
Keeping blackcurrants current 



 

BACKGROUND 

The Foundation was set up in 2004 to raise 
public awareness of Blackcurrants both for 
drinking and eating. We have identified and 
communicated specific health, medical and 
nutritional benefits of British blackcurrants. We 
wanted to encourage the consumption of  
Blackcurrants as juice, products and fruit by 
expounding the health and nutritional benefits 
in all relevant areas. It has been paid for by the 
British growers. 
 
Our programme has been successfully 
implemented using science from the James 
Hutton Institute, the website as the main tool 
and PR as the main marketing channel. 



BETWEEN 2007 AND TODAY WE HAVE INVESTED 

AROUND £350k IN OUR PUBLIC RELATIONS CAMPAIGN 
 

Spoken to over 500 consumer, trade, broadcast, national and regional 

journalists 

Secured 373 pieces of coverage including 30 nationals 

Generated 364m opportunities to read pro-blackcurrant messages 

Negotiated 2 hours of prime-time TV featuring British blackcurrants 

Achieved a total editorial value of £15m 

Return on investment of 45:1 

100% positive coverage 
 

 





2007 – 2011 PR Activity 



Drive consumers  to think  
blackcurrants in all formats 

Build on all scientific 
research conducted 

Maintain relationships 
with the media 

Get British 
blackcurrants on the 

news agenda 

Generate widespread awareness 
around the health benefits 

Objective & strategies 2007-11 



Summary of Activity 



2007 – Invented the Wheel 

SCRI research identified the blackcurrant as 
the No.1 superfruit  

 

Findings were collated and syndicated to 
national and consumer press 

 

Research was also used to create a simple 
educational tool/wheel for consumers 

 

Total circulation – 21,636,423  

80 pieces of coverage  

AVE: £1,475,015  

PEV: £4,425,045  

ROI:  144:1 
 



2008 – Know Your Fruits? 

Conducted a survey amongst 1,000 Brits which uncovered that 30% of Brits couldn’t 
identify the British blackcurrant in a fruit line up? 
 

Astonishing results were syndicated to the consumer and national press to further raise 
awareness of the ‘forgotten fruit’ 
 

 



2008 - Health Booster Juices 

Total circulation – 28,374,215  

76 pieces of coverage  

AVE: £165,737  

PEV: £497,211  

ROI: 15:1 
 

Developed a series of juice recipes, tailored to 
treat a number of health ailments. 

 

Dedicated press event providing shots of 
health first thing in the morning. 

 



2009 - Website Revamp 

 

With the rise of digital content, the Blackcurrant Foundation website  

was given an overhaul to make it more visually engaging  



 
 

2009 - Eat A Rainbow 

Total circulation – 72,780,907  

50 pieces of coverage  

AVE: £1,006,570 

PEV: £3,019,710 

ROI: 223:1 
 

Worked with the National Schools Partnership to 
gain access into primary schools. 
 

Developed educational resources around the 
nation’s No. 1 superfruit to eat a rainbow. 
 

Through a competition ‘Purple Power Man’ was 
created to engage with pupils and bring 
blackcurrants to life. 

 

Materials sampled amongst 955 schools and 55,000 
school children 
 



2010 – Are You Eating Your Purples?? 
Researched among 1,000 consumers to 
understand the colour of their diet. 
 

Research also showed that purple had dropped 
off the radar of the nation, so we aligned with 
nutritionist Juliette Kellow to launch the findings. 
 

Total circulation –  121m 

117 pieces of coverage  

AVE: £165,737  

PEV: £3,849,348 

ROI: 56:1 
 



2011 – Digital Wheel 
To satisfy consumer digital demand, we were keen to ‘reinvent the wheel’  
 

Uploaded all scientific findings into a digital, interactive format  
 

Provided fresh, interactive content for the website and our social media following 
 



2011 – Creating An Online Personality 

To enhance online presence and encourage 
interactivity, we created a facebook and twitter profile  
 

Generated ongoing communication around recipes, 
healthy facts and stats to engage with our followers 
 

Both have led to good levels of interactivity with 
blackcurrant lovers 
 

Throughout the season we have run a series of 
competitions to incentivise new followers 

 
 







Evaluation Summary – 2007-11 
2007  

Total circulation – 21,636,423  

80 pieces of coverage  

AVE: £1,475,015  

PEV: £4,425,045  

ROI:  144:1 

 

2008  

Total circulation – 28,374,215  

76 pieces of coverage  

AVE: £165,737  

PEV: £497,211  

ROI: 15:1 

2009 

Total circulation – 72,780,907  

50 pieces of coverage  

AVE: £1,006,570 

PEV: £3,019,710 

ROI: 223:1 

2010 

Total circulation –  121m 

117 pieces of coverage  

AVE: £165,737  

PEV: £3,849,348 

ROI: 56:1 

 

2011 

Total circulation – 120m  

50 pieces of coverage  

AVE: £971,128.67 

PEV: £2,913,386 

ROI of 55:1 

427 followers on Facebook  

573 followers 



Coverage overview 2007-11 



Example Recipe Coverage 



Example In Season Coverage 



Example National Coverage 



Example Broadcast Coverage 



Example Trade Coverage 



2012 PR Activity 



Traditionally British PR Campaign 2012 

2. Social Media 
 

Maintaining A Juicy 
Following 

1. Consumer Media 
 

Press Office 

3. Trade Media 
 

Taking A British 
Journey 



Traditionally British PR Campaign 2012 

2. Social Media 
 

Maintaining A Juicy 
Following 

1. Consumer Media 
 

Press Office 

3. Trade Media 
 

Taking A British 
Journey 



Recipe/Seasonal Focus Feeding News Agenda 



Traditionally British PR Campaign 2012 

2. Social Media 
 

Maintaining A Juicy 
Following 

1. Consumer Media 
 

Press Office 

3. Trade Media 
 

Taking A British 
Journey 



 

Recipe development has always been key, in enabling us to secure quality editorial             
coverage and engage with our consumers  

 

They effectively showcase the versatility of a blackcurrant by demonstrating the                             
creative ways in which they can be eaten 

 

Through our social media sites, we regularly receive new recipes and suggestions;               

all of which are extremely valuable to us 
 

In order to capture this level of input, and show appreciation for our followers, we have 
now added a new ‘reader’s recipes’ section to the recipes page 





 

We have been actively promoting the new reader’s recipe page via facebook and Twitter, 
encouraging our followers to win prizes in return for their recipes 

 

As part of our social media activity, we are also continuing to syndicate relevant and 
topical updates to create talkability amongst fans ahead of the season starting 



Going forward we will further increase followers and engage them in conversation by 
continuing to manage and maintain profiles on a daily basis  

 

Monitor all digital activity and build loyal relationships with fans by responding rapidly 
to comments posted and @tagging fans in updates syndicated 

 

Create campaign content for daily syndication to engage and increase the volume of          
fans and followers… 

 



Upload consumer 
coverage  

Continue driving traffic 
to new recipe tab 

Syndicate compelling and 
topical updates daily 



Maximise awareness around 
clinical research 

Secure partnerships with relevant brands to 
achieve contra deal competitions 



Traditionally British PR Campaign 2012 

2. Social Media 
 

Maintaining A Juicy 
Following 

1. Consumer Media 
 

Press Office 

3. Trade Media 
 

Taking A British 
Journey 



Promote seasonality and use of British blackcurrants 

Trade Objectives for 2012 

Drive distribution of  
British Blackcurrants 

Put British 
blackcurrants on the 
trade news agenda 

Position the Foundation as 
a well run and credible 

organisation 



To provide key fresh produce journalists with an insight into British blackcurrants,                  
we invited them to a blackcurrant farm during harvest to get their ‘fill’ of the best of 

British 
 

Journalists from The Grocer, Horticulture Week, FPJ, Eurofruit, Produce News,                                    
SLR and Just Food have already confirmed attendance 

 

The event will work hard to reinforce the health benefits of                                    
blackcurrants 

 
 

 



Bottle your own 

Cassis! 

Pick your own blackcurrants 



 

A round table style dinner will enable us to discuss the benefits of blackcurrants, whilst 
enjoying an innovative meal prepared using blackcurrants  

 

Cirkle will facilitate the dinner which will include Derek Stewart as our key speaker, to 
provide the journalists with their much needed news hook 

 

To further incentivise attendance, journalists have been invited to stay in the Colloquy 

 





 

 

Provide interviews for 
key features  

Secure industry profile 
slots for Foundation 

spokespeople 

Create a topical and 
opinionated commentary 
piece on behalf of British 

blackcurrants to secure the 
Grocer Saturday Essay slot Work hard to create  

proactive news and 
feature opportunities  



Summary 



BETWEEN 2007 AND TODAY WE HAVE INVESTED 

AROUND £350k IN OUR PUBLIC RELATIONS CAMPAIGN 
 

Spoken to over 500 consumer, trade, broadcast, national and regional 

journalists 

Secured 373 pieces of coverage including 30 nationals 

Generated 364m opportunities to read pro-blackcurrant messages 

Negotiated 2 hours of prime-time TV featuring British blackcurrants 

Achieved a total editorial value of £15m 

Return on investment of 45:1 

100% positive coverage 
 

 



 

BLACKCURRANTS HAVE CERTAINLY MOVED UP THE AGENDA 

 

PUBLIC AWARENESS HAS IMPROVED 

 

CONTINUOUSLY GENERATING PRESS COVERAGE AND JOURNO INTEREST 

 

MORE BRITISH PRODUCTS ARE AVAILABLE AND SOUGHT AFTER 

 

We love British Blackcurrants, but we also love all Blackcurrants! 

 
 



Keeping blackcurrants current 


