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North America: 
The State of the Region in December 2016

It’s December…that time 
when we look back on 
what made the news in 

2016.
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What was disruptive in 2016?
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But you know, we all hunger for ways we can connect.
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Meanwhile in Canada…
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When it comes to food…
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Socially responsible purchasing

• 32% of consumers plan to make more socially responsible food 
purchases, almost double the percentage from 2012

• And plans have become reality among
• millennials (10.3%)
• families with children (7.5%)
• households with incomes above $75,000 (6.9%)

Deloitte research for GMA and FMI, 2016
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Big companies making dramatic changes

• Acquisitions

• Incubators

• Testing recipes in food trucks

• Severing ties with industry on GMO labeling

• Sustainability commitments

• “Change agents”

• Ag Water Challenge

• Weather surveying

• Paying farmers to go organic
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Wide spectrum of proposed 
sustainability solutions 

• Venture capital groups/funds/incubators comprised of conscious companies

• Urban shrimp farming to avoid Vietnamese slavery

• Edible packaging with a milk-based coating

• Cellular agriculture

• Bug eating and cockroach milk

• Microbe-related work

• Food Ink/3d printed food

• Nanotechnology

• Proliferation of plant-based innovation this year

• Hyper-local, closed loop communities
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Grab ‘em by the wallet
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The tribes

Newer tribes:

• Sugar-free
• Pegans
• Freegans
• Biohackers

Nutrition Business Journal/Packaged Facts/Mintel
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A continued war on science
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GMOs – a labeling compromise, but the war is not over
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“Above and beyond” – even at Aldi

• But how science 
based is it?
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Sustainability not covered in the latest Dietary Guidelines – so 
what’s next?
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Regarding almonds 
specifically…
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We’ve been addressing questions about 
how almonds & other foods are produced
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Opportunities for almond product innovation

• Sustainability needs

• Wide range of food tribe needs
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Almonds have 
new DVs, and 
a new nutrition 
label 
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Healthy!
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Video: 
The Almond Board’s Marketing Progress in 2016



Laura Morin, 
Sterling-Rice Group



EVOLUTION 
OF 

CONSUMER 
TARGET
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WHERE WE WERE…

Health 
Empowered

Food 
Involved

Heart 
Health
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Moved from heart health to a 

HEALTHY 
LIFESTYLE
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Shifted how we think about FOOD INVOLVEMENT

FOOD INVOLVED
Accomplished cook & entertainer

FOOD EXPLORERS
Creative in the kitchen & tries new foods
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Incorporated snacking behavior

Snack Choices Snack Occasions

almonds almonds
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Included 
YOUNGER
SNACKERS SNACKI

NG ON 
MORE 
FOODS, 
MORE 
OFTEN
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EXPERIEN
CE 
SEEKER
Concerts, museums, 
classes, events, 
enjoys traveling, tries 
new things

FOLLOWS A 
REGULAR 
EXERCISE 
ROUTINE
Cycling, running, 
hiking, swimming

Busy + Active
Home improvement, 

enjoys cooking, working 
in the yard

ONLINE 
ENTHUSIAS

T
Downloads recipes, 

blogs, podcast, photo 
share, sports, online 

banking

INCOME
Household income 
($64K+)

KEEPS IT 
FRESH
Eats a wide variety of 
fruits and vegetables

MEET SAVVY 
SNACKERS

Food Explorers      Health Seekers      Super Snackers



4 Segments within Savvy Snackers



Educated, involved and stimulated 
by many things, 

Super Foodies get 
energy by being around others, and 
enjoy hosting events or going out 
with friends.

10% of U.S. Adults 



Highly educated, urban dwellers, 

Health Nuts stay physically 
fit, always try to eat right and care 
about how they look. 

9% of U.S. Adults



Millennial parents who still care about 
the finer things in life, 

The Trendsters are a 
go-to source for all things hype and 
know that everything they wear, buy and 
do is a reflection of their status.

9% of U.S. Adults



Insatiable in their search of information, 

Informed 
Intellectuals are wealthy, 
care about the intricacies of how things 
work and seek out goods that are better 
for the environment.

12% of U.S. Adults



HOW DO WE 
CREATE 

AN 
EMOTIONAL 
CONNECTIO

N?



+ Protein

+ Fiber

+ Antioxidants

• Joy

• Empowerment

• Vibrancy

• Greater Good

FUNCTI
ONAL

EMOTI
ONAL
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Build advocacy among our loyal almond consumers

PERSON
The likelihood of 
them shoring their 
opinion with others

CATEGO
RYThe interest the person 

has in the category 

The strength of the 
brand interaction

EXPERIE
NCE

ARDENT
ADVOCA

TES



Melissa Mautz
Almond Board of Califfornia



The ABCs of Content Marketing
The Almond Conference 
Melissa Mautz
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It’s not just about

Digital Marketing Has Evolved

social strategy
digital strategy…

content strategy.

or

… it’s about an omnichannel
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Content Marketing Defined

Content marketing is a strategic marketing approach focused on 
creating and distributing valuable, relevant, and consistent content 
to attract and retain a clearly-defined audience — and, ultimately, to 
drive profitable customer action.

- Content Marketing Institute
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Know Your Audience
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It’s more than just “moms”
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Finding Your Content Gem?
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50 5
0

Best in Class: Patagonia catalog

social

mobile

email

web

eCommerce
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How This Works

Great content = 
More qualified 
engagement
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North America Program



Questions?
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