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Putting at the Heart
of Healthy Eating in Europe

Dariela Roffe-Rackind
12.9.20




Europeans Are Almon

Shipments are
Large & Growing

603 Million
25%



@passeport
sante

10 bienfaits des amandes

Mandorle
Lelisir
di lunga vita

Almnnds MakeYuu loukYuunyer New Study Flmls

utshell, al




The European Commission unveiled its proposed Green Deal
and Farm to Fork strategy, which includes a

10 Billion Euro

Investment in alternative and plant-based proteins.




of French consumers
say health concerns
cause them to
in
favour of plant-based food

Mintel GNPD 2020






0% of European
consumers claimed to

change their diets
to help their
immune system







EUROPE

Inspire & Educate Food Professionals Educate & Increase Consumer Awareness

4% Total 96% Total

Europe
Investment

Europe
Investment




Europe is a center for Global Innovation

Europe in
5 Categories for Almond Introductions

Confectionery 52% Bakery 45% i g Bars 45%



Europe is a center for Global Innovation

Opportunity to Grow Snacking
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Europe is a center for Global Innovation

The European Global Chocolate
Manufacturers in
North America and Asia
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We Food Professionals

Print Advertising

Virtual Tour Digital
(SO Officers) Advertising

Position California almonds as
an ingredient that meets the needs,
. values and demands of
Press Office manufacturers because of their: Podcasts

“Hero ingredient”: Almonds crowned
most popular nut in Europe

e * Versatility & innovative forms

* Health benefits /Hl ,\ || FREE WEBINAR
« Sustainabil Ity % Yol DEVELOPING WITH
* Heritage & #1 nut 7 ] %@ PROTEIN
* Meets consumer trends @ ‘ ‘ ~SUCCESS
Relationship Webinars
Management
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Europe is a center for Global Innovation

2019 Global Food, Nut, and Almond Introductions
Regional Share

_ Europe o o T e
introduced nearly
2X more almond . .
products than any e
other region

41.1% 43.3% 44.4%

Food Intros Nut Intros Almond Intros



EUROPE

Educate & Increase Consumer Awareness

96% Total
Europe

Investment




UK, France,
Germany, ltaly
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Educate & Increase
Consumer
Awareness

UK, France,
Germany, ltaly

96% Total
Europe
Investment
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Meeting the Needs
of our Consumers
in Germany

, ’ There is about

whole natural almonds, and |
.I

also assume they are

Europe
Investment

about the health benefits of
almonds.




Meeting the Needs
of our Consumers
in the

20% Total
Europe
Investment
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Meeting the Needs

of our Consumers g
in Italy A
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, , | am trying to eat and snack Y

or
losing sight of the of
eating. | limit the amount of nuts
| eat because they have
and will make

Europe
Investment

me gain weight.




Meeting the Needs
of our Consumers
in

15% Total
Europe
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Creating Almond Love in Europe

GERMANY ITALY FRANCE

ALLEN]
RICARICA

e LA TUA ENERGIA o)

Snack the California Sun Recharge your Energy Do You Almond? Nature Does Things Well
Launched: 2017 Launched: 2018 Launched: 2020 Launched: 2016

15t Adv campaign in Germany 15t Adv campaign in Italy Advertising dark in FY19/20



Media Outreach

Events &
Networking .

Health Prof
. Spokespeople

Supported by
Science to

Health Prof =~ F == ¢ = The Almond
Media Academy
Partnerships
Social Media .~ Health

& Podcasts Influencers







Spotlight on the UK

| want to “Almond”
and nail life
like a natural.
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Spotlight
on the UK

Media
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of Home

Broadcast

Video-On-Demand

Influencers

Spotify

Paid
Social

Digital
Video

Podcasts &
Digital Audio



Digital Out of Home Digital Out
of Home
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Europeans Like to Almond

FRANCE | uk | GERMANY ITALY

*#1 HEALTHIEST NUT

*#1 NUT EATEN AS A
SNACK

*#1 INGREDIENT NUT

*#1 NUT POSITIVE
STORY RECALL

*#1 AVERAGE
CONSUMPTION

*#1 HEALTHIEST NUT

«#1 EATEN IN OTHER
FOODS

«#1 NUT POSITIVE
STORY RECALL

+#1 BAKING
ASSOCIATION

*#4 NUT EATEN AS A
SNACK

*#1 EATEN IN OTHER
FOODS

*#2 HEALTHIEST NUT

*#2 NUT POSITIVE
STORY RECALL

+ #1 BAKING
INGREDIENT

*#5 NUT EATEN AS A
SNACK

*#1 NUT FOR TOP OF
MIND AWARENESS

*#1 NUT EATEN AS A
SNACK

*#1 HEALTHIEST NUT

+#1 BAKING
ASSOCIATIONS

While barriers in each of the market differ to some extent, they are similar in that consumers are all seeking healthier eating options,
snacking more and know little about almonds.

SOURCE: ABC 2019 Global Perceptions Study



Reflected in Net Imports

180 +22%
160
140
120 +49%
+40%
100
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40
20
0
Germany France Italy

2008/09 = 2018/19*

SOURCE: ABC NID

+79%

*19/20 Net Imports not available at time of presentation






Sustainability, a Possible Threat to Almonding

The The Telegraph
4 i . NEWS Che Telegrapl
RailOniine Guardian _ .
'Like sending bees to war': the deadly HIARPyeealyieTe loed oo ch NS IF:(:)I([i)lklllll)le }‘Z;(:lllgc['lll:;ilellclzlllrcbg::du plans
Piers Morgan blasts vegans for not :::)rl;lstehsgi‘:)l:nd your almond milk L being considered by industry
caring about lives of 'the hillions of t® ¥ o @S %4

insects killed every year so they can
have their avocados and almonds'

» Piers Morgan scrutinised the methods by avocados and almonds are reared
» He critiqued the pollination process that sees bee hives transported to farms
» Presenter claimed that vegans and vegetarians ‘don't care about the little guys'

Piers Morgan has hit out at vegans claiming they ‘don't care' about the billions of

bees and insects that are killed by the commercial farming of avocados and
almonds.

Guardian exposé
called into question Growing preference
the impact almond for local and

growing has on seasonal diets
honey bee health

Veganuary triggered an

Plans for EU labelling
attack over Californian

to reflect the

almonds’ sustainability
and growing methods

environmental
footprint of products




But Also an Opportunity to Make

People Feel Even

Stakeholder
Identification

Reactive Media

0 @ o Relations

Paid Social
Campaigns

Better about Ailmonding

Foundational Research

CONTINUE TO MAKE PEOPLE IN
EUROPE FEEL GOOD ABOUT
EATING ALMONDS BY SHOWING
THEM ALMONDS ARE
RESPONSIBLY GROWN...

BUT FIRST, WE NEED TO BETTER
UNDERSTAND OUR AUDIENCE AND
THE ISSUES THEY CARE ABOUT

o
Target =ZEr]
Audience

Identification

Sustainability
Tracker

Target Audience
Research
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