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Niche MarketingNiche Marketing
• Product-service focused on a subset 

market of mainstream providersmarket of mainstream providers.
+ organic apples
+ U Pick organic apples+ U-Pick organic apples

• Target customers narrowly defined.Target customers narrowly defined.
+ geographic area
+ demographic group within an area+ demographic group within an area

• Targeted product-service attributes and g p
customer profiles.



Niche Marketing ChallengesNiche Marketing Challenges
• Finding a market segment small enough to 

b l k d b h b l hbe 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?g f y f



Size & Product DifferentiationSize & Product Differentiation
Product Differentiation
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3rd3rd--Party Certified LabelsParty Certified Labels



Credence AttributesCredence Attributes

Hi h f C ’Hierarchy of Consumers’ 
Food Preferences www.valueaddedag.org
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Organic’s Growth, 1998Organic’s Growth, 1998--0808
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U.S. Organic Food SalesU.S. Organic Food Sales



Organic Price PremiumsOrganic Price Premiums



Niche through Direct Mkting.Niche through Direct Mkting.
• Locavore

+ 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+ customer intimacy
+ support local community and environment
+ food safety issues




