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JPA Mission

To strengthen the juice products industry by providing a 

unified voice, serving as the expert resource, enhancing 

industry best practices, and promoting consumer benefits 

of juice products.

JPA Strategy for 2015-2016

Defend and promote the health benefits and safety of juice.

Juice Products Association
Serving the Juice Products Industry since 1957 



What do Consumers think about Juice?

• Consumer research taking an in-depth look at 
juice consumers and non-consumers:

Qualitative:

Focus Groups & 
Online Forum

Quantitative: 

Online Survey



Consumer Research Objectives

Identify barriers and 
drivers to consuming 
juice among target 

audiences

Explore the feelings, 
attitudes and behaviors 

of juice consumption

Identify messaging that 
could boost juice 

consumption

Quantitatively gauge 
attitudes and behaviors 

related to purchasing 
and consuming juice



What did we learn?



Key Learning #1

“Juice non-drinkers had memories of 
drinking juice as a child, but over the 
last decade, information gleaned 
through the media has caused them 
to believe drinking juice is unhealthy.”



Key Learning #2

“Lapsed juice drinkers generally had 
a health event or a desire to lose 

weight that caused them to decrease 
their juice consumption.  Many had 

replaced juice with water.”  



Key Learning #3

“Sugar and calories are the two 
main barriers to drinking juice.  

There is a belief among some that 
100% juice has added sugar.”



Key Learning #4

“Drivers to drinking juice include 
taste, vitamins and minerals, 
healthy benefits, the way it 

complements meals, hydration 
and refreshment.”



Key Learning #5

“Health care providers, 
dietitians, nutritionists and 

certain governmental agencies 
are seen as trustworthy sources 

of information.”



Online Conversation –
2014 - Today

Period Summary
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Topics of Online 
Conversation in 2016
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How we responds to consumer sentiment:
JPA Nutrition and Communications Program

Research

Key Influencer

Communication

Consumer

Communication 



Where does Juice Stand?
2015-2020 Dietary Guidelines



2015 - 2020 Dietary Guidelines

States:
• Fruit and vegetable juices, “contain important nutrients such as 

calcium, potassium, and vitamin D, in addition to calories.”

• “Beverages that are calorie-free—especially water—or that 
contribute beneficial nutrients, such as fat-free and low-fat milk 
and 100% juice, should be the primary beverages consumed. 
Milk and 100% fruit juice should be consumed within 
recommended food group amounts and calorie limits.”



2015 - 2020 Dietary Guidelines

½ cup 100% Fruit Juice  =  ½  cup Whole Fruit

Up to half of your the daily fruit intake may come 
from 100% juice.   



JPA is a MyPlate Strategic Partner

Insure that 100% juice, as 
part of the fruit group 

continues to be included in 
USDA Dietary Guideline 

educational and promotional 
material

Align juice messaging with 
Dietary Guideline for 
Americans programs, 

projects and initiatives

Promote and educate 
consumers about the 

importance of eating fruits 
and vegetables and following 
the Dietary Guidelines with 

other partners 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjHruTRqs3MAhXMQSYKHVIsBcIQjRwIBw&url=http://hssd.net/content/my-plate&psig=AFQjCNGozM0qGvRasvLqaB8T47jhuUtwjg&ust=1462894977190683


Communicating the Dietary Guidelines

Shared with Media
• Distribution of press release

Shared with Consumers
• Posted to Juice Central
• Focus of Social Media Content, 

supported with social media ads
• Included in all outreach materials
• Info on juice to be included in 

upcoming  MyPlate messaging 

Shared with Key Opinion Leaders
• eBlast to health professionals
• Webinars to dietitians and health 

professional
• Included in all outreach materials 



Where does Juice Stand?
American Academy of 

Pediatrics 



Statement/Guidelines on Juice

• JPA has presented peer-reviewed research and 
acted as a resource to AAP for all juice-related 
issues

• Juice recommendations being re-issued



Communicating AAP Guidelines

• Current AAP Guidelines 
allow industry to refer to a 
recognized health authority 
for children’s serving sizes

• Included in:
– All Consumer 

Communication

– All Media Statements and 
article responses

– Health professional 
education



Where does Juice Stand?
Published Science and Media



Positive Studies from 2016

• Presented at Experimental Biology, 
awaiting publication – “Systematic 
Diabetes Literature review which 
included a summary of 17 
randomized controlled studies (RCT) 
on 100% fruit juice related to 
diabetes markers.”*

• BMC Pediatrics - “Dietary and 
Economic Effects of Meeting Fruit 
Shortfalls in Nutrient Intakes and 
Diet Cost”*

• USDA ARS - “Drinking Two Glasses 
of Cranberry Juice May Lead to 
Heart Benefit”

* funded by JPA



Positive Studies

• Journal of American Medical 
Association (JAMA) Pediatrics –
“Effect of Dilute Apple Juice and 
Preferred Fluids vs Electrolyte 
Maintenance Solution on Treatment 
Failure Among Children With Mild 
Gastroenteritis: A Randomized 
Clinical Trial” 

• American Journal of Clinical 
Nutrition (AJCN) – “Tart Cherries 
Juice Could Reduce Cardiovascular 
Disease Risk”

• USDA ERS – “When it Comes to 
Fruits and Vegetables, Fresh is Not 
Always Cheaper”



We Promote the Positive

To Consumers:

Blog Posts 
on Juice 
Central

To Health Professionals and Nutrition Scientists:

Juice Central 
Social Media 

& 
Newsletter

Editorial 
Content

1-on-1 and 
group 

Meetings 

In-person 
presentations



Results of Positive Promotion

Kudo’s from RD’s
“What perfect timing!  I will update the 
Beverage Chapter of The Complete Food 
and Nutrition Guide Book (over 200,000 
copies sold of 4th edition) with this 
research”

“The research is so important because 
consumers are so confused.  Dietetic 
professionals also don't understand the 
science. That's why this research is so 
valuable.”

Consumer Traction
Syndicated article 

audience: 58 Million

Message Reach:  8.8
Million

Engagement Rate: 

221 Thousand



Negative Science and Headlines

• British Medical Journal (BMJ) - “Fruit and vegetable consumption in adolescence and 
early adulthood and risk of breast cancer”

• Experimental Biology Abstract – “Sugary Beverages Linked to Prostate and Breast Cancer”

• Experimental Biology Abstract – “Consumption of Total Fruit, Vegetables, Whole Grains 
and Added  sugars in Diets of Young Children from the National Health and Nutrition 
Examination Surveys (NHANES)”

• USDA – Release of Guidance level of Arsenic in Rice



We Defend Juice

Educate Consumers

• Messaging on website and social channels

• Run digital advertising directing consumers to Juice Central

• Direct outreach on misinformation via social media

Respond to Media

• Share the science via letter to the editor, direct outreach to reporters on 
erroneous articles 

• Supply comments to media on behalf of industry

Inform Key Opinion Leaders

• Discuss science-based research with media RDs, Nutritionists, Dentists, 
Pediatricians and others who share misinformation with the media



Snapshots of JPA Issues Response



Snapshots of JPA Issues Response



Where does Juice Stand?
US Public Policy



New CACFP Meal Patterns

• Infant Meal Pattern 
– The service of fruit juice to infants from 6 - 11 

months is prohibited

• Child and Adult Care Meal Pattern 
– Service of juice is limited to once per day (one 

serving equivalent to 4-6 ounces per day)
– 100% fruit and vegetable juice blends are allowed 

(creditable) in CACFP



Juice Industry Represented at CACFP 
Conference

Presented the latest research on juice at 
the National CACFP Conference

Results: 

• Access to Final CACFP Rules

• Positive engagement with CACFP 
members

• Creating resource for facilities 
implementing feeding programs



Women, Infants and Children 
Program (WIC)

New Study to support the inclusion of juice in the WIC Food Package:

Modeling study using NHANES Data 2008-2007-2008 and 2011-2012

Results: 

o Fruit consumption patterns did not change, despite changes in food 
package.

o Removing or reducing juice from the package could have serious 
nutritional consequences in children and adults, decreasing diet quality 
and several nutrients important for health. 

The Health and Medicine Division of the National Academy of 
Sciences is currently reviewing the WIC Food Package

* Funded by JPA



Women, Infants and Children 
Program (WIC)

JPA presented poster at 

the 2016 Nutrition Education 

& Breastfeeding Promotion 

Conference

• JPA has presented two sets of:

• Oral comments

• Written comments



FDA’s New Nutrition Facts Panel

The new Nutrition 
Facts Panel will result 
in juice companies 
relabeling products:

• JPA presented to the FDA 

• Written comments

• Oral comments



International Public Policy

JPA tracks international issues 
and coordinates with varies 
international organizations to 
respond, including:

• European Fruit Juice Association 
(AIJN)

• The International Fruit Juice Union 
(IFU)

• British Fruit Juice Association (BFJA)

• Canadian Beverage Association (CBA)
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Thank you!
Questions? Contact us!

Stephanie Meyering
smeyering@kellencompany.com
212-297-2162

Diane Welland MS, RD
dwelland@kellencompany.com
202-207-1111
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