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ECONOMIC IMPACT

U.S. and International promotion resulted in:

 Every dollar invested in domestic and export
promotion returned $22.41 to the industry

e A total of $395 million return per year
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WHERE ARE WE TODAY?

= Tariffs

= (California Crop size

* |[ncreased world supply and competition
= The Chilean effect

= Actively engaged with all levels of Government

= Government mitigation programs



Presenter
Presentation Notes
The combination of these events have created an environment we have never seen before. 

Tariffs – There has been all kinds of news about tariffs and it’s been a bit confusing. Tariffs directly affected our largest inshell export countries – turkey – china – and India. However, the overall effect of various tariff actions, combined with increased world supply, have slowed down shipments in other markets. In the next few slides I will get a little more into the details

Our crop continues to grow, increasing year over year – and not only our crop, but the crops of our competitors as well. 

Chile had a large crop this year, 125,000 metric tons and are projected to reach 150,000MT next crop season with even larger crops to come  -  and they were greatly affected by the Indian tariff. Because of this, the Chileans had a lot of unsold crop going into our harvest season.


The CWC has been actively engaged with all levels of the government to have our industry concerns heard. 

And the government has offered programs to help mitigate our losses. I’ll get into those details on the following slides.
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Presenter
Presentation Notes
This graph shows the growth in California walnut production for the past 10 years - more than doubling. This year CASS estimated a crop of 690,000 tons which would have been our largest ever. 


WORLD WALNUT PRODUCTION
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Presenter
Presentation Notes
As you can see world production of walnuts growing as well – you could almost switch the labels on these two slides. And just like our production, world production continues to grow. For 2018/19 California is 1/3 of world production



TRADE POLICY AND TARIFFS



WORLD SUPPLY AND TARIFFS

Two Retaliatory Tariffs Implemented,;
" Current Tariff Rates: 65% inshell — 60% shelled
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/ India Increased base rate on inshell to 100%
ALL ORIGINS
Shelled remains at 30.9%

Delayed implementation of 20% retaliatory tariff
four times as trade negotiations continue

Some have oversupply from
past crop and orders for /
new crop purchases /' other

delayed Key N WORLD
Markets/ SUPPLY

/ EU
V \ \ / Large Amount of Chilean Crop sold to the EU
\Tu rkey Current Tariff Rates: 4% inshell — 5.1% shelled

Two Retaliatory Tariffs Implemented,;
Current Tariff Rates: 35% both inshell and shelled
Economy is struggling but slowly recovering
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MITIGATION MEASURES

Food Purchase & Distribution Program

« USDA will purchase $34.6 MM of California walnuts for food bank and nutrition
programs

e Benefits entire industry to reduce inventory

Agricultural Trade Promotion Program (ATP)
e Additional funding for our export programs — notification on January 8t
o Benefits entire industry to move crop



Presenter
Presentation Notes
The USDA Authorized to spend $12 Billion on mitigation and to date they have allocated $6 billion for the programs
The programs selected for participation were to get supply out of the market which should benefit the entire industry

The first program the CWC has taken part in is the food purchase and distribution program. California walnuts were included and November through December 2019 the USDA has agreed to purchase $34.6 MM. We had originally asked for $80mm and have expressed the deep disappointment to USDA for this little help. 

The second program is the Agricultural trade promotion program – otherwise know as ATP. This is very much like the Market Access Program - where we write grants for additional funding. We have requested $3.6 million for international marketing programs in the countries where we anticipate we can drive volume. Those grants have been submitted and if approved, the funds will be awarded on January 8th.

This is only the for the first 6B, and the USDA will notify us of future programs if tariff issues continue.



FARM BILL

e MAP to remain at current $200MM level

e Signed by the President and awaiting federal funding

 MAP funds for export promotion programs delayed for January and possibly longer



Presenter
Presentation Notes
Just a quick update on the farm bill. The farm bill  is where our funding for our export program lives. The new Farm Bill has been approved and signed by President Trump but it caught up in the federal budget delay. 




EXPORT MARKETING



CURRENT MARKET MIX

Consumer & Trade Trade only

Japan EU Industrial Region
South Korea China

Turkey UAE (Starts 2019)
India

Germany

Spain

UK



Presenter
Presentation Notes
we export to many countries, however we have our marketing programs in the countries where we can build demand and create awareness for California walnuts. These countries are…




TACTICS - CONSUMER AND TRADE

e Advertising

 Public Relations/Media

o Events/Seminars/Sponsorship/Sampling

o Social/Digital Media

e [rade Promotions/Education/Newsletters

e Opinion Leader Outreach/Heat

Professional Programs/Health

N

Research

* Retall & Food Segment Promotions
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Presenter
Presentation Notes
In each of the markets, we have an integrated marketing plans that we customize to each country, targeting consumers and trade. The tactics range from advertising, to social posts that educate consumers on the storage of walnuts, sponsorship of event, trade educations and events. We conducts hundreds of activities in our markets every year. In the next few slides, in the interest of time, I’m going to highlight just a few of our programs. 






CONSUMER ACTIVITIES - AWARENESS
KOREA — TV ADVERTISING



Presenter
Presentation Notes
Korea is a very trendy and competitive market. To say ahead of the trends, it is very important to keep walnuts top of mind. To do this we have created two commercials – one directed towards young mothers and the health of their children and the second on fitness. 


The commercial speaks about protein and fiber, how a handful a day is all you need to be healthy and confident. 
This commercial ran during November and December and is scheduled to air in 2019. 







CONSUMER ACTIVITIES - VOLUME DRIVING
JAPAN - TV PUBLICITY — 3 MINUTE SHOWS

1. Introduction of California walnuts

2. Areporter introduces the theme and health benefit of the week

3. A doctor is interviewed to discuss the health issue and how eating
walnuts will be of benefit

4. The reporter wraps up the story

DHA-EPA
imgwsma‘wwm]



Presenter
Presentation Notes
TV publicity in Japan has always been very successful in driving volume. This is when a TV program, typically includes a host and a doctor, talk about the health benefits of walnuts. After a program runs, sales always increase the next day. Closing out 2018, three of these 3-minute shows aired focusing on:  
-      Blood vessels
Brain Health
Gut Health



CONSUMER/TRADE ACTIVITIES - VOLUME DRIVING
RETAIL PROMOTIONS

Germany — Kaufland / Netherlands - Albert Heijn

Calfornia Walnut Pesto
with Tendersiem and
Whole Wheat Spagnetth & 28
IR T 'f



Presenter
Presentation Notes
We entered the UK market in 2017 and this year we launched our first retail promotion. TESCO is the largest supermarket chain in the UK with a 28% market share. During November and then again in December, we ran instore promotions, promoting the 200 gram bag - as you can see in the image above the walnuts is a recipe card. It’s for a pesto walnut sauce. 

In Germany, we will also be running instore promotions with Kaufland and at Albert Hein in the Netherlands. There will be sampling, instore signage as well distribution of recipes and other literature on California walnuts. 




TRADE ACTIVITIES - AWARENESS

UK — ADVERTISING (PRINT AND DIGITAL)

ONE OF THESE MUFFINS USES |

I]NE'i]F‘THESE WHIPS IlSES'
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ONE OF THESE ICE CREAMS USES
CALIFORNIA WALNUTS

ONE OF THESE CAVES USES



Presenter
Presentation Notes
In the UK, we have created a series of trade ads that target bakery and confectionary with the messaging focusing on quality, consistency and versatility demonstrates how CA walnuts add value to their products.



TRADE ACTIVITIES - VOLUME DRIVING
TRADE SHOWS
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Seoul International Café Show
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Presenter
Presentation Notes
Trade shows are an important tactic in the marketing mix. Networking at these shows is very important in driving volume. Our country representatives represent the CWC at the international shows and we attend over 100 a year. Examples are…

More than 7700 people visited our booth at the Seoul Cafe Show generating close to 80 sales leads
Gulfood is the worlds largest food show in the region where buyers from the middle east, Turkey, India and more come to source products
It was at the INC conference, in 2018, where our UK representative met up with the Tesco buyers which resulted in the in-store promotion I previously mentioned. 



HEALTH CARE PROFESSIONALS/ WALNITS

HEALTH RESEARCH - AWARENESS 30t

WELCOME TO THE
CALIFORNIA WALNUT COMMISSION

p

United Kingdom
e Partnership with Heart UK HEART UK

e Brochures in Doctor’s Offices

Spain

 Nutrimad Congress

californiawalnuts.uk/
healthcareprofessionals

o © o



Presenter
Presentation Notes
I’ve heard multiple time from importers that health benefits sells walnuts and is very important we continue to promote them. 

In the UK,  we hosted our very first scientific meeting. The goal of this meeting is to promote the health research of walnuts to local researchers and medical field as well hope to garner a network of researcher for future projects. 

We have also have a partnership with Heart UK - this is similar to the American Heart Association. Having the opportunity to use their logo on our advertising gives our messaging more credibility and we have already seen this with the increase of interest from the media. 

In Spain, our very own dietician, Carol Sloan, presented the health benefits at the Nutrimad conference. There were over 600 health care professionals in attendance. 


TARIFF AFFECTED MARKETS

INDIA and TURKEY

O Continued participation at key trade
meetings, tradeshows and events

kemels

O Basic PR/Press Activities Of health

O Social Media Influencer Outreach b

CHINA

O Continued participation at key trade
meetings, tradeshows and events
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Presenter
Presentation Notes
We are maintaining programs in the tariff affected markets to keep visible with the trade and consumers. We have invested heavily to grow these markets long-term and it would be unwise to stop the programs. However, we are keeping a watchful eye on how things progress and may adjust activities and spending as necessary.



NEW INTERNATIONAL PRODUCTS
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Presenter
Presentation Notes
Here’s just a sampling of some of the new innovative products introduced in Japan, Korea, India, Turkey and the UK in recent months.


NEW PRODUCT ANNOUNCEMENT

Bloomberg

Checkout

Nestle Plans Vegan Push With No-Meat
Burger, Purple Walnut Milk

Seeking millennial cred with alternative proteins, the Swiss giant sees its

By Corinne Gretler
December 27, 2018, 9:00 PM PST




DOMESTIC MARKETING


Presenter
Presentation Notes
The US is more important than it has ever been due to the tariffs.  We are currently re-evaluating all of our program to make sure we are doing everything we can to move volume.


U.S. RETAIL SALES

excluding Costco and bulk
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Presenter
Presentation Notes
You can see the retail sales trend line shows exceptional growth. While the crop was down 8.5% in 2017, and US shipments were only down 6%, and retail sales down only 2%. 

In addition, recent A&U data shows that purchase intent remains very strong with 73% indicating they would purchase walnuts.


RETAIL TRENDS

e Growth of Snacking - now 50% of all eating
occasions

 Decline in Cooking — 1 in 10 actually enjoys preparing
dinner, while 45% hate it

 Buying Power of Millennials — Concerned about food
and nutrition, they are driving sales of simpler,
healthier choices

e Convenience — Up to 80% don’t know what they’re
having for dinner by 4 pm

- Meal kits at retail —sales up 21.9% over a year
ago

- Deli/Fresh Prepared is a priority growth area for
retailers
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Presenter
Presentation Notes
37% of the time, a snack provides one of the three key meals of the day
73% of consumers concerned about the nutrition content of the foods they eat
94% of Americans snacking at least once a day
Shoppers evaluate a food retailer by how well it supports their overarching goal of eating well
Fresh Produce and Deli/Fresh Prepared are priority areas for growth for retailers



GOLDEN WALNUT SWEEPSTAKES

Reminiscent of Willy Wonka’s golden ticket, we
created demand for CA walnuts by turning a select
number of bags of walnuts into prize winning
treasures. [
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Presenter
Presentation Notes
Advertising was seen 16.5 million times


2019 FEBRUARY HEART MONTH RETAIL PROGRAM

Three markets: Denver, Richmond (VA), Sacramento

Heart Health

Support with local advertising (i.e. spot TV, print, radio, etc.) in a Nutshell

Engage supermarket RDs through participating retailers

chwgz:EEAg p U b I i X. ‘Raeey’s 6 (/é&’VTAThegc?? Hear\ﬁvl\/llonih
SAFEWAY () SHEMART i
Nuggel ~ FOODASLION

M ARKETS

California Walnuts
good-fat food that bring
flavor, texture and

heart-healthy”

goodness to all of your
favorite meals.

For recipes and more,
visit walnuts.org

WALNHTS

;bHarrls
Teeter



Presenter
Presentation Notes
After a successful heart month promotion earlier this year, we are planning another round in 2019. As it showed the ability to move product, we are increasing from two markets to three. You can read more about the 2018 promotion in the newsletter. We are supporting the promotion with targeted local advertising during that time frame. The advertising is a huge incentive for retailer participation as they know it drives awareness.

We continue to invest in retail promotions because they work. In Minneapolis and Charlotte, for the four-week period ending February 25, 2018, retail sales of the walnut category across all retailers were up 20.4 and 18.4 percent respectively, with volume sales also increasing 22.6 and 15.6 percent respectively over the same period from the previous year – underscoring the impact that the program had across an entire market, increasing walnut sales for participating retailers and non-participants alike. As one example of the program’s impact, Coborn's, a participating retailer, their walnut sales were up 55.4 percent with unit sales up 48.6 percent in February 2018 when compared to February 2017.


FOODSERVICE PROGRAM

e Reaching our target audience of chefs through:

-  Media outreach

E-Newsletter and social media

Content marketing

- Advertising
- Events

e Limited Time Offers
- Wendy’s

- Sizzler

Cc A LI F ORNIA W A L N UT S



Presenter
Presentation Notes
We continue outreach to foodservice chefs, knowing that restaurants are where many of the food trends start that eventually make their way into consumer kitchens. We reach out view media like Flavor & the Menu, or Restaurant Business. We also reach chefs directly through our e-newsletter, social media, content on our website and advertising. Events like our annual harvest tour have proven to be very successful, resulting in walnuts being featured in many restaurants, such as Sizzler. We met with the Sizzler chef in 2017 and right now you can find this beautiful California walnut Brussel sprout and kale salad as a featured item on the salad bar. This is an example of a quick turn as many can take much longer. Wendy’s offered a Harvest Salad this fall and our initial meeting with them was in 2014. Some of the smaller chains can be more nibble with Velvet Taco, a chain with 12 stores in Texas featuring our walnut chorizo on their weekly taco feature just six months after our event.


INDUSTRIAL PROGRAM

e Reaching our target audience of product developers and brand managers through:
- Media outreach
- Content marketing
- Advertising
- Events

- New product development

Walnuts being one of the few
7 : : )
real, natural ingredients”,
compared to the plethora of engineered

ingredients, is a built-in attraction!
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Presenter
Presentation Notes
Targeted media such as Snack Food & Wholesale Bakery, 
Updated sections on the website including new products on the market and links to our technical guide
Advertising in key media such as
Sponsorship or booth events like IFT Suppliers nights, and others where product developers are in attendance

One of the biggest barriers we have seen with this market is not high price, but price stability. They need to know that their cost of goods will not fluctuate year to year. We have seen in our first year of the program interest in taking a new look at walnuts, and feel there is great potential here. As with foodservice, there is potential for great volume, but the time from concept to full product roll out can take up to two years.

As part of the industrial program we worked with Mattson to develop several new product protocepts. We have seen several new items launched recently as a direct result of that program including several walnut butters and walnut milk. We also are aware of some flavored walnuts and walnut trail mixes introduced to the market.
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Presenter
Presentation Notes
We are encouraged by recent product development from our industry members.  Some of these products were derived from the protocepts we created.


SHELF LIFE & NEW USES

e Focus switching to post harvest shelf life
extension projects (edible coating) and
consumer oriented products.

 \Working with chocolate consultant to use
walnut pieces (Small, Medium and Combo).

e Using Dark and Light Chocolate bases In
pbars.
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NEWS FOR GROWERS




STATUS OF CHLORPYRIPHOS?

 DPR has started the process to list Chlorpyrifos as "Toxic Air Contaminant (TAC)’
 New Interim restrictions began January 1, 2019

= Ban aerial applications

= Discontinue use on most crops, only ‘critical use’ exemptions as needed

= Vi mile buffer zone

= 150 ft setback from homes/schools/businesses.




WHAT IS STATUS OF COPPER SPRAYS?

o Summer 2017 EPA recommended that copper applications for blight control be
reduced by 25% (from 32#/acre to 24#/acre).

 CWC joined newly formed Copper Task Force: Submitted scientific data showing

24#/acre will not control blight in a wet, high pressure year.

e EPA Listened!!! Announced 12/7/18 “the Agency is not changing the current

single or annual application rates for walnuts”




PRODUCE SAFETY RULE: YEAR 3 TRAINING

» CWB is funding a 3™ year of training for growers and
nullers.

e Required one time; 8 hours.
o CDFA will begin farm audits during 2019 harvest.
e Chico (Feb 25), Stockton (Mar 14)

« Anila (SFA): 916-246-2867




IN SUMMARY...

= [his crop year will be a challenging one
» There are activities in place globally designed to DRIVE VOLUME

= The CWC Is making sure your voices are heard regarding tariffs and
other Issues

= The CWC Is participating in programs that make sense to mitigate tariff
effects

= Research is being undertaken to solve issues of using walnuts in new
and Innovative ways




THANK YOU



BEARING ACREAGE
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Presenter
Presentation Notes
As our crops have continued to grow, bearing acreage mirrors that growth. There are more non-bearing acres now than we saw 10 or 15 years ago, leading to a potentially bigger crop in the years to come.  Bearing acreage has been steadily increasing about 10,000 acres per year over the last several years to over 335,000 acres. 
Non-bearing was at 45,000 in 2014 and is up to 65,000 in 15 and 16. An increase of 44%. Non-bearing acreage has nearly tripled in the last ten years.


TRADE AGREEMENTS

« NAFTA 2.0 - The United States and Mexico have reached an agreement to change
parts of NAFTA — now the “United States-Mexico Trade Agreement”

o Potential for a U.K. bilateral agreement (can't commence talks legally until Brexit
transition team begins in March, 2019)

e Possible MOU on Agriculture with Saudi Arabia

o Bi-lateral possibilities with the Philippines and Africa (Kenya, Ghana & Coéte d'lvoire)

* Vietnam also remains on the short list for a possible bi-lateral




RETURN ON INVESTMENT



U.S. VALUE PERCEPTIONS OF WALNUTS

Perceptions of Walnuts - Convenience + Value

84%
81%
718% 718%
12%
66%
59%
49%
m 2013
m 2017
Are a convenient shack Are convenient to eat/ serve Are versatile Are a good value for the money

Source: 2017 California Walnuts Attitude & Usage Study SAL IR G A0 A WAL YD



Presenter
Presentation Notes
In addition, a record 92% feel that walnuts are healthy and knowledge of the health benefits drives year round purchase.


EXPORT RESULTS
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Presenter
Presentation Notes
And as production grows, our exports grow as well and we need to continue to find homes for our walnuts, we need to continue to build the demand. 


ONSUMER ADVERTISING

Roasted Tomato
Walnut Chicken

Walnut, Vegetable and
Chicken Quesadillas

)

California Walnuts
FOR THE BEST SIMPLE MEALS EVER

California Walnuts

FOR THE BEST KID FRIENDLY MEALS EVER

From starter to entrée, add flavor, texture and heart-healthy” Californi For flavor, crunch and heart-healthy’ goodness, remember the
goodness with great tasting California walnuts. For these California walnuts. For these and other recipes your kids will love,
recipes and more, visit Walnuts.org ye =

visit Walnuts.org e

Per one ounce serving. So Simple. SoGood.”

‘Apple Walnut
Crostata

Walnut Chili Mac

California Walnuts
FOR THE BEST SIMPLE MEALS EVER

From starter to desasrt, add flavor, texture and ]‘1surl—l‘1ea]thy'

gOOLlTlES& \‘«'i(h great lasting Ca]ifbrniu waﬂnu{s. FUI' (}]ESE 1'ecipes

and more, visit Walnuts.org Ev® 3
Hearl

Per one ounce serving,



Presenter
Presentation Notes
Our advertising not only creates consumer awareness, but also amplifies and boosts all our other efforts, giving them additional impact. Here is a quick snapshot of the campaign that we are currently running. Our TV spots are up beat and give us the ability to run 30 and 15 second versions of each, in essence giving us four spots instead of two and allowing more frequency for a longer time period. Our print ads continue to focus on versatility while giving stopping powers with a hero image. This execution was featured during the holidays and highlights a dessert for those key baking months.





ADVERTISING SPIKES WEBSITE TRAFFIC

Consumer Advertising Launches “

| October 6-15, 2017 |



Presenter
Presentation Notes
We can see the advertising is having an impact when we look at the consumers response to our call to action which in the case of TV and print is to visit our website. There is a direct link between when the TV ads start airing and website traffic showing the TV ads are in fact generating action on the part of the consumer. 


BUDGET ALLOCATIONS

CALIFORNIA WALNUT COMMISSION CALIFORNIA WALNUT BOARD
% OF BUDGET % OF BUDGET
Trade Personnel/Office %2?;?)2:5{ Production
Policy/Other 9% 7% Research
' 8%
Industry Ope;;t ng Industry Surveys ’ Grades &
Communications Communications 1% Standards
o (Plus Sustainability) 3%
1%
1%
Export Marketing
: 59%
Domestic
Marketing

17%

Cc A LI F ORNIA W A L N UT S




LUNCHTIME REVIVAL

Why?
o ~29% of Americans skip lunch daily

e |t demonstrates versatility and the
benefits of walnuts

Tactics

e Lunch Skipper Quiz

o Easy hacks for mindful lunches
e Lunch for the media

e [nfluencer partnerships
 Lunch break calendar invite
 Mind puzzles

CALIFORNIA WALNUTS PRESENTS

20/8

LUNCH

N/

| HEREBY PLEDGE TO STEP AWAY MIDDAY EVERYDAY
AND NOURISH MYSELF WITH A MOMENT TO REGAIN
MY WITS AND THE FUEL TO FEEL GOOD IN A NUTSHELL.

WITH DEMANDING BOSSES, LOOMING DEADLINES AND A CORPORATE
LADDER THAT ISN’T GONNA CLIMB ITSELF, WHO HAS TIME FOR LUNCH?
THE WORKHORSE DOESN’T REALIZE THAT A PROPER LUNCH ISN'T

A WASTE OF TIME—IT’S A FAST PASS TO THE CORNER OFFICE.

THE WORKHORSE

EEEEEEEEEEEEEE

EEEEEEEEEE



Presenter
Presentation Notes
Why lunchtime?  Our Lunchtime Revival campaign is grounded in a relatable pain point: many Americans regularly skip lunch. Our program will inspire and motivate consumers to recommit to the midday meal while showcasing the culinary versatility of walnuts with the physical benefits of staying sharp and energized for the afternoon ahead.  Lunch provides an un-tapped day part for us, and this program gives us the opportunity to pull walnuts out of the baking isle in an authentic and credible way. It demonstrates the full power of Goodness in a Nutshell combining the versatility with the health benefits.
We’ll start by exploring the changing lunchtime habits of Americans today, ask consumers to pledge to take time to nourish and revive their bodies and minds, and finally, give them the tools and recipes to change their habits by partnering with nutritional experts and lifestyle influencers that our audience looks up to, all while inspiring and motivating them along the way through engaging social content, mind puzzles and even hand-delivered walnut themed lunches for some of the worst lunch skippers of all: the media. 


TARIFF OVERVIEW

Europe 4% 5.10% | Comments to USTR TTIP Negotiations. TTIP has not been terminated
but has been shelved with focus on bilateral potential
Japan 10% 10% | Would have dropped to zero under TPP. U.S. is seeking to negotiate
bilateral, Japan refuses and wants the TPP route or WTO.
Korea 24% 0% | Inshell phase out continued to 2026.
China Base of 25% Base of 20% | Retaliatory Tariff of 15% (Apr 2018) and 25% (July 6, 2018) makes
Now 65% Now 60% | effective duties 65% (inshell) and 60% (shelled).
India Base NOW 100% Base of 30.9% | Increased base rate on inshell only to 100% from 30.9% (May 23,
120% on 9/18/18 50.9% on 9/18/18 | 2018) all origins.
Retaliatory Tariff of 20% (Delayed to Sept. 18, 2018). India is
10% Cess 10% Cess | considering assessing tariff by volume, as is practice with almonds.
10% Social Welfare CESS on all imported goods
Turkey Base of 15% Base of 15% | Tariff was reduced indefinitely from 43.2% to 15% (Jan 1, 2018)

25%

Starting 8/15/18 35%

25%

Starting 8/15/18 35%

Retaliatory Tariff of 10% (June 21, 2018) for all shipments on water
hefore 8/15/18
Revised Retaliatory Tariff of 20% (Aug. 15,2018) for all new shipments




TARIFFS

232 Tariff in response to US Steel and Aluminum tariffs;
301 Tariff in response to increased US tariffs to China only

China 15% 232 Tariff and 65% inshell
25% 301 Tariff 60% shelled
India 20% 232 Tariff (pelayedto11/2/18) |100% inshell
30.9% shelled
Turkey 10% 232 Tariff 35% on both inshell and shelled
20% 232 Tariff
Canada 10% on nut pastes/purees 10% on only nut pastes and purees
EU None — base rates unchanged 4% inshell
5.1% shelled
Japan None — base rates unchanged |10% both inshell and shelled
Korea None — base rates unchanged |24% inshell (phasing to zero by 2026)
0% shelled
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In March this year the U.S. Secretary of Commerce announces tariffs on Steel (25%) and Aluminum (10%)
With this announcement it set off a chain of reactions





This chart gives a snapshot of where tariff actions have taken place and what the tariff rates are as of today.
The three markets where we are tariff effected represent 47% of inshell shipments for the 2017/18 crop year and 19% of exports



POLICY STATUS

 USTR Meetings
e (China — talks have resumed

e |ndia — still having discussions

 USTR Actions
U.S. filed disputes at the WTO against Chain, EU, Canada, Mexico & Turkey

Turkey — GSP review for unjustified tariffs; currently open for public comment
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Administrations additional proposed 10% tariff on $200 BN in goods were announced last week. 
What we don't yet know is how the Chinese will respond.
While Beijing has indicated they could respond hard that is unlikely because China ships far
more goods to the U.S. ($504BN) than it imports ($130BN). 
USTR has a public comment
period open with the new tariffs expected to go into effect in two months. Sharon indicated
that there are no discussions happening at present and advised that we not look to China in
the short term. 

Dialog on India is happening, they had good meetings in India. The India
team will be in Washington on Monday the 16th for further discussions. The India GST
review continues but the focus is on specific cases (i.e. medical devices, dairy). GST cases
involve market access issues that not tariff related therefore, GST won't provide any specific
leverage. However; tariffs remain a part of the broader trade dialog.


TRADE POLICY OVERVIEW & STATUS

 March 8, 2018 - U.S. Secretary of Commerce announces tariffs on Steel (25%) and
Aluminum (10%)

Retaliatory Action Taken by trading partners in 5 countries and the EU

Walnuts affected in China, India and Turkey

o September — Canada joined Mexico with new deal replacing NAFTA with USMCA —
the United States-Mexico-Canada Agreement

e J[rade talks continue with India

 Trump and China’s President Xi scheduled to meet in November at G20
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Presentation Notes
Tariff actions in repose to US steel and aluminum tariffs are affecting walnuts in three of our export markets
There are some positive signs regarding tariffs - Walnut tariffs remain unchanged under new US-Mexico-Canada agreement; trade talks are still happening between the US and India and Predidents Trump and Xi are expected to talk in November
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