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Snapshot of South Korea

BUSINESS & ECONOMY

11th largest economy by GDP

51M population

6th largest exporter in 2018

16 Korean companies in Fortune 500
3.0%: Growth outlook for 2019

No. 1 Innovative economy by Bloomberg
Innovation Index (2014-2018)

TRADITIONAL MEDIA

12 National Dailies
20 Business Dalilies
100+ Regional Dailies
4 Newswires

8 Terrestrial TV

150 Cable TV

1500+ Online News

DIGITAL MEDIA

1st largest Internet penetration rate
2nd largest social media usage

6th biggest market spending the most
on digital media

Top 5 digital media

 fICIN] -

CULTURE

Thriving entertainment industry with
“Korean Wave” with the growing
prominence of K-Pop in the world

Leader in innovation of new technologies:
Al(Artificial Intelligence), 5G network,
having world’s fastest internet

Search for enjoying cultural life increasing
due to “52 hour work week” amendment

LIFESTYLE

Growing demand for “Home Meal
Replacements”, “clean foods” products for
convenience and health

Increase of milk alternative products such as
almond milk, targeting lactose-intolerant
consumers

Rising trend of “small but certain happiness”
for trivial values in life: self-care, food, beauty,
and comfort

POLITICS

Stabilization of Moon Jae-in administration,
ever since the government change in 2017

Advancing in political discussions with North
Korea for agreements in the Korean peninsula,
through 2018 Inter-Korean Summit in April,
May, and September

Renegotiation of Korea-U.S. FTA trade
agreement in March, opening up diverse trade
opportunities

@ californi

a [3
almonds


Presenter
Presentation Notes
[출처]
1) GDP: https://www.imf.org/external/pubs/ft/weo/2018/01/weodata/weorept.aspx?pr.x=85&pr.y=4&sy=2016&ey=2023&scsm=1&ssd=1&sort=country&ds=.&br=1&c=542&s=NGDPD%2CPPPGDP%2CNGDPDPC%2CPPPPC&grp=0&a=
https://www.investopedia.com/insights/worlds-top-economies/

2) Population: http://kosis.kr/eng/

3) Export: https://www.cia.gov/library/publications/the-world-factbook/rankorder/2078rank.html 

4) Fortune 500: http://fortune.com/global500/visualizations/?iid=recirc_g500landing-zone1

5) Growth outlook: https://data.oecd.org/korea.htm 

6) Bloomberg Innovation Index: https://www.bloomberg.com/news/articles/2018-01-22/south-korea-tops-global-innovation-ranking-again-as-u-s-falls

7) Traditional Media: https://www.iendc.go.kr/library/library02.php 및 미디어 리스트 참고

8) 2nd largest social media usage: https://www.focus-economics.com/country-indicator/korea/gdp

9) 1st largest Internet penetration rate: http://www.koreaherald.com/view.php?ud=20180624000197

10) 6th biggest market spending the most on digital media: https://cdn2.hubspot.net/hubfs/304927/Downloads/Digital%20vs%20Traditional%20Summary%20-%20Q1%202017.pdf

11) World’s fastest internet: https://www.fastmetrics.com/internet-connection-speed-by-country.php

12) 52 hour work week: https://www.koreaexpose.com/korea-reduced-working-hours-not-welcomed-by-all/
https://www.weforum.org/agenda/2018/07/south-korea-is-trying-to-stop-overwork-by-limiting-the-maximum-workweek-to-52-hours

13) HMR, clean food: https://news.naver.com/main/read.nhn?mode=LSD&mid=sec&sid1=101&oid=277&aid=0004292382

14) https://news.naver.com/main/read.nhn?mode=LSD&mid=sec&sid1=004&oid=417&aid=0000353477

15) Plant-base milk: https://news.naver.com/main/read.nhn?mode=LSD&mid=sec&sid1=101&oid=009&aid=0004205791

16) 소확행: https://www.koreatimes.co.kr/www/culture/2018/10/703_246171.html

17) Inter-Korean summit: http://time.com/5397851/north-south-korea-third-summit-peace/
https://thediplomat.com/2018/09/at-fifth-inter-korean-summit-koreas-announce-major-military-to-military-agreements/

18) FTA: https://www.heritage.org/trade/report/analyzing-the-renegotiated-us-korea-free-trade-agreement-korus
https://ustr.gov/trade-agreements/free-trade-agreements/korus-fta



I Snapshot of Japan

BUSINESS & ECONOMY TRADITIONAL MEDIA DIGITAL MEDIA

3rd Biggest Market by GDP 5th largest Internet population

127M |lati 5 National Dailies
Poputation 1000+ Regional Dailies and trade
23rd by GDP per capita

2 Newswires
54 Japanese Fortune 500 companies 6 Terrestrial TV UNE
0.8% Growth outlook for 2019 3000+ Magazines d , 'i '@ u

5t Largest exporter in 2017

Top 5 digital media

CULTURE LIFESTYLE POLITICS

Japanese pop culture such as anime In light of Japan’s aging society, citizens Japanese Prime Minister Shinzo Abe

and manga continue to influence the have a high awareness of lifestyle choices continues to lead the country after his party
global entertainment and adult diseases won the recent election

Nation of rapid innovation in robots and As a result, the Japanese health-food The Tokyo 2020 Olympics is proving to be
advanced technology market continues to expand a winner for the Japanese economy

A blend of traditional and modern A recent survey found that 60% of single

culture women have reported chronic fatigue from

working too long and too hard
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SOUTH KOREA
Market Research

Laurel Muir
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Connected Target Audience

» Opportunity to tighten focus on females within current target audience for more efficient programs

« Men are more lenient with their snack choices and are highly influenced by their wives and mothers

Differentiate Almonds and Drive Image
« Separate from other nuts

» Focus messages fact based benefits: beauty

Regulatory Headwinds and Tailwinds
« MRLs and Trade update

e almonds
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Presenter
Presentation Notes
Hot start for S. Korea:  BTS – Korean idol who is the hottest not only in Korea , but also in the global market. 한국의 슈퍼 아이돌로서 미국을 넘어 전세계에서 인기를 누리고 있는 슈퍼스타 
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Presenter
Presentation Notes
BTS UN 연설
K-Pop band's 'speak yourself' speech : Love yourself is BTS’s key msg of the speech 스스로를 사랑하라는 그들의 메시지

Speaking at the United Nations, K-Pop band BTS told young people to believe in the power of their own voices.
https://edition.cnn.com/videos/world/2018/09/26/bts-kpop-un-speech-speak-yourself-raw.cnn





Presenter
Presentation Notes
Biggest Korean social trend at this moment is the NANA LAND (from LALA Land). 
“Na” means “I’ in Korean. BTS’s  Love yourself is related with the Korean NANA LAND trend. Me first! 최근 한국의 사회적인 트렌드인 나나랜드(NANALAND)와도 연결 




Presenter
Presentation Notes
In Nana Land I mean I,
My value is the most important, and the standard of beauty is that my satisfaction is my highest priority.

NANALAND
'As Being Myself' (That is my world, Nana Land). If Lara Land is the city of dreams, 'Nana Land' is the land of those who are armed with ultimate narcissism. The important thing for Nana Lander is my standard. NARA Land is a place where it is not strange that a plus size model with a generous body shape is the best model and the woman in her 40s 'idols' as an idol fan.


나나랜드에서 나는 I를 의미하는 말로, 
나의 가치가 가장 중요하며, 미의 기준도 나의 만족이 최우선되고 있다는 신조어 

NANALAND (나나랜드)
'As Being Myself (그곳만이 내 세상, 나나랜드)'다. 라라랜드가 꿈꾸는 이들의 도시라면 '나나랜드'는 궁극의 자기애로 무장한 사람들의 땅이다. 나나랜더에게 중요한 건 나의 기준이다. 넉넉한 체형의 플러스 사이즈 모델이 최고의 모델로 등극하고 40대 여성이 아이돌 팬으로 '입덕'하는 것이 이상하지 않은 곳, 바로 나나랜드다.



“I” matter
more than

anything, and
more than ever



Presenter
Presentation Notes
There are many households that live alone, 'I’ am the most important, and my value is the highest priority.

(...) Embrain Trend Monitor, a market research company, conducted questionnaires on reputation and reputation among 1,000 people aged 13 ~ 59 years old nationwide
8 out of 10 respondents (79.6%) answered that they are interested in me, and there are many people who pay attention to themselves in general. Especially, the most aged people in their 20s are interested in themselves. (...)

혼자 사는 가구가 많아지며, ‘나’’I’’가 중요해지고, 나의 가치가 최우선시됨. 

(…) 시장조사전문기업 엠브레인 트렌드모니터가 전국 만 13~59세 남녀 1000명을 대상으로 나와 타인에 대한 관심 및 평판 관련 설문조사를 실시한 결과 
전체 10명 중 8명(79.6%)이 평소 나에 대해 관심을 가지고 있다고 응답할 만큼 사회전반적으로 자기 자신에게 관심을 기울이는 사람들이 매우 많은 것으로 나타났다. 특히 스스로에 대한 관심이 가장 많은 연령대는 20대였다. (…)

[김현주의 일상 톡톡] ‘나’를 가장 중시하는 현대인들 타인 시선에는 민감?
http://www.segye.com/newsView/20170818000588


The number of
single-person
households

in S. Korea is
5.62 million,
accounting for
28.6% of the total

Increasing Trend of "Solo" households
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m Single-person households
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Presenter
Presentation Notes
The reason why the new word "Nana Land" came into being and the background is the increase of one person
The number of single-person households in Korea is increasing, and last year, 28.6% of the total population was identified as one household.

이처럼 나나랜드라는 신조어가 생겨난 이유와 배경에는 1인 가구의 증가가 있음
한국에 1인 가구가 점점 증가하고있으며, 작년에는 전체 인구의 총 28.6%가 1인 가구로 파악됨

http://english.hani.co.kr/arti/english_edition/e_national/865739.html
https://edition.cnn.com/style/article/honjok-south-korea-loner-culture/index.html

그래프 출처: http://koreabizwire.com/consumer-market-dynamics-changed-by-solo-economy/6662
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Presenter
Presentation Notes
According to such trends, various new words appear in Korea and reflect social trends.

1 + Economy (Ikonomi) = There are more households to live alone, and 'I' becomes important and consumes to realize their value.
I do not consider marriage as essential, but I give priority to my own happiness. As a result of the absence of a spouse / family to take care of, I am taking care of my own health and becoming more interested in health.

Work & Life Balance = Life with the evening. The quality of life is more important than money.
"I am important," and the quality of my life is important. As a result, leisure time and hobbies are important in Korea.
Many companies are introducing various systems such as flexible work system and 52-hour work system for warabe http://www.segye.com/content/html/2017/08/18/20170818000588.html?OutUrl=naver

Satisfact-sumer = cost ratio (price-performance-oriented)  capital ratio (consumption with the highest importance to my satisfaction)
My value is more important than anything else, and my satisfaction is important.
Trends to introduce premium products to various industries in accordance with Nashimbi trend
Http://www.segye.com/content/html/2017/08/18/20170818000588.html?OutUrl=naver
http://www.segye.com/newsView/20181105002923

Me (美) conomy (ミ コ ノ ミ) = Those who are not the beauty of others and their personality is the most important
http://www.segye.com/content/html/2017/08/18/20170818000588.html?OutUrl=naver

The areas of greatest interest to me are health and appearance.

◆ Areas that most concern me about 'health' and 'appearance' ?? The most important areas that are most interested in themselves are health (49.7% · multiple answers), and the higher the age, the more interested in personal health The trend was very clear. In terms of health, there was a lot of interest in the order of appearance (30.5%), personality (27.4%), wealth (25.6%), values ​​(24.7%), work life (21.8%) and friendship (20.7%). In the younger generation, interest in personal appearance has shown many characteristics in the elderly. In addition, personality (38%) and friendship (43.5%) were among the most important concerns for teenagers in their 30s and 40s (31.5% in their 30s and 33.5% in their 40s).

이와 같은 트렌드에 따라 대한민국에는 다양한 신조어가 등장하여 사회적 트랜드를 반영하고 있다. 

1+Economy (일코노미) = 혼자 사는 가구가 많아지며, ‘나’ 가 중요해지고 자신의 가치를 실현 할 수 있는 소비를 하게됨. 
결혼을 필수로 여기지 않고 자신의 행복을 우선시하다보니, 돌보아줄 배우자/가족의 부재로 자신의 건강은 스스로 챙기게 되고, 건강에 더 관심이 많아짐

Work & Life Balance (워라밸) = 저녁이 있는 삶. 돈보다는 삶의 질이 중요한 일코노미 트렌드와 일맥상통. 
‘내가 중요‘하다 보니 나의 삶의 질의 중요 , 이에 따라 한국에서는 여가시간, 취미생활 등이 중요시함
많은 기업들이 워라밸을 위해 탄력근무제, 52시간 근무제 등 다양한 시스템을 도입중 http://www.segye.com/content/html/2017/08/18/20170818000588.html?OutUrl=naver

Satisfact-sumer (나심비) = 가성비 (가격대비 성능 중시)  나심비 (나의 만족을 최고로 중요시 하는 소비)
그 무엇보다 내 가치가 중요하고 내 만족도가 중요하여 비용에 상관 없이 오직 나를 위한 소
나심비 트렌드에 맞춰 다양한 업계는 프리미엄 제품을 출시하는 추세
비http://www.segye.com/content/html/2017/08/18/20170818000588.html?OutUrl=naver 
http://www.segye.com/newsView/20181105002923

Me(美)conomy (미코노미) = 타인의 미가 아닌 자신의 개성이 중시 & 자신의 미의 기준이 가장 중시되는 사람들 
http://www.segye.com/content/html/2017/08/18/20170818000588.html?OutUrl=naver

또한 나에 대해 가장 관심을 기울이는 분야는 건강과 외모 이다. 

◆평소 나에 대해 관심 가장 많이 기울이는 분야 '건강' '외모'��평소 스스로에게 가장 관심을 많이 기울이는 분야는 단연 건강(49.7%·중복응답)으로, 연령이 높을수록 개인 건강에 대한 관심이 많은 경향이 매우 뚜렷했다. 건강 다음으로는 △외모(30.5%) △성격(27.4%) △재력(25.6%) △가치관(24.7%) △직장생활(21.8%) △친구관계(20.7%) 순으로 관심이 많은 편이었다.��개인의 외모에 대한 관심은 젊은 층에서, 재력에 대한 관심은 중장년층에서 많은 특징을 보이기도 했다. 이와 함께 10대 청소년에게는 성격(38%)과 친구관계(43.5%)가 30~40대에게는 직장생활(30대 31.5%, 40대 33.5%)이 또 다른 중요 관심사였다.



S. KOREA:

BEAUTY POWERHOUSE

K-beauty Is spreading
beyond Asia to the whole world



Presenter
Presentation Notes
K-beauty is spreading beyond Asia to the whole world. 

Cosmetic export grew 31.4% year-on-year while exports to Greater China, which encompasses Hong Kong and Taiwan in addition to mainland China, increased 12.5% to $3.26bn, making it the largest export market for K-beauty. 

KOTRA’s report notes that export regions have diversified in recent year as well, with some experiencing high double-digit growth. 

Shipments to South Ease Asia increased 29% to $53m, while exports to North America rose nearly 30% to $47m, The European market grew immensely as well, with exports increasing 51.5% to 16m. Korea becomes fifth-biggest cosmetics exporter to Europe.

“Our companies have secured competitiveness by developing innovative hit products that lead the global cosmetic industry,” said KOTRA

http://www.koreaherald.com/view.php?ud=20180605000169&ACE_SEARCH=1
https://www.cosmeticsdesign-asia.com/Article/2018/10/29/Exports-driving-force-International-K-beauty-trade-grows-four-fold-in-four-years


아시아를 넘어 서구권으로 진출하고 있는 케이뷰티 
1) 2017년 상반기 한국 화장품의 대미 수출 규모는 2억7000만 달러로, 이는 전년 동기 대비 무려 43.3%가 늘어난 수치
2) 유명 코스메틱 리테일 브랜드 ‘세포라’도 매장 내에 K-Beauty 코너를 상설 운영 중이며, 온라인몰에서도 주기적으로 K-Beauty 프로모션을 진행
3) 유럽에서도 가시적인 성과를 나타내고 있는데, 한국무역협회에 따르면 작년 한국이 일본을 제치고 유럽의 5대 화장품 수입국에 올라섬 

(출처: https://blog.naver.com/samsung_fn/221325788061)�





K-Beauty in S. Korea

Naturalism Beauty + Health

With the pursuit of ethical The line between beauty and
consumption and eco-friendly health is becoming blurred,
solutions in S. Korea, the popularity due to the perception that true
for naturalism cosmetic beauty comes from inner health

products using plant-based
materials(ginseng, green tea, aloes,
etc.) is growing
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Presenter
Presentation Notes
Naturalism: Korean natural cosmetics using only botanical ingredients such as ginseng, red ginseng, green tea, and aloe are booming as they fit with the consumers' vegan lifestyle, which has recently increased interest in ethical consumption such as health, safety and environmental issues. Based on the increasing number of smart consumers who carefully scrutinize cosmetic ingredients as well as manufacturing processes (http://www.econovill.com/news/articleView.html?idxno=349935)

Beauty + Health It is interpreted that Korean consumers are accustomed to oriental medicine, which means that they are organically influenced not from outside but from outside. The social trend that emphasizes the value of 'I' also plays a part

Naturalism :, 인삼, 홍삼, 녹차, 알로에 등 식물성 성분만을 사용한 한국의 자연주의 화장품이 소비자들의 비건 라이프 스타일과 맞아 떨어지면서 붐을 일으킴, 이에는 최근 건강과 안전, 환경문제 등 윤리적 소비에 대한 관심이 증가하면서 화장품 성분은 물론 제조 과정까지 꼼꼼히 따지는 똑똑한 소비자가 늘어난 것에 기반함(http://www.econovill.com/news/articleView.html?idxno=349935)

Beauty + Health 한국 소비자들의 경우 겉과 속이 따로 가는 것이 아니라 유기적으로 영향을 미친다는 동양의학에 익숙하다는 점도 크게 작용하고 있다는 해석이 나온다.  ‘나’의 가치가 중시되는 사회적 트렌드도 한몫


K-Beauty in S. Korea

Beauty From
Within

Korean inner beauty market has grown at a
CAGR of 65% over last 5 years

With increasing interests in inner beauty, target
consumers are expanding from women in their
40s to women in their 25 to 35 and men

Almond Board of California


Presenter
Presentation Notes
According to the Korea Food Research Institute on June 6, the domestic beauty market has grown at a CAGR of 68% over the last five years. The inner beauty market, which was worth W50bn in 2011, is expected to grow to around W500bn this year.
AMOREPACIFIC is a company that has made great strides in entering the inner beauty market early. Its inner beauty brand 'Vital Beauty (VB)' has grown at a CAGR of 15% for 13 years after its launch in 2002 and cumulative sales of KRW 2 trillion in 2016.

With increasing interest in anti-aging, and the future of skin nutrition, skin care is opening the era of interest in cosmetics. ?
Inner Beauty products can be divided into several ways, but can be divided into 'Beauty Inner Beauty' and 'Slimming Inner Beauty'. 'Beauty Inner Beauty' uses functional ingredients such as hyaluronic acid, collagen, vitamins and antioxidants to prevent skin aging and moisturizing. 'Slimming Inner Beauty' uses Garcinia Cambogia, a functional ingredient with body fat reduction. . Inner beauty items produced by domestic companies emphasize whitening, slimming and anti-aging functions. ? Korean inner beauty market has grown at a CAGR of 68% over the last 5 years. According to the Korea Food Research Institute (KFRI), the inner beauty market in Korea, which was about $ 45million in 2011, grew more than 10 times to $ 470million last year.

With increasing interest in anti-aging, inner beauty market is growing


6일 한국식품연구원에 따르면, 국내 이너뷰티 시장은 최근 5년 간 연평균 68%나 급성장했다. 2011년 500억원 수준이던 이너뷰티 시장은 올해 5000억원 가량으로 커질 것으로 예상된다. 
이너뷰티 시장에 일찌감치 진출해 큰 성과를 거두고 있는 업체는 아모레퍼시픽이다. 자사 이너뷰티 브랜드 ‘바이탈뷰티(VB)’는 2002년 출범 이후 13년간 연평균 15% 성장했고, 2016년 누적판매 2조원을 기록했다.

동안과 안티에이징에 대한 관심이 높아지면서, 미래의 피부영양, 피부건강의 관심이 먹는 화장품 시대를 열고 있는 것. �
이너뷰티 제품은 여러 방식으로 나눌 수 있지만 크게 ‘미용 이너뷰티’와 ‘슬리밍 이너뷰티’로 구분할 수 있다. ‘미용 이너뷰티’는 피부의 노화방지 및 보습 등을 위해 히알루론산, 콜라겐, 비타민, 항산화제 등의 기능성분을 사용하며 ‘슬리밍 이너뷰티’에는 체지방 감소 효과가 있는 기능성분인 가르시니캄보지아가 쓰인다.  ��현재 국내의 기업들이 생산하는 이너뷰티 아이템은 미백, 슬리밍, 안티에이징 기능을 강조하고 있다. �Korean inner beauty market has grown at a CAGR of 68% over the last 5 years. According to the Korea Food Research Institute(KFRI), the inner beauty market in Korea, which was about $45million in 2011, grew more than 10 times to $470million last year.

With increasing interest in anti-aging, inner beauty market is growing

https://news.naver.com/main/read.nhn?mode=LSD&mid=sec&sid1=101&oid=016&aid=0001324762
https://news.naver.com/main/read.nhn?mode=LSD&mid=sec&sid1=101&oid=016&aid=0001388846
https://news.naver.com/main/read.nhn?mode=LSD&mid=sec&sid1=101&oid=016&aid=0000805810
http://news.heraldcorp.com/view.php?ud=20171206000453




K-Beauty in S. Korea

Clean Eating
Clean Food

A healthy trend to live life beautifully on
the rise as eating the food that are
closest to nature goes mainstream

Almond Board of California


Presenter
Presentation Notes
2039 Women Who Care to Eat for Healthy Beauty / Clean Eating + Clean Food

Enjoy the healthy nature as ... 'Clean food' caught in a woman's heart http://www.segye.com/newsView/20180809003767
Morning substitute meals using whole grains became popular, while sales of oatmeal and muesli cereal increased 8 times (740%) over the previous year. Demand for nuts such as macadamia / pistachio, cashew nuts, almonds and walnuts has also increased.
건강한 아름다움을 위해 먹는 것에도 신경쓰는 2039 여성 / 클린이팅+클린 푸드 

건강한 자연 그대로 즐긴다…여심(女心) 잡은 '클린푸드'http://www.segye.com/newsView/20180809003767
통곡물을 활용한 아침 대용식이 인기를 끌면서 오트밀, 뮤즐리 씨리얼 판매량은 전년 대비 8배(740%) 이상 증가했다. 마카다미아/피스타치오, 캐슈넛, 아몬드, 호두와 같은 견과류도 수요가 늘었다.



I Consumer snacking: Men and women approach snacking differently

« Women use better snacking choices to * Men try to achieve their health and wellness
address their health and wellness goals — goals more through exercise and tend to be
staying young looking, maintaining their more lenient in their snacking choices

beauty, and not being over weight * Men are highly influenced by their

« Although most allow themselves the wives/mothers who make the grocery
occasional indulgence, they know they purchasing decisions
must make those choices in moderation

& california
almonds




ﬁ Current Status of Aimonds in S. Korea

Ny W E-

Eati n g N Uts FO r Followed by consumers' high demands for

healthy and beauty food trends and related-news,

H ea Ith An d nuts as a major healthy food started getting
higher attention again in S. Korea
Beauty Benefits

@ california

I —,  Amonds


Presenter
Presentation Notes
슈퍼푸드, 지금은 씨앗 시대! “베리류 지고 견과류가 뜬다!” http://mnb.moneys.mt.co.kr/mnbview.php?no=2018092222378089903&type=1 
건강 먹거리에 대한 소비자 관심 증가, 유통업계 견과류 제품 주목 http://www.dt.co.kr/contents.html?article_no=2018091802109923813030
씨앗 심은 데 매출 난다…유통업계에 부는 '견과류’ 열풍 http://www.segye.com/newsView/20180914004365 


I Current Status of Aimonds in S. Korea

Almonds continue to have strengths in overall range of attributes,
with the strongest score around the areas of being a healthy snack

Almond Delivery on...
Is a healthy snack

82% Almonds

33% Walnuts
18% Peanuts

¢, california

24 Source: 2018 Korea AAU almonds



I Current Status of Aimonds in S. Korea

Almonds have the highest association with positive story recall as well

Q. Which types of nuts
were mentioned in the
positive articles or stories?

55% Almonds
53% Brazil Nuts
47% Walnuts

18% Peanuts

¢, california
almonds

25 Source: 2018 Korea AAU




ﬁ Current Status of Aimonds in S. Korea

Almonds increased their advantage
in top of mind awareness from 2014 to 2018

¢, california

26 Source: 2018 Korea AAU almonds

Almond B



Presenter
Presentation Notes
Q1. When you think of nuts, which nuts come to mind? 



I Current Status of Aimonds in S. Korea

Almonds now have the highest overall awareness in S. Korea

Q. When you think of nuts,
which nuts come to mind?

44% Almonds

25% Walnuts
14% Peanuts

¢, california
27 Source: 2018 Korea AAU almonds




ﬁ Current Status of Aimonds in S. Korea

Almonds owned the majority of attributes especially
on key areas of weight management and good for skin/hair

Best for managing  Good for skin/hair [H

my weight

34% Almonds 25% Almonds
13% Walnuts 21% Walnuts

8% Peanuts 10% Peanuts

¢, california ,
almonds
Almond Board of California

28 Source: 2018 Korea AAU



Presenter
Presentation Notes
Q21: Please indicate which of the nuts fits best with the statement. Please pick just one nut for each statement.



I Current Status of Aimonds in S. Korea

Compared to FY16-17, ‘Beauty Buzz'(almond buzz proportion related to
‘Vitamin E’) has been increased with a growth more than 18%

FY16-17 FY17-18

26.8%
8.6%

91.4% 7309,

Vitamin E Almond

Vitamin E Almond

, , , @ california
29 Source: Social Media Analysis (FY16-17 / FY17-18) almonds




ﬁ Current Status of Aimonds in S. Korea

Among specific beauty attributes, almonds associated well with
‘Antioxidation’ and ‘Vitamin E’ with balanced keyword positioning

Inner Beauty &
Almond

A Antioxidation &

Vitamin E & Almond Almond

e FY16-17 =——=FY17-18

, , , & california
30 Source: Social Media Analysis (FY16-17 / FY17-18) almonds



Presenter
Presentation Notes
Compared to FY16-17, In 17-18 all almond and beauty related buzz increased. Specifically, Vitamin E & Almond related buzz increased high by approximately 377% compared to the last year.  

 	                        FY16-17	FY17-18	
Inner Beauty & Almond	140	291	
Antioxidation & Almond	5874	6284	
Vitamin E & Almond	1639	7830	


Source: 2018 Korea AAU
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OUR CHALLENGE IN
S. KOREA

S. Korean consumers are showing a
larger appetite for nuts in general

“l try to eat a variety of nuts”



I Our Challenge in S. Korea

Desire for variety is the top barrier to greater consumption

¢, california .
almonds
Almond Board of California






TO REINFORCE
ALMONDS PERCEPTION
AS A BEAUTY SNACK




I Driving differentiation from other nuts

DRIVING CORE
BENEFITS AND
IMAGE

76% DV VitaminE
Alpha-tocopherol
Antioxidants

»

Skin health
Hair health
Aging prevention

49 Fibre
16% DV

=

Help manage weight
Full and satisfied




SOUTH KOREA
Marketing Programs

Murielle Kim

@ california
almonds



ﬁ Our Second Year Campaign

FY17-18

Cratsniars

7\ ALM“N“S We continued our beauty campaign
_L-* ; 2 focusing on women aged 20 to 39
MY BEA“TY years by conducting...

D eatforni
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I Reaching Consumers with Multiple Touchpoints

Branded Content Video
Beauty Show TV PPL
Health Documentary TV PPL

500 Consumer events
Professional = m.?\?
rotessiona Media roundtable
influencers A
L) ALMONDS, | &%  \agazine tie-up classes
Beauty creators @, MY BEAUTY | sl
® 99 :
SECRET v Media event
Online native AD
_ Health professional
Photography = outreach

Media outreach

Digital Advertising
Advertorials
E-newsletter
Infographics

@ callform

— A|m°“d Board of Cahforma


https://na01.safelinks.protection.outlook.com/?url=http://www.wscompany.co.kr/almonds_mail/mailring/mail_trekking_201810.asp?news_link%3Dnews_D%26mail_email%3Dseoulabc@edelman.com&data=02|01|June.Lee@edelman.com|a4fd923101e54c44716c08d6250685ba|b824bfb3918e43c2bb1cdcc1ba40a82b|0|0|636737107281257954&sdata=UK6qK/Or3lIPsqRtXh2%2BEf4wfYO3QX7PfFa4zbrav/Y%3D&reserved=0
https://na01.safelinks.protection.outlook.com/?url=http://www.wscompany.co.kr/almonds_mail/mailring/mail_trekking_201810.asp?news_link%3Dnews_C%26mail_email%3Dseoulabc@edelman.com&data=02|01|June.Lee@edelman.com|a4fd923101e54c44716c08d6250685ba|b824bfb3918e43c2bb1cdcc1ba40a82b|0|0|636737107281247946&sdata=FuOn8zQ5TAJMnruqt3izKfCFSnWrYACc%2BjGJv1/0V%2BI%3D&reserved=0
https://na01.safelinks.protection.outlook.com/?url=http://www.wscompany.co.kr/almonds_mail/mailring/mail_trekking_201810.asp?news_link%3Dnews_B%26mail_email%3Dseoulabc@edelman.com&data=02|01|June.Lee@edelman.com|a4fd923101e54c44716c08d6250685ba|b824bfb3918e43c2bb1cdcc1ba40a82b|0|0|636737107281247946&sdata=V72R1wN97b38Qaq84rcOxLycDC96AaXu8XvB9v%2Bi6ts%3D&reserved=0
https://na01.safelinks.protection.outlook.com/?url=http://www.wscompany.co.kr/almonds_mail/mailring/mail_trekking_201810.asp?news_link%3Dnews_A%26mail_email%3Dseoulabc@edelman.com&data=02|01|June.Lee@edelman.com|a4fd923101e54c44716c08d6250685ba|b824bfb3918e43c2bb1cdcc1ba40a82b|0|0|636737107281237933&sdata=Abu%2ByV8NVtNjS66REZlQvt3tJJO97DCnveRso7auDP4%3D&reserved=0

I S. Korea Program Update

M OhﬂD%ﬁ 1

‘Almonds Beauty Attack’ Consumer Event

Executed an offline event in 2 different spots in Seoul to amplify our beauty campaign message.
More than 2,800 people participated in the event and we earned over 15 million impressions from 74 media coverages.

(1 california

Almond Board of Califor



I S. Korea Program Update
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Almonds Q&A videos with Hyejin Han

Created six Q&A videos with spokesperson Hyejin Han, a famous Korean model, were made to deliver various
beauty related messages to our target audience.

The videos reached over 179,900 people and received over 53,300 views.

B 7715

Almond Board of California



S. Korea Program Update
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And eat them through the dav and | make sure to finish all of it before | come back.

Almonds My Beauty Secret with Beauty Creators

Created 6 YouTube videos of 5 influential beauty creators to deliver beauty benefits of almonds.

The videos received 1,864,637 views, which is 218% more than expected goal. Also the videos garnered 21,700

video likes, 2,890 comments and 13,900 shares. C/callform

almonds

Almond Board of California



I S. Korea Program Update
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Beauty reality show PPL

Sponsored a beauty reality show ‘Get-it-Beauty’ on cable TV channels. Alimonds were shown with beauty
celebrities who can represent the core target audiences’ lifestyle.

The TV show earned 3 million viewership and digital content posted on Naver Post, Instagram, YouTube and Naver(/ al

fornia

almonds
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I S. Korea Program Update
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Yearlong activities with Almonds Beauty Mentors

Executed various activities with three professional influencers in the food, health and beauty industry.
They were named as ‘Almonds Beauty Mentors’ and participated in offline events and leveraging the benefits of
almonds via their social media and publicity activities including photo call and editorials.

@ callform

. almon

Almond Board fCIf



I S. Korea Program Update

Native AD videos with online media

Created three native AD contents with mobile broadcasting media ‘Dingo’ to position almonds as a beauty

snack to our core target audiences.
The videos exceeded our goal of 300,000 views each and used to raise the channel traffic and engagement of

owned media, (Y california

al monds

Almond Board of Califor




I S. Korea Program Update
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Health Documentary ‘Young and Healthy, the Secret of Biological Clock’

Produced health documentary tied-up with cable TV network, JTBC, to introduce beauty benefits of almonds
focusing on vitamin E and its antioxidant effect and weight management. 50 minutes of documentary content
aired on JTBC’s documentary program ‘Docu-Plus’ with more than 27 million viewers.

Almond Board of California



I S. Korea Program Update
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Media Roundtable for almonds research

Organized a media roundtable for almonds research briefing with Korean professional researcher for key
target media.

More than 5 million impressions from 19 news coverages were generated.
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S. Korea Program Update
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Infographic for Korean research

Created two infographics based on a research ‘Health Benefits of Alimonds’ conducted by Dr. Kwak, a
professor at Korea National Open University. Utilized the infographic in various media and California Almonds’
official social media channels to leverage health benefits of almonds.

%Fﬁfgﬁds

Almond Board of California







FOLLOW US
Y fRC

e
Facebook Naver Blog
www.facebook.com/almondsKR blog.naver.com/almondskr
Instagram Online references
www.instagram.com/almondskr/ Almond Korea website (almonds.or.kr)
Twitter

twitter.com/AlmondsKR



JAPAN
Market Research

Laurel Muir
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BC Returns to Japan
After 7 Years




Expert Interviews & Secondary
Research

In Market: Primary Consumer & Trade

Market Attractiveness Assessment e —

KEY STEPS FOR MARKET
OPPORTUNITY ASSESSMENT

(/california K
almonds


Presenter
Presentation Notes
These opportunity assessments covered 3 key phases:

Market Attractiveness Assessment

Expert Industry and Stakeholder learnings + Secondary research

In market consumer, retailer and trade deep dives

Emily will now share the markets selected and their growth opportunities




JAPAN OPPORTUNITIES

* One of the healthiest populations in the world

« Strong nut snacking culture: Shifting from salted nuts to unsalted nut snacks

« Strong affinity for almonds in snacking and chocolate-covered product Ei
""h * Belief that almonds are healthy, but lack knowledge of specific health benefits l'
» Opportunity to make a minimal investment in PR health messaging to drive ::‘}.i

additional growth
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* Leverage Japan as a center of excellence in food production and almond forms

p £

| '-'n-.
b | MRy

.
1 b = ¥
L -
z - - = )
\ 1 ] T 1
\ ! ¥
% 4 .
- -
-
b
o I
R R .} Y

o=
=
=
=
=
-
-
=


Presenter
Presentation Notes
Talking points 1: Health population
Japan is one of the healthiest population and the highest in life expectancy in the world (Fact: global life expectancy ranking: Japan no.1, 84yrs vs. USA no.45, 79yrs) 
According our ABC Japan healthy study (2016), Japanese’s top overall health & wellness goals are concerned with keeping a balanced and enjoyable life while managing stress. In terms of health considerations when making food choices, top factors were more fruits and vegetables, fiber content and Nuts ranked towards the middle of the scores when compared to other foods and their perceived healthfulness – the most healthful foods were fresh vegetables, fresh fruits, raw fish, and cooked fish. >> we have a huge room to grow and expand our business in Japan. 

Talking point 2: Minimal investment in PR. Japan is a well educated country and people reply/trust information that is provided via newspaper, news, tv, and media. Thus, we can have minimal investment(1M) to have a high PR results, and drive additional growth in Japan markt. 


As a reminder – pick 2 points’
Minimal investment approach


I Current Status of Almonds in Japan

Consumer research shows that almonds are
#1 nut in the areas of

v' Awareness
v Nuts for Snacking

v" Nuts mixed with
Chocolate

¢, california
55 Source: 2018 Japan AAU almonds




I Current Status of Almonds in Japan

Our PR activities helped promote the key attributes of almonds as follows

v good source of vitamin E

v good for skin and hair

v" making one beautiful
from the inside out




I Challenge in Japan

Awareness of almonds among the Japanese is high, but...

Not many understand the
real benefits of almonds

The Health/Beauty category
IS very crowded

Consumers are
overwhelmed by
information

G cali fornia
almonds




I Challenge in Japan

How can we
convey the health benefits of almonds
simply and easily?

What makes almonds
unique for Japan?

& california
almonds




JAPAN
Marketing Programs

Murielle Kim

@ california
almonds



Ay

Strategy:

Increase ABC presence locally and develop trade relationships
Increase almond positioning/consumption as a snack
Strengthen consumer-targeted communication

Increase almond Vitamin E awareness via E Ne! Aimond! campaign




Our Key Message

@cahforn:
al mon We believe almonds

should OWN its USP of

I ' “Vitamin E”
h No other nut has more

Vitamin E than almonds

SinGids




I Our Key Message

Japanese like to say “li Ne” (“li” pronounced like the letter “E”) or “That’s really good!”
The phrase is used to express enthusiasm and agreement.

“E” means good
“E” represents “Vitamin E”

The “E Ne!” catchphrase demonstrates
“Vitamin E” is “good”

5
\37 california

almonds




I Japanese Consumers

Modern and trendy female consumers
(women age 20 to 39yr)

: f‘. “r ]

« [Eager to try out new trends

 \Want to take care of their
‘ health and beauty

Social media influencers

& california
almonds



I Japan Program Updates

K b Liked v | 3\ Following v | / Share - \ 7 almondsjp  Fosow |
L/ \ t " I7posts  SOfciowers 32 foliowing
alifornia ( - ~
. / HUTHIL= 7 P—ExFas
almonds

- 4 BUTALZF -7 BELKTHYY FTT. UL FORDEER
L 4 23 K, ESS imizlomsusnsnmng 7
> FOR EFETETIEREEEILETS
N7 ERF-EVE
Imends.com/consumers i-si

I'w - &
» """3&. @ o

23
-

California
Almonds @
@aimondsJP
Home

About

Events
Twests  Tweeis & repliss  Mecdis Photos W PosTS
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Community
Reviews

Fae MeWmanL 17 Posts

Notes
Info and Ads
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Launched Social Media Channels in Japanese

Launched ABC SNS Twitter and Facebook accounts in June and an Instagram account in August.
The content primarily focuses on the health and beauty benefits of almonds and Vitamin E.
Now, Twitter has 2,696 followers, Facebook has 587 likes, and Instagram has 55 followers.

(/ lifornia
almonds
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I Japan Program Update
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Launched Japanese Website

The Japanese ABC website was developed based on the US site and launched on August 15, 2018.

The site includes sections for consumers, food professionals and health professionals. The site also

introduces almonds recipes developed by bloggers from campaigns with Recipe Blog. G
california
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Developed Almond leaflets targeting consumers in the Japanese market. The leaflet is comprised of 8 pages and
includes key messages targeting Japanese women in their 20s and 30s, such as the “E Ne! Almonds” message
about the benefits of Vitamin E, and the 1-2-3 message.

Developed Leaflet
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I Japan Program Update
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Consumer Campaign: Office Almond

Ran an “Office Aimonds” social campaign to promote almonds as an ideal office snack. 693 applied to
participate in our campaign on Twitter, we selected 40 individuals and companies, provided 3 kg of
California Almonds. In total, we gained a total of 2 million impressions and 2,772 campaign hashtag uses.

@ californi
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I Japan Program Update
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Consumer Campaign: Recipe Blog Campaign

Collaborated with Japan’s largest recipe curation websites, with Recipe Blog, to run an almond sampling
and recipe development campaign from the end of June to the beginning of August. We sent 200 selected
applicants 300g packs of almonds, earning 226 recipes posted on participants’ blogs and 233 photos posted on
Instagram. As a result, we gained 81 million total impressions and 29 pieces of media coverage. ealiforni
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I Japan Program Update

Foodex

Ran a booth at Foodex Japan 2018, Japan’s largest food show, to reposition ABC in the local industry
and strengthen its market presence. People who visited the ABC booth learned about the benefits of
almonds, and enjoyed the almond weight-guessing game. In total, approximately 800 people visited the ABC

booth during the event and ABC successfully demonstrated their strong commitment to the local industry. @ california
almonds
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Japan Program Update

CEO Visit and Annual JNA Meeting

Arranged 10 trade meetings, 3 media interviews and 1 embassy dinner for ABC’s CEO Richard Waycott during
his visit in June. In addition, Richard participated in the annual JNA (Japan Nut Association) meeting and delivered
a presentation about the almond industry in California, almond statistics and almond-related opportunities
globally and in the Japanese market. Some 60 people related to the nuts business attended the meetin&cahfomia
almonds
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I Japan Program Update
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Media Outreach (CEO Interviews)
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Arranged 3 CEO interviews in February and 3 CEO interviews in June with ABC’s CEO Richard Waycott with
top tire media in Japan to demonstrate ABC’s strong commitment to the Japanese market. As a result of
this trade engagement, we gained more than 1 billion impressions with 20 pieces of media coverage.
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Commenced distribution of bi-monthly E-Newsletter for trade stakeholders (approximately 560 recipients).
The E-Newsletter includes the latest ABC announcements, almond market news (latest position report), ABC in
the news (press coverage) and an activity update from ABC Japan.

(/ lifornia
almonds

Almond Board of California




I Next Year

FY17/18, we focused on
building a platform for future
activities.

FY18/19, we're excited to
take almonds to the
next level in Japan!

¢, california .
almonds
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JAPAN MARKET STORY VIDEO
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FOLLOW US

o

Facebook

www.facebook.com/almondsJP/

Instagram

www.instagram.com/almondsjp/

Twitter

twitter.com/almondsjp






I Korea MRLs

« Positive List System (PLS) in place since 2017 for
Nuts/Seeds and Tropical Fruits — almonds among first
to comply
« 70 MRLs for almonds (0.01 default tolerance)
U.S./Korea FTA for
« ABC working with consultant and registrants to ensure almonds unchanged
other submissions are made and tariff eliminated
— 7 Temporary MRLs expire 2021
— 4 MRLS at default level No Retaliatory
Tariffs impacting
almonds

¢, california

almonds



ﬁ Japan MRLs

» Large national MRL list established in 2006

« Currently all relevant U.S. almond crop protection
products have Japanese MRLs

— 0.01 ppm default tolerance U.S./Japan FTA a
- ABC efforts currently focus on new active ingredients priority, since U.S.
and monitoring proposed changes stepped out of TPP
» Extensive testing/strict violation policies No Retaliatory
Tariffs impacting
almonds

@ california
almonds



Presenter
Presentation Notes
Has 89 Established Blueberry MRLs (excluding default tolerance)
Systematic testing. 
1st Violation: Testing increases to 30% test and release on violator
Testing for other shippers of same commodity may increase as well
2nd Violation:  Testing will go to 100% test and hold for entire industry
60 clean shipments required
Compliance Plan/Work with US Embassy in Tokyo.



46
I Japan Aflatoxin

But Japan’s Aflatoxin Situation is a Problem... Violations
« Continued increase in rejections despite quality specifications 12 12
« Meetings with Japanese ministry and importers regarding U.S. ° &

crop conditions, sampling variation

2014 2015 2016 2017 2018

» Proposed visit to California by MHLW delayed — not yet

rescheduled
2.5kg 2.5kg 2.5kg
* Pilot project recommended to MHLW to address key issues: 2.5kg 2.5kg 2.5kg
- - L - 2 &
— Thermal trackers in containers to address temperature variability Laboratory Samples |
: : : Skg
— Technical exchange on sampling equivalency ]

HPLC Samples

— Moving beyond 100% import controls

» Issue is how samples are being gathered

« Harmonization with Codex protocol raised with U.S. government

* Include as part of U.S. / Japan negotiating priorities? Laboratory Results

AVG s 10 ppb | AVG s 10 ppb I AVG = 10 ppb I

Aflatoxin detections in Japan resulted in increased import inspection in Korea
C/californi

— Initiated Summer 2018; no detections notified....so far amlmonads
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