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Germany & France

Key Markets for 
Wild Blueberries 
in the European Union
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The Big 2 in the EU

France
• 65 million inhabitants
• 544,000 km² 
• 97 people / km²

Germany
• 82 million inhabitants
• 357,000 km²
• 229 people / km²
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The Big 2 in the EU

• Both countries have a high standard of 
living & a high buying power

• Recovered quickly from global financial 
crisis and suffered less from negative 
impacts

• Together the two produce 40 % of the      
EU-27‘s GDP
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Food Industries

France
• No. 5 food importer in 

the world
• Third biggest 

employer with 
400,000 employees

Germany
• No. 3 food importer in 

the world
• Important employer 

with 500,000 
employees
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Facts about Germany

• Germans are undisputed world champions when it 
comes to foreign travel

• German cuisine has become far more varied and 
health conscious, light and imaginative

• More than 50 % of all Germans chose foreign 
cuisine when eating out

• Strong trend towards healthy eating 
• Growing sales of organic food
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• More tourists visit France each year 
than any other country in the world

• There are about 2 new cooking books 
published every day

• World‘s first producer of wine and 
liquors

• French people have the lowest 
incidence for obesity in the EU

Facts about France
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Culinary Critics

Germany
• 9 Three-Star-Chefs
• “Development from 

culinary maverick to 
gourmet destination”

French embassy, Berlin

France
• No. 1 of the culinary 

world of Guide 
Michelin

• 26 Three-Star-Chefs
• Paris is the culinary 

capital of the world
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Retail Market

• Top 20 retailers in Europe 
dominated by German and 
French retail chains
– No.1 Carrefour (France)
– No. 2 Metro (Germany)
– No. 3 Schwarz / Lidl 

(Germany)
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Germany

• Expenditure for food and beverages is less than 
11 % of income 

• Market with lowest prices for branded products 
in the EU

• Price war and ongoing strong competition within 
the small group of six market leaders

• Expansion of discounters slows down
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France

• Expenditure for food and beverages is more than 
13 % of income

• Prices are 30 % higher than in Germany
• Globalization of eating trends does not stop in 

France 
– From deli to discounter

– Fast food restaurants are gaining market share

• German discounters are expanding to France
• French retailers are strongest competitors with 

their own concept of hyper-discounters
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Germany 2009/2010

Marketing Activities
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Challenges

• Competition from cultivated blueberries

• Consumers need to be educated on the 
quality and taste of frozen and glass jar wild 
blueberries from North America

• Wide product range available

• Difficulties to identify the origins of               
the product
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Messages

• Origin
• Wild advantage
• Taste, versatility 

and convenience
• Year-around 

availability
• Health benefits
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Media Tour

• Three journalists representing consumer and 
trade magazines visited Quebec

• Field tour
• Wild Blueberry Festival
• Retail trade
• Gastronomy
• Trade channels
• Meeting industry representatives, producers, 

innovative entrepreneurs and scientists 
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Chef’s Corner

Articles published on 
kochmonster.de, 
a culinary website 
for chefs and 
ambitious hobby 
cooks

Special focus on 
culinary aspects and 
recipes 
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Women’s Magazines

Article in Brigitte Woman (circ. 270,000) covered 
all health aspects of wild blueberries incl. a 
scientific update
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Trade Press

“Wild Blueberries from North 
America are trendsetters 
and of high importance to 
the market”

Lebensmittel Praxis (circ. 
60,200) the key publication 
of German retail trade, told 
the detailed story of Wild 
Blueberries from North 
America



22

Lebensmittel Praxis
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Online Press Portals

35 Online Portals 
published report about
the Wild Blueberry
harvest in North America
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Wellness Magazine

Wild Blueberries as healthy aging superfruit 

Interview with „Healthy Living“ and the Wild Blueberry 
experts and healthy aging scientists Dr. James Joseph and 
Dr. Donald Ingram

One of Germany‘s most popular health magazines          
(circ. 169,000) 
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Culinary Magazines

Publication of recipe photos
featuring wild blueberries as
a versatile ingredient in the
kitchen
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Media Coverage

Period: April 1, 2009 – March 31, 2010

Total circulation:  55 million
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Media Coverage

Total advertising value: 970,000 EUR

Total no. of clippings: 251
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Radio

• Two spots produced
• Over 40 private radio 

stations nationwide
• Broadcasting period: 

4 weeks
• Audience: 2 x 5.7 

million listeners
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TV Placement

• TV chef prepared recipes with wild 
blueberry

• Audience: 10 million viewers



30

Lobbying

• Participation in congresses of 
nutritional associations 

• Promotion booth with info material 
and tasting of wild blueberry 
smoothies and drinks 

• Establish valuable 
contacts to opinion 
leaders and experts
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Trade Communication

• Quarterly release of a trade newsletter
• News about Wild Blueberries
• Market and product trends
• Health research
• PR activities
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Trade Brochure

• Encourage industry 
to create new wild 
blueberry products

• Trade manual with 
product info

• Presents examples 
for industrial use of 
raw products
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Trade Cooperation #1

• Cooperation with REWE, Germany‘s 
second largest food retailer

• 250,000 cornets were filled by REWE with 
product samples and little presents as 
give-away for children starting school

• WBANA and the 5-a-Day initiative 
supported the project

• Wild blueberry tattoos, recipe special and 
competition on www.wildeblaubeeren.de 
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Trade Cooperation #2

• Wild Blueberries in jars are listed at the 
discounter Lidl 

• Available in over 3,000 affiliates nationwide

• 500,000 leporellos were adhered to the lids 
of the glass jars

• Product information and recipes
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Wild Blueberry Week

• Over 70 cafeterias in western 
Germany 

• 40,000 special wild blueberry 
menus served

• Info booth in high-end cafeterias, 
from RTL to Telecom
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Upcoming Activities

• TV and Internet TV 
placements

• Radio promotional 
weekend

• Media Event
• Retail Promotion
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France 2009/2010

Marketing Activities
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Challenges

• Competition from the French wild 
blueberry

• Consumers need to be educated 
on the quality and taste of frozen 
and glass jar wild blueberry from 
North America

• Wide product range available

• Difficulties to identify the origins 
of the product
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French Blueberry Market

• In France Les Bleuets are called Myrtilles 
Sauvages 

• 95 % of the Wild Blueberries in France 
are imported

• Consumers are familiar with the product
– Traditionally used for baking

and in desserts

• Industrial usage
– jams, syrup, juice 
– dairy products
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French Blueberry Market

• Celebration of Wild Blueberry Day
• Start of the harvest is a topic of 

national interest
• Limited picking: Daily 2-3 kg per 

person 
• Only for private use
• Availability in growing areas only –

not even in Paris!
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Consumer Interests

• Health aspects
• Ingredients for 

easy cooking
• Usage as part of 

the daily diet
• Unusual color as 

extra benefit
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Marketing Program

• Consumer and trade program 
started in 2008

• Using synergies with the 
German program
– Translation of existing press and 

information material 
– Using recipe and photo material
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Press Highlights

Cuisine Plaisier, culinary 
magazine (circ. 40,000), 
published a three page 
article „Store Wild 
Blueberries“

La Revue Laitière Française (circ. 
3,200) leading magazine of the dairy 
and food-processing industry, 
reported on Wild Blueberries as 
“super fruits”
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Press Highlights

TV Envie (circ. 120,000) published six pages 
with Wild Blueberry Recipes

Distributed in the supermarket Auchan
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Press Highlights

Femme actuelle (circ. 500,000) presented Wild 
Blueberry smoothie 
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Media Activities

German press material 
adapted for French 
release by e-mail and 
as print version

Target groups:
Consumer magazines, newspapers
E-opinion leaders, websites, bloggers
TV and radio stations
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Media Activities
• Breakfast or lunch meetings 

at the agency in Paris 
around Wild Blueberries 
with key food and health 
journalists

• Quarterly updates of the 
website – the platform for 
download information and 
press material
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Trade Activities

• Regular release of 
newsletters

• 200 importers, 
wholesalers and retailers

• Market reports with 
updating of product list
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Objectives
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Germany & France

• Strengthen the awareness for Wild 
Blueberries from North America

• Strengthen media relationships 

• Improve media coverage

• Educate consumers on all levels of benefits: 
taste, versatility and health

• Supervise market development

• Increase presence of Wild Blueberries from 
North America in retail outlets
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Wild Blueberry Flow
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Blueberry Products on the 
German Market
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Blueberry Products on the 
German Market
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Blueberry Products on the 
French Market
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Market Development

• The statistics for 2009 from Agriculture 
and Agri-food Canada tell its own tale

• Germany: More than 50 % growth
– 2nd most important importer of Canadian 

blueberries in the world after the USA

• France: Increase by nearly 30 %
– 5th most important importer after the UK



56

Thank you!


