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10:45
a.m.
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CURRENT STATUS AND FUTURE PROSPECTS FOR

DAY-NEUTRAL STRAWBERRIES

Jim Hancock, Department of Horticulture
Michigan State University, East Lansing, MI

hancock@msu.edu

Day-neutral strawberries are being commercially grown all across the middle of North America, but
acreages are generally quite small in comparison to short day types. By far the most acreage is found in
Ontario with about 400, followed by New York, Oregon, Quebec and Washington with 25 – 50 acres and
Maine, Michigan and Pennsylvania with 5 – 10 acres. Most of the fruit goes to roadside and farmers
markets, although some of the fruit finds its way to grocery stores and restaurants. There is very little U-
pick.

The most commonly utilized cultural system is to set dormant plants in the spring, remove the first round
of flowers and harvest fruit from mid- summer into fall. Often, these plantings are kept for an additional
year and harvested the following spring before being removed. Some growers set plug plants in the fall
and harvest in the spring and summer the following year. Row covers are commonly used for season
extension, but only a small portion of the acreage is under tunnels. Stackers are being utilized by a few
growers to maximize productivity per surface area.

The most common varieties are ‘Seascape’ and ‘Albion’, with a limited acreage of ‘Tristar’, ‘Tribute’
and ‘Evie 2’. ‘Albion’ is very large and considered great tasting, although it is missing that “eastern
flavor”. ‘Seascape’ is also considered large and generally good flavored, although there are reports of
some “off flavors” in mid-summer and fall.

The major problems encountered by day-neutral strawberry growers are marketing against California
grown fruit and the reliability of production. In general, the berries from California can be cheaper and
look better in the store. The available cultivars do not perform well under high temperatures, which limits
fruit size and production in mid-summer. Other common problems are: rain damage to fruit, powdery
mildew, tarnished plant bug, fruit rots and the need for runner removal.

Probably the key to expanded production of day-neutrals in middle North America will be the
development of new cultivars that are better adapted to summer heat. A new series of California based
cultivars are on the horizon, but will likely be sensitive to high temperatures. All the California day-
neutral cultivars are derived from a native clone of Fragaria virginiana ssp. glauca from the Wasatch
Mountains of Utah that likely had low heat tolerance. Breeders in continental climates will need to find
alternate sources of day-neutrality to generate heat tolerant types. Some of the older eastern day-neutral
varieties like ‘Fort Laramie’ may prove to be useful parents, along with selected wild germplasm.

Acknowledgements. I am indebted to a number of individual for updates on their regions including: Adam
Dale (Ontario), Kathy Demchak (Pennsylvania), Chad Finn (Oregon), Pam Fisher (Ontario), David
Handley (Maine), Eric Hanson (Michigan), Kathy Heidenreich (New York), Shahrokh Khanizadeh
(Ontario), Jim Luby (Minnesota), Pat Moore (Washington), Marv Pritts (New York), Bernadine Strik
(Oregon) and Courtney Weber (New York)
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Grower Experiences with 
Day-Neutral Strawberries

Initial Observations in MichiganInitial Observations in Michigan 

George Hemmeter
Hemmeter's Farm Market

Saginaw, MI

Day Neutral Strawberry 
Production

• Planted April 20
• Planted 0 4 of an acre• Planted 0.4 of an acre
• Blossom removal until June 15

Day Neutral Strawberry 
Production Amount

July
• 7 – 75 qts
• 20 – 65 qts
• 21 – 29 qts
• 22 32 qts

September
• 2 – 93 qts
• 5 – 100 qts
• 7 – 20 qts

8 10 t

August
• 1 – 56 qts
• 2 - 8 qts
• 4 – 88 qts

• 22 – 32 qts
• 24 – 50 qts
• 26 – 35 qts
• 28 – 80 qts
• 31 – 74 qts

October
• 5 – 32 qts

• 8 – 10 qts
• 9 – 108 qts
• 12 – 104 qts
• 16 – 63 qts
• 21 – 108 qts
• 24 – 38 qts
• 25 – 38 qts
• 26 – 60 qts
• 30 – 22 qts

• 7 – 75 qts
•10 – 60 qts
•14 – 108 qts
•17 – 88 qts
•19 – 62 qts
•22 – 96 qts
•25 – 102 qts 
•28 – 91 qts

TOTAL – 2, 100 qts

Hand Planting with Paint Sticks

First Large Pick
July 20, 2009 65 qts Albion

2 strips
3 rows in strip
July 15, 2009
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Albion  -- July 1, 2009 Seascape  -- July 6, 2009

Evie II  -- August 1, 2009 Albion  -- July 15, 2009

Albion  -- August 25, 2009 Seascape
August 17, 2009   88 qts
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Grandson
Zachary Seascape  -- September 10, 2009

Seascape
August 22, 2009  96 qts Albion

• July 10, 2009
• Possible boron 

damage or 
id ispider mites

Seascape
August 25, 2009  102 qts

Seascape
September 9, 2009  108 quarts



GROWING 150 ACRES OF STRAWBERRIES IN QUEBEC 
Marie-France Chevrefils, Fraisebec Inc, Ste-Anne Des Plaines, Quebec, fraisebec@videotron.ca 

Introduction 

“Day- neutral” strawberries are more and more present in Quebec fields.  Fraisebec is one of the major 
players in the strawberry industry in Quebec.   They are one of the biggest strawberry growers in Canada.  
Most of the production is day- neutral strawberries.  Over the years, Mr. Simon Charbonneau travelled all 
over the world to see how strawberries were grown and he has adapted new techniques to his own farm,   
and he still do. They saw the potential of this crop in 1988 when they planted 1 acre.   

At the time, with the development of this crop they had to create a demand for strawberries out of the 
regular season of the spring.  Marketing was then a part of the development and still is. 

There are more and more Quebec growers involved in day neutral. 

Distribution system: Central Market, where we sell our own crop plus some of the other grower’s.  Re-
grouping this volume it is easier to establish a price for the strawberries of the province.  Mr. 
Charbonneau is at the Central Market from June until October.  He is fixing the market price.  All the 
infrastructures are for distributing a large volume into chains and wholesale markets.  Fraisebec sells 
strawberries not only in Quebec but in other provinces. 

History 

In 1978 upon their son insistence, Mr.& Mrs. Charbonneau started to grow strawberries.  They began 
with an acre of June bearers, on matted row system.   All was ‘pick-your-own’ and were sold directly at 
the farm.  Using different varieties they had about a month of production from the 24th of June to the 24th 
of July.  They were yearly increasing surface areas and in 1984, the amount of fruits was too much for 
direct sales.  To control the price at Central Market they decided to start in the transformation industry, 
using their over production and those of the whole province of Quebec.  They were transforming about 
1,5M pounds of strawberries (frozen fruits, purée…).    In 2000 they had to stop due to lower prices from 
the Mexican and Chinese importations. 

In 1988 strawberries area was about 15 acres.  Simon Charbonneau tried 1 acre of day neutral 
strawberries on plastic mulch.  This crop was not known in the market. He was then one of the first to try 
this production in Quebec.  Over the years, Simon travelled a lot to see how it was done elsewhere and 
adapted the techniques to his particular operation.  He invested in research and development to produce 
high quality fruits.  He also invested a lot in marketing the product to increase consumers’ demands. 

Fraisebec is now one or the largest strawberries’ growers in Canada with 150 acres of strawberries and 12 
acres of raspberries.  The day neutral represent 90% of the strawberry production at Fraisebec.  We 
always want to improve our techniques to optimize yields and fruit quality.    We now have strawberries 
from the beginning of June until October (first lethal frost).  We started in 2007 to use high tunnels for 
raspberries.   Always try to be up front. 
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Production 

Majority of our production is day-neutral strawberries.   All of which is high density on plastic covered 
high beds, with 4 rows per beds. 

Most of the beds are prepared in the spring prior to plantation.  We try to have part of them done in the 
fall, so we can do the planting earlier in the spring.  There are some disadvantages of this due to plastics 
that do not always stay in place and have to be re-installed in spring. 

1. Crop 

The total production is about 25 000 pounds / acre over a 5- month period depending on weather. 

• Part of the crop is planted in the spring and gives fruits from end of July to the frost. 
• A second part of the plants are kept for a second year so we get earlier crops, usually from mid-

June to the frost. But the fruits are smaller. 
• To increase fruit quality, we tried plug plants sown in the fall to get that early crop in the spring. 

More and more of the second year plants will be replace by those plugs. 
 This is more risky because day neutrals are susceptible to frost injuries and we count on snow 
cover to keep them from freezing.  It is the same for the plants we kept for the second year but 
they already paid for the investment. 

Our crop is high-quality, good taste, sweet and has keeps well on the market. 

2. Row cover and frost protection 

We use row covers to hasten the crop in the spring, favor growth in the fall and also give some protection 
against frost.   

We favor the implantation of trees around fields to favor snow accumulation and use some snow fences 
where we don’t have wind break.   

3. Irrigation and fertilization 

To optimize irrigation and the application of fertilizers we use tensiometers to know when and how much 
water to apply.  This allows us to use less water and not washing off of fertilizers.   Reduce impact on 
environnement. 

4. Phytosanitary 

To maintain a high quality crop, it is important to follow the temperature and schedule phytosanitary 
treatments with prevailing conditions at any time.  We monitor twice a week for pest and take the 
measures for needed control. 

Our main problems are tarnish plant bugs, spider mites, powdery mildew and grey molds.  

To insure the efficiency of treatment we use an air assisted sprayer to assure a good coverage of the 
application.  The better are the intervention the less we have to spray. 

In 2009, to increase the traceability along the production chain.  We had started to implement a follow up 
of the products lot applied in each field.  We were already taking track of what was applied, when and 
where. 

 

5. Harvest  

The crop is hand- harvested every 2 days by 138 women from Guatemala and Mexico.  To insure 
efficiency, we develop wagons for transporting the flats in the field.  And for working people, we had to 
provide facilities for drinking water, toilets and washing hands.  
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Lunch wagon where every worker has his own section for lunch and personal belongings. 

The strawberries are picked directly in the final containers.  Flats are then palletized in the field and two 
trucks insure that the crop his transferred into the cooling installation within a maximum of an hour. 

All the flats are dated and identified with the picker’s number and the field it comes from.  If there is a 
problem it is easy to see where it comes from. 

In 2009 we added 504 sq. feet of pre-cooling units to reduce cooling time of the crop.  Before that, pre-
cooling was done inside our refrigerated warehouse space. 

6. Marketing 

Over the year we developed a trade- mark for our product.    

Fraisebec, J’aime ta fraise.       ‘I love your face’  

Fraise: French name of strawberry 

Three different containers with labels. 

Publicity on big panels along road sides helped us but, also the Quebec strawberry industry. 

  This year, for the first time, we have invested in publicity on television.  

It is important to create demand for local products, since California has invaded us in season market with 
low prices.  California strawberries’ volume is big and continues to increase.  We need to be there with a 
high-quality product, different in appearance and taste, to be able to survive. 

Environmental concern 

As mentioned before, we try to reduce wasting of water and fertilizers in the environment.   Same thing 
with pesticides. 

Since 2008, we also started to recycle plastic mulch and drip tape used on the farm.  To do so we had to 
develop a partnership with a recycling company.  To be recycled, plastic needs to be cleaned of particles 
so we developed a machine to remove the plastic in a way that it is kept as soil free as possible. 

Conclusion 

With increasing competition from elsewhere we have to improve our production skills.  Production cost 
increase and the price we can get for our crop does not always follow the same increasing level.  It is then 
very important to have a different product, but we need to increase yields.  Our research and development 
go into that direction and as an agronomist working for Fraisebec, this is a part of my mandate. 

If we can produce more on the same surface, we will be able to be competitive and stay alive.  California 
gets about 3 kg per plant, so we have to get nearer.  New varieties and new ways of producing will help us 
achieve our goals and stay in the market.   

 

And YOU what will YOU do????? 
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TRENDS IN UK BERRY MARKETING  
 
The last few decades have seen continuous growth in berry consumption, which has been brought 
about by: 

1. Greater product availability year round, combined with improved quality 

2. Increased PR and awareness of health benefits 

3. Growth of UK multiple retailers and their development of the berry category  

 

Since the 1970’s there has been a continuous decline in U Pick sales, as people have become more 
affluent, with a small compensatory increase in farm shop and farmers market sales.  However, these 
outlets make up a tiny fraction of total berry sales.  The traditional volume sales were made through 
primary wholesale markets in the major cities, from where produce was distributed to high street retail 
shops.  The huge growth of the multiple retailers during the eighties and nineties, mostly taking place 
in large out of town supermarkets, put the majority of traditional green grocers out of business.  The 
trend in the past decade has been for the large supermarkets to come back into the high streets with 
smaller retail units.  Some 85% of produce in the UK is now sold through multiple retailers. 

 

The growth of the supermarkets has created both opportunities and threats for the UK berry growers.  
Some ten years ago trends took place whereby supermarkets reduced their number of suppliers quite 
dramatically with the result that very few growers now supply direct, having been forced to work with 
larger marketing desks.  Today there are some seven or eight such marketing desks which are required 
to supply year round berries to their customers of which the UK season is a part, albeit a major part.  
Those growers who have embraced the concept of supplying the supermarkets have generally 
expanded their production and formed larger units giving an economy of scale.  In order to achieve 
such sales they need to invest in major facilities for cooling, packing, labelling and despatching the 
fruit, according to individual customer requirements.  Growers have to belong to a number of 
accreditation schemes detailing growing methods, use of pesticides and many other factors as well as 
carrying out environmental audits and ethical audits.   

 

BerryWorld is one marketing desk with which I have been proud to be involved since its formation in 
1994. In fifteen years the turnover has increased from 5Million to 150Million pounds sterling.  
BerryWorld supplies most of the UK supermarkets with year round berries.  Its strength has been in 
its people who have provided a first class service to customers and at the same time have sourced 
berries from the UK and overseas from volume suppliers who are innovative, and can deliver 
excellent service and high quality produce. 

 

Supplies to UK supermarkets are carried out in a planned manner with programs being agreed in 
advance, for both winter and summer seasons.  Customers are prescriptive on varieties grown and will 
only take fruit from varieties which have been agreed in advance.   New variety development plays an 
important part within new product development and a significant amount of consumer testing is 
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carried out before a variety is agreed.  List if accepted varieties are constantly updated with emphasis 
on improved flavour, attractiveness and shelf life.  Many of the marketing desks are aligned to a 
breeding program in order to be able to offer unique varieties. 

 

Suppliers are continuously evaluated on quality and service levels by customers and programs are 
allocated according to the quality and service levels provided in the previous 12 month period.  In 
times of over-supply individual suppliers may have their orders reduced in a similar manner.   

 

The 6.5% growth in berry consumption over the last year compares to all fruit, being 2.4% and 
produce as a whole at 2.8%.  Within berries, strawberries have seen modest growth of 4.5% increase 
year by year, whereas raspberries have shown a slight decrease.  The star performers in terms of 
growth have been blueberries at 22% and blackberries at 17.8%.  79% of shoppers purchased berries 
during the course of the last year with 75% purchasing strawberries, 32% raspberries, 28% blueberries 
and 14% blackberries.  Marketing desks spend a lot of effort procuring such statistics by individual 
customer to analyze sales patterns, responses to promotions and other retail activities.  The ongoing 
growth in berry sales remains dependant on continuous promotional activity whether by 2 for the 
price of 1 offers, linked purchases or ‘reduced prices’. 

 

Most customers divide the berry market into a number of sectors in order to segment the offer.  More 
than 80% is sold as standard product but in addition a ‘top tier brand’ is offered, at a premium price, 
which may be differentiated by variety or in some other way.    In addition a more basic line is offered 
at a lower price which may be a variety with poorer flavour or may consist of fruits with less good 
shape and mixed sizes.  A further brand which has developed over the years is the organic offer which 
appeals to certain consumers who choose to buy it as a lifestyle choice, usually at a higher price.  A 
further small, but growing, part of the offer are the ‘prepared lines’ using a range of mixed fruits, 
washed and ready for consumption. 

 

Supplying perishable produce such as berries to the UK supermarket sector continues to be a logistical 
nightmare.  The sales are weather dependant, especially in the summer season when poor weather can 
have an adverse effect.  UK suppliers have little other opportunity for disposing of their fruit and the 
skill of marketing is in predicting volumes and persuading customers to use promotions and other 
sales techniques to coincide with the volume peaks.  Both suppliers and customers have a high degree 
of inflexibility. 

 

It is anticipated that there will continue to be growth in berry sales in the coming years with an 
increasing emphasis on locally produced products, quality and flavour.  Further awareness of the 
health benefits of berries will continue to grow the market but the challenge for producers remains 
whether they can continue to supply with static or reduced price levels.  Promotion for UK berries is 
carried out by the British Summer Fruits organisation using a modest levy from fruit growers.  There 
is also an organisation for promoting imported berries, The Winter Berry Campaign, which together 
with British Summer Fruits, combine to promote berries all year round creating a Seasonal Berries 
Campaign, for more information visit www.seasonalberries.co.uk.  

 
 
Peter Vinson, November 2009 




