10 Key Ingredients to
Developing a Successful
New Retall Product




Agenda

10 Key Ingredients List

Introductions

Strategy, targets, organization

Product development, testing, regulatory/food safety
Packaging design

Marketing plan, measurement

Case studies, Q&A
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Focus early on consumer strategy
Identify consumer target

Plan for the trade i channels and buyer

Align with organizational priorities & select optimal team
Develop a winning product

Conduct adequate testing T consumer and operational
Understand regulatory and food safety requirements

Create sales generating packaging
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Prepare a detailed marketing plan

10. Measure results and assess process
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Introductions

ANancy Peterson
- Founder, Emerging Brands Marketing \( Emerging Brands
- 30 years experience launching successful new Marketing
products and businesses
-Formerly at Gortonds Seafoods

ABob LaFreniere
- Food Safety Lead Auditor, TUV SUD America @
- 30 years experience product development, ,
regulatory and labeling, quality assurance
- Leading roles at Kraft, Highliner

America

ADale Casto
- President and Co-Owner Wright Design m
- 35 years experience sales, product
management, advertising and packaging design
- Roleswithi Car nati on, Col ombo, H. P. Hood
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Reason for being
A Competitive superiority

A Product benefit,
consumer need

- Unique or preemptive
-  Relevant
- Believable

-  Provable/demonstrable




Consumer Strategy

Unique Selling Proposition
(USP)

A Who You Are

A What You Do

A Unique Benefits




Who will buy your product

A Demographics

A Lifestyle/
psychographics




Trade Considerations

Channel target

Conventional supermarkets
Mass merchandisers
Natural

Specialty

Club
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Trade Considerations

Primed for buyer
A What will it replace?

A Differentiation from
current offerings
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A Top management/board support
A Alignment with overall corporate objectives
A How will this benefit the company?
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Selecting Your Team 1T the Right Mix

Representation from key functional areas

R&D/Chef
Operations
Marketing/Sales
QC/Regulatory
Purchasing
Logistics
Finance
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Kick-off meeting- critical to success
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Product Development

Bob LaFreniere




The Development Process

A Planning
A Concept Development

A Consumer and
Operational Testing L

A Anticipate Issues

A Regulatory/Labeling
A Food Safety

A Full Scale Testing =
A Go to Market




Planning

A Assemble the team

A List & sequence tasks
A Clear hand offs
A Map out the critical path

A Get commitment!
A Monitor and adjust
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4 Concept Development

A Make the idea real
(see, touch, taste, smell)

I Product samples
V Ready to go

V Gold Standard
I Package samples

I Process tests

A Go/No go decision




4 Consumer and Operational Testing

Consumer Tests
A Concept tests
A Tasting
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4 Consumer and Operational Testing

Consumer
A Concept tests
A Tasting

Small Scale Operational

A Prove the concept
I Make a sample
I Testthe Process
I Tryin packaging

Go/No go decision
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Anticipate Issues

A Shelf life

A Distribution

A Capacity

A Sourcing

A Regulatory

A Preliminary costing
A Sales samples
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\ Regulatory/Labeling

A FDA Food Labeling Guide
A Nutrition (NLEA)
A Food Allergens (FALCPA)

A Net Weights 1 Maximum
Allowable Variance (MAV)

A USDA Country of Origin Labeling
(COOL)




Food Safety

AGood Manufacturing Pract.i

A Seafood Hazard Analysis and Critical Control
Points (HACCP)

A Bioterrorism Act of 2002




Full Scale Operational Testing

A Commercialization
A Begin transfer to operations

A Verify product, process and
package

A Go/No Go
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Go to Market

A Hand off to operations
A Specifications
I Raw Materials
I Packaging / Labeling
i Process
I Finished Product




Packaging Design

Dale Casto




Packaging Design - Preparation
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Alnformation & Materials Gathering
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Packaging Design - Brand ldentity

A Consider multiple options

ARelate to overall strategy o




Packaging Design T Concept & Graphics

A Copywriting
ADesign concepts
AConsumer research
ADesign revisions

ALegal approvals

APhotography / lllustration
APrinter Selection

AFinal art files for printer




Packaging Design 1 Case/Tray

Case/tray Design
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Packaging Design i Printing

APrinting Prep

DESIGN OVERLAP-

Aol ROVED
INTO SEALING 0% OF
ADJACENT PACKAGE . 152
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A Color separations/plates
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APrintero6s Pr
A Press run
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STALING ZOME LIMIT CTHEDRETICAL)

DESIGN OVERLAP INTO SEALING 200

o PACKAGE LIMIT (SLITTING LIND
Original

A Design Process | -
12 to 18 weeks

s

T YOUREAD.
AND FOLLOW AL DESKIN SHECHICATIONS AS OUTUNED.
TETRA PAY PRNTING SPECS DOCUVE)
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FRILLIETO 00 50 MAY CAJSE DELAYS AND ADONTIONAL COST.

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

Dale Casto




Sell Two Critical Target Audiences

A The buyer A The consumer




The 5 and 5 Rule

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

The supermarket frozen food case
Behind the misty door - confusing
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Consider the Selling Environment

The supermarket frozen food case
Better visibility




