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How a market development exercise carried out in Sweden heiped
launch green pepper on a large scale In that market.

S:mn YEARS AGO our company carried
out a promotional campaign for green
pepper in the Swedish market that has
helped expand sales there considerably,
From an import velume of approximately
thiee tons in 1970, green pepper imports

indo Sweden resched m peak in 1976 of

almost 100 tons. Much of this growth can
be atiributed to active promotlon in the
market, The markel developmeni cam.
paign we carried out, which was a typical
promotional exercise for th I type of prod-
uct, can -ervc &s an eumplt or product
devefopment and promotion of sploes.

Untappetl potential
Qreen Pebper was not Introduced Inio
Bweden Utitil 1961, 1t was first imported by
& famous restaurant in Stockholm, which
- used the pepper for some of its special
dithes, Demand for green pepper spread
primarily ta other Tuxury restaurants dur.
Ing the next severs! years, which used (it
mainly for one dish: green pepper sieak.
Ar cOnsumption in the catering sector in-
crensed, demand was created to a amali
~ extent for green pepper In consumer packs.

Andera Matisnen ba vios preaidant of y

Horefalia AB, = lurge sples procsasor, pechsr
et dlslvibutor in Swadsn. Thio article wae

.«" ariginally -'mu 1hat ho prasented ta the recent

® on the Espert

Davelogmant of Spices o London, whigh weg
orgonized by 1TC and the Export Markat
Davelspment Disision of the © woalih
Bacrebartad,

But overail demand for (he spice grew
slowly during gite 1960s. By, |p70 imports
of green peppurcinto Swedan "totalled only
about three tomss. '

in 1972 my:compuny; whtch ina mqlnr
spice packer, processor lnﬂ distributer in
Sweden, declded that auﬂ"*’em potentiaf
demand eziated for green pepper to ,hmllyh
& large-scpis marketing campaign, We hadd'

purchased Just & few hundred kilos, Only®
restaurants were using green pepper to sny
great extent then, Most consumers were
not familiar with it. The potential market
was therefore large, particuiarly becsuse

. green pepper 18 required In larger amounts

than black or white pepper for the same
applications —cbout tcn (o twenty times s
much, i
‘ b

A new pack [

In 1972 when we began discussing the
possibllity of markédting green pepoer we
were all convinced that & better pack was
essential, The first step in the market de-
velopment exercise was therefore to adopt
@ new one, The tind that had been wed in
the past, which ranged from 23gr to
2,000 gr drained weight, had the adsentnge
of giving a long sheif-life to the product.
But the original pick had severs) deasr
backs. Firat, the brine in which the pepper-
corns were packed was riuddy and uhegt
pealing, Second, the customer could not
o the sploe lhroudn the pack. (3t Is prefs ~
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erable when mm‘ph&lm oo ot

the mcmne}nl"qr Ihe, ponsumer io ablé
to see the brodyct, so that he becomes fis
millar with It) Third, the tin itself did A8l

always co
nlmdarti: € varnish on the inside often
cracked, a-gnlch

ind the pefiper a high metal content.

il

ply with Swedish packaging X

sometiraes gave the brine

sy

quality of:the tins varied from one delivety
begun importing it in 1971, That year 98 10 another: Fourth, once’ the IH wis .

upened, the metal siaried to cortode, A

vhore stable pack, preferably of gldss, wi$
{herefore needed.

'new pack that would allow the consumer
to use and store (he pepper over a long

A major consideration was finditg §

o il

perlod of time without having to transfer it

o another container. We decided to adopt
the packs thai we were already wsing (or
capers, Capers are handied in much the
same, way a3 green pepper. The product
hes 1o, by Thoroughly rinsed, and

then the pack filled with brine, which con-

sists of de-ioniped water and vinegar, Two

of wr four . pock; for capers were con-
lidercd?thbk for green pepper. The ton-

aumcrmkqhomnwulﬂdltlﬂh‘ :

containing 43q‘d;ﬂmd welght, For.
catering we, decided to use & one-liter
plastic Jar with a net welght of 663 gr,
Amh}qgm*nbudmwwﬂ‘
mlhmndlml‘olﬂnmh‘wb“
of time.
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“backs—ihe taste of Ih new brine was
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somewhat different from the old, and the
vinepar added a slighily ackd flavaur,
However ihese factars were not considered
serfous enough (o prevent us from Intro-
duving the new packs.

Promatian

Once the new pack was ready we started
on fhe promotional campaiga, Proma-
tional sictivities were directed 8t both con-

. suniers and the citering trade, Many per-

sons were involved in this market develop-
ment wortk— publicity specialists ag well ps
food technologists.

Comsumrrs; Swedish consumers knew
very little abiout green pepper, White pep-
per, on the other hand, was ysed regularly

in the hoysehold wad hlg__cp pepper was,

used for special types of cooking, such ag
harbecuing. }
We therefore felt thay § promotional

campaign introducing this gy REPRET wag
essgntial.
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In Sweden individual spices are not ad-
vertised 10 any great extent. The advertise-
ments that are run usuq(\y promote the
brand name of fhe spice. company con-
cerned or & group of spices. In this case
our. publicity served to promote the brand
as well as the individual spice. A full-page
ad way designed and run iu three national
daily newspapers, as well as in some major
weekly magazines | see pave 32). The udver-
tisentent emphasized that green pepper wis
different from white pepper and black pep-
per, which were maré familiar to Swedish
consuriers. 1t deseribed green pepper's
characteristics and suggested how 1o use it.

Once cansumers becume interested in
grean pepper through the advertising cam-
paign, they had to be taught how to use i,
Home gimple recipes involving the use of
gresn pepper were therefure developed and
printed in leafiet foym. More than 200,000
copies of the leaflut were distribuipd ta
cangumers through retail outlets (befow),
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S Santa Marin

Recipas using groen peppsy were distributad to consumers through retall outints,

.

Television was also uied'to’ ym
consumers., N advertising is a
Sweden's stae-awned television uqu.
However, we were lucky to gel our green
pepper wied an & popular cooking proe
ginmme, During ang of the shows the
cooking instructor gave & lessan on hdw to
nrepare pork cutlets with green pepper:
sauce, As Swedish television has a steong?

ﬁ)

_influence on cansumption patterns in the

couniry, this exposuie helped’ introduce
the pepper to a wide audience. We re-
printed the recipe that had been used on
the show as a simple handout, which wa
disteibuted (o alt major food stares.

Cafering sectory The promotion ta the
catering sector was tptally different. Creen
pepper was already known to 8 large part ! -
of this trade, although demand was not
high. Our opinion was that if we succeeded |
In ppening up the retail market, the efters
ing sectar would foliow. We did nat there-
fore develop a special campaign 1o pros
mote the new one-liter pack to the catering
seclor. The pack way merely presunied 1o
the wholesalers, who promoted the sale of !
it, (In Sweden spices are-sold to retal] and !
catering establishments  anly  (hiough
wholesalers. Practically np direet deliveny
tikes place.)

Resoits

A company hiways has greal expectationg
when infroducing & new iprodisct, la-lllhl‘
case our expectations were mare s

filled. The sales results were good: To#s
consumer pack caught on so well that we-
ran aut of stock for a short peripd during
the campaign. The catering pack caught

on more slowly, as we had expecled.

In the food-pracessing industry, the
campatan instigaied 8 strong movement tn
use green pepper in prepared foods, Mpny =
types of prepared products were spiogd
with it, such as favoured butter, prepared
stews, -cheese, liver paste, minced mead
(hamhurger fype), pate, musised, suse
(powdered gnd Tiguid) ansl siusage, Al
though some of these products hgve now
disappeared from the smarket, others. m’ \
stitl sellipg suceessiully.

The eyl surprise in the campaign m
how much, gopdwilf we created both for
our company and uhmu all fer pwy brand
name, * Santa Marin.” This gondsill was
built up oy only among copsemers bul,
perhaps e IMperEant, dmong persons

(canti ved on page 32) ¥
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“tles of that culturs, not on those of your

own country, The influence of the press,
the radio and television varies from coun-
try to country a8 do the relative roles of
advertising and direct selling in the promos
tienal mix.

In working out a promotional strategy

. for the overseas market you should ascer-

tain:

& What naeds your product will fulfilt
In the soclely, whether these needs are
recognized ang how they are baing filled at

present.

® What the existing patierns of behavs

* lour are, how strongly ingrained they are

and whether they cun conflict with those
needed for the distribution of your

. produet,

® What cultural values relaté to your
product and if your product can be H'ml-
fled with them.

#i How decisions are made “and If tha
tulture s flexibie or rigid on the adoption
ol new idens,

# What promotional methods sre ap-

' propriate, availuble or capable of belng

introduced. What themes, words or lllus-
trations are taboo.

At the beginning of this article it was
mientioned that before proceeding Lo & new
market, the export sxeculive often unders
takes a desk study. How can an intanglble
element such as culture, which Is difficult
fo quantify, be ingluded in such a study?
One method 9 to consider the different
Wways in which cultural differences are man.
fested (Le. time, space, language, fami.
furity and friendship, negotiating technique
and the law), Each of thess faotors can b
Visted In chart form. Against each one you
a1 the esporter describe the practice in
your own country and the practics in the

‘néw culturs and work out the appropriate

courss .of action. Such a technique will
force you to contrast the cultural diffee-
ances between your own and the overseas
environment wnd take them fully into
sgcount

- market,

The overseas buyer gnpects you as !ht
selier 1o conform fo his ways of dding
husieest, his ways of behaving and appre-

“giste the way things are done in his coun-

try. Tg try to superimposs on him your

‘own businesy practices, your own expecta-

tions and your own ways of behaving s

the guickest way I know of forcing the
buyer to take his business elsewhere, D

5

B

when approaching thn nwﬁ '
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Promoting spice
(eantinund from page 10)

in the tra 1¢. Abstract factort such as build-
Ing & geod public ifmage are of coures
difficult 10 jevaluate, I :Am convinced, how-
ever, that ‘ho green pepper enmpdign was
one of th beat publie ‘relations sotlvities
that my tompany has éver undertaken,
and {t wis not an sxpenalye ong,

t g 5 ¢ I
Further ndeptation i
Our green ,ncppor' campaign was held in

.the spring of 1973, In the fall of that year

we ataried to recelve odmplaints on the laste
of the peppor. All of the objections wers
the same: The flavour was ftot as pleasant
as §{ had beén in the old type of pack,

We tested samples and found that a
minor flavour resembling turpentine was
pressnt, which had not bedn thers before,
We reasoned that this alteration was due
1o & poor-quality pilipment ol raw' pepper
that had been allowed to paee Io the
processing ling by mistake,

But the conipluints kept eoming fn—not
very many but snouph to gatise cofberi.
We soon founld that in pll ousss in' which
complaints had arisen, very few pepper-
corng were left in the jar, In addition, all of
the complainta concerned the conaumer
pack, rather than tHe eatering pack, At last
we discovered that whert mors than half of

the green peppot hed besn used and the

rest was stored dt room temperature for a
mhllnﬂll pcrlod of time, a uhuniull ro-

Sapla Maria
Gronpeppar.
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Fnbl-png' ad that was rup In the press,

e

action started. This oxidization gave the -
remalining peppercorns the turpentine taste,

Once we knew what the problom was,
the solution was simple, We sdded ascorble
neld (an antloxidizer) to the brine. At the
same time wa changed the label to read:
“Opsned pack ahould be stored in & cool
place.” Aller these changes tbo complrints
stopped coming ln.

Bro#dening the Hna

In 1977 we were forced by eomumlal
and consumers to add dried gresn pspper

to our lins, The advantags of drled papper

is that )t can be used as & table sploe inag -
pepper grinder. But X parsonally think that

it 1s & poor substitute for green pepper in
brine, as some of the sroma disappesrs,
and the flavour changes after drying. Of '

“courss dried pepper ls emantinl for prods

uets In which liquid ingredlents cannot be .
used, for Instance puwdered sauces, Drisd
pepper has now taken over part of the
market formerly held by (he varlety I
bring.

The markot teday

' Green pepper's performance in the marked

over the pait decnds has bean different
the thres market séctors. Among cofis
sumers, the retall pack cavght on rapidly

" from the beginning, s & result of the 1973

campaign, Bales reached a poak In 1978,
Imports that year amounted ta glmost 100
tong. Since then sales have dropped somes
Jwhat, g8 we e no longer notlvely promot.

ing green pepper, Furthermors, the food

! Industry and restaurants today offer s wide |

rangs of products flavoured ‘with grésm -
pepper, which lowers household demun
The tateting socior has showed d forg
stable upward sales irend, which ln stilt
continuing. The reason for the steady

‘growth ia that in the beginning only frat-

class restaurants used groea pepper, When
this spke beoarme tmore popular, Its vse
began (o apread to other types of sating
establishments, a movmnt (hat lo it
going on,

Demand in the food Industry tm M >
falrly stable since our campaign, with a -
slight decline over the last three years, -

‘The market development uctlvities fof
green pepper have therefore awm than

- piid off. The approach that was wsed could

probably be _ successfully applied for

__Jaunching other individual spices or spics

mixes on the Swedish market, a
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