








Niche Marketing Challenges

* Finding a market segment small enough to
be overlooked by others but large enough to
be profitable for your business.

* Repeat customers and a growing market
base are key to successful niche marketing.

* \Why have others not already taken
advantage of your identified niche market?
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3rd-Party Certified Labels
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Organic’s Mkt. Share, 1997-08
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Organic’s Growth, 1998-08
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U.S. Organic Food Sales

Frusls and vegetablas
Dairy

Beverages
Packaged/preparad
foods

Breads and grains
Snack foods

B Meal, fish, poultry

0 B Condiments
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E = Estimate.
Sourca: Nutrition Business Journal.




Oraganic Price Premiums

Product Category Notes: Week of September 11, 2009

Organic prices are for fruit, herbs and vegetables delivered to large
organic distributors based in the Los Angeles area. Conventional prices
are from the Los Angeles terminal market. Los Angeles was chosen for its
wide range of organic and conventional products.

Quality ay @ Certified

Apples: Fuli

72 Ct

PQ |

Apples: Gala

PQ |

BE Ct

Apples: Golden Delicious

PQ | 100 Ct

Apples: Granny Smith

PQ | 100 Ct

Apples: Red Delicious

PQ | 100 Ct

Elueberries

PQ | 12 4 4-02 cups | $49.00

Cantaloupe

PQ | 12 Ct | $16.00

Qo

Mraarnjc Prire Ranart | Radala Inctituta

Product Category Notes: Week of September 11, 2009

Crganic prices are for fruit, herbs and vegetables delivered to large
organic distributors based in the Los Angeles area. Conventional prices
are from the Los Angeles terminal market. Los Angeles was chosen for its
wide range of arganic and conventional products.

Certified

11# 5 63.00

Avocado: Hass

PQ | 48 Ct $63.00

Bok Choy price listed for baby size

PQ | 20# | $2950 |

Broccoli

PQ | 14 Ct | $2050 | $11.00

Cabbage, Green organic price listed for 454#; conventional price listed for
454

PQ | 40# | $1350 |  $14.00

Carrots

PQ | 24x24 | §3550 | $1350

Grapes: Thompson conventional price listed for 194

Cauliflower

PQ | 16# | na

PQ | 12 Ct | $2150 | §12.00

Lemon

Celery

PQ | 140 Ct |

PQ | 24 Ct | $235 | $11.00

Oranges: Valencia

PQ T2 Ct

Cucumber organic price listed for 224

PQ 5 31.50
| | |




Niche through Direct Mkting.

* | ocavore

+ a person who seeks out locally produced food

+ more nutritious and taste better
+ carbon footprint believed to be smaller

* Connection of consumer with grower
+ customer intimacy

+ support local community and environment
+ food safety Issues






