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THE STORY SO
FAR...

Over 15 years invested in public relations (and advertising) in the European market to raise awareness and demand for
almonds

SNACKING STRATEGY
Almonds as an
essential ingredient From disease prevention to wellness & lifestyle
Getting health professional UK Consumer France New UK Germany France
advocates on board Advertising + Consumer Creative Opportunity Advertising

Integrated PR in Advertising Research Campaign (NEW)
EU3
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INGREDIENT
STORY
IN EUROPE...
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But there Is
tremendous
Innovation in the
Ingredient market in
Europe
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SHARE
OF INTRODUCTIONS ACROSS
THE GLOBE

2015 Global Food, Nut, and Almond Introductions
Regional Share

16%

Middle East & Africa
= Latin America
= North America
m Asia-Pacific

= Europe

Food Intros Nut Intros Almond Intros



1 \\J 1 11N 1 IN\WVLWJV WL VI N e

THAN 2X AS MANY ALMOND
PRODUCTS AS ANY OTHER
REGION

2015 Global Food, Nut, and Aimond Introductions: Regional Share

Region Food Intros Nut Intros Almond Intros A'”?O”,d B ARG SIEIEERE/Es
Region’s Food Intros Nut Intros

4,313
Asia-Pacific 47,305 5,016 1,862 11% 37%
North America 31,462 3,643 1,820 12% 50%
Latin America 16,010 1,341 514 8% 38%
Middle East & Africa 13,992 1,650 496 12% 30%

Total 202,735 21,606 9,005 11% 42%



ALMOND INTRODUCTIONS
IN EUROPE

INCREASED BY 16% FROM
2014 TO 2015

Global Almond Introductions by Region
2008-2015
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BEING DRIVEN
BY THE UK, GERMANY

I\ N D F I tAolj,“tgugspecific nut introductions in France (2008 — 2015)

600 12,000
500 _ 10,000 m Food Introductlons_
Total Nut Introductions

400 8,000 ==Almond
—Peanut

300 6,000 Hazelnut
—Cashew

200 4,000 —Walnut
—Pecan

100 - - 2.000 Pistachio
—Macademia

0 - 0 —Other

2008 2009 2010 2011 2012 2013 2014 2015



FOR THE FIRST TIME EVER,
ALMONDS OVERTOOK HAZELNUTS
FOR THE #1 POSITION IN EUROPE!

Introductions within Each Region by Nut Type (and change % compared to 2014)

Europe Asia-Pacific North America Latin America Middle East & Africa Global Totals
-
Hazelnut 4,308 0% +5% +28% +40% -4% 6 356 +3%
Peanut 1,598 +1% 1,714 -11% 1,159 -6% 507 -5% 338 -18% 5,316 -T%
Cashew 1,187 +9% 920 -3% 589 +20% 193 +18% 174 -1% 3,003 5%
Walnut 625 -4% 368 -19% 326 -2% 137 +14% 59 -23% 1,515 -1%
Pecan 307 +10% 122 -23% 427 +36% 42 -16% 51 -32% 949 +9%
Pistachio 480 +6% 201 -26% 96 -20% 19 -42% 130 -17% 926 -10%
Macadamia 125 -8% 201 -1% 104 +39% 34 +13% 55 +129% 519 +11%

Mixed* 74 -44% 23 -17% 18 -67% 3 -80% 7 -81% 125 -63%

*Mixed Nuts include non specified and mixed nuts.



EUROPE LED ALL OTHER REGIONS
IN 4 OF THE 5 TOP CATEGORIES FOR
ALMOND INTRODUCTIONS,
INCLUDING SNACKS!

Almond Introductions within Each Category by Region
Total % of Almond

Confectionery Bakery Snacks Bars Cereals .
Intros by Region
Asia-Pacific 17% 26% 29% 15% 23% 21%
North America 13% 10% 21% 41% 22% 20%
Latin America 5% 5% 6% 5% 8% 6%
Middle East & Africa % 5% 6% 4% % 6%
100% 100% 100% 100% 100% 100%

e 2 364 1613 1601 1312 762 9,005



CONSUMER FOCUS
FROM INGREDIENT
USAGE... TO

Societal shifts in Europe teed-up the perfect opportunity
for almonds to capture the growing snacking market

« Greater demand for convenient, on-the-go, natural,
and unprocessed snack foods
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International Committee determined to invest in UK market as a test


S L-/\ 1 LLINJVI V L I\L_JL_/M\I\CUl 1l VLN 111

PAST FOUR YEARS HAS UNCOVERED
IMPORTANT DIFFERENCES IN MARKET
DYNAMICS.
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We are facing three very distinct & different countries, needs, target audiences, challenges, and opportunities. 
“EU3” is too broad to win in Europe. 



IMPACT OF LONG-TERM STRATEGY IN
UK AND FRANCE & MORE
WORK/INVESTMENT NEEDED IN

G E RMANM eeeeee (AAU) Snack Associatlon (AAU)
13%
12%
5%
3%

2%

- B

I

UK FRANCE FRANCE GERMANY
= 2007 ®=2015 2007 ®m2015
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AN EVOLVING
TARGET
AUDIENCE

* Younger.

* More focused on health and weight
management than ever before.

* “l love snacking, but | feel guilty about it
because | don’t want to gain weight.”




A MISCONCEPTION
ABOUT ALMONDS:

“I should only eat 6 almonds a day.”

“Almonds are high in calories.”
“l can eat 23 almonds for 160 calories?! REALLY?!”
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ALMONDS ONLY MAKE UP
5./% OF CATEGORY SHARE

IFeaQsla%d §MigomatNM }zlr-naétA L ES -




AOW 10 FURITHER
DRIVE DEMANL

FOR ALMONDS AS
SNACK...

Raise awareness of the health benefits of almonds and
expand our target audience
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LAUNCHED A NEW
ADVERTISING CAMPAIGN

 To address the misconceptions she has about almonds (i.e., a lot
of almonds for few calories — no guilt)

* To focus on the reasons to believe that are most important and
motivating to her — health and weight management

Q20T Almand Board of Callfomin. A rgh’s mew ed.
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SNACKING Goop.

A deliciousty satisfying crunch that's au naturel
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SHIFTING MEDIA

REACH HER
EFFECTIVELY | e

Instagram

‘¥ almondsuk Sponsored w ‘

Increase investment in social, =< | \ . SERVIN
native, programmatic, mobile, &S|ZE
and dynamic digital placements P 10-GO

U almendsuk Sponsored

= IDEAS

ALMDNDS. B & Qe

SHACKING COGD.
almondsuk 160 good caleries in 23 almonds! Now, that's

aimondsuk DIY'em or Buy’'em! Seasoned #almonds are a SR
tasty snack to keep your energy up! Try making them “snacking” briliant! Almonds are the perfect snack to
H ’ help you stay on track. With 15 essential ... more

at home using sweet or savory seasonings. ... more
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# EXPRESS MailOnline

Eat MORE to banish the festive How FAT could save your life: From

bulge: 7 metabolism-boosting  dark chocolate to almonds, we reveal

foods to snack yourself SKINNY  jonger

Arm yoursel! wih these smart snacks 50 you donT devour the entire biscull tin on your ° Diets which include so-called "?ealthv' flts ol Incrsmas S exmmm‘.’
frsi dav back I office + Unsaturated fats can be found in dark chocolate, flaxseed and soybean oi

. Avoid eating butter and red meats and replace them with healthier choic
« Aleading health journalist reveals how you can eat the 9 healthiest fats

EXPERT TIPS...

Lucy Jones, aconsultant and
dietitian from the Almond Board
of California, tells us how to boost

our nutrient intake through our o

snack choices: \ ( 1 s
“When me & SNt Making SNacks at the

WoRKENT 10 135t yOu MrOugN e wesk Can b9
really NeipA. TIG €an includé 90rking Porkons r I |I e P ﬂRF'ECT
of AMONGS N receaadiv DAgS. Or MiNi POts of 1

Pummus, Compbing with whOIBgrain Cratken

Or veQ £4CkS, SuCh a5 Carmots, for @ Nurient ;
D00%E. Make Sure yOu POP 2 COUDI Of CRaCKS SNA' [< ? |
in your NRANCDAQ 0 help ncure a Qood kel . [

Of Nudriion Mrougnout e Cay.”
\ 7 A onds

EDITORIAL H ISTHEAI.THY Wail Oniin

COVERAGE &
SOCIAL BUZZ

Almonds are high in healthy fats, fibre, vitamin E and magnesium and are a great plant-based
source of protein

wmore @rond b endk e Peasteln Ak
e TN

\

jack to work already? Newlywed
Jeliciously Ella reveals her latest
reats made with almonds (and th
jrain of sugar in sight)

Claan safirg groru s Mila, mas Wossheerd, hon ralassed
Posd blagyer, 34, has leamed o siih Lhe Almosd Bosrd <
Bhe highlights ihe benefits of salag 1he nute sith simple

T RANEE BRIV PO ke, ) o

Being a dietitian doesn’t mean food is always easy... Lucy
tallcs about her weight-loss struggle and feeding a fussy eater

SMUSMEE: 15 SSUT. M e L | LIPEAREES 18 AT AT 30 e IE1E
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By ways o vanibeg (e rals veng masie Tprup or g el el aed
cozll dewm for wides

Good Housekeeping

ADD ALMONDS

ch is linked to heart disease and

type 2 diabetes
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IN
MARKET
RESEAR

2016 UK Snacking Landscape Study

2016 IRI Sales Analysis

2017 Attitudes, Awareness, and Usage Study

2017 UK Sustainability Study

CH
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Marketing &

.'i Research Efforts

are paying off...

«
»
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Almond volume
sales increased by
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For the first time ever, |
consumers have ranked 'Y
Almonds as the...

#1 HEALTHIE
NUT IN THE
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AWARD-WINNING
PROGRAMS!
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FRANCE

Almond Board of California
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ALMONDS ARE HO
FRANCE!

-
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AWARENESS OF
ALMONDS HAS

INCREASED 12 POINTS

In 2015, almonds became the #2 nut overall, now ahead of peanuts,

Cashpws. SREREINGs.




Almond volume
sales increased

10.59%™

The only snack nut in France with
double-digit sales growth!
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French consumers have

L < - ! 1 1 \ . L
lﬁ.h 1 b b
WWED \ 1_%
) A - L .
[ d Al daag t = *
[] [] ' " Joa s . . 4
: “a - 3
3 AN Ly
R \ ; \
4 i ek AL
L4 ] 4
b - \ : !li
"f L =
<

AND

#1 NUT EATE
SNACKI




o [ ..'. -
|.-'|-rlfl'l-" ws r'-'lh‘

":'Fﬁ‘." = -f.r'l-* -

=11 g
jﬂji

=
- -

I it
. u

\ ——n-—--mn-

1I||.|_:|_.|||||.|..._.'|||I

Fql- 1'

/:‘11




AWARENES
1S

STILL
RELATIVELY
LOW AT

3%.
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Almonds only make
up 7% of the snack
nuts category In

Behind pearﬁs,résrrl@s,%hd pistachios.
vy




THE FRENCH
CONSUMER
HAS EVOLVED.

« “Eating right is all about balance,
and choosing natural, unprocessed
foods.”

« “Almonds are definitely a thing
right now, and | carry them in my
handbag. However, my knowledge
about them is somewhat limited—I|
would like to know more about why
they are good for me.”
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HOW TO FURTHER
DRIVE DEMAND

FOR ALMONDS AS
SNACK.::
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STRIKE WHILE THE IRON IS

HOT,

« Continue to drive value of almonds by reinforcing the most motivational messages with French
Jane!

« Keep marketing programs fresh & relevant to capitalize on current momentum in the market.
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THE ADVERTISING
MUST EVOLVE

to address new consumer insights.

Des amandes...
Pour étre au top

et y rester !
Dwestination loint sine ou court déplacement

Pour garder votre vitalib, crogues une !'Ih f

calcium et fibres, elles sont aussl une sounce

Tout au long du trajel, vous pouves
suf jos amandes.

: (.-f-:ahfﬂrm
i al mon

ds

B A Bosrd) o F Coll ol T n drade rl sorasl o




LAUNCH A NEW
ADVERTISING
CAMPAIGN

IN JANUARY 201 ¢

ane that almonds are even better than she
thought.

o Tell her why she should be eating even more!

15 NUTRIMENTS
ESSENTIELS

15 NUTRIMENTS
ESSENTIELS

/fm /,fﬁf

g" 7 /mf Girte /Mf Were les closes.

n’m

7_’?2 mf:f e /z: et 1‘2’ %f rcelitre ﬁ{f&'ﬂ: fes cltoses.

;g_ﬂ/: /m)frfw fﬁ( " LET EIOSES,

' S gl SR . X . - J : ERE iy 3
" L - 1 " gy L :
B o L . - g :
160 CALDRIES PAR POIGNEE. 15 HUTRIMENTS ESSENTIELS LV alifiorr A 160 CALORIES PAR POIGNEE. 15 NUTRIMENTS ESSENTIELS. wtdlif“‘"-"’ . 160 CALORIES PAR POIGNEE. RICHE EN MAGNESILIM (.\Jc alifornia 160 CALORIES PAR POIGMEE, (.';l"rnahrurum $
@ fM g & ; £ W; o Im ds TAreRs bl - Al al nds Rende: 5 sur Almonds.fr almOﬂdS Rendez-vous sur Almands.fr almOndS

160 CALORIES PAR POIGNEE. (-Vﬂalifﬂmi
Rendez-vous sur Almonds.fr a ITIOI'ldS



Presenter
Presentation Notes
DRR



Imprimer i

CROF< !/ SAiT:,
CRACUEZ PO JIILES  \MATILES !

AND
EDITORIAL

Lid Bang peody’ o Nesh ol @

Les incruyables vienfaits ue
I'amande sur la santé !

EMELINE SALOME?
v T, 2000 2 8:00

ACTIFEIL » HUTRITION « & BDMNES RAISONS DE MANGER DES AMANDES

4 bonnes raisons de mar
Partager Eu uﬂ

Centre de
Ressources.
Documentaires

LES AMANDES

>> EN CETTE PERIODE D'EPIPHANIE,
L'’AMANDE EST A I'HONNEUR DANS \
LES GARNITURES DES GALETTES DES _
ROIS. CE FRUIT AUX MULTIPLES VERTUS ‘
GUSTATIVES ET NUTRITI™ ™ 70

SEDUIT CUISINIERS, PA
LANTIQUITE. HISTOIRE,

onnes raisons de mang:
}
| OmoE e

LAMANDE
FRUIT A COQUE POLYVALENT

Tonr Maclig Georgelin, patissier dans le Morbiban, a Eiel,
Pameande est U'un des iwgrédients incontosrnables de la patisserse,
Gu'elle soit fraiche, séchiée, cavamdlisée, en pondre on effilee,
elle ext incrayablement factle & marter et apporte des arimes, des tetures
el des savenrs que pew de fruits i cogues pewvent lui envier.

Tout savoir sur les bienfaits
des amandes

LLLE
RUN

/MNarionnaud

PARIS

1 PHOTOS,
S RESULTATS...
LT RETOUR SUR UN

WEEK-END
RUNNING |

a SUR EELE

MON SUPER-ALIMENT
L’AMANDE DOUCE

A A LT AT i N

DES AMOURS
D'AMANDES

It-girls, fashionistas, business women... Pressées, stressées, mais
soucieuses de leur santé et de leur ligne, elles ont toutes dans leur
sac... des amandes de Californie ! Saviez-vous que celte région des
Ftats-Unis produit 80% de la production mondiale d'amandes ?
Cet aliment naturel, riche en nutriments, a forte teneur en vitamine E

. et magnésium, avec 6 gram-
mes de protéines et 4 grammes
de fibres par portion de

i de lamande: un

& Tius i TR

Ondécouvreles veriusde LAMATER "

aliment qui ne nous veut q'm.sr en
cas de petiteroux. ALretrcuverp. 2

30 grammes, contribue a la 5 MGULES GRA“HEESAUXM

beauté et a la santé de la peau,
des cheveux, des ongles..
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n California Aimonds Q ? Keli Home 20+

Page Messages B Notifications B Insights Publishing Tools Settings Help -

California
Almonds &

@almondsFR

Ho|

Andl Send Message

Phias

oot # sStatus [8 Photo/ Video [ Offer, Event + - v Organization

vents
Likes Gas Write somethi _
Wit Wrile something... Q. Search for posts on this Page

’ California Almonds e, California Almonds .. Califonia Almonds (FR)
s 1 190 er - Published by Cindy Fock-Si-Mui [?]- November 3 at 10:06am - @

10 November at 02:01 - @

Chut, nos amandes sont en période de dormance ! Elles se préparent a

Savez-vous que 88% de nos fermes sont tenues par des familles vous falre profiier de tous leurs bienfaits | &

# ite | Allez, "hi 5|
CEstDansLaBcite | Allez, on attaque I'hiver en beauté multigénérationnelles ?#MadeWithLove

See Translation

Vous connaissez le principe : See translation

Répondez juste, répandez |a bonne nouvelle autour de vous et tentez de
gagner volre petite boite toute mignonne pour transporter vos amandes ! ...
See more

See translalion

Chut. ..

(Elles dorment 1)

5,179 people reached

ile Like B Comment #» Share —

Oo Faiza Faizoo, Maguy Dornois and 142 others Top Comments ™

s Like ¥ comment # Share

£ Like W Comment # Share
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O D
INVESTMEN

I « 2016 France Snacking Landscape Study

« 2016 IRI Sales Analysis

I N M A R K EZO;[ Attitudes, Awareness, and Usage Study

« 2017 France Sustainability Study

RESEARCH
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GERMANY
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GERMANY IS A LARGE

\\W, i I Aul\\d B Ih WY 4 ]
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GREAT
OPPORTUNITY. ...

« Large geography with many regional differences
 Strong almond heritage in confectionery and baking
« Major growth potential
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SNACKING ON ALMONDS
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AWARENESS FOR
SNACKING ON

AlMOQNRS IS LOW AT
04
T '!-...:: ﬂ' . --. : R TS




INCREASE AND DRIVE VALUE SALES WHILE

VOLUME SALES DECLINE AS A RESULT,

—( — Al A \/ — @1V < 9 /)

23% PRICE INVESTMENT
2015= -6.8% |NCREASE IS NEEDED TO
Volume IN 2015 NelW\j=

(23% 4 YEAR | DEMAND

CAGRi FROM PRICE




TARGET
INSIGHTS ARE

EVOLVING

Desire for variety, exciting tastes & textures,
fresh, fun, and indulgent foods.

Millennials are driving the snacking occasion
iIn Germany.

There is a need for quick, convenient, on-
the-go snacks.




HOW T0O

FURTHER
DRIVE

DEMAND FOR

ALMONDS
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REFINE GERMAN
CONSUMER
TARGET BASED ON
SEGMENTATION
RESEARCH

Opportunity segments are motivated by health, wellness,
and weight-loss messages

« Chance to address misconceptions about almonds (i.e., high
in fat & calories)

« Tap into the snacking psyche of Millennials and their desire
for convenient, on-the-go, tasty treats
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TEST MESSAC
PLATFORMS
CONSUMERS

» In-Market qualitative research (Feb.
2017)
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B
LAUNCH FIRST EVER ADVERTISING
CAMPAIGN IN 2017
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SUPPORT
ADVERTISING
CAMPAIGN WITH
MEDIA INVESTMENT
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ind Mandeln gesund? Oder sind sie
sogar das gesiindeste
Nahrungsmittel der Welt?

.".-‘-. i B i =

EHMEN

eln machen diinn — laut Studie!

nk Antioxidantien und guter Fette nicht nur super gesund. Jetzt fand
heraus: Mandeln kénnen sogar beim Abnehmen helfen. Wir erkldren,

Link
ogust 2015 10:34 Uhr

— v Jo |3 =

Fit & Healthy
FOOD COACH

BLUTENZAUBER l

Schutz
vor dem

ZU vertrejben|

Tag der Mandel: Kleine Powé;frﬁchtm = WINTERSPECK

groBer Wirkung

R

gutem Gewissen

Adieu Ct

hallo Mandeln

Phenol? Vitamin E?
Das sind beides Anti-
oxidantien, die fiir ein

Llarne Ll~1ithilA eArmnan

Verdffentlicht von Anna Léhlein

Ob Lebkuchen,
Glilhwein ader
Schoka-Nikolaus

- die Versuchung,
Sitfies zu essen oder
zut trinken, steigt
Jelzt akut: Satte 200
Kalorien mehr am
Tag vernaschen wir
im Winter. Warum?
Wie tricksen wir den
Stifthunger aus?

Warum die Lust auf

SiiBes im Winter steigt

Wie stark unser Hungergefhl ise, wird
won elnem komplexen He System
gesteuert, Wenn im Herbst die Son-
eenstunden schwinden, sinkt unser
Spicgel an Vitamin D und damir auch
an Seraionin. Um das Glilckshormon
wieder zu pushen, verlangt der Kilrper
nach Zucker, weil der dic Aufnahme
won Tryptophan ins Gehim Rirdert,

Gleichzeitig medbt s den Insulin-
spiegel in die Hih ihn aher
genauso schnell wieder in den Keller
fallen, wos den SiEhunger noch mehr
verstarkt. Ein Teufelskrels, der and Dau-
er dick und traurig macht.

@ Eintiipte oder Gemiiseragouts stillen
vifizienter den Serotoninbedarf und
filllen den Magen. Besonders wirksam
sind Hillsendriichie, Rote Hete, Spinat,

er Kern einer mit dem Pfirsich verwandten KOCMEN, OIS LI SIUPSUYE mgsss

rucht. Es gibt drei Arten - die sifle Mandel, K ll‘i ne ‘_.\ I ll" S I\()I] ner entsteht. Auf einem Backblech verteilen,
ie Krachmandel und die Bittermandel, Nur auskihlen lassen. Und wer gebrannte
lie ersten beiden sind zum Verzehr geeig-  In Deutschland wurde die Mandel zundchst ~ Mandein lieber fertig kauft, folgt einfach
iet, die Bittermandel ist zunchst giftig.  in Form von Marzipan bekannt. das vor auf dem nachsten Jahrmarkt dem
rst nach chemischer Bearbeitung wird sie  Jahrhunderten bereits zum Siflen bitterer  verlockenden Duft.

ern der

Vieltalt

Ob als saftiges Marzipan,
feines Mus oder kandiert vom Jahrmarkt —
Mandeln haben jetzt Hochsaison
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INVESTME

IN
MARKET

RESEARC
H

2016 Germany Snacking Landscape Study

2016 IRI Sales Analysis

2016 Category Sales Deep Dive

2017 In-Market Qualitative with Consumers

2017 Attitudes, Awareness & Usage Study

2017 Germany Sustainability Study
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ROBUST MARKETIN{
PROGRAMS WILL Bi
REQUIRED
DOWN THE ROAD #
SUCCESSFULLY
CONQUER GERMANY*=S
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SNACK
CONSUMER
CONTINUUM

France

Eat more

almonds,

N P More often

Low Almond Snacking

Awareness & Usage Make almonds the

go-to snack
- = ﬁ TRAC
Germany
Build relevance

and usage intent for
almonds as a snack

/
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