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A “must-read” for local or regional food companies looking to get on – and stay on – 
the retail shelf and maximize the value of their brand.”

Edward Reidy, President Happy Apples

Moving Your Brand Up
the Food Chain™

Marketing Strategies to Grow Local 
& Regional Food Brands

By Patrick Nycz
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“Natural, organic, local, sustainable, craft, artisan – the market for food is exciting and
dynamic – and the market is open to food entrepreneurs with exciting new prod-
ucts/concepts. But, building a local or regional food brand and carving out space in the
food store and food service market is a daunting task for anyone, let alone an entre-
preneur/small company.

In Moving your Brand up the Food Chain, Patrick Nycz has pulled back the curtain on
building an exciting and profitable food brand. Loaded with original research and case
examples, Nycz takes the food entrepreneur/regional food company through every
step of the brand building process in a pragmatic, focused way. (Not to be missed is
Chapter 3, The Buyer Perspective, where results of extensive interviews with food buy-
ers/retailers provide deep insights into what it takes for a new food product/company
to be successful with their organizations). If you are ready to take your food product
from the farmer’s market or CSA to the food store, or ready to take your local brand
to regional/national distribution, this book is for you.”

Jay Akridge, Glenn W. Sample Dean of Agriculture, Purdue University

“I’ve seen the principles in this book in action! There is no question the marketing
strategies Patrick and NewPoint has guided us through work and have been a big part
of growing our Indiana Kitchen brand over the past decade.”

Russell L Yearwood, President, Indiana Packers Corp.

“Through this book, Patrick presents a systematic process that really helps you focus
on what’s important for the success of your products and brand allowing you to avoid
costly and brand-killing trial and error. Everyone knows it’s important to stand out but
you must get on the retail shelf first. This book will guide there and maximize the value
of your brand.”

Edward Reidy, President Happy Apples

Even after working and being so familiar with Patrick and his marketing team for more
than 30 years, it’s still fascinating to see their principles outlined so clearly in this book.
It’s like the reverse of applied learning, and it only validates how they have a unique
ability to know your business so well, and still surprise you with new ideas. Without
question, for anyone in the food-industry who is thinking in terms of a brand launch—
rather than a product launch—these pages offer a great recipe.”

Michelle Wibel, CFSP, President, Nemco Food Equipment
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A really great systematic approach to branding with a focus on food & beverage com-
panies. The retail buyer quotes and perspectives add a very practical approach to the
creating, producing, marketing and selling a product. Nice job!

Cary Gutwein, President, Copper Moon Coffee

“

In the local food-flooded market, voicing your own story is key to standing out in the
sea of competing brands. But where do you begin? The first, and often hardest, step is
articulating why you do what you do. No one can tell that story better than you, and
this book will help. Nycz and his team at NewPoint are veterans at helping companies
attain their foundational brand messaging. Moving Your Brand Up the Food Chain is an
invaluable compass for orienting your brand and getting it on track.”

Heather Tallman, Indiana Grown Membership Development Program Manager, 
Indiana State Department of Agriculture

It is as if a string of perfect miracles needs to happen for a successful new food product
launch. Patrick’s book is laid out in clear detail like a road map to achieve these goals.

Vince Ligas, 41 Years Retail Meat Industry

As a former marketer at General Foods, as well as President of a Consumer Retail Pack-
age Company, I can tell you Patrick’s book captures the essence of what regional food
companies need to know to be successful marketing, selling and distributing their food
products to retailers. This book could be re-titled, “Quick Review of Marketing Essen-
tials for Successful Selling.” Use this book as your constant reference during the entire
life cycle of your food product line, and this will insure long term success.

Barrie Simpson, Food & Consumer Products President, Retired

Are you a small regional brand going up against the big guys? Want to expand your dis-
tribution and increase your margins? Read this book and learn how with Patrick and
his NewPoint team helped double our retail sales 3 years in a row!

Randy Toleman, Food Industry Consultant, Past V.P. Sales & Marketing, Mariah
Packing Co & Indiana Packers Corp.
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Chapter 9

PACKAGING

How great would it be if your brand was instantly recognizable to

almost 100 percent of your target market? Well, Coca-Cola is exactly

that, and Coca-Cola’s target market is everyone on Earth.

It’s common knowledge in the business and marketing worlds that

Coca-Cola’s logo is recognizable to a whopping 94 percent of the world’s

population, but what many of those millions truly recognize is more

than the logo. It’s Coca-Cola’s whole package. The vibrant red-and-

white contrast of its color scheme. The rakish style of its typeface. The

dynamic contours of its original container—that iconic fluted glass bot-

tle, which still appears as an image on Coca-Cola packages today. That’s

first-class packaging at work, and it’s turned Coca-Cola into one of the

biggest fish in the food industry pond.

Now it’s your turn. You understand your place in the evolving

market. You’ve studied the demographics and psychographics, so you’re

familiar with the tastes and preferences of your target market. You know

the competition and you know your planograms. From your mission,

message, position, and identity to your colors, fonts, and styles, you

know it all. Now for the hard part: convincing end-line consumers to

choose your product over all the others in a matter of seconds.

In many ways, your brand’s packaging is just as important as the

product it contains. By definition, product packaging simply consists of

all aspects of the container that a product comes in, including materials,

shape, graphics, and additional features such as openings, closures, caps,

and dispensers. However, your brand’s packaging means much more

than that. Done right, your packaging will attract shoppers, make your

brand stand out, facilitate purchase, tell your story, and encourage

SAMPLE CHAPTER 9: Packaging

SAMPLE CHAPTER 9: Packaging



brand loyalty, all in the blink of an eye in the most competitive of envi-

ronments.

When you consider all of this, designing your brand packaging

offers a great opportunity to outshine the competition based on the fol-

lowing facts:

* According to a study by the Journal of Applied Packaging

Research, consumers spend approximately two to three seconds

examining a product on the shelves and a full 90 percent of con-

sumers make a buying decision based on the packaging alone.

* According to a study by the shopping analysis company

WestRock, approximately 66 percent of consumers tried some-

thing new because the packaging caught their eye and 35 percent

of consumers changed brands because of new packaging.

* According to numerous sources, an estimated 70 percent of all

purchasing decisions are made at the retail shelf.

It’s obvious that your packaging design is a critical factor for your

company’s survival and growth. In addition, there’s a lot of information

that needs to be conveyed very fast in a world that’s already very over-

stimulated.

Relying heavily on my own extensive experience as well as exhaus-

tive recent market reports by WestRock and the Journal of Applied Pack-

aging Research as well as other industry research, I’ll use this chapter to

discuss all the facets of effective packaging in detail. I’ll begin with the

business-to-customer side of your packaging, including its role as a

brand ambassador and difference-maker, as well as the fundamentals of

nutrition labeling and the rise of clean labeling. I’ll also address the more

practical areas of packaging such as functionality and safety. Together,

the aesthetic and functional attributes of your packaging can make the
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difference between success and failure for you, your company, and its

brand.

THE WHOLE PACKAGE ON PACKAGING
Packaging Basics

For the purposes of marketing, packaging consists of logos,

labels, nutritional information, color and design schemes, and the

packaging materials themselves. The basic functions of product

packaging are to protect the product from damage, attract con-

sumers to the product, promote the product and the overall brand,

facilitate purchase, and differentiate one branded product from

another. The goal of product packaging is to initiate a relationship

with consumers, encourage familiarity through repeated purchase,

and build brand loyalty.

There are several things packaging must do well to be successful. To

help communicate this, I often refer to a Forbes report, which states that

effective product packaging must stand out, be simple, pass the five-

year-old test, trigger emotional engagement, and create iconic assets.

You can accomplish these as follows:

* Stand out. Use the shape, size, color, and logo orientation to

draw the eyes of shoppers and communicate the essence of the

proposition.

* Be simple.Clarity and good use of white space can make a prod-

uct stand out in a visually agitated and busy market.

* Pass the five-year-old test.Determine if a five-year-old can find

and identify a specific branded product when they are armed

with nothing more than a brief description of the packaging.

PACKAGING 99
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* Trigger emotional engagement.Create moments of meaningful

feelings for consumers, often through design, photographs, or

other compelling imagery that encourages eye contact.

* Create iconic assets.Create a series of visual equities that trigger

lasting memories, such as the combination of popping color

contrasts, stylish cursive typeface, and dynamically contoured

shapes found in Coca-Cola’s packaging.

This must-do list begins with the initial act of recognition and pur-

chase through differentiation. The numbers don’t lie—consumers act

instinctively and almost instantaneously based on packaging alone.

While there are other aspects of product packaging that influence con-

sumer behavior, several of which will be discussed here, it all begins with

these packaging basics.

Packaging and Food Safety

There’s perhaps nothing that’s more important to your company,

your buyers/retailers, and the end-line consumer than food safety. Food

safety begins with you (production), continues through your retailers

and buyers (distribution), and ends with your consumers (consump-

tion). Ensuring food safety isn’t important simply because it helps you

avoid public relations disaster. It’s also of the utmost importance to con-

sumer trust, and safe product packaging is the best way to gain trust on

the consumer end.

The WestRock study produced the following results regarding the

building of consumer trust in brands:

* More than 75 percent of consumers said it would be extremely

or very impactful to their trust in a brand to “package products

in ways that protect them from tampering and contamination”.
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A

advertising 7, 9, 17, 18, 38-40, 42,
43, 49, 55, 64, 72, 73, 75, 94,
115-118, 136, 140, 143-145,
152, 163, 178

allegations 171
allergens 170
all-natural 22, 186
all-organic 21
amplification 28
analytics 11, 62, 134

B

best-practices 171
big-brand 73
billboard 76, 83, 90, 116, 152, 156
blind-taste 39
blue-sky 190
boomers 13
boosted 95
boosts 57
brainstorming 190, 191
brand 2-10, 17, 19, 20, 22, 23, 29-

31, 35, 37-48, 50, 52, 54, 56,
58-60, 62, 64-66, 68, 69, 71-
104, 106-121, 124-161, 163-
165, 167-172, 174, 176-178,
180-182, 184, 186-188, 190,
192, 193

brand activation 136-140
brand-eat-brand 79

branded visual identity 6
branding 37-40, 42, 45, 72, 73, 82,

84, 86
brand-integrated 46
brand message 79
brand position 77-79
brand-tactical 44, 46
buyer 2, 3, 5, 7, 8, 19, 20, 24-31,

33, 59, 61, 67, 68, 88, 110, 136,
140, 143, 149, 153, 154, 164,
168, 182, 187-189

buying behavior 186

C

call-to-action 116, 136
campaigns 6, 40, 41, 46, 75, 76,

112-126, 130, 135
category parameters 189
clean labeling 104-105
co-branded 126, 143, 165
collaborative 42
community-minded 183
complaint 158
complaints 7, 25, 161
consumer-based 107
consumer-driven 8, 67
coupons 94, 95, 116, 126, 135,

141, 142, 152, 162, 163, 165,
174, 178, 186

crisis management 174
customer service 161

INDEX
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D

demographics 8, 64, 68, 88, 97,
118, 131, 186

demos 117, 126, 152
difference-maker 98
differentiation 5, 6, 29, 77, 87,

100, 131, 132, 138
digital 6-9, 13, 15, 25, 38, 42, 46,

83, 90, 95, 112-115, 117, 118,
125, 126, 132, 134, 135, 142,
145, 146, 152, 154-159, 161-
163, 165, 166, 175

Direct-mail 142
direct-to-consumer 14
disruptive 183

E

earth-friendly 105
entrepreneur 23, 91
entrepreneurial 8, 19, 65
evangelists 7, 165
extension 42, 153, 168, 172

F

Facebook 29, 51, 76, 93, 113, 134,
146, 152, 157-160, 185

facings 154
FDA-required 172
first-to-market 26, 182
focus-groups 64, 192
food-buying 88, 103

G

gatekeeper 2, 30, 68, 169, 170,
187-193

generic 73, 74, 134, 149
geo-specific 190
gluten-free 21
grassroots 7, 18, 28, 46, 117, 134,

135, 145-147, 151-152, 170
ground-zero 35

H

high-profile 129, 169
high-tech 9
high-traffic 116
home-delivered 66

I

ideation 64, 184, 190-191, 193
identity 6, 46, 83-91, 93-97, 107,

112, 117, 130-132, 134, 146
impressions 107, 130, 134
innovate 19, 30, 67
innovation 7, 63, 109, 135, 182-

183, 193
Instagram 92-93, 115, 152
in-store 126, 140, 141, 147, 152,

162
internet 79, 87, 113, 128, 145, 156,

163
internet-based 145
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K

keyword 114
keywords 115, 174

L

label 2, 25, 32, 46, 102-106
logos 83, 85, 89, 90, 99
loyalty club 162-165

M

marketplaces 152
market-ready 38
markets 8, 35, 57, 146, 151
media-savvy 176
mid-aisle 94
millennials 8-9, 12, 13, 16, 18, 89,

132, 159, 162
mobile 8, 13, 114, 119, 133, 141,

163
mobile-friendly 163

N

name-brand 5
non-GMO 68, 186, 187
nutrition facts labeling 102-103

O

off-brand 74
optimization 114, 115

organic 20, 21, 66, 68, 77-79, 183,
186, 187

organics 32, 33

P

package 7, 29, 62, 92, 97, 99-101,
103, 107, 108, 186, 188

packaging 5, 6, 21, 22, 29, 32, 39,
46, 48, 49, 52, 63, 64, 66, 73, 76,
83, 85, 86, 90, 93, 97-101, 103,
105-111, 135, 143, 162, 164,
169, 170, 178, 182, 187, 192

Pinterest 155, 185
planogram (POG) 27-29, 31, 63,

184, 186, 189
point-of-purchase 83, 94, 140,

145, 152
point-of-sale 128
positioned 116, 128, 129, 183
positioning 4, 40, 43, 45, 64, 76-

80, 91, 94, 131, 139, 156, 189
psychographic 144, 185
psychographics 64, 88, 97, 131
public relations 168-169

Q

qualitative 44, 45, 60, 61, 63-65,
68

quantitative 44, 45, 60, 61, 63, 68

R

Rabobank 11, 12, 15, 183
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recall 172, 177, 180
recalls 7, 170, 171, 179, 180
regional brand powerhouse 7
regulations 3, 102
restocking 25

S

safety 3, 6, 13, 32, 33, 98, 100,
101, 107, 110, 170-172, 180,
181, 188

scalability 138
scalable 42, 141, 142
sell-through 125, 139, 140, 153
shopper marketing 63, 83, 94
shrinkage 28, 188
signage 86
SKU 56, 63, 66, 69, 187, 
slogan 79, 81
small-batch 66
smartphone 157, 159
Snapchat 93
social media 8, 113, 146-147
social media marketing 155-160
sponsorship 140, 169
start-up 9
strategic 5, 7, 42, 51, 54-58, 114,

115, 124, 135, 146, 147, 156,
161, 168, 176, 181-189, 191,
193

store checks 63
style guide 92
surveys 64

T

tampering 100-101
Tasty food videos 93
transparency 3, 13-18, 104, 105,

176-177, 180, 181
trend 6, 16, 20, 25, 29, 32, 52, 61,

66-69, 104, 128, 135, 186-187
tweet 76, 146, 155
Twitter 113, 134, 152, 156, 157,

159, 161

U

user-generated 114

V

value proposition 82

W

website 21, 22, 48, 49, 62, 102,
106, 113-115, 133, 134, 162,
163, 179

well-positioned 25
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