BUILD

THE

LINK

Growers need to differentiate their products and services from those of their
competitors, especially imports. “Locally grown”, “home grown”, and “farmed
in the United States” labeling can be used. Position your products to reflect
your marketing strategy. Offer
“truly authentic U.S. southern
catfish”. Use that product identity
every time you talk about your
product. This is especially
important in the case of fish and
shellfish, when freshness is a
critical quality consideration.

What are the attributes of your
product that make it valuable
to buyers? This could be the
quality and freshness of your product. If this is your strategy, it is critical that
you meet the expectations of your buyers on a consistent basis. You may lose
your market if you establish a rapport and then cut corners to decrease the
cost of production once a sales relationship is developed.
Another important product attribute is that it is raised in a safe and
environmentally sound manner. Check the seafood lists produced by
environmental organizations, such as:

Monterey Bay Aquarium
http://www.montereybayaquarium.org

Blue Ocean Institute
http://www.blueocean.org/seafood/seafood-guide
and the Environmental Defense Fund
http://www.edf.org/page.cfm?tagID=1521.

If your product is in the green category, use that as a marketing tool.

Method of production can be another positive attribute. Some groups like
Food and Water Watch consider recirculating systems to be the most
environmentally sound method of production. If you produce in a recirculating
system, use that to your advantage.

Visit the NAA website to learn more about the safety and sustainability of U.S.
farm-raised seafood.

IDENTIFY NEW TRENDS

Producers need to scan the horizon for the next big food trend and think of
ways that their products can fit into that trend. This might also mean a change
in the species that you are growing. If you decide to raise a new-to-market
product, make sure that you can supply the demand that you generate.

TELL YOUR STORY

Buyers want to know the story of your product. This is sometimes called
cultural branding and refers to strategies that make emotional connections
among products, buyers, and end consumers. Successful cultural branding
depends upon social context, experience, community, products and services,
and infrastructure sensibility. Companies that have successfully exploited this
strategy often focus on natural products and an established connection with
the environment and/or the community. It is the strategy behind identifying
specific farmers in promotions. Resource stewardship can be used as a
branding strategy and as a counter to attacks leveled by some environmental
groups. If your company has been doing business in the community for a
number of years, weave that into your promotional strategy.

Some restaurants identify the farm that produces their menu items as part of
their marketing strategy. This makes it important for growers to establish links
with individual restaurants. Nothing sells as well as a personal identification
with the grower. This connection, and a high level of personal service, can be
part of your overall marketing strategy. If a buyer has the opportunity to visit
your farm, he or she can be confident that the product was raised in a safe
and sustainable manner.
In turn, reverse linkages can be used to market your product. If a highly
respected restaurant or chef uses your product on a regular basis, that
relationship can help you grow your market. The chef might be willing to
provide some quotes about your product or some recipes.

MORE

THAN

GUERRILLA MARKETING STRATEGIES

One way to begin growing your market is simply to identify all the foodservice
outlets in your geographic target area and provide the most probable buyers
with free samples of your product. Be armed with some suggestions about
possible menu offerings. What will it cost for the fish portion of the entrée?
Develop a broadsheet to accompany your product. That broadsheet should
contain information about how the product was raised, why it is
environmentally sound and sustainable, and how it can be used in a
foodservice setting. Information on the National Aquaculture Association
website www.thenaa.net can help you develop the information.

LICENSES

Check with the local health department to determine if any special licenses or
training are required to sell fish and shellfish directly to restaurants or
consumers. In any case, to maintain product quality, it is critical to deliver live
fish live and fresh fish at a temperature to maintain quality. The U.S. Food
Code provides transport guidelines: http://www.fda.gov/Food/FoodSafety/
RetailFoodProtection/FoodCode/FoodCode2009/
To sell clams, oysters, and mussels directly to restaurants and other
foodservice outlets, growers generally need additional licenses. These
licenses may be dependent upon having a fully equipped processing/packing
facility and Hazard Analysis Critical Control Point (HACCP) certification.
Check with your local or state health department.

ONE BUYER

It is important not to become reliant on one distribution channel no matter how
lucrative. Multiple channels of distribution allow growers to make higher profits
and maintain stable markets in uncertain economic times. Some growers sell
directly to restaurants, high end retailers, and offer product directly to
consumers through their website. A few have even opened small restaurants
as part of their grow-out facility.

SELL

INTO THE

GREEN TREND

Many environmental groups have expressed concerns about the feeds used.
Recognizing the need to be environmentally sound, finfish growers are
working closely with the soybean industry, scientists, academia, and
government agencies to develop feeds that reduce or eliminate the use of
fishmeal, improve feed conversion rates so less feed can be used, and make
sure that the feeds meet the nutritional requirements of the fish. At the same
time, steps are being taken to ensure that the final product that reaches the
dinner table provides all of the important nutritional benefits and great taste
that have made fish an important part of the American diet.

Because they do not expend energy searching for food, escaping from
predators, and spawning, farm-raised fish are much more efficient than wild
fish in converting food into high quality protein. For some species in the wild,
it takes 10 pounds of forage fish to produce one pound of wild fish. For the
aquaculture sector as a whole, the ratio of wild fish input to farmed output has
fallen to 0.63 as a result of more efficient feed formulations. Soybean farmers
in our country’s Heartland play an important role in this effort, and are helping
to ensure that America has a consistent supply of high quality food to meet the
growing needs of today and tomorrow.

SELL

TO INSTITUTIONS

Hospitals, schools (public and private schools and colleges), corporate feeding
programs, and the military can be good markets. The following website
provides information about selling to all kinds of institutions:
www.farmtoschool.org. The information is organized on a state-by-state basis.
Additional information is available at www.statefoodpolicy.org. Check with
your local department of agriculture. Many states have special programs to
help local growers.

Large corporate offices often have in-house foodservice programs.
Businesses across the country are concerned about employee health, and
fish and shellfish are a healthful addition to any menu. Find out more about
the health benefits of increased seafood consumption at
www.cnpp.usda.gov/DietaryGuidelines.htm. Supporting the local community is
another important attribute in this market. This is also a good channel to
increase consumer awareness of your product.

Government procurement systems often have “Buy American” requirements
and favor small local production facilities. These programs provide special
opportunities for women and minority owned businesses. Many are focused
on providing healthy meal alternatives, which make them an ideal target
market.

The Procurement Technical Assistance
Center (PTAC) provides information on
selling to the military and hosts a series
of free training programs for suppliers.
Visit their website www.aptac-us.org/new
to find regional centers and opportunities.
That website provides linkages to the
Central Regional System (CCR) and
Supply Center Philadelphia (DSCP).
There are also commissaries that cater
to military personnel. You can find
information about selling to these
outlets at www.commissaries.com.

Seafood is a favorite
dinner out choice for
many Americans.
Over 60% of all
seafood consumed in
the United States is
eaten away from
home. Consumers
rely on foodservice
providers to have
access to the best
quality products and
to possess the skills
to prepare the
seafood in a way that
tastes good.
The foodservice arena is also a good place to introduce new-tomarket species and products. Many chefs like to be on the cutting
edge with new and innovative menu offerings. Consumers are often
more adventurous when dining out and willing to try new and
interesting products.

U.S. farm-raised fish and shellfish are an excellent choice for the
foodservice buyer, whether that buyer is a chef at a five-star
restaurant or the director of a hospital foodservice program.
Because of the vast network of federal, state, and local regulations
controlling production, buyers can be confident that the products
have been raised in a safe and environmentally sound manner.

U.S. farm-raised fish and shellfish are consistent in quality, price, and
supply. That means that foodservice buyers can project their food
costs and plan menus in advance. Wild harvest supply is dependent
upon uncontrollable factors that can lead to drastic swings in price
and availability that quickly erode profits.

This publication was developed to help growers tap into the
important and growing foodservice market. Most small growers don’t
have an advertising budget, but there are a number of marketing
and public relations strategies that can be used to grow sales.
Many of these strategies depend on establishing personal
connections with buyers.

FOODSERVICE MARKETING
TOOL FOR GROWTH

AS A

To succeed, many growers need to shift from a production-oriented philosophy
(if you grow it, they will come) to a market-oriented philosophy (what do
buyers want/need?). Production-oriented strategies are successful as long as
the marketplace can absorb increases in either production or imports. U.S.
growers are forced to follow the prices established by the glut of imports
coming into the country or risk becoming non-competitive. Given the lower
cost of production and government assistance programs (competitive
advantages) of foreign growers, it is a losing proposition to compete on price.
U.S. producers need to differentiate their products on attributes that are
important and have value to foodservice buyers. In turn, foodservice
buyers need to meet the needs and expectations of the diners in their
establishments.

IDENTIFY YOUR MARKET

The first decision is whether to sell directly or through a foodservice distributor.
The distribution chain for seafood products can be convoluted, including a
number of middlemen, each of whom needs to take a percentage. This adds
to the price spread between farmer and end-user. Selling directly will
eliminate those mark-ups, but will require a serious commitment of time and
resources.

Segmenting, targeting, and positioning (STP) are methods marketers use to
command higher, profitable, prices for their products. Producers can identify
market segments where price is not the deciding variable in the
purchase/do not purchase decision. An example of this is to target highend white tablecloth restaurants rather than diners or fast food outlets.
Another example would be an establishment or institution that requires product
be produced in the U.S.
When identifying the market it is critical to determine: 1) the required product
form, 2) the quantity required, and 3) the consistency of the demand (does the
product sell at the same volume year round?). Upscale restaurants are often
more willing to purchase whole fish and do their own processing. Some
foodservice outlets have in-house seafood processing facilities. If the demand
exceeds your production capability, perhaps you can team up with other
producers. If you need to provide a processed product, try working with an
established processor. Some universities have food technology programs that
can provide assistance. Check with your local Extension or Sea Grant agents.
Another consideration is the geographic area that you wish to serve. This is
dependent upon the number of targeted buyers in the area and how you will
get your product to those buyers. If you use a middleman, how does that
affect your profits? If you are going to take on much of the work of marketing
and transporting your product, don’t forget to calculate those costs into your
end price.

BUILD

THE

BUZZ

1. Provide a broadsheet to accompany your product that includes
information about your farm, suggestions for using your product, and
how your product can help increase sales and guest satisfaction in a
foodservice setting.
2. Develop a website.

3. Provide table tents and menu clip-ons (this is especially good for
shellfish growers). Suggestive selling can help the foodservice provider
increase sales.

4. Be innovative in providing suggestions for using your products.
Think about how your product fits into the latest trends—maybe regional
dishes, raw bars, small plate offerings (tapas/izakayas), food trucks, or sushi.
5. Focus on freshness.

6. Omega-3s are in the news. How does your product stack up? If
your product doesn’t contain high levels of Omega-3s, focus on the most
important attributes of fish and shellfish—they contain high
quality protein and are low in calories, cholesterol, and
saturated fats.
7. Provide free samples of your product to the best
prospects.

8. Invite local foodservice buyers for a tour of
your farm. Make sure that everything on the farm
can meet the scrutiny of outside visitors. Look with
a critical eye before your guests arrive.

9. Introduce yourself to local food writers and
provide information about your farm and your products.

10. Become active in groups like state restaurant
associations, local chapters of the American Culinary
Federation, and Slow Food Chapters. Participate in farm to fork
promotions.

Fo r mo re info rmatio n abo ut marketing
U.S. farm-raised fish and shellfish, visit us at:

NATIONAL AQUACULTURE ASSOCIATION

PO Box 12759 Tallahassee, FL 32317
Phone: 850.216.2400 Fax: 850.216.2480
E-mail: naa@thenaa.net
Website: www.thenaa.net

