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Media outreach educates reporters – as well as their 
readers and viewers – on the powerful potential of 
The Original Supernut. This fall, American Pecans 
landed a feature on MSN.com, with a potential 
reach of 3.1 MM consumers.

Why pecans might 
be America's next

As kids hit the books, American Pecans hit the airwaves. 
Registered dietitians in Atlanta and Boston shared 
quick and nutritious options for backpacks and 
weeknight meals, reaching almost 200,000 viewers. 

Broadcast
Back-to-school

FOOD

“

”

Beyond a couple of dishes, 
what are pecans good for?  
Plenty, as it turns out.”

“



Showcasing pecans’ plant-based protein 
broadens our engagement with a growing 
group of plant-based eaters. Thanks to targeted 
social media content, our cost per consumer 
engagement was only a very efficient 5 cents! 

power
Plant-based

“I could eat that. wow!!”

“I am going to make it 
 on Friday or Sunday!”

Sharing pecans alongside salmon, a well-known heart-smart food, helps consumers connect 
pecans with other nutritious options. 90% of clicks to our Pecan-Crusted Salmon recipe 
came from people searching for salmon recipes online! 

Pecans + Salmon =

Our “Meal Plans Kids Love” meal 
plan accounted for more than half 
of all pageviews of our Superweek 
website section as moms search for 
nutritious inspiration for a busy 
back-to-school season.
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