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Freedom to
Operate



Soclal License
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Definition: 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.
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Flexible
Responsive
Lower Cost

ADVANTAGE

Imond Col

Rigid
Bureaucratic
Higher Cost

Social License
* Ethics
 Values

» Expectations

 Self regulation

Tipping
Point

Single triggering event
Cumulative impact

Social Control
* Regulation

* Legislation

« Litigation

« Compliance



SUSHAIRS

The Almond Conference

KMPH Special Report: What's Really In Your Water? The Problem Is Clear: The Water Is Filthy

i) Recommend |3 Be the first of your friends to recommend this.

Posted: Nov 08, 2012 12:24 PM CST
By Ashley Ritchie - email

KMPH Special Report: What's Really In Your Water?
It's something we all need to survive, yet, many people in disadvantaged Valley communities can't count on clean ...

Students at Stone Corral Elementary in Seville, Calif. The school budgets $100 to $500 a month for bottled water

00:00/00:00

By PATRICIA LEIGH BROWN
Published: Nove 3, 2012

Study sets off flurry of new concerns and
regulations aimed at farmers
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Food Safety Concerns Remain Constant
Roseanne Harper Oet. 23, 2012

] EMAIL ESHAHE W Tweet | +1  [fjRecommend 1 COMMENTS |0

“Today’ s consumer is aware their health is in the hands of
commercialized businesses that may not have you best
interest at heart.”




Natural Resource Availability S oWinG

Western Growth Trends:
Pressure on People
and Resources

A CRISIS WE GAN'T IGNORE.

Galifornia’

“Water scarcity, population growth, energy competition, and
a growing urban-rural divide pose enormous challenges to
the human and natural resources of the West.”
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Se Goldman's Blankfein | Joe Klein Takes ;\o Laughing

On Why They've On the GOP's 2 \{.mer Oomedy in

Done Nothing Wrong | Scare Tactics

eek Newsweek |

Want to Save the Planet?

AKEAGREENER BURGER"

NOVEMBER 29, 2010

B E R
CHILDREN WEL

MY FIGHT AGAINST
CHILDHOOD OBESITY

Y MOCWILLE ORAMA

San > : Y B HOw OUR FOODIE
 fa T SRR OBSESSION IS DRIVING

AMERICANS APART
BY LISA MILLER

TOEATIRTTSABYTAT T -
BY MICHAZL GRUNWALD

Politicians and Big Business
are pushing biofucls like
cormbased ethanol as
alternatives to oil. All they're
really doing is driving up
food prices and making
global warming worse:

and you're paying forit

FOOD, INC.
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Social License

Freedom to
Operate




Trust
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Confidence Trust
| Value l
Similarity - -
Social License
Competence
_ Freedom to
Influential Others Operate

Trust research was published in December, 2009 — Journal of Rural Sociology




Shared values are 3-5X more important in building trust than

demonstrating competence
Trust research was published in December, 2009 — Journal of Rural Sociology
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“They don 't care how much
you know until they know
how much you care. ”

- Theodore Roosevelt
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ADVANTAGE

The Almond Conference

Economically Viable
* ROI
 Demand
» Cost Control
» Productivity

Scientifically Verified
« Data Driven
* Repeatable
* Measurable

. * Specific
« Efficiency L
Profitability Objectivity
N
Knowledge Knowledge
Ethically Grounded
Ethically Grounded
« Compassion
» Responsibility Feelings
* Respect < Belief
* Fairness
* Truth

Value Similarity




Food System
Right Direction/Wrong Track I

Roughly 40% believe
N=2001 the food system is on

2012 Consumer Research the wrong track



California
consumer
concerns
About Life and
Current Events




6 out of 7 Most Concerning Life Issues are

Beyond the Consumer’ s Direct Control

Some Degree of
Control

Earlier Adopters were
more concerned
about most issues
than later adopters

» Imported Food Safety (55%)

» Food Safety (53%)

« Crop Chemical Residue (52%)
Lowest concern was for - Enough to Feed U.S. (48%)

having enough food to
feed people in developing
countries (31%)

» Environmental Sustainability in Farming (47%)
« Humane Treatment of Farm Animals (45%)
* Enough to Feed People Outside U.S. (31%)
*Top Box ratings (8-10)
e - —



Levels of Concern About the Food System

growing

are Growinqg Faster than Other Concerns ) .zom"

Change in Food
System Concerns
2011-2012

Safety of Imported Food
(+4%)

Food Safety (+5%)

Enough to Feed U.S.
(+2%)

Humane Treatment of
Farm Animals (+2%)

Enough to Feed OUS
(+2%)

U.S. Economy (+2%)

Rising Health Care Costs
(+2%)

Rising Cost of Food (+2%)
Rising Energy Costs (+1%)

U.S. Unemployment (-1)

Personal Financial Situation (-1) Environmental

Sustainability in Farming
(+5)
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The Almond Conference

Actions Taken by
California Consumers
When Questions Arise
About Food Safety




Consumers Search Online for Info and Talk to Family
and Friends when Food Safety Question Arises 9&%@39

The Al 1 C

1. Search for more

l info online

2. Look online at
l 35 independent
' expert web sites

Seek info from friends and family

Look online at product mfg. web site

Look online at government web site 34 3. Tell friends and

4. Look online at
traditional news
media web site

Look online at advocacy web site

*Top Box ratings (8-10)



Transparency
No Longer
Optional

Someone Is watching
everything you do
all the time




An Age of Radical Transparency gmwmg

Employees, consumers, customers,
bloggers, social media food communities,
activists, NGOs and others can all directly
iInfluence the public conversation about
almonds at the speed of Twitter.

The question is no longer, “will you be
transparent?” but “how will you manage
your reputation in an age of radical

transparency? ”~




Today’ s Integrated System

SOCIAL MEDIA Producer SOCIAL MEDIA

®

Processor
Distributor

/g
-~

Grocery

Restaurants
f \ Brands

SOCIAL MEDIA



< What you do and say defines who you are >
N JIN AN J

Radical transparency demands authentic alignment




Integrated Trust Model

growing

ADVANTAGE

The Almond Conference

Internal
Principle Driven

Ethical
Standards/
Conduct

Shared
Values/Goals

W—J

Building Confidence
Value Similarity

Identifying, Clarifying
& Meeting Expectations

Stakeholder
Engagement

Influential
Others

Customers

Policy Makers
Opinion Leaders
Media
NGOs

Engaging Influential Others

External
Manifestation

Best
Practices

Certification

W—J

Demonstrating Competence
“Proving It”

Continuing
Education

/
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Questions




