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National Peanut Board Fiscal Year 17 Program Annual Report 

The National Peanut Board’s mission is to improve the economic condition of USA peanut farmers and 
their families through compelling promotion and groundbreaking research. A major strategic objective 
in accomplishing the board’s mission is to drive consumption by increasing the relevance of peanuts 
among millennial consumers. 
 
Qualitative and quantitative research in conducted in 2015 uncovered a downward trend of the 
relationship between peanuts and millennials ― a trend that has since proven to be a rich white space 
for the National Peanut Board to own and reach millennial consumers.   
 
 

Consumer Outreach 
 
NATIONAL PEANUT BOARD INSPIRES MILLENNIALS TO ‘SHELL OUT’ 
 

To celebrate America’s love for the perfectly powerful peanut, the 
NPB launched a consumer campaign that brought together a 
famous athlete, social media influencers and everyday peanut 
lovers to share their peanut passion on Twitter and Instagram.   

The #ShellOut campaign launched in March for National Peanut 
Month and featured former NFL player Charles “Peanut” Tillman, 
who motivated people everywhere to sell out—or SHELL out—for 
peanuts. Tillman and a group of Twitter stars kicked off the 
campaign with entertaining videos spread across the internet and 
in media publications.  

Enthusiastic peanut fans were encouraged to share their peanut 
love on Twitter and Instagram using #ShellOut to receive delicious 

peanut products.  

NPB received product to be included in the gift packages from Bliss Nut Butters, Crazy Richard’s Peanut 
Butter, Eliot’s Adult Nut Butters, Georgia Grinders, Hampton Farms, Homeplate Peanut Butter, Lord Nut 
Levington, PB Crave, Peanut Butter & Co., Pizootz, Planters and Virginia Diner. In addition to providing 
peanut products for packages, partner brands also joined the conversation online with spirited tweets 
and Instagram posts celebrating how they #ShellOut. 

The results? People posted on Twitter and Instagram, retweeted, replied, liked, shared and watched our 
Shell Out content…13 million times. The #ShellOut campaign was featured in 48 pieces of media 
coverage – including articles in Huffington Post, Chicago Tribune and Food Beast – that reached an 
estimated 111 million people. NPB also built new relationships with editors and reporters at key 
millennial outlets like Buzzfeed. 
 

FORMER PRO FOOTBALL PLAYER BRINGS EXCITEMENT TO PEANUT BOWL 
 
To round out the Shell Out campaign, NPB brought high school football rivals together on Friday, 
September 29 to #ShellOut in the first ever Peanut Bowl – all for the love of peanuts.  



Leading up to the game, buzz about the Peanut Bowl 
permeated inside the schools, around town and on Twitter, 
Instagram and Snapchat, encouraging students, staff and 
football fans alike to go nuts for their team.   

The DeSoto Eagles and Cedar Hill Longhorns received a special 
surprise from NPB when former NFL player and Pro Football 
Hall of Famer LaDanian Tomlinson visited the teams in their 
respective locker rooms just before the game. Tomlinson 
shared motivational words to build excitement and 
encouraged the players to #ShellOut for the big game, and 
then led the coin toss to kick off the nuttiest game in high 
school football.   

Throughout the game, the 12,000 attendees cheered on their teams with the help of Peanut Bowl 
giveaways and stayed energized by snacking on peanuts. To reach younger millennials and high school 
students where they’re most active online, NPB created custom Peanut Bowl geofilters on Snapchat. 
These filters were exclusive to users in the area of the game and encouraged to add the graphics to 
images and videos taken during the big game.  

National media outlets, including USA Today High School Sports, FOX Sports Southwest and UPROXX, as 
well as a variety of local media, highlighted the rivalry game and interviewed spokesperson, LaDainian 
Tomlinson about the game.  

 
OTHER PROMOTIONS 

Other consumer promotion included “Peanut Day” events on college campuses and ongoing online 
promotion through NPB’s website (nationalpeanutboard.org), Facebook page, Instagram and the 
@PeanutFarmers and @PeanutRD Twitter handles. 

 

Food Allergy Research and Education 

 
DRIVING HOME EARLY INTRODUCTION AND NUTRITION 

The new NIAID Guidelines were released in early 
2017, recommending the early introduction of 
peanut foods to infants to prevent development of 
peanut allergy. NPB played a significant role in 
helping to disseminate the story to parents and 
health professionals by translating the guidelines 
into content for parents and influencers by 
developing short videos about the science and 
recipes/easy ways to introduce peanut products. 
NPB cultivated relationships with key parenting, 
food, health, nutrition and lifestyle media outlets 
through a media tour in NYC and tapped influential 

millennial parenting bloggers to help tell the story. 
 



Trade and Influencer Outreach 

 
POWERING UP BUSINESS DEVELOPMENT 
In FY17, we continued our prominent focus on 
millennials consumers in a number of ways that 
support our business development efforts with 
millennial-relevant retail products and 
foodservice menu offerings, including: 
 

§ COLLABORATE WITH VOLUME 
FOODSERVICE OPERATORS AND RETAIL PRODUCT DEVELOPERS: Targeted retail and 
foodservice segments to create more awareness and opportunities for peanut usage, including 
product development and menu items through culinary immersions, conferences and trade 
show outreach.  

 
§ HOST AND ENGAGE CHEFS AT OUR MILLENNIAL FOOD SUMMIT:  Building on the success of the 

2016 summit, this invitation-only event introduced influential R&D chefs to millennial dining and 
snacking trends and demonstrated how peanuts clearly fit the bill.  

 
§ FOODSERVICE AND RETAIL TRADE ADVERTISING: NPB secured paid placements in trade 

publications to reach retail product developers and foodservice decision makers and help 
support trade outreach to increase use of USA-grown peanuts among foodservice channels, and 
as retail products. This included media who participated in events throughout the year to 
further amplify our content and messaging. These efforts translated into more relevant and 
engaging advertising placements that highlighted NPB’s original content.  
 

§ PEANUT RETAIL SUPPORT: In addition to a strong focus on foodservice, NPB will identified 
opportunities to showcase peanuts in retail outlets through consumer promotional 
engagements. NPB worked with retailers to engage shoppers in learning more about peanut 
products.  

 
 

 

 

 

 

 

 

 

 



Tracking Our Progress 

The National Peanut Board calculated peanut consumption data from USDA along with population 
growth data from the U.S. Census Bureau. Peanuts are the only nut showing consistent gains in per 
capita consumption over recent years. 
 

 
 
And peanuts remain competitively positioned compared to other nuts. 
 

 



 

 

To the Governing Board 
  of the National Peanut Board: 
  
Report on the Financial Statements  

We have audited the accompanying financial statements of National Peanut Board which 
comprise the statement of assets, liabilities, and net assets (modified cash basis) as of October 31, 
2017, and the related statements of revenues, expenditures, and changes in net assets (modified cash 
basis), and cash flows (modified cash basis), for the year then ended, and the related notes to the 
financial statements.  

Management’s Responsibility for the Financial Statements  

Management is responsible for the preparation and fair presentation of these financial 
statements in accordance with the modified cash basis of accounting as described in Note 1; this 
includes determining that the modified cash basis of accounting is an acceptable basis for the 
preparation of the financial statements in the circumstances.  Management is also responsible for the 
design, implementation, and maintenance of internal control relevant to the preparation and fair 
presentation of financial statements that are free from material misstatement, whether due to fraud or 
error.  

Auditor’s Responsibility  

Our responsibility is to express an opinion on these financial statements based on our audit.  
We conducted our audit in accordance with auditing standards generally accepted in the United 
States of America and the standards applicable to financial audits contained in Government Auditing 
Standards, issued by the Comptroller General of the United States.  Those standards require that we 
plan and perform the audit to obtain reasonable assurance about whether the financial statements are 
free from material misstatement.    

An audit involves performing procedures to obtain audit evidence about the amounts and 
disclosures in the financial statements.  The procedures selected depend on the auditor’s judgment, 
including the assessment of the risks of material misstatement of the financial statements, whether 
due to fraud or error.  In making those risk assessments, the auditor considers internal control 
relevant to the entity’s preparation and fair presentation of the financial statements in order to design 
audit procedures that are appropriate in the circumstances, but not for the purpose of expressing an 
opinion on the effectiveness of the entity’s internal control.  Accordingly, we express no such 
opinion.  An audit also includes evaluating the appropriateness of accounting policies used and the 
reasonableness of significant accounting estimates made by management, as well as evaluating the 
overall presentation of the financial statements.    

We believe that the audit evidence we have obtained is sufficient and appropriate to provide a 
basis for our audit opinion.    



Opinion  

In our opinion, the financial statements referred to above present fairly, in all material 
respects, the assets, liabilities, and net assets of the National Peanut Board as of October 31, 2017, 
and its revenues, expenditures, and changes in net assets for the year then ended in accordance with 
the modified cash basis of accounting as described in Note 1.  

Basis of Accounting  

We draw attention to Note 1 of the financial statements, which describes the basis of 
accounting.  The financial statements are prepared on the modified cash basis of accounting, which is 
a basis of accounting other than accounting principles generally accepted in the United States of 
America.  Our opinion is not modified with respect to that matter.  

Other Reporting Required by Government Auditing Standards  

In accordance with Government Auditing Standards and the standards of the Agricultural 
Marketing Service Agency of the United States Department of Agriculture, we have also issued our 
report dated December 21, 2017, on our consideration of the National Peanut Board’s internal control 
over financial reporting and on our tests of its compliance with certain provisions of laws, 
regulations, contracts, and grant agreements and other matters.  The purpose of that report is to 
describe the scope of our testing of internal control over financial reporting and compliance and the 
results of that testing, and not to provide an opinion on internal control over financial reporting or on 
compliance.  That report is an integral part of an audit performed in accordance with Government 
Auditing Standards and the standards of the Agricultural Marketing Service Agency of the United 
States Department of Agriculture in considering the National Peanut Board’s internal control over 
financial reporting and compliance. 

 

Brooks, McGinnis & Company, LLC 

 

Atlanta, Georgia  
December 21, 2017 
 
 
 
 
 
 
 
 
 
 
 
 



 

 
 
 



 
 

 
 


