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2017 PROGRAM HIGHLIGHTS: Expanding Our Efforts & Engaging with Our Audiences 

Research
• The Council continued to fund a variety of new and ongoing research studies, expanding its efforts 

investigating the potential human health benefits of red raspberries.

Digital Communications
• The Council’s social media program continued to expand, delivering compelling content, such as recipes, 

nutrition information, processed raspberry usage ideas, and telling the story of how raspberries are grown 
and processed. Through social media, the Council is able to reach and engage all audiences on a continuous 
basis—consumers, trade, health professionals, and industry members.

Consumer Marketing
• As research studies were published or presented at conferences, the results were promoted to consumer, 

scientific, and trade media.
• The Council’s Ambassador Program, comprised of food and nutrition bloggers and social media influencers, 

was expanded and integrated more fully into the Council’s social media efforts.
• The Council continued building strong relationships with national consumer media through an ongoing, 

strategic media relations program.
• New recipes were developed and photographed and partnerships established with bloggers and registered 

dietitian nutritionists (RDNs) who developed additional content, including recipes and photography. 

Health Professional Outreach
• Outreach to health and nutrition professionals continued, building upon and expanding relationships with 

registered dietitian nutritionists (RDNs). The Council sponsored the Sports, Cardiovascular, and Wellness 
Nutrition (SCAN) Dietetic Practice Group. In addition, the Council delivered a highly engaging experience 
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at the Academy of Nutrition and Dietetics (AND) Food and Nutrition Conference and Exposition (FNCE), 
debuting its new trade show booth and sampling innovative raspberry recipes.

Trade Marketing
• New marketing collateral was developed for use with professionals, such as R&D decision makers, chefs, 

and retail dietitians, including: 
 ◦ Raise the Bar: Custom Beverage Ideas Using Real Red Raspberries
 ◦ Culinary Demonstration Guide: How to Think Beyond the Smoothie with Engaging Culinary Demonstrations
 ◦ Treats with Benefits: Make Desserts Healthier with Real Red Raspberries
 ◦ Razz Crush Toolkit: Give Your Shoppers a Reason to Have a Crush on the Freezer Aisle

• The Council hosted a harvest tour targeted foodservice decision makers, chefs, and trade media, providing 
first-hand education through our industry members on how red raspberries are grown, harvested, and 
processed. In addition, attendees were immersed in the culinary and food science attributes, providing 
inspiration for new product development.

• Conferences targeting various segments of the trade audience enabled the Council to educate R&D decision 
makers. These conferences included the Southern California Regional Association of the National Association 
of College and University Foodservice (NACUFS), the Research Chefs Association (RCA) annual conference, 
and the Compass Marketing and Culinary Conference.

• The Council continued to grow its trade media relations program, which focuses on media outlets which 
reach foodservice and food manufacturing decision makers. Editors were pitched, positioning processed 
raspberries within the context of current trends and areas of interest. In addition, the Council participated 
in the International Foodservice Editorial Council (IFEC) annual conference, where it met with numerous 
editors face-to-face. 

Industry Relations
• Industry relations efforts were expanded through the Council’s participation in the American Frozen Food 

Industry’s (AFFI) annual conference (AFFI-CON). Here, Council staff held meetings with importers and 
processors to brief industry members on the Council’s activities, answer questions, and recruit new members. 

2017 PROGRAM RESULTS

In 2016, the Council implemented a measurement strategy to track the results of marketing efforts throughout 
the year and establish benchmarks.

*Social media impressions for 
2016 exceeded 2017 impressions 
due to the 2016 launch and paid 
social media advertising support 
of the Council’s video series, 
which accounted for a substantial 
amount of 2016’s social media 
impressions.

PROGRAM AREAS RESULTS

Trade Media 2,208,124 Media Impressions (10% YOY Increase)

Consumer Media 382 Million Media Impressions (27% YOY 
Increase)

Website (redrazz.org) 16,107 (31% YOY Increase)

Social Media
(Across all Platforms: 
Facebook, Instagram, 
Pinterest, Twitter)

28,645 Engagements (59% YOY Increase)
1.2 Million Impressions (39% YOY Decrease)

Industry Newsletter Subscribers: 855 (10% Increase YOY)
Open Rate: 32.85% (3% Decrease YOY)



2016
Revenue:  $1,569,714*  
Expenses:  $1,756,793 

FINANCIAL AUDIT
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*Revenue for FY 2016 & 2017 does not include carry-over funds from previous years.



2017
Revenue:  $1,245,645*  
Expenses:  $1,379,223 

*Revenue for FY 2016 & 2017 does not include carry-over funds from previous years.


