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IFEC Continued and Year 
Round Watermelon Story 
Highlights Availability, 
Growing Regions & Industry 

3

Each year the Board attends and sponsors the International Foodservice Editorial Council’s (IFEC) 
Annual Conference to reach foodservice editors with watermelon education and inspiration. This year the 
conference took place at the beginning of November in Santa Barbara, CA. During Chef Showcase the 
Board featured Watermelon Poke marinated in yuzu sauce with furikake on a nest of pickled watermelon 
rind topped with watermelon ‘caviar’ presented by Chef Manny Juan. During lunch on the second day, 
watermelon was featured in the refreshing Watermelon Poblano Salad.  

Continued on page 2 

5
   Watermelon Volume & FOB 

Analysis for 2022 Q2 & Q3
Board Members Share Their 
Favorite Things About 
Watermelon and New 
“Wintermelon” Toolkit Launches 
to Support Watermelon Year-
Round  

IFEC Annual Conference is THE Place 
to Reach Foodservice Editors  
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Editor meetings pitched watermelon 
for editorial calendars in 2023 with all 
of the Board’s media targets. Finally, 
the NWPB co-sponsored an editor 
reception with California Avocados 
Commission, National Mango Board, 
Idaho Potato Commission, Barilla 
and True Aussie Beef & Lamb.  

Megan McKenna, Sr. Director of 
Marketing & Foodservice was 
elected president of the organization for 2023. As always, IFEC
2022 was a successful event! 

All photos from IFEC article, including cover image, from Buzz Orr Multimedia 

 

 

Year Round Watermelon Story Highlights 
Availability, Growing Regions and Industry 

IFEC Continued 

In 2019, the Board invested in year round content by creating and sharing more about where and when 
watermelon is grown, and the fruit’s cultural connection to Florida and Mexico. To add to that story, 
California was added to the library in 2022. Beautiful photography and a video help tell the story of 
watermelon grown in California and how it is used on menus, both food and beverage. Staff will use this 
content across the program into 2023 and as always, the resources are available for industry use.
Check out some of the new content on the Year-Round Story webpage.

https://www.watermelon.org/watermelon-101/year-round-story/
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The blue columns show weekly movement for 2022 and can be compared to the red columns showing 
the average. Color consistency carries over to seedless FOB pricing with the right-hand axis showing 
dollar per pound pricing. Starting with the latter we see prices coming in well above average following the 
slower close to Q1. From May on prices were mostly around average. Movement was on the lighter
side for more weeks than not, though the last three show a nice buildup to the 4th of July.  

Watermelon Volume & FOB Analysis 
for 2022 Q2 & Q3 

Data freely provided by Agricultural Marketing Services (AMS) Market News Portal makes it easy to 
analyze how the current market compares to past years. The following charts compare the second and 
third quarters of 2022 to the prior five-year average. 

https://www.watermelon.org/wp-content/uploads/2022/05/May-2022-Watermelon-Update.pdf
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In the third quarter we see a supply gap following the holiday resulting in prices moving well above 
average. The gap diminished slightly late in the summer, but weekly averages stayed above a quarter a 
pound. While movement was down in varying amounts over the first two months, it was near or above 
average over the final four weeks to finish September on a high note.  

 

 

 

Volume & FOB Analysis Continued   
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During the Fall Board Meeting, NWPB Board members 
were asked, “Using one word, what are your favorite 
things about watermelon?” and the results are in!  

 

 

 

 

Last month, to coincide with the colder weather, the Board launched an online toolkit to promote 
watermelon during the winter months. Housed at www.watermelon.org/wintermelon, the new landing 
page is designed as a resource for retailers, media and industry members, such as watermelon 
importers, to help position and promote watermelon year-round. 

Although year-round watermelon promotion is not new, in the past few years the Communications team 
at NWPB has created several new resources in support of winter watermelon marketing efforts. Those 
assets have been curated in a user-friendly, easy-to-navigate format and include: 

• Lifestyle “sizzle reel” video 
• Fun and energetic Wintermelon graphics and logos 
• Social media sample posts 
• Lifestyle images with people, including kitchen prep and 

grazing boards 
• Recipes, like a Watermelon Mule 
• Carvings, such as Christmas tree cut outs and Snowman 
• Health and nutrition messages 

 
This new bank of assets – images, video and Wintermelon graphics – is available to encourage winter 
watermelon sales and marketing efforts. All promotional materials are free to download and use and 
can be found at https://www.watermelon.org/wintermelon-toolkit/. Please reach out to Stephanie 
Barlow, Senior Director of Communications, with any questions.  

Board Members 
Share Their Favorite 
Things About 
Watermelon   

New “Wintermelon” Toolkit Launches to 
Support Watermelon Year-Round   



 
 

 
 6 

DECEMBER 2022 

 

 

 

 

 

 

 

 

 

From September 1 to October 31, NWPB engaged a new digital retail experience with partner 
Genesis. The APP>LESS delivers guaranteed engagement with an immersive “app-like” experience 
without the need for download and install. APP>LESS is a pay-for-performance that ensures our 
content connects with relevant consumers.  

Once a consumer engages with the targeted ad, they are taken to a custom watermelon web experience, 
richly designed to deliver immersive and engaging information about nutrition, recipes and usage ideas. 
It was promoted nationwide and it aimed to increase awareness and consumption of watermelon outside 
of the key summer season, focusing on nutritional benefits and year round availability. The program 
over-delivered with 36,783 unique activations and garnered 15,608 unique clicks! This is a 42.2% 
click through rate to “Learn More” content. All in all, with over 5 million impressions delivered to out-of-
store hyper-targeted, branded programmatic media, the APP>LESS experience has shown tremendous 
success. Best of all, a QR code was created to take you to the web page and remains active after the 
promotion period, so scan and explore for yourself!  

 

 

 

This year, the Board worked with communications agency Curious Plot on 
watermelon media monitoring, capturing all mentions of Watermelon and 
organizing links and clips and magazine articles into categories like 
Recipes, Health, Lifestyle, Use the Whole Watermelon (UTWW) and 
Trends. A sizzle reel was compiled to highlight the best of the best to show 

our Board Members and our industry. Check it out here: https://youtu.be/ERdlUjPr6KU  For 
questions contact Stephanie Barlow, sbarlow@watermelon.org. 

Genesis APP>LESS Digital Web Results    

Watermelon in the News – 2022 Media Highlights   
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On November 15th the National Watermelon Promotion Board and consumer research partner, Aimpoint 
Research, hosted a webinar to review the 2022 Consumer Research Findings. Some of the highlights 
include:  

• Watermelon continues to outperform other melons 
(cantaloupe and honeydew) on purchase, taste, value, and 
healthiness.  

• Liking the taste is always a key driver of food purchases 
and is still the main reason consumers buy watermelon.  

• The bulkiness/inconvenience of watermelon as a reason for not 
purchasing is at a 2-year high (38%). 

• While most respondents believe that watermelon is priced 
where it should be or see it as a bargain, the percentage of 
those who see it as over-priced or too expensive rose from 
17% to 27%, likely due to inflation. This corresponds to a 
declining number of consumers who cite ‘budget friendliness’ 
as a reason for purchasing watermelon. 

• 63% of consumers primarily purchase their watermelon in a 
grocery store 

o Locally grown foods along with foods that can be used in multiple recipes and meals 
continue to be important  

o While likelihood to use grocery pick-up/delivery services has dropped since the height of 
COVID-19, over half of those who have used this service are very likely to continue using, 
with 76% of those people saying they will continue to use it in the future. 

• Consumers desire additional information displayed with watermelon in retail stores. 
o While most consumers who purchase say that they know how to pick a good watermelon, 

most consumers would still like to be presented information on how to pick a good one, as 
well as the health benefits of watermelons. 

• There has been a steady uptick of those who would like to have watermelon recipes 
available to them at retail stores. 72% of total respondents are at least somewhat likely to try a 
new recipe that includes watermelon. 

• There continues to be differences by age in several areas. 
o Younger age groups are less likely to like the taste of watermelon (and fruit in general). 

The number of consumers 18-24 who like the taste of watermelon has increased from 
55% to 61% since last year. 

o Younger ages are more likely to consume watermelon in a recipe while older ages are 
more likely to consume watermelon plain. 

o Younger ages are more likely to consume watermelon in a restaurant. 

To see the full report, listen to the webinar or review the report from the webinar, please visit the 
Consumer Research under Research at watermelon.org.  

2022 Consumer Research & Webinar 

https://www.watermelon.org/audiences/industry/research/consumer-research/
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The Eastern Produce Council and PRODUCE BUSINESS magazine present the New York Produce 
Show each December in New York City. The four-day event includes networking opportunities, a 
one-day trade show, retail thought-leader breakfast panel, educational micro-sessions and more. 
Juliemar Rosado and Megan McKenna from staff and retail account manager, Katie Manetti, were all in 
attendance to work the booth and see retail and foodservice decision-makers. Megan McKenna was part 
of the planning group for the Foodservice Forum that took place on Friday. The Board had sponsor 
status due to donating prizes for the culinary students in attendance. As a part of the chef demo program 
on the show floor, the Board placed Beverage Director, Leanne Favre from Leyenda in Brooklyn, to 
present a non-alcoholic beverage demonstration. Watermelon was well represented throughout the New 
York Produce Show! 

 

 

NWPB’s Juliemar Rosado attended the United States Agricultural Export Development Council 
(USAEDC)’s annual conference on November 16-18. The meeting 
consisted of a robust program agenda around global agricultural 
topics. Some of the topics included 2023 ag and trade outlook, global 
programs update and update from FAS Administrator Whitley. Additionally, 
NWPB was able to network with other MAP program cooperators as well as 
USDA marketing specialists in the global programs. 

Individuals with disabilities who require reasonable accommodations and or 
alternative means of communication for program information (e.g., Braille, 
large print, audiotape, American Sign Language, LEP, etc.) should contact: 
Juliemar Rosado at jrosado@watermelon.org within three days of event. 
The National Watermelon Promotion Board is an equal opportunity provider 
and employer. 

New York Produce Show Reached 
Retail and Foodservice  

USAEDC Annual Conference  
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State and regional watermelon association conventions offer a great opportunity for the staff to 
connect with the industry. In November, Mark Arney, Megan McKenna and Rebekah Dossett attended 
the Florida Watermelon Association. Mark and Megan presented a brief program update and Rebakah 
was a queen judge. Congratulations to the 2023 Florida Watermelon Queen Alyssa Armentrout! 

Later in the month Jason Hanselman attended the Texas Watermelon Association. Mark was scheduled 
to attend but Hurricane Nicole disrupted travel ahead of the convention. Jason presented the program 
update as well as market information focused on Texas’ 2022 season and he served as a queen judge. 
Congratulations to the 2023 Texas Watermelon Queen Savannah Carr! The staff are looking forward to 
the conventions in 2023!  

 

 

 

The world famous, watermelon-smashing comedian, passed away 
in November. His most famous bit involved a sledgehammer he 
dubbed the "Sledge-o-Matic," which he used to smash food on 
stage, always ending with a watermelon. A friend of the 
watermelon industry, in line with his “Last Smash” retirement tour 
in 2013 he filmed a PSA for watermelon and was a special guest at 
the National Watermelon Association’s annual watermelon 
convention: 
https://www.youtube.com/watch?v=Ot2yvMfbVKc)  

 

Florida and Texas Watermelon Association 
Conventions Kick-Off Convention Season  

Rest in Peace, Gallagher  
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Longtime Watermelon Board 
partner, Registered Dietitian and 
influencer Anne Mauney from 
Fannetastic Foods has created 
much watermelon excitement 
over the length of our 
partnership and this year is no 
different. In 2022, to support our 
Use the Whole Watermelon 
campaign theme, Anne created 
three rind-focused recipes in 
June, July and August and 
included Fermented Watermelon 
Rind Pickles, Watermelon Rind 
Salad and a Watermelon Rind 
Smoothie. Anne’s recipes were all 
posted on her blog, social accounts 
including Facebook, Twitter, Instagram, 
IG Stories and Pinterest and included 
newsletter inclusion, garnering over 100 
impressions per post per network.  

As an added bonus, Anne also 
participated in the Marine Corps 
Marathon 10k and mentioned 
watermelon at the finish festival! 

 

 

 

Partnership Results – Fannetastic Food 
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The October issue of Watermelon Wellness, our 
nutrition newsletter created exclusively with 
registered dietitians and nutrition professionals 
in mind, was distributed end of month with 
seasonally-inspired recipes like staff-favorite 
Watermelon Rind Hand Pies and Summer Into 
Fall cocktail and spooky carvings. Distributed 
to an audience of nearly 3,000 with an open 
rate over 42%, other content focused on 
educational resources with a watermelon focus 
and garnered a click per unique open rate of 
2.4% 

 

 

 

 

 

 

 

 

 

Jane’s Cafe on Third in Naples, FL serves a Watermelon Salad 
on their permanent, year-round menu. The all-day salad 
features watermelon, baby arugula, cucumber, thin-sliced red 
onion, feta cheese and citrus vinaigrette with an optional choice 
of protein.  

Watermelon on the Menu  

Watermelon Wellness Dietitian Digest 
October Results  




