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Message from the Executive Director
2019 – 2020 will go down in history as one of the 
most unique, and consequential moments in our 
lifetime. Considering what the industry has 
endured in the last three years is incredible, then 
add a pandemic to the mix, and all “norms” are 
thrown out the window. However, despite these 
challenges, the pecan industry saw a successful 
year. The year could be broken down into two 
segments. The pre-pandemic (October – March) 
and the beginning of the pandemic (March – 
September). With the implementation of the 
strategic plan and expansion of marketing 
activities in both domestic and international 
markets, the pecan industry saw success in several 
areas. These successes include increases in 
consumer awareness, consumption, and 
shipments, despite the challenges of the 
pandemic.

For the first time, pecans were the number one 
nut that consumers thought of in November of 
2019, beating almonds. Additionally, pecans went 
from 12% to 32% top of the mind awareness. In 
three years, consumers were giving pecans top 
ratings. Additionally, for the first time, pecans 
were the number two nut on consumers’ minds in 
the fourth quarter of 2019. Pecans, for the first 
time beat walnuts, pistachios, and cashews. 
Consumption was up over 33% in one year and 
12% since the federal marketing order begun. In 
short, the marketing order works!

Then, in March 2020, the industry and the world 
faced one of the greatest generational challenges 
– COVID-19. With a series of lockdowns, 
quarantines, food service and restaurant closings, 
the industry lost a significant market for their 
crop. However, consumers turned to more 
cooking at home, and looked for healthy snack 
alternatives. As a result, recipes and the APC 
website saw increased traffic and consumers were 
asking for more information. APC continued to 
push its digital marketing and advertising efforts 
and as a result, despite the pandemic, 
consumption was not lost but gained and 
shipments were still above the prior year.

Also, in 2019 – 2020, the APC reduced the 
number of required reporting forms and moved 
to an online reporting system. The new system is 
easier for the industry to report its monthly 
numbers, while providing a format for growers to 
see the shipments, inventory, and net position of 
the crop. Unlike other reports, the APC numbers 

are audited and failure to report on time will 
cause actions to be taken by USDA. This 
reporting system has really assisted the industry 
on getting real numbers and keeps the industry 
on track in reporting correctly.

Additionally, the APC has mapped all pecan 
acreage in all 15 producing states, giving the 
industry an honest reporting of actual pecan 
acreage. This is state of the art satellite imaging 
of pecan orchards and gives the industry a real 
time perspective of actual acres of the industry.

to date, the Federal Marketing Order is working. 
Without these programs, market conditions 
could be much worse. However, the industry is 
resilient and rises to every challenge presented. 
The pecan industry is a patient, hardworking, 
family-oriented industry. Like all previous tests, 
the industry continues to become stronger 
through these times. On behalf of the American 
Pecan Council, and the American Pecan Council 
staff, I would like to present the 2019 – 2020 
Annual Report. As always, it is a privilege to serve 
the pecan industry. Here is to a better and 
successful 2020 – 2021 season!

Sincerely,

Alexander J. Ott
EXECUTIVE DIRECTOR
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Message from the Chairman of the Council

When I was in the sixth grade (a while ago), the 
principal began each day over the loudspeaker 
with a saying that was meant to make us think. Of 
all the sayings in my elementary school days, I 
remember only one, but it has rung in my ears 
more than once in days since. It is a reminder of 
not only how I look at myself but also how I view 
others and the circumstances around me.  

 “I complained about having no shoes until I met 
a man who had no feet.” 

 The saying elicits a number of questions to me 
that only I can answer: 
• Is my attention focused solely on me or others 
also? 
• Am I a victim or a victor? 
• Do I take for granted my blessings? 
• Am I entitled or appreciative? 
• Am I part of the problem or part of the solution? 

Welcome to farming, specifically pecan farming, 
in recent seasons. How each of us has dealt with 
the circumstances within our industry determines, 
to a great deal, where our attitude is today. 

In 2016, the U.S. pecan industry voted and took a 
bold step forward to begin an experiment to 
bootstrap the promotion of our commodity 
through a Federal Marketing Order. The national 
consumer audience had heard little about pecans 
other than pie at Thanksgiving and butter pecan 
ice cream. We chose to invest our own money, 
not tax-payer funds. We chose to employ a 

full-time staff to go to work for us 12 months out of 
the year. We chose to hire professional marketing 
firms, qualified research contractors, and expert and 
experienced analytical firms – none of these efforts 
had been done before on this scale for pecans. 

Those of us in southern and southwestern U.S., being 
quite familiar with pecans, did not fully realize the 
scope of the task ahead. When the professionals 
analyzed our markets, we soon came to understand 
that “AWARENESS” of pecans to the consuming 
public was our initial and biggest challenge.   

With that wake-up call, the challenge has been 
largely met in three short years. In just one measure 
of that success,  
Pecans are now the 2nd most recognized nut 
nationally (almonds are 1st ) by consumers as 
measured by the national media. Before the 
American Pecan Council began the “Original 
Supernut” campaign, pecans ranked 5th behind 
almonds, cashews, walnuts, and pistachios. 

Other challenges have come from outside the pecan 
industry. You know - I do not need to recount or 
remind you of them here. However, that 
“pocket-book reality” begs two questions –  
1) How much farther down the economic road would 
our industry be had we not had these unexpected 
headwinds and  
2) How much worse off would we be had it not been 
for our “bootstrap marketing” efforts initiated with 
investment from the FMO?  

Now back to my introductory statement, with a 
somewhat introspective reflection: 
“I complained about having no shoes until I met a 
man who had no feet.” 
“I complained about pecan prices until I met a man 
who had no market.” 

Without a crystal ball, I cannot answer either of the 
two questions posed above.  What I can say with 
certainty, however, is this – no one is going to tell our 
story for us.  
 
We can either “let the future just happen to us”, 

or 
 We can “impact our future by being actively 

involved to influence it.” 

B. Michael Adams
CHAIRMAN OF THE COUNCIL
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Our Roots...
A BRIEF HISTORY
OF THE FMO

The American Pecan Council (APC) is a Federal Marketing Order 
(FMO) established under the Agricultural Marketing Agreement Act 
of 1937. It was established by a vote of the growers in November 
2016. Every five years, the growers can vote to continue the APC, 

making it one of the purest forms of a local government the industry 
has at its disposal.

The APC is only one of 29 FMOs 
in the U.S. FMOs are voted in by 
the growers, and Council 
members are elected by the 
industry. The Council votes for 
its assessments, policies, 
standards, marketing, research, 
and budget. After five years, the 
growers, and only the growers, 
have the ability to vote to 
continue the FMO. Other 
government bodies do not have 
this type of local government 
aspect. The APC provides direct 
grower and industry input for 
the industry.
Conversely, the APC is also an 
extension of the US Department 
of Agriculture (USDA).
Meaning, we have a level of 
oversight that USDA provides in 
order to ensure certain aspects 
of the industry do not take 
advantage of other members of 
the industry. It also allows USDA 
to provide supervision, to 
ensure that the industry is 
following all necessary 

“government speech” rules and 
regulations. Additionally, by 
allowing shellers to sit on the 
board, the APC can collect 
assessments from the handlers, 
placing less burden of 
paperwork on the grower while 
providing a surveillance 
mechanism to ensure that 
shellers are reporting the 
industry information properly 
and accurately. Failure to report 
correctly may result in penalties. 
This system of uniting growers, 
shellers, and accumulators 
makes the American Pecan 
Council the largest and broadest 
pecan body in the U.S. 
Additionally, with USDA 
oversight, it makes the APC 
government and provides the 
industry with a powerful tool.
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THE JOB DUTIES OF AN FMO ACTIVITIES APC CANNOT DO

... SO WHAT EXACTLY 
CAN THE APC DO?

These activities are permissible and required 
under the Federal Marketing Order. 
However, it should be noted that all 
activities, including promotion and 
messaging must follow all USDA rules and 
regulations and must be approved by the 
USDA. The Council sets priorities for each of 
these five areas and then establishes a 
budget for each section. All activities, once 
approved 12 by the Council, move to USDA 
review and approval to ensure that a specific 
group does not directly benefit solely on the 
activities approved or funded and that the 
activities meet both the FMO requirements 
and USDA rules and regulations. This 
oversight, as mentioned earlier, is the extra 
check and balance for the industry in order 
to ensure that the Council does not overstep 
its authority.

There are specific items that FMOs may 
do. The American Pecan Council is allowed 
to conduct the following activities:

• Domestic and International Promotion and       
Marketing
• Research
• Grades & Standards
• Compliance 
• Data & Statistics

There are specific activities that the 
American Pecan Council may not conduct. 
These include:

• Set prices
• Lobby
• Buy or sell product
• Promote one company over another

These activities are not permissible under the 
FMO and will not be approved by USDA. 
However, other entities, associations, or 
“tools” have these abilities. Thus, they 
should be handled by other pecan 
organizations.

As mentioned earlier, FMOs are one critical 
tool in the toolbox. Without the FMO, 
standards, marketing and promotion, 
research, and data would go away. These 
activities that are now
being conducted, are establishing for the 
first time, an opportunity for the industry to 
have transparency, and ultimately, have data 
to make critical marketing decisions. The 
FMO provides
an opportunity for everyone to play by one 
fair set of rules for standards. Furthermore, 
the FMO provides an opportunity to unite 
the industry under one organization and one 
message, paving
the way for everyone to work together 
toward a common goal: Increasing 
awareness and demand for pecans.
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MEMBERS
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APC STAFF

EXECUTIVE DIRECTOR
Alexander J. Ott

aott@americanpecan.com

DIRECTOR OF 
MARKETING & 

REGULATORY AFFAIRS
Jeff Smutny

jsmutny@americanpecan.com

ASSISTANT DIRECTOR 
OF MARKETING & 

INDUSTRY RELATIONS
Julianna Keck

jkeck@americanpecan.com

OPERATIONS MANAGER
Deborah Barnett

dbarnett@americanpecan.com

DIRECTOR OF INDUSTRY 
RELATIONS
Emma Garner

egarner@americanpecan.com

INDUSTRY RELATIONS 
ASSISTANT

Kristi Mosquera
kmosquera@americanpecan.com
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STATEMENT OF FINANCIAL POSITION:
FISCAL YEAR ENDED SEPTEMBER 30, 2020

ASSETS
Current Assets:
     Cash and Cash Equivalents                    $5,060,954
     Accounts Receivable                $631,375
     Prepaid Expenses                   $92,181
   
     Total Current Assets             $5,784,510
  
Fixed Assets:
     Property, Plant and Equipment        $39,350
     Less: Accumulated Depreciation                (18,161)

     Total Fixed Assets            $21,189

Other Assets:
     Security Deposit             $5,875
       
     Total Other Assets               $5,875

TOTAL ASSETS:               $5,811,574

LIABILITIES

Accounts Payable                 $411,061
  
     Total Current Liabilities               $411,061 
      
TOTAL LIABILITIES:              $411,061

NET ASSETS

Without Donor Restriction                     $5,400,513 

     Total Net Assets                     $5,400,513

TOTAL LIABILITIES AND NET ASSETS      $5,811,574
14



STATEMENT OF EXPENSES 2019-2020

EXPENSES

General Administrative                            $1,043,618
Compliance                   $188,637
Industry Relations                 $314,346
Marketing                $4,987,783
International Relations        $677,210
Standardization          $116,710
Research                    $40,000
  
TOTAL ASSETS:               $7,368,304

REVENUES           $7,502,036

EXPENSES           $7,368,304

NET ASSETS ENDING            $5,400,513
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APPROVED BUDGET EXPENSES 2020-2021

EXPENSES

General Administrative                            $1,425,000
Compliance                   $266,000
Industry Relations                 $925,400
Marketing                $6,715,000
International Relations             $1,968,000
Standardization          $315,108
Research                  $100,000
Contingency            $26,892
  
TOTAL:                                   $11,741,400

REVENUES                 $11,741,400

EXPENSES               $11,741,400

NET ASSETS ENDING            $5,400,513
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IN A NUTSHELL Issue 28

OCT 2019

Since the creation of the American Pecan Council (APC) under 
the Federal Marketing Order in 2016, we have made 
significant strides uniting as an industry and building the 
consumer brand of American Pecans, The Original Supernut™.

As part of our commitment to keeping industry informed, we 
are excited to announce this month’s launch of our first ever 
printed newsletter. Look out for a copy in your mailbox or
sign up by visiting AmericanPecan.com and filling out the 
“Industry Registration” form. You can also email us at 
industry@americanpecan.com or call (817) 916 - 0020 

OCTOBER 3 ,  2019

Florida Pecan Field Day 
& Florida Pecan Growers 
Association Annual Meeting
Monticello, FL
 
OCTOBER 17 -19 ,  2019

PMA Fresh Summit 
Convention & Expo
Anaheim, CA
 
OCTOBER 21 -25 ,  2019

DC Commodity Board Roundtable
Washington, D.C. 
 
OCTOBER 26 -29 ,  2019

FNCE | Food & Nutrition 
Conference 
& Expo
Philadelphia, PA
 
NOVEMBER 19 ,  2019

TNA & NDFTA U.S. Nuts & Dried 
Fruits Conference
London, UK

A P C  O N  T H E  M O V E

On August 20, 2019, industry held its second annual Pecan 
Congress in Dallas-Fort Worth, followed by a Council 
meeting on August 21. Nineteen out of twenty-one Pecan 
associations attended workshops touching on: social 
media,  crop protection programs, satellite imaging and 
international and legislative issues. 
 
The congress is set to meet again in April 2020 in 
Dallas-Fort Worth, and details will be shared once available.  
 

PECAN CONGRESS
HOLDS 2nd MEETING

Introducing America to 
the Original Supernut

APC Gears Up for the Holidays 
Nothing gets consumers more excited than seeing familiar 
food in a new form. As part of our holiday season campaign, 
American Pecans is reinventing a holiday tradition by 
serving up an entire pecan-inspired Thanksgiving feast in 
one pie. We are partnering with well-known pie bakers, the 
Elsen sisters, to create the “Thankseverything Pie” with each 
slice featuring a savory pecan recipe.

More information will be shared in the coming weeks. 
Sign up at AmericanPecan.com to get the latest updates. 
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THE APC Introduces

This holiday season, the American Pecan Council (APC) is inspiring consumers to 
use pecans beyond dessert. We’ve introduced the Pecan ThanksEverything Pie, a 
unique culinary creation offering a complete holiday meal in one dish. The pie 
features eight slices, each representing a different recipe using pecans as the star 
ingredient. To learn more, visit AmericanPecan.com/ThanksEverything.

Also, check out the Industry Toolkit at AmericanPecan.com (password: pecans18). 
You’ll also find campaign resources such as printable recipes, social media cards, 
and a promotional flyer. 

With the start of harvest, we have seen increased coverage regarding the pecan 
industry and the impacts of India. There are many questions circulating about the 
industry’s next steps and what the APC will do about opening this market. 

The APC has submitted a proposal for the Emerging Markets Program (EMP) to 
address current constraints, promote demand and build market share within the 
country. EMPs help U.S. organizations such as the APC promote exports of U.S. 
agricultural products to countries that have – or are developing – market-oriented 
economies and have the potential to be viable commercial markets.  

With the submission of the EMP, the APC is examining market share and building 
demand in India in order to assist with increasing American pecan exports. This 
program is still in its infancy and the APC will continue to update industry as the 
project moves forward. If you have any questions regarding the EMP or the market, 
please contact our office. 

Exploring a New Market
for American Pecans: 

India 

IN A NUTSHELL Issue 29

NOV 2019
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On November 7, American Pecans introduced the Pecan ThanksEverything 
Pie, a unique culinary creation offering a complete holiday meal in one dish. 
In support of the holiday marketing campaign, we released a custom article, 
“Reinvent your holiday meals using one simple ingredient,” to news outlets 
nationwide. The piece focuses on pecans’ versatility, as the perfect 
ingredient to add to festive dishes. 

Two recipes from the Pecan ThanksEverything Pie are included as 
stand-alone side dishes – Squash, Pecan and Sausage Stuffing and Roasted 
Veggies and Potato Mash with Toasted Pecans. Articles have run in print 
and online news outlets nationwide, including San Francisco Gate, Houston 
Chronicle, and Austin American-Statesman. The article will continue to run 
throughout the holiday season. 

If you catch the article in your local paper, let us know! You can also find the 
recipes at AmericanPecan.com/thankseverything.  

IN A NUTSHELL Issue 30

DEC 2019

Last month, APC leadership visited with international marketing representatives, retailers, 
associations, and the USDA in Germany and the United Kingdom. There is buzz about the 
future of pecans in the European Union, as EU consumers are expressing a desire for 
healthy snacks that fit into their on-the-go lifestyles.  

APC Executive Director Alex Ott presented at the United States Embassy in London to 
the EU’s largest retailers and food service firms, and the native nut key messaging and 
commitment to sustainability resonated very well with those in the audience. There was 
also encouraging interest from retailers and wholesalers intrigued by packing pecans for 
mobile snacking.

The APC’s International Committee will be posting a Request for Proposals (RFP) for U.S. 
contractors to manage the international marketing efforts for the pecan industry. This is a 
transition condition of the USDA’s Foreign Agriculture Service as the APC takes over the 
management of the Market Access Program. We look forward to welcoming international 
partners to help promote American pecans in our targeted markets.

Meals with Pecans 

Reinventing

Holiday
Across the Pond
Pecans:
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The start of the year brings a renewed focus on 
healthy living, and our marketing efforts are 
promoting pecans as the powerhouse, superhero 
ingredient for nutritious meals and smart snacking 
options. Be sure to follow us @AmericanPecan for 
fresh social media content you can use for your 
own business.

In addition to social media, keep an eye on 
AmericanPecan.com and APC emails for updates 
on our next big campaign, launching in early 
February. Through new online content, we will 
show how the nutrition, taste, and versatility of The 
Original Supernut™ can save the day for busy, 
health-conscious consumers.

IN A NUTSHELL Issue 31

Jan 2020

Introducing the
Newest Campaign
from American Pecans 

Our holiday campaign, the Pecan ThanksEverything Pie, officially wrapped as the 
year came to a close. The campaign was one of our most successful to-date, 
and generated media and social media buzz throughout the holiday season. 

The pie was met with excitement from major food and lifestyle outlets popular 
with our target audience of Gen X and Y moms, who often turn to these 
publications for entertaining inspiration. Media outlets such as Thrillist, 
Reader’s Digest, Good Housekeeping, Rachael Ray Every Day, Delish and 
more ran stories or posted on social media about the Pecan ThanksEverything 
Pie, and highlighted the many ways to incorporate pecans into holiday meals. 

This Gorgeous 
Pie is Your 
Favorite 
Thanksgiving 
Dish in Each Slice

The Best 
Thanksgiving 
Pies You 
Can Buy

This Pie Is An Entire 
Thanksgiving Meal 
In One, So There’s 
No Need To Cook 
This Year

Rounding out the 

Holidays 
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IN A NUTSHELL Issue 32

FEB 2020

In
troducing

This month, American Pecans launched The Superpowers of Pecans marketing 
campaign, designed to drive pecan purchase by educating consumers on the 
pecan’s nutrition benefits in an attention-grabbing way. The campaign showcases 
an engaging series of comic strip-styled content featuring pecans as nutrition 
superheroes that support and fuel consumers. 

The Superpowers of Pecans is shared on American Pecans’ social channels, and 
advertisements on social media platforms are directly targeting Gen X and Y 
moms. Each piece of content highlights how delicious, nutritious and versatile 
pecans can “save the day.” 

Superpowers aren’t just for consumers – they can power your business, too! Take 
advantage of The Superpowers of Pecans campaign by checking out the Industry 
Toolkit at AmericanPecan.com (password: pecans18). You’ll find campaign resources 
such as printable stickers, a promotional flyer, a social media graphic and a superhero 
mask and coloring sheet.

Use the resources within the Industry Toolkit to educate your own customers, family 
and friends on the nutrition benefits of American Pecans. Print the mask and coloring 
page as an activity for kids at your farmer’s market booth, at your retail store, or to 
help with local outreach programs. The stickers are great for packaging, kids’ 
activities and more! Print the downloadable resources at home or a print shop. 

Imagery for social media can be downloaded from The Superpowers of Pecans Toolkit 
page or from the Social Assets Page. You can also share content directly from APC’s 
social channels @AmericanPecan to promote on your personal and business channels. 

Questions about how to use the assets? 
Email us at industry@americanpecan.com or call 817-916-0020. 

Newest Industry Resources

Pecans work undercover, disguised by their rich, buttery texture and 
naturally sweet taste. But they’re loaded with hidden nutrition superpowers.

Kids can cut and color The Original 
Supernut mask to become superheroes, too!

The Superpowers of 

Pecans
The Superpowers of 

Pecans
The Superpowers of 

Pecans

your mealSyour mealS

THE original supernut
with

Discover all The Superpowers of Pecans at AmericanPecan.com
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This kind of engagement not only puts a sample of tasty and fresh pecans 
in the hands of interested consumers, but drives brand awareness and 
loyalty in a tangible and exciting way. 

Note: This program will resume following the nationwide response to COVID-19.

Superpowered
Surprises

American Pecans is reaching out to 
social-savvy consumers with some 
super surprises this month! When an 
individual comments on a social post 
from American Pecans during The 
Superpowers of Pecans campaign, 
they could be offered a 
Superpowers Package, complete 
with American Pecans resources and 
a “cape-ron” – a fun twist on a 
traditional apron designed for both 
cooking and to be worn as a cape for 
play! They will also receive a small 
bag of fresh pecans, along with 
encouragement to post on social 
media about their favorite ways to 
eat The Original Supernut™.
 

IN A NUTSHELL Issue 33

MAR 2020

Lorem ipsum

Last month, American Pecans 
introduced The Superpowers of 
Pecans marketing campaign, 
designed to drive pecan 
purchase by educating 
consumers through a series of 
comic strip-styled content 
featuring pecans as nutrition 
superheroes.

In support of the campaign, we 
released a colorful graphic 
called “Elevate Meals with the 
Nutrition Superpowers of 
Pecans” to educate readers on 
the nutritional value of pecans. 
The graphic includes data about 
how consumers try to balance 
their busy schedules with 
nutritious eating habits, some of 
the struggles they face in doing 
so, and of course, how pecans 
can help. 

The eye-catching visual – which 
shares the superhero look and 
feel of the Superpowers 
campaign – was shared in print 
and online news outlets across 
the country.

Elevating
All Meals
with Pecans

 JOIN US FOR UPDATES 

APRIL  21 ,  2020
Pecan Congress Conference Call
Visit AmericanPecan.com for details
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During the recent weeks of experiencing a 
“new normal,” have you spent more time 
cooking and baking? If so, you’re not alone, and 
American Pecans is here to help. We are 
inspiring consumers to take any meal or snack 
from standby to super standout simply by 
adding pecans. The Super-fy campaign demon-
strates pecans as a useful kitchen staple to 
make dishes more delicious and nutritious as 
families cook and eat more meals at home.

We are reaching out to local and national 
media to share pecan recipes and nutrition 
information to inspire consumers as they look 
for new recipes to try during the duration of 
their stay-at-home orders. The campaign also 
includes posts to our American Pecans social 
media platforms to share inspiration our target 
audience is currently seeking – like baked 
goods, recipes with simple instructions so kids 
can help and learn in the kitchen, and ones 
using readily available kitchen staples.

Rethinking
Family-Favorite Meals

Encourages Families to 
Get Creative in the Kitchen  

Earlier this month we released an article 
called “Family-friendly ways to rethink 
favorite recipes” to showcase the 
versatility of pecans, which add nutrition, 
flavor, and texture to any recipe. 

The content is based on research that 
shows moms want quick but nutritious 
weeknight meals as they look towards 
more creative and resourceful ways to 
cook at home. This is especially relevant 
in this season of increased at-home dining 
and busier-than-ever schedules with the 
demands of first-time homeschooling. 

The article encourages consumers to try a 
few of our popular recipes, including 
Pecan Chicken Meatballs, Chinese 
Chicken Salad with Pecans, and Pecan 
Banana Bread. You can find these recipes 
on AmericanPecan.com. The article also 
reminds home cooks to store pecans in 
the refrigerator or freezer to keep them 
fresher longer. 

In addition to running in news outlets 
such as The Oklahoman, St. Louis 
Post-Dispatch, Arizona Daily Star and 
Forth Worth Business Press, the 
article is being widely shared across 
social media platforms.  
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quaraNtine cook-off

Pecan Partners are Back
Top-performing

This summer, American Pecans is partnering with Live Naturally, Kroger’s in-store 
magazine, by sponsoring the publication’s national “Quarantine Keto Cook-Off” 
online contest. The Cook-Off challenges readers to submit their most delicious and 
unique keto diet-friendly recipe using ten ingredients or fewer. Winners can receive 
cool cooking gadgets such as an Instant Pot, Air Fryer, or Paderno Spiralizer. 

The engagement delivers on APC’s goal of promoting pecans as a nutritious 
choice that fits a variety of lifestyles, such as the keto diet, which focuses on low 
carb and high protein. Compared to other major tree nuts, pecans are among the 
lowest in carbs (4 grams) and the highest in fiber (3 grams) per serving. 

The contest will be promoted in the grocery store magazine, which is available in 
store and included with delivery and pick-up orders. The American Pecans logo will 
also be promoted to consumers via paid search and paid social during the contest, 
increasing brand visibility to new consumers. 

To learn more about the contest, email us at industry@americanpecan.com.

American Pecans continues to work with bloggers and social 
media influencers to share nutritious pecan recipes with their 
readers. This summer, we are reengaging with some of our most 
successful Pecan Partners, including Julie Fagan of PB Fingers 
and Andie Mitchell. 

Andie Mitchell’s Farro with Pesto, Tomatoes and Pecans is the 
perfect summertime side dish, and her Chocolate Cream Pie with 
Pecan Crust is a twist on her husband’s favorite dessert and 
hitting the blog just in time for Father’s Day. Julie Fagan’s 
Chopped Broccoli and Brussels Sprouts Salad with Honey 
Mustard Vinaigrette is a vibrant and nutrient-dense side dish. This 
salad will stay fresh for multiple days in the refrigerator – perfect 
for meal prep, or a quick and nutritious snack option. 

Let us know if you try one of these or other American Pecans 
recipes - email us at industry@americanpecan.com. 

American pecans sponsors
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Plant-based

twists
As plant-based eating continues to 
grow in popularity, it offers a strong 
opportunity for us to share pecans as a 
plant-based protein option.

We showed readers around the country 
how they can easily add pecans to 
their classic summer dishes through our 
article, Plant-Based Twists to Classic 
Summer Dishes. The article ran 
online and in print papers nationwide 
more than 2,400 times. Let us know if 
you try one of these or other 
American Pecans recipes – email us at 
industry@americanpecan.com.  

Mediterranean Pecan Pasta Salad 
(above), Grilled Cauliflower Steaks with 
Pecan Pesto (top)

Campaign Success 

Since some brands paused paid social efforts at the onset of COVID-19, there 
was less competition for social media advertising space. Thanks to less 
competitions and lower costs, as well as increased consumer social media 
consumption, we had a highly cost-efficient and successful campaign. In fact, a 
Superpowers smoothie post was viewed by more than 22 million people, the 
most ever for a single social media post for American Pecans.

on your classic summer dishes 

Our recent Superpowers of Pecans marketing 
campaign was a great success, including some 
our best-yet ROI on paid social media and 
search advertising. As Americans spent more 
time online and at home, our digital-first 
approach paid off. 
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Grades & Standards
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INSHELL & SHELLED MEATS STANDARDS

The Council sought to update the previous 
shelled meat and inshell pecan standards to 

align with current industry practices and 
terminology as they had not been revised for 
roughly 50 years. The revised shelled meats 

standards were approved by the Council in the 
December 18, 2018, Council Meeting. The 

Inshell standards were approved by the Council 
in the August 21, 2019, Council meeting. APC 

submitted the both revised standards as a 
package to USDA. APC staff worked with USDA 

to ensure the standards aligned with USDA 
guidelines. USDA has continued to review the 
standard. Once finalized, the standards will be 

published in the Federal Register for public 
comment.

76



QUALITY ASSURANCE PROGRAM

Background - In 2018, the American Pecan Council contracted with BCG to conduct a long-term strategic 
plan and vision for the future of the Pecan industry. There were five strategic priorities that arose to address 
industry challenges identified from the research conducted. One of the priorities was to strengthen the 
infrastructure of the pecan industry. The strategic plan defines the vision for the future of the pecan 
industry, “To increase demand for American pecans and provide industry with a path to sustainably grow 
profitability across the value chain”. As a part of the mission of furthering the promotion of American-grown 
pecans, a quality program was created to highlight conditions under which they are grown and processed. 
The quality assurance program is aligned with the strategic priorities identified by the U.S. pecan industry 
and utilizes the 5 corresponding strategic priorities as pillars to guide  development.

that industry sets to ultimately make a claim at the consumer level through an APC-branded logo, thus 
driving demand for U.S grown pecans and adding value to the participating growers and shellers. The 
program increases the U.S. pecan industry’s competitive advantage by identifying issues important to 
customers and other stakeholders, driving value by aligning the industry under best practices through an 
industry-wide standard, incorporating innovation during standard development to encourage utilization of 
new technology, and increase transparency across the supply chain, uniting the industry to provide a safe, 
quality product. Through the program, the industry can communicate the high quality of U.S. pecan 
products to consumers. The U.S. Pecan Industry’s Quality Assurance Program assures consumers that the 
pecans they purchase are grown under circumstances that address the identified concerns for the 
retail/buyers and consumers. With the growing concern on the consumer side to know where their food 
comes from, this program helps educate the consumers on all the practices involved to bring a tasty 
high-quality product to their table. There are many laws and regulations that U.S. pecan growers, shellers, 
and accumulators must be in compliance with setting a high bar for quality. This program showcases the 
practices of the industry and the collaborative efforts of industry members to position American pecans 
positively in the global market. 

The U.S. pecan 
industry is very 
diverse with 
growing regions 
all over the U.S. 
This program is 
crafted to create 
a unified voice for 
the industry, 
embracing the 
differences of 
geographical 
locations and 
harmonizing 
industry members 
to an evaluated 
U.S. pecan 
industry 
“standard”
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A benefit for implementing a quality and sustainability programs is to drive profitability and efficiency. 
Studies showed an improvement in market share by a 91% increase in revenue from sustainable products 
and services. Demonstrating the sustainability of the U.S. pecan product and its high quality can directly 
impact profitability. By showing that the American Pecan industry has a “seal or bug” based on practices, 
the industry could leverage the program for higher prices. Consumers want to know where and how their 
product is grown and processed. There has been an increase of retailers showcasing more sustainable 
products to their consumers driving both consumer and buyer purchasing decisions. Quality assurance 
programs also reduce and manage risk and create resilience during economic downturn. According to 
Forbes, 56% of Americans want both the government and brands to prioritize sustainability. 

The four material topics are broken down into a variety of sub-topics prioritized industry or internal 
stakeholders as well as customers and other external stakeholders. These sub-topics are depicted in the 
graph below. The study APC conducted illuminates the differences between what industry prioritizes versus 
what external stakeholders prioritize. The goal of the program is to capture what the industry is already 
doing that customers and other buyers want leveraging existing processes and communicating current 
alignment with the objective and priorities of the U.S. pecan stakeholders.

Phase 1 - The entire project is broken down in 6 phases. The first two phases of the program, the materiality 
assessment and standard creation, began September 2019. The first phase of the project included 
performing a materiality assessment for the industry. A materiality assessment is an analysis that helps the 
industry determine what is most important your industry, customers, and other stakeholders. Once 
identified, both stakeholder importance and social, environmental, and economic impacts for each topic 
were assessed and prioritized to determine where the U.S. pecan industry should focus efforts. This analysis 
helps the industry focus its quality assurance strategy on the most crucial topics, and it lay the foundation for 
creating an industry-wide quality assurance program that growers and processors can use to unify their 
efforts, increase efficiencies, and promote a product that is grown and processed under defined standards.

Based on this assessment, the U.S. pecan industry’s material topics were organized into four
main categories: Food Safety, Efficient Production & Resource Management, Neighbors &
Employees, and Productivity & Economic Viability. 

78



Phase 2: Develop the Draft Sustainability Program Standard
Once phase 1 was complete, KCoe Isom began building the program framework and indicators based on 
the outcomes of the materiality analysis and drafting the sustainability program standard. APC and KCoe 
also began developing resources to support implementation and encourage participation of the Quality 
Assurance Program. The governance document and management procedures will allow for continuous 
improvement as the U.S. pecan industry grows and consumer demands change. The American Pecan 
Council engaged a Quality Assurance Program working group of industry members to gather input and 
refine the program standard and governance documentation to ensure the program is relevant and usable 
across the U.S. pecan industry’s various pecan growing regions. The program is being developed by and for 
the industry. APC has continued to receive guidance from the QAP working group and feedback from other 
industry members to ensure the program fits well within the diverse industry.  

In the upcoming fiscal year, APC and KCoe will continue to enlist industry members and the Quality 
Assurance Program working group for additional input and feedback to finalize the standard and 
documents for the program. 
Carbon Assessment Services
On top of developing the quality assurance program, APC has begun exploring industry opportunities 
related to the anticipated development of carbon markets. There is still significant uncertainty as these 
markets get up and going. APC continues to have conversations with experts and industry members about 
how to best position the industry to take advantage of opportunities presented.
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LAND IQ
The American Pecan Council (APC) contracted with Land IQ to conduct a U.S. Pecan Acreage Survey.  
Previously, the U.S. pecan industry relied on voluntary USDA NASS surveys to estimate production 
volume and acreage in the United States. Land IQ’s project utilized satellite imaging to identify pecan 
acreage across the 15 growing states.  The use of modern technology gives the American pecan 
industry a more detailed and accurate summary of acreage.  For the 2019-2020 FY, APC has contracted 
with Land IQ to conduct the following projects:
• Mapping for Eight Major Producing States
• Hurricane Michael Impacts
• Mapping for Eight Additional States

Mapping for Eight Major Producing States

Beginning with the 2017 crop year, Land IQ has produced an eight-state assessment of “improved” 
pecan acreage.  The eight states analyzed included Alabama, Arizona, California, Georgia, Louisiana, 
New Mexico, Oklahoma and Texas. Land IQ completed the mapping of pecan acreage for Alabama, 
Georgia, Louisiana, Oklahoma and Texas for the 2018-19 year.
After the acreage was mapped, an analysis of age was performed for all 2017 mapping. Land IQ utilized 
a time-series analysis to determine when the acreage was planted. Approximately 66% of acres were 
planted prior to 1989.

Hurricane Michael Impacts

Hurricane Michael, which hit the southeast region in October of 2018, had significant impacts on the 
pecan growers in that area. Utilizing the base mapping from 2017 and recently available imagery from 
2019 from USDA NAIP, Land IQ completed the mapping to determine the impacts of the hurricane on 
pecan acreage. 

Remaining Seven States Mapping

In order to capture the entire industry (15 states), the scope was expanded to include the seven 
remaining states including Arkansas, Florida, Kansas, Mississippi, North Carolina and South Carolina.
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The four material topics are broken down into a variety of sub-topics prioritized industry or internal 
stakeholders as well as customers and other external stakeholders. These sub-topics are depicted in the 
graph below. The study APC conducted illuminates the differences between what industry prioritizes versus 
what external stakeholders prioritize. The goal of the program is to capture what the industry is already 
doing that customers and other buyers want leveraging existing processes and communicating current 
alignment with the objective and priorities of the U.S. pecan stakeholders.



The four material topics are broken down into a variety of sub-topics prioritized industry or internal 
stakeholders as well as customers and other external stakeholders. These sub-topics are depicted in the 
graph below. The study APC conducted illuminates the differences between what industry prioritizes versus 
what external stakeholders prioritize. The goal of the program is to capture what the industry is already 
doing that customers and other buyers want leveraging existing processes and communicating current 
alignment with the objective and priorities of the U.S. pecan stakeholders.
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