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Introduction 
The purpose of this report is to provide the Australian Persimmon Industry with an 
overview and evaluation of the HAL managed promotions campaign in 2009/10 
funded from industry marketing levies. 
 

Objectives: 

 
The objective of the Australian Persimmon industry, as outlined in its five-year 
strategic plan is: 
 
‘To profitably and sustainably produce a quality product, to grow the demand for 
sweet persimmon for a range of domestic and export markets, and to ensure the 
product is marketed and promoted to the best advantage for growers‟  

 
Objectives from Strategic Plan 

 
Objective 3: Increase demand for product  

 Increase domestic consumer awareness / consumption  

 Improve value chain relationships  

 Export market development  
 

Marketing Objectives 
 
Persimmons Australia recently finalised a new strategic industry plan (2008 – 13) 
 
Mission Statement   
‘To profitably and sustainably produce a quality product to meet the demand  
for sweet persimmons from a range of domestic and export markets, and  
ensure the product is marketed and promoted to the best advantage of growers.’  
 
Objective 3  

•  Increase domestic awareness / consumption 

•  Improve value chain relationships 

•  Develop export markets 

 
The aim of the 2009 – 2010 Marketing Plan is to: 

• Build on previous campaigns 

• Leverage NZ co-operative funding if possible 

• Seek 20% improvement on results/outcomes in line with budget increase 

• Align campaign with strategic plan objectives 

• Marketing strategies:    

- Raise consumer awareness 

- Encourage consumer trial 

- Build in-store visibility 

- Demonstrate support to retailers 
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Target Markets and Tactical Approaches: 
The key target markets for the Australian Persimmons promotions campaign in 
2009/10 were identified as: 

 
1. Non users, lapsed and occasional users; 

 Younger consumers 20-35 years. 

 Adult, male/female primary grocery buyers 35+ years. 

2. Frequent users; 

 Primary grocery buyers predominantly females aged 35+ 

3. Stakeholders; 

 Retailers such as independents, Woolworths, Coles buyers and Persimmon 
growers. 

 
To reach these groups and achieve the above campaign objectives the following 
components were chosen: 
 
1. Public Relations 

a. Orchard Tour and Lunch 
b. Season Announcement HTML 
c. Media Coverage 

2. Point of Sale – development and distribution 
3. In-store demonstrations 
4. Merchandising 
5. Retail education 

a. Back room poster 
6. Consumer website 
7. Research 
 
 

1. Public Relations 
 

The seven month PR campaign commenced in December 2009, with the objectives 
being to educate consumers on: 

 The difference between non-astringent/sweet and astringent/original varieties; 

 Uses, selection, seasonality and storage, and 

 Encourage trial 

 Bring the Pure Pleasure to Your Life with Australian Persimmons. 
 
In order to address these objectives, the PR agency needed to educate journalists 
(and therefore their readers) about persimmons and their unique taste. This was 
done via: 

 Explaining the difference between non-astringent/sweet and 
astringent/original (including marrying flavour information with persimmon 
basics to overcome media confusion) 

 Engaging ambassador Warren Turnbull and leveraging his cachet 

 Communicating seasonal information early to bring forward media coverage 

 Providing inspirational usage and recipe ideas 
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Following is an overview of the activities conducted during the PR campaign. 
 

a) Orchard Tour and Lunch 

 
To celebrate the start of the season, key food media were invited to a Persimmon 
Orchard Tour. Hosted by Assiette head chef/owner and persimmon Ambassador 
Warren Turbull, guests toured Sydney orchard Kathleen Haven to see how 
persimmons are grown. 
 
On arrival, guests enjoyed a persimmon inspired morning tea of persimmon muffins 
and pikelets with persimmon jam and crème fraiche. 
 
Following morning tea, guests travelled by bus into the orchard where Kathleen 
Haven owner Brett Guthrie explained how persimmons were grown, the differences 
between non astringent / sweet and astringent / original persimmons and the 
challenges faced by farmers. 
 
Guests then enjoyed a specially created persimmon gourmet lunch on the lawn of the 
orchard, prepared by Warren Turbull.  
 
The menu included: 

 Shashimi of kingfish with Sweet Persimmon granite and jalapeño pepper 

 Entrée - Sweet Persimmon and foie gras ravioli with cured duck breast and 
Sweet Persimmon salsa 

 Main - Braised pork cheek with roasted pork fillet, Original Persimmon 
chutney and a Sweet Persimmon salad 

 Dessert - Original Persimmon bavarois with Original Persimmon and mint 
soup & crème fraiche sorbet 

 
Each dish was served with matched wines. 
 
Orchard Tour invitation: 
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Following are the list of key food media who attended the orchard tour: 
 

 Robin Powell - SMH - Good Living 

 Jennene Plummer - Woman.s Day 

 Sarah Hobbs - Notebook 

 Tessa Immens - Woman.s Day 

 Julie Lee - Australian Good Taste 

 Yasmin Sabir - Super Food Ideas 

 Paul Urqhart - Your Garden 

 Laura Jilwan - Practical Parenting 

 Rachel Hobson - Healthy Food 

 Kini Hickson - Better Homes & Gardens 
 
All media who attended the event, left with a persimmon goody bag including non 
astringent / sweet and astringent / original persimmons, persimmon jam, dried 
persimmons and a press kit containing a media release and recipes from the 
lunch. 
 
The event was well received by media who commented about how enjoyable the 
day was. There was an overwhelming number of thank you notes including: 
 

Thank you so much for yesterday! It was such a lovely afternoon. Please thank the Guthrie.s, for 
hosting, and Warren, for creating the amazing lunch. By the way, the persimmons have been a 
big hit in the office this morning.. 
Rachel Hanson, Healthy Food magazine 
 
This activity was supported by long lead (magazine) and short lead (newspaper 
and broadcast media) media outreach to secure editorial coverage of 
persimmons during the season. 
 

b) Season Announcement HTML 

 
The campaign commenced with a season announcement in January to long lead 
media, key trade partners and industry. The HTML (email) announcement reported 
on the persimmon season, varietal differences (sweet versus original), usage 
suggestions and selection, storage and handling tips. 
 

The HTML was distributed to food media nationally. Long lead media were 
targeted in January while short and mid lead media were targeted in March. 
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c) Media Coverage 

 

A media release was developed to give media an understanding of Australian 
persimmons. The media release focused on differentiating non astringent / sweet 
and astringent / original persimmons, discussed how to use complimentary 
ingredients and flavours and suggested usages. 
 
The media release was distributed to long lead media in March 2010 and short 
lead media in April 2010. Long lead targets included Donna Hay, Australian Good 
Taste, Gourmet Traveller, Delicious, BBC Good Food, Woman’s Day and New 
Idea. 
 
Short lead targets included food liftouts The Daily Telegraph - Taste.com.au, 
Sydney Morning Herald, Good Living, The Age,  Epicure etc, food columns and 
online. 
 
Ongoing liaison with media was conducted to drive coverage and generate 
interviews with growers and the ambassador, Warren Turnbull. In order to be able 
to track the coverage during the campaign, media monitoring was used.  
 
(See Attachment A for a copy of the media materials.) 
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Key Media Results: 
 
Below are the results for the PR campaign against the KPIs set at the beginning 
of the program. 
 

 
 

2. Point of Sale (POS) 
 

To support trade, a new recipe pad was developed and an existing backroom 
poster was reprinted 
 
New recipes and photography for the 2010/2011 campaign were created and 
shot for use in the coming year. 
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A6 recipe pad 
 
A new A6 recipe pad was developed in 2009/10 using the delicious recipe: Snapper 
Salad with Lemon Lime Dressing developed as part of the 2008/09 program. The 
recipe pad was double sided featuring the eye-catching recipe image on the front 
with the method on the back. It also contained information about the seasonality, 
storage and handling, as well as the Persimmon website in order to increase traffic to 
the site.  
 
The pad also had a hole drilled in the top left hand corner to make it easier for 
retailers to display next to the fruit. This format eliminated the need for them to have 
a specific sized card holder next to the fruit displays. 
 

 
 
Distribution 
 
We appointed Australian Produce Group (APG) to distribute the POS material. They 
have relationships with key independent stores nationally as well as the ability to 
personally visit the wholesalers at the national markets.  
The material was sent to the following 100 key independent stores nationally. Each 
retailer received the following pack: 
 

 A6 recipe pad – 3 per pack 

 Back room poster – 1 per pack 
 
Store Suburb State 
Simply Fresh Fruit Market Canberra City ACT 

Simply Fresh Fruit Market Philip ACT 

Tom's Superfruit Belconnen ACT 
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Wiffens Fruit & Veg  Fyshwick Markets ACT 

Ziggy's Garden Fresh Belconnen ACT 

Banana Joe's Marrickville NSW 

Best Fresh Farm MarketsCaringbah Caringbah  NSW 

Campsie Growers Market Campsie  NSW 

Country Garden  Warrawong NSW 

Divine Fruit Centre Bondi Junction  NSW 

Eastgardens Fruit Centre Eastgardens  NSW 

Earlwood Growers Market Earlwood NSW 

Frenchs Forest Fruitworld Frenchs Forest  NSW 

Filled with fruit Campbelltown NSW 

Food Lovers Market Moorebank NSW 

Forestway Fresh  Terrey Hills  NSW 

Freshpoint Maroubra Maroubra NSW 

Freshworld Burwood Burwood NSW 

Freshworld Castle Hill Castle Hill NSW 

Freshworld Penrith Penrith  NSW 

Best Fresh Sylvania Sylvania NSW 

Il Villaggio Fruit Summer Hill NSW 

Leisure Coast Fruit Markets Fairy Meadow NSW 

Macarthur Square Campbelltown NSW 

Maloneys Grocer Coogee NSW 

Menai Top of the Crop Menai NSW 

Metro Grocer Marrickville NSW 

Miles World of Fruit Bankstown NSW 

Minchinbury Fruit Markets Minchinbury NSW 

Minto Fruit Orchard Minto  NSW 

Mitchell's Fruit For Less Warilla NSW 

Mountain Fresh Growers Winmalee NSW 

Mr Spudley's Vegie Patch Shellharbour NSW 

Mt Colah Fruitworld Mt Colah NSW 

New Village Fruit Market Peakhurst NSW 

North Rocks Fresh North Rocks NSW 

Northmead Growers Market Northmead NSW 

Not Just Apples and Oranges Cessnock NSW 

Ornato's Fruit Market Bonnyrigg NSW 

Paddock to Pantry Scone NSW 

Paradise Fruitland Waitara NSW 

Parisi's of Rose Bay Rose Bay NSW 

Pymble Garden Fresh Pymble NSW 

Richmond Fruit Market Richmond NSW 

So Fresh Balmain NSW 

St George Fruit Market Hurstville NSW 

Harbord Growers Market Harbord  NSW 

Dural Fresh Dural NSW 

The World of Fruit Campsie  NSW 

TJ's Country Fresh Kincumber NSW 

Town Grocer Narellan NSW 

Ultra Fresh Emu Plain NSW 

Waterside Fruit Connection Pyrmont NSW 

Wild Oaks Market Dee Why NSW 

Woonona Fruit Basket Woonona NSW 

Everton Park Fruit Market Everton Park QLD 

Fancee Fruit Carindale QLD 
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Feast on Fruit Morningside QLD 

Frutta Bella Runaway Bay QLD 

Mango Micks Capalaba QLD 

Middle Park Fruit Market Middle Park QLD 

Pacific Fair Fruit Market Broadbeach QLD 

Rositano's Fresh Fruit and Vegetables Robina QLD 

Tony's Fruit and Veg Scarborough QLD 

Wrights Bribie Fruit Market Bongaree QLD 

Yuen's Fruit Mermaid Waters QLD 

B-Fresh at Warana Markets Warana QLD  

Fine Fruit on James Fortitude Valley QLD  

Milton Fruit Bowl Milton QLD  

Robina Fruit Market Caringdale QLD  

Sirianni's Foodstore Ascot Ascot QLD  

The Greengrocer Greenacres SA 

Highgate Fruit & Veg shop Highgate SA 

Main Street Fruit & Veg Semaphore SA 

Torrensville Plaza Fruit Mile End SA 

Sunshine Fruit & Veg Goodwood SA 

Adelaide Fruit & Veg Kilburn SA 

Adelaide Fresh  Fulham Gardens SA 

Appleana Kensington Park SA 

Marden Fruit Market  Marden SA 

Banana Palm Fruiterers Noarlunga Centre SA 

Dublin Fruit & Veg Dublin SA 

Fruit Corner  Elizabeth  SA 

Colonial Fresh Market - Chadstone Chadstone VIC 

Colonial Fresh Market - Doncaster Doncaster VIC 

Colonial Fresh Market  Forest Hill VIC 

Handpicked Fruit and Vegetables Doncaster East VIC 

Manny's Market Morwell VIC 

Home Growers Fruit & Veg Westminster WA 

Whatley Fruit & Veg Bayswater WA 

Combined Gardeners Fruit & Veg East Victoria Park WA 

Family Fresh Fruit & Veg Cloverdale WA 

Melville Fruit & Veg Attadale WA 

Trappers Fruit & Veg Woodvale WA 

Rockingham Fresh Fruit & Veg Rockingham WA 

Hub Fruit and Veg Kwinana WA 

Forest Road Fresh Armadale WA 

Local Fresh Gourmet Market Cannington WA 

Lakeside Fresh Harvest Joondalup WA 

Karinyup Fresh Growers Market and Gourmet Deli Karinyup WA 

 
 

3. In-store Demonstrations 
 
Overview 
 
HAL appointed Let‟s Launch to conduct the in-store demonstrations for the 2009/10 
campaign. The sampling campaign was aimed to drive sales, create awareness and 
assist sales in independent stores in New South Wales and Victoria.  
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The activity was executed from week commencing 22nd March 2010 to week 
commencing 10th of May 2010. The campaign ran for eight (8) consecutive weeks 
and 22 demonstrations were conducted during that time.  
 
There were branded demonstration tables provided at each demonstration for the 
Brand Ambassadors to use for cutting the fruit and sampling to consumers. 
Additionally, a tray was also provided for Brand Ambassadors to roam the store and 
approach consumers directly. 
 
As an added value, Harris Farm Head office in NSW allowed the Brand 
Ambassadors to use their cheese stock as a cross promotion in NSW stores only. 
This allowed Brand Ambassadors to sample the Persimmons with Capel Valley Tasty 
Cheese and was a great opportunity to showcase a serving suggestion and 
communicate how versatile Persimmons are.  
 
In addition to the sampling component, each store was merchandised at the end of 
the assignment to ensure maximum awareness and to assist with sales when Brand 
Ambassadors left the store. 
 
Objectives 
 
The objectives for this sampling campaign were as follows: 
 

 To engage the target market in this campaign 

 Normalising the fruit whilst maintaining its uniqueness 

 To educate consumers that Persimmons can be used in various ways 
 
Target Market 
 
The target markets for this campaign were: 
 

 Younger consumers aged 20-35 years 

 Adult, male/ female primary grocery buyers for the household aged 35+ 
 
Dates / Times 
 
Week 1  w/c 22nd March 2010 
Week 2  w/c 29th March 2010 
Week 3  w/c 5th April 2010 
Week 4  w/c 12th April 2010 
Week 5  w/c 19th April 2010 
Week 6  w/c 26th April 2010 
Week 7  w/c 3rd May 2010 
Week 8  w/c 10th May 2010 
 
Assignments were conducted during the above weeks at the following times: 
Saturday 10.00am – 1.00pm (3 hours) 
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Key Performance Indicators (KPI) / Results 
 

 
 
Analysis: 
 
The KPIs were set by Let‟s Launch and Horticulture Australia to increase the 
previous year‟s results in a fewer number of assignments. 
 
All campaign targets were exceeded with 2,088 samples distributed, 2,114 recipe 
leaflets distributed and 926 sales made across NSW and VIC. 
 
Summary 
 
Overall, HAL feels that the in-store activity has been a success in terms of the set 
objectives and KPIs achieved.   
 
The objectives were met through the following ways. 
 
To engage the target market in this campaign 
 
The target market in this campaign was younger consumers aged 20-35 years and 
adults male/female primary grocery buyers for the household aged 35+. Of the 
consumers who were spoken to and sampled to 25% reported to between the age of 
18-34 and 22% reported to be 35-44.  
 
In terms of gender, 61% of consumers were male and 39% were female. 
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Normalising the fruit whilst maintaining its uniqueness and to educate consumers that 
Persimmons can be used in various ways. 
 
Through sampling the fruit to consumers Brand Ambassadors broke the barrier of 
„fear of the unknown‟ and unawareness of the fruit. Brand Ambassadors distributed a 
total of 2,114 recipe cards to consumers, featuring the delicious Persimmons and 
Snapper Salad with Lemon Lime Dressing. 
 
 Brand Ambassadors explained the different uses of Persimmons in everyday meal 
options and the recipe card helped to reinforce that in the minds of the consumers.  
 
Brand Ambassadors educated consumers on uniqueness of the fruit being able to 
eat it hard or crunchy whilst normalising the fruit through recipe ideas. 
 

(Further analysis of the in-store demonstration campaign can be found in 
Attachment B.) 

 

4. Merchandising 
 
Overview 
 
An in-store merchandising activity ran alongside the in store demonstrations activity 
and was also conducted by Let‟s Launch. The merchandising activity started w/c 
22nd March 2010 and ran for three (3) consecutive weeks in independent stores in 
New South Wales and Victoria.  
 
Objectives 
 
The objectives of the merchandising campaign have been identified as follows: 

 Generate excitement 

 Increase awareness 

 To drive sales 

 To complement in-store activity 
 
Dates & Times 
 
Week 1  w/c 22nd March 2010 
Week 2  w/c 29th March 2010 
Week 3  w/c 5th April 2010 
 
Key Results 
 
Brand Ambassadors recorded what they applied in the stores that they 
merchandised. The below table indicates the amount of POS applied across the 
stores in NSW and VIC. 
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In the instance that store managers did not allow Brand Ambassadors to apply the 
POS, the Brand Ambassadors left the POS with the manager and asked them to 
apply it on the day or within the next couple of days. 
 

 
 
(Further analysis from the in-store merchandising campaign can be found in 
Attachment C.) 
 

 
5. Retail Education 
 
In order to communicate with the retailers, the back room poster developed in 
conjunction with Australian Custard Apples was re-printed. The poster was 
distributed along with the POS material to the 100 national key independent stores 
and national markets.  
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6. Consumer Website 
 
Overview: 
 
Following is a summary of all development completed by Propagate for Persimmons 
Australia during the 2009/10 program. The main component of this project is the 
content management system (CMS) which is currently being finalised. 
 
New CMS: 
 
Prior to working with the new CMS, updates to the Persimmons Australia website 
had been performed by using third party software Adobe Contribute.  
 
Propagate were able to provide a solution for Horticulture Australia whereby they 
could offer their CMS at a heavily discounted rate provided that the system could be 
delivered to other websites as well, namely Papaya Australia and the Australian 
Melon Association. By using the same design templates across the three websites 
there is now a far superior CMS solution for Persimmons Australia.  
 
The site now has the ability to grow as the industry grows with the ability now to add 
dynamic pages, create menu systems and image galleries. All aspects of the 
website, including the homepage feature items, can be easily updated by the 
administrator, effectively providing a system that can be expanded without the need 
for a web developer. 
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The site contains information on storage, selection and handling as well as delicious 
ways to enjoy Australian Persimmons. There is also a section on the site for media 
articles and press releases to be stored, this will not only be interesting for 
consumers but will benefit any media who are keen to learn more about Australian 
Persimmons.  

The current status of the website is at 95% completion, with content being finalised. 
Once this content has been approved the site will be live.  
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7. Research 
 
Understanding the perceptions held by consumers, retailers and wholesalers towards 
persimmons is a vital step in the development of an effective and targeted marketing 
program for the industry.  

During 2009/10, three qualitative research projects were undertaken to uncover 
these views, their key findings were: 

 

Research Report (Australian Produce Group) 

This study of four Melbourne wholesaler agents and five retailers found wholesalers 
had a strong preference for non-astringent persimmons as they are harder and well 
coloured, with most referring to the fruit as persimmons.  

Among retailers, non-astringent persimmons were the most popular, with both their 
European and Asian customers preferring softer fruit. Retailers believe sampling is 
the best way to move the product. 

 

Persimmon Study (Newspoll) 

This national study investigated whether Australians are able to correctly identify the 
different types of persimmons and how often they are consumed. 

The results indicate just over one in five Australians eat either non-astringent or 
astringent persimmons at least once during the local persimmon season. Almost one 
in ten eat either fruit once a month during the season.  

There seems to be confusion between the naming of the two types of persimmons. 
Respondents are just as likely to use the names sweet persimmon, Fuji fruit and fuyu 
fruit for both fruits suggesting that there is confusion regarding the names and 
difference between the two fruits. 
 

Supply Chain Research (HAL) 

While it has always been assumed the availability of astringent persimmons was 
limited and made up less than 10 per cent of the market, however new research has 
found 12 out of 17 Sydney retailers sell both varieties.  

Interviews with the supply chain in Sydney found most retailers agree non-astringent 
persimmons are more popular with customers of Australian descent but that this 
group is not the core customer base. It also found that no retailers used the name 
Sweet Persimmons for the non-astringent variety, they used Fuyu or Fuji fruit. 

 

(Further analysis from the research reports can be found in Attachment D.) 
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8. Scan Data 
 
 
Domestic Retail Sales Report Information 
Although Persimmons Australia did not contribute to the retail scan data project 
running through HAL, data was available on Australian Persimmons and has been 
provided. Following are the scan data slides prepared by Roger Bramble, the 
previous Industry Analyst at HAL. This report is however a one-off and is not going to 
be provided in future years unless Persimmons Australia contribute to the multi-
industry scan data project.  
 
Some key points on retail scan data: 
 

 Scan data was obtained from a major retail grocery chain with outlets in every 
state/mainland territory. 

 Data is from a chain with market share representing approximately 30-35% of 
retail trade depending on category – not all retail trade. 

 Data is collected upon sale only – consumption of products is an assumed 
outcome of purchase. 

 Data is company based and as a result may be manipulated – i.e. no 
accountability for accuracy. 

 Data is subject to standard and systematic sampling and type 1 error. 
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Key Lessons and Recommendations 
 
Horticulture Australia is really pleased with the outcome of the 2009/10 domestic 
marketing program.  
 
There were 35 media clips achieved, reaching an audience of over 7.5 million!! 
 
The in-store demonstrations achieved a 44% conversion rate, which meant that 44% 
of consumers spoken to during the demonstrations actually purchased persimmons 
as a result.  
 
The research undertaken on the supply chain and consumers (Newspoll) provided 
interesting results and has helped developed a sound strategy moving forward.  
 
The key learning‟s and recommendations for each activity are as follows: 
 
Media Relations: 

 
Traditionally, the short season for persimmons has proven problematic for many 
long lead media; however the distribution of the HTML enabled the PR agency to 
put persimmons on the media agenda earlier in the year to ensure coverage 
during the season launch. This activity will be recommended for the 2010/11 
program. 
 
Hosting the orchard tour enabled guests to get back-to-basics with persimmons. 
The exclusive event also reinvigorated the media‟s romance with the fruit. 
 
Appointing a brand ambassador gave persimmons a clear and consistent voice in 
the media. Utilising up and coming but highly regarded chef Warren Turnbull as 
the face of persimmons created additional media engagement. 
 
Retail Education: 
 
The current back-room poster shared with the custard apple industry will be used 
again in 2010/11. It will be sent out with the in-store POS material to independents 
nationally and the national wholesalers via the central markets.  
 
Point-of-Sale: 
 
HAL is looking to appoint strategic agency Eleven Communications to develop a new 
positioning strategy, call to action and the unique selling proposition of persimmons. 
They will design a new A3 in-store poster which will help to attract consumer‟s 
attention when doing their shopping, along with a new A6 recipe pad.  
More information on this will be provided at the upcoming IAC meeting.  
 
In-store Demonstrations: 
 
Overall, the in-store demonstrations were a success. The recipe leaflets were 
received well by consumers and served well in presenting the fruit in an everyday 
way as well as informing consumers on the season, selection, storage and serving. 
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Targeting stores that were successful in previous demonstrations provided to be 
successful as the store managers felt on-going support from the industry and were 
appreciative of this. 
 
The highest selling stores in NSW were Harris Farm stores where the Persimmons 
were sampled with slices of Capel Valley cheese. This helped to communicate a 
simple serving suggestion for persimmons and promoted their versatility. It is 
recommended to use a similar strategy in store during the 2010/11 demonstrations.  
 
Website 
 
Further developing the site to ensure that visitors are receiving new images / 
information when they re-visit the site. The newly developed media materials, recipes 
and industry information will also be uploaded onto the site. 
 
 
HAL is looking forward to implementing a successful marketing program for 2010/11.  
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Proposed Budget for 2010/11 
 

Project 
Number 

Project Description Detail Budget 

PR105XX 2010/11 PR PR campaign to include (not yet developed): 
Media release 
Ambassador  

$25,000 

PR105XX In-store 
Demonstrations 

Instore demonstration campaign through Let‟s Launch again across Eastern Seaboard, in 
top independent stores.  

$20,000 

PR105XX Creative Strategy Appoint Eleven Communications to develop a creative strategy for Persimmons Australia. 
They will look at a new positioning and call to action for the industry as well as the unique 
selling proposition (USP) for the fruit. New POS material will also be developed.  

$6,000 

PR105XX Website Updates Allocation to allow for someone in the industry to be trained up on updating the website 
using the new CMS system.  

$3,000 

PR105XX Contingency  $1,000 

 TOTAL MARKETING   $55,000 
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Attachment A – Media Materials 
 
PRESS RELEASE       
 

LET THE PERSIMMON ROMANCE BEGIN THIS AUTUMN 
Available now until June 

 
23 February 2010: As the leaves begin to change colour and summer fruits all but 

disappear, orchards full of Australian persimmons are now ripe and ready for all to 
savour. 
 
Persimmons, Latin for „divine food‟ or fruit of gods, have experienced favourable hot 
and dry weather conditions over the past year, signaling a strong season. And that‟s 
good news for those looking to hold on to the taste of summer! 
 
“With favorable growing conditions producing an abundant crop, consumers can 
expect to find gorgeous brilliant orange and beautifully sweet tasting fruit in–store 
from late February,” says Kent Andrew, President, Persimmons Australia Inc. 
 
Persimmons can be enjoyed fresh or used in cooking and their sweet, tropical taste 
compliments either sweet or savory dishes, such as persimmon and custard tarts or 
crispy duck and persimmon salad.  
 

Persimmon ambassador and two Assiette hatted Head 
Chef, Warren Turnbull, is passionate about the beauty of 
the persimmon and believes their natural sweetness of 
persimmons pairs well with both sweet and savoury 
dishes.  
 
“Celebrate the persimmon season by savouring their 
mouth-watering sweetness,” says persimmon ambassador 
Warren Turnbull.  
 
Bite into a sweet persimmons like an apple or add to it to 
savoury dishes like salsas and salads. Simply combine a 
sliced persimmon, a handful of spinach and pecans and 
drizzle with vinegar for a to-die-for salad.” 
 

“For desserts, the soft, jam consistency of the astringent persimmon can be 
devoured with a spoon” Turnbull adds. Avoid confusion and being caught short in the 
kitchen by knowing how to decipher which persimmon is which.”  
 
According to Andrew there are two types of persimmons, sweet and astringent. 
Sweet persimmons (also known as Fuyu persimmon) are eaten crisp like an apple 
while an astringent persimmon is eaten soft like a pudding. 
 
“While it‟s no secret luscious persimmons are a delectable delight, the two varieties, 
sweet and astringent, are often confused as one but differ in taste, texture and 
looks,” he says. 
 
Most easily distinguished by their shape, the sweet persimmon has a slightly 
flattened top. The astringent has a pointed top and is heart-shaped.   

MORE 
Let The Persimmon Romance Begin This Autumn     2 

 



   

Australian Persimmons 2009/10 Domestic Marketing – Final Report 32 

Beyond their visual characteristics, the two persimmon styles differ mostly in their 
flavour, texture and consistency. The sweet persimmon is a larger, round fruit with a 
diameter of around 10cm. It ranges in colour from pale orange to a deep red-orange 
when ripe. The fruit, including the skin, can be eaten when crisp and crunchy. 
 
Astringent persimmons are a smaller, slightly heart-shaped fruit, similar in size to an 
orange.  The pale to burnt-orange coloured fruit is ready for eating and sweetest 
when the flesh is soft and jelly-like. If this variety is eaten too early, the astringency 
will make the fruit taste bitter. 
 
“These bountiful beauties contain a very high level of antioxidants, comparable with 
strawberries and blueberries1.  A great snack at your desk or in the lunchbox, 
persimmons are also a good source of vitamin A and C, are high in fibre and fat 
free2,” added Andrew. 
 
Persimmon are grown in most states of Australia, with major growing regions in south 
east and sub-tropical QLD, NSW, northern Victoria, north west SA and in south west 
WA. Queensland is the biggest producer of persimmons in Australia. Earlier season 
fruit (mid February until April) comes from the north while later season fruit (April to 
the end of June) comes from the southern region. 
 
Annually Australian persimmon growers produce 2,100 tonnes of persimmons or 
10.5 million persimmons (approximately). 
 
Selection 
Choose persimmons that are smooth, plump, glossy and well-rounded and with their 
calyx still attached. The fruit can range in colour from a pale orange to a deep red-
orange, depending upon variety and stage of the season. Fruit with surface 
blemishes are fine to eat as flavour and eating quality is unaffected. 

 

Handling and Storage 
After removing the leaves, prepare the persimmon by 
slicing the fruit or cutting it into quarters. 

  
Despite being firm to the touch, handle persimmons with 
care as the thin skin is delicate and bruises easily. Sweet 
persimmons that have gone soft are perfect for use in 
cooking – but they must be handled gently.  
 
When ripe, persimmons should be stored on their own, out of the fridge.  

- ENDS -  
For further information, images or recipes, contact: 
Samantha Goodman      Laura Cario 
IMPACT Communications    IMPACT Communications 
T: 02 9519 5411 M:0402 202 264    T: 02 9519 5411 M:0414 706 832  
samantha@impactcommunications.com.au 
 laura@impactcommunications.com.au 
 

                                                 
1
 A.P. George, S.Redpath, Health and Medicinal Benefits of Persimmon Fruit; A Review, Department 

of Primary Industries and Fisheries 
2
 http://www.webfitnesstools.com/wft/tools?robject=wft_view_food&food_id=2414  

mailto:samantha@impactcommunications.com.au
mailto:laura@impactcommunications.com.au
http://www.webfitnesstools.com/wft/tools?robject=wft_view_food&food_id=2414
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Attachment B – In-store Demonstrations – Let’s Launch 
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Attachment C – In-store Merchandising – Let’s Launch 
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Attachment D – Research Reports  
 

Sydney Markets Research  

 
Persimmon Supply Chain Research Update 05.06.09 
 
Overview 
A recent retailer education campaign identified that there is a potential gap in our knowledge 
with regards to the availability of astringent persimmons in Australia.  It was previously 
assumed that astringent persimmons made up less 10% of the market and availability was 
limited.  The campaign found that 12 out of 17 stores in metropolitan Sydney ranged both 
varieties.  This has raised a question around the strategy to rename non-astringent 
persimmons „Sweet Persimmons‟.   
On behalf of Persimmons Australia, HAL has conducted interviews with wholesalers at the 
Sydney markets and independent retailers in the Sydney metropolitan area to gather 
additional information to help assess the next steps to be taken.  One Sydney grower was 
also interviewed. 
A number of key themes emerged. 

 Ranging of the two varieties varies dramatically and it is primarily governed by the 
ethnicity of the surrounding suburbs.  In areas that are characterized as having a high 
proportion of people of European heritage ranging of astringent persimmons is greater, 
even up to 100% astringent.  In areas with a high Asian population the reverse appears to 
be true however no stores visited ranged only non-astringent persimmons.  

 Most retailers agree that non-astringent persimmons are more popular with those who are 
of Australian descent however that, in the main, Australians are unfamiliar with the fruit 
and do not represent the core customer base. 

 No retailers used the name Sweet Persimmons for the non-astringent variety; they used 
Fuyu or Fuji fruit. 

 All astringent persimmons were called Persimmons. 

 It is rare for the fruit to be ranged side-by-side. 

 Many wholesalers and retailers believe the future is in the non-astringent variety and like 
the ease of handling, good texture and consistency.  They feel that the fruit is still 
relatively unknown and the best promotion is sampling.  Quite a number of retailers said 
that when they sample in-store themselves the fruit is very easy to sell. 

 Wholesalers and the one grower interviewed believe that there is almost no distribution of 
the astringent variety in the major chains except as a specialty line on an ad hoc basis.   

Further to this there are a number of other relevant factors: 

 It is believed that the majority of astringent Persimmon orchards in Australia are based in 
and around the Sydney region. 

 It‟s important to remember that the results above are from a metropolitan area. 

 Based on Woolworths scan data for the 2008 year the volume split by state was: 

NSW 44% 
VIC 20% 
QLD 16% 
SA/NT 2% 
WA 17% 
TAS 1% 



   

Australian Persimmons 2009/10 Domestic Marketing – Final Report 59 

 Woolworths has made the name change is non-astringent are called Persimmons on their 
website. 

 Based on this initial information and other industry data we estimate distribution as 
follows: 

Assumptions 
- Woolworths sold 555 units equating to 138,950 kg in 2008  

- Coles sold the same number of units over the same period 

- Levies were collected on 1,871 MT in 2008 

- The major chains only sell the non-astringent variety 

- The astringent variety represents 10% total volume 

 

Distribution Astringent Non-Astringent 

Independent Retailers 187 MT (10%) 1,408 MT (75%) 

Major Grocery Chains  276 MT (15%) 

 
Next Steps 

 Further consultation with industry and wholesalers/retailers in another market 

 Analysis of available data and growth rates – identify trends and opportunity areas for 
retailers 

 Develop a presentation of industry plans for use in talking with major retailers 

 
Considerations & Constraints 
Engaging with the major grocery chains, whilst important, needs to approached carefully.  It 
represents an opportunity to present the Persimmon industry plans and collaborate to drive 
growth in the exotic/sub-tropical segment.  However we need to develop a strong, 
professional approach that demonstrates the potential of Persimmons to category buyers. 
 
-----------------------------------------------------------------------------------------------------------------------  
 

Persimmons Supply Chain Research Discussion Update 13.05.09 
 
Background 
During April 2009 HAL conducted a campaign on behalf of Persimmons Australia to educate 
produce managers and their staff about Sweet Persimmons.   This was executed via brand 
representatives who communicated key messaging around seasonality, storage, 
merchandising, selection and when to eat.   
Brand representatives also actively encouraged retailers to label the product Sweet 
Persimmons to help highlight to consumers that this variety is sweet when eaten firm as 
opposed to the „old‟ variety of persimmon which could only be eaten soft. 
A key assumption was that there is limited availability of Astringent Persimmons in Australia. 
Feedback from the campaign showed that Astringent Persimmons are available, at least in 
the top tier of independent grocers (in Sydney 12 out of 17 stores ranged both varieties).  
These retailers were reluctant to label non-astringent persimmons „Sweet Persimmons‟ 
because they argue that the astringent variety also becomes very sweet when soft.  Where 
both varieties were ranged, retailers reported that the astringent is more popular because it is 
the older, better known variety. 
In researching the matter, HAL understands that Sweet Persimmons were actively promoted 
as Fuji Fruit in Australia prior to 2006.  In 2006 a research study was commissioned and from 
this a recommendation was made to promote the non-astringent variety as Sweet 
Persimmons.  The  rationale was: 
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a) to clearly distinguish the non-astringent variety from the astringent variety and 
surmount any poor experiences consumers may have had previously with the 
astringent variety.  

b) To clearly define persimmons as a fruit and overcome any confusion relating to it‟s 
similarity in appearance to a tomato 

c) To give Persimmons a more Australian sounding name 

d) To capitalize on „sweet‟ as an evocative descriptor 

Again an assumption was made that Astringent persimmons accounted for 10% of the market 
and were declining. 
Further to this, the 5 year strategic plan (draft) has highlighted confusion around name 
(conflicting information to consumer/branding issue) and low consumer awareness of product 
(particularly newer non-astringent varieties) as key weaknesses for the Persimmon industry. 
The above highlights that not only do we have a potential knowledge gap in our 
understanding of the market but that we need to rectify it before commencing any further 
planning.   In particular it would be unwise to proceed with a consumer research project at this 
stage. 
After discussion with the IAC, we have agreed to execute a series of supply chain interviews 
to gain clarity around the matter before progressing further. 
 
Suggested Scope 
Growers/Industry 
Wholesalers, Sydney & Melbourne 
Retailers, Sydney & Melbourne 
 
Suggested Format 
Collation of any data available 
A range of informal and formal interviews depending upon target.  Retailer interviews should 
be conducted with an industry representative. 
HAL will conduct preliminary informal interviews with key wholesalers at the Sydney Markets 
to gain some initial feedback. 
 
Key Questions 
Distribution 

1. What is the volume split between Astringent vs Non-Astringent Persimmons? 

2. Does this differ by channel? 

In-store Merchandising 

3. How are Astringent and Non-Astringent Persimmons currently labeled?  

4. Does this differ by channel? 

Stakeholder Beliefs 

5. How do stakeholders refer to each type of Persimmon? 

6. Which Persimmon is the most popular? 

7. Does this differ by consumer type/age/ethnicity? 

8. What would you call Persimmons? Why? 

 
Desired Outcomes 
An estimate of the market split of astringent versus non-astringent persimmons to aid in 
strategic and marketing planning. 
 
Next Steps 

Item Resp Deadline 
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Review discussion paper, provide feedback ALL 11 May 

Confirm scope and format ALL 15 May 

Confirm questions ALL 15 May 

Confirm timeline HAL 15 May 

Interviews ALL TBC 

 
 
Interview Results Summary 

 
Wholesalers 

 Astringent Non-Astringent 

What do you call 
Persimmons 

Persimmons Fuyu, Fuji 

Distribution of 
Persimmons 

5-10% 
5% 
60% 
20-30% 
20% 
70% 
80% 
99% 
15% 

90-95% 
95% 
40% 
70-80% 
80% 
30% 
20% 
1% 
85% 

Who consumes Europeans/Continental/Meditteranean 
Asians, Koreans, Vietnamese, Italian 

Asian, Korean, 
Vietnamese, Chinese 

Ranging (Independents) Depends on ethnicity of suburb Depends on ethnicity of 
suburb 

Ranging (Majors) Special line/special buy YES 

 
Interview Results - Wholesalers 
Wholesaler: LR Moss, Sydney Markets 
Date:  12.05.09 
Interviewee: Darco 
 
Labelling 
Called both types Persimmons clarifying that Non-astringent persimmons are Fuyu ie: 
Persimmons or Persimmons (Fuyu) 
 
Distribution 
Astringent:   5-10% 
Non-astringent:  90-95% 
 
Storage 
Stores in the coolroom at 10-12 degrees Celsius 
 
Consumer 
Europeans prefer Astringent variety 
Asians prefer Non-astringent variety 
 
Channel 
Coles/Woolworths usually only range Non-astringent variety however will range Astringent as 
a special line/special  buy.   Astringent only a small line for independent retailers. 
 
Other 
Profitability dependent on quality not variety.  Retailers rely on wholesaler for information 
including storage and handling. 
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Wholesaler: XL Fruit Traders, Sydney Markets 
Date:  12.05.09 
Interviewee: Tony Tesserero 
 
Labelling 
Calls non-astringent persimmons fuyu.  Thinks that Fuji causes confusion with apples.  Used 
to call astringent variety date plums. 
 
Distribution 
Astringent:   5% 
Non-astringent:  95% 
Think it varies a great deal and depends on the location of the store and the ethnicity of the 
surrounding population. 
 
Storage 
DNA 
 
Consumer 
Continental background prefer Astringent variety 
Asians love non-astringent variety 
 
Channel 
DNA (don‟t think he deals with majors) 
 
Other 
Non-astringent good variety – much easier to handle than astringent.  Astringent time 
consuming, messy.  In Italy, non astringent also called chocolata, vanilla  
Believes key is information in store and taste testing to encourage consumers to „give it a go‟.  
Loved the recipe leaflets. 
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Wholesaler: Exotic Fruit Traders, Sydney Markets 
Date:  12.05.09 
Interviewee: Joe 
 
Labelling 
Prefers non-astringent are called Fuji.  Fuji means hard, non-astringent 
 
Distribution 
Astringent:   10% 
Non-astringent:  90% 
 
Storage 
Stores in coolroom (did not clarify temp) 
 
Consumer 
Mediterranean background prefers Astringent variety 
 
Channel 
Coles/Woolworths do not stock astringent variety (EFT is a top up supplier to the majors) 
 
Other 
Is very keen to source more stock. 
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Wholesaler: Apollo Fruit Supply (NB: only stocks non-astringent, does not sell to major 
grocery) 

Date:  19.05.09 
Interviewee: Glen Howlett 
 
Labelling 
Astringent:  
Non-astringent: Fuyu/Jiro 
 
Distribution 
Independents: DNK 
Majors:  DNK 
 
Storage 
Not in the cold room 
 
Consumer 
Astringent:  European  
Non-astringent: Asians 
 
Channel 
Astringent:  DNA  
Non-astringent: DNA 
 
Other 
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Wholesaler: Robson O‟Brien 
Date:  19.05.09 
Interviewee: Steve O‟Brien 
 
Labelling 
Astringent: Nightingale/Hychia 
Non-astringent: Fuyu 
 
Distribution 
Independents: 60% volume sales are Astringent/40% volume sales are Non-Astringent 
Majors:  Does not sell to majors 
 
Storage 
0 degrees 
 
Consumer 
Astringent:  Asians, Koreans, Vietnamese, Italian  
Non-astringent: Asians, Koreans, Vietnamese  
 
Channel 
Astringent:    
Non-astringent:   
 
Other 
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Wholesaler: Asean 
Date:  19.05.09 
Interviewee: Tom 
 
Labelling 
Astringent: Persimmons 
Non-astringent: Persimmons, then by variety 
 
Distribution 
Independents: Astringent 20-30%/Non-Astringent 70-80% 
Majors:  Does not sell to majors 
 
Storage 
Coolroom/room temperature depending upon ripeness 
 
Consumer 
Astringent: DNA   
Non-astringent: Asian, Korean, Vietnamese, Chinese  
 
Channel 
Astringent:    
Non-astringent:   
 
Other 
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Wholesaler: Fresh Produce Group 
Date:  19.05.09 
Interviewee: Peter 
 
Labelling 
Astringent: Does not sell 
Non-astringent: Fuyu/Fuji 
 
Distribution 
Independents: 20% Astringent/80% Non-Astringent 
Majors:  Does not sell to majors 
 
Storage 
DNA 
 
Consumer 
Astringent:    
Non-astringent:  Asian 
 
Channel 
Astringent:    
Non-astringent:   
 
Other 
Peter has an Italian background and grew up with Astringent persimmons but thinks that the 
non-astringent variety are much better, better texture, better flavor (more consistent than 
apples)
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Interview Results - Retailers 

Retailer: Ripe Grocer, Mona Vale (small, specialty store, range of organics) 
Date:  12.05.09 
Interviewee: Scott (owner, has run other retail outlets on the Central Coast, Lindfield) 
 
Labelling 
Astringent: Persimmons 
Non Astringent: Fuyu or Fiji 
 
Sales 
Astringent:  70%  
Non-astringent: 30%  
 
Storage 
3-5% (I mentioned that this was too cold however the „warmer‟ fridge has bananas and 
mangoes in it so wasn‟t quite sure where to direct him from there) 
 
Consumer 
Astringent: Koreans, Europeans, Jewish, Italians 
Non-astringent: Asians 
 
Barriers to purchase 
Ignorance, lack of knowledge is preventing sales of Fuyu. 
 
Other 
Had a good understanding of Persimmons, knew all the different varieties for both. 
Thinks that we need more stories in the press and recipes. 
Need tastings.
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Retailer: Russo‟s Mona Value (medium to large sized store, medium quality) 
Date:  12.05.09 
Interviewee: Vic 
 
Labelling 
Astringent: Persimmons 
Non Astringent: Fuyu 
 
Sales 
Astringent: 80%  
Non-astringent: 20% 
 
Storage 
Room Temperature 
 
Consumer 
Astringent: Europeans 
Non-astringent: Asian 
 
Barriers to purchase 
Astringent are messy fruit to handle and eat. 
Confusion about the two different varieties (means naming must be different) 
 
Other 
Eating a persimmon is like eating 3 eggs – they are that good for you – so if a consumer has 
an egg intolerance they can eat Persimmons
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Retailer: Forestway Fresh (large store, super premium quality) 
Date:  12.05.09 
Interviewee: Tony 
 
Labelling 
Astringent: Persimmons 
Non Astringent: Fuji 
 
Sales 
Astringent: 99%  
Non-astringent: Only stock NA as a special line occasionally 
 
Storage 
5 degrees when ripe 
13 degrees when unripe 
 
Consumer 
Astringent: European, Older Women 
Non-astringent: Asians 
 
Barriers to purchase 
DNA  
 
Other 
Need to be promoted more, would like demos, need usage suggestions such as use on top of 
a fruit salad. 
Not many Asians in the area
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Interview Results - Growers 

Grower: Cobbitty, Camden (grows both types) 
Date:  19.05.09 
Interviewee: Brett 0425 247 136 
 
Labelling 
Astringent: Sells as Hachiya 
Non-astringent: Sells as Fuyu (thinks that Fuji, while used, is confusing with apples) 
Thinks that retail buyers see Persimmons = soft; Fuyu=different sort of fruit altogether 
 
Distribution 
Independents: Astringent are a niche, specialty product mostly ranged in Independent 

retailers.  Non-Astringent are ranged in independent stores 
Majors: Imported Astringent are sometimes ranged in WW when Australian 

persimmons are out of stock.  Non-Astringent persimmons are ranged in the 
niche product area (with fruits such as longosteens). 

 
Consumer 
Astringent:  Koreans, Italians, Europeans  
Non-astringent:   
 
Channel 
Astringent:   15% 
Non-astringent:  85% 
 
Other 
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Persimmon Research Report- Melbourne Markets - Australian Produce Group                            
Wednesday December 9 2009    

 



   

Australian Persimmons 2009/10 Domestic Marketing – Final Report 73 



   

Australian Persimmons 2009/10 Domestic Marketing – Final Report 74 



   

Australian Persimmons 2009/10 Domestic Marketing – Final Report 75 



   

Australian Persimmons 2009/10 Domestic Marketing – Final Report 76 



   

Australian Persimmons 2009/10 Domestic Marketing – Final Report 77 



   

Australian Persimmons 2009/10 Domestic Marketing – Final Report 78 



   

Australian Persimmons 2009/10 Domestic Marketing – Final Report 79 



   

Australian Persimmons 2009/10 Domestic Marketing – Final Report 80 

Newspoll Study - Consumers 
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