Almond Sustainability Program:
Getting Credit

Gabriele Ludwig, Moderator

ADVANTAGE

QVOW'HQ gg



* @ Refreshment Sponsor J;

(//ﬂmDow AgroSciences



Ll - BASF

The Chemical Company

oC oc
o8 &
oL &
=5 i
NwE




£ & CEU Credits

Continuing Education Units are
available for most sessions.

Please check in at the CEU desk In
the Doubletree Hotel lobby for
detalls and instructions.
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« SAMPLE QUESTION

Q. Almonds grow...

1. On vines and fruit

underground
@ Fz..
2. In every state of the US MR
3. Hydroponically in QO
greenhouses Q0O
4. On trees in the Central ©00
DO

Valley of California
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Almonds Grow...

1. Onvines and fruit
underground @

2. In every stateof
the US

3. Hydroponically in
greenhouses

4. On trees in the
Central Valley of
California

25% 25% 25% 25%




~ ﬁ\ - - 20
S S

1. Only organic almond
farming

2. Only almonds grown
within 100 miles of where
they are eaten

3. Almond growing that
considers the long-term
economics as well as
Impacts to the

environment and society 0% 0% 0%
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. @ Sustainable Almond Farming ;Ewg

Almond Definition:

» Sustainable almond farming utilizes
production practices that are economically
viable and are based upon scientific

research, common sense & a respect for
the environment, neighbors & employees.
The result is a plentiful, healthy & safe

food product.




% The Primary Driver of Sustainable A‘gowqg

i ¥ Agriculture Programs Today is...

1. Michelle Obama
2. Hippie communes

3. Natural food store
shoppers

4. Socialist
Environmentalists

5. Mainstream food
companies like Wal-Mart,

Nestle, General Mills,
Unilever 0% 0% 0% 0% 0%

1 2 3 4 5




Responsibility

Overview

Coffee-From the

Farm to the C;

Cocoa - Advancing
Responsible
Farming Practices

Cashew Nuts
A New Venture
in Guinea

FAQ

Related Links

Agricultural Supply Base M

Improving Sustainability of Our Agricultural
Supply Base

At Kraft, we think that responsible corporate citizenship is good
for our business as well as the right thing to do. We have
important responsibilities for those aspects of our business
that we directly control, but we also share a strong interestin
the success and well -being of those that are part of the
agricultural supply base for our company. Kraft relies on
independent farmers around the warld for quality agricultural
products, so working cooperatively with others to encourage
the long-term viability of our agricultural supply base is
necessary for our own continued business success.

News & Information

1012012006

Ethiopian Coffee Farmers
Lead the Way with First
Rainforest Alliance
Certification in Africa

10117/2006

The Rainforest Alliance
Announces Project to Help
Cocoa Farmers in Africa

10/4/2006

Healthy Communities
Program Expands Work to
Improve Life for Cocoa Farm
Families

Home > £

WAL*MART

—

OurCompany  People

*ﬁgﬁ §ﬁ§xﬁl REQUIRED TO OPERATE A STO!
@k

One of our toughest challenges as a retailer is determining how to continve to
create value for our customers while minimizing our footprint on the environment.

RIALS NEEDED Folﬁﬂl!lfl\lcl-\ol

The scope and scale of our business presents great potential to effect positive
change. We see opportunities to influence our own operations, while also leading
change in the business world at large.

Focusing on the environment is key to our mission to improve the quality of life for

Contributions and
Communities

03/15/2006

people around the world. Environmental leadership is critical to our future ability to
grow and thrive as a company

Environment

Governance/
Compliance and
Integrity

Yuban Becomes Largest
Branded Supporter of
Rainforest Alliance Certified
Coffee

In 2005, we purchased about $7.7 billion worth of
Our company is one of the world's largest

Nutrition, Health
and Wellness

People

What Is Sustainability?
T ol g

of several , including
suchvaried products as coffee, cocoa and select nuts. Some
of our important commodities are sourced primarily from
developing countries, which face special challenges with

Quality and Food
Safety

regardto

\We recognize that agriculture can have significant and lasting
d social impacts. Understanding and

HERSHEYS £

HOME | ABOUT THE

INVI
HERSHEY COMPANY | RELATIONS

constructively addressing these impacts requires effort and
cooperation from:

= Producers (including farmers, cooperatives and post-
harvest processors)

= Food industy

www.hersheys.com - search

BUSINESS
CUSTOMERS

ESTOR

NEWSROOM CAREERS CONTACT US

MAKING A
DIFFERENCE

E[]EUNE ‘

The Hershey Company

THE HERSHEY COMPANY

(NYSE:HSY)

36.74 ¥ -0.52 (-1.4%)

A5 of Jan 18 2008 4:00PM EST
(Minimum 20 minute delayed)

Investor Relations

[ Annual Report
[3] SECFilings

[5] More in Investor Relations.

Business Customers
[] Food Service

[3] vending

[3] Fund Raising

[3] More in Business Customers.

[3] Investors, Sharenolders & Analysts

[5] Business Customers
[3] Journalists / Press
[5] Students & Teachers

[5] Prospective Employees

rshey Company

About The Hershey Company

Last Updated: Jan. 20, 2008

The Hershey Company (NYSE: HSY) is the largest North
American manufacturer of quality chocolate and sugar
confectionery products. With revenues of nearly $5 billion and
more than 13,000 employees worldwide, The Hershey
Company markets such iconic brands as Hershey's, Reese’s,
Hershey's Kisses, and Ice Breakers. Hershey is the leader in
the fast-growing dark and premium chocolate segment, with
such brands as Hershey’s Special Dark, Hershey’s Extra Dark
and Cacao Reserve by Hershey's. Hershey's Ice Breakers
franchise delivers refreshment across a variety of mint and
gum flavors and formats. In addition, Hershey leverages its
iconic brands, marketplace scale and confectionery and nut
expertise to develop and deliver substantial snacks, including
Hershey's and Reese’s single-serve cookies and brownies, and
value-added snack nuts, including Hershey’s Milk Chocolate
Covered Almonds and Hershey’s Special Dark Chocolate
Covered Almonds. Hershey also offers a range of products to
address the health and well-being needs of today's consumer.
Hershey’s and Reese’s Snacksters offer consumers great-
tasting snacks in portion-controlled servings, while Hershey's
dark chocolate offerings provide the benefits of flavanol
antioxidants. In addition, Artisan Confections Company, a
wholly owned subsidiary of The Hershey Company, markets
such premium chocolate offerings as Scharffen Berger, known
for its high-cacao dark chocolate products, Joseph Schmidt,
recognized for its fine, handcrafted chocolate gifts, and
Dagoba, known for its high-quality natural and organic
chocolate bars. Visit us at www.hersheynewsroom.com.

[3] Company Profile
Hershey Products
[5] The History of Hershey

Latest News

Directory Features
Overview» i The Green Machine
Find out why we're committed to prof Recently, Fortune m

r environment, and how it a published an article about

Wal-Mart, highlighti

and business

Read more»

Kids Recycling Challenge

Recent Activities»
Extraordinary new f

Read more»

world. When combined, they present a
the future.

ho
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borate responsibility

Ethical Standards
Program

Corporate
Responsibility

People

onment  Hung

Sodexho: Our Commitment
to Responsible Leadership

The people of Sodexho touch the lives of millions of men,
women and children each day. Qur customers range from
college faculty and students to children entering school for
the firsttime; medical professionals and hospital staffto
patients and their families; corporate executives to company

of every job description. People from every walk

bp Funger [Corporate Responsbittyl o ” oy America

iness & industry
reation

Vith care

lors

nary

‘ernment

ding & refreshment
yted services

exho alliance

actus
h
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Regardless of the background, occupation or personal
needs of our customers, our commitment goes well beyond
the services we provide. QUr mission is to improve the
quality of daily life for all the people we serve. Being socially
responsible is central to this commitment and the reason
why we have become the first company in our industry to
endorse the Global Sullivan Principles of Social
Responsibility. Each year we publish a full report on our
progress, click here to learn more.

We strive to be the type of company and help to create the
type of world we want for tomorrow. As a leading provider of
outsourced food and faciliies management senvices
throughout Morth America, we're committed to continuing to
lead our industry in helping to address the challenges that
are impacting our communities.

Sodexho USA's Supplier Code of Conduct

Contact Us | Feedback

g / " WAL MaRy
v “
Sty
o,

; ! e =
Starting the Journey
Take a tour of the Wal-Mart
supply chain and see how we're
taking our first
sustainability now. Read more»

Did you Know?

* Our experimental store in
McKinney uses solar power to
help meet its energy needs

eps towards

* We developed an innovative
cycling plastic
bags. The "sandwich bale” has
enabled us to divert 1,100 tons
of plastic from landfills so far.

system fo

* We helped one of our suppliers
reduce the packaging an one of
their popular toys. As a result,
we were able to distribute it

g 230 fewe

containers, so we saved 356

barrels of oil and 1300 trees.

Featured Video

History
» Commitment

Contact us

Heme = Qur values

= Envirenment & scciety = Sustainable development report

This report presents an update on our progress in 2006 in managing our social,
environmental and economic impacts.

About this report

Here we show how we are living out our commitment to responsible business practice in

the communities wh

ere we operate around the world. The report starts by focusing on

issues where we have the biggest impact. These include:

e

Community Corporate Responshility Report

MARS

Global structure
The 5 Principles.

Careers at Mars
Global brands
Mars in action
News and media

footpri

Nutrition &
hygiene

The social impact of
our products on
people's health.

»  Mutrition
»  Hvagiene

Environmental
nt
Reducing our footprint
and addressing the
climate change

challenge.
v Environmental
footprint

v Climate change

Home > Who we are » Commitment

Commitment
S
MARS

View Mars poli or download pol

Integrating
sustainability
How we secure
sustainable supplies of
raw materials.
Integrating
sustainabili

Agriculture

Creating &
sharing wealth
The wealth our
ocperations create and
how it benefits
stakeholders and local
communities.

»  Creating &

sharing wealth

Find out what we believe and how we operate as a business around the

globe

At Mars, our Five Principles guide us in the daily choices we make and the manner
in which we do business. Two in particular stand out, For us, *A mutual benefit is a
shared benefit: a shared benefit will endure” and Respensibility states that, “As
indhiduals we demand total responsibility from ourselves.” Mutuality and

Responsibility impose a special obligation upon us. We take upon ourselves the
responsibility for seeking to ensure that we deliver mutual benefit to all with
whom we interact: associates, consumers, trade partners, our communities, and
last but not least our planet. Our actions should never be at the expense,
cconemic or atherwise, of others with whom we wark. We strongly believe that
only success that is shared can be sustained and it is our goal to achisve this in all

we do.

s to read at your convenience

Content Downloads
Community relations » Examples of community relations in action Adobe PDF
GMO » GMO policy Adobe PDF
Health and nutrition » Creating a healthier environment Adobe PDF
Key workplace and business policy »  Key workplace and business policy Adobe PDF
Mars Scientific Advisery Council >
Product quality » Product quality policy Adobe PDF
Research involving animals » Research involving animals Adobe PDF
Responsible pet ownership »
Sustainability » Sustainability policy Adobe PDF
Examples of sustainability in action Adobe PDF
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S Socilal License 71%937@!;19

Social License: The privilege of operating with
minimal formalized restrictions (legislation, regulation,
or market requirements) based on maintaining public
trust by doing what’s right.

Public Trust: A belief that activities are consistent
with social expectations and the values of the
community and other stakeholders.

Source: Charlie Arnot (Center for Food Integrity)




Flexible Responsive Rigid Bureaucratic
Lower Cost Higher Cost

Social License Social Control

* Ethics Regulation

» Values Legislation

« Expectations ~ Tipping Litigation
Point

 Self-Regulation Compliance

Single triggering event

High Trust Cumulative impact | Low Trust

Prohibition

Complete
Autonomy

Source: Charlie Arnot (Center for Food Integrity)
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Besides Farmers, the CASP Exists to Help the A\i |
e

20
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36th Annual
Almand Industry

~. @ Almond Industry Respond to What Group of
~ Ve People?

1. Buyers of almonds
for chocolate
manufacturers

2. Buyers of almonds
for restaurant
suppliers

3. Regulators &
legislators

4. Buyers of almonds
for breakfast cereal

5. All of the above
0% 0% 0% 0% 0%

1 2 3 4 5




What Do | Need to Become a 75;

“Sustainable” Almond Grower?

Spend lots of money 2505 2506 25%  25%
on new technologies
Give up modern
pesticides & fertilizers

Replace tractors with
mule teams

Most almond farmers
probably use many
sustainable practices
already




Most almond farmers are using many
sustainable practices already.

« 3,4,5th generation almond farms

But society doesn’t understand farming
anymore.

= To “get credit,” we want to document what
you do




Almond harvest, 1939



| Self-Assessment JIowina

How do we document that
almond growers are sustainable?

= ‘Self-Assessment Tool’

5 z
= <
ui} — (o]
[ ] Not a Su rvey’ a process by Fo‘r my orchi‘jrd, | am using the following pliactices and/of ) ;_‘ Sg = % 5
techneologies for maximizing my drip or micro-irrigation system L g 2|2 %
. 1 ) efficiency = |~ |®
which you ‘assess yourself e
z18(8|2|¢8
wn - - ™ (1]
. d d
Base on grower an expert DRIP AND MICRO-5PRINKLERS
1 29 | The system has pressure compensating emitters to help maintain —
InpUt (UCl CSU’ UCCE and systern distribution uniformity. Oy oo o
I 20 | The pH of the irrigation water source(s) has been checked at =
p rlvate CO nsu Itants) least once in the past year. 0 oo
. . . 31 | The EC (electroconductivity or salinity), bicarbonate, and/or iron
. Cu rre ntly Cove rS Irrlgatlon and levels of the irrigation water source(s) have been tested at least o(c(o|gd
. once in the past 2 years.
n utrlent man agement 32 | Filtration and chemical treatment are used as needed to prevent Olololo
clogging from biological causes.
[} dd 1 I d I I 33 | All irrigation lines and emitters are checked for leaks or clogs
A Itlona mo u eS In at least weekly (preferably with every irrigation for micro- g(o(o|g
d I t sprinklers).
eve Opm en 34 | Irrigation lines are flushed at least at the start of the season, at =
least once mid season, and more often as needed. 0 oo

= Air Quality
= Energy
= Pest Management
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Irrigation Infrastructure and Maintenance

What is the type of irrigation system for this orchard?

L=

Drip

Micro-sprinkler

Flood or furrow irrigation
Sprinklers




Irrigation Infrastructure and

Maintenance

1 2 3 4 5 2000 20% 20% 20% 20%
For my orchard, | am S|l=|=|3|5
using the following ~ 12 (2o ls
. o |® |d |c |8
practices and/or S |3 |=|3 |
technologies for =22 |3 |5
... .. ) Q S|~ o
maximizing my irrigation o |= |o |&
efficiency. = | = o | @
= =,
= o
wn

A distribution uniformity
test has been done on the
irrigation system at least
once in the past year.




§ Scheduling Based on

:" » Evapotranspiration (ET)

1 2 4
3 403 0% 20% 20% 20%  20%

For my orchard, | am S|z |2 |8
using the following o % % Olo
practices and/or 3132|518
technologies for = |2 |2 | 8|5
determining when to "l || |T
. . E Q_ — = —
irrigate. = S |

> | 7 o

5 o

) ®

| make irrigation
decisions by following
historical ET.




Scheduling Based On

i Evapotranspiration (ET)

1
Z
S
@
3.
é.
2
—~
>
>
9]

For my orchard, | am
using the following
practices and/or
technologies for
determining when to
irrigate.

200 20% 20% 20% 20%

) pal) J,usney || N
)l paL] aney || W
a|qealdde 10N | ¢n

aanoelid juannd AN | &

| make irrigation
decisions by following
real time
evapotranspiration
(ETc) data at least
weekly and calculating
the water volume
leaving the plant and
soil.




> # Plant Stress Monitoring

irrigate.

1 2 3 4 5
For my orchard, | am S|l |5
using the following gh % % o |
practices and/or 3|3 |=|3 |5
technologies for s |z |2 |2 |5
determining when to Sl |l |o |&

E Q_ — —_ —

= . o)) 9]

> |7 =

- O

=. ®

9]

| decide when to
irrigate based on
measured plant stress
by monitoring plant
water stress (stem
water potential) with a
pressure chamber.

2000 20% 20% 20% 20%




1 2 3 4 5
For my orchard, | am S|l 1|8
using the following g., % % o |
practices and/or 3|3 |=|3 |5
technologies for HEIEEERE
determining when to 'E‘ @ |=|T %
irrigate. = | = o

> —

o =

=3 ™

wn

| monitor soil moisture
with devices such as
neutron probes,
dielectric device,
tensiometers, etc.

0%

0%

0%

growing

ADVANTAGE
dership th VF

0%

0%



> @ Tissue Testing A‘z“’

1

Z
S
—
QO
3,
E_J‘.
2
=
>
n

For my orchard, | am
using the following
practices and/or
technologies for
maximizing nutrient
management efficiency.

} pay jusAey || ™

H palneney || w
ganoeld 1uaind AN| »
a|gedl|dde 10N o

Plant tissue tests have
been taken prior to the
application of nutrients
& the test results

actually guide the

amount of nutrients 0% 0% 0% 0% 0%
applied in the orchard.
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YWhat Kind of Things Would Attract You ;?Iowmg

i "UA\to Do a Self-Assessment? Select all that apply” /™

1. Free meal at workshop

2. Free beer or wine at
workshop

3. Equipment/trade
show/technical
iInformation at workshop

4. Ability to do the
assessment online at
home

5. CEU credits for doing

self-assessment
0% 0% 0% 0% 0%

1 2 3 4 5




December 15, 2 - 6 p.m. (Beer & Appetizers provided)
Waterloo Ca Restaurant

10447 E. Waterloo Rd. (Hwy 99 to Waterloo Rd East 6 miles)
Stockton, CA

December 17, 2 — 6 p.m. (Beer & Appetizers provided)
Granzella’s Inn

391 6th Street (next door to Granzella’s Restaurant)
Williams, CA 95987




Cards

Visit the ABC booth In the tent

Stand Tall!!
Tell the Good Story




Wrap-Up, Discussion
and Q&A
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.' j Rustler Giveaway Y

)
growing

Register 10 Win the
New Holland Rustler!

Eill out your entry form and drop it
at the Garton Tractor pbooth #810r
smartCube packaging System
booth #82 in the Exhibit Hall

Growers:

Win a New Holland
Rustler from Garton
Tractor and
SmartCube Packaging
System. Complete
your entry form and

return to booth
#82. #31 or

Drawing will be held Thursday, December 9 at
the 12:00 pm luncheon.

Drawing is open to almond growers. Growers
must be present to win.




Sessions at 1:30 pm:

Pollination Updates in
Grand Ballroom

Leveraging Consumer
Demand to Become an
Essential Ingredient

In Arbor Theater



\ 4P
growing |
ADVANTAGE 38th Annual

Almond Indust
Leadership through Research | conference &




