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Produce Packaging T hat Sells
"Packaging” Refers To:

& Driscolls

Only the Finest Berries ™

/ ’ Blueberries
: : Blevets
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X The punnet Plus logos, words and icons on the punnet 2
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—resn perries sell Themselves. Packaging
doesnt maftter.”

4

Premium supermarket real estate’
Your in-store mini-billooard
Closest you get fo consumers at aecision point




Typical Berry Packaging Examples

Blueberries

Bleuvets Raspberries

Framboises

PRODUCTOFUSA-PRODUT DESE-L.

L, AETWTI0RYPAT-POIDSMETSlm

I
NATURRE FARMS
‘SALINAS CA 3905 USA

i
\ J —
Driscoll’s Naturipe
Only the Finest Berries™ Farmed Fresh
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-MCG Packaged Food

v' 80 Calories &

v' Plant Powered v I EAT

v Whole 30
ZUCCHINI

¥ Non-GMO apie )
SQUP *

‘/ K@TO w I* Q * * 3

NUTRIENT-DENSE
REAL INGREDIENTS & NOTHING ELSE

v Nutrient Dense ’”@"‘ ,

NETWT 20 0 (567g) / 2.5 SERVINGS

v' Clever Brand Name “mﬁﬂ-ﬁw 1 L lewas

v’ Real Ingredients
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-xamples

NEW LOOK, SAME GREAT TASTE!

A
DARIGOLD

146 | 40«

PROTEIN | LESSSUGAR
010 REG AR SEDUCED FAf CHOCDUAE

No Artificial Growth Hormop,,:

ULTRA-FILTERED T

REDUCED FAT

CHOCOLATE Migg

37% LESS FAT THAN
REGULAR CHOCOLATE MILK

VITAMINSA&D | 8Fi0Z(236mL) | U

v’ 14g Protein

v 40% Less Sugar

v No Artificial
Growth Hormones

v’ Lactose Free

v Ultra-Filtered

v’ Clever Brand



v 80 Caloriés

v' Plant Powered
v Whole 30

v' Non-GMO

v Keto

v Nutrient Dense
v’ Real Ingredients

DARIGOLD

FIT

nes

LACTOSE FREE /

ULTRA-FILTEREDS
REDUCED FAT

CHOCOLATE Mji¢
R eI

v’ 14g Protein

v 40% Less Sugar

v No Artificial
Growth Hormones

v Lactose Free

v’ Ultra-Filtered

Blueberries
Bleuets

PRODUCTOF USA-PRODUTDES 4.

AETWT 108 PAT-POIBSAET S5

v' Driscoll's
v Only the Finest

Berries™

-MCG vs Berry Packaging Comparison

NETWT/POIDS NET 170960z

MM
8112049700440 2

v Naturipe
v' Farmed Fresh
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Your berry packaging is
the most underutilized sales too|
yOU Nave.

Lisa Cork



Generational Segmentation

S Y~ l i S S N

Builders Boomers Gen X “Millennial” Gen /
1925-1945 1946-1964 1965-197/9 1980-1994 1995-2009
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Generational Hanaover |s qupening

Boomers/@em X:
Control basket

Y- & N

Boomers Gen X “Millennial” Gen /
1Q46-1964 1965-19/9 1980-1994 1995-2009



Grocery Shopping Trends: Millennial/Gen /
-~

L

e 52% of grocery spend

e Digital savvy; used to shopping online
e ‘Facts’ from Social & WOM

e Follow Influencers, use Tik Tok for nutrition info

Wellness focus: understand nutrition: seek benefits

* Food choice: "Good for me and good for planet”

Use packaging, Read labels, Avoid ‘badditives’

L N

“Millennial” Gen /
1980-1994 1995-2009

Prefer packaged/convenience produce vs bulk

11



FRESH
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Millennials & Gen /'s want to see

iNnfor

Mmation Important 1o them on

TOOC

packaging. IT you don't give

T To Them...They move on...and

YOU MISS sales.

Lisa Cork



ZUCCHINI
CILANTRO &
CAULIFLOWER
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v 80 Calories

v' Plant Powered
v Whole 30

v' Non-GMO

v Keto

v Nutrient Dense
v’ Real Ingredients

-MCG vs Berry Packaging Comparison

[
| ° Vi 2
& Driscolls
r Only the Finest Berries™

DARIGOLD ‘ Blueberries

F I T "l Bleuets
f .'l
Ny " e
PROTEIN | LESSSU

% PRODUCTOFUSA-PRODUIT DESE-L.
NETT 108 PIAT-POIDS NET 551
¥

NETWT/POIDS NET 170980z

U
8 1112049"00440"" 2

(o Atificial Growth Hormone:
LACTOSE FREE /
ULTRA-FILTEREDT
REDUCED FAT
CHOCOLATE Mitg
R CIOCO MK

v’ 14g Protein v" Driscoll’s v Naturipe
v 40% LessSugar v Only the Finest v' Farmed Fresh
v" No Artificial Berries™

Growth Hormones
v’ Lactose Free

v Ultra-Filtered
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Berry Companies Have the Informartion
Consumers VWant

Nutrition & Recipes,
Good for You

[

: One Family, One €arfh ™™
Healthy, Eating

Find out how we're growing in

harmony with the communities and

Sustainably Grown

Good for the Planet

A BALANCED DIET
AND EXERCISE
PROMOTES
HEALTHY LIVING
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Typical Punnet vs New Punnet

Typical Punnet
v' Alpine Fresh 8 e >

) ,
v’ Blueberries - ALPINE FRESH 2

v' Product of

PRODUCT OF MEXICO

Mexico PRODUIT DU MEXIQUE

07y $20z(2lh

ITM. / ART. 5597-
No. 1 GRADE / CATEGORIE n° 1 ﬂ"””"u"“lﬂmﬂHH“ 3
v’ No1Grade ,
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New Punnet v lcup=84cal

v’ Sweet § Juicy

v Good source of dietary
fiber

v Naturally delicious and

conceprt

brand hidden
fo orotect IP* e
e nutritious
v Antioxidants
v Vit C
Q s ) I
v’ Clever Brand Name:
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Quantifying Lost Blueberry Sales

New Punnet Drives 39% Higher Purchase Intent
vs Typical Punnet (18-29 year olds)

Typical Punnet vs New Punnet Purchase Intent

Typical Punnet:

« Familiar, appeal, preferred by 80 T39% Lift

older consumers 70} -~ in Purch Intent
(from 49%-68%)

New Punnet:

S
o

= Eye-cafching, distinctive, and

Purchase Intent (%)

innovative; connects with 56
younger buyers 10l

Typical Punnet - New Punnet

Source: Survey Monkey, July 26, 2024; N=445
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Your berry packaging is
the most underutilized sales too|
yOU Nave.

Lisa Cork



Want Packaging That Sells?
et's Talk

Lisa Cork

Founder & Chief Strafegist
Fresh Produce Marketing L1d.
"Packaging That Sells”

| isa@freshproducemarketing.co
WhatsApp: +64 274 772 842

To download more insights on the
Blueberry Punnet Test, scan This
QR code.

SCAN ME
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mailto:Lisa@freshproducemarketing.com

LISA CORK
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POSITIONING &
DIFFERENTIATING
YOUR PRODUCE

How to Compete Smarter
in Local and Global Markets

14-15 NOVEMBER 2025
Hilton Taghazout Bay - Agadir

& W

GREEN SMILE Hortitonod




