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 Stats from the industry 

 Program direction 

 Objectives and strategy 

 Key Issues 

 Nutrition 

 Social media 

 Domestic and International Markets 

Hear from you 
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 Research focused on lowering grower and 

processor costs 

 Orchard management practices  

 Defense against plus pox virus 

 Cultivar development program 

 Supporting university extension 

 Fumigant emissions recapture 



 Methyl Bromide has been eliminated for replant and 

EPA just recently announced they would not nominate 

another CUE for dried fruits and walnuts in 2015. 

 We will continue to prepare for emergency access to 

MB in the event of the lack of an effective substitute. 

 Sulfuryl Fluoride’s future is uncertain but the EPA 

appears to be considering keeping the current food 

tolerances. 

 Data supporting SF failures and shortcomings to other 

alternatives such as phosphine and cold storage will 

be critical going forward. 
 



Objective 

 Raise global awareness of California dried 

plums as a healthy, delicious, convenient and 

versatile food.  

 Everyday lifestyle choice 

 Variety of consumer, trade and industrial uses 

 Strategy 

 Position the nutritional  & functional benefits 

of California dried plums to prioritized target 

audiences: 

 Women, 25-54 

 Millennials, 18-35 

 Health, nutrition and medical professionals 



Whole food and nutrition movement 

 Natural wave to ride 
 

Nutrition: science and research is 

cornerstone of marketing campaigns. 

 Nutrition advisory board directing  and and 

and reviewing science 

 What’s old is new in nutrition 

 Discovery 

 US/International standards differ 

 

 

 



 It’s the whole package! 

 Bone health 

Gut/digestive health 

Heart health 

Weight management 

 Energy replenishment 

General well being 

 



 Bone health 

 Dried plums can help grow bone mass 

 Reduce the risk of osteoporosis 

 Recent research enthusiastically embraced  



Gut/digestive health 

 Big money market segment; traditional messages 
 

Weight Management 

 Dried plums can make you feel less hungry so you     

eat less 

 



Heart health 

 Dried plums can lower serum cholesterol and the 

risk for heart disease 
 

 Energy replenishment 

 Great for fueling           

workouts and         

sustaining an active           

lifestyle 



 Three new projects to build on the bone, 

digestive, cardio and energy benefits 

 Dried plums’ prebiotic potential to fight food-

borne GI infection 

 Prebiotic benefits to support colon health 

 Cognitive function: can a diet      

that includes dried plums        

lead to better memory? 

 



Growing medium for delivering targeted 

messages and rich content worldwide 

 Health trends and lifestyle focused 

 Measureable and cost-effective 
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The Whole 

Package Multi-

Media Release 

 

 

Social 

Media 

 

 

Twitter 

Party 
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Dr. Oz Total 

Body Reboot 

Integration 

 

• 5.41 MM daily viewers 

• 3.17MM unique monthly 

website visitors 

• +161% vs. year ago 

• 2010-2012 National 

Academy of Television Arts & 

Sciences winner 



Diet and Exercise Needs of 
the Boomer Population: 
Putting the Science into 

Practice 
Presented on behalf of the California 

Dried Plum Board 

 
 



 Leverage nutritional messages and social 

media worldwide 

 Build on relationships    

established in        

countries with a         

growing middle class       

and increases in      

disposable income 





 In-store promotions 

Consumer PR 

 Trade exhibitions 

Chef seminars 





http://ja.wikipedia.org/wiki/%E3%83%95%E3%82%A1%E3%82%A4%E3%83%AB:Tully6911.jpg
//upload.wikimedia.org/wikipedia/commons/c/c3/Subway-restaurant.jpg
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• Strong Economy 
– Resilient to the current crisis 

• 200 Million Middle Class 
Consumers 
– Troubled by Health Concerns 

• Young population 
– Part of a global village 

• Families getting smaller 
– Open to change 

• High disposable incomes  
– Willingness to spend  

• Retail Growth  
– Making of a Revolution 





 POS material 

 Trade Shows 

 In-Store Promotions 

 Nutrition Seminars 

 Institutional Promotions 

 Celebrity Chef Cooking Demo 

 Consumer PR 



Indian Express 

Sakaal Times 

The Indian Express Sunday Pioneer 
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$ EMP   

Variety of Government funding sources accessed to provide cost effective 
marketing budgets to the Industry 

1 

$ GBI   
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$ MAP/CPB/Industry 

  

CPB EUROPE OFFICE 

CURRENTLY ACTIVE IN 13 MARKETS 

Total Imports into EU (Metric Tons) 
United States, Chile, Argentina & France 
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 Trade focus: In-store 

 Trade presentations 

 Consumer PR coverage 

 Consumer events 

 







International Opportunities 

Ukraine 



 
2010/11 2011/12 

        %  
Change 

United Kingdom 5,822 7,432  +     28 

Italy 11,691 10,308  –     12 

Greece    1,011 1,004  –       1 

Russia 11,814 6,046   –     49 

     Sub-total 30,338 24,790  –     18 

Japan 32,645 33,600  +      3 

China 6,141 8,048  +    31 

Hong Kong 6,837 6,928  +      1 

India      293       540   +    84 

     Sub-total 45,916 49,116 +      7 

Total MAP 76,254 73,906  –      3 

Total WORLD 174,953 171,802     –     2 

Source:   USDA – FAS 



 

 EU tariff – Renewed Energy 

 China – Application for Relief 

 Russia – Valuation and Tariff Challenges   

 European Food Safety Authority Ruling 



Like No Other! 


