A b
s i

..l"’

]

AT
e s,

ek,

Case study:

| scale a niche product?

- —
T it T

1 _Archived at http://orgprintsiorg/28915¢

~ Organic Beef Products —how to
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The beginning
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Current state
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The Beginning

o Setting up an administrative unit for organic meat within the
Saleska dolina Cooperative

» Organization and registration of Group of Producers
 10% higher purchase price guaranteed

e Partnership with a slaughterhouse and a wholesaler
Initial marketing efforts (logo, local distribution channels)
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Marketing Strategy — 4Ps

e Product

e Price

e Place (Distribution)

e Promotion



Product

L

« Animal welfare _
~« Limited use of antibiotics EK@AR
~+ No use of pesticides ’ ¥
+ Gluten free 2o zdyaviu in nard?"
. Traceability from ,farm to fork" i i




Price

Main considerations :
1. Higher production costs of organic husbandry
2. No economies of scale or scope

3. More expensive ingredients

4. Higher purchase power of the customer segment
(supermarkets)

5. Segmentation



- Place (Dlstrlbutlon)

' 3 main sales channels

1. Supermarkets

2. Direct sales (e-commerce)

3. Public institutions (schools,
Kindergartens...)

4. Hotels, restaurants (rather poorly
developed)
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Promotion

3 main activities:
 Sales promotions
 Publicrelations

« Advertising (TV, web, newspapers)




Key challenges:
1. Sustain revenue
growth

2. Increase
profitability

3. Expand product
~ portfolio

Current state
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Future plans

OriginTrail® track & trace solution
Implementation

e Important info on products ﬁ

_ KM ETIA LUKMAN
» Feedback on each product unit — Tabor

communication with shoppers

 Entire trail of origin

Available on the ' ANDROID APP ON
D App Store " Google play




OriginTrail ® track & trace solution
implementation




Key Takeaways

1. Differentiation strategy is the only sound

strategy for local food producers

2. Establish complementary sales channels

3. Tell that unique story!



THANK YOU FOR
LISTENING

Questions?

Ziga Drev
Phone: +386 310432590

email: ziga.drev@prospeh.com
website: www.prospeh.com

PR<>SPEH

WEB & MARKETING SOLUTIONS
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