
RIDING THE “BLUE WAVE”  
 
 

Building Demand to Keep Pace  
With Expanded World Blueberry 

Production  

Presenter
Presentation Notes
For the next few minutes I would like to give you an overview of the growth of the blueberry industry, both here at home and overseas, and how we are addressing the “Blue Wave” with our USHBC activities. 



Blueberry Market Situation 

• Health Interest Continues to Drive 
Blueberry Demand 
 

• Blueberry Interest Encourages 
Increased Worldwide Blueberry 
Production 

 
• Industry Efforts Needed to Keep 

Demand Ahead of Supply 
 

Presenter
Presentation Notes
Let’s start with a look at our current market situation.Health interest continues to drive blueberry demand and this increasing interest is encouraging increased worldwide blueberry production.  Given production trends, industry efforts to encourage new and expanded use of blueberries are needed to keep demand ahead of supply 



The Blue Wave is Rapidly Approaching 

World Blueberry Acreage from 1995 to 2012 Increased 
from Just Over 50,000 Acres to Over 231,000 Acres 

Presenter
Presentation Notes
A “blue wave” of blueberries is rapidly approaching.  World blueberry acreage from 1995 to 2012 has increased from just over 50,000 acres to over 231,000 acres. Though most of this growth has taken place in North and South America, other regions are also catching this “wave” and either expanding their acreage or are becoming new blueberry producers.



North American Highbush Acreage Has 
Increased +74% Since 2005 
           From 71,075 Acres to 123,635 Acres  
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Taking a look closer to home,  our highbush blueberry acreage has increased by 74% since 2005 and is expected to continue to grow in the coming years.



NORTH AMERICAN HIGHBUSH BLUEBERRY  
ACREAGE ESTIMATES BY REGION 
2005 to 2012 

Impressive Acreage Growth in West and South. Traditional Growing Areas Remain Fairly Constant, though Higher Yielding 
Varieties Replacing Some Bushes on Existing Fields.  Mexican and Central American Acreage Now Adding to the Total. 

Presenter
Presentation Notes
This chart shows how our acreage distribution is changing.  Since 2005 we have see impressive acreage growth in the high yielding Western and Southern regions.  Traditional growing areas in the Midwest and East remain fairly constant in size but in many of these fields lower yielding varieties are being replaced by newer higher yielding bushes.  You also see the recent growth in blueberry acreage in Mexico and Central America.  



WORLDWIDE HIGHBUSH BLUEBERRY SUMMARY 
World Acreage More than Doubled Since 2005 

North American Acreage +74%  while South American Acreage +142% 
North and South America Account for 72% of World Acreage in 2012 

Compared to 86% in 2005  

WORLD ACREAGE 2005  2008  2010  
 

2012  

North America 71,075 95,597 108,931 123,635 

South America 18,039 39,703 43,950 43,640 

Europe 9,736 18,038 20,780 24,101 

Mediterranean and  
North Africa 

0 355 672 1,098 

Southern Africa 740 910 1,124 1,146 

Asia and Pacific  4,188 7,870 14,117 37,615 

TOTAL 103,778 162,473 189,574 231,235 

Presenter
Presentation Notes
In summary, worldwide highbush blueberry acreage has more than doubled from 2005 to 2012.  During this period North American acreage has increased by an estimated +74% and South American acreage increased by 142%.  As of 2012, North and South America account for 72% of the world’s highbush blueberry acreage compared to 86% of the total in 2005.



Predicted Growth in Worldwide Blueberry 
Production 

From 393 Million Pounds in 2005 to 1 Billion Pounds in 2013 and More Than 
1.4 Billion Pounds by 2017 

Presenter
Presentation Notes
With these increases in acreage, very significant growth in worldwide highbush blueberry production is expected over the next few years moving from a 393 million pound total in 2005 to a projected 1 billion pounds this year and more than 1.4 billion pounds by the year 2017. 



North American Highbush Blueberry 
Production Trends 1970 to 2012 
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Production increased 8 fold  from 1970 to 2010 (61 million lbs. to 489 million lbs.) 
The 2012 crop is currently estimated at 589 million pounds and projected to reach 
805 million pounds by 2017. 

Presenter
Presentation Notes
Looking at historical figures, North American highbush blueberry production has increased eight fold over the 40 year period from 1970 to 2010.  During this period production increased  from 61 million pounds to a total of 491 million pounds.  A crop of 589 million pounds is currently estimated for 2012 and we project that we will be producing around 805 million pounds of highbush blueberries by the year 2017. 



Keeping Pace With Record 
Levels of Production 

Given Growth Projections Need to Increase 
Per Capita Consumption  +38% from Current 
Level of 36 Ounces to 50 Ounces Per Person 

by 2015 
 
 

Presenter
Presentation Notes
Given growth projections, our industry will need to significantly increase per capita consumption over the next few years.  Right now we estimate that we will need to increase per capita consumption by 38% by the year 2015 and attract new blueberry users both here at home and abroad. 



Market Opportunities 

• Blueberry Per Capita Consumption Has Room to Grow 
 

• Underdeveloped Domestic Markets 
 

• Limited Volume Currently Allocated to Offshore Markets  
 

• Blueberries Continue as Key Ingredient in New Product 
Development 
 

• Blueberry “Health Halo” Remains a Purchase Driver 

Presenter
Presentation Notes
There are market opportunities.  Per capita consumption in the United States has room to grow; we have underdeveloped markets here in the U.S.; there is a limited volume currently allocated to offshore markets, but excellent market prospects overseas especially in China, India and South Korea; blueberries continue to be featured as a key ingredient in new product development; and the blueberry “health halo” remains a purchase driver 



Blueberry Interest Reflected in  
U.S. Per Capita Consumption Increases 

Over past ten years total consumption has more than doubled from 16.8 ounces in 
2001/2002 to 36.2 ounces in 2011/2012  

Fresh consumption increased from 5.5 ounces to 20.0 ounces 
Process consumption increased from 11.3 ounces to 16.2 ounces 
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This chart shows how blueberry interest continues to build here in the U.S. with record levels of fresh consumption, and we still have room to grow relative to other fresh fruits.  Consumption has increased from…………………
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Packer “2013 Fresh Trends Report” notes just 48% of survey 
respondents had purchased blueberries at least one time in 2012 
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But even with this consumption increase we still have room to grow relative to other fresh fruits.  This chart shows how we stack up in comparisons to other options like grapes, strawberries, pineapples, peaches, pears, mangos and papayas.  The most recent Packer “Fresh Trends Report” noted that only 48% of the survey respondents had purchased blueberries at least one time in 2012.  We definitely need to carve out a greater “share of stomach”.  



Blueberry “Health Halo”  
Continues to Drive Blueberry Interest 

• Need to Maintain Consumer Awareness of Blueberries and 
Health Given More Aggressive Claims By Other Fruit and 
Vegetable Groups 
 

• Expand Health Research and Move  
     to Human Clinical Trials 
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Presentation Notes
We have been able to gain some good momentum thanks to the interest generated by our “health halo”.  However we need to ……..
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Current Areas of Focus in USHBC Health 
Research-  
Brain Health, Metabolic Syndrome, Cancer  
  
  

Presenter
Presentation Notes
We are seeing very promising initial results related to a variety of health issues with cancer, brain health and metabolic syndrome, which relates to diabetes, showing the most promise.  To learn more about the blueberry “health halo” with respect to these diseases we will need to move to more in-depth human feeding trials which can be a very expensive investment with studies in the $1 million and more range.  These are expensive studies but with positive outcomes the increase in blueberry demand more than makes up for their cost. We will be launching the first of these in-depth studies this year with researchers from Harvard and the University of East Anglia in the United Kingdom.  This will be a clinical trial related to diabetes and we will be very anxious to see the outcome. 



  

Worldwide Interest in New Blueberry 
Products Continues to Grow 
(Mintel Data) 

Presenter
Presentation Notes
The USHBC is also working with food manufacturers to increase their blueberry use.Health interest in blueberries is leading to increased worldwide demand and use. New product development has been a plus in moving blueberries. The USHBC works with food manufacturers to encourage blueberry product introductions in a wide range of categories. It is interesting to note the increase in blueberry beverages, snacks and dairy products over the past few years.  We have the potential to continue to see more new products on the shelves as our production increases.



Efforts In Place to Encourage New 
Product Development with Blueberries  

Presenter
Presentation Notes
We bring blueberry information to the research and development departments of major food brands through printed materials, face-to-face meetings, e-newsletters and our website.  



Food Manufacturer Promotion-
Advertising  

Presenter
Presentation Notes
Here is an example of our advertising campaign targeted to food manufacturers and placed in their trade publications.



Blueberry Coverage in Food Trade 
Publications 

Presenter
Presentation Notes
We also work to place blueberry stories in major food trade publications read by food product research and development professionals as well as food marketers.



Exploring Unique Blueberry 
Uses- Pet Foods   

Presenter
Presentation Notes
While working to incorporate blueberries, or increase the use of blueberries, in traditional applications such as baked goods and dairy products, we are also looking at new niches for blueberries such as pet foods…..



Cosmetics 

Presenter
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And cosmetics, both new and interesting market segments which could help us to increase blueberry use and help keep pace with production.



Offshore Market Offers Potential 

Just Over 6% of U.S. Highbush Blueberry 
Crop Shipped Offshore in 2012 

   

Domestic Market

Offshore Market

Presenter
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The export market also offers potential.  At this point we are only shipping just over 6% of our crop offshore, primarily to Japan and South Korea.  International demand is growing and we should be able to tap these markets in the future.  



International Market 
Development Activities 
• Trade Shows 
• Websites 
• Retail Promotion 
• Trade and Consumer Advertising and 

Publicity  
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The USHBC  is working to create demand in the export market.  Activities in this area include……….



International Trade Shows and 
Foodservice Promotions   

Presenter
Presentation Notes
Here are examples of our trade show activities and foodservice promotions in Taiwan……….



International Websites  

Presenter
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and our international websites with blueberry information designed for specific countries.  These are examples of our Korean and Taiwanese sites.



Retail Promotions- India 

Presenter
Presentation Notes
We also conduct in store promotions to bring attention to highbush blueberries and encourage trial.  These are photos from a fresh blueberry promotion in India……….. 



Retail Promotions- Taiwan 

Presenter
Presentation Notes
a recent fresh blueberry promotion in Taiwanese grocery stores…….. 



Retail Promotions-Japan 

Presenter
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and a promotional flyer used by retailers in Japan. 



Trade and Consumer Advertising  

Presenter
Presentation Notes
We also conduct consumer and trade advertising in export markets to gain awareness of our blueberries and create demand among a new consumer segment.  These are examples of consumer ads placed in magazines in Japan and Taiwan. 



International Television 
Coverage 

Presenter
Presentation Notes
The blueberry message is also featured in television segments.  This is an example of blueberry coverage during a food segment from a daily news and information show in Taiwan. 



Domestic Promotions 

• Leveraging Blueberry Health 
Awareness 

 

• Attracting New Users through Little 
Blue Dynamo Lifestyle Campaign 

Presenter
Presentation Notes
The industrial and international markets offer potential, but to really move product we need to continue to expand our markets here at home.  Though our domestic market promotion efforts we are ……………………………….



Target Audiences 

 

Primary: 
• Women 25 to 45 
• Average to Above 

Average Income 
• Mothers and Young 

Professionals 
 
Secondary: 
• Women 45+ 

Presenter
Presentation Notes
Our traditional domestic consumer has been women in the 45 and older age segment.  We continue to address this core group in our promotional efforts while at the same time we are now developing a new audience and encouraging them to become blueberry users or to expand their current use.  Our primary target is now………….



Action 

Teaming with Celebrity 
Spokesperson who relates to 
target audience 
 
Allison Sweeney-  
Host of “The Biggest Loser” 
NBC TV 
 
Heavy Emphasis on Social 
Media to Reach Target 

Presenter
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Our “Little Blue Dynamo” lifestyle campaign is directed to this younger segment and we are using a celebrity spokesperson who is very much identified with this group to carry our message…………..



Spokesperson Delivery of  
Little Blue Dynamo Message 

• Trade and Consumer Press Releases 
• Face to Face Meetings with Media 
• Videos, Tips and Recipes added to 

USHBC Website 
• Celebrity and USHBC Social Media 

Announcements- Facebook, YouTube, 
Twitter 

Presenter
Presentation Notes
She is delivering our message through……………..



Consumer Promotion - 
Newspapers 

Presenter
Presentation Notes
We also continue to use traditional media to bring attention to blueberries with newspaper placements………………..



Magazines 
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and blueberry stories placed in national magazines.



Consumer Recipe Leaflets 

Presenter
Presentation Notes
We are also continue distributing consumer recipe leaflets……………..



National and Regional Television 
Coverage 

Presenter
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And are working to feature blueberries on local and national television programs.  This is a shot from a blueberry segment this past holiday season on the Live with Kelly and Michael program and a screen shot from a blueberry segment on a local television morning news show. 



Consumer Promotion –  
Website and Banner Ads 

Presenter
Presentation Notes
In all our activities we encourage readers and viewers to go to our website (www.littlebluedynamos.com) for more blueberry information, recipes and news and we also direct viewers to our website through banner advertising placed on complementary websites.  



Consumer Promotion Via Social Media: 
YouTube 

Presenter
Presentation Notes
We have also added social media to our marketing tools.  We have a blueberry presence on You Tube………………….



Twitter 

Presenter
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Twitter………………



Facebook 

Presenter
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and Facebook where we continue to see increases in viewership.  



Foodservice Promotion 

Presenter
Presentation Notes
With increasing production we can be a more consistent supplier to the foodservice industry.  USHBC programs are in place to generate awareness in this market segment.  Here is a copy of a DVD developed with the Culinary Institute of America featuring a wide range of blueberry recipes for foodservice operators. We have also linked to their website as a means to distribute recipes and blueberry information to chefs and foodservice professionals. 



Blueberry Coverage in  
Foodservice Publications 

Presenter
Presentation Notes
Just as we do with consumer promotions we generate blueberry coverage in foodservice publications such as Flavor & The Menu,  QSR, and Foodservice Director.  The QSR example shows how we also use banner advertising on foodservice websites to drive traffic to the USHBC site. 



Foodservice Promotion –  
Trade Advertising 

Presenter
Presentation Notes
Trade ads are also being placed in both school foodservice and general foodservice magazines.



Foodservice Promotion-  
Grade Schools and Colleges 

Presenter
Presentation Notes
And we are also conducting activities to develop the next generation of blueberry consumers with blueberry promotions in both grade school and college cafeterias.  



ACTION PLAN- 
Staying Ahead of the “Blue Wave” 

• Continue Blueberry Health Exploration With a Move to Extensive 
Human Feeding Trials 

 
• Leverage International Opportunities 
 
• Encourage Expanded Foodservice and Food Manufacturer Use 
 
• Continue to Address Core User Group (Women 45+) and Use 

Lifestyle Themed Promotions to Attract New User Group of Women 
25 to 45 Years of Age-- “Little Blue Dynamos” 

 
• Pursue USHBC Assessment Increase from 6/10ths Cent Per Pound to 

9/10ths Cent Per Pound to More Aggressively Fund and Promote 
Health Message 

Presenter
Presentation Notes
Those are just a few examples of the activities we are conducting both here at home and abroad to stay ahead of the “blue wave”.  Our overall plan is to……



“Ride The Blue Wave” Cell Phone Site- 
Your Source for USHBC Information 

• USHBC Market Promotion Updates 
• Up-to-date Health Research Findings 
• Blueberry Usage, Demographics and 

Statistics 
• Type www.ridethebluewave.com  in 

your Web Browser and Add to your 
Home Screen  

Presenter
Presentation Notes
We have a lot of challenges but at the same time a great deal of opportunities, but we need to conduct more aggressive health research programs and more heavily promote our blueberries to maintain a balance between projected supply and demand.  At the same time we need to make our message heard in a crowded field of marketing campaigns and protect our “health halo” when many other foods are climbing on the health bandwagon.  USHBC will continue to work to increase blueberry awareness and one way that you can keep up to date on these activities is through our Ride the Blue Wave cell phone site………………………..

http://www.ridethebluewave.com/


U.S. HIGHBUSH BLUEBERRY COUNCIL 
80 IRON POINT CIRCLE, SUITE 114 

FOLSOM, CALIFORNIA 95630 

Phone- (916) 983-0111 

Presenter
Presentation Notes
Attracting new users and fielding well designed and implemented market promotion efforts leveraging our “health halo” will help us stay ahead of the “blue wave”. I would like to thank you for the opportunity to meet with you today and for your support of the USHBC.  Please contact me at any time if you have any questions concerning the Council or if I can be of any assistance.  
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