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T he U.S. Highbush Blueberry Council, Folsom, 

Calif., works with communications agency 

Lewis & Neale Inc., New York, to encourage blue-

berry consumption. 

       This summer, the council and the agency are 

working on multiple promotions 

designed to reach a broad base of 

consumers through schools, media 

and other channels. 

       During the week of July 12, 

the council announced its sponsor-

ship of the School Nutrition Asso-

ciationôs National School Break-

fast Week 2011, said Ruth Lowen-

berg, senior vice president of 

Lewis & Neale and a spokes-

woman for the council. 

       The School Breakfast Detectives-themed cam-

paign will run from January to March, and will culmi-

nate in National School Breakfast Week in March. The 

weekôs menu lists pancakes with blueberry topping. 

       Frozen blueberries are a U.S. Department of Agri-

culture commodity item thatôs available at low cost to 

schools participating in the National School Lunch 

Program, sponsorship of the Breakfast Week is an op-

portunity to encourage school food service managers 

to use more of them. 

       The agency and council piloted a program with 

seven schools in the Los Angeles Unified School Dis-

trict to encourage foodservice managers to use more 

blueberries. 

       As part of the program, children took home a 

council brochure, ñGet On Board with Blueberries,ò 

which featured child-friendly recipes, games and infor-

mation, said Kathy Blake, associate vice president of 

Lewis & Neale and a council spokeswoman. 

       Blake said they also work with university foodser-

vice directors to develop ways to use more blueberries 

on their menus. 

       Mark Villata, the councilôs executive director, said 

another pilot program involved 

donating blueberry bushes to 

elementary schools in March 

and April. Lowenberg said 20 

schools received a bush from a 

local grower who provided 

planting instructions and other 

information. 

Web promos 

       Villata said EatingWell 

magazineôs website, 

www.eatingwell.com, is one forum the council uses to 

reach consumers who are interested in being healthy. 

Highbush Blueberry Council, Lewis & Neal promote  

consumption with unique marketing concepts  
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The site has more than 700,000 unique visitors per 

month, he said. 

       The council sponsored an EatingWell blueberry 

advertorial that includes serving suggestions and nutri-

tional information. 

       The advertorial contains a link to the councilôs 

own website, www.blueberrycouncil.org. In June, the 

councilôs website had more than 17,000 unique visi-

tors, Lowenberg said. In mid-July, she predicted Julyôs 

number of visitors would be closer to 20,000. 

       The council also placed banner advertisements in 

six EatingWell electronic newsletters, Villata said. 

There also is an editorial piece on the EatingWell web-

page ñBlueberries Healthy Food Guideò with nutri-

tional information, shopping and storage tips, and reci-

pes. 

       Social media sites Facebook and Twitter deliver 

the blueberry message to other audiences. The coun-

cilôs Facebook page (http://bit.ly/

facebookblueberries) had been ñlikedò by nearly 

7,800 people as of mid-July. The site contains recipes, 

photos and links to the councilôs website, where visi-

tors can enter recipe contests. 

       The July contest, Kids-Love-Blueberries Recipe 

Contest, offers a $500 first-place prize and five $250 

runners-up prizes for simple kid-friendly recipes. An-

other contest is planned for September, but the theme 

hadnôt been determined as of mid-July, Lowenberg 

said. 

       The councilôs Twitter account, blueberry411, had 

about 1,200 followers as of mid-July. The recipe con-

tests also are announced on Twitter. ñWeôre trying to 

create a buzz in social media through a variety of 

ways,ò Lowenberg said. 

Traditional media 

       In late May, the council distributed a summer 

press kit to about 800 lifestyle and food editors at 

newspapers throughout the U.S., Blake said. The kit 

contained a CD-ROM with blueberry resources for 

journalists, including recipes and a photo library. 

       The CD is updated annually with new recipes, in-

formation and photos, Lowenberg said. By July, there 

had been 150 related placements in print versions of 

newspapers. ñWe expect 10 (million) to 15 million 

impressions from one press kit,ò she said. 

       The council also is a sponsor of a television and 

radio media tour of 11 major metropolitan areas, in-

cluding Minneapolis, Chicago, Phoenix and Denver. 

       The theme for the tour is ñLighten up Your Sum-

mertime BBQ,ò Lowenberg said. A pair of registered 

dietitians goes on air to prepare barbecue-themed reci-

pes, including a blueberry parfait. Lewis & Neale does 

press outreach year-round on behalf of the council, 

Blake said. 

Foodservice 

       The council recently started a promotion with 

McCormick & Schmickôs seafood restaurants, Villata 

said. The 88-unit chain from through Sept. 30 features 

a blueberry cocktail and blueberry cheesecake as sea-

sonal specials, Blake said. The councilôs logo is on 

table tent signs advertising the items and on menu in-

serts. 

      Lewis & Neale also works on behalf of the council 

with dining services companies such as New York-

based Restaurant Associates, a subsidiary of foodser-

vice company Compass Group, The Americas Divi-

sion, Lowenberg said. 

       Restaurant Associates operates corporate and edu-

cational cafeterias in major metropolitan areas, includ-

ing those at the Washington, D.C.-based The World 

Bank Group, New York-based Morgan Stanley, and 

the U.S. House of Representatives in Washington, 

D.C., Blake said. 

       The agency also worked with dining services com-

pany CulinArt Inc., Plainview, N.Y., to get blueberries 

onto menus for about 125 business or education facili-

ties across the country, Blake said. CulinArt celebrated 

July as Blueberry Month by adding blueberry items to 

its menus, Lowenberg said. 

       The council is a mandated national research and 

promotion program for the U.S. blueberry industry. In 

addition to promoting blueberries directly to consum-

ers, it also targets promotions to the export market and 

to food manufacturers, Villata said. 
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2011 Trade Show & Expo 
January 11-12 
WELCOME 

 TO THE 45th EVENT! 

Sampson Agri-Exposition Center, 414 Warsaw Road, Clinton, NC 28328 

Youôll be receiving more information 

Hosted by: 
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CLAMSHELLS  

 
Highest Quality  
Optical Clarity  
For utmost in  

Product Presentation  
 

Haze Factor  Less Than 4%  
Enhances product appear-
ance and turns over more 

product.  

We are proud of our customersô loyalty and retention, it means we are doing 

a good job for the blueberry growers in North Carolina. 

 

Call about our special Inventory clearance  
DISCOUNTS!!!  

Gene Barber, Southeastern Account Manager  
(770) 367 -6207, GBarber@Pactiv.com  
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Weco Sorting and Automation Systems  
Optical and Dynamic Electronic Color/Soft Sort-
ing for blueberry packing facilities. 

BerryTek  Two View Soft and Color 
Sorter- The highly successful Berry-
Tek sorter is still the only sorter for 
the fresh market that sees two sides 
of the berry while sorting for soft and 
color at the same time. 

Impulse Soft Sorter. This new sorter has a 
series of 40 dynamic inline sensors that de-
tect over-ripe and damaged blueberries.    

Call 800-984-0844 / www.wecotek.com 
Call Eric Horner today for full details on our sorting systems. 

 

Berries Unlimited Announces USDA Release of Re-Fruiting óSweetheartô 
Prairie Grove, AR (Vocus) August 31, 2010  

Berry lovers who think only one harvest a year just isnôt enough have a new plant to swoon over 

courtesy of the recent release of the ñSweetheart.ò ñThis new super blueberry delivers outstanding 

flavor, very good firmness and excellent productivity with large fruits,ò said Lidia Shakhova, a 

propagator at Berries Unlimited. 

ñThese blueberry plants yield as much as 25 percent more than the Duke. This equates to roughly 15 

pounds, per bush, per year.ò 

The Sweetheart variety of blueberry plants is the culmination of a decadeôs work on the part of the 

U.S. Department of Agricultureôs Research, Education and Economics Research Service. The plantôs 

grandfather is the Patriot berry and it is suitable for growth in a number of zones. These blueberry 

plants are a cross between Northern and Southern high bushes. At this time, Berries Unlimited rec-

ommends growth zones that fall approximately between Zones 4 and 8. While Berries Unlimited 

does have quite an inventory of Sweethearts, Shakhova doesnôt expect it will last long. 

ñWhen people find out that this exciting new super blueberry is finally on the market, they will flock 

to get their hands on it so they can enjoy not one, but two harvests a year,ò she explained. 

ñConsidering this, we are limiting customers to six plants per order on a first-come, first-served ba-

sis. Donôt worry though; we will have tissue cultured blueberry bushes available in spring 2011.ò 

To order the new Sweetheart, just visit Berries Unlimited online at www.berriesunlimited.com. Cus-

tomers can place orders directly on the companyôs website for delivery to their homes.  

http://www.wecotek.com/
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ALERT FROM NABC  
The Alliance for Food and Farming is a non

-profit organization made up of farmers and farm 

groups from throughout the United States of 

which the North American Blueberry Council 

(NABC) is a member. The mission of the Alli-

ance for Food and Farming is to provide a voice 

for farmers to communicate their commitment to 

food safety and care for the land. 

The Alliance for Food and Farming was 

formed in 1989 and currently has a membership 

of approximately 50 farmers or farm groups who 

represent producers of U.S. fruit, vegetable and 

other specialty crops. The membership includes 

a wide range of operations from very large to 

very small and farmers who incorporate a wide 

range of farming methods including conven-

tional and organic.  More information about the 

Alliance can be found on their website at:  

 http://www.foodandfarming.info/ 

 To ensure their products are as safe as pos-

sible and in response to the Environmental 

Working Group ñDirty Dozenò list, the Alliance 

has commissioned a comprehensive study titled 

ñReview of the Potential Health Effects of Pesti-

cide Residues on Foodò. A panel of five scien-

tists with expertise in toxicology, nutrition and 

risk assessment were involved in this review. As 

noted by the Alliance, ñTheir findings conclude 

that the Dirty Dozen list is an impediment to 

good health because it discourages consumption 

of fruits and vegetables; the list is misleading to 

consumers; and there is no scientific evidence 

the levels of pesticide residues found on produce 

pose a health riskò.  

 The Alliance has established a new website 

dealing with this issue and where you can read 

the full report and obtain more information on 

this important issue. We suggest that you visit 

their website at: 

www.safefruitsandveggies.com   

Source: North American Blueberry Council 

Natureôs Pick 

FDA Inspected Facility 
Lot Tracking Detail 

Call for your private label design, 

Pricing or questions 

1-800-545-2293 

A Taylor Company 

¶ Jams & Jellies 

¶ Ciders, Juices 

¶ Sauces, Pickles 

¶ Dressings 

¶ Chow-Chow 

¶ Relishes 

¶ Butters 

¶ Syrups/Salsas 

http://www.foodandfarming.info/
http://www.safefruitsandveggies.com/
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Blueberry Multi-Peril Crop Insurance 
D. D. Cox, Agency Inc. 

Sales and Service Since 1957 

C rop insurance can help shoulder some of the risk of producing blueber-
ries. November 20, 2010 is the final closing date for the 2011 Season. 
Our agency provides accurate GPS measurement for all blueberry in-

Call Phil Gore Today! 
D. D. Cox, Agency Inc. 

113 West Smith Street, Whiteville NC  910-642-8493 

Toll free 1-800-807-3339 
Phil Gore, Manager 

Pam Stanley, Office Representative 

Cheryl L. McRae, Office Representative 

Going rates 
Retail prices for blueberries per pint in 

eighty markets across the United States 

averaged $3.06 in mid-August. Prices 

were averaged from four grocery chains. 

 

¶ Seattle: $3.62 avg ($4.99 high; $2.50 

low) 

¶ Los Angeles: $3.49 avg  ($3.99 high; 

$2.99 low) 

¶ Dallas: $3.37 avg  ($4.99 high; $2.50 

low) 

¶ Detroit: $1.92 avg  ($2.50 high; 

$1.50 low) 

¶ Chicago: $2.75 avg $3.00 high; 

$2.00 low) 

¶ Atlanta: $3.49 avg  ($4.99 

high;$2.48 low) 

¶ Boston: $3.24 avg  ($3.99 high; 

$2.50 low) 

¶ New York: $3.49 avg ($4.99 high; 

$1.97 low) 
 


