
Case Study 

 

C l ient  A  non -p ro f i t  coopera t i on  o f  a lmond  g rower s  i n  

Ca l i f o rn i a  

Category  Catego ry  commun ica t i on  

Communica t ion  

Object i ve   

To  d i spe l  t he  myth s  a s soc ia ted  w i th  a lmonds  and  

sp read  awarenes s  about  i t s  hea l th  bene f i t s  t o  i n c rea se  

the  con sumpt ion  o f  a lmonds  i n  I nd i a .  

Target  Aud ience  The  I nd ian  housew i fe  was  i den t i f i ed  a s  the  p r imary  

t a rge t  aud ience ,  a s  she  ho ld s  a  cons ide rab le  i n f l uence  

ove r  he r  f ami l y ’ s  ea t i ng  hab i t s .   

Oppor tun i t ie s /ch

a l lenges  

The  ma in  cha l l enges  f aced  by  u s  were :  

1 .  Bu i l d i ng  a  de f i n i te  p rog ramme s t ruc tu re  f r om 

the  g ra s s roo t s .   

2 .  D i spe l l i ng  the  myth s  a s soc i a ted  w i th  a lmonds .  

3 .  Geograph i ca l  d i ve r s i t y  o f  t he  count r y  

con t r i bu te s  t o  the  d i f f e rence  i n  the  d ie ta r y  

hab i t s  o f  t he  peop le .  Fo r  i n s tance ,  the  sou the rn  

be l t  con t r i bu te s  t o  the  l ea s t  consumpt ion  o f  

a lmonds  i n  the  count r y ,  t hu s  se r i ou s  measu re s  

were  requ i red .  

Communica t ion  

Campa ign  

The  A lmond  awarenes s  campa ign  wa s  s t r a teg i ca l l y  

executed  a l l  a c ro s s  the  coun t ry  th rough  the  fo l l ow ing  

d i ve r s i f i ed  p rog rammes :  

•  The  f i r s t  app roach  adopted  was  tha t  o f  

e l im ina t i ng  the  myth s  and  h i gh l i gh t i ng  the  

bene f i t s  o f  a lmonds  ac ro s s  the  ta rge t  aud ience .  

Fea tu re  a r t i c l e s  and  news  were  u sed  a s  the  

med ium to  f o rward  t he  hea l th  mes sag ing .  

•  Second l y ,  an  Adv i so r y  Boa rd  was  appo in ted ,  

wh i ch  compr i sed  o f  doc to r s ,  nu t r i t i on i s t s ,  

ca rd io l og i s t s  and  d i e t i c i an s .  The  boa rd  member s  

p l ayed  an  impor tan t  r o le  a s  op in i on  l eader s ,  

who  he lped  i n  p romot ing  the  key  mes sages  o f  

the  campa ign .  
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Communica t ion  

Campa ign  

(Contd )  

•  The  housew i fe  wa s  a l so  i nd i rec t l y  t a rge ted  

th rough  the  o the r  impor tan t  member  o f  t he  

f ami l y  un i t -  c h i l d ren !  A  s choo l  p rog ramme was  

i n i t i a ted  where  the  l i f e - s i ze  ‘A lmond  Man ’  

engaged  the  ch i l d ren  i n  l ea rn ing  about  t he  

impor tance  o f  good  d ie ta ry  hab i t s .  Th i s  ac t i v i t y  

was  f o l l owed  by  an  e s say  compet i t i on  i n  the  

majo r  c i t i e s  o f  t he  count r y .  Ove r  5 ,000  ch i l d ren  

pa r t i c i pa ted  i n  the  e s say  compet i t i on .  The  

w inne r s  o f  the  compet i t i on  were  reg iona l l y  

awarded .  These  func t i on s  i nvo l ved  l oca l  

ce leb r i t i e s  t o  d raw add i t i ona l  m i l eage .   

•  To  i nc lude  a lmonds  i n  the  d i e ta ry  hab i t s  o f  the  

I nd i an  househo ld  the  a lmond  rec ipe s  were  

pub l i shed  i n  the  med ia .  A lmond  rec ipe  con te s t  

was  o rgan i sed  i n  co l l abo ra t i on  w i th  the  two  

l ead ing  women’ s  magaz ine s .  A  f ood  fe s t i va l  wa s  

a l so  ho s ted  where  che f s  o f  mu l t i  s t a r  ho te l s  

showcased  the  u sage  o f  a lmonds  i n  mu l t i -

cu i s i ne s .  

Resu l t /  

eva lua t ion  

Our  ach ievement s  a re  a s  f o l l ows :  

•  Ex tens i ve  cove rage  was  rece i ved  i n  a l l  t he  

p rominent  na t i ona l  and  reg iona l  med ia .  The  key  

mes sage  de l i ve ry  succe s s  r a te  o f  96%  was  

ach ieved .  

•  The  campa ign  gene ra ted  a  l o t  o f  en thus i a sm 

f rom the  o the r  qua r te r s  o f  t he  t a rge t -aud ience  

l i ke :  t he  ge r i a t r i c  g r oup .    

•  C l i en t  app rec i a ted  the  e f fo r t s  a t  the  g l oba l  

l eve l .  

•  The  I n te rna t i ona l  Pub l i c  Re l a t i on s  A s soc i a t i on  

( I PRA )  recogn i zed  the  campa ign .  



 


