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i The State of the Region:
North America

Disruptions
— Infood patterns (snacking)
— In consideration of where our food comes
from (sustainability)
 New product trends in snacking and
sustainability

 Consumers’ attitudes toward snacking and
sustainability related to almonds

e Looking forward...our opportunities in 2016
and beyond
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It’s December...that time when we look
back on what made the news in 2015.
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I Who was disruptive in 2015?
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I Who was disruptive in 20157?
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I Who was disruptive in 2015?
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I Who was disruptive in 2015?

THE FORCE AWAKENS

almonds



Plenty of disruption in the conversation about
our environment this year...

* WORLDCLIMATE SUMMIT
PARIS, FRANCE, 2015

g

Xy

THE ENVIRONMENTAL DISASTER IN YOUR CLOSET
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...Including heated discussion about how to eat to be
healthy and good for the environment.

Special Report: The war on big
o food 0

USDA (" 2
=== | A
Scientific Report of the

o Local fOOd Still a tOp tl‘end fOI‘ Chefs 2015 Dietary Guidelines Advisory Committee

Advisory Report to the Secretary of Health and Human Services
and the Secretary of Agriculture

o F.D.A. Takes Issue With the Term ‘Non-G.M.O.’

o Vegetarians, divided: The rise of the Is Your Diet Drought-
flexitarian Friendly?

o The Bad News About Bacon o FDA seeks comments on 'natural' food claim

o U.S. Organic food trend forecasted for growth through 2018
aimonds



B The Dietary Guidelines debate all came back to
meat.

silcey

L

Scientific Report of the
2015 Dietary Guidelines Advisory Committee

Advisory Report to the Secretary of Health and Human Services
and the Secretary of Agriculture
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B A common narrative cited by 6 in 10 U.S.
consumers. 'HARTBEAT ACUMEN infographics 74

SHOPPING BEHAVIOR TRENDS

LABELS OR PHRASES THAT INFLUENCE PURCHASE

Today's consumers are increasingly aware of the personal, social, environmental and health consequences of the
foods they consume. This is why when choosing food or beverage products shoppers are likely to look for
descriptions that speak to fresh, “clean” or *free of” ingredients, less processing and natural aspects of food.

TOP 11 DESCRIPTORS SOUGHT:

-
a
%
"~ |
T |
o

e “Good” =fresh, clean, real,

pesticide-free and natural AT LEAST 6 IN 10 CONSUMERS LOOK FOR :

u« ” (ni ) e fresh, clean, real, pesticide-free and natural v |

d Bad” = blg fOOd, artificial and WHEN BUYING FOOD AND BEVERAGE PRODUCTS revcoerce |G
processed ingredients, = e
pesticides i —w

nocuos |G

oo |

ity i, ch oot ooty oo I =

Sowrce: Organic & Natural 2014 report, The Hartman Group

| -
HINRIHIN ©
* tGRE:-iuD 'h'

© 2015 The Hariman Groug, Inc. Al rights resenwed hatman-ghoug com
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I “This apple is ripened using ethylene.”

4
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74 NON
I Debate about labeling, with a nod to GMO

Project

FDA’'s busy November.
g VERIFIED
o FDA takes issue with the term ‘non-GMO’ Hutrition Facts

o Poll: 9-In-10 Americans Support GMO Labeling

FDA News Release

FDA takes several actions involving genetically
o engineered plants and animals for food

o FDA Has Determined That the AquAdvantage
Salmon is as Safe to Eat as Non-GE Salmon

o FDA seeks comments on 'natural’ food claim
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ll The war on science.

o Why Do Many Reasonable People Doubt Science? T H E
We live in an age when all manner of scientific knowledge—from WA R

climate change to vaccinations—faces furious opposition. ON
i)

Some even have doubts about the moon landing,.

Escienceis not a body of facts. Science is a method
for deciding whether what we choose to believe has
a basis in the laws of nature or not. 77

Marcia McNut, editor of Science
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Jll So, we work on BOTH the science and the stories.

o Ways to help the industry continually improve its practices

o Ways to communicate most compellingly with consumers and the
media



J] Now, onto snacking, as we continue to see
disruption Iin traditional eating patterns.

Millennials are driving snack sales
growth & reshaping how Americans eat

A SNACKING NATION: 94% OF
AMERICANS SNACK DAILY

e Snacking: The New American Pastime
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] PRODUCT TRENDS
IN SNACKING &
SUSTAINABILITY
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LATEST TRENDS IN SNACKING




I Acceleration in shacks launches since 2014

 In 2015H1, the number of product launches tracked in North America in the snacks
category was 46% higher than during the same period in 2011.

Snacks launches tracked in North America 2011-2015
Index: 2011H1=100
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I Snack nuts & seeds show most growth

 After a dip, the snack nuts & seeds launches have recovered in terms of NPD activity and
are gaining a growing share of total snacks launches.

— Fruit based snacks witnessed significant growth too, but are coming from a smaller

base. Snacks launches tracked by sub-category

(North America)

—Snack Nuts & Seeds =—Fruit Based Snacks =—Finger Foods/Hors d'oeuvres ——Meat Snacks

,, 35.0%
2 30.0%
(@]

o0 x W
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Jll Trending in snack nuts & seeds

Seeds Peas Flavored nuts

Go Raw Zesty Pizza Sprouted Flax World Peas All Natural Green Lord Nut Levington Hot Buffalo
Snax (United States, Jun 2015) Pea Snack With Spicy Sichuan Flavored Peanuts (United States,
Flavor (United States, May 2015) May 2015)

C, california
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http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2186475&guid=5A683923-5781-40F8-BFDD-8421BE83258E
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2148028&guid=3E628B66-980C-4DFE-B379-284C567F59EC
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2208218&guid=DAE9AF6E-02A5-4B0B-A032-5C56A5DFAD61

I The key trends relevant for snacks

 Onthego

* From clean to clear label
* Texture claims

 More in store for protein

. Good carbs — natural sources of fiber

C, california
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I On-the-go remains a key platform in NPD

Global food & beverages launches
featuring an on-the-go claim

§ 9 Index: 2010=100
—i
S 84 600 490
— T -
S %3 400 SEE
88% 200 | 100 113 145
E
2 = 0
F‘GDEFEE?IDBH“% 2010 2011 2012 2013 2014
e

FIG AND DATE

(1 california

28 il INNOVA
i @ MARKET
73 INSIGHTS


http://www.innovadatabase.com/search/productinformation.rails?from=export&productId=2300153&guid=2630c588-73ec-4e64-96a3-9f61b4cda5f7
http://www.innovadatabase.com/search/productinformation.rails?from=export&productId=2295567&guid=4915058e-7094-4ad6-b24b-284a8bb8aecc
http://www.innovadatabase.com/search/productinformation.rails?from=export&productId=2408422&guid=b7b93694-d328-4411-a0fb-b5ea09cdac11
http://www.innovadatabase.com/search/productinformation.rails?from=export&productId=2297808&guid=6bd86899-0b82-4065-a225-2ad771b00115
http://www.innovadatabase.com/search/productinformation.rails?from=export&productId=2280744&guid=9eed1f86-f4c3-4815-9e08-1ea20ed80d7b
http://www.innovadatabase.com/search/productinformation.rails?from=export&productId=2184525&guid=2e158f8b-8e27-466a-8364-4c61b246aecf

I Snacks is one of the key categories for on the go

Globally, cereals represents the highest market share in total launches

featuring an on the go claim, snacks accounts for 15%.
The numbers show how snacks experience competition from other categories

in on the go food.

Top 5 market categories in global product launches
featuring an on the go claim (2013-2015-YTD)

Cereals
17%

Bakery

16%
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I From clean to clear label

* Front of pack claims of what is (not) in the product

* Short ingredient lists
 Slowdown in natural claims, while growth in organic

Sprouted Organic Pumpkin Seeds, mms : mos
-

Sprouted Organic Sunflower Seeds,
Organic Jalapeno, Organic Cilantro, & w | Raw Almonds @ -

Urganic Lime Juice, Organic Spices,
Celtic Sea Salt

Gluten Free / Wheat Free / Nut Free®
AltLive (Dried Under 105 ) / All Seeds Sprouted
No GMO's / No Trans Fats / No Cholestsnal
Al Hand Made / All Raw Kitchen / All Family Oumed
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http://www.innovadatabase.com/search/productinformation.rails?from=export&productId=2054602&guid=b6e32fbe-da6e-4424-a9ba-bcc652d854c2
http://www.innovadatabase.com/search/productinformation.rails?from=export&productId=2054602&guid=b6e32fbe-da6e-4424-a9ba-bcc652d854c2

I Crunchy snacks are on the rise

 Of the snacks product launches tracked in 2015H1, one in ten featured a crunchy claim.
The number of products coming to market with a crunchy claim had increased by 72% in
comparison with the same period in 2011.

200

= =
o ol
o o

ol
o

Number of product launches
Index: 2011H1=100

31

Snacks launches tracked featuring a crunchy texture claim
(North America)
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I More crunchy claims on snacks

I'Ot81rl“
@ athale

S .rnplyP

Simply Protein Crunchy Whey Somersaults Santa Fe Salsa Cheetos Cheese Flavored
Protein Snack: Banana, Caramel Crunchy Nuggets Baked With Crunchy Corn Chips (United
And Cashew Nuts Sunflower Seeds And Toasted States, Jun 2015)
(Canada, Jun 2015) Grains (United States, Jun 2015)
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http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2184159&guid=6CAE91C6-0AD7-4874-9139-2FFF9F7491F5
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2185197&guid=0D9CCC96-783F-4472-A0B6-1D44BCD9E79E
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2187612&guid=EA472C66-99C2-4470-919D-67E0665C5586

I More in store for protein

A growing share of new snacks launches tracked in North America features a protein
claim, representing 13.2% of total in 2015H1.

Snacks launches tracked featuring a protein claim
(North America)
14% 13.2%

12% 10.4% - 11.2% 10.6% 11.3%
o 7.8%

8% 7.0%

6% 5.6%

4%

2%

0%

2011-H1 2011-H2 2012-H1 2012-H2 2013-H1 2013-H2 2014-H1 2014-H2 2015-H1
@(‘alifnrnia
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I Protein snacks made with

REAL INGREDIENTS . GREAT TASTE.

Mor : ) !
: fras wans Y

ProOTEIN x 3
NETWT.2.850Z.

"N ARTIFICIAL INGREDIENTS
“MINIMALLY PROCESSED.

Oberto All Natural Teriyaki Beef
Jerky (United States, Jun 2015)

“high in protein”

meat, peas and nuts

P s et ST e catartas
e

-
s
pErateln, in_ Calories  Fibre

Simply Protein Chips Herbes
Croustilles: Herb Flavored Pea
Protein Chips (Canada, Jun 2015)

“The most protein for the least calories.

RESEALABLE FoR
—FReSHUERS .
. = 420D STUFF INSIDE =3 -vove..

-0y W

ROUNDYS.
ROASTED & SALTED

ORGANIC

Simply Roundys Organic
Roasted and Salted Whole
Cashews (United States, Jun

2015)

“Good source of protein”

%,

Per serving: 140 calories, 15g protein, 1g
i i - (/ alifornia
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http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2408864&guid=4621EBCE-8437-4B94-AB6B-06D47E9F9ED9
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2184146&guid=DD6DB729-C5D4-4A28-AA88-066C726FC00E
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2193171&guid=818CB1BB-C62B-4ED4-99B8-9F7B54423AE4

I Good carbs: natural sources of fiber

* In North America, snacks launches featuring a fiber claim gained a growing share since
2013.

Snacks launches tracked featuring a fiber claim
(North America)

14% 12.7% 12.8%

9.4%

0
1302 9.2% 9.3% 10.1% 10.2%
8% 7.8% 7.7%
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L, california
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I Natural sources of fiber: seeds, nuts and fruit snacks

509 |

Garden Of Life Raw Organics Real Presidents Choice Biologique
Cold Milled Organic Golden Flax Amandes Naturalles: Organic
Seed (United States, Jun 2015) Natural Almonds

(Canada, Jun 2015)

Claims/Features: Promotes healthy digestion Claims/Features: Very high in fiber.
and regularity promotes heart, breast and

brain health, supports healthy, balanced

hormones. High in omega 3's, lignans and

Y T Py E

'SUNSWEET

Sunsweet Deglet Noor: Pitted
Dates
(United States, Jun 2015)

Claims/Features: Good source of fiber.

(;/ california
nt%e, INNOVA
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http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2191123&guid=86BD5E07-3865-4621-9EA3-76B9B0503236
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2222078&guid=E56A83B5-2C3D-4644-B8FA-43321D59B838
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2191134&guid=D49FD7B8-6FE4-4896-81DD-5C4898D2B926
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I A growing share of snacks has an ethical claim

* 5% of snacks launches tracked in 2015H1 featured an ethical claim, relating to different
topics within social and environmental sustainability and animal welfare.

Snacks launches tracked featuring an ethical claim
(North America)

6%
5.1%

(7]
9 5%
Q 0,
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Social sustainability is currently the main platform in snacks with
an ethical claim

* In 2015H1, the majority of snacks launches featuring an ethical claim had an human
ethical (i.e. social sustainability) claim.

* Environmental sustainability claims were key in 2012, slowed down, but are now coming

back.
Selected claims on % of snacks launches featuring an ethical claim
(North America)

e
f__ﬁ m Ethical - Animal/Fish & Bird Hm Ethical - Environment Ethical - Human
S 100%
¢ E gy

= 0
6 g

2 60%
3z
2 é 40%
2 i 1 A L
z i
5 0%
© 2011 -H1 2011-H2 2012-H1 2012-H2 2013-H1 2013-H2 2014-H1 2014 -H2 2015-H1

(1 california
39 oni%e INNOVA
§ 1 MARKET
*Uie® INSIGHTS




I Social sustainability: from far away to close to home

* Most human ethical claims relate to fair trade, a certification guaranteeing the farmer of
the produce has received at least a fair level of income, and are found on exotic fruits
and ingredients.

Other human ethical claims focus on supporting local markets or community initiatives,

and can be found on savory snacks.
4 4 . S

—— ALL NATURAL GREEN PEA SNACK ——

100% organic » fair trade all-natural » gluten-free

@

100% ORGAMNIC
ALL-NATURAL DRIED

PIINEAIPIPII.E

Ethically scurced from Ugandan farms

‘..muu.d.nﬂ""rdm
Helping farms thrive by addressing World Peas promoted world peace by Fair trade. Ethically sourced from
issues such as land use, education donating a portion by profits to youth Ugandan farms. Fair for life.
and federal policy education around the world.

(_/ california
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http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2148028&guid=3E628B66-980C-4DFE-B379-284C567F59EC
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2178003&guid=449B9A36-F9A0-4754-8E79-24FC466BCEF6
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2057225&guid=EB2A7C43-9E81-494B-8B72-25D549D5D9F7

I Environmental sustainability is back with organic

41

After a few years during which human ethical claims were gaining more attention,
environmental claims seem to be back in snacks in 2015.

Organic and environmental sustainability go hand in hand and is often seen.
Specified claims focus on limited use of natural resources and limited footprint.

; Cheddar Cheese

flavour - saveur

Fromage cheddar

devoted to producing wholesome foods
while optimizing the productivity of the
agro-ecosystem, the soil, crops and
livestock, in a manner that is sustainable

HoLEso
SFOp

T“'tlfla chlP'

‘

Wholesome Goodness snack chips are
made in a facility that is protective of
natural resources through energy savings,
water efficiency, CO2 emissions reduction

wowstoek (JRGANIC
.. SUNSET

- TRAIL MIX

HIT THE Faad
5 m NETWI. mozqms 4

&o Fa f

/"

The inks used on the packaging are
lower in Volatile Organic Compounds
(VOC) than solvent based inks.

california
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http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2179597&guid=E6583677-C820-4148-B739-28A8A11CC5DC
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2138643&guid=9632B4C2-9983-461D-A720-254DC180772C
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2031295&guid=E98B24DC-4AD1-4270-9BE3-36541D8D74B1

I Animal welfare focuses on antibiotic free upraising

* Animal welfare claims are used on meat snacks and (organic) cheese based snacks.

* Most claims refer to the responsible raising of the animals: produced without antibiotics,
synthetic hormones or other growth stimulants.

Cheese: made from rBST and antibiotic
free milk from NW cows

/

CEHRTIPIED ORGAN

-
9.
e,
> ones

kers
iz6ls & Graol
': CHEESE Galorel

UNCURED BACON JERKY BITES

URAL PORK

UNCURED BACON + PORK + SEA SMT® '
NET WT. 2.501. (116)

No antibiotics added. No growth
stimulants. U.S. inspected and passed
by Department of Agriculture.

Produced without antibiotics, synthetic
hormones or persistent pesticides.

({/ alifornia
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http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2290487&guid=352A4B50-652D-4671-8FC4-FDE27B83C5B0
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2102500&guid=61FCA933-5555-4EE1-B155-93423B383795
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2060064&guid=38553579-18FE-4079-AEAA-63CBC6A58D7A

I Health foods more likely to take on ethical positioning

 The share of launches with an ethical claim is relatively higher when narrowing the market
down to snacks with an health positioning. The differences are small however.

Snacks launches tracked featuring an ethical claim
(North America)

—0b Oof snacks (total) —0b of snacks with health claim

< 5%
8 49 _

2011 -H1 2011-H2 2012-H1 2012-H2 2013-H1 2013-H2 2014-H1 2014-H2 2015-H1
(/( alifornia
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Better for the environment and better for you

Organic Traditions Sprouted Chia & Flax Seed Powder
(United States, Jan 2015)

Claims/Features: A high source of fiber with 4g per serving. 3grams
of Omega 3 per serving. A source of calcium. ...

Organic Traditions are committed to supporting farmers who are
dedicated to the principles of sustainable and fair trade agriculture.

AHIGH SOURCE OF FIBER WITH 4 GRAMS PER SERVING
3 GRAMS OF OMEGA 3 PER SERVING
A SOURCE OF CALCIUM

'dl.';i‘ll;;‘liaf:l(‘ [ALL= NATURAL]
" CASHEWS

Sue the Land !
Proud Supporter of ROASTED & S@M

American Farmland Trust

Woodstock Roasted and Salted Cashews
(United States, Jan 2015)

Claims/Features: 5g protein per serving. Good source of iron. I
Save the Land - Proud supporter of American Farmland ‘

Trust.
L/ california
2%, INNOVA
i® MARKET
2e® INSIGHTS
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http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2013050&guid=0828040C-3427-480E-8C80-B277ECA840B0
http://insightboard.innovadatabase.com/search/productinformation?from=export&productId=2023225&guid=17CEF25C-A8F5-4464-B81B-2ED3CACABB26
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] Key points

. Recent trends in snacks

On the go continues to be a growing platform for snacks.
More and more ‘clear label’ products, with claims of what is (not) in the product

Texture claims, and in particular crunchy, claims are added on the packaging to
support the indulgence positioning.

Nuts, seeds and fruit snacks are positioned as healthy snack by adding source of
fiber and protein claims.

e  Sustainability

Sustainability claims are tracked on less than 10% of launches in 2015H1, but they are
growing.

Social responsibility received most attention in 2015, touching on both fair trade
certification for the sourcing origin as well as local community initiatives.
Environmental sustainability and animal welfare represent less than 5% of snacks NPD
and are mostly seen on products with an organic positioning.

C, california

46 oni%e INNOVA
<4 @ MARKET

Tie® INSIGHTS



$ .
Kate Thomsoq’ |
» Sterling®*Rice'Group = %8

Ve

o
growing

ADVANTAGE

The Almond Conference



] How Snacking &
Sustainability Trends
Relate to Almonds
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I Almonds are the nut that comes to mind first among U.S.
consumers

Top-of-Mind Awareness: First Mentions
(n=1,650)

26% 25%

Almonds Peanuts Cashews Walnuts Pecans Pistachios

a
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I Almonds overtook peanuts in 2015 for top of mind

awareness
Top-of-Mind Awareness
(n=1,650)
27% B-279%. 26%
0
=@—Peanuts
—4— Cashews
0,
A 13% =>e=\Nalnuts
1.00
- f\( 7% =ie=Peacans

=@—Pistachios

2010 2011 2013 2015

Q1: When you think of nuts, which nuts come tot mind? (Open-end)
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I And almonds are the nut most likely to be associated with
snacking

Snack Association
(n=1,650)

30%

Almonds Peanuts Cashews Pistachios Walnuts Pecans

Q2: Now, think for a moment about nuts as a snack (i.e. a food eaten between meals or instead of a meal), as a whole nut. When you think
about eating whole nuts by themselves apart from a meal, what one type of nut FIRST comes to mind?
a
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I Almonds lead other nuts across key attributes

Nut Best Described by Attribute

(n=1,650)
Almonds Cashews Hazelnuts  Macadamias Peanuts Pecans Pistachios Walnuts Don’t Know

Healthy 7% 3% 3% 10% 4% 8% 8%

Nutritious 8% 4% 3% 12% 5% 7% 8%

Heart healthy 7% 4% 3% 10% 5% 7% 9%

Less greasy 6% 4% 4% 9% 5% 9% %

Provides vital nutrients 7% 3% 4% 10% 4% 7% 8%

Helps with weight management 6% 3% 2% 8% 3% 7% 6%

Provides energy 9% 3% 3% 17% 4% 7% 6%

Has a great crunchy texture 10% 3% 4% 6% 8% 8% 13%

Good as a snack 15% 2% 3% 4% 11% 5% 10%

Can be used in a variety of ways 6% 4% 3% 9% 4% 11% 13%

Is a super food 7% 3% 3% 9% 4% 8% 7%

Perfect snack for me 16% 3% 3% 4% 12% 4% 12%

High in protein 9% 2% 2% 19% 4% 7% 6% _
Q18: Which of the following nuts fits best with the statements below? @california
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I The AVQ is at an all-time high in the U.S.

5

3

Almond Eaten as a Snack:

2011: 21%
2012: 25%
2013: 25%
2014: 24%
2015: 29%

Almond Value Quotient:
2011: 42%
2012: 43%
2013: 47%
2014: 45%
2015: 48%

Almond Health Ratings:

2011: 62%
2012: 60%
2013: 68%
2014: 65%
2015: 66%

& california
almonds
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I And almonds continue to be a “thing”

Almond Milk Almond Butter
(in Millions of Quarts) (in Millions of Pounds)
13
12
580
513 8
t :
+80,
232 8%
2012 2013 2014 2015 2012 2013 2014 2015
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WHAT ABOUT OTHER SNACK FOODS?




I Introducing the Product Attribute Mapping Study

* Inspired by Myer’s Briggs Type Indicator (MBTI) assessment
« Mayps the snack food competitive set by physical and usage/situational

attributes
Product Attribute Pairs Usage Attribute Pairs
Crunchy vs. Smooth On-the-Go vs. Sit & Eat
Salty vs. Sweet Just for Me vs. To be Shared
Dry vs. Juicy Ready-to-Eat vs. Prep. Required
Healthy vs. Indulgent New/Different vs. Familiar/Go-To

& california
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SNACK FOOD - Product Type Grid

Crunchy or Smooth

4+ Salty or Sweet +

Dry or Juicy =+

Healthy or Indulgent

C/S AlW D/J H/I
CADH CADI CWDH CwDiI
Peanuts Pistachios Potato chips Carrots Cookies
Mixed nuts Tortilla chips Salad Milkshake/Frappuccino
Pretzels Pita chips Corn chips (i.e., Fritos) Cereal/granola bars
Seeds Bagels Crackers Energy/lifestyle bars
Cashews Crackers & cheese
Popcorn Sandwich
CAJH CAJl CWJH
Guacamole Frozen appetizers Apples
Bell peppers Oranges CW\]I
Broccoli/Cauliflower
Other fresh vegetables
SADH SWDH SWDI
Cheese  [INNNPCSRUBBUEESTINNN Trail mix Cake/Cupcake
Cereal Choc. covered fruits/nuts SAD' Doughnuts/Pastries
Bread Eggs Chocolate bar or pieces
Muffin/Scones
SAJH SWJIH SWJI
Hummus Avocados Cooked meat Other fresh fruit Tomatoes Ice Cream/Fz yogurt/Gelato
Cottage cheese Dried fruit SAJI Grapes Bananas Blueberries Olives
Deli Meats Raspberries Smoothie/Protein drink Greek yogurt Jerky/Meat snacks Pie

Trad. yogurt
Celery

Strawberries

Canned fruit/Fruit
bowl

Oatmeal

Almond Butter

Non-chocolate candy




SNACK FOODS - Usage Type Grid

On-the-Go or Sit & Eat 4 Just for Me or To be Shared 4 Ready-to-Eat or Prep Required

+ New/Different or Familiar/Traditional

JIM R/P N/F
OJRF OMRF
Bananas Choc. covered fruits/nuts Doughnuts/Pastries Corn chips (i.e., Fritos)
Apples Pretzels Carrots Seeds
OJRN Energy/lifestyle bar Non-chocolate candy OMRN Trail mix
Cereal/granola bar Olives Bagels
Chocolate bar or pieces Milkshakes/Frappuccinos Pita chips
PF
OJPN Smoothi(e)/\llrotein drink OMPN OMPF
SJRF SMRF
Trad. Yogurt Grapes Raspberries Tortilla chips
Cottage cheese Canned fruit/Fruit bowl Tomatoes Celery
Greek yogurt Crackers Cereal Strawberries
Salad Cheese Muffins/Scones Hummus
SJRN Ice Cream/Fz yogurt/Gelato Other fresh fruit SMRN Pie
Cake/Cupcake Oranges Blueberries
Cooked meat Crackers & cheese Dried fruit
Potato chips Cookies Jerky/Meat snacks
Deli meats Almond butter
SJPF SMPF
Oatmeal Popcorn Avocados
SJ PN Guacamole SMPN Bell peppers Other fresh veggies
Eggs Fz Appetizers Broccoli/Cauliflower

Bread

Sandwich




Desired snack product attributes vary by need state

NOURISH ME
Something to help nourish my body, replenish my spirit, and
just do something good for myself (12% incidence)

ENTERTAIN ME
Something to relieve boredom or to give me something to
do during an activity like watching TV

SOOTHE
Something to comfort and soothe me when I’m feeling
down or just a bit “off”

FOCUS
Something to help me clear my mind and refocus on the
task at hand; a mental boost

ENERGIZE
Something to give me a physical energy boost, to keep me
going from one task to the next

REWARD
A reward for getting through a challenging day or task

RELAX
Something to help me unwind and relax during the day or
at the end of a busy day

CONNECT
Something to help me connect with others and to enhance
our time together

SBrids
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Average snhack food performance in the Tide Me Over
need state:

75% -
High Convenient
Performance H
A Tastes great
65% - i
Good for everyday use
Filling
Satisfies a craving
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Everyone in
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Good for sharing No/less guilt
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Average snack food performance in the Tide Me Over
need state:

75% -
High Convenient
Performance
A Tastes great
65%
Good for everyday use
Filling
Satisfies a craving
For adults
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Everyone in
family will enj
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Average snack food performance in the Tide Me Over

need state:

75% -
High )
Performance : Convenient
A All-natural ingredients
i (Almonds) Tastes great
65% - Provides Energy
(Almonds) Good for everyday use
Filling
Satisfies a craving
For adults
55% 1 : Familiar
Everyone in :
family will
Not %,o\glsvsengt)s_/ Good value
Good for sharing No/less guilt
45% - Crunchy:
) "ower in Inexpenswep0 ve
For kids sugarpyn to eat
................................. Traditional................... Makes me ha
Lower in fat:”
350 Good for speciilulti-dimensionspwer InP e
- rémium ; R H
° occasiofg, nhtségﬁﬁgxtwecgﬂ?gﬁg md Almonds over-deliver on providing the energy that
more for Indulgent : 2 2 2
Contemporary  REAFALTIRIS@experience: the Tide Me Over snacker desires and on having
He|p§2r§§tca"r“g§éﬁ's‘§3 oeat : all-natural ingredients, where other snacks under
on -
2% oA e doun deliver.
Organic
Helps me connéct
v with others
Low New & different
Performant® ; ; ; ; ' '
5% 15% 25% 35% 45% 55% 65%
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I Almonds are second only to apples as a specific food
thought of for a “healthy snack”

Top-of-Mind Awareness: Healthy Snack First Mentions
(n=1,650) 22%

16% 15%

8% | _
5% 4% 0 0 0 0
3% 3% 3% 3% 2% 2% 19y 196 1% 1% 1% 1% 1% 1% 1% 1% 1%
.

0 s @ o

= = glgleg 8 £ = g g & 8 ¢ § 2 3 % g x 2 ¢
S 0§ 8|c|: g 3z £ oz 33§ §EEOEGYooE
5 § <|E|8 v 5 g & § & 5§ 5 & £ 0 § O ¢ F 2 g 7
8 2 < g © g2 = o - = 6 " g 2
= ) > ) o o =
3 5 0] 0 a °
LC Z a <

Qla: What specific foods come to mind when you think about “healthy snacks”? You may list up to five (5) foods. (Open-end) (/ lif .
california
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Second image in Google image search for “healthy snacking” on 12/4/15 (D california
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Like with other nuts, almonds dominate key attribute
associations

Snack Food Best Described by Attribute

(n=1,650)
Almonds Apples Bananas Carrots Crackers Cc;:zglolz,\/rs Cpriﬁgs Popcorn Pé);iegg Pretzels  Other Er?c?mt/
High in protein 5% 6% 3% 2% 13% 2% 3% 3% 2% 2% 17%
Can be used in a variety of ways 9% 7% 5% 5% 2% 4% 2% 3% 2% 11%
Heart healthy 9% 9% 2% 6% 2% 3% 2% 2% 1% 14%
Is a super food 9% 6% 2% 6% 2% 3% 2% 3% 2%
Has a premium image 8% 6% 4% 3% 8% 6% 4% 5% 3% 2%

10% 11% 5% 3% — 2% 3% 2% 2% 1% 12%
13% 9% 7% 3% 6% 2% 2% 3% 2% 2% -

Provides energy

A source of antioxidants

Convenient/easy to eat 11% 11% 5% 4% — 3% 5% 8% 6% 1% 6%
Has a great crunchy texture 4% 8% 6% 8% 4% 5% - 9% 1% 8%
Perfect snack for me 5% 4% 9% 2% 8% 8% 5% 2% 10%
Nutritious 11% 2% 9% 2% 3% 3% 2% 1% 11%
Provides vital nutrients 11% 3% 9% 2% 3% 2% 3% 1% 13%
Is satisfying 4% 4% - 3% % 8% 5% 2% %
Q20a: Which of the following snack foods fits best with the statements below? @cahfornia

Almeond Board of California
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B About one in three U.S. consumers are very
concerned about the drought in CA

% Very Concerned on Specific Environmental Issues

B Gen Pop Sample (n=1,026)
O CA Oversample (n=762)

74%
48% 47%
45% 420 " aqo; 43% 40%
i 36% % 31% 9 34%
Use of pest./  Water Pollution Air Pollution  Global Warming GMO's in Food CA Drought Honey Bee Fracking
chem in food Health

& california )
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Less then 10% of U.S. consumers have cut back on or
I stopped buying certain foods as a result of the drought in
CA

Changes Made to Behavior Because of CA Drought

B Gen Pop Sample (n=1,026)
B CA Oversample (n=762)

78% 78%
58%

26% 2904 8% 23%

I

Cut back on water Cut back on water Cut back or stoppea, Cut back or stopped
outside inside buying bottled water\ buying certain foods

Other changes No changes

& california )
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I About one In five have heard almonds mentioned in relation
to the drought, as for grapes, avocados and oranges

Which Specific Foods Have People Heard Mentioned in Direct Relation to the CA Drought?

B Gen Pop Sample (n=1,026)
O CA Oversample (n=762)

50%

42%

26% 27% 7%
20%20% 209 19% 20% 20% 19% 20% 19%

179 179 ;
15% W 1ay .
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Of those who have heard about almonds in relation to the
I drought, nearly three quarters report hearing almonds
require a lot of water

What have they heard specifically about Alimonds? (Among those indicating having heard
something relating Almonds to the CA Drought)

B Gen Pop Sample (n=174)
O CA Oversample (n=319)

64%
59%
0,
50% 47% 49% 46%
39% 39%
34%
28% 26%
19%
0,
12% 8%
Require lots of /' Important for CA Price is increasing Growers atrisk of Are alarge crop Growers are being Growers using Don't require more Other
water economy because of CA losing orchards more efficient with innovative water water than other
drought water use tech foods

& california )
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I Only 10% are much less likely to purchase almonds based
on what they’ve heard in relation to the drought

Impact of Messaging on Future Likelihood to Purchase Almonds

B Gen Pop Sample (n=174)
O CA Oversample (n=319)

65%
55%
9 13% 14%
13% gy 10% gy 0 ° 10%  gop
Much more likely Somewhat more likely No change Somewhat less likely Much less likely

& california )
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Ove(r)all concern Change Almonds Almonds Impact on Impact on
% Very/ Concern, % Very Concern, Almonds PI, Almonds PI,
Somewhat Vs YAG Concerned Chgvs. YAG % Much Less Likely  Chg vs. YAG
Water footprint 53% 7.4 31% 10.4 15% 8.3
Organic / organic ingredients 53% 5.2 29% 9.4 8% (0.6)
GMOs 59% 5.0 28% 5.2 30% 2.6
Food safety 81% (0.2) 25% 4.5 11% (1.2)
Bees (i.e., honey bee health, etc.) 67% 8.6 25% 5.3 12% 15
Local sourcing/farming 62% 4.4 23% 5.2 10% 3.7)
Recyclable/envir. friendly packaging 65% 7.4 20% 1.3 11% 3.4
Farmworker safety & equitable treatment 60% 6.0 20% 0.4 12% 4.2
Carbon footprint 58% 7.6 20% 4.5 14% 3.6
Social responsibility 54% 6.2 18% 9.3 8% (1.1)
amonds

However, the likelihood that water footprint concerns will impact almond
purchases is growing

Sustainability Issues — Impact on Future Purchase Likelihood of Almonds
(Among those very concerned about issue in relation to almonds)

Almeond Board of California



Getting to know Savvy Shackers:

L) brobably snack about six times a day.??
L) pblan my snacks more than | plan for my meals.??

&) try to eat natural foods, but it’s about 50/50
natural and processed snacks.??

“Ultimately, I’m going for balance in my snack choices.??

& california
alm

onds
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I For many Savvy Snackers, almonds are the go-to snack

1 :
Almonds are just about the £E Almonds are my favorite nut.??
healthiest thing you can eat.??

£ Almonds are a snack you can trust. SO many things
££| don’t look forward to eating carrots; | are good for you one day, and the next day they’re
look forward to eating almonds!?? not. With almonds, you know they’re healthy.??

& california
ad

TGS



I However most have very little
understanding of how almonds
are grown

 Without knowing anything
about how almonds are
grown, negative stories about
almonds (and specifically
almonds’ water use) start to
erode their confidence in
choosing to snack on almonds

£€) don’t know if I'd stop eating almonds,
but | might not feel as good about it.??




Even basic information about how
I and where almonds are grown is
seen in a positive light

£L had no idea how big and important
the almond industry is to the economy.??

£Lits cool that we [the U.S.] are growing
a product that so many people around
the world are eating.??

ke really like that they use all the parts of the
almond so that there’s very little waste.??

76




Information

Appreciation

Confidence
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LOOKING FORWARD




I The “Crunch On” campaign

CRIHCHON

:n MINDLESS
=" \MUNCH

" SNACK GUILT FREE » " SNACKGUILTFREE»

& california
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I But our opportunity continues.

» Savvy snackers love almonds.

» But they know very little about how almonds
are grown.

* So when they hear something bad about how
almonds are grown, it erodes their good
feelings.

 When they hear facts we may think are
commonplace, they are surprised and
pleased, and feel even better about eating
almondes.

 We have the opportunity not only to work to
continually improve our industry’s sustainability o 13
for the future, but also to more pointedly share g S R
what’s currently happening. : :

A

& california
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Jl USAToday ad in NYC,
DC and LA — Dec 4-6

Ellas Marvinnay, Alssa Kengall, Sorgs Brogt, Weiuan Zhu. Uife Cycls-based Assassment
o Part

. Part I Uncenainty
‘Analysis Throuoh Senitiity Analyss and Scenaio Testing. Jaura oFIndus i Ecoloy.
201510 1M0jiec 12333

Sciontifc

prove . 35 part of a ciet
Tow I Saturated fat 3nd Cholsstosal may 1634uco the risk of heart GIseasa. Ona serving of
BIMonas (28 Grame) has 13 91amS of UnkatLrated fa€ and Only 1 9ram o Saturated a1

© 2015 Almand Board of Callfornia All rights reserved.

Can growing
almonds
fight climate
change?

When you eat almonds, you're choosing more
than just a highly nutritious food. A recent study
in the Journal of Industrial Ecology found that
almond trees in California absorb and store
significant amounts of greenhouse gas
throughout their lifespans.

And as the almond community continues and
does even more to use its coproducts from
producing and harvesting almonds—like hulls,
shells and other tree biomass—they'll further
contribute to becoming carbon neutral, or
even carbon negative if policy changes and
production advancements work hand in hand.

Te learn more, visit almondsustainability.org.

@ aliforni
almonds

Almond Board of California
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I This relates to some disruptive trends in business...

o Why Transparency Is The New Marketing

o Corporate Social Responsibility IS The New Norm.

& california )
) almonds




) Examples that gained attention in 2015.

Starbucks' CEO Sent an Extraordinary Email to
Employees During the Stock Marlet Chaos

Did you notice your Starbucks barista was even nicer than usual yesterday? Here's why.

Fab. #%Y Tearulia

ORGANIC SINGLE GARDEN TEAS

& california )
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Jl And the fact is...

TOP 10 LISTFOR EBELELEME Week ending Oct. 24, 2015

RANK SALES COUNT (UNITS) TITLE
1 192,511,296 Lay's
2 104,846,791 Doritos
3 83,326,107 Cheetos
- 79,366,930 Tostitos
5 50,176,607 Pringles
6 46,810,330 Fritos
7 45,191,761 Ruffles
8 44 372722 Jack Link's
9 36,019,299 Utz
10 30,598,319 Snyder's Of Hanover

nds

Almeond Board of California
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