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Course Description
In the competitive food marketplace, it is critical to know how to differentiate your business, your brand, and your products to stand out from your competition. Whether you have been in business for a number of years, have recently gotten started, or you are just beginning to think about a new food venture, you will learn about the many food trends and attributes that consumers are seeking today in order to increase your chances for success. Learn about creating your Unique Selling Proposition and the components that are needed for a successful business plan.
OverviewThe goal of this course is for the student to learn how to follow a business plan in order to start a successful business or product in the specialty foods industry and how to differentiate their business, brand, and product from the competition.  They will also learn to avoid business pitfalls and strive for successes.
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Lou Cooperhouse is President and CEO of Food Spectrum, and a consultant to the University of Hawaii Maui College and the Maui Food Innovation Center. 
During his 30-year career in the food industry, he’s had the good fortune to lead cross-functional teams in a wide array of settings, including new business startups, mid-sized companies, global manufacturing corporations, university innovation centers, and food industry trade associations.
Lou understands what it takes to build a differentiated specialty food business. 
He has been the co-founder, President & COO, of his own venture-capital backed health and wellness food company. In addition, he has had the responsibility to lead numerous new product launches in his career, at very small and very large companies, and those in-between. He has also provided advice to well over 100 entrepreneurial food businesses,and has spoken at well over 100 conferences during his career, typically discussing business innovation and incubation strategies, corporate best practices, entrepreneurship development, marketing trends, food safety, and research and development technologies for the prepared food industry. 
Lou understands what it takes to create continual innovation at more established food businesses, and how critical it is to train our food industry workforce.
He has been President & COO of a fresh-cut produce business, and have worked or consulted for a number of multinational food processors, such as Nestle, Campbell’s Soup, and ConAgra, as well as leading global foodservice companies and leading global food retailing organizations like the Marriott Corporation, 7-Eleven, Circle K, and ExxonMobil.  In addition, Lou has served in leadership positions for many food industry trade associations, and has been the Director of the Rutgers University Food Innovation Center and an Adjunct Professor at the Rutgers Business School. He went to school at Rutgers University too, where he received a MS in Food Science and BS in Microbiology.
Lou enjoys building and developing corporations and organizations, and differentiating businesses with new technologies and value-added products
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Course SLO 1: Understand the process by which a new food business can be established, and what critical knowledge of the marketplace will be required  

Course SLO 2: Recognize the consumer trends that exist in the marketplace today, and also the various channels of distribution that exist today, and how a niche business can be quite successful  

Course SLO 3: Understand the elements of a business plan that will need to be addressed, including the development of a "unique selling proposition", product strategy, market strategy, management team, competitive assessment, and detailed financial plan  
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	Explain why understanding Food Trends is relevant for me as a Food Industry professional.
	MR: Understanding Food  Trends is relevant for me because it informs me about consumer:


	· Ethics

· Values

· Needs

· Preferences

· attitudes



	
	
	Have you ever thought of starting your own food business?  Maybe a trendy food truck or a product you grew on your farm that you want to sell to companies as an ingredient?

Or maybe you already have your own business and you want to take it to the next level and stand out from your competition? 
You’ll learn that and more in Food Trends: Finding your niche in the specialty Food Marketplace!
By the end of this course, you’ll understand the process by which a new food business can be established.  You’ll gain critical knowledge of the marketplace.  You’ll recognize customer trends that exist in the marketplace today.  You’ll find out the various channels of distribution that exist today and how a niche business can be quite successful.

You’ll also understand the elements of a business plan that will need to be addressed like creating your own unique selling proposition, product and market strategy, how to manage your team, how to do competitive assessment and a detailed financial plan.

You’ll learn all the strategies from a food business insider!

We have a lot to cover so let’s get started!

“Their tremendous opportunities in the food industry in this presentation we will describe for topics first what are those opportunities what are the channels in the food industry that you could potentially explore the press more these more than one of these channels might make sense for your business secondly understanding what our experiences what are the expectations of your consumers and your customers as relates to the food products that you plan to introduce and commercialize third understanding of food trends what are the consumer interest Center outfit today and how can you evolve and in your business and develop a strategy to meet these trends and perhaps multiple trends and then stand out from your competition and truly differentiate your business and your brand Fourth you learn about a USP unique selling proposition and how critical this is for you to stand out from the rest and how this can really be the fund of the foundation for developing your business plan loss learn about what are the elements of a business plan and Canaday a quick way to do the business plan and also more expansive way of approaching your business plan

“
	
	

	Specialty Foods
	
	Give examples of where food marketing opportunities exist

Ok, so where do you start if you’re interested in starting up, or recharging your food business?
The first thing you want to do is know which food market you want to be in.

There are specifically three categories of food market opportunities which exist for you to start your food business market in.
If you want to be in the Retail market you have:
· supermarkets, 

· club stores, 

· convenience stores

· farmer’s markets,

· CSA’s

· Internet

· And other direct sales.

If you want the Food service business, you have:

· Finished products or components, potentially as private label 

· Restaurants, 
· schools, 
· catering, 
· institutions, 
· businesses or retail establishments with foodservice offerings 

If you want to explore further processing or industrial sales you will be:

· Selling a value-added product that serves as an ingredient to an upstream food processor

· E.g., cleaned and diced peppers used by a salsa or soup manufacturer

There are also options to sell your product domestically or to export.
“there are many food market opportunities that exist today you can really however categorize these his three distinct channels retail food service and what I call further processing or industrial sales retail maybe very obvious to you but it’s any channel distribution in which your product is sold directly to the customer a traditional way of selling your product to the customer is a farmers market it’s a great way to get experience to see how your product the middle just developed can be presented for the consumer gets some direct feedback so it’s an amazing opportunity is typically use on your product retail as intermediary in a farmers market yourself and your product directs and get direct feedback on how well your product is doing so is an amazing way to get started with your business and I greatly support any new business to get started in this fashion through a farmers market other forms of direct sales which you can control our through CSA’s committee supported agriculture through the Internet.com sales or any other kind of direct sales that might be direct sales and might include things like gum make Girl Scout cookies for example are sold or any kind of giftgiving products that might be available for various types of the community activities other forms of retail or where there is an intermediary which might be for example supermarket can be a small course for a supermarket or large-scale 30 to 50,000 ft.² supermarket another former retail is Odyssey the club store which are typically much larger store looking for different kind of package to different at a price point for their consumers another former retail is really growing category convenience stores traditionally associated with the stores that sell petroleum gasoline these stores are also offering products that are conveniently packaged meaning the convenience needs of consumers to search our products that are on the go might make sense to be sold in this type of channel second category is food service through services any kind of restaurant schools catering institution businesses corporations that would sell your product in a another form so you might be providing your products enable fashion for example and the food service establishment the restaurant for example might be taking your product and a plating your chicken breasts or your sauce as a component to a food that they would dumb a market as part of their own product portfolio actually a supermarket can be a food service customer customer for example supermarket deli is selling products that are both packaged onto consumers so you might actually say give me a pound of that potato salad or coleslaw for example or that dumb side dish that product might be not necessarily mean a supermarket miking made by manufacturer like yourself who is providing that products in the form of a five or 10 pound package for example that the supermarket would utilize from the back of storm arm’s again many opportunities in food service as well as he saw the difference however and retail to play your product can be sold in the branded form where you can drain the gain the awareness of your product because it’s in a primary package to consumers buying your product in your package sold at a price point that you could help contribute to and you have a lot more potential equity in your brand in this form the food service commonly your brand is lost because the food service establishments selling the product as their own the third opportunity for you for you to consider as you develop your business is further processing so maybe really don’t have the desire to get into the retail segment or the food service segment is a is a tremendous amount to does require a tremendous amount of infrastructure support sales team distribution so forth are perhaps you may have a colleague a friend some if your community that does have that kind of the desire to be into direct sales through retail food service you can perhaps support them maybe your product maybe maybe this particular other company wants to make for example sole-source soup and you had to be in the pepper business about farmers harvesting red or green peppers are jalapeno peppers and perhaps you could be for the processor in which you would clean and dicey steppers and sell these peppers as an ingredient W’s by another processor who would then sell that product to retailer food service the beauty here is your creating value in this tape particular channel as well as retail preservers to whatever channel you pick your creating value we call this value added your taking your commodity in your creating more value from and for and your product it would be than it would have if is sold in the commodity form’s again retail food service or further processing or three potential ways in which you can market your product in fact you may have a desire to sell in all three or two of these channels because it clearly makes sense to diversify your business as much as possible and I recommend that you really consider multiple channels to Qureshi try out various markets and see what works the best for your business and lastly you need Jesus on your product locally in your own community perhaps throughout the state for the region in which you live in or you may consider this as an opportunity to export so you may think small email think large and easy channels has various types of potential challenges associated with how you market a product but we certainly recommend that you begin small test the market see what works for you and test multiple channels this also works for you see can really create and find as they say your sweet spot in what might be the ultimate market opportunity for your business

“
	MR: What are the three categories of food market opportunities that exist for you to start a business in?  
Drag and Drop the options to their correct food market category.
	· Retail
· Food Service
· Further Processing or Industrial Sales
Retail:
·  supermarkets, 

· club stores, 

· convenience stores

· farmer’s markets,

· CSA’s

· Internet

· And other direct sales.

Food service: 

· Finished products or components, potentially as private label 

· Restaurants, 

· schools, 

· catering, 

· institutions, 

· businesses or retail establishments with foodservice offerings 

Further processing or industrial sales:
· a value-added product that serves as an ingredient to an upstream food processor

· cleaned and diced peppers used by a salsa or soup manufacturer



	
	
	After you understand the food market categories you want to be in (Retail, Food Service, or Further Processing or Industrial Sales, domestic or exporting), there are some initial questions you should think about before you start a business.
· What is your business or product concept?   

· Can you describe your unique/differentiated idea in 15 words or less?

· How big a market is there for this concept?

· Does your product address an unmet consumer need?

· What problem does it solve?

· Who is your competition?

· What is your point of difference from your competition?

· Who is your target customer? 

· How will you market to your target customer?  

· What distribution channel makes the most sense as a place to start?  Retail, Foodservice, Further Processing… Local, Statewide, Export…

· How and where will you produce your product?

· What costing and pricing assumptions should you use? 

· What type of organizational resources will you need?

· Who can you talk to (e.g., experts; customers) to obtain some validation on your product, positioning and pricing?

· How will you fund your project?

· What legal issues should you consider?

· What is the process for creating a business plan…even an abbreviated one?

Once you can answer all these questions with certainty, you need to sit down and think about what will really distinguish your product from your competition?
“Semantics yourself as you go to store your walking out a supermarket aisle you’re looking left you looking right your reading labels look in that weights look in egregious statements you look at packaging your looking at the way the product is described look at the color the product look at so many things all these things are considerations about how you can distinguish your product from the rest soap your shopper to so just picture how difficult you may be as your personal product and things that you think about your consumers are thinking the same thing you and your product to stand out from the others and how can you make that happen”
	
	· 

	
	
	Define the term “specialty foods” and illustrate why it’s relevant to your business.
With today’s marketplace being very competitive, it is critical to differentiate your product from the mainstream and mass marketed food products.

This is why specialty foods in a niche marketplace is a good opportunity to start a business.
“Realize also the market is very competitive there some major companies that are throughout the marketplace you may have a small business and you may want to consider site products locally putting at the local store level you are fact competing against some very large companies whose names are listed on the slide coat PepsiCo Procter & Gamble Nestlé crafts Kellogg’s Unilever mars many other companies are out there and with a diverse portfolio of products in many their products in fact are designed to look like there in fact are designed a position to look like they’re a small company so there’s a lot of brands that people don’t necessarily realize casinos as he realized Rashi made by large companies so these large companies are out there competing with you what you like or not so how do you as a small business repeat against these larger companies who can be extremely efficient in their manufacturing extremely efficient in their sales and be able to sell a product far cheaper than you so aside about just price which will talk about today but nonetheless these products are out there recognize your competition is so again is critical for you to differentiate from the mainstream these profitably massmarketed these products are designed to appeal to a very broad audience this picture crass macaroni and cheese note it is a product that meets with a call a mass-market but there’s just a whole lot of opportunities for high-end macaroni cheese product for example that be sold refrigerated state the frozen state not the shelfstable dry state at a low price point and still have a tremendous appeal to consumers again Coke and Pepsi have a number beverage products that appeal to the mainstream but as so many successful small brands that have offered functional products that are really commanding a tremendous market share today so again different shape in the mainstream find your niche that’s the title this presentation today”
_________________________________
Specialty Foods are foods and beverages that exemplify quality, innovation and/or style in their category and are a great idea for your business. 

Their specialty nature derives from some or all of the following characteristics: 
· their originality, 
· authenticity, 
· ethnic or cultural origin, 
· specific processing, 
· ingredients, 
· limited supply, 
· distinctive use, 
· extraordinary packaging 
· or specific channel of distribution or sale. 

By virtue of their differentiation in their categories, such products maintain a high 
Perceived value and often command a premium price.
“For my talking about the opportunity for all of us today is less defined as a specialty food there is a fact especially food Association and disassociation actually puts on a national a tradeshow call the fancy food show which is held in San Francisco and New York every year and attract some 30,000 or so buyers to the show were looking for this next distinctive unique really cool product that they could put on their shelves so these are your consumers list I’m sorry these in your customers is important to distinguish a your customer from your consumer your customer is the entity is buying your product you consumer’s again user is actually going to purchase the product is your customer is your retail store for example your food service operation and they’re looking to be distinctive to many them are funny tremendous success with specialty foods what are these products their foods and beverages that exemplify quality innovation and or style in their category the specialty nature derives from a number different attributes at might be present their originality their authenticity the ethnic or cultural origin the specific way in which their processed ingredients that are being use crafts a limited supply the distinctive use of the product is extraordinary packaging with a specific way with a limited way in which is product is distributed or sold these products because the differentiated command a high perceived value and can command a premium price is a fast growing category is what makes supermarkets and food service operations be differentiated themselves everybody’s looking to be distinctive they want specialty foods this is where arm early proposing that food entrepreneurs focus efforts on the sites of products that will describe some of these attributes a much more detail on this presentation is beautiful

“


	MC: Specialty Foods are a great idea for my business because: 

	· they are foods and beverages that exemplify quality, innovation, and/or style in their category and can often command a premium price.

· They differentiates itself from the mainstream and mass marketed food products.
· cost less to produce

· appeal to every consumer

· have been sold for years

	
	
	Think about your favorite supermarket you always visit to buy your food.

Can you think of any examples of specialty foods you’ve seen?

Look closely and you will see that specialty foods exist in every section of the store.

Produce

· Green Salads

· Fresh Cut Produce

Perishable/Dairy

· Cheese & Cheese Alternatives

· Refrigerated Salsas and Dips

·  Yogurt & Kefir

Meat

· Specialty Meats, Poultry, Seafood

Deli

Frozen

· Frozen Lunch & Dinner Entrees

· Frozen Desserts

· Ice Cream Novelties

Grocery

· Coffee, Coffee Substitutes & Coco

· Dehydrated Products

· Chips, Pretzels & Snacks

· Bread & Baked Goods

· Condiments, Dressings & Marinades
· Candy & Individual Snacks

· Shelf Stable Functional Beverages

· Energy Bars and Gels

· Nuts, Seeds, Dried Fruit & Trail Mixes

The next time you go food shopping, try and pick out the specialty foods. What is it about a certain product that draws you in? Speaks to you louder than the other products?  What makes you pick the product up, read it, then decide to put it into your cart.
	
	· 

	Experiential Marketing: Understanding the consumer psyche and customer mindset
	
	Define and explain the “Food” Industry
When you think of food or the word food, what comes to your mind?

Something that’s a basic need, makes you salivate, fills you when you’re hungry, nourishes you during the day, makes you feel good or bad...

The dictionary definition of food is “any substance consumed to provide nutritional support for the body. It is usually of plant or animal origin, and contains essential nutrients, such as carbohydrates, fats, proteins, vitamins, or minerals. The substance is ingested by an organism and assimilated by the organism's cells in an effort to produce energy, maintain life, or stimulate growth.”
The definition of Food Industry is…(What is the general definition of the food industry?)
“So let's talk about the industry that were in role here today were saying it were in the food industry but actually if you look at what the food industry is the definition of food is actually not living a silly think that food is to describe the dictionary here through a Wikipedia witches in Encyclopaedia Britannica definition is any substance that is consumed to provide nutritional support for the body it's a plantar animal origin contains essential nutrients like carbohydrates fats and proteins vitamins or minerals that's ingested and assimilated into our body into our cells to produce energy maintain life and to stimulate growth so it's a very very true statement that we have to seafood is much more than that and that's what the marketplace also seafood a little differently”

	Food Industry is best defined as 

	· Everything involved in the process of developing and distributing food.
· Cooking Network or Show

· Food Inspectors

· Food Manufacturer

	
	
	Explain how food is much more than a dictionary definition
The dictionary may provide us with a straight forward meaning of food, but it is so much more than it’s dictionary definition.

Food is the Currency for Life’s Experiences.  Food is more than a dictionary definition because food :
· Is Central to our family gatherings, and associated with our memories and special times

· Is About social gatherings and “breaking bread”

· Provides for our cultural identify

· Supports our personal beliefs
· Is Used to maintain our religious beliefs
· Is A reward for our self & those we love 

· Is used to initiate and maintain relationships
· Is used to express love or concern

· Has medicinal benefits - “Let food be thy medicine” (Hippocrates)

Food is both physical and emotional sustenance.  It enriches the psychological aspects of our life, and is directly associated with our Everyday Social, Emotional, Cultural, Familial, and Most-Valued Life Experiences!
“She redefined food I like to define food this way it is all the things of it is described but it's also what I call the currency for life's experiences food is all about experience the look of this famous Norman Rockwell painting of Thanksgiving that picture holds true today food is all about family gatherings is associated in many cases with memories we may think back through her lifetime to some are false interesting experience the life and affect many that may have association with food we may remember we aided that particular occasion and of course in addition to being a socialist so many special memories is also being used in many social gatherings there is expression as we all know breaking bread talking to somebody press for the first time over a meal over something where we have food as say as of this as a part of the whole experience of meeting somebodies partner social gathering at only that the food price for cultural identity in our personal beliefs it's about the religious police to so whether food may actually feel about who we are what we stand for it for about sustainability for a buyer for about for about a final packaging before about avoiding certain ingredients are life it for about avoiding certain types of foods because of religious beliefs or personal beliefs this is all about our identity to food is so much more than just the definition we saw earlier that it's our definition is so deep into our personality we Aussies for food as a reward for ourselves and for those that we love we may go out and have a tremendous meeting or have a a great first dates or success at work whatever might be we may fact go toward herself and go out to dinner or we may actually get day of the great to chocolate fudge brownie sundae or something just reward yourself or that you such reward some that we love to candies or chocolates for holidays and occasions like that is certainly use initiate maintain relationships, to express love her concern and Hippocrates the father note known as the father of medicine use the expression that food be thy medicine's Odyssey some tremendous health care costs in our country as we all know and we all realize how important food is in our diet and food is in fact the proactive way in which we kid minimize potential long-term effects to your body eating nutritious products as regularly as we can for this summer a lot food is both physical and emotional sustenance it enriches the psychological aspects of our life is directly associated with her every day social emotional cultural familial and most valued life experiences so when you're developing your food product your business plan your really innovative idea think about how you can communicate your product and how can be associated with experiences that your consumers may may utilize and one these types of occasions”
	Food is more than a dictionary definition because food encompasses: (check all that apply)

	· Cultural Identity
· Emotions and Experiences
· Family Gatherings
· Social Relationships

· Health and Nutrition

· Memories and Special Times
· Reward for our self & loved ones

· Expression of love or concern

· Medicinal Benefits

	
	
	Define Experiential Marketing
Since food is the currency for life’s experiences, it is only common sense that it should be presented in a meaningful way to the consumer.   A food product should arouse customer senses, touch their hearts and stimulate their minds.  If a product achieves that, it can transform a product or service from a one time purchase to a daily part of the consumers life, resulting in “lifetime” consumers! 

This is what is known as Experiential Marketing and it’s the goal of best in class retailers and foodservice operators.

Experiential Marketing is about marketing an experience to the consumer, rather than just a product, by arousing senses, touching hearts and stimulating minds.

The following images show examples of how even restaurants try to create works of art with their dishes in order to market an experience.
“Tell your story which will talk more about shortly so this is this a great picture many of us are from Iris Starbucks coffee is this a great example of a company that has really mastered what I call experiential marketing consumers are standing in this line here which is approximately 40 people long for a weight that could be don't know will say 20 to 40 minutes long waiting for coffee high-end coffee that to some is really part of their day-to-day absolute need to Starbucks has really mastered how to sell a high-end product and get people to wait in line for it's all part of the experience so these best in class retailers and food service operators that are selling products for selling experiences are consumers were they doing it's all emotion are planning to all the emotions I just talked about with food before their rousing your senses are touching your hearts are stimulating your minds they're transforming their product of a cell they are selling just coffee but they're transforming this product or their service not from a one time purchase this on a really one time event but they're really trying to make their market something a becomes a daily part of their concern of your consumer of their consumer's life there about what's called lifetime consumers they want to focus on loyal consumers a come back repeatedly to buy that product and Nestlé need to think too how can you really make your product so compelling and worked with your retailer or your food service operator or near far market and really make your product as much as possible not just a one time event the really something that you can really make part of somebody's life really focus on that again experiential marketing so Starbucks is a great example to be tell her”

“And we all know of many local food service operations like some of those pictured here which are the same thing to which is really compelling exciting innovative nontraditional eclectic products of this on to consumers whether it's this hamburger that's the soul the know as a really vertical product if you will with all sorts of wonderful components on it like yellow tomatoes send. Especially cheese and avocado slice and so forth in a really special bond is toasted all part of the story about this otherwise note non-it in nontraditional hamburger is not a hamburger this is really no from a burger occasion that really makes this particular restaurant stand out how can you be having a similar product Weathers packaged in a retail form horse provided for food service that you can be part of this winning proposition see any to see these products here with the desserts or entrées were side dishes that are part of this meal or components how can you be part of really a winning consumer proposition so support that we sell your products you're selling your products to customers at the same values as you do that can really take your product help maximize its appeal to the ultimate consumer

“
	How does Experiential Marketing sell an experience to the consumer, rather than just a product?

	· By Arousing consumer senses
· Stimulating minds and emotions
· Becoming a part of consumers’ daily lives to create “lifetime” consumers

· Creating Connection to other experiences



	Product Differentiation:

 Developing your point of Difference
	
	In this module you’ll learn the 10 customer and consumer experience attributes which helps you stand out from the competition and appeal to a consumer.
1. Product Differentiation
2. Convenience
3. Variety
4. Sensory Stimulation
5. Local
6. Social Responsibility
7. Environmental Responsibility
8. Sustainable Business Model
9. Education
10. Quality and Service
Remember, “create and community your story!”
“I'll talk about 10 different experience attributes again your customer and consumer when they thinking about when they are purchasing your product how can you make part of your story some or all of these components in and really make that party your whole proposition's again you're not selling a product your son experience what I mean by this together for 10 different attributes namely product differentiation convenience variety the ability to stimulate your senses are taught by this earlier local would I mean by that social responsibility and environmental responsibility and a sustainable business model what might that mean education truly a critical component talk more about that and quality of service we put all this together it's about your story again you're not selling a product your son experience a how you communicate your story to the packaging and the perception in the point-of-sale of your product

“
	
	

	
	Product Differentiation


	List examples of product differentiation
The first customer experience attributes which helps appeal to a consumer is Product Differentiation.

Product differentiation gives you a potential uniqueness or competitive advantage.

The following are examples of how to differentiate your product.

· Large local or global market share of the raw material(s) or product(s)  
· Made in Hawaii and/or Made in USA provides competitive or unique advantage
· Growing conditions enable competitive advantages, e.g. organic, GMO-free
· Climate/land provides superior agricultural capabilities
· Processes utilized are proprietary
· Minimal Alternative Coverage: there are little to other companies delivering similar products in the same region to similar customers
· Other Attributes or labels that attract the consumer.
· Rare
· Unique
· Proprietary
· Patented
· Authentic
· GMO-free
· Gluten-free 
· Fair Trade
· Local
· Varietal
· Made in Hawaii
· Made in USA
· Fresh

· Great Taste

· Premium

· Specialty

· Indulgent

· Artisanal

· Ethnic

· Experiential

· Varietal

· Adventurous

· Bold

· Exotic

· Decadent

· Proprietary
“First category I talked about is differentiation's again how do you make your product distinctive leisure local products like taking pictures of for example the caramel Apple doughnut or bacon maple donut just another way of taking a familiar product making it a little differentiated something that sounds like it makes sense if you will a call today one step removed from traditional and that's actually very common way to people like to go to market his take take a product in a form that people are familiar with the make it if you will one-off not necessarily too often took it to crazy remaking a seafood doughnut but think about something that coming goes with the practice occasion by Carmel or Apple or bacon or maple and adding that in the form of a doughnut and really providing some value there in this example the left fansite picture is just some pieces that are personalize fresh ingredients high-end ingredients so whatever your category is that you may could be on the market with thick about some of these words as descriptors allows you to differentiate your product can you say that is fresh or great tasting or premium specialty indulgent arts is in all ethnic experiential varietal adventurous bowls exotic decadent or proprietary beginnings are words you might use describe your product take were varietal for example is a variety of a fruit for example that you're using Bested the the best possible variety for this sauce with a jam or the are the topping or the candy that you might be a producing so you are really describe yourself as an expert you have chosen this particular variety of this particular ingredient to utilizing your product so this for example is caramel apple.maybe could be a Carmel Fuji apple.or certain type of Carmel Hill happy really further described and displayed your product that much more distinctive from the rest

“Let's can ask you talked about the Québec more about differentiation other attributes that might make sense is your product rare or unique proprietary patented authentic non-GM oh gluten-free fair trade local no again varietal main home why are made in USA and began to set an example of that is action award-winning products that I know this one an award for one of the best new products by the specialty food Association and the fancy food show tradeshow of you look at the adjectives here these are all points of differentiation must look at the wanted time rare Hawaiian organic white honey toast for words or precede the word honey each of them is by itself distinctive and they've combined for together rare Hawaiian organic white to really make their products stand out not one way of four ways from any potential competition this product was really a great example of a very distinctive products again it will call the one-off product it's honey but they really made it differentiated from a traditional honey ants and consumer say wow that's really interesting than he try that out notes some as a unique type of experience for the consumer to purchase honey's again whether it's a large local or global market share of the raw material appeared and what are you doing that you're really make your product distinctive is a main Hawaii or Maine USA to the growing conditions enable you some competitive advantage like organic or non-GM oh is your climate year land provide you with a superior agricultural capabilities are you potentially using a proprietary process the distinctive way in which your product is formulated that makes it to start really interesting and as this is a minimal alternate coverage and a meaning is a little competition is anybody else able to do what you are doing so again these are just the various things that think about as you're considering is one attribute product differentiation and makes your products to


	Which of the following labels, images or products are good examples of “product differentiation”? Find 10 examples of product differentiation in these images.
*Have products lined up some with fancy labeling. Or have hot spot image where user clicks on label

	· (IMAGES of labels or products)


	
	Convenience


	List what time-starved consumers look for in foods  
The second customer experience attribute which helps appeal to a consumer is Convenience.

Time-starved consumers are looking for foods that are:

· Conveniently located

· Convenient to find within the store

· Convenient to buy and pay for

· Convenient to prepare

· Convenient to eat (cup holder)

· Convenient to clean up
The rest secular talking about convenience in the past convenience meant again will go back 30 years or so or even 40 years or 50 years so giving us back in a day meant a product with resembles microwavable circuit picture when the first is a call TV dinner came out on the first chronic action was a Swanson's TV dinner is marketed with leftover Turkey's from Thanksgiving and and and Swanson's which is part of the Campbell Soup of the time I decided to take these turkeys and come out with a frozen dinner with the other turkey product in there and from that the whole category of frozen entrées was born and thick the definition however convenience was at his product to be microwaved and maybe seven 810 minutes for giving us today been so much more now there's convenience stores even larger stores are creating separate sections where their convenient products are located no output more about giving us a second so your your customers your supermarkets for example are really thinking really cleverly about convenience about having promisingly located can be defined to be into by and pay for having checkout counters and express lanes even large club stores in some cases are putting checkout sections at the front of the store for some quick purchase impulse items are convenience items then you as a consumer you are prosecuting to prepare or convenient to eat working to clean up so you design your products think about how they should be packaged as examples here is a whole world out there that is really interested in buying products that they could for example be in a cup to seeing KSC for example a Kentucky fried chicken selling and for example chicken wings or the potatoes skins what have you in a convenient cupholder that you can put in your car and surprisingly maybe not surprisingly to you but just a great number of consumers are just so busy as we all are that they actually think about what they can buy the naked heat mother in the car during their 30 minutes or one hour commute daily or from one meeting to the next to the occupying the meals around clickety cup I could be that can be fruits handheld fruits that I could you like like wedges of apples were melons like it got my hand with a toothpick to be a spring or could be snacks to think about the form which a product is sold and even the concert the Katrina cleanup to make your product is all the messy like it's a burrito for example or wrap something that is some you can either hands that may affect stain your shirt statistic about a product is packaged howitzer wraps at a plastic my container paper might be packaged in the makes it convenient to eat without a mess to think about every element your product to your targeting convenience which is a huge trend today is our all time stars are looking for foods that are truly convenient of

· 
	Since you are also a customer, what do you sometimes look for in a food product when you are hungry and have very little time to eat? 

	· Conveniently located
· Convenient to find within store
· Convenient to buy and pay for
· Convenient to prepare
· Convenient to eat (cup holder)
· Convenient to clean up
· Convenient take-out food



	
	
	Provide examples of various convenience preparations and involvement alternatives that exist for the consumer
Various preparation & “involvement” alternatives exist for consumer

· Ready-to-Eat (RTE) 

· Greatest convenience
· Eaten in the refrigerated state, without heating

· Eaten in the heated state, if purchased in this form

· Also represents greatest relative food safety risk

· Ready-to-Heat (RTH) – “heat and eat” by consumer

· Ready-to-Cook (RTC) – ingredients, components or “speed scratch” cooking, typically done at home

All three pose some food safety and health risk.
“Definition convenience there's various forms in which convenience occurs and I like to did to find that convenience market the three ways the products either ready-to-eat ID them right now they can be eaten immediately that means it'll require a microwave or in Oliver any further preparation example of product to be a carrot stick or salad or fresh-cut fruit that is sold and can be right now either in the refrigerator still sold typically the refrigerator state does require any heating or maybe it's sold in the heat estate like a hot breakfast sandwich sold the convenience store this product really tellers itself to the person who wants to eat something immediately does have access to microwaves to think about again year your customer and where they might consume your product a product is rated E is the most convenient item of them all in that it doesn't require any kind of preparation and ended frequently can also be represent a very high quality because it's commonly sold in the refrigerated form in addition to being a great quality product it also may represent a great food safety challenge because it is a fact sold refrigerated is no microwave or oven that is used to the product may affect represent the greatest food safety risk to a relative basis just thinks a think about setting categories ready to heat this product is microwave by the consumer will color heat and eat some ID in the form of this in the spotlight picture of a product is sold in a microwavable or available tray that gets heated by the consumers fully prepared however but does require some time to be to be prepared and indistinct about that is your defining your your product Mr. categories and most complex is ready to cook so could be an item that requires an other than the more sophisticated preparation to example might be this picture of this Psalm beef products from alley cattle Company shall hear that read that is marinated ready to be cooked on the grill so again is a convenient product is they've added value to this product by actually having it portioned and marinated in season and the practices grill ready and you could capitulate home they did all the work of finding the appropriate marinade for this product you have to do that yourself you need to buy a bottle sauce to make this or make your homemade marinade dissident than really developed by experts to be ready for you so it's ready to cook its social we may call speed scratch so it you as might my first item list on the slide said this allows you to be involved with the cooking preparation your cooking yourself somebody else that a lot of the work to make this prepared an easy for you to prepared home and actually "make this yourself even though the components are provided for you

“

	Which of the following will make your food product more convenient for the consumer?
	· Ready to Eat (RTE)
· Ready to Heat (RTH)
· Ready to Cook (RTC)
· Pre-packaged
· Behind the Glass
· Personalized by the Consumer
· Home Delivery
· 24/7/365 Self-Service (Vending Machines)
· Pop-top cans/Easy open

	
	
	Identify various convenience preparations and involvement alternatives that exist for the consumer.

	Drag and drop which image matches which preparation and involvement alternative that exists for the time-starved customer? RTE, RTH, or RTC?
	· RTC
· RTC
· RTH
· RTE
· RTE

	
	
	Let’s look at a couple of examples of Ready to Eat foods. 

There is a large market for:

1. Prepackaged foods like sandwiches, etc.

2. Behind the Glass Foods

3. Personalized by the Consumer foods
There are other options as well for example Home Delivery Options are becoming increasingly available.   There is also 24/7/365 Self Service Options available as well.
“So you look at convenience foods as user an example here of sandwiches for the just a tremendous opportunity for for example sandwiches at every category can come in a variety of forms is a huge market for sandwiches for example the sandwich category however is really dominant in Europe much less so in the United States same as are being sold in it and a and particular in urban settings fully packaged as you see here so maybe it's for example this quote beef and pickled deli sandwich which is sold in the wage form where the consumer you can see the product through the front of the package you see how visually appealing that is a nicely this fax on the shelf is one form what you product to be sold it also see this product is more or less effective package in the cellophane wrap looks freshly package not particularly commercial and this product is asked to being sold in a Walgreens pharmacy in New York City this bottom left picture so you're seeing new ways in which products are being sold this is a urban settings in New York City but this is an example of new new channels of distribution not officials of market but a pharmacy that's selling in this example note reasonably high-priced high-value sandwich products made fresh very short shelf life and sold the year to a year the population is looking for products on the go, and the right-hand side of the pictures of other forms of packaging like trace's again does know your product repackaging many different ways this is a good example of ready-to-eat sandwich again is a large market for this ready refrigerated sandwich prod”

Assailants also be sold on the forms is a call behind the glass so meaning and it's in the deli section the supermarket you may also find savages similarly sold in the wedge form but not in the package so my look like as main the back the store but in fact it may not abandon my dismay and maintenance in a shop like yours that we are providing savages in a book form in the storage is taken out and end and placing them in the platters you may factor by the platters yourself's again the just lots of ways in which example of assailants can be sold you to see this site really nice-looking sub sandwich on the top right or these various really really interesting roles been using sandwich like there was product stand out just lots and meats and cheese and is how the product is particularly presented a packaged or always switched your product stand out this is another form in which a product sold to see narrate to eat and what I call behind the glass

The third category is personalized so were seen much more personalization going on in the retail world and here's an example of a store on this is a convenience store in the mainland that is selling for example a summary sandwich is a you can make any way you choose secrecy on the screens that it will go through you make a selection you might choose as were saying here the Nate make my selection to purchase a submarine sandwich or a hoagie however he might be called in that particular area and you see of the top right slide you see select your bread you can have your sub in any numbers or breads that are available arrived red Kaiser roll we rolled Shabana white bread and so forth then you can select a bigger variety he keep on going down to more more screens so much, you want cheese you want your double addressing the bloody thing many different ways OF personalizing's again you may be in the business of selling components to this particular convenience store so again you not listen a retail business but you can have a very successful business selling the breads were selling the dressings or selling any products that are components of a sandwich and an again win in the whole potential sandwich category

Is also new forms of fees that are poor talk about or seen particular the mainland just a lot more home delivery options that are becoming available were seen Amazon the company we all know about from the of the many things we can purchase is now being involved in the food business to their offering same day in early morning delivery on orders of over 500,000 items including fresh grocery and local products so that just a number of different forms of direct to home businesses are out there to us again is another way of convenience so we talked before about giving to purchase what's was said was giving way to purchase is not to go to store all had and delivered to you and are people who will pay the price for that delivery see manner business idea to get in the home delivery business to set up a small regional opportunity or to as many ways to win in the food industry many opportunities for your success.
Were also seen self-service options so are seeing kiosk in vending machines that are open at the same 24 seven 365 all the time's again you might have another opportunity saw your products to vending another growing market for consumers on ago particular in urban areas or places where food is difficult to purchase because a limited a store hours might be available in remote areas so again another opportunity is to think about is maybe want to get into the QB store business or maybe this was set up your own little kiosk business for you to sell vendor products or you may be a supplier of vended products like sandwiches are fresh-cut fruits or other products that could be sold through this so again another to some form in which said he can be successful in this business”
	
	· 

	
	Variety


	Explain the difference in healthy, functional and indulgent foods.
The third customer experience attribute which appeals to a consumer is Variety.

There are three types of variety in the food niche market.

Healthy, Functional, and Indulgent.

“The variety is certainly very poor we talked before about your you connected the market with just a single products we thing about a whole range of products its picture for example coffee or doughnuts this example of a again a convenience store in both situations that selling on the right-hand side just a wide array of coffees on flavored coffees regular coffees dark roast coffees again this to have a whole range of products that makes a store early standouts again you're trying to be successful here product line realize that your customer your store where your food service operation you're selling to is also trying to French it themselves to their looking for you to be a player helping them differentiate themselves and making themselves distinguished so how can you offer the variety of doughnuts Friday savages pride of coffee products that make sense to to helping your customer stand out

“
	Match each with its correct definition
	Healthy (
Functional (
Indulgent ( 

	
	
	Explain why variety is relevant for healthy foods
Let’s look at the healthy variety.

These are specialty foods that appeal to consumers who are health conscious and are looking for or are attracted to products that are labeled with certain words like:

Wellness

Nutritious

Natural

Organic

Minimally Processed

Raw

Gluten-Free

Preservative-Free 

Portion-Controlled

Weight Management

Filling - Promoting Satiety
“L so I look a variety kind of three kind of macro forms if you will so clearly your products may actually meet the health needs of consumers and that's one variety that your customers are looking for that your consumers are looking for people are absolutely looking for healthy nutritious natural organic minimally process role our gluten-free your preservative fleet or portion control or products that help with my weight management or products that might promote satiety and making a filled are filled up or give me that the feeling of fullness because of how the formulated sentences one of three different forms on a talk about right now but again is an absolute market is growing and healthy but again healthy as you can see from these words can mean many things you can take for example a room a relatively unhealthy product if you will like regular Coca-Cola Coca-Cola's very smart and they realize that they can continue sell their product to a healthy audience if it's calorie controlled and portion control save 100 cal version of Coca-Cola so if you can still continue to consume the indulgent Coca-Cola product but get that in a in a in a calorie control package for the people that are washing away but just really absolutely thrive on having a Coca-Cola and here's a Pepperidge Farm Chesaning cookie product certainly portion control for hundred calories whether through school kids or adults or seniors this product is very appealing again it's a sex scene product formulation has a traditional Pepperidge Farm cookie but here they reduce the weight of the product so you could hear their providing a benefit to you they differentiated their traditional product by taking the same products and now sane and not only is it appealing to people that don't really care of a washer calories but I can dictate her now to hold other audience that is concerned with the calories by offering 100 cal package so what is coconut water or antioxidant rich pomegranate juice or super juices or some really exotic salads like you see here is a tremendous variety of products that are out there that should be developed will continue to grow in all healthy foods segment

“
	What types of labels are health conscious consumers attracted to? (Check all that apply)
	· Wellness

· Nutritious

· Natural

· Organic

· Minimally Processed

· Raw

· Gluten-Free

· Preservative-Free

· Portion-Controlled

· Weight Management

· Filling-Promoting Satiety

	
	
	Explain  why variety is relevant for functional foods

Let’s look at another variety, Functional.

These specialty foods appeal to those looking for products that have a function to the consumer whether it’d be helping them with their health, or giving them energy..  (need more description of Functional) 

These images are examples of functional food products for the consumer.
“In addition to healthy there's had a variation on the healthy theme will call functionality so there's healthy products that are really designed for wellness and all the various actors we talked about as a whole another type of variety as providing some sort of perceived or real functional value to the consumer so an example that is real probably similar with this a product like red bull energy drink and from that data just a whole number of products easier like monster and other products that are out there with caffeine as one form of functionality Odyssey and ingredient that is there is an alternative for example coffee Republic competition this is an all this is actually competition to coffee is providing a similar effect as coffee all but here we have a functional product on this healthy keep you wait now that products are often uses in the bottom left go to sleep for this product so I hope you and all sorts of forms as you see here in the key, and get an idea what these products are designed for use of product for passion on the bottom left new asleep sonic son bliss sport trim or supreme's again this a whole variety of products that have some sort of functionality and there is also products to contain probiotics to see here from examples good belly or might have a very sexy yoga products in the marketplace that might be appropriate for your digestive health's again this a lot of different functional products and here's a product is in the bottom right black water you know there: the dark side of orders again sounds like a pretty crazy product but again its distinctive it stands out this product has electrolytes in it antioxidants so in a taken a classic product like water which is done very well the bottom of form and they made a little different natural this product will do but against this example of a very distinctive product is provided functional value”


	Consumers interested in functional foods might want your product to be…

	Need more description of functional foods.

	
	
	Explain why variety is relevant for indulgent products

We’ve talked about health and functional products, but we can’t forget indulgent products like the hamburger.  People will bounce around in a given day in a given hour from eating a 200 cal dietetic entrée for lunch and then go have a triple chocolate fudge brownie sundae for dessert at another place location soap people will gravitate so there is actually healthy market is absolutely handled and market the chocolate croissants are not going away note the wonderful burgers are not going away in this topic pictured is a great example to look at the two stores users to stores that are actually both located in Atlantic City New Jersey once called Phat Burger a name that obviously is about not a healthy products but actually is all about indulgence this fat burgers stand is right next to the retail store call lettuce head position is healthy so you see in this picture is quite a lineup that Berger and his two people in the lettuce headline so again there is different occasions different times a day when we might go from a healthy product to an indulgent products of functional product but generally speaking we each of us may find a time in our day where we will be in the mood for one of the other we might need our coffee or something functional to get our day started we might need a really healthy product for lunch we may have a very indulgent product for dinner or for dessert so were all these types of people for the most part and these are all different categories that really represent a variety of products at really three broad strokes


	Since some consumers are interested in indulging themselves with food, you could consider the following…
	· “Extra Rich”

· Favorite Recipe

· Home Style

· International

· Ingredients that…

· Pure ingredients



	
	
	Explain why variety is relevant for pricing niches
Looking for today another way to look at variety outside of the categorical way is in the form of pricing to mention before there's some really strong competition a marketplace some huge companies are out there competing against us that if you actually think about it is number products coffee is a great example but another one would be pasta sauce so just like a coffee base on the geographic origin of the coffee or how much of a bland might be utilizing the coffee or where the coffee comes from overall country or region can create a huge array of pricing with coffee the same things true for example in something as simple as a pasta sauce is actually went to a store of years ago and I took down some retail prices so pasta sauce are commonly packaged in about 2426 ounce package will pretty similar class packaging different types of glass but more or less generally speaking the same kind of costs and I was packaged and as you can imagine ingredients are not too dissimilar estimate is other ingredients that are utilized and what's really startling is that the price points can vary as he seen example here from $8.99 to $1.90 of Visio 450% variation in price from the low-end five a label to the really high end product there's a place for all these products of the store they're all successful in their own for that there for the particular time of the day or time of the month or time of the year that a consumer might choose to purchase this product they may choose a private-label possible to make a lasagna pasta sauce and make a lasagna for example use of the greenest sauce but they may use a more expensive sauce if they're making with the pasta with asserted a customer service are asserted the company's again the pasta sauce category can vary widely and I seem pasta sauces farmers markets for a much higher price I seen one dollar and ounce and eight dollars for an 8 ounce packages sauce was locally made so again the range of pricing can vary dramatically and there is a place for all these types of products so don't get yourself to concern about how you compete with a particular large manufacturers in the marketplace but pay more attention to how your product is really distinctive house stands out what your story is that wall make your products still affordable yet provide the value to the consumer that you are trying to convey


	Since not all consumers are looking for the lowest cost, how could you use this knowledge to create a product with a higher return on investment when producing and labeling? 
	· 

	
	Sensory Stimulation


	Explain the sensory stimulation differences between perception and reality
The next act you want to talk about his sensory stimulation I think is important if you'd understand just that the psyche of a consumer when their purchasing your product so picture yourself if you're buying a shirt or new pair shoes you may but be able to try that on and see how it really works for you and how you look in that pair shoes or that shirt that you're trying on this out the case of food you're making a purchase typically without tasting it you don't know what is good taste like how you making your decision about how to buy that product for the very first time so your goal is to get as many people to try your product as possible and to have an amazing experience so they come back and purchase a product again to this to really import elements to consider well call perception and reality so perception is what drives the very first purchase how does your product look with his appearance you saw some pictures for example sound is before you know how is it packaged for using colors how does a product color in the packaging color stand out help to To your senses it is so true that we all eat with her eyes and her nose and a mouse in that order so were captivating our senses by what the product looks like then how it smells and then we the third kind a sense we use is our taste buds actually consumer product but many times our mind has been made up a little bit before we ask you get the product in her mouth they somehow looks at how smells so again or think psychologically about these attributes of smelling hearing scene KC had texture of talk more about those in the second again so we need to sell the consumer the first time by really focusing on product perception than reality sets in do we really do a good job when that is so critical that we have not just a product that looks great but actually taste great is the most powerful criterion in many many surveys done by industry what is the most important reason of people will come back and repeat their purchase of the foods they bought it in a bind again its taste sour about price is not about health all the things are important but it doesn't taste great but doesn't have the bold flavors and something really experiential to the consumer it may not get purchase again is the most powerful criterion for repeat purchase of foods and of course with taste and all the other attributes comes consistency it's really make meeting than meeting the expectations of consumers every single time consistency of quality and consistency of service are critical for repeat purchase as party your reality for me talk more about percent


	The difference between perception and reality for sensory stimulation is… 
	Perception ( drives trial, affects first purchase.  Appearance, color, packaging, help captivate senses.  Smelling hearing, seeing, tasting, texture

Reality (Clearly affects the repeat purchase…Taste=most powerful criterion for repeat purchase of foods

Consistency of quality products and excellent service is critical 

	
	
	
	What types of perceptions might you want to convey if you were a coffee shop? 
	· Socially Responsible
· Bright Colors

· Appearance

· Captivate Senses 
· Labels Signage
· Healthy

· Welcoming

· DT: poor quality

· DT: mass produced

· DT: unhealthy

· DT: good for your ROI, not for them



	
	
	
	MDD:  Match each of the customer  sensory experiences with the message the food producer wants to convey
	Healthy ( Signs like “No microwaving, GMO, organic, 

Functional (Grab and go prepackaging, 

Responsible ( recycled containers, Local, Fair Trade, Charity, free-range

Fresh( 

	
	
	
	Free-range might be considered which of the following (choose two)
	· Fresh

· Healthy

· Functional

· Responsible



	
	
	List and provide examples of the 5 sensory stimulations
Sight:

Again so when you picture again your retailer your customer that selling your product many supermarkets for example in fact more than 90% of all supermarkets in this country have the produce section at the beginning of the store as you walk in the main entrance access point your walking in the produce was so special that produce its vibrant its colorful it tells a story about local so note it's really a way for the store to differentiate itself with fresh produce that really creates a imagery and helps you helps you that that the shopper Salvi little bit as you walk to the store could you get excited by the vibrancy that you see in the produce section hope for that carries through to the rest the store to picture your product now how does your products similarly demonstrate the kind of vibrancy at the single product level how can you communicate freshness picture your stores and how there also using branding to to make the store instantly recognizable and also their products recognizable as well to this is really all about site

The selected examples so picture stores again in a differentiate themselves with flower bouquets fresh produce us really interest me packaged or maybe really colorful paper displays of during holiday time or what have you suggest really even as you walk before you get into the store you might see some vibrant colors were the store saying I'm fresh on local come here and shop me so so similarly think about your products in the same concept how you can help your store stand out because your products similar
So picture the vibrant displays the mighty part of your product know here's a whole line cut before here's a whole line of for example of vegetable side dishes that are prepared for we talked about the ready-to-eat ready ready to cook these are ready to cook convenient side dishes so the category of complex products that someone is gone to the effort of making them already portion controlled a slice in diced premix seasons for you to then quickly sauté at home there ready to cook application so this is a high-priced side dish item you don't need to buy mushrooms you don't need to buy beings and cut them up yourself and season them have wastes about instead by exactly what you need fully prepared by someone else for you to disagree example of a convenient ready to quit product with a great visual imagery on the top left picture the top right picture is just an example of the Delhi at a supermarket us selling products that are actually supplied by a another company that provided components to these components can the store and basically it's a component solid sebaceous stores purchasing in this example may be cooked noodles cooked or raw mixed addressing may be a vegetable blend and a seasoning in the mix it fresh at the store this productivity could be sold to the store fully assembled in this particular case happen know about this particular application this particular storable components like a freshly mix of themselves the products look that much fresher to compose himself may have been a week or two weeks old… Mixed fresh it really is a very different imagery and he did that with a whole array of products have you seems top right picture is whether it's a mayonnaise-based salad or pesto products or coleslaw or some really interesting as the CFX side dish shown here I would beings are sprouts and so forth did a really nice job and you see how my so they look altogether displayed side-by-side's again about my picture is a whole array of food products again fully cut ready for you posse package in a couple of my commission earlier. Is nice and easy to put out for your company may come home or for your kid for his school lunch's again on this picture and not just a single product but how you could may be interested in launching an array of products to make a small line so your product actually stands out on the shelf as shown here

Smell:

“On the second sense I like talking about we talked about visual bells talked about smell duties a sequence is a measure earlier you start with your eyes when you walk in the store and the next thing you might actually capture is your nose so picture the store how their Chander Frenchy themselves by making a salivate again and stores a notorious for creating some sort of food service opportunity there may be just one thing they do maybe a lot of things that they do that show that's made on-site or some house fresh they might have vague baking ovens they might be average history chicken set up and I be grinding coffee roasting nuts risen array of things where there's what they call a signature smell that you might know that store for talking contribute to the store's ability to have a signature smell by having your product position to help your store stand out the creates a tremendous loyalty opportunity for U.S. Senate as a supplier to them help your store stand out in this whole experience a marketing.”

Signature Smells
(e.g. Bakery, Cinnamon, Rotisserie Chicken, Coffee, Roasted Nuts,  etc.) 

Hearing:

“So again the next sense that might be stimulated as you walk through store is your ears sounds, unusual think about your hearing when it comes to a food product but not necessarily imminent necessarily be correct within care for the Texas sounds will consumers to hear from you walk through store consumer might actually hear freshness the part of the whole Starbucks mystique for example just in the bottom picture here is a sound of coffee being freshly ground on simile here's a store the top right picture that is mixing products at the store she cannot she hear the chopping mixing grinding going on see know that this product be made fresh it's all part of their story at this at the store level there also greeting you are interacting with you the might of music they might actually telling a story about their great supplier which is you how can you help your's your your customer I tell their story about you so you become a critical part of your customers business and again is variety of ways in which a store really helps to captivate your senses seen selling hearing and for example in the cases smell their stores that are actually have actually utilize the ventilation system for the store and mixing that with bakery smells the whole store smells fresh as you walk through it's again think about the how the store is really all about In your senses and how you can do the best you can with your product to simile can”

Think carefully about what types of sounds you want consumers to hear as they walk through a retail operation
Customer Service Greeting

Customer Service Interaction

Chopping, Mixing, Grinding =  Freshness

Music that may transport you back in time 

Video/Audio advertisements or “stories” about your commitment, suppliers, etc.

Jingles, slogans, etc.

TASTE:

Senses to Leslie's tastes stores are looking to it we talked about perception and reality if you need your product in the consumer's mouse it's a very successful way for you to get trial naturally he is just like yourself and maybe your product is being sold for $8.99 it's a big number for many people to make that nine dollar commitment to buy your product so does your product to enough by how it looks the store you're telling its packaging the price per pound whatever people think when they're buying your product about to but think about how much better might be Vegas get a small taste and that's it wow that is so thin they have the reality right up front the nose can taste good to not scared to make that investment they will affect perches at so against sampling is really a key thing you should think about how to get consumers to try your products and you should look for opportunities again like a far market again is a great way to start your business off it's a great way to set up giving away some samples of your products get people to try it out give you some feedback in fill out a questionnaire so you can be in control of your destiny and a far market through sampling but he also work with your customers to do the same thing is that you supermarket obsidian a brand-new product how to get the product in people's mouse to try it out


	What are the five sensory stimulations and provide an example for each sense.
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Sampling!
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	· Smell: Signature Smells – Bakery, Cinnamon, Rotisserie Chicken, Coffee, Roasted Nuts, etc
· Sight: Exterior and Interior Vibrancy and Imagery, Visual Cues, Vibrant Colors
· Hearing: Customer Service greeting, service interaction, chopping, mixing, grinding=freshness, Music to transport consumer back in time, Video/Audio ads for “stories” about commitment, suppliers, etc. Jingles, slogans
· Taste: Sampling of product
· Touch/Texture  (?? No slide on touch)

	
	Local


	Define local
“The fifth at you like to talk about his local interesting study was done by the the national marketing firm Mintel with a asked retailers across the country what is the most influential product claim today and I believe the study was done about a year ago and what are the most influential product claim that they expect to see in the next three years's of all the answer that came out the number one claim that they are really seeing as most compelling to their consumers is the word local to look at in the purple year is it interest consumers the most today 74% and is still believed to be the most important claim three years 67% slight decline but nonetheless the number one attribute that retailers across the board see as always influential word as an adjective number two today is organic but there is an expectation from these retailers that the the desire for organic will diminish in the next few years and not be as strong as it is today but instead be replaced to jump down a few to sustainable which is a 27% of interest today and at 45% perceived interests the next three years so Ashley sustainable becomes number two after local as the most important product claim attribute that retailers expect to see him other ones that are clearly important or all-natural and eco-friendly and fair trade you seem fair trade as percentage of growth being one of the highest there but again local has become and will remain the most influential differentiator and product claim for restaurants retailers institutions to the same data has also been seen not just at the retail level but the restaurant and decision level as well by other surveys that I've review”

“Local” has become and will remain the most influential differentiator and product claim for restaurants, retailers, and institutions
“So local means a lot of things and why it's using the many seals of IP available whether it's a statewide seal of quality or grown Hawaii with a Loja or in the case of Maui is grown on Maui or made in Maui and the various islands also have other descriptors I like quality and Kawai has this as well is either fresh branding synergism variety of different types of branding to really demonstrate is a serious left and picture with Maui cattle are really showing of the product in this display case is locally sourced so pictures will talk below while the education but really you having with a call point-of-sale information on to really hit people over the head if you will this product is in fact local and what is that mean to the consumer local might mean it's authentic in my minutes seasonal in my mirrors traditional mining is fresh in my minutes simpler so local credit means different things different people but nonetheless as kind of a macro word local is a clearly important attribute to be part of your whole marketing program

“

· Authentic
· Seasonal
· Traditional
· Freshness
· Simpler
Local: whole Foods Marketing

“Whole foods does a wonderful job and their commitment to local as an example of a retailer note really demonstrating as a show here every day there's sourcing local and might be just local in season or local through farming suppliers or local coffee suppliers are you seen these various pictures

“


 (slide 40)
	Foods that are labeled local can be defined as….(check all that apply)

	· Authentic

· Seasonal

· Traditional

· Freshness

· Simpler

· Organic and healthy!

· free-range and from a small farm

· no-GMO or additives

· recycled/recyclable containers used 

· picked or produced close to place of sale



	
	
	Explain how labeling a product “local” can help influence consumer decisions
	Match the following label to the customer it would attract: MDD
	Organic ( health-conscious

Local( community-conscious

No GMO ( health-conscious

Gluten-free( allergic types
Free-range ( socially responsible conscious

	
	Social Responsibility
	Define Social Responsibility
“A six at you like a funky about his social responsibility so there is an acronym here CSR which is very much becoming a key part of vocabulary of many companies but it's a corporate social responsibility it's it's a commitment from from a company for social responsibilities what is that mean so for example this picture of Newman's own so Paul Newman was one other early adopters in having a product that was charitable where is message was part of the story was all profits to charity so you that is one way to go or could be as a CLR supply kinds that your purchase of their product in this particular case is supporting veterans or Eminem's who might have a pink Eminem product at a certain time the year supported Susan Koman cure for breast cancer through purchases of this product or product might also help support the local food bank or my support fair trade or might help support donations to two charities as a see from this feeding America picture in the slogan to dare to care Delphi hunger and your purchases are actually helping to feed America so again social responsibility is use a company and your commitment to the community charitable organizations fair trade cause markets so how tenuous party or story really held to communicate that perhaps some*of your business is supporting social causes and that reported

“

Community 

Charitable

Fair Trade

Cause Markets


	Social Responsibility can be defined as…(check all that apply)

	· Community
· Charitable

· Fair Trade

· Cause Markets



	
	
	Explain how demonstrating social responsibility can help influence consumer decisions
	Being socially responsible with your product can help influence consumer decisions by…
	· 

	
	Environmental Responsibility


	Define environmental responsibility
“Worry kind of the yet another aspect of that corporate social responsibility is your environmental responsibility is how you see your packaging of your product the raw materials sourcing your products to your whole business process are you supporting environmental responsibility in fact today many of your potential customers are you asking these questions by your social environmental responsibility and what your efforts are in your business practices in in the way you design your products in your packaging your ear way in which you manufacture and so forth and higher sporting green efforts recycling organic non-Jim O and there is a term carbon footprint about the measurement of of usage of carbon in the preparation of your product and so they just need new ways in which consumers in the future we'll make a decision to purchase their product based on the commitment to for example carbon usage and other attributes that are important to them to talk earlier about how important food is to two individuals actually part of their personal experience so picture your products and the consumer that your targeting are they in fact like you for example both socially and environmentally responsible and if you're trying to appeal to certain demographic the demographic have missed the tend towards being more environmentally responsible and other demographics then consider how your product your name your product your packaging of your product your communication in your story about your product all goes hand-in-hand and tells her story and maybe perhaps party her story is is your support of the social causes and also environment environmental issues”


	Having an Environmentally Responsible product can encompass the following… (check all that apply)
Green

Recycling Efforts

Recyclable Packaging 

Organic

Non-GMO

Carbon Footprint

(Slide42)
	· Green

· Recycling Efforts

· Recyclable Packaging

· Organic

· Local

· Non-GMO
· Carbon Footprint

	
	
	Explain how environmental responsibility can help influence consumer decisions
	How can having an environmentally responsible product influence consumer decisions?
	· 

	
	Sustainable Business Model


	Explain the sustainable business model
“In the eighth attribute this how you bring us all together and have a sustainable business model and there is a expression using industry and some folks in the bottom line about being all about profit theirs was called the triple bottom line in your commitment to profit people and planet such economic performance or social performance and environmental performance really rolling up always talked about and having a sustainable business model where USA company our focus on mobile node facts on hundred percent raw material utilization green best practices diversifying your business reduce carbon emissions etc.”


	A sustainable business model encompasses…

	· Low environmental impacts
· 100% material utilization

· Green business practices

· Diversification

· Reduced CO2

	
	
	Provide an example of a sustainable business model
“Federal party her story is an example if you will axis deer as were aware is is a challenge on the islands of Hawaii and dumb on the neighboring islands in particular and new your example of axis deer is happily ashy gray sustainable business model around this particular raw material safety can be said for fruit products were trying to utilize both the first and the Colts the seconds of that figure fruit the first beanies in the commodity form and in the cold product renews the value-added form but dumb the case of axis deer from think about the various ways in which is product in utilize out with 100% of the material being a converted into a form that can be have a purpose so if you look at the entire animal for example to be freaking the food pet food functional food furniture and compost so you look a list of the at this or train a sustainable business model run axis deer this model obviously the the opportunity gets many people excited as I was the high-end food products for humans if you will the boneless loin the lakes lays a short ribs and so forth but maybe some parts of the meets can be used in Chile or and further process products like stirfry or ground meat some of the less desirable ingredients to some can be used such as organ meat trimmings's again that the products to be sold in the raw form the cook form we saw before the marinated form just many different ways so could be for example in osso bucco a shank that can be used for a more high-end venison osso bucco product so again raw product for making ground meter home or fully cooked product for people don't want prepared figures mark with it either cold or home in addition to human food to my Today for example for pet food's utilize so again from the organ meat tend the some of trimmings that come from the bone product Nukem use for that particular marketplace – a huge market for actually for meets derived from venison also lower grade materials on the market of essay we talked about his functional food so this market for example nutraceuticals kind is high functional ingredients that come from the antlers that are being used for Rahm some markets and of course furniture and hides it come from hides to see these pictures your pillows or chairs that are derived from from the the hides themselves also just a wide array of products as you can see clearly venison jerky and high-end ribs and everything in between Kim used and what can't be use can use for compost's again you're just example of a sustainable business model so picture your business your commodity utilizing and you could clearly dramatically reduce your costs by being able to utilize 100% of the raw material all the times are really think about your syllabus model not just about your business practices and how you're able to utilize ideally as much as possible but really 100% of your materials test some application and again he may not choose to be in the business yourself a retail but again the earlier business model teammate find a further processor may be a fine of pet food manufacturer take some nearby products so again I disheartened not been discarded but you've created a use for your entire raw material supply”
	The following are examples of a meat business that follows the sustainable model…
(Slide 44)
	· Human Food
· Pet Food

· Functional Food

· Furniture and Compost (from hides)

· Nutraceuticals (antlers)

· Organ Meat

· Trimmings

· Bone

· Ground Meat

	
	Education


	Define signage and how it can be utilized to sell your product
“The number nine is clearly important because a summary of all things he talked about us but education it's about telling your story because all these various attributes so how do you tell your story about what you stand for these this picture of other very expensive 32 9900 2199 cheese product so they have a little story about this brand called Redhawk and what's particularly special about it and is something that will help you again to tell a story so the same thing applies on your package in your labeling the graphics to use the color you use and the descriptive information use is also chew on your point-of-sale material so again your stores might have some signage that might be your signage or signs of they might provide that helps us all your story again educate your customers with signage and information because it helps you sell your your product name may be descriptor that would be really again help people make a determination the decision to buy your product”

So your picture also if you're in the coffee business the many and users of food processors for the further processors that use your product to convenience stores and supermarkets restaurants that are all selling coffee but are they doing the best job possible that telling your story but why they selected your being from your region and how you prepare that in his right-hand picture in this example of coffee for example the word is a coffee come from the left him picture I'm sorry how's a process look at a care goes into this in the right SI picture is it example somebody doing what's called coffee cupping and expert that's sitting here going through literally just the sniff test the Swiss run your mouth test in oh and and just various ways of really seeing the value of your coffee and in the grade of your coffee for example's again think of the ways would you tell your story through education your consumer about all the way through from the farm literally to the four and wider product is”

	How can you utilize signs and labels to sell your product to the consumer?
 (Slide 45)

(Slide 46)
	· Signage and information that sells
· Tells a story
· Consumers are increasingly tech savvy

	
	
	List items that are considered “product information”
“Realize also they are consumers themselves are becoming so increasingly educated to come into the store to look Your product lookup your price point they might be using a QR code which is set away to get further information on your product through a bar scan that might be shown on your product packaging in your others just as you seen this picture here some industry leaders from the technology world that I really transformed the industry in Mesa consumers so smart today with information just like all of us we may before we go to Paris hear something from the doctor we can now look up on the variety of websites to identify what other treatments were the causes know what my steps so we can become quite knowledgeable slice comes to Dr. Riner as an educated consumer to dislike you think about your healthcare is also choose your food consumers have the ability to look up products look at pricing make sure they're getting the best possible deal look at reviews and receiving future products like to note on the wrist and on the high Google Google glasses sir I watches that are better you even get to help us even more with some really instant education the consumer will have at their fingertips in the future”

	The following can be considered “product information”…
Slide 47)
	· 

	
	Quality, Consistency, and Service
	Explain why quality, consistency, and service are important in your business
So the rapid out the last at your talk about here is all about quality and consistency and service so realize that no matter what you do and how wonderful your product is and what things I mentioned earlier was about consistency of quality and consistency of service so to have an amazing product that looks great say that the perception thing taste great in your price properly to gain experience in the reality thing we talked earlier but then how do you do that consistently deliver that great quality every single time that all begins with your people and people in your organization I am most viable resource count you are potentially in this audience yelled the person is driving your company you are creating a culture of your company helping your cousin employees feel respected to give their best make the best possible product every single day and again to see what your customers are doing your retailers in your food service operators they will only be successful if they similarly exceed the expectations of their customers every single day and a half needed the same thing my being there for your customers with your product on time with with communication and information that's easy on the understood well documented if there's a problem you correct it subsidy really they are to deliver your quality consistently every single day”
The people in your organization are your most valuable resource

With the proper culture, employees feel respected and so give their best

Customer Service – Exceed the expectations of your customers, every single day!


	Quality, consistency and service are important for your business because…

	· It’s important to exceed the expectations of your customers every day.
· The people in your organization are your most valuable resource
· Employees will feel respected and so will do their best
· The employees will never ask for  a raise.

	
	
	Describe the model of Quality
So my last letter talks about these 10 attributes is really little more focus on quality and quality we describe the much greater detail my subsequent presentation which is titled quality assurance and food safety principles I will wrap up this discussion about quality consistency of service I just stating what these four pillars are quality which I describe are simply as first say what you do articulate your commitment to quality what is that mean for you your company your products you are brand was at the you are doing throughout your entire company your entire system home from raw materials all the way through to purchasing manufacturing and processing packaging and distribution that are really helping you to to demonstrate your commitment to quality on a consistent basis and all the things that you're doing to say at first then of course do what you say so many people frankly may say to do things but it am really execute properly writing a place by practices in place and again a subsequent classes on quality assurance and food safety principles and another one on good manufacturing practices really get into much greater detail about doing what you say and similarly proving it and improving's again these are the four elements of quality articulating your story putting together a holistic set of principles and practices that really show that you're doing what you say and improving it because you are taking temperatures you're checking for mail detection checking your weights in your products review in your labels that all these things demonstrate that your product to be done the way it was intended to be done and you are continually about improving your business improving your quality taking yourself to higher level so this is really what I mean by quality consistency in service

So if you take all these 10 attributes in the various components are talked about think about how many you may be able to potentially incorporate in your business and your products in your product differentiated great tasting premium fresh specialty involves interethnic experiential varietals we talked earlier adventures are bolder sensory or decadent exotic or convenient local or authentic seasonal traditional simpler healthier new more nutritious promoting wellness natural mentally process preservative free raw gluten-free portion control functional personalized green organic sustainable charitable cause markets Nanjing lower fair trade are the how many these might be part of your story that makes your product and your business stand out from the rest's again we saw lots of examples and how can you apply some of these learns the day into your particular product story in your product


	What is Lou’s favorite “motto” of providing Quality Service?

	· Say What You Do, Do What you Say, Prove It, Improve It

· Say what you’re going to Prove, Prove what you’re doing, Say it.

	Your Unique Selling Position
	
	Define and explain “Unique Selling Position”
So when it's all said and done caveat the other elements I will talk to about today was really taking your compelling ideas so we use heard about these various experiential attributes that are really help differentiate your business so how do you determine what is what we call the unique selling proposition USP and how can you then take these ideas really help to them that we really talk about today that really help you to differentiate your business now how do you write that down and tell your story about how you make your business actually come together and happen if any funding how you make that happen as well
Let's begin by talking our UST's again USPS at elevator pitch is a story about you and your product and your business is the factor of consideration that you're presenting as the reason that you are superior and different or better than your competition in some particular way so what is your story what's your concept how do you stand out how is the unique problem does it solve it will have benefits separate you from the rest so it's all about points of difference once your point is the difference of a clearly communicated your now set apart for your competitors so look your competition again at the store or food service or anything else that's out there think harder layer composition and think about how you are really distinctive is enough in the rest maybe not just one way but maybe a variety of ways we talked about today

To take that USP take that idea and now put your your thoughts into words and document strategically and with as much focus is possible to your business plan begins with a realistic look at what your goals are we talked earlier and you want to take your business to revisit a few very local really begins small if what you hope to accomplish in your first year of business what about your second year where you want to be in five years so really begin with a realistic look at what you you would like to do what your own goals are personally and financially maybe don't want to have a huge business is perfectly fine maybe this will go an extra vacation every year may want to send a child off to college or pay for something in your life that is is more than the amount of money you have available to you right now are maybe just want to develop a business to can trade it with your friends and your community other product that you're producing that's all okay so it's all begins with what your goals IDF financial goals and if so what are they and what you hope to achieve B do is Gothic time and will take money to to put together some really think about what you hope to accomplish and take a meticulous honest and thorough look at both internally and externally sourcing internally is looking at you your organization the team you have your capabilities what you feel you can put together what your shortcomings when your opportunities which a competition to release your look deeply at internally at what you think you can put together and look externally look at the environment which you compete for customers or suppliers your competitors the market trends are you developing a product or the market is growing in the competition is small on the regulations are not challenging the suppliers are ready know you it really is the together matrix about your environment and think deeply again about how you are distinctive it's all party a business plan so a business plan is the you may think his design to sell to a bank or to investor is something that you think you may only need to do if you're trying to raise money but the business plan is critical in all cases because you need to sell that this whole concept to yourself and your family we are friends first so you pick it you are initially the bank what is your time or your money or both you are supporting this business so how can you really articulate your business idea onto paper and you even convince yourself that this is something you really want to do


	Unique Selling Position can be defined as…
	· The factor or consideration presented by a seller as the reason that one product or service is different from and better than that of the competition.


	
	
	List five elements of planning a business
So the elements of a business plan traditionally if you look clockwise here page 1 for example might be executive summary it's that USP is that summary of your whole business what you developing new how this makes you distinctive what your pathway to market is the current tenia place how much money will take to execute and so forth such executive Summit has summarizes your whole business post that it begins with a mission statement know what it is again that makes you distinctive as a company and what makes your product distinctive as well tell about your company and your background and and with them what really makes you civilized enough in the rest is your tremendous team we are to manage resources or tremendous supplier or maybe working with a strategic alliance or partner it was your product line in the product description you're talking about your marketing plan and how you go to market what channels and and how well you really know your marketplace and how will you know your competition and what makes you again distinctive from them. With a clear swot analysis your definition of your strengths and weaknesses your opportunities in your threats so again when you have that's really all your strong party business and what it weaknesses where do you see is some year opportunities we need to improve how might you feel threatened and in your business plan operations how you manufacture products where you can do it and efficiencies you might have her equipment might be evolved financially will take to really build your business and cash flow considerations are there talk more bodies in a second timeline so it identified on the left-hand side of this slide the five areas to focus on your second summary your business strategy your market and marketing plan to manage a team and financial forecast

Executive Summary

In your second summary again is your whole story why you think your company money pursuing your mission was your track record on which money do you need in an again picture yourself in that elevator talk to investor in answering each of these questions succinctly ideally less than 30 seconds if somebody gave you money and what might you get in return for that promise you need and what is not enough to ask yourself these hard questions and seeking them up with a really appropriate answers and challenge yourself and test yourself out with friends and the think through all things aside and let us give you if in fact trying alone from somebody whether it's from family members or friends or investors or banks or other partners leisure things you needed
Together business strategy omission your product strategy your USP when you call your features in your benefits and again your competitive advantages to make

Target market and marketing Plan -

Enough in the rest in your target market you know how largest market that you're in was the growth rate of the more the margins in this market was your sales strategy how do you plan to gain market share what are the key factors that a customer might use the side among the you decide about your product versus the other competing supplies that are out there and how your product outperform those that are out there and and was your marketing plan you how you plan to go to market a can use any, marketing materials to the call collateral I advertise major website your public relations a word-of-mouth it what is your strategy for for reaching the marketplace

Management Team Organization

On next again Jim as a team to lose on your team and now use the word holistic how broad is your team is hard to know all the aspects of the food industry but surround yourself with experts so maybe people are on your payroll but maybe they're not maybe a part of the college maybe the part of some trade associations may international experts and their customers maybe there engineers but hedges identify what are the important members of your team that you need network have expertise is required and what areas how you find expertise you need it whether you might bar them or their action in your payroll and are these people and what are your needs for for manufacturing a product available seasonally and potentially temporarily with it with the right kind of staff that you might require your operation and people want to see that you're passionately all teams passionate and committed to your business venture
Financial Forecast

And fifth again is your financial forecast note do you really understand your costs and there is a whole potential presentation that can be given just like costing the just really key that you understand all you costs associate it with your business initially Tocco your product so all the elements of your product to raw material costs your yields your wastes therefore and a variability might have in pricing or I should say in costing what your operational cost for kind of direct labor might be involved with credit indirect labor's again your dreck labor is the cost of labor that's associated with manufacturing a product in your indirect labor includes all your administrative people drivers no legal marketing so forth that whether you have a large amount of sales or smallmouth sales you still have this ongoing legal indirect costs in your business on the direct side your direct costs on this if you make less product you won't have that labor costs for the dreck labor but Dom's again honest in your direct and indirect labor costs policy of packaging costs will come margins you would expect brokers brokerage fees your sampling your product how much you shall offer that if your product may maybe perishable you should have something built in for profit and not make Nokia sold them actually a spoiled and discarded and might be returned or credited back feed we think through all the potential components of your costs on your product side and also for your business and all the needs you have for utilities and expenses on legal fees and so forth that a party or operation how much you actually need to run this business and you know if there's any outside investors know what's their roll to either provide either an equity position or deposition to whether

A Way to get started: Business Model Canvas-

So one way to get started that I would recommend is some was called abysses lower campus is a couple great books on the market but you may want to purchase sort or take after library borrow one for samples called business model generation once called the lean startup that is there examples of a simplified business plan so in previous years people came out with a very detailed very comprehensive business plan the might of been for example 30 pages of 50 pages or on pages long they really talked about how the just a tremendous strategy and tactics behind whole new business is being developed it is at a level of detail are some some level a little lesson that is clearly needed when you write it down or you think it through you really need to have detailed business plan is possible however address here though is or is a simple way to get started the spittle does not campus is literally a single piece of paper they do Cyrus identifies nine basic building blocks that he could illustrate your whole strategy who your customers number one which your value proposition that USP we talked about what your channels of distribution and where we be selling your product had a relationships to have her for what your various revenue streams your business number five when your key resources in your business your organization team and so forth. I second your key activities your key partnerships in your cost structure

Busines Model Canvas

Plan further to my particular grid like this and that you look up this smaller canvas early start up on the Internet you'll find a number of models are out there and examples of this but again but on this this campus is piece of paper here this is drawn in the wall's whiteboard about these various nine elements that I just ascribed

Business model Canvas putting your plan in place

Syllables in your plan in place again your key partners who are your partners and suppliers what key resources are we acquire from them which he activities they perform like alliances and partnerships joint ventures what was the most important things that you need to do what your key activities would be great that that you really want up and identify here articulate note number three what your key resources finance physical intellectual property or human resources as assess to your company what is your value proposition know what you building them for who is not about your idea your products as this is really what really makes you are company your brand your product really appealing and what value are you providing know your customers is a

how do you get them how to keep them how to grow them so so they're the very is very important to really identify and what a key things you're going to do to to attract and retain your customers your channels how do you get your product or your service to the customer in which a method delivery and what your child distribution with a key part of there as well and again next your customer segments what is the specific consumer that your targeting who are they loudly buy a product the problems are you solving you again your cost structure a revenue model how you making money and what your costs as we talked about earlier


	Before you start a business, what five elements do you need to focus on?
	· Executive Summary: What is your USP?  Who is your customer?  How much money do you need?  What is the return?
· Business/Product Strategy: What is your company’s mission, USP, and strategy, features and benefits of product, and competitive advantages?

· Target Market and marketing plan:  Do you understand your customer and their needs?  The revenue and growth rate of market? Sales and distribution strategy and gaining market share? Marketing plan?
· Management Team/Organization: Who is your team and their requirements?  Do they have the passion and expertise with challenges?  Do they know their areas of responsibility?

· Financial Forecast: What is your assessment of all costs?  Use of funds?  Projections? Revenues and profits? Equity or Debt position?

	Your Successful Business
	
	Describe the four business plan pitfalls
So this included a presentation on that issue him identify the might have some pitfalls they need to try to minimize or avoid don't be unrealistic or sales forecast is easy to overestimate on the size the market and your ability to penetrate the market's you may say this is a $100 million business and you are goals to get just one percent of the entire market or $1 million will that one percent model is so easily is a is just so challenging to execute so again just be realistic think small things slow take your time to realize that you know dislike anything you may do you may not hit a home run on your first day, no block here so so really think strategically and carefully by the size the market and your ability to penetrate the market and to do slowly and strategically and to minimize your chances for failure any mistakes you make along the way so how are also very thorough financial model really is a mention spend the time to understand your costs and also realize that your costs a day will not fear costs tomorrow as you get more business you will be able to be to know in almost every case reduce the cost of your product CFS yourself even from accosting prospective clinical sure product what it caught what it costs you to make it today what it may cost to make any year you have a lot more volume so you need to understand that you do your financial model when your cost based on your really slow and small of volume so you have today where will this make up a number that you're able to only produce her package say one bottle in a minute the what if you had a production line we could do 10 minute that's a huge reduction in your costs and labor costs by your greeting costlier labor costs and some your other efficiencies will Bush will demonstrate dramatically reduce cost of your of your overall product so really think through no one you want to price your product based on phase costs or future costs because the also need that yourself if you price your product to hike as you price the basement to cost you to make it today you may never get to tomorrow may never get to that future state so you may have fact lose money during the first year until you get more volume and that's all you slowly achieve the cost assumptions that you built into your model initially the next potential pitfall is not knowing what you need to know or conversely knowing what you don't know so don't think that you could do everything but instead recognize your own weaknesses know we are really good at the know you're not good at and make sure your team is is really has the skills needed where you don't have the skills yourself and investors with investors yourself as you yourself or your bank or somebody else they want to see also a strong leadership team that will see one person necessarily automated one person is the lead the entrepreneur that one person has experts that they can talk about that are part of their you maybe even their virtual team but I somehow or part of their whole business proposition and maybe the main server advisory role but again you talk to know the breasts in the depth of your management team and lastly is your inability as a potential pitfall is is to to identify your risk so every business has risk so I think it's really important as developing a business plan is to identify it what may happen if you can't get a supply of raw material what may happen if from one year key suppliers goes out of business what may happen if you the owner you know you know just six or out of our need to be at work for Sen. time you know what the risk and how are you going to mitigate those risks to what your tactics to deal with a challenge that he might have see can't really plan your business about potentially flying by the city of cancer but initially thinking much as you can about-plan your business and how you could avoid or minimize any challenges that you might see along the way socially done your homework on the understand your market and your realistic realistic in your expectation
	What are some business plan pitfalls?
	· Unrealistic sales forecasts
· Lack of thoroughness of financial model

· Leadership’s lack of recognition of the need for business skills

· Failure to identity the risks

	
	
	List some of the C’s to have a successful business
C’s to your success

So as I wrap up this presentation I thought I'd talk about the what I call, cutely your CDs to your success not your keys for your CDs so these fees are just a lot of really important words that all have enough firewood C that I think am I like to leave you with you again as we wrap up and summarizes full presentation again number one is having a great concept and whatever you do the distinctive be differentiated so have a truly differentiated business and also a true differentiator product concept so what is your business stand for and what your product stand for number two so you have this great idea but you also need to be the same time driven at all times by the consumer you're an user so it's not about how the product that you want to make you think is wonderful but make sure it's applied to consumers really desire and be driven by the always been driven to the market and not yourself and your operation sought about the equipment that you may have been what you can produce is what people want to purchase and so so always be driven by the consumer on number three we talk about important tasters summer three is culinary member always product must taste great and really make sure that you've had your product evaluated by a wider variety people who really walk away with a great look on their face this product really did taste great met their expectations and hopefully exceeded them number four connections we talked about how important it is the customer service as well to have really strong relations with your customers and number five exceeding expectations for customer every single day so connections is really such units business on to have relationships with a wide array people world community here skip that one of them in the number sixes channels don't really focus on a single idea or single market but diversified so every if you have this great desire to sell at a club store has a say in the expression of all your eggs in one basket so diversify your business look is selling your product whatever may be at restaurants or supermarkets where further processors to schools or institutions again just like you might do if you invest in stocks in the stock market don't put all your eggs in one basket know and and put so much risk out there and you also don't know what really most successful so by really diversifying your product in a variety of channels to be able to see where you can make the most money where he can be able to demonstrate you have the most significant point difference and what marketplace is really the most appropriate one for you to focus your attention so as you begin your business I really recommend you look at multiple channels of distribution to maximize your potential number seven is a talk about his costs so really know every contributor to your costs reach out to various associations that are out there like SB DC and others really help you understand your financials in your business you can't lose money in this business you may have fact lose money initially until you get to some economies of scale as you grow your business but be focused on making money ultimately pain yourself monitor this all the time and make sure you're meeting your expectations and keep this in line so costs are so critical and you you need to be a specifically your costs down to the product level as much as possible is easy for us to look at all of our costs society at a restaurant and all the things I buy an old things I sell that tells you can make a profit up you don't know for making a profit on each individual item or not so in your case you're the product business so you may sell 10 products to know what the costs are of every single product and every single product in how much money you make to sell a product that one channel for us a different channel a different customer on some rate is cash flow is we talked about earlier make sure you have enough money to finance your business on the financial payroll to finance her inventory and to deal with the realities that you may sell your product but not a silly get paid you may pay your own suppliers for example and three days or less but you may not get you may not get money from your customers for 30 days C need to have enough working capital to support your business need to think through that financially we develop a business plan to talk about the importance number nine of culture and really being the right can a company employees are respected and they give their best thing that's important it is to get back the community and make a part of your whole story in and can be clearly committed to that as well on number 11 the whole food industries important to articulate I worked a number large food companies and what I found really interesting when I began my career is how important R&D as research and development is in every large food company Y because of very high percentage of all sales from even 100-year-old company come from products were developed in the last two years so that's why companies are continually innovating is very few products have become an icon that sell year after year after year in the stores those partial rare in becoming rarer but were seen at the supermarket for example and on menus at restaurants is a continual change continual innovation were seen new products all the time so you need to think about that and to may have a great idea for a product line but you need to think about tomorrow and the next day what you do next maybe software for free products may be one doesn't work which are next three products maybe three products to come to the two products become five as you grow your business and so can never stop innovating and enhancing your business enhancing your products making a new making a special and realize also that why you're continually improve your business you also need to be all about change you need to be able to evolve is what you may develop today may not work so much as possible is a great book the correct me up the rock name was wrong here but there's a great book of whose fomite cheese that's all about anticipating change monitoring change changing and further adapting and adapting again says about evolving every day so never rest on your laurels for this is about an and to learn and react learn again and react and to really be a continually innovating company and the last pitches about the Maui food innovation center and have a nice innovation center will be that resource will help support your business was we did talk about the topic


	Check as many C’s which play a part of a successful business.
	· Concept

· Consumer

· Culinary

· Connections

· Customer Service

· Channels

· Costs

· Cash Flow

· Culture

· Community

· Continuous Improvement

· Change


Module 1
Title: Specialty Foods
Learning Outcomes:

1. Define the term “specialty foods” and illustrate why they …
2. Give examples of …? where food marketing opportunities exist
Assessment: Embedded Quiz

Module 2 

Title: Marketing Food “Experiences” - Understanding the consumer psyche and customer mindset
Learning Outcomes:

1. Define and explain the “Food” Industry
2. Explain how food is much more than a dictionary definition
3. Define Experiential Marketing
Assessment: Embedded Quiz

Module 3
Title: Food Trends and Product Differentiation - Standing out from your competition
Learning Outcomes:

Product Differentiation

1. List examples of product differentiation
2. Explain potential uniqueness or competitive advantage for a business or a product
Convenience

1. List what time-starved consumers look for in foods  
2. Provide examples of various convenience preparations and involvement alternatives that exist for the consumer
Variety

1. Explain why variety is relevant for healthy foods
2. Explain  why variety is relevant for functional foods
3. Explain why variety is relevant for indulgent products
4. Explain why variety is relevant for pricing niches
Sensory Stimulation

1. Explain the sensory stimulation differences between perception and reality
2. List and provide examples of the 5 sensory stimulations
Local

1. Define local
2. Explain how labeling a product local can help influence consumer decisions
Social Responsibility

1. Define Social Responsibility
2. Explain how demonstrating social responsibility can help influence consumer decisions
Environmental Responsibility

1. Define environmental responsibility
2. Explain how environmental responsibility can help influence consumer decisions
Sustainable Business Model

1. Explain the sustainable business model
2. Provide an example of a sustainable business model
Education

1. Define signage
2. List items that are considered “product information”
3. Explain how you can utilize signage and information to sell your product
Quality, Consistency, and Service

1. Explain why quality, consistency, and service are important in your business
2. Describe the model of Quality
Assessment: Embedded Quiz

Module 4
Title: Determining your “USP”, and Developing Your Business Plan
Learning Outcomes:

1. Define and explain “Unique Selling Position”

2. List five elements of planning a business

Assessment: Embedded Quiz

Module 5
Title: Business Plan Pitfalls and Successes
Learning Outcomes:

1. Describe the four business plan pitfalls
2. List some of the C’s to have a successful business
Assessment: Embedded Quiz

Course Conclusion
Assessment: Post-Module Quiz

Course Progression
[The course progression represents a comprehensive flow of the modules/lessons/topics for a WBT course. Provide a description of how the course will be organized along with a graphic that visually represents the flow of modules/lesson/topics. Include a visual in this section (e.g., a Visio diagram) or submit it along with this form to your NTED Project Manager. After you insert the image, format it using the “figure” style in the style guide.  Please delete this paragraph prior to submitting the document for review.]

Course Design Matrix
[The Course Design Matrix provides an overview of each proposed module/lesson within the course including objectives, lesson topics, instructional strategies, assessment strategies and practical exercises.  Please complete one matrix template below per lesson (this will require you to cut and paste a matrix for each lesson and complete one matrix per lesson). Please delete this paragraph prior to submitting the document for review.]

Course Introduction
Assessment: Pre-Module Quiz
Module 1: Specialty Foods
· Scope Statement: The student will learn about the specialty foods industry and where food marketing opportunities exist.
· Terminal Learning Objective (TLO): The learners will be able to define specialty foods while learning where food marketing opportunities exist.
· Enabling Learning Objectives (ELO): Define specialty foods.
· Enabling Learning Objectives (ELO): Explain where food marketing opportunities exist.
· Lesson Topics:

· Specialty Foods
· Instructional Strategy: The learner will interact with the slides using Articulate Presenter and will have a short assessment at the end of the lesson topic.
· Assessment  Strategy: Articulate Quizmaker will be used for each ELO.
Module 2: Marketing Food “Experiences” – Understanding the consumer psyche and customer mindset
· Scope Statement: The student will learn the consumer psyche and the customer mindset when it comes to choosing which product to buy.
· Terminal Learning Objective (TLO): Define and explain “food” and Experiential Marketing.
· Enabling Learning Objectives (ELO): Define the “food” industry.
· Enabling Learning Objectives (ELO): Explain how food is much more than a dictionary definition.
· Enabling Learning Objectives (ELO): Define Experiential Marketing.
· Lesson Topics:

· Marketing Food “Experiences”
· Instructional Strategy: The learner will interact with the slides using Articulate Presenter and will have a short assessment at the end of the lesson topic.
· Assessment  Strategy: Articulate Quizmaker will be used for each ELO.
Module 3: Food Trends and Product Differentiation - Standing out from your competition
· Scope Statement: The student will learn the steps to differentiate their product from their competition.
· Terminal Learning Objective (TLO): List examples of product differentiation.
· Enabling Learning Objectives (ELO): List examples of product differentiation.
· Enabling Learning Objectives (ELO): Explain potential uniqueness or competitive advantage for a business or a product.
· Lesson Topics:

· Product Differentiation
· Convenience

· Variety

· Sensory Stimulation

· Local

· Social Responsibility

· Environmental Responsibility

· Sustainable Business Model

· Education

· Quality, Consistency, and Service
· Instructional Strategy: The learner will interact with the slides using Articulate Presenter and will have a short assessment at the end of the lesson topic.
· Assessment  Strategy: Articulate Quizmaker will be used for each ELO.
Module 4: Determining your “USP”, and Developing Your Business Plan
· Scope Statement: The student will learn what USP means and the steps to develop a business plan.
· Terminal Learning Objective (TLO): Know what USP is and how to develop a business plan.
· Enabling Learning Objectives (ELO): Define and explain “Unique Selling Position”.

· Enabling Learning Objectives (ELO): List five elements of planning a business.
· Lesson Topics: Determing your “USP” and Developing Your Business Plan
· Instructional Strategy: The learner will interact with the slides using Articulate Presenter and will have a short assessment at the end of the lesson topic.
· Assessment  Strategy: Articulate Quizmaker will be used for each ELO.

Module 5: Business Plan Pitfalls and Successes
· Scope Statement: The student will learn the pitfalls and successes of starting a business.
· Terminal Learning Objective (TLO): Know how to avoid pitfalls and to strive for successes when creating their business plan.

· Enabling Learning Objectives (ELO): Describe the four business plan pitfalls.
· Enabling Learning Objectives (ELO): List some of the C’s to have a successful business.
· Lesson Topics: Business Plan Pitfalls and Successes
· Instructional Strategy: The learner will interact with the slides using Articulate Presenter and will have a short assessment at the end of the lesson topic.
· Assessment  Strategy: Articulate Quizmaker will be used for each ELO.
Estimated Contact Time
[Estimated contact time refers to the amount of time the average user would require to view all of the content including summary screens, content screens, knowledge check, and practical exercise screens. Please use the matrix below as a guide to determine the length of the course.  Estimate the following per screen:

· Introduction/Summary/Objective Screens: .5 min.

· Content Screens: 1 min.

· Knowledge Check (KC) / Practical Exercises (PE) Screens: 2 min.

Please delete this paragraph prior to submitting the document for review.]

[Enter the Modules/Lessons Title]
· Objective Screens (min.): [Enter # of Objective Screens and Minutes]
· Content Screens (min.): [Enter # of Content Screens and Minutes]
· Knowledge Check (KC)/Practical Exercises (PE) Screens (min.): [Enter # of KC/PE Screens and Minutes]
· Total Screens/Minutes: [Enter the Total Number of Screens and Minutes.]
[Enter the Modules/Lessons Title]
· Objective Screens (min.): [Enter # of Objective Screens and Minutes]
· Content Screens (min.): [Enter # of Content Screens and Minutes]
· Knowledge Check (KC)/Practical Exercises (PE) Screens (min.): [Enter # of KC/PE Screens and Minutes]
· Total Screens/Minutes: [Enter the Total Number of Screens and Minutes.]
Development Schedule
	STAGE
	TARGET
	COMMENTS/Links
	ACTUAL
	STATUS

	ANALYZE
	
	
	
	

	· Needs Assessment
	
	
	
	Completed

	· Define Project Scope
	
	
	
	Completed

	· Determine Resources
	
	
	
	Completed

	· Create Project Schedule
	
	
	
	Completed

	· Target Audience Analysis 
	
	
	
	Completed

	· Environmental Analysis
	
	
	
	Completed

	· Job Analysis
	
	
	
	Completed

	· Task Analysis
	
	
	
	Completed

	· Content Analysis
	
	
	
	Completed

	· Learning Analysis
	
	
	
	Completed

	· Media/Delivery Analysis
	
	
	
	Completed

	DESIGN
	
	
	
	

	· Write Learning Objectives
	
	
	
	Completed

	· Develop Content Outline
	
	
	
	Completed

	· Determine Design Strategy
	
	
	
	Completed

	· Develop Instructional Strategies
	
	
	
	Completed

	· Chart Course Progression
	
	
	
	Completed

	· Determine Assessment Strategy
	
	
	
	Completed

	· Determine Evaluation Strategy 
	
	
	
	Completed

	· Review Style Guide 
	
	
	
	Completed

	· Document Technical Functionality 
	
	
	
	

	· Write Course Design Document
	
	
	
	Completed

	DEVELOP
	
	
	
	

	· Develop Alpha (One lesson/quiz)
	
	
	
	In Progress

	· Develop Beta (Entire course)
	
	
	
	In Progress

	IMPLEMENT
	
	
	
	

	· Push to Preview Server/LMS
	
	
	
	

	· Coordinate Credit/Admin 
	
	
	
	

	· Go Live on PROD Server/LMS 
	
	
	
	

	EVALUATE
	
	
	
	

	· Third Party SME Review.
	
	
	
	

	· Kirkpatrick Level I, II, III, IV
	
	
	
	

	· Revise Course 
	
	
	
	


Review Checklist

· Are objectives stated clearly?

· Do objectives include conditions and criteria for evaluation?

· Are course requirements consistent with the objectives set by the instructor?

· Do chapters / topics thoroughly cover the course’s objectives?

· Do the learning objectives match the learning outcomes?

· Does the overall content and structure of the course meet its instructional objectives?

· Is the design clear and consistent, with appropriate directions?

· Is the course easy to navigate and offers assistance with technical and course management?

· Is the course navigation structure consistent and reliable?

· Are the course’s hardware and software defined?

· Does the architecture of the course allow SME to add content, activities and extra assessments?

· Does the course have a concise and comprehensive overview or syllabus?

· Does the course include:

· Examples

· Analogies

· Case Studies

· Simulations

· Graphical Representations

· Interactive Questions

· Is audio and on-screen text in sync?

· Does the content flow seamlessly, without grammatical, syntactical and typing errors?

· Is the content up-to-date?

· Is the content aligned with the curriculum?

· Are the desirable outcomes incorporated in the content?

· Is the content in compliance with copyright laws and all its quoted material cited correctly?

· Does the course engage students in critical and abstract thinking?

· Does the course have prerequisites or require a technical background?

· Are the images and graphics of high quality and suitable for the course? Are practice and assessment questions interactive and do they focus on the course’s objectives?

· Does the course structure use appropriate methods to measure student mastery?

· Are assignments relevant, efficient and engage students in a variety of performance types and activities?

· Are assessments fair, clear and effective?
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