Minutes of European Blackcurrant
Conference 7t to 10t June 2009

Welcome to the conference by Chairman Svend Jensen and welcome to
Nyborg. We have been ambitious with the facilities here and also the
programme for the next few days. We know that it is very expensive to arrange
these type of events in Denmark but nevertheless we have done so.

Al | of this would not be possible without sponsorship and we would like to say
thank you to Agrana Juice and Fourleaf Japan who are the main sponsors of
this conference as well as from the local businesses Orbaek Mostfabrik,
Oerskov Frugt and Harboe Brewery. We have another three chemical
companies who have sponsored as well: BASF, Bayer Crop Science and Broste
which is part of the Selia Group. So thank you for your support in allowing us
to be so ambitious with this conference.

To plan this conference we also had help from the Common Danish Board who
were able to assist financially with marketing support from a board called GAU.
Thank you

We have had tremendous success in welcoming some important speakers here
to this conference and we are very happy that you agreed to give
presentations at this conference. We welcome you, not only from Europe but
from New Zealand and Tasmania also. You are now among the most respected
specialists on the subject of blackcurrants. As well as growing, advising,
breeding, processing, research, science, organisation, marketing, promotion
and even sub possibilities from the EU you will have experts here today.

At this conference our aim is to motivate you to act and that is why we have
chosen the speakers. We want from the Danish side, to fight any regret and
put the focus on possibilities. We don’t intend to entertain you here as much
as to motivate you to act on promotion and in the direction on new markets
and new products. This is the way forward. We will introduce you to the
Danish way of growing Blackcurrants and introduce you to the processing
plants we have here —to see the possibilities.



Svend Jensen — Presentation — what we are doing in Denmark. Please see on
website www.blackcurrant.dk

Notes:

e Tonnage over the last five/six years rising from 6200 tonnes up to
around 9500 tonnes.

e Total in world 160,000 tonnes.

e This year looks good — maybe 8000-9000 tonnes for 2009.

e Onthe free market — ups and downs, high prices>lots of new
plantations>3 years later overproduction and prices fall again. Since
1975 it has been this way — see slides.

e Ben Alder main variety, 4 or 5 new varieties coming in Ben Conon,
Titania, Ben Hope.

e Total from 2003 = 1000 tonnes in 2003 to 2500 in 2008. This year may be
around 2000 tonnes.

e Using mechanical harvesting since 1972/73. Joonas representative is
here. New harvesters coming from abroad.

e The area we grow with Danskebaer (growers association started three
years ago). Nils Erik Oestergard and | help to run this and we represent
around 140 growers — 750 hectares of BC. Main production sour cherries
for processing totalling 12000 tonnes in 2007 and hopefully 14000 this
year.

e Danskebaer registered as PO Organisation and we use subs from the EU.
e Challenges —increasing costs, labour, 20 Euros per hour including social
costs. We are obliged to pay this. The last few years has seen a lot of

trading in farmland. Until last year the value was 40,000 Euros per
hectare and now everything has stopped due to the financial climate but
the level is now around 20,000 Euros per hectare. Restricted on the use
of pesticides. We have 12 available to use on BC— UK = 42 and Poland
37. You will see how we manage at Jen’s place later today — it is difficult
but we can still handle it.

e We have opportunities to be more efficient — we will see today how this
can be done. We seem to get along with a low residue in our products.
We have to try and prove it. We have to research for new products or
products based on BC. We have to motivate the people in Denmark,


http://www.blackcurrant.dk/

Northern Scandinavia and Europe to buy more BC so we have a goal in
the years ahead to increase consumption. Most of the BC are grown in
Europe but we must see the whole world as the marketplace for our
fruit — some of you already do. We must develop the market for BC
globally.

We were inspired by David Eder from New Zealand who joined us in a
grower meeting last February. | went to NZ to see for myself and we had
a fantastic conference last November in NZ and here in Denmark we
have been greatly inspired by that. You have helped us a lot.

We will be at machinery exhibition on Tuesday at Orslev.

Welcome to the Denmark, enjoy the conference, gain knowledge over
the next few days, build up good relationships with those who have so
much in common with you and don’t forget to ACT when you get home.

First speaker today will give us an overview of the BC trade as it stands
at the moment. In Denmark Agrana is our main customer. | thought it
was important to bring him here today. 1. To motivate him to do a lot
more to sell BC and 2.To hear his point of view on the market — we don’t
know how it’s been affected by the financial crisis — perhaps he will tell
us.

Svend Jensen 7" June 2009



Gordon Irving — Agrana (Presentation on website)

Thank you for the kind invitation to attend the conference. It’s the first
time that | have come to a conference to present. | think it’s interesting
as in the commercial side of the business we do tend to be a little
“divorced” from the passion that we see when we do actually get time
to visit the factories and when we visit the growers. | hope to meet a lot
of you today. What | am trying to do with my presentation is to put it
into 3 parts.
1. Agrana
2. BC Markets
3. Data indicating which way the markets are going from a growth stand
point , be it brand or be it own label or private and where the
investments are coming from.
Agrana — 3 pillars of business — sugar, starch (one of the biggest) — large
bio-ethanol factory in Hungary and Fruit — comparatively new.
e Worldwide sites — international company
e |In Europe 2003 the group only worked with 20 factories — 15 in
sugar and 5 within starch. They decided because of EC quotas that
business would stagnate if they didn’t bring a third pillar into the
business and through a lot of consultation from external forces it
was decided to look into a new field and that actually became the
fruit industry. See slide for map of factories which were acquired :
Vallosaft in Poland, Stirops factories in Austria, Ukraine and
Romania. Then integrated with the WINK Group into the Eastern
part of Europe — Germany, Poland and Romania. Then we needed
exposure to Far East markets — talked to 2 key players —
Northandrea — joint venture 2006 and then 2" joint venture with
Yongji 2008. In 2009 we will not stop the investment and
acquisitions — this will continue.
e Fruit acquires 40% of turnover. Turnover 2 billion Euros per year
and within 5 years have taken 40% of that business — 35% starch
and sugar the remainder.



Locations — 11 factories Denmark to Ukraine — most factories
producing raw material, storing internally and externally but
Germany is blending station. Taking product from China into
Rotterdam and taking it up the Rhine — processing and storing
here - mainly apple concentrate blending station.

In season we can do 2000 tonnes of red berries per day and we
can process up to 12000 tonnes of apple per day.

International juice operation — trying to work with Chinese
counterparts to help them with production and technology and
also product development. Logistics and marketing and sales.
Very focussed — mainly concentrate — approx. 80,000 tonnes per
year of European apple concentrate= biggest volume line. 30,000
— 35,000 tonnes Chinese concentrate and these will keep growing.
We are the leader within apple concentrate. Also have juice
aromas, purees and NFC juices also.

Key facts on BC — Poland is biggest producer, then UK, then NZ
and Denmark. 80,000-95,000 tonnes possible from Poland this
year as per Prof. Macosz so price shouldn’t dip too far.

Last year prices came from 7.5 Euros/kg down to 4.6 Euros and
this year (2009) we predict around 4 to 4.5 Euros/kg.

Effects of financial crisis on fruit industry: In UK there are changes-
different products/prices. Retailers becoming very sharp — very
deep recession — big changes. Shoppers reducing grocery spend
with 46% buying more on promotion, 39% on less indulgent
products and 30% buying un-labelled products (Feb 2009 figures).
Competing with discount supermarkets — they are accelerating
their market share. Many of our main supermarkets Tesco, Asda,
Sainsbury’s now fighting to keep their shoppers. In 2008 61% of
sales were on promotions.

Blackcurrant has to have resurgence. Not in all the schools in the
UK as lack of communication with the big retailers to push the
brands. Everyone’s excited about smoothies but they are declining
by 39 to 40% per year. Won't be as big in 2 years as it is today —
recession — expensive product — coca cola pushing Tropicana and
Innocent so that leaves an opportunity for people like yourselves



to formulate a body that is going to tell these people in the retail
industry. At this stage it’s not the buyer, it’s the actual New
Product Development people because if you can get the story
across to these people, they will take that product into the buyer
and the buyer is virtually forced to list the product. It’s not the
buyer’s decision as the buyer will look at it from a commercial
standpoint and that’s not what | perceive that blackcurrants are
about. It’s about the health benefits.

Further research needed — new product development

Talk about the health benefits

Create the health benefits

If you can present that to the NPD people you will raise the
awareness.

If you could get for example Tesco with 2000 stores that could
give you the window to the world. You only have to deal with the
top 2 or 3 retailers in the UK and you have huge potential on
penetration to raise consumer awareness. They would give it the
advertising potential.

Promotional activity — not necessarily price orientated. It could be
magazine articles or getting a top nutritionalist to make very bold
key statements.

Looking at the cumulus of putting this all together | do believe
that looking at these three pillars of activity CAN support
blackcurrant becoming a superfruit but it has to come from
existing but more importantly new markets.

If you’ve got the story — get it out there. When | found out last
night all the thing blackcurrants can do for you | thought this has a
WOW factor if we can get message to the consumer.

Packaging needs to be right as well.

Strong strap line behind the claim.

We WILL get out of the recession and people will begin to spend
more again.

Look at putting together a long term package with someone to
endorse it. Get somebody to work with you over 2 or 3 years and
where you can quote that person comfortably. Get the story



across. Do a campaign over the next 2-3 years. | DO think you have
an opportunity here.
Karen Hamann
Director of IFAU (The Institute for Food Studies and Agro-Industrial
Development)

A private research institute specialising in international food and

agribusiness)
Please see presentation on website

Notes:
This is a private institute based just north of Copenhagen.

e 25 years of research and market research on various aspects of global
food and agri-business

e Co-operating with companies, authorities and research bodies in Danish
and International projects.

e Homepage IFAU.dk

e Full value chain from raw material production to processing to
marketing of product

e Industry structures, competitiveness, development in food market,
trend, retail or food service, convenience foods, organic, innovation,
new products, new types of packaging, new technologies, new ways to
produce and market product

e We look at investment, business development strategies and how to
bring new product to market.

e See various projects on presentation.

e Recent project restaurants and fast food outlets — we found new berry
drinks in cafes

e We will focus on BC drinks market in northern Europe.

e Strategy on how to build berry business in Denmark

¢ Innovation Project financed by Danish Govt and Danish berry industry in
cooperation with Aarhus University, Rynkeby Foods and Network for
Berries, Denmark.



To provide a report which would give inspiration to developing a new
healthy drink based on BC, focussing on Germany, Sweden and
Denmark.

Preferences, trends, flavours, market size, growth , consumption, went
to large supermarkets, spoke with producers

Important to define” healthy”. Consumers thought a healthy product
would contain anti-oxidants, maybe organic, high content of fruit, low in
cholesterol

Market for BC drinks — we went to stores and counted varieties made
with BC. Estimate of market size = We found 10% in Germany, 8%
Sweden and 5% Denmark. 78 million litres in a market share of more
than 300 million litres = very small market but market with high growth
rates. Growth rate est. 30% for all 3 countries. Lot of room for further
growth = opportunity.

Smoothies were strong but now falling by 20% maybe more. See
products on presentation.

New product —what is consumer preference? Very different in the 3
countries. Danish consumers prefer orange and Germany prefers
apples. Smoothies sales in all countries declining — financial crisis having
impact. More traditional products up. Quality = fresh chilled juice is in
demand. Consumers always looking for new flavours, they want to be
challenged, given choice and are more aware of health and diet and
juice with a known origin — apples, oranges.

Whole package to target consumer —-PRODUCT, FLAVOUR, PACKAGING,
COMMUNICATION to target the consumer

Recently launched products = superfruit still very much in demand and
important, high content of healthy compounds. Around the world
demand is growing, cranberries dominant and blueberries too due to
healthy compounds.

Flavoured water “Firefly” = new product, new innovation, BC, Lemon
and pineapple and “HIP” = adding flowers to berry drinks= hibiscus,
strawberries and peppermint. Very healthy. Products with tea, green
tea, targeting children, herbs, specific variety products, energy drinks
and stimulant drinks. “Naked Fruit” from Orbaek Mostfabrik, pure fruit



drinks and smoothies. Czech energy drink with berries too and also
another flavoured vitamin water, launched in Sweden 2009.

Consumers — we need to know about them and what they want. What
targets our consumer group? Danish consumer = price, health and
variety.

Danish read fliers in supermarkets and 82% make shopping list although
most decisions made in the store. Organics preferred but Danish do shop
in discount stores.

Sweden — price and health. Origin, environment.

Huge variations in the two countries.

Target groups : Children, perhaps make a “to go” product for school or
sports should taste good but have a very low sugar level. Fortified with
added vitamins perhaps? Young adult, maybe energy drink or organic if
they can afford it, low in calories, premium product. Young seniors, diet
supplement, small sizes, cure diseases, quality, raw materials.

Lot of different opportunities to target the consumer in different ways
depending on your different type of product.

Market for BC drinks growing, a lot of opportunities, room for growth on
healthy features, raw material quality, important compounds, maybe
energy drinks, frozen smoothies, something not discussed yet —think
creatively!

Stan Pluta asks whether we should concentrate on “only” blackcurrants
or mixed berry product “including” BC. Karen suggests not only focussing
on BC but use what we have today and build on it.

Consumers know more about health and anti — oxidants = use this to
create new product. Some consider organic = health.

I”

David Eder said we have the “real deal” here and we don’t NEED any
other berries — we have the story but we have to tell it. Karen says yes
you could go on your own.

Germany — health and price — discount stores very strong market share
in Germany. Stronger trends for regional products than “German”

products.



Jo Hilditch (Blackcurrant Grower and Chairman of Blackcurrant

Foundation, UK)

See presentation on website

Notes:

| am grower from west of England growing 150 acres BC

2005 we had meeting to discuss creating something to raise
profile of BC. Promoting health benefits, independent forum, not
talking products but BC. Using research publish this. Website =
best tool www.blackcurrantfoundation.co.uk where journalists

can look. We use a PR company putting press releases,
photographs website.

Wanted to change public perception, be independent from Ribena
but still wanted product sales to increase.

Structure =4 or 5 growers on committee and we get funds from
all the growers and we want to make sure it is sensibly dispersed.
Plus a scientist (Derek Stewart) who is spokesperson on research
etc. Also a PR company (food orientated). Maximum exposure.
See the many press cuttings over the last 4 or 5 years.

Website has 30 or 40 pages — newly updated.

For the first year the idea was to promote as the “Forgotten Fruit”
—had a lot of coverage, literature and leaflets for handouts. Had
54 million readers in this first year —very good start. We had 63
pieces of coverage. Health benefits covered in the following years,
some educational pages added to website for children. That year
30 million coverage. 2007 most exciting year — research assessed
different fruits and we came up with “Superfruit Wheel” which
show that BC are very good in all the areas of health. (heart
disease, diabetes etc. — detailed on wheel) Conclusion was BC’s
were best superfruit and we got a lot of radio, TV and press
coverage. We did radio interviews and webcast also which
generated huge coverage. Recipes too — difficult for seasonal fruit
but still helped. Superfuit website too — see webcast there. We
achieved advertising vale equivalent = £1.5 million worth of


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

column inches. Perceived Editorial Value = £4.5 million worth for
£80,000 in contributions so a very good response.

What next? Journalists get bored with same stories. Last year we
did Survey done on UK public to see what they knew about BC.
Many recognised blueberry but not BC so well know TV doctor - Dr
Chris Steele went on TV to say how shocking it was that the UK
didn’t realise how good BC was for you so we had a lot of
coverage. Also, looked at various BC juices as cures for hangovers,
healthy morning drink — got 7 or 8 magazine people together and
asked them to taste and most covered it in there magazines.
Ribena did “Harvestival” which also promoted the Blackcurrant
Foundation — the two went hand in hand. That year 28 million
readers, 76 pieces of coverage. £500,000 approx PEV on a budget
of £80-£90,000.

This year National Schools Partnership. Raw materials sent to
schools, 11-12 year olds. We thought 500 schools would be
interested but 900 were actually interested! Still people trying to
do it. Superhero design competition. Children tell parents — drip
drip information, to adults and elderly. 5 good articles already this
year. Leaflets we take everywhere and TV coverage looking good
this year. Facebook and Twitter the PR company tell us we need
to be on. So far this year we have had as much PEV as all of last
year so looking good. Website publicity good too. Hopefully £1
million of PEV. We think the market IS expanding.

210 million readers since we started and 250-300 pieces of
coverage. Total PEV £6 million.

50 growers in UK — budget every year to see what we can afford.
We have spent £408,000 which has achieved £6 million worth of
PEV . ( Ribena marketing budget is £19 million!)

Hard work!

We will keep the message going, drip-feeding people information
with Derek’s research. If we can help and work in partnership with
other countries and keep getting the information out, then even
better. Will try to keep website up to date. Thanks to British
growers who have great faith in us. We will keep moving on. We



HAVE achieved a growth in sales of BC (3000 tonnes in UK — not all
British fruit) and people recognize BC as a healthy way forward.
PR agency won an award for this very successful campaign.

e Very proactive press office function — 3 or 4 articles to come in
June and July.

o We feel very positive and we think we are making a difference.

e Jim Grierson said congratulations on an excellent campaign and
that THIS is what we need to do as a group.

e Stan asking where to start in Poland where we don’t have a strong
cooperation? Jo said — organisation, get people who WANT to do
this together — have meeting, get PR, marketing people, website
but organize yourselves into a good structure — DON’T WAIT.

Derek Stewart — Head of Plant Products and Food Quality Programme SCRI,

Dundee, Scotland - Please see presentation on website

Soft fruit has a well-being or health “halo” surrounding it and that’s way
you should sell it — not by making specific health claims. | don’t think
you’ll ever be able to say ante— cancer on one particular fruit.

Obesity a big issue — soft fruit can help alleviate this, Vit Cand
Polyphenols

We are trying to join up the research between the breeding and to what
makes the health effect.

How does BC impact upon health? Pig artery model — top two graphs
were stressed, 3" one is the control but the bottom two are pre-
incubated with Delphinidin the anthocyanin from BC and even stressed
it still comes down meaning a drip feed of BC anthocyanin allowing the
artery to relax which means major effect on cardiovascular and blood
pressure. A drip feed of Delphinidin is really protective = fantastic story.
It is the only anthocyanin that actually does this. Other areas we work
on = cancer > polyphenols? Are they working on the body’s system? 2
different proteins — body stimulated to produce enzymes to clean out
system. Surprisingly NrF2 (dominant enzyme in clean-out system with
regard to cancer) it actually stimulates them also. That is a major finding



and has never been found before. So BC stimulates body’s responses
with regard to cancer.

Comparing fruits — you want to kill cancer cells. Blueberry not that good,
raspberry good but processed pomegranate, not good results for
Pomegreat! Not what they wanted. Health benefits can change once
processed.

Small intervention studies — fed students fruit. Analysing excrement,
lots of things in it can stimulate bacterial growth and what you are then
finding is pre-biotic effects and a stimulation in the colon so basically
people are healthier— soft fruit = win win. Backed up by other studies.
Now we are trying to tease apart what the anthocyanins do as opposed
to Vit C because of you want to market something you have to have
health claims and health claims in polyphenols are non-existent. We
have just finished a study — there is a reduction in arterial thickening —
reduces the hardening of the arteries. Berry Farmer studies — BC
concentrate in Europe made into juices — animal studies (rats) found
differential bioavailability depending on how you make the concentrate
They fed them what you would think were the same things 98%
anthocyanin but what it shows that the older you are, things stay in the
blood longer — this is a fantastic story — if we can translate that into what
it can do for humans. Possibly an old system not working as well as a
young one.

What genes are activated by BC — in the old rats more genes switched on
—immune response — BC anthocyanins are stimulating the immune
response — clear and hard data!! Fantastically useful — now to try in
humans. How can we translate this? Use statistics — compare data. Look
at everything — what quality compounds are sensitive to environments,
which ones are genetic based? We can now screen these studies in 2 or
3 weeks instead of what used to be a year, so the technology is going
beyond that. You could start to select crosses that have more for
example Procyaninin which could be good for UTI’s, MRSA so you can
cross all of these to make double the effect. We need to match the
quality data with what Rex (Brennan) is doing at the genetic level. We
want to tease apart what is difference between genetics and



environment. We can breed for a good fruit but if the environment has
200% variability it’s a waste of time/raising your game level.

SCRI funded by GSK for breeding — if it doesn’t taste nice people won’t
buy it! A market niche —what can we confirm — new varieties coming.
Looking for genes that impart certain attribute e.g. Anthocyanins =
screen before analysis. Some traits variable but Vit C same trend =
massive genetic control which means it’s all in the hands of the breeder
— what you want is the high Vit C crossed with a high Vit C, hopefully
getting a higher Vitamin C. Then Polyphenols = more on how you grow
things= back to farming.

Global warming — problems with chilling requirements. SCRI on the case
looking at changes in genetic basis and how they respond to it to identify
the genes that are influenced. Chilling requirement in plant — what does
that mean? These are the studies taking place. BC ‘s being produce at
the moment may not respond to the increased heat expected in the
future.

Future is promising —it’s still a bit of a Cinderella crop, undervalued with
no bad stories and it can do with even more publicity. Health research
will continue> neurological prevention and we have lots of EU funding to
study BNC’s alleviating the effects of and protect against Alzheimer’s
Disease. A never ending story with regard to health. BC is probably rich
with regard to the fact that it’s linked between health, quality and the
genetics. Other crops don’t have this link. We can benefit from this in
the future.



Soren Bilgrav-Nielsen, Metaphor (Advertising Agency)

Please see presentation on website.

e Object to increase the demand for Danish berries (red currant, sour
cherries and BC)

e Survey undertaken by speaking to Danish public.

e Four findings about the market

e 1.Berries are not too important to consumers in Denmark although
taste is. They think BC is nice on dessert and a good juice. They are
thinking a little bit more on the health issues although not that aware
of Vit C content.

e 2. People caring more about environment and with Danish berries
having restrictions on pesticides this is good news for BC growers.
Locally grown — more important as low carbon footprint.

e 3. Convenience — people want smart and easy ways to consume
healthy food. New product development very important. When we
create an interest we need to have an exciting product to offer the
public. Women are in charge of buying the food so we need to bring
this information to women — magazines etc.

e 4, Communication environment is changing — recommendation
through the internet — listening to other consumers. Only 28% trust
advertisers and 62% trust fellow citizens. (Worldwide = 78%)

e WE have a fixed plan for the next three years and will implement new
strategies along the way. We need to get the message across that
Danish berries are and important part of the diet. Pleasure to
necessity, from nice to need.

e We will show how the berries are grown with very few pesticides.

e Astory behind the berries — they are grown in a real place by real
people.

e An open process relying on four pillars — Public Relations — we need
to feed the media. This story of BC is well documented so this is one
of the main parts.

e Strong website.



Working offsite — we can attract people to our website. Find the
places on the internet where discussions (e.g. On health) are taking
place and we can get the message across this way.

Facebook — 10 or 15 groups about BC already.

Events — real life — shop — meet people-experience berries first hand.
New products we hope to develop — retailer will hopefully take part
in this also.

Doing, learning and adjusting along the way.

Will develop campaign in a few weeks — will promote the Danish BC
as a “Superberry”

We don’t have a big budget so we need to target “health orientated”
women — magazines etc.

Celebrate berry harvest — during harvest, invite people to see what'’s
happening on the farm or move into the cities with your fresh
produce.

Berry bar??

Schools — educational material and engage students in making
campaigns for berries — with same target so that they spread the
word of how good berries are. In Danish education system the

I”

students learn about advertising. A “cool” event.

PR stories very important. Find food blogs. Find out what’s
happening.

69% of buying decisions are made in the stores — nice packaging!

We want to promote BC from a bottom up approach — not expensive
advertising — keeping our minds open.

Create conversations across borders with the help of online tools so
we can share our ideas and knowledge. Instead of only meeting once
a year maybe we could collaborate throughout the year. We need to
share and help each other. Strong collaboration for a great future!!
David Eder commented on the blackcurrant shot advert on
presentation saying this is selling in Japan at the moment and the
Japanese women are taking it to reduce dark circles under the eyes —
it has been shown to increase the blood flow in this area. Also helps
with hands — blood circulation. They are using NZ BC’s at the
moment!



e Mogens C—what funding? Will price per kilo be enough when this is
established? Motivation.

e Derek Stewart — how do we monitor Twitter/ online discussions in
case incorrect information being put out over the web? Should we
be present on some discussion sites to back up claims? Strategy to
apply a conversation agent. No clear answer yet. All kinds of rubbish
on the internet also — we need to be sensible.

e Edward Keene — Not sure how wise to focus on pesticides — can open
up a can of worms as we are not doing anything “wrong” in using
pesticides.

e Common sense approach needed — balanced approach needed. We
will say this is one of four or five attributes of Danish berries.

The Danish Food Industry Agency

By Anne Mette Svenstrup and Olaf Hojgaard Pedersen

This was held at the home of Jens Holme Pedersen and was not
recorded and | also found it very difficult to hear/understand the
speakers sp please forgive the condensed notes. A presentation can be
seen on the website.

e EU support promotion: Get smart by marketing.

e Funding for programme by Danish Food Industry Agency co-
financed.

e 1. Promoting on internal market

e 2. Promoting third country markets.

e Principles — info and promotion must be generic. Must not favour
brand names/products/origins. Promotion of BC's NOT “Danish”
BC’s. Message should be on product characteristics, quality,
nutrition etc.

e Regulatory Framework: Council Regulation 3/2008, Commission
Regulation 501/2008. Application form published on EU website.

e Funding 50% maximum — 60% if fruit intended for children in
schools.

e Professional organisation —e.g. Denmark put in a minimum of 20%



Member states to top up, Commission may set lower or higher

limit to costs of programmes.

Very time consuming process — 3 months after proposal up to a

year.

Please see http://ec.europa.eu/agriculture/prom/indexen.htm

Jens Holme Pedersen (Blackcurrant Farmer) Kogsbollegard

Please see presentation on website.

| am very happy to be part of the conference. It has inspired me to

find ways to get more benefit from my BC production.

Bought farm along with my wife in 1990 and started with
50Ha — we now have 200Ha

Land prices at their highest were 40,000 Euro/ha and are
now 20,000 Euro/ha

We grow BC, Rosehip and Redcurrant. BC =111.25 ha.

1 full time man working 1650 hours per year and have
additional labour of 600 hours during harvest and planting.
We have some BC organisations in Denmark which | would
like to connect together. Danish Berry and Orskov Fruit are
both PO’s.

We have to change, we need more research, It is our duty
to help the people. We need Product Development,
Marketing.

It is important for growers to make a difference where they
can. To communicate so that we connect all the links in the
chain. We need to see possibilities- new initiatives, new
varieties.

Field>consumer>traceability.

If we put something good in then something good will come
out.


http://ec.europa.eu/agriculture/prom/indexen.htm

Country Reports

United Kingdom — these figures England, Scotland and Ireland.

Good winter chilling —a cold winter.

Quit a lot of run-off due to rain.

Average of 95% of everything grown in UK under contract (7 year
period) for Ribena.

41 Growers>traceability> some farmers for about 50 years.
Predict 14000-14500 tonnes

Sweden

Now only 300ha — was 350ha.

Estimate = 1200 tonnes

Stable price, hopefully the same as last year.
Processing for the domestic market.

Poland

Very dry season —some regions no rain on 6,7,or 8 weeks before,
during and just after flowering. During flowering everyone happy but
now not so happy as we have had two spring frosts as well as bad
Reversion and Gall Mite. Predict 85,000 tonnes this year.

Lithuania

No investment by government — they cancelled their support for the
cultivation of BC and the growers decided to redirect the commercial
production into the integrated and/or ecological production
(possibility of getting the subsidy from EU. This has influence on the
reduction of production and acreage.

Weather very bad — strong winter frosts and especially spring frosts.
There seems to be no more participation with our conference.

Hungary
Very hot springtime 25-30 degrees during flowering so pollen

couldn’t germinate. Global warming? This region not as good as it
was.



China
No competition for us. No suitable weather conditions — no

harvesters. Potential but yield is low. Ben Lomond is most common
variety.

What is shocking is the amount of blueberries being planted there. It
is increasing rapidly. China will one day be top of the blueberry
producers est. 100,000 tonnes in ten years time!

Estonia
Very few people establishing new plantations. We expect the same
tonnage as last year —around 300 tonnes.

Germany
Good spring, right rain, predicting good yield = 5000/6000 tonne

average.
It is difficult to get the growers united and hard to find solid data.
They don’t understand the advantage of a growers association.
Better internet access required. There are different pesticide rules in
different parts of the country. Difficult to predict a price.

Holland
Colder winter than usual — good winter chill. Nice spring and good

yield predicted. Around 3000 tonnes.

France

We think we will have a better yield than last year — last year not very
good and we hope for 9000 tonnes. Most of our production is on
contract and not a lot on free market. We hope for same contract
price as last year.



Tasmania

We are the only state in Australia to grow BC. We have 3 growers for
Ribena. We are not expanding. We had a cold winter and spring
frosts. Market decreased over the last 2 years but is now increasing
by 3 or 4%.

New Zealand

Have had harvest — very bad — spring frosts. There is still damage
there from last year’s frosts. Ended up with 6500 after predicting
11000 tonnes. Market is stabilising — growing again. We are
expanding. GSK = good firm figures. Growing markets in Japan, US
and Australia = positive.

Finland

Production here is slowly decreasing Yield poor last year due to
spring frosts. Fields getting old as well as the growers who hesitate to
establish new plantings. Processing industry is unstable as factories
sold to foreign owners. Fresh market slightly better. Yield should be
better this year. We predict around 2000 tonnes.

Denmark

Acreage stable —yield this year forecast is around 8000-8500 tonnes.
Last year we predicted 7200 but we got 9300 due to good rain before
the harvest. We don’t know if the drought will continue.

Totally in Europe we are ending up with around 130,000 tonnes =
lower than last year. A few tonnes in stock as concentrate. Itis
difficult to predict. We will make another prediction in July. Denmark
is the only place where tonnage is increasing.

Norwa
We are the biggest grower in Norway, growing 150 Ha = 600-800

tonnes which is about % of total production here. We sell to dairy
business — own brand ice cream products, yoghurts.



Director Bernd Griese, Harboe Brewery

(One of main sponsors of this conference)

e Thank you for the invitation to speak at this conference. We
have very good cooperation here in Denmark with growers,
factory and Danish Institute in Aarslev.

Director of the privately owned orchard in Denmark — 5 year old

orchard — we grow 50ha sweet cherries, 50ha apples, 25ha pears, 3ha

plums, 50ha BC as well as 250ha of BC in Germany. Sour cherries
239ha.

Harboe farm has existed for 125 years and Bernd is the fifth

generation to run the company. Fruit for about 20 years now.

e 4 breweries —2 Denmark, 1 Northern Germany, 1 in Estonia. We
produce 600 million litres each year.

e We also have factory producing meat which we distribute in
Denmark.

e Just invested in new factory in Germany to make pressed/direct
juice = NFC.

e We have special situation in Denmark. | came here 40 years ago
and they had a monopoly on the entire product that they have
here — milk, meat, all kinds of things. We saw it also when we
came into the BC industry the producers wanted to make all the
decisions. You growers in Denmark can be happy because the
factory you are working with here haven’t used their position in
the market as strongly as they do in other countries. The problem
for the Danish growers that they were not allowed to harvest
when they wanted to and then they had to freeze their BC after
harvesting when they couldn’t sell it and this cost them money.
Then when they couldn’t find out the price it was very different to
make business. They decided to make their own production and
this is where Harboe came along. In the new factory they can
make their own product. They can steam 25 tonnes per hour.
They can’t press that much at the moment but they want to
increase to 25 tonnes per hour. Then when the factory is fitted
out they will be able to produce all the BC grown in Denmark. At
Harboe they don’t want to have a monopoly on the BC industry so



they have offered Agrana to cooperate so that both factories can
work together during the harvest produce all the BC s and that
would also be good for the growers as they can get them
produced right away. They can make extract at their own place
and the growers who come into Harboe only have the cost of
producing the BC’s and they can store them there. Harbroe will
adjust the price depending on the market so if the price is up the
grower will benefit and if it’s down they will receive less. Problem
is that if it’s hard financially and the grower has to sell cheap
because he needs the money doing it through Harboe makes it
easier to get the money in the bank. Harboe offers a positive
cooperation and they CAN harvest when the fruit is on the bushes.
Harboe think they have made a positive contribution for the
industry and growers can work together with them and therefore
they have invested 200 million kroner in Germany so that they can
make the finished product.

The building of the new factory will help because they will keep
all the health benefits in the product.

We look forward to working with the growers this year and in the
future.

Sweet cherries — big future — we have invested a lot in the cherry
orchard with trees given special protection from the rain. The BC
industry is much more fun at the moment, though!

Working with BC and cherries, it has been very difficult to enter
the market with these products. We don’t have a culture in
Denmark where you drink juice with high quality and there is only
a very cheap product on the market

Big market in Germany for juice and ready to drink juice.

A lot of products in market right now — we see the product
changing to finished drinks and Harboe makes a lot of this
product.

We are exporting to about 50 different countries and sales of
products with a health benefit are increasing.

We are always developing new products and we have increased
sales on new products.



e We need to tell the story to sell the product. Need to tell the
consumer the story — BC’s are known in the countries but do they
know how good it is for you? We need to get this through.

e We need to thank our friends from UK and other countries, it was
a pleasure to see you here today.

Jim Grierson

President of International Blackcurrant Association

Thank you Svend and Gitte for putting together such a well constructed
conference.

| would like to introduce David Eder — NZ grower, entrepreneur — has
close relationship with Four Leaf Japan, who have been sponsors of the
International Conference in New Zealand and also this conference.

David Eder

Four Leaf would like to thank the European Conference for the
opportunity to be a major sponsor to this conference. They also
sponsored in NZ and will continue to sponsor right through to France,
next year. They are a very y health conscious company with half a million
members in Japan. 5% of earnings go back into the community. The
chairman has made it a goal that it’s a healthy company and they look to
support the wider community by running their own education
programmes. They have their own forest in Japan which members can
enjoy. Their members actively participate in these activities in the
community. They have a fleet of little trucks which will transport
wheelchairs around and they go into schools. They are very proactive
and in touch with life and they use our BC’s in their product exclusively
and they sell their product and they will be selling more BC product in
the future as we have such a great product with such a great story. They
want to be involved with the global BC picture. We look forward to them
being more involved in our BC industry now and in the future.



Jim Grierson

Hugue Decrembeque from France will be chairing the committee who

will be organising the second conference which will be held in France.

The next International Blackcurrant Conference will be held from 19" to
21* May 2010.

Close to Dijon. Dijon is well-known for Creme deCassis .
The city will be Beaune.

Bourgogne well known for snails.

We look forward to welcoming to come to France next year.

We will endeavour to have interpreters there for the Polish and French
as not many French growers speak English.

Jim G —There is a lot of work in preparing a conference — we had 160
delegates in New Zealand let’s hope we can get 160 in France. To be a
successful conference you will need to answer the emails that you will
be sent, answering questions that need to be answered and please
register early to make the organisation smoother.

IBA — International Blackcurrant Association

Our objectives are to improve production, promotion and profitability
for all involved. We saw earlier that our prices could be better. Our
tonnage has gone down to 136,000 tonnes globally. Without frosts wind,
hail and with a little bit of luck that could easily be 230,000 tonnes -
overnight. We’ve got to know how to manage that and we’ve got to
make money out of it. The purpose of IBA is not to increase the number
of growers round the world. We don’t want to enthuse too many other



farmers to start growing BC, we want to enhance what you’re already
doing. Be very aware of that.

We need to have the confidence of the delegates here that IBA can and
will deliver a powerful, proven platform for the potential global
consumer in a generic format. So what we want to do is put into position
is the benefits of BC in a generic manner that our brains and our
marketing companies and our supermarkets and consumers can hear,
listen and consume. That is the role of the IBA.

Our strategic plan to achieve that:

3 or 4 years ago Svend, Greg Quinn and | discussed how we could get the
best for our industry and we said that we need to get the industry in one
room. It is a small industry globally — it is a powerful fruit. Why can’t we
be more successful? That’s what happened in New Zealand — 3 years
later we had an international conference and from that came the idea of
forming the IBA -one small step but a major move.

This conference, we want to start to put the IBA in action and we can
only do it with the co operation of everybody in this room and outside of
it. We will build a website for information and knowledge, which every
country can tap into and use whichever way they wish. Jo Hilditch and |
will look into costing this and how we will fund building a website.

Bill Floyd — marketing expert in NZ does some work for BC NZ Ltd and
has a passion for the BC industry. We have commissioned him to assist
us in putting together some generic, good news, sexy stories. He will
accumulate, disseminate and present the information of these good
stories. The only way he can get these stories from you people, so if you
have some good news stories when you’re going to harvest this year —
take the opportunity to take pictures of nice fresh BC’s being harvested.
Don’t be shy — we need the background information to go with these
stories. Also, on the website there will be links to the various countries
websites and also of the friends of our industry such as our scientists
and other supportive people. Country members: Denmark —extremely
proactive in the last 1 to 2 years. New Zealand has had the “Blackcurrant



New Zealand” for a number of years and they are doing an extremely
good job in the Southern Hemisphere.

France has the French Producer Organisation and the French Cassis
Association. They have taken on board the running of the next
conference but are also committed to share and be part of a world
industry.

The UK through the great work of the Blackcurrant Foundation
www.blackcurrantfoundation.co.uk is also committed to our cause.

They are quite far on with a very good website and some very good
news stories. We don’t want to interfere with their success — we want to
enhance their success.

Canada — | have been in touch with them and they are very excited
about this and | hope we have a Canadian representative at next year’s
conference.

Poland — haven’t yet got growers group together but | think this will
happen soon. They are talking about having a Polish Growers meeting
discussing promotion etc.

Netherlands — Chairman of Dutch growers association very supportive of
this concept. He will be talking with the Netherlands growers in the near
future.

Australia — representative Rob Clark (Tasmania) — a good progressive
group who have a good connection with a very good marketing group so
they are growing nicely and are happy to be part of this concept.
Japanese Cassis — An association — not growers — a marketing team with
Mr Ayanaga. They were in NZ and will be present in France next year.
Germany, Estonia, Finland, Hungary, USA, Lithuania, China are looking at
doing something. Germany working hard to get their growers together.
There are some good things happening — these things do take time but
we will get there.


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

The Committee consists of:

Jim Grierson NZ — Chairman

Svend Jensen Denmark — Vice-chair
David Eder representing Four Leaf Japan
Florent Baillard France

Jo Hilditch UK

? Poland (to be announced)
Greg Quinn USA

Sub- committees:

Agronomy —3 are here.
Gitte Hallengren (Denmark)
Rob Saunders (UK)

Jim Grierson (N2)

Pirie? (France)

Plant breeders:

Dr Rex Brennan SCRI (Scotland)
Stan Pluta (Poland)

Geoff Langford (NZ)

We need to get the processors, brands and marketers and we want to
get these companies involved. They can share information as a sub-
committee also.

Once we have formed a basic functionality website, from there Floyd
Marketing and people on this side of the world probably via Jo Hilditch
will be able to get stuff through the grower associations and to the
countries that require it, international publications either for domestic
use or for telling people about events, using TV as a media — like the UK
Foundation. We in NZ have been doing this and it is really starting to
work for us in places like Japan, Australasia and USA.



We want to take research forward on Human Health attributes. There
are now currently human studies going on. We need to manage the
funds that are put into research for BC.

Member countries>growers associations can use the website and take
whatever they want from it. We would also have sponsor members so
we would recognise Four Leaf and Harboe Brewery and other sponsors
so they can be recognised as being part of our industry. Website will be
your own language.

Member countries can nominate prospective members to the IBA board
prior to any of the conferences. Good to have an odd number -7 is
good. Chairperson to be confirmed on an annual basis and can’t exceed
5 years in position. We intend to hold an International Conference every
second year, keeping up the momentum. European conference will
continue to meet in the alternative years with the prospect of over the
next 2 to 3 years all becoming one.

Member countries or brands, whoever it may be — our friends who are
out there — we would be looking to finance the IBA’s activity with a cost
of 2000 Euros per annum for those countries who wish to become
members of the IBA. We would like to think you all will. The poorer
countries may not be able to afford this but the bigger players hopefully
can. There will be a huge benefit from this. It is going to cost, we think
around 20,000 Euros per annum to run IBA, including helping with the
conferences, administration and also some meeting costs. We will, in
France next year have a financial report so everyone knows how we will
spend the money. If there is any surplus it will go towards marketing. We
do believe there could be a surplus as we settle down. None of us are
being paid —we are all volunteers and are doing this for the passion that
we have for our industry. We think we will require 3000 Euros to build a
website. We will try to make it as minimal a cost as we can and we
intend to seek sponsorship for those funds. If you have any ideas for
companies we can approach — please let us know. We will do this.
There are some very good researchers doing a lot of good stuff for us
like Derek Stewart. We have been concerned that money is being spent
twice when we find two different researchers in different countries
doing the same/similar research. We want to continue this work but we



can spend our money wisely and make sure these things aren’t
duplicated around the world. We have spoken to NZ and Japan
researchers as well as Derek and they agree that this is a good way
forward. The website should help with this.

Timeline: After harvest put it to your grower organisations that it would
be beneficial to be involved with IBA.

Once we have funding we will start to build website September to
November and hope to have it functioning by December 2009.

Best Berry for Life!l

e Heart health, obesity, Parkinson’s, Cancer, Glycoma, Eye Strain,
Oxidative Stress , Alzheimer’s. Rheumatoid Arthritis

e Skin pigment, Metabolic Syndrome

e Sports recovery — Dr Roger Hearst (NZ) has been working on
sports recovery through inflammation of the muscle so when a
sportsperson exerts his or her energy on running or cycling or
whatever, the recovery time post exercise is a lot better and the
muscles settle down and they are able to play their sport in four
or five times in much better shape than they were in the past.
This should be quite influential considering how often
professional sportspeople take part in their sport. If we were able
to give them our message and they would be able to relate our
message to the world it would be hugely powerful. The first public
paper has been produced by Dr Hearst at Plant and Food NZ and
he said we can use this information.

David Eder

e Heart health —animal studies have shown if you take a certain
dosage of BC's per day you will clean the plaque out of your
arteries. Lessening the risk of heart attacks and strokes.

e Obesity — rats lose weight on BC diet.

e Parkinson’s — A friend has taken our BC pills and when he
previously couldn’t write his name because of the shake, he



hasn’t had a shake for the four years he has been taking the pills.
If he goes off the pills the shake comes back. We have dozens of
people who are taking the pills around the world

Cancer — mice studies with cancer cells — fed them BC’s and the
cancer shrunk by 50 -60%. Will this be possible in humans?
Glycoma — Japanese studies have shown that this can be stopped
if they take BC’s. A study done on humans.

Eye Strain — BC’s stop computer eye strain for 8 hours.
Alzheimer’s — rats got old and they had preciously taught them
tricks - fed BC and rats started to remember tricks.

Metabolic Syndrome = gut health —if you get your gut health right
you will be a much healthier person.

We only need to get one or two of these things on the way to get
the story out. | am running an informal trial at home and it’s on
humans and it’s starting to follow what we found in animals —that
we are monitoring the blood sugar levels so that we stay stable
and that’s a huge thing for a diabetic.

Yes, we can do this!

We have a challenge.

We will tell the world about our Blackcurrants and we will get the
information to the companies so that they can use them for
marketing.

We need very good communication systems running. (Website)

PLEASE TALK TO YOU FELLOW GROWERS AND YOU GROWER
ASSOCIATIONS AND TELL THEM OF OUR PLANS.

WE WILL SEE YOU IN FRANCE!!



Svend — closing conference.

We wanted to motivate you to act. We are heading in the direction of
more promotion. We need to keep up with the other fruits like
blueberries and cranberries which have had such good publicity.

Thank's to sponsors:

Thank you to Mogens Christensen from Agrana who sponsored our trip
on the boat.

Thank you to Carlos Ragone Oerskov Frugt and Per Moller Andersen
@rbaek Most and the Harboe Brewery.

Thank You all for your participating in this Conference.



