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MARKETING IS ALL ABOUT….

 Market research & 
planning

 Target market 
identification

 Product development
 Label & packaging 

design

 Pricing
 Advertising, demos, 

public relations, 
promotional events

 Distribution
 Evaluation



SPECIALTY FOODS

 Specialty foods are niche products
 Specialty food categories

 Cottage Foods http://ucanr.edu/sites/cottagefoods/
 Organic, sustainably produced, local ingredients, 

farmstead
 Ethnic
 GMO-free/no artificial ingredients
 Special health needs



COMPETITION

 Fierce competition in the food industry for 
shelf space & the consumer’s dollar

 Differentiation is essential
 4Ps of the marketing mix are tools for 

effective differentiation



PURPOSE OF DOING MARKET 
RESEARCH 

 Understand marketplace
 consumer characteristics, needs & attitudes
 competitors' products, strengths & weaknesses

 Guide in developing marketing plan
 New product testing



BASIC TYPES OF
MARKET RESEARCH

Sales trends by product category
Consumers’ product usage and 

attitudes
Taste testing



Specialty Foods Trends
source: 2015 State of the Specialty Foods Industry



Specialty Food Sales Trends
specialtyfood.com



Retailers’ Perspective



Local Now…?? Tomorrow

DISTRIBUTORS ON:





Appeal of Local Food

 Offers greater transparency and trust
 Is fresher and more seasonal
 Tastes good
 Supports the local economy and community



Usage & Attitudes Survey





2013    2014



The Why Behind the Buy
• Innovative and exciting attributes appeal to specialty food 

consumers, but taste is consistently the No. 1 reason for trying a new 
product, cited by 65% of survey respondents.

• 62% noted they like to try new things. Impulse and referral from 
friends and family also play a sizeable role in new product trial.

• 42% reported that they try new items as a means of eating more 
natural and healthy foods free of artificial ingredients and 
preservatives 

• 19%  choose foods because they are organic, free of genetically 
modified organisms, or better for the environment. 



SEGMENTATION/
TARGET MARKETS

 Consumers are not all the same
 They differ regarding:

 buying practices
 wants
 purchasing power

 Use segmentation to identify characteristics 
of consumers intended to buy your products



SEGMENTATION/
TARGET MARKETS

 Variables commonly used to categorize 
consumer differences to focus marketing 
activities
 geographic
 demographic

 Boomers, Gen X, Millennials
 psychographic--based on attitudes & activities

 STATUS SEEKERS, LOHAS (Lifestyles of Health & 
Sustainability) and NATURALITES (zealous about 
personal health)



Specialty Food Consumers





SEGMENTATION/
TARGET MARKETS

 LesserEvil products target the healthy, 
gourmet food shopper:

 70 million adults are “looking for healthy
alternatives”

 They are higher income, well-educated 
& older (35+)

 They still demand good tasting products
 46% said they “rarely give up good taste for health issues”



4Ps OF THE MARKETING MIX

 PRODUCT
 PRICE
 PLACE
 PROMOTION

PLUS POSITIONING



PRODUCT
 features, such as

 cooks in 5 minutes
 FAIR TRADE
 gluten-free

 product name
 Standard of identity
 Marketability

 brand name—trademarking
http://tmsearch.uspto.gov

 packaging--your ultimate tool



PRICE

 List price
 Wholesaler & retailer margins
 Promotional pricing

 intro allowances (15-25%)
 on deal

 Payment period
 Sell sheets



SELL SHEETS



SELL SHEETS



PLACE=DISTRIBUTION

 grocery stores
 specialty/gourmet stores
 health/natural foods stores
 club stores 
 restaurants & other food service establishments                
 direct marketing
 _________________ 



How Specialty Food Sales are Made



Public Markets





Whole Foods’ Unacceptable Ingredients
http://www.wholefoodsmarket.com/about‐our‐products/quality‐standards/food‐ingredient

 artificial colors
 artificial flavors
 aspartame
 BHT (butylated 

hydroxytoluene)
 bleached flour
 certified colors
 cyclamates

 high fructose corn syrup
 hydrogenated fats
 irradiated foods
 nitrates/nitrites
 sulfites (except in 

wines, meads and 
ciders)



PROMOTION

 website, blogs, Facebook, Twitter,
Instagram, Pinterest

 demos
 public relations
 shelf talkers
 necktags, recipe cards & booklets
 Your Packaging!

 Use various forms to tell your story



From Specialty Food Association--Specialty Food Consumer 2014



PROMOTION

 Specialty display
materials





PROMOTION

 Trade Promotion
 Trade shows-- Fancy Food Show, 

Natural Products Expo, Fiery Foods Show
 Trade Publications--Specialty Foods, 

Gourmet News, Gourmet Retailer, 
Natural Products Merchandiser



POSITIONING

 A theme, a message conveying meaningful 
differences that distinguish your product 
from your competition using the 4Ps

 Your positioning should be a decisionmaking 
tool
 where to distribute, what product features, how 

to price & promote



SOME POSITIONING 
STRATEGIES

 Product features
 special ingredient
 hot

 Benefits
 Gluten-free
 NonGMO



POSITIONING

 specific usage occasion
 gift
 portable breakfast

 user category
 men--coyote nuts, BBQ sauces
 environmentalists
 adults





POSITIONING  

 “Place Based”
 Locally grown
 Made in ______
 Direct from our farm

. 





DIFFERENTIATION

 Outcome of positioning
 To differentiate is “the act of making something 

different from that which surrounds it”
 to get consumers to notice it
 to convince consumers to buy it

 “Effective differentiation…can be a matter of 
business life and death in the specialty food world.”-
-founder of Zingerman’s



THE 5 Ps
YOUR MARKETING TOOLKIT

 PRODUCT
 PRICE
 PLACE
 PROMOTION
 POSITIONING



3 PURPOSES OF 
PACKAGING & LABELING

 1.  functional features
 2.  information components
 3.  promotion (communication) 

components
 “LAST 5 SECONDS OF ADVERTISING”



FUNCTIONAL FEATURES

 convenience
 easy to carry, store, open, pour, reseal

 protection
 from damage, air, light, heat, tampering

 package size
 # of servings





INFORMATION FEATURES

 Preparation instructions
 Serving suggestions
 New products can be “education intensive”









FDA’s Labeling Requirements
www.fda.gov/FoodLabelingGuide

 Statement of Identity/name of food
 Jam vs Fruit Spread

 Ingredients statement
 Net weight statement
 Name & address of manufacturer, packer or 

distributor
 Street address required if firm name & address 

not listed in current city directory or phone book



List FDA’s 8 Most Common Food Allergens 
e.g. “Contains Wheat and Soy”

 Milk
 Eggs
 Fish (e.g., bass, flounder, cod)
 Crustacean shellfish (e.g. crab, lobster)
 Tree nuts (e.g., almonds, walnuts, pecans)
 Peanuts
 Wheat
 Soybeans





FDA’s Nutrition Facts Labeling 
Requirements

 Exempt from filing notice with FDA, and from 
Nutrition Facts labeling for any product with 
annual sales less than 10,000 units if: 
 company has fewer than 10 FTE employees; and
 no nutrient content claim, health claim, or other 
nutrition information is provided on the label, or in 
labeling or advertising



Barcodes

 UPC/Barcodes 
 Company prefix + item codes 12-digits
 GS1 US, Dayton, Ohio  937 435 3870

 One-time fee begins at $250, plus annual renewal 
fees starting at $50

 http://www.gs1us.org/get-started/im-new-
to-gs1-us

 Considerably cheaper ones available from: 
https://speedybarcodes.com/ or search for 
something like "Barcodes for Food Products" 



USDA Organic

 Multi-ingredient products that contain (by weight 
or fluid volume, excluding water and salt) at least 
95% organic ingredients can use the USDA 
organic seal 

 Synthetic fertilizers, sewage sludge, irradiation, 
and genetic engineering may not be used in any 
of the ingredients used in a product with the 
USDA organic seal



FDA seeking input on Natural Food

 Through May 10, 2016, FDA accepting 
comment from the public & food industry on 
whether it’s appropriate to define what 
natural means, how it should be defined and 
how it should be use on food labels

 Submit comments at: 
http://www.regulations.gov/#!docketDetail;D
=FDA-2014-N-1207





FDA seeking input on Natural Food

 Consumer groups have filed lawsuits again 
manufacturers over use of term “all natural” 
and have had some successful settlements
 Kellogg no longer using “All Natural and “Nothing 

Artificial’ on certain Kashi cereal products
 Pepsi dropped “all natural” from Naked juices



INFORMATION FEATURES

 Viewability
 Does the consumer need
to see the product?



PROMOTIONAL COMPONENTS

 Your package is often the first salesperson
 Packaging generates awareness & brand 

recognition
 distinguish from competition
 entice trial







IMAGE DESIGN ELEMENTS

 SIZE
 SHAPE
 COLOR

 MATERIALS
 FONT
 GRAPHICS
 COPY



COLOR

 CONSIDER INTERACTION BETWEEN
 LABEL & PRODUCT
 LABEL, LID, NECKBAND



MATERIALS

 Consider unique materials—”outside of 
the box”

 But don’t forget about display ability



FONTS

 Bold san serif = strength   SCRIPT
 Serif = high quality             SCRIPT
 Script = elegant, feminine   SCRIPT
 Fun Funk = fun, funky         SCRIPT



GRAPHICS



COPY

 Copy elements
 Tell your story

 unique qualities–best ingredients, organic, locally 
grown, family made, regional specialty, ethnic, special 
process

 Choose your words carefully 







Maintain Family Image



Packaging Considerations

 Make sure that all elements are consistent 
with positioning

 A graphic designer is an investment you can’t 
afford not to make

 High printing volumes can reduce unit costs, 
but start small at the beginning



4 Rules For Package Design

 1. You have to design a package that will first 
make somebody notice it

 2. You have to have them touch it
 3. Make sure the product performs

 if the packaging oversold, they won't fall for that 
one again

 4. Your packaging may be your first & only 
salesperson


