10 Key Ingredients to
Developing a Successful
New Retall Product
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10 Key Ingredients List

Introductions

Consumer and trade strategy, resources

Product development, production, feedback,
regulatory/ food safety

Packaging design
Go-to-Market, Marketing plan
Q&A




10 Key Ingredients \ngredient®

Focus early on consumer strategy

Plan for the trade i channels and buyer
Network and find expert resources

Develop a winning product

Determine production and operations needs

Get marketplace feedback

T

Understand regulatory and food safety
requirements

8. Create sales generating packaging
9. Develop a go-to-market strategy

10. Prepare a detailed marketing plan




Introductions

ANancy Peterson

- Founder, Emerging Brands Marketing _\;{ Emeraing Brand
- 30 years experience launching successful new products and businesses *éﬁ} norging Srands

. \ Marketing
-Formerly at Gortonbés Seafoods 1
A lrene Costello
-Cof ounder Effieds Homemade
- After 20 years in the corporate world earned Masters of Liberal Arts in é ’ ’f
Gastronomy and a certificate in Culinary Arts from Boston University HOMEMADE

-Launched Effiebs in 2007 with Joan M,ﬂac

A Andrea Fontaine

- Laboratory Director Foods Research Laboratories

- Provides microbiological, chemical, auditing, training and consulting
services to the food industry

- Involved with implementation of HACCP and Sanitation SOP for
seafood industry; implemented and provided training for USDA facilities
on Pathogen Reduction Act.

- Frequent guest speaker

ADale Casto
- President and Co-Owner Wright Design
- 35 years experience sales, product management, advertising and VVrightDesign
packaging design
-Roleswithi Car nati on, Col omb o, H. P. Hood, Wel chodés

., \ S1gging Brands Effies..  Fouce | Researn
;&Marketlng /’ N [\ LABORATORIES, INC.




Reason for being
A Competitive superiority

A Product benefit,
consumer need

- Unique or preemptive
-  Relevant
- Believable

-  Provable/demonstrable




i\ Consumer Strategy
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A Unigue Benefits

ue selling proposition
N0 You Are

nat You Do

HOMEMADE

Effies
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Who will buy your product

A Demographics

A Lifestyle/
psychographics




Channel target

A Conventional supermarkets
A Mass merchandisers

A Specialty retailers

A Club

erging Brands

Marketing




Primed for buyer

A
A

Trade Considerations

What will it replace?

Differentiation from
current offerings

What Is the bottom
line?

B \‘: Emerging Brands
\ Marketing




Network and Find Resources

A People who have made
similar products

A Industry organizations
(MSFA, NASFT)

A Investors

A Cross-functional team
(larger companies)




Organizational Commitment

e
A Top management/board support
A Aligned with corporate objectives

A Get all departments on board




Develop a
Winning Product

lrene Costello




Scale your recipe
A Start with a winning recipe

A Prepare for different levels
of testing
- Home/incubator
- Test environment
- Full production

A Explore equipment options

A Reformulate as necessary

A Anticipate trade-offs i
volume output vs recipe
authenticity

A Plan for sales samples




Scope out structural packaging

A Product protection and
visibility

A Line performance and
automation

A Shelf life extension

A Store shelf restrictions
I plan-o-grams

A Real estate for
messaging, branding
and labeling

J . \(Emerging Brands @ e Foods /& Research
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Source raw materials

A Ingredients and packaging
materials

A Certifications (kosher,
organic, free trade, gluten-
free, etc.)

A Pre-measured and mixed
Ingredients

A Value-based (eco-friendly
features, sustainable)

A Availability/seasonality

A Minimum orders and
delivery/freight charges

A Price trends




Develop a Winning Product

Determine acceptable shelf life

AWhat 6s the mini
category and placement?

A Are you willing to change your | &

recipe to extend shelf life? m3 s
A How can packaging materials |~
help extend shelf life? i

A Get a certified test from a lab




A Food scientists

A Professional chefs

A Food labs

A Packaging companies
A Freelancers




Evaluate production options

A In-house/Kitchen Build-out

A Incubator/Shared Use
Kitchen

A Co-packer
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Determine Production and Operations Needs

Option

In-house/kitchen

Evaluate production options

Pros

AControl operations

Cons

AYou own all problems

build-out ALower variable costs ACapital intensive
AEase of product expansion AContinual upgrades
AResponsible for regulatory
changes
Incubator/shared AlLess capital outlay AScheduling
use kitchen APay per use AF|€XIbI|Ity
AEasy start-up ACapacity
AFacility limitations
Co-packing AReduced fixed costs and AHigher variable costs

capital outlays

ABenefit from upgrades,certifications,
audits, compliance, etc.

AFocus on sales and product
development

APrivacy and confidentiality

ALess control

ARi sk/ exposur e
away

—
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Tips for co-packing

A Protect your recipe - legal
agreement should include

- Confidentiality and non-disclosure
- Non-compete

- Non re-engineering

A Identify options

-l ssue a NRequest
- Document procedures and quality
guidelines

- Itemize fees
- Run tests
- Agree beforehand who owns mistakes

\,
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Emerging Brands

RFP




Determine Production and Operations Needs

Tips for copacking

A Understand outsourcing

- More than a vendor relationship

- An extension of your business

- Co-packer commitment T strategic direction
- Capacity and automation abilities

A All about trust and respect

,I\Eﬂmirggpg Brands - é e Foods;/-‘\\ﬂ eeeeee h
N Marketing }5" LABORATORIES, INC.

I




Fulfillment

A Direct/drop shipping
- Pick and pack
- Get a shipping partner
- Consider minimum order

A Distributors i FOB, pick-
up vs. delivered price,
pallet quantities

A Storage/Warehousing
A All impact unit cost
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Get Market Feedback

Who should be approached?

A Your target consumers beyond family/friends

A Store buyers

A Other qualified opinions - salespeople from distributors
and brokers

What to test?

A Unique concept

A Scalable recipe

A Packaging prototype or mock-up




Get Market Feedback

When resources available for traditional market research

A Focus groups
A Concept tests
A Tasting labs

A In-home testing
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Get Market Feedback

A When on a shoestring budget
- Go where your target consumer goes
- Public events as sampling opportunities
- Holiday fairs - selling events good way to test price

- Ask store or farmers market coordinator permission to
do a test

A Evaluate the feedback - Go/No Go decision

—




Understand Food Safety &
Regulatory Requirements

Reqgulatory Agencies

A Feder al
A State

Certification Bodies

A Kosher

A Organic

A Fair Trade

USDA
DA

EDA

FAIR TRADE




Understand Food Safety &
Regulatory Requirements

Food Safety

HACCP

Standard operating procedures
Good manufacturing practices
Pest control program

Metal detectors

Food recall plan

Bio-terrorism

Food Labeling

Package weight

Servings and serving size
Nutritionals

Ingredients

Allergens

Placement

Expiration

Company name and location




W)

D Key

rent
ng 5

Create Sales Generating
Packaging

Dale Casto




Packaging Design - Preparation

Alnformation & Materials Gathering =£%

Al
Open AS...

CIpen Recent

AProposal/estimate from 2/3 T el

i_brlH-=

designers i

AStrategy/USP

R (
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Packaging Design - Brand ldentity

A Consider multiple options

N 26 LasTivg PR g

ARelate to overall strategy




Packaging Design T Concept & Graphics

A Copywriting
ADesign concepts
AConsumer research

ADesign revisions

ALegal approvals -
labeling/trademark

APhotography / lllustration
A UPC
APrinter Selection

AFinal art files for printer




Packaging Design 1 Case/Tray

Case/tray Design
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Packaging Design i Printing
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Design Process
12 to 18 weeks

715 VERY WMPORTANT THAT YOU REXD.
AND FOLLOW AL DESKIN SHECHICATIONS AS OUTUNED.
FAKPANTING

FALURETO 00 50 MAY CAUSE DELAYS AND ACCATIONAL COST.

IFYOU HAVE CUESTIONS PLEASE CONTACT YOUN
DESTGN DEVELOPES A7 310.365-£00)
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Packaging Design Tips

Dale Casto




Sell Two Critical Target Audiences

A The buyer A The consumer




The 5 and 5 Rule

The shopper gives you 5 seconds, 5 feet from the shelf.




