Terry Frishman 
Food Marketing / Business Consultant & Instructor 

(Institute of Culinary Education, Natural Gourmet Institute, New School Food Studies)
TFrishman@CreativeMarketingWorkshops.com 212.580.2737
There’s a Light at the End of the Tunnel!

For the Greenpoint Food Market - Saturday, June 26, 2010

How Do You Know You Have a Viable Product?

· Repeat?

· Good value?

· Priced to Make Profit on Each Sale?
· Meaningful Point-of-Difference (why someone buys your product over others)? 

· Ingredients

· Health Benefits 

· New Flavors 

· Item Size /  Shape 

· Premium Quality 

· Social / Environmental Cause  

· Package System 

· Packaging Innovations / Applications – especially eco-friendly

· Outstanding Gift Packaging 

· Convenience

Mandatory / Recommended Expenses  
· NYS Dept. of Ag. & Markets (for manufacturing - retail) http://www.agmkt.state.ny.us/FS/general/license.html
· Food Handler’s License 

· Legal Kitchen
· Incubators, Self-Produce, Co-Packers

· Food Technologist & Process Assistance
· Product Shelf-life (Regulatory & Food Safety, Pathogenic bacteria)
· Testing (pH, Water Activity, etc.)
· Production Facilities  
· Scaling Up
· Scheduled Process
· Institute of Food Technologists www.ift.org/sections/nyift for NY

· Rutgers Center for Advanced Food Technology 732-445-6130; 908-445-6130
· Cornell University Food Venture Center 315-787-2273; 2011
· Insurance

· Product Liability (based upon sales / nature of product)
· General Liability (tripping / falling)

· Property, Worker’s Compensation, Disability, Fire, Group Health…

· Retail Sales Tax
Packaging w/ Legally-Required & Recommended Information 
· Product Name with Trademark™ / Registration ®

· Net Weight (Grams / Ounces; if Liquid, Fluid Ounces)

· Ingredients Line (Most to Least)

· Allergens 
· Milk, Eggs, Fish, Crustacean Shellfish, Tree Nuts, Peanuts, Wheat, Soybeans                                           

· Handling / Storage Information 
·  Refrigerate After Opening, Shake Before Using, Keep Frozen

· Contact Information (i.e. Address, Phone, Website)

· Nutritional Requirements – Exemption option
· Certifications - Organic / Kosher / Halal Symbols

· Sell Copy 

· Directions & Recipes 
· UPC
· Product Dating Code - Best By Date / Julian Code / Lot

(http://www.cfsan.fda.gov/label.html - for details of government requirements)

How Do You Make It Work Financially?

· Assess Break-Even; Ideally Write a Business / Marketing Plan
· Work Towards Exceeding Minimum Sales … but don’t go too quickly!
The Light - Sales Upside!
· GFM – great incubator, test market, build customer loyalty, get feedback & cash flow
· Must Expand Sales to Cover Overhead / Make More $ Beyond GFM
· Specialty Food Stores 

· Gourmet Coffee and Tea; Cafes 

· Chocolatiers, Bakeries  and Ice Cream Stores
· Fish and Meat Stores

· Upscale Supermarkets, Delis
· Natural Food & Health Stores 

· Department Stores 

· Gift Boutique Stores & Gift Basket Companies

· Warehouse Clubs

· Direct Sales (Catalogs, Internet, By-Mail Subscription Services)
· Foodservice Accounts

· Non-Traditional Outlets with Some Gourmet Food

· Chains (e.g. kitchenware, bookstores, sporting goods)

· Airport, Train and Bus Stations, Mall Stands
· Religious Institutions, Convenience Stores

· Health Clubs, Hospitals, Salons & Personal Care Shops
· Food Shows, Street Fairs, Flea Markets 

Suggested Retail Price
· “Top Down” Approach
· Parity 
· Premium
· Competitive 

· “Bottom Up” Approach - Cost Plus 

Cost of Goods Sold (COGS)

· Raw Materials 
· Ingredients (delivered cost)

· Packaging
· Consumer Unit (i.e. glass, labels, lid, box)
· Internal Packaging (i.e. plastic bags, foil wraps)
· Outer Case (including dividers, labels, filler – popcorn, etc.)
· Glue, Tape, Ink

· Labor 
· Pre-production prep, production line and lab, quality control, shipping, supervising / managing

· Waste 

· Line loss / returns / recalls

· Fixed Production Costs
· Building rent/cost, capital costs like interest on borrowed 
money, machinery, depreciation
· Variable Production Costs 
·  Power, sanitation, government / kosher inspections

· Warehouse / Receiving

· Handling / Shipping (ideally FOB)
· Combine Both Approaches
Average Manufacturer Gross Profit Margin 40-50%

Gross Profit = Selling Price – COGS

Gross Profit Margin = Gross Profit / Selling Price 
Beware:  New Product Success Rate Statistics
· Majority Fail
· Why?
· Financial Issues

· Insufficient Capital (Money / Cash Flow)

· Over-Investment in Fixed Assets

· Too Small Profit Margin

· Poor Credit Arrangements

· Personal Use of Business Funds 

· Experience Issues

· Lack of Experience 

· Poor Inventory Management 

· Low Sales 

· Unexpected Growth  

· Competition

· Poor Location 

Additional Next Steps:

· June 27-29th NASFT show at the Javitz Center www.nasft.com  

This Sunday-Tuesday – Optionally taste thousands of products, assess competition, make great industry contacts and be inspired by packaging ideas, new products, award-winners, trends, etc.

· Consider taking How To Launch & Market A Food Product class (or others) with Terry Frishman at:

· The Institute of Culinary Education

· The Natural Gourmet Institute of Food & Health

· New School University, Food Studies

· Consider taking an inspiring, customized, action-oriented Next Level Workshop Series – a great way to move forward towards achieving your professional dreams. These 6 sessions meet approximately every other week, with only 3 other attendees. Get help to define your product positioning, goals, objectives, priorities, timing, budget, sales opportunities, etc., as well as direction and suggestions on how to hopefully reach new heights while overcoming any issues experienced since the prior session. See attached sheet for more info and the following tentative dates:
Tuesday Lunches 11:30 am-1:30 pm: 
July 6th, 20th, Aug 3rd, 31st, September 14th, 28th, Oct. 19th

Evenings 6:30-8:30 pm:

Mondays July 26th, Aug. 9th, 23rd, Sept. 13th, 27th; Tuesday Oct. 19th

"Had I taken this Workshop Series two years ago - my business would be in a much better, more profitable place! Terry has helped me clarify exactly what I want from my business, provided many avenues of ideas and most importantly, recommended ‘how to's’ to make them a reality. Working in a small group is also a huge plus. We help each other, root each other on, network and make new friends."
· Jessica Eliav, Marigold Couture - Catering & Gift Baskets
 
The Next Level Workshop Series
6 Sessions To Help You Professionally Move Forward
The Group's Key Objective:  To help you achieve your professional dreams by moving each person's business forward while helping each other assess where they are, where they want to be and how they want to get there. Then, helping get there!
Key Strategies: 
  To share professional advice, respectful counsel, honest discussion and resources in a confidential environment.

 

  To act as an informal "Board of Directors" for each other's business.

 

  To set deadlines to meet goals -- at each session, everyone reports on key learnings and progress which helps to move each business forward.

 

  To learn from Group Leader Terry Frishman and each other.

 

Commitment:  Must attend all 6 sessions in a Business Group out of respect to other attendees and own business objectives. 

 

Meeting Format:
Current business / concept status /brief history (career background), key goals and objectives, any perceived issues and / or key next steps.

 

Group feedback; set some initial goals per person (if not already presented), with suggestions on how to make them happen. 

 

Personal updates (tacitly forcing forward movement), e.g. new news, research results, goal status, issues or obstacles and discussion.

 

Location:  20 West 84th Street, 6D - (Columbus / Central Park West;  B,C,1,9 to W 86). 

Cost:  Special Greenpoint Rate of only $800 / 6 sessions; Normally $1,200 per person. 

Checks payable to “Creative Marketing Workshops” at above address. Can use paypal (TBD).  Please contact TFrishman@CreativeMarketingWorkshops.com or 212-580-2737 to confirm availability, dates and details.
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