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Contact your PBH Retail Specialist

for ideas and information on how
you can make the Color Way program
work for your store’s business.
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One of the bunch...

Stephanie Price,

Southeast West Coast,
- - Mountains, and
PBH Marketing Assistant Tom Flach ,
.............................. g Longwood, FL Southwest
(407) 774-4125 Robin Lucky

Sacramento, CA
(916) 681-5697
rjluckyforu@att.net

Stephanie has a variety of important func-
tions at PBH - all designed to help our retail
partners. They include:

Stephanie is one tflachl@cfl.rr.com

of the newest

members of the Midwest

Barbara Glynn

* Maintaining PBH retailer database,

PBH Partner including contact information for all South Wavazata. MN Northeast

Marketing team in licensed retailers, and tracking Yy ’ Dennis Moleta
advertising and promotional activity (612) 508-3958

Delaware. involving the 5 A Day The Color Way. bglynn@att.net Hampton, NJ

(908) 730-6930
dmoleta@msn.com

= Assisting retailers with Color Way
materials, helping them with orders
from the warehouse and assisting in
tracking special requests from start
to finish.

A native of Egg Harbor Township, New
Jersey (near Ocean City), Stephanie joined
PBH and moved to Delaware last summer.
She is a 2003 graduate of Saint Joseph’s
University in Philadelphia with a Bachelor’s
Degree in Food Marketing (the first
business degree in a family of
teachers and educators).

Thank You!

* Managing mailings to retail members
—including CD’s with advertising
tools and information about other

PBH programs.

To everyone who signed up for this year’s PBH-

Crayola-Dole “There’s a Rainbow On My Plate”
promotion. This program continues
to gain incredible recognition as
a promotional and learning tool,
and shows tremendous growth
in the number of participating
retailers, with nearly 7,000 stores
offering the special display/shipper
—a 75 percent increase over
last year’s numbers!

* Providing Partner Marketing with
support in program and promotion
development and management.

» Assisting the Regional Retail Specialists.

If you need assistance with any 5 A Day The
Color Way materials or activities, don’t hesi-
tate to contact her at (302)235-2329, ext.

313, or via e-mail at sprice@5aday.org

PBH thanks Leemis Marketing Company for providing Color Way ad activity numbers and for
their continued support of PBH. For more information on using Promodata to track your own
ad activity, visit www.promodata.com or call 800-772-8725.
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New PBH Nielsen Study
and NPD Research reveal...

5 A Day The Color Way awareness =
greater consumption of fruits and vegetables =
$111 per family per year additional sales!

NPD Group on behalf of Produce for Better Health

N ew research conducted by ACNielsen and the

Foundation shows that consumers who are very
aware of the 5 A Day The Color Way campaign are more
likely to meet their recommended daily levels of fruits
and vegetables, and will spend an average of $111 more
per year per family! Even those consumers who are just

somewhat aware will spend an extra $52 a year.

(Note to all retailers - could this be the elusive, extra

The research, released in March at
the PBH annual Board of Trustees
Meeting in San Francisco, reveals a
variety of facts about produce con-
sumption — and offers consumer
insights that retailers can put to use
to increase their produce sales.

Among the findings . . .

¢ 57% of consumers know they
should be eating at least 5
servings of fruits and vegetables
a day. This is up from 40% last
year. (And a testament to PBH
retailers who get the message
out there in advertising and
promotion.)

$1 per transaction everyone has been searching for all
these years?)

¢ 18% are eating at least 5
servings. While not what
everyone would like to see, this
is an increase from only 12% a
year ago. That’s a 50% increase!

¢ 38% of consumers are aware of
PBH’s 5 A Day The Color Way
campaign. Even consumers
only “somewhat” aware of 5 A
Day The Color Way spend 15%
more. They also pick up fruits
and vegetables on more shop-
ping trips, and have been
increasing their spending on
produce over the past three years.

“This all adds up to one simple fact:
awareness leads to increased con-
sumption,” said Bryant Wynes, PBH
director of retail marketing. “If |
were to make one marketing
recommendation to
retailers based on
this year’s data, it
would be to
make sure

your customers know about the
Color Way message. Spread the
message often —and in as many ad
vehicles as possible.”

The research also explored consumer
preferences to provide PBH retailers
with opportunities they could use to
improve sales.

“There were no real surprises,”
Wynes said. “We continue to see
‘taste’ as a dominant reason why

60% of consumers use the
supermarket for information on fruit
and vegetable health benefits. But
only 41% of those are actually satis-
fied with what they are receiving—
meaning that 36% of all consumers
would like to see more information
from their supermarket!

“...This all adds
up to one simple
fact: awareness
leads to increased

: 79 Price is still important. Better prices
Consumptlon s (62% of respondents) and coupons
(38%) were mentioned as things
supermarkets could do to sell more
produce. However, “recipes and
preparation suggestions” actually
moved ahead of coupons (39%).
Sampling, consistent quality, storage
information and a wider variety
also received significant ratings
with consumers.

people eat fruits and vegetables. This
year, however, ‘health’ messages,
which were even with ‘taste’ last
year, actually increased. And among
the heaviest spenders and consumers
of fruit and vegetables, health
messages resonate the most.”

Messages focusing on convenience
resonate well with the majority

(56%) of consumers, meaning that
there are opportunities to increase
sales by emphasizing “grab & go,”
“pre-cut” or “ease of preparation.”

Among other findings
in this year’s survey . . .

Snacking remains the top occasion
when consumers indicated they
would be most likely to eat more
fruits and vegetables (67%). Even so,
more people are saying they would
include more fruits and vegetables in
the three main meal occasions than
last year.

PBH licensed retailers interested in
learning more about this research
and how they might apply it to
their businesses, can contact their
Regional Retail Specialist or Bryant
Wynes at (302) 235-2329.

Plan for fresh produce

demos In-store.

A demo doesn’t have to be fancy—or involve a complicated
recipe. With “taste” being the prime reason that consumers
eat fruits and vegetables, sometimes all you have to do is let
them discover just how great and fresh your produce is.
Summer is the perfect time for sampling, since many products
are just now coming into their peak season and you know the
quality will be great.

See inside for more great ideas
to plan for May.



