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For Food Customers
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Who Is YOUR Customer?

* |s it the PRICE Conscious? Chains can beat you on price!

* Do you know who is your best customer?

* What does research say?
 What do your sales figures say?



Three Types Of Food Customers

Recreational — These are hedonistic and spend regularly on high quality foods.
Recreational consumers buy a lot of specialty foods

Novelty — These are driven by an eagerness

to try something new THE WHY BEHIND THE BUY
and are either regular or impulsive . What drives specialty food consumers to purchase

: : . a food or be*-remge? 5imp|}-, the desire to Iry new
They are hlghly drlven by quallty and taste ’rhings, uc:n:u::rding to twothirds of res.pa:rndents_
but also brand IOyal, Gluality and health are also important drivers, and
Novelty consumers make Up the to these consumers, health increqsinghr refers to

the absence of artificial ingredients.
brunt of specialty food consumption

Price — A large part of food expenditure is driven by price.
These consumers are NOT brand loyal
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Core Specialty Food Customer

AGE: 25-44
GENDER: MALE
RACE: HISPANIC
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Ready in S min.

Healthy Choice




The Full Range Of Customer Behavior
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THE GENERATION GAP

BOOMERS &
BEYOND ss5+

L8,

BUY SPECIALTY FOODS:

70”1 Il S O

-------------------------

SHARE OF FOOD DOLLARS
SPENT OM SPECIALTY FOODS:

MILLENNIALS

18 to 34 V'S

MOST BOUGHT SPECIALTY FOOD:

/;)fl‘vE OlL

CHOCOCLATE

WHAT THEY BUY:

PAMTRY ITEMS FOR
HOME COOKING

READY-TO-EAT SMNACKS

R\

W |
e

WHO’S BUYING WHAT?

Here is a breakdown of the segments that have
the highes! incidence of purchase, by generation. &)

lce cream ond frozen desserts
Chocolate

Cookies, brownies, caokes, and pies
Pasta

Yogurt and kefir

Nots, seeds, dried fruits, and vegetables
Posta and pizzo souces

Salty snacks

'Dairy ond dairy alternctives

Snock bors

Alcoholic and nonalcoholic beverages
Cereal

Cooking sauces and marinades

Frozen mecls

Coffee, coffee substitutes, and cocoa
Oils and vinegars

Tea

Meat, pouliry, and seafood
Salsas and dips

Boking mixes and Aours
Cheese and cheese alternatives

21-38

39- SO

gﬁ-

GENERATION X

BABY BOOMERS
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Purchase Drivers

MILLENNIALS

Buy ecofriendly, artisanal, and
glutenfree foods

Most aware of the term
specially food
Use specialty foods most to

bring to the office, have on
hand for unexpected guests,

give as a gift

Purchasing drivers: need
something special when enter-
taining; eat more natural and

healthy foods; dietary or

- ) health concerns
Novus Laurus

GENERATION X

Use specialty foods most for
everyday snacking and for
special occasions

Purchasing drivers: quality
ingredients listed on packaging;
recommendation from a friend
or relative; impulse purchase;

environmentally friendly

Mast likely to shop at farmers
markets

Shop for all-natural and ethical
foods
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BABY BOOMERS

Use specialty foods for every-
day meals at home

Purchasing drivers: like to try
new things; eat more natural
and healthy ingredients; locking
for exciting new experiences;
convenience; recommendation
from a friend or relative;
impulse purchase

Consider themselves knowledge-

able about food

Shop for locally sourced,
nen-GMO, and fair trade foods




Purchase Drivers In General

Americans believe many factors are important when deciding
what food products to purchase for their families...

Very/Somewhat important

Family Satisfaction
The products my family
or | most enjoy eating

Health and Nutrition
The products that are the
healthiest for me or my famdly

Sustainability

The products that protect the
environment, Jocal communities
and anvmal welfare

%vus Laurus
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Even Children
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Table 1 - Average degree attributed by the subjects to

the variables, in order of importance

Variable

Quality

Expiration date

Nutrients

Flavor

Healthiness

Quantity

Purchasing history
Discount

Family

Consistency

Preserving the environment
Having light and diet versions
Promotion

Packaging

Low price

Appropriate price

Price | can afford
Appropriate to the climate
Personal taste
Appropriate to sex
Perceived hunger

High price

Appropriate color

Average

.75
4£.59
&£.49
446
4.23
4.03
3.99
3.98
3.89
3.89
3.87
3.86
3.63
3.49
3-47
3-45
3.33
3.17
3.1

2.90
2.79
2.58
2.53

Standard deviation
0.72
0.88
0.98
1.o2

15
i.20

1.07

1.23

1.28

.30

1I.20
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What Can You Do? Preconception Preconception!

e Labeled and Unlabeled Taste Test

 Which Chocolate is tastier? Swiss or Chinese?

e Which Wine is better? Italian or Indian?



Super Important Statistic

@ of consumers purchase
! specialty food on I Ine

Using or seeking online delivery service:

Q0O 0 00O

of consumers Agas 25-44 of Hispanics Pacific region residents
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How Do The INFORMED “Buy”?

* They want to Buy
 APPETIZING
HEALTHY and nutritious
DIVERSE and unique
Sustainable
Interesting RECIPES
From REAL people
Word of Mouth - Based on FRIENDs’ recommendations
ONLINE



YOUR Customer

-~

Source = No onsumer Trends b MINTELV
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Cool Website Examples ... Not Expensive!ll

e Caviar Store

e Sugary !!

* Code platform is ready!
e Just fill with your content
* Adopt the right digital strategy

2


http://caviar.novuslaurus.com/
http://sugary.novuslaurus.com/

Common Problems & Digital Roadmap

Engagement
- Text heavy, Stale,
Navigability, Visitor
Intent not addressed,

Social

- Network not
leveraged, Enthusiasts
not Empowered, No
Strategy or Custom
Content

many

Personalization

Traffic

- SEO: Code, Keywords,
Content, Links inadequate

R 7 - Custom Content
e L Novus Laurus

- Lack or absence of
Visitor Specific Content
or Paths
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m Standard Reoporting

Goal Flow . Viewed the blog

Outcome Tracking
& Optimization

- Analytics absent or not
used, Insights not actioned

Responsive

- Not accessible on all
devices, Not Mobile
enough for SEO
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More text

And
-y Tiny

‘OPV
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Driving Traffic

* Landing pages w '
* Links from other

* Coding practiCIBO N\
- r |
«. 5FS
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NextStep © &. Click to Call Front Desk
W » Check it out! RS-

Start Your Free Trial Now

Open a Free Account > m
C.ET ;‘ QIJ(:)TE N(j\." m
Download the Free App m f Sign Up with Facebook

B o LEARN MORE '
Activate My 'Free Tnal

tryitfree (@
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* Who are they? ,
Give them

* What do they want? Incentivize to return
: _ * Accounts
#1 | ¢ Ident|fy Ind|V|dua| ° Shorter paths
: e Wishlists
* Segment and Assign e Recommendations -
Persona * \oice

_ OS5 pD
RE My DM
o o
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Networks
CuItlvate T
 Where do your visitors . Virality
like to play? * IdentlfY and empower , Unique content that
enthusiasts engages
* Make content easy to ...
SPIN and share




Standard Reporting Custom Reporting

Goal Flow : Viewed the blog ~ Select a segment v Connections: U
-
= Driving Outcomes
\ Direct
oy
¢ jy 917
+) Analytics
Organic Search ,
739
Home Page Viewed the blog '
Referral : .
1.83K .
s | . 1.22K
- Social ' InSIghtS
259 .
Redesigns & Updates
| €opyright 2015 Novus Laurus LLC 23
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Anytime, Anywhere, Any Device = Responsive

INNAT
LOST CREEK

TELLURIDE

T e ".' \
__GERITD S TS

N -

LOST CREEK

TELLURIDE

Mobile Capable = Higher SEO
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Novus Laurus

Your Partner In Increasing Sales

www.novuslaurus.com
Pradeep.Aradhya@novuslaurus.com, 781 475 9750
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