






How Packaging Can 
Extend Almond Shelf Life 
Almond quality research is one of the four strategic 
priorities established by the Almond Quality 
and Food Safety Committee in 2014. Shelf-life 
studies funded by ABC continue to expand our 
understanding of almond quality during storage 
under different conditions. 

The Benefi ts of Using 
Polypropylene Bags
A long-term study recently completed at the University of Georgia 
reveals the benefi cial effects of plastic packaging over cardboard 
cartons on almond shelf-life extension. The study was rigorously 
conducted on pasteurized raw and light-roasted Nonpareil kernels in 
various packs, which were assessed for up to two years. Product was 
stored at controlled temperature and humidity conditions. 

PRODUCT CHARACTERISTICS

ENVIRONMENT DURING 
DISTRIBUTION AND STORAGE

PACKAGING

Kernels sealed in the plastic

POLYPROPYLENE BAGS 
had a

SIGNIFICANTLY 
LONGER SHELF LIFE

than kernels packed 
in unlined cartons, at all 

storage conditions studied

SHELF LIFE INCREASED 
by 4-18 months
depending on temperature 

and humidity 

Roasted kernels in 
sealed high-barrier 
(e.g., multilayer 
foil laminate) or 
polypropylene bags 
stored at 40–77°F 
achieved a minimum

Almond quality + shelf 
life is infl uenced by:
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*Shelf life may be longer 
than 24 months, but 
study was completed 
after two years. 

‡Sample removed from 
study before rejection due 
to storage cabinet failure.

Carton Polypropylene bag

ALMONDS 
HAVE

LOW 
MOISTURE

ANTIOXIDANT

TIGHT CELLULAR

structure

ALMOND 
QUALITY +
FOOD SAFETY

As an agricultural promotion group, Almond Board of 
California (ABC) invests in research and programs that 
ultimately are intended to build confi dence in almonds as 
a crop that’s great for California and one of the best foods 
in the world for people to eat. To that end, a vital role of 
the Global Marketing team is to listen carefully to external 
audiences, and then, in turn, help ABC respond to what 
people want in a crop or a food, ensuring our industry is 
relevant to their needs or–even better–one step ahead.  

ABC’s own market research is the foundation that helps 
us identify the most suitable markets and target audiences 
that will provide the greatest return on investment. This 
market research also helps us to develop communication 
strategies that are most compelling and benefi cial to that 
country and target. Across the globe, ABC conducts 
marketing activities in fi ve key markets: North America 
(United States and Canada), EU3 (United Kingdom, 
France and Germany), India, China and South Korea. 
The marketing mix in these countries varies, but includes 
activities such as advertising, public relations and social 
media to convey the benefi ts of almonds. Additionally, we 
ensure ongoing research is in place to track the results and 
optimize our marketing efforts.

In recent years, consumers around the world have 
expressed increased interest in knowing where their food 
comes from and how it’s grown. Our marketing programs, 
in turn, have come to focus more on how almonds get 
from the orchard to consumers’ hands. In many cases, 
our target audiences don’t know that almonds are grown 
on trees or that almond trees bloom each year and require 
bees to pollinate them. In addition to providing general 
education, we are also educating the media about the 
almond industry’s ongoing sustainability-related research 
and initiatives in areas such as water management, 
coproduct reuse and bee health. Our goal is to ensure 
people in key markets around the world are aware of how 
the almonds they get from California are high quality, 
nutritious, safe and responsibly grown, with an industry 
committed to innovating for the future.

GLOBAL MARKETING OVERVIEW

1. Innova Market Insights, Global New Products Database, 2014.

ALMONDS
remain the

in global new product 
introductions since 20071

#1
nut

•  extended shelf life

•  infestation prevention

•    slow down moisture 
migration

•   may maintain two-year 
shelf life for raw almonds 
at a temperature up to 77°F

•   may be adequate for 
roasted almonds for more 
than one-year shelf life

benefits of using 
polypropylene bags are:
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GLOBAL
MARKETING
NORTH AMERICA

SOUTH KOREA

EUROPE

GLOBAL

CHINA

INDIA

NA Consumer

UK | France | Germany

Consumer

ONLY ONE NUT PAIRS WITH 
CHOCOLATE FOR SO MUCH PASSION

	 Chocolate	and	almonds	are	even	better	together.	When	consumers	were	asked	

in	a	recent	global	study	to	create	their	“ideal”	chocolate	bar,	almonds	rose	to	the	

top	as	the	#1	preferred	ingredient.*	And	we’ve	got	the	delicious	details	to	prove	it.	

Visit Almonds.com/almondsandchocolate and	see	for	yourself.
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Scientific	evidence	suggests,	but	does	not	prove,	that	eating	1.5	ounces	per	day	of	most	nuts,	such	as	almonds,	as	part	of	a	diet	low	in	saturated	fat	and	cholesterol	may	
reduce	the	risk	of	heart	disease.	One	serving	of	almonds	(28g)	has	13g	of	unsaturated	fat	and	only	1g	of	saturated	fat.	*Sterling-Rice	Group,	Global	Chocolate	Study,	2014.

[ALMONDS]

The content using the hashtag #AlmondsOnTour 
received high level of engagement (likes, shares 
and comments) among ABC Korea’s Facebook 
fans. While the reach for general content was 
about 400–700, the reach for content with the 
hashtag #AlmondsOnTour peaked 1,000, about 
40% more.

Consumer

Consumer

Print Billboard 
(out of 
home)

Digital TVSocial
Media

Radio

In North America, consumers like almonds and 
believe they’re a smart snack. Americans, especially, 
love to snack, and they have many ways to snack on 
almonds, with many forms and creative products.

Overall, our marketing program illustrates the benefi ts 
of almonds’ powerful nutrition and crunch, along with 
their versatility at snack time.1

1. A one-ounce handful of almonds has 13 grams of unsaturated fat and 
only 1 gram of saturated fat. 2. SRG, Global Chocolate Study, 2014.

In Europe, consumers are looking for natural 
convenient snacks, and almonds naturally fi t 
the bill. Almonds are in their pantries, but they 
don’t often think of them as a snack. That’s 
why the emphasis in Europe is on getting 
almonds out of the baking cupboards and into 
daily snacking scenarios.

Surveyed consumers from around the world 
reported almonds as the #1 ingredient that 
they would select in their ideal chocolate bar.2

Launched their fi rst-ever website in July.  

Our Tomorrow Begins Today Ad campaign 
continued to focus on mother and child, 
working men and women.

In Asia, there are centuries-old traditions with 
food and how food impacts health and vitality.  
From Chinese traditional medicine to Ayurvedic 
texts, there is a place for almonds. And it’s not 
all about serious health concerns; food is an 
integral part of socializing, celebrating, indulging, 
the beauty regime and fun as well. 

And with 15 essential nutrients,† there’s no snacking worries at all. 

ALMONDS. SNACKING GOOD.
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CALORIES

*

.

THAT'S 
SNACKING 
GOOD.

NEW UK Snacking Good 
Print Campaign Launched 
September 2015

Revised our ad 
campaign targeting food 
professionals.

GENERATED 
OVER

ADVERTISING
AND PR IMPRESSIONS

68 BILLION

COMBINED

#WinATin video post:
  • Over 100 comments
  • Over 70 likes
  • Over 13,000 views
  • A reach of over 28,000

The Crunch On ad 
campaign continued to 
focus on almonds as the 
powerful snack that helps 
consumers live vibrant lives.

We focused in 2015 on 
almonds as the smart 
choice to counter “mindless 
munching” on empty 
calories at snack time.
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GLOBAL MARKETING CASE STUDIES

India Case Study: Fitness Media Sessions
The India team contracted with local fitness instructors and nutritionists to host fitness 
and nutrition education sessions with target media in select cities (Lucknow, Chennai 
and Bhopal) to gain media visibility on health benefits of almonds.

The sessions started out with dissemination of nutrition benefits of almonds to 
key media representatives, followed by active participation of media in an “easy to 
incorporate in daily life” fitness session conducted by a professional fitness expert. 

The campaign resulted in over 3.9 million media impressions and 52 clips.

Korea Case Study: California Almonds on the ROAD
To strengthen the positioning of almonds as the perfect mid-morning snack while 
creating a special occasion to reach out to a broader range of consumers the 
South Korea team operated a fully branded food truck in the five hottest spots in 
Seoul. The event focused on providing personal mid-morning almond experiences 
to consumers while educating them on the benefits of almond snacking by 
presenting almond snack packs, almond tins and All About Almond brochures. 
Online events, such as image sharing and hashtag events, were integrated for 
more effective consumer engagement and deeper brand experiences on the 
brand’s social media channels.

The event reached out to over 2,000 consumers during the five-day offline food 
truck sampling event and garnered over 252 million media impressions. Over 5,160 
people engaged in the almond food truck campaign for the mobile and Facebook 
advertising, totaling more than 21 million digital reach.

China Case Study: Taste the Sunshine 
In 2015, the China program launched a new consumer communications platform 
and advertising campaign under the theme Taste the Sunshine. Consumer 
research conducted early in 2015 pointed out that consumer perceptions toward 
almonds had shifted as they are receiving a lot more nutrition information and 
concerned about what is in their food. Chinese consumers also spoke a lot about 
the environmental stresses they have every day, whether it be from pollution or 
even just sitting in front of a computer screen all day. This led Almond Board to 
explore messaging about the origin of almonds from California, a place that has 
a positive image for its sunny, warm, fresh environment and easygoing, vibrant 
lifestyle. Chinese consumers responded positively to a concept that followed the 
almond journey from beautiful California and ending up in China for consumers 
to enjoy. The theme Taste the Sunshine is the payoff that the Chinese will enjoy 
almonds because they are getting a bite of California sunshine or, in other words, 
almonds embody the California experience. 

Almond Board developed new advertising executions depicting this journey 
by following the petals from the almond blossoms. The advertising is targeted 
in the priority cities of Beijing and Shanghai, with some national reach as well. 
Almond Board’s objective for the new advertising campaign is raising awareness 
for almonds above other nut and seed choices, making almonds a preferred nut 
because they come from beautiful, sunny California and they are an excellent 
source of vitamin E.

EU3 Regional Case Study: Snack Happy Challenge
A vibrant campaign, aimed at showing how almonds can bridge many nutrition gaps 
in a busy mom’s diet, as well as help to keep them on track during their busy day.

The campaign included research into the nation’s snacking habits as well as 
support from celebrity ambassador Zoe Ball and expert nutritionist Lucy Jones. Zoe 
spread the word about almonds to six of her celebrity friends in a series of branded 
YouTube videos.

The campaign achieved over 400 million media impressions and 100% of the 
coverage featured key messaging and was positive in tone. In addition, there were 
18,943 views of the hero videos and 5,246 views of the Mums Off Air videos.
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ENGAGING WITH
ALMOND GROWERS
Industry Relations is 
more than just service to 
our industry; a big part 
of its evolved goal is for 
growers and handlers to 
join in and participate. 

Industry Relations develops and manages an industry 
communications and education program with a focus on motivating 
almond growers and handlers to continually improve current 
practices that help the bottom line–engaging industry members in 
the board, committees, The Almond Conference, California Almond 
Sustainability Program and as Almond Ambassadors who tell the 
industry’s story.

HIGHLIGHTS FROM 2015
Leadership Program
In its seventh year, more than 115 industry members have graduated from the 
Almond Leadership Program. After the year-long program, graduates are prepared 
to take leadership roles within the industry and their communities; understand 
current social, political, scientifi c, organizational and economic issues facing 
the industry and how to effect change; develop interpersonal relationship and 
communication skills; and have the opportunity to network.

Life Cycle Video
Shows the journey almonds take from tree to table. It includes all the stages and 
an abundance of natural beauty.

Managing Dust at Harvest
The campaign included outreach events, radio, ag media news articles, Almond 
Board of California (ABC) communications and tools to help growers and custom 
harvesters reduce dust during harvest. The “Managing Dust at Harvest Quick 
Guide” features specifi c strategies to minimize harvest air-quality impacts. In 
addition, a “Harvest Dust Toolkit” offers quick tips to keep dust at a minimum.

Ag in the Classroom
ABC is committed to providing accurate information about almond production and 
the almond industry to children across the state. “An Almond Story” activity book 
and DVD gives students a glimpse of the journey almonds take from orchard to 
table. To further strengthen this program, Almond Lesson Plans were released in 
December. Since 2009, ABC has shared more than 60,000 copies of “An Almond 
Story” activity book to students across the Central Valley and will continue to 
expand the program into schools statewide. 

Join in!
If you’re not already involved with ABC, you’re missing an opportunity to lead the 
industry and help develop the future of California Almonds. With 10 committees, 
Almond Ambassador programs, the Almond Leadership Program, California 
Almond Sustainability Program and task force groups, there’s never been a better 
time to join in! 

ALMOND 
LIFECYCLE

BLOOM NUT DEVELOPMENT MATURING NUTS

HARVEST

PROCESSINGSTORAGEFORMS

DORMANCY

2015 Almond Leadership Program participants at 
orientation in January. 

New Almond Life Cycle video shows the journey 
almonds take from tree to table.

New Almond Lesson Plans build upon the 
success of “An Almond Story” activity book.

The Managing Dust at Harvest education campaign 
was developed with ABC-funded research fi ndings 
that can help reduce dust at harvest.

North America Case Study: Shark Week
In partnership with the ever-popular Shark Week on the Discovery Channel, we posed 
the question: what if a shark started snacking on almonds instead of surfers and 
seals? The result was, of course, a far more vibrant and accomplished life ashore, 
illustrated in a video and online campaign with creative social media extensions.

North America Case Study: It’s About More Than 
Just Health
Many Americans are talking more than ever about how to eat in a way they can 
feel they’re doing the right thing. That means not only thinking about health, but 
also about other people and about the planet.

California’s severe drought brought questions about the water needed to grow 
almonds and led to a more prominent discussion about almond growers’ 
decades-long story of sustainability, gaining water effi ciency, promoting bee 
health and taking strides to become carbon neutral or even carbon negative.

 Gaining interest in plant-based diets also provided the opportunity to 
emphasize almonds’ 6 grams of plant-based protein per serving, along with 
their other many nutrients.
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