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Bringing Sustainability from the Orchard to the Consumer  
 

Molly Spence, Director of North America, Almond Board of California  
SIAL – April 13, 2016 
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TODAY 

• Background  

–About the California Almond Industry  

–Definition of sustainability  

–Research program  

 

• Sustainability in the Orchards 

–CASP Program  

–Lifecycle Assessment  

–Water Footprint Research  

–Evolving Best Practices  

 

• Bringing Sustainability to Consumers  

–Reactive Communication  

–Consumer Insights 

–Proactive Communication  
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Background  
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The Scope of the  
California Almond Industry  

• Spanning 500 miles (804 km)  

• 6,800 growers and 105  handler/processors  

• 100% of U.S. production  

• 83% of worldwide production  

• Almond Board of California is a grower-
enacted “Federal Marketing Order” 
established in 1950 

• USDA provides oversight  

• Board and Committees all volunteers  

• Funded by assessment $.03/ lb and provides  
• Global Market Development  
• Scientific Research  
• Industry Education  
• Quality and Food Safety  
• Regulatory Issues  

 

 
 

Sources:  
*USDA National Agricultural Statistics Service, Pacific Region (NASS/PR ) 
**U.S. Department of Commerce, Foreign Trade Statistics  
***Agricultural Issues Center, University of California  
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Why California?  
• California is the most productive almond growing region in the 

world  
– Rich soil, water availability and infrastructure, innovative technology 

and research 

• California is known for some of the highest standards for 
environmental, food, and worker safety in the world  

GLOBAL MEDITERRANEAN CLIMATES: 

The Mediterranean climate is characterized by warm to hot, dry summers and mild to cool, wet winters  
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Family Farms 

91% 

More than 90%  
Family Farms 

Family Farms Other

74% 

Nearly 3/4 
Under 100 Acres 

<100 Acres Other

More than 6,800 total farms 
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Sustainable almond 
farming utilizes production 

practices that are 
economically viable and 
are based upon scientific 
research, common sense 

and a respect for the 
environment, neighbors 

and employees.   

The result is a plentiful, 
healthy and  

safe food product. 

The Almond Board of California’s  
Definition of Sustainability  

Social Equity 

Ecologically 
Sound 

Economically 
Viable 
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Research at the Almond 
Board… 
 
• …is the foundation for 

continuous improvements in 
growing almonds 
productively, safely, and in 
a way that is 
environmentally 
responsible.  

 

• Through ABC, California's 
almond community has 
been investing in research 
on topics related to 
almonds' sustainability  since 
1973 with a total investment 
of more than $50 million to 
date.   
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• Consistently 
funding and 
executing 
initiatives since 
1973 

 

• Info on specific 
initiatives is at 
almondsustainabilit
y.org  

 

Almond Industry 
Sustainability -Related 
Research  
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Sustainability 
in the 
Orchards:  
Research & 
Programming 
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California Almond Sustainability Program 
(CASP) 

• CASP encourages almond 
grower and handler self -
assessment surveys to track 
adoption of responsible farming 
practices  

• Current CASP modules (with 
more in development):  

– Efficient irrigation management  

– Nutrient management  

– Air quality  

– Groundwater quality  

– Energy efficiency  

– Ecosystem  

– Financial management  

– Pest management  
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Lifecycle Assessment (LCA)  

• Study funded by the Almond 
Board of California and the 
CA Department of Food and 
Agriculture Specialty Crops 
Block Grant Program  

• Two studies have been 
published to date based on 
almond LCA research 

• At baseline, our industry is 
offsetting about 50% of its 
carbon  

• We’re now researching ways 
to further this via improved 
management of inputs and 
outputs  
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California Almond Water Footprint Research Underway  
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Always -Evolving Best Practices  

• Good Agricultural Practices (GAPs)  

• Good Management Practices (GMPs)  

• Bee Management Practices (BMPs)  
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AIM Initiatives:  
Where can the almond 
community and ABC 
make a difference? 
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Communicating  
Sustainability to 
Our Audiences  
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In the Heat of California’s Drought:  
Communicating Simple Facts 
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Other communication during the 
drought…  

• Through Almond Board research programs, 
almond farmers have been funding water 
efficiency research since 1982 with over 90 
projects funded to date.  

• Over the past 20 years, almond growers have 
improved their water use efficiency by 33%, 
producing more crop per drop.  

• 83% of growers practice demand-based 
irrigation using a combination of weather data, 
tree demand data, and/or soil moisture data  

• 70% of almond orchards use micro-irrigation, 
decreasing water runoff, applying water directly 
in the root zone, and allowing for precise timing 
and rate of irrigation.  

California Almond growers are lead adopters in 
efficient irrigation technologies.  
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Social Media  
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Food Professional 
Section, Newsroom & 
Blog on Almonds.com  
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Recent Announcements 

• HONEY BEES USE ‘BEE PASTURES’ PLANTED BY ALMOND FARMERS AS ALMOND 
POLLINATION WINDS DOWN 

• ALMOND FARMERS RECOGNIZED FOR INNOVATION, LEADERSHIP 
• ALMOND BOARD OF CALIFORNIA EMBRACES LEADERSHIP ROLE AND PLANS 

FOR THE FUTURE 
• A PARTNERSHIP AS SWEET AS HONEY 
• WHOLE ORCHARD RECYCLING COULD BENEFIT SOIL QUALITY AND PROVIDE 

ADDITIONAL CARBON SEQUESTRATION 
• MODESTO ALMOND FARMER BANKS LOCAL STORMWATER 
• FOCUS AT ANNUAL ALMOND CONFERENCE IS CLEAR: ACCELERATED 

INNOVATION 
• GROUNDWATER RECHARGE: NOTHING NEW FOR FRESNO COUNTY ALMOND 

GROWER 
• ALMOND INDUSTRY LAUNCHES STRATEGIC PLAN TO ACCELERATE INNOVATION 

AND SUSTAINABILITY 
• CAN GROWING ALMONDS FIGHT CLIMATE CHANGE? 
• ALMOND INDUSTRY AND SUSTAINABLE CONSERVATION PARTNERSHIP 

EXPLORES ALMOND ACREAGE GROUNDWATER RECHARGE 
• ALMOND INDUSTRY INNOVATION IN ACTION 
• USDA FUNDS NEW PILOT PROJECT TO HELP ALMOND GROWERS GAIN GREATER 

ACCESS TO GREENHOUSE GAS MARKETS 
 
 
 

http://www.almonds.com/blog/bees/honey-bees-use-%E2%80%98bee-pastures%E2%80%99-planted-almond-farmers-almond-pollination-winds-down
http://www.almonds.com/blog/bees/honey-bees-use-%E2%80%98bee-pastures%E2%80%99-planted-almond-farmers-almond-pollination-winds-down
http://www.almonds.com/blog/orchard/almond-farmers-recognized-innovation-leadership
http://www.almonds.com/blog/about-almond-board/almond-board-california-embraces-leadership-role-and-plans-future
http://www.almonds.com/blog/about-almond-board/almond-board-california-embraces-leadership-role-and-plans-future
http://www.almonds.com/blog/bees/partnership-sweet-honey
http://www.almonds.com/blog/about-almond-board/whole-orchard-recycling-could-benefit-soil-quality-and-provide-additional
http://www.almonds.com/blog/about-almond-board/whole-orchard-recycling-could-benefit-soil-quality-and-provide-additional
http://www.almonds.com/blog/orchard/modesto-almond-farmer-banks-local-stormwater
http://www.almonds.com/blog/about-almond-board/focus-annual-almond-conference-clear-accelerated-innovation
http://www.almonds.com/blog/about-almond-board/focus-annual-almond-conference-clear-accelerated-innovation
http://www.almonds.com/blog/about-almond-board/groundwater-recharge-nothing-new-fresno-county-almond-grower
http://www.almonds.com/blog/about-almond-board/groundwater-recharge-nothing-new-fresno-county-almond-grower
http://www.almonds.com/blog/about-almond-board/almond-industry-launches-strategic-plan-accelerate-innovation-and
http://www.almonds.com/blog/about-almond-board/almond-industry-launches-strategic-plan-accelerate-innovation-and
http://www.almonds.com/blog/about-almond-board/can-growing-almonds-fight-climate-change
http://www.almonds.com/blog/about-almond-board/almond-industry-and-sustainable-conservation-partnership-explores-almond
http://www.almonds.com/blog/about-almond-board/almond-industry-and-sustainable-conservation-partnership-explores-almond
http://www.almonds.com/blog/orchard/almond-industry-innovation-action
http://www.almonds.com/blog/about-almond-board/usda-funds-new-pilot-project-help-almond-growers-gain-greater-access
http://www.almonds.com/blog/about-almond-board/usda-funds-new-pilot-project-help-almond-growers-gain-greater-access
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This Just In: Industry Award Nominations for Our 
Communications Efforts....  
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Talking with Our Consumer Target, Savvy Snackers  

“I probably snack about six times a day .” 

“I plan my snacks more than I plan for my meals .” 

“I 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. ” 
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For many Savvy Snackers , almonds are the go -to 
snack.  

“Almonds are just about the 
healthiest thing you can eat.” 

“Almonds are my favorite nut.” 

“Almonds are a  snack you can trust. 
So many things are good for you one 
day, and the next day they’re not. 
With almonds, you know  they’re 
healthy .” 

“I don’t look forward to eating 
carrots; I look forward to eating 
almonds!” 
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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) 
can erode their confidence in 
choosing to snack on almonds.  

“I don’t know if I’d stop eating 
almonds, but I might not feel as good 
about it .” 
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Even basic information 
about how and where 
almonds are grown is seen in 
a positive light.  

“It’s cool that we [the U.S.] are growing 

a product that so many people around 

the world are eating. ” 

“I had no idea how big and important 

the almond industry is to the economy. ” 

“I really like that they use all the parts of the 

almond so that there’s very little waste. ” 
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Our opportunity…  

• 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 almonds. 

 

• We have the opportunity not only to work to 
continually improve our industry’s sustainability for 
the future, but also to more pointedly share what’s 
currently happening. 
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New Campaign: Grow What You Know About Almonds.  
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30 
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THANK YOU! 
Molly Spence  

mspence@almondboard.com  
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Appendix  
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According to consumers, almonds are the top snack nut by 
far 

• Almonds continue to gain strength as the #1 nut associated with snacking in North 
America 

– Almonds gained 4ppts vs. 2013 to reach a 35% association with snacking 

– Peanuts and cashews were the #2 and #3 nuts at 21% and 19%, respectively 

 

 

23% 24% 

31% 

35% 

20% 19% 
21% 21% 

25% 24% 

20% 19% 

13% 14% 
12% 

10% 

7% 6% 6% 6% 
3% 4% 

4% 
3% 

2010 (n=2200) 2011 (n=2000) 2013 (n=2200) 2015 (n=2200)

Snack Association 

Almonds

Peanuts

Cashews

Pistachios

Walnuts

Pecans

Gap vs. PREV 
(2015 vs. 2013) 

Almonds                                     +4 

Peanuts - 

Cashews                                     -1 

Pistachios  -2 

Walnuts                                     - 

Pecans  -1 

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? 

ABC: 2015 North America AAU, Total NA Data (US & Canada) 
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Consumers rate almonds highly on a wide variety of 
attributes 
• Almonds were the #1 nut associated with the vast majority of attributes, with peanuts generally taking 

the #2 position. Walnuts’ higher scores in Canada helped boost their attribute ratings in North America. 

Nut Best Described by Attribute (n=2,200) 

Almonds 
Brazil 
Nuts 

Cashews Hazelnuts 
Macada

mias 
Peanuts Pecans 

Pine 
Nuts 

Pistachios Walnuts Other 
Don’t 
Know 

Healthy 37% 3% 7% 3% 3% 9% 4% 3% 8% 9% 1% 16% 

Nutritious 34% 3% 8% 4% 3% 11% 4% 3% 7% 9% 1% 17% 

Heart healthy 32% 2% 6% 4% 3% 8% 4% 3% 6% 10% 1% 22% 

Less greasy 29% 2% 6% 4% 4% 8% 5% 5% 9% 7% 1% 23% 

Helps with weight management 29% 2% 6% 3% 2% 7% 3% 4% 6% 6% 1% 32% 

Provides vital nutrients 29% 3% 7% 3% 4% 9% 4% 3% 6% 9% 0% 24% 

Provides energy 29% 3% 8% 3% 3% 16% 4% 2% 7% 6% 1% 21% 

Can be eaten ''on the go'' 29% 1% 13% 2% 2% 24% 4% 2% 7% 4% 1% 11% 

Has a great crunchy texture 28% 4% 10% 3% 4% 15% 6% 3% 8% 8% 1% 12% 

Perfect snack for me 28% 3% 16% 3% 3% 15% 4% 1% 11% 4% 1% 11% 

Good as a snack 27% 2% 14% 2% 3% 19% 4% 2% 11% 5% 1% 9% 

Convenient/easy to eat 27% 2% 13% 2% 3% 24% 5% 2% 7% 4% 1% 11% 
Can be used in a variety of 
products and/or ways 27% 2% 6% 4% 3% 20% 9% 4% 4% 12% 1% 12% 

Is a super food 26% 4% 6% 3% 3% 8% 3% 3% 8% 8% 1% 28% 

High in protein 26% 3% 9% 2% 2% 18% 4% 2% 6% 6% 1% 23% 
Q18: Which of the following nuts fits best with the statements below?  
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Even among other foods, almonds are very top of mind as a 
healthy snack – the #2 specific food consumers mention after 
apples 

• Almonds (5%) were the #2 specific food (after apples) that came to mind first when 
respondents were asked to list foods they felt were “healthy snacks” 

Q1a: What specific foods come to mind when you think about “healthy snacks”?  You may list up to five (5) foods. (Open-end) 

16% 15% 

8% 
5% 4% 3% 3% 3% 3% 2% 2% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 
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Top-of-Mind Awareness:  Healthy Snack First Mentions 
(n=1,650) 
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Almonds deliver high value for 
consumers – making them a 
top ingredient choice for food 
professionals 

• Snack nuts make up the majority (57%) 
of U.S. almond volume (2015 Nielsen) 

• Almond milk is now the #2 contributor 
to almond volume (2015 Nielsen) 

• Last  year total almond dollar sales rose 
6.4% (2015 Nielsen) 

• However, almonds comprise only 1.4% 
of all snacking occurrences in North 
America (NA Snacking Study 2013) 
meaning there is ample opportunity to 
tap into almonds’ popularity for new 
snack products 
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AIM Initiatives 

Water Management and Efficiency 
• Accelerating the transition of growers up an irrigation 

improvement continuum, maximizing “crop per drop”.   
• Adopting more advanced water management 

technologies. 
 

Sustainable Water Resources 
• Leveraging a unique strength of the industry, its 

acreage, for increasing groundwater recharge in 
aquifers.  

• Working to recycle municipal wastewater and other 
degraded water as a way of increasing overall water 
availability. 

 

Air Quality 
• Delving into the various ways almond production 

impacts air quality and evaluating options to decrease 
emissions. 

 

22nd Century Agronomics 
• Considering each component of almond farming to 

understand and adopt technologies that will lead 
California Almond farming into the 22nd century. 

 

 
 

Unconventional Alliances 
 

Sustainable Conservation 
Groundwater Recharge 

 
Environmental Defense Fund 

Carbon Market Protocols and Access 
 

Audubon Society 
Habitat for Songbird Migration 

 
Bee Informed Partnership 

Beekeeper Tech Transfer Teams 
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