JANUARY /FEBRUARY 2010

SPECIALTY FOOD

PRODUCTS ¢ TRENDS e BUSINESS INSIGHTS

MAGAZINE®

BRAND SPOTUGHT

ompany keep its brand relevant into s

L&)

' s rhAallanss focina Crois ath AnAd AMAi
hat's the challenge tacing Croig, Beth and Mait

xnow: It begins and ends with quality products

BY SUSAN SEGREST

et I N thy
naJn ) | uke t i 5]
i and) and thre )
yed f [ f h beuio ! ) pnoes w
$50 o | j : tion of power f !
il CE 3G -~ C ) | | \
1 i ’ ' by \ 5; |
i tir L exXpIC J ve con I " A pony Ll
] i o n i |
r 1 r ] 15| — I are Cinee
- i | ant be i t bes!

JANUARY /FERRUARY 2010 103



BRAND SPOTUGHT

The Early Years

Nielsen-Massey Vanillas was started by Richard Massey in 1907 in
Sterling, 1ll. The business, then called Massey’s, began as an aroma
company, selling vanilla o help cover the noxious fumes of cleaning
products. In 1917, Chatfield Nielsen, Sr. joined the operation and
became a part owner in the mid-to-late 19205, During the early part
of the century, the company began co shift its focus from creating
aromas to developing food ingredients. To this day, helping create
the perfect treat is big business to Nielsen-Massey: 50 percent of the
company’s sales are to other food manufacturers.

During che 19405 Richard Massey died. Chatfield Nielsen,
Sr. bought the company from Massey’s heirs in 1954, and his son,
Chatfield Nielsen, Jr. (Chat), joined the business in 1958. In 1963,
the company name was changed to Nielsen-Massey Vanillas.

Over the years, Nielsen-Massey had been offering a full range
of flavors—Dboth artificial and narural. Bur Chat, who took the com-
pany over in the 19705 along with his wife Camilla, realized that the
artificial flavors were taking too much time and effore and decided
to focus on the company’s core strength, pure vanilla.

The Move Into Retail

Niclsen-Massey Vanillas’ Brst line of recail produces was laanched in
1982—with some fortuitous recognition from a specialty food pio-
neer. "We started offering our producrs on a national scale becanse of
Chuck Williams of Williams-Sonoma,” Mate says. The company had
created a special small botele of vanilla to sell o seudents az a Chicago
baking school. "Chuck Williams visited the cooking school and boughe
a bottke of our vanilla from the owner, took it back to San Franxisco,
tried it, liked it, and called my father and offered o buy his product
to sell.” he explains. “So Dad went out and purchased a filling line,
pasticulasly to be able 1o do those smaller rerail bottles.”

¢

BRAND TIMELINE
1907: Massey's founded by Richard Mossey.
19203-1930s: Comporny changes focus from crome sales
to food ingredient production.
1960s: Nome chonges to NiglerrMassey Vanilas
1980s: Rewail and foodsenvice business launches.
1995: Duich manufoching focility opens
1997: Compory websin kaunches.
2000-2004: Waoddwide vanils thoroge couses saw
goods prices 1o skyrocket,
2005: AfFnaturol product kne expands beyond venila 1o
oher pure flovey extiocts such os almond, lmon, oronge.
2006: Thirc generaton fakes over leodership.
2008: Cookibook A Centry of Flover is peblished,
2009: NielenMassey Foundation kunched 1 assist the
disodvortagad with educoton and leadarship development.

Today, selling produces through specialey retail is sbous 35
percent of the company's business. The full retail line of 76 products
includes: Vanilla Beans and Extracts from Madagascar, Tahiti and
Mexico; sugar- and aleohol-free Madagascar Bourbon Pure Vanilla
Powder; Certified Organic Madagascar Bourbon Pure Vanilla
Extract, Vanilla Beans and Powder.

Natural Disasters and Opportunities

Having a company based around one crop can pur a basiness in 2
precarious position when that product isn't available. From 2000-
2004, there was 2 worldwide vanilla shortage caused by cropical
storms that decimated harvests, causing prices to skyrocket. A boetle
of Niclsen-Massey vanilla went from $10 to $25.

"Probably one of the best things that we did was chat we weren't
shy about sharing information. People knew that they could truse
that when that situation got better, we were going ro lower our
prices,” explains Maze, "We certainly lost customers during chis
time, but the majority of customers seuck with us. This was because |
(1) they knew 1t was happening everywhere so there wasn necessae- |
ily a better opportunity, and (b) they respected who we are and had
faith chat we would do the right thing. Crop costs came down ia |
2005 and we immediately lowered our prices. And they came down |
a good 50 percent.”

This challenging climate sparked the idea of expanding beyornd |
vanilla."We realized there wasn't anything a¢ recail in the high-qualiey,
natural pure flavor category,” says Mate. In 2005, the company added |
a line of all-natural pure flavors including lemon, almond, ocange and
chocolate extracts. Today, flavors include those plus coffee extrace,
peppermint extract, rose water and orange blossom water.

Marketing the Company

Much of the brand recognition with specialey food stores has beea
through word of mouth, various awards, events like the Fancy Food
Shows and trade advertising, The company has also benefited from
being chosen by majoe retailers such as Willians-Sonoma and Desn
& Deluca, which some other retailers ook to for product ideas.

While the company has done no consumer advertising, it has
bencfited from press mentions in magazines such as Seveur and
Redbook as well as being on cooking shows. In addition to the in-howse
marketing and public relations efforts, Niclsen-Massey works with an
advertising agency and added a pr agency about two years ago. “We
wanted to make sure that we are still our there as the expert in vanills
and pure flavoes for boch the erade and consumers,” says Mate.

One of the challenges with achieving more consumer and retaid
er recognition is that, as Mace explains, “as great as vanilla smells, it
tastes bad straighe up.” At venues such as the Fancy Food Show, the
company offers 2 sasell test—allowing bayers to appreciate the dié
ference berween vanillas from che different growing regions. 'Ptq*%




(

sy, ‘that’s cool, I didnt know these were differences’ or they say Tve
never had the opportunity to do thar sde by side,”™ says Mate. Plus,
it gives the company an opportunity to further oducate buyers on
its product line, as well 25 on its kosher, gluten-free, Fair Trade and
organi certifications and sustainabsliy cffores, which include using
recycled materials for its shipping containers and not using manu-
facrured herbicades or pesticides in the cultivation of vanilla,

The company bhas also recently launched a charitable founda-
tion, The Niclsen-Massey Foundation, 1o assist disadvantaged
childeen and adules with education and leadership development,
especially in the field of culinary arts. It also plans to provide sup-
port in developung countrics, particularly arcas where it is soarcing
raw maverials. “We are not so secluded that we only worry about
what we are doing within our building,” says Mate. “There is 2 much
bigger role that we have 10 play as 2 family and as a business.”

Managing Three Major Segments
The rerail business accounts for 35 percent of company sales: food
ingredicnts sales are 50 percent and foodservice is 15 percent. “We've
certainly puc focus on all three markets—and we now have people
responsible for each area,” Matt notes. Within the manufacruring
ingredient segment there are set formulas buz the company does cus-
tom ending as well. "We have 2 tremendous amoent of experience
working with other food manufacturers,” explains Marz. “If someone
calls and says they are making a shortbread cookie, we can recom-
mend which vanillas work best and work with the company il
they have the flavor they need.”
Niclsen-Massey began selling to foodservice in the 805 and ies
main clienes are hoeels and chefs, with the bulk of product going to

PROFESSIONAL ASSESSMENT: WHAT YOU CAN LEARN FROM NIELSEN-MASSEY VANILLAS
Food ond bevernge beond marketing expen Tomeny Kotz of Ketz Morkesing Sclsions in Calumbus, Ohio, axplains whot Nislsen
Nassay got right and how other speciolly food companies con steagrben fheir own bronds. Katz—who 5 on the board of several
food compories and bas launched mose than 100 pew prodiets with clerts ronging Bom smoller spacialy food brands to
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ANTICIPATE AND SEIZE OPPORTUNITIES: " Moy copiar ondd on 0 hcky broch it Wiliams-Sonome by romping oo
producion, These wonsformaional Tucky beecks’ o0 o common heme in the best pedarming specially food brands. Mest cre o
resu of uncompromising quolity and penivence of geting your brond In bont of the right decisionmaker

What You Should Do: Stive for o sy superior and difisrentioted brond experionce. Be relontioss and creatve chout szing of
creaing oppormunities for your Tucky breck’ with your toiget decisionmalars,

pastry chefs. However, a continuing opportunicy for the company is
providing education and recipes sround the use of its ingredients in
savory applications. Recipes include: Spicy Teguila Shrimp, Vanilla
Pepper Roasted Lamb and Seared Scallops with Vanilla Sauce.

The Branding Work Aheod
Niclsen-Massey has an wnussal branding cvolution challenge:
Customers recognize the company’s apochecary-inapired brown boctle
and cream Libd—they see it on the Food Neework and on Marths
Stewarr—bur noe abways the beand name. “It is 2 big opportunity foe
us, how to berer associate the company name with the recognizable
label and borrle,” motes Mam. “That is one of the reasons we started
putting mere focus oa pr.” The company is wary, however, of any
wholesdde changes to the libel. “Since the early 805, the bottle is the
same and the Libel has evolved 2 lirtle bit,” he says. “Bur whenever you
make 2 Lib change. consumers chink you've done something differ-
ent. created 3 new formalation—ecven when the product is exacely the
same. It is eany to confuse comsumens if you make too broad a change
s it is something we are booking at very carefully.”
With a company that's more than 100 years old, the family
wants to make sure that any changes or brand developments are the
right moves for the long haul. "We are proud that we are the thied
geneeation chat is managing chis business and we want to maincain
our family ownership and hopefully pass it on to the next genera-
tion,” explains Matt, “If 2 customer calls into the main office, theee
out of the five people in management that they will calk eo will be 3
Nielsen, and that's importane to us.” |SFM|
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