


MOVING	YOUR	BRAND	UP	THE	FOOD	CHAIN™																																																
SPEC IAL 	PRE -RELEASE 	DOWNLOAD 	

	 1	

Chapter	1:	Is	This	Book	for	You?	

Is	this	book	for	you?	It	could	be	if	you	answer	yes	to	the	following	
questions:	

• Do	you	sell	a	food	product	to	retailers	and/or	food	service	

outlets?	

• Do	you	ever	wonder	why	the	buyer,	or	gatekeeper,	passes	

on	your	product	and	opts	for	the	product	offered	by	your	

competitors	instead?	

• Are	you	interested	in	hearing	what	grocery	merchandising	

and	food	service	procurement	professionals	are	looking	for	

and	possibly	missing	from	their	food	supplier	partners?	

This	book	could	also	be	for	you	if	you	answer	no	to	these	
questions:	

• Are	you	at	your	top	capacity	in	terms	of	food	shipments?	

• Does	your	brand/label	own	or	share	the	top	market	share	

in	your	local	market’s	grocery	aisle?	

• Do	you	know	why	your	top	customers,	including	your	end-

line	consumers,	prefer	your	product	over	the	product	

offered	by	your	competitors?	

• Are	you	procuring	top	pricing?	

• Do	you	understand	how	to	leverage	macro	and	consumer	

food	trends	into	sales	for	your	product?	
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I	tackle	these	questions	within	the	chapters	of	this	book.	And,	
although	I	have	been	on	the	front	lines	as	a	director	of	marketing	
for	many	consumer	products,	this	book	is	not	simply	filled	with	
personal	anecdotes	about	the	tricks	and	tips	used	to	support	the	
sale	of	a	product.	Such	information	will	not	help	you	because	your	
products,	region,	customers,	and	internal	sales,	operations,	and	
distribution	models	are	all	different	from	those	I’ve	worked	with	in	
the	past.	

I	took	the	same	approach	to	this	book	that	NewPoint	takes	to	the	
work	we	do	with	our	client	partners—I	did	the	homework.	I	talked	
to	grocery	merchandising	and	food	service	procurement	
professionals.	I	asked	them	the	following	questions:	

• What	is	the	buyer	looking	for	in	a	branded	food	partner?	

• What	are	pros	and	cons	to	being	a	local	or	regional	food	

brand	supplier?	

• What	are	two	or	three	questions	you	wish	food	

manufacturers	(current	or	new)	would	ask?	

Although	I	asked	these	questions	while	composing	this	book,	I	also	
intend	to	keep	asking	questions	on	a	regular	basis—probably	every	
six	months	or	so—because	the	food	industry	is	not	a	static	
environment.	It	is	fluid.	

At	NewPoint,	we’ve	found	that	whenever	we	ask	grocery	
merchandising	and	food	service	procurement	professionals	these	
questions,	their	answers	change.	Sometimes	their	answers	are	
based	on	the	buyer’s	corporate	goals	for	the	current	cycle.	Their	
answers	are	also	influenced	by	a	myriad	of	other	things	such	as	the	
general	competitive	supermarket	landscape,	consumer	trends,	
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company	initiatives	on	evolving	government	regulations	for	
labeling	and	food	safety,	as	well	as	local	sourcing,	transparency,	and	
so	on.	

Ultimately,	this	book	is	for	you	if	you	want	to	move	your	brand	up	
the	food	chain.	It’s	for	when	you	ask	the	biggest	question	of	all:	is	
now	the	time	to	accelerate	growth?	Only	you	and	your	team	will	
know.	

The	indicators	are	there.	Product	sales	are	growing	steadily.	
Customers	are	asking	for	more	from	your	company.	Your	business	
has	started	to	bump	up	against	the	big	chains	more	often.	It’s	not	
unusual	for	a	smaller,	local	or	a	regional	player	to	be	viewed	as	a	
commodity	or	a	“value”	brand.	Are	you	happy	with	that	
designation?	

Most	of	the	companies	NewPoint	works	with	have	higher	
aspirations.	They	want	to	mean	something	more	to	their	
customers.	They	are	focused	on	customer	service.	They	strive	to	
partner	with	the	gatekeepers	in	the	food	industry	and	provide	good	
products	at	a	fair	price.	

Often,	however,	these	companies	encounter	a	capacity	issue	and	
not	the	type	involving	the	company’s	operations.	These	companies	
do	not	have	a	processing,	manufacturing,	or	a	sales	issue.	They	
simply	do	not	have	the	capacity	to	create	a	sustainable	and	
engaging	marketing	strategy.	Most	of	these	executive	teams	
running	regional	food	companies	have	excellent	leadership,	great	
operations	teams,	and	awesome	sales	teams.	They	truly	believe	
that	they	have	better	and/or	different	products	and	that	they	just	
need	help	in	marketing,	which	can	make	the	difference	between	
being	a	selling	business	that	grows	and	one	that	remains	a	small	
commodity	product	line.	Unfortunately,	these	executives	simply	
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don’t	know	what	to	say	when	the	gatekeepers—the	grocery	
merchandising	and	food	service	procurement	professionals—ask	
them	why	it	should	be	their	product,	and	not	the	competitor’s	
product,	on	the	shelf.	

In	the	highly	competitive	world	of	the	food	industry,	brand	equals	
margin,	and	marketing	makes	the	brand.	

You	should	continue	reading	if	you	want	to	learn	how	to	make	
informed	decisions	in	areas	such	as	positioning	your	company	
against	competitors,	product	packaging,	and	leveraging	macro	and	
consumer	food	trends.	These	are	all	aspects	of	marketing	strategies	
that	will	help	transform	your	product	line	into	a	brand	and	create	a	
demonstrable	difference	in	how	your	line	is	viewed	by	the	buyer.	
When	this	happens,	it	can	signal	that	your	company’s	product	line	
is	emerging	as	a	true	brand,	which,	in	turn,	can	signify	the	upward	
price	flexibility	and	margins	associated	with	being	a	name-brand	
product.	

Within	this	book,	I	address	numerous	topics	aimed	at	helping	local,	
smaller,	and	regional	food	brands	propel	themselves	up	the	food	
chain.	The	topics	have	been	divided	into	general	sections,	including	
an	industry	overview,	brand	reconnaissance,	brand	advantage	
strategies,	brand	growth	programs,	and	brand	prosperity	and	long-
term	planning.	We	will	proceed	as	follows:	

Chapter	2:	Size	and	Location	Matter.	In	the	past	five	years,	smaller	
brands	and	private	brand	manufacturers	grew	more	rapidly	than	
the	25	biggest	U.S.	food	and	beverage	manufacturers.	This	
translates	to	the	top	25	food	brand	manufacturers	losing	a	3.5	
percent	market	share	to	their	smaller	competitors.	The	opportunity	
for	growth	is	there.	
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Chapter	3:	The	Buyer’s	Perspective.	Here	I	analyze	the	interviews	
NewPoint	conducted	with	retail	buyers,	distributors,	and	brokers.	I	
also	discuss	what	differentiates	manufacturers	and	how	a	company	
leverages	that	differentiation.	

Chapter	4:	Marketing	Is	Everything.	How	can	a	small	brand	
compete	with	the	big-budget	well-known	brands?	By	taking	a	page	
from	their	marketing	book	and	developing	a	strong	brand	through	
an	effective	strategic	marketing	plan.	Marketing	isn’t	the	only	way	
to	elevate	a	brand,	but	it	can	mean	everything.	

Chapter	5:	Internal	Plans	and	Goals.	Big	picture—where	do	you	
want	to	be?	Is	your	goal	a	larger	market	share	or	increased	profits?	
You	must	know	what	goals	are	to	create	your	internal	plan.	Then	
you	can	decide	what	the	internal	challenges	you’ll	need	to	face	to	
reach	your	goal.	

Chapter	6:	External	Market	Factors.	What	are	your	external	market	
factors?	Learn	how	to	establish	product	differentiation	through	
industry,	category,	competitive	and	trend	analysis.	

Chapter	7:	Foundational	Brand	Development.	Ascertain	your	true	
and	clear	brand	strength,	brand	position,	brand	promise,	and	brand	
message.	Using	these	discoveries,	you	can	develop	a	brand	that	
resonates	with	your	core	target	audience	and	differentiates	you	
from	the	competition.	

Chapter	8:	Branded	Visual	Identity.	Consistency	in	your	brand’s	
visual	identity	is	vital	to	developing	and	nurturing	a	loyal	consumer	
base.	Develop	your	logo,	packaging,	sales	support	materials,	and	
other	aspects	of	a	visual	brand	identity	by	establishing	consistent	
styles,	fonts,	colors,	and	visual	imagery	for	your	product.	
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Chapter	9:	Packaging.	Learn	how	to	stand	out	and	make	a	lasting	
impression	in	just	a	few	seconds,	while	also	understanding	the	
importance	of	product	labeling	and	food	safety.	

Chapter	10:	Branded	Campaigns.	Creating	marketing	messages	
emphasizes	your	brand’s	essence	and	appeal	to	its	core	audience.	
Here,	I’ll	discuss	the	importance	of	both	digital	and	traditional	
marketing	channels,	and	familiarize	you	with	the	Brand	Affinity	
Matrix.	

Chapter	11:	Brand	Management.	In	this	chapter,	you’ll	discover	the	
role	that	brand	managers	play,	including	their	responsibilities,	keys	
to	their	success,	and	common	brand	management	mistakes.	
Effective	brand	management	can	turn	a	manufacturer	that	simply	
makes	something	into	one	that	is	something.	

Chapter	12:	Brand	Activation.	To	aid	in	your	brand’s	growth,	you	
need	to	build	a	complete	brand	marketing	plan	and	support	sales.	
Here,	I’ll	cover	developing	a	plan	that	addresses	activation	
strategies,	awareness	tactics,	engagement,	couponing,	buyer	
presentations,	and	other	tactics	to	package	your	brand’s	campaign.	

Chapter	13:	Regional	Brand	Powerhouse.	Learn	to	dominate	your	
chosen	region	by	defining	your	target	area	and	concentrating	on	it	
through	focused	marketing	and	grassroots	tactics.	Then	you	create	
your	plan	for	sales,	marketing,	and	operations	growth.	

Chapter	14:	Get	Digital	and	Grow	the	Brand.	To	further	add	growth	
through	advertising,	embrace	digital	marketing	by	developing	social	
media	and	other	online	engagement	strategies.	You	can	create	a	
circle	of	consumer	feedback	and	response,	cultivate	brand	
evangelists,	and	improve	your	customer	service	all	through	social	
media.	
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Chapter	15:	Public	Relations	and	Crisis	Management.	In	this	
chapter,	I	discuss	a	content	strategy	for	customer	and	consumer	
communications,	ranging	from	promotions	and	new	product	on	the	
shelves	to	consumer	complaints	and	recalls.	

Chapter	16:	Strategic	Product	Development.	Growth	happens	
through	innovation.	In	this	chapter,	I’ll	teach	you	to	develop	new	
products	by	identifying	your	ideal	customer,	tracking	and	leveraging	
trends,	discussing	your	buyer’s	needs	and	preferences,	and	
engaging	in	effective	and	efficient	development.	
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Q: Why Now for Small & 
Mid-Sized Food Brands?

A: Trends, facts and 
sales agree: it has never 
been a better time to be a small, 
local and/or regional brand.

In the past 5 years, smaller brands and private brand manufacturers grew more rapidly than 
the 25 biggest U.S. food and beverage manufacturers. This translates to the top 25 food brand 
manufacturers losing 3.5% market share to their smaller competitors. The opportunity is there.
This book, addresses numerous topics aimed at helping local, smaller and regional food brands move themselves up 
the food chain. The topics have been divided into general sections, including an industry overview, brand reconnaissance, 
brand advantage strategies, brand growth programs, and brand prosperity and long-term planning. 

We interviewed retail buyers who and they said things like this: 

“It’s harder to compete with the big guys when you are a smaller supplier. 
It’s harder to expand into other markets, where consumers may not be familiar with your 

name versus a national brand. But a lot of the national (retailers) today want what’s regional. 
So it can be done. Absolutely.”

                                            - MM, Senior Buyer, 22 years’ experience

Visit newpointmarketing.com/MovingYourBrandBook.com to pre-order today! 


