out, on pack

These very same claims are resonating with North American consumers, and we are seeing a similar growth here

5.  We will expect to see plant based protein as a stand alone claim increase in Europe, the European Government just announced a shortage of plant based protein and want strategies to help increase supply.



GLUTEN FREE AND PROTEIN

Deluxe Gluten Free 4 Almond,
Sea Salt And Dark Chocolate
Nut Bars

United Kingdom, March 2018

DESCRIPTION: gluten free premium
nut bars with a mix of almonds,
puffed rice with sea salt and dark
chocolate.

Walmart
United Kingdom | Feb 2017

Asda
Almond Shot

Enervit
Italy | Sep 2017
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Gluten Free Bar With Extra
Blueberry and Chocolate

Aéttoggi

SPECIAL

Protein

PACKED WITH NUTS, SEEDS

& ALMOND BUTTER

blackcurrant & pumpkin seeds

Ruw_zdiee

3 41

1% vy G 'n )

Kelloggs Special K Protein
Bar With Blackcurrant And
Pumpkin Seeds

Ireland, Feb 2018




PROTEIN AND CALIFORNIA PROVENANCE

@

WHITE CHOCOLATE

HONEYCOMB & ALMOND

Y

~.
- \

Weilte Mandeln

o & -
v Raffaello

aus Kalifornien

ey . |
Raffaclio &1 S5 =5

Maxim Protein Bite With
Almond Crunch Flavor

Norway, Sep 2017

Magnum White Chocolate
Honeycomb And Almond
Ice Cream Bar

Ferrero Raffaello Coconut
Almond Confection

Germany, Apr 2017

DESCRIPTION Protein bite with almond and a
high content of natural ingredients. It contains a lot
of vegan protein and fiber and is also low in sugar.
Ideal before, during and after training.

United Kingdom, Mar 2018

DESCRIPTION Four honeycomb flavored ice cream
bars coated with white chocolate (28%) and almonds
(5%). Comes in plastic packets, held in a carton box.

CLAIMS Cracking chocolate. Californian almonds.
Rainforest Alliance Certified cocoa. Green Dot
Certified.

DESCRIPTION Individually wrapped
coconut almond confections in a carton box.
The unique recipe of Raffaello is a carefully
selected composition of ingredients: white
almonds from California, coconuts from
the pacific islands and fine cream. Raffaello
is pure enjoyment.




EW: ALMOND FORMS FOR INNOVATION

POIRE
VANILLE

Almond Milk with
Pear and Vanilla
Flavor

picard

Picard

France, May 2017

France, Mar 2018

DESCRIPTION :3 Best Aimond
Milk-Apricot Ice Cream

LOW FAT
NON-DAIRY & LACTOSE FREE

Source: Innova Global Snacking Report, Focus on Almonds, 2018.


Presenter
Presentation Notes
Almond beverage paired fruits
Almond milk based ice cream paired with fruits
Almond flour 
Growth of almond beverages, cheeses and yoghurts also continues to grow, Adez, new Coca-Cola brand, Simply V based in Germany growing vegan brand owned by one of the largest dairies in Germany


Ethical —
Environment &
Human

AT
P‘fl'u?& nut :l’l‘!kql

darker chocolate*

{*70% cocon solids)

A brazil nut crisis for
rainforest communities...

As part of our commitment to using the very .

best natural ingredients from around the world, .- - -

Eat Matural has been using delicious Bolivian
brazil nuts in its recipes for over 20 years.

The brazil nut grows wild in the Amazonian
rainforest, where large numbers are gathered
each year by the local Tacana people, who live
in remote communities and rely on the income
from this sustainable harvest whilst, at the same
time, helping to protect the precious forest.

Sadly, this year, these communities have been hit
by a poor flowering season and very low rainfall.
The effect has been devastating and the available
crop has been reduced dramatically.

‘We hope you understand therefore, why we have
had to change this recipe. We've worked hard to
retain its deliciousness...and sincerely hope that
things can retum to nomal as soon as possible.

4 gluten free bars of nuts, dried fruit
and seed with dark chocolate

what you'll find in your Eat Natural bar

Ingredients: Dark chocole® 19% (cocoa mass, sugar, Tt recduced cocos
pawder. emubifier SOWA kothn, suitanas 17%, gucose syup, pumplan seeds
10%, dned cranbemies 9% (cranbemes, suga, sunficwer of |, cmped nce (nice,
sgar), dried aprcoes 1%, shredied oCont %, honey, ALMOMDS 5%
"DARK CHOCOLATE (19% ) MiMiMLIM COCOW SOLIDS 0%

PLEASE ROTE FOR & LIWITED Tl ONLY, THIS SECIPE COMTAINS NO BRAZIL NUTS

allergy advice

For sllergens, see ingrecients in BOLD CAPITALS
May also contan: Peanuts, sesame seeds and cow's milk.

nutrition information per 100g  per 33g bar

17985 431keal 593k) 14%kcal
2W04ag 679

of which Sugars
Fitare.

Froten

Sai

Gluten
free

"as.ti-

Eat Matural are secking to help both
the local people and the delicate
biodiversity of the rainforest by
supporting Amazon conservation
and research into ways 1o control
the threats that impact on the local
people, both natural and man-made.

For more information, visit our
website eatnatural.co.uk

Eat Matural Limited
#3 Cambetrweil Fation R Londan SES 1)

I

3803"9912417 >

o oops Bionnad * -

luten free “*°|

!

fruit & nut bars

darker
chocolate*

(*7T0% cocoa solids)
7

frui[g n 4
a ut bar
rkker chocc"ate- 4

Simple...isn't it?

Eat Natural Darker Chocolate Fruit
And Nut Bars With Almonds And
Apricots

United Kingdom, Nov 2017

CLAIMS Gluten free. Eat Natural are
seeking to help both the local
people and the delicate
biodiversity of the rainforest by
supporting Amazon conservation
and research into ways to control
the threats that impact on the local
people, both natural and man-made.
Recyclable carton box. No artificial
flavors or colors. No preservatives.


Presenter
Presentation Notes
Europe just announced the ban of single use plastic, so finding ingredients that can stand up to a lot of ethical and environmental issues are a key concern for European manufacturers.
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Over 14 years of investment in public
relations (and advertising) in the
European market to raise awareness
and demand for almonds.
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2009 shifted the consumer
focus from ingredient usage
to snacking in Europe ...







Why France, Germany,
United Kingdom, Italy?

« Addressable populations

» Largest retail food spenders

 Top markets for new almond
product introductions

* Heritage with nuts & almonds

4 ° Availability of almond products

{ Influencers to the rest of Europe




PLAY VIDEO



TOP OF MIND ALMOND AWARENESS...

29%
159
5% 50, 5%
0
7 B . B
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2007 2010 2012 2014 2015 2017



AWARENESS OF ALMONDS AS A SNACK...
28% 11

15% =S

9% ==
1%
2%

1%
2007 2017



1,739,932,904

The number of consumer impressions

generated through our marketing programs
(that’s like filling the 49ers Levy stadium 25,400 x)







Thank you!

@ calif V'
Call ornl '
almonds | 9Qwne

Almond Board of California
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