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Almonds are one of the most 
researched, healthiest foods.
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Mid-2000’s
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30 years of scientific research
built almond’s health halo

1992                  2003                                                           2023
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Almonds have a broad benefit set
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Countries with nut intake 
recommendations
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Transforming the impact of foods with science

FROM TO RESULTS

“Foods high in fat should 
be used sparingly” 

Recognition of the heart 
health benefit of nuts

Nuts featured as core 
component of healthy 
diets without total fat 
caution in Dietary 
Guidelines for Americans

Unable to use “healthy” 
claim due to total fat 
content

Recognition of the 
benefits of unsaturated 
fats

Nut-containing products 
able to call themselves 
healthy
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Pathway for increased almonds in federal guidelines

Dietary Guidelines Advisory Committee 
call out nuts as a core component of 
healthy diets.

WIC program allows nut butters and 
plant-based milks, yogurts and cheeses 
to qualify.
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All nutrient values are per 1 oz serving

USDA Nutrient Database for Standard Reference, Release 28, 2015; Ross, C.R. editors, et 
al. (2014). Modern nutrition in health and disease.

Almonds are a nutritional powerhouse
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Exercise Recovery + Physical Performance

Gut Microbiome + Digestive Health

Skin Health

Blood Sugar Regulation

Cognitive Health

Sleep 

Mental Health

Healthy Aging

Immunity

Beauty – beyond skin

Sustainable Nutrition

Cancer

Weight + Satiety

Heart Health

GROW PROTECT EXPLORE
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Skin Health Exercise/Fitness Gut Health

Research
Frontiers



Opportunity to Increase Almond Consumption

0

5

10

15

20

25

30

0

0.5

1

1.5

2

2.5

US INDIA ITALY GERMANY CHINA FRANCE SOUTH KOREA JAPAN

N
um

be
r o

f a
lm

on
ds

 p
er

 s
na

ck
 p

or
tio

n 

An
nu

al
 c

on
su

m
pt

iio
n 

in
 L

bs
Almond Consumption in ABC markets

Estimated per capita Consumption Portion size/# in snack:
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Nutrition Research 
Marketing 

D A R I E L A  R O F F E - R A C K I N D



A.

WHAT ACHIEVED MORE
MEDIA ARTICLES? 

B. C.
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Health = #1 reason people 
eat almonds.
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2024

US 66%

Mexico 90%

France 70%

Germany 63%

Italy 75%

China 66%

S. Korea 73%

Japan 61%

India 98%*

Global Avg 74%

7 out of 10 
consumers 
globally rate 
Almonds as 
VERY healthy.

Q6: Now please rate each of the following nuts on how healthy you believe they are on a scale of 

1-10, where 1 means not healthy at all and 10 means extremely healthy. (% rating almonds 8 or higher 

for being healthy on a 10pt scale)

*India % from Global Perceptions 2022
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Consumers rate Almonds as the healthiest nut. 

2011
(n=3,000)

2012
(n=3,500)

2013
(n=3,500)

2014
(n=3,500)

2015
(n=3,500)

2016
(n=4,000)

2017
(n=5,000)

2018
(n=5,000)

2019
(n=10,000)

2020
(n=10,000)

2021
(n=10,000)

2022
(n=8,472)

2024*

Healthfulness Ratings for Nuts – Global
Top-2 Box (9, 10 on a 10pt scale – Extremely Healthy)

Almonds

Walnuts

Pistachios

Hazelnuts

Pine Nuts

Cashews

Peanuts

Pecans

Macadamias

Brazil Nuts

Q6 : Now please rate each of the following nuts on how healthy you believe they are on a scale of 1-10, where 1 means not healthy at all and 10 means extremely healthy.
*Includes India ratings from Global Perceptions 2022
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Healthy 
food market 
is thriving.

Business Research Insights



We need to continue to drive Almond health 
message forward with… 

ConsumersFood 
Professionals

Health 
Professionals
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Food 
Professionals

MEDIA 
ADVERTISING 

RESOURCES

BULLETINS

TRADE SHOWS 
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Health 
Professionals

HEALTH 
CONGRESSES 
& EDUCATIONAL 
SESSIONS 

RESEARCH 
WEBINARS

SYMPOSIUMS
PATIENT 

RESOURCES

NUTRITION 
BULLETINS 
& RESEARCH 
UPDATES

PARTNERSHIPS

DIETITIAN 
INFLUENCER 
CAMPAIGNS
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Consumers
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Physical 
Performance

Multiple 
Benefits Beauty Nutrition Research

Social Media & Media Relations

Natural  Energy THE MOTHER OF ALL SNACKS RECHARGE YOUR DAY

Marketing campaigns focused on health tailored to each market.

OWN YOUR PRIME TOMORROW BEGINS TODAY LIVE HEALTHY, LIVE RADIANT

MULTIPLE HEALTH BENEFITS
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SNACKING

ENERGY THROUGH THE DAY

Educating younger audiences through bold campaign.

POST EXERCISE MUSCLE RECOVERY HEART HEALTH

BEAUTY

HAIRWEIGHT MANAGEMENT SKIN
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29



Own your Prime 
Campaign

EXERCISE RECOVERY
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EA College 
Football 25

EXERSICE RECOVERY
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1 . 5  B I L L I O N  S OC IA L  IM P R E S S IO N S

Nutrition Research Social Advertising

Mexico France Germany Italy South Korea Japan
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A. 10,400

WHAT ACHIEVED MORE
MEDIA ARTICLES? 

B. 6,800 C.  13,900
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13,900+ MEDIA STORIES
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13,900+ MEDIA STORIES
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13,900+ MEDIA STORIES
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13,900+ MEDIA STORIES
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13,900+ MEDIA STORIES
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Speaker: Phil Gowland (Whitworths)



NUTS. 
SAVE. 
LIVES.

Phil Gowland, 
Commercial Director & Director of Health, 
Whitworths



Globally, Bad Diets 
are now responsible 
for more deaths than 

smoking



£260bn
Source: The Food Farming and Countryside Commission (FFCC) report 2024, Centre for the Understanding of Sustainable Prosperity, Surrey University



We know that if the 
consumption of nuts 
increased; disease 

burden and diet 
related deaths would 

reduce!

Our truth…

Source: Health effects of dietary risks in 195 countries, 1990-2017: a systematic analysis for the Global Burden of Disease Study 2017













What we’ve done …

Nutrition Led 

Brand reposition
Reaching 16m on TV

Creating conversation 

to reappraise



What we’re doing!

Expert round tables
Building tools to 

educate
Lobbying for change





Fuelling Health, Reducing Disease.

We have urgency 

for change!
Nuts are a 

solution
It begins with one 

handful
The benefit? 

Saving lives.



Thank you
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Global Almond Cardiometabolic 
Roundtable and Next Steps 

for Nutrition Research

E L E N A  H E M L E R
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• Analyzed almond effects on cholesterol, blood pressure, body 

weight, blood sugar and gut health

• Gathered expert insights and recommendations for future 

nutrition research strategy

Global Almond Cardiometabolic
Health Roundtable
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C O N S U M IN G A L M O N D S  D A I LY:

• Does not result in weight gain; associated with slight 

weight loss

• Reduction in LDL cholesterol levels

• Reduction in diastolic blood pressure

• Improvements in blood sugar (among Asian Indians 

with prediabetes)

• Increase in beneficial gut bacteria (prebiotic effect)

Consensus achieved between 
Cardiometabolic Roundtable experts 
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C o n v e r t  m e d i c a l ,  a c a d e m i c  a n d  p o l i c y  

e x p e r t s  t o  a l m o n d  a m b a s s a d o r s  t o  

a m p l i f y  a l m o n d  h e a l t h  b e n e f i t s  a n d  

u l t i m a t e l y  i n c r e a s e  c o n s u m p t i o n  

The Goal
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Physical Performance
& Exercise Recovery

Gut 
Health

Immune 
Health

Skin 
Health Weight

Diabetes
Mental Health 

& Cognition Cancer Sleep

2025 Expected New Nutrition 

Research Results
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Nutrition Research

Committee
MEMBER S

A LT ERNAT ES

Christine Gemperle
Blue Diamond Grower

George Goshgarian
Goshgarian Enterprises

Bobbie Williams
WMD Farming

Gabriela Chavarria
Harris Woolf Almonds

Liz Kimball
Blue Diamond Growers

Sharon Hawley-Crum
Crum Family Ranch, LLC

Ken Rapp

Cynthia Machado
Blue Diamond Growers

Kurt Waananen
Chair 

Blue Diamond Growers

Cathy Marsh
Vice Chair

Joseph M. Marsh

Kathy Wiemer
Nutrition Edge, LLC



December 2021Almond Board Global Marketing64

2024-2025 Global Market Development Committee
M EM BE RS

Indicates BOD

Member or Alternate

Craig Duerr
Chair

Campos Brothers Farms

Maya Erwin
Vice Chair

Blue Diamond Growers

Laura Gerhard
Blue Diamond Growers

Darren Rigg
Minturn Nut Company

Jared Smith
Fisher Nut Company

Paul Ewing
RPAC Almonds

Keith Kwan
Taylor & Sims, Inc.

Ranjeet Pradeep
ofi

Chris Cummings
Blue Diamond Growers

Adriana Devis
Blue Diamond Growers



2024-2025 Global Market Development Committee
A LT ERNAT ES

Indicates BOD

Member or Alternate

Andrew Downie
South Valley Farms

Loretta Kelly
Blue Diamond Growers

Brian Wahlbrink
Sperry Farms

Mark Masten 
Treehouse California 

Almonds

Mani Pandher
Dhanoa Farms, LLC

Raj Samran
Hilltop Ranch

Eric Tinson 
Blue Diamond Growers

Christopher Corales
Blue Diamond Growers

Katie Staack
Grizzly Nut

Bobby McCuan
Blue Diamond Growers



A L M O N D S .C OM

• Infographic

• Press materials

• Photography

• Health Professional/Patient resources

• Topical guides

• Nutrient comparison charts

• Claims documents

Resources you can use
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GROWER BREAKFAST: Game Changers in Global 
Marketing
W E D N E S D AY,  D E C .  11 ,  8 :0 0  -  9 : 3 0  A . M .
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• Enhance consumer awareness

• Support a favorable nutrition regulatory environment 

• Stimulate innovation and product development

• Enhance industry credibility 

• Improve public health 

W E  C A N  A L L C O N T IN U E  T O U S E  T H I S  

B O D Y  O F  R E S E A R C H  TO :

Our industry’s investment in 
nutrition research has been and 
will continue to be pivotal in 
growing demand
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Q&A Session
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