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GET YOUR BUSINESS MARKET-READY

This presents a CRITICAL PATH that food producers and processors should follow to enter a new market or to diversify market channels.
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Conduct market research and intelligence to:

o understand your product’'s unique
selling position over competitors,

o identify your target market, and

o determine the best market channel for
your business.

Consider doing on the ground research by
connecting with:

o Industry associations

o Other food companies

o Retail managers and distributors

This can help to inform your unique selling
position.

Consider the readiness requirements of all
market channels in your research to
determine the optimal marketplace for your
product.

READINESS REQUIREMENTS to consider include:

o Price & Costing Model
o Volume & Quality

o Certifications

o Labelling & Packaging

o Marketing (i.e. listing fees and promotions)

e How to conduct Market Research

e How to create a Marketing Plan

e How to write a Business Plan

Plan to successfully prepare your product to
be ready to enter your target market channel.

Business Planning

Build a business plan that considers
operational and financial requirements
(margins, costings, etc.).
e Consider capital and infrastructure
requirements.
o Do you need to purchase new
equipment for sorting, refrigeration?
o Have you considered physical
infrastructure (i.e., building permits,
space requirements)
e Consider labour requirements.
o Do you have enough labour capacity to
meet the volume requirements?
¢ Do you have the certifications required
o (HAACP, GAP)?
Map out your growth strategy.

Marketing and Branding

o Develop a marketing plan to price,
promote, and place your product in
your target market channel.

o Develop a brand strategy to sell your
product.

o Consider if you need to make changes
to your packaging or labelling for your
target market.

@ PREPARE

Action your plans to prepare to enter your
target market channel.

Are your product volumes and quality
consistent and ready for the market channel
you are preparing to sell?
o Contemplate the transportation of
your product.
o Review risk mitigation strategies.

Have you developed the content needed to
pitch your product?

o Sales presentation
o Sell and Price Sheets

Consider conducting market validation on
your product. Focus groups can help to

validate packaging and your product prior to

meeting with market channel buyers.

£,59) MARKET & SELL

Market and sell your product to your target
market.

o Set up meetings with buyers (bring
your sales sheet, price sheets, and
samples).

o Enact your marketing plan and
promote your products on social
media, etc.

Contracting

Ensure you understand the legal
requirements in your contract. We strongly
encourage you to have a lawyer review the
contract.

Tips and Tricks :

v~ Follow up with buyers when
you are not successful to
understand why and what you
can change to become
successful.

For business planning support, visit the BC Agri-Business Planning_Program.

For market development support, check out the Ministry of Agriculture and Food website.
Find resources on commercial kitchens, co-packers, etc., at BC Food Connection.

To connect with registered buyers, register your food product on the Feed BC Directory.

Learn more about how to promote your product at Buy BC.

v Always consider the
next stage of growth
for market channels
and product
development.

as sales develop.

v Always update your
plans and be flexible
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ONGOING BUSINESS OPERATIONS AND ADAPTATION


https://www2.gov.bc.ca/assets/gov/farming-natural-resources-and-industry/agriculture-and-seafood/farm-management/market-development/domestic-marketing/how_to_conduct_and_use_market_research.pdf
https://www2.gov.bc.ca/assets/gov/farming-natural-resources-and-industry/agriculture-and-seafood/farm-management/market-development/domestic-marketing/how_to_develop_and_use_a_marketing_plan.pdf
https://smallbusinessbc.ca/article/how-write-a-business-plan/
https://www2.gov.bc.ca/gov/content/industry/agriculture-seafood/programs/agri-business-planning-program
https://www2.gov.bc.ca/gov/content/industry/agriculture-seafood/business-market-development/market-development
https://bcfoodconnection.ca/
https://feedbcdirectory.gov.bc.ca/search-bc-products/
https://feedbcdirectory.gov.bc.ca/search-bc-products/
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GET YOUR BUSINESS MARKET-READY

The KEY READINESS REQUIREMENTS for domestic market channels.

PATHS TO
CHANNEL

Primarily through broker

Through a distributor is also
common

Direct to source

(less common with
institutional food service)
May involve working with

Group Purchasing
Organizations

e Direct to retailer

e Through broker or distributor

(le)) Phice2
COSTING MODEL

Cost model will need to be
at wholesale prices, and
work from a cost instead of
margin pricing model.

(&%) VOLUME (&)

QUALITY —=/ MARKETING

e Guaranteed agreement with
minimum delivery requirement,
with late and short fees applicable.

e Expectation for a customer
base to be established.
¢ Volumes tend to be bulk format. e Distributors may support in

Marketing.
e Quality requirements for products

(e.g., low sugar, consistent texture)

Cost model should include both:

o price to food service by

delivered (product delivered

by you)

o pickup (price when they pick

up the product).
Cost model will differ if selling
direct to food service or using a
distributor. Distributor average
margin is 25-35%.

Cost model needs to account
for retailer margins,
transportation, and broker or
distributor costs. Brokers
generally charge a 3-10%
commission.

Retailer margins differ by
retailer and the product being
sold. Ranges can be anywhere
from 25-40%

Consider volume discounts of
the retailer in price model.

e Guaranteed agreement
with minimum delivery
requirement, with late and
short fees applicable.

e Marketing Fee % Charged
(Varies by Product)

e Volume tends to be in bulk
format.

e Listing Fees (Per product SKU,
N/A for non-shelf stable
products)

¢ Guaranteed agreement with
minimum delivery requirement,
with late and short fees on

deliveries applicable. ¢ Marketing Program with a fee

. . negotiated into agreement
e Large retailers will expect

volume to supply all stores. . .
PPY o Includes co-op advertising,

discounts, shelf positioning,
displays and demos

(&) LABELLING &

Q-
PACKAGING

¢ |n addition to the requirements

under retail and food service,
there are portion size
requirements by institution
(e.g., pre-portioned, ready to
serve).

¢ All channels will require
labelling and packaging that
meets traceability standards.
o Have a traceability plan
o Have a Universal Product
Code using GS1 (Global
Systems of Standards), and
GTIN (Global Trade Item
Number).
o Labelling must meet

Canadian Food Inspection

Agency Standards. Generally
this means nutritional chart,
allergens, ingredients, and a
best before date. Visit CFIA’s

food labelling tool to
understand more on
product specific

requirements.
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e Tips for getting ready to sell to
Commercial & Institutional
Buyers.

e Food Safety Certified
o HACCP (Hazard Analysis

Critical Control Point)

o Good Agricultural Practices
(Primary Ag Only)
o CFIA Certified for Meat

Products

¢ Hold Harmless Agreement

¢ |Insurance with a minimum of
$2M coverage for occurrence,
products and completed
operations, general aggregate,

and umbrella liability

e How to price your product for

Be prepared for compliance )
* prep P retail.

audits, large retailers conduct

e How to sell your product to a
retailer.

social audits as well

e How to sell your product to a
distributor.



https://www2.gov.bc.ca/gov/content/industry/agriculture-seafood/food-safety/traceability?keyword=traceability
https://www2.gov.bc.ca/gov/content/industry/agriculture-seafood/food-safety/traceability?keyword=traceability
https://inspection.canada.ca/food-label-requirements/labelling/industry/eng/1383607266489/1383607344939
https://www2.gov.bc.ca/gov/content/health/keeping-bc-healthy-safe/food-safety/food-safety-sanitation-plans/food-safety-plan-workbook
https://www2.gov.bc.ca/gov/content/health/keeping-bc-healthy-safe/food-safety/food-safety-sanitation-plans/food-safety-plan-workbook
https://www2.gov.bc.ca/gov/content/industry/agriculture-seafood/food-safety/good-agricultural-practices
https://www2.gov.bc.ca/gov/content/industry/agriculture-seafood/food-safety/good-agricultural-practices
https://inspection.canada.ca/food-licences/eng/1523876882572/1523876882884
https://inspection.canada.ca/food-licences/eng/1523876882572/1523876882884
https://feedbcdirectory.gov.bc.ca/producers-and-processors/tips/
https://www2.gov.bc.ca/assets/gov/farming-natural-resources-and-industry/agriculture-and-seafood/farm-management/market-development/domestic-marketing/how_to_determine_a_right_retail_price_for_your_product.pdf
https://www2.gov.bc.ca/assets/gov/farming-natural-resources-and-industry/agriculture-and-seafood/farm-management/market-development/domestic-marketing/how_to_sell_your_product_to_a_retailer.pdf
https://www2.gov.bc.ca/assets/gov/farming-natural-resources-and-industry/agriculture-and-seafood/farm-management/market-development/domestic-marketing/how_to_sell_your_product_to_a_retailer.pdf
https://www2.gov.bc.ca/assets/gov/farming-natural-resources-and-industry/agriculture-and-seafood/farm-management/market-development/domestic-marketing/how_to_sell_your_product_to_a_distributor.pdf
https://www2.gov.bc.ca/assets/gov/farming-natural-resources-and-industry/agriculture-and-seafood/farm-management/market-development/domestic-marketing/how_to_sell_your_product_to_a_distributor.pdf

