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Estimate on strategy

for marketing of berries in Denmark/Scandinavia
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.+.

The objective for our work is to increase the demand for Danish berries — meaning red currant, sour
cherries and blackcurrant. | will reveal at this early stage that the blackcurrant will play a central role in
our strategy.

We are still in the midst of discussing the basic strategy, but in a week or two we will conclude that
discussion and move on to the creative work — the process where we will develop a range of fresh
ideas that will bring the strategy to life.

We are aiming at the Danish market in the first stage, but later we will try to make it onto other
Scandinavian markets.

The first part of the work is to understand what we are dealing with. We have studied reports,
researched food trends and spoken to people — not least the ordinary Dane.
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What we found was this:

Berries are ... erhh ... nice

Summer, sun and vitamin C

1. Berries are ...... nice
Berries are about nice taste, freshness in the season and pleasure (and a little bit of health). But it is
clear that berries are not too important — they are not an essential part of Danes’ diet.

The trend is our friend

Health lg

Environment

Convenience

2. Thetrend is our friend

Health becomes ever more important to consumers. This is a blessing for berry people like you. You
own a product that will attract a lot of attention in the future as the many positive nuitritional aspects of
berries are becoming more known.

People are caring more and more about the environment. This means that locally produced crops will
become more attractive because their carbon footprint is minimal. In Denmark we have strict
regulations regarding the use of pesticides and this fact will of course also be used to promote Danish
berries.

The third important trend is convenience. People want more smart and easy ways to consume healthy
food. | don’t know if this trend really is a friend but it is important to make it a friend ...... product
development is key to success.



Women rule

3. Women rule

They are the heads of the families when it comes to food and they are more willing to try new things
and to change habits. So if we want people to buy more berries, we must start with the women. If we
conquer the women, we have won the war.

ST

Y ‘ ! o4

i !

The age of recommendation

C9
v ~

/)

4. The recommendation age is here

The trust in advertising is falling. Only 28% of Danes (who, by the way, are the most skeptical people
in the world) trust advertising, generally speaking. On the other hand 62% say they trust what other
people say regarding products. On a worldwide basis that number is 78%.

It has always been like this, but the new thing is that the internet has made it possible for us to actually
find out what other people have experienced.

This means that we should rely more on getting people to talk about berries than to make big
expensive advertising campaigns.

It is not only sensible — it’'s more interesting and more fun.



A THREE YEAR STRATEGY

Based on the findings we have defined two main agendas that should be put forward to the public.

The first agenda is:
FROM PLEASURE TO NECESSITY

Berries should be seen as an absolutely necessary part of a healthy diet. This means focus on
HEALTH. Blackcurrant and cherries will be heroes of that tale as these berries have a very strong
documented story about antioxidants, vitamins and more.

The second agendaiis:
DANISH BERRIES ARE COMMON SENSE

This is about feeling safe. We will show the Danish consumers that Danish berries are grown, treated
and sold under reasonable conditions — for instance regarding the use of pesticides.

We will put a story behind the berries. They come from a place, and real sensible people have been
involved in growing them. And since they are produced locally and not transported across the globe,
the environmental impact is minimal.

So how do we catch the interest of the Danes?

Instead of big campaigns we will take a bottom-up approach built on four pillars:

A dynamic process
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Online conversation New products

Public relations — engaging news media in telling all the stories about the Danish “super berries”. We
can involve the media because the documentation is really good.

Online conversation — creating a strong online presence, both on our own site plus distributing
content to the net, for instance through social media like blogs, facebook etc.

Events — we want to become “real life” by creating events where Danes can experience berries first
hand.

New products — this is very important work, because two thirds of buying decisions regarding fruit are
taken IN the stores. We need exciting new products and attractive new packaging.
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As mentioned we will soon present the Danish Berry Board with specific ideas but we have already
discussed a framework which some directions in it:
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Blackcurrant for the health oriented woman

One direction will be to promote blackcurrant as the Danish superberry! This relies heavily on public
relations, online presence + product development.

Cherries for the fitness oriented man/woman

Another direction regarding cherries is to break our way into the market through fitness circles,
because cherries have some interesting attributes about the regeneration of muscles after training.
Just as an example to show that this is not a one-fits-all strategy but rather a multi-aspect plan that
seeks opportunities where they are.



Celebrate the harvest

A third example could be to celebrate the berry harvest. Invite people to the farms where they can
buy freshly harvested berries and products made from them. Or send fresh berries to the cities. Or
give people their own bush.

The Berry Bar
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Maybe we should have a Berry Bar? There are a lot of exciting products that can be made from or with
berries.



School children making campaigns
for Danish berries

« They will know everything about berries

« They will influence friends and parents

« We will have PR opportunities

+ We might even have some very good and fresh ideas!

We also plan to invite Danish school children to make a campaign for Danish Berries. They will
learn a lot about berries and will be excellent ambassadors for berries to their friends and families. And
who knows; maybe some good ideas will pop up!

er blommer, skal @
kunne holde til et I

2 ive ’ R
B\aber r‘v |Amerikanske forskere har udnavn 4 s, Bér fJer
G . “blommer til at vaere en ny supersu ooio o 2-B. PEDE : ner mav
fiontiad d svfrug(, som kan matche solbzers ogs =~ M. fane — f(
moC S¥tranebaers store indhold af Pis :
De beskytter _ UPIS masge,
) tegn °9’| y ygg Slip lettgpe ! ©f bap Relate,,
hvert fald hvis ma;ségar antibakteriel effekt. Siddan o af meg fedt, o e kende' o ede argjy
dsguruer, er rad, May, >
sund;:nalgd o9 eks#Selv om det ikke er sason for bfoliforskere n| re’.t fra eﬂka,-,s:
Mac Flormanilige nu, stjeeler den saftige frugt . 'eholde, ille v, r

Marianne
DR-prog”

det buds re,
Oa a DaNWstoffer | kroppen og dermed er i 'O™bindelse : Seriig g,

" =
ammet ‘Hoverskriften i britiske Mailonline, ¢ "9redieng, Mlig en helt
fortaelle, at blommer er sé fulde M
kab Ny nvioxidanter, som neutraliserer - 2Vefedt g, [ra

en grad. S % m em s
lsupermafke‘?::g beskytte os mod celleskader, n,é’:eﬂeka,s ol ‘VSSIIISSYQGO};:sZ‘ | it Da""'ﬂrks Storste
ngedoble baor “Mme e som [
Tnzlixpresﬁ Dlr David Byr}:vel fra Ag‘:rLlfe Red@febdo,:r iMidlerti gr, Yge 2 diabeteg [ incmarg
< f it
—ana @oiOmme indeholder cirka den £g, . OMNale fagt. tn. o0 Okt DA Aot [Tt POStIUMM,

Along with events like these, stories about the health benefits of blackcurrant will pop up in the media.
We will work online via blogs and social media and we will of course have a blackcurrant website filled
with information, tips, recipes etc.



Are you man

enough for a
blackcurrant shot?

On top of this is the product development work that should offer exiting new products to the public. It
would be a shame to create interest and not being able to exploit it.

This is absolutely key to succes!
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I hope that you now have a picture of what we are aiming at here in Denmark. We want to promote the
blackcurrant and other berries through a dynamic, evolving, bottom-up approach. That is, creating
conversation and engagement within the target groups and supplement it with an exciting product
offering.

Soon we will have the first specific ideas, so that we can start the work. The important thing is to keep
our minds open so that new ideas and new insights can be used.

I believe that we can succeed with our work here in Denmark, but | would also like to urge you to
create an ongoing conversation across borders — with the help of online tools — so that we can share
our ideas and learnings.
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As an example | will show you this website. This is a place where you can share anything related to
blackcurrant — text, pictures, videos, whatever. And you can have discussions about the content.

| believe that you are going to create an international marketing commitee and | just want to make
sure that it can be as fast, creative and effective as possible.



Strong collaboration is the best way to create a great future for our black little friends! Thank you.

Metaphor Advertising Agency
Seren Bilgrav-Nielsen
shn@metaphor.dk



