
Jo Hilditch

Chairwoman

BLACKCURRANT FOUNDATION UK

8th June 2009

Nyborg, Denmark



THE BLACKCURRANT FOUNDATION
HISTORY
The Blackcurrant Foundation was set up in 2005  to 

develop, broaden, enhance and build the 
blackcurrant market share in both blackcurrant 
juice and blackcurrant fruit sectors with the 
following objectives in mind:

 To promote health benefits of the blackcurrant
 To create an independent forum to discuss the 

blackcurrant crop
 To use existing and emerging research to 

substantiate blackcurrant nutritional benefit
 To develop website and other materials as a 

communication tool to be used as a focal point 
for marketing and promotion

 To change public perception and raise 
awareness, particularly of British blackcurrant

 To maintain independence from GSK or other 
major blackcurrant products and keep a truly 
generic campaign



BLACKCURRANT FOUNDATION STRUCTURE

Core Committee - Growers, Scientists, Marketeers

•Our growers form the backbone of the committee to ensure 
that funds are sensibly dispersed on behalf of all other 
growers

•Our scientists substantiate and structure research as back 
up to any claims.  They provide credible expert opinions, 
acting as spokesmen for the industry

•Our marketeers are our public relations consultants who 
guide us through yearly programmes and develop marketing 
material to gain maximum blackcurrant exposure

•With very limited funding committed by the 50 UK growers 
we recognised that our maximum exposure would be through 
a concerted press campaign



2005
Established a website, corporate 

identity and branding 
www.blackcurrantfoundation.com

PR Campaign established 
blackcurrants as the “Forgotten Fruit”.  
Emphasis on drinking eating and 
targeting trade, drinks, farming and 
consumer press

Scientific claims using Derek Stewart 
to raise awareness of blackcurrants 
and begin superfruit claims

Developed literature and leaflets

http://www.blackcurrantfoundation.com/�


2005 RESULTS
• Website – Versatile and user-friendly 
information for growers, consumers, 
press and children

• Literature for handouts

•PR Total Circulation 44 million, 63 
pieces of coverage including trade, 
consumer, TV and radio



2006

• In 2006 the campaign Website 
developed, marketing material 
continued and further PR using the 
research developed by Derek 
Stewart at SCRI

• Regular press releases including 
MRSA, CYSTITIS and ALZHEIMERS 
press releases.  Education pages 
added to website and 50,000 
leaflets were sent out with a 
Ribena bush cutting campaign  

• Generated total coverage of 30 
million



2007
• SCRI undertook and analysed peer 
reviewed research on around 20 most 
common fruits; they comparatively 
assessed the health benefits and 
developed a “league table of 
superfruits”

• The Foundation developed a 
Superfruit Wheel which was used as a 
tool to illustrate the blackcurrant’s 
supremacy

• An intensive sell in campaign 
generated an huge amount of coverage 
across the whole media spectrum 
including a major webcast

•Recipes were created and 
photography commissioned

• A superfruit website was also created 
www.superfruits.org

http://www.superfruits.org/�


The Superfruit Wheel



2007 RESULTS
• TOTAL CIRCULATION –
22 million

• 80 pieces of coverage

• AVE £1.5 million
(Advertising Value Equivalent)

• PEV £4.5 million
(Perceived Editorial Value)



2008
• A survey was undertaken to find 
out if the British public could 
identify a blackcurrant

• Radio interviews were co-
ordinated with ITVs resident GP –
Dr Chris Steele to announce the 
shocking results and discuss the 
“No 1 Superfruit findings

• Large amounts of radio coverage 
reached wide audience

• Blackcurrant “boost juices were 
created by a nutritionist – wide 
consumer press followed including 
features in many women’s titles.

•Blackcurrant Foundation 
participated in Ribena Harvestival 
road show



2008 RESULTS
•TOTAL CIRCULATION – 28 million

•76 pieces of coverage

•AVE £165,737

•PEV £497,211



2009
• Unique partnership with National 
School Partnership to reach a target 
audience of school children – 900 
schools have taken up the offer.  
Competition element will achieve good 
publicity

• 4 health press releases throughout 
the year. Our first relating to 
Alzheimers has picked up 5 pieces of 
coverage

• New improved Blackcurrant 
Foundation website – refreshed and 
redesigned and further leaflets 
www.blackcurrantfoundation.co.uk

•TV appearances already guaranteed 
on “What to Eat Now” and Hairy Bikers 
– Celebrity Chefs

•Facebook/Twitter entries

http://www.blackcurrantfoundation.co.uk/�




2009 RESULTS
•Total circulation – 37  
million

•16 pieces of coverage 
(target 30)

•AVE £150,000

•PEV £444,420



TOTAL RESULTS 
since inception
• Reader /Viewer Circulation:  Approx 
210 million

• 250 + pieces of coverage across all 
the media from National TV and Radio; 
Local TV and Radio; National 
Newspapers; Consumer Press; Trade 
and Business Press; on-line/website 
activity

• TOTAL AVE: £2 million +

• TOTAL PEV: £6 million +



BLACKCURRANT FOUNDATION 
FUNDING

A levy is raised from all UK growers who commit a proportion of their 
income at a prescribed yearly rate.

2005 2006 2007 2008 2009 TOTAL
£ £ £ £ £ £

(proj)

Total Cost 81000 64000 85000 93000 85000 408000

In detail:
PR 49000 42000 56000 57000 65000 269000
Website 31000 10000 6000 8000 10000 65000
Marketing Consult 10000 10000 10000 30000
Publicity Material 1000 4000 13000 16000 10000 44000



The Future
• More of the same

• Fortify the message

• Continued press work

• Continued website work

• Thanks to our British Growers for 
their continued faith and 
contributions



FAQs
Have we sold more blackcurrants?
•We know more than 3000 tonnes of 
berries were used in the UK last year, 
supplied from inside and outside the 
UK.  We are redeveloping our 
infrastructure in the UK with 
processors developing new plants for 
juicing and fruit production.  
Blackcurrant juice/squash sales have 
remained stable in a difficult market.

Has it made a difference to public 
perception?
•The PR campaign was assessed as the 
No 1 campaign by an independent 
media evaluation and benchmarking 
agency - Metrica







ANY 
QUESTIONS?
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