
What we have been doing since I last 

presented…. 



Objectives 

Summary 

 

Reach: 

115million  

 

• Continue to raise the profile of British Blackcurrants toward the levels of cranberry and blueberry  
 
• Identify and communicate specific health, medical and nutritional benefits of British blackcurrants 
 
• Encourage the consumption of British Blackcurrants as juice, products and fruit by expounding the 

health and nutritional benefits in all relevant areas 
 
• Communicate with a number of target audiences: 
        -   Consumer - across all sectors 
        -   Trade - mainly via press particularly drink specific but also key retailers direct 
        -   HCPs - across all relevant advisory areas 
        -   Farmers/growers – to re-enforce credibility 
 
• Create a range of communication routes to maximise the effective delivery of specific messages to 

the audiences and utilise limited resources efficiently 
 



PR timeline over the last 

five years 

Summary 

Add bullet points 

or delete as 

necessary. 

2007 
Invented 

the 
Superfruit 

Wheel 
2008 

Know Your 
Fruits? 

2009 
Eat A Rainbow 

2011 
Digital Wheel 

2010 
Creating A 
Personality 

2013 
Consumer 

Publishing House 
Tour 

2015 
Smoothies & 

Health 
Benefits  

2010 
Are You Eating Your 

Purple? 

2008 
Booster Juice Recipes 

2009 
Website Revamp 

2012 
Traditionally British  

2014 
Press Office 



2010 



2010 - Driving Blackcurrant 

Devotion 

 

Summary 

TO BE FILLED IN 

WITH FINANCE 

INFO 

 

KPIS: 76 pieces of 

coverage  

 

Press coverage 

received over 115 

million views  

 

Secured 20 key radio 
interviews 
including key stations; BBC 
Radio 5 Live, BBC Cumbria, 
BBC Solent and BBC Norfolk 



2010 - Driving Blackcurrant 

Devotion 

 

Summary 

TO BE FILLED IN 

WITH FINANCE 

INFO 

 

KPIS: 76 pieces of 

coverage  

 

Press coverage 

received over 115 

million views  

 



2010 – Driving Blackcurrant 

Devotion 

  

Summary 

 

Reach: 

115million  

 



2011 



2011- Responding To 

Digital Demand 

 

Summary 

Launched 

Facebook 

and Twitter 

channels 

with 

engaging 

content  



2011- Responding To 

Digital Demand 

 

Summary 

Launched 

Facebook 

and Twitter 

channels 

with 

engaging 

content  



2011- Responding To 

Digital Demand  

Summary 

  

Summary 

 

Reach: 

120million  

 



2012 



2012 - Drive consumers  to think 

blackcurrants in all formats 

 

Summary 

TO BE FILLED IN 

WITH FINANCE 

INFO 

 

Achieved a total 

advertising value 

of £196,643m 

 

Return on 

investment of 15:1 

(vs. industry 

average of 5:1) 

 

100% positive 

coverage 

 

364m 

opportunities to 

read pro-

blackcurrant 

messages 

 



  

Summary 

Reach: 

364m  

 

100% 

positive 

coverage 

 
 

 

 

2012 - Drive consumers  to think 

blackcurrants in all formats 

 



2013 



2013 - Generate cut-through 

trade and consumer editorial 

TO BE FILLED IN 

WIH FINANCE 

INFO 

 

Reach: 

38,223,079 

100% key 

message and 

positive sentiment 

ROI: 4:1 



  

Summary 

Reach: 

38,223,079 

 

100% key 

message 

and 

positive 

sentiment 
 

2013 - Generate cut-through 

trade and consumer editorial 



2014 



2014 - Positioning 

Blackcurrants as a Superfruit 

C:/Users/gemma.brown/Desktop/Blackcurrants - Countryfile.mp4


2014 - Positioning 

Blackcurrants as a Superfruit 

  

Summary 

100% key 

message 

and 

positive 

sentiment 

 

Reach: 

40,524,341  
 

 

 

 

 



2015 



2015 – Showcase Health 

Benefits and Versatility 

Summary 



Summary 

Coverage 

generated a cost 

per thousand 

(CPT) of £0.62 * x 

10 greater than 

industry avg £6 

 

100% of coverage 

was positive! 

 

100% of coverage 

included key 

message for 

British 

Blackcurrants 

 

Total reach of over 

22 Million 

 

 

 

2015 – Showcase Health 

Benefits and Versatility 



  

Summary 

 

100% of 

coverage 

was 

positive! 

 

Total 

reach of 

over 22 

Million 

 

 

2015 – Showcase Health 

Benefits and Versatility 



Power of PR 
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2016 



This Year 

Summary 
Make Blackcurrants current again through a targeted 

influencer programme to drive: 
 

EDUCATION 

(Re) Educate national 

and lifestyle media, 

nutritionists, dieticians 

and doctors on the 

health benefits of 

Blackcurrants 
 

 

RELEVANCY 

Show, not tell, 

consumers how they 

can easily add 

Blackcurrants to their 

lifestyle 
 
 

By heroing credible research and recipe content from 

the IBC via a tailored channel campaign 



PR Plan 

Summary 
 Media 

Medics 

round table 

with key 

influencers 
 

  Dietician 

and 

journalist 

engagement 

at 

conference 

Tailored 

research 

sell-in to key 

health & 

lifestyle 

journalists   

  Ongoing proactive and reactive press 

office 



Media Medics 

Summary 



Tailored Research 



New Website 

Summary 

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


Summary 

 

100% of coverage 

was positive! 

 

Total reach of over 

22 Million 

 

Coverage 

generated a cost 

per thousand (of 

£0.62  

 

 

 

 

Return on Investment 

Year Budget Reach Cost per 

thousand 

2010 67,072  115million £0.58p  

2011 65,314  120million £0.54p 

2012 47,241  364million £0.12p 

2013 39,998  38million £1.04p 

2014 31,958  40million £0.78p 

2015 35,090 22million £1.59 

TOTAL: 286,673 699million £0.41 

Compared to the industry average of £6-£8 



Summary 

Thanks for listening 

 

Any questions? 


